DAFTAR PUSTAKA

Al-Mu’ani, L., Alrwashdeh, M., Ali, H., & Al-Assaf, K. T. (2023). The effect of
social media influencers on purchase intention: Examining the mediating role
of brand attitude. International Journal of Data and Network Science, 7(3),
1217-1226. https://doi.org/10.5267/].1jdns.2023.5.003

Amalina, F., Azman, M., & Mustaffa, N. (2023). The Impact of User Generated
Content on Food Purchase Intention Through TikTok Platform. Islam. Comm.
& Media |, 3. https://doi.org/10.33102/]

Annur, C. M. (2023). Survei KIC-Kominfo: Pengguna TikTok di Indonesia Meroket
Tajam Semenjak Pandemi Covid-19. Katadata.
https://databoks.katadata.co.id/teknologi-

telekomunikasi/statistik/4d07ecclaf04a0d/survei-kic-kominfo-pengguna-

tiktok-di-indonesia-meroket-tajam-semenjak-pandemi-covid-19

Arianto. (2021). Komunikasi Pemasaran: Konsep dan Aplikasi di Eva Digital.

Airlangga University Press.

Aziz, A., Bait, D., Indrawan, Destiany, M., & Wenario, E. F. (2022). Advertising,

New Media, and Intercultural Communication. Inara Publisher.

Barta, S., Belanche, D., Ferndndez, A., & Flavian, M. (2023). Influencer marketing
on TikTok: The effectiveness of humor and followers’ hedonic experience.
Journal  of Retailing and  Consumer  Services, 70, 103149.
https://doi.org/10.1016/j.jretconser.2022.103149

Belanche, D., Casalo, L. V., Flavian, M., & Ibafnez-Sanchez, S. (2021).
Understanding influencer marketing: The role of congruence between

influencers, products and consumers. Journal of Business Research, 132, 186—

195. https://doi.org/10.1016/j.jbusres.2021.03.067

Belch, G. E., & Belch, M. A. (2018). Advertising and Promotion: An Integrated

Marketing Communications Perspective. McGraw-Hill Education.

Sanaz Nurhikmah, 2025

PENGARUH SOFT SELLING KONTEN REDDOG DAN INFLUENCER TIKTOK @STEGULU TERHADAP 88
MINAT BELI FOLLOWERS

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]


https://doi.org/10.5267/j.ijdns.2023.5.003
https://doi.org/10.33102/j
https://databoks.katadata.co.id/teknologi-telekomunikasi/statistik/4d07ecc1af04a0d/survei-kic-kominfo-pengguna-tiktok-di-indonesia-meroket-tajam-semenjak-pandemi-covid-19
https://databoks.katadata.co.id/teknologi-telekomunikasi/statistik/4d07ecc1af04a0d/survei-kic-kominfo-pengguna-tiktok-di-indonesia-meroket-tajam-semenjak-pandemi-covid-19
https://databoks.katadata.co.id/teknologi-telekomunikasi/statistik/4d07ecc1af04a0d/survei-kic-kominfo-pengguna-tiktok-di-indonesia-meroket-tajam-semenjak-pandemi-covid-19
https://doi.org/10.1016/j.jretconser.2022.103149
https://doi.org/10.1016/j.jbusres.2021.03.067

Ceci, L. (2025). Countries with the most TikTok wusers 2025. Statista.
https://www.statista.com/statistics/1299807/number-of-monthly-unique-
tiktok-users/#:~:text=Countries with the most TikTok users 2025&text=As of
February 2025%2C the,around 107.7 million TikTok users

Conde, R., & Casais, B. (2023). Micro, macro and mega-influencers on instagram:
The power of persuasion via the parasocial relationship. Journal of Business
Research, 158(January), 113708.
https://doi.org/10.1016/].jbusres.2023.113708

Dausat, M. R. J., & Muthohar, M. (2023). Pengaruh Dimensi Kredibilitas
Influencer: Attractiveness, Trustworthiness Dan Expertise Terhadap Niat
Membeli Pada Produk “Safi-Skincare.” SANTRI: Jurnal Ekonomi Dan
Keuangan Islam, 2(1), 101-121. https://doi.org/10.61132/santri.v2i1.205

Dewi, N. P. S., Asnawi, A., Amelia, Adif, R. M., Putri, T. D., Okviana, L., Jaya, R.
C., Meltareza, R., Wiryany, D., & Bramantyo, B. D. (2024). Komunikasi

Pemasaran. Penamuda Media.

Dey, A. (2024). Influencer Marketing: Popularity of Brand Posts Among Youth
using Instagram in Guwahati, Assam. Indian Journal of Mass Communication

and Journalism, 3(3), 16-21. https://doi.org/10.54105/ijmcj.C1069.03030324

Dufty, B. E. (2020). Social Media Influencers. The International Encyclopedia of
Gender, Media, and Communication, April, 1-4.
https://doi.org/10.1002/9781119429128.iegmc219

Faizaty, N. E., & Laili, R. (2021). Dampak Soft selling Dalam Digital Marketing
Pada Pengambilan Keputusan Pembelian (Studi Pada Platform Grup
Facebook Jago Jualan). 04, 46-57.
https://doi.org/https://doi.org/10.30737/JIMEK.V411.1307

Foster, B., Rahmayanti, R., Reyta, F., Purnama, S., Johansyah, M. D., & Saberina,
S. (2021). Book Chapter Pendidikan Pemasaran di Era Digital 4.0.
BITREAD.

Sanaz Nurhikmah, 2025

PENGARUH SOFT SELLING KONTEN REDDOG DAN INFLUENCER TIKTOK @STEGULU TERHADAP 89
MINAT BELI FOLLOWERS

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]


https://doi.org/10.1016/j.jbusres.2023.113708
https://doi.org/10.61132/santri.v2i1.205
https://doi.org/10.54105/ijmcj.C1069.03030324
https://doi.org/10.1002/9781119429128.iegmc219
https://doi.org/https:/doi.org/10.30737/JIMEK.V4I1.1307

Ghozali, 1. (2021). Aplikasi Analisis Multivariate Dengan Program IBM SPSS 26
Edisi 10. Badan penerbit universitas Diponegoro, 2018.

Gomes, M. A., Marques, S., & Dias, A. (2022). The impact of digital influencers’
characteristics on purchase intention of fashion products. Journal of Global
Fashion Marketing, 13(3), 187-204.
https://doi.org/10.1080/20932685.2022.2039263

Haerunnisa, N, Z., & Yusuf, R. 1. (2021). Beauty influencer di Instagram terhadap
Gaya Hidup Mahasiswi Universitas Islam Makassar. Jurnal Komunikasi dan

Organisasi (J-KO), 1(2), 46—54. https://doi.org/10.26618/jko.v1i2.5242

Hariyanti, N. T., & Ni, R. (2018). Pengaruh Influencer Marketing Sebagai Strategi
Pemasaran Digital Era Moderen. Jurnal Manajemen dan Inovasi (MANOVA),
1(2), 14-23. https://doi.org/10.15642/manova.v1i2.350

Huang, G. (2020). Platform Variation and Content Variation on Social Media: A
Dual-Route Model of Cognitive and Experiential Effects. Journal of
Promotion Management, 26(3), 396-433.
https://doi.org/10.1080/10496491.2019.1699633

Hovland, C. L., Janis, I. L., & Kelley, H. H. (1953). Communication and Persuasion:
Psychological Studies of Opinion Change. American Sociological Review,

19(3), 355. https://doi.org/10.2307/2087772

HypeAuditor.  (2025).  https://hypeauditor.com/free-tools/tiktok-engagement-

calculator/?username=stegulu

Imron, H. A. (2017). Peran Sampling Dan Distibusi Data Dalam Penelitian
Komunikasi Pendekatan Kuantitatif. Studi Komunikasi dan Media, 21, 111.
https://doi.org/10.31445/jskm.2017.210109

Kingsnorth, S. (2016). Digital Marketing Strategy: An integrated approach to

online marketing. Kogan Page Limited.

Kotler, P., Lane, K., & Chernev, A. (2022). Marketing Management, 16th edition.

Pearson Education.

Sanaz Nurhikmah, 2025

PENGARUH SOFT SELLING KONTEN REDDOG DAN INFLUENCER TIKTOK @STEGULU TERHADAP 90
MINAT BELI FOLLOWERS

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]


https://doi.org/10.1080/20932685.2022.2039263
https://doi.org/10.26618/jko.v1i2.5242
https://doi.org/10.15642/manova.v1i2.350
https://doi.org/10.1080/10496491.2019.1699633
https://doi.org/10.2307/2087772

Kurniawati, A. L. (2022). Pengaruh Pesan Soft Selling Skincare Base Terhadap
Minat Beli Produk (Survei Pada Followers Instagram @Itsmybase).
Commercium, 05(02).

Kustiawan, W. (2019). Perkembangan Teori Komunikasi Kontemporer. Jurnal
Komunika Islamika : Jurnal llmu Komunikasi dan Kajian Islam, 6(1), 15.

https://doi.org/10.37064/iki.v6i1.5517

Li, R. (2025). The Impact of Social Media Influencers on Gen Z’s Online Purchase
Decisions. Advances in Economics, Management and Political Sciences,

150(1), 178-185. https://doi.org/10.54254/2754-1169/2024.19299

Li, Y., & Peng, Y. (2021). Influencer marketing: purchase intention and its
antecedents. Marketing Intelligence and Planning, 39(7), 960-978.
https://doi.org/10.1108/MIP-04-2021-0104

Lucas, D. B., & Britt, S. H. (2012). Measuring Advertising Effectiveness: McGraw
Hill Series in Marketing and Advertising. Literary Licensing, LLC.

Mahmudah, S. M., & Rahayu, M. (2020). Pengelolaan Konten Media Sosial
Korporat pada Instagram Sebuah Pusat Perbelanjaan. Jurnal Komunikasi

Nusantara, 2(1), 1-9. https://doi.org/10.33366/jkn.v211.39

McKinsey & Company. (2024). What is Gen Z? McKinsey & Company.

https://www.mckinsey.com/featured-insights/mckinsey-explainers/what-is-

cen-z

Monesa, F., & Simanjuntak, E. R. (2024). The Impact of Soft-Sell Appeal in
TikTok on the Attitude towards the Ads. WSEAS Transactions on Business
and Economics, 21, 1890—1900. https://doi.org/10.37394/23207.2024.21.154

Mustika, I. W. W., & Maulidah, S. B. J. (2023). Analisis Penggunaan Media Sosial
Sebagai Sarana Pemasaran pada Usaha Kecil Menengah. Jurnal Riset

Manajemen Komunikasi, 3(1), 7-12. https://doi.org/10.29313/jrmk.v3il.1716

Naazih, M. S., Sangka, B. K., & Octoria, D. (2021). Pengaruh Influencer Review
Pada Media Sosial Tiktok Terhadap Minat Beli Produk Fashion Mahasiswa

Sanaz Nurhikmah, 2025

PENGARUH SOFT SELLING KONTEN REDDOG DAN INFLUENCER TIKTOK @STEGULU TERHADAP 91
MINAT BELI FOLLOWERS

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]


https://doi.org/10.37064/jki.v6i1.5517
https://doi.org/10.54254/2754-1169/2024.19299
https://doi.org/10.1108/MIP-04-2021-0104
https://doi.org/10.33366/jkn.v2i1.39
https://www.mckinsey.com/featured-insights/mckinsey-explainers/what-is-gen-z
https://www.mckinsey.com/featured-insights/mckinsey-explainers/what-is-gen-z
https://doi.org/10.29313/jrmk.v3i1.1716

Pendidikan Ekonomi Uns Angkatan 2018-2020. Jurnal pendidikan bisnis dan
ekonomi, 7(1), 1-7.

Okazaki, S., Mueller, B., & Taylor, C. R. (2010). Measuring Soft-Sell Versus Hard-
Sell Advertising Appeals. Journal of Advertising, 39(2), 5-20.
https://doi.org/10.2753/JOA0091-3367390201

Panuju, R. (2019). Komunikasi Pemasaran: Pemasaran sebagai Gejala

Komunikasi, Komunikasi sebagai Strategi Pemasaran. Kencana.

Petrosyan, A. (2025, April 4). Internet usage worldwide - Statistics & Facts.
Statista. https://www.statista.com/statistics/617136/digital-population-
worldwide/#:~:text=Worldwide digital population 2025&text=As of February
2025%2C 5.56,population%2C were social media users.

Prada, B. M. P. A., & Kurniawan, 1. (2024). Pengaruh Emosi Positif Dan Promosi
Penjualan Terhadap Minat Beli (Studi Pada Coffee Shop Epidemi Jombang).

Jurnal ~ Manajemen  Terapan Dan  Keuangan, 13(02), 541-553.
https://doi.org/10.22437/jmk.v13i02.32739

Rakhmat, J., & Ibrahim, 1. S. (2017). Metode Penelitian Komunikasi. Simbiosa
Rekatama Media.

Septyadi, M. A. K., Salamah, M., & Nujiyatillah, S. (2022). Literature Review
Keputusan Pembelian Dan Minat Beli Konsumen Pada Smartphone: Harga
Dan Promosi. Jurnal Manajemen Pendidikan Dan llmu Sosial, 3(1),301-313.
https://doi.org/10.38035/jmpis.v3il.876

Seruni, N. N. A., Suryaniadi, S. M., & Dewi, N. L. K. (2024). Pengaruh Influencer
Marketing Terhadap Minat Pembelian Produk Kecantikan Brand Azarine
Pada Generasi Z : Studi Kasus Kabupaten Badung. 8(3), 885-900.

Sinambela, L. P. (2023). Metodologi Penelitian Kuantitatif: Teoretik dan Praktik.
RajaGrafindo Persada.

Sugeng, B. (2022). Fundamental Metodologi Penelitian Kuantitatif (Eksplanatif).
Deepublish.

Sanaz Nurhikmah, 2025

PENGARUH SOFT SELLING KONTEN REDDOG DAN INFLUENCER TIKTOK @STEGULU TERHADAP 92
MINAT BELI FOLLOWERS

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]


https://doi.org/10.2753/JOA0091-3367390201
https://doi.org/10.22437/jmk.v13i02.32739
https://doi.org/10.38035/jmpis.v3i1.876

Sugiharto, S. A., & Ramadhana, M. R. (2018). Pengaruh Kredibilitas Influencer
Terhadap Sikap Pada Merek. Jurnal Ilmu Politik Dan Komunikasi, 8(2).
https://doi.org/10.34010/ips1.v8i2.1333

Taslaud, G. (2025). Statistik Sebenarnya di Balik Pemasaran Influencer di

Indonesia (Analisis 2025). https://www.insg.co/en/influencer-marketing-

indonesia/

Tidy, J., & Galer, S. S. (2020). TikTok: The Story of a Social Media Giant. Dalam
BBC News Service.

We Are Social, & Meltwater. (2025, Februari). Digital 2025: Indonesia. Data
Reportal. https://wearesocial.com/id/blog/2025/02/digital-2025/

Widiarti, S. D., Wahyuningratna, R. N., & Waluyo, L. S. (2023). Pengaruh Online
Review dalam Kanal Youtube Female Daily Network terhadap Minat Beli
Produk Skincare oleh Remaja Perempuan. Global Komunika, 80-92.

Wijayanto, G., Pramadewi, A., & Rama, R. (2022). Soft selling Marketing
Communication Strategy Through Instagram Social Media To Achieve

Millennials. Eduvest-Journal of Universal Studies, 2(10), 2194-2205.

Yudhistira, N., & Muflichah, H. S. (2022). Literature Study on Tiktok Social Media
as a Marketing Media Tool. Infokum, 10(05).
https://doi.org/https://doi.org/10.58471/infokum.v10i5.1075

Sanaz Nurhikmah, 2025

PENGARUH SOFT SELLING KONTEN REDDOG DAN INFLUENCER TIKTOK @STEGULU TERHADAP 93
MINAT BELI FOLLOWERS

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]


https://doi.org/10.34010/jipsi.v8i2.1333
https://www.insg.co/en/influencer-marketing-indonesia/
https://www.insg.co/en/influencer-marketing-indonesia/
https://wearesocial.com/id/blog/2025/02/digital-2025/
https://doi.org/https:/doi.org/10.58471/infokum.v10i5.1075

