DAFTAR PUSTAKA

Abdul Halim, N., Mohd Salleh, S., Mat Khairi, S. M., Mohd Saufi, M. S. A, &
Abdul Halim, M. K. (2024). Consumer Behavior in Online-To-Offline (O20)
Commerce: Insights and Trends. Advanced International Journal of Business,
Entrepreneurship and SME's, 6(21), 233-242.
https://doi.org/10.35631/aijbes.621018

Ahmad, N. A. (2024). Likert Measurement Scale in Education and Social Sciences:
Explored and Explained. European Journal of Social Sciences Studies.

Ahmed, S. K. (2024). How to choose a sampling technique and determine sample
size for research: A simplified guide for researchers. Oral Oncology Reports,
12(September), 100662. https://doi.org/10.1016/j.00r.2024.100662

Andal-saniano, A. C., Marquez, M. K. 1., & Medina, H. M. R. (2024). How to
Conduct and Write a Cross-sectional Study. 27-36.

Aratjo-Vila, N., Otegui-Carles, A., & Fraiz-Brea, J. A. (2021). Seeking Gender
Equality in the Tourism Sector: A Systematic Bibliometric Review.
Knowledge, 1(1), 12-24. https://doi.org/10.3390/knowledge1010003

Ardiansah, M. N., Azizah, A., & Sadida, A. (2024). Social Commerce Success
Impact on Business Performance Insight From TikTok Shop Phenomena in

Indonesia. Accounting Analysis Journal, 13(1), 25-33.
https://doi.org/10.15294/aaj.v1311.2778

Bhardwaj, R., Agrawal, U., Vashist, P., & Manna, S. (2024). Determination of
sample size for various study designs in medical research: A practical primer.
Journal of Family Medicine and Primary Care, 6(2), 169-170.
https://doi.org/10.4103/jfmpc.jfmpc

Charles, G., & Kanani, R. (2025). Antecedents of social commerce purchase
intention : evidence from Tanzanian social media users. Cogent Business &
Management, 12(1). https://doi.org/10.1080/23311975.2024.2447409

DataReportal. (2025). Digital 2025: Indonesia.
https://datareportal.com/reports/digital-2025

Fakultas Ekonomi Universitas Negeri Jakarta. (2023). Pedoman Skripsi — Riset
Sarjana Terapan Fakultas Ekonomi Universitas Negeri Jakarta Tahun 2023.

Hariri, F. R. (2026). Apa Itu TikTok Go? Peluang Cuan buat Kreator Konten.
https://www.idntimes.com/tech/trend/penjelasan-apa-itu-tiktok-go-q9t01-00-
s66xw-2nmbsp

94



95

Izah, S. C., Sylva, L., & Hait, M. (2024). Cronbach ’ s Alpha : A Cornerstone in
Ensuring Reliability and Validity in Environmental Health Assessment. 1-14.

Javed, S., Rashidin, M. S., & Xiao, Y. (2022). Investigating the impact of digital
influencers on consumer decision-making and content outreach: using dual
AISAS model. Economic Research-Ekonomska Istrazivanja , 35(1), 1183—
1210. https://doi.org/10.1080/1331677X.2021.1960578

Khairunnisa, & Asyari, H. (2024). Strategi Penggunaan Content Marketing Pada
Pengguna TikTok dan Instagram Berdasarkan Audience Behaviour di
Perusahaan X. Jurnal Vokasi Indonesia, 12(1).
https://doi.org/10.7454/jvi.v12i1.1215

Kotler, P., Keller, K. L., Chernev, A., & Limited, P. E. (2025). Marketing
Management --  Global Edition. Pearson Education, Limited.
https://books.google.co.id/books?id=TIGMOQEACAAJ

Krisdanu, C. A., & Sumantri, K. A. (2023). TikTok sebagai Media Pemasaran
Digital di Indonesia Cheryl Arshiefa Krisdanu 1 , Kiranastari Asoka Sumantri
2 12. Jurnal Lensa Mutiara Komunikasi, 2, 24-36.

Kusmaryono, 1., Wijayanti, D., & Maharani, H. R. (2022). Number of Response
Options, Reliability, Validity, and Potential Bias in the Use of the Likert Scale
in Education and Social Science Research: A Literature Review. International
Journal of Evaluation and Research in Education, 11(2), 625-637.
https://doi.org/10.11591/ijere.v11i2.22283

Mondal, H., Swain, S. M., & Mondal, S. (2022). How to Conduct Descriptive
Statistics Online. Indian Journal of Vascular and Endovascular Surgery, 9(1),
70-76. https://doi.org/10.4103/ijves.ijjves 103 21

Mukti, B. H. (2025). Methods in health research : Probability and non-probability
sampling. 3(2), 220-234.

Mulyani, S. (2025). Pengaruh Kualitas Produk, Kepercayaan, dan Kemudahan
terhadap Keputusan Pembelian pada E-Commerce Shopee. Jurnal Penelitian
Dan  Pengkajian  llmiah  Sosial Budaya (JPPISB), 4(1), 42-72.
http://jurnal.minartis.com/index.php/jppisb

MyFramework. (2023). AISAS Model. https://www.myframework.net/aisas-model/

Naing, L., Nordin, R. Bin, Rahman, H. A., & Naing, Y. T. (2022). Sample size
calculation for prevalence studies using Scalex and ScalaR calculators. BMC
Medical Research Methodology, 1-8. https://doi.org/10.1186/s12874-022-
01694-7



96

Ngoc Minh, N. H., Hai, L. S, Phi, N. A, Duyen, L. B. T., & Giang, L. T. Q. (2024).
The Impact of TikTok UGC Videos on Online Purchase Intention: Mediating
Role of Cognitive States. Pacific Asia Journal of the Association for
Information Systems, 16(1).
https://doi.org/https://aisel.aisnet.org/pajais/vol16/iss1/7/

Omar, B., & Dequan, W. (2020). Watch, share or create: The influence of
personality traits and user motivation on TikTok mobile video usage.
International Journal of Interactive Mobile Technologies, 14(4), 121-137.
https://doi.org/10.3991/1JIM.V14104.12429

Paramitha, N., Larasati, I., & Havidz, H. (2023). Purchase Intention Through Social
Media Commerce with Age and Gender as Moderating Variables : an
Empirical Study. 20(2), 241-248.

Patrissia, R. U. (2025). 4 PRISMA Systematic Review of AISAS Model
Implementation to Enhance User Engagement on Instagram ( 2015 — 2025 ).
7(1), 11-21.

Poh, S., Hasan, D. G., & Sudiyono, K. A. (2024). The power of social commerce:
TikTok’s impact on Gen Z consumer purchasing behavior. Manajemen Dan
Bisnis, 23(2), 501. https://doi.org/10.24123/mabis.v2312.835

Pratama, A. B., & Triawan, A. (2024). Penerapan Push Notification Menggunakan
Representational State Transfer ( REST ) Untuk Informasi APD Petugas
Dambkar. 14(2), 225-235. https://doi.org/10.36350/jbs.v14i2.259

Putri, N., Prasetya, Y., Handayani, P. W., & Fitriani, H. (2023). TikTok Shop: How
trust and privacy influence generation Z’s purchasing behaviors. Cogent
Social Sciences, 10(1). https://doi.org/10.1080/23311886.2023.2292759

Ranganathan, P., Deo, V., & Pramesh, C. S. (2024). Sample size calculation in
clinical research. Perspectives in Clinical Research, 15(3), 155-159.
https://doi.org/10.4103/picr.picr_100 24

Slater, P., & Hasson, F. (2025). Quantitative Research Designs , Hierarchy of
Evidence and Validity. 656—660. https://doi.org/10.1111/jpm.13135

Sugiyama, K., & Andree, T. (2011). The Dentsu way : 9 lessons for innovation in
marketing from the world’s leading advertising agency.

Sugiyono. (2022). Metode penelitian kuantitatif, kualitatif, dan R&D (Cet. ke-27).
Alfabeta. https://inlislite.ipdn.ac.id/opac/detail-opac?1d=9274&utm

Suhud, U., Purnamasari, L., & Allan, M. (2022). Online Behaviour of Micro and
Small Size Entrepreneurs: Testing the Attention-Interest-Search-Action-Share
(Aisas) Model. Studies of Applied Economics, 40(2), 1-12.
https://doi.org/10.25115/eea.v40i2.7214



97

Supriady, Sugiarto, A., & Sriyatun. (2025). User Generated Content , Influencer
Tiktok dan Live Shopping dalam Keputusan Pembelian Thrifting Mahasiswa
Fakultas Ekonomi dan Bisnis Universitas Teknologi Sumbawa. Jurnal llmiah
Raflesia Akuntansi, 11(2), 578-595.

Susanto, G., Evelyn, R., Leo, D., & Felicio, H. (2023). Perbandingan algoritma
TikTok dan Instagram untuk pemasaran digital. Jurnal Ilmiah Wahana
Pendidikan, 9(22), 483-491.
https://jurnal.peneliti.net/index.php/JIWP/article/download/5523/4536/

Syukri, K., & Wandebori, H. (2024). Study of Consumer Buying Process Based on
Aisas Model, Study Case: Cloud Think. Jurnal Apresiasi Ekonomi, 12(1), 90—
100.

Talwar, S., Dhir, A., Scuotto, V., & Kaur, P. (2021). Barriers and paradoxical
recommendation behaviour in online to offline (O20) services. A convergent
mixed-method study. Journal of Business Research, 131(October 2020), 25—
39. https://doi.org/10.1016/].jbusres.2021.03.049

The Global Statistics. (2025). Indonesia TikTok Statistics 2025 | TikTok Active
Users. Global Statics. https://www.theglobalstatistics.com/indonesia-tiktok-
user-statistics/

Wang, X., & Cheng, Z. (2020). Cross-Sectional Studies: Strengths, Weaknesses,
and Recommendations. Chest, 158(1), S65-S71.
https://doi.org/10.1016/j.chest.2020.03.012

We Are Social dan Meltwater. (2025). Indonesia Jadi Negara Pengguna TikTok
Terbanyak di  Dunia 2025. We Are Social Dan Meltwater.
https://dataloka.id/humaniora/4424/indonesia-jadi-negara-pengguna-tiktok-
terbanyak-di-dunia-2025/#:~:text=Berdasarkan laporan terbaru dari We,juta
orang per Juli 2025

Widyawati, E., Gusti Ayu Ketut Kurniasari, N., Studi [lmu Komunikasi Hindu, P.,
& Tinggi Agama Hindu Dharma Nusantara Jakarta, S. (2025). Strategi
Engagement Rate Pada Akun Tiktok (@Yurinawidya. 4(Desember), 3063—
3749.

Yao,J.J., & Ota, T. (2024). A new interpretation of the AISAS model: An empirical
analysis of Chinese consumers’ perceptions of the food traceability system for

aquatic and edible bird’s nest products. International Journal on Food System
Dynamics, 15(2), 151-168. https://doi.org/10.18461/ijfsd.v15i12.J4

Yao, P., Osman, S., Sabri, M. F., & Zainudin, N. (2022). Consumer Behavior in
Online-to-Offline (0O20) Commerce: A Thematic Review. Sustainability
(Switzerland), 14(13). https://doi.org/10.3390/sul14137842



98

Zhang, H., Deng, H., Sun, Q., & Zhu, L. (2025). Customer satisfaction in online-
to-offline commerce: a fresh product perspective. British Food Journal,
127(13), 284-300. https://doi.org/10.1108/BFJ-10-2024-1059

Zhang, Y., & Al., E. (2024). Chinese consumers’ psychology and behavior of foods
with nutrition claims based on AISAS model. Frontiers in Nutrition,
11(March). https://doi.org/10.3389/thut.2024.1309478

Zhao, S.,Kong, Y., Yang, Y., & Li, J. (2024). The influencing mechanism of scenic
spot online attention and tourists’ purchase behavior: an AISAS model based
investigation. Frontiers in Psychology, 15(May).
https://doi.org/10.3389/fpsyg.2024.1386350

Zulfan Zulkarnaen Z, & Agus Hermawan. (2025). Social Commerce 2.0: TikTok
Shop dan Masa Depan Belanja Digital. Jurnal Rimba : Riset Ilmu Manajemen
Bisnis Dan Akuntansi, 3(2), 285-295.
https://doi.org/10.61132/rimba.v3i2.1791



