DAFTAR PUSTAKA

Afisa, M., & Muhajirin. (2024). Pengaruh Brand Awareness Dan Brand Trust
Terhadap Keputusan Pembelian Pada Produk Revlon. Journall of Student
Research, 2(2), 210-220.

American Marketing Association. (2020). Definition of marketing. Retrieved from
https://www.ama.org/the-definition-of-marketing/

Andriana, N. C., & Ngatno, D. D. (2020). Pengaruh Brand Image dan Brand Trust
terhadap Keputusan Pembelian melalui Minat Beli sebagai Variabel
Intervening (Studi pada Konsumen Sariayu Martha Tilaar di Kota Semarang).
Administrasi Bisnis, Universitas Diponegoro.

Anwar, R. N., & Wardani, W. A. (2023). Pengaruh electronic word ofmouth dan
country oforigin terhadap purchase decision produk skincare lokal serum
wajah Somethinc. Jurnal llmiah Akuntansi Dan Keuangan, 5(12).

BeautyHaul Awards. (2023-2024). Daftar pemenang BeautyHaul Awards dan
TikTok Ad Awards. Diakses dari https://beautyhaul.co.id

Chien Kuo, P. C. (2025). Contemporary Research in Business , Management and
Economics Vol . 1 - (Vol. 1, Issue September).
https://doi.org/10.9734/bpi/crbme/v1/7268E

Christina, A., Setiawan, A., & Prasetya, B. (2023). Influence of Personalized
Product Recommendation , Online Review Stimuli , and Customer Brand
Identification on Purchase Intention ( Case Study on Bukalapak Consumers in

Semarang ) Pengaruh Personalized Product Recommendation , Online Review
Stimuli , dan. JOBS (Journal of Business Studies), 9(1).

CNBC Indonesia. (2024, April 12). Wow! Warga RI habiskan Rp 2 triliun buat beli
skin care & make up. Retrieved from
https://www.cnbcindonesia.com/research/20240412142617-128-
529966/wow-warga-ri-habiskan-rp-2-triliun-buat-beli-skin-care-make-up

Compas.co.id. (n.d.). Market insight: Kompetisi brand lokal vs global kategori
paket kecantikan. Retrieved from https://compas.co.id/article/market-insight-
kompetisi-brand-lokal-vs-global-kategori-paket-kecantikan/

Feng, X., & SHeng, Z. (2024). Deep Learning-Driven Personalized Recommender
Systems : Theory , Models , and Future Directions. International Conference

on Engineering Management, Information Technology and Intelligence In,
Emiti, 105-109. https://doi.org/10.5220/0012910700004508

Firmadona, A., Kusumah, A., & Ayu Nofirfa, F. (2025). Pengaruh Kualitas Produk,
Brand Image, dan Brand Trust terhadap Keputusan Pembelian Kosmetik

151



152

Marcks di Pekanbaru. Jurnal llmiah Mahasiswa Merdeka EMBA, 4(1), 1576—
1588.

Fitriani, T. N., Kurniawan, B., & Goeltom, H. C. (2023). Pengaruh Brand Trust ,
Brand Awareness Terhadap Purchase Intention Melalui Brand Satisfaction
Sebagai Variabel Intervening. Jurnal Ekonomi Bisnis, Manajemen Dan
Akuntansi (Jebma), 3(November), 968-977.

Fitriyani, S., & Tukiran, M. (2024). THE ROLE OF MARKETING
MANAGEMENT IN BUILDING LONG-. International Journal of
Multidiciplinary Research and Literature, 3, 756-767.

Harifin, M. G., & Paramita, S. (2024). Pengaruh Brand Trust dan Brand Awareness
terhadap Keputusan Pembelian Produk Kecantikan. 8, 401-409.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A Primer on Partial
Least Squares Structural Equation Modeling (PLS-SEM). Sage Publications.

Harvina, L. G. D., Elllitan, L., & Lukito, R. S. H. (2022). Journal of
Entrepreneurship & Business. Journal of Entrepreneurship & Business, 3(2),
104-114. https://doi.org/10.24123/jeb.v3i2.4801

Jolie, C., & Panjaya, R. P. (2024). Analysis of the Influence of Online Brand
Attribute , Brand Trust , and Brand Recognition of Somethinc Skincare
Products on Purchase Intention in Indonesia. Technology, Business Dan
Entrepreneurship, 2(2).

Khotimah, N. S. H. (2025). Pengaruh Content Marketing , Customer Engagement
dan Brand Trust Terhadap Keputusan Pembelian Produk Kecantikan Merk
Glad2Glow. Journal of Artificial Intelligence and Digital Bussines (RIGGS),
4(2),4735-4741.

Kotler, P., & Keller, K. L. (2022). Marketing management (17th ed.). Pearson
Education.

Kotler, P., Kartajaya, H., & Setiawan, 1. (2021). Marketing 5.0: Technology for
humanity. John Wiley & Sons.

Lestari, V. (2023). Strategic Approaches to Marketing Management in
Contemporary Business Environments. Advences: Jurnal Ekonomi & Bisnis,
1(5), 255-268.

Li, D, & Yang, X. (2024). Evaluation and improvement of personalized
recommendation system in low-carbon network marketing. International
Journal OfLow-Carbon Technologies, 19(November), 2831-2838.

Maulida, R. R., Sari, D. K., Hariasih, M., Manajemen, P. S., & Sidoarjo, U. M.
(2024). Peran Advertising , Brand Image , dan Brand Trust dalam
Mempengaruhi Minat Beli Produk Kosmetik Maybelline New York pada
Marketplace Shopee. Published by Jurusan Pendidikan Ekonomi Fakultas
Ekonomi Universitas Negeri Padang, Indonesia, 7(4), 453—464.



153

Melati, A. S., Yanuar, D., & Susilawati, N. (2024). DAMPAK E-WOM DAN
KEPERCAYAAN MEREK TERHADARP. Jurnal Komunikasi Global, 13(2).

Ramadhan, S. P., Raharso, S., & Surjani Tjahjawati, S. (2024). PENGARUH
BRAND AWARENESS DAN BRAND IMAGE TERHADAP BRAND
LOYALTY : KASUS PENGGUNA SOMETHINC. Journal of Business,
Management and Accounting, 6(1), 152—169.

Saharani, N., & Ridanasti, E. (2025). Effects of Responsiveness, Professionalism,
Informativeness, and Personalization on Purchase Intention Via Product Trust
in Skintific Shopee Livestream. Indonesian Interdisciplinary Journal of
Sharia Economics (IIJSE), 8(3), 12735-12744.

Schiffman, L. G., & Wisenblit, J. (2021). Consumer behavior (12th ed.). Routledge.

Shaukat, I. (2021). Marketing Management with Global and International
Perspective. Journal of Invesment and Management, 10(3), 52-55.
https://doi.org/10.11648/j.jim.20211003.13

Solomon, M. R. (2022). Consumer behavior: Buying, having, and being (13th ed.).

Pearson.

Sudirjo, F., A, C. H. S., Souisa, W., & Vandika, A. Y. (2024). The Influence of
Influencer Collaboration , Augmented Reality Marketing , and Personalized
Recommendations on Consumer Purchasing Decisions in the Beauty Industry
in Indonesia. West Science Social and Humanities Studies, 02(05), 787-798.

Sugiyono. (2022). Metode penelitian kuantitatif, kualitatif, dan R&D. Bandung:
Alfabeta.

Tawami, T., Indrayani, L. M., Sobarna, C., Yuliawati, S., & Dilyard, J. (2022).
BRAND MEANING AND ITS SOCIAL CATEGORIES: A SEMIOTIC
APPROACH FOR FUTURE MARKETING. JOURNAL OF EASTERN
EUROPEAN AND CENTRAL ASIAN RESEARCH, 9(5), 865—873.

Tjiptono, F. (2023). Pemasaran : Esensi dan Aplikasi. February.

Usmanova, Z., & Azamatov, K. (2023). Modern Branding: Definition, Essence,
Functions. CENTRAL ASIAN JOURNAL OF INNOVATIONS ON TOURISM
CAJITMF, 04(c), 133-135.

Wang, H., Yang, D., & Qiu, X. (2023). Research on The Influence of Personalized
Recommendation on Consumers ’ Purchasing Decision : The Mediating Role
of Consumers " Privacy Concern.

Wienclaw, R. A. (2021). Marketing management. EBSCO Research Starters.
Retrieved from https://about.ebsco.com/research-
starters/marketing/marketing-management

Wijayanti, A., Supaijo, & Rosilawati, W. (2024). Pengaruh Storytelling Marketing
, Brand Trust dan Price Terhadap Purchase Intention Produk Skintific pada



154

Aplikasi Belanja Online Shopee dalam Perspektif Bisnis Islam. Jurnal
Pemimpin Bisnis Inovatif, 1(4), 114—124.

Wijoyo, H. (2021). Manajemen pemasaran (Issue April).

Yaqin, M. A., Haryanto, T., Septin, T., & Rahayu, M. (2025). Skincare Consumer
Purchasing Decisions: An Empirical Study on Somethinc Products.
International Journal of Business and Applied Economics (IJBAE) Vol., 4(5),
2445-2462.

Zhao, L., Fu, B., & Bai, S. (2025). Understanding the Influence of Personalized
Recommendation on Purchase Intentions from a Self-Determination
Perspective : Contingent upon Product Categories. Journal of Theoretical and
Applied Electronic Commerce Research.

Zuhriyah, 1., Oetarjo, M., & Pebrianggara, A. (2024). Pengaruh Brand Trust, E-
wom, dan Service Quality terhadap Minat Beli Kosmetik Maybelline pada

Pengguna Shopee Mall Sidoarjo. Jurnal Kajian Pendidikan Ekonomi Dan
Ilmu Ekonomi, 9, 364-378.



