
DAFTAR PUSTAKA 

Ananda, M., Hadi, N., & Meiji, N. H. P. (2021). Di balik perilaku konsumtif NCTZEN dalam 

pembelian merchaindise NCT (studi kasus komunitas NCTzen Malang). Jurnal 

Integrasi Dan Harmoni Inovatif Ilmu-Ilmu Sosial (JIHI3S), 1(9), 1011–1026. 

https://doi.org/10.17977/um063v1i9p1011-1026 

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

Tactics That Build Fanatical Behavior. 2021, 66–70. 

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

Bakti, I. S., Nirzalin, N., & Alwi, A. (2019). Konsumerisme dalam Perspektif Jean 

Baudrillard. Jurnal Sosiologi USK (Media Pemikiran & Aplikasi), 13(2), 147–166. 

https://doi.org/10.24815/jsu.v13i2.15925 

Baudrillard, J. (1970). The Consumer Society Myths and Structures. In Encyclopedia of 

Contemporary Literary Theory. https://doi.org/10.3138/9781442674417-063 

Baudrillard, J. (1994). Simulacra and Simulation (F. Glaser Sheila (Ed.); Issue 112). 

Michigan: The University of Michigan Press. 

Baym, N. K., & Burnett, R. (2009). Amateur experts: International fan labour in Swedish 

independent music. International Journal of Cultural Studies, 12(5), 433–449. 

https://doi.org/10.1177/1367877909337857 

Bruner, R. (2019). The Mastermind Behind BTS Opens Up About Making a K-Pop 

Juggernaut. TIME. https://time.com/5681494/bts-bang-si-hyuk-interview/ 

CNBC, T. R. (2022). Fenomena Konser Post-Pandemi, Haus Hiburan atau Cuma FOMO? 

CBNC Indonesia. https://www.cnbcindonesia.com/lifestyle/20221117115523-33-

388904/fenomena-konser-post-pandemi-haus-hiburan-atau-cuma-fomo/2 

CNN, I. (2021). Big Hit Resmi Berganti Nama Jadi HYBE. CNN Indonesia. 

https://www.cnnindonesia.com/hiburan/20210319113214-248-619528/big-hit-resmi-

berganti-nama-jadi-hybe 

Dai, Y., & Walther, J. B. (2018). Vicariously experiencing parasocial intimacy with public 

figures through observations of interactions on social media. Human Communication 

Research, 44(3), 322–342. https://doi.org/10.1093/hcr/hqy003 

Derbaix, M., & Korchia, M. (2019). Individual celebration of pop music icons: A study of 

music fans relationships with their object of fandom and associated practices. Journal of 

Consumer Behaviour, 18(2), 109–119. https://doi.org/10.1002/cb.1751 

Djalal, T., Adam, A., & A. Kamaruddin, S. (2022). Masyarakat Konsumen dalam Perspektif 

Teori Kritis Jean Baudrillard. Indonesian Journal of Social and Educational Studies, 

3(2), 255–260. 

Donabedian, T. (2020). “They’re Worth My Investment”: Cultivating Intimacy through Fan-

lead Financial and Support Initiatives among BTS Fans. Asia Marketing Journal, 22(4), 

103–116. https://doi.org/10.15830/amj.2020.22.4.103 

Fairclough, N. (2003). Analysing Discourse Norman Fairclough. In Routledge. 

Fuschillo, G. (2020). Fans, fandoms, or fanaticism? Journal of Consumer Culture, 20(3), 

Pembentukan Fanatisme Penggemar K-Pop (Analisis Wacana Kritis Fairclough Pada Akun
Penggemar di
Aplikasi Twitter)
MARIA ROSA, Dr. Hakimul Ikhwan, S.Sos., M.A.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/



347–365. https://doi.org/10.1177/1469540518773822 

Ghazwani, S. A. (2019). Fanatisme Fandom A.R.M.Y. (Adorable Representative M.C. For 

Youth) Terhadap Boyband Korea Selatan, Bangtan Sonyeondan (BTS) Di Surabaya. 

Ilmu Politik Dan Komunikasi, 4, 2. 

Heryanto, A. (2008). Popular Culture in Indonesia. In Popular Culture in Indonesia. 

https://doi.org/10.4324/9780203895627 

Heryanto, A. (2015). IDENTITAS dan KENIKMATAN. 

https://digilibsmkkehutanankadipaten.com/index.php?p=fstream-

pdf&fid=227&bid=2033 

Hidayati, N., & Indriana, Y. (2022). Hubungan Antara Fanatisme Dengan Perilaku 

Konsumtif Pada Remaja Penggemar Kpop Di Semarang. Jurnal EMPATI, 11(1), 56–60. 

https://doi.org/10.14710/empati.2022.33361 

Hybe Company Artist. (2019). Hybe Corporation. https://hybecorp.com/eng/company/artist 

Kang, J., Kim, J., Yang, M., Park, E., Ko, M., Lee, M., & Han, J. (2022). Behind the scenes 

of K-pop fandom: unveiling K-pop fandom collaboration network. Quality and 

Quantity, 56(3), 1481–1502. https://doi.org/10.1007/s11135-021-01189-5 

Katsafanas, P. (2023). an Introduction To the Philosophy of Fanaticism. Fanaticism and the 

History of Philosophy, 1–18. https://doi.org/10.4324/9781032128207-1 

Nanda, L. D. (2024). Prosumer Behavior of the Army Fandom of Bts in Indonesia As a Form 

of New Consumerist Society. International Review of Humanities Studies, 9(1). 

https://doi.org/10.7454/irhs.v9i1.1286 

Nisrina, D., Widodo, I. A., Larassari, I. B., Rahmaji, F., Kinanthi, G., & Adi, H. (2020). Studi 

Tentang Pengaruh Budaya Korea Pada Penggemar K-Pop. Jurnal Penelitian 

Humaniora, 21(1), 78–88. 

Nugroho, D. I. (2023). Strategi dan Inovasi HYBE di Balik Sukses Global BTS. 

https://youtu.be/hwpyXOsd980?si=QFZdRworjdEDXVes 

Nursalam, N., Mustafa, I., Rahim, A., & Ismail, A. (2022). Konstruksi Penciptaan Fantasi 

dan Wacana pada K-Pop Black Pink. Aksara, 34(2), 228. 

https://doi.org/10.29255/aksara.v34i2.621.228--243 

Oktavianingtyas, I., Seran, A., & Sigit, R. R. (2021). Jean Baudrillard dan Pokok 

Pemikirannya. Propaganda, 1(2), 113–121. https://doi.org/10.37010/prop.v1i2.258 

Pakpahan, E. Y., Adriansyah, M. A., & Putri, E. T. (2021). Pengaruh Intensitas Penggunaan 

Media Sosial dan Fanatisme Terhadap Perilaku Konsumtif. Psikoborneo: Jurnal Ilmiah 

Psikologi, 9(4), 727. https://doi.org/10.30872/psikoborneo.v9i4.6560 

Praditya, Y. R. dan, & Irwansyah. (2019). Dimensi Budaya Baru Sebagai Implikasi Media 

Digital. Jurnal Lingkar Studi Komunikasi, 5(Komunikasi), 72–83. 

https://journals.telkomuniversity.ac.id/liski/article/view/1682/1118 

Pramadya, T. P., & Oktaviani, J. (2016). Hallyu (Korean Wave) as Part of South Korea’s 

Cultural Diplomacy and Its Impact on Cultural Hybridity in Indonesia. Jurnal Dinamika 

Global, 1(01), 87–116. https://doi.org/10.36859/jdg.v1i01.16 

Putra, W. F., & Febriana, P. (2022). Penggunaan Aplikasi Digital Weverse sebagai New 

Pembentukan Fanatisme Penggemar K-Pop (Analisis Wacana Kritis Fairclough Pada Akun
Penggemar di
Aplikasi Twitter)
MARIA ROSA, Dr. Hakimul Ikhwan, S.Sos., M.A.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/



Media Interaksi antara Artis/Idol K-Pop dengan Para Penggemarnya. Journal of 

Education, Humaniora and Social Sciences (JEHSS), 5(3), 1649–1659. 

https://doi.org/10.34007/jehss.v5i3.1263 

Rizqiyah, N., & Marzuki, M. E. (2023). Interaksi Simbolik Antara Penggemar Dengan Idol 

K-Pop Bangtan Boys Studi Fenomenologi Pada Platfrom Weverse. JSL Jurnal Socia 

Logica, 3(2), 10–11. 

Salsabila Syawal, M. (2023). Parasocial Intimacy and Fan Culture with K-Pop Artists in 

Indonesian Digital Media: A Study of Fan-Idol Relationships on Social Media 

Platforms. Edunity Kajian Ilmu Sosial Dan Pendidikan, 2(11), 1383–1393. 

https://doi.org/10.57096/edunity.v2i11.181 

Sarup, M. (2003). POSSTRUKTURALISME DAN POSMODERNISME. 

Thorne, S., & Bruner, G. C. (2006). An exploratory investigation of the characteristics of 

consumer fanaticism. Qualitative Market Research, 9(1), 51–72. 

https://doi.org/10.1108/13522750610640558 

Tionardus, M. (2023). Pengertian Pancafe di Dunia Kpop: Contoh, Fungsi, dan Daftar 

Namanya. Kompas.Com. 

https://entertainment.kompas.com/read/2023/02/24/220804366/pengertian-fancafe-di-

dunia-kpop-contoh-fungsi-dan-daftar-namanya 

Veronica, M., & Paramita, S. (2019). Eksploitasi Loyalitas Penggemar Dalam Pembelian 

Album K-Pop. Koneksi, 2(2), 433. https://doi.org/10.24912/kn.v2i2.3920 

Yuandhini, B. W., Wahyu Budi Nugorho, & Gede Kamajaya. (2018). Konsumerisme 

Penggemar K-pop di Kota Denpasar. Jurnal Ilmiah Sosiologi: SOROT, 1(2), 1–10. 

Zulkarnain, Z., & Haq, Z. (2020). Pengaruh Fanatisme Keagamaan terhadap Perilaku Sosial. 

Kontekstualita, 35(01), 25–38. https://doi.org/10.30631/35.01.25-38 

 

Pembentukan Fanatisme Penggemar K-Pop (Analisis Wacana Kritis Fairclough Pada Akun
Penggemar di
Aplikasi Twitter)
MARIA ROSA, Dr. Hakimul Ikhwan, S.Sos., M.A.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/


