
 

149 
 

DAFTAR PUSTAKA 

Buku 

Alsa, A. (2004). Pendekatan Kuantitatif & Kualitatif serta Kombinasinya dalam 

Penelitian Psikologi. Pustaka Pelajar. 

Amirin, T. M. (2011). Menyusun Rencana Penelitian. RajaGrafindo Persada. 

Bahri, S., & et al. (2022). Metodologi Penelitian Bisnis: Implementasi Ragam 

Analisis Data dengan SPSS. Penerbit Andi. 

Baroroh, N. (2014). Trik-Trik Analisis Statistik dengan SPSS. Yogyakarta: 

Deepublish. 

Berger, J. (2013). Contagious: Why things catch on. Simon & Schuster. 

Bourdieu, P. (1984). Distinction: A social critique of the judgement of taste. 

Harvard University Press. 

R., & dkk. (2017). Buku ajar manajemen komunikasi pemasaran. Indomedia 

Pustaka. 

Draper, N. R., & Smith, H. (1992). Analisis Regresi Terapan (Edisi ke-2). 

Gramedia Pustaka Utama. 

Ferdinand, A. (2002). Struktural Equation Modeling dalam Penelitian 

Manajemen. Badan Penerbit Universitas Diponegoro. 

Fishbein, M., & Ajzen, I. (1975). Belief, Attitude, Intention, and Behavior: An 

Introduction to Theory and Research. Addison-Wesley. 

Fromm, J., & Read, A. (2018). Marketing to Gen Z: The rules for reaching this 

vast—and very different—generation of influencers. AMACOM. 



 

150 
 

Ghozali, I. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS 25. 

Badan Penerbit Universitas Diponegoro. 

Goffman, E. (1959). The presentation of self in everyday life. Doubleday. 

 Gronlund, N. E., & Linn, R. L. (1990). Measurement and Evaluation in 

Teaching. Macmillan. 

Gujarati, D. N. (2003). Basic Econometrics. (Edisi 4 atau lebih baru). McGraw-

Hill. 

 Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate 

Data Analysis (8th ed.). Cengage Learning. 

Hastings, R., & Meyer, E. (2020). No rules rules: Netflix and the culture of 

reinvention. Penguin Press. 

Howard, J. A., & Sheth, J. N. (1969). The Theory of Buyer Behavior. John Wiley 

& Sons. 

Keating, G. (2012). Netflixed: The epic battle for America's eyeballs. 

Portfolio/Penguin. 

Kennedy, J. E., & Soemanagara, R. (2006). Marketing communication: Tactic & 

strategy. Bhuana Ilmu Populer. 

Kotler, P., & Keller, K. L. (2009). Manajemen Pemasaran (Edisi 13, Jilid 1). (B. 

Sabran, Terjemahan). Erlangga. 

Kriyantono, R. (2009). Teknis Praktis Riset Komunikasi. Kencana Prenada Media 

Group. 

Lemeshow, S., Hosmer Jr, D. W., Klar, J., & Lwanga, S. K. (1990). Adequacy of 

sample size in health studies. John Wiley & Sons. 



 

151 
 

Lobato, R. (2019). Netflix nations: The geography of digital distribution. NYU 

Press. 

Loudon, D. L., & Della Bitta, A. J. (1993). Consumer Behavior: Concepts and 

Applications (4th ed.). McGraw-Hill. 

Lovelock, C., & Wirtz, J. (2011). Services marketing: People, technology, 

strategy (7th ed.). Pearson Prentice Hall. 

Nasution, S. (2003). Metode Penelitian Naturalistik Kualitatif. Tarsito. 

Noor, J. (2011). Metodologi Penelitian: Skripsi, Tesis, Disertasi, dan Karya 

Ilmiah. Kencana Prenada Media Group. 

Pedersen, J. (2011). Subtitling norms for television: An exploration focussing on 

extralinguistic cultural references. John Benjamins Publishing. 

Peter, J. P., & Olson, J. C. (2010). Consumer Behavior & Marketing Strategy (9th 

ed.). McGraw-Hill Education. 

Prasetyo, B. D., Febriani, N. S., & Dewi, W. W. A. (2018). Komunikasi 

pemasaran terpadu. UB Press. 

Prasetyo, B., & Jannah, L. M. (2010). Metode Penelitian Kuantitatif: Teori dan 

Aplikasi. Rajawali Pers. 

Priansa, D. J. (2017). Komunikasi pemasaran terpadu pada era media sosial. 

Pustaka Setia. 

Randolph, M. (2019). That will never work: The birth of Netflix and the amazing 

life of an idea. Little, Brown. 

Riduwan. (2011). Dasar-Dasar Statistika. Alfabeta. 



 

152 
 

Sastroasmoro, S., & Ismael, S. (2014). Dasar-dasar metodologi penelitian klinis 

(5th ed.). Sagung Seto. 

Schiffman, L. G., & Wisenblit, J. (2019). Consumer behavior (12th ed.). Pearson. 

Schwartz, B. (2004). The paradox of choice: Why more is less. Ecco. 

Shimp, T. A. (2000). Advertising, Promotion, and Supplemental Aspects of 

Integrated Marketing Communications (5th ed.). Dryden Press/Harcourt 

College Publishers. 

Soehartono, I. (2000). Metode Penelitian Sosial: Suatu Teknik Penelitian Bidang 

Kesejahteraan Sosial dan Komunikasi lainnya. Remaja Rosdakarya. 

Soemanagara, R. (2008). Strategic Marketing Communication: Konsep Strategis 

dan Terapan. Alfabeta. 

Solomon, M. R. (2020). Consumer Behavior: Buying, Having, and Being (13th 

ed.). Pearson Education. 

Sugiharto, & Situnjak, J. R. (2006). Situs Belanja Online: Pengaruhnya terhadap 

Kepuasan Pelanggan. Gramedia Pustaka Utama. 

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Bandung: 

Alfabeta. 

Sugiyono. (2022). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Bandung: 

Alfabeta. 

Suhardi. (2023). Metodologi Penelitian Ekonomi dan Bisnis. Penamuda Media. 

Suliyanto. (2011). Ekonometrika Terapan: Teori dan Aplikasi dengan SPSS. 

Yogyakarta: Andi Offset. 

Supranto, J. (2009). Statistik: Teori dan Aplikasi. Jakarta: Erlangga. 



 

153 
 

Suryadi, E., dkk. (2019). Metodologi Penelitian: Teori dan Implementasi. PT 

Remaja Rosdakarya. 

Sutisna. (2002). Perilaku konsumen dan komunikasi pemasaran. Remaja 

Rosdakarya. 

Tahir, M. (2011). Pengantar Metodologi Pengajaran. Universitas Hamzanwadi 

Press. 

Tandiontong, A. (2016). Kualitas Audit dan Pengukurannya. Alfabeta.  

Tjiptono, F. (2004). Pemasaran jasa. Bayumedia. 

Tjiptono, F. (2017). Pemasaran Strategis. Andi Offset. 

Valkenburg, P. M., & Piotrowski, J. T. (2017). Plugged in: How media attract 

and affect youth. Yale University Press. 

Veblen, T. (1899). The theory of the leisure class: An economic study of 

institutions. Macmillan. 

Walpole, R. E., Myers, R. H., Myers, S. L., & Ye, K. (2012). Probability & 

Statistiks for Engineers & Scientists (9th ed.). Boston: Pearson Education. 

Wayne, M. L. (2018). Netflix, Amazon, and celebrity: Branding entertainment in 

the subscription video-on-demand era. Bloomsbury Academic. 

Widodo, T. (2008). Metode Penelitian Kuantitatif. Solo: UNS Press. 

Jurnal (Artikel Ilmiah) 

Priporas, C. V., Stylos, N., & Fotiadis, A. K. (2017). Generation Z consumers 

expectations of interactions in smart retailing: A future agenda. Computers 

in Human Behavior, 77, 374-381.  



 

154 
 

Przybylski, A. K., Murayama, K., DeHaan, C. R., & Gladwell, V. (2013). 

Motivational, emotional, and behavioral correlates of fear of missing out. 

Computers in Human Behavior, 29(4), 1841-1848.  

Rahman, M. S. (2017). The Advantages and Disadvantages of Using Qualitative 

and Quantitative Approaches and Methods in Applied Linguistics 

Research: A Contemporary Review. Journal of Education and Learning, 

6(1), 102–112. 

Rattanaburi, K. (2023). Factors affecting purchase intention through social media: 

A case study of Generation Z. Journal of Business and Social Science 

Review, 4(2), 15–28. 

Shahid, Z., Hussain, T., & Azad, I. (2017). The impact of brand awareness on 

consumer purchase intention. Journal of Marketing and Consumer 

Research, 33, 34-38. 

Shih, S. P., Yu, S., & Huang, J. J. (2018). The effects of information quality and 

social influence on consumer purchase intention in omni-channel retailing. 

Journal of Electronic Commerce Research, 19(1), 16–34. 

Tajfel, H., & Turner, J. C. (1979). An integrative theory of intergroup conflict. 

The Social Psychology of Intergroup Relations, 33(47), 33-47. 

Tseng, C. H., dkk. (2017). The impact of online store attribute and product 

information on consumer purchase intention. Journal of Economics and 

Management, 13(1), 1–28. 

Vahdat, A., Alizadeh, A., Quach, S., & Hamwi, N. (2020). Would you like to 

shop via mobile app? Technology acceptance perspective. Journal of 

Retailing and Consumer Services, 55, 102069. 



 

155 
 

Valkenburg, P. M., & Peter, J. (2011). Online communication among adolescents: 

An integrated model of its effects on identity formation, social interaction, 

and well-being. Journal of Adolescent Health, 48(2), 121-127. 

Wattanasuwan, K. (2005). The self and symbolic consumption. Journal of 

American Academy of Business, 6(1), 179-184. 

Yuliana, R. (2004). Analisis Perilaku Analis Keuangan dalam Rekomendasi 

Saham: Model Theory of Planned Behavior. Jurnal Ekonomi dan Bisnis 

Indonesia, 19(2). 

Lin, C. A., Wang, S., & Sani, A. S. (2021). Consumer adoption of subscription 

video-on-demand services: The role of perceived value and social 

influence. Computers in Human Behavior Reports, 4, 100118. 

Lin, X., & Xu, H. (2017). Examining the role of computer-mediated 

communication in online social support: A meta-analysis. Information & 

Management, 54(3), 321–331. 

Ling, K. C., Chai, L. T., & Piew, T. H. (2010). The Effects of Shopping 

Orientations, Online Trust and Prior Online Purchase Experience on 

Customers’ Online Purchase Intention. International Business Research, 

3(3), 63–76. 

Matrix, S. E. (2014). The Netflix effect: Teens, binge watching, and on-demand 

digital media trends. Jeunesse: Young People, Texts, Cultures, 6(1), 119-

138. 

McKnight, D. H., Choudhury, V., & Kacmar, C. (2002). The impact of initial 

consumer trust on intentions to transact with a website: A trust building 

model. The Journal of Strategic Information Systems, 11(3-4), 297-323. 



 

156 
 

Mick, D. G., & Fournier, S. (1998). Paradoxes of technology: Consumer 

cognizance, emotions, and coping strategies. Journal of Consumer 

Research, 25(2), 123-143. 

Mudarifah, S. (2020). Analisis pengaruh electronic word of mouth terhadap minat 

beli produk kosmetik Maybelline dengan brand trust sebagai variabel 

mediasi. Jurnal Manajemen dan Bisnis, 1(1), 23-31. 

Muis, M. R., Gultom, D. K., Jufrizen, J., & Azhar, M. E. (2020). Model 

Elektronik Word of Mouth: Citra Destinasi, Kepuasan dan Loyalitas 

Wisatawan. Jurnal Ilmiah Manajemen Dan Bisnis, 21(1), 1–19. 

Patrutiu-Baltes, L. (2016). Inbound marketing - the most important digital 

marketing strategy. Bulletin of the Transilvania University of Braşov. 

Series V: Economic Sciences, 9(2), 61-68. 

Pratama, A. Y., & Wijaya, M. (2020). Analisis kebijakan pemblokiran Netflix 

oleh Telkom Group di Indonesia. Jurnal Komunikasi Profesional, 4(1), 

45-58. 

Prendergast, G., Ko, D., & Yuen, S. Y. V. (2010). Online word of mouth and 

consumer purchase intentions. International Journal of Advertising, 29(5), 

687–708. 

Abubakar, A. M., & Ilkan, M. (2016). Impact of online consumer reviews on hotel 

booking intentions and consumer trust. International Journal of 

Contemporary Hospitality Management, 28(9), 1921–1946. 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and 

Human Decision Processes, 50(2), 179-211. 

Arifin, Z., & Wijaya, A. (2024). The influence of perceived value on behavioral 

intention through social identity among Netflix users in Jakarta: The 



 

157 
 

moderating role of e-WOM. International Journal for Multidisciplinary 

Research (IJFMR), 6(5), 1-15. 

Bakti, I. G. K. Y., Balqiah, T. E., & Aras, M. (2020). The Influence of e-WOM, 

Social Media, and Perceived Value on Subscription Intention: A Case 

Study of SVOD in Indonesia. Journal of Business and Management 

Review, 1(2), 087–104. 

Ballester, E. D., Munuera, J. L., & Yagüe, M. J. (2001). Trust and consumer 

loyalty: A theoretical approach. European Journal of Marketing, 

35(11/12), 1238-1258. 

Bambauer-Sachse, S., & Mangold, P. (2011). If you want to be a star, you have to 

be criticized: The role of consumer reviews. Journal of Business Research, 

64(12), 1276–1281. 

Brodie, R. J., Hollebeek, L. D., Juric, B., & Ilic, A. (2013). Consumer engagement 

in a virtual brand community: An exploratory analysis. Journal of Service 

Research, 16(3), 377-392. 

Cheung, C. M. K., & Thadani, D. R. (2012). The impact of electronic word-of-

mouth communication: A literature analysis and integrative model. 

Decision Support Systems, 54(1), 461-470. 

Cheung, C. M. K., Lee, M. K. O., & Rabjohn, N. (2009). The impact of electronic 

word-of-mouth: The adoption of social networking sites. Internet 

Research, 19(3), 256-271. 

Chiu, C. M., Hsu, M. H., Lai, H., & Chang, C. M. (2012). Re-examining the 

influence of trust on online repeat purchase intention: The moderating role 

of habit and its antecedents. Decision Support Systems, 53(4), 835–845. 



 

158 
 

Chu, S. C., & Kim, Y. (2011). Determinants of consumer engagement in 

electronic word-of-mouth (e-WOM) in social networking sites. 

International Journal of Advertising, 30(1), 47–75. 

Daugherty, T., & Hoffman, E. (2014). e-WOM and the Importance of User-

Generated Content. Dalam D. G. Malthouse & K. J. Mace (Eds.), 

Marketing in a Digital World (Review of Marketing Research, Vol. 11), 

127–181. Emerald Group Publishing Limited. (Kategori: Bab dalam 

Buku/Prosiding). 

Dewi, N. P. A., Fajariah, F., & Suardana, I. M. (2023). Pengaruh content 

marketing dan electronic word of mouth pada platform TikTok terhadap 

keputusan pembelian di Shopee. Kompeten: Jurnal Ilmiah Ekonomi dan 

Bisnis, 1(4), 178-190. 

Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of Price, Brand, and 

Store Information on Buyers' Product Evaluations. Journal of Marketing 

Research, 28(3), 307–319. 

Erkan, I., & Evans, C. (2016). The influence of eWOM social media marketing on 

purchase intentions. Journal of Marketing Communications, 24(1), 47-58. 

Fadzila, U., Gunawan, D., & Nursaimatussaddiya. (2025). Pengaruh Brand Trust 

dan E-WOM terhadap Kepuasan Konsumen dan Loyalitas Pelanggan Gen 

Z pada Platform Layanan Streaming Netflix. Jurnal Akuntansi, 

Manajemen dan Ilmu Ekonomi (Jasmien), 5(03), 434–446. 

Goyette, I., Ricard, L., Bergeron, J., & Marticotte, F. (2010). e-WOM Scale: 

Word-of-Mouth Measurement Scale for e-Services Context. Canadian 

Journal of Administrative Sciences, 27(1), 5–23. 

Hamid, S., & Darmawan, A. (2025). Pengaruh Konten Instagram dan Electronic 

Word Of Mouth (E-WOM) terhadap Minat Beli Konsumen Oishi Bento di 



 

159 
 

Tanggerang Selatan. Jurnal Publikasi Sistem Informasi dan Manajemen 

Bisnis, 4(2), 470–486. 

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). 

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. 

Hogan, B. (2010). The presentation of self in the age of social media. Bulletin of 

Science, Technology & Society, 30(6), 377-386. 

Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of mouth on 

brand image and purchase intention. Marketing Intelligence & Planning, 

30(4), 460–476. 

Jalilvand, M. R., & Samiei, N. (2012). The impact of electronic word of mouth on 

a tourism destination choice. Internet Research, 22(5), 591-612. 

Jeong, E., & Jang, S. S. (2011). Restaurant experiences design: Customer’s online 

reviews and intentions to write reviews. International Journal of 

Hospitality Management, 30(2), 350–359. 

Kala, D., & Chaubey, D. S. (2018). Examining the impact of electronic word-of-

mouth on consumers’ purchase intention. International Journal of 

Information Business and Management, 10(1), 185–203. 

Kaloeti, D. V. S., Rahmandani, A., & Prihatsanti, U. (2021). Fear of missing out 

(FoMO) pada remaja di Indonesia: Studi pendahuluan. Jurnal Psikologi, 

20(2), 164-173. 

Kumar, A., & Gera, R. (2023). A dynamic model of subscription intention for 

online video streaming services. Journal of Content, Community & 

Communication, 17(9), 244–257. 



 

160 
 

Website  

Statista Research Department. (2024). Netflix annual global revenue from 2005 to 

2023. Statista. 

The Trade Desk, & Kantar. (2022). The Future of TV in Indonesia. The Trade 

Desk. 

Wevert, B. (2015). The Future of Television: Subscription Video on Demand. 

University of Twente. (Ini dikategorikan sebagai laporan riset/makalah 

akademik universitas/working paper). 

Brand Finance. (2024). Global 500 2024: The annual report on the world’s most 

valuable and strongest brands. 

Carroll, M. (2020). The 25 best Netflix “Originals”. Thrillist Entertainment. 

Digital Marketing Institute. (2021). 2021 Digital Marketing Trends: What to 

Expect. 

Dimock, M. (2019). Defining generations: Where Millennials end and Generation 

Z begins. Pew Research Center. 

IDN Research Institute. (2022). Indonesia Gen Z Report 2022. IDN Media. 

IDN Research Institute. (2024). Indonesia Millennial and Gen-Z Report 2024. 

IDN Media. 

IDN Research Institute. (2025). IMGR 2026: 73 persen Gen Z nonton series 

sampai tamat jika emosinya relate. IDN Times. 

Jakpat. (2023). Indonesia mobile entertainment trend - 1st semester of 2023. 

Jakpat Survey Report. 



 

161 
 

McKinsey & Company. (2020). What makes Asia-Pacific’s Generation Z 

different? 

Media Partners Asia. (2022). The rise of OTT video in Indonesia: Consumer 

trends and market dynamics. 

Mintel. (2021). Consumer trends: Digital media consumption report. 

 

 


