
73 

 

DAFTAR PUSTAKA 

 

Alifahmi, H. 2005. Sinergi komunikasi pemasaran: Integrasi iklan, Public 
relation, dan promosi. Mizan Pustaka. Jakarta.  

Anonim. 2015. Facebook Users in Indonesia Have Highest Mobile Usage 
Rate Worldwide. Diakses dari 
www.emarketer.com/Article/Facebook-Users-Indonesia-Have-
Highest-Mobile-Usage-Rate-Worldwide/ 1011896.  Pada tanggal 21 
April 2015. 

APJII. 2014. Press release : Profil Terkini Industri Internet Indonesia. 
Jakarta. 

Arningsih, E. 2005. Pengembangan Industri Pengolahan Susu Dalam 
Upaya Peningkatan Konsumsi Susu Dan Produk-produk Olahan 
Susu Di Indonesia. Diakses dari 
http://peternakan.litbang.pertanian.go.id/ pada tanggal 4 Juni 2015.  

Astawan, M. 2005. Proses UHT : Upaya Penyelamtan Gizi pada Susu. 
Diakses dari http://www.hypno-birthing.web.id/?p=553 pada 5 Juni 
2015. 

Bagozzi, P., Richard dan U. M. Dholakia. 2002. Intentional Social Action in 
Virtual Communities. Journal of Interactive Marketing. 16: 2–21. 

Bickart, Barbara dan R. M. Schindler. 2001. Internet Forums as Influential 
Sources of Consumer Information. Journal of Interactive Marketing. 
15: 31–40. 

Boer, K. 2013. Interaktivitas sebagai Strategi Mediated Communication 
pada Fans Page Starbucks Coffee Indonesia. Jurnal Ilmu 
Komunikasi. 10: 113-124. 

Buckle, K.A., R.A., Edwars, G.H., Fleet dan M, Watson. 1987. Ilmu 
Pangan. Penerbit Universitas Indonesia. Depok. 

Burchell, B dan C., Marsh. 1992. The effect of questionnaire length on 
survey response. Kluwe Academic Publisher. Netherland.  

Cameron, A. C dan P. K. Trivedi. 2005. Microeconometrics: Methods and 
Applications. Cambridge University Press. New York 

Chandra, G. 2005. Strategi dan Program Pemasaran. ANDI. Yogyakarta. 

EFEK BRAND POST PRODUK SUSU OLAHAN DALAM PLATFORM FAN PAGE FACEBOOK PADA
RESPON KONSUMEN
DENIS FEBTA D, Dr.Ir. Suci Paramitasari Syahlani, MM ; Mujtahidah Anggriani Ummul Muzayyanah, S.Pt., MP.,Ph.D
Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

http://www.emarketer.com/Article/Facebook-Users-Indonesia-Have-Highest-Mobile-Usage-Rate-Worldwide/%201011896
http://www.emarketer.com/Article/Facebook-Users-Indonesia-Have-Highest-Mobile-Usage-Rate-Worldwide/%201011896
http://peternakan.litbang.pertanian.go.id/
http://www.hypno-birthing.web.id/?p=553


74 

 

Cho, C. 1999. How Advertising Works on the WWW: Modified Elaboration 
Likelihood Model. Journal of Current Issues and Research in 
Advertising. 21: 33–50. 

Chua, A.Y.K. dan Banerjee, S. 2015. How Businesses Draw Attention on 
Facebook through Incentives, Vividness and Interactivity. IAENG 
International Journal of Computer Science. 42: 3-12. 

de Vries, L., S. Gensler dan P. S. H. Leeflang. 2012. Popularity of Brand 
Posts on brand Fan Page: An investigation of the effects of social 
media marketing. Journal of Interactive Marketing. 26: 83-91. 

Ditjen Peternakan. 1983. Pedoman Pengolahan Susu Sederhana. 
Direktorat Bina Usaha Petani Ternak Dan Pengolahan Hasil 
Peternakan Ditjen Peternakan. Jakarta 

Fennis, B. M dan S. Wolfgang. 2010. The Psychology of Advertising. Hove 
and New York: Psychology Press. 

Firdaus, M. 2004. Ekonometrika Suatu Pendekatan Aplikatif. PT. Bumi 
Aksara. Jakarta.  

Fuller, J., Muhlbacher, H. Matzler, dan G. Jawecki. 2009. Consumer 
empowerment through Internetbased co-creation. Journal 
Management Information System. 26,3: 71 -102 

Goodrich, K. 2011. Anarchy of Effects? Exploring Attention to Online 
Advertising and Multiple Outcomes. Psychology and Marketing. 28: 
417–440. 

Gujarati, D. 2010. Basic Econometrics. McGraw-Hill, Inc. New York.  

Hagel, J dan A. G. Armstrong. 1997. Net gain: Expanding markets through 
virtual communities. Harvard Business School Press. Boston. 

Hanna, R.,A. dan V. L. Crittenden. 2011. We’re all connected: The power 
of the social media ecosystem. Business Horizons. 54: 265-273. 

Harden, G.,  D. R. Sherry dan R. P. Victor. 2012. Social Networking Site 
Continuance: The Paradox of Negative Consequences and Positive 
Growth. Journal of an Emerging Trans discipline. 15: 207-208. 

Ho-Dac, N., J. C. Stephen dan L. M. William. 2013. Diakes dari 
http://kttm.hoasen.edu.vn/sites/default/files/2013/08/1094/nga_hdn_
et_al_the_effects_of_positive_and_negative_online_customer_revi
ews_do_brand_strength_and_category_maturity_matter.pdf pada 
tanggal 13 Oktober 2015. 

EFEK BRAND POST PRODUK SUSU OLAHAN DALAM PLATFORM FAN PAGE FACEBOOK PADA
RESPON KONSUMEN
DENIS FEBTA D, Dr.Ir. Suci Paramitasari Syahlani, MM ; Mujtahidah Anggriani Ummul Muzayyanah, S.Pt., MP.,Ph.D
Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

http://kttm.hoasen.edu.vn/sites/default/files/2013/08/1094/nga_hdn_et_al_the_effects_of_positive_and_negative_online_customer_reviews_do_brand_strength_and_category_maturity_matter
http://kttm.hoasen.edu.vn/sites/default/files/2013/08/1094/nga_hdn_et_al_the_effects_of_positive_and_negative_online_customer_reviews_do_brand_strength_and_category_maturity_matter
http://kttm.hoasen.edu.vn/sites/default/files/2013/08/1094/nga_hdn_et_al_the_effects_of_positive_and_negative_online_customer_reviews_do_brand_strength_and_category_maturity_matter


75 

 

Isnaini, S. 2009. Implementasi Komunikasi Pemasaran Terpadu sebagai 
Penyampai Pesan Promosi Usaha Kecil Menengah (UKM) di 
Indonesia. Diakses dari http://mkp.fisip.unair.ac.id/ pada 20 Mei 
2015. 

Kaplan, A. M., dan M. Haenlein. 2010. Users of the world, unite! The 
challenges and opportunities of social media. Business Horizons. 
53: 59-68. 

Kemendag Republik Indonesia. 2014. Panduan Optimalisasi Media Sosial 
Untuk Kementerian Perdagangan RI. Pusat Humas Kementerian 
Perdagangan RI. Jakarta. 

Kotler, P dan K.L. keller. 2009. Manajemen Pemasaran jilid I Edisi 13. 
Erlangga. Jakarta. 

Kozinets, R.V. 1999. E-Tribalized Marketing?: The Strategic Implications 
of Virtual Communities of Consumption. European Management 
Journal. 17: 252–264. 

Laroche, M., M. R. Habibi, M. O. Richard dan R. Sankaranarayanan. 2012. 
The effects of social media based brand communities on brand 
community markers, value creation practices, brand trust and brand 
loyalty. Computers in Human Behavior. 28: 1755-1767. 

Latta, M.M dan C.M., Thompson. 2011. The YouTube Effect: 
How YouTube Has Provided New Ways to Consume, Create, and 
Share Music. Journal Education and Arts. Vol 12, 6. 

Legowo, A. M. 2007. Peranan Teknologi Pangan Dalam Pengembangan 
Produk Olahan Hasil Ternak Di Tengah Kompetisi Global. Pidato 
Pengukuhan Jabatan Guru Besar dalam Ilmu Teknologi Pasca 
Panen Fakultas Peternakan Universitas Diponegoro. Badan 
Penerbit Universitas Dipeonegoro. Semarang 

Mangold, W. G. dan D. J. Faulds. 2009. Social media: The new hybrid 
element of the promotion mix. Business Horizons. 52: 357-365. 

McAlexander, J., H. J. W. Schouten dan H. F. Koenig. 2002. Building 
Brand Community. Journal of Marketing. 66: 38–54. 

Mersey, R. D., E. C. Malthouse dan B. J. Calder. 2010. Engagement with 
Online Media. Journal of Media Business Studies. 7:2, 39-56. 

Moe, W. W. dan M. Trusov. 2011. The Value of Social Dynamics in Online 
Product Ratings Forums. Journal of Marketing Research. 48:  444–
456. 

EFEK BRAND POST PRODUK SUSU OLAHAN DALAM PLATFORM FAN PAGE FACEBOOK PADA
RESPON KONSUMEN
DENIS FEBTA D, Dr.Ir. Suci Paramitasari Syahlani, MM ; Mujtahidah Anggriani Ummul Muzayyanah, S.Pt., MP.,Ph.D
Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

http://mkp.fisip.unair.ac.id/


76 

 

Muñiz Jr., M. Albert, dan T. C. O'Guinn. 2001. Brand Community. Journal 
of Consumer Research. 27: 412–432. 

Muntinga, D, G., M. Marjolein dan E. G. Smith. 2011.  Introducing 
COBRA's: Exploring Motivations for Brand-Related Social Media 
Use. International Journal of Advertising. 30: 13–46. 

Nuhung, I. 2001. Potensi Dan Peluang Pengembangan Pengolahan Dan 
Pemasaran Hasil Peternakan. Direktorat Jenderal Bina Pengolahan 
dan Pemasaran Hasil Pertanian, Departemen Pertanian. hal 11. 

Roberts, R. R., dan J. Kraynak. 2008. Walk Like A Giant, Sell Like A 
Madman. Wiley. New Jersey 

Savins, J. 1995. Firm Strategies In The Personal Computer Market: Are 
Established Brand Better Off. New England Economic Review. 
London 

Soeratno dan L. Arsyad. 1999. Metodologi Penelitian Untuk Eknonomi dan 
Bisnis. UPP AMP YKPN. Yogyakarta. 

Suyanto, M. 2007. Marketing Strategy Top Brand Indonesia. ANDI. 
Yogyakarta. 

Schultz, D. E. 2005. The Loyalty Paradox. Marketing Management. 14: 
10–11. 

Skute, I. 2014. Brand Equity and Co-Creation Potential in the 
Social Media Environment: An Analysis of Brand 
Engagement with Community Influencers. 3rd IBA Bachelor Thesis 
Conference. Twente. 

Sloan, A. E. 1999. Top Ten Trends To Watch And Work On For The 
Millenium. Food Technology. 53: 40-60. 

Soelistyo. 2001. Dasar-Dasar Ekonometrika Edisi Pertama. BPFE-
Yogyakarta. Yogyakarta.  

Taylor, D. G., J. E. Lewin, dan D. Strutton. 2011. Friends, Fans, and 
Followers: Do Ads Work on Social Networks?. Journal of 
Advertising Research. 51: 258–275. 

Tamime, A. Y dan R. K. Robinson 2006. Type of Fermented Milks. In : 
Fermented milks, A.Y. Tamime. Blackwell Publishing Company. 
Singapore.  

EFEK BRAND POST PRODUK SUSU OLAHAN DALAM PLATFORM FAN PAGE FACEBOOK PADA
RESPON KONSUMEN
DENIS FEBTA D, Dr.Ir. Suci Paramitasari Syahlani, MM ; Mujtahidah Anggriani Ummul Muzayyanah, S.Pt., MP.,Ph.D
Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/



77 

 

Tham, J dan N. Ahmed. 2011. The Usage And Implications Of Social 
Networking Sites: A Survey Of College Students. Journal of 
interpersonal, intercultural and mass communication. 2: 1-11. 

Thompson, A. 2007. Reasearches find milk skim cows. Diakses dari 
http://www.livescience.com/4474-researchers-find-aaeskim-milk-
cowsaaa.html pada tanggal 6 Juni 2015. 

Triwidodo, Y dan E. K. Dewi. 2012. Loneliness Smartphone User In Term 
Of Gender Differences In Class XI Student Of SMAN 9 Semarang. 
Jurnal Psikologi. 1: 193-204.  

Utami, A. D. dan E. P. Bambang. 2012. Pemanfaatan jejaring sosial 
(Facebook) sebagai media bisnis online (Studi kasus di batik Solo 
85). Seruni FTIUNSA (e-journal). 1: 1-7. 

Verhellen, D., N., Dens dan P. D., Pelsmacker. Consumer Responses To 
Brands Placed In Youtube Movies: The 
Effect Of Prominence And Endorser Expertise. Journal of Electronic 
Commerce Research. Vol 14, No 4 :287-303 

Walther, J. B. 2012. Communication Processing Participatory Websites. 
Journal of Computer-Mediated Communication. Volume 18: 2-15. 

Widarjono, A. 2007. Ekonometrika Teori dan Aplikasi untuk ekonomi dan 
bisnis. Ekonisia. Fakultas Ekonomi UII. Yogyakarta.  

Wijaya, B. S. 2013. Dimensions of Brand Image: A Conceptual Review 
from the Perspective of Brand Communication. European Journal of 
Business and Management. 5: 55-65. 

Williamson, G dan W. J. A. Payne. 1993. Pengantar peternakan di daerah 
tropis. Edisi Ketiga. Diterjemahkan oleh Prof. SGN Djiwa Darmadja. 
Universitas Gadjah Mada Press. Yogyakarta.  

Williams, T. dan R. Williams. 2008. Adopting social media: Are we leaders, 
managers or followers?. Communication world. 25,4: 34-37. 

Xiang, Z dan U. Gretzel. 2010. Role Of Social Media In Online Travel 
Information Search. Journal of Tourism Management. 31:179–188 

Zuhri, S. 2014. 10 Negara Dengan Pengguna Facebook Terbesar Di 
Dunia, Indonesia Peringkat Berapa?. Diakses dari  
http://industri.bisnis.com/read/20140415/105/219583/10-negara-
dengan-pengguna-facebook-terbesar-di-dunia-indonesia-peringkat-
berapa. Pada tanggal 3 Juli 2015. 

 

EFEK BRAND POST PRODUK SUSU OLAHAN DALAM PLATFORM FAN PAGE FACEBOOK PADA
RESPON KONSUMEN
DENIS FEBTA D, Dr.Ir. Suci Paramitasari Syahlani, MM ; Mujtahidah Anggriani Ummul Muzayyanah, S.Pt., MP.,Ph.D
Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

http://www.livescience.com/4474-researchers-find-aaeskim-milk-cowsaaa.html
http://www.livescience.com/4474-researchers-find-aaeskim-milk-cowsaaa.html

