DAFTAR PUSTAKA

Abdul, M., Septyadi, K., Salamah, M., & Nujiyatillah, S. (2022). Literature Review
Keputusan Pembelian dan Minat Beli Konsumen Pada Smartphone: Harga
dan Promosi. 3(1),301-313.
https://doi.org/https://doi.org/10.38035/jmpis.v3il

Aditiya, 1. M. (2023, 2 Mei). Proyeksi kepemilikan ponsel pintar masyarakat
Indonesia. GoodStats.
https://goodstats.id/article/proyeksi-kepemilikan-ponsel-pintar-masyarakat
indonesia-Bgrlk

Ahmada, R. A., Ibnu, F., & Sukono, F. (2024). Pengaruh Social Media Marketing ,
Content Marketing , dan Brand Image Terhadap Keputusan Pembelian Produk
Smartphone Samsung dan iPhone Pada Mahasiswa Universitas di Semarang.
4(1), 90-110.
https://doi.org/10.51903/dinamika.v4il.438

Almeida-Garcia, F., Domigunez-Azcue, J., Mercadé-Melé, P., & Pérez-Tapia, G.
(2020). Can a destination really change its image? The roles of information
sources, motivations, and visits. Tourism Management Perspectives,
34(January), 100662.
https://doi.org/10.1016/].tmp.2020.100662

Amalia, I. khoiru, & Maskur, A. (2020). Pengaruh Kualitas Produk , Persepsi
Harga Dan Lokasi Terhadap Keputusan Pembelian ( Studi Kasus Rocket
Chicken Cabang Kabupaten. 3(1), 166—-172.
https://doi.org/https://doi.org/10.36778/jesya.v3il.66

Anggraini, F., & Ahmadi, M. A. (2024). Pengaruh Influencer Marketing terhadap
Keputusan Pembelian Produk Kecantikan di Kalangan Generasi Z : Literature

Review. Journal of Management and Creative Business, 3(1), 62-73.
https://doi.org/10.30640/jmcbus.v3i1.3450

Arianty, N., & Andira, A. (2021). Pengaruh Brand Image dan Brand Awareness
Terhadap Keputusan Pembelian. 4, 39-50.
https://doi.org/https://doi.org/10.30596/maneggio.v4il.6766

Arsita, H., Firdaus, R., & Kurniadi, D. (2025). The Effect of Product Quality on
Purchasing Decisions with Customer Reviews and Ratings as Intervening
Variables. 4(2), 308-320.
https://doi.org/10.56495/ejeb.v412.1083

Berasa, T. D., Safrizal, & Bulan, T. P. L. (2025). Pengaruh Content Marketing,
Influencer Marketing, FElectronic Word of Mouth Terhadap Keputusan
Pembelian Produk Kosmetik The Originote. 7(3).

110


https://doi.org/https:/doi.org/10.38035/jmpis.v3i1
https://doi.org/10.51903/dinamika.v4i1.438
https://doi.org/10.1016/j.tmp.2020.100662
https://doi.org/https:/doi.org/10.36778/jesya.v3i1.66
https://doi.org/10.30640/jmcbus.v3i1.3450
https://doi.org/https:/doi.org/10.30596/maneggio.v4i1.6766
https://doi.org/10.56495/ejeb.v4i2.1083

111

https://doi.org/10.32877/ef.v713.2576

Darmawan, A. T., & Kunci, K. (2024). Pengaruh Influencer Marketing , Electronic
Word Of Mouth Dan Social Media Marketing Terhadap Keputusan Pembelian
( Studi Kasus Pada Pembelian Produk Erigo Di Kota Semarang ). 7(1), 778—
790.
https://doi.org/10.36778/jesya.v7il.1412

Darwin, M., Sylvia, (2020). Metode Penelitian Pendekatan Kuantitatif.

Dilys, M., Sarlauskiene, L., & Smitas, A. (2024). International Journal of Advanced
and Applied.
https://doi.org/10.21833/ijaas 2022.05.006

Enre, A., Hutagalung, D., Simbolon, H. A., & Ong, M. T. (2020). Pengaruh Harga
dan Kualitas Pelayanan terhadap Keputusan Pembelian CV Obor
Pematangsiantar.  Owner: Riset Dan  Jurnal Akuntansi, 4(1).
https://doi.org/10.33395/owner.v4il.173

Ferdiansyah, A. R., & Aquinia, A. (2025). Pengaruh Social Media Marketing, Fear
Of Missing Out (Fomo), dan Brand Image Terhadap Keputusan Pembelian
Uniqlo. RIGGS: Journal of Artificial Intelligence and Digital Business, 4(1),
157-167.
https://doi.org/10.31004/riggs.v4i1.390

Ferdinand, A. (2014). Metode Penelitian Manejemen (5th ed.)

Fietroh; Amira, M. N. (2025). sentri : Pengaruh Fear of Missing Out , Brand Image
dan Influencer Marketing Terhadap Keputusan Pembelian Produk Skincare
Glad2glow. 4(8), 1085—-1098.
https://doi.org/10.55681/sentri.v4i8.4362

Fitriani, S. N., Cantika, C., & Ruswandi, W. (2026). Pengaruh Konten Marketing
dan Influencer Marketing terhadap Keputusan Pembelian Produk Fashion
Lokal di Platform Tiktok (Studi Kasus di Kota Sukabumi). 2(1), 499-510.
https://doi.org/10.62567/ijosse.v2i1.1840

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

influencer marketing. 1-14.
https://doi.org/10.1057/s41599-024-02760-9

Ghozali. (2021). Aplikasi Analisis Multivariate Dengan Program IBM SPSS 26.

Gomez, M., Arturo, R., Collado, M., Leticia, M., Vijande, S., Victoria, M., &
Collado, M. (2023). The role of novel instruments of brand communication
and brand image in building consumers ’ brand preference and intention to
visit wineries. Current  Psychology, 42(15), 12711-12727.


https://doi.org/10.32877/ef.v7i3.2576
https://doi.org/10.36778/jesya.v7i1.1412
https://doi.org/10.21833/ijaas%202022.05.006
https://doi.org/10.33395/owner.v4i1.173
https://doi.org/10.31004/riggs.v4i1.390
https://doi.org/10.55681/sentri.v4i8.4362
https://doi.org/10.62567/ijosse.v2i1.1840
https://doi.org/10.1057/s41599-024-02760-9

112

https://doi.org/10.1007/s12144-021-02656-w

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., Soumya, & P.
(2021). Partial Least Squares Structural Equation Modeling Using R.

Harfinaldi, G., Dahmiri, & Hasbullah, H. (2025). Pengaruh Influencer Marketing
dan Content Marketing terhadap Keputusan Pembelian pada Aplikasi TikToK.
https://doi.org/10.30640/digital.v4i4.5419

Kotler, P., Armstrong, G., & Balasubramanian, S. (2021). Principles of Marketing.
Kotler, P., Keller, K. L., Chernev, A., & Sheth, J. N. (2022). Marketing Manajemen.

Krowinska, A., Backhaus, C., Becker, B., & Works, F. B. (2024). Digital Content
marketing.

Kuncoro, A., Ilham, M. R., & Ernawati, N. (2023). Metode Penelitian Kuantitatif
dan Kuantitatif Grounded Theory (L PH (Ed.); 1st ed.). CV. Global Health
Science Group.

Lestari, D. F., & Azizah, J. N. (2023). Pengaruh Digital Marketing Dan Brand
Image Terhadap Keputusan Pembelian Konsumen E-Commerce. 6(1).
https://doi.org/10.7454/jabt.v6i1.1094

Linny, E. H., Hs, R., & Rispawati, D. (2025). Pengaruh Influencer Marketing,
FoMO (Fear of Missing Out), dan Online Customer Review Terhadap
Keputusan Pembelian Skincare The Originote di E-Commerce Shopee Pada
Gen Z Kota Mataram. 6(1), 138—144.
10.29303/alexandria.v6i1.958

Luthfiyanti, R. H. (2025). Pengaruh content marketing pada instagram fabercastell
id terhadap keputusan pembelian konsumen 2022).
https://doi.org/10.26740/tc.v9i3.72530

Machali, 1. (2021). Metode Penelitian Kuantitatif Panduan Praktis Merencanakan,
Melaksanakan dan Analisis dalam Penelitian Kuantitatif.

Maharani, Y. (2025). Pengaruh Influencer Marketing dan Content Marketing
terhadap Purchase Decision dengan Brand Awareness dan Perceived Value
sebagai Variabel Mediasi. 5(1), 382-395.
https://doi.org/10.37481/jmeb.v511.1206

Maretha, S. D., Yani, M., & Nugroho, T. T. (2024). Analysis Of The Content
Marketing, Influencer Marketing, Brand Image And Price Perception On
Purchase Decisions For Wardah Skincare Product On The Tiktok. 1(96), 96—
110.
https://doi.org/10.61796/ijmi.v113.185



https://doi.org/10.1007/s12144-021-02656-w
https://doi.org/10.30640/digital.v4i4.5419
https://doi.org/10.7454/jabt.v6i1.1094
https://doi.org/10.29303/alexandria.v6i1.958
https://doi.org/10.26740/tc.v9i3.72530
https://doi.org/10.37481/jmeb.v5i1.1206
https://doi.org/10.61796/ijmi.v1i3.185

113

Miati, 1. (2020). Pengaruh Citra Merek ( Brand Image ) Terhadap Keputusan
Pembelian Kerudung Deenay ( Studi pada Konsumen Gea Fashion Banjar ).
1(2), 71-83.

Solomon, Michael R. (2020). Consumer Behavior: Buying, Having, and Being.
New Jersey: Pearson

Musnaini, Suyoto, Y. T., Handayani, W., & Jihadi, M. (2021). Manajemen
Pemasaran.

Mustofa, A. N., & Wiyadi. (2023). Pengaruh brand image, kualitas produk,
persepsi harga, gaya hidup terhadap keputusan pembelian. 18(1), 136—-147.

Nadya, N., Mirella, R., Nurlela, R., Erviana, H., & Herman, M. (2022). Faktor Yang
Mempengaruhi : Kepuasan Pelanggan Dan Minat Pembelian : Kualitas
Produk , dan Persepsi Harga ( Literatur Review Manajemen Pemasaran ).
3(1), 350-363.
https://doi.org/https://doi.org/10.38035/jmpis.v3il

Nasir, T. M. B., Priyono, A. A., & Sholehuddin, S. (2023). Vol. 12. No. 01 ISSN :
2302-7061. 12(01), 756-764.

Noerma, 1., Gustaf, R., & Febrianto, N. (2024). Pengaruh Persepsi Harga , Kualitas
Produk dan Tingkat Kepercayaan terhadap Keputusan Pembelian Konsumen
PT . Citra Tunas Medika di Surabaya Produk dan Tingkat Kepercayaan
Terhadap Keputusan Pembelian Konsumen PT Citra Tunas a . 2(3), 183—-199.
https://doi.org/10.54066/jurma.v2i3.2251

Paludi, Salman; Juwita, R. (2021). Pengaruh persepsi harga, lokasi dan kualitas
produk terhadap keputusan pembelian. 18(01), 41-53.
https://doi.org/10.25134/equi.v18i01. ABSTRACT

Pandita, S., Mishra, H. G., & Chib, S. (2021). Psychological Impact of Covid-19
Crises on Students through the Lens of Stimulus-Organism-Response (SOR)
Model. Children and Youth Services Review, 120, 105783.
10.1016/j.childyouth.2020.105783

Pradana, N. A., & Soebiantoro, U. (2023). Pengaruh Persepsi Harga dan Inovasi
Produk terhadap Keputusan Pembelian Smartphone Xiaomi. Jurnal E-Bis,
7(2), 514-523.
https://doi.org/10.37339/e-bis.v712.1370

Pratiwi, R. D. (2022). Manajemen Pemasaran.

Putra, R. (2021). Determinasi Kepuasan Pelanggan dan Loyalitas Pelanggan
terhadap Kualitas produk, Citra merek, dan Persepsi Harga (literature Review
Manajemen Pemasaran). 2(4), 516-524.
https://doi.org/https://doi.org/10.31933/jemsi.v2i4



https://doi.org/https:/doi.org/10.38035/jmpis.v3i1
https://doi.org/10.54066/jurma.v2i3.2251
https://doi.org/10.25134/equi.v18i01.ABSTRACT
file:///C:/Users/LENOVO/Downloads/10.1016/j.childyouth.2020.105783
https://doi.org/10.37339/e-bis.v7i2.1370
https://doi.org/https:/doi.org/10.31933/jemsi.v2i4

114

Rahman, E., Sutrisno, G., & Umiyati, H. (2025). Harga Terhadap Keputusan
Pembelian Lampu Helon Type Bys51 Explosion Proof. 3, 33—42.

Solomon. (2020). Perilaku Konsumen.

Rosanti, N., & Salam, K. N. (2021). The Effects of Brand Image and Product
Quality on Purchase Decisions. 2(6).
https://doi.org/10.35877/454R1.qems360

Sari et al. (2022). Pengaruh Brand Image terhadap Keputusan Pembelian
Konsumen : Studi Kasus Variabel Green Marketing dan Brand Ambassador
UMKM Ngudi Rejeki Kelorida. Al-Kharaj : Jurnal Ekonomi , Keuangan &
Bisnis Syariah, 4(2), 308-327.
https://doi.org/10.47467/alkharaj.v4312.644

Schiffman, L. G., & Wisenblit, J. (2019). Consumer behavior (12th ed.).

Sintiya, S., & Suzanto, B. (2023). The Influence of Brand Image and Price on
Purchase Decision. Majalah Bisnis & IPTEK, 16(2), 240-250.
https://doi.org/10.55208/g3qpgb39

Siregar, S. (2017). Metode Penelitian Kuantitatif: Dilengkapi dengan
Perbandingan Perhitungan Manual & SPSS. Jakarta: Kencana.

Sugiyono. (2022). Metode penelitian kuantitatif, kualitatif, dan R&D (Cetakan ke-
29). Alfabeta.

Sugiyono. (2023). Metode Penelitian Kuantitatif, Kualitatif, dan R&D.

Sulistyawati, B. S., Istigomah, F. N., Mustofa, H., & Diski, K. M. (2023). Pengaruh
Persepsi Harga Dan Brand Image Terhadap Keputusan Pembelian : Studi
Kasus Konsumen Wardah Cosmetics Surakarta. 6(2), 770-778.
https://doi.org/10.37479/jimb.v6i2.19821

Supriatna, A., Nuraidah, & Anugrah, T. G. (2022). Pengaruh Content Marketing
Terhadap Keputusan Pembelian Pengguna ShopeePay Pada Masyarakat
Kabupaten Karawang. 8(24), 78-85.
https://doi.ore/10.5281/zenodo.7460594

Top Brand Award. (2025). Komparasi brand index: Subkategori smartphone 2021—
2025. Frontier Research.
https://www.topbrandaward.com/komparasi_brand/bandingkan?id_award=1
&id_kategori=10&id_subkategori=166



https://doi.org/10.35877/454RI.qems360
https://doi.org/10.47467/alkharaj.v43i2.644
https://doi.org/10.55208/g3qpqb39
https://doi.org/10.37479/jimb.v6i2.19821
https://doi.org/10.5281/zenodo.7460594

115

Watonia, Masnita, Y., & Kurniawati. (2024). Tinjauan Teori Stimulus-Organisme-
Respons (S-O-R) dalam Mempengaruhi Brand Equity dan Customer
Behavioral Intention melalui Social Media Marketing Activities. Jurnal
Ekonomi Efektif, 6(4), 514-521.
https://doi.org/10.32493/JEE.v614.42460

Wardhana, A. (2024). Consumer Behavior in The Digital Eva 4.0.

Weismueller, J., Harrigan, P., Wang, S., & Soutar, G. N. (2020). Influencer
Endorsements: How Advertising Disclosure and Source Credibility Affect
Consumer Purchase Intention on Social Media. Australasian Marketing
Journal, 28(4).
https://doi.org/10.1016/j.ausm;j.2020.03.002

Wicaksono, R. A., Octavia, A. N., & Aprianto, M. S. (2023). Pengaruh Harga Di
Semarang. Solusi, 21(1), 10,
https://doi.org/10.26623/slsi.v2111.6064

Yanti, T. U., & Lu, C. (2024). Pengaruh Influencer Marketing , Citra Merek , dan
Promosi Terhadap Keputusan Pembelian Melalui Platform TikTok ( Studi
Pada  Pengguna Produk Skintific di Kota Bandung ). 6(2).
https://doi.org/10.47354/mjo.v5il

Yoga, I. M. S., Sistadyani, N. P. 1., Sharah Fatricia, R., Rani Yulianti, D., &
Basmantra, 1. N. (2022). Indonesian consumers’emotional and psychological
factors in the nexus of fear of missing out (FOMO). BISMA (Bisnis Dan
Manajemen), 14(2), 144—159.
https://doi.org/10.26740/bisma.v14n2.p144-159

Yonatan, A. Z. (2025, 15 Oktober). Xiaomi kuasai pangsa pasar smartphone di
Indonesia Kuartal II 2025. GoodStats.
https://goodstats.id/article/xiaomi-kuasai-pangsa-pasar-smartphone-di-
indonesia-kuartal-ii-2025-Kgeaw

Yusuf, R., Hendrayati, H., & Wibowo, L. A. (2020). Pengaruh Konten Pemasaran
Shopee terhadap Keputusan Pembelian Pelanggan. 1(2), 506-515.
https://doi.org/10.38035/JMPIS



https://doi.org/10.32493/JEE.v6i4.42460
https://doi.org/10.1016/j.ausmj.2020.03.002
https://doi.org/10.26623/slsi.v2111.6064
https://doi.org/10.47354/mjo.v5il
https://doi.org/10.26740/bisma.v14n2.p144-159
https://doi.org/10.38035/JMPIS

