177

DAFTAR PUSTAKA
Buku

Asosiasi Penyelenggara Jasa Internet Indonesia. (2025). Survei Penetrasi Internet dan
Perilaku Penggunaan Internet 2025 (hlm. 90). Asosiasi Penyelenggara Jasa
Internet Indonesia.

Creswell, J. W., & Creswell, J. D. (2018). Research Design.: Qualitative, Quantitative,
and Mixed Methods Approaches. SAGE Publications.

Hughes, J. A., Sharrock, W. W., & Martin, P. J. (2008). Understanding Classical
Sociology: Marx, Weber, Durkheim (2. ed., repr). SAGE.

Ismagilova, E., Dwivedi, Y. K., Slade, E., & Williams, M. D. (2017). Electronic Word
of Mouth (eWOM) in the Marketing Context. Springer International Publishing.
https://doi.org/10.1007/978-3-319-52459-7.

Kozinets, R. V. (2013). Netnography: Doing Ethnographic Research Online (Repr).
SAGE Publications.

Kozinets, R. V. (2020). Netnography the Essential Guide to Qualitative Social Media
Research (3e ed.). SAGE Publications.

Miles, M. B., Huberman, A. M., & Saldana, J. (2014). Qualitative Data Analysis: A
Methods Sourcebook (Edition 3). Sage.

Neuman, W. L. (2014). Social Research Methods: Qualitative and Quantitative
Approaches (Seventh edition, Pearson new international edition). Pearson.
Palfrey, J. G., & Gasser, U. (2008). Born Digital: Understanding the First Generation

of Digital Natives. Basic Books.

Pariser, E. (2012). The Filter Bubble: What the Internet Is Hiding from You. Penguin
books.

Tapscott, D. (1998). Growing up Digital: The Rise of the Net Generation. McGraw-
Hill.

Zuboff, S. (2020). The Age of Surveillance Capitalism: The Fight for a Human Future
at the New Frontier of Power (First Trade Paperback Edition). PublicAffairs.

Jurnal/Konferensi

Amarikwa, M. (2023). Social Media Platforms’ Reckoning: The Harmful Impact of
TikTok’s Algorithm on People of Color. SSRN FElectronic Journal.
https://doi.org/10.2139/ss1rn.4349202.

Andrew, J., Baker, M., & Huang, C. (2023). Data Breaches in the Age of Surveillance
Capitalism: Do Disclosures Have a New Role to Play? Critical Perspectives on
Accounting, 90, 102396. https://doi.org/10.1016/j.cpa.2021.102396


https://doi.org/10.2139/ssrn.4349202
https://doi.org/10.2139/ssrn.4349202
https://doi.org/10.1016/j.cpa.2021.102396

178

Bennett, S., Maton, K., & Kervin, L. (2008). The ‘Digital Natives’ Debate: A Critical
Review of the Evidence. British Journal of Educational Technology, 39(5), 775—
786. https://doi.org/10.1111/1.1467-8535.2007.00793 .x.

Bhandari, A., & Bimo, S. (2022). Why’s Everyone on TikTok Now? The
Algorithmized Self and the Future of Self-Making on Social Media. Social Media
Society, 8(1), 20563051221086241.
https://doi.org/10.1177/20563051221086241.

Bryant, L. V. (2020). The YouTube Algorithm and the Alt-Right Filter Bubble. Open
Information Science, 4(1), 85-90. https://doi.org/10.1515/0pis-2020-0007.
Burrell, J., & Fourcade, M. (2021). The Society of Algorithms. Annual Review of
Sociology, 47(1), 213-237. https://doi.org/10.1146/annurev-soc-090820-

020800.

Carkner, B. (2024). The Rhythm of The Algorithm: Behavioural Influences and
TikTok Users. Emerging Library & Information Perspectives, 6(1), 7-23.
https://doi.org/10.5206/elip.v6il1.16753.

Chandra, E. (2023). Kekuatan Algoritma Dalam Komunikasi Pemasaran Digital
Aplikasi Tiktok. Maha Widya Duta : Jurnal Penerangan Agama, Pariwisata
Budaya, dan llmu Komunikasi, 7(2). https://doi.org/10.55115/duta.v7i2.3860.

Chen, S. (2023). How Social Media Can Solve the Problem of “Filter Bubbles” Under
the New Media Algorithm Recommendation Mechanism the Example of Tik
Tok. Dalam M. F. B. Sedon, I. A. Khan, M. C. BiRkdk, & K. Chan (Ed.),
Proceedings of the 2023 2nd International Conference on Social Sciences and
Humanities and Arts (SSHA 2023) (Vol. 752, hlm. 1284-1288). Atlantis Press
SARL. https://doi.org/10.2991/978-2-38476-062-6_165.

Chiossi, F., et al. (2023). Short-Form Videos Degrade Our Capacity to Retain
Intentions: Effect of Context Switching On Prospective Memory. Proceedings of
the 2023 CHI Conference on Human Factors in Computing Systems, 1-15.
https://doi.org/10.1145/3544548.3580778.

Djafarova, E., & Rushworth, C. (2017). Exploring the Credibility of Online Celebrities’
Instagram Profiles in Influencing the Purchase Decisions of Young Female
Users. Computers in Human Behavior, 68, 1-7.
https://doi.org/10.1016/j.chb.2016.11.009.

Sartika, D., et al. (2024). Fenomena Penggunaan E-Commerce terhadap Perilaku
Konsumsi Mahasiswa. WISSEN: Jurnal llmu Sosial dan Humaniora, 2(3), 335—
350. https://doi.org/10.62383/wissen.v2i13.287.

Felaco, C. (2025). Making Sense of Algorithm: Exploring TikTok Users’ Awareness
of Content Recommendation and Moderation Algorithms. International Journal
of Communication, 19, 1081-1102.

Ferdianto, R., ef al. (2024). TikTok Made Me Buy It: Analyzing the Influence of
Content Marketing and Engagement on Generation Z’s Purchase Intention.
Strata Social and Humanities Studies, 2(2), 103—112.
https://doi.org/10.59631/sshs.v2i2.258.


https://doi.org/10.1111/j.1467-8535.2007.00793.x
https://doi.org/10.1177/20563051221086241
https://doi.org/10.1177/20563051221086241
https://doi.org/10.1515/opis-2020-0007
https://doi.org/10.1146/annurev-soc-090820-020800
https://doi.org/10.1146/annurev-soc-090820-020800
https://doi.org/10.5206/elip.v6i1.16753
https://doi.org/10.5206/elip.v6i1.16753
https://doi.org/10.55115/duta.v7i2.3860
https://doi.org/10.2991/978-2-38476-062-6_165
https://doi.org/10.1145/3544548.3580778
https://doi.org/10.1145/3544548.3580778
https://doi.org/10.1016/j.chb.2016.11.009
https://doi.org/10.1016/j.chb.2016.11.009
https://doi.org/10.62383/wissen.v2i3.287
https://doi.org/10.59631/sshs.v2i2.258
https://doi.org/10.59631/sshs.v2i2.258

179

Gabor, J. (2023). The TikTok Algorithm Is Good, But Is It Too Good? Exploring the
Responsibility of Artificial Intelligence Systems Reinforcing Harmful Ideas on
Users. Catholic University Journal of Law and Technology, 32(1 Fall 2023),
109-143.

Gratia, G. P., ef al. (2022). Fenomena Racun TikTok Terhadap Budaya Konsumerisme
Mahasiswa di Masa Pandemi COVID-19. KONSTELASI: Konvergensi
Teknologi dan Sistem Informasi, 2(1).
https://doi.org/10.24002/konstelasi.v2i1.5272.

Hidayah, 1. N., ef al. (2023). The Influence of the TikTok Poison Phenomenon as a
Glow Up Trend on Interest in Buying Beauty Products. APLIKATIF: Journal of
Research Trends in Social Sciences and Humanities, 2(1), 1-7.
https://doi.org/10.59110/aplikatif.v2il.119.

Indriyanti, I. S., et al. (2025). Buy Now, Think Later: TikTok and the Rise of Impulsive
Consumption in Jakarta. International Journal of Economics, Business and
Management Research, 9(7).

Kristy, G. T., ef al. (2024). Digital Native Characteristics: A Phenomenological Study
Focused on Essential Material in Sociology Courses. Jurnal Pedagogi Dan
Pembelajaran, 7(3), 438—446. https://doi.org/10.23887/jp2.v713.79978.

Kurniawan, Y. D., ef al. (2023). TikTok Poison Against the Consumerist Culture of
Madiun City People in The Era of Digital Disruption. SEHATI: Socio-Economic
and Humanistic Aspects for Township and Industry, 1(2), 145-151.

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), 58-73.
https://doi.org/10.1080/15252019.2018.1533501.

Malmgren, E. (2019). Resisting “Big Other”: What Will It Take to Defeat Surveillance
Capitalism? Sage Publications, 28(3), 42-50.
https://doi.org/10.1177/1095796019864097.

Fitrianto, M. N. (2025). Analisis Pengaruh Algoritma Rekomendasi TikTok terhadap
Perilaku Konsumsi Konten Menggunakan Metode Data Mining dan Machine
Learning.  Jurnal  Publikasi  Teknik  Informatika,  4(2), 68-75.
https://doi.org/10.55606/jupti.v4i2.4225.

Murti, N. W., et al. (2024). Pengaruh Electronic-Word Of Mouth (E-Wom) Pada
Media Sosial Instagram Dan Citra Destinasi Terhadap Keputusan Pembelian
(Survei pada Pengunjung Objek Wisata Kemuning Sky Hills). 11(1).

Ngo, T. T. A., et al. (2025). Key determinants of online impulse buying behavior: A
study from TikTok Shop users in Vietnam. Acta Psychologica, 260, 105593.
https://doi.org/10.1016/j.actpsy.2025.105593.

Peter, M. K., et al. (2023). Social Commerce—When Social Media Meets E-
commerce: A Swiss Consumer Study. Dalam J. L. Reis, M. K. Peter, J. A. Varela
Gonzélez, & Z. Bogdanovi¢ (Ed.), Marketing and Smart Technologies (Vol. 337,
hlm. 613-626). Springer Nature Singapore. https://doi.org/10.1007/978-981-19-
9099-1 42.


https://doi.org/10.24002/konstelasi.v2i1.5272
https://doi.org/10.24002/konstelasi.v2i1.5272
https://doi.org/10.59110/aplikatif.v2i1.119
https://doi.org/10.59110/aplikatif.v2i1.119
https://doi.org/10.23887/jp2.v7i3.79978
https://doi.org/10.1080/15252019.2018.1533501
https://doi.org/10.1080/15252019.2018.1533501
https://doi.org/10.1177/1095796019864097
https://doi.org/10.1177/1095796019864097
https://doi.org/10.55606/jupti.v4i2.4225
https://doi.org/10.55606/jupti.v4i2.4225
https://doi.org/10.1016/j.actpsy.2025.105593
https://doi.org/10.1016/j.actpsy.2025.105593
https://doi.org/10.1007/978-981-19-9099-1_42
https://doi.org/10.1007/978-981-19-9099-1_42

180

Prensky, M. (2001). Digital Natives, Digital Immigrants Part 1. On the Horizon, 9(5),
1-6. https://doi.org/10.1108/10748120110424816.

Prensky, M. (2009). H. Sapiens Digital: From Digital Immigrants and Digital Natives
to Digital Wisdom. Innovate: Journal of Online Education, 5(3).

Putri, A. S., & Nurhayati, S. (2024). Pengaruh Algoritma TikTok dan Konten Kreatif
Pada TikTok Shop Terhadap Keputusan Pembelian. Jurnal Bisnis, Manajemen,
dan Akuntansi, 11(1), 10—15. https://doi.org/10.54131/jbma.v11il1.182.

Qin, Y., et al. (2022). The Addiction Behavior of Short-Form Video App TikTok: The
Information Quality and System Quality Perspective. Frontiers in Psychology,
13, 932805. https://doi.org/10.3389/fpsyg.2022.932805.

Rahmawati, D., ef al. (2020). Generasi Digital Natives dalam Praktik Konsumsi Berita
di Lingkungan Digital. Communications, 2(2), 74-98.
https://doi.org/10.21009/Communications.2.2.5.

Hidayat, R. M. et al. (2025). Dampak Paparan Konten Negatif di TikTok dan Instagram
terhadap Kesehatan Mental Siswa: Kajian Literatur. RISOMA : Jurnal Riset
Sosial Humaniora dan Pendidikan, 3(3), 136-143.
https://doi.org/10.62383/risoma.v3i3.769.

Taylor, S. H., & Chen, Y. A. (2024). The Lonely Algorithm Problem: The Relationship
Between Algorithmic Personalization and Social Connectedness on TikTok.
Journal  of  Computer-Mediated =~ Communication,  29(5), zmae017.
https://doi.org/10.1093/jcmc/zmae017.

Vallas, S., & Schor, J. B. (2020). What Do Platforms Do? Understanding the Gig
Economy. Annual Review of  Sociology, 46(1), 273-294.
https://doi.org/10.1146/annurev-soc-121919-054857.

Vombatkere, K., et al. (2024). TikTok and the Art of Personalization: Investigating
Exploration and Exploitation on Social Media Feeds. Proceedings of the ACM
Web Conference 2024, 3789-3797. https://doi.org/10.1145/3589334.3645600.

Wang, T. (2017). Overcoming Barriers to ‘Flip’: Building Teacher’s Capacity for the
Adoption of Flipped Classroom in Hong Kong Secondary Schools. Research and
Practice in Technology Enhanced Learning, 12(1), 6.
https://doi.org/10.1186/s41039-017-0047-7.

Waulandari, V., et al. (2021). Pengaruh Algoritma Filter Bubble Dan Echo Chamber
Terhadap Perilaku Penggunaan Internet. Berkala IImu Perpustakaan dan
Informasi, 17(1), 98—111. https://doi.org/10.22146/bip.v17i1.423.

Zhao, Z. (2021). Analysis on the “Douyin (Tiktok) Mania” Phenomenon Based on
Recommendation Algorithms. E3S Web of Conferences, 235, 03029.
https://doi.org/10.1051/e3scont/202123503029.

Zuboff, S. (2019). Surveillance Capitalism and the Challenge of Collective Action.
New Labor Forum, 28(1), 10-29. https://doi.org/10.1177/1095796018819461.

Skripsi/Tesis/Disertasi


https://doi.org/10.1108/10748120110424816
https://doi.org/10.54131/jbma.v11i1.182
https://doi.org/10.3389/fpsyg.2022.932805
https://doi.org/10.21009/Communications.2.2.5
https://doi.org/10.21009/Communications.2.2.5
https://doi.org/10.62383/risoma.v3i3.769
https://doi.org/10.62383/risoma.v3i3.769
https://doi.org/10.1093/jcmc/zmae017
https://doi.org/10.1093/jcmc/zmae017
https://doi.org/10.1146/annurev-soc-121919-054857
https://doi.org/10.1146/annurev-soc-121919-054857
https://doi.org/10.1145/3589334.3645600
https://doi.org/10.1186/s41039-017-0047-7
https://doi.org/10.1186/s41039-017-0047-7
https://doi.org/10.22146/bip.v17i1.423
https://doi.org/10.1051/e3sconf/202123503029
https://doi.org/10.1051/e3sconf/202123503029
https://doi.org/10.1177/1095796018819461

181

Rahmawati, E. (2023). Dampak Penggunaan Aplikasi Tiktok terhadap Perilaku
Belajar Siswa (Studi Kasus Siswa Kelas IX Di SMPN 9 Tangerang Selatan)
[Skripsi]. Universitas Islam Negeri Syarif Hidayatullah Jakarta.

Tazkia, H. (2025). Perilaku Impulsive Buying di Platform TikTok pada Mahasiswa
FISH UNJ. [Skripsi]. Universitas Negeri Jakarta.

Yoon, J. (2022). Tiktok Made Me Buy It: Can Purchases Made on Tiktok Lead to
Cognitive Dissonance? Examining Gen Z’s Purchase Decisions Through the
Lens of Today’s Sustainability Dilemma [Tesis]. University of North Carolina.
https://cdr.lib.unc.edu/concern/masters_papers/qv33s655z.

Website

Febiola, A. (2025). Perjalanan TikTok di Indonesia: Awal Mula Masuk RI hingga
Izinnya Dibekukan Sementara. Tempo.com.
https://www.tempo.co/ekonomi/perjalanan-tiktok-di-indonesia-awal-mula-
masuk-ri-hingga-izinnya-dibekukan-sementara-2076063 (Diakses 2025).

Ginee. (2021, November 8). Pengguna TikTok Indonesia Gempar, Potensi Cuan
Menggelegar! Ginee. https://ginee.com/id/insights/pengguna-tiktok/ (Diakses
2025).

Hardiansyah, Z. (2023). Perjalanan TikTok Shop di Indonesia, Dilarang Pemerintah
hingga Buka Lagi 12 Desember. Kompas.com.
https://tekno.kompas.com/read/2023/12/12/15070097/perjalanan-tiktok-shop-
di-indonesia-dilarang-pemerintah-hingga-buka-lagi-12?page=alln (Diakses
2025).

Javier, F. (2025). Negara dengan Pengguna TikTok Terbanyak. Tempo.
https://www.tempo.co/data/data/negara-dengan-pengguna-tiktok-terbanyak-
1197287.

KBBI Kemendikbud. (2016). Entri “racun.” Dalam KBBI Daring (Diakses 2025).

Paul, K. (2022). From Dance Videos to Global Sensation: What You Need to Know
About TikTok’s Rise. The Guardian.
https://www.theguardian.com/technology/2022/oct/22/tiktok-history-rise-
algorithm-misinformation (Diakses 2025).

Rainer, P. (2024). Inilah Media Sosial yang Paling Sering Dipakai di Indonesia.
Goodstats. https://goodstats.id/article/inilah-media-sosial-paling-sering-dipakai-
di-indonesia-Pdyt0 (Diakses 2025).

TikTok. (2020). How TikTok Recommends Videos #ForYou. newsroom.tiktok.com.
https://newsroom.tiktok.com/how-tiktok-recommends-videos-for-you? (Diakses
2025).

TikTok Official Website. (2025). Our Mission: Inspire Creativity and Bring Joy.
TikTok.com. www.tiktok.com/about (Diakses 2025).

We Are Social. (2025). Media Social Use vs Total Population. GoodStats.
https://goodstats.id/publication/media-social-use-vs-total-population-oWXdZ
(Diakses 2025).


https://doi.org/www.tiktok.com/about

