
 321 

DAFTAR PUSTAKA 

 

Ab Hamid, M. R., Sami, W., & Mohmad Sidek, M. H. (2017). Discriminant Validity 

Assessment: Use of Fornell & Larcker criterion versus HTMT Criterion. Journal 

of Physics: Conference Series, 890(1). https://doi.org/10.1088/1742-

6596/890/1/012163 

Abdullah Kamal, S. S. L. B. (2019). Research Paradigm and the Philosophical 

Foundations of a Qualitative Study. PEOPLE: International Journal of Social 

Sciences, 4(3), 1386–1394. https://doi.org/10.20319/pijss.2019.43.13861394 

Ahmad, S., Wasim, S., Irfan, S., Gogoi, S., Srivastava, A., & Farheen, Z. (2019). 

Qualitative v/s. Quantitative Research- A Summarized Review. Journal of 

Evidence Based Medicine and Healthcare, 6(43), 2828–2832. 

https://doi.org/10.18410/jebmh/2019/587 

Ahn, J., & Back, K. J. (2019). Cruise brand experience: functional and wellness value 

creation in tourism business. International Journal of Contemporary Hospitality 

Management, 31(5), 2205–2223. https://doi.org/10.1108/IJCHM-06-2018-0527 

Ajiboye, T., Harvey, D. J., & Resnick, D. S. (2019). Customer Engagement 

Behaviour on Social Media Platforms: A systematic literature review. Journal of 

Customer Behaviour, 18(3), 239–256. 

https://doi.org/10.1362/147539219X15774563471801 

Almeida, F., Queirós, A., & Faria, D. (2017). Strengths and Limitations of 



 322 

Qualitative and Quantitative Research Methods. 369–387. 

https://doi.org/10.5281/zenodo.887089 

Anggraini, T., Megawati, & Juwita, R. (2020). ANALISIS PENGARUH E-WOM, 

EMOTIONAL VALUE, DAN KEMUDAHAN PENGGUNAAN E-

COMMERCE TERHATAD TRANSAKSI C2C OLX (STUDI KASUS 

MAHASISWA STIE MDP). PENGARUH PENGGUNAAN PASTA LABU 

KUNING (Cucurbita Moschata) UNTUK SUBSTITUSI TEPUNG TERIGU 

DENGAN PENAMBAHAN TEPUNG ANGKAK DALAM PEMBUATAN MIE 

KERING, 1(2), 274–282. https://core.ac.uk/download/pdf/153523817.pdf 

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

Pada Aplikasi Tik-Tok Terhadap Purchase Intention Produk Fashion. 09(02), 

207–218. https://doi.org/https://doi.org/10.56338/jsm.v9i2.2610 

APJII. (2022). Hasil Survey Profil Internet Indonesia 2022. In apjii.or.id (Issue June). 

https://apjii.or.id 

Bimartha, P. A. A., & Aksari, N. M. A. (2019). Peran Emosional Terhadap Niat Beli. 

E-Jurnal Manajemen Universitas Udayana, 8(4), 1900–1928. 

https://doi.org/https://doi.org/10.24843/EJMUNUD.2019.v8.i4.p1 

Brake, D. R. (2014). Are we all online content creators now? Web 2.0 and digital 

divides. Journal of Computer-Mediated Communication, 19(3), 591–609. 

https://doi.org/10.1111/jcc4.12042 

Bruns, A. (2016). User‐Generated Content. The International Encyclopedia of 

Communication Theory and Philosophy, in 2003, 1–5. 



 323 

https://doi.org/10.1002/9781118766804.wbiect085 

Burmann, C., Riley, N.-M., Halaszovich, T., & Schade, M. (2017). Identity-Based 

Brand Management. Springer Nature. https://doi.org/10.1007/978-3-658-13561-

4 

Buzeta, C., De Pelsmacker, P., & Dens, N. (2020). Motivations to Use Different 

Social Media Types and Their Impact on Consumers’ Online Brand-Related 

Activities (COBRAs). Journal of Interactive Marketing, 52, 79–98. 

https://doi.org/10.1016/j.intmar.2020.04.004 

Centauri, P., & Rachmawati, I. (2021). Pengaruh Perceived Value Terhadap 

Kepuasan Konsumen Di Social Commerce Instagram Indonesia. EProceedings 

of Management, 8(5), 4681–4693. 

https://openlibrarypublications.telkomuniversity.ac.id/index.php/management/art

icle/view/16014 

Chaffey, D., & Ellis-Chadwick, F. (2019). Digital Marketing: Strategy, 

Implementation and Practice. Pearson. 

Chen, F. F. (2007). Sensitivity of goodness of fit indexes to lack of measurement 

invariance. Structural Equation Modeling, 14(3), 464–504. 

https://doi.org/10.1080/10705510701301834 

Cheung, M. L., Pires, G. D., III, P. J. R., & José De Oliveira, M. (2020). Driving 

COBRAs: the power of social media marketing. Marketing Intelligence & 

Planning, 39(3), 361–376. https://doi.org/https://doi.org/10.1108/MIP-11-2019-

0583 



 324 

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

Quantitative evidence for change - how user-generated content really affects 

brands. Journal of Advertising Research, 52(1), 53–64. 

https://doi.org/10.2501/JAR-52-1-053-064 

Coad, A., Jack, L., & Kholeif, A. (2016). Structuration theory: Reflections on its 

further potential for management accounting research. Qualitative Research in 

Accounting and Management, 12(2), 153–171. https://doi.org/10.1108/QRAM-

01-2015-0013 

Cooper, D. R., & Schindler, P. S. (2014). Business Research Methods. In Business 

Research Methods. McGraw-Hill. https://doi.org/10.1007/978-3-319-00539-3 

Cristancho, S. M., Goldszmidt, M., Lingard, L., & Watling, C. (2018). Qualitative 

research essentials for medical education. Singapore Medical Journal, 59(12), 

622–627. https://doi.org/10.11622/smedj.2018093 

Data Reportal. (2022). Digital 2022 Indonesia. 

https://datareportal.com/reports/digital-2022-indonesia 

Davcik, N. S., Langaro, D., Jevons, C., & Nascimento, R. (2022). Non-sponsored 

brand-related user-generated content: effects and mechanisms of consumer 

engagement. Journal of Product and Brand Management, 31(1), 163–174. 

https://doi.org/10.1108/JPBM-06-2020-2971 

Diedrich, M. (2017). Study: Customers Engagement With User-Generated-Content: 

How Do Customers Use the Possibility To Create Content? Marketing Science 

& Inspirations, 12(3), 27–35. https://msijournal.com/study-customer-



 325 

engagement-user-generated-content/ 

Elfil, M., & Negida, A. (2019). Sampling methods in clinical research; an educational 

review. Archives of Academic Emergency Medicine, 7(1), 3–5. 

https://doi.org/https://doi.org/10.22037/emergency.v5i1.15215 

Estrella-Ramon, A., & Ellis-Chadwick, F. (2017). Do different kinds of user-

generated content in online brand communities really work? 27–29. 

https://doi.org/https://doi.org/10.1108/OIR-08-2016-0229 

Fonda, B. C., & Antonio, T. (2020). Pengaruh Functional Value, Emotional Value 

Dan Value for Money Terhadap Minat Beli Ulang Apartemen Di Surabaya. 

Performa, 5(3), 194–203. https://doi.org/10.37715/jp.v5i3.1768 

Ghozali, I. (2017). Model Persamaan Struktural: Konsep dan Aplikasi dengan 

Program AMOS 24 Edisi 7 (7th ed.). Badan Penerbit Universitas Diponegoro: 

Semarang. 

Ghozali, I. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS 25 

(Edisi 9). Badan Penerbit Universitas Diponegoro: Semarang. 

Ghozali, I. (2021). Aplikasi Analisis Multivariate dengan Program IBM SPSS 26 

Edisi 10 (10th ed.). Badan Penerbit Universitas Diponegoro: Semarang. 

Haba, H. F., Hassan, Z., & Dastane, O. (2017). Factors Leading to Consumer 

Perceived Value of Smartphones and its Impact on Purchase Intention. Global 

Journal of Business Management: An International Journal, 9(1), 42–72. 

http://www.gbmrjournal.com/pdf/vol. 9 no. 1/V9N1-4.pdf 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2018). Multivariate Data 



 326 

Analysis. Cengage. https://doi.org/10.1002/9781119409137.ch4 

Hallock, W., Roggeveen, A., & Crittenden, V. (2019). Qualitative Market Research : 

An International Journal. Qualitative Market Research: An International 

Journal, 18(3), 298–319. https://doi.org/https://doi.org/10.1108/QMR-01-2017-

0025 

Han, J., Choi, D., Chung, T., Chuah, C. N., Kim, H. chul, & Kwon, T. T. (2019). 

Predicting content consumption from content-to-content relationships. Journal 

of Network and Computer Applications, 132(January), 1–9. 

https://doi.org/10.1016/j.jnca.2019.01.030 

Hasbullah, N. N., Sulaiman, Z., & Mas’od, A. (2020). User-generated content 

sources: The use of social media in motivating sustainable luxury fashion 

consumptions. International Journal of Scientific and Technology Research, 

9(3), 5208–5214. https://www.ijstr.org/final-print/mar2020/User-generated-

Content-Sources-The-Use-Of-Social-Media-In-Motivating-Sustainable-Luxury-

Fashion-Consumptions.pdf 

Hollebeek, L. D., & Macky, K. (2019). Digital Content Marketing’s Role in Fostering 

Consumer Engagement, Trust, and Value: Framework, Fundamental 

Propositions, and Implications. Journal of Interactive Marketing, 45(2019), 27–

41. https://doi.org/10.1016/j.intmar.2018.07.003 

Hootsuite, & We are Social. (2022). Digital 2022 Indonesia The Essential Guide to 

The Latest Connected Behaviours.pdf. 

Hosseini, S. M. K., & Aali, S. (2021). The Effect of Perceived Value on Customer 



 327 

Engagement Value in Relationship-Oriented and Non-Relationship- Oriented 

Customers in the Banking Industry. Indian Journal of Economics and Business, 

20(4). http://www.ashwinanokha.com/IJEB.php 

Hussein, R., & Hassan, S. (2017). Customer engagement on social media: How to 

enhance continuation of use. Online Information Review, 41(7), 1006–1028. 

https://doi.org/10.1108/OIR-02-2016-0047 

Instagram. (2022). Instagram Help Center. 

https://help.instagram.com/517920941588885 

Jayasingh, S. (2019). Consumer brand engagement in social networking sites and its 

effect on brand loyalty. Cogent Business and Management, 6(1). 

https://doi.org/10.1080/23311975.2019.1698793 

Junaedi, F., & Putri, M. I. (2021). Pola Konsumsi Konten Video Berbasis Televisi 

Konvensional dan Multiplatform pada Generasi Milenial dan Pasca Milenial di 

Jakarta. July 2019, 107–118. 

https://www.researchgate.net/publication/350410672 

Junaidi. (2021). Aplikasi AMOS dan Structural Equation Modeling (SEM). In UPT 

Unhas Press Keanggotaan: UPT Unhas Press. 

Kankam, P. K. (2019). The use of paradigms in information research. Library and 

Information Science Research, 41(2), 85–92. 

https://doi.org/10.1016/j.lisr.2019.04.003 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and 

opportunities of Social Media. Business Horizons, 53(1), 59–68. 



 328 

https://doi.org/10.1016/j.bushor.2009.09.003 

Kesuma, A. P. (2021). Pengaruh Nilai Fungsional, Nilai Emosional Dan Nilai 

Epistemik Terhadap Niat Pembelian Daring Di Marketplace (Studi Pada 

Pengguna Marketplace). http://repository.stieykpn.ac.id/id/eprint/1787 

Khair, T., & Ma’ruf, M. (2020). Pengaruh strategi komunikasi media sosial instagram 

terhadap brand equity, brand attitude, dan purchase intention. Jurnal Manajemen 

Komunikasi, 4(2), 1. https://doi.org/10.24198/jmk.v4i2.25948 

Khairiyah, D., & Yunita, M. (2018). Pengaruh Nilai Emosional, Nilai Sosial, Nilai 

Kualitas Dan Nilai Fungsional Terhadap Keputusan Pembelian Sepeda Motor 

Merek Tvs Di Kota Bengkulu. EKOMBIS REVIEW: Jurnal Ilmiah Ekonomi Dan 

Bisnis, 6(2), 132–138. https://doi.org/10.37676/ekombis.v6i2.606 

Khajuria, I., & Mahajan, R. (2017). A Study of User-Generated Content on Social 

Networking Sitesand its Impact on Consumer-Based Brand Equity Constructs. 

Global Journal of Management and Business, 17(1). 

https://journalofbusiness.org/index.php/GJMBR/article/view/2241 

Kim, M., & Lee, M. (2017). Brand-related user-generated content on social media: 

the roles of source and sponsorship. Internet Research, 27(5), 1085–1103. 

https://doi.org/10.1108/IntR-07-2016-0206 

Kivunja, C., & Kuyini, A. B. (2017). Understanding and Applying Research 

Paradigms in Educational Contexts. International Journal of Higher Education, 

6(5), 26. https://doi.org/10.5430/ijhe.v6n5p26 

Klear. (2020). Covid-19 Social Media Impact. https://klear.com 



 329 

Kline, R. B. (2016). Principles and Practice of Structural Equation Modeling (4th 

ed.). The Guilford Press. 

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

Mount Technology (15th ed, Vol. 13, Issue 3). Pearson Education. 

https://doi.org/10.1108/ssmt.2001.21913cab.040 

Kumar, V., Choi, J. W. B., & Greene, M. (2017). Synergistic effects of social media 

and traditional marketing on brand sales: capturing the time-varying effects. 

Journal of the Academy of Marketing Science, 45(2), 268–288. 

https://doi.org/10.1007/s11747-016-0484-7 

Langaro, D., de Fátima Salgueiro, M., Rita, P., & Del Chiappa, G. (2019). Users’ 

Participation in Facebook Brand Pages and Its Influence on Word-of-Mouth: 

The Role of Brand Knowledge and Brand Relationship. Journal of Creative 

Communications, 14(3), 177–195. https://doi.org/10.1177/0973258619889404 

Laudon, K. C., & Traver, C. G. (2018). E-Commerce 2018: Business, Technology, 

Society. In E-commerce 2018. Pearson Education. 

Le, T. D. D. (2018). Influence of WOM and content type on online engagement in 

consumption communities: The information flow from discussion forums to 

Facebook. The Eletronic Library, 34(1), 1–5. 

https://doi.org/https://doi.org/10.1108/OIR-09-2016-0246 

Liaw, G., Kao, H., & Yu, W. (2022). The Influence of User-Generated Content ( 

UGC ) on Consumer Purchase Intention. 1–9. 

https://doi.org/10.33552/JTSFT.2022.09.000725 



 330 

Lim, C. M. (2019). Perceived values, price fairness, and behavioral intentions toward 

luxury fashion brands - A comparison of luxury, luxury-bargain, and non-luxury 

consumers -. The Research Journal of the Costume Culture, 27(1), 20–32. 

https://doi.org/10.29049/rjcc.2019.27.1.020 

Liu, X., Shin, H., & Burns, A. C. (2021). Examining the impact of luxury brand’s 

social media marketing on customer engagement: Using big data analytics and 

natural language processing. Journal of Business Research, 125(April), 815–

826. https://doi.org/10.1016/j.jbusres.2019.04.042 

Luna-Cortés, G., López-Bonilla, L. M., & López-Bonilla, J. M. (2019). The influence 

of social value and self-congruity on interpersonal connections in virtual social 

networks by Gen-Y tourists. PLOS ONE, 14(6), 1–17. 

https://doi.org/10.1371/journal.pone.0217758 

Malhotra, N. K., & Dash, S. (2016). Marketing Research - An Applied Orientation. In 

Marketing Research: An Applied Orientation. Pearson India Education. 

María Munar, A. (2011). Tourist-created content: Rethinking destination branding. 

International Journal of Culture, Tourism and Hospitality Research, 5(3), 291–

305. https://doi.org/10.1108/17506181111156989 

Meire, M., Hewett, K., Ballings, M., Kumar, V., & Van den Poel, D. (2019). The 

Role of Marketer-Generated Content in Customer Engagement Marketing. 

Journal of Marketing, 83(6), 21–42. https://doi.org/10.1177/0022242919873903 

Mohammad, J., Quoquab, F., Thurasamy, R., & Alolayyan, M. N. (2020). The effect 

of user-generated content quality on brand engagement: The mediating role of 



 331 

functional and emotional values. Journal of Electronic Commerce Research, 

21(1), 39–55. http://www.jecr.org/node/598 

Mukeredzi, T. G., Bertram, C., & Christiansen, I. (2018). Investigating teacher 

learning from a university programme for Foundation Phase teachers. South 

African Journal of Childhood Education, 8(1), 1–10. https://doi.org/https:// 

doi.org/10.4102/sajce. v8i1.524 

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 

Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs. 

International Journal of Advertising, 30(1), 13–46. https://doi.org/10.2501/ija-

30-1-013-046 

Naeem, M. (2019). Do social networking platforms promote service quality and 

purchase intention of customers of service-providing organizations? Journal of 

Management Development, 38(7), 561–581. https://doi.org/10.1108/JMD-11-

2018-0327 

Naeem, M., & Okafor, S. (2019). User-Generated Content and Consumer Brand 

Engagement (Issue August). https://doi.org/10.4018/978-1-5225-7344-9.ch009 

Nisrina, R. G. (2021). User generated content sebagai strategi komunikasi pemasaran 

digital: studi kasus fenomena #shopeehaul. Jurnal Komunikasi Profesional, 5(6), 

558–571. https://doi.org/10.25139/jkp.v5i6.4316 



 332 

Oesman, Y. M. (2010). Sukses Mengelola Marketing Mix, CRM, Customer Value, 

dan Customer Dependency (Kasus pada Pemasaran Shopping Center). Alfabeta. 

https://opac.perpusnas.go.id/DetailOpac.aspx?id=696685 

Onny, I. Y. (2019). The Influence of User Generated Content (UGC) and Brand 

Equity on Green Purchase (Study on The Body Shop’s Consumers in Brazil and 

Indonesia). http://repository.ub.ac.id/172402/1/Imella Yusdike Onny 

%282%29.pdf 

Pansari, A., & Kumar, V. (2017). Customer engagement: the construct, antecedents, 

and consequences. Journal of the Academy of Marketing Science, 45(3), 294–

311. https://doi.org/10.1007/s11747-016-0485-6 

Park, Y. S., Konge, L., & Artino Jr., A. R. (2020). The Positivism Paradigm of 

Research. Academic Medicine, 690–694. 

https://doi.org/10.1097/ACM.0000000000003093 

Pasternak, O., Veloutsou, C., & Morgan-Thomas, A. (2017). Self-presentation, 

privacy and EWOM in social media. The Eletronic Library, 34(1), 1–5. 

https://doi.org/https://doi.org/10.1108/JPBM-04-2016-1150 

Peltier, J., Dahl, A. J., & VanderShee, B. A. (2020). Antecedent consumer factors, 

consequential branding outcomes and measures of online consumer engagement: 

current research and future directions. Journal of Research in Interactive 

Marketing, 14(2), 239–268. https://doi.org/10.1108/JRIM-01-2020-0010 

Piehler, R., Schade, M., Kleine-Kalmer, B., & Burmann, C. (2019). Consumers’ 

online brand-related activities (COBRAs) on SNS brand pages: An investigation 



 333 

of consuming, contributing and creating behaviours of SNS brand page 

followers. European Journal of Marketing, 53(9), 1833–1853. 

https://doi.org/10.1108/EJM-10-2017-0722 

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

Komunikasi Bisnis Terhadap Kredibilitas Informasi Website “Tokopedia.” Inter 

Script: Journal of Creative Communication, 1(1), 19–33. 

https://doi.org/10.33376/is.v1i1.347 

Pollalis, Y., & Basias, N. (2018). Quantitative and Qualitative Research in Business 

Technology: Justifying a Suitable Research Methodology. Review of Integrative 

Business and Economics Research, 7(1), 91–105. 

http://buscompress.com/journal-

home.html%0Ahttps://search.proquest.com/docview/1969776018?accountid=10

286&rfr_id=info%3Axri%2Fsid%3Aprimo 

Primecz, H. (2020). Positivist, constructivist and critical approaches to international 

human resource management and some future directions. German Journal of 

Human Resource Management, 34(2), 124–147. 

https://doi.org/10.1177/2397002220909069 

Priyono. (2016). METODE PENELITIAN KUANTITATIF. In Zifatama (Vol. 1999, 

Issue December). Zifatama. 

Putri, A. A., & Alexandrina, E. (2021). Building Customer Engagement Through 

User-Generated Content: A Case Study on @Bt21Stuff.Id. Journal of Research 

on Business and Tourism, 1(2), 157. https://doi.org/10.37535/104001220216 



 334 

Rainha, P., & Barreto, A. M. (2015). Social network sites’ content impact on user 

brand engagement: A literature review. 1, 1–10. http://www.lcbr-

archives.com/media/files/Rainha-and-Barreto-01.pdf 

Rajamma, R. K., Paswan, A., & Spears, N. (2020). User-generated content (UGC) 

misclassification and its effects. Journal of Consumer Marketing, 37(2), 125–

138. https://doi.org/10.1108/JCM-08-2018-2819 

Rasoolimanesh, S. M., Iranmanesh, M., Amin, M., Hussain, K., Jaafar, M., & 

Ataeishad, H. (2020). Are functional, emotional and social values interrelated? 

A study of traditional guesthouses in Iran. International Journal of 

Contemporary Hospitality Management, 32(9), 2857–2880. 

https://doi.org/10.1108/IJCHM-03-2020-0193 

Rayinda, M. A., & Irwansyah. (2019). Pengaruh User Generated Content Terhadap 

Perilaku Para Foodie Pengguna Media Sosial. Jurnal Komunikasi Dan Kajian 

Media, 3(2), 116–127. https://doi.org/10.31002/jkkm.v3i2.1257 

Raykov, T., & Marcoulides, G. A. (2006). A First Course in Structural Equation 

Modeling. In Patologicheskaya Fiziologiya i Eksperimentalnaya Terapiya (Vol. 

2). Lawrence Erlbaum Associates. 

Reyes-Menendez, A., Palos-Sanchez, P., Saura, J. R., & Santos, C. R. (2021). 

Revisiting the impact of perceived social value on consumer behavior toward 

luxury brands. European Management Journal, 40(2), 224–233. 

https://doi.org/10.1016/j.emj.2021.06.006 

Rietveld, R., van Dolen, W., Mazloom, M., & Worring, M. (2020). What You Feel, Is 



 335 

What You Like Influence of Message Appeals on Customer Engagement on 

Instagram. Journal of Interactive Marketing, 49, 20–53. 

https://doi.org/10.1016/j.intmar.2019.06.003 

Rigdon, E. E., Sarstedt, M., & Ringle, C. M. (2017). On Comparing Results from 

CB-SEM and PLS-SEM: Five Perspectives and Five Recommendations. 

Marketing ZFP, 39(3), 4–16. https://doi.org/10.15358/0344-1369-2017-3-4 

Rožman, M., Tominc, P., & Milfelner, B. (2020). A comparative study using two 

SEM techniques on different samples sizes for determining factors of older 

employee’s motivation and satisfaction. Sustainability (Switzerland), 12(6). 

https://doi.org/10.3390/su12062189 

Rubyanti, D., & Irwansyah, I. (2020). Peran User Generated Content (Ugc) Instagram 

Pada Industri Makanan. Mediakom, 4(1), 1–24. 

https://doi.org/10.32528/mdk.v4i1.3569 

Schivinski, B., Christodoulides, G., & Dabrowski, D. (2016). Measuring consumers’ 

engagement with brand-related social-media content: Development and 

validation of a scale that identifies levels of social-media engagement with 

brands. Journal of Advertising Research, 56(1), 64–80. 

https://doi.org/10.2501/JAR-2016-004 

Schivinski, B., Langaro, D., Fernandes, T., & Guzmán, F. (2020). Social media brand 

engagement in the context of collaborative consumption: the case of AIRBNB. 

Journal of Brand Management, 27(6), 645–661. https://doi.org/10.1057/s41262-

020-00207-5 



 336 

Schivinski, B., Muntinga, D. G., Pontes, H. M., & Lukasik, P. (2021). Influencing 

COBRAs: the effects of brand equity on the consumer’s propensity to engage 

with brand-related content on social media. Journal of Strategic Marketing, 

29(1), 1–23. https://doi.org/10.1080/0965254X.2019.1572641 

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill-Building 

Approach. In Leadership & Organization Development Journal (Vol. 34, Issue 

7). Wiley. https://doi.org/10.1108/lodj-06-2013-0079 

Siedlecki, S. L. (2020). Understanding Descriptive Research Designs and Methods. 

Clinical Nurse Specialist, 34(1), 8–12. 

https://doi.org/10.1097/NUR.0000000000000493 

Sileyew, K. J. (2020). Research design and methodology. Changing Names and 

Gendering Identity, 32–42. https://doi.org/10.4324/9781315571256-9 

Sinambela, B. E., Zay, F., Simatupang, O., Pinem, S. F., Lawolo, Y. A. B., Simbolon, 

V., & Sibarani, H. J. (2020). PENGARUH BRAND TRUST, PERSEPSI 

KONSUMEN DAN SALURAN DISTRIBUSI TERHADAP KEPUTUSAN 

PEMBELIAN PRODUK MOBIL MEREK HONDA DI PT. DELI KENCANA 

MEDAN IDK 1. JURNAL ILMIAH MANAJEMEN BISNIS DAN INOVASI 

UNIVERSITAS SAM RATULANGI, 7(3), 450–463. 

Smith, A. N., Fischer, E., & Yongjian, C. (2012). How Does Brand-related User-

generated Content Differ across YouTube, Facebook, and Twitter? Journal of 

Interactive Marketing, 26(2), 102–113. 

https://doi.org/10.1016/j.intmar.2012.01.002 



 337 

Smith, J. B., & Colgate, M. (2007). Customer value creation: A practical framework. 

Journal of Marketing Theory and Practice, 15(1), 7–23. 

https://doi.org/10.2753/MTP1069-6679150101 

Statista Research Department. (2022). Share of Consumers who Regularly Use 

Online Reviews and Ratings to Help with Fashion Purchase Decisions as of 

November 2021, by Country. https://www.statista.com/statistics/1301862/global-

consumers-online-reviews-purchase-decisions/ 

Sugiyono. (2017). Metode Penelitian kuantitatif, kualitatif dan R & D. Alfabeta. 

Suhartanto, D. (2020). Analisis Data untuk Riset Bisnis: SPSS, AMOS, PLS Edisi 2. 

In ������� ����� ����  (Vol. 1999, Issue December). Penerbit 

POLBAN. 

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The development 

of a multiple item scale. Journal of Retailing, 77(2), 203–220. 

https://doi.org/10.1016/S0022-4359(01)00041-0 

Thomas, T. G. (2020). How User Generated Content Impacts Consumer Engagement. 

ICRITO 2020 - IEEE 8th International Conference on Reliability, Infocom 

Technologies and Optimization (Trends and Future Directions), 562–568. 

https://doi.org/10.1109/ICRITO48877.2020.9197985 

Tjiptono, F. (2019). Pemasaran Jasa - Prinsip, Penerapan, Penelitian - EDISI 

TERBARU. ANDI. 

Trunfio, M., & Rossi, S. (2021). Conceptualising and measuring social media 

engagement: A systematic literature review. Italian Journal of Marketing, 



 338 

2021(3), 267–292. https://doi.org/10.1007/s43039-021-00035-8 

Umbara, F. W. & J. untuk P.-959-1-P. pd. (2021). User Generated Content di Media 

Sosial Sebagai Strategi Promosi Bisnis. Jurnal Manajemen Strategi Dan 

Aplikasi Bisnis, 4(2). https://doi.org/https://doi.org/10.36407/jmsab.v4i2.366 

Vakulenko, Y., Oghazi, P., & Hellström, D. (2019). Innovative framework for self-

service kiosks: Integrating customer value knowledge. Journal of Innovation & 

Knowledge, 4, 262–268. https://doi.org/https://doi.org/10.1016/j.jik.2019.06.001 

Voorveld, H. A. M., van Noort, G., Muntinga, D. G., & Bronner, F. (2018). 

Engagement with Social Media and Social Media Advertising: The 

Differentiating Role of Platform Type. Journal of Advertising, 47(1), 38–54. 

https://doi.org/10.1080/00913367.2017.1405754 

Wantiknas. (2020). Akses Digital Meningkat Selama Pandemi. 

http://www.wantiknas.go.id/id/berita/akses-digital-meningkat-selama-pademi 

Widyartono, A. (2020). Pengaruh faktor-faktor di dalam trust dan perceived value 

terhadap e-wom pada situs belanja online di kota Palembang. Modus, 32(1), 1–

14. https://doi.org/https://doi.org/10.24002/modus.v32i1.3181 

Xie, W., Zhang, Z. H., & Xiang, M. (2019). Research on the Perceived Value of 

College Students for Knowledge-Paying Products. Journal of Physics: 

Conference Series, 1168(3). https://doi.org/10.1088/1742-6596/1168/3/032027 

Yang, M., Ren, Y., & Adomavicius, G. (2019). Understanding user-generated content 

and customer engagement on Facebook business pages. Information Systems 

Research, 30(3), 839–855. https://doi.org/10.1287/isre.2019.0834 



 339 

Zhang, Y., Xiao, C., & Zhou, G. (2020). Willingness to pay a price premium for 

energy-saving appliances: Role of perceived value and energy efficiency 

labeling. Journal of Cleaner Production, 242, 118555. 

https://doi.org/10.1016/j.jclepro.2019.118555 


