DAFTAR PUSTAKA

Abdullah, F. (2019). FENOMENA DIGITAL ERA REVOLUSI INDUSTRI 4.0.
Jurnal Dimensi DKV Seni Rupa Dan Desain, 4(1). Retrieved from
http://www.carahsoft.com/community/the-digital-government-americans-
deserve

Afifi, S, & Hariyanti, P. (2021). The relationship  marketing
communicationstrategy during the covid-19 pandemic: A case study of islamic
schools inyogyakarta. 3rd Jogjakarta Communication Conference.
Yogyakarta: Atlantis Press.

Amoah, J., & Jibril, A. B. (2020). Inhibitors of social media as an innovative tool
for advertising and MARKETING communication: Evidence from SMEs in a
developing country. Innovative Marketing.

Anggriyanto, Y. P. (2020). Analisis Semiotika Makna Kepercayaan Diri dalam
Iklan Djarum Super Versi I Dare : Volcano Boarding di YouTube (Thesis).
Universitas Kristen Satya Wacana, Salatiga.

Bandura, A. (1997). Self-efficacy: The exercise of control. In Self-efficacy: The
exercise of control. New York, NY, US: W H Freeman/Times Books/ Henry
Holt & Co.

Barthes, Roland. (1986). Elements of Semiology. New York: HILL and WANG.

Boronat, C., Andrés-Perpifia, S., & Botella, J. (2015). Body image and eating
disorders: A review of research in the last decade. Psicothema, 27(2), 154-
160., 27(2), 154-160.

Bouzida, F. (2014). The Semiology Analysis in Media Studies - Roland Barthes
Approach. Proceeding in SOCIOINT14-Internastional Conference and Social
Science and Humanities.

Brown, H. (2000). Personality Factors. Principles of Language Learning and
Teaching. New Year: Pearson education.

Budiman, K. (2011). Semiotika Visual. Yogyakarta: Jalasutra.

Burrowes, N. (2013). Body image — a rapid evidence assessment of the literature.
United Kingdom.

Cash, T. F., & Pruzinsky, T. (2002). Body image: A handbook of theory, research,
and clinical practice. New York: Guilford Press.

Chandler, D. (2022). Semiotics: The Basic Second Edition. New York: Taylor &
Francis.

Chaplin, J. P. (2009). Kamus Lengkap Psikologi. Jakarta: Rajagrafindo Persada.

Christinawati, C., & Junaidi, A. (2020). Standar Kecantikan Perempuan Berhijab
dalam Iklan Televisi (Analisa Semiotika Iklan Wardah Versi Feel The
Beauty). Prologia, 4(1), 209. https://doi.org/10.24912/pr.v4i1.6477

Clark, R. A., Goldsmith, R. E., & Goldsmith, E. B. (2008). Market mavenism and
consumer self-confidence. Journal of Consumer Behaviour, 7(3), 239-248.
https://doi.org/10.1002/cb.248

Alya Kamila, 2024

REPRESENTASI| KEPERCAYAAN DIRI PEREMPUAN DALAM IKLAN SHAMPOO DOVE “RAMBUTKU

MAHKOTAKU”

UPN Veteran Jakarta, Fakultas Ilmu Sosial dan limu Politik, S1 llmu Komunikasi
[www.upnvj.ac.id — www.library.upnvj.ac.id — www.repository.upnvj.ac.id]



http://www.library.upnvj.ac.id/

Croteau, D. R., & Hoynes, W. D. (2003). Media/Society: Technology, Industries,
Content, and Users. California: Pine Forge Press.

Damayanti, N. P. W., Devi Maharani Santika, I. D. A., & Eka Pratiwi, D. P. (2021).
Semiotic Analysis of Mentos Advertisement. Humanis, 25(3), 259.
https://doi.org/10.24843/JH.2021.V25.103.P01

Danesi, M. (2010). Pesan Tanda dan Makna: Buku Teks Dasar Mengenai
Semiotika dan Teori Komunikasi. Yogyakarta: Jalasutra.

Denzin, N. K., & Lincoln, Y. S. (2018). The Sage Handbook of Qualitative
Research, 5th ed. London: Sage Publication.

Dewan Periklanan Indonesia. (2020). Etika Pariwara Indonesia. Jakarta.

Ernawati, E., & Sari, R. N. (2020). Representasi Kesadaran Budaya Lokal Perupa
dalam Penciptaan Karya Seni Rupa dan Desain Era Kontemporer. INVENSI,
5(2), 81-99. https://doi.org/10.24821/invensi.v5i2.4371

Firmansyah, M. A. (2020). Komunikasi Pemasaran. Pasuruan: Qiara Media.

Fiske, J. (2011). Introduction to Communication Studies. London: Routledge.

Frost, J., & Mckelvie, S. (2005). The Relationship of Self-Esteem and Body
Satisfaction to Exercise Activity for Male and Female Elementary School,
High School, and University Students. Athletic Insight, 7.

Ghufron, M. N., & Risnawati, R. S. (2017). Teori-teori Psikologi. Yogyakarta: Ar-
Ruzz Media.

Groesz, L. M., Levine, M. P., & Murnen, S. K. (2002). The effect of experimental
presentation of thin media images on body satisfaction: A meta-analytic
review. International Journal of Eating Disorders, 31(1), 1-16.

Hakim, T. (2005). Mengatasi rasa tidak percaya diri. Jakarta: Puspa Swara.

Hall, S. (2003). Representation: cultural representations and signifying practices.
London: Open University.

Harris, S. (2009). The relationship Between Self-Esteem and Academic Success
among African American Students in the Minority Engineering Program at a
Research Extensive University in the Southern Portion of the United States.
Louisiana State University, Los Angeles.

Junaedi, F. (2022). PELARI: Pelanggaran Etika Periklanan. Yogyakarta: Buku
Litera.

Karamoy, M. V, Andriani, F., & Yusuf, O. (2022). Representasi Konsep Percaya
Diri Dalam lklan Head&Shoulders Edisi Bloopers Bersama Joe Taslim.
Journal: Publication for Advertising Studies, 1(2).

Kennedy, John. E., & Soemanagara, R. D. (2009). Marketing Communication —
Taktik dan Strategi. Jakarta: Buana lImu.

Kirby, J. (2006). Connected Marketing: The Viral, Buzz and Word of Mouth
Revolution. Amsterdam: Elsevier.

Kotler, Phillip, & Keller, K. L. (2016). Marketing Management (15th ed.). Essex:
Pearson Education.

Alya Kamila, 2024

REPRESENTASI| KEPERCAYAAN DIRI PEREMPUAN DALAM IKLAN SHAMPOO DOVE “RAMBUTKU

MAHKOTAKU”

UPN Veteran Jakarta, Fakultas Ilmu Sosial dan limu Politik, S1 llmu Komunikasi
[www.upnvj.ac.id — www.library.upnvj.ac.id — www.repository.upnvj.ac.id]

Xi


http://www.library.upnvj.ac.id/

Kotler, Phillips, & Amstrong, G. (2017). Principles of Marketing. New Jersey:
Prentice Hall.

Lauster, P. (2003). Tes kepribadian. Bantul: Bumi Aksara.

Lee, M. (2007). Prinsip-prinsip Pokok Periklanan Dalam Perpektif Global. Jakarta:
Kencana Prenada Media Group.

Leony, B., Susilo, D., Jessica, Paolo, K., & Sakura, P. (2022). Makna Mitos Body
Shaming Pada Film Imperfect Karya Ernest Prakasa. Soetomo Communication
and Humanities, 3(1), 56-66. https://doi.org/10.25139/sch.v3i1.4480

Ligariaty, Y. I., & Irwansyah, I. (2021). NARASI PERSUASI SOCIAL MEDIA
INFLUENCER DALAM MEMBANGUN KONSEP KECANTIKAN DAN
KEPERCAYAAN DIRI. Jurnal Pustaka Komunikasi, 4(2), 173-186.
https://doi.org/10.32509/pustakom.v4i2.1495

Littlejohn, S. W., & Foss, K. A. (2014). Encyclopedia of Communication Theory.
In  Family Communication. Thousand Oaks: Sage Publication.
https://doi.org/10.4324/9781315228846-3

Lukitaningsih, A. (2013). IKLAN YANG EFEKTIF SEBAGAI STRATEGI
KOMUNIKASI PEMASARAN. Jurnal Ekonomi Dan Kewirausahaan, 13(2),
116-129.

Maeni, P. R., & Ningtyas, T. (2021). Mereduksi Stigma Negatif Pada Perempuan
Muslim Pengemudi Ojek Online Di Kota Kediri. An-Nisa’: Jurnal Kajian
Perempuan Dan Keislaman, 14(2), 1-13.
https://doi.org/10.35719/annisa.v14i2.60

Morissan, M. A. (2010). Periklanan: Komunikasi Pemasaran Terpadu. Jakarta:
Kencana Prenada Media Group.

Mufid, M. (2012). Etika dan filsafat komunikas. Jakarta: Prenada Media.

Mulyana, D. (2017). llmu Komunikasi Suatu Pengantar. Bandung: Remaja
Rosdakarya.

Mustafa, S., & Al-Abdallah, G. (2020). The evaluation of traditional
communication channels and its impact on purchasedecision. Management
Science Letters, 10(7).

Noor, F., & Wahyuningratna, R. N. (2017). REPRESENTASI SENSUALITAS
PEREMPUAN DALAM IKLAN NEW ERA BOOTS DI
TELEVISI(KAJIAN SEMIOTIKA ROLAND BARTHES). IKRAITH-
Humaniora, 1(2).

Norman, M., & Hyland, T. (2003). The Role of Confidence in Lifelong Learning.
Educational Studies, 29(2-3), 261-272.
https://doi.org/10.1080/03055690303275

Nugroho, Y. K., & Hamzah, R. E. (2018). REPRESENTASI SIKAP OPTIMISME
DALAM TAMPILAN IKLAN NIVEA MEN. WACANA, Jurnal limiah limu
Komunikasi, 17(1), 105. https://doi.org/10.32509/wacana.v17i1.16

Alya Kamila, 2024

REPRESENTASI| KEPERCAYAAN DIRI PEREMPUAN DALAM IKLAN SHAMPOO DOVE “RAMBUTKU
MAHKOTAKU”

UPN Veteran Jakarta, Fakultas Ilmu Sosial dan limu Politik, S1 llmu Komunikasi

[www.upnvj.ac.id — www.library.upnvj.ac.id — www.repository.upnvj.ac.id]

xii


http://www.library.upnvj.ac.id/

Ouvrein, G., De Backer, C. J. S., & Vandebosch, H. (2018). Online celebrity
aggression: A combination of low empathy and high moral disengagement?
The relationship between empathy and moral disengagement and adolescents’
online celebrity aggression. Computers in Human Behavior, 89, 61-609.
https://doi.org/10.1016/j.chb.2018.07.029

Panuju, R. (2019). KOMUNIKASI PEMASARAN: Pemasaran sebagai Gejala
Komunikasi Komunikasi sebagai Strategi Pemasaran. Jakarta: Prenada Media
Group.

Piliang, Y. A. (2018). Hipersemiotika : tafsir cultural studies atas matinya makna.
Yogyakarta: Jalasutra.

Prihhartini, S. (2014). REPRESENTASI PEREMPUAN BERAMBUT PIRANG
DALAM BLONDE JOKES. Jurnal Makna, 4(2).

Réklaitis, K., & Pileliené, L. (2019). Principle Differences between B2B and B2C
Marketing Communication Processes. Management of Organizations:
Systematic Research, 81(1), 73-86. https://doi.org/10.1515/mosr-2019-0005

Safitri, K., & Djumena, E. (2023). BEI: Indonesia yang Pertumbuhan Perusahaan
Baru Tercatatnya Terbesar di Dunia. Retrieved June 20, 2023, from Kompas
website: https://money.kompas.com/read/2023/06/28/173900826/bei--
indonesia-yang-pertumbuhan-perusahaan-baru-tercatatnya-terbesar-di-
dunia?page=all

Sakinah. (2018). “Ini Bukan Lelucon”: Body Shaming, Citra Tubuh, Dampak dan
Cara Mengatasinya Sakinah. Jurnal Emik, 1(1). Retrieved from
https://www.liputan6.com/lifestyle/read/2169617/

Salem, A. (2015). General Self Confidence and Its Implication on Students’
Achievement in Oral Presentation. Journal of English Education and
Linguistics Studies.

Sapanca, A., Ramadan, M., & Ramadlan, T. J. (2021). Representasi Perempuan
Ideal dalam Iklan New Veet Silk &amp; Fresh Tahun 2017. Jurnal Audiens,
3(1), 11-20. https://doi.org/10.18196/jas.v3i1.11697

Sebayang, C. M. (2017). ANALISIS SEMIOTIKA REPRESENTASI
KECANTIKAN PADA IKLAN PANTENE TOTAL DAMAGE CARE 10
VERSI RALINE SHAH DI MEDIA TELEVISI. EJournal IImu Komunikasi,
5(2).

Setiawan, H. (2019). Wanita, Jilbab & Akhlak. Sukabumi: CV Jejak.

Setiyono, J., & Sutrimah. (2016). ANALISIS TEKS DAN KONTEKS PADA
IKLAN OPERATOR SELULER (XL DENGAN KARTU AS). JURNAL
PEDAGOGIA , 5(2).

Shimp, T. A. (2013). Advertising Promotion and Other Aspects of Integrated
Marketing Communications. Boston: Cengage Learning.

Siregar, Y. B. (2022). EVOLUSI PERILAKU KONSUMEN DI ERA DIGITAL.
Jakarta. Retrieved from https://id.wikipedia.org/

Alya Kamila, 2024

REPRESENTASI| KEPERCAYAAN DIRI PEREMPUAN DALAM IKLAN SHAMPOO DOVE “RAMBUTKU

MAHKOTAKU”

UPN Veteran Jakarta, Fakultas Ilmu Sosial dan limu Politik, S1 llmu Komunikasi
[www.upnvj.ac.id — www.library.upnvj.ac.id — www.repository.upnvj.ac.id]

Xiii


http://www.library.upnvj.ac.id/

Sobur, A. (2016). Semiotika Komunikasi,. Bandung: PT Remaja Rosydakarya.

Stice, E., Shaw, H., & Marti, C. N. (2007). A meta-analytic review of eating
disorder preventive interventions. International Journal of Eating Disorders,
40(3), 321-336.

Suherman. (2021). PENERAPAN PEMBELAJARAN SPRINT GAWANG
UNTUK. Journal of Elementary Education, 04.

Suprida, E. (2020). BOSAN DENGAN RAMBUT HITAM: KAJIAN BUDAYA
TENTANG TREN MEWARNAI RAMBUT DI KECAMATAN KOTA
KUALA SIMPANG KABUPATEN ACEH TAMIANG. Aceh
Anthropological Journal, 4(1), 110. https://doi.org/10.29103/aaj.v4i1.3155

Syahrani, R. (1999). Rangkuman Intisari lImu Hukum. Bandung: Citra Aditya
Bakti.

Tasnim, Sudarso, A., Anggusti, M., Tanjung, R. N. M. R., Mistriani, N.,
Simatupang, Y. B. S. S., ... Dewi, 1. K. (2021). Komunikasi Pemasaran.
Medan: Yayasan Kita Menulis.

Tiggemann, M., & Slater, A. (2014). NetGirls: The Internet, Girls, and the
Negotiation of Identity. New York: Peter Lang.

VanVonderen, K. E., & Kinnally, W. (2012). Media Effects on Body Image:
Examining Media Exposure in the Broader Context of Internal and Other
Social Factors.

Wells, W. (1989). Advertising Principles & Practice. Unites States: Prentice Hall.

Wibowo, I. S. W. (2013). Semiotika Komunikasi: Aplikasi praktis bagi penelitian
dan skripsi komunikasi. Jakarta: Mitra Wacana Media.

Widiastuti, R. (2016). Membaca Rambut Perempuan di Media Massa. Jurnal
Komunikasi, 2(2), 373-382.

Wright, J. H. (2008). Building Self-Cconfidence With Encouraging Words. Los
Angeles: Total Recall Publications.

Young, J. (1999). Representation in Literature. Literature & Aesthetics, 9.

Yuliyanti, F. D., Bajari, A., & Mulyana, S. (2017). Representasi Maskulinitas
Dalam Iklan Televisi Pond’s Men #Lelakimasakini (Analisis Semiotika
Roland Barthes Terhadap Representasi Maskulinitas). Jurnal Komunikasi,
9(1), 16. https://doi.org/10.24912/jk.v9i1.180

Alya Kamila, 2024

REPRESENTASI| KEPERCAYAAN DIRI PEREMPUAN DALAM IKLAN SHAMPOO DOVE “RAMBUTKU
MAHKOTAKU”

UPN Veteran Jakarta, Fakultas Ilmu Sosial dan limu Politik, S1 llmu Komunikasi

[www.upnvj.ac.id — www.library.upnvj.ac.id — www.repository.upnvj.ac.id]

Xiv


http://www.library.upnvj.ac.id/

