
DAFTAR PUSTAKA 
 
Ai Nur Sa’adah, Ayu Rosma,dan  Dea Aulia, “PERSEPSI GENERASI Z 

TERHADAP FITUR TIKTOK SHOP PADA” Jurnal Akuntanssi, 

Bisnis, dan Keuangan 2, no. 5 (2022): 131–140. 

Alyasinta Viela Tusanputri dan Amron, “Pengaruh Iklan Dan Program 

Gratis Ongkir Terhadap Keputusan Pembelian Pada Platform E-

Commerce Tiktok Shop The Effect of Advertising and Free 

Shipping Programs on Purchase Decision on the Tiktok Shop e-

Commerce Platform” Jurnal Forum Ekonomi 23, no. 4 (2021): 

632–639. 

Amerika Serikat and Deasy Silvya Sari, “Gelombang Pop Culture 

TikTok :” 3, no. 1 (2021): 19–31, 

https://doi.org/10.24198/padjir.v3i1.27758. 

Andy P Field, Discovering Statistics Using SPSS (2nd Edition), (London: 

SAGE, 2005), 220-221. 

Aplikasi, Penggunaan, T I K Tok, and Versi Terbaru. “Penggunaan 

Aplikasi Tik Tok (Versi Terbaru) Dan Kreativitas Anak” 14, no. 

1 (2020): 1–10. 

Baber, A. T. (2016). Online word-of-mouth antecedents, attitude and 

intention-topurchase electronic products in Pakistan. Telematics 

and Informatics, 33(2) , 388– 400. 

Bambang D. Prasetyo, dkk., Komunikasi Pemasaran Terpadu 

(Pendekatan Tradisional Hingga Era Media Baru), 205. 

Basu Swastha & Irawan, Manajemen penjualan, (Yogyakarta: BPFE, 

2001), Ed. 3, h. 

Batam, Universitas Internasional. “ANALISIS FENOMENA SOSIAL 

MEDIA DAN KAUM MILENIAL : STUDI KASUS TIKTOK” 

1 (2020): 565–72. 

Cahyono, Kusumawati, dan Kumadji, “Analisis  Faktor-Faktor 

Pembentuk Electronic Word Of Mouth (Ewom) dan Pengaruhnya 

Terhadap Minat Beli (Survei pada Followers Akun Instagram 

@saboten_shokudo)”, Jurnal Administrasi Bisnis 37, no 1 

(2020): 149. 

Cheung, C. M., Lee, M. K., & Rabjohn, N. (2008). The impact of 

electronic word-of-mouth: The adoption of online opinions in 

online customer communities. Internet Research, 18(3), 229-247. 

Corey Seemiller and Meghan Grace, “Generation Z: Educating and 

Engaging the Next Generation of Students,” About Campus: 

Enriching the Student Learning Experience 22, no. 3 (2017): 21–

26, https://doi.org/10.1002/abc.21293. 



Danang Sunyoto, Perilaku Konsumen (Panduan Riset Sederhana untuk 

Mengenali Konsumen) (Jakarta: PT. Buku Seru, 2013), 8. 

Durianto, Darmadi, Dkk, Strategi Menaklukan Pasar Melalui Riset 

Ekuitas dan Perilaku Merk, (Jakarta: PT. Gramedia Pustaka 

Utama, 2003),  

Dwiastuti, dkk, Ilmu Perilaku Konsumen, 150. 

Elvira Ismagilova, et. al, Electronic Word of Mouth (eWOM) in the 

Marketing Context (a State of the Art Analysis and Future 

Directions) (UK: Springer, 2017), 20-21. 

Ekonomi, Jurnal, Bisnis D A N Sosial, Program Studi, Ilmu Komunikasi, 

Institut Manajemen, and Wiyata Indonesia. “Jurnal Ekonomi, 

Manajemen, Bisnis Dan Sosial” 1, no. 2 (2021): 75–82. 

Erika Desi Lestari dan Ce Gunawan, "Pengaruh E-WOM Pada Media 

Sosial TikTok Terhadap Brand Image Serta Dampaknya Pada 

Minat Beli", Jurnal Ekonomi 1, no. 2 (2021): 75–82. 

Fadhilah dan Galih Ginanjar Saputra, “Pengaruh Content Marketing Dan 

E-Wom Pada Media Sosial Tiktok Terhadap Keputusan 

Pembelian Generasi z The Influence of Content Marketing and e-

Wom on Tiktok Social Media toward Generation z Purchasing 

Decisions” Jurnal FEB UNMUL 17, no. 3 (2021): 505–12. 

Fang, Y. H. (2014). Beyond the credibility of electronic word of mouth: 

Exploring eWOM adoption on social networking sites from 

affective and curiosity perspectives. International Journal of 

Electronic Commerce , Vol. 18. 

Freddy Rangkuti, Spiritual Leadership in Business WAKE UP! 

“Khoirunnas Anfauhum Linnas”, (Jakarta: PT Gramedia Pustaka 

Utama, 2010), 81 

Ferdhy Febrian, The Power of Selling, (Jakarta: Elex Media Komputindo, 

2018), h. 174. 

Filieri, R. A. (2015). Why do travelers trust TripAdvisor? Antecedents of 

trust towards consumer-generated media and its influence on 

recommendation adoption and word of mouth. Tourism 

Management , 174–185. 

Ghozali, Imam, “Aplikasi Analisis Multivariete Dengan Program IBM 

SPSS 23 (Edisi 8)”. (Semarang : Badan Penerbit Universitas 

Diponegoro, 2016), hlm. 51. 

Goyette, Isabelle et. al, “e-WOM Scale: Word-of-Mouth Measurement 

Scale for e-Services Context,” Canadian Journal of 

Administrative Sciences. 27: 5–23 (2010): 9. 

Gunawan, D. D. (2015). Viral effects of social network and media on 

consumers’ purchase intention. Journal of Business Research , 

2237–2241. 



Haryono, “Metode Penelitian Kuantitatif: Teori dan Aplikasi”, (Jakarta: 

Pustaka Pelajar, 2018). 

Ho Vi Truc, Phan Nhan Trong, dan Hoang Phuong Viet Le, Dampak 

Elektronik dari Mulut Terhadap Minat  Membeli-Kasus 

Instagram, Jurnal Manajemen dan Produksi Independen 

(IJM&P) 12, no 4 (2021):1021. 

Imam Ghazali, Aplikasi Analisis Multivariate dengan Program IBM 

SPSS 25, Edisi 9 (Semarang: Universitas Diponegoro). 

Ji Xiaofen dan Zhang Yiling, “The Impacts of Online Word-ofmouth on 

Consumer‟s Buying Intention on Apparel: An Empirical Study,” 

International Symposium on Web Information Systems and 

Applications 9, (2009): 24. 

Kottler dan Gery Amstrong, Dasar-dasar Pemasaran, (Jakarta: 

Perhalindo, 2017), Jilid 2, Penterjemah: Alexander Sidora, h. 89. 

Kusumaningtyas, Dian. “TIK TOK SHOP : QUALITY SYSTEM AND 

MARKETING MIX ON CONSUMER SATISFACTION OF 

ONLINE,” 2022, 877–87. 

M. Anang Firmansyah, Perilaku Konsumen (Surabaya: Deepublish, 

2018), 35. 

Mahardika, Sunggiale Vina, Isnaini Ila, Zahrotun Islamiyah, and Iqlima 

Nurjannah. “Faktor-Faktor Penyebab Tingginya Minat Generasi 

Post- Millenial Indonesia Terhadap Penggunaan Aplikasi Tik-

Tok” 2, no. 1 (2021): 2774–76. 

Mar’atus Solikah and Dian Kusumaningtyas, “TIK TOK SHOP : 

QUALITY SYSTEM AND MARKETING MIX ON 

CONSUMER SATISFACTION OF ONLINE,” International 

Conference on Business & Social Sciences, 2022, 877–887. 

Ma’ruf Abdullah, ”Metodologi Penelitian Kuantitatif”, (Yogyakarta: 

Aswaja Pressindo, 2015), 226 

Mayer Mowen & Minor Kent, Analisis Perilaku Konsumen dan Faktor-

faktor yang mempengaruhi,(Jakarta: Rieneka Chipta, 2018), Edisi 

Terjemahan, h. 67. 

Monavia Ayu Rizaty, “Pengguna TikTok Indonesia Terbesar Kedua di 

Dunia”: 2022, https://dataindonesia.id/Digital/detail/pengguna-

tiktok-indonesia-terbesar-kedua-di-dunia, (diakses pada 12 Juli 

2022). 

M sidik Priadana dan Denok Sunarsi,”Metode Penelitian Kuantitatif”, 

(Tangerang Selatang: Pascal Books, 2021), 160 

Nurlina T Muhyidin, M. Irfan Tarmaizi, dan Anna Yulianita T. 

Muhyidin, Metodologi Penelitian Ekonomi & Sosial Teori, 

Konsep dan Rencana Proposal (Jakarta: Salemba Empat, 2018). 

Penggunaan Aplikasi, T I K Tok, and Versi Terbaru, “Penggunaan 



Aplikasi Tik Tok (Versi Terbaru) Dan Kreativitas Anak” 14, no. 

1 (2020): 1–10. 

Poerwadarminto, Kamus Umum Bahasa Indonesia, (Jakarta: Balai 

Pustaka, 2014), h. 87. 

Pricilia Lampengan, “The Influence Of Consumer Motivation Trust, And 

Attitude To Buying Interest Of Users Zalora Online Shop, 

Students Of Faculty Of Economics, And Business Unsrat 

Manado”, Jurnal EMBA, Vol. 7, No. 4 Oktober 2019 

Purba, Agata Fernanda, Pengaruh K-POP Sebagai Brand Ambassador 

Dan Brand Awareness Terhadap Loyalitas Konsumen Shopee Di 

Medan,(Medan : Universitas HKBP Nommensen, 2022) 

Ratna Wijayanti Daniar Paramita dkk, “Metode Peneltian Kuantitatif 

Buku Ajar Perkuliahan Metodologi Penelitian Bagi Mahasiswa 

Akuntansi & Manajemen”, Edisi 3, (Lumajang: Widya Gama 

Press, 2021), 61 

Rini Dwiastuti, dkk, Ilmu Perilaku Konsumen (Malang: Universitas 

Brawijaya Press, 2016), 149. 

Roger D. Blackwell Engel & Paul W, Minard, Consumen Behavior, 

Jakarta: Binapura Aksara, 2003), Ed.6, h. 56. 

Rosma, Ayu, Dea Aulia, and Universitas Siliwangi. “PERSEPSI 

GENERASI Z TERHADAP FITUR TIKTOK SHOP PADA” 2, 

no. 5 (2022): 131–40. 

Rusman Latief, Word of Mouth Communication-Penjualan Produk, 

(Surabaya: Media Sahabat Cendekia, 2018), 17. 

Saputra, Galih Ginanjar. “Pengaruh Content Marketing Dan E-Wom Pada 

Media Sosial Tiktok Terhadap Keputusan Pembelian Generasi z 

The Influence of Content Marketing and e-Wom on Tiktok Social 

Media toward Generation z Purchasing Decisions” 17, no. 3 

(2021): 505–12. 

Seemiller, Corey, and Meghan Grace. “Generation Z: Educating and 

Engaging the Next Generation of Students.” About Campus: 

Enriching the Student Learning Experience 22, no. 3 (2017): 21–

26. https://doi.org/10.1002/abc.21293. 

Serikat, Amerika, and Deasy Silvya Sari. “Gelombang Pop Culture 

TikTok :” 3, no. 1 (2021): 19–31. 

https://doi.org/10.24198/padjir.v3i1.27758. 

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

Bandung : Alfabeta, CV. 

Sugiyono, “Metode Penelitian Kuantitatif Kualitatif dan R&D”, 

(Bandung: Alfabeta, 25th Edition, 2019) 



Sunggiale Vina Mahardika et al., “Faktor-Faktor Penyebab Tingginya 

Minat Generasi Post- Millenial Indonesia Terhadap Penggunaan 

Aplikasi Tik-Tok” 2, no. 1 (2021): 2774–76. 

Tien, D. H. (2019). Examining the influence of customer-to-customer 

electronic word-of-mouth on purchase intention in social 

networking sites. Asia Pacific Management Review , 238–249. 

Tusanputri, Alyasinta Viela. “Pengaruh Iklan Dan Program Gratis Ongkir 

Terhadap Keputusan Pembelian Pada Platform E-Commerce 

Tiktok Shop The Effect of Advertising and Free Shipping 

Programs on Purchase Decision on the Tiktok Shop e-Commerce 

Platform” 23, no. 4 (2021): 632–39. 

Ujang Sumarwan, Perilaku Konsumen: Teori dan Penerapannya dalam 

Pemasaran (Bogor: Ghalia Indonesia, 2011), 4. 

Vaithzal Rivai Zainal, dkk, Islamic Marketing Managemen: 

Mengembangkan Bisnis dengan Hijrah ke Pemasaran Islami 

Mengikuti Praktik Rasulullah SAW (Jakarta: PT. Bumi Aksara, 

2017), 235. 

Vi, Ho & Trọng Nhân, Phan & Le-Hoang, Phuong Viet. (2021). Impact 

of electronic word of mouth to the purchase intention - the case 

of Instagram. Independent Journal of Management & Production. 

12. 1019-1033. 10.14807/ijmp.v12i4.1336. 

William J. Stanton, Fundamentals of Marketing, (Singapore: Graw Hill 

International, 2015), 10th Edition, h. 87. 

Yohana Noni Bulele dan Tony Widowo “ANALISIS FENOMENA 

SOSIAL MEDIA DAN KAUM MILENIAL : STUDI KASUS 

TIKTOK”, Conference on Business, Social Sciences and 

Innovation Technology 1, No 1 (2020): 565–572. 

Zainal, dkk, Islamic Marketing Managemen: Mengembangkan Bisnis 

dengan Hijrah ke Pemasaran Islami Mengikuti Praktik Rasulullah 

SAW, 236. 

Zhang, K. Z. (2014). Examining the in fl uence of online reviews on 

consumers ’ decision-making : A heuristic – systematic model. 

Decision Support Systems , 78– 89. 

 


