DAFTAR PUSTAKA

Alalwan, A. A. (2018). Investigating the impact of social media advertising features
on customer purchase intention. [International Journal of Information
Management, 42, 65-77.

Anavidi, F. H., & Wiksana, W. A. (2024). Hubungan Media Sosial Instagram
@Urban1063fm dalam Membangun Brand Image. Jurnal Riset Manajemen
Komunikasi, 4, 55—60. https://doi.org/10.29313/jrmk.v411.3836

Anggraeni, N. S. P., & Rohimakumullah, M. A. A. (2022). Pengaruh Kualitas
Informasi Akun Instagram @XKotajakartapusat Terhadap Citra Pemerintah.
Kaganga:Jurnal Pendidikan Sejarah Dan Riset Sosial Humaniora, 5(2), 418—
427. https://doi.org/10.31539/kaganga.v5i2.4315

Ardianto, E. (2016). Metodologi Penelitian untuk Public Relations Kuantitatif dan
Kualitatif. Simbiosa Rekatama Media.

Arifianti, R., & Alexandri, B. M. (2017). Activation Of Creative Sub-Economic Sector
In Bandung City. Jurnal AdBispreneur, 2(3), 201-209.

Arifin, R. M. F. (2022). Aplikasi Teori Uses and Gratifications pada Media Sosial
Instagram di Indonesia. Syntax Literate: Jurnal llmiah Indonesia, 7(2), 2047—
2055.

Arisandi, D., & Pradana, M. N. R. (2019). Pengaruh Penggunaan Social Media
Terhadap Brand Awareness Pada Objek Wisata Di Kota Batam. JMD.: Jurnal
Riset  Ekonomi  Dan  Manajemen  Dewantara,  2(1), 109-116.
http://ejournal.stiedewantara.ac.i/index.php/JMD/issue/view/

Ashley, C., & Tuten, T. (2015). Creative Strategies in Social Media Marketing: An
Exploratory Study of Branded Social Content and Consumer Engagement.
Psychology and Marketing, 32(1), 15-27. https://doi.org/10.1002/mar.20761

Asosiasi Penyelenggara Jasa Internet Indonesia. (2024). Survei Penetrasi Internet
Indonesia 2024.

Atmoko, B. D. (2012). Instagram Handbook Tips Fotografi Ponsel. MediaKita.

Audina, R., & Atnan, N. (2019). Peran Bandung Creative Hub dalam Membentuk City
Branding Kota Bandung Sebagai Kota Kreatif. E-Proceeding of Management,
6(1), 1722—-1733.

Auliano, D. (2022). Pengaruh Konten Reels Instagram Terhadap Pembentukan Brand
Image (Studi Pada Followers Akun Instagram @luxxestudio) [Bachelor’s thesis].
Universitas Lampung.

Bulan, S. 1. S., & Sudrajat, R. H. (2019). Pengaruh Penggunaan Celebrity Endorser
Arief Muhammad di Instagram Terhadap Brand Image Erigo Store. Sospol:
Jurnal Sosial Politik, 5(2), 322-332.

Casalo, L. V., Flavian, C., & Ibafiez-Sanchez, S. (2020). Influencers on Instagram:
Antecedents and consequences of opinion leadership. Journal of Business
Research, 117, 516. https://doi.org/10.1016/j.jbusres.2018.07.005

Cheung, M.-L., Pires, G., & Rosenberger, P. J. (2020). The influence of perceived
social media marketing elements on consumer—brand engagement and brand

93



knowledge. Asia Pacific Journal of Marketing and Logistics, 32(3), 695-720.
https://doi.org/10.1108/APJIML-04-2019-0262

Chodijah, I. S., & Putri, Y. R. (2024). Pengaruh Media Sosial Instagram @mokagarut
terhadap Pemenuhan Kebutuhan Informasi Pariwisata Kabupaten Garut. Jurnal
1lmu Komunikasi, 8(2), 442—-455. https://doi.org/10.30596/ji.v8i12.20018

Creswell, J. D., & Creswell, J. W. (2018). Research Design Qualitative, Quantitative,
and Mixed Method Approaches 5th Edition. SAGE Publications, Inc.

Damayanti, N. P., Putri, A. S. Y., & Pratama, M. A. (2024). The Influence Of 4c
Elements In Instagram @Teguk.Indonesia On The Formation Of The Teguk
Indonesia Brand Image. International Journal of Science and Society, 6(2), 813—
826. http://ijsoc.goacademica.com

Darwin, M., Mamondol, M. R., Sormin, S. A., Nurhayati, Y., Tambunan, H., Sylvia,
D., Adnyana, M. D., Prasetyo, B., Vianitati, P., & Gebang, A. A. (2021). Metode
Penelitian Pendekatan Kuantitatif. Media Sains Indonesia.
www.penerbit.medsan.co.id

Ermis, D., Idjbara, D., & Porobic, A. (2022). Consumers’ Perceptions on Influencer
Marketing through Instagram How do the elements of credibility, trust, and
interaction with influencers influence Generation Z’s perception of branded
content? [Bachelor Thesis]. Milardalens University.

Falah, A. N., Nur Iglima, N., & Bilqis, Q. N. (2024). Peran Sosial Media Instagram
Sebagai Media Komunikasi Bisnis dalam Peningkatan Penjualan Brand ‘Sevatu’
di Tasikmalaya. Jurnal Kajian Dan Penelitian Umum, 2(6), 24-32.
https://doi.org/10.47861/jkpu-nalanda.v2i5.1349

Ghozali, 1. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS 25 (9th
ed.). Badan Penerbit Universitas Diponegoro.

Gisellim, C., & Yoedtadi, M. G. (2024). Media Sosial sebagai Sarana Meningkatkan
Brand Awareness. Kiwari, 3, 308-314.

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., & Singh,
R. (2016). Social media marketing efforts of luxury brands: Influence on brand
equity and consumer behavior. Journal of Business Research, 69(12), 5833—
5841.

Hadi, 1., Wahjudianata, M., & Indrayani, 1. 1. (2021). Komunikasi Massa. Penerbit
Qiara Media.

Hair, J. F. ., Black, W. C. ., Babin, B. J. ., & Anderson, R. E. . (2014). Multivariate
Data Analysis (7th Edition). Pearson Education Limited.

Heuer, C. (2009, September 3). Social + Media: What’s Needed Next (Drupalcon
Keynote).

Hidayanti, P. (2023). Pengaruh Brand Image, Influencer, dan Content Marketing
Instagram terhadap Keputusan Pembelian Produk Kecantikan Scarlett
Whitening (Studi Kasus Pada Mahasiswa Tiga Fakultas Besar Universitas Islam
Malang) [Bachelor’s thesis, Universitas Islam Malang].
https://repository.unisma.ac.id/bitstream/handle/123456789/8080/S1_FEB 219
01081170 _POPY%20HIDAY ANTI.pdf?sequence=2&utm_source

94



Iba, Z., & Wardhana, A. (2023). Metode Penelitian. Eureka Media Aksara.

Irawati, R. (2022). Pengaruh Content Marketing melalui Instagram terhadap Brand
Image Netflix di Jakarta Utara [Bachelor’s thesis, Institut Bisnis dan Informatika
Kwik Kian Gie]. http://eprints.kwikkiangie.ac.id/id/eprint/4375

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

Kementerian Pariwisata dan Ekonomi Kreatif. (2023). Laporan Kinerja
Kemenparekraf 2023.

Kotler, P., Kartajaya, H., & Setiawan, 1. (2017). Marketing 4.0 Moving from
Traditional to Digital. John Wiley & Sons, Inc.

Kotler, P., & Keller, K. L. (2016). Marketing Management 15th Global Edition (15th
ed.). Pearson Education Limited.

Kriswanto, F. P. P., Solehudin, & Nurhasanah, N. (2024). Kajian Analisis Media
Sosial Instagram dengan Pendekatan Teori Uses and Gratifications sebagai Tolak
Ukur Kepuasan Pengguna. Jurnal Manajemen Bisnis Modern, 6(3), 169—-181.
https://journalpedia.com/1/index.php/jmbm

Legkauskas, V., & Kudlaité, U. (2022). Gender Differences in Links between Daily
Use of Instagram and Body Dissatisfaction in a Sample of Young Adults in
Lithuania. Psihologijske Teme, 31(3), 709-719.
https://doi.org/10.31820/pt.31.3.12

Luthfi, M., & Mubarak, M. T. (2023). Efektivitas Instagram Sebagai Media Informasi
Pondok Modern Darul Hijrah Putra Martapura. Jurnal Komunikasi Dan
Teknologi Informasi, 15(2), 161-179.

LUTTRELL, R. (2022). Social Media: How to Engage, Share, and Connect. Rowman
& Littlefield.

Mahiri, E. A. (2020). Pengaruh Brand Image Dan Store Atmosphere Terhadap
Keputusan Pembelian Pada Konsumen Badan Usaha Milik Desa (BUMDES)
Mart Banjaran. Coopetition : Jurnal llmiah Manajemen, XI(3), 227-238.

Masruroh, S., Sudaryanto, E., & Ayodya, B. P. (2024). Pemanfaatan Instagram
Sebagai Media Dalam Membangun Brand Image C12 Coffe and Ride. Prosiding
Seminar Nasional Mahasiswa Komunikasi (SEMAKOM), 2(01), 494-502.
https://confference.untag-sby.av.id/index.php/semakom

Miles, J. (2019). Instagram power : build your brand and reach more customers with
visual influence (Second Edition). McGraw-Hill Education.

Mohammad Al-Quran, M. W. (2022). Traditional Media versus Social Media:
Challenges and Opportunities. Technium Social Sciences Journal, 4(10), 145—
160. www.techniumscience.com

Morissan. (2013). Teori Komunikasi Individu Hingga Massa (1st ed.). Kencana
Prenada Media Group.

Mufadhol, M., Tutupoho, F., Nanulaita, D. T., De Bell, A. Z., & Prabowo, B. (2024).
The Influence of Posting Frequency, Content Quality, and Interaction with
Customers on Social Media on Customer Loyalty in a Start-up Business. West

95



Science Business and Management, 2(02), 582—-594. https://wsj.westscience-
press.com/index.php/wsbm

Musay, F. P. (2013). Pengaruh Brand Image Terhadap Keputusan Pembelian (KFC
Kawi Malang). Jurnal Administrasi Bisnis UB, 3(2).
https://administrasibisnis.studentjournal.ub.ac.id/index.php/jab/article/view/141

Nasrullah, R. (2015). Media sosial Perspektif Komunikasi, Budaya, dan
Sosioteknologi. Simbiosa Rekatama Media.

Paramita, R. W. D., Rizal, N., & Sulistyan, R. B. (2021). Metode Penelitian
Kuantitatif: Buku Ajar Perkuliahan Metodologi Penelitian Bagi Mahasiswa
Akuntansi & Manajemen. Widaya Gama Press.

Paramitha, D., & Dianita, I. A. (2023). Pengaruh Media Sosial Instagram
@wonderfulindonesia terhadap Citra Destinasi Indonesia. Business Journal:
Jurnal Bisnis Dan Sosial, 9(1), 67.

Pemerintah Kota Bandung. (2024, June 10). Bandung Creative Hub: Ruang Berkarya
bagi Insan Kreatif. Portal Bandung.Go.Id.
https://www.bandung.go.id/citizen/detail/438/bandung-creative-hub-ruang-
berkarya-bagi-insan-kreatif-1717490017

Peraturan Pelaksanaan Undang-Undang Nomor 24 Tahun 2019 Tentang Ekonomi
Kreatif, Pemerintah Republik Indonesia (2022).
https://peraturan.bpk.go.id/Details/216815/pp-no-24-tahun-2022

Putranto, W. A., & Fajry, A. N. (2018). Content Marketing Strategies via Instagram
for Indonesian Libraries. IFLA Library.
http://creativecommons.org/licenses/by/4.0

Rahman, M., Islam, M. A., & Chowdhury, Md. S. L. (2023). Influence of Brand Image
on Customer Loyalty: A Look from Bangladesh. Journal of Business
Management and Economic Research, 7, 11.
https://doi.org/10.29226/tr1001.2023.322

Rahmansyah, C., & Dianita, I. A. (2024). Pengaruh Fitur Media Sosial Instagram
@Aerostreet terhadap Brand Perception. JSIM: Jurnal Ilmu Sosial Dan
Pendidikan, 5(4), 681-691. https://doi.org/10.36418/syntax-imperatif.v5i4.463

Rees, S. (2020). Public Relations, Branding And Authenticity Brand Communications
In The Digital Age. Routledge.

Rejeki, S., Komalawati, E., & Indriyanti, P. (2020). Penggunaan Instagram Terhadap
Citra Diri Mahasiswa. Jurnal Lugas, 4(2), 105—116. http://ojs.stiami.ac.id

Riswanto, A., Zafar, T. S., Chatra, A., Sunijati, E., Harto, B., Boari, Y., Astaman, P.,
Dassir, M., Hikmah, A. N., & Aulia Nurul Hikmah, Ms. (2023). EKONOMI
KREATIF. www.buku.sonpedia.com

Simatupang, P., & Purba, F. (2020). The Brand Image and Its Effect on Consumer
Loyalty and Satisfaction as a Variable Intervening of Aqua Mineral Water
Product (Study on Undergraduate Student of Management Study Program,
Universitas Simalungun). Budapest International Research and Critics Institute-
Journal (BIRCI-Journal), 3, 1902-1910.
https://doi.org/10.33258/birci.v3i3.1123

96



Solis, B. (2010). Engage Building! The Complete Guide for BRANDS and
BUSINESSES to Build, Cultivate, and Measure Success in the New Web. John
Wiley & Sons, Inc.

Sopari, R. M., & Alawiyah, W. D. (2024). Pengaruh Visual Content Marketing Dan
Copywriting Terhadap Tingkat Engagement Pengguna Instagram Di Kota
Bandung. IKRAITH-EKONOMIKA, 7(3), 356-369.
https://doi.org/10.37817/IKRAITH-EKONOMIKA

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

Susanto Triyogo Adiputro. (2024, September 23). Bandung Berdaya dengan
Kolaborasi Generasi Muda dan Industri Kreatif. Urang Bandung.Com.
https://urangbandung.com/bandung-berdaya-dengan-kolaborasi-generasi-muda-
dan-industri-kreatit/

Syafira, R. (2022). Pengaruh Isi Konten Media Sosial Instagram Terhadap Brand
Image Erigo [Bachelor’s thesis]. Telkom University.

Syafri, M., Shobirin, M. S., Ekowati, D., & Maghfirah, N. (2023). The Impact of
Creative Industries on Economic Growth: Case Studies in Developing Countries
in Malaysia and Indonesia. West Science Journal Economic and
Entrepreneurship, 1(10), 457-464. https://wsj.westscience-
press.com/index.php/wsee

Teguh, M., Qotrunnada, N. Al, Calysta, K., Bungin, B., & Ahmad, M. K. (2024).
Utilizing Instagram for Digital Government Public Relations by Diskominfo
Jatim. Komunikator, 16(2), 160—171. https://doi.org/10.18196/jkm.24338

Ustik, T., Karmazinova, V., Shurpa, S., Zhuk, O., Boiko, O., & Radkevych, L. (2023).
The Impact of Digitalization on Marketing Communications: New Challenges for
Branding and Advertising Business. Wseas Transactions On Information Science
And Applications, 20, 344-355. https://doi.org/10.37394/23209.2023.20.37

Zulfikar, R., Sari, F. P., Fatmayati, A., Wandini, K., Haryati, T., Jumini, S., Nurjanah,
Annisa, S., Kusumawardhani, O. B., Mutiah, R., Linggi, A. ., & Fadilah, H. (24
C.E.). Metode Penelitian Kuantitatif (Teori, Metode, dan Praktik). Widina Media
Utama.

97



