DAFTAR PUSTAKA

Alam, F., Tao, M., Rastogi, R., Mendiratta, A., & Attri, R. (2024). Do social media
influencers influence the vaccination drive? An application of source credibility
theory and uses and gratification theory. Technological Forecasting and Social
Change, 198. https://doi.org/10.1016/j.techfore.2023.122973

Albayrak, M., & Ceylan, C. (2021). Effect of eWom on purchase intention: meta-
analysis. Data  Technologies and  Applications, 55(5), 810-840.
https://doi.org/10.1108/DTA-03-2020-0068

Alsaeed, G. R., Keeling, K. A., Sarantopoulos, P., & Gadalla, E. (2023). Source, message
and medium? The role of personal values in forming credibility perceptions of non-
sponsored product review videos. European Journal of Marketing, 57(5), 1272—
1297. https://doi.org/10.1108/EJM-10-2021-0785

Augusty Ferdinand. (2006). Metode Penelitian Manajemen: Pedoman Penelitian untuk
Skripsi, Tesis dan Disertasi Ilmu Manajemen, Semarang: Badan Penerbit
Universitas Diponegoro.

Badan Pusat Statistik Kota Semarang. (n.d.). Badan Pusat Statistik Kota Semarang.
https://semarangkota.bps.go.id/

Bahtar, A. Z., & Muda, M. (2016). The Impact of User — Generated Content (UGC) on
Product Reviews towards Online Purchasing — A Conceptual Framework. Procedia
Economics and Finance, 37, 337-342. https://doi.org/10.1016/s2212-
5671(16)30134-4

Bank Indonesia. (n.d.). Bank Indonesia. https://www.bi.go.id/

Chauhan, S., & Gupta, P. (2024). Assessing credibility in eWOM: a meta-analysis using
the heuristic-systematic model. Journal of Enterprise Information Management.
https://doi.org/10.1108/JEIM-01-2024-0027

Cheong, J. W., Muthaly, S., Kuppusamy, M., & 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, 32(7), 1519-1538. https://doi.org/10.1108/APJML-03-2019-0192

Dogerlioglu-Demir, K., Akpinar, E., Gurhan-Canli, Z., & Kogas, C. (2022). Are 1-
endings the new 9-endings? An alternative for generating price discount
perceptions. Journal of Retailing and Consumer  Services, 66.
https://doi.org/10.1016/j.jretconser.2022.102912

Fraccaro, A., Macé, S., & Parguel, B. (2021). The not-so-odd couple: Odd pricing in a
luxury  context. Journal of Business Research, 136, 356-365.
https://doi.org/10.1016/j.jbusres.2021.07.048

Garg, M., & Bakshi, A. (2024). Exploring the impact of beauty vloggers’ credible
attributes, parasocial interaction, and trust on consumer purchase intention in

118


https://semarangkota.bps.go.id/
https://www.bi.go.id/

119

influencer marketing. Humanities and Social Sciences Communications, 11(1).
https://doi.org/10.1057/s41599-024-02760-9

Ghozali, I. (2011). Ghozali_Imam_2011_ Aplikasi_Analisis_Mult.pdf (p. 129).

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares
structural equation modeling (PLS-SEM): An emerging tool in business research.
European Business https://doi.org/10.1108/EBR-10-2013-0128 R

Hillen, J. (2021). Psychological pricing in online food retail. British Food Journal,
123(11), 3522-3535. https://doi.org/10.1108/BFJ-09-2020-0847

Hung, H. H., Cheng, Y. H., Chuang, S. C., Yu, A. P. I, & Lin, Y. T. (2021). Consistent
price endings increase consumers perceptions of cheapness. Journal of Retailing
and Consumer Services, 61. https://doi.org/10.1016/j.jretconser.2021.102590

Izogo, E. E., & Mpinganjira, M. (2020). Behavioral consequences of customer
inspiration: the role of social media inspirational content and cultural orientation.
Journal of Research in Interactive Marketing, 14(4), 431-459.
https://doi.org/10.1108/JRIM-09-2019-0145

Jaber, M., & Jaber, K. (2020). Cause-related marketing and the effect of 99-ending
pricing. Journal of Consumer Marketing, 37(3), 237-246.
https://doi.org/10.1108/JCM-12-2018-2993

Kamalavani, R., Singh, M., & Subbaiyan, R. (2021). Consumers Behavior Attitude
Towards 9-Ending Pricing Strategy. UGC Care Journal, 1-11.

Kim, H., & Park, M. (2023). Virtual influencers’ attractiveness effect on purchase
intention: A moderated mediation model of the Product—Endorser fit with the brand.
Computers in Human Behavior, 143. https://doi.org/10.1016/j.chb.2023.107703

Kim, S., Huh, I., & Lee, S. (2023). No Movie to Watch: A Design Strategy for Enhancing
Content Diversity through Social Recommendation in the Subscription-Video-On-
Demand Service. Applied Sciences (Switzerland), 13(2).
https://doi.org/10.3390/app13010279

Kumar, S., & Pandey, M. (2015). The Impact of 9-Ending Pricing Strategy on the
Consumers’ Attitude and Buying Behavior: An Exploration. Advances in
Economics and Business Management, 2(2), 93-98.
http://www.krishisanskriti.org/aebm.html

Lee, E., Kim, J., Shin, S., & Koo, C. (2024). Unlocking revenue: Psychological pricing
effect for airlines’ upselling strategies. International Journal of Hospitality
Management, 119. https://doi.org/10.1016/j.ijhm.2024.103720

Li, F. (Sam). (2024). The influence of the base option’s price format on tourists’ upgrade
intention: the moderating role of tourists’ mindsets. Tourism Critiques: Practice
and Theory, 5(1), 65-81. https://doi.org/10.1108/trc-10-2023-0024

Li, H., Zhang, L., Guo, R. (Ami), Ji, H., & Yu, B. X. B. (2023). Information enhancement
or hindrance? Unveiling the impacts of user-generated photos in online reviews.



120

International Journal of Contemporary Hospitality Management, 35(7), 2322—
2351. https://doi.org/10.1108/1JCHM-03-2022-0291

Li, S., Abas, W. A. W., & Alwie, A. (2025). Exploring the impact of source credibility
on coffee purchase intention through attitude toward UGC: A study on
Xiaohongshu. SMC. https://www.researchgate.net/publication/368496318

Li, Z,, Sha, Y., Song, X., Yang, K., ZHao, K., Jiang, Z., & Zhang, Q. (2020). Impact of
risk perception on customer purchase behavior: a meta-analysis. Journal of
Business and Industrial Marketing, 35(1), 76-96. https://doi.org/10.1108/JBIM-12-
2018-0381

Lopez-Pastor, M., Garcia-Madariaga, J., Sanchez, J., & Figueiredo, J. (2020). DEMAND
IMPACT FOR PRICES ENDING WITH “9” AND “0” IN ONLINE AND
OFFLINE CONSUMER GOODS RETAIL TRADE CHANNELS. International
Review of Management and Marketing, 10(6), 58-78.
https://doi.org/10.32479/irmm.10683

Mahyuzar, H. (2023). The Effect of Odd Price on Purchasing Decisions Mediated by
Processing Fluency. In Jurnal llmiah Manajemen Kesatuan (Vol. 11, Issue 3).

Mathur, S., Tewari, A., & Singh, A. (2021). Modeling the Factors affecting Online
Purchase Intention: The Mediating Effect of Consumer’s Attitude towards User-
Generated Content. Journal of Marketing Communications.
https://doi.org/10.1080/13527266.2021.1936126

Meng, L. (Monroe), Bie, Y., Yang, M., & Wang, Y. (2025). The effect of human versus
virtual influencers: The roles of destination types and self-referencing processes.
Tourism Management, 106. https://doi.org/10.1016/j.tourman.2024.104978

Minh, N. H., Hai, L. S., Phi, N. A,, Duyen, L. B. T., & Giang, L. T. Q. (2024). The
Impact of TikTok UGC Videos on Online Purchase Intention: Mediating Role of
Cognitive States. Pacific Asia Journal of the Association for Information Systems,
16(1), 119-143. https://doi.org/10.17705/1pais.16107

Mir, I. A., Rehman, K. U., & Marketing, M. &. (2013). Factors Affecting Consumer
Attitudes and Intentions Toward User-Generated Product Content On Youtube. In
Challenges for the Knowledge Society (Vol. 8, Issue 4).

Muda, M., & Hamzah, M. I. (2021). Should I suggest this YouTube clip? The impact of
UGC source credibility on eWOM and purchase intention. Journal of Research in
Interactive Marketing, 15(3), 441-459. https://doi.org/10.1108/JR1M-04-2020-
0072

Ortega, A. M., & Tabares, F. A. (2023). Psychological pricing: Myth or reality? The
impact of nine-ending prices on purchasing attitudes and brand revenue. Journal of
Retailing and Consumer Services, 71.
https://doi.org/10.1016/j.jretconser.2022.103206

Pelletier, M. J., Krallman, A., Adams, F. G., & Hancock, T. (2020). One size doesn’t fit
all: a uses and gratifications analysis of social media platforms. Journal of Research


https://www.researchgate.net/publication/368496318

121

in Interactive Marketing, 14(2), 269-284. https://doi.org/10.1108/JRIM-10-2019-
0159

Pemerintah Kota  Semarang. (n.d.). Pemerintah Kota  Semarang.
https://semarangkota.go.id/

Pemerintah Kota Semarang. (n.d.). Portal Satu Data Kota Semarang.
https://data.semarangkota.go.id/

Sharma, H., & Aggarwal, A. G. (2020). What factors determine reviewer credibility?:
An econometric approach validated through predictive modeling. Kybernetes,
49(10), 2547-2567. https://doi.org/10.1108/K-08-2019-0537

Sokolova, T., Seenivasan, S., & Thomas, M. (2020). The Left-Digit Bias: When and
Why Are Consumers Penny Wise and Pound Foolish? Journal of Marketing
Research, 57(4), 771-788. https://doi.org/10.1177/0022243720932532

Sugiyono, D. (2013). Metode Penelitian Kuantitatif, Kualitatif, dan Tindakan.

Tiwow, K., Tumbuan, W. J. F. A, & Wangke, S. J. C. (2022). The Impact Of
Psychological Pricing On Consumer Purchase Decision At Hypermart Manado.
1166 Jurnal EMBA, 10(1), 1166-1171.

Utami, P. D. P., & Rahyuda, K. (2019). The antecedents of consumers’ attitude and its
consequences on online purchase intention. International Research Journal of
Management, IT and Social Sciences, 6(4), 107-117.
https://doi.org/10.21744/irjmis.vén4.663

Wang, Y., Jiang, J., & Yang, Y. (2023). Magic odd numbers: The effect of numerical
parity on variety-seeking. Journal of Retailing and Consumer Services, 73.
https://doi.org/10.1016/j.jretconser.2023.103345

Wathen, C. N., & Burkell, J. (2002). Believe it or not: Factors influencing credibility on
the Web. Journal of the American Society for Information Science and Technology,
53(2), 134-144. https://doi.org/10.1002/asi.10016

Watson, A., Alexander, B., & Salavati, L. (2020). The impact of experiential augmented
reality applications on fashion purchase intention. International Journal of Retail
and Distribution Management, 48(5), 433-451. https://doi.org/10.1108/1IJRDM-
06-2017-0117

Yilmazdogan, O. C., Dogan, R. S., & Altintas, E. (2021). The impact of the source
credibility of Instagram influencers on travel intention: The mediating role of
parasocial interaction. Journal of Vacation Marketing, 27(3), 299-313.
https://doi.org/10.1177/1356766721995973

Yuen, K. F., Ong, K. W., Zhou, Y., & Wang, X. (2023). Social media engagement of
stakeholders in the oil and gas sector: Social presence, triple bottom line and source
credibility theory. Journal of Cleaner Production, 382.
https://doi.org/10.1016/j.jclepro.2022.135375


https://doi.org/10.1108/JRIM-10-2019-0159
https://doi.org/10.1108/JRIM-10-2019-0159
https://semarangkota.go.id/
https://data.semarangkota.go.id/

122

Zhong, Y., & Moon, H. C. (2020). What drives customer satisfaction, loyalty, and
happiness in fast-food restaurants in china? Perceived price, service quality, food
quality, physical environment quality, and the moderating role of gender. Foods,
9(4). https://doi.org/10.3390/foods9040460

Zou, S., & Petrick, J. F. (2021). Left-Digit Effect in Tourists’ Price Evaluations: The
Moderating Role of Price Level and Composite Price. Journal of Travel Research,
60(8), 1654-1666. https://doi.org/10.1177/0047287520957418



