
79 

 

 

DAFTAR PUSTAKA 

Agmeka, Fanni, Ruhmaya Nida Wathoni, and Adhi Setyo Santoso. 2019. “The 

Influence of Discount Framing Towards Brand Reputation and Brand Image 

on Purchase Intention and Actual Behaviour in E-commerce.” Procedia 

Computer Science 161 (January): 851–58. 

https://doi.org/10.1016/j.procs.2019.11.192. 

Annur, Cindy Mutia. 2024. “Ini Media Sosial Paling Banyak Digunakan Di 

Indonesia Awal 2024.” Katadata, March 1, 2024. 

https://databoks.katadata.co.id/teknologi-

telekomunikasi/statistik/66ea436ab12f2/ini-media-sosial-paling-banyak-

digunakan-di-indonesia-awal-2024. 

Bilal, Muhammad, Zeng Jianqu, and Junlan Ming. 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. 

Bilgin, Y. 2018. “The Effect of Social Media Marketing Activities on Brand 

Awareness, Brand Image and Brand Loyalty.” Business and Management 

Studies an International Journal 6 (1): 128–48. 

https://doi.org/10.15295/bmij.v6i1.229. 
Boyer, Kenneth K., and G. Tomas M. Hult. 2005. “Customer Behavioral Intentions 

for Online Purchases: An Examination of Fulfillment Method and Customer 

Experience Level.” Journal of Operations Management 24 (2): 124–47. 

https://doi.org/10.1016/j.jom.2005.04.002. 

Chwialkowska, Agnieszka. 2018. “The Effectiveness of Brand- and Customer-

Centric Content Strategies at Generating Shares, ‘Likes’, and Comments.” 

Journal of Promotion Management 25 (2): 270–300. 

https://doi.org/10.1080/10496491.2018.1443307. 

Cohen, J. 1988. Statistical Power Analysis for the Behavioral Sciences, 2nd edn. 

Mahwah, NJ: Lawrence Erlbaum Associates. 

Das, Shiv Shankar. 2023. “Rising Popularity of Internet Memes in India: A Media 

Psychology Perspective.” Indian Journal of Social Science and Literature 2 

(3): 5–9. https://doi.org/10.54105/ijssl.c1058.032323. 

Cooper, Donald R., and Pamela S. Schindler. 2014. Business Research Methods. 

12th ed. McGraw-Hill/Irwin. 

DataReportal. 2024. “Global Social Media Statistics.” 2024. 

https://datareportal.com/social-media-users. 

Desmaryani, Susi, Novira Kusrini, Weni Lestari, Dwi Septiyarini, Asti Harkeni, 

Rusli Burhansyah, Juliana C Kilmanun, dkk. 2023. “Investigating the Role of 

Brand Image and Halal Labels on Purchase Decisions: An Empirical Study of 

Rice Processing Firms.” Uncertain Supply Chain Management 12 (1): 481–

88. https://doi.org/10.5267/j.uscm.2023.9.004. 
Enberg, Jasmine. 2021. “To Meme or Not to Meme?” EMARKETER. January 25, 

2021. http://www.insiderintelligence.com/content/to-meme-or-not-to-meme. 

PENGARUH PEMASARAN MEME, KETERIKATAN KONSUMEN, DAN CITRA MEREK PADA NIAT BELI
GEN Z
MAURA DIKE VALENTIN, Bayu Sutikno, S. E., M. S. M., Ph. D.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1016/j.procs.2019.11.192
https://doi.org/10.12944/jbsfm.02.01-02.06
https://doi.org/10.15295/bmij.v6i1.229
https://doi.org/10.1016/j.jom.2005.04.002
https://doi.org/10.1080/10496491.2018.1443307
https://doi.org/10.54105/ijssl.c1058.032323
https://datareportal.com/social-media-users
https://doi.org/10.5267/j.uscm.2023.9.004
http://www.insiderintelligence.com/content/to-meme-or-not-to-meme


80 

 

 

Fischer, Eileen, and Stephen J. Arnold. 1990. “More Than a Labor of Love: Gender 

Roles and Christmas Gift Shopping.” Journal of Consumer Research 17 (3): 

333. https://doi.org/10.1086/208561. 

Fornell, Claes, and David F. Larcker. 1981. “Evaluating Structural Equation Models 

With Unobservable Variables and Measurement Error.” Journal of Marketing 

Research 18 (1): 39. https://doi.org/10.2307/3151312. 
G., Hong, J., Perusse, M., & Sheng, W. (2020). Memes as marketing. In Turning 

silicon into gold (pp. 99–107). Apress. 

Geiger, Abigail. 2024. “Defining Generations: Where Millennials End and 

Generation Z Begins.” Pew Research Center, April 14, 2024. 

https://www.pewresearch.org/short-reads/2019/01/17/where-millennials-

end-and-generation-z-begins/. 

Gligor, D. and Bozkurt, S. (2021), “The role of perceived social media agility in 

customer engagement”, Journal of Research in Interactive Marketing, Vol. 15 

No. 1, pp. 125-146. 

Gökerik, Mehmet, Ahmet Gürbüz, Ismail Erkan, Emmanuel Mogaji, and Serap Sap. 

2018. “Surprise Me With Your Ads! The Impacts of Guerrilla Marketing in 

Social Media on Brand Image.” Asia Pacific Journal of Marketing and 

Logistics 30 (5): 1222–38. https://doi.org/10.1108/apjml-10-2017-0257. 

Guesalaga, Rodrigo. 2015. “The Use of Social Media in Sales: Individual and 

Organizational Antecedents, and the Role of Customer Engagement in Social 

Media.” Industrial Marketing Management 54 (December): 71–79. 

https://doi.org/10.1016/j.indmarman.2015.12.002. 

Hair, Joseph F., William C. Black, Barry J. Babin, and Rolph E. Anderson. 2019. 

Multivariate Data Analysis. 8th ed. Cengage. 

Hair, Joseph F., Marko Sarstedt, Lucas Hopkins, and Volker G. Kuppelwieser. 2014. 

“Partial Least Squares Structural Equation Modeling (PLS-SEM).” European 

Business Review 26 (2): 106–21. https://doi.org/10.1108/ebr-10-2013-0128. 
Hair, Joe F., Christian M. Ringle, and Marko Sarstedt. 2011. “PLS-SEM: Indeed a 

Silver Bullet.” The Journal of Marketing Theory and Practice 19 (2): 139–

52. https://doi.org/10.2753/mtp1069-6679190202. 

Henseler, Jörg, Geoffrey Hubona, and Pauline Ash Ray. 2016. “Using PLS Path 

Modeling in New Technology Research: Updated Guidelines.” Industrial 

Management & Data Systems 116 (1): 2–20. https://doi.org/10.1108/imds-09-

2015-0382. 

Husnain, Mudassir, and Areeba Toor. 2017. “The Impact of Social Network 

Marketing on Consumer Purchase Intention in Pakistan: Consumer 

Engagement as a Mediator.” June 21, 2017. 

https://ajba.um.edu.my/index.php/AJBA/article/view/3478. 

ibisbandungtsb. 2024. “Ibis Bandung.” Instagram. Accessed June 13, 2024. 

https://www.instagram.com/reel/C6xZLcYyJC5/?igsh=cm1pYjkxdWFrbnJ5

. 

IDN Research Institute. 2024. “INDONESIA GEN Z REPORT 2024.” 

CDN.IDNtimes.com. Accessed June 10, 2024. 

https://cdn.idntimes.com/content-documents/indonesia-gen-z-report-

2024.pdf. 

PENGARUH PEMASARAN MEME, KETERIKATAN KONSUMEN, DAN CITRA MEREK PADA NIAT BELI
GEN Z
MAURA DIKE VALENTIN, Bayu Sutikno, S. E., M. S. M., Ph. D.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.2307/3151312
https://doi.org/10.1108/apjml-10-2017-0257
https://doi.org/10.1016/j.indmarman.2015.12.002
https://doi.org/10.1108/ebr-10-2013-0128
https://doi.org/10.2753/mtp1069-6679190202
https://doi.org/10.1108/imds-09-2015-0382
https://doi.org/10.1108/imds-09-2015-0382
https://ajba.um.edu.my/index.php/AJBA/article/view/3478
https://cdn.idntimes.com/content-documents/indonesia-gen-z-report-2024.pdf
https://cdn.idntimes.com/content-documents/indonesia-gen-z-report-2024.pdf


81 

 

 

indomienederland. 2024. “I wouldn’t say its an addiction but....” Instagram. 

Accessed June 26, 2024. https://www.instagram.com/p/C7EZ2Y2IMBk/. 

Jalilvand, Mohammad Reza, and Neda Samiei. 2012. “The Effect of Electronic 

Word of Mouth on Brand Image and Purchase Intention.” Marketing 

Intelligence & Planning 30 (4): 460–76. 

https://doi.org/10.1108/02634501211231946. 
Keller. 2008. Strategic Brand Management: building, measuring, and managing 

equity 3rd Edition. New Jersey: Pearson Prentice Hall 

Key Modesty. 2024. “They say that those girls are STILL knocking.” Instagram. 

Accessed June 30, 2024. https://www.instagram.com/reel/C8r2qJ0Ies2/. 
Kotler, Philip, and Kevin Lane Keller. 2007. Marketing Management. 

Kotler, Philip, and Kevin Keller. 2021. Marketing Management (15th Global 

Edition). Pearson Education Limited eBooks. 

http://dspace.vnbrims.org:13000/jspui/handle/123456789/5050. 

Lee, Eui-Bang, Sang-Gun Lee, and Chang-Gyu Yang. 2017. “The Influences of 

Advertisement Attitude and Brand Attitude on Purchase Intention of 

Smartphone Advertising.” Industrial Management & Data Systems 117 (6): 

1011–36. https://doi.org/10.1108/imds-06-2016-0229. 

Leonard, Agnesia, Maskuri Sutomo, and Farid Farid. 2018. "Pengaruh Pengalaman 

Merek dan Citra Merek terhadap Kepuasan Mahasiswa Fakultas Ekonomi 

Universitas Tadulako Menggunakan Beauty Balm (BB) Cream Wardah." 

Jurnal Ilmu Manajemen Universitas Tadulako (JIMUT) 4 (2): 185–90. 

https://doi.org/10.22487/jimut.v4i2.119. 

Li, Yan, Ruijuan Wu, and Dongjin Li. 2020. “The Influence of Subjective 

Characteristics of Social Network Sites on Consumers’ Word-of-mouth 

Sharing.” Online Information Review 44 (5): 977–94. 

https://doi.org/10.1108/oir-09-2018-0263. 

Ling, Kwek Choon, Lau Teck Chai, and Tan Hoi Piew. 2010. “The Effects of 

Shopping Orientations, Online Trust and Prior Online Purchase Experience 

Toward Customers’ Online Purchase Intention.” International Business 

Research 3 (3): 63. https://doi.org/10.5539/ibr.v3n3p63. 

Malodia, Suresh, Amandeep Dhir, Anil Bilgihan, Pranao Sinha, and Tanishka 

Tikoo. 2022. “Meme Marketing: How Can Marketers Drive Better 

Engagement Using Viral Memes?” Psychology and Marketing 39 (9): 1775–

1801. https://doi.org/10.1002/mar.21702. 

Meenaghan, T. 1995. "The role of advertising in brand image 

development." Journal of Product & Brand Management, 4 (4): 23-

34. https://doi.org/10.1108/10610429510097672 

Martos-Partal, Mercedes, Oscar González-Benito, and Mariana Fustinoni-

Venturini. 2013. “Motivational Profiling of Store Brand Shoppers: 

Differences Across Quality Tiers.” Marketing Letters 26 (2): 187–200. 

https://doi.org/10.1007/s11002-013-9274-x. 
McDonald, S. C. 2018. “What do we really know about attitudes toward privacy 

and advertisement avoidance?” Journal of Advertising Research, 58(1): 75–

76. 

PENGARUH PEMASARAN MEME, KETERIKATAN KONSUMEN, DAN CITRA MEREK PADA NIAT BELI
GEN Z
MAURA DIKE VALENTIN, Bayu Sutikno, S. E., M. S. M., Ph. D.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1108/02634501211231946
https://www.instagram.com/reel/C8r2qJ0Ies2/
http://dspace.vnbrims.org:13000/jspui/handle/123456789/5050
https://doi.org/10.1108/imds-06-2016-0229
https://doi.org/10.22487/jimut.v4i2.119
https://doi.org/10.1108/oir-09-2018-0263
https://doi.org/10.1002/mar.21702.
https://doi.org/10.1007/s11002-013-9274-x


82 

 

 

Meenaghan, Tony. 1995. “The Role of Advertising in Brand Image Development.” 

Journal of Product & Brand Management 4 (4): 23–34. 

https://doi.org/10.1108/10610429510097672. 

Ng, Sylvia C., Jillian C. Sweeney, and Carolin Plewa. 2020. “Customer 

Engagement: A Systematic Review and Future Research Priorities.” 

Australasian Marketing Journal (AMJ) 28 (4): 235–52. 

https://doi.org/10.1016/j.ausmj.2020.05.004. 

Nguyen, Hai Ho, Bang Nguyen-Viet, Yen Thi Hoang Nguyen, and Tin Hoang Le. 

2022. “Understanding Online Purchase Intention: The Mediating Role of 

Attitude Towards Advertising.” Cogent Business & Management 9 (1). 

https://doi.org/10.1080/23311975.2022.2095950. 

Nunnally, J.C. and Bernstein, I.H. .1994. “The Assessment of Reliability”. 

Psychometric Theory, 3, 248-292. 

Pan, Haili. 2020. “Online Community Value Co-creation.” Online Information 

Review 44 (3): 645–69. https://doi.org/10.1108/oir-09-2018-0276. 

Pascalau, Simona Valentina, and Ramona Mihaela Urziceanu. 2021. “Traditional 

Marketing Versus Digital Marketing.” Agora International Journal of 

Economical Sciences 14 (March). https://doi.org/10.15837/aijes.v14i0.4202. 

Pech, Richard J. 2003. “Memes and Cognitive Hardwiring: Why Are Some Memes 

More Successful Than Others?” European Journal of Innovation 

Management 6 (3): 173–81. https://doi.org/10.1108/14601060310486244. 

Razzaq, Ali, Wei Shao, and Sara Quach. 2024. “Meme Marketing Effectiveness: A 

Moderated-mediation Model.” Journal of Retailing and Consumer Services 

78 (January): 103702. https://doi.org/10.1016/j.jretconser.2023.103702. 

Razzaq, Ali, Wei Shao, and Sara Quach. 2023. “Towards an Understanding of 

Meme Marketing: Conceptualisation and Empirical Evidence.” Journal of 

Marketing Management, January, 1–32. 

https://doi.org/10.1080/0267257x.2022.2158906. 

Rindell, Anne, and Oriol Iglesias. 2014. “Context and Time in Brand Image 

Constructions.” Journal of Organizational Change Management 27 (5): 756–

68. https://doi.org/10.1108/jocm-09-2014-0172. 

Roscoe, J. T. 1975. Fundamental Research Statistics for the Behavioral Sciences. 

Journal of the American Statistical Association. 2nd ed. New York: Holt, 

Rinehart and Winston. 
Sardjito Hospital. 2024. “Pelayanan Poliklinik Regular di Instalasi Rawat Jalan RS 

Sardjito.” Accessed June 30, 2024. 

https://www.instagram.com/reel/C7wHV1wy9ag/. 

Schaffer, Neal. 2024. “Meme Marketing: It’s Time to Take Memes Seriously. 

Here’S the Why and How.” Neal Schaffer Official Site. August 31, 2024. 

https://nealschaffer.com/meme-marketing. 

Schoters. 2024. “Beli 1 Gratis 1 di akhir bulan!!” Accessed June 30, 2024. 

https://www.instagram.com/reel/C7f9vx3RPC4/. 
Sekaran, Uma, and Roger Bougie. 2013. Research Methods for Business : A Skill-

building Approach 6th Ed. 

https://slims.bakrie.ac.id/textbook/index.php?p=show_detail&id=218. 

PENGARUH PEMASARAN MEME, KETERIKATAN KONSUMEN, DAN CITRA MEREK PADA NIAT BELI
GEN Z
MAURA DIKE VALENTIN, Bayu Sutikno, S. E., M. S. M., Ph. D.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1108/10610429510097672
https://doi.org/10.1016/j.ausmj.2020.05.004
https://doi.org/10.1080/23311975.2022.2095950
https://doi.org/10.1108/oir-09-2018-0276
https://doi.org/10.15837/aijes.v14i0.4202
https://doi.org/10.1016/j.jretconser.2023.103702
https://doi.org/10.1080/0267257x.2022.2158906
https://doi.org/10.1108/jocm-09-2014-0172
https://nealschaffer.com/meme-marketing
https://www.instagram.com/reel/C7f9vx3RPC4/
https://slims.bakrie.ac.id/textbook/index.php?p=show_detail&id=218


83 

 

 

Shifman, Limor. 2013. “Memes in a Digital World: Reconciling With a Conceptual 

Troublemaker.” Journal of Computer-Mediated Communication 18 (3): 362–

77. https://doi.org/10.1111/jcc4.12013. 

Siswoyo, Haryono. 2017. "Metode SEM untuk Penelitian Manajemen AMOS 

Lisrel PLS." Jakarta: Luxima Metro Media.  

Statista. 2024. “Most Used Social Networks 2024, by Number of Users.” July 10, 

2024. https://www.statista.com/statistics/272014/global-social-networks-

ranked-by-number-of-users/. 

Suhr, D. D. 2006. Exploratory or Confirmatory Factor Analysis. Cary, CN: SAS 

Institute Inc. 

Taecharungroj, Viriya, and Pitchanut Nueangjamnong. 2015. “Humour 2.0: Styles 

and Types of Humour and Virality of Memes on Facebook.” Journal of 

Creative Communications 10 (3): 288–302. 

https://doi.org/10.1177/0973258615614420. 

Tama-Rutigliano, Karina. 2018. “Memes: A Digital Marketing Tool for Every 

Industry.” Forbes, August 10, 2018. 

https://www.forbes.com/sites/forbescommunicationscouncil/2018/08/10/me

mes-a-digital-marketing-tool-for-every-industry/?sh=5d4765e02664. 
Teng, Hsuju, Chi-Feng Lo, and Hsin-Hui Lee. 2021. “How Do Internet Memes 

Affect Brand Image?” Online Information Review 46 (2): 304–18. 

https://doi.org/10.1108/oir-05-2020-0192. 

Vardeman, Christopher. 2023. “Advertising to Gen-Z College Students With 

Memes? A Focus Group Study.” Qualitative Market Research an 

International Journal 27 (1): 1–18. https://doi.org/10.1108/qmr-05-2023-

0073. 

Vivek, Shiri D., Sharon E. Beatty, and Robert M. Morgan. 2012. “Customer 

Engagement: Exploring Customer Relationships Beyond Purchase.” The 

Journal of Marketing Theory and Practice 20 (2): 122–46. 

https://doi.org/10.2753/mtp1069-6679200201. 

Wu, Paul C.S., Gary Yeong-Yuh Yeh, and Chieh-Ru Hsiao. 2010. “The Effect of 

Store Image and Service Quality on Brand Image and Purchase Intention for 

Private Label Brands.” Australasian Marketing Journal (AMJ) 19 (1): 30–39. 

https://doi.org/10.1016/j.ausmj.2010.11.001. 

Yang, Guolan. 2022. “Using Funny Memes for Social Media Marketing: The 

Moderating Role of Bandwagon Cues.” Journal of Promotion Management 

28 (7): 944–60. https://doi.org/10.1080/10496491.2022.2054904. 

Yhee, Yerin, Jahyun Goo, Chulmo Koo, and Namho Chung. 2024a. “Meme-

affordance Tourism: The Power of Imitation and Self-presentation.” Decision 

Support Systems 179 (January): 114177. 

https://doi.org/10.1016/j.dss.2024.114177. 
Yung-Cheng Shen, Crystal T. Lee, and Wen-Ya Lin. 2024. “Meme marketing on 

social media: the role of informational cues of brand memes in shaping 

consumers’ brand relationship.” Journal of Research in Interactive Marketing 

18 (4): 588–610. https://doi.org/10.1108/JRIM-01-2023-0029. 

PENGARUH PEMASARAN MEME, KETERIKATAN KONSUMEN, DAN CITRA MEREK PADA NIAT BELI
GEN Z
MAURA DIKE VALENTIN, Bayu Sutikno, S. E., M. S. M., Ph. D.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1111/jcc4.12013
https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/
https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/
https://www.forbes.com/sites/forbescommunicationscouncil/2018/08/10/memes-a-digital-marketing-tool-for-every-industry/?sh=5d4765e02664
https://www.forbes.com/sites/forbescommunicationscouncil/2018/08/10/memes-a-digital-marketing-tool-for-every-industry/?sh=5d4765e02664
https://doi.org/10.1108/oir-05-2020-0192
https://doi.org/10.1108/qmr-05-2023-0073
https://doi.org/10.1108/qmr-05-2023-0073
https://doi.org/10.2753/mtp1069-6679200201
https://doi.org/10.1016/j.ausmj.2010.11.001
https://doi.org/10.1016/j.dss.2024.114177
https://doi.org/10.1108/JRIM-01-2023-0029


84 

 

 

Zhang, Chrystal B., and Yi Hsin Lin. 2015. “Exploring Interactive Communication 

Using Social Media.” Service Industries Journal 35 (11–12): 670–93. 

https://doi.org/10.1080/02642069.2015.1064396. 

Zulli, Diana, and David James Zulli. 2020. “Extending the Internet Meme: 

Conceptualizing Technological Mimesis and Imitation Publics on the TikTok 

Platform.” New Media & Society 24 (8): 1872–90. 

https://doi.org/10.1177/1461444820983603. 

 

  

PENGARUH PEMASARAN MEME, KETERIKATAN KONSUMEN, DAN CITRA MEREK PADA NIAT BELI
GEN Z
MAURA DIKE VALENTIN, Bayu Sutikno, S. E., M. S. M., Ph. D.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1080/02642069.2015.1064396
https://doi.org/10.1177/1461444820983603

	1158d402ea537caaae1a8e89bf3859c5267f3195fce688397fbe4007f1928e91.pdf
	DAFTAR PUSTAKA


