
94 

 

 

REFERENCES 

Abimbola, T., Lim, M., Halonen-Knight, E., Hurmerinta, L. (2010). Who 

endorses whom? Meanings transfer in celebrity endorsement. J. Prod. 

Brand Manag. 19, 452–460. 

Ahmad, A.H., Idris, I., Mason, C. and Chow, S.K., (2019). The impact of young 

celebrity endorsements in social media advertisements and brand image 

towards the purchase intention of young consumers. International Journal 

of Financial Research, 10(5), 54-65. 

Bright Indonesia (2023). Discovering the Opportunities of the Indonesian Fast 

Fashion Industry in Indonesia’s Growing E-Commerce Industry. Available 

online: https://brightindonesia.net/2022/03/24/discovering-the-

opportunities-of-the-indonesian-fast-fashion-industry-in-indonesias-

growing-e-commerce-industry/ (accessed on 20 July 2023). 

Byrne, A., Whitehead, M. and Breen, S., (2003). The naked truth of celebrity 

endorsement. British Food Journal. 

Chakraborty, U., (2019). The impact of source credible online reviews on 

purchase intention: The mediating roles of brand equity dimensions. Journal 

of Research in Interactive Marketing. 

Chang, J., Rynhart, G., & Huynh, P. (2016). Asean in Transformation: Textiles, 

Clothing and Footwear: Refashioning the Future, International Labor 

Office. 

Cheong, J.W., Muthaly, S., Kuppusamy, M. and Han, C., (2020). The study of 

online reviews and its relationship to online purchase intention for 

electronic products among the millennials in Malaysia. Asia Pacific Journal 

of Marketing and Logistics. 

Choi, S. M., & Rifon, N. J. (2012). It Is a Match: The Impact of Congruence 

between Celebrity Image and Consumer Ideal Self on Endorsement 

Effectiveness. Psychology & Marketing, 29(9), 639-650. 

doi:10.1002/mar.20550 

Djafarova E, Rushworth C (2017) Exploring the credibility of online celebrities’ 

Instagram profiles in influencing the purchase decisions of young female 

users. Comput Hum Behav 68:1–7. 

Belch, G. E., & Belch, M. A. (2004). Advertising and promotion: An integrated 

marketing communications perspective 6th. New York: NY: McGraw-Hill.  

Erdogan, B.Z., Baker, M.J., Tagg, S., (2001). Selecting celebrity endorsers: the 

practi- tioner's perspective. J. Advert. Res. 41 (3), 39e48 

Felix, R. and Borges, A., (2014). Celebrity endorser attractiveness, visual 

attention, and implications for ad attitudes and brand evaluations: A 

replication and extension. Journal of Brand Management, 21(7), 579-593. 



95 

 

 

Ferdinand, A. (2005). Structural Equation Modeling dalam Penelitian Manajemen. 

Fakultas Ekonomi Universitas Diponegoro Semarang.  

Freeman, K.S. and Chen, C.C., (2015). Wither the impact of celebrity 

endorsement. Online Journal of Communication and Media 

Technologies, 5, 213-237. 

Gazzola, P., Pavione, E., Pezzetti, R., & Grechi, D. (2020). Trends in the Fashion 

Industry. The Perception of Sustainability and Circular Economy: A 

Gender/Generation Quantitative Approach. Sustainability, 12(7), 2809. 

Goldsmith, R. E., Lafferty, B. A., & Newell, S. J. (2000). The impact of corporate 

credibility and celebrity credibility on consumer reaction to advertisements 

and brands. Journal of advertising, 29(3), 43- 54  

Hair, et al. (2007) Multivariate Data Analysis. McGraw Hill Publishing, New 

York. 

Hosany, S.; Martin, D. (2012). Self-image congruence in consumer behavior. J. 

Bus. Res. 65, 685–691 
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