
 

97 

 

DAFTAR PUSTAKA 

 

Afriyanti, N. (2021). Theory of Planned Behavior Mendeteksi Intensi Masyarakat 

Menggunakan Produk Perbankan Syariah. CV. Brimedia Global. 

Agyei,  James, Sun,  Shaorong, Penney,  Emmanuel Kofi, Abrokwah,  Eugene, & Ofori-

Boafo,  Richmond. (2021). Linking CSR and Customer Engagement: The Role of 

Customer-Brand Identification and Customer Satisfaction. SAGE Open, 11(3), 

21582440211040110. https://doi.org/10.1177/21582440211040113 

Aish, A., & Noor, N. A. M. (2025). The Influence of Social Media Influencers on Online 

Purchase Intention of Beauty Products in Malaysia: Moderating Role of Consumer 

Skepticism. . The Influence of Social Media Influencers on Online Purchase 

Intention of Beauty Products in Malaysia: Moderating Role of Consumer 

Skepticism. 

Ari Nugroho, D., & Zaki Mahendra, F. (2020). PENGARUH CONTENT MARKETING 

TERHADAP PURCHASE INTENTION PADA FAN APPAREL DENGAN 

CUSTOMER ENGAGEMENT SEBAGAI VARIABLE MEDIASI (Studi pada Akun 

Instagram @authenticsid). 

Athaya, F. H., & Irwansyah, I. (2021). Memahami Influencer Marketing: Kajian Literatur 

Dalam Variabel Penting Bagi Influencer. Jurnal Teknologi Dan Sistem Informasi 

Bisnis, 3(2), 334–349. https://doi.org/10.47233/jteksis.v3i2.254 

Ayele, M. (2021). SCHOOL OF GRADUATE STUDIES DEPARTMENT OF 

MARKETING MANAGEMENT EFFECT OF CONTENT MARKETING ON BRAND 

LOYALTY MEDIATED BY CONSUMER ONLINE ENGAGEMENT: THE CASE OF 

HEWLETT PACKARD COMPANY IN ETHIOPIA ADDIS ABABA. 

Bilal, M., Jianqu, Z., & Ming, J. (2020). How Consumer Brand Engagement Effect on 

Purchase Intention? The Role of Social Media Elements. Journal of Business 

Strategy Finance and Management, 2(1–2), 44–55. 

https://doi.org/10.12944/jbsfm.02.01-02.06 

Bismoaziiz, B., Suhud, U., & Saparuddin, S. (2021). INFLUENCE OF SOCIAL MEDIA 

MARKETING, ELECTRONIC WORD OF MOUTH AND CONSUMER 

ENGAGEMENT TO BRAND LOYALTY IN INDONESIA GRAB COMPANY. 

International Journal of Business and Social Science Research, 16–26. 

https://doi.org/10.47742/ijbssr.v2n2p3 

Casaló, L. V., Flavián, C., & Ibáñez-Sánchez, S. (2020). Influencers on Instagram: 

Antecedents and consequences of opinion leadership. Journal of Business Research, 

117, 510–519. https://doi.org/10.1016/j.jbusres.2018.07.005 

Chaffey, D. (2021). Digital marketing: Strategy, implementation and practice (8th ed.). 

Pearson. (Vol. 8). 

Chairina, O. :, Amalia, D., Evawani, P. :, Lubis, E., Konsentrasi, M. S., Komunikasi -

Jurusan, M., & Komunikasi, I. (2020). PENGARUH CONTENT MARKETING DI 



 

98 

 

INSTAGRAM STORIES @LCHEESEFACTORY TERHADAP MINAT BELI 

KONSUMEN (Vol. 7). 

Cheung, M. L., Leung, W. K. S., Yang, M. X., Koay, K. Y., & Chang, M. K. (2022). 

Exploring the nexus of social media influencers and consumer brand engagement. 

Asia Pacific Journal of Marketing and Logistics, 34(10), 2370–2385. 

https://doi.org/10.1108/APJML-07-2021-0522 

Chopra, A., Avhad, V., & Jaju, and S. (2021). Influencer Marketing: An Exploratory 

Study to Identify Antecedents of Consumer Behavior of Millennial. Business 

Perspectives and Research, 9(1), 77–91. https://doi.org/10.1177/2278533720923486 

de Oliveira Santini, F., Ladeira, W. J., Pinto, D. C., Herter, M. M., Sampaio, C. H., & 

Babin, B. J. (2020). Customer engagement in social media: a framework and meta-

analysis. Journal of the Academy of Marketing Science, 48(6), 1211–1228. 

https://doi.org/10.1007/s11747-020-00731-5 

Fahimah, M., & Ningsih, L. A. (2022). Strategi Content Marketing dalam Membangun 

Customer Engagement. Benchmark, 3(1), 43–52. 

https://doi.org/10.46821/benchmark.v3i1.283 

Felya, F., & Budiono, H. (2020). Pengaruh Theory Of Planned Behavior Terhadap Minat 

Kewirausahaan Mahasiswa Universitas Tarumanagara. Jurnal Manajerial Dan 

Kewirausahaan, 2(1), 131. https://doi.org/10.24912/jmk.v2i1.7453 

Ghozali, I. (2021). Structural equation modeling dengan metode alternatif partial least 

squares (PLS). Semarang: Badan Penerbit Universitas Diponegoro. 

Ghozali, I., & Latan, H. (2020). Partial Least Squares: Konsep, Teknik dan Aplikasi 

Menggunakan SmartPLS 3.0 Untuk Penelitian Empiris (Vol. 2). Universitas 

Diponegoro. 

Hair, J., & Alamer, A. (2022). Partial Least Squares Structural Equation Modeling (PLS-

SEM) in second language and education research: Guidelines using an applied 

example. Research Methods in Applied Linguistics, 1(3). 

Hamid, R. S. (2022). Analisis Dampak Aktivitas Pemasaran Media Sosial terhadap 

Kepercayaan. Jesya, 5(2), 1563–1570. https://doi.org/10.36778/jesya.v5i2.774 

Handranata, Y. W., Herlina, M. G., Soendoro, L., & Kamiliya, Q. (2024). Beyond the 

swipe: Understanding the power of TikTok marketing-interaction, entertainment, 

and trendiness in shaping purchase intentions. International Journal of Data and 

Network Science, 8(4), 2519–2526. https://doi.org/10.5267/j.ijdns.2024.5.006 

Iskandar, E. (2023). Engagement Analysis and Influencer Fees a Study on Reconnecting 

Brands with Their Customers. Online) Journal of Social Commerce, 3(3), 135–147. 

https://doi.org/10.56209/jommerce.v3i2.129 

Jaitly, R. C., & Gautam, O. (2021). Impact of social media influencers on customer 

engagement and brand perception. International Journal of Internet Marketing and 

Advertising, 15(2), 220. https://doi.org/10.1504/ijima.2021.114336 



 

99 

 

Khoirunnisa, K., Pramularso, E. Y., & Hardani, H. (2024). Keputusan Pembelian melalui 

Content Marketing dan Influencer Marketing pada Pengguna Aplikasi TikTok. 

Solusi, 22(4), 396. https://doi.org/10.26623/slsi.v22i4.10440 

Kisworo, Y., Firmansyah, M., KUNCI ABSTRAK Harga, K., & Beli Konsumen, M. 

(2022). ANALISIS BAURAN PEMASARAN TERHADAP MINAT BELI KONSUMEN 

DI GRAMEDIA MALL OF INDONESIA. 

Kotler, & Keller. (2022). Menjelaskan model AIDA sebagai tahapan dalam proses 

keputusan pembelian konsumen (Kotler & Keller, Ed.; 16th ed.). 

Laakkonen, J. (2022). B2B Digital Content Marketing as a Strategic Resource Revealing 

actions and their outcomes. 

Lee, J. K., Hansen, S. S., & Lee, S.-Y. (2020). The effect of brand personality self-

congruity on brand engagement and purchase intention: The moderating role of self-

esteem in Facebook. Current Psychology, 39(6), 2116–2128. 

https://doi.org/10.1007/s12144-018-9898-3 

Lilia Rodrigues de Matos, M., Holanda Nepomuceno Nobre, L., Gabriel de Souza 

Galvão, L., & Chaves Nobre, F. (n.d.). | Miami | v.17.n.1 | p.1-17 | e03072 | 20223. 

Rev. Gest. Soc. Ambient. | Miami | v.17.n.1 | p, 1–17. 

https://doi.org/10.24857/rgsa.v17n1-008 

Lopes, A. R., & Casais, B. (2022). Digital Content Marketing: Conceptual Review and 

Recommendations for Practitioners. 

https://www.researchgate.net/publication/357746605 

Mahmud, N. , Y. A. , M. N. , N. N. , K. N. , & A. R. (2024). (2024). The Influence of 

TikTok Marketing on Consumer Purchase Intention among Students. International 

Journal of Art and Design. 

M.Si, Assoc. P., Ustiawaty, J., Andriani, H., istiqomah, ria, Sukmana, D., Fardani, R., 

Auliya, N., & Utami, E. (2020). Buku Metode Penelitian Kualitatif & Kuantitatif. 

Nakayama, K., Sale, C. J., Iglesias, R. J., & Moreno, D. E. (2023). The Mediating Effect 

of Online Trust on the Relationship of Consumer Engagement to Purchase Intention 

of Gen Z: The Case of TikTok Shop Cues. 2023 7th International Conference on 

Business and Information Management (ICBIM), 15–20. 

https://doi.org/10.1109/ICBIM59872.2023.10303195 

Oktavia Putri, D., & Puji Suci, R. (2022). Bulletin of Management and Business Peranan 

Consumer Engagement Sebagai Variabel Mediasi Atas Pengaruh Content Marketing 

Terhadap Keputusan Pembelian Online Di Era Digital Marketing (Studi Pada 

Konsumen Brand Fashion Realizm87). 284 | Bulletin of Management & Business 

(BMB), 3(1). https://doi.org/10.31328/bmb.v1i2 

Onofrei, G., Filieri, R., & Kennedy, L. (2022). Social media interactions, purchase 

intention, and behavioural engagement: The mediating role of source and content 

factors. Journal of Business Research, 142, 100–112. 

https://doi.org/10.1016/J.JBUSRES.2021.12.031 



 

100 

 

Prasanna, M., & Priyanka, A. L. (2024). Marketing to Gen Z: Understanding the 

Preferences and Behaviors of Next Generation. www.ijfmr.com 

Prawira Samudra, J., Liang, W., Ladi, S., Gajah Mada, J., Permai, B., & Riau, K. (2021). 

Pengaruh Endorsement Influencer Instagram Terhadap Keputusan Pembelian pada 

Generasi Z. In KOMUNIKOLOGI: Jurnal Pengembangan Ilmu Komunikasi dan 

Sosial (Vol. 5, Issue 1). 

Purwanto, N., Budiyanto, & Suhermin. (n.d.). THEORY OF PLANNED BEHAVIOR 

(Issue 112). 

Purwanza, S., Wardana, A., Mufidah, A., Renggo, Y., Hudang, A., Setiawan, J., 

Damanik, D., Badi’ah, A., Sayekti, S., Fadillah, M., Nugrohowardhani, R., 

Amruddin, Saloom, G., Hardiyani, T., Banne, S., Prisusanti, R., & Rasinus. (2022). 

Metodologi Penelitian Kuantitatif, Kualitatif, dan Kombinasi. 

Putri, M. K., & Dermawan, R. (2023). Influence of Content Marketing and Influencer 

Marketing on the Purchase Intention of Somethinc Products on TikTok Gen Z Users 

in Surabaya. Indonesian Journal of Business Analytics, 3(5), 1663–1672. 

https://doi.org/10.55927/ijba.v3i5.5437 

Rini, E. S. (2022). DO SOCIAL MEDIA CONTENT MARKETING AND CUSTOMER 

ENGAGEMENT INFLUENCE PURCHASE INTENTION? EVIDENCE FROM 

INDONESIAN CUSTOMERS APAKAH PEMASARAN KONTEN MEDIA SOSIAL 

DAN KETERLIBATAN PELANGGAN MEMENGARUHI NIAT MEMBELI? BUKTI 

DARI PELANGGAN INDONESIA. 11, 584–597. 

https://www.journal.unrika.ac.id/index.php/jurnaldms 

Rizkia, A. R., Akbar, M. A., & Lina, R. (2024a). Customer Engagement Mediates the 

Effect of Content marketing on Purchase Intention. Advances in Business & 

Industrial Marketing Research, 2(3), 123–137. 

https://doi.org/10.60079/abim.v2i3.297 

Rizkia, A. R., Akbar, M. A., & Lina, R. (2024b). Customer Engagement Mediates the 

Effect of Content marketing on Purchase Intention. Advances in Business & 

Industrial Marketing Research, 2(3), 123–137. 

https://doi.org/10.60079/abim.v2i3.297 

Rosário, A., Lopes, P., & Rosario, F. (2023). Influencer Marketing in the Digital 

Ecosystem (pp. 132–166). https://doi.org/10.4018/978-1-6684-8898-0.ch009 

Sadek, H., & Mehelmi, H. (2020). Customer brand engagement impact on brand 

satisfaction, loyalty, and trust in the online context. Egyptian Banking Sector. 

Journal of Business & Retail Management Research, 14. 

https://doi.org/10.24052/JBRMR/V14IS03/ART-03 

Saputro, K. A., Wahyudi, T. N., & Yuningsih, Y. (2023). INFLUENCER MARKETING 

STRATEGIES IN INCREASING CUSTOMER ENGAGEMENT (TIKTOK MINKE 

CASE STUDY). 



 

101 

 

Sari, Y. M., Hayu, R. S., & Salim, M. (2021). The Effect of Trustworthiness, 

Attractiveness, Expertise, and Popularity of Celebrity Endorsement. Jurnal 

Manajemen Dan Kewirausahaan, 9(2), 163–172. 

https://doi.org/10.26905/jmdk.v9i2.6217 

Sekaran, U., & Bougie, R. (2022). Research Methods for Business: A Skill Building 

Approach (8th ed.). Wiley. 

Sembiring, T., Irmawati, Sabir  M, & Tjahyadi, I. (2024). BUKU AJAR METODOLOGI 

PENELITIAN (TEORI DAN PRAKTIK) (1st ed., Vol. 1). CV Saba Jaya Publisher. 

Shahifol Arbi Ismail, & Mudzamir Mohamed. (2024). Analyzing the effects of influencer 

marketing on consumer behavior: Insights from social influence theory in TikTok 

Campaigns. World Journal of Advanced Research and Reviews, 24(3), 2116–2131. 

https://doi.org/10.30574/wjarr.2024.24.3.3926 

Shalsabilah, N. A., & Firmansyah, F. (2023). The Influence of Content Marketing and 

Product Knowledge on Generation Z Purchase Intention in Using Bank Syariah 

Indonesia services. Jurnal Ecogen, 6(3), 317. 

https://doi.org/10.24036/jmpe.v6i3.14837 

Sugiyono. (2020). Metode Penelitian Kuantitatif Kualitatif dan R&D (Vol. 2). Alfabeta. 

Susiyanto, ., Daud, I., Listiana, E., Fauzan, R., & Hasanudin, . (2023). Social Media 

Marketing Activities (SMMAs) as Stimulus on Purchase Intention with Customer 

Engagement as Mediator on @avoskinbeauty TikTok’s Account. Asian Journal of 

Economics, Business and Accounting, 35–45. 

https://doi.org/10.9734/ajeba/2023/v23i4929 

Turner, D. P. (2020). Sampling Methods in Research Design. In Headache (Vol. 60, Issue 

1, pp. 8–12). Blackwell Publishing Inc. https://doi.org/10.1111/head.13707 

Tuti, M., & Sulistia, V. (2022). The Customer Engagement Effect on Customer 

Satisfaction and Brand Trust and Its Impact on Brand Loyalty. Jurnal Manajemen 

Bisnis, 13(1), 1–15. https://doi.org/10.18196/mb.v13i1.12518 

Ul Huda, I., Karsudjono, A. J., Darmawan, R., Tinggi, S., Ekonomi, I., & Banjarmasin, P. 

(2024). Pengaruh Content Marketing Dan Lifestyle Terhadap Keputusan Pembelian 

Pada Usaha Kecil Menengah Di Media Sosial. Jurnal Komunikasi Bisnis Dan 

Manajemen, 11(1). 

Ustadriatul Mukarromah, Mirtan Sasmita, & Lilis Rosmiati. (2022). Pengaruh Konten 

Marketing dan Citra Merek Terhadap Keputusan Pembelian dengan Dimediasi 

Minat Beli pada Pengguna Aplikasi Tokopedia. MASTER: Jurnal Manajemen 

Strategik Kewirausahaan, 2(1), 73–84. https://doi.org/10.37366/master.v2i1.444 

Wahyuni, I., Arifiansyah, R., Meidasari, E., Siskawati, I., & Jakarta, T. (2024). The Role 

of Brand Equity, Digital Marketing, Customer Experience, and Social Media 

Engagement on Consumer Purchase Intention on Tiktok Shop Application (Vol. 5, 

Issue 2). https://ijble.com/index.php/journal/index 



 

102 

 

Wijaya, D. T. (2021). ANALISA PENGARUH CONTENT MARKETING TERHADAP 

CUSTOMER RETENTION DENGAN BRAND EXPERIENCE DAN CUSTOMER 

ENGAGEMENT SEBAGAI VARIABEL INTERVENING PADA KONSUMEN 

ROKOK SAMPOERNA DI SURABAYA. 

Yazgan Pektas, S., & Hassan, A. (2020). The Effect of Digital Content Marketing on 

Tourists’ Purchase Intention. Journal of Tourismology, 79–88. 

https://doi.org/10.26650/jot.2020.6.1.0011 

Yoga Prasetya, A., Dwi Astono, A., Ristianawati, Y., Studi, P. S., & Totalwin, S. (2021). 

Analisa Startegi Pengaruh Influencer Marketing Di Social Media Dan Online 

Advertising Terhadap Keputusan Pembelian (Studi Kasus Pada Toko On Line 

Zalora) Strategic Analysis of the Effect of Influencer Marketing on Social Media 

and Online Advertising on Purchase Decisions (Case Study on Zalora Online 

Store). 

Zafar, H., Alam Siddiqui, F., & Aqeel Anjum, M. (2025). The Critical Review of Social 

Sciences Studies The Role of Social Media Influencers in Shaping Consumer Brand 

Engagement and Its Impact on Strategic Business Decisions. 

https://thecrsss.com/index.php/Journal/about 

Zainurossalamia Za, S., Tricahyadinata, I., Robiansyah, R., Caisar Darma, D., & 

Noorlitaria Achmad, G. (2021). Storytelling Marketing, Content Marketing, and 

Social Media Marketing on the Purchasing Decision. Budapest International 

Research and Critics Institute (BIRCI-Journal) Humanities and Social Sciences, 4, 

3836–3842. https://doi.org/10.33258/birci.v4i3.2150 

Zak, S., & Hasprova, M. (2020). The role of influencers in the consumer decision-making 

process. SHS Web of Conferences, 74, 03014. 

https://doi.org/10.1051/shsconf/20207403014 

  

  


