DAFTAR PUSTAKA
Abidin, C. (2020). "Communicative intimacies: Influencers and perceived

interconnectedness.” Social Media + Society, 6(2).

Ansar, M., Udayana, I., & Maharani, B. D. (2024). Pengaruh Social Media Marketing,
Electronic Word of Mouth, dan Brand Awareness terhadap Keputusan Pembelian Produk
Dagadu Djokdja Melalui Minat Beli sebagai Variabel Intervening. Jurnal limiah Global
Education, 5(1), 280-293. https://doi.org/10.55681/jige.v5i1.2137

Brown, A. (2019). *Mixed-Methods Research in Marketing: A Comprehensive Guide*. New
York: Routledge.

Bergstrom, A., & Jervelycke Belfrage, M. (2018). News in Social Media: Incidental
consumption and the role of opinion leaders. Digital Journalism, 6(5), 583-598.
https://doi.org/10.1080/21670811.2018.1423625

Colicev, A., Kumar, A., & O'Connor, P. (2019). "Modeling the relationship between firm and
user generated content and the stages of the marketing funnel.” International Journal of
Research in Marketing, 36(1).

databoks.katadata.co.id. (n.d.).
https://databoks.katadata.co.id/datapublish/2024/01/30/penetrasi-internet-indonesia-
capai-78-pada-2023-rekor-tertinggi-baru.

78



Hildreth, J. (2018). Brand awareness. Twist, 42, 22-23.
https://doi.org/10.4337/9781800377486.brand.awareness

Hilwa Faraz Salifia. (2024). PENGARUH CONTENT MARKETING DAN E-WOM DI
MEDIA SOSIAL INSTAGRAM TERHADAP KEPUTUSAN PEMBELIAN DI MANA
SOCIAL CAFE JALAN BUAH BATU KOTA BANDUNG. PENGARUH CONTENT
MARKETING DAN E-WOM DI MEDIA SOSIAL INSTAGRAM TERHADAP
KEPUTUSAN PEMBELIAN DI MANA SOCIAL CAFE JALAN BUAH BATU KOTA
BANDUNG, 22-25.

Hirzianto, S., Yuliati, L. N., & Kirbrandoko. (2019). THE EFFECT OF ELECTRONIC
WORD OF MOUTH ON ONLINE TRUST AND PURCHASE INTENTION AMONG
MILLENNIALS GENERATION ON INSTAGRAM. Russian Journal of Agricultural
and Socio-Economic Sciences, 85(1), 490-496. https://doi.org/10.18551/rjoas.2019-
01.60

Indrawati. (2015). Metode Penelitian Manajemen dan Bisnis Konvergensi Teknologi

Komunikasi dan Informasi, Bandung : Aditama.

Indrawan, R., & Yaniawati, P. (2017). Metodologi Penelitian Kuantitatif, Kualitatif, dan
Campuran (N. F. Atif (ed.); Revisi). Refika Aditama. Indrawati, Yones, P. C. P., &
Muthaiyah, S. (2023). eWOM via the TikTok application and its in fl uence on the
purchase intention of somethinc products. Asia Pacific Management Review, 28(2),174—
184. https://doi.org/10.1016/j.apmrv.2022.07.007

Inggit Adiasti. (2018). HUBUNGAN BRAND AWARENESS DENGAN KEPUTUSAN
PEMBELIAN MOTOR REKONDISI PADA PARENTING INVENTORY BOGOR. 20-21.

Izza, F., & Supriadi, A. (2023). The Effect of Co-Branding, Brand Trust, and E-WOM on

Interest in Buying Aerostreet Brand Shoes on Adolescents in Kudus Regency.

Jones, M., & Wang, S. (2020). *Video-Based Social Media Marketing: Strategies and
Impacts*. Journal of Marketing Research, 57(4), 673-691.

Kuncoro, 2013. Metode Penelitian Kuantitatif Kualitattif Dan R&D. Penerbit : Erlangga,
Jakarta.

Lee, C., Kim, H., & Park, J. (2023). *Electronic Word of Mouth and Brand Awareness: A
Social Media Perspective*. Social Media Studies, 12(1), 45-60.

79



Liedfray, T., Waani, F. J., & Lasut, J. J. (2022). Peran Media Sosial Dalam Mempererat
Interaksi Antar Keluarga Di Desa Esandom Kecamatan Tombatu Timur Kabupaten

Minahasa Tenggara.

Moch Anton Maulana, & Novi Sri Sandyawati. (2023). USING TIKTOK SOCIAL MEDIA
AS A MARKETING PROMOTION MEDIA IN ONLINE BUSINESS. International
Journal of Social Science, 3(4), 507-514. https://doi.org/10.53625/ijss.v3i4.7151

Mohammad Pambudi Ary Wicaksonol. (2020). PENGARUH IKLAN DAN WORD OF
MOUTH TERHADAP BRAND AWARENESS TRAVELOKA. PENGARUH IKLAN
DAN WORD OF MOUTH TERHADAP BRAND AWARENESS TRAVELOKA.

Nabila Shafa. (2024). Pengaruh dari Electonic Word of Mouth yang tersebar di TikTok
terhadap Brand Awareness produk Somethinc.

Navillah, 1., Irfa, N., & Team. (2023). The Effect of Aerostreet Shoe Collaboration on
Consumer Buying Interest.

Nguyen, C., Tran, T., & Nguyen, T. (2024). Factors affecting users’ brand awareness through
social media marketing on TikTok. Innovative Marketing, 20(1), 122-131.
https://doi.org/10.21511/im.20(1).2024.11

Rahman, A., & Aulia, D. (2022). *The Impact of e-WOM on Local Brands in Emerging
Markets*. International Journal of Marketing, 20(2), 112-130.

Rizky Aditya, W., Elysa Lubis, E., & Jurusan llmu Komunikasi-Konsentrasi Hubungan
Masyarakat, Ms. (2017). STRATEGI KOMUNIKASI PEMASARAN (Studi Pada Event
Tupperware Home Party Dalam Menjaga Loyalitas Konsumen PT. Riau Cahaya Utami
di Kota Pekanbaru). In JOM FISIP (Vol. 4, Issue 1).

Robinson, L. (2021). "Digital Activism: How Social Media and the Internet are Changing
Politics."” Annual Review of Sociology, 47.

Santina, R. O., Hayati, F., Oktarina, D. R., Bina, U., & Getsempena, B. (2021). ANALISIS
PERAN ORANGTUA DALAM MENGATASI PERILAKU SIBLING RIVALRY
ANAK USIA DINLI. In Jurnal llmiah Mahasiswa (Vol. 2, Issue 1).

Seran, R. B., Sundari, E., & Fadhila, M. (2023). Jurnal Mirai Management Strategi
Pemasaran yang Unik: Mengoptimalkan Kreativitas dalam Menarik Perhatian

Konsumen. Jurnal Mirai Management, 8(1), 206-211.

80



Smith, A., & Anderson, M. (2018). "Social Media Use in 2018." Pew Research Center.

Smith, J. (2021). *The Unique Dynamics of Tik-Tok: User Engagement and Marketing
Implications*. Social Media Marketing Quarterly, 15(3), 215-232.

Sriwendiah, S., & Ningsih, W. (2022). PENGARUH BRAND AWARENESS TERHADAP
KEPUTUSAN PEMBELIAN LIPCREAM PIXY (SURVEI PADA KONSUMEN TOKO
KOSMETIK CAHAYA BARU PURWAKARTA). 10(1), 2022.

Sujarweni, V. Wiratna. 2015. Metodologi Penelitian Bisnis Dan Ekonomi, 33. Yogyakarta:

Pustaka Baru Press.

Sugiyono, (2017). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Bandung: CV.
Alfabeta

Sugiyono. 2018. Metode Penelitian Kuantitatif, Kualitatig, dan R&D, penerbit
Alfabeta,Bandung

Sugiyono (2019). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Bandung : Alphabet

Syahputra Salim, H., Sumarsan Goh, T., & Errie Margery, dan. (2022). PENGARUH
KOMUNIKASI PEMASARAN DAN PRODUK TERHADAP KEPUTUSAN PEMBELIAN
DI PT. FURNILUX INDONESIA. 8(1).

Trigani, I., & Tobing, R. P. (n.d.). Pengaruh Sosial Media Advertising dan Electronic Word Of
Mouth Terhadap Brand Trust Produk Sepatu Lokal.

Yenty, O., Dosen, Y., Ekonomi, F., Akuntansi, J., Universitas, —, & Petra, K. (2020).
PENGGUNAAN TEKNOLOGI INTERNET DALAM BISNIS. In Jurnal Akuntansi &

Keuangan (Vol. 2, Issue 1). http://puslit.petra.ac.id/journals/accounting/

Yusuf, F., Rahman, H., Rahmi, S., Lismayani, A., & Guru Sekolah Dasar Universitas Negeri
Makassar, P. (2023). JHP2M: Jurnal Hasil-Hasil Pengabdian dan Pemberdayaan
Masyarakat PEMANFAATAN MEDIA SOSIAL SEBAGAI SARANA KOMUNIKASI,
INFORMASI, DAN DOKUMENTASI: PENDIDIKAN DI MAJELIS TAKLIM ANNUR
SEJAHTERA. 2. https://journal.unm.ac.id/index.php/JHP2M

81



