
 

85 
 

DAFTAR PUSTAKA 

 

Adam, M. (2018). Manajemen Pemasaran Jasa. Alfabeta, cv.  

Aji Mustiko Handy. (2019). Manajemen Pemasaran Syariah. UPP STIM YKPN 

Hidayat, T. (2020). Analisis Pengaruh Harga, Promosi Dan Lokasi Terhadap 
Keputusan Pembelian. Ilmu Manajemen, 17. Jurnal Ilmu Manajemen, 17(2), 
95-101. https://journal.uny.ac.id/index.php/jim/article/view/34783/14324 

Mardani, A. D., Napisah, S., & Yani, A. (2020). Pengaruh Lokasi, Harga dan Brand 
Image Terhadap Keputusan Pembelian Perumahan Subsidi Kota 
Pangkalpinang. Jurnal Ekonomi dan Manajemen. Jurnal Ekonomi Manajemen, 
6(1), 2443-2164. 
https://journal.stiepertiba.ac.id/index.php/jem/article/view/94/90 

Rohmanuddin, & Suprayogo, H. A. (2022). Pengaruh Brand Image Dan Harga 
Terhadap Keputusan Pembelian Di Masa Pandemi Covid 19 (Studi Kasus Pada 
Bisnis Ritel Pakaian “Sting” Cabang Kedoya Green Garden). Jurnal Bina 
Manajemen, 10(2), 78–89. 
https://www.neliti.com/publications/445907/pengaruh-brand-image-dan-
harga-terhadap-keputusan-pembelian-di-masa-pandemi-covi 

Compas. (2022). 10 Brand Terlaris Kategori Kosmetik Bibir. compass.co.id., 
https://compas.co.id/article/penjualan-kosmetik-bibir/ 

Compas. (2022). 5 Top Brand Lipstik yang Kuasai Tokopedia dan Shopee Periode 
16-31 Agustus 2022. compas.co.id., https://compas.co.id/article/brand-lipstik-
terlaris/  

Ridho, I. (2019). ANALISIS PENGARUH ORIENTASI KEWIRAUSAHAAN, 
ORIENTASI PASAR, DAN ORIENTASI MANAJEMEN PENGETAHUAN 
TERHADAP PRODUKSI BERSIH DAN KEUNGGULAN KOMPETITIF 
BERKELANJUTAN PADA STARTUP COMPANY DI DAERAH 
ISTIMEWA YOGYAKARTA. Management [4710]. 
https://dspace.uii.ac.id/handle/123456789/15216 

Gusti, A. A. W. P. P., & I, M. J. (2024). Pengaruh Social Media Marketing terhadap 
Repurchase Intention dengan Brand Image Sebagai Mediasi (Studi pada 
Pelanggan Produk Lipstik Revlon di Kota Denpasar). Jurnal Ekonomika45, 
11(2), 14–19. 
https://jurnaluniv45sby.ac.id/index.php/ekonomika/article/download/2402/19
30/7087 

Astari, A., & I, M. J. (2019). PERAN BRAND IMAGE MEMEDIASI PROMOSI 
DAN HARGA TERHADAP KEPUTUSAN PEMBELIAN SMARTPHONE 
SAMSUNG DI KOTA DENPASAR. E-Jurnal Manajemen, 8(8), 5222-5239. 
https://media.neliti.com/media/publications/402267-none-30363920.pdf 

https://journal.uny.ac.id/index.php/jim/article/view/34783/14324
https://journal.stiepertiba.ac.id/index.php/jem/article/view/94/90
https://www.neliti.com/publications/445907/pengaruh-brand-image-dan-harga-terhadap-keputusan-pembelian-di-masa-pandemi-covi
https://www.neliti.com/publications/445907/pengaruh-brand-image-dan-harga-terhadap-keputusan-pembelian-di-masa-pandemi-covi
https://compas.co.id/article/penjualan-kosmetik-bibir/
https://compas.co.id/article/brand-lipstik-terlaris/
https://compas.co.id/article/brand-lipstik-terlaris/
https://dspace.uii.ac.id/handle/123456789/15216
https://jurnaluniv45sby.ac.id/index.php/ekonomika/article/download/2402/1930/7087
https://jurnaluniv45sby.ac.id/index.php/ekonomika/article/download/2402/1930/7087
https://media.neliti.com/media/publications/402267-none-30363920.pdf


86 
 

 
 

Shandrya, V. K. (2021). PENGARUH BRAND IMAGE DAN PRICE TERHADAP 
KEPUTUSAN PEMBELIAN AIR MINUM MEREK SANFORD (STUDI 
PADA PELANGGAN SINAR MART JALAN R SOEPRAPTO BATAM). 
Jurnal As-Said. LP2M. Institut Agama Islam Abdullah Said Batam, 1(1), 22-
23.  

https://e-journal.institutabdullahsaid.ac.id/index.php/AS-SAID/article/view/5  

Taufik, W. P., & R, N. R. (2023). Pengaruh Promosi Media Sosial Instagram Dan 
Brand Image Terhadap Proses Keputusan Pembelian Properti Era Bandung. e-
Proceeding of Management, 10(1), 323-332. 
https://openlibrarypublications.telkomuniversity.ac.id/index.php/management
/article/view/19471 

Risya, S. (2023). PENGARUH ISI KONTEN MEDIA SOSIAL INSTAGRAM 
TERHADAP BRAND IMAGE ERIGO. Jurnal Ilmu Komunikasi, 6(1), 2656-
0690. 
https://jurnal−umbuton.ac.id/index.php/Medialog/article/download/1954/1655
/11189#:~:text=Pengaruh%20Context%20Terhadap%20Brand%20Image%20
Erigo&text=Hal%20tersebut%20dapat%20diasumsikan%20bahwa,khas%20d
ari%20konteks%20kurang%20terlihat 

Kumba, D., Rahayu, L., & Deva, S. (2022). Pengaruh Persepsi Harga dan Promosi 
Terhadap Minat Beli Konsumen Melalui Brand Image Produk Kecantikan di 
Aplikasi Sociolla. Jurnal Ilmiah Indonesia, 7(3), 2541-0849. 
https://jurnal.syntaxliterate.co.id/index.php/syntax-literate/article/view/6576 

Kotler, Phililp, & Keller, K. L. (2016). Manajemen Pemasaran (Edisi 16). 
Erlangga. 

Kotler, Philip, & Amstrong, G. (2016). Prinsip-prinsip Pemasaran (Edisi 13 J). 
Erlangga. 

Firyal, S. N., Dona, W. L., & Sri, W. ANALISIS PENGARUH SOSIAL MEDIA 
MARKETING, INFLUENCER MARKETING DAN BRAND IMAGE 
TERHADAP KEPUTUSAN PEMBELIAN (STUDI KASUS: KONSUMEN 
DURIAN DI KING GOVAL FARM, GRESIK). Jurnal Agri Sains, 8(1), 36-
46. https://ojs.umb-bungo.ac.id/index.php/JAS/article/view/1304/1090 

Mochamad, F. A., & Jamaludin, K. (2022). Pengaruh Promosi, Persepsi Harga dan 
Lokasi Terhadap Keputusan Pembelian di Angkringan Nineteen. Jurnal Ilmiah 
Multi Disiplin Indonesia, 1(10), 1419-1430. 
https://journal.ikopin.ac.id/index.php/humantech/article/view/2145 

Dena, D. I. P. (2022). Pengaruh Brand Image, Celebrity Endorser, dan Harga 
Produk Terhadap Keputusan Pembelian Pada Produk Raecca Lippie Serum. 
Digital Library UIN Sunan Ampel Surabaya, 1-87. 
http://digilib.uinsa.ac.id/id/eprint/63408 

  

https://e-journal.institutabdullahsaid.ac.id/index.php/AS-SAID/article/view/5
https://openlibrarypublications.telkomuniversity.ac.id/index.php/management/article/view/19471
https://openlibrarypublications.telkomuniversity.ac.id/index.php/management/article/view/19471
https://jurnalumbuton.ac.id/index.php/Medialog/article/download/1954/1655/11189#:%7E:text=Pengaruh%20Context%20Terhadap%20Brand%20Image%20Erigo&text=Hal%20tersebut%20dapat%20diasumsikan%20bahwa,khas%20dari%20konteks%20kurang%20terlihat
https://jurnalumbuton.ac.id/index.php/Medialog/article/download/1954/1655/11189#:%7E:text=Pengaruh%20Context%20Terhadap%20Brand%20Image%20Erigo&text=Hal%20tersebut%20dapat%20diasumsikan%20bahwa,khas%20dari%20konteks%20kurang%20terlihat
https://jurnalumbuton.ac.id/index.php/Medialog/article/download/1954/1655/11189#:%7E:text=Pengaruh%20Context%20Terhadap%20Brand%20Image%20Erigo&text=Hal%20tersebut%20dapat%20diasumsikan%20bahwa,khas%20dari%20konteks%20kurang%20terlihat
https://jurnalumbuton.ac.id/index.php/Medialog/article/download/1954/1655/11189#:%7E:text=Pengaruh%20Context%20Terhadap%20Brand%20Image%20Erigo&text=Hal%20tersebut%20dapat%20diasumsikan%20bahwa,khas%20dari%20konteks%20kurang%20terlihat
https://jurnal.syntaxliterate.co.id/index.php/syntax-literate/article/view/6576
https://ojs.umb-bungo.ac.id/index.php/JAS/article/view/1304/1090
https://journal.ikopin.ac.id/index.php/humantech/article/view/2145
http://digilib.uinsa.ac.id/id/eprint/63408


87 
 

 
 

Raihan, M. (2022). Pengaruh Media Sosial Instagram Dan Gaya Terhadap 
Pembelian Impulsif Menurut Perspektif Ekonomi Islam (Studi Pada Konsumen 
Dindinshop Banda Aceh). UPT-Perpustakaan UIN Ar-Raniry, 1-108. 
https://repository.ar-raniry.ac.id/id/eprint/23038 

Khan, M. M., Memon, Z., & Kumar, S., (2019). Celebrity Endorsement and 
Purchase Intention: The Role of Perceived Quality and Brand Loyalty. Market 
Forces, 14(2), 99-120. https://ssrn.com/abstract=3670188 

Mulyandi, M. R., & Tjandra, R. H. (2022). The Influence of Product Quality and 
Brand Image on repurchase Intention of Halal Cosmetic Products in e-
Commerce. Journal of Industrial Engineering & Management Research, 4(1), 
41- 52. https://doi.org/10.7777/jiemar.v4i1.438 

Nugroho, S. D. P., Rahayu, M., & Hapsari , R. D. V. (2022). The impacts of social 
media influencer’s credibility attributes on gen Z purchase intention with brand 
image as mediation: Study on consumers of Korea cosmetic 
product. International Journal of Research in Business and Social Science 
(2147- 4478), 11(5), 18–32. https://doi.org/10.20525/ijrbs.v11i5.1893 

Ma, W., & Liu, S. (2023). Research on the design of domestic makeup products 
from the perspective of design culture: Taking Huaxizi for example. Highlights 
in Art and Design, 2(3), 21-23. https://doi.org/10.54097/hiaad.v2i3.7546 

Lamasi, W. I. ., & Santoso, S. (2022). The influence of promotion, product quality 
and brand image towards customer purchase decisions of Wardah cosmetic 
products. International Journal of Research in Business and Social Science 
(2147- 4478), 11(2), 67–73. https://doi.org/10.20525/ijrbs.v11i2.1579 

Wagstaff, D. L., & Sulikowski, D. (2023). The impact of sexual strategies, social 
comparison, and Instagram use on makeup purchasing intentions. Evolutionary 
Behavioral Sciences, 17(3), 307–321. https://doi.org/10.1037/ebs0000285 

Xu, X. (2023). Influencer Marketing with Social Platforms: Increasing Brand 
Awareness and User Engagement. Journal of Education, Humanities and 
Social Sciences, 19, 228-234. https://doi.org/10.54097/ehss.v19i.11039 

Purwaningrum, C. (2023). The influence of Brand Awareness and Consumer Trust 
on the Purchase Decision of Maybelline Superstay Matte Ink Products among 
Instagram Social Media Users. ARRUS Journal of Social Sciences and 
Humanities, 3(1), 86-96. https://doi.org/10.35877/soshum1748 

Wibowo, Naufal and Hartono, Arif, Effect of Social Media Marketing Activity, 
Relationship Equity, and Customer Loyalty: Studies on Consumers Using 
Indonesian Beauty Products, Somethinc (April 1, 2023). Journal of Economics, 
Management and Trade, Volume 29, Issue 5, Page 52-64. 
https://ssrn.com/abstract=4406950 

 

https://repository.ar-raniry.ac.id/id/eprint/23038
https://ssrn.com/abstract=3670188
https://doi.org/10.7777/jiemar.v4i1.438
https://doi.org/10.20525/ijrbs.v11i5.1893
https://doi.org/10.54097/hiaad.v2i3.7546
https://doi.org/10.20525/ijrbs.v11i2.1579
https://psycnet.apa.org/doi/10.1037/ebs0000285
https://doi.org/10.54097/ehss.v19i.11039
https://doi.org/10.35877/soshum1748
https://ssrn.com/abstract=4406950

	Hilda Damayanti_Skripsi Rev Perpus
	DAFTAR PUSTAKA


