
104 
 

References 

 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and 

Human Decision Processes, 50(2), 179–211. 

Ajzen, I. (2010). Constructing a theory of planned behavior questionnaire. 

Ajzen, I. (2020). The theory of planned behavior: Frequently asked questions. 

Human Behavior and Emerging Technologies, 2(4), 314–324. 

Anastasiei, B., Dospinescu, N., & Dospinescu, O. (2025). Beyond Credibility: 

Understanding the Mediators Between Electronic Word-of-Mouth and 

Purchase Intention. University Alexandru Ioan Cuza, Faculty of Economics 

and Business Administration. 

Appelman, A., & Sundar, S. S. (2016). Measuring message credibility: 

Construction and validation of an exclusive scale. Journalism & Mass 

Communication Quarterly, 93(1), 59–79. 

Aghakhani, N., Oh, O., Gregg, D., & Jain, H. (2022). How Review Quality and 

Source Credibility Interact to Affect Review Usefulness: An Expansion of 

the Elaboration Likelihood Model. Information Systems Frontiers. 

https://doi.org/10.1007/s10796-022-10299-w 

Baek, H., Ahn, J., & Choi, Y. (2012). Helpfulness of online consumer reviews: 

Readers’ objectives and review cues. International Journal of Electronic 

Commerce, 17(2), 99–126. https://doi.org/10.2753/JEC1086-4415170204 

Baig, F., & Shahzad, S. U. (2022). Impact of social media influencer’s credibility 

dimensions on consumer behavior: An empirical study related to influencer 

marketing on Pakistan’s fashion industry (Master’s thesis, Jönköping 

University). 

Barrueta-Pinto, M., Castillo-Ortiz, M. V., & Chávez-Díaz, J. M. (2024). 

Contribution of brand image to consumer behavior: A systematic review. 

Revista de Gestão Social e Ambiental, 18(7), 1–19. 

Chen, T., Samaranayake, P., Cen, X., Qi, M., & Lan, Y.-C. (2022). The Impact of 

Online Reviews on Consumers’ Purchasing Decisions: Evidence from an 

 



105 
 

Eye-Tracking Study. Frontiers in Psychology, 13, Article 865702. 

https://doi.org/10.3389/fpsyg.2022.865702 

Chen, Y., Qin, Z., Yan, Y., & Huang, Y. (2024). The Power of Influencers: How 

Does Influencer Marketing Shape Consumers’ Purchase Intentions? 

Sustainability, 16(13), 5471. https://doi.org/10.3390/su16135471 

Dhahak, K., & Huseynov, F. (2020). The Impact of Online Consumer Reviews 

(OCR) on Online Consumers’ Purchase Intention. Journal of Business 

Research-Turk, 12(2), 990-1005. https://doi.org/10.20491/isarder.2020.889 

Rodríguez-Díaz, M., Rodríguez-Voltes, C. I., & Rodríguez-Voltes, A. C. (2018). 

Gap Analysis of the Online Reputation. Sustainability, 10(1603), 1-15. 

https://doi.org/10.3390/su10051603 

Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online 

celebrities' Instagram profiles in influencing the purchase decisions of 

young female users. Computers in Human Behavior, 68, 1–7. 

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., 

Jain, V., Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M. 

M., Raman, R., Rauschnabel, P. A., Rowley, J., Salo, J., Tran, G. A., & 

Wang, Y. (2021). Setting the future of digital and social media marketing 

research: Perspectives and research propositions. International Journal of 

Information Management, 59, 102168. 

https://doi.org/10.1016/j.ijinfomgt.2020.102168 

Erkan, I., & Evans, C. (2018). The influence of eWOM in social media on 

consumers’ purchase intentions: An extended approach to information 

adoption. Computers in Human Behavior, 80, 47–58. 

Fanoberova, A., & Kuczkowska, H. (2016). Effects of source credibility and 

information quality on attitudes and purchase intentions of apparel 

products: A quantitative study of online shopping among consumers in 

Sweden. Umeå School of Business and Economics, Master thesis 

Ferdinand, A. (2014). Metode Penelitian Manajemen: Pedoman Penelitian untuk 

Penulisan Skripsi, Tesis dan Disertasi Ilmu Manajemen. Badan Penerbit 

Universitas Diponegoro. 



106 
 

Filieri, R. (2016). What makes an online consumer review trustworthy? Annals of 

Tourism Research, 58, 46–64. 

Ghozali, I. (2005). Structural Equation Modeling: Teori, Konsep dan Aplikasi 

dengan Program Lisrel 8.70. Badan Penerbit Universitas Diponegoro. 

Ghosh, M. (2024). Meta-analytic review of online purchase intention: 

Conceptualising the study variables. Cogent Business & Management, 

11(1), 2296686. https://doi.org/10.1080/23311975.2023.2296686 

Godey, B., et al. (2016). Social media marketing efforts of luxury brands: Influence 

on brand equity and consumer behavior. Journal of Business Research, 

69(12), 5833–5841. 

Hair, J. F., et al. (1995). Multivariate Data Analysis (4th ed.). Prentice-Hall. 

Hair, J. F., et al. (2014). Multivariate Data Analysis (7th ed.). Pearson Education 

Limited. 

Islam, J. U., & Rahman, Z. (2017). The impact of online brand community 

characteristics on customer engagement: An application of the Stimulus-

Organism-Response paradigm. Telematics and Informatics, 34(1), 96–109. 

https://doi.org/10.1016/j.tele.2017.01.004 

Ismagilova, E., et al. (2020). The effect of electronic word of mouth 

communications on intention to buy: A meta-analysis. Information Systems 

Frontiers, 22(5), 1203–1226. 

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based 

brand equity. Journal of Marketing, 57(1), 1–22. 

Kotler, P. (2009). Marketing Management (13th ed.). Pearson Education. 

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson. 

Lee, M., & Youn, S. (2009). Electronic word of mouth (eWOM). International 

Journal of Advertising, 28(3), 473-499. 

https://doi.org/10.2501/S0265048709200709 

Lim, X. J., et al. (2022). The impact of influencer marketing on purchase intention 

and the mediating role of Costumer attitude. Journal of Marketing 

Communications, 28(3), 244–262. 



107 
 

Lou, C., & Yuan, S. (2019). Influencer marketing: How message value and 

credibility affect consumer trust of branded content on social media. Journal 

of Interactive Advertising, 19(1), 58–73. 

Morwitz, V. G. (2014). Consumers’ purchase intentions and their behavior. 

Foundations and Trends in Marketing, 7(3), 181–230. 

Nurhayati, T., & Hendar, H. (2020). Personal intrinsic religiosity and product 

knowledge on halal product purchase intention: Role of halal product 

awareness. Journal of Islamic Marketing, 11(3), 603-620. 

https://doi.org/10.1108/JIMA-11-2018-0220 

Ohanian, R. (1990). Construction and validation of a scale to measure celebrity 

endorsers' perceived expertise, trustworthiness, and attractiveness. Journal 

of Advertising, 19(3), 39–52. 

Ozdemir, D. Y., Singh, H., & Sarkar, S. (2021). Credibility, Novelty, and 

Helpfulness in Online Reviews. ICIS 2021 Proceedings. Retrieved from 

https://aisel.aisnet.org/icis2021/sharing_econ/sharing_econ/20 

Panra, Z., Malik, A., & Bibi, A. (2024). Examining the mediating influence of 

credibility linking with influencer marketing and online customer reviews 

on customer purchase decision. Global Management Sciences Review, 

IX(IV), 1-15. https://doi.org/10.31703/gmsr.2024(IX-IV).01 

Park, S., & Nicolau, J. L. (2015). Asymmetric effects of online consumer reviews. 

Annals of Tourism Research, 50, 67–83. 

Phan, A. T., Nguyen, A. V., Ho, N. V., & Hai, G. H. (2024). Social media marketing 

and customer purchase intention: Evidence-based bibliometrics and text 

analysis. Innovative Marketing, 20(2), 169-181. 

https://doi.org/10.21511/im.20(2).2024.14 

Rather, R. A. (2020). Customer experience and engagement in tourism destinations: 

The experiential marketing perspective. Journal of Travel & Tourism 

Marketing, 37(1), 15–32. 

Saktiawan, B., Permatasari, H. I., & Wulandari, T. R. (2023). The influence of brand 

image on purchase intention in social commerce TikTok Shop. Sebelas 

Maret Business Review, 8(1), 10-19. https://jurnal.uns.ac.id/smbr 



108 
 

Sarpong, A., & Zungu, N. P. (2025). Sports sponsorship, brand image, and purchase 

intentions toward sponsors’ products. Managing Sport and Leisure, 1–18. 

Sasmita, J., & Suki, N. M. (2015). Young consumers’ insights on brand equity. 

International Journal of Retail & Distribution Management, 43(3), 276–292. 

Setyowati, T., et al. (2025). The role of brand image in mediating social media 

marketing and customer relationships on the decision to choose a private 

university. Ekuilibrium: Jurnal Ilmiah Bidang Ilmu Ekonomi, 20(1), 208–

228. 

Singhal, D., Jena, S. K., & Tripathy, S. (2019). Factors influencing the purchase 

intention of consumers towards remanufactured products: A systematic 

review and meta-analysis 

Sobel, M. E. (1982). Asymptotic confidence intervals for indirect effects in 

structural equation models. Sociological Methodology, 13, 290–312. 

https://doi.org/10.2307/270723 

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers promote it, why 

should I buy? How credibility and parasocial interaction influence purchase 

intentions. Journal of Retailing and Consumer Services, 53, 101742. 

Supriyadi, A., & Syah, T. Y. R. (2024). Increase in Purchase Intention through 

Source Credibility, Recommendation Credibility, and Psychological State: 

Brand Awareness Mediates. Journal of Business and Management Review, 

5(7), 651-669. https://doi.org/10.47153/jbmr.v5i7.1000 

Suliyanto, S. (2011). Ekonometrika Terapan: Teori dan Aplikasi dengan SPSS. 

ANDI. 

Suliyanto, S. (2018). Metode Penelitian Bisnis. ANDI. 

Takaya, R. (2016). Antecedents Analysis of Purchase Intention. Business and 

Entrepreneurial Review, 16(1), 1-16. 

Wang, Y., & Scheinbaum, A. C. (2018). Enhancing brand credibility via celebrity 

endorsement: Trustworthiness trumps attractiveness and expertise. Journal 

of Advertising Research, 58(1), 16–32. 

Wei, S. (2024). The importance of brand image. Media and Communication 

Research, 5(1), Clausius Scientific Press, Canada. 



109 
 

Yadav, R., & Pathak, G. S. (2016). Intention to purchase organic food among young 

consumers: Evidence from a developing nation. Appetite, 96, 122–128. 

Younus, S., Rasheed, F., & Zia, A. (2015). Identifying the factors affecting 

customer purchase intention. Global Journal of Management and Business 

Research, 15(2). 

Yulianti, Y., & Keni, K. (2021). Source credibility, perceived quality, and attitude 

towards brand as predictor on purchase intention of local beauty products. 

Advances in Economics, Business and Management Research, 216, 487-

492. https://doi.org/10.2991/icebm-21.2022.67 

Zhang, K. Z., et al. (2022). Examining the influence of online reviews on 

consumers' purchase intentions in mobile social commerce: The role of 

review recency, review volume, and reviewer credibility. Information & 

Management, 59(5), 103689. 

Zong, Z., Liu, X., & Gao, H. (2023). Exploring the mechanism of consumer 

purchase intention in a traditional culture based on the theory of planned 

behavior. Frontiers in Psychology, 14, Article 1110191. 

https://doi.org/10.3389/fpsyg.2023.1110191 

 

 

 

 

 

 

 

 

 


