DAFTAR PUSTAKA

Abdillah & Jogiyanto. (2011). Partial Least Square (PLS), Alternatif Structural.
Equation Modeling (SEM) dalam Penelitian Bisnis. Andi Yogyakarta.

Abdjul, F., Massie, J. D. D., & Mandagie, Y. (2022). Pengaruh Content Marketing,
search engine optimization, dan social media marketing terhadap keputusan
pembelian mahasiswa FEB UNSRAT di e-commerce Sociolla. Jurnal EMBA,
10(3), 225-236. ISSN 2303-1174.

Abdurrahim, & Sangen, M. (2019). Pengaruh Content Marketing, Sales Promotion,
Personal Selling, dan Advertising terhadap Minat Beli Konsumen pada Hotel
Biuti di Banjarmasin. Jurnal Sains Manajemen Dan Kewirausahaan, 3(1), 42—
47. http://ppjp.ulm.ac.id/journal/index.php/jsmk

Abednego, F. A., Kuswoyo, C., Lu, C., & Wijaya, G. E. (2021). Analisis
Pemilihan Social Media Influencer Instagram pada Generasi Y dan Generasi
Z di Bandung. JRB-Jurnal Riset Bisnis, 5(1), 57-73.

Achmad Tjahjono. 2009. Akuntansi Suatu Pengantar 2, Cetakan 1. Yogyakarya:
Ganbika.

Adam, M., Kesuma, T. M., & Siregar, M. R. (2023). Retensi Konsumen UMKM
dengan Memanfaatkan Social Media Marketing. Syiah Kuala University
Press.

Agus, Hermawan. 2012. Komunikasi Pemasaran. Jakarta: Erlangga

Ainurrofigin, M. (2021). 99 Strategi Branding di Era 4.0: Kupas Tuntas Metode Jitu
Membangun Citra Baik, Meyakinkan Pelanggan, dan Membangun Kesadaran
Merek. Anak Hebat Indonesia.

Aji, M. D., Mutia, N. N., & Hapsari, |. R. (2020). Pengaruh Kualitas Produk, Harga,
Brand Image, Dan Minat Beli Terhadap Keputusan Pembelian Sepeda Motor
Yamaha Di Dealer Wahana Mataram Motor Surabaya. Journal of
Management, 4(4), 1-13.

Akbar, A. F., & Maharani, N. (2018). Pengaruh Content Marketing terhadap Minat
Beli Konsumen pada Jasa Kreatif Yours Bandung Effect of Content Marketing
on Buying Interest Consumers at Yours Bandung Creative Services. Jurnal
Manajemen, 4(2), 1309-1312.
http://karyailmiah.unisba.ac.id/index.php/manajemen/article/view/13715

Alexander, M., & Jaakkola, E. (2015). Customer Engagement Behaviours and
Value Co-creation. A book chapter intended for Customer Engagement:
Contemporary Issues and Challenges.

Al-Gasawneh, J. A., & Al-Adamat, A. M. (2020). The mediating role of e-word of
mouth on the relationship between Content Marketing and green Purchase

118



Intention. Management  Science Letters, 10(8), 1701-1708.
https://doi.org/10.5267/j.msl.2020.1.010

Amalia, C. D. (2020). Pengaruh Content Marketing di Instagram Stories
@LCHEESEFACTORY Terhadap Minat Beli Konsumen.JOM FISIP, 7(1).

Ambarwati, N. F. L., Setyawati, S. M., & Novandari, W. (2023). The Influence of
Customer Engagement as a Mediating Variable in the Causal Relationship
between Content Marketing and Purchase Intention on the TikTok Platform.
International Sustainable Competitiveness Advantage, 1.
http://jp.feb.unsoed.ac.id/index.php/sca-1/article/viewFile/3837/2544

Bangun, C. S., Suhara, T., & Husin, H. (2023). The application of theory of planned
behavior and perceived value on online purchase behavior. Technomedia
Journal, 8(1 Special Issues), 123-134.Baron, R. M., & Kenny, D. A. (1986).
The moderator-mediator variable distinction in social psychological research:
Conceptual, strategic, and statistical considerations. Journal of Personality and
Social Psychology, 51, 1173-1182.

Bella, P., Luik, J. E., & Tjahyana, L. J. (2023). Proses Konstruksi Konten Product
Knowledge Pada Instagram Brand Lokal Byou Indonesia oleh Content
Creator. Jurnal e-Komunikasi, 11(1).

Bening, B. & Kurniawati, L. (2019). The Influence of Content Marketing toward
the Customer Engagement of Tokopedia Users in Yogyakarta. In D. S. Setiana,
A. Setiawan, D. Supriadi, K.H. Najib, T. Ardhian, N. A. Handoyono, I.
Widyastuti, & L. Tiasari (Eds.), International Conference on Technology,
Education and Science (pp. 138-148). Yogyakarta.

Bening, Y., & Kurniawati, R. (2019). Pengaruh Content Marketing Terhadap
Customer Engagement Pada Akun Instagram = @goodnews.id. Jurnal
Pemasaran Kompetitif, 3(1), 35-42.

Boon, S. D. & Holmes, J. G. (1991). The dynamics of interpersonal trust: Resolving
uncertainty in the face of risk. In R. A. Hinde & . Groebel (Eds.), Cooperation
and prococial behaviour (pp. 190-211). Cambridge, England: Cambrige
University Press.

Bhattacharya, R., Devinney, T. M., & Pillutla, M. M. (1998). A formal model of
trust based on outcomes. The Academy of Management Review, 23(3), 459
472. https://doi.org/10.2307/259289

Brennan, R., & Croft, R. (2012). The use of social media in B2B marketing and
branding: An exploratory study, Journal of Customer Behaviour, 11 (2), 101-
115

Cahyono, A., & Sari, D. P. (2021). The Effect of Content Marketing Dimensions
on Purchase Intention: A Study on Millennial Consumers in Indonesia.
Journal of Marketing Communications, 1-17.
https://doi.org/10.1080/13527266.2021.1943486

119



C. Meyer, Andrea Schwager; Published in Harvard Business Review 1 February
2007; Business. TLDR.

Caniago, R. (2022). Pengaruh Kualitas Layanan dan Kepercayaan Terhadap Niat
Pembelian Melalui Aplikasi TikTok. Jurnal IImiah Manajemen Bisnis dan
Terapan, 7(1), 1-10.

Chaffey, D., & Ellis-Chadwick, F. (2019). Digital Marketing: Strategy,
Implementation and practice (7th ed.). Pearson.

Chakti, G. (2019). The Book Of Digital Marketing: Buku Pemasaran Digital (\Vol.
1). Celebes Media Perkasa.

Chen, Y., & Dhillon, G. (2003). Interpreting dimensions of consumer trust in e-
commerce. Information Technology and Management, 4(2-3), 303-318.

Chen, H.-F., Lee, Y.-H., Tu, Y.-C., & Chao, Y.-F. (2012). Consumer Purchase
Intention for Skincare Products. Taichung City, Taiwan: Chaoyang University
of Technology.

Chen, Nan & Yang, Yunpeng, 2021. "The impact of customer experience on
consumer Purchase Intention in cross-border E-commercea€”a€”Taking
network structural embeddedness as mediator variable," Journal of Retailing
and Consumer Services, Elsevier, vol. 59(C).

Cheng, T. & Wu, Y. (2005). The impact of information sharing in a two-level
supply chain with multiple retailers. Journal of the Operational Research
Society, 56, 1159-1165.

Chin, W. W., Gopal, A., & Salisbury, W. D. (1997). Advancing the Theory of
Adaptive Structuration: The Development of a Scale Measure Faithfulness of
Appropriation. Information System Research, 8, 342-367.

Chin, W. W. (1998). The partial least squares approach for structural equation
modeling. In G. A. Marcoulides (Ed.), Modern methods for business research
(pp. 295-336). Lawrence Erlbaum Associates Publishers.

Chiu, C. M., Fang, Y. H., & Huang, H. Y. (2010). Understanding customers' repeat
Purchase Intentions in B2C e-commerce: The roles of utilitarian value,
hedonic value and perceived risk. Information Systems Journal, 20(4), 321-
342.

Christine, N., & Lestari, R. B. (2019). Analisis Pengaruh Sense, Feel, Think, Act,
and Relate Terhadap Customer Loyalty Ami Salon di Kota Palembang.
Jurusan Manajemen STIE Multi Data Palembang.

Cohen, H. (2013). Content Marketing Definition. Retrieved from
https://heidicohen.com/content-marketing-definition/

Cook, S. (2011). Customer Care Excellent: How to Create Effective Customer
Focus. London: Kogan Page.

120



Corritore, C. L., Kracher, B., & Wiedenbeck, S. (2003). On-line trust: concepts,
evolving themes, a model. International Journal of Human-Computer Studies,
58(6), 737-758. doi:10.1016/s1071-5819(03)00041

Databoks. (2023). Kelompok anak muda jadi pengguna terbesar TikTok: Usia
berapa mereka. Databoks.
https://databoks.katadata.co.id/datapublish/2023/09/27/kelompok-anak-
muda-jadi-pengguna-terbesar-tiktok-usia-berapa-mereka

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2016). Capturing consumer
engagement: duality, dimensionality and measurement. Journal of Marketing
Management, 32(5-6), 399-426.

Dewi, I. T., & Hasibuan, M. I. (2016). Pengaruh Pengalaman Pelanggan (Customer.
Experience) Terhadap Kepuasan Pelanggan Pada Rumah Makan

Doney, P.M. and Cannon, J.P. (1997) An Examination of the Nature of Trust in
Buyer-Seller Relationships. Journal of  Marketing, 61, 35-51.
http://dx.doi.org/10.2307/1251829

Effendy, F., Huriyati, R., Disman, D., & Sultan, M. A. (2021, October).
Penggunaan Google Trends Dalam Perencanaan Strategi Content Marketing
Untuk Meningkatkan Daya Saing Pelaku Bisnis di Dunia Internet. In Prosiding
Seminar Nasional Inovasi dan Adopsi Teknologi (INOTEK) (Vol. 1, No. 1,
pp. 192-200).

Ellitan, L. (2022). The effect of Instagram content on Purchase Intention mediated
by brand trust in social media marketing. Journal of Marketing
Communications, 1-15. doi: 10.1080/13527266.2022.2013456

Escalas, J. E. (2004). Imagine yourself in the product: Mental simulation, narrative
transportation, and persuasion. In L. J. Shrum (Ed.), The psychology of
entertainment media: Blurring the lines between entertainment and persuasion
(pp. 177-192). Mahwah, NJ: Lawrence Erlbaum Associates.

Faradiba, F., & Tri Astuti, S. R. (2013). Analisis Pengaruh Kualitas Produk, Harga,
Lokasi dan Kualitas Pelayanan Terhadap Minat Beli Ulang Konsumen (Studi
pada Warung Makan “Bebek Gendut” Semarang). Diponegoro Journal of
Management, 0, 59-69. Retrieved from
https://ejournal3.undip.ac.id/index.php/djom/article/view/3206

Ferdinand, Augusty . 2006. Metode Penelitian Manajemen : Pedoman Penelitian
untuk Penulisan Skripsi, Tesis, dan Disertasi IImu Manajemen. Semarang :
Badan Penerbit Universitas Diponegoro.

Firdaus, A. M. (2019). Pengaruh Kualitas Konten Travel Video Blog (Vlog) pada
Channel YouTube Arief Muhammad terhadap Motivasi Mahasiswa Politeknik
Negeri Sriwijaya dalam Melakukan Perjalanan Wisata. (Other thesis).
Politeknik Negeri Sriwijaya.

Fitrih, I., & Suryawardani, N. (2020). Pengaruh Content Marketing terhadap

121


https://databoks.katadata.co.id/datapublish/2023/09/27/kelompok-anak-muda-jadi-pengguna-terbesar-tiktok-usia-berapa-mereka
https://databoks.katadata.co.id/datapublish/2023/09/27/kelompok-anak-muda-jadi-pengguna-terbesar-tiktok-usia-berapa-mereka

Customer Engagement dengan Brand Awareness sebagai Variabel Intervening
pada UMKM di Kota Bandung. Jurnal Manajemen dan Kewirausahaan, 22(2),
95-103.

Flavian, C. & Guinaliu, M. (2006). Consumer trust, perceived security and privacy
policy: three basic elements of loyalty to a web site. Industrial Management &
Data Systems, 106(5), 601-620.

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with
Unobservable Variables and Measurement Error. Journal of Marketing
Research, 18(1), 39-50. https://doi.org/10.2307/3151312

Gefen, D. & Straub, D.W. (2003). Managing user trust in B2C e-services. e-Service
Journal, 2(2), 7-24.

Gefen, D. and Straub, D.W. (2004) Consumer Trust in B2C e-Commerce and the
Importance of Social Presence: Experiments in e-Products and e-Services.
Omega, 32, 407-424. http://dx.doi.org/10.1016/j.omega.2004.01.006

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online
shopping: An integrated model. MIS quarterly, 27(1), 51-90.

Ghozali, Imam. 2006. Structural Equation Modelling Metode Alternatif dengan
Partial Least Square. Semarang: Universitas Diponegoro.

Ghozali, I., & Latan, H. (2015). Partial least squares: Konsep, teknik, dan aplikasi
menggunakan program smart PLS. 3.0 (2nd ed.). Semarang: Universitas
Diponegoro.

Grazioli, S., & Jarvenpaa, S. L. (2000). Perils of internet fraud: An empirical
investigation of deception and trust with experienced internet consumers.
IEEE Transactions on Systems, Man, and Cybernetics-Part A: Systems and
Humans, 30(4), 395-410.

Guijarati, D. (2003). Basic Econometrics.,Boston. McGraw Hill International.

Gultom, R., & Khoiri, M. (2023). Pengaruh Customer Review, Customer Rating
Dan Konten Marketing Terhadap Minat Beli Produk Fashion Di Tiktok Shop
Kota Batam. Jurnal Ekonomi & Manajemen Indonesia, 23(2), 72-83.

Habib, S. (2020). Mediating Role of Customer Experience in Social Media
Marketing and Purchase Intention: A Case Study. Scientific Journal of K F U
(Humanities and Management Sciences), 21(1), 1441H.
https://doi.org/10.37575/h/edu/2047

Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (2008). Multivariate
data analysis (Vol. 7). Upper Saddle River, NJ: Pearson..

Hanjani, G. A., & Widodo, A. (2019). Minat Beli Konsumen: Dampak Green Brand
dan Green Knowledge pada Perusahaan Nestle Indonesia [Consumer
Purchase Intention: The Impact of Green Brand and Green Knowledge on
Nestle Indonesia Company]. Jurnal Studi Administrasi Bisnis (JSAB), 3(1),

122



39-50.

Hardiyanah, T., Hidayati, R., Nasution, A. H., Muslikh, M., & Marhamah, S.
(2023). Pengaruh Content Marketing, sales promotion, personal selling dan
brand image terhadap minat beli pada CV Laditri Karya. Journal of
Accounting Management and Economics Research (JAMER), 1(2), 75-92.
https://doi.org/10.33476/jamer.v1i2.29.

Hartatik, H., Rukmana, A. Y., Efitra, E., Mukhlis, I. R., Aksenta, A., Ratnaningrum,
L. P. R. A., & Efdison, Z. (2023). TREN TECHNOPRENEURSHIP: Strategi
& Inovasi Pengembangan Bisnis Kekinian dengan Teknologi Digital. PT.
Sonpedia Publishing Indonesia.

Hartono, J. (2008a). Metodologi Penelitian Sistem Informasi. Yogyakarta: Andi
Offset.

Hartono, J. (2008b). Pedoman Survei Kuesioner: Mengembangkan Kuesioner,
Mengatasi Bias dan Meningkatkan Respon. Yogyakarta: Andi Offset.

Hasan, A. (2013). Edisi Baru Marketing. Yogjakarta . Analisa Pengaruh Customer
Value dan. Customer Experience terhadap Customer Satisfaction di De
Kasteel Resto.

Hasan, Ali. (2013). Marketing Dan Kasus-Kasus Pilihan. Jakarta: PT. Buku Seru

Helmia, H. (2022). PENGARUH TESTIMONI MEDIA SOSIAL INSTAGRAM
DAN GARANSI PEMBELIAN TERHADAP KESADARAN MEREK
DALAM MINAT BELI PRODUK ONLINE (Doctoral dissertation,
UNIVERSITAS ISLAM SULTAN AGUNG SEMARANG).

Hendarsyah, D. (2019). E-Commerce Di Era Industri 4.0 Dan Society 5.0.
IQTISHADUNA: Jurnal llmiah Ekonomi Kita, 8(2), December, 1-10.
https://doi.org/10.46367/igtishaduna.v8i2.170

Heryenzus, Y. (2018). Pengaruh Brand Image, Harga, Kualitas Produk, Dan
Promosi Terhadap Minat Beli Konsumen Sepatu Vans Di Kota Padang. Jurnal
Administrasi Bisnis (JAB), 62(1), 97-103.

Huang, Z., & Benyoucef, M. (2013). From e-commerce to social commerce: A
close look at design features. Electronic Commerce Research and
Applications, 12(4), 246-259.

Hunter, J.E. & Gerbing, D.W. (1982). Unidimensional measurement, second-order
factor analysis and causal models. Pp. 267-320 in B.M. Staw & L.L.
Cummings (eds.), Research in organizational behavior, Vol. 4. Greenwich,
CT: JAI Press.

Husein, U. (2015). Metode Riset Perilaku Konsumen Jasa. Jakarta: Ghalia
Indonesia.

Irshad, M., & Ahmad, M. S. (2019). Investigating the determinants of consumers’
attitude towards social media marketing: Moderating role of Gender. Online

123



Journal of Communication and Media Technologies, 9(4), e201920.

Islam, J.U., and Rahman, Z. 2016. Linking customer engagement to trust and
wordof-mouth on facebook brand communities:an empirical study. Journal of
Internet Commerce. 15(1): 40-58.

Jarvenpaa, S.L., Tractinsky, N., & Vitale, M. (2000). Consumer trust in an Internet
store. Information Technology and Management, 1, 45-71 (2000).
https://doi.org/10.1023/A:1019104520776

Joreskog, K. G., & Wold, H. O. (1982). Systems under indirect observation:
Causality, structure, prediction (Vol. 139). North Holland.Kajarluoto,
Munnuka, dan Tiensu. (2015). The Effects of Brand Engagement in Social
Media on Share of Wallet. 28 th Bled eConference. Association for
Information Systems AIS Electronic Library (AlSeL).

Karr, A. F. (2016). Content Marketing metrics: A new approach to measuring
marketing effectiveness. Wiley.

Khairani, Z. (2022). Strategi Komunikasi Pemasaran Online (Studi—-Membangun
Brand Awareness Melalui Content Marketing Store Markaz Kaos Kaki)
(Doctoral dissertation, Universitas Islam Negeri Ar-Raniry).

Khaleeli, M. (2020). The Effect of Social Media Advertising and Promotion on
Online Purchase Intention. Journal of Critical Reviews, 7(19), 7031-7039

Khotimah, K. (2013). Pengaruh Kepercayaan Terhadap Loyalitas Nasabah
Menabung Pada Kantor Cabang Utama PT. Bank Pembangunan Daerah Papua
Di Jayapura. Future: Jurnal Manajemen dan Akuntansi, vol. 1, no. 1, 2013.

Kimery, Kathryn M. and McCord, Mary (2002) "Third Party Assurances: Mapping
the Road to Trust in eRetailing,” Journal of Information Technology Theory
and Application (JITTA): Vol. 4: lIss. 2, Article 7. Available at:
https://aisel.aisnet.org/jitta/vol4/iss2/7

Kim, D.J., Ferrin, D.L., & Rao, H.R. (2003). A trust-based consumer decision-
making model in electronic commerce: The role of trust, perceived risk, and
their antecedents. Decision Support Systems, 44, 544-564.

Komalasari, D., Pebrianggara, A., & Oetarjo, M. (2021). Buku Ajar Digital
Marketing. Umsida Press, 1-83.

Kompas. (2023). Pengguna TikTok di Indonesia Tembus 113 juta, Terbesar Kedua
di Dunia. Tekno Kompas.
https://tekno.kompas.com/read/2023/07/10/11000067/pengguna-tiktok-di-
indonesia-tembus-113-juta-terbesar-kedua-di-dunia

Kotler, Philip. 2008. Manajemen Pemasaran. Jakarta: Indeks.

Kotler, P., & Keller, K. L. (2009). Marketing management (13th ed.). Upper Saddle
River, NJ: Prentice Hall.

124



Kotler, P., Kartajaya, H., & Setiawan, I. (2017). Marketing 4.0: Moving from
Traditional to Digital. John Wiley & Sons.

Koufaris, M. & Hampton-Sosa, William & Professor, Assistant & Hampton,
William & Student, Doctoral. (2002). Customer trust online: examining the
role of the experience with the Web-site.

Kramer, R. M. (1999). Trust and distrust in organizations: Emerging perspectives,
enduring questions. Annual Review of Psychology, 50, 569-598.
https://doi.org/10.1146/annurev.psych.50.1.569

Kuncoro, M. (2003). Metode Riset untuk Bisnis dan Ekonomi. Jakarta: Erlangga.

Kurniawan, A. (2022). Pengaruh Content Marketing Terhadap Customer
Engagement pada Bisnis Online Shop (Studi Kasus pada Instagram @store).
Jurnal llmiah Mahasiswa Universitas Surabaya, 1(1), 1-9.

Kusmayadi, T. (2007). Pengaruh relationship Quality Terhadap Loyalitas Nasabah
Tabungan, Skripsi, STIE STAN Indonesia mandiri

Lee, M.K.O. & Turban, E. (2001). A trust model for consumer Internet shopping.
International -~ Journal of  Electronic Commerce, 6(1), 75-91.
https://doi.org/10.1080/10864415.2001.11044227

Lemke, F., Clark, M. and Wilson, H. (2011) Customer Experience Quality An
Exploration in Business and Consumer Contexts Using Repertory Grid
Technigue.Lewis, J. D., & Weigert, A. (1985). Trust as a social reality. Social
Forces, 63(4), 967-985. https://doi.org/10.2307/2578601

Lenggihunusa, A. Y., Sanadi, E., Auliana, L., & Hakim, M. A. (2024). ANALISIS
PENGGUNAAN LIVE SHOPPING TIKTOK DALAM MENDORONG
MINAT BELI KONSUMEN SKINTIFIC. JURNAL LENTERA BISNIS,
13(1), 359-369.

Li CH, Chan OLK, Chow YT, Zhang X, Tong PS, Li SP, Ng HY and Keung KL
(2022) Evaluating the Effectiveness of Digital Content Marketing Under
Mixed Reality Training Platform on the Online Purchase Intention. Front.
Psychol. 13:881019. doi: 10.3389/fpsyg.2022.881019

Lim, N., Ho, S.H., & Lee, K.B. (2002). Online Purchase Intentions: a test of
competing models. Omega, 30, 583-601.

Lim, N., Khalil, S., & Rong, C. (2002). What determines consumers' loyalty to
online stores? Communications of the ACM, 45(12), 90-95.

Limandono, J. A., & Dharmayanti, D. (2017). Pengaruh Content Marketing dan
Event Marketing terhadap Customer Engagement dengan Social Media
Marketing sebagai Variabel Moderasi di Pakuwon City. Jurnal Strategi
Pemasaran, 5(1), ISSN: [insert ISSN].

Lu, Y., Zhao, L., & Wang, B. (2010). From virtual community members to C2C e-
commerce buyers: Trust in virtual communities and its effect on consumers'

125



Purchase Intention. Electronic Commerce Research and Applications, 9(4),
346-360.

Maghfiroh, F. M. S., Natalina, S. A., & Efendi, R. (2023). Transformasi Ekonomi
Digital: Connection Integration E-Commerce dan S-Commerce dalam Upaya
Perkembangan Ekonomi Berkelanjutan. Proceedings of Islamic Economics,
Business, and Philanthropy, 2(1), 1-10.

Maharani, A. D., & Dermastuti, I. (2010). Analisis Pengaruh Kepercayaan dan
Kepuasan terhadap Loyalitas Nasabah Tabungan Bank Mega Semarang
[Analysis of the Influence of Trust and Satisfaction on Customer Loyalty in
Bank Mega Semarang Savings]. (Undergraduate thesis). Universitas
Diponegoro.

Mahayani, O. C., Aknuranda, I., & Kusyanti, A. (2019). Pengaruh Customer
Engagement Melalui Media Sosial terhadap Kepercayaan Merek (Studi Kasus:
Instagram Shopee). Jurnal Pengembangan Teknologi Informasi dan Ilimu
Komputer, 3(4), 3301-3310. Retrieved from http://j-ptiik.ub.ac.id

Mahendra, F. Z., & Nugroho, D. A. (2021). Pengaruh Content Marketing Terhadap
Purchase Intention Pada Fan Apparel Dengan Customer Engagement Sebagai
Variable Mediasi. 1-23.

Mayasari, L. ., & SOESANTO, H. (2011). Analisis Pengaruh Citra Merek,
Persepsi Terhadap Kualitas, Nama Merek, Dan Brand Awareness Terhadap
Keputusan Pembelian Sabun Pencuci Pakaian Bubuk Attack (Studi Kasus
pada Konsumen Produk Attack di Kecamatan Gayamsari, Kota Semarang)
(Doctoral dissertation, Fakultas Ekonomika dan Bisnis).

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An Integrative Model of
Organizational Trust. The Academy of Management Review, 20(3), 709-734.
https://doi.org/10.2307/258792

McKnight, D.H., Choudhury, V., & Kacmar, C. (2002). Developing and validating
trust measures for e-commerce: An integrative typology. Information Systems
Research, 13(3), 334-359.

Mcpheat, S. (2011). Content Marketing. Retrieved from bookboon.com/en/content-
marketingebook.pdf.

McPheat, S. (2011). Content Marketing. United Kingdom: The Internet Marketing
Academy.

McPheat, S. (2011). Developing internet marketing strategy. United States of
America: Ventus Publishing.

Meilyana, A. (2018). Evaluating the quality of Content Marketing: A study of
consumers' perspective. Journal of Marketing Communications, 24(5), 496-
512.

Meyer & Schwager. (2007). “Understanding costumer experience”, USA Harvard

126



Business Review, 1-12.

Milhinhos, Patricia Raquel Vasques. (2015). The Impact of Content Marketing On
Attitudes and Purchase Intentions of Online Shoppers: The Case of Videos &
Tutorials and User-Generated Content. Master’s Thesis. Rio de Janeiro: Escola
Brasileira de Administracao Publica e de Empresas.

Mindari, E. (2020). Analisis Faktor-Faktor yang Mempengaruhi Perilaku
Konsumen dalam Pengambilan Keputusan Pembelian Produk Roti Isi Krim
Durian (Jordan Bakery) di Desa Rantau Sialang Kecamatan Sungai Keruh.
Jurnal Ekonomika, 11(2), Halaman. e-ISSN 2685-2977.

Misbahuddin., dan Igbal Hasan. 2014. Analisis Data Penelitian dengan Statistik.
Jakarta : Bumi Aksara.

Molinillo, S., Anaya-Sanchez.,R., &Liebana-Cabanillas, F. (2019). Analyzing the
effect of social support and community factors on customer engaagement and
its impact on loyalty behaviours toward social commerce websites. Computers
in Human Behavior, (February), 105980.
https://doi.org/10.1016/j.chb.2019.04.004

Moore, M., & Homer, P. (2008). Self-brand connections: The role of attitude
strength and autobiographical memory primes. Advances in Consumer
Research, 35, 633-634.

Nugraheni, C. 1. (2012). Pengaruh Customer Engagement Melalui Media Sosial
Terhadap Kepercayaan Merek (Studi pada Facebook Sunsilk Indonesia).
(Unpublished undergraduate thesis). Universitas Indonesia.

Nurjaya, I. H. (2022). Digital Entrepreneurship. Cipta Media Nusantara.

Nuseir, M. T., EI-Refae, G. A., Aljumah, A. I., Alshurideh, M. T., Urabi, S., & Al
Kurdi, B. (2023). Digital Marketing Strategies and the Impact on Customer
Experience: A Systematic Review. Dalam The Effect of Information
Technology on Business and Marketing Intelligence Systems (hal. 21-44).
https://doi.org/10.1007/978-3-031-12382-5_2

Ozgliven Tayfun, N., & Soylu, Z. S. (2020). Sosyal medya pazarlama aktiviteleri
tiikketici algisinin online aligveriste tiiketici satin alma niyetine etkisi. [Kongre].
PPAD, 25. Pazarlama Kongresi, Ankara Universitesi, Ankara.
http://pazarlama.org.tr/ppadpk-2021/bildiriler/81-1159-2256-v1_OK-U.pdf

Parker, H., & Yadav, M. S. (2021). Understanding the Antecedents and
Consequences of Content Marketing: A Conceptual Framework. Journal of
Marketing Theory and Practice, 29(2), 37-52. doi:
10.1080/10696679.2020.1866383

Paulson, Dans. (2009). I’'m Happy to be Here — How Engaged Employees Improve
Your Bottom Line.

Pavlou, P.A. (2003) Consumer Acceptance of Electronic Commerce: Integrating

127



Trust and Risk with the Technology Acceptance Model. International Journal
of Electronic Commerce, 7(3), 101-134.

Pavlou, P. A., & Gefen, D. (2004). Building effective online marketplaces with
institution-based trust. Information systems research, 15(1), 37-59.

Pebrila, 1., Ramdan, A., & Samsudin, A. (2019). KEKUATAN PENGALAMAN
KONSUMEN DAN KEPERCAYAAN TERHADAP MINAT BELI ULANG
PADA TOKO HANDMADE ADDICTIVE. E-Jurnal Ekonomi Dan Bisnis
Universitas Udayana, , 341-354. doi:10.24843/EEB.2019.v08.i04.p01

Perkins, D. (2020). Antecedents of Purchase Intention in TikTok shops. Journal of
Consumer Behavior, 19(3), 257-268.

Permadi, B., & Harahap, M. 1. (2023). Pemanfa’atan E-Comerce Tik-Tok Live
Sebagai Sarana Dalam Pemasaran Produk pada PT. PLM. Digital Bisnis:
Jurnal Publikasi llmu Manajemen dan E-Commerce, 2(4), 143-157.

Permana, B. S., Hazizah, L. A., & Herlambang, Y. T. (2024). Teknologi
Pendidikan: Efektivitas Penggunaan Media Pembelajaran Berbasis Teknologi
Di Era Digitalisasi. Jurnal Pendidikan dan Sosial Humaniora, 4(1), Maret, 1-
15. https://doi.org/10.55606/khatulistiwa.v4i1.2702

Pertiwi, D., & Gusfa, H. (2018). Pengaruh Content Marketing terhadap
Pembentukan Brand Awareness pada Kalbis Institute [The Influence of
Content Marketing on Brand Awareness Formation at Kalbis Institute]. Jurnal
Media Kom, Vol. VIII(No. 2), 45-57.

Peter, J. P., & Olson, J. C. (2000). Consumer behavior and marketing strategy (\Vol.
5). McGraw-Hill Irwin.

Prasetya, M., & Susilo, D. (2022). The effect of Content Marketing on Purchase
Intention through customer engagement as variable mediation. Jurnal
Komunikasi Profesional, 6(5), 423-434. Retrieved from
http://ejournal.unitomo.ac.id/index.php/jkp

Prasetya, N., Santoso, A., & Wahyuni, S. (2019). Pengaruh Corporate Image dan
Word Of Mouth Terhadap Minat Beli Produk Pada Madani Skincare Kediri.
JIMEK : Jurnal llmiah Mahasiswa Ekonomi, 2(2), 249-264. http://ojs.unik-
kediri.ac.id/index.php/jimek/article/view/583

Prasetyowati, A., Martha, J. A., & Indrawati, A. (2020). Digital marketing.
https://e-journal.rosma.ac.id/index.php/inotek/article/view/114

Priansa, D. (2017). Pengaruh kualitas website, kepercayaan dan kenyamanan
terhadap minat beli melalui Tokopedia. Jurnal Manajemen, 3(1), 1-9.

Pride, W. M., & Ferrell, O. C. (2014). Foundations of marketing. South Western:
Cengage Learning.

Prisilla, A., & Kurnia, P. R. (2020). The Effects of Customer Experience on
Purchase Intention in the Shopping Centers in Jakarta. In Proceedings of the

128



3rd Asia Pacific Management Research Conference (APMRC 2019)
(Advances in Economics, Business and Management Research. Atlantis Press.
https://doi.org/10.2991/aebmr.k.200812.030

Pulizzi, J. (2014). Epic Content Marketing: How to tell a different story, break
through the clutter, and win more customers by marketing less. McGraw Hill
Professional

PUTRI, I. S. (2023). PENGARUH ELECTRONIC WORD OF MOUTH DAN
CONTENT MARKETING TERHADAP KEPUTUSAN PEMBELIAN
MAHASISWA FEBI IAIN PALOPO PADA APLIKASI TIKTOK (Doctoral
dissertation, Institut Agama Islam Negeri (IAIN) Palopo).

Rachmawaty, M., & Hasbi, 1. (2020). Pengaruh Green Marketing dan Brand Image
terhadap Minat Beli AMDK ADES (Studi Pada Konsumen Produk Air Minum
Dalam Kemasan ADES di Indonesia). Jurnal Bisnis dan Kajian Strategi
Manajemen, 4(1), ISSN: 2614-2147.

Rahayu, M., & Lestari, P. (2020). Factors Affecting Customer Engagement in
Social Commerce: A Study of TikTok Shop. In Proceedings of the
International Conference on Industrial Engineering and Operations
Management (pp. 2208-2217).

Rahayu, L. W. (2016). The Effect of Trust, Perceived Risk, Perceived Benefit and
Cost On Customer Online Purchase Intention.

Rahmasari, D. (2019). Membangun Customer Engagement dengan Brand
Experience Berdasarkan Visual Brand Communication dan Electronic Word
of Mouth (E-WOM) (Kasus Pada Konsumen Kosmetik di Kota
Tasikmalaya). Sarjana Thesis, Universitas Siliwangi.

Ramadhan Irianto, D. (2021). Pengaruh Content Marketing Dan Brand Image
Terhadap Minat Beli Produk Mitra Bukalapak (Studi pada Konsumen Mitra
Bukalapak di Kota Malang). Paper Knowledge . Toward a Media History of
Documents, 12—-26.

Ramadhan, M. R. (2021). The Impact Of Digital Content Marketing’s
Informativeness And Entertainment On Brand Trust (A Study On The
Customers Of Gojek Indonesia). (1).

Retnasary, M., Setiawati, S. D., Fitriawati, D., & Anggara, R. (2019). Pengelolaan
media sosial sebagai strategi digital marketing pariwisata. Jurnal Kajian
Pariwisata, 1(1), 76-83.

Rohadian, S., & Amir, M. T. (2019). Upaya membangun customer engagement
melalui media sosial Instagram. Journal of Entrepreneurship, Management and
Industry (JEMI), 2(4), 179-186.

Rumondang, A., Sudirman, A., & Sitorus, S. (2020). Pemasaran Digital dan
Perilaku Konsumen.

129



Susilawati, E., Prastiwi, E. H., & Kartika, Y. (2022). Pengaruh persepsi harga,
diskon, dan customer experience terhadap loyalitas pelanggan produk fashion
Shopee. JAMIN: Jurnal Aplikasi Manajemen dan Inovasi Bisnis, 5(1), 1-16.

Hasan, Ali. 2013. Marketing Dan Kasus-Kasus Pilihan. Jakarta: PT. Buku Seru

Salsabila, M. (2022). PENGARUH CONTENT MARKETING DAN
KEPERCAYAAN KONSUMEN TERHADAP MINAT BELI PADA
TIKTOK SHOP (Studi Kasus Pengguna Media Sosial TikTok di Jakarta)
(Doctoral dissertation, UIN Prof. KH Saifuddin Zuhri).

Sanjaya, Ridwan, Tarigan, Josua. (2009). CREATIVE DIGITAL MARKETING
Teknologi Berbiaya Murah, Inovatif, dan Berdaya hasil Gemilang . Jakarta:
PT Elex Media Komputindo.

Santoso, A. V. (2020). Analisis pengaruh digital marketing terhadap repeat
purchase dengan customer engagement dan customer experience sebagai
variabel intervening pada layanan pesan-antar makanan GoFood di Surabaya.
Jurnal Strategi Pemasaran, 7(2), 12.

Sari, O. H., Rukmana, A. Y., Munizu, M., Novel, N. J. A., Salam, M. F., Hakim, R.
M. A, ... & Purbasari, R. (2023). DIGITAL MARKETING: Optimalisasi
Strategi Pemasaran Digital. PT. Sonpedia Publishing Indonesia.

Sashi, C. M. (2012). Customer Engagement, Buyer-Seller Relationships, And
Social Media. Management Decision Vol. 50 Issue: 2, pp.253-272.

Schiffman, & Kanuk. (2008). Perilaku konsumen. Edisi 7. Jakarta: Indeks

Schmitt, B.H. (1999) Experiential Marketing. How to Get Customers to Sense, Feel,
Think, Act, Relate to Your Company and Brands. The Free Press, New York.

Sen, A. B., & Akdeniz Ar, A. (2021). Cinsiyetler aras1 itkisel (diirtiisel) satin
almanin farkliliklar1 iizerine nitel bir analiz: Moda sektorii temelinde bir
degerlendirme. Erciyes Akademi, 35(2), 473-496.

Setiawan, R., & Achyar, A. (2013). Effects of Perceived Trust and Perceived Price
on Customers’ Intention to Buy in Online Store in Indonesia. ASEAN
Marketing Journal, 4(1). https://doi.org/10.21002/amj.v4i1.2029

Setiawan, Z., Rukmana, A. Y., Ariasih, M. P., Nurapriyanti, T., Suryaningrum, D.
A., Ambulani, N., ... & Simanjuntak, E. R. (2023). Buku Ajar Digital
Marketing. PT. Sonpedia Publishing Indonesia.

Siagian, G. M., & Realize, R. (2023). Pengaruh Citra Merek Dan Daya Tarik
Terhadap Loyalitas Produk Nivea Di Piayu Kota Batam. SCIENTIA
JOURNAL: Jurnal llmiah Mahasiswa, 5(4).

Sihotang, M., & Tarigan, Z. (2021). Anteseden dan Konsekuensi dari Customer
Engagement dan Perceived Trust pada TikTok Shop. Jurnal Administrasi
Bisnis (JAB), 93(1), 99-106. doi: 10.20473/jab.v93i1.22277

130



Subasinghe, U., & Weerasisri, R. A. S. (2019). The Impact of Digital Content
Marketing on the Purchase Intention of Connected Consumers: A Study Based
on Natural Ingredient-Based Personal Care Products. Business Journal, 5(1),
39. https://doi.org/10.4038/sljmuok.v5i1.39

Sudarsono, H. (2020). Manajemen Pemasaran. Pustaka Abadi.

Sudarsono, S., & Rudianto, R. (2022). Pengaruh Kualitas Layanan dan Content
Marketing terhadap Minat Kunjungan Wisatawan di Provinsi Gorontalo.
Prosiding Seminar/Seminar Proceedings (halaman awal-halaman akhir).
Diakses dari
https://seminar.unmer.ac.id/index.php/senorita/senorita3/paper/view/1320/0

Sugiyono. (2008). Metode Penelitian Bisnis (Pendekatan Kuantitatif, Kualitatif,
dan R&D). Bandung: Alfabeta.

Sugiyono. (2010). Metode Penelitian Kuantitatif Kualitatif dan R&D. Bandung:
Alfabeta.

Sugiyono. (2014). Metode Penelitian Kuantitatif, Kualitatif dan R & D.
Bandung:Alfabeta.

Suliyanto. = (2011). Ekonometrika Terapan: Teori dan Aplikasi dengan
SPSS.Yogyakarta: ANDI.

Suliyanto. (2018). Metode Penelitian Bisnis untuk Skripsi, Tesis & Disertasi
Yogyakarta: ANDI.

Sukarno, M. F. A., Widarko, A., & Rizal, M. (2022). Pengaruh Influencer, Content
Marketing Dan Customer Experience Terhadap Purchase Intention Pada
Brand Roughneck 1991 (Studi Kasus Pada Mahasiswa Feb Unisma). e-Jurnal
Riset Manajemen, 35.

Susanto, G., Leo, D., Evelyn, R., & Felicio, H. (2023). Pemanfaatan Algoritma
Tiktok Dan Instagram Untuk Meningkatkan Brand Awareness. Jurnal limiah
Wahana Pendidikan, 9(22), 483-491.

Susilawati, E., Prastiwi, E. H., & Kartika, Y. (2022). Pengaruh persepsi harga,
diskon, dan customer experience terhadap loyalitas pelanggan produk fashion
Shopee. JAMIN: Jurnal Aplikasi Manajemen dan Inovasi Bisnis, 5(1), 1-16.

Suwandari, Lusi. (2008). Pengaruh Promotional Mix pada Peningkatan Volume
Penjualan Kosmetika Skiva PT. Cosmolab Prima di Purwokerto. Purwokerto
: STMIK Amikom. Jurnal Pro Bisnis, Vol.1, No.1, Agustus 2008.

Syukri, A. U., & Sunrawali, A. N. (2022). Digital marketing dalam pengembangan
usaha mikro, kecil, dan menengah. KINERJA: Jurnal Ekonomi dan
Manajemen, 19(1), 170-182.

Tafesse. (2016). An Experiential Model of Consumer Engagement in Social Media.
The Arctic University of Norway.

131


https://doi.org/10.4038/sljmuok.v5i1.39

Tenenhaus, M., Amato, S. and Vinzi, V.E. (2004) A Global Goodness-of-Fit Index
for PLS Structural Equation Modelling. Proceedings of the XLI1 SIS Scientific
Meeting, 1, 739-742.

Thompson,E. And Kolsky,E(2004). How to Approach consumer experience
management. Gartner Report:G00125606. Stamford, CT: Gartner.

Tungka, D., Lionardo, M. M., Thio, S., & Iskandar, V. (2020). Pengaruh Social
Media Marketing pada Instagram terhadap Minat Beli Chatime Indonesia.
Jurnal Manajemen Pemasaran Petra, 1(1), 10-20.

Van Doorn, Jenny & Lemon, Katherine & Mittal, Vikas & Nass, S. & Pick, Doreén
& Pirner, Peter & Verhoef, Peter. (2010). Customer Engagement Behavior:
Theoretical Foundations and Research Directions. Journal of Service Research
-JSERV RES. 13. 253-266. 10.1177/1094670510375599.

Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012). Customer engagement:
Exploring customer relationships beyond purchase. Journal of Marketing
Theory and Practice, 20(2), 127-145. https://doi.org/10.2753/MTP1069-
6679200201

Wardana, A., Sulhaini, S., & Rinuastuti, B. H. (2022). The Effect of Content
Marketing on Intention in Purchasing Fast Food: Mediated by Hygiene and
Moderated by Health Risk Perceptions: Covid-19. International Journal of
Social Science Research and Review, 5(3), 175-187.
https://doi.org/10.47814/ijssrr.v5i3.170

We Are Social. (2023). Digital 2023: Indonesia. Diakses dari
https://datareportal.com/reports/digital-2023-indonesia

Widyatama, A. (2016). Building brand image through quality content. International
Journal of Business and Management Invention, 5(7), 42-47.
https://doi.org/10.1016/j.ijintrel.2017.02.004

Willems, H. (2011). Customer-driven Online Engagement : Transitioning into a
Blueconomy. White Paper Customer-Driven Online [Online]. Tersedia:
http://www.slideshare.net/esaumen/1-12291-white-paper-customer-
drivenonline-engagement-letter [20 September].

Winarno, K. O., & Indrawati. (2022). Impact of Social Media Marketing and
Electronic Word of Mouth (E-WOM) on Purchase Intention. Indonesia
Journal of Applied Management (JAM), 20(3). Retrieved from [URL Artikel]

Yang, S.-U., & Kang, M. (2009). Measuring blog engagement: Testing a four-
dimensional scale. Public Relations Review, 35(3), 323-324.
doi:10.1016/j.pubrev.2009.05.00

Yang, Zi-Ying, and He, Ling-Yun. 2011. Goal, customer experience and Purchase
Intention in a retail context in China: An empirical study. African Journal of
Business Management. 5(16): 6738-6746.

132



Yanis, N. S. M., Hidayat, R., & Lutfie, H. (2019). Pengaruh Content Marketing
Instagram Terhadap Customer Engagement (Studi Kasus Pada Elzatta
Bandung Tahun 2019). eProceedings of Applied Science, 5(3), 1852. ISSN:
2442-5826.

Yaqubi, A. Y., & Karaduman, 1. (2019). The Impact of Content Marketing on
Consumers ’ Purchase Intention for Home Appliances: A Study in
Afghanistan. International Journal of Business and Management Invention
(13BMI), 8(02), 38-47. Retrieved from
http://www.ijbmi.org/papers/VVol(8)2/Series. 3/G0802033847.pdf

Yoong, L. C., & Lian, S. B. (2019). Customer Engagement in Social Media and
Purchase Intentions in the Hotel Industry. International Journal of Academic
Research in Business and Social Sciences, 9(1), 54-68.

Yousafzai, S. Y., Pallister, J. G., & Foxall, G. R. (2003). A proposed model of e-
trust for electronic banking. Technovation, 23(11), 847-860.

Yusuf, N., Gunawan, F., & Prasetyo, B. (2018). The influence of Content Marketing
on consumer purchasing decision. Advances in Economics, Business and
Management Research, 51, 300-305.

Zaelani, I. R. (2019). Peningkatan Daya Saing UMKM Indonesia: Tantangan dan
Peluang Pengembangan IPTEK. Jurnal Transborders, 3(1), Desember, 1-15.
https://doi.org/10.2598/7399-9200

Zuckerman, M. (1994). Behavioral expressions and biosocial bases of sensation
seeking. Cambridge University Press.

133





