
117 
 

 

DAFTAR PUSTAKA 

Ali, M., Lyu, C., Tian, X., Jiang, C., & Li, Q. (2025). The impact of digital 

marketing literacy on digital marketing strategy to enhance the library 

patrons’ engagement: An application of the TOE framework. Acta 

Psychologica, 260. 

Ayu Rizaty, M. (2024, October 18). Data Jumlah Pengguna TikTok di Indonesia 

pada Oktober 2021 hingga Juli 2024. 

https://dataindonesia.id/internet/detail/pengguna-tiktok-di-indonesia-capai-

10652-juta-pada-oktober-2023 

Ballantine, P. W., & Martin, B. A. S. (2005). Forming Parasocial Relationships in 

Online Communities. In Advances in Consumer Research (Vol. 32). 

Bawazir, F. C., Harianto, E., & Azizurrohman, M. (2024). Building Brand 

Loyalty: The Role of Brand Communication, Brand Identity, and Brand 

Experience Mediated by Brand Trust. Jurnal Aplikasi Manajemen, 22(3), 

694–712. https://jurnaljam.ub.ac.id/index.php/jam/article/view/8320 

Boeker, M., & Urman, A. (2022). an Empirical Investigation of Personalization 

Factors on TikTok. WWW 2022 - Proceedings of the ACM Web Conference 

2022, 2298–2309. 

Boyd, A. T., Morrow, J. A., & Rocconi, L. M. (2022). Development and 

Validation of the Parasocial Relationship in Social Media Survey. The 

Journal of Social Media in Society Fall 2022, 11(2), 192–208. 

Dara Oktavia, V., & Setya Marwati, F. (2022). Loyalitas Pelanggan Ditinjau dari 

Pelayanan, Kepuasan dan Kepercayaan pada Cv Cipta Kimia Sukoharjo 

(Vol. 06, Number 01). 

Dibble, J. L., Hartmann, T., & Rosaen, S. F. (2016). Parasocial Interaction and 

Parasocial Relationship: Conceptual Clarification and a Critical Assessment 

of Measures. In Human Communication Research (Vol. 42, Number 1). 

Dirbawanto, N. D., & Sutrasmawati, E. (2016). Pengaruh Customer Experience 

Dan Brand Trust terhadap Customer Loyalty. Management Analysis Journal, 

5(1). 

Farivar, S., Wang, F., & Yuan, Y. (2021). Opinion Leadership vs. Parasocial 

Relationship: Key Factors in Influencer Marketing. Journal of Retailing and 

Consumer Services, 59. 



118 
 

 

Feby, L., Riza, F., & Kristanti, D. A. (2024a). The Impact of Parasocial Interaction 

and Local Presence on Impulsive Buying Behavior on TikTok. In Jurnal 

Ilmiah Manajemen Kesatuan (Vol. 12, Number 6). 

https://jurnal.ibik.ac.id/index.php/jimkes/article/view/2999 

Feby, L., Riza, F., & Kristanti, D. A. (2024b). The Impact of Parasocial Interaction 

and Local Presence on Impulsive Buying Behavior on TikTok. In Jurnal 

Ilmiah Manajemen Kesatuan (Vol. 12, Number 6). 

https://jurnal.ibik.ac.id/index.php/jimkes/article/view/2999 

Firdah, M., Prima, F., & Uslianti, S. (2022). Pengaruh Online Customer Review, 

Celebrity Endorsement dan Tiktok Ads Terhadap Brand Loyalty dengan 

Brand Trust Pada Scarlett Whitening. 6, 22–29. 

Fitrianti, Y. E., Pinandito, A., Sartika, I., & Maghfiroh, E. (2022a). Analisis 

Pengaruh Atribut Influencer pada Platform Tiktok Terhadap Keputusan 

Pembelian. 6(12), 2548–2964. http://j-ptiik.ub.ac.id 

Fitrianti, Y. E., Pinandito, A., Sartika, I., & Maghfiroh, E. (2022b). Analisis 

Pengaruh Atribut Influencer pada Platform Tiktok Terhadap Keputusan 

Pembelian. 6(12), 2548–2964. http://j-ptiik.ub.ac.id 

Hair, J. F. ., Black, W. C. ., Babin, B. J. ., & Anderson, R. E. . (2014). Multivariate 

Data Analysis. Pearson Education Limited. 

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. 

(2021). Partial Least Squares Structural Equation Modeling (PLS-SEM) 

Using R. Springer International Publishing. https://doi.org/10.1007/978-3-

030-80519-7 

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. 

Indrapura, P. F. S., & Fadli, U. M. D. (2023). Analisis Strategi Digital Marketing 

di Perusahaan Cipta Grafika. JURNAL ECONOMINA, 2(8), 1970–1978. 

Irpansyah, M. A., Ramdan, A. M., & Danial, R. D. M. (2019). Kredibilitas dan 

Kekuatan Selebgram dalam Meningkatkan Minat Beli pada Toko Online di 

Instagram. Journal of Economic, Bussines and Accounting (COSTING), 2(2). 



119 
 

 

Joseph, H., & Balqiah, T. (2022, March 23). Impulsive Buying Behavior Analysis 

of E-Commerce Application: A Perspective of The Stimulus-Organism-

Response Model. https://doi.org/10.4108/eai.27-7-2021.2316878 

Keller, K. L., & Swaminathan, V. (2020). Strategic Brand Management: Building, 

Measuring, and Managing Brand Equity (5th, Global Edition ed.). Pearson 

Education Limited. 

Kotler, P., & Armstrong, G. (2016). Principles of Marketing. 

Kotler, Philip., Keller, K. Lane., Tan, C. Tiong., Ang, S. Hoon., & Leong, S. 

Meng. (2018). Marketing management : an Asian perspective. Pearson 

Education Limited. 

Kurtin, K. S., O’brien, N., Roy, D., & Dam, L. (2018). The Development of 

Parasocial Relationships on YouTube. The Journal of Social Media in 

Society Spring, 7(1), 233–252. 

Labrecque, L. I. (2014). Fostering consumer-brand relationships in social media 

environments: The role of parasocial interaction. Journal of Interactive 

Marketing, 28(2), 134–148. 

Lawson, K., & Stever, G. S. (2013). Twitter as a Way for Celebrities to 

Communicate with Fans: Implications for the Study of Parasocial 

Interaction. North American Journal of Psychology, 15(2), 339–354. 

Lin, C. A., Crowe, J., Pierre, L., & Lee, Y. (2021). Effects of Parasocial 

Interaction with an Instafamous Influencer on Brand Attitudes and Purchase 

Intentions. The Journal of Social Media in Society Spring 2021, 10(1), 55–

78. 

Liu, F., & Wang, R. (2025). Fostering Parasocial Relationships with Virtual 

Influencers in the Uncanny Valley: Anthropomorphism, Autonomy, and a 

Multigroup Comparison. Journal of Business Research, 186. 

Lou, C., & Kim, H. K. (2019). Fancying the New Rich and Famous? Explicating 

the Roles of Influencer Content, Credibility, and Parental Mediation in 

Adolescents’ Parasocial Relationship, Materialism, and Purchase Intentions. 

Frontiers in Psychology, 10. 

Lou, C., & Yuan, S. (2019). Influencer Marketing: How Message Value and 

Credibility Affect Consumer Trust of Branded Content on Social Media. 

Journal of Interactive Advertising, 19(1), 58–73. 



120 
 

 

Masuda, H., Han, S. H., & Lee, J. (2022). Impacts of Influencer Attributes on 

Purchase Intentions in Social Media Influencer Marketing: Mediating Roles 

of Characterizations. Technological Forecasting and Social Change, 174. 

Mettasari, B., Kurniawati, K., & Masnita, Y. (2023). The Mediating Role of Brand 

Trust: Is Enhancing TikTok Marketing Activities Important to Create 

Loyalty? In Jurnal Komunikasi (Vol. 15, Number 2). 

Monfort, A., López-Vázquez, B., & Sebastián-Morillas, A. (2025). Building Trust 

in Sustainable Brands: Revisiting Perceived Value, Satisfaction, Customer 

Service, and Brand Image. Sustainable Technology and Entrepreneurship, 

4(3), 100105. 

https://linkinghub.elsevier.com/retrieve/pii/S2773032825000100 

Nur Cahyono, D., Iwan Musthofa Habibillah, D., Hamdi, M., & Rusmini. (2024). 

Analisis Loyalitas Konsumen Serta Brand Image Terhadap Social Media 

Marketing Tiktok Shop. https://doi.org/10.62097/al-tsaman.v4i01.2022 

Nur Cahyono, D., Iwan Musthofa Habibillah, D., Hamdi, M., Syariah, E., 

Ekonomi dan Bisnis Islam, F., & Al Falah Assuniyyah, U. (2024). Analisis 

Loyalitas Konsumen Serta Brand Image Terhadap Social Media Marketing 

Tiktok Shop. https://doi.org/10.62097/al-tsaman.v4i01.2022 

Nuzil, N. R., Ilmi, I. D., & Huda, M. (2024). Pengaruh Emotional Branding, 

Ulasan Online, dan Brand Trust terhadap Keputusan Pembelian Pada Produk 

Somethinc Di TikTok. Jurnal Terapan Manajemen Dan Bisnis, 10, 28–39. 

Quintania, M. (2020). Pengaruh Desain dan Inovasi Produk Terhadap Kepuasan 

Konsumen dan Dampaknya pada Loyalitas Konsumen (Studi Kasus pada 

Konsumen Lipstik Wardah Kosmetik Jabodetabek) (Vol. 20, Number 1). 

Rasmussen, L. (2018). Parasocial Interaction in the Digital Age: An Examination 

of Relationship Building and the Effectiveness of YouTube Celebrities. The 

Journal of Social Media in Society Spring, 7(1), 280–294. 

www.youtube.com 

Rifa’i, K. (2019). Membangun Loyalitas Pelanggan. 

Salmiah, Sahir, S. H., & Fahlevi, M. (2024). The Effect of Social Media and 

Electronic Word of Mouth on Trust and Loyalty: Evidence from Generation 

Z in Coffee Industry. International Journal of Data and Network Science, 

8(1), 641–654. 



121 
 

 

Santika, E. (2023, September 27). Data Pengguna TikTok Berdasarkan 

Demografi Usia di Indonesia pada Tahun 2022 . 

https://databoks.katadata.co.id/datapublish/2022/04/21/ada-138-juta-orang-

dewasa-indonesia-gunakan-tiktok-pada-kuartal-i-2022 

Saputra, R., & Dewi, C. K. (2015). The Impact of Brand Trust on Brand Loyalty 

Mediated by Customer Satisfaction: Case of Tokobagus.com (now 

OLX.co.id). Journal of Administrative and Business Studies, 1(1). 

Schellewald, A. (2023). Understanding the popularity and affordances of TikTok 

through user experiences. Media, Culture and Society, 45(8), 1568–1582. 

Setyawan, A., Setyawan, A. A., & Kussudiyarsana, I. (2015). Brand Trust and 

Brand Loyalty, an Empirical Study in Indonesia Consumers. British Journal 

of Marketing Studies, 4(3), 37–47. 

https://www.researchgate.net/publication/303302646 

Shahid, S., Nauman, Z., & Ayyaz, I. (2023). Impact of Parasocial Interaction on 

Brand Relationship Quality Brand Loyalty and Willingness to Share Personal 

Information under a Creative Commons Attribution-Non-Commercial No-

Derivatives 4.0. In International Journal of Management Research and 

Emerging Sciences (Vol. 13, Number 1). 

Sitinjak, C., Kristiyani, V., & Handoko, D. (2025). From Likes to Bonds: A 

Scoping Review on the Impact of Social Media on Youth Social Interaction 

Patterns. Nusantara Journal of Behavioral and Social Science, 4(3), 145–

160. https://doi.org/10.47679/njbss.202593 

Siyoto, S., & Ali Sodik, Mk. M. (2015). Dasar Metodologi Penelitian. 

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. 

Sugiyono. (2019). Sugiyono - Kualitatif, Kuantitatif, R&D (2019) . 

Taslaud, G. (2025, August 3). The Real Statistics Behind Influencer Marketing in 

Indonesia (2025 Analysis). https://insg.co/en/influencer-marketing-market-

overview-in-indonesia-in-2023/ 

Taufik, D. A., Kartono, T., Kartutu, S. J., Tenu, M. W., & Sudana, I. W. (2024). 

Pengaruh Strategi Pemasaran Berbasis Konten terhadap Kesadaran Merek 

dan Pembelian Konsumen. Journal of Comprehensive Science, 3. 



122 
 

 

Top 10 Sales Value of Beauty Brands in Indonesian E-Commerce. (2024, 

September 10). Iksanti, Yulie. https://compas.co.id/article/beauty-trends-

2024/ 

Torres-Moraga, E., & Barra, C. (2023). Does Destination Brand Experience Help 

Build Trust? Disentangling the Effects on Trust and Trustworthiness. 

Journal of Destination Marketing and Management, 27. 

Verma, S., Kapoor, D., & Gupta, R. (2024). Role of Influencer Follower 

Congruence in Influencing Followers’ Food Choices and Brand Advocacy: 

Mediating Role of Perceived Trust. British Food Journal. 

Wardhana, A. (2024). Teknik Pengumpulan Data Penelitian. 

https://www.researchgate.net/publication/382060598 

Wijayanti, Y., Hidayat, A. T., & Puspitasari, I. (2024). Pengaruh Kredibilitas 

Sosial Media Influencer, Hubungan Parasosial dan Brand Image Terhadap 

Niat Beli Konsumen pada Pengguna Tiktok. 4, 311–321. 

Wijayanti, Y., Tri Hidayat, A., & Puspitasari, I. (2024). Pengaruh Kredibilitas 

Sosial Media Influencer, Hubungan Parasosial dan Brand Image terhadap 

Niat Beli Konsumen pada Pengguna Tiktok. 

Wu, C. W., Botella-Carrubi, D., & Blanco-González-Tejero, C. (2024). The 

empirical study of digital marketing strategy and performance in small and 

medium-sized enterprises (SMEs). Technological Forecasting and Social 

Change, 200. https://doi.org/10.1016/j.techfore.2023.123142 

Zahra, S., Tabroni, Quraysin, I., Ramdani, A., Harsono, P., Puspa, R., 

Sabrawijaya, Lesmana, I. S., Aziz, A., Anwar, K., Asfar, A. H., & Hanafiah, 

H. (2023). Dasar-Dasar Manajemen Pemasaran. 

Zhang, H., Abbott, N., Waldeck, D., & Holliman, A. (2025). Social interaction, 

sense of belonging, and psychological wellbeing: a study of Chinese 

international students in UK higher education. Frontiers in Education, 10. 

https://doi.org/10.3389/feduc.2025.1677348 

  

  


