DAFTAR PUSTAKA

Ajzen, 1. (1991). The Theory of Planned Behavior. Organizational Behavior And
Human Decision Processes, 211(50), 179-211.

AMA. (2024). UGC Content 101: A Comprehensive Introduction.
https://www.ama.org/marketing-news/user-generated-content/. Diakses pada
20 Mei 2026.

APIJIL. (2025). Survei Penetrasi Internet dan Perilaku Penggunaan Internet 2025.

Ardiati, R., Manik, Y. N., Mayasari, Ulfah, F., & Arief, H. (2026). Analisis
Perspektif Mahasiswa Pendidikan Ekonomi Universitas Jambi Angkatan 2023
Terhadap Keputusan Pembelian Produk di TikTok Shop. Inovasi Pendidikan
Nusantara, 7(2), 79-94.

Aufa, H. 1., Hussein, A. S., & Prabandari, S. P. (2024). The Mediating Role of
Attitude Towards User Generated Content and Attitude Towards Product on
Perceived Source Credibility on Purchase Intention for Skincare Products
(Study on Local Men’s Skincare on the TikTok Application). International
Research Journal of Economics and Management Studies, 3(9), 108—118.

Bi, N. C., Zhang, R., & Ha, L. (2018). Does valence of product review matter? The
mediating role of self-effect and third-person effect in sharing YouTube word-
of-motuh (VWOM). Journal of Research in Interactive Marketing, 13(1), 79—
95.

BPS Jawa Barat. (2026). Hasil Survei Penduduk Antar Sensus (SUPAS 2025)
Provinsi Jawa Barat (Issue 35).

BPS Kota Baru. (2025). Mengenal Gen Z, Generasi Rawan Depresi hingga Si
Paling Self Reward Share. BPS-Statistics Indonesia Kota Baru Regency.
https://kotabarukab.bps.go.id/en/news/2025/05/19/345/mengenal-gen-z-
generasi-rawan-depresi-hingga-si-paling-self-reward.html

BPS Kota Depok. (2025). Profil Kemiskinan Kota Depok Volume 5, 2025.

Chih, W.-H., Hsu, L.-C., & Ortiz, J. (2020). The antecedents and consequences of
the perceived positive eWOM review credibility. Industrial Management &
Data Systems, 120(6), 1217-1243.

Collabstr. (2025). Top UGC Creator Trends and Platform Explained. Collabstr.
https://collabstr.com/blog/ugc-trends-platforms-explained?. Diakes pada 16
Mei 2026.

Cooley, D., & Parks-Yancy, R. (2019). The Effect of Social Media on Perceived

142



Information Credibility and Decision Making Credibility and Decision
Making. Journal of Internet Commerce, 18(3), 1-21.

Fadjriatni, S. P., & Arif, N. F. (2026). The Influence Of Tiktok Content Marketing,
Live Commerce, And User-Generated Content (UGC) On Purchase Intention.
ECOBISMA Jurnal Ekonomi, Bisnis Dan Manajemen, 13(1), 462—473.

Fairlie, M. (2026). User-Generated Content: More Than Customer Reviews.
Business.Com. https://www.business.com/articles/user-generated-content/

Filieri, A. R., Mcleay, F., & Tsui, B. (2018). Consumer perceptions of information
helpfulness and determinants of purchase intention in online consumer reviews
of services. Information & Management.

Firdaus, A. (2025). The Influence of User-Generated Content on Brand Image on
Social Media. Journal of Management Economics and Accounting, 2(3).

Fu, J.-R., Ju, P.-H., & Hsu, C.-W. (2015). Electronic Commerce Research and
Applications Understanding why consumers engage in electronic word-of-
mouth communication : Perspectives from theory of planned behavior and
justice theory. Electronic Commerce Research and Applications, October.

Graham, K. W., & Wilder, K. M. (2020). Consumer-brand identity and online
advertising message elaboration willingness to share. Journal of Research in
Interactive Marketing, 14(1), 111-132.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A Prime on Partial
Least Square Structural Equation Modeling (PLS-SEM).

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how
to report the results of PLS-SEM. European Business Review, 31(1), 2-24.
https://doi.org/10.1108/EBR-11-2018-0203

Halimah, A. R. (2024). Analisis Media Monitoring terhadap Brand Fashion Lokal
3Second pada Maret-April 2024. Jurnal Riset Komunikasi, 7(2), 335-348.

Herawati, N. A., Nay, G. K., Aparato, M., & Bagus, 1. M. (2025). Peran Media
Sosial sebagai Strategi Digital Marketing dalam Mengubah Perilaku

Konsumen. Jurnal Inovasi Manajemen, Kewirausahaan, Bisnis Dan Digital,
2(2), 17-30.

Hermila, A., Ashari, S. A., Bau, R. T. R. L., & Suhada, S. (2023). Eksplorasi
Intensitas Penggunaan Sosial Media (Studi Deskriptif Pada Mahasiswa Teknik
Informatika UNG). Journal of Information Tecnology Education, 3(2), 167—
175.

Honey, J. (2025). Reseller Jims Honey. Jims Honey Surabaya.
https://lapak.io/jimshoneypreneur/about. Diakes pada 1 Juni 2026.

143



Jan, N., & Bhat, M. A. (2021). The Power of Electronic Word-of-Mouth
Communication (EWOM): A Literature Review. International Journal of
Marketing and Technology, 11(9), 1-17.

Jannat, R., Abir, T., Zarin, N., & Peris, S. F. (2025). User-Generated Contents,
Purchase Intention, and the Mediating Role of Attitude-Exploring the Context
of Developing Nations. Jurnal Manajemen Universitas Bung Hatta, 20(1), 1—
17.

Karinadiva. (2024). Pengaruh Media Sosial dalam Industri Fashion. Fakultas
Industi Kreatif Universitas Telkom.

https://sci.telkomuniversity.ac.id/pengaruh-media-sosial-dalam-industri-
fashion/. Diakses pada 30 Mei 2026.

Kemkomdigi, K. K. dan D R. 1. (2025). Indeks Masyarakat Digital Indonesia 20235.

Koththagoda, K. C., Studies, M., Lanka, S., Studies, M., & Lanka, S. (2018).
Factors Influencing Online Purchasing Intention: The Mediation Role of
Consumer Attitude. Journal of Marketing and Consumer Research, 42(2003),
66-74.

Leite, F. P., & Baptista, P. D. P. (2021). The effects of social media influencers’
self- disclosure on behavioral intentions: The role of source credibility,
parasocial relationships, and brand trust. Journal of Marketing Theory and
Practice, 30(1), 1-17.

Li, S., Anita, W., Abas, W., & Alwie, A. (2025). Exploring the Impact of Source
Credibility on Coffee Purchase Intention Through Attitude Toward UGC: A
Study on Xiaohongshu. Studies in Media and Communication, 13(2), 134—
149.

Liu, L., & Xiao, Y. (2026). From China to the world: a postcolonial technoscience
analysis of TikTok’s global growth. Global Perspectives in Communication,
1(1), 1-10.

Lou, C., & Yuan, S. (2019). Influencer Marketing: How Message Value and
Credibility Affect Consumer Trust of Branded Content on Social Media.
Journal of Interactive Advertising, 19(1), 1-15.

Maheswara, R. (2026). Indonesia Jadi Negara Pengguna TikTok Terbanyak April
2026. Dataloka. https://dataloka.id/humaniora/6567/indonesia-jadi-negara-
pengguna-tiktok-terbanyak-april-2026/. Diakses pada 5 Mei 2026.

Manurung, Z. M., & Rusdianto, R. Y. (2025). The Influence of User-Generated
Content (UGC), Electronic Word of Mouth (e-WOM), and Perceived Product
Quality On Purchase Intention of Somethinc Products (Case Study on
Followers of TikTok @Somethincofficial). Indonesian Interdisciplinary

144



Journal of Sharia Economics, 8(3), 7553-7565.

Mardana, A. (2025). Fashion Berkualitas, Harga Bersahabat: Strategi Jims Honey
Menangkan Hati Wanita Indonesia. Woman Indonesia.
https://www.womanindonesia.co.id/fashion-berkualitas-harga-bersahabat-
strategi-jims-honey-menangkan-hati-wanita-indonesia/. Diakses pada 30 Mei
2026.

Mathur, S., Tewari, A., & Singh, A. (2021). Modeling the Factors affecting Online
Purchase Intention: The Mediating Effect of Consumer’s Attitude towards
User-Generated Content. Journal of Marketing Communications, 28(7), 1-20.

Moser, C., & Eijkeren, A. van. (2016). User-Generated Content? Get Serious!
Understanding the Increations Between Organisations and Consumers on
Social Media. International Journal of Business Environment (IJBE), 8(1),
19-31.

Muda, M., & Hamzah, M. 1. (2021). Should I suggest this YouTube clip? The
impact of UGC source credibility on eWOM and purchase intention. Journal
of Research in Interactive Marketing, 15(3), 441-459.

Nashrulloh, C. (2025). The Impact of Argument Quality, Perceived Usefulness, and
Ease of Use on Purchase Intentions: Evidence from Viral Marketing of Mobile

Applications in Indonesia. Indonesian Journal of Economics, Business,
Accounting, and Management, 03(04), 38-56.

Ningrum, S. T., & Hayuningtias, K. A. (2026). The Influence of User-Generated
Content and Electronic Word of Mouth ( e-WOM ) on TikTok on Gen Z
Purchase Intentions toward Ella Skincare. Golden Ratio of Mapping Idea And
Literature Format, 6, 1526—1541.

Nuraini, F. (2026). Pemanfaatan: Media Sosial TikTok sebagai Strategi Digital
Marketing pada’ = Generasi Z. Universitas. ~ Komputer Indonesia.
https://web.unikom.ac.id/pemanfaatan-media-sosial-tiktok-sebagai-strategi-
digital-marketing-pada-generasi-z/. Diakses pada 1 Mei 2026.

Oscar, & Louis, V. (2021). The Effect of Trust and Atitude on Purchase Intentions
Mediated by Electronic Word-Of-Mouth (EWOM) in the Culinary Industry on
Instagram. Budapest International Research and Critics Institute-Journal,
4(4), 9567-9578.

Pramesti, K. D. P., & Alversia, Y. (2024). The Influence of Attitude Toward User
Generated Content (UGC) in TikTok on Purchase Intention. Advances in
Economics, Business and Management Research, 255, 630-639.

Putri, L., & Wandebori, H. (2016). Factors influencing Cosmetics Purchase
Intention In Indonesia Based On Online Review. International Conference on

145



Ethics of Business, Economics, and Social Science, 1,255-263.

Putri, U. B. P., & Padmalia, M. (2026). Effect of Brand Image, Consumer Attitude,
and Price Perception with e-WOM as Mediator towards Customer Purchase
Intention of Customized Resin Products. Business Management and

Accounting, 7(1), 887-898.

Rokhmawati, D., Hariyanto, A., Yuniarto, E., & Hastutik, S. (2024). Edukasi
Gerakan Nasional Bangga Buatan Indonesia (Gernas BBI) Dukung Produk
Lokal UMKM Bagi Karang Taruna Desa Sukopuro Kecamatan Jabung
Kabupaten Malang. Jurnal PADMA Pengabdian Kepada Masyarakat, 04(02),
747-761.

Rosario, A. B., Valck, K. de, & Sotgiu, F. (2019). Conceptualizing the electronic
word-of-mouth process: What we know and need to know about eWOM

creation, exposure, and evaluation. Journal of the Academy of Marketing
Science, 48, 422—448.

Salsabila, P. A. (2024). The Alpha Under 40: Hanny Zeng, Sosok Penuh Dedikasi
di Balik Kesuksesan Jims Honey. Highend Magazine. https://highend-
magazine.okezone.com/read/the-alpha-under-40-hanny-zeng-sosok-penuh-
dedikasi-di-balik-kesuksesan-jims-honey-76Syb3. Diakses pada 28 Mei 2026.

Sanjaya, M. A., Yudhistira, A., Teknik, F., & Indonesia, U. T. (2025). Pengaruh
Video Unboxing TikTok pada Keputusan Pembeli Produk Kecantikan
Generasi Z: Pendekatan Kuantitatif dan Kualitatif. Jurnal Pendidikan Dan
Teknologi Indonesia (JPTI), 5(1), 75-85.

Saraswati, D. E. A. S., & Adiati, R. P. (2021). Pengaruh Attitude toward Green
Brand dan Green Brand Knowledge terhadap Green Purchase Intention pada
Milenial. Buletin Riset Psikologi Dan Kesehatan Mental, 1(2), 1096—1104.

Sari, H. P., & Hutabarat, Z. (2024). Pengaruh Model Adopsi Informasi Terhadap
Minat Beli Pada Instagram Brand Somethinc. Jurnal Manajemen Dinamis,
6(3), 33-40.

Sari, N. M., Madnasir, & Rosilawati, W. (2025). Pengaruh User Generated Content
Terhadap Keputusan Pembelian dengan E-Word of Mouth sebagai Variabel
Mediasi dalam Perspektif Bisnis Islam. Paradoks Jurnal Ilmu Ekonomi, 8(2),
955-966.

Saroor, A., & Khan, B. (2025). Impact Of User Generated Content On Consumer
Purchase Intentions. International Journal of Social Sciences Bulletin, 3(7),
777-788.

Sarstedt, M., Hair, J. F., Cheah, J., Becker, J., & Ringle, C. M. (2019). How to
specify, estimate, and validate higher-order constructs in PLS-SEM.

146



Australasian Marketing Journal, 27(3), 197-211.

Saskara, B., & Achmad, N. (2024). The Effect of Social Media Source Credibility
on Purchase Interest of Products from Online Stores. Jurnal Illmiah
Manajemen Kesatuan, 12(6), 2549-2558.

Sekaran, U., & Bougie, R. (2016). Research Methods for Business. In 4 Skill-
Building Approach Seventh Edition.

Setiawan, N. T., & Darma, G. S. (2025). The Role of Post Quantity, Views, and
Reviews in Enhancing Content and Stimulating Purchase Intention. Journal
Research of Social Science, Economics, And Management, 04(7), 500-510.

Sheeraz, M. (2016). Mediation of Attitude toward Brand in the Relationship
between Service Brand Credibility and Purchase Intentions. Pakistan Journal
of Commerce and Social Sciences, 10(1), 149-163.

Sholikah, D. S., & Ahmadi, M. A. (2024). Pengaruh Live Streaming, Online
Customer Review dan Kualitas Produk Terhadap Keputusan Pembelian Merek
Jims Honey. Journal of Explaratory Dynamic Problems, 1(4), 148—159.

Siregar, N. F., Hartoyo, & Ali, M. M. (2024). Model Of Forming Purchase Intention
For Skincare Products Through TikTok Social Media With Theory of Planned
Behavior Analysis. Jurnal Aplikasi Manajemen Dan Bisnis, 10(2), 479—490.

Sokolova, K., & Kefi, H. (2022). Journal of Retailing and Consumer Services
Instagram and YouTube bloggers promote it , why should I buy ? How
credibility and parasocial interaction influence purchase intentions. Journal of
Retailing  and ~ Consumer  Services, September 2018, 101742.
https://doi.org/10.1016/].jretconser.2019.01.011

Sungkono, J., & Ayu, A. (2022). Pembelajaran Teorema Limit Pusat Melalui
Simulasi. Matthematics Education Journal, 4(2), 69-76.

Syahrillah, L. A. (2026). Analisis Perilaku dan Preferensi Konsumen Generasi Z
pada Toko Online di Era Digital (Studi Kasus: Shopee). Jurnal Manajemen,
5(1), 80—-88. https://doi.org/10.55123/mamen.v5i1.6807

Syaifudin. (2025). Peran User-Generated Content Dalam Strategi Promosi Film
Indonesia di Platform Media Sosial. Jurnal Sense, 8(1), 75-86.

Syamsul, T. D., Guampe, F. A., Amzana, N., Alhasbi, F., Yusriani, & Yulianto, A.
(2023). Metode Penelitian Kuantitatif: Teori Dan Penerapannya.

Tajfel, H., & Turner, J. (1979). An Integrative Theory of Intergroup Conflict. In
The social psychology of intergroup relations (pp. 31-47).

Thomas, M.-J., Wirtz, B. W., & Weyerer, J. C. (2019). Determinants of Online

147



Review Credibility and Its Impact On Consumers’ Purchase Intention. Journal
of Electronic Commerce Research, 20(1), 1-20.

Todd, P. R., Melancon, J., Todd, P. R., & Melancon, J. (2017). Gender and live-
streaming: source credibility and motivation. Journal of Research in
Interactive Marketing, 12(4), 484-504.

Tuasuun, M. Y., & Aseng, A. C. (2024). Analisis Pengeluaran Mahasiswa pada
Masa Pra dan Pasca Pandemi COVID-19. Jurnal Ilmu Pendidikan, 2(2), 66—
73.

Utami, P. D. P., & Rahyuda, K. (2019). The Antecedents of Consumers’ Attitude
and Its Consequences on Online Purchase Intention. International Research
Journal of Management, IT & Social Sciences, 6(4), 107-117.

Wafa, 1. (2025). 10 Alasan Publik RI Kian Mantap Beli Produk Lokal 2025.
GoodStats. https://data.goodstats.id/statistic/10-alasan-publik-ri-kian-mantap-
beli-produk-lokal-2025-a61u3

Wang, Z., Walther, J. B., Pingree, S., & Hawkins, R. P. (2008). Health Information,
Credibility, Homophily, and Influence via the Internet: Web Sites Versus
Discussion Groups. Health Communication, 358-368.

Yunita, R. (2025). Penggunaan Media Sosial Tiktok dalam Mempengaruhi Perilaku
Sosial Ibu Rumah Tangga di Zamrud Bekasi. Journal of Innovative and
Creativity, 1(1), 8905-8918.

Yusuf, A. S., Razak, A., Hussin, C., Busalim, A. H., Yusuf, A. S., Razak, A.,
Hussin, C., & Busalim, A. H. (2018). Influence of e-WOM engagement on
consumer purchase intention in social commerce. Journal of Services
Marketing, 32(4), 493-504.

Zainal, N. T. A., Harun, A., & Lily, J. (2017). Examining the mediating effect of
attitude towards electronic words-of mouth (eWOM) on the relation between
the trust in eWOM source and intention to follow eWOM among Malaysian
travellers. Asia Pacific Management Review, 22(1), 35-44.

Zhang, K., Zhang, M., & Li, C. (2021). Effects of Celebrity Characteristics,
Perceived Homophily, and Reverence on Consumer-Celebrity Para-Social
Interaction and Brand Attitude. Personality and Social Psychology,
12(September), 1-12.

Zhang, Y., Pappa, C. 1., & Pittich, D. (2024). Exploring user-generated content

motivations: A systematic review of theoretical perspectives and empirical
gaps in online learning. Computers and Education Open, 7(1), 1-37.

148



