DAFTAR PUSTAKA

Aldhamiri, A., Carlson, J., Vilches-Montero, S., Rahman, S. M., & Gudergan, S. P.
(2024). What drives higher active customer engagement in luxury brands’
social media? Measurement and contingencies. Journal of Retailing and
Consumer Services, 79, 103804.
https://doi.org/10.1016/j.jretconser.2024.103804

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. (2020). The future of social media
in marketing. Journal of the Academy of Marketing Science, 48(1), 79-95.
https://doi.org/10.1007/s11747-019-00695-1

Appolloni, A., Basile, V., Caboni, F., & Pizzichini, L. (2023). An innovative approach
to online consumer behaviour segmentation: The self-determination theory
in an uncertain scenario. European Journal of Innovation Management,
26(7), 308-327. https://doi.org/10.1108/EJIM-11-2022-0609

Appolloni, A., Bresciani, S., & D’Amato, A. (2023). The role of self-determination
theory in understanding social media engagement among Gen Z
consumers. Journal of Consumer Behaviour, 22(3), 456-472.
https://doi.org/10.1002/cb.2134

Brodie, R. J., Hollebeek, L. D., Juric, B., & llic, A. (2011). Customer engagement:
Conceptual domain, fundamental propositions, and implications for
research. Journal of Service Research, 14(3), 252-271.

Carolin, A., Wijaya, S., & Putra, |. G. (2021). The effect of customer engagement
on purchase intention in social media marketing: Evidence from Indonesia.
Journal of Business and Management Review, 2(8), 579-590.
https://doi.org/10.47153/jbmr28.2021.

Cheung, C. M. K,, & Thadani, D. R. (2012). The impact of electronic word-of-mouth
communication: A literature analysis and integrative model. Decision
Support Systems, 54(1), 461-470.

Cheung, C. M. K,, Leung, K., & Lee, M. K. O. (2022). Consumer online brand-
related activities (COBRAs): A framework and research agenda. Journal of
Interactive Marketing, 57, 1-16.
https://doi.org/10.1016/j.intmar.2021.12.002

Cheung, M. L., Leung, W. K. S., Aw, E. C.-X,, & Koay, K. Y. (2022). “| follow what
you post!”: The role of social media influencers’ content characteristics in
consumers’ online brand-related activities (COBRASs). Journal of Retailing
and Consumer Services, 66, 102940.
https://doi.org/10.1016/j.jretconser.2022.102940

Cheung, M. L., Pires, G., & Rosenberger, P. J. (2021). The influence of perceived
social media marketing elements on consumer—brand engagement and
purchase intention. Journal of Marketing Management, 37(3—4), 314-341.
https://doi.org/10.1080/0267257X.2020.1844443

7


https://doi.org/10.1016/j.jretconser.2024.103804
https://doi.org/10.1007/s11747-019-00695-1
https://doi.org/10.1108/EJIM-11-2022-0609
https://doi.org/10.1002/cb.2134
https://doi.org/10.47153/jbmr28.2021
https://doi.org/10.1016/j.intmar.2021.12.002
https://doi.org/10.1016/j.jretconser.2022.102940
https://doi.org/10.1080/0267257X.2020.1844443

78

Chin, W. W. (1998). The partial least squares approach to structural equation
modeling. In G. A. Marcoulides (Ed.), Modern Methods for Business
Research (pp. 295-336). Lawrence Erlbaum Associates.

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2020). Consumer engagement
in online brand communities: A social media perspective. Journal of
Product & Brand Management, 29(6), 647-666.
https://doi.org/10.1108/JPBM-12-2019-2665

Erkan, I, & Evans, C. (2016). The influence of eWOM in social media on
consumers’ purchase intentions. Journal of Research in Interactive
Marketing, 10(2), 142-157.

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/10.1177/002224378101800104

Gu, C., & Duan, Q. (2024). Exploring the dynamics of influencer in social media
influencer marketing: From the self-determination theory perspective.
Humanities and Social Sciences Communications, 11(1), 1-17.
https://doi.org/10.1057/s41599-024-03127-w

Gu, M., & Duan, R. (2024). Short-video platforms and influencer: The rise of Tiktok
in digital marketing. International Journal of Digital Marketing, 19(1), 35—
52.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2021). A primer

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic
word-of-mouth via consumer-opinion platforms: What motivates
consumers to articulate themselves on the Internet? Journal of Interactive
Marketing, 18(1), 38-52.

Hidayat, A., Saefuloh, D., & Putri, R. A. (2021). The effect of trust and perceived
risk on online purchase decisions. Journal of Consumer Sciences, 6(2),
101-112.

Hollebeek, L. D., Clark, M. K., & Macky, K. (2019). Consumer brand engagement:
Measurement and validation. Journal of Business Research, 97, 245-257.
https://doi.org/10.1016/j.jbusres.2018.08.003

Hoyer, W. D., Maclinnis, D. J., & Pieters, R. (2020). Consumer behavior (7th ed.).
Cengage Learning.

Hsu, C. L., & Lin, J. C. C. (2020). Understanding the role of social motivations in
consumer purchase decision. International Journal of Information
Management, 53, 102151. https://doi.org/10.1016/j.ijinfomgt.2020.102151

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson
Education.


https://doi.org/10.1108/JPBM-12-2019-2665
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1057/s41599-024-03127-w
https://doi.org/10.1016/j.jbusres.2018.08.003
https://doi.org/10.1016/j.ijinfomgt.2020.102151

79

Kotler, P., Kartajaya, H., & Setiawan, |. (2021). Marketing 5.0: Technology for
humanity. John Wiley & Sons.

Lin, Q., & Nuangjamnong, C. (2022). The impact of influencer credibility and
customer engagement on purchase intention in TikTok Live commerce.
Journal of Asian Business and Economic Studies, 29(4), 512-527.
https://doi.org/10.1108/JABES-06-2021-0079

Liusito, M., Pramuditha, N., & Hartono, B. (2020). Social factors and perceived
value on consumer purchase decisions. Journal of Marketing Development
and Competitiveness, 14(1), 45-54.

Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs:
Exploring motivations for brand-related social media use. International
Journal of Advertising, 30(1), 13—46. https://doi.org/10.2501/IJA-30-1-013-
046

Ngilangil, K. M. (2022). Tiktok on SNSU students: Engagement and influence.
International Journal of English Literature and Social Sciences, 7(4), 150—
155. https://doi.org/10.22161/ijels.74.22

Nubli Adzhani, A., & Widodo, T. (2023). The influence of social media marketing
on consumer brand engagement (Adidas study on Tiktok application in
Bandung City). Quantitative Economics and Management Studies, 4(6),
1169-1182. https://doi.org/10.35877/454RI.qems2095

Nugraha, Y. D., Suliyanto, Permana, R. M. T., Azib, & Hadiarti, D. (2024). Impulsive
purchase behaviour of Z generation of Muslim women on Tikfok shop: The
application of S-O-R framework. Journal of Islamic Marketing, 15(2), 493—
517. https://doi.org/10.1108/JIMA-06-2022-0182

Ortiz, J. A. F., De Los M. Santos Corrada, M., Lopez, E., Dones, V., & Lugo, V. F.
(2023). Don’'t make ads, make Tiktoks: Media and brand engagement
through Gen Z's use of Tiktok and its significance in purchase intent.
Journal of Brand Management, 30(6), 535-549.
https://doi.org/10.1057/s41262-023-00330-z

Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies for
assessing and comparing indirect effects in multiple mediator models.
Behavior Research Methods, 40(3), 879-891.
https://doi.org/10.3758/BRM.40.3.879

Ryan, R. M., & Deci, E. L. (2000). Self-determination theory and the facilitation of
intrinsic motivation, social development, and well-being. American
Psychologist, 55(1), 68—78. https://doi.org/10.1037/0003-066X.55.1.68

Shoukat, M. H., Selem, K. M., Elgammal, |., Ramkissoon, H., & Amponsah, M.
(2023). Consequences of local culinary memorable experience: Evidence
from  Tiktok influencers. Acta Psychologica, 238, 103962.
https://doi.org/10.1016/j.actpsy.2023.103962


https://doi.org/10.1108/JABES-06-2021-0079
https://doi.org/10.22161/ijels.74.22
https://doi.org/10.35877/454RI.qems2095
https://doi.org/10.1108/JIMA-06-2022-0182
https://doi.org/10.1057/s41262-023-00330-z
https://doi.org/10.1037/0003-066X.55.1.68
https://doi.org/10.1016/j.actpsy.2023.103962

80

Solihin, D. (2020). The influence of trust on consumer purchasing decisions.
Journal of Management and Business, 8(2), 121-130.

Solomon, M. R. (2020). Consumer behavior: Buying, having, and being (13th ed.).
Pearson Education.

Susila, H. A. S. (2023). Pengaruh literasi keuangan, sikap keuangan, dan aplikasi
FinTech terhadubap perilaku konsumtif mahasiswa Fakultas Ekonomi dan
Bisnis Universitas Hasanuddin [Skripsi, Universitas Hasanuddin].
http://repository.unhas.ac.id/id/eprint/26617

Tjie, R. N. W. I. R. (2024). Pengaruh pengetahuan, kemudahan, keamanan,
manfaat, dan promo penggunaan QRIS terhadap perilaku konsumtif
mahasiswa Universitas Hasanuddin Makassar [Skripsi, Universitas
Hasanuddin].

Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2021). Customer engagement:
Exploring customer relationships beyond purchase. Journal of Marketing
Theory and Practice, 29(2), 122-138.
https://doi.org/10.1080/10696679.2021.1882454

We Are Social. (2024). Digital 2024: Indonesia.
https://datareportal.com/reports/digital-2024-indonesia

Wei, Y., Donthu, N., & Yu, C. (2020). The role of user autonomy in branding on
social networking sites: A perspective of self-determination theory. Journal
of Digital & Social Media Marketing, 8(2), 166—183.

Wongkitrungrueng, A., & Assarut, N. (2020). The role of live streaming in building
consumer frust and purchase intention in social commerce. Journal of
Retailing and Consumer Services, 54, 102010.
https://doi.org/10.1016/j.jretconser.2019.102010

Zhang, J., Xiao, Z., Zhu, Y., Huang, X., & Wu, Y. (2025). The impact of social
presence on consumer stickiness: The mediating role of trust and the
moderating effect of closeness. Current Psychology, 44, 2102—-2113.

Zhang, Y., Huang, J., & Li, P. (2025). Trust as a mediator between intrinsic
motivation and brand loyalty in digital ecosystems. Journal of Consumer
Psychology, 35(1), 78—94.

Zheng, R., Li, Z., & Na, S. (2022). Customer engagement in live-streaming e-
commerce: The differential effects of types of engagement on purchase
intention. Journal of Retailing and Consumer Services, 67, 102963.
https://doi.org/10.1016/j.jretconser.2022.102963


http://repository.unhas.ac.id/id/eprint/26617
https://doi.org/10.1080/10696679.2021.1882454
https://datareportal.com/reports/digital-2024-indonesia
https://doi.org/10.1016/j.jretconser.2019.102010
https://doi.org/10.1016/j.jretconser.2022.102963

