
 
 

129                               Indonesia Banking School 

 

DAFTAR PUSTAKA 

Abedi, E., Ghorbanzadeh, D., & Rahehagh, A. (2020). Influence of eWOM 

information on consumers’ behavioral intentions in mobile social networks: 

Evidence of Iran. Journal of Advances in Management Research, 17(1), 84–

109. https://doi.org/10.1108/JAMR-04-2019-0058 

Akram, U., Ansari, A. R., ulhaq, I., & Yan, C. (2023). Cosmetics makers have 

always sold ‘hope in a jar’! Understanding the cosmetics purchase intention 

in the Chinese mobile commerce environment. Journal of Retailing and 

Consumer Services, 73(March). 

https://doi.org/10.1016/j.jretconser.2023.103337 

Al Mamun, A., Naznen, F., Yang, Q., Ali, M. H., & Hashim, N. M. H. N. (2023). 

Modelling the significance of celebrity endorsement and consumer interest 

on attitude, purchase intention, and willingness to pay a premium price for 

green skincare products. Heliyon, 9(6). 

https://doi.org/10.1016/j.heliyon.2023.e16765 

Andriani, M., & Puspita, I. (2021). Pengaruh Digital Marketing eWOM Terhadap 

Purchase Intentions Pada Organic Product. Prosiding Seminar Nasional. 

https://journal.perbanas.id/index.php/psn/article/view/413 

Azizah, L., Gunawan, J., & Sinansari, P. (2021). Pengaruh Pemasaran Media 

Sosial TikTok terhadap Kesadaran Merek dan Minat Beli Produk Kosmetik 

di Indonesia. Jurnal Teknik ITS, 10(2). 

Analisis Pengaruh E-Wom...,   Siti Nur Masithah, Ma.-IBS, 2025



130 
 

Indonesia Banking School 

 

https://doi.org/10.12962/j23373539.v10i2.73923 

Baykal, B., & Hesapci Karaca, O. (2022). Recommendation matters: how does 

your social capital engage you in eWOM? Journal of Consumer Marketing, 

39(7), 691–707. https://doi.org/10.1108/JCM-08-2021-4842 

Bithourproduction.com. (2023a). Bongkar 4 Strategi Marketing Somethinc, Yang 

Bikin Customer Borong Terus. https://bithourproduction.com/blog/bongkar-

4-strategi-marketing-somethinc/ 

Bithourproduction.com. (2023b). Bongkar 5 strategi Skintific, Brand Skincare 

Yang Paling Banyak Diminati. https://bithourproduction.com/blog/bongkar-

5-strategi-skintific/ 

Calista, P., Yones, P., & Muthaiyah, S. (2023). Asia Paci fi c Management 

Review eWOM via the TikTok application and its in fl uence on the 

purchase intention of somethinc products. Asia Pacific Management Review, 

28(Juni), 174–184. 

https://doi.org/https://doi.org/10.1016/j.apmrv.2022.07.007 

Cheung, C. M. K., Lee, M. K. O., & Rabjohn, N. (2008). The impact of electronic 

word-of-mouth: The adoption of online opinions in online customer 

communities. Internet Research, 18(3), 229–247. 

https://doi.org/10.1108/10662240810883290 

Compas.co.id. (2024). Compas Market Insight Dashboard: Skintific Menempati 

Posisi Pertama Penjualan Paket Kecantikan di Q1 2024 dengan Nilai 

Analisis Pengaruh E-Wom...,   Siti Nur Masithah, Ma.-IBS, 2025




