
 

 

91 

 

DAFTAR PUSTAKA 

Adviola, T. F. (2024). PENGARUH SOCIAL MEDIA MARKETING DAN BRAND 

AWARENESS TERHADAP KEPUTUSAN PEMBELIAN PRODUK 

KECANTIKAN SOMETHINC DI SURABAYA. 

Ardiansyah, A. (2024). Pengaruh Harga dan Kualitas Produk terhadap Keputusan 

Pembelian Konsumen di Supermarket XY. Assets Journal: Management, 

Administration, Economics, and Accounting, 2(1), 15–20. 

https://doi.org/10.59923/assets.v2i1.192 

Ajzen, I. (1991). The Theory of Planned Behavior. 

Albushairi, S. A., Huda, N., & Rifani, A. (2018). PERILAKU KONSUMEN Teori 

dan Aplikasi Pada Riset Pemasaran. www.rajagrafindo.co.id 

Andianto, K., Mulya, C., Program, F., Manajemen, S., Ekonomi, F., & Bisnis, D. 

(2020). Koko Dan Carunia : Pengaruh Perceived Value, Perceived Quality… 

Pengaruh Perceived Value, Perceived Quality dan Customer Satisfaction 

terhadap Customer Loyalty Warunk Upnormal di Jakarta. 

Anwar, A. F., Darpito, S. H., & Nurrohim, H. (2022). Pengaruh Brand Image, 

Perceived Quality, Perceived Price terhadap Niat Beli Survei Pada Generasi 

Muda Calon Konsumen Produk Thrift di Daerah Istimewa Yogyakarta. Jurnal 

Ilmiah Manajemen Kesatuan, 10(2), 327–336. 

https://doi.org/10.37641/jimkes.v10i2.1422 

Aslami, N., Apriani, A., Catur Widayati, C., & Vita Losi, R. (2022). Jurnal 

Perspektif Manajerial dan Kewirausahaan (JPMK) THE ROLE OF TRUST IN 

MEDIATING PERCEIVED EASE OF USE, PERCEIVED RISK AND E-WOM 

ON PURCHASE INTENTION. http://jurnal.undira.ac.id/index.php/jpmk/ 

Astuti, W., Lukitaningsih, A., Cahya, A. D., Manajemen, P., Ekonomi, F., & 

Tamansiswa, S. (2024). PENGARUH PERCEIVED VALUE DAN INOVASI 

PRODUK TERHADAP KEPUTUSAN PEMBELIAN MELALUI MINAT 



92  
 

 

BELI PADA PRODUK SKINTIFIC DI YOGYAKARTA. Jurnal Manajemen 

Terapan Dan Keuangan (Mankeu), 13(03). 

Bosnjak, M., Ajzen, I., & Schmidt, P. (2020). The theory of planned behavior: 

Selected recent advances and applications. In Europe’s Journal of Psychology 

(Vol. 16, Number 3, pp. 352–356). PsychOpen. 

https://doi.org/10.5964/ejop.v16i3.3107 

Cabeza-Ramírez, L. J., Sánchez-Cañizares, S. M., Santos-Roldán, L. M., & 

Fuentes-García, F. J. (2022). Impact of the perceived risk in influencers’ 

product recommendations on their followers’ purchase attitudes and intention. 

Technological Forecasting and Social Change, 184. 

https://doi.org/10.1016/j.techfore.2022.121997 

Chin, W. W. (1998). The partial least squares approach to structural equation 

modeling. Modern Methods for Business Research, 295(2), 295-336. 

Compas. (2024, June 24). Compas Market Insight Dashboard: Tren Penjualan 

Kategori Paket Kecantikan pada Periode Q1 2024 Analisis Tren Penjualan 

Beauty Care pada Kategori Paket Kecantikan Periode Q1 2024. Compas.Co.Id. 

Danaswari, K. V., & Hidayati, A. (2024). Celebrity Endorsement, Perceived Risk, 

and Purchase Intention: The Moderating Role of Brand Image. Jurnal Aplikasi 

Bisnis Dan Manajemen. https://doi.org/10.17358/jabm.10.2.434 

Economic zone. (2024, October 29). Rayakan Ulang Tahun ke-10, Beautyhaul 

Hadirkan Beautyhaul Mart dan Awards 2024. Economic Zone. 

Febriyantoro, M., Reza Fahlevi, D., Jasmine, N., Rahmawati, R., Studi Manajemen, 

P., Humaniora dan Bisnis, F., & Pembangunan Jaya, U. (2025). Pengaruh 

Social Media Marketing dan Perceived Value terhadap Purchase Intentions 

melalui Consumer Trust pada produk Skintific. Sanskara Manajemen Dan 

Bisnis, 4(01), 225–247. https://doi.org/10.58812/smb.v4i01 

G. David Garson. (2016). PARTIAL LEAST SQUARES (PLS-SEM) 2016 Edition. 

www.statisticalassociates.com 



93  
 

 

Geisser, S. (1974). A Predictive Approach to the Random Effects Model. 

Biometrika, 61(1), 101-107. 

Hair, J. F. ., Hult, G. T. M. ., Ringle, C. M. ., & Sarstedt, Marko. (2017). A primer 

on partial least squares structural equation modeling (PLS-SEM). Sage. 

Hanifah, H., Salsabillah, L., Tazkia Fitri, A., Mona Febriani, R., Hidayatullah, R., 

Harmonedi Landasan Teori, H., Relevan, P., & Berpikir Dan Hipotesis 

Penelitian Pendidikan Haura Hanifah, K. (2025). IHSAN : Jurnal Pendidikan 

Islam. http://ejournal.yayasanpendidikandzurriyatulquran.id/index.php/ihsan 

Hellier, P. K., Geursen, G. M., Carr, R. A., & Rickard, J. A. (2003). Customer 

repurchase intention: A general structural equation model. European Journal 

of Marketing, 37(11–12), 1762–1800. 

https://doi.org/10.1108/03090560310495456 

infopublik. (2024, October 29). Nilai Pendapatan Industri Kosmetik Indonesia 

Capai USD8,09 pada 2023. Infopublik.Id. 

Jayadi, M. F., & Ariyanti, M. (2019). THE EFFECT, PERCEIVED QUALITY, 

PERCEIVED RISK, PERCEIVED VALUE, ON BAG PURCHASE 

INTENTION IN VISVAL. International Journal of Economics, Business and 

Management Research, 3(07). www.visvalbags.com 

Johari, C., & Keni, K. (2022). PENGARUH PRODUCT QUALITY, ATTITUDE 

OF CUSTOMERS DAN PERCEIVED BEHAVIORAL CONTROL 

TERHADAP PURCHASE INTENTION PADA UMKM PRODUK KUE. 

Jurnal Muara Ilmu Ekonomi Dan Bisnis, 6(2), 340–351. 

https://doi.org/10.24912/jmieb.v6i2.21215 

Kamalanon, P., Chen, J. S., & Le, T. T. Y. (2022). “Why do We Buy Green 

Products?” An Extended Theory of the Planned Behavior Model for Green 

Product Purchase Behavior. Sustainability (Switzerland), 14(2). 

https://doi.org/10.3390/su14020689 



94  
 

 

Kopplin, C. S., & Rausch, T. M. (2022). Above and beyond meat: the role of 

consumers’ dietary behavior for the purchase of plant-based food substitutes. 

Review of Managerial Science, 16(5), 1335–1364. 

https://doi.org/10.1007/s11846-021-00480-x 

Lin, Q., & Nuangjamnong, C. (2022). Exploring the Role of Influencers and 

Customer Engagement on Purchase Intention in TikTok Live Streaming 

Shopping. International Journal of Social Sciences and Humanities Invention, 

9(12), 7469–7498. https://doi.org/10.18535/ijsshi/v9i012.04 

Machi, L., Nemavhidi, P., Chuchu, T., Nyagadza, B., & Venter de Villiers, M. 

(2022). Exploring the impact of brand awareness, brand loyalty and brand 

attitude on purchase intention in online shopping. International Journal of 

Research in Business and Social Science (2147- 4478), 11(5), 176–187. 

https://doi.org/10.20525/ijrbs.v11i5.1841 

Maria, A., Diana, R., Azizah, N., Pembangunan, U., Veteran, N. ", & Timur, J. 

(2024). PENGARUH PERCEIVED PRICE, PERCEIVED QUALITY, DAN 

SELF CONGRUITY TERHADAP CUSTOMER LOYALTY MELALUI 

REPURCHASE INTENTION SEBAGAI VARIABEL INTERVENING (STUDI 

PADA KONSUMEN AVOSKIN DI SHOPEE MALL) THE INFLUENCE OF 

PERCEIVED PRICE, PERCEIVED QUALITY, AND SELF CONGRUITY ON 

CUSTOMER LOYALTY THROUGH REPURCHASE INTENTION AS AN 

INTERVENING VARIABLE (A STUDY ON AVOSKIN CUSTOMERS AT 

SHOPEE MALL). 

Nabilanasywa, A., Kalyana Rajagukguk, N., Harahap, A. F., Daffa, M., & Khaira, 

I. (2024). PENGARUH SOCIAL MEDIA MARKETING MELALUI MEDIA 

TIKTOK TERHADAP MINAT BELI KONSUMEN PADA PRODUK 

SKINCARE SKINTIFIC (STUDI PADA MAHASISWA PRODI MANAJEMEN 

UNIVERSITAS NEGERI MEDAN) (Vol. 3, Number 2). 

Nitta, M. A., & Wardhani, N. I. K. (2022). Kepercayaan dalam Memediasi 

Keamanan dan Persepsi Resiko terhadap Minat Beli Konsumen. Journal of 



95  
 

 

Management and Bussines (JOMB), 4(2), 1105–1120. 

https://doi.org/10.31539/jomb.v4i2.5046 

Oosthuizen, M. D. (2015). The relationship between perceived price and 

consumers’ purchase intentions of private label wine brands. In African 

Journal of Hospitality, Tourism and Leisure (Vol. 4, Number 2). 

http//:www.ajhtl.comSource:https://sobercounsel.files.wordpress.com/2014/0

5/sareds.jpg 

Peter, J. Paul., & Olson, J. C. . (2010). Consumer behavior & marketing strategy. 

McGraw-Hill Irwin. 

Phan Tan, L., & Le, T. H. (2023). THE INFLUENCE OF PERCEIVED PRICE 

AND QUALITY OF DELIVERY ON ONLINE REPEAT PURCHASE 

INTENTION: THE EVIDENCE FROM VIETNAMESE PURCHASERS. 

Cogent Business and Management, 10(1). 

https://doi.org/10.1080/23311975.2023.2173838 

Pratama, D. (2025). Pengaruh Persepsi Nilai terhadap Niat Beli Hijau yang 

Dimediasi oleh Kepercayaan Hijau (Skripsi). Universitas Atma Jaya 

Yogyakarta. https://repository.uajy.ac.id/id/eprint/36665 

Pratama, F., & Handoyo, S. E. (2024). PENGARUH PERCEIVED PRICE DAN 

PERCEIVED QUALITY TERHADAP PURCHASE INTENTION MELALUI 

PERCEIVED VALUE. 

Putri, O. M., Azmiyah, U., & Muzdalifah, L. (2023). Pengaruh Store Atmosphere 

Terhadap Niat Beli Konsumen Melalui Positive Emosion Sebagai Variabel 

Mediasi Di Cafe Merci Sidoarjo. In Journal of Student Research (Vol. 1, 

Number 1). 

Rahmi, S., Ilyas, G. B., Tamsah, H., & Munir, A. R. (2022). Perceived risk and its 

role in the influence of brand awareness on purchase intention: study of Shopee 

users. Jurnal Siasat Bisnis, 26(1), 97–109. 

https://doi.org/10.20885/jsb.vol26.iss1.art7 

https://doi.org/10.1080/23311975.2023.2173838


96  
 

 

Ro’fati, K., & Rahayuningsih, S. (2023). Pengaruh Pelatihan Pasar Modal, Return 

Investasi, Persepsi Risiko, Dan Literasi Keuangan Terhadap Minat Investasi 

Melalui Aplikasi Online Pada Generasi Z. 

Ruangkanjanases, A., You, J. J., Chien, S. W., Ma, Y., Chen, S. C., & Chao, L. C. 

(2020). Elucidating the Effect of Antecedents on Consumers’ Green Purchase 

Intention: An Extension of the Theory of Planned Behavior. Frontiers in 

Psychology, 11. https://doi.org/10.3389/fpsyg.2020.01433 

Saktiana, N., Studi, P., S1, M., Ekonomi, F., Universitas, B., & Purwokerto, M. 

(2021). Pengaruh Sikap Konsumen, Persepsi Harga Dan Persepsi Risiko 

Terhadap Keputusan Pembelian Kosmetik Berlabel Halal (Studi pada 

Konsumen Pengguna Kosmetik Berlabel Halal di Purwokerto) Muchammad 

Agung Miftahuddin (2). www.swa.co.id 

Setiawan, R., & Achyar, A. (2013). Effects of Perceived Trust and Perceived Price 

on Customers’ Intention to Buy in Online Store in Indonesia. ASEAN 

Marketing Journal, 4(1). https://doi.org/10.21002/amj.v4i1.2029 

Sikteubun, M. R., Dirgantara, I. M. B., & Nurdianasari, R. (2022). ANALISIS 

PENGARUH BRAND IMAGE, PERCEIVED PRICE, DAN PERCEIVED 

VALUE TERHADAP PURCHASE INTENTIONS PADA PRODUK PRIVATE 

LABEL. 

Simanjuntak, G. M. (2023). Pengaruh Kualitas Produk, Perceived Price, dan Brand 

Image terhadap Niat Membeli Konsumen TV dari Jepang Dimediasi oleh 

Kepercayaan Konsumen. Jesya, 6(2), 2351–2361. 

https://doi.org/10.36778/jesya.v6i2.1271 

Siregar, N. F., Hartoyo, & Ali, M. M. (2024). Model of Forming Purchase Intention 

For Skincare Products Through Tiktok Social Media With Theory of Planned 

Behavior Analysis. Jurnal Aplikasi Bisnis Dan Manajemen, 10(2), 479. 

https://doi.org/10.17358/jabm.10.2.479 



97  
 

 

Son, J., & Jin, B. (2019). When do high prices lead to purchase intention? Testing 

two layers of moderation effects. Asia Pacific Journal of Marketing and 

Logistics, 31. https://doi.org/10.1108/APJML-07-2018-0271 

Stone, M. (1974). Cross-Validatory Choice and Assessment of Statistical 

Predictions. Journal of the Royal Statistical Society, 36(2), 111-147. 

Sugiyono. (2019). METODE PENELITIAN KUANTITATIF. 

Sweeney, J., & Soutar, G. (2001). Consumer Perceived Value: The Development of 

a Multiple Item Scale. Journal of Retailing, 77, 203–220. 

https://doi.org/10.1016/S0022-4359(01)00041-0 

Tsabitah, N., & Anggraeni, R. (2021). The Effect of Brand Image, Brand Personality 

and Brand Awareness on Purchase Intention of Local Fashion Brand “This Is 

April.” KINERJA, 25(2), 234–250. 

https://doi.org/10.24002/kinerja.v25i2.4701 

Wilson, N., & Edelyn, E. (2022). Predicting Indonesian Consumers’ Intention to 

Buy Green Cosmetics Using The Modified TPB Framework. Journal of 

Business & Applied Management, 15(2), 079. 

https://doi.org/10.30813/jbam.v15i2.3137 

Wolipop. (2023, March 2). Raih Penghargaan Bergengsi, SKINTIFIC Diburu 

hingga Malaysia  .  . Wolipop. 

Wu, Y., & Huang, H. (2023). Influence of Perceived Value on Consumers’ 

Continuous Purchase Intention in Live-Streaming E-Commerce—Mediated by 

Consumer Trust. Sustainability (Switzerland), 15(5). 

https://doi.org/10.3390/su15054432 

Yarsasi, S., Tahyudin, I., & Hariguna, T. (2025). Analisis Validitas dan Reliabilitas 

Kuesioner dengan Metode Partial Least Squares Structural Equation Modeling 

pada Aplikasi SMARTPLS. Jurnal Pendidikan Dan Teknologi Indonesia, 5(7), 

1905–1913. https://doi.org/10.52436/1.jpti.885 


	DAFTAR PUSTAKA

