
107 
 

DAFTAR PUSTAKA 

 

Aaker, D. A. (1996). Building Strong Brands. New York: The Free Press. 

Ahmed, A., Mir, F. A., & Farooq, O. (2012). Effect of celebrity endorsement on 

customers’ buying behavior; A perpective from Pakistan. Interdisciplinary 

Journal of Contemporary Research in Business, 4(5), 584–592. 

Alrwashdeh, M., Emeagwali, O. L., & Aljuhmani, H. Y. (2019). The effect of 

electronic word of mouth communication on purchase intention and brand 

image: An applicant smartphone brands in North Cyprus. Management 

Science Letters, 9, 505–518. https://doi.org/10.5267/j.msl.2019.1.011 

APJII. (2017). Infografis Penetrasi & Perilaku Pengguna Internet Indonesia. 

Diakses pada 15 Desember 2018. 

https://web.kominfo.go.id/sites/default/files/Laporan%20Survei%20APJII_2

017_v1.3.pdf 

Babić, A., Sotgiu, F., Valck, K. De, & Bijmolt, T. H. A. (2015). The Effect of 

Electronic Word of Mouth on Sales : A eta-Analytic Review of Platform , 

Product , and Metric Factors. American Marketing Association. 

https://doi.org/10.1509/jmr.14.0380 

Bambauer-Sachse, S., & Mangold, S. (2011). Brand equity dilution through 

negative online word-of-mouth communication. Journal of Retailing and 

Consumer Services, 18(1), 38–45. 

https://doi.org/10.1016/j.jretconser.2010.09.003 

Bappenas. (2018). Proyeksi Penduduk Indonesia 2010-2035. Diakses pada 15 

Desember 2018. 

https://www.bappenas.go.id/files/5413/9148/4109/Proyeksi_Penduduk_Indo

nesia_2010-2035.pdf 

Borzooei, M., & Asgari, M. (2013). The Halal brand personality and its effect on 

purchase intention Mahdi Borzooei and Maryam Asgari Business 

Management Faculty ,. Interdisciplinary Journal of Contemporary Reserach 

in Business, (May 2014), 481–491. https://doi.org/10.1364/OE.25.006904 

BPOM RI. (2017). SIARAN PERS Badan POM RI Dukung Daya Saing Produk 

Kosmetik Indonesia. Diakses pada 15 Desember 2018. 

https://www.pom.go.id/mobile/index.php/view/pers/387/SIARAN-PERS-

Badan-POM-RI-Dukung-Daya-Saing-Produk-Kosmetik-Indonesia.html 

Chan, K., Ng, Y. L., & Luk, E. K. (2013). Impact of celebrity endorsement in 

advertising on brand image among Chinese adolescents. Young Consumers, 

14(2), 167–179. https://doi.org/10.1108/17473611311325564 

 



108 
 

 
  

Chu, S. C., & Kim, J. (2018). The current state of knowledge on electronic word-

of-mouth in advertising research. International Journal of Advertising, 37(1), 

1–13. https://doi.org/10.1080/02650487.2017.1407061 

Duffett, R. G. (2015). Facebook advertising’s influence on intention-to-purchase 

and purchase amongst millennials. Internet Research (Vol. 25). 

https://doi.org/10.1108/IntR-01-2014-0020 

Farzin, M., & Fattahi, M. (2018). eWOM through social networking sites and 

impact on purchase intention and brand image in Iran. Journal of Advances 

in Management Research, JAMR-05-2017-0062. 

https://doi.org/10.1108/JAMR-05-2017-0062 

Fatmasari, Sukesti, & Budiman, M. (2014). the Influence Halal Label and 

Personal Religiousity on Purchase. International Journal of Business, 

Economics and Law, 4(1), 2012–2015. 

Fleck, N., Korchia, M., & Roy, I. Le. (2012). Celebrities in Advertising: Looking 

for Congruence or Likability? Psychology & Marketing. 

https://doi.org/10.1002/mar.20551 

Ghozali, I. (2014). Aplikasi Analisis Multivariate Dengan Program SPSS. 

Semarang: Badan Penerbit Universitas Diponegoro. 

Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of mouth on 

brand image and purchase intention: An empirical study in the automobile 

industry in Iran. Marketing Intelligence and Planning, 30(4), 460–476. 

https://doi.org/10.1108/02634501211231946 

Kazmi, A., & Mehmood, Q. S. (2016). The effect of electronic word of mouth 

communication and brand image on purchase intention: A case of consumer 

electronics in Haripur, Pakistan. Management Science Letters, 6, 409–508. 

https://doi.org/10.5267/j.msl.2016.5.003 

Kementerian Perindustrian. (2018). Kian Kinclong, Industri Kosmetik Nasional 

Tumbuh 20 Persen. Diakses pada 15 Desember 2018. 

http://www.kemenperin.go.id/artikel/18954/Kian-Kinclong,-Industri-

Kosmetik-Nasional-Tumbuh-20-Persen 

King, R. A., Racherla, P., & Bush, V. D. (2014). What we know and don’t know 

about online word-of-mouth: A review and synthesis of the literature. 

Journal of Interactive Marketing, 28(3), 167–183. 

https://doi.org/10.1016/j.intmar.2014.02.001 

Kotler, P., & Armstrong, G. (2014). Prinsip-Prinsip Pemasaran (12th editi). New 

Jersey: Pearson Prentice Hall. https://doi.org/10.2307/1250103 

Kotler, P., & Keller, K. L. (2012). Manajemen Pemasaran. Ebook of Marketing 

Management 13th edition (13th Editi). New Jersey: Pearson Education, Inc. 



109 
 

 
  

Lomboan, S. (2013). The Impact of Celebrity Endorsement on Brand Image, 1(3), 

788–795. 

Low, George S, & Lamb, Charles W. (2000). The measurement and 

dimensionality of brand associations. Journal of Product & Brand 

Management (Vol. 9). 

LPPOM MUI. (2014). Sertifikat Halal MUI. Diakses pada 15 Desember 2018. 

http://www.halalmui.org/mui14/index.php/main/go_to_section/55/1360/page

/1 

Lucas, D. B., & Britt, S. H. (2012). Measuring Advertising Effectiveness. New 

York: McGraw-Hill. 

Lutfie, H., Suzanti, E. P. P., Omar Sharif, O., & Alamanda, D. T. (2015). Which is 

More Important? Halal Label or Product Quality. Atlantis Press, (Isclo), 

224–229. https://doi.org/10.2991/isclo-15.2016.41 

MarkPlus. (2016). Halal and Herbal - The Two Emerging Buzzwords in 

Indonesia's Cosmetics Market, MarkPlus Inc : Knowledge, Insight, Solution. 

Diakses pada 15 Desember 2018. www.markplusinc.com/halal-and-herbal-

the-two-emerging-buzzwords-in-indonesias-cosmetics-market/, 

Perdana, A. S. D., & Cash, J. (2018). Identity Positions and Halal Cosmetics in 

Indonesian Middle-Class Muslim Women, 1(1), 42–45. 

Rahmawati, Asih. (2013). PT. Paragon Technology and Innovation (Wardah 

Cosmetics). Diakses pada 15 Desember 2018. 

http://asihrahmawati1025.blogspot.com/2013/02/pt-paragon-technology-and-

innovation_2575.html 

Ramadhan, M. D., & Muthohar, M. (2019). The Influence of Store Image, Service 

Quality, Private Label Brand Image, Perceived Risk, and Price 

Consciousness on Purchase Intention. Atlantis Press, 308(1), 140–143. 

https://doi.org/10.35384/jime.v9i1.18 

Rana, S. M. S., Osman, A., & Othman, Y. H. (2015). Factors Affecting Purchase 

Intention of Customers to Shop at Hypermarkets. Mediterranean Journal of 

Social Sciences, 6(3), 429–434. https://doi.org/10.5901/mjss.2015.v6n3p429 

Sabunwala, Z. (2013). Impact of Celebrity Brand Endorsements on Brand Image 

and Product Purchases -a Study for Pune Region of India. International 

Journal of Research in Business Management, 1(6), 37–42. 

https://doi.org/10.1021/acs.est.5b00515 

Sari, W. T. (2017). Cosmetics and Consumption ( An Analysis of Consumption 

Culture in Wardah Cosmetic Products Selection ). International Journal of 

Social Science and Humanity, 7(8), 535–539. 

https://doi.org/10.18178/ijssh.2017.7.8.880 



110 
 

 
  

Schiffman, L. G., & Kanuk, L. L. (2003). Perilaku Konsumen (12th ed.). 

Yogyakarta: Bumi Aksara. 

Sekaran, U. (2017). Metodologi Penelitian untuk Bisnis (Edisi 4). Jakarta: 

Salemba Empat. 

Shimp, T. A. (2010). Advertising, Promotion, and Other Aspects of Integrated 

Marketing Communications. South-Western Cengage Learning. 

Simamora, B. (2011). Memenangkan Pasar dengan Pemasaran Efektif dan 

Profitabel. Jakarta: PT Gramedia Pustaka Utama. 

Sparks, B. A., & Browning, V. (2011). The impact of online reviews on hotel 

booking intentions and perception of trust. Tourism Management, 32(6), 

1310–1323. https://doi.org/10.1016/j.tourman.2010.12.011 

Sugiyono. (2013). Metode Penelitian Kuantitatif Kualitatif dan R&D. Bandung: 

Alfabeta. 

Suryani, T. (2008). Perilaku Konsumen Implikasi pada Strategi Pemasaran. 

Yogyakarta: Graha Ilmu. 

Torlak, O., Ozkara, B. Y., Tiltay, M. A., Cengiz, H., & Dulger, M. F. (2014). The 

Effect of Electronic Word of Mouth on Brand Image and Purchase Intention : 

An Application Concerning Cell Phone Brands for Youth Consumers in 

Turkey Eskisehir Osmangazi University University of Nevada. Journal of 

Marketing Development and Competitiveness, 8(2), 61–68. 

https://doi.org/10.1108/02634501211231946 

Tubagus, G. S., & Tumbuan, W. J. F. A. (2018). The Relation Between Brand 

Personality and Self Congruence of a Muslim Woman Cosmetics ( Case 

Study of Wardah Cosmetic ), 6(4), 2018–2027. 

 

 

 

 

 

 


