
89 Rahmi Anisa Gusika Putri, 2024 

Pengaruh Interaksi Parasosial di Instagram Tasya Farasya Terhadap Perilaku 

Impulse Buying Produk “Mother of Pearl” 

UPN Veteran Jakarta, Fakultas Ilmu Sosial dan Ilmu Politik, S1 Ilmu Komunikasi 

[www.upnvj.ac.id-www.library.upnvj.ac.id-www.repository.upnvj.ac.id] 

DAFTAR  PUSTAKA 

 

 

Jurnal 

Anindyasari, Y., & Kusumasondjaya, S. (2019). Pengaruh Interaksi 

Parasosial Terhadap Hubungan Parasosial, Kredibilitas Endorser 

Dan Niat Beli Penggemar Syahrini Terhadap Produk Kosmetik Di 

Media Instagram. Arthavidya Jurnal Ilmiah Ekonomi, 21, 124-34. 

Asrie, N. D., & Misrawati, D. (2020). Celebrity worship dan Impulsive 

buying pada Penggemar KPOP Idol. Journal of Psychological 

Perspective, 2(2), 91-100. 

Aurelia, G., Setyabudi, D., & Manalu, S. R. (2021). Pengaruh Terpaan 

Promosi Penjualan dan Terpaan E-Word of Mouth# ShopeeHaul di 

TikTok terhadap Perilaku Impulse Buying. Interaksi Online, 9(4), 

174-188. 

Aw, E. C. X., & Labrecque, L. I. (2020). Celebrity endorsement in social 

media contexts: understanding the role of parasocial interactions 

and the need to belong. Journal of Consumer Marketing, 37(7), 

895-908. 

Baumeister, Roy F. (2002), "Yielding to Temptation: Self-Control Failure, 

Impulsive Purchasing, and Consumer Behavior," Journal of 

Consumer Research, 28 (March), 670-676. 

Beatty, S.E., & Ferrell, M.E. (1998). Impulse Buying: modeling its 

precursors. Journal of Retailing, 74 (2), 169–191. 

Boerman, S. C. (2020). The effects of the standardized Instagram 

disclosure for micro-and meso-influencers. Computers in Human 

Behavior, 103, 199-207. 

Chung, S., & Cho, H. (2017). Fostering Parasocial Relationships with 

Celebrities on Social Media: Implications for Celebrity 

Endorsement. Psychology & Marketing, Vol. 34(4): 481–495. 

Coley, A. and Burgess, B. (2003), "Gender differences in cognitive and 

affective impulse buying", Journal of Fashion Marketing and 



90 Rahmi Anisa Gusika Putri, 2024 

Pengaruh Interaksi Parasosial di Instagram Tasya Farasya Terhadap Perilaku 

Impulse Buying Produk “Mother of Pearl” 

UPN Veteran Jakarta, Fakultas Ilmu Sosial dan Ilmu Politik, S1 Ilmu Komunikasi 

[www.upnvj.ac.id-www.library.upnvj.ac.id-www.repository.upnvj.ac.id] 

Management, Vol. 7 No. 3, pp. 282-295. 

https://doi.org/10.1108/13612020310484834 

Dittmar, H., Beattie, J., & Friese, S. (1995). Gender identity and material 

symbols: Objects and decision considerations in impulse 

purchases. Journal of economic psychology, 16(3), 491-511. 

Eric, E., Jocelyn, J., Cen, A., Bong, V., & Lie, F. K. (2022). Dampak 

Influencer Instagram Terhadap Gaya Hidup Belanja Impulsif Pada 

Remaja di Batam. E-Bisnis: Jurnal Ilmiah Ekonomi dan Bisnis, 

15(1), 135-144. 

Evelina, L. W., & Handayani, F. (2018). Penggunaan digital influencer 

dalam promosi produk (Studi kasus akun Instagram@ 

bylizzieparra). Warta Ikatan Sarjana Komunikasi Indonesia, 1(01), 

71-82. 

Giles, D. C. (2002). Parasocial interaction: A review of the literature and a 

model for future research. Media Psychology, 4(3), 279–305. 

Goyette, I., Ricard, L., Bergeron, J., & Marticotte, F. (2010). e‐WOM 

Scale: word‐of‐mouth  measurement  scale  for  e‐services  context.  

Canadian Journal of Administrative Sciences/Revue Canadienne 

des Sciences de l'Administration, 27(1), 5-23. 

Greenwood, D. N., Pietromonaco, P. R., & Long, C. R. (2008). Young 

women’s attachment style and interpersonal engagement with 

female tv stars. Journal of Social and Personal Relationships, 

Vol.25(3):387-407. 

Habibah, I. N., & Nasionalita, K. (2019). Pengaruh Electronic Word Of 

Mouth (E-Wom) Yang Dilakukan Oleh Beauty Influencer 

Terhadap Minat Beli Brand Make Up Wardah (Studi Pada 

Subscribers Youtube Channel Tasya Farasya). eProceedings of 

Management, 6(3).\ 

Handayani, Y. F. (2023). HUBUNGAN ANTARA INTERAKSI 

PARASOSIAL DAN CELEBRITY WORSHIP DENGAN 

PERILAKU PEMBELIAN IMPULSIF PADA PENGGEMAR 

https://doi.org/10.1108/13612020310484834


91 Rahmi Anisa Gusika Putri, 2024 

Pengaruh Interaksi Parasosial di Instagram Tasya Farasya Terhadap Perilaku 

Impulse Buying Produk “Mother of Pearl” 

UPN Veteran Jakarta, Fakultas Ilmu Sosial dan Ilmu Politik, S1 Ilmu Komunikasi 

[www.upnvj.ac.id-www.library.upnvj.ac.id-www.repository.upnvj.ac.id] 

KPOP (Doctoral dissertation, UIN SUNAN KALIJAGA 

YOGYAKARTA). 

Hanindharputri, M. A., & Putra, I. K. A. M. (2019, September). Peran 

Influencer dalam Strategi Meningkatkan Promosi dari Suatu 

Brand. In Sandyakala: Prosiding Seminar Nasional Seni, Kriya, 

dan Desain (Vol. 1, pp. 335-343). 

Hartmann, T., Stuke, D., & Daschmann, G. (2008). Positive parasocial 

relationships with drivers affect suspense in racing sport spectators. 

Journal of Media Psychology Theories Methods & Applications, 

20(1), 24–34. doi https://doi.org/10.1027/1864-1105.20. 1.24 

Hertantiningsih, T., Wibowo, S. K. A., & Fuady, I. (2022). Analisis 

Strategi Komunikasi Pemasaran Dalam Video Endorsement 

Influencer Arief Muhammad Dan Tasya Farasya Di Instagram 

Feeds. Jurnal Common, 6(1), 60-72. 

https://doi.org/10.34010/common 

Hwang, K., & Zhang, Q. (2018). Influence of parasocial relationship 

between digital celebrities and their followers on followers’ 

purchase and electronic word-of-mouth intentions, and persuasion 

knowledge. Computers in human behavior, 87, 155-173. 

Khamis, S., Ang, L., & Welling, R. (2017). Self-Branding,‘micro-

celebrity’and the rise of social media influencers. Celebrity studies, 

8(2), 191-208. https://doi.org/10.1080/19392397.2016.1218292  

Lanier, K. (2017). 5 things HR professionals need to know about 

Generation Z. Strategic HR Review, 16(6), pp. 288-290. 

Madhavaram, S. R. dan Laverie, D. A. (2004). Exploring Impulse 

Purchasing on The Internet. Advances in Consumer Research. 

31(1): 59–66 

Pambagyo, E. P., & Karnawati, Y. (2020). PENGARUH ELECTRONIC 

WORD OF MOUTH DAN HEDONIC SHOPPING VALUE 

TERHADAP IMPULSE BUYING PADA ONLINE SHOP. JCA of 

Economics and Business, 1(02).  

https://doi.org/10.34010/common
https://doi.org/10.1080/19392397.2016.1218292


92 Rahmi Anisa Gusika Putri, 2024 

Pengaruh Interaksi Parasosial di Instagram Tasya Farasya Terhadap Perilaku 

Impulse Buying Produk “Mother of Pearl” 

UPN Veteran Jakarta, Fakultas Ilmu Sosial dan Ilmu Politik, S1 Ilmu Komunikasi 

[www.upnvj.ac.id-www.library.upnvj.ac.id-www.repository.upnvj.ac.id] 

Perse, E. M. and Rubin, R. B. (1989), “Attribution in social and parasocial 

relationships”, Communication Research, Vol. 16 No. 1, pp. 59-77. 

Pertiwi, D., Hasibuan, E. J., & Auza, A. (2022). Pengaruh Konten Vlog 

Akun Youtube Tasya Farasya Terhadap Minat Beli Subscribers. 

Jurnal Ilmu Pemerintahan, Administrasi Publik, dan Ilmu 

Komunikasi (JIPIKOM), 4(1), 34-43. 

Rook, D.W., & Gardner, M., (1993). In the mood: impulse buying‟s 

affective antecedents, In: Research in Consumer Behavior, 6(1) 

JAI Press, Green-wich, CT, pp. 1–28 

Rubin, A. M., Perse, E. M., & Powell, R. A. (1985). Loneliness, parasocial 

interaction, and local television news viewing. Human 

communication research, 12(2), 155-180. 

Salsabila, N. A., & Mayangsari, L. (2020). “Keinginan Atau Kebutuhan?”: 

Analisis Perilaku Impulsif Dalam Pembelian Kosmetik Natural 

Online Dari Aspek Eksternal Dan Situasional. Jurnal Wacana 

Ekonomi, Vol. 19; No. 03. 

Sanderson, J. (2009). “you are all loved so much”: Exploring relational 

maintenance within the context of parasocial relationships. Journal 

of Media Psychology Theories Methods & Applications, 21(21), 

171–182. doi https://doi.org/10.1027/1864-1105. 21.4.171  

Septila, R., & Aprilia, E. D. (2017). Impulse Buying Pada Mahasiswa Di 

Banda Aceh. Psikoislamedia Jurnal Psikologi, 2(2). 

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers 

promote it, why should I buy? How credibility and parasocial 

interaction influence purchase intentions. Journal of retailing and 

consumer services, 53, 101742. 

Savitri, S. A., & Erdiansyah, R. (2019). Pengaruh citra, kredibilitas dan 

kemampuan komunikasi beauty vlogger terhadap keputusan 

pembelian produk Make-Up Maybelline (Studi Kasus Tasya 

Farasya). Prologia, 3(1), 267-273. 

https://doi.org/10.24912/pr.v3i1.6250  

https://doi.org/10.1027/1864-1105.%2021.4.171
https://doi.org/10.24912/pr.v3i1.6250


93 Rahmi Anisa Gusika Putri, 2024 

Pengaruh Interaksi Parasosial di Instagram Tasya Farasya Terhadap Perilaku 

Impulse Buying Produk “Mother of Pearl” 

UPN Veteran Jakarta, Fakultas Ilmu Sosial dan Ilmu Politik, S1 Ilmu Komunikasi 

[www.upnvj.ac.id-www.library.upnvj.ac.id-www.repository.upnvj.ac.id] 

Thomson, M. (2006), “Human Brands: Investigating antecedents to 

consumers' strong attachments to celebrities”, Journal of 

Marketing, Vol. 70 No. 3, pp. 104-119. 

Untari, D., & Fajariana, D. E. (2018). Strategi pemasaran melalui media 

sosial instagram (studi deskriptif pada akun@ subur_batik). Widya 

Cipta: Jurnal Sekretari Dan Manajemen, 2(2), 271-278. 

Veronika, N. S. (2023). Pengaruh Shopping Lifestyle, Kualitas Produk, 

Harga, Dan Electronic Word Of Mouth Terhadap Impulse Buying 

Generasi Z Pada Tiktok Shop (Doctoral dissertation, STIE YKPN).  

Widyastuti, E. (2021). Pengaruh social media marketing, online customer 

review, dan religiusitas terhadap keputusan pembelian konsumen 

shopee di masa pandemi Covid-19 dengan minat beli sebagai 

variabel intervening. JournalofManagementandDigitalBusiness. 

Wjaya, G. P., & Yulita, H. (2022). Pengaruh Konten Marketing, E-Wom, 

Dan Citra Merek Di Media Sosial Tiktok Terhadap Minat Beli 

Kosmetik Mother Of Pearl. Journal of Business & Applied 

Management, 15(2), 133-142.  

Wood, N. T. and Burkhalter, J. N. (2014), “Tweet this, not that: A 

comparison between Brand promotions in microblogging 

environments using celebrity and company-generated tweets”, 

Journal of Marketing Communications, Vol. 20 No. 1-2, pp. 129-

146. 

Yuksel, M., & Labrecque, L. I. (2016). “Digital buddies”: Parasocial 

interactions in social media. Journal of Research in Interactive 

Marketing, 10(4), 305-320. 

 

Buku 

Aaker, M. (1987). Advertising Management. California, USA: Pearson 

Education. 

Adiputra, E. (2022). Impulse Buying : Dalam Perspektif Pengambilan 

Keputusan Pembelian. Purbalingga : CV. Sketsa Media. 



94 Rahmi Anisa Gusika Putri, 2024 

Pengaruh Interaksi Parasosial di Instagram Tasya Farasya Terhadap Perilaku 

Impulse Buying Produk “Mother of Pearl” 

UPN Veteran Jakarta, Fakultas Ilmu Sosial dan Ilmu Politik, S1 Ilmu Komunikasi 

[www.upnvj.ac.id-www.library.upnvj.ac.id-www.repository.upnvj.ac.id] 

Creswell, J. W., & Creswell, J. D. (2017). Research design: Qualitative, 

quantitative, and mixed methods approaches. Sage publications. 

Ghozali, I. (2009). Aplikasi Analisis Multivariate dengan Program SPSS 

(4th ed.).Semarang: Badan Penerbit Universitas Diponegoro. 

Ghozali, I. (2011). Aplikasi Analisis Multivariate dengan Program SPSS. 

Semarang: Badan Penerbit Universitas Diponegoro 

Gravetter, F. J., & Forzano, L.-A. B. (2017). Research Methods for the 

Behavioral Sciences. Boston, USA: Cengage Learning. 

Gunawan, I. (2016). Pengantar Statistika Inferensial. Jakarta: 

RajaGrafindo Persada. 

Hendri, E. (2019). Komunikasi Persuasif: Pendekatan dan Strategi. 

Bandung: PT Remaja Rosdakarya 

Hermawan, K. (2010). Connect! Surfing New Wave Marketing. Jakarta: 

PT. Gramedia Pustaka Utama. 

Horton, D., & Wohl, R. R. (1982). Mass communication and para-social 

Interaction: Observation on intimacy at a distance. 

Kotler, P. dan Keller, K. L (2009). Manajemen Pemasaran. Jilid 1. Ed 13. 

(Bob Sabran). Jakarta: Erlangga.  

Kotler, P dan Keller, K. L. (2016). Marketing Manajemen, 16 Edition. 

New Jersey: Pearson. 

Littlejohn, S. W., Foss, K. A., & Oetzel, J. G. (2017). Theories of Human 

Communication: Eleventh Edition (7th ed.). Long Grove, Illinois: 

Waveland Press, Inc. 

Nasrullah, R. (2015). Media sosial: Perspektif komunikasi, budaya, dan 

sosioteknologi. Bandung: Simbiosa Rekatama Media, 2016, 2017. 

Petty, R. E., & Briñol, P. (2011). The elaboration likelihood model. 

Handbook of theories of social psychology, 1, 224-245. 

Priansa, D. J. (2017). Komunikasi Pemasaran Terpadu : Pada Era Media 

Sosial. Bandung: PUSTAKA SETIA. 

Priyatno, D. (2010). Teknik Mudah dan Cepat Melakukan Analisis Data 

Penelitian dengan SPSS. Yogyakarta: Gava Media. 



95 Rahmi Anisa Gusika Putri, 2024 

Pengaruh Interaksi Parasosial di Instagram Tasya Farasya Terhadap Perilaku 

Impulse Buying Produk “Mother of Pearl” 

UPN Veteran Jakarta, Fakultas Ilmu Sosial dan Ilmu Politik, S1 Ilmu Komunikasi 

[www.upnvj.ac.id-www.library.upnvj.ac.id-www.repository.upnvj.ac.id] 

Restak, R. (1991), The Brain has a Mind of its Own: Insights from a 

Practicing Neurologist, Harmony Books, New York, NY 

Sarwono, J. (2006). Metode Penelitian Kuantitatif dan Kualitatif. 

Yogyakarta: Graha Ilmu 

Sedjati, R. S. (2018). Manajemen Pemasaran. Yogyakarta : Deepublish. 

Sinambela, L. P., & Sinambela, S. (2022). Metodologi Penelitian 

Kuantitatif Teoretik dan Praktik. Depok: PT. RajaGrafindo 

Persada. 

Sudaryono, Perilaku Konsumen Dalam Perspektif Pemasaran, Lentera 

Ilmu Cendekia, Jakarta, 2014 

Sugiyono. (2017). Metode Penelitian Kuantitatif. Bandung : Alfabeta 

Williams, M., Wiggins, R. D., & Vogt, W. P. (2021). Beginning 

Quantitative Research. London, UK: SAGE Publications. 

 

Websites dan Artikel 

Asih, R. W. (2022, Augustus 10).  Bersama SIRCLO, Mother of Pearl 

Raih Pendapatan 1 Miliar saat Rilis Produk So-XTRA. Bisnis.com 

Website : 

https://teknologi.bisnis.com/read/20220810/266/1565301/bersama-

sirclo-mother-of-pearl-raih-pendapatan-1-miliar-saat-rilis-produk-

so-xtra. 

Copp, L. T. (2019, Desember 17). Gen Z named the biggest beauty 

spenders globally. Cosmetics Business Website:  

https://www.cosmeticsbusiness.com/news/article_page/Gen_Z_na

med_the_bi ggest_beauty_spenders_globally/157695  

Kemp, S. (2023, Januari 26). Digital 2023: Global Overview Report. Data 

Reportal Website : https://datareportal.com/reports/digital-2023-

global-overview-report     

Kemp, S. (2023, Februari 9). Digital 2023: Indonesia. datareportal.com: 

https://datareportal.com/reports/digital-2023-indonesia   

Murdianto, M. T.  (2021, September 22). Mengenal Mother of Pearl, 

Brand Kecantikan Tasya Farasya. IDN TIMES Website : 

https://teknologi.bisnis.com/read/20220810/266/1565301/bersama-sirclo-mother-of-pearl-raih-pendapatan-1-miliar-saat-rilis-produk-so-xtra
https://teknologi.bisnis.com/read/20220810/266/1565301/bersama-sirclo-mother-of-pearl-raih-pendapatan-1-miliar-saat-rilis-produk-so-xtra
https://teknologi.bisnis.com/read/20220810/266/1565301/bersama-sirclo-mother-of-pearl-raih-pendapatan-1-miliar-saat-rilis-produk-so-xtra
https://www.cosmeticsbusiness.com/news/article_page/Gen_Z_named_the_bi%20ggest_beauty_spenders_globally/157695
https://www.cosmeticsbusiness.com/news/article_page/Gen_Z_named_the_bi%20ggest_beauty_spenders_globally/157695
https://datareportal.com/reports/digital-2023-global-overview-report
https://datareportal.com/reports/digital-2023-global-overview-report
https://datareportal.com/reports/digital-2023-indonesia


96 Rahmi Anisa Gusika Putri, 2024 

Pengaruh Interaksi Parasosial di Instagram Tasya Farasya Terhadap Perilaku 

Impulse Buying Produk “Mother of Pearl” 

UPN Veteran Jakarta, Fakultas Ilmu Sosial dan Ilmu Politik, S1 Ilmu Komunikasi 

[www.upnvj.ac.id-www.library.upnvj.ac.id-www.repository.upnvj.ac.id] 

https://www.idntimes.com/life/women/muhammad-tarmizi-

murdianto/mother-of-pearl-brand-kecantikan-tasya-farasya  

 

 

 

  

https://www.idntimes.com/life/women/muhammad-tarmizi-murdianto/mother-of-pearl-brand-kecantikan-tasya-farasya
https://www.idntimes.com/life/women/muhammad-tarmizi-murdianto/mother-of-pearl-brand-kecantikan-tasya-farasya

