
112 
 

DAFTAR PUSTAKA 

 

Abedi, E., Ghorbanzadeh, D., & Rahehagh, A. (2020). Influence of eWOM 

information on consumers' behaviorial intentions in mobile social networks: 

Evidence of Iran. Journal of Advances in Management Research. 

Aldrich, J. H., Gibson, R. K., Cantijoch, M., & Konitzer, T. (2016). Getting out the 

vote in the social media era: Are digital tools changing the extent, nature 

and impact of party contacting in elections? Party Politics, 165-178. 

Alshikhi, O. A., & Abdullah, B. M. (2018). Information Quality: Definitions, 

Measurement, Dimensions and Relationship with Decision Making. 

European Journal of Business and Innovation Research, 36-42. 

Alves, C. (2023, June 6). How Gen Z are using Social Media. Diambil kembali dari 

Search Engine Journal: https://www.searchenginejournal.com/social-

media-gen-z/485152/ 

Antaranews. (2024, January 24). Populix: 28 persen Gen Z cari informasi kandidat 

Pilpres di medsos. 

Aragones, E., & Palfrey, T. R. (2004). The Effect of Candidate Quality on Electoral 

Equilibrium: An Experimental Study. American Political Science Review, 

77-90. 

Arkorful, V. E., Lugu, B. K., Basiru, I., Hammond, A., Arkorful, V. E., & Budu, G. 

(2020). Voter's choice of a presidential candidate: An empirical study. Wiley 

Journal of Public Affair. 

Augusto, M., & Torres, P. (2018). Effects of brand attitude and eWOM on 

consumers’ willingness to pay in the banking industry: Mediating the role 

of consumer-brand identification and brand equity. Journal of Retailing and 

Customer Service, 1-10. 

Aulia, R., Purwasito, A., & Hastjarjo, S. (2023). The Effect of Electronic Word of 

Mouth (E-WOM) and Positive Image on Interest in Voting for Gibran 

Rakabuming Raka in the 2020 Solo Pilkada (Research Study on the 

Millenial Generation in Solo City). Formosa Journal of Social Sciences, 57-

74. 

Azizah, L., Gunawan, J., & Sinansari, P. (2021). Pengaruh Pemasaran Media Sosial 

TikTok terhadap Kesadaran Merek dan Minat Beli Produk Kosmetik 

Indonesia. Jurnal Teknik ITS. 

Ball-Rokeach, S. J. (1998). A theory of media power and a theory of media use: 

Different stories, questions, and ways of thinking. Mass Communication 

and Society, 5-40. 



113 
 

Bataineh, A. Q. (2015). The Impact of Perceived eWOM on purchase intention: 

The Mediating Role of Corporate Image. International Journal of 

Marketing Studies, 126-138. 

Beck, P. A., Dalton, R. J., Greene, S., & Huckfeldt, R. (2002). The Social Calculus 

of Voting: Interpersonal, Media, and Organizational Influences on 

Presidential Choices. American Political Science Review, 57-73. 

Bélanger, É. (2019). Social Media Use and Voting Intention in the 2012 Quebec 

Election Campaign. French Politics, 468-481. 

Bickart, B., & Schindler, R. M. (2001). Internet Forums as Influential Sources of 

Consumer Information. Journal of Interactive Marketing, 31-40. 

Boomgaarden, H. G., & Schmitt-Beck, R. (2016). Media and campaign effects on 

vote choice at national elections in Europe: A review of a multilingual 

research landscape. Studies in Communication, 129-172. 

Borah, P., Fowler, E., & Ridout, T. N. (2018). Television vs. YouTube: political 

Advertising in the 2012 Presidential Election. Journal of Information 

Technology & Politics , 230-244. 

Butice, M. K., & Stone, W. J. (2012). Candidate Policy and Quality Differences. 

The Journal of Politics, 870-887. 

Butler, P., & Collins, N. (1994). Political Marketing: Structure and Process. 

Europian Journal of Marketing, 19. 

C., S., Premlatha, S., Venugopalam, G., & Monica. (2015). A Study on Green 

Marketing Concept- Emergence To Contemporary Transition for 

Moderating Climate Change and Environmental Pollution. International 

Journal of Applied Environmental Sciences, 559-566. 

Cervi, L., Lladó, C. M., & Calvo, S. T. (2021). TikTok and the new language of 

political communication. Cultura, Lenguaje y Representación, 267-287. 

Chatterjee, P. (2001). Online reviews: do consumers use them? Advances in 

Consumer Research, 129-133. 

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

communication: A literature analysis integrative model. Decision Support 

System, 461-470. 

Cheung, C. M., Lee, M. K., & Rabjohn, N. (2008). The impact of electronic word‐

of‐mouth: The adoption of online opinions in online customer communities. 

Internet Research. 

Cheung, R. (2014). The influence of electronic word-of-mouth on information 

adoption in online consumer communities. Global Economic Review. 



114 
 

Creswell, J. W., & Creswell, J. D. (2018). Research Design Qualitative, 

Quantitative, and Mixed Methods Approaches Fifth Edition. California: 

SAGE Publications, Inc. 

Cwalina, W., & Falkowski, A. (2008). Towards the Development of a Cross-

Cultural Model of Voter Behavior: Comparative analysis of Poland and the 

US . European Journal of Marketing, 351-368. 

Dabula, N. (2017). The influence of Political Marketing using Social Media on 

Trust, Loyalty and Voting Intention of the youth of South Africa . Business 

& Social Science Journal, 62-112. 

Dachyar, M., & Banjarnahor, L. (2017). Factors influencing purchase intention 

towards consumer-to-consumer e-commerce. Intangible capital. 

Dalton, R. J., Klingemann, H.-D., & Goodin, R. E. (2009). The Oxford Handbook 

of American Elections and Political Behavior. New York: Oxford 

University Press Inc. 

Dedeke, A. (. (2016). Travel web-site design: Information task-fit, service quality 

and purchase intention. Tourism Management, 541-554. 

Dedeke, A. (. (2016). Travel web-site design: Information task-fit, service quality 

and purchase intention. Tourism Management, 541-554. 

DeLuca, K. (2023). Candidate Quality, Incumbency, and Election Outcomes in the 

United States. APSA Preprint. 

Elseidi, R., & El-Baz, D. (2016). Electronic word of mouth effects on consumers’ 

brand attitudes, brand image and purchase intention: an empirical study in 

Egypt. The Business and Management Review, 514-523. 

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

consumers' purchase intention: An extended approach to information 

adoption. Computers in Human Behavior, 47-55. 

Fan, Y.-W., Miao, Y.-F., Fang, Y.-H., & Lin, R.-Y. (2013). Establishing the 

Adoption of Electronic Word-of-Mouth through Consumers' Perceived 

Credibility. International Business Research, 58-66. 

Farrag, D. A., & Shamma, H. (2024). Factors Influencing Voting Intentions for 

Egyptian Parliament Elections 2011. Journal of Islamic Marketing, 49-70. 

Fill, C., & Jamieson, B. (2014). Marketing Communication. Edinburgh: Edinburgh 

Business School. 

Fitriani, L., Munandar, J. M., & Sumarwan, U. (2021). Pilkada Amidst a Pandemic: 

The Role of The Electronic Word of Mouth in Political Brand and Voting 

Intention. Jurnal Ilmu Sosial dan Ilmu Politik. 



115 
 

Ghozali, I., & Latan, H. (2015). Partial Least Squares : Konsep, Teknik dan 

Aplikasi Menggunakan Program SmartPLS 3.0. Semarang: Badan Penerbit 

Undip. 

Gökerik, M., Gürbüz, A., Erkan, I., Mogaji, E., & Sap, S. (2018). Surprise me with 

your ads! The impacts of guerilla marketing in social media on brand image. 

Asia Pacific Journal of Marketing and Logistics. 

GoodStats. (2024, Januari 24). Paslon dengan jumlah Interaksi Terbanyak di 

TikTok. Diambil kembali dari GoodStats: https://goodstats.id/article/drone-

emprit-prabowo-gibran-jadi-paslon-yang-merajai-jumlah-interaksi-di-

tiktok-s8nsu 

Gorgoglione, M., & Panniello, U. (2018). Beyond customer experience models: 

identifying idiosyncratic perceptions. International Journal of Bank 

Marketing. 

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

Wordof-Mouth Measurement Scale for e-Services Context. Canadian 

Journal of Administrative Science. 

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, 449-456. 

Gustavsson, M., & Wänström, C. (2009). Assesing information quality in 

manufacturing planning and control processes. International Journal of 

Quality and Reliability Management, 325-340. 

Gutiérrez-Rodríguez, P., Villareal, R., Cuesta-Valiño, P., & Bozis, S. (2023). 

Valuation of candidate brand equity dimensions and voting intention: 

alternative polling data in the Spanish presidential election. Humanities and 

Social Sciences Communication, 1-10. 

Hair, J. F., Hult, G. T., Ringle, C. M., & Sarstedt, M. (2017). A Primer on Partial 

Least Squares Structural Equation Modeling (PLS-SEM). California 91320: 

SAGE Publications, Inc. 

Hair, J. F., Hult, G. T., Ringle, C. M., & Sarstedt, M. (2017). A Primer on Partial 

Least Squares Structural Equation Modeling (PLS-SEM). California: SAGE 

Publications. 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a Silver Bullet. 

Journal of Marketing Theory and Practice, 139-152. 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a Silver Bullet. 

Journal of Marketing Theory and Practice. 



116 
 

Hair, J., Sarstedt, M., & Ringle, C. (2017). Partial Least Squares Structural 

Equation Modeling. Springer International Publishing. 

Harahap, R. A., Lita, R. P., & Meuthia. (2023). The Effect of Information Quality, 

Quantity, Credibility, Usefulness, and Adoption on Purchase Intention of 

Kahf Skincare at Shopee. Jurnal Manajemen dan Kewirausahaan, 171-183. 

Harrop, M. (1990). Political Marketing. Parliamentary Affairs (Oxford University 

Press), 277-291. 

Hill, S. J., Lo, J., Vavreck, L., & Zaller, J. (2013). How Quickly We Forget: The 

Duration of Persuasion Effects From Mass Communication. Political 

Communication, 521-547. 

Hultman, M., Ulusoy, S., & Oghazi, P. (2019). Drivers and Outcomes of Political 

Candidate Image Creation: The Role of Social Media Marketing. Journal of 

Psychology and Marketing, 1226-1236. 

Hutter, K., Hautz, J., Dennhardt, S., & Füller, J. (2013). The impact of user 

interactions in social media on brand awareness and purchase intention: the 

case of MINI on Facebook. Journal of Product & Brand Management, 342-

351. 

IDN Research Institute. (2024). Indonesia Gen Z Report 2024. Diambil kembali 

dari Idntimes: https://cdn.idntimes.com/content-documents/indonesia-gen-

z-report-2024.pdf 

İnce, M., & Koçak, M. C. (2019). Using the Media as a Political Information 

Method. Journal of Institute of Social Sciences. 

Indrawati. (2015). Metode Penelitian Manajemen dan Bisnis : Konvergensi 

Teknologi Komunikasi dan Informasi. Bandung: Refika Aditama. 

Indrawati, Yones, P. C., & Muthaiyah, S. (2022). eWOM via the TikTok 

application and its influence on the purchase intention of somethinc product. 

Asia Pacific Management Review. 

Iyer, P., Yazdanparast, A., & Strutton, D. (2017). Examining the effectiveness of 

WOM/eWOM communications across age-based cohorts: implication for 

political marketers. Journal of Consumer Marketing, 646-663. 

Jacobson, G. C. (2015). How Do Campaigns Matter? Annual Review of Political 

Science, 31-47. 

Joe F. Hair, C. M., & Sarstedt, M. (2017). Partial Least Squares Structural 

Equation Modeling. Springer Books. 



117 
 

Jogja, H. (2023, Juli 31). Kampanye lewat Baliho Masih Marak, Pengamat: Tak 

Efektif dan Cuma Jadi Sampah. Sleman, Daerah Istimewa Yogyakarta, 

Indonesia. 

Karimi, K., & Fox, R. L. (2023). Scrolling, Simping, and Mobilizing: TikTok's 

Influence over Gen Z's Political Behavior. The Journal of Social Media in 

Society, 181-208. 

Katadata. (2023, Mei 23). Efektifkah TikTok Merebut Suara Pemilih Muda di 

Pemilu 2024? Diambil kembali dari Katadata: 

https://katadata.co.id/analisisdata/646c32c26a8b5/efektifkah-tiktok-

merebut-suara-pemilih-muda-di-pemilu-2024 

Katadata, D. (2023, 11 22). Indonesia Punya Pengguna TikTok Terbanyak ke-2 di 

Dunia. Diambil kembali dari Databoks Katadata: 

https://databoks.katadata.co.id/datapublish/2023/11/22/indonesia-punya-

pengguna-tiktok-terbanyak-ke-2-di-dunia 

Kavanagh, D. (1995). Election Campaigning: The New Marketing Politics. Oxford: 

Blackwell Publishers. 

Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-Based 

Brand Equity. Journal of Marketing, 1-22. 

Khan, L. M., & Ahmed, R. (2012). A Comparative Study of Consumer Perception 

of Product Quality: Chinese versus Non-Chinese Products. Journal of 

PJETS, 118-143. 

Kolovos, I., & Harris, P. (2005). Political Marketing and Political Communication: 

the relationship revisited. Dunedin: University of Otago. 

Komisi Pemilihan Umum Kota Bogor. (2020). Buku Pintar Pemilu dan Demokrasi. 

Kota Bogor: Jaringan Dokumentasi dan Informasi Hukum (JDIH). 

Kompas.com. (2022, Mei 18). Ridwan Kamil Akui Kampanye di Media Sosial Lebih 

Ampuh dari Baliho. Diambil kembali dari Kompas.com Regional 

(Bandung) : 

https://bandung.kompas.com/read/2022/05/18/155957178/ridwan-kamil-

akui-kampanye-di-media-sosial-lebih-ampuh-dari-baliho 

KompasTV. (2024, Januari 29). Puspenpol: Melihat Hasil Debat Cawapres, TikTok 

Lebih Menentukan Preferensi Politik Ketimbang X. Diambil kembali dari 

KompasTV: https://www.kompas.tv/advertorial/480835/puspenpol-

melihat-hasil-debat-cawapres-tiktok-lebih-menentukan-preferensi-politik-

ketimbang-x?page=all 

Kotler, P., & Armstrong, G. (2018). Principles of Marketing Management 17th 

edition. Pearson Education. 



118 
 

Kotler, P., & Armstrong, G. (2020). Principles of Marketing. Upper Saddle River, 

New Jersey: Pearson Education Inc. 

Kotler, P., Keller, K. L., & Chernev, A. (2022). Marketing Management. Pearson 

Education. 

Kulachai, W., Lerdtomornsakul, U., & Homyanyen, P. (2023). Factors Influencing 

Voting Decision: A Comprehensive Literature Review. Social Sciences. 

Leong, C.-M., Loi, A. M.-W., & Woon, S. (2021). The infuence of social media 

eWOM information on purchase intention. Journal of Marketing Analytics, 

145-157. 

Lewis-Beck, M. S., Norpoth, H., Jacoby, W. G., & Weisberg, H. F. (2008). The 

American Voter Revisited. University of Michigan Press. 

Li, R., & Suh, A. (2015). Factors Influencing Information Credibility on Social 

Media Platforms: Evidence from Facebook Pages. Procedia Computer 

Science, 314-328. 

Lock, A., & Harris, P. (1996). Political marketing – vive la différence! European 

Journal of Marketing, 14-24. 

Luo, C., Luo, X. R., & Bose, R. (2018). Information usefulness in online third party 

forums. Computers in Human Behavior, 61-73. 

Maarek, P. J. (1995). Political Marketing and Communication. London: Hohn 

Libbey. 

Machdar, N. M. (2016). The Effect of Information Quality on Perceived Usefulness 

and Perceived Ease of Use. Business and Entrepreneurial Review, 131-146. 

Mad-A-Dam, L., & Ismail, S. A. (2023). The Effect of Political Brand Equity on 

Young Thai Voting Intention: A Study of Future Forward Party. 

International Journal of Politics, Publics Policy and Social Works, 01-10. 

Maria, I., Wijaya, V., & Keni, K. (2021). Pengaruh Information Quality dan Service 

Quality terhadap Perceived Value dan Konsekuensinya Terhadap Customer 

Engagement Behavior Intention (Studi pada Social Commerce Instagram). 

Jurnal Muara Ilmu Ekonomi dan Bisnis, 321-334. 

Mariasih, A. A., & Setiyaningrum, A. (2021). Peran eWOM Quality, eWOM 

Quantity, dan eWOM Credibility dalam Membentuk Corporate Image dan 

Mendorong Purchase Intention: Studi Empiris pada Jasa Pendidikan. Jurnal 

Manajemen dan Bisnis Sriwijaya. 

Mariasih, A. A., & Setiyaningrum, A. (2021). Peran eWOM Quality, eWOM 

Quantity, dan eWOM Credibility dalam Membentuk Corporate Image dan 



119 
 

Mendorong Purchase Intention: Studi Empiris pada JAsa Pendidikan. 

Jurnal Manajemen dan Bisnis Sriwijaya vol. 19. 

Marison, W. (2024, Maret 19). Menkominfo dibantu Tiktok turunkan 10 juta konten 

hoaks soal pemilu. Diambil kembali dari Antaranews: 

https://www.antaranews.com/berita/4017477/menkominfo-dibantu-tiktok-

turunkan-10-juta-konten-hoaks-soal-pemilu 

Marozzo, F., & Bessi, A. (2018). Analyzing Polarization of Social Media Users and 

News Sites during Political Campaigns. Social Network Analysis and 

Mining, 1-13. 

Martani, D., & al., e. (2016). Akuntansi Keuangan Menengah, Edisi 2 Buku 1. 

Jakarta: Salemba Empat. 

Maslow, A. H. (1987). Motivation and Personality 3rd ed. Upper Saddle River, 

New Jersey: Pearson Education. 

Mauser, G. A. (1983). Political Marketing: An Approach to Campaign Strategy. 

New York, United States of America. 

McDaniel, C., Lamb, C. W., & Hair, J. F. (2013). Introduction to Marketing 13th 

edition. Singapore: South Western. 

McGuire, B. (2018). Political Organizing in the Digital Age: Why Campaigns Need 

to Integrate Traditional and Digital Organizing. Kennedy School Review, 

25-33. 

McKnight, D. H., Kacmar, C. J., & Choudhury, V. (2007). Factors and Effects of 

Information Credibility. Proceeding of the 9th International Conference on 

Electronic Commerce: The Wireless World of Electronic Commerce. 

Minneapolis, United States of America: University of Minnesote. 

McKnight, H., & Kacmar, C. (2015). Factors of information credibility for an 

internet advice site. Procedia Computer Science, 314-328. 

Meltwater. (2024). Digital 2024 - We are Social Indonesia. Diambil kembali dari 

We are Social: https://wearesocial.com/id/blog/2024/01/digital-2024/ 

Meltwater. (2024). Digital 2024 Indonesia: The Essential Guide to the Latest 

Connected Behaviours. Diambil kembali dari We Are Social: 

https://wearesocial.com/id/blog/2024/01/digital-2024/ 

Michael Grothaus. (2016, November 4). Inside Bernie Sanders's Social Media 

Machine. Diambil kembali dari Fastcompany: 

https://www.fastcompany.com/3058681/inside-bernie-sanders-social-

media-machine 



120 
 

Moslehpour, M., Lewi, S., Kurniawati, D., Ismail, T., & Negash, Y. T. (2021). The 

Influence of Social Media Marketing on Voter’s Intention in Indonesia. 

2021 7th International Conference on E-Business and Application ICEBA, 

(hal. 212-219). Singapore. 

Moslehpour, M., Schafferer, C., Lewi, S., Kurniawati, D., Pham, V. K., & Faez, S. 

E. (2024). The Influence of Social Media Marketing on Voting Intention in 

Indonesia. Journal of Political Marketing. 

Moslehpour, M., Tiwari, A. K., & Pourfaez, S. E. (2024). The effect of social media 

marketing on voting intention; an application of multidimensional panel 

data. Journal of Emerging Markets. 

Napitupulu, P. (2005). Peran dan pertanggungjawaban DPR kajian di DPRD 

Propinsi DKI Jakarta. Bandung: PT Alumni. 

Newman, B. I., & Sheth, J. N. (1985). A model of primary voter behavior. The 

Journal of Consumer Research, 178-189. 

Ngarmwongnoi, C., Oliveira, J. S., Abedrabbo, M., & Mousavi, S. (2020). The 

implications of eWOM adoption on the customer journey. Journal of 

Consumer Marketing. 

O'Cass, A. (1996). Political marketing and the marketing concept. European 

Journal of Marketing, 37-53. 

Ohme, J., Vreese, C. H., & Albaek, E. (2017). The uncertain first-time voter: Effects 

of political media exposure on young citizens' formation of vote choice in a 

digital media environment. Journal New Media & Society, 3242-3265. 

Ozturk, R., & Coban, S. (2019). Political Marketing, Word of Mouth 

Communication and Voter Behaviours Interaction. Business and Economics 

Research Journal, 245-258. 

Pelsmacker, P. D., Geuens, M., & Nergh, J. V. (2013). Marketing Communications: 

A European Perspective Fifth Edition. Edinburgh: Pearson Education 

Limited. 

Perdana, A., & Wildianti, D. (2018). Narasi Kampanye dan Media Sosial dalam 

Pemilu Presiden dan Wakil Presiden Tahun 2019 . Jurnal Bawaslu DKI 

Jakarta, 19-37. 

Perludem. (2024). Buku Panduan Melawan Hoaks Pemilu di TikTok. Perludem. 

Peter, J. P., & Donelly, J. H. (2013). Marketing Management: Knowledge and Skills 

11th edition. United States of America: McGraw Hill Education. 

Piyathissa, D., & Ratnayake, H. (2019). The Influence of Social Media Political 

Communication Content on Voting Behavior of the Young Generation. 8th 



121 
 

Annual International Research Conference. Sri Lanka: South Eastern 

University of Sri Lanka. 

Poutvaara, P., & Takalo, T. (2007). Candidate Quality. International Tax and 

Public Finance, 1-33. 

Priambodo, B. (2023). Political Marketing Towards the 2024 Local Elections in the 

Frame of Digital Democracy. Malikussaleh Social & Political Reviews. 

Prihatini, E. S., & Rahman, M. S. (2019). Political Parties in Indonesia and the 

Internet: A comparative analysis. AEGIS Journal of International Relations, 

115-145. 

Purwanto, E., & Wibisono, A. (2019). Pengaruh Country of Origin, Word of Mouth, 

Kualitas yang Dipersepsikan Terhadap Niat Beli: Studi Pada Kamera 

Digital Merek Jepang. Jurnal Riset Manajemen dan Bisnis, 365-374. 

Quarles, R. C. (1979). Mass Media Use and Voting Behavior: The Accuracy of 

Political Perceptions among First-Time and Experienced Voters. 

Communication Research Volume 6 Number 4. 

Rahayu, B. (2024, February 13). Algoritma Media Sosial: Seberapa Besar 

Pengaruhi Pemilu Indonesia? Diambil kembali dari VoA Indonesia: 

https://www.voaindonesia.com/a/algoritma-media-sosial-seberapa-besar-

pengaruhi-pemilu-indonesia-/7485570.html 

Raymond, C., Waller, I., & Anderson, A. (2022). Measuring Alignment of Online 

Grassroots Political Communities with Political Campaigns. Proceedings of 

the International AAAI Conference on Web and Social Media, (hal. 806-

816). 

Razak, I., Nirwanto, N., & Triatmanto, B. (2016). The Impact of Product Quality 

and Price on Customer Satisfaction with the Mediator of Customer Value. 

Journal of Marketing and Consumer Research, 59-69. 

Reid, D. M. (1988). Marketing the Political Product. European Journal of 

Marketing, 34-49. 

Rieh, S. Y. (2002). Judgement of Information Quality and Cognitive Authority in 

the Web. Journal of the American Society for Information Science and 

Technology, 145-161. 

Ruak, F. (2023). The Impact of TikTok on Combating and Filtering Hoax News: A 

Mixed-Methods Study. Kampret Journal, 22-32. 

Ruangkanjanases, A., Jeebjong, P., Natalia, & Sanny, L. (2021). E-WOM and Its 

Impacts on Purchasing Behavior: A Comparative Study between Thai and 



122 
 

Indonesian Millenials. International Journal of Electronic Commerce 

Studies, 65-83. 

Ruangkanjanases, A., Jeebjong, P., Natalia, N., & Sanny, L. (2021). E-WOM and 

Its Impacts on Purchasing Behavior: A Comparative Study between Thai 

and Indonesian Millennials. International Journal of Electronic Commerce 

Studies . 

Safdar Hussain, W. A. (2017). eWOM source credibility, perceived risk and food 

product customer's information adoption. Computers in Human Behavior, 

96-102. 

Sammut-Bonnici, T., & McGee, J. (2015). Wiley Encyclopedia of Management - 

Strategic Management. Wiley. 

Sari, P. K., & Prasetio, A. (2018). Customer Awareness towards Digital Certificate 

on E-commerce: Does it Affect Purchase Decision? Proceedings of the 3rd 

International Conference on Informatics and Computing, ICIC 2018. IEEE. 

Scammell, M. (1999). Political Marketing: Lessons for Political Science. Political 

Studies, 718-739. 

Schneider, D. J. (2004). The Psychology of Stereotyping. New York: Guilford Press. 

Sekaran, U., & Bougie, R. (2020). Research Methods for Business. Chichester: John 

Wiley & Sons Ltd. 

Setiyaningrum, A., Udaya, J., & Efendi. (2015). Prinsip-Prinsip Pemasaran: 

Pengenalan plus tren terkini tentang pemasaran global, pemasaran jasa, 

green marketing dan e-marketing. Yogyakarta: Penerbit Andi. 

Shakuntala, B., & Ramantoko, G. (2023). The Influence of Social Media 

Communication on Purchase Intention and Purchase Decision Through 

Brand Equity in Mixue Indonesia. International Journal of Professional 

Business Review. 

Shama, A. (1973). Applications of Marketing Concepts to Candidate Marketing. 

(hal. 793). Advances in Consumer Research. 

Sheeran, P., Trafimow, D., Finlay, K. A., & Norman, P. (2002). Evidence that the 

type of person affects the strength of the perceived behaviourial control-

intention relationship. European Review of Social Psychology. 

Soenarno, A. R., Suharyono, & Mawardi, M. K. (2015). Analisis Pengaruh Kualitas 

Informasi dan Kredibilitas Sumber terhadap Kegunaan Informasi dan 

Dampaknya pada Adopsi Informasi. Jurnal Administrasi Bisnis, 1-8. 

Soenarno, A. R., Suharyono, & Mawardi, M. K. (2015). Analisis Pengaruh Kualitas 

Informasi dan Kredibilitas Sumber terhadap Kegunaan Informasi dan 



123 
 

Dampaknya pada Adopsi Informasi (Studi pada Masyarakat Pengikut Akun 

Twitter Resmi iKaskus). Jurnal Administrasi Bisnis. 

Sofyan, I. (2015). Political Marketing and Its Impact on Democracy. 

Communication Sphere, 93-97. 

Stvilia, B., Gasser, L., Twidale, M. B., & Smith, L. C. (2007). A framework for 

information quality assessment. Journal of the American Society for 

Information Science and Technology, 1720-1733. 

Sundaram, D., Kaushik, M., & Webster, C. M. (1998). Word-of-mouth 

communications: A motivational analysis. Advances in Consumer 

Research. 

Susila, I., Dean, D., Yusof, R. N., Setyawan, A. A., & Wajdi, F. (2024). Symbolic 

Political Communication, and Trust: A Young Voters’ Perspective of the 

Indonesian Presidential Election. Journal of Political Marketing, 1-22. 

Tarkang, M. E., Alola, U. V., nange, R. Y., & Ozturen, A. (2022). Investigating the 

factors that trigger airline industry purchase intention. Current Psychology. 

Tayi, G., & Ballou, D. P. (1998). Examining data quality. Communications of the 

ACM, 54-57. 

Tempo. (2023, September 14). Pencarian Informasi, Ide, atau Inspirasi Menjadi 

Alasan Utama Penggunaan Internet. Diambil kembali dari Tempo Data 

Science: 

https://www.datatempo.co/DataEkonomi/view/20230914074401/pencarian

-informasi-ide-atau-inspirasi-menjadi-alasan-utama-penggunaan-internet 

Tien, D. H., Rivas, A. A., & Liao, Y.-K. (2018). Examining the influence of 

customer-to-customer electronic word-of-mouth on purchase intention in 

social networking sites. Asia Pacific Management Review, 1-12. 

Tim Redaksi Kompas. (2024, Februari 4). Pengguna Internet di Indonesia Tembus 

221 Juta, Didominasi Gen Z. DKI Jakarta, Indonesia. 

Tversky, A., & Kahneman, D. (1974). Judgement under Uncertainty: Heuristics and 

Biases. Science, 1124-1131. 

Ulfa, K., Purnomo, E. P., & Kasiwi, A. N. (2020). The Campaign Strategy of 2019 

Presidential and Vice-Presidential Elections on Social Media. Society, 284-

297. 

Wang, Y. (2016). Information adoption model: A review of the literature. Journal 

of Economics, Business and Management. 



124 
 

Waqas, F., Iftikhar, I., & Bajwa, A. (2021). Examining the Credibility of Online 

Political News and Information in the Millenials in Pakistan. Journal of 

Humanities and Social Sciences Studies, 70-80. 

Wells, S. D., & Dudash, E. A. (2007). Wha'd'ya Know?: Examining Young Voters' 

Political Information and Efficacy in the 2004 Election. American 

Behaviorial Scientist. 

Wolla, S. A., & Sullivan, J. (2017, January). Education, Income, and Wealth. 

Diambil kembali dari Economic Research Federal Reserve Bank of St. 

Louis: https://research.stlouisfed.org/publications/page1-

econ/2017/01/03/education-income-and-

wealth#:~:text=The%20relationship%20between%20education%20and,inc

omes%20(see%20the%20table). 

Woolley, J. K., Limperos, A. M., & Oliver, M. B. (2010). The 2008 Presidential 

Election, 2.0: A Content Analysis of User-Generated Political Facebook 

Groups. Mass Communication and Society, 631-652. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


	DAFTAR PUSTAKA

