
 

111 

 

 DAFTAR PUSTAKA 

Agung, A. (2021). The Fundamental of Digital Marketing. Elex Media 

Komputindo. 

Al-Kamal, A. M., & Bahaman, M. A. Bin. (2025). Analyzing Factors Influence the 

Adoption of Family Takaful in Malaysia: Theory of Planned Behavior (TPB) 

Approach. Journal of Islamic Business and Economics, 1(1), 56–69. 

https://doi.org/10.15642/jibec.2025.1.1.56-69 

Alfalisyado, & Anggara, A. A. (2023). Keputusan Pembelian Konsumen pada 

Media Sosial Instagram Consumer Purchase Decisions on Instagram Social 

Media. Jurnal Kolaboratif Sains, 6(11), 1409–1414. 

https://doi.org/10.56338/jks.v6i11.4280 

Amin, N. F., Garancang, S., & Abunawas, K. (2023). Konsep Umum Populasi dan 

Sampel dalam Penelitian. Jurnal PILAR: Jurnal Kajian Islam Kontemporer, 

14(1), 15–31. https://doi.org/10.26618/whw41w62 

Anindea, Frianka; Angguna, Welan Mauli; Izzati, A. U. I. (2023). EKSPLORASI 

PERILAKU BERBELANJA DI LIVE STREAMING COMMERCE : PERAN 

REAKSI AFEKTIF DAN KOGNITIF TERHADAP DORONGAN 

BERBELANJA IMPULSIF A . PENDAHULUAN Setiap tahunnya jumlah 

pengguna internet di Indonesia mengalami peningkatan . Menurut hasil survei 

Profil I. 12(1). 

Apjii.or.id. (2024). APJII Jumlah Pengguna Internet Indonesia Tembus 221 Juta 

Orang. Apjii.or.Id. https://apjii.or.id/berita/d/apjii-jumlah-pengguna-internet-

indonesia-tembus-221-juta-orang 

Arikunto, S. (2014). Prosedur Penelitian: Suatu Pendekatan Praktik (Edisi Revi). 

Rineka Cipta. https://opac.perpusnas.go.id/DetailOpac.aspx?id=942102 

Ascharisa, M. A. (2018). Digital marketing sebagai strategi komunikasi pemasaran 

“Waroenk Ora Umum” dalam meningkatkan jumlah konsumen. Jurnal Riset 

Komunikasi, 1(1), 147–157. 

Balami, A., Otok, B., & Purnami, S. (2026). QUANTILE BASED PLS-SEM WITH 

WILD BOOTSTRAP. BAREKENG: Jurnal Ilmu Matematika Dan Terapan, 

20, 1775–1790. https://doi.org/10.30598/barekengvol20iss2pp1775-1790 

Chaffey, D., & Ellis-Chadwick, F. (2016). Digital marketing: Strategy, 

implementation and practice (6th ed.). Pearson. 

Chaffey, D., & Ellis-Chadwick, F. (2019). Digital marketing: Strategy, 

implementation and practice (7th ed.). Pearson Education Limited. 

https://books.google.com/books?id=Yc6zDwAAQBAJ 

Chakti, A. (2019). The Book of Digital Marketing. Celebes Media Perkasa. 

Chen, C.-C., & Lin, Y.-C. (2018). What drives live-stream usage intention? The 

perspectives of flow, entertainment, social interaction, and endorsement. 

Telematics and Informatics, 35(1), 293–303. 



 

 

112 

 

https://doi.org/10.1016/j.tele.2017.12.003 

Evitasari, K., Usman, O., & Kasofi, A. (2025). Efektivitas Chatbot AI dalam 

Meningkatkan Customer Loyalty. EKOMA : Jurnal Ekonomi, Manajemen, 

Akuntansi, 4(4), 6939–6949. https://doi.org/10.56799/ekoma.v4i4.8440 

Fakriyah, I. P., & Abdurrahman, A. (2024). The Influence of Social Media 

Marketing on Purchase Intentions with Brand Trust and Brand Image as a 

Mediating Role in Avoskin Products. International Journal of Applied and 

Advanced Multidisciplinary Research, 2(3), 173–184. 

https://doi.org/10.59890/ijaamr.v2i3.1506 

Felix, R., Rauschnabel, P. A., & Hinsch, C. (2017). Elements of strategic social 

media marketing: A holistic framework. Journal of Business Research, 70, 

118–126. https://doi.org/https://doi.org/10.1016/j.jbusres.2016.05.001 

Fitriani, Y. (2021). Pemanfaatan Media Sosial Sebagai Media Penyajian Konten 

Edukasi atau Pembelajaran Digital. Journal of Information System, Applied, 

Management, Accounting and Research, 5(4), 1006–1013. 

Garson, G. D. (2016). Partial Least Squares: Regression & Structural Equation 

Models. Statistical Associates Publishing. 

Ghozali, I. (2014). Structural Equation Modeling Metode Alternatif dengan Partial 

Least Squares (PLS). 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2014). A Primer on Partial 

Least Squares Structural Equation Modeling (PLS-SEM). Sage Publications. 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how 

to report the results of PLS-SEM. European Business Review, 31(1), 2–24. 

https://doi.org/10.1108/EBR-11-2018-0203 

Hajli, N. (2015). Social commerce construct and consumer’s intention to buy. 

International Journal of Information Management, 35. 

https://doi.org/10.1016/j.ijinfomgt.2014.12.005 

Hasnidar, & dkk. (2021). Manajemen Bisnis Pemasaran. CV Nas Media Pustaka. 

Hidayat, S., Eny Setyariningsih, & Budi Utami. (2024). Pengaruh Digital 

Marketing Terhadap Kinerja Perusahaan : Review Literatur Sistematik. Jurnal 

Cakrawala Informasi, 4(1), 10–19. https://doi.org/10.54066/jci.v4i1.388 

Hidayat, T., & Faramitha, N. R. (2022). Pengaruh Kualitas Produk Terhadap Minat 

Beli (Studi Kasus Pada Smartphone Samsung di Neo Komunika). Jurnal 

Ekonomi Dan Bisnis, 10(1), 195–202. 

Hilvert-Bruce, Z., Neill, J. T., Sjooblom, M., & Hamari, J. (2018). Social 

Motivations of Live-Streaming Viewer Engagement on Twitch. Computers in 

Human Behavior, 84, 58–67. https://doi.org/10.1016/j.chb.2018.02.013 

Irhamni, M. F., Verlandes, Y., Ekonomi, F., & Majapahit, U. I. (2024). Bekas Pada 

Toko Lapak Ibu Store Di. 2(4), 8–15. 



 

 

113 

 

Irwanto, D., Abadi, R. R., Musa, M. I., & Riu, I. A. (2026). Pengaruh Content 

Marketing dan Live Streaming TikTok Shop terhadap Minat Beli Konsumen ( 

Studi pada Mahasiswa Aktif Manajemen Universitas Negeri Makassar ). 5(1), 

2169–2176. 

Jenita, N. K. S., Astiti, N. P. Y., & Adhika, I. N. R. (2023). Pengaruh Job 

Description, Sistem Kerja Dan PelatihanKerja Terhadap Produktivitas Kerja 

Pegawai Pada Dinas Sosial Kabupaten Gianyar. Jurnal Emas, 4(1), 81–93. 

https://e-journal.unmas.ac.id/index.php/emas/article/view/6109 

Jusuf, D. I. (2022). Effective Digital Marketing Strategy to increase Online Sales. 

Jurnal Pendidikan Indonesia, 1(01), 30–36. https://doi.org/10.58471/ju-

pendi.v1i01.295 

Kaplan, A. M., & Haenlein, M. (2010). Users of the World, Unite! The Challenges 

and Opportunities of Social Media. Business Horizons, 53(1), 59–68. 

https://doi.org/10.1016/j.bushor.2009.09.003 

Kasiram, M. (2008). Metodologi Penelitian Kualitatif-Kuantitatif. UIN Malang 

Press. 

Katadata Insight Center, & Kredivo. (2023). Laporan Perilaku Konsumen e-

Commerce Indonesia 2023. 1–102. chrome-

extension://efaidnbmnnnibpcajpcglclefindmkaj/https://kredivocorp.com/wp-

content/uploads/2023/06/2023-Indonesia-e-Commerce-Behavior-Report.pdf 

Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. (2011). Social 

Media? Get Serious! Understanding the Functional Building Blocks of Social 

Media. Business Horizons, 54(3), 241–251. 

https://doi.org/10.1016/j.bushor.2011.01.005 

Kotler, P., & Armstrong, G. (2021). Principles of Marketing (18, Ed.). Pearson 

Higher Ed. 

Kotler, P., & Keller, K. L. (2012). Marketing management (14th ed.). Pearson 

Education. https://books.google.com/books?id=PKa2AAAAQBAJ 

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

Education, Inc. https://books.google.com/books?id=7bEACwAAQBAJ 

Latan, H., & Ghozali, I. (2015). Partial Least Squares: Concepts, Techniques and 

Applications using SmartPLS 3. 

Li, Y., Li, X., & Cai, J. (2021). How Attachment Affects User Stickiness on Live 

Streaming Platforms: A Socio-Technical Approach Perspective. Journal of 

Retailing and Consumer Services, 60, 1–11. 

https://doi.org/10.1016/j.jretconser.2021.102478 

Luthfi, M., & Engriani, Y. (2023). The Impact of Social Media Use and Online 

Word-of-Mouth on Consumers’ Purchase Decisions, Using Trust as a 

Mediator. Marketing Management Studies, 3(2), 130–143. 

Maria, A., Suryani, T., & Pratama, H. (2021). Manajemen pemasaran: Teori dan 

aplikasi dalam bisnis modern. Mitra Wacana Media. 



 

 

114 

 

Mayer, R. C., Davis, J. H., Schoorman, F. D., Mayer, R. C., & Davis, J. H. (1995). 

an Integrativemodelof Organizationaltrus. The Academy of Management 

Review, 20(3), 709–734. 

McKinsey. (2021). It’s showtime! How live commerce is transforming the 

shopping experience Blending entertainment with instant purchasing, live 

commerce offers retailers, brands, and digital platforms a new channel with 

enormous scope for creating value. McKinsey Digital, (July), 1–12. 

Meliawati, T., Gerald, S. C., & Akhmad Edhy Aruman. (2023). The Effect of Social 

Media Marketing TikTok and Product Quality Towards Purchase Intention. 

Journal of Consumer Sciences, 8(1), 77–92. 

https://doi.org/10.29244/jcs.8.1.77-92 

Milansari, H., Silmi, M. A., Vhegi, S., & Supriadi, I. (2021). Pengaruh Harga dan 

Kualitas Produk Terhadap Minat Beli Konsumen pada Usaha Sweetin. Inovasi 

Manajemen Dan Kebijakan Publik, 4(1). 

Moorman, C., Deshpande, R., & Zaltman, G. (2010). in Market Affecting Trust. 

Journal of Marketing, 57(1), 81–101. http://www.jstor.org/stable/1252059 

Mowen, J. C., & Minor, M. (2002). Perilaku Konsumen (Edisi 5 TR). Erlangga. 

Nadila, K. (2020). Buku Digtal. 

Nasrin Danesh, S., Ahmadi Nasab, S., & Choon Ling, K. (2012). The Study of 

Customer Satisfaction, Customer Trust and Switching Barriers on Customer 

Retention in Malaysia Hypermarkets. International Journal of Business and 

Management, 7(7), 141–150. https://doi.org/10.5539/ijbm.v7n7p141 

Nasrullah, R. (2015). Media Sosial: Perspektif Komunikasi, Budaya, dan 

Sosioteknologi. Simbiosa Rekatama Media. 

Nazir, M. (2014). Metode Penelitian. Ghalia Indonesia. 

Paramita, R. W. D., Rizal, N., & Sulistyan, R. B. (2021). Metode Penelitian 

Kuantitatif: Buku Ajar Perkuliahan  Metodologi Penelitian Bagi Mahasiswa 

Akuntansi & Manajemen (3rd ed.). Widya Gama Press. 

http://repository.itbwigalumajang.ac.id/1073/ 

Prasetyo, R. A., Siregar, A. R., & Phuc, T. H. (2025). The Mediating Role of Brand 

Trust in the Relationship between Social Media Marketing and Purchase 

Intention. Journal of Economics and Management, 3(3), 85–94. 

https://doi.org/10.70716/ecoma.v3i3.319 

Pratama, R. B., & Magnadi, R. H. (2017). Terhadap Kepercayaan Serta 

Implikasinya Terhadap Minat Beli Di E-Commerce. 6, 1–11. 

Qadir, M. R. A. (2024). Media Sosial (Definisi, Sejarah dan Jenis-Jenisnya). Al-

Furqan : JurnalAgama, Sosial, Dan Budaya, 4(1), 1–23. 

Radiansyah, E., & Listiana, M. (2025). The Influence of Live Streaming and 

Content Marketing on Gen Z’s Purchase Intention: The Mediating Role of 

Trust in Tiktok Live in South Lampung. Jurnal Aplikasi Bisnis Dan 



 

 

115 

 

Manajemen, 11(3), 1064. https://doi.org/10.17358/jabm.11.3.1064 

Rahmawaty, I., Sa’adah, L., & Musyafaah, L. (2023). Pengaruh Live Streaming 

Selling, Review Product, Dan Discount Terhadap Minat Beli Konsumen Pada 

E-Commerce Shopee. Jurnal Riset Entrepreneurship, 6(2), 80. 

https://doi.org/10.30587/jre.v6i2.5956 

Raja Bayu Ikhsan Riansyah, R. (2024). THE INFLUENCE OF SOCIAL MEDIA 

UTILIZATION, DIGITAL CAMPAIGNS, AND ADVERTISING 

EXPENDITURES ON INCREASING COMPANY REVENUE THE 

INFLUENCE OF SOCIAL MEDIA UTILIZATION, DIGITAL CAMPAIGNS, 

AND ADVERTISING EXPENDITURES ON INCREASING COMPANY 

REVENUE : 5(2), 224–233. 

Rauf, & al,  et. (2021). Digital Marketing: Konsep dan Strategi. Yayasan Kita 

Menulis. 

Ryan, D. (2017). Understanding Digital Marketing: Marketing Strategies for 

Engaging the Digital Generation (4th ed.). Kogan Page. 

Saputri, A. T., Putra, R. B., & Pratiwi, N. (2025). … Kerja Dan Lingkungan Kerja 

Terhadap Kinerja Karyawan Melalui Stres Kerja Sebagai Variabel Intervening 

Pada Dinas Tenaga Kerja Dan Transmigrasi Provinsi …. Journal of Business 

…, 01(03), 410–417. 

https://jurnal.globalscients.com/index.php/jbem/article/view/279%0Ahttps://j

urnal.globalscients.com/index.php/jbem/article/download/279/280 

Sarah, K. S., Hurriyati, R., & Hendrayati, H. (2021). Analisis Social Media 

Marketing Melalui Instagram Terhadap Keputusan Pembelian Pada Produk 

Clothing Linkswear. Jurnal Manajemen, 12(3), 397. 

https://doi.org/10.32832/jm-uika.v12i3.4877 

Sarah, & Sobari, N. (2022). THE EFFECT OF LIVE STREAMING ON 

PURCHASE INTENTION OF E-COMMERCE CUSTOMERS. Icfbe, 

2021(July 2021), 1–7. 

Sari, N. K., Megasari, A. D., & Zaman, K. (2025). Dampak Interaksi Sosial dalam 

Live Streaming Tiktok terhadap Kepercayaan Konsumen dan Keputusan 

Pembelian Pada Produk Skintific. (2), 207–215. 

Schiffman, L.G., Kanuk, L. (2007). Consumer Behaviour, 9thed. Prentice-Hall Inc, 

NJ. 

Setiadi, N. (2003). Perilaku Konsumen: Konsep dan Implikasi untuk Strategi dan 

Penelitian Pemasaran. 

Shobur, A., Kanto, D. S., & Alananto, D. (2023). Pengaruh Harga, Kualitas Produk 

Dan Lokasi Terhadap Minat Beli Konsumen Rumah Makan Ganto Minang 

Jakarta. Streaming, 2(1), 1–6. https://doi.org/10.53008/streaming.v2i1.2474 

Sindy Khoirunnisa 1*, Eny Setyariningsih2, B. U. (2024). Pengaruh Shopee 

Paylater dan Promosi Flash Sale terhadap Impulse Buying melalui 

Kepercayaan sebagai Variabel Intervening ( Studi Kasus pada Pengguna 



 

 

116 

 

Marketplace Shopee di Mojokerto ) konsumen , dimana para konsumen dapat 

melakukan pembelian dan membayar n. Jurnal Ekonomi, Manajemen, 

Akuntansi Dan Bisnis, 2(4), 161–178. 

Strauss, J., & Frost, R. (2016). E-Marketing (7th ed.). Pearson Education, Inc. 

https://books.google.com/books?id=ZQ0kDAAAQBAJ 

Subhaktiyasa, P. G. (2024). Penentuan Populasi dan Sampel dalam Penelitian 

Kuantitatif dan Kualitatif. Jurnal Ilmiah Profesi Pendidikan, 9(4), 2721–2731. 

https://doi.org/10.29303/jipp.v9i4.2657 

Sugiyono. (2013). Metode Penelitian Kuantitatif, Kualitatif, dan R&D (Cetakan 

ke). Alfabeta. 

Sugiyono. (2014). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Alfabeta. 

Sugiyono. (2017). Metode Penelitian Bisnis: Pendekatan Kuantitatif, Kualitatif, 

Kombinasi, dan R&D (Edisi ke-3). Alfabeta. 

https://opac.perpusnas.go.id/DetailOpac.aspx?id=1133305 

Sun, Y., Shao, X., Li, X., Guo, Y., & Nie, K. (2022). How Live Streaming 

Influences Purchase Intentions in Social Commerce: An IT Affordance 

Perspective. Electronic Commerce Research and Applications, 37, 1–16. 

https://doi.org/10.1016/j.elerap.2022.101007 

Suryani, & Hendryadi. (2015). Metode Riset Kuantitatif: Teori dan Aplikasi pada  

Penelitian Bidang Manajemen dan Ekonomi Islam. Prenada Media Group. 

Tuten, T. L., & Solomon, M. R. (2018). Social Media Marketing (3rd ed.). SAGE 

Publications. 

Umbaseng, J., & Kumalaningrum, M. P. (2025). International Journal of Social 

Science Research and Review Intention : Trust as an Intervening Variable. 

8(4), 323–336. 

Vidiati, C., Selasi, D., & Arie Pratama, F. (2025). Digital Marketing 

Implementation A Case Study in The Indonesian E-Commerce Industry. 

MIZANIA: Jurnal Ekonomi Dan Akuntansi, 5(1), 59–64. 

https://doi.org/10.47776/mizania.v5i1.1429 

Wisnu Widayat, & Heri Purwanto. (2020). ANALISIS PENGARUH KUALITAS 

PELAYANAN, HARGA, KEBERAGAMAN PRODUK, SUASANA TOKO 

DAN LOKASI TERHADAP MINAT BELI KONSUMEN (Studi Pada Pasar 

Tradisional Wonosobo). Journal of Economic, Business and Engineering 

(JEBE), 2(1), 123–132. 

Wongkitrungrueng, A., & Assarut, N. (2020). The role of live streaming in building 

consumer trust and engagement with social commerce sellers. Journal of 

Business Research, 117, 543–556. 

https://doi.org/https://doi.org/10.1016/j.jbusres.2018.08.032 

Yunita Dwi Editia, Indira Shofia Maulida, Moh. Muklis Sulaeman, & Sabilar 

Rosyad. (2025). Pengaruh Content Marketing, Live Streaming, Online 

Customer Review terhadap Minat Beli Konsumen pada Aplikasi Media Sosial 



 

 

117 

 

Tiktok. Jurnal Bintang Manajemen, 3(1), 165–176. 

https://doi.org/10.55606/jubima.v3i1.3827

 

 

  


