Pengaruh Terpaan Konten Akun Tiktok @Rucas.Official terhadap Brand Image Rucas dengan
Asosiasi Merek

sebagai Variabel Mediasi

Endita Widianti, Drs. | Gusti Ngurah Putra, M.A.

UNIVERSITAS ’ ) . ) . . . .
GADJAH MADA Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

Daftar Pustaka

Aaker, D. A. (1991). Managing Brand Equity: Capitalizing on the Value of a Brand
Name. New York: The Free Press.

Abdullah, M. (2015). Metodologi Penelitian Kuantitatif. Yogyakarta: Aswaja

Pressindo.

Ahdika, A. (2017). Improvement of Quality, Interest, Critical, and Analytical Thinking
Ability of Students through the Application of Research Based Learning (RBL) in
Introduction to Stochastic Processes Subject. International Electronic Journal of

Mathematics Education, 12(2), 167-191. https://doi.org/10.29333/iejme/608

Annur, C. M. (2024). Iklan TikTok di Indonesia Jangkau 126 Juta Audiens, Terbanyak
ke-2 Global | Databoks. Databoks.

https://databoks.katadata.co.id/teknologi-telekomunikasi/statistik/09215¢706dc057f
/iklan-tiktok-di-indonesia-jangkau-126-juta-audiens-terbanyak-ke-2-global

Ardianto, E., Komala, L., Karlinah S. (2014). Komunikasi Massa : Suatu Pengantar.

Simbiosa Rekatama Media.

Ayu, D., & Rajagukguk, S. (2022). Analisis Resepsi Khalayak Pada Aplikasi Peduli
Lindungi Di masa Pandemi Covid 19. Jurnal Netnografi Komunikasi, 1(1), 38-47.

Backhaus, K. (2016). Employer Branding Revisited. Organization Management
Journal, 13(4), 193-201. https://doi.org/10.1080/15416518.2016.1245128

Barron, Reuben M dan Kenny, David A. (1986). The Moderator-Mediator Variable
Distinction in Social Psychological Research: Conceptual, Strategic, and Statistical

Considerations. Journal of Personality and Social Psychology. 51 (6), 1173 - 1182.

96


https://doi.org/10.29333/iejme/608
https://databoks.katadata.co.id/teknologi-telekomunikasi/statistik/09215c706dc057f/iklan-tiktok-di-indonesia-jangkau-126-juta-audiens-terbanyak-ke-2-global
https://databoks.katadata.co.id/teknologi-telekomunikasi/statistik/09215c706dc057f/iklan-tiktok-di-indonesia-jangkau-126-juta-audiens-terbanyak-ke-2-global
https://doi.org/10.1080/15416518.2016.1245128

Pengaruh Terpaan Konten Akun Tiktok @Rucas.Official terhadap Brand Image Rucas dengan
Asosiasi Merek

sebagai Variabel Mediasi

Endita Widianti, Drs. | Gusti Ngurah Putra, M.A.

UNIVERSITAS ’ ) . ) . . . .
GADJAH MADA Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

Bauer, H. H., Grether, M., & Leach, M. (2002). Building Customer Relationships Over
the Internet. Industrial Marketing Management, 31(2), 155-163.

Butkouskaya, V., Llonch-Andreu, J., & Alarcon-del-Amo, M. D. C. (2021).
Inter-country  customer-perspective analysis of strategic antecedents and

consequences for post-purchase behaviour in integrated marketing communications

(IMC). Journal of International Consumer Marketing, 33(1), 68-83.

Campbell, M. C.,, & Keller, K. L. (2003). Brand Familiarity and Advertising
Repetition Effects. Journal of Consumer Research, 30(2), 292-304.

Creswell, J. W. (2013). Research Design: Qualitative, Quantitative, and Mixed
Methods Approaches (4th ed.). Sage Publications.

Dwiputra, K. O. (2021). Analisis resepsi khalayak terhadap pemberitaan Covid-19 di
klikdokter. com. Jurnal Komunikasi Profesional, 5(1).

Espindola, J. I. (2020). Country Image and Brand Image: The Effects "Country Image"

and "Brand image" on Luxury Products. Sciencia Scripts.

Gruen, T. W., Osmonbekov, T., & Czaplewski, A. J. (2006). eWOM: The impact of
customer-to-customer online know-how exchange on customer value and loyalty.

Journal of Business Research, 59(4), 449-456.

Hafan, A. A. (2023). Analisis Fenomena Flexing di Sosial Media pada Generasi Z
dalam Perspektif Konsumsi Islam (Studi Kasus Pada Mahasiswa Universitas Islam

Indonesia) (Doctoral dissertation, Universitas Islam Indonesia).

https://ginee.com/id/insights/pengguna-tiktok/

Haroen, D. (2014). Personal Branding: Kunci Kesuksesan Berkiprah di Dunia Politik.

Gramedia.

97


https://ginee.com/id/insights/pengguna-tiktok/
https://ginee.com/id/insights/pengguna-tiktok/

Pengaruh Terpaan Konten Akun Tiktok @Rucas.Official terhadap Brand Image Rucas dengan
Asosiasi Merek

sebagai Variabel Mediasi

Endita Widianti, Drs. | Gusti Ngurah Putra, M.A.

UNIVERSITAS ’ ) . ) . . . .
GADJAH MADA Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

Henning-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2024). Electronic
Word-Of-Mouth via Consumer-Opinion Platforms: What Motivates Consumers to
Articulate Themselves On The Internet? Journal Of Interactive Marketing, ' 18(1),
38-52.

Hur, Y. (Katie), & Adler, H. (2011). Employees’ Perceptions of Restaurant Brand
Image. Journal of Foodservice Business Research, 14(4), 334-359.
https://doi-org.ezproxy.ugm.ac.id/10.1080/15378020.2011.624053

Itanghi, I. N., Cheo, V. N., & Julius, A. (2023). A Semiotic Analysis of Symbolism
and Persuasion as Communication Strategies on Some Educational Billboards in

Buea- Cameroon. Advances in Applied Sociology, 13(3), 179-201.
https://doi.org/10.4236/aas0ci.2023.133012

Izzalqurny, T. R., & Nabila, F. (2021). Apakah Paradigma Nonpossitivsm (Interpretif,
Kritis dan Posmodernis) dalam Akuntansi” Ilmiah”?. MAKSIMUM: Media
Akuntansi Universitas Muhammadiyah Semarang, 11(1), 13-26.

Jin, S. V., Muqaddam, A., & Ryu, E. (2021). Instatamous and social media influencer
marketing. Journal of Business Research, 132, 89-100.

Kapferer, J. N. (2008). The New Strategic Brand Management: Creating and
Sustaining Brand Equity Long Term. Kogan Page.

Kapferer, J. N. (2012). The New Strategic Brand Management: Advanced Insights and
Strategic Thinking. 5th ed. New Strategic Brand Management: Creating &
Sustaining Brand Equity. London: Kogan Page.

Kaye, D. B., Chen, X., & Zeng, J. (2022). "The TikTok algorithm and Al-driven
content curation: A new era of social media engagement." Digital Journalism,

10(4), 592-610.

98


https://doi-org.ezproxy.ugm.ac.id/10.1080/15378020.2011.624053
https://doi-org.ezproxy.ugm.ac.id/10.1080/15378020.2011.624053
https://doi.org/10.4236/aasoci.2023.133012
https://doi.org/10.4236/aasoci.2023.133012

Pengaruh Terpaan Konten Akun Tiktok @Rucas.Official terhadap Brand Image Rucas dengan
Asosiasi Merek
sebagai Variabel Mediasi
Endita Widianti, Drs. | Gusti Ngurah Putra, M.A.
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

Keller, K. L. (2009). Building Strong Brands in A Modern Marketing
Communications Environment. Journal of Marketing Communications, No. 15,

Vol. 2-3, pp.139-155.

Keller, Kevin L. (1993). Conceptualizing, Measuring, and Managing CustomerBased
Brand Equity. Journal of Marketing, Vol. 57, No. 1, pp. 1-22.

Keller, K. L. (2013). Strategic Brand Management: Building, Measuring, and
Managing Brand Equity (4th ed.). Pearson Education.

Keller, K. L. (2013). Strategic Brand Management: Building, Measuring, and
Managing Brand Equity. Pearson Education.

Keller, K. L., & Swaminathan, V. (2020). Strategic Brand Management: Building,
Measuring, and Managing Brand Equity.
https://www.pearson.com/uk/educators/higher-education-107educators/program/Kel

ler-Strategic-Brand-Management-BuildingMeasuring-and-Managing-Brand-Equity-
lobal-Edition-5thEdition/PGM?2729761 .html

Kementerian Perindustrian Republik Indonesia. (2020). Optimalkan Bahan Domestik,
Kemenperin Percantik Kinerja Industri Kosmetik.

https://kemenperin.go.id/artikel/21913/Optimalkan-Bahan-Domestik.-Kemenperin-

Percantik-Kinerja-Industri-Kosmetik

Kiswondari. (2023, September 22). Profil dan Biodata Melvina Husyanti, Crazy Rich
Palembang  yang  Diisukan  Terlibat  Money  Laundering.  iNews.id.

https://www.inews.id/lifestvle/seleb/profil-dan-biodata-melvina-husvanti-crazy-rich

Kotler, P., & Keller, K. L. (2016). Marketing Management. Pearson Education.

99


https://www.google.com/search?q=https://www.pearson.com/uk/educators/higher-education-107educators/program/Keller-Strategic-Brand-Management-BuildingMeasuring-and-Managing-Brand-Equity-Global-Edition-5thEdition/PGM2729761.html
https://www.google.com/search?q=https://www.pearson.com/uk/educators/higher-education-107educators/program/Keller-Strategic-Brand-Management-BuildingMeasuring-and-Managing-Brand-Equity-Global-Edition-5thEdition/PGM2729761.html
https://www.google.com/search?q=https://www.pearson.com/uk/educators/higher-education-107educators/program/Keller-Strategic-Brand-Management-BuildingMeasuring-and-Managing-Brand-Equity-Global-Edition-5thEdition/PGM2729761.html
https://www.google.com/search?q=https://www.pearson.com/uk/educators/higher-education-107educators/program/Keller-Strategic-Brand-Management-BuildingMeasuring-and-Managing-Brand-Equity-Global-Edition-5thEdition/PGM2729761.html
https://kemenperin.go.id/artikel/21913/Optimalkan-Bahan-Domestik,-Kemenperin-Percantik-Kinerja-Industri-Kosmetik
https://kemenperin.go.id/artikel/21913/Optimalkan-Bahan-Domestik,-Kemenperin-Percantik-Kinerja-Industri-Kosmetik
https://kemenperin.go.id/artikel/21913/Optimalkan-Bahan-Domestik,-Kemenperin-Percantik-Kinerja-Industri-Kosmetik
https://www.inews.id/lifestyle/seleb/profil-dan-biodata-melvina-husyanti-crazy-rich-
https://www.inews.id/lifestyle/seleb/profil-dan-biodata-melvina-husyanti-crazy-rich-
https://www.inews.id/lifestyle/seleb/profil-dan-biodata-melvina-husyanti-crazy-rich-

Pengaruh Terpaan Konten Akun Tiktok @Rucas.Official terhadap Brand Image Rucas dengan
Asosiasi Merek

sebagai Variabel Mediasi

Endita Widianti, Drs. | Gusti Ngurah Putra, M.A.

UNIVERSITAS ’ ) ’ ; } . . .
GADJAH MADA Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

Kusuma, F. F., Hadji, I. P., & Budiana, D. (2022). Analisis Resepsi Khalayak Mengenai
Konten ‘Thirst Trap’pada Akun TikTok@ eunicetjoaa. Jurnal e-Komunikasi, 10(2).

Lair, D. J., Sullivan, K., & Cheney, G. (2005). Marketization and the recasting of the
professional self: The rhetoric and ethics of personal branding. Management

Communication Quarterly, 18(3), 307-343.

Lin, C., Wu, Y.-S., & Chen, J.-C. V. (2013). Electronic Word of Mouth: The
Moderating Roles of Products Involvement and Brand Image. Technology

Innovation and Industrial Management, 29-47.

Liputan6. (2022). Flexing Adalah Kebiasan Pamer di medsos, Ketahui Pengertian
Dan Bahayanya.
https://www.liputan6.com/hot/read/5054959/flexing-adalah-kebiasan-pamer-di-med

sos-ketahui-pengertian-dan-bahayanya (Accessed: April 10, 2023)

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic word-of-mouth in
hospitality and tourism management. Tourism Management, 29(3), 458-468.

Lusiana, Y., & Paramita, S. (2022). Komunikasi Ekspresif Media TikTok. Kiwari,
1(3), 443—-448. https://doi.org/10.24912/ki.v1i3.15762

Mangold, W. G., & Faulds, D. J. (2009). "Social Media: The New Hybrid Element of
the Promotion Mix." Business Horizons, 52(4), 357-365.

Mardianto, D. D. (2023). Komunikasi Ekspresif Penggunaan Media Sosial TikTok
(Studi Kasus Generasi Z Usia 18-23 Tahun): Komunikasi Ekspresif Penggunaan
Media Sosial TikTok (Studi Kasus Generasi Z Usia 18-23 Tahun). IKOMIK: Jurnal
Ilmu Komunikasi dan Informasi, 3(2), 50-58.

McQuail, D. (2010). McQuail's mass communication theory (6th ed.). SAGE

Publications.

100


https://www.liputan6.com/hot/read/5054959/flexing-adalah-kebiasan-pamer-di-medsos-ketahui-pengertian-dan-bahayanya
https://www.liputan6.com/hot/read/5054959/flexing-adalah-kebiasan-pamer-di-medsos-ketahui-pengertian-dan-bahayanya
https://www.liputan6.com/hot/read/5054959/flexing-adalah-kebiasan-pamer-di-medsos-ketahui-pengertian-dan-bahayanya
https://doi.org/10.24912/ki.v1i3.15762

Pengaruh Terpaan Konten Akun Tiktok @Rucas.Official terhadap Brand Image Rucas dengan
Asosiasi Merek
sebagai Variabel Mediasi
Endita Widianti, Drs. | Gusti Ngurah Putra, M.A.
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology.
The MIT Press.

Meilasari, S. H., & Wahid, U. (2020). Analisis Resepsi Khalayak Terhadap Isi Pesan
ada Iklan Wardah Cosmetics “Long Lasting Lipstic Feel The Color.”. Journal
Komunikasi, 11(1), 1-8.

Mefita, S., & Yulianto, M. (2018). Fenomena gaya hidup selebgram (studi
fenomenologi selebgram awkarin). Interaksi Online, 6(4), 567-573.

Nurasmi, N., & Andriana, A. N. (2024). Pengaruh Peran Beauty Vlogger, Electronic
Word Of Mouth (eWOM), Dan Brand Image Terhadap Keputusan Pembelian
Produk Skincare Skintific Di Samarinda. Management Studies and

Entrepreneurship Journal (MSEJ), 5(2), 4901-4920.
Nurudin. (2007). Pengantar Komunikasi Massa. Jakarta: Rajagrafindo Persada.

Pertiwi, W. K. (2020). Indonesia Sumbang Angka Unduhan TikTok Terbanyak di

Dunia. Diakses melalui

https://tekno.kompas.com/read/2020/09/11/15010037/indonesia-sumbang-angka-un
duhan-tiktok-terbanyak-di-dunia

Pieters, R., Warlop, L., & Wedel, M. (2002). Breaking through the clutter: Benefits of
advertisement originality and familiarity for brand attention and memory.

Management Science, 48(6), 765-781.

Pohan, S., Munawwarah, P., & Sinuraya, J. S. B. (2023). Fenomen Flexing Di Media
Sosial Dalam Menaikkan Popularitas Diri Sebagai Gaya Hidup. Jurnal Ilmu
Komunikasi Dan Media Sosial (JKOMDIS), 3(2), 490-493.

101


https://tekno.kompas.com/read/2020/09/11/15010037/indonesia-sumbang-angka-unduhan-tiktok-terbanyak-di-dunia
https://tekno.kompas.com/read/2020/09/11/15010037/indonesia-sumbang-angka-unduhan-tiktok-terbanyak-di-dunia

Pengaruh Terpaan Konten Akun Tiktok @Rucas.Official terhadap Brand Image Rucas dengan
Asosiasi Merek

sebagai Variabel Mediasi

Endita Widianti, Drs. | Gusti Ngurah Putra, M.A.

UNIVERSITAS ’ ) . ) . . . .
GADJAH MADA Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

Rahayu. (2008). Metode Survei: Karakteristik dan Prosedur Aplikasinya. In P.
Narendra (Ed.), Metodologi Riset Komunikasi: Panduan untuk Melaksanakan

Penelitian Komunikasi (pp. 49-79). Balai Pengkajian dan Pengembangan Informasi

(BPPI) Wilayah IV Yogyakarta dan Pusat Kajian Media dan Budaya Populer
Yogyakarta.

Residona, A. S. (2019). Pengaruh electronic word of mouth (ewom) terhadap purchase
intention produk skincare dengan brand image sebagai variabel mediasi (Studi
pada pengakses akun Instagram@ wardahbeauty di Kota Malang) (Doctoral

dissertation, Universitas Brawijaya).

Robinson, L. (2007). The cyberself: the self-ing project goes online, symbolic
interaction in the digital age. New Media & Society, 9(1), 93-110.

Rohimakumullah, A., & Mulyanti, D. (2024). Pengaruh terpaan konten media sosial

terhadap literasi kesehatan followers @halodoc.

Romindo, R., Muttaqin, M., Saputra, D. H., Purba, D. W., Iswahyudi, M., Banjarnahor,
A. R, & Simarmata, J. (2019). E-Commerce: Implementasi, Strategi dan

Inovasinya. Yayasan Kita Menulis.

Sa'diyah, S., Rizka, R., & Rosyadi, I. (2024). Flexing as a Marketing Strategy: A
Perspective from Islamic Economic Law. Perisai: Islamic Banking and Finance

Journal, 8§(1), 15-30.

Salim, M. P. (2022). Flexing Adalah Kebiasan Pamer di medsos, Ketahui Pengertian
Dan Bahayanya. Liputan6.

https://www.liputan6.com/hot/read/5054959/flexing-adalah-kebiasan-pamer-di-med
sos-ketahui-pengertian-dan-bahayanya (Accessed: April 10, 2023)

102


https://www.liputan6.com/hot/read/5054959/flexing-adalah-kebiasan-pamer-di-medsos-ketahui-pengertian-dan-bahayanya
https://www.liputan6.com/hot/read/5054959/flexing-adalah-kebiasan-pamer-di-medsos-ketahui-pengertian-dan-bahayanya
https://www.liputan6.com/hot/read/5054959/flexing-adalah-kebiasan-pamer-di-medsos-ketahui-pengertian-dan-bahayanya

Pengaruh Terpaan Konten Akun Tiktok @Rucas.Official terhadap Brand Image Rucas dengan
Asosiasi Merek

sebagai Variabel Mediasi

Endita Widianti, Drs. | Gusti Ngurah Putra, M.A.

UNIVERSITAS ’ ) . ) . . . .
GADJAH MADA Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

Santoso, S. (2021). Analisis Resepsi Audiens Terhadap Berita Kasus Meiliana di
Media Online. Komuniti: Jurnal Komunikasi Dan Teknologi Informasi, 12(2),
140-154.

Saputri, W., & Mardijono, H. A. (2023). Syarat Berpenampilan Menarik Pada
Pendaftaran Calon Mahasiswa Sebagai Salah Satu Diskriminasi Di Dunia

Pendidikan. Bureaucracy Journal: Indonesia Journal of Law and Social-Political

Governance, 3(1), 569-583.

Scharrer, E., & Ramasubramanian, S. (2021). Quantitative Research Methods in

Communication: The Power of Numbers for Social Justice. Routledge.

Schmidt, S., & Eisend, M. (2015). Advertising Repetition: A Meta-Analysis on
Effective Frequency in Advertising. Journal of Advertising, 44(4), 415-428.

Slater, M. D. (2004). OPERATIONALIZING AND ANALYZING EXPOSURE: THE
FOUNDATION OF MEDIA EFFECTS RESEARCH. JOURNAISM & MASS
COMMUNICATION.

Soetriono, R. H., & Hanafie, R. (2007). Filsafat ilmu dan metodologi penelitian. Andi
Offset.

Solomon, M. R. (1983). The Role of Products as Social Stimuli: A Symbolic

Interactionism Perspective. Journal of Consumer Research, 10, 319-329.

Statista. (2023). Number of monthly active TikTok users worldwide from 2018 to 2023.

Retrieved from www.statista.com

Sugiyono. (2013). Metode Penelitian Kuantitatif, Kualitatif, dan R&amp,;D. Alfabeta.

Sukmawati, D. A. R., Mathori, M., & Marzuki, A. (2022). Pengaruh Promosi, Harga,
Dan Kualitas Produk Terhadap Keputusan Pembelian Produk Skincare

103


https://www.statista.com

Pengaruh Terpaan Konten Akun Tiktok @Rucas.Official terhadap Brand Image Rucas dengan
Asosiasi Merek
sebagai Variabel Mediasi
Endita Widianti, Drs. | Gusti Ngurah Putra, M.A.
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

Somethinc:(Studi pada Konsumen di Daerah Istimewa Yogyakarta). Jurnal Riset

Akuntansi Dan Bisnis Indonesia, 2(2), 579-599.

Swaminathan, V. (2016). Branding in the digital era: new directions for research on

customer-based brand equity. AMS Review, 6, 33-38.

Tellis, G. J. (2009). Effective Advertising: Understanding When, How, and Why
Advertising Works. Sage Publications.

Tepeci, M. (1999). Increasing brand loyalty in the hospitality industry. International
Journal of Contemporary Hospitality Management, 11(5), 223-229.

Thurau-Hennig, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). “Electronic
Word-Of-Mouth via Consumer-Opinion Platforms: What Mot

Yudantha, G. E. M., & Donoriyanto, D. S. (2024). Pengaruh Implementasi Strategi
Marketing Funnel Terhadap Penjualan Produk Graha Office. Jurnal Riset dan
Inovasi Manajemen, 2(1), 138-147.

104



	Daftar Pustaka 

