
 

 

 

 

DAFTAR PUSTAKA 

Ansari, S., Ansari, G., Ghori, M. U., & Kazi, A. G. (2019). Impact of brand 

awareness and social media content marketing on consumer purchase 

decision. Journal of Public Value and Administrative Insight, 2(2), 5-10. 

https://doi.org/10.31580/jpvai.v2i2.896 

Anisa, D. K., & Marlena, N. (2022). Pengaruh User Generated Content Dan E- 

Wom Pada Aplikasi Tik-Tok Terhadap Purchase Intention Produk Fashion 

The Influence Of User Generated Content And E-Wom On The Tiktok 

Application On The purchase Intention Of Fashion Products. 09, 207–218. 

https://doi.org/10.56338/jsm.v9i2.2610 

B. Schivinski, and D. Dabrowski. “The effect of social media communication on 

consumer perceptions of brands”, Journal of Marketing Communication, 

vol. 22, no. 2, pp. 189-214, 2016 

https://doi.org/10.1080/13527266.2013.871323 

Bruhn, M., Schoenmueller, V. and Schäfer, D.B. (2012), “Are social media 

replacing traditional media in terms of brand equity creation?”, 

Management Research Review, Vol. 35 No. 9, pp. 770-790. 

https://doi.org/10.1108/01409171211255948 

Chan, A. (2010). Pengaruh ekuitas merek terhadap proses keputusan pembelian 

konsumen: Studi kasus bank Muamalat Indonesia cabang Bandung. Jurnal 

Administrasi Bisnis, 6(1). 

Cheng, M., Liu, J., Qi, J., & Wan, F. (2021). Differential effects of Firm Generated 

Content on consumer digital engagement and firm performance: An outside- 

in perspective. Industrial Marketing Management, 98, 41-58. 

https://doi.org/10.1016/j.indmarman.2021.07.001 

Christodoulides, G., Jevons, C., & Bonhomme, J. (2012). Memo to marketers: 

Quantitative evidence for change: How user-generated content really affects 

brands. Journal of a dvertising research, 52(1), 53-64. DOI: 10.2501/JAR- 

52-1-053-064 

Daiya, A., & Roy, S. (2016). User and Firm Generated Content on online social 

media: A review and research directions. International Journal of Online 

Marketing (IJOM), 6(3), 34-49. DOI: 10.4018/IJOM.2016070103 

Darma, D. G. W., & Sudiksa, I. N. (2022). Pengaruh pemasaran konten terhadap 

minat beli tamu di sthala, a tribute portfolio hotel, ubud bali by marriott 

international. Jurnal Ilmiah Hospitality Management, 12(2), 90-102. 

https://doi.org/10.22334/jihm.v12i2.199 

Fauziah, R., & Wahdiniwaty, R. (2020, January). The Process of Product 

Purchasing Decision Through E-Marketing. In International Conference on 

Business, Economic, Social Science, and Humanities–Economics, Business 

 

 
 

130 

https://doi.org/10.31580/jpvai.v2i2.896
https://doi.org/10.56338/jsm.v9i2.2610
https://doi.org/10.1080/13527266.2013.871323
https://doi.org/10.1108/01409171211255948
https://doi.org/10.1016/j.indmarman.2021.07.001
https://doi.org/10.22334/jihm.v12i2.199


131 
 

 

 

and Management Track (ICOBEST-EBM 2019) (pp. 125-129). Atlantis 

Press. https://doi.org/10.2991/aebmr.k.200108.030 

Gangadharbatla, H. (2008). Facebook me: collective self esteem, need to belong, 

and internet self-efficacy as predictors of the igeneration’s attitudes toward 

social networking sites. Journal of Interactive Advertising, 8(2), 5–15. 

https://doi.org/10.1080/15252019.2008.10722138 

Ghozali, I. (2018). “Aplikasi Analisis Multivariate Dengan Pogram IBM 

SPSS”Edisi Sembilan.Semarang:Badan Penerbit Universitas Diponegoro 

Gwenisa, A., & Pramono, R. (2022). Effect of marketing mix, Firm Generated 

Content, and celebrity endorsement towards customer’s purchase decision 

in choosing dental hospitals during covid–19 pandemic. Enrichment: 

Journal of Management, 12(5), 4558-4565. 
https://doi.org/10.35335/enrichment.v12i5.931 

Ho-Dac, N.N., Carson, S.J. and Moore, W.L. (2013), “The effects of positive and 

negative online customer reviews: do brand strength and category maturity 

matter?”, Journal of Marketing, Vol. 77, pp. 37-53. 

https://doi.org/10.1509/jm.11.0011 

Iffan, M., Santy, R. D., & Radiaswara, R. (2018). Pengaruh Proses Dan Bukti Fisik 

Terhadap Kepuasan Konsumen Di Hotel Santika Bandung. JURISMA: 

Jurnal Riset Bisnis & Manajemen, 8(2), 127-140. 

https://doi.org/10.34010/jurisma.v8i2.1003 

Kang, J. Y. M. (2018). Showrooming, webrooming, and user-generated content 

creation in the omnichannel era. Journal of Internet Commerce, 17(2), 145- 

169. https://doi.org/10.1080/15332861.2018.1433907 

Khair, T., & Ma'ruf. (2020). Pengaruh Strategi Komunikasi Media Sosial Instagram 

Terhadap Brand Equity, Brand Attitude, Dan Purchase Intention, 4(2), 1-18 

https://doi.org/10.24198/jmk.v4i2.25948 

Kotler, P., & Keller, K. L. (2016). Marketing management. 

Kumar, A., Bezawada, R., Rishika, R., Janakiraman, R., & Kannan, P. K. (2016). 

From social to sale: The effects of firm-generated content in social media 

on customer behavior. Journal of marketing, 80(1), 7-25. 

https://doi.org/10.1509/jm.14.0249 

Liang, S., Schuckert, M., Law, R., & Chen, C. C. (2020). The importance of 

marketer-generated content to peer-to-peer property rental platforms: 

evidence from Airbnb. International Journal of Hospitality Management, 

84, 102329. https://doi.org/10.1016/j.ijhm.2019.102329 

Maduningtias, L., Narimawati, U., Affandi, A., Priadana, S., & Erlangga, H. 

(2022). Pengaruh Budaya Organisasi dan Kepemimpinan terhadap Kinerja 

Karyawan pada PT. Indomarco Pristama Kebayoran Lama. JIIP-Jurnal 

Ilmiah Ilmu Pendidikan, 5(4), 1206-1213. 

Maharani, N. (2015). Proses pengambilan keputusan pembelian konsumen terhadap 

produk iphone di bandung. Jurnal Manajemen   Dan   Bisnis 

(Performa), 12(1), 59-75. 

https://doi.org/10.2991/aebmr.k.200108.030
https://doi.org/10.1080/15252019.2008.10722138
https://doi.org/10.35335/enrichment.v12i5.931
https://doi.org/10.1509/jm.11.0011
https://doi.org/10.34010/jurisma.v8i2.1003
https://doi.org/10.1080/15332861.2018.1433907
https://doi.org/10.24198/jmk.v4i2.25948
https://doi.org/10.1509/jm.14.0249
https://doi.org/10.1016/j.ijhm.2019.102329


132 
 

 

 

Marlena, N. (2022). Pengaruh User Generated Content Dan E-Wom Pada Aplikasi 

Tik-Tok Terhadap Purchase Intention Produk Fashion. Jurnal Sinar 

Manajemen, 9(2), 207-218. https://doi.org/10.56338/jsm.v9i2.2610 

Mir, I. A., & Rehman, K. U. (2013). FACTORS AFFECTING CONSUMER 

ATTITUDES AND INTENTIONS TOWARD USER-GENERATED 

PRODUCT CONTENT ON YOUTUBE. Management & Marketing, 8(4), 

637. 

https://www.proquest.com/openview/ab9df6af71a00042b8276b00399fe1c 

6/1?pq-origsite=gscholar&cbl=226548 

Mulyawan, I., Rafdinal, W., Juniarti, C., & Asrilsyak, S. (2022). Do vocational 

colleges need social media? The Role of Firm and User Generated Content. 

Journal of Business and Management Review, 3(3), 229-251. 

https://doi.org/10.47153/jbmr33.3492022 

Narimawati, U. (2007). Riset Manajemen Sumber Daya Manusia : Aplikasi Contoh 

Dan Perhitungannya. Jakarta: Agung Media 

Ovsiankina, L., & Kuprii, T. (2021). Fashion As Sign And Symbolic 

Conditionality : 1(1), 36–42. https://doi.org/10.21847/1728- 
9343.2021.1(1).225446 

Pinuji, M. F., & Satiri, S. (2019). Pengaruh User-Generated Content Sebagai Alat 

Komunikasi Bisnis Terhadap Kredibilitas Informasi Website “ 

TOKOPEDIA ” Sekolah Tinggi Ilmu Komunikasi Inter Studi Jl Wijaya II 

No 62 Jakarta 12160 International University Liaison Indonesia Jl Masjid 

No 75 Banten 15330. 1(1), 19–33. http://dx.doi.org/10.33376/is.v1i1.347 

Poulis, A., Rizomyliotis, I., & Konstantoulaki, K. (2018). Do firms still need to be 

social? Firm Generated Content in social media. Information Technology 

& People. https://dx.doi.org/10.1108/ITP-03-2018-0134 

Putri, V. M., & Sijabat, R. (2021). Pengaruh Firm Generated Content, Electronic 

Word of Mouth, Celebrity Endorsement, Harga dan Fasilitas terhadap 

Keputusan Memilih Klinik Gigi. Jurnal InterAct, 10(1), 57-71. 

https://doi.org/10.25170/interact.v10i1.2484 

Schivinski, B., and Dabrowski, D. (2014). The effect of social media 

communication on consumer perceptions of brands. Journal of Marketing 

Communication. https://doi.org/10.1080/13527266.2013.871323 

Sethna, B. N., Hazari, S., & Bergiel, B. (2017). Influence of User Generated 

Content in online shopping: impact of gender on purchase behaviour, trust, 

and intention to purchase. International Journal of Electronic Marketing and 

Retailing, 8(4), 344-371. https://doi.org/10.1504/IJEMR.2017.087719 

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

Alfabeta, CV. 

https://doi.org/10.56338/jsm.v9i2.2610
https://www.proquest.com/openview/ab9df6af71a00042b8276b00399fe1c6/1?pq-origsite=gscholar&cbl=226548
https://www.proquest.com/openview/ab9df6af71a00042b8276b00399fe1c6/1?pq-origsite=gscholar&cbl=226548
https://doi.org/10.47153/jbmr33.3492022
https://doi.org/10.21847/1728-9343.2021.1(1).225446
https://doi.org/10.21847/1728-9343.2021.1(1).225446
http://dx.doi.org/10.33376/is.v1i1.347
https://dx.doi.org/10.1108/ITP-03-2018-0134
https://doi.org/10.25170/interact.v10i1.2484
https://doi.org/10.1080/13527266.2013.871323
https://doi.org/10.1504/IJEMR.2017.087719


133 
 

 

 

Wahdiniwaty, R., Firmansyah, D., & Suryana, N. (2023). Strategi Pemasaran 

Digital: Perspektif Teoritis dan Praktik. 

https://repository.penerbiteureka.com/publications/563111/strategi- 

pemasaran-digital-perspektif-teoritis-dan-praktik# 

Wahdiniwaty, R., Atika, S. D., Ramadhina, F. A., Kusumawardhani, D. N., 

Munandar, M. A., & Murni, D. P. A. IMPLEMENTASI PENGGUNAAN 

SOCIAL MEDIA MELALUI FACEBOOK DALAM MEMAHAMI 

PERILAKU KONSUMEN GUNA MENINGKATKAN PENJUALAN 

PRODUK UMKM. JURNAL PENGABDIAN KEPADA 

MASYARAKAT, 29(3),   461-464. 

https://doi.org/10.24114/jpkm.v29i3.38498 

Wahdiniwaty, R., Firmansyah, D., Suryana, A., Dede, D., & Rifa'i, A. A. (2022). 

Mystery in Marketing Management Products Post COVID-19 as a Model of 

Survival Strategy Towards the Awakening of Micro Small and Medium 

Enterprises (MSMEs) in the Digital Economy Era. Khazanah Sosial, 4(1), 

187-210. https://doi.org/10.15575/ks.v4i1.17397 

Wahdiniwaty, R., Setiawan, E. B., & Wahab, D. A. (2018, November). 

Implementation of Recommendation Model for Determining the Marketing 

Area Location of Creative Industry Products. In International Conference 

on Business, Economic, Social Science and Humanities (ICOBEST 2018) 

(pp. 42-46). Atlantis Press. Tran, Q. X., Dang, M. V., & Tournois, N. (2020). 

The role of servicescape and social interaction toward customer service 

experience in coffee stores. The case of Vietnam. International Journal of 

Culture, Tourism and Hospitality Research, 14(4), 619-637. 

https://doi.org/10.2991/icobest-18.2018.11 

Waskithoadji, I. R. (2020). Pengaruh Firm-Created Content, User-Generated 

Content Dan E-Wom Instagram Coffee Shop Terhadap Purchase Intention 

Dengan Brand Equity Sebagai Variabel Mediasi (Studi Pada Journey Coffee 

And Records). Universitas Atma Jaya Yogyakarta 

Wilson, A., Murphy, H., & Fierro, J. C. (2012). Hospitality and travel: The nature 

and implications of user-generated content. Cornell hospitality quarterly, 

53(3), 220-228. https://doi.org/10.1177/1938965512449317 

Safia, L. S., Suyadi, B., & Ani, H. M. (2018). Pengaruh Pendapatan Terhadap Pola 

Konsumsi Petani Padi Pada Kelompok Tani Ngudi Rejeki Di Desa 

Wonorejo Kecamatan Kencong Kabupaten Jember. Jurnal Pendidikan 

Ekonomi: Jurnal Ilmiah Ilmu Pendidikan, Ilmu Ekonomi dan Ilmu Sosial, 

12(1), 75–81. https://doi.org/10.19184/jpe.v12i1.7590 

Suhendra, L. T., Kurniawati, K., Mulyati, D., Windy, O., & Kurnia, E. (2021). 

Peran Komunikasi Media Sosial Yang Dibuat Perusahaan, Komunikasi 

Media Sosial Yang Dibuat Pengguna Terhadap Niat Beli Dimediasi Brand 

Passion. Jurnal Ilmiah Manajemen Dan Bisnis, 22(2), 304-318. 

https://doi.org/10.30596/jimb.v22i2.7694 

https://repository.penerbiteureka.com/publications/563111/strategi-pemasaran-digital-perspektif-teoritis-dan-praktik
https://repository.penerbiteureka.com/publications/563111/strategi-pemasaran-digital-perspektif-teoritis-dan-praktik
https://doi.org/10.24114/jpkm.v29i3.38498
https://doi.org/10.15575/ks.v4i1.17397
https://doi.org/10.2991/icobest-18.2018.11
https://doi.org/10.1177/1938965512449317
https://doi.org/10.19184/jpe.v12i1.7590
https://doi.org/10.30596/jimb.v22i2.7694


134 
 

 

 

Putri, V. M., & Sijabat, R. (2021). Pengaruh Firm Generated Content, Electronic 

Word of Mouth, Celebrity Endorsement, Harga dan Fasilitas terhadap 

Keputusan Memilih Klinik Gigi. Jurnal InterAct, 10(1), 57-71. 

https://doi.org/10.25170/interact.v10i1.2484 

Fadillah, S. N., & Setyorini, R. (2021). Analisis implementasi strategi content 

marketing dalam menciptakan customer engagement di media sosial 

Instagram Wakaf Daarut Tauhiid Bandung. Menara Ilmu, 15(2). 

https://doi.org/10.31869/mi.v15i2.2028 

Lathif, A., & Sugandi, M. S. (2020). Motif dan Kepuasan Penggunaan Website 

Informasi Berbasis User Generated Content (UGC) Pada Website Zomato. 

com. Performance: Jurnal Personalia, Financial, Operasional, Marketing 

dan Sistem Informasi, 27(1), 1-11. 

http://jos.unsoed.ac.id/index.php/performance/article/view/1623 

Wijaya, D. T. (2019). Analisa pengaruh content marketing terhadap customer 

retention dengan brand experience dan customer engagement sebagai 

variabel intervening pada konsumen rokok sampoerna di surabaya. Jurnal 

Strategi Pemasaran, 6(2), 9. 

https://publication.petra.ac.id/index.php/manajemen- 

pemasaran/article/view/8549 

Menilik Transformasi Hammerstout, Brand Denim Asal Bandung 

https://indiemarket.news/menilik-transformasi-hammerstout-brand-denim-asal- 

bandung/ 

Pengguna Media Sosial di Indonesia Sebanyak 167 Juta pada 2023 

https://dataindonesia.id/internet/detail/pengguna-media-sosial-di-indonesia- 

sebanyak-167-juta-pada-2023 

3 Alasan Seseorang Kerap Membeli Barang yang Sebenarnya Tidak Dibutuhkan 

https://yoursay.suara.com/lifestyle/2022/10/14/163815/3-alasan-seseorang-kerap- 

membeli-barang-yang-sebenarnya-tidak- 

dibutuhkan#:~:text=Dalam%20hal%20ini%2C%20perilaku%20seseorang%20yan 

g%20kerap%20membeli,takut%20ketinggalan%20tren.%20. .%203%203.%20Ba 

nyaknya%20godaan 

https://katakreatif.kemenparekraf.go.id/country/kota-bandung 

11 Cara Membuat Konten yang Relevan, Penting, dan Konsisten! 

https://upgraded.id/cara-membuat-konten-yang-relevan 

Tips Ubah Hobi Jadi Cuan ala Hammerstout 

https://money.kompas.com/read/2023/04/12/134000726/tips-ubah-hobi-jadi-cuan- 

ala-hammerstout?page=all 

https://doi.org/10.25170/interact.v10i1.2484
https://doi.org/10.31869/mi.v15i2.2028
http://jos.unsoed.ac.id/index.php/performance/article/view/1623
https://publication.petra.ac.id/index.php/manajemen-pemasaran/article/view/8549
https://publication.petra.ac.id/index.php/manajemen-pemasaran/article/view/8549
https://indiemarket.news/menilik-transformasi-hammerstout-brand-denim-asal-bandung/
https://indiemarket.news/menilik-transformasi-hammerstout-brand-denim-asal-bandung/
https://dataindonesia.id/internet/detail/pengguna-media-sosial-di-indonesia-sebanyak-167-juta-pada-2023
https://dataindonesia.id/internet/detail/pengguna-media-sosial-di-indonesia-sebanyak-167-juta-pada-2023
https://yoursay.suara.com/lifestyle/2022/10/14/163815/3-alasan-seseorang-kerap-membeli-barang-yang-sebenarnya-tidak-dibutuhkan#%3A~%3Atext%3DDalam%20hal%20ini%2C%20perilaku%20seseorang%20yang%20kerap%20membeli%2Ctakut%20ketinggalan%20tren.%20...%203%203.%20Banyaknya%20godaan
https://yoursay.suara.com/lifestyle/2022/10/14/163815/3-alasan-seseorang-kerap-membeli-barang-yang-sebenarnya-tidak-dibutuhkan#%3A~%3Atext%3DDalam%20hal%20ini%2C%20perilaku%20seseorang%20yang%20kerap%20membeli%2Ctakut%20ketinggalan%20tren.%20...%203%203.%20Banyaknya%20godaan
https://yoursay.suara.com/lifestyle/2022/10/14/163815/3-alasan-seseorang-kerap-membeli-barang-yang-sebenarnya-tidak-dibutuhkan#%3A~%3Atext%3DDalam%20hal%20ini%2C%20perilaku%20seseorang%20yang%20kerap%20membeli%2Ctakut%20ketinggalan%20tren.%20...%203%203.%20Banyaknya%20godaan
https://yoursay.suara.com/lifestyle/2022/10/14/163815/3-alasan-seseorang-kerap-membeli-barang-yang-sebenarnya-tidak-dibutuhkan#%3A~%3Atext%3DDalam%20hal%20ini%2C%20perilaku%20seseorang%20yang%20kerap%20membeli%2Ctakut%20ketinggalan%20tren.%20...%203%203.%20Banyaknya%20godaan
https://yoursay.suara.com/lifestyle/2022/10/14/163815/3-alasan-seseorang-kerap-membeli-barang-yang-sebenarnya-tidak-dibutuhkan#%3A~%3Atext%3DDalam%20hal%20ini%2C%20perilaku%20seseorang%20yang%20kerap%20membeli%2Ctakut%20ketinggalan%20tren.%20...%203%203.%20Banyaknya%20godaan
https://katakreatif.kemenparekraf.go.id/country/kota-bandung
https://upgraded.id/cara-membuat-konten-yang-relevan
https://money.kompas.com/read/2023/04/12/134000726/tips-ubah-hobi-jadi-cuan-ala-hammerstout?page=all
https://money.kompas.com/read/2023/04/12/134000726/tips-ubah-hobi-jadi-cuan-ala-hammerstout?page=all

