
 

29 
 

 

 

DAFTAR PUSTAKA 
[1] Hasbi Himatudin and Radea Yuli A. Hambali, “Pengaruh Teknologi terhadap 

Kesadaran Manusia dalam Berfikir Filosofis,” Gunung Djati Conf. Ser., vol. 19, 
pp. 441–447, 2023. 

[2] A. D. Riyanto, “Hootsuite (We are Social): Indonesian Digital Report 2023,” 
andi.link. Accessed: Dec. 01, 2024. [Online]. Available: 
https://andi.link/hootsuite-we-are-social-indonesian-digital-report-2023/ 

[3] KALODATA, “Digital 2024: Indonesia,” Kalodata. Accessed: Dec. 01, 2024. 
[Online]. Available: https://www.kalodata.com/id/blog/2024/04/digital-2024-
indonesia/#:~:text=Pada awal tahun 2024%2C Indonesia memiliki 185%2C3 
juta,media sosial%2C setara dengan 49%2C9%25 dari total populasi. 

[4] Universitas Pahlawan, “Peran Kualitas Konten dalam Strategi Content 
Marketing untuk Meraih Engagement Tinggi,” Innovative: Journal Of Social 
Science Research. [Online]. Available: https://j-
innovative.org/index.php/Innovative/article/view/17929?articlesBySimilarity
Page=174 

[5] Daraini, N. Sa’adatut, and E. Masnawati.I, “Peran Media Sosial Youtube 
Sebagai Media Edukasi Dalam Pendidikan Generasi Z,” MIND J. Ilmu Pendidik. 
Dan Budaya 4.2, vol. 4, no. 2, pp. 81–87, 2024. 

[6] R. Smith, “How to Create Cybersecurity Awareness in 2025: Expert Guide,” Re-
Solution. [Online]. Available: https://re-solution.co.uk/how-to-create-
cybersecurity-awareness-2025/ 

[7] Z. Hanani, O. Swid, and H. Riofita, “ ⁠ Pengaruh Strategi Konten Yang Menarik 
Untuk Meningkatkan Brand Awareness Dalam Pemasaran Digital,” J. Ilm. Kaji. 
Multidisipliner, vol. 8, no. 5, pp. 2118–7302, 2024. 

[8] R. Adolph, “済無No Title No Title No Title,” vol. 2, no. 2, pp. 1–23, 2016. 
[9] A. Kaley, “Strategi Konten 101,” NN/g. [Online]. Available: 

https://www.nngroup.com/articles/content-strategy/ 
[10] Y. E. Rachmad, “Content Creation Engagement Theory,” OSFHOME. [Online]. 

Available: https://osf.io/7kz2d/ 
[11] Rahmi, “Bab I Pendahuluan ي ِ   خ حض با ,” Galang Tanjung, no. 2504, pp. 1–9, 

2021. 
[12]  darma tri Putra, “Strategi sosial media marketing Uss feed,” pp. 9–24, 2023. 
[13] A. F. Basuni and T. Ningsih, “Peran Media Sosial dalam Transformasi Proses 

Pembelajaran dan Interaksi Sosial pada Generasi Digital,” vol. 5, no. 1, 2025. 
[14] M. Trinaga Saputra, “Peran Editor dalam Membuat Konten Digital Marketing 

Perusahaan Pinter Print Smart,” UMN. [Online]. Available: 
https://kc.umn.ac.id/ 

[15] S. Pokhrel, “PENGARUH KONTEN EDUKASI TIKTOK IRA MIRAWATI TERHADAP 
PENYELESAIAN TUGAS AKHIR MAHASISWA,” Αγαη, vol. 15, no. 1, pp. 37–48, 
2024. 

[16] B. V. Jessica and I. Syafganti, “Evaluasi Kegiatan Digital Marketing PT 
AkzoNobel Car Refinishes Indonesia di Platform Instagram,” Agustus, no. 2, 
pp. 311–317, 2024. 

[17] J. Pulizzi, Epic content marketing. 2012. [Online]. Available: Pulizzi, J. (2012). 
Epic Content Marketing. McGraw-Hill. 



 

30 
 

 

 

[18] Anthony Michael, “The 7 Habits of Highly Effective Peer Leaders,” 7 Habits 
Highly Eff. Peer Leaders, p. 14, 2024, [Online]. Available: 
https://journal.pltlis.org/wp-content/uploads/2025/02/8-Michael-et-al-
2024.pdf 

[19] Ervina Anggraini, “Data Backup dan Recovery,” Helios.id. [Online]. Available: 
https://www.helios.id/id/blog-id/detail/data-backup-dan-recovery-
pengertian-cara-manfaat-dan-jenisnya/ 

[20] R. Meikendi, “Evaluasi Content Marketing + Peran Data Analytics,” Garuda 
website. [Online]. Available: https://www.garuda.website/blog/evaluasi-
content-marketing/ 

 
 
 
 
 
 
 
 
 
 
 
 
 


