
82 
 

Ervira Hendrawati, 2025 

FAN LOYALTY DALAM K-POP: STUDI FENOMENOLOGI PADA PENGGEMAR AESPA MELALUI 

BRANDING METAVERSE 

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

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

DAFTAR PUSTAKA 

 

Abbas, M., Ibrahim, Tharir, T., Mangkona, S., Masyadi, & Karim, K. (2022). 

Maintaining Fan Loyalty in the Music Industry through a Cyber Marketing 

Strategy. International Journal of Artificial Intelligence Research, 6(1.2). 

Anshori, I. (2018). Melacak State Of The Art Fenomenologi Dalam Kajian Ilmu-

Ilmu Sosial. Halaqa: Islamic Education Journal, 2(2), 165–181. 

https://doi.org/10.21070/halaqa.v2i2.1814 

Ardhiyansyah, A., Maharani, D. P., Sari, S. P., & Mansur, U. (2021, June 15). K-

Pop Marketing Tactics That Build Fanatical Behavior. Nusantara Science 

and Technology Proceedings. 1st ICEMAC 2020: International 

Conference on Economics, Management, and Accounting. 

https://doi.org/10.11594/nstp.2021.1007 

Bell, C. (2021). Rising K-Pop Group aespa’s Concept Ties in Digital Culture, the 

SM Universe, and More. Teen Vogue. 

https://www.teenvogue.com/story/rising-k-pop-group-aespa-concept-

explained 

Campbell, T. (1994). Tujuh Teori Sosial: Sketsa, Penilaian, Perbandingan. 

Kanisius. 

Chan, J. C. (2022). K-pop Group Aespa to Launch NFT Collection With Artist 

Blake Kathryn. The Hollywood Reporter. 

https://www.hollywoodreporter.com/business/digital/aespa-nft-blake-

kathryn-1235230419/ 

Cheriyah, Y., & Hadi, A. R. (2024). The Rat Race among Fans: Tracing the 

Token of Love. Indonesian Journal of Economics, Social, and Humanities, 

6(2), 192–201. https://doi.org/10.31258/ijesh.6.2.192-201 

Choi, J. (2024). K-pop invasion: From a local trend to a global phenomenon, and 

beyond. Asia News Network. https://asianews.network/k-pop-invasion-

from-a-local-trend-to-a-global-phenomenon-and-beyond/ 

Cialdini, R. B., Borden, R. J., Thorne, A., Walker, M. R., Freeman, S., & Sloan, 

L. R. (1976). Basking in reflected glory: Three (football) field studies. 

Journal of Personality and Social Psychology, 34(3), 366–375. 

https://doi.org/10.1037/0022-3514.34.3.366 

Creswell, J. W. (2013). Qualitative Inquiry & Research Design: Choosing Among 

Five Approaches (3rd ed.). SAGE Publications. 

Ding, Y., & Zhuang, X. (2021). Why Chasing Kpop? Is Fandom Truely Crazy? 

—The Motivations and Behaviors of Kpop Fans. 3rd International 



83 
 

Ervira Hendrawati, 2025 

FAN LOYALTY DALAM K-POP: STUDI FENOMENOLOGI PADA PENGGEMAR AESPA MELALUI 

BRANDING METAVERSE 

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

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

Conference on Educational Reform, Management Science and Sociology, 

51–57. https://doi.org/DOI: 10.25236/ermss.2021.008 

Dong, S. H. (2023). REVIEW “Metaverse group” aespa takes stage with digital 

avatars, electrifies 5,000 fans. The Korea Times. 

https://www.koreatimes.co.kr/entertainment/k-pop/20230228/review-

metaverse-group-aespa-takes-stage-with-digital-avatars-electrifies-5000-

fans 

Dongre, D. (2022). The Five Pillars of K-Pop Marketing Strategies. Rollingstone 

India. https://rollingstoneindia.com/the-five-pillars-of-k-pop-marketing-

strategies/ 

Doyle, C. (Ed.). (2016). A Dictionary of Marketing. Oxford University Press. 

https://doi.org/10.1093/acref/9780198736424.001.0001 

Dupuis, A. (n.d.). For the Love of K-Pop Branding. Glantz. 

https://glantz.net/blog/for-the-love-of-k-pop-branding/ 

Fibrianto, A. S., Asrori, M. I., Mahardiansyah, D., Anggraini, L. M., Lailani, A. 

T. U., Azizah, S. N., & Trianjaya, A. (2020). Analysis of Globalization 

Phenomena: Forms of K-Pop Cultural Fanaticism Among Students (Case 

Study of Sociology Student at Universitas Negeri Malang). Proceedings of 

the International Conference on Social Studies and Environmental Issues 

(ICOSSEI 2019). International Conference on Social Studies and 

Environmental Issues (ICOSSEI 2019). 

https://doi.org/10.2991/assehr.k.200214.058 

Fouzbi, Z., & Yang, S. (2021). A Qualitative Study on Online Music 

Consumption: How do Online Music Consumers Develop Loyalty Towards 

Musicians as Brands in the Digital Era? [H1 - Master’s Degree (One 

Year), Lund University]. https://lup.lub.lu.se/student-

papers/search/publication/9056661 

Hong, C. (2020). SM’s New Girl Group aespa Shares Their Thoughts On 

Upcoming Debut + Announces Fan Club Name. Soompi. 

https://www.soompi.com/article/1438307wpp/sms-new-girl-group-aespa-

shares-their-thoughts-on-upcoming-debut-announces-fan-club-name 

Huang, Y.-A., Lin, C., & Phau, I. (2015). Idol attachment and human brand 

loyalty. European Journal of Marketing, 49(7/8), 1234–1255. 

https://doi.org/10.1108/EJM-07-2012-0416 

Jasman, A. (2024). The Culture of Korean Celebrities and Fan Service. Esquire. 

https://esquiresg.com/korean-celebrities-fan-service-fan-meets-fan-cams-

kpop/ 

Jauregi, A. G., Aramendia-Muneta, M. E., & Gómez-Cámara, I. (2025). Harmony 

in diversity: Unraveling the global impact of K-Pop through social media 



84 
 

Ervira Hendrawati, 2025 

FAN LOYALTY DALAM K-POP: STUDI FENOMENOLOGI PADA PENGGEMAR AESPA MELALUI 

BRANDING METAVERSE 

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

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

and fandom dynamics. Media Asia, 1–27. 

https://doi.org/10.1080/01296612.2025.2480451 

Jaxentia, J., & Widiatmika, K. P. (2022). Analisis Penggunaan Transmedia 

Branding dalam Strategi Branding AESPA = Transmedia Branding 

Analysis in AESPA’s Branding Strategy [Bachelor’s Thesis, Universitas 

Indonesia]. https://lib.ui.ac.id/detail?id=20528901&lokasi=lokal 

Jenol, N. A. https://doi.org/10.1080/23311886.2022.2062914, & Pazil, N. H. A. 

(2022). “I found my talent after I become a K-pop fan”: K-pop 

participatory culture unleashing talents among Malaysian youth. Cogent 

Social Sciences, 8(1), 2062914. 

https://doi.org/10.1080/23311886.2022.2062914 

Jeong, M., & Kim, S. (2023). What makes “aespa”, the first metaverse girl group 

in the K-pop universe, succeed in the global entertainment industry? 32nd 

European Conference of the International Telecommunications Society 

(ITS): “Realising the Digital Decade in the European Union – Easier Said 

than Done?” https://www.econstor.eu/handle/10419/277980 

Jones, K. (2022). The Importance Of Branding In Business. Forbes. 

https://www.forbes.com/councils/forbesagencycouncil/2021/03/24/the-

importance-of-branding-in-business/ 

Karsono, Purwanto, & Salman, A. M. B. (2021). Strategi Branding Dalam 

Meningkatkan Kepercayaan Masyarakat Terhadap Madrasah Tsanawiyah 

Negeri. Jurnal Ilmiah Ekonomi Islam, 7(2), 869–880. 

http://dx.doi.org/10.29040/jiei.v7i2.2649 

Kim, J., Kim, K., Park, B., & Choi, H. (2022). The Phenomenon and 

Development of K-Pop: The Relationship between Success Factors of K-

Pop and the National Image, Social Network Service Citizenship 

Behavior, and Tourist Behavioral Intention. Sustainability, 14(6), 01–30. 

https://doi.org/10.3390/su14063200 

Kim, T. H. (2024). [Aespa] The Real World Dazzling with Autonomy and 

Solidarity, [Armageddon] | PLUS MAGAZINE ORIGINAL. Plus 

Magazine. 

https://poc.mnetplus.world/plusmagazine/en/plusmagazineoriginal/detail/1

34 

Kodrat, D. D. S. (2020). Manajemen Merek dan Strategi E-Commerce: 

Pendekatan Praktis. Prenada Media. 

Kotler, P., Keller, K. L., & Chernev, A. (2022). Marketing Management (16e ed.). 

Pearson Education Limited. 



85 
 

Ervira Hendrawati, 2025 

FAN LOYALTY DALAM K-POP: STUDI FENOMENOLOGI PADA PENGGEMAR AESPA MELALUI 

BRANDING METAVERSE 

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

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

Ktimes. (2024). Critics name aespa’s “Supernova” as “Song of the Year.” The 

Korea Times. https://www.koreatimes.co.kr/entertainment/k-

pop/20241231/critics-name-aespas-supernova-as-song-of-the-year 

LDPlayer. (2022, November 27). Epic Seven x aespa Collaboration Event Guide. 

https://www.ldplayer.net/blog/epic-seven-x-aespa-collaboration-event-

guide.html 

Le, H. Q. (2018). Effective marketing strategies in K-pop industry [Seinäjoki 

University of Applied Sciences]. https://urn.fi/URN:NBN:fi:amk-

2018121321410 

Lee, C. (Director). (2021). aespa 에스파 ’ep.1 Black Mamba’—SM Culture 

Universe [Video recording]. SM Entertainment. 

https://www.youtube.com/watch?v=vbH4Lk5wYWg 

Lewis, A. (2021). Aespa Selected as the K-Pop Group Most Loved Among Gen 

Z’s. KpopStarz. 

https://www.kpopstarz.com/articles/299904/20210705/aespa-selected-k-

pop-group-loved-gen-z.htm 

Li, K. (2023). AESPA: The Digital Music Era and Its Impact on Generation Z. In 

L. F. Ying, Ts. Dr. S. H. Halili, & D. Mishra (Eds.), Proceedings of the 

2nd International Conference on Education, Language and Art (ICELA 

2022) (pp. 908–915). Atlantis Press SARL. https://doi.org/10.2991/978-2-

38476-004-6_110 

Li, Y. (2022). Exploring the Branding of Korean Entertainment Industry from 

Human Brand and Brand Loyalty. 2022 8th International Conference on 

Humanities and Social Science Research, 1857–1861. 

https://doi.org/10.2991/assehr.k.220504.337 

Ma, Z., Song, L., Zhou, J., Chong, W., & Xiong, W. (2022). How Do Comeback 

Korean Pop Performers Acquire Audience Empathetic Attachment and 

Sustained Loyalty? Parasocial Interactions Through Live Stream Shows. 

Frontiers in Psychology, 13, 865698. 

https://doi.org/10.3389/fpsyg.2022.865698 

Mahmoudian, A., Boroujerdi, S., Mohammadi, S., Delshab, V., & Do, Y. P. 

(2021). Testing the impact of athlete brand image attributes on fan loyalty. 

Journal of Business & Industrial Marketing, 36(2), 244–255. 

https://doi.org/10.1108/JBIM-10-2019-0464 

Marwati, A. R., Rivan, M. W., & Diwangkara, R. (2024). Studi Etnografi Perilaku 

Konsumtif Fandom NCT pada Pembelian Album dan Merchandise K-Pop. 

Juremi: Jurnal Riset Ekonomi, 4(2), 467–490. 



86 
 

Ervira Hendrawati, 2025 

FAN LOYALTY DALAM K-POP: STUDI FENOMENOLOGI PADA PENGGEMAR AESPA MELALUI 

BRANDING METAVERSE 

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

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

Maryam, I., & Widjajani, S. (2023). Pelatihan Branding dan Packaging Produk 

UMKM di Desa Ganggeng Kabupaten Purworejo. Jurnal Terapan 

Ekonomi dan Bisnis, 3(1), 1–11. https://doi.org/10.24269/jteb.v3i1.6757 

Mutiara, S. (2024). Canggih dan Unik, aespa Luncurkan Album Versi CDP yang 

Bisa Langsung Didengarkan Pakai Earphone. FIMELA. 

https://www.fimela.com/entertainment/read/5603941/canggih-dan-unik-

aespa-luncurkan-album-versi-cdp-yang-bisa-langsung-didengarkan-pakai-

earphone?page=2 

Nasution, Dr. A. F. (2023). Metode Penelitian Kualitatif (1st ed.). CV Harfa 

Creative. 

Nindito, S. (2015). Fenomenologi Alfred Schutz: Studi tentang Konstruksi Makna 

dan Realitas dalam Ilmu Sosial. Jurnal ILMU KOMUNIKASI, 2(1). 

https://doi.org/10.24002/jik.v2i1.254 

Nova. (2024). NewJeans Takes Top Spot in 4th Generation Girl Group Trend 

Index, Surpassing aespa and IVE. Kpopmap. 

https://www.kpopmap.com/newjeans-takes-top-spot-in-4th-generation-

girl-group-trend-index-surpassing-aespa-and-ive/ 

Obiegbu, J., Larsen, G., Ellis, N., & O’Reilly, D. (2019). Co-constructing loyalty 

in an era of digital music fandom: An experiential-discursive perspective. 

European Journal of Marketing, 53(3), 463–482. 

https://doi.org/10.1108/EJM-10-2017-0754 

Oktaviani, F. (2018). Strategi Branding Public Relations “Jendela Alam” dalam 

Mengembangkan Produk Agrowisata. Mediator: Jurnal Komunikasi, 

11(2), 203–213. https://doi.org/10.29313/mediator.v11i2.3950 

Perbawani, P. S., & Nuralin, A. J. (2021). Hubungan Parasosial dan Perilaku 

Loyalitas Fans dalam Fandom KPop di Indonesia. Lontar: Jurnal Ilmu 

Komunikasi, 9(1), 42–54. https://doi.org/10.30656/lontar.v9i1.3056 

Permana, H. (2023). Effective Branding Strategy to Build a Strong Brand. Jurnal 

Scientia, 12(4), 313–319. 

Prasetyo, B. D., & Febriani, N. S. (2020). Strategi Branding: Teori dan Perspektif 

Komunikasi dalam Bisnis. UB Press. 

Prastowo, A. (2016). Metode Penelitian Kualitatif dalam Perspektif Rancangan 

Penelitian (3rd ed.). Ar-Ruzz Media. 

Rahmasari, K., & Purwaningtyas, M. P. F. (2022). The Extended Self: Youth’s 

Identity in the Music Consumption of Indonesian Spotify Users. Jurnal 

Riset Komunikasi, 5(2), 187–206. 

https://doi.org/10.38194/jurkom.v5i2.548 



87 
 

Ervira Hendrawati, 2025 

FAN LOYALTY DALAM K-POP: STUDI FENOMENOLOGI PADA PENGGEMAR AESPA MELALUI 

BRANDING METAVERSE 

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

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

Rahyadi, I., Risky, N. N., Sativa, R. A. O., & Naibaho, M. A. (2022). Dynamic of 

K-Pop and Social Media Potential for Fan Activities: A Comprehensive 

Review. INFOKUM, 10(5). 

https://infor.seaninstitute.org/index.php/infokum/article/view/1270 

Rosyada, Prof. Dr. D. (2020). Penelitian Kualitatif Untuk Ilmu Pendidikan (1st 

ed.). Prenada Media. 

Shim, S. A. (2023). Aespa’s “My World” becomes most-sold album from K-pop 

girl group on 1st day. Yonhap News. 

https://en.yna.co.kr/view/AEN20230509004000315 

Siregar, S. (2013). Metode Penelitian Kuantitatif: Dilengkapi dengan 

Perbandingan Perhitungan Manual & SPSS (1st ed.). PT Fajar 

Interpratama Mandiri. 

SM Entertainment. (2021, October 7). SM Lee Sung Su’s keynote speech at “2021 

STARTUP:CON. SM Entertainment. 

https://www.smentertainment.com/PressCenter/Details/7415 

Sukomardojo, T., Anwar, F., Djalipa, D., Barki, K., & Za, S. Z. (2023). Creative 

Economy Branding: Conquering Markets Through Innovation and Brand 

Excellence. Branding: Jurnal Manajemen Dan Bisnis, 2(1), 54–64. 

https://doi.org/10.15575/jb.v2i1.29165 

Supraja, M., & Al Akbar, N. (2020). Alfred Schutz: Pengarusutamaan 

fenomenologi dalam tradisi ilmu sosial (1st ed.). Gajah Mada University 

Press. 

Syaifudin, R., Desmawan, D., & Setyadi, S. (2021). Strategi Hotel Branding 

Akibat Pandemi Covid-19 Studi Kasus pada Hotel Bintang Empat dan 

Lima di Provisi Banten. Jurnal Valuasi: Jurnal Ilmiah Ilmu Manajemen 

dan Kewirausahaan, 1(1), 243–257. https://doi.org/10.46306/vls.v1i1.20 

Tumangkeng, S. Y. L., & Maramis, J. B. (n.d.). Kajian Pendekatan 

Fenomenologi: Literautre Review. 

Valenciana, C., & Pudjibudojo, J. K. K. (2022). Korean Wave; Fenomena Budaya 

Pop Korea pada Remaja Milenial di Indonesia. Jurnal Diversita, 8(2), 

205–214. https://doi.org/10.31289/diversita.v8i2.6989 

Wang, A. X. (2018). How K-Pop Conquered the West. RollingStone. 

https://www.rollingstone.com/music/music-features/bts-kpop-albums-

bands-global-takeover-707139/ 

Wardani, E. P., & Kusuma, R. S. (2021). Interaksi Parasosial Penggemar K-Pop di 

Media Sosial (Studi Kualitatif pada Fandom Army di Twitter). Bricolage: 

Jurnal Magister Ilmu Komunikasi, 7(2), 243–260. 

http://dx.doi.org/10.30813/bricolage.v7i2.2755 



88 
 

Ervira Hendrawati, 2025 

FAN LOYALTY DALAM K-POP: STUDI FENOMENOLOGI PADA PENGGEMAR AESPA MELALUI 

BRANDING METAVERSE 

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

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

Wiastuti, R. D., & Sigar, G. (2021). Pengaruh Brand Experience Terhadap Brand 

Loyalty Pada Restoran. Jurnal Destinasi Pariwisata, 9(2), 322. 

https://doi.org/10.24843/JDEPAR.2021.v09.i02.p10 

Widyastuti. (2022). Pengaruh Brand Ambassador NCT 127 terhadap Brand Image 

Nu Green Tea Sebagai Minuman Teh Hijau Sehat dan Segar. KomUtama, 

11(1), 33–45. 

Wita, G., & Mursal, I. F. (2022). Fenomenologi dalam Kajian Sosial Sebuah Studi 

Tentang Konstruksi Makna. Titian: Jurnal Ilmu Humaniora, 6(2), 325–

338. https://doi.org/10.22437/titian.v6i2.21211 

Xu, M. (2023). Research on the Current Development and Optimization of K-pop 

Industry’s Digital Marketing Strategy. Highlights in Business, Economics 

and Management, 23, 132–141. https://doi.org/10.54097/kn9zbh11 

Yuliani, N. L., Efendi, M. R., Sanjaya, O., Fuadi, M. I., Faisal, A., & Rainaldy, A. 

(2022). Development of digital marketing models for MSMEs to improve 

the community’s economy. Community Empowerment, 7(4), 731–736. 

https://doi.org/10.31603/ce.5587 

Zulfikar, I. (2022). Building a Strong Brand: Marketing Strategy to Increase 

Brand Awareness and Consumer Loyalty. Neo Journal of Economy and 

Social Humanities, 1(4), 280–284. 

 

 

 

 

 

 

 

 

 

 

 

 


