
DAFTAR PUSTAKA 

Amalia, A. F., Veta Lidya, D. P., & (Universitas Pamulang Tangerang Selatan, I. (2022). 

Pengaruh Kualitas Pelayanan dan Harga terhadap Kepuasan Konsumen pada Pasien 

Klinik Jakarta Dental Project. Jurnal Ilmiah Indonesia, 7(9). 

Arohman, & Kohar. (2019). Pelaksanaan Pengembangan Produk Dan Saluran Distribusi Guna 

Meningkatkan Volume Penjualan Pada Industri Tahu Jaya Sendang Agung Lampung 

Tengah. Jurnal Ilmiah Ekonomi Manajemen, 10(01), 1–10. 

Aziza, N. (2023). Metodologi penelitian 1 : deskriptif kuantitatif. ResearchGate, July, 166–

178. 

Chandy G.R Prathivi M.D, A. P. U. (2025). Understanding BTS Fan Loyalty : the Role of Fan 

Value Perspective and Sense of Virtual Community on the Weverse Platform. Edunomika, 

09(02), 1–9. 

Damayanti, F. A., Wicaksono, D. B., Shadam, M. R., & Curatman, A. (2024). the Role of 

Customer Brand Engagement in Mediating the Effect of Brand Expressiveness and Brand 

Community Identification on Brand Loyalty. Indonesian Interdisciplinary Journal of 

Sharia Economics (IIJSE), 7(3), 4689–4708. 

Dewi, W. E., & Zakky Fahma Auliya. (2025). Model Stimulus-Organism-Response (S-O-R): 

Peran Trust sebagai Mediasi dalam Keputusan Pembelian Produk N’Pure di TikTok Shop. 

Paradoks : Jurnal Ilmu Ekonomi, 8(3), 775–790. 

https://doi.org/10.57178/paradoks.v8i3.1389 

Edlom, J., & Karlsson, J. (2021). Keep the Fire Burning: Exploring the Hierarchies of Music 

Fandom and the Motivations of Superfans. Media and Communication, 9(3), 123–132. 

https://doi.org/10.17645/mac.v9i3.4013 

Fajrin, S. N., & Sukma, A. (2021). Online Advertising , Brand Image , and Engagement : 

Cultivating Tourist Loyalty through Perceived Value. 1–18. 

Forner, L., Lutz, S., Zheng, X., & Stein, J. P. (2025). The Dark Side of Fandom: Exploring the 

Association between Parasocial Relationships with Celebrities and Aggression. Media 

Psychology, 00(00), 1–25. https://doi.org/10.1080/15213269.2025.2562009 

Hair et al. (2021). Partial Least Squares Structural Equation Modeling ( PLS-SEM ) Using R. 

Hidayahtullah, D. P., & Asteria, B. (2024). Pengaruh Kualitas Layanan, Brand Ambassador 

Dan Electronic Word Of Mouth Terhadap Loyalitas Pelanggan Melalui Aplikasi Shopee. 

Ekombis Sains: Jurnal Ekonomi, Keuangan Dan Bisnis, 9(1), 17–30. 

https://doi.org/10.24967/ekombis.v9i1.2585 

Hochreiter, V., Benedetto, C., & Loesch, M. (2023). The Stimulus-Organism-Response (S-O-

R) Paradigm as a Guiding Principle in Environmental Psychology: Journal of 

Entrepreneurship and Business Development, 3(1), 7–16. 

Hui, Y., & Salman, S. A. (2023). An Analysis of the Impact of Brand Image on Consumer 

Purchase Behavior. International Journal on Recent Trends in Business and Tourism, 

07(02), 31–37. https://doi.org/10.31674/ijrtbt.2023.v07i02.003 

Ilham Saifudin Alfath. (2022). Pengaruh Social Media Marketing, E-Service Quality, dan 

Kualitas Informasi terhadap Keputusan Pembelian yang Di Mediasi oleh Trust. UIN 

Maulana Malik Ibrahim Malang. 

Indriani, N., Kusuma, R. S., & Surakarta, U. M. (2022). Interaksi Sosial Fandom ARMY di 

Media Sosial Weverse. Jurnal Komunikasi Global, 11(2), 206–226. 

Julaiha, S., Sabran, S., & Ilham, I. (2024). Pengaruh Satisfaction, Variety Seeking Dan 

Alternative Attraction Terhadap Switching Behavior Melalui Switching Intentions. Jurnal 

Ekonomi & Manajemen Indonesia, 24(1), 199–216. 

https://doi.org/10.53640/jemi.v24i1.1592 

Kim, J., & Kwon, S. H. (2022). K-Pop’s Global Success and Its Innovative Production System. 

Sustainability (Switzerland), 14(17), 1–17. https://doi.org/10.3390/su141711101 



Kim, Y. J., Park, J. S., & Jeon, H. M. (2021). Experiential value, satisfaction, brand love, and 

brand loyalty toward robot barista coffee shop: The moderating effect of generation. 

Sustainability (Switzerland), 13(21). https://doi.org/10.3390/su132112029 

Lacap, J. P. G., Cruz, M. R. M., Bayson, A. J., Molano, R., & Garcia, J. G. (2024). Parasocial 

relationships and social media interactions: building brand credibility and loyalty. Spanish 

Journal of Marketing - ESIC, 28(1), 77–97. https://doi.org/10.1108/SJME-09-2022-0190 

Lou, L., Jiao, Y., & Koh, J. (2021). Determinants of fan engagement in social media-based 

brand communities: A brand relationship quality perspective. Sustainability 

(Switzerland), 13(11), 1–17. https://doi.org/10.3390/su13116117 

Mabkhot, H. A., Hasnizam, & Salleh, S. M. (2017). The influence of brand image and brand 

personality on brand loyalty, mediating by brand trust: An empirical study. Jurnal 

Pengurusan, 50(December 2019), 71–82. https://doi.org/10.17576/pengurusan-2017-50-

07 

Mariani, Hidayat, D. ., Rahmat, A., & (Universitas Padjajaran, Sumedang, I. (2024). Hubungan 

Parasosial Antara Penggemar ARMY dan BTS di Weverse. COMMENTATE: Journal of 

Communication Management, 5(1), 18–30. https://doi.org/10.37535/103005120242 

Mostafavipour, S. (2024). The Mediating Role of Brand Image in the Relationship Between 

Fan Engagement and Fans’ Attitudinal and Behavioral Loyalty. International Journal of 

Innovation Management and Organizational Behavior, 3(2), 219–227. 

https://doi.org/10.61838/kman.ijimob.3.2.26 

Muanas, A., Yoga, I., Widyastuti, V. R., & (Universitas Islam Negeri Raden Mas Said 

Surakarta, Jawa Tengah, I. (2025). Bridging digital innovation , parasocial interaction , 

and loyalty through fan satisfaction : Insights from K-Pop fandom. Jurnal Fokus 

Manajemen Bisnis, 15(2), 475–489. 

https://doi.org/https://doi.org/10.12928/fokus.v15i2.14179 

Novia, S., Ali, S., Nugeraha, P. (2022). Persepsi Pelaku UMKM Kopi Bubuk Terhadap 

Sertifikasi Produk di Kabupaten Lampung Barat. Jurnal Kompetitif Bisnis, 1(9), 747–757. 

Panjaitan, R. (2022). Mediating Role of Customer Engagement: Brand Image Enhancement 

from Social-Media Marketing. Jurnal Maksipreneur: Manajemen, Koperasi, Dan 

Entrepreneurship, 12(1), 11. https://doi.org/10.30588/jmp.v12i1.971 

Perbawani, P. S., & Nuralin, A. J. (2021). Hubungan Parasosial dan Perilaku Loyalitas Fans 

dalam Fandom KPop di Indonesia. LONTAR: Jurnal Ilmu Komunikasi, 9(1), 42–54. 

Perfecteleale, F., Purnomo, D., & Harnita, P. C. (2024). Analisis Efektivitas Social Media 

Presence dalam Meningkatkan Brand Awareness Kopi Babah Kacamata. Jurnal Ilmu 

Komunikasi, 8(2), 193–208. https://doi.org/https://doi.org/10.30596/ji.v8i2.15700 

Rabbani. (2024). Pengaruh Brand Image Dan Brand Love Terhadap Customer Loyalty Dengan 

Customer Engagement Sebagai Mediasi. Jurnal Ilmiah Manajemen, 1(2), 55–68. 

https://doi.org/https://doi.org/10.33369/insight.19.2.55-69 

Rahmat Hidayat, D., Rahmat, A., Mariani, & (Universitas Padjajaran, Sumedang, I. (2024). 

Hubungan Parasosial Antara Penggemar ARMY dan BTS di Weverse. COMMENTATE: 

Journal of Communication Management, 5(1), 18–30. 

https://doi.org/10.37535/103005120242 

Rizaldi, F. M. Y. S. (2024). The Role of Brand Image in Consumer Decision-Making. The 

International Journal of Business Review, 46(4), 651–665. 

https://doi.org/https://doi.org/10.17509/tjr.v7i2.81303 

Rizka, W. S., Setyowardhani, H., & (Universitas Indonesia). (2024). Model of Brand 

Community Identification on Brand Loyalty in a Human Brand’s Community: A Study of 

BTS ARMY on Weverse (D. Rizka W.S et al.,Universitas Indonesia (ed.); 2024th ed.). 

Atlantis Press International BV. https://doi.org/10.2991/978-94-6463-234-7_92 

Romdona, S., Junista, S. S., Gunawan, A., & (Universitas Pelita Bangsa, J. B. (2025). Teknik 



Pengumpulan Data dan R&D. Aplikasi Metodologi Penelitian Kesehatan, 3(1), 127–149. 

Simbolon, G. (2024). Pengaruh Kualitas Produk dan Kualitas Pelayanan terhadap Kepuasan 

Konsumen dengan Keunggulan Bersaing sebagai Variabel Intervening. Universits Jambi. 

Sinambela, E. A., & Mardikaningsih, R. (2022). Loyalitas Merek Milo Ditinjau dari Kualitas 

Produk dan Brand Image. Jurnal Simki Economic, 5(2), 155–164. 

https://doi.org/10.29407/jse.v5i2.155 

Suwardi, T. W., Oktariswan, D., & Indonesia), (Universitas Asa. (2025). Pengaruh Customer 

Engagement, Brand Trust, Promosi Terhadap Loyalitas Pelanggan di Brand Executive. 

MANABIS: Jurnal Manajemen Dan Bisnis, 4(2), 140–150. 

https://doi.org/10.54259/manabis.v4i2.4434 

Wendyanto, Utami, & (Universitas Tarumanegara, J. (2022). Claudia Meliana Wendyanto, 

Lusia Savitri Setyo Utami: Pengaruh Personal Branding terhadap Loyalitas Penggemar 

(Studi Kasus Kuantitatif pada Grup K-Pop BLACKPINK) Pengaruh Personal Branding 

terhadap Loyalitas Penggemar. 6, 157–166. 

Widhiarso, W., & Retnowati, S. (2012). Penggunaan Variabel Mediator Dalam Eksperimen: 

Contoh Kasus Intervensi Pengatasan Depresi Pada Remaja. Jurnal Psikologi Undip, 

11(2), 93–104. 

Wirdah, L. W., Winarto, W., & Hambalah, F. (2023). Analisis Relationship Marketing dalam 

Peningkatan Loyalitas Komunitas Penggemar Idola K-Pop. INOBIS: Jurnal Inovasi 

Bisnis Dan Manajemen Indonesia, 6(3), 359–370. 

https://doi.org/10.31842/jurnalinobis.v6i3.283 

Wulandari N.N.R, Nurhadi, & Timur), (Universitas Pembangunan Nasional “Veteran” Jawa. 

(2025). The Influence Of Personal Branding And Social Media Engagement On Enhypen 

Fan Loyalty In Surabaya. Jurnal Manajemen, 16(2), 583–595. 

https://doi.org/10.32832/jmuika. 

Yahya, A., Nuryakin, & Handayani, S. D. (2024). Brand Image: Theoretical Development and 

Practical Applications. Asian Journal of Management Analytics, 3(2), 271–282. 

https://doi.org/10.55927/ajma.v3i2.8504 

Yazid, Y., & Kawiryan, H. (2023). How to improve brand image: The role of customer attitude, 

brand familiarity, brand awareness, and brand extension. Asian Management and Business 

Review, 3(2), 199–209. https://doi.org/10.20885/ambr.vol3.iss2.art7 

Zhafira, T., Kinasih, D. D., Hardilawati, W. L., & Riau, (Universitas Muhammadiyah. (2023). 

Pengaruh Customer Engagement dan Customer Experience Terhadap Loyalitas 

Pelanggan Pada ESL Express Cabang Soekarno Hatta Pekanbaru. 2(1), 347–236. 

 


