IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA
88

DAFTAR PUSTAKA

Adler,,  Paul., S., & Seok-Woo, K. (2002). Social Capital:
Prospects for a New Concept. Academy of Management
Review, Vol. 27, (1), 17-40. (doi: 10.2307/4134367).

Aichner, T., & Jacob, F.H. (2015). Measuring The Degree of Corporates Social
Media Use. International Journal of Market Research, Vol. 57, (2), 257-
275. (doi: 10.2501/IJMR-2015-018).

Agostino, D., & Sidorova, Y. (2016). A performance measurement system to
quantify the contribution of social media: new requirements for metrics
and methods. Measuring Business Excellence, Vol. 20, (2), 38-51. (doi:
10.1108/MBE-05-2015-0030)

Akmese, H., Aras, S., & Akmese, K. (2016). Financial Performance and Social
Media: A Research on Tourism Enterpises Quoted in Istanbul Stock
Exchange (BIST). Procedia Economic and Finance, (39), 705-710. (doi:
10.1016/S2212-5671(16)30281-7).

Alarcon, MC., & Rialp, A. (2016). The Effect of Social Media Adoption on
Exporting Firm’s Performance. Advances in International Merketing,
Vol. 25, 161-186. (doi:10.1108/S1474-797920140000025007).

Alcocer, NH. (2017). A Literature Review of World of Moth and Electronic
World of Mouth: Implications for Consumer Behavior. Frontiers in
Psychology, Vol. 8, 1-4. (doi: 10.3389/fpsyg.2017.01256)

Arnould, E., & Thompson, CJ. (2005). Consumer Culture Theory (CCT): Twenty
Years of Research. Journal of Consumer Research, Vol. 31, (4) , 868-
882. (doi: 10.1086/426626).

Arnould, E. (2007). Service-dominant logic and consumer culture theory: twenty
years of research. Research in Consumer Behavior, Vol. 11, 57-76.
(doi:10.1016/S0885-2111(06)11025-X).

Baccarella, CV., Wagner, TF., Kietzmann, JH., & McCarthy, IP. (2018). Social
media?, It’s serious! Understanding the dark side of social media.
European  Management  Journal, Vol. 36, 431-438. (doi:
10.1016/j.em;.2018.07.002).

Bonson, E., & Ratkai, M. (2013). A set of metrics to assess stakeholder
engagement and social legitimacy on a corporate facebook page. Online
Information Review, Vol. 27, (5), 787-803. (doi: 10.1108/OIR-03-2012-
0054).

TESIS PENGARUH PENGGUNAAN MEDIA ... AULIYA ZULFATILLAH



IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA
89

Borden, VMH., & Bottrill, KV. (1994). Performance Indocators: History,
Definitions, and Methods. New Directions for Institutional Research,
Vol. 1994, (82), 5-21. (doi: 10.1002/ir.37019948203)

Carrasco, P., & Michelon, G. (2017). The Power of Stakeholders’ Voice: The
Effect of Social Media Activism on Stock Markets. Business Strategy
and The Environment, Vol. 26, (6), 855-872. (doi: 10.1002/bse.1973).

Catulli, M., Cook, M., & Potter, S. (2017). Consuming use orientated product
service systems: A consumer culture theory perspective. Journal of
Cleaner  Production,  Vol. 141, (1), 1186-1193. (doi:
10.1016/j.jclepro.2016.09.187).

Chung, S., Animesh, A., & Han, K. (2015). The Business Value of Firms’ Social
Media Efforts: Evidence from Facebook. ACM International Conference
Proceeding Series, Article No. 36. (doi: 10.1145/2781562.2781604).

Coombs, WT. (1998) The internet as potential equalizer: new leverage for
confronting social irresponsibility. Public Relations Review. Vol. 24, (3),
289-303. (doi:10.1016/s0363-8111(99)80141-6).

Costanza, F. (2017). Social Media Marketing and Value Co-creation: A Dynamic
Performance Management Perspective. Lectuce Notes in Business
Information Processing, (279), 131-143. (doi:
10.4018/1JTHIL.2019010105).

Culnan, MJ., McHugh, P., & Zubilaga, JI. (2010). How Large U.S. Companies
Can Use Twitter and Other Social Media to Gain Business Value. MIS
Quarterly Executive, Vol. 9, (4), 243-259.

Daft, RL., & Lengel, RH. (1986). Organizational information requirements,
media richness, and structural design. Management Science, Vol. 32, (5),
554-571.

Debreceny. (2015). Social Media, Social Networks, and Accounting. American
Accounting Association, Vol. 29, (2), 1-4. (doi: 10.2308/isys-10462).

Dhutot, V. (2015). Factors Influencing Near Field Communication Adoption
(NFC) Adoption: An Extended TAM Approach. The Journal of High
Technology Management Research. Vol. 26, (1), 45-47. (doi:
10.1016/j.hitech.2015.04.005 1047-8310).

Dhutot, V., & Lichy, J. (2019). The Role of Social Media in Accelerating the
Process of Acculturation to the Global Consumer Culture: An Emirical
Analysis. International Journal of Technology and Human Interaction,

Vol. 15, (1). (doi: 10.4018/IJTHL.2019010105).
Du, H., & Jiang, W. (2015). Do Social Media Matter?, Initial Empirical Evidence.

American Accounting Association, Vol. 29, (2), 51-70. (doi:
10.2308/isys-50995).

TESIS PENGARUH PENGGUNAAN MEDIA ... AULIYA ZULFATILLAH



IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA
90

Eunji Lee, BS., Jung-Ah, L., Jang-Ho, M., & Yongjun, S. (2015). Pictures speak
louder than words: Motivation for using instagram. Cyberpsychology,
behavior, and social networking, Vol. 18, (9), 552-556. (doi:
10.1089/cyber.2015.0157).

Hoffman, DL., & Fodor, M. (2010). Can You Measure The ROI of Your Social
Media Marketing?. MIT Sloan Management Review, Vol. 52, (1), 41-49.

Hootsuite, 2018 We Are Social, Indonesia’s Portal Digital Survey
(www.wearesocial.com)

Hutton, G., & Fosdick, M. (2011). The Globalization of Social Media: Consumer
relationshis with brands evolve in the digital space. Journal of
Advertising Research, Vol. 51, (4), 564-570. (doi: 10.2501/JAR-51-4-
564-570).

Jansen, BJ., Zhang, M., Sobel, K., & Chowdury, A. (2009). Twitter power: tweets
as electronic word of mouth. Journal of the American Society for
Information Science and Technology, Vol. 60, (11), 2169-2188. (doi:
10.1002/as1.21149).

Joy, A., & Li, EP. (2012). Studying Consumption Behavior through Multile
Lenses: An Overview of Consumer Culture Theory. Journal of Business
Anthropolgy, Vol. 1, (1), 141-173. (doi: 10.22439/jba.v1i1.3550).

Kamboj, S., Kumar., & Rahman. (2017). Social media usage and firm
performance: the mediating role of social capital. Social Network
Analysis and Mining, Vol. 7, (1), 51-65. (doi: 10.1007/s13278-017-0468-
8).

Kaplan, AM., & Haenlein, M. (2010). Users of the world, unite! The challenges
and opportunities of Social Media. Business Horizons, Vol. 53, (1), 59-
68. (doi:10.1016/j.bushor.2009.09.003).

Kichanova, V. (2012). The Role of Social Media in Research and Development.
Haaga-Helia, University of Applied Sciences, Bachelor’s Thesis.

Kozinets, RV. (2002). The Field Behind The Screen: Using Netnography for
Marketing Research in Online Communities. Journal of Marketing
Reseacrh, Vol. 39, (1), 61-72.

Krishna, A., Currim, IS., & Shoemaker, W. (1991). Consumer Perceptions of
Promotional Activity. Journal of Marketing, Vol. 55, (2), 4-16. (doi:
10.2307/1252233).

Lawrence, TB., Phillips, N. (2002). Understanding Cultural Industries. Journal of

Management Inquiry, Vol. 11, (4), 430-441. (doi:
10.1177/1056492602238852).

TESIS PENGARUH PENGGUNAAN MEDIA ... AULIYA ZULFATILLAH



IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA
91

Ladhari, R., & Michaud, M. (2015). eWOM effects on Hotel Booking Intentions,
attitutes,trust, and website erceptions. [Infernational Journal of
Hospitality Management, Vol. 46, 36-45. (doi:
10.1016/.ijhm.2015.01.010).

Liargovas, PG., & Skandalis, KS. (2010). Factors Affecting Firm Performance:
The Case of Greece. Global Business and Management Reseacrh: An
International Journal, Vol. 2, (3), 184-197.

Liu, ILB., Cheung, CMK., & Lee, MKO. (2010). Understanding Twitter Usage:
What Drive People Continue to Tweet. Pacific Asia Conference on
Information Systems, (92).

Luo, X., & Zhang, J. (2013). How Do Consumer Buzz and Traffic in Social
Media Marketing Predict the Value of the Firm?. Journal of Management
Information System, Vol. 30, (2), 213-238. (DOI: 10.2753/MIS0742-
1222300208).

Mangold, GW., & David, JF. (2009). Social media: The new hybrid element of
the  promotion mix.  Business  Horizons,  (52), 357-365.
(doi:10.1016/j.bushor.2009.03.002).

Masa’deh, R., Tayeh, M., Jarrah, 1., & Tarhini, A. (2015). Accounting vs. Market-
based Measures of Firm Performance Related to Information Technology
Investments. International Review of Social Sciences and Humanities,

Vol. 9, (1), 129-145.

Mohamed, AA., Gardner, WL., & Paolillo, JGP. (1999). A taxonomy of
organizational impression management tactics. Advances in
Competitiveness Research, 108-130.

Munir, S. (2018). Impact of Promotion Mix on Consumer Product Perception.
Industrial Engineering Letters, Vol. 8, (3), 89-99.

Muniz, AM., & O’Guinn. (2001). Brand Community. Journal of Consumer
Reseach, Vol. 27, (4), 412-432. (doi: 10.1086/319618 ).

Nisar, T. M., & Whitehead, C. (2016). Brand interactions and social media:
Enhancing user loyalty through social networking sites. Computers in
Human Behavior, 743-753. (doi:10.1016/j.chb.2016.04.042).

Neely, A. (1994). The Performance Measurement Revolution: Why Now and
What Next?. International Journal of Organizations and Production
Management, Vol. 19, (2), 205-228.

Palacios-Marques, D., Merig o, J. M., & Soto-Acosta, P. (2015). Online social

networks as an enabler of innovation in organizations. Management
Decision, Vol. 53, (9), 1906-1920. (doi: 10.1108/MD-06-2014-0406).

TESIS PENGARUH PENGGUNAAN MEDIA ... AULIYA ZULFATILLAH



TESIS

IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA
92

Paniagua, J., & Sapena, J. (2014). Business performance and social media: Love
or hate?.  Business  Horizons, Vol. 57, 719-728. (doi:
10.1016/j.bushor.2014.07.005).

Pentina, I., Gammoh, BS., Zhang, L., & Mallin, M. (2013). Drivers and brand
relationship quality in the context of online social networks. Journalof
Electronic Commerce, Vol. 17, (3), 63-86. (doi: 10.2753/JEC1086-
4415170303).

Porry, E., Parvinen, P., & Maalmivara, T. (2013). Can we get from liking to
buying? Behavioral differences in hedonic and utilitarian facebook usage.
Electronic Commerce Research and Apllications, Vol. 12, (4), 224-235.
(doi: 10.1016/j.elerap.2013.01.003).

Portes, A. (1998). Social Capital: Its Origins and Applications in Modern
Sociology. Annual Review of Sociology, Vol. 24, 1-24. (doi:
10.1146/annurev.soc.24.1.1)

Rauniar, R.., Rawski, G., Yang, J., & Johnson, B. (2014). Technology acceptance
model and social media usage: an empirical study on facebook. Journal
of Enterprise Information Management, Vol. 27, 1, 6-30 (doi:
10.1108/JEIM-04-2012-0011).

Rehman, SSF. (2013). Relationship between financial leverage and financial
performance: Empirical evidence of listed sugar companies of pakistan.
Global Journal of Management and Business Research Finance, Vol. 13,

(8), 33-39.

Rishika, R., Kumar, A., Janakirman, R., & Bezawada, R. (2013). The Effect of
Customers’ Social Media Participation on Customer Visit Frequency and

Profitability: An Empirical Investigation. Information System Research,
Vol. 24, 1, 108-127. (doi: 10,1287/isre.1120.0460).

Roberts, D. L., & Candi, M. (2014). Leveraging social network sites in new
product development: Opportunity or hype?. Journal of Product
Innovation Management, Vol. 31, 105-117. (DOI: 10.1111/jpim.12195).

Rodriguez, M., & Peterson, RM. (2012). Social Media’s Influence on Business-to-
Business Sales Performance. Journal of Personal Selling & Sales
Management, Vol. 32, (3), 365-378. (doi: 10.2753/PSS0885-
3134320306).

Rosman, R., & Stuhura, K. (2013). The Implication of Social Media on Customer
Relationship Management and the Hospitality Industry. Journal of
Management — Policy and  Practice, Vol. 14, (3). (doi:
10.1080/19368623.2011.536074).

Sanchez, C. (2003). Value Shift: Why Companies Must Merge Social and
Financial Imperatives to Achieve Superior Performance. Academy of

PENGARUH PENGGUNAAN MEDIA ... AULIYA ZULFATILLAH



IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA
93

Management Perspectives, Vol. 17, (2). (doi:
10.5465/ame.2003.10025213).

Schau, HJ., & Gilly, M. (2003). We are what we post? Self-presentation in
personal web space. Journal of Consumer Research, Vol. 30, (3), 385-
404. (doi: 10.1086/378616).

Schwemmer, C., & Ziewiecki, S. (2018). Social Media Sellout: The Increasing
Role of Product Promotion on Youtube. Social Media+Society, Vol.
July-September, 1-20. (doi: 10.1177/205630511876720).

Sevin, E. (2013). Places going viral: twitter usage patterns in destination
marketing and place branding. Journal of place Management and
Development, Vol. 6, (3), 227-239. (doi: 10.1108/JPMD-10-2012-0037).

Shiniederjans, D. (2013) Enhancing financial performance with social media: An

impression management perspective. Decision Support Systems, Vol. 55,
911-918. (doi: 10.1016/j.chb.2017.09.026).

Shwu-Min, H., & Chih-Lun, W. (2017). How behaviors on social network sites
and online social capital influence social commerce intentions.
Information & Management. (doi: 10.1016/1.im.2019.103176).

Singh, N., Lenhert, K., & Bostick, K. (2012). Global social media usage: Insight
Into Reaching Consumer Worldwide. Thunderbird International
Business Review, Vol. 54, (5), 783-700 (doi: 10.1002/tie.21493).

Smith, K. (2015). The Importance of Brand Perception. Journal of Management
Policy and Practice, Vol. 20, (3).

Song, Q., Wang, Y., Chen, Y., Benitez, J., & Hu, J. (2019). Impact of the usage of
social media in the workplace on team and employee performance.
Information & Management. (doi: 10.1016/1.im.2019.04.003).

Swain, A., & Cao, Qing. (2014). Impact of Online Firm Generated Content (FCG)
on Supply Chain Performance: An Empirical Analysis. 47th Hawai
International Conference on System Science. (doi:

10.1109/HICSS.2014.77)

Syammi, G. (2010). Profil Social Capital Suatu Kajian Literatur. Jurnal Bisnis
dan Ekonomi (JBE), Vol. 17, (2), 174-182.

Tajvidi, R., & Karami, A. (2017). The effect of social media on firm performance.
Computers in Human Behavior, 1-10. (doi: 10.1016/j.chb.2017.09.026).

Thakur, R. (2013). Customer adoption of mobile payment services by
proffesionals across two cities in India: An emprical study using
modified technology acceptance model. Business Perspective and
Research, Vol. 1, (2), 17-30. (doi: 10.1108/17554191311303385).

TESIS PENGARUH PENGGUNAAN MEDIA ... AULIYA ZULFATILLAH



IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA
94

Ting, H., Ming, WWP., Run, EC., & Choo, SLY. (2015). Beliefs about The Use
of Instagram: An Exploratory Study. International Journal of Business
and Innovation, Vol. 2, (2), 15-31.

Ting, H., Run, EC., & Liew, SL. (2016). Intention to use instagram by generation
cohorts: The Perspective of developing markets. Global Business
Management Research: An International Journal, Vol. 8, (1), 43-55.

Trainor, KJ. (2012). Relating Social Media Technologies To Performance: A
Capabilities-Based Perspective, Journal of Personal Selling & Sales
Management, Vol. 32, (3), 317-331. (doi: 10.2753/PSS0885-
3134320303).

Unerman, J., & Bennet, M. (2004). Increased stakeholder dialouge and the
internet: towards greater corporate accountability or reinforcing capitalist
hegemony. Accounting, Organization,and Society, Vol. 29, (7), 685-707.
(doi:10.1016/j.20s.2003.10.009).

Utz, S., & Muscanell, N. (2015). Social Media and Social Capital: Introduction to
the Special Issue. Societies, (5), 420-424. (doi:10.3390/50c5020420).

Vandeth, JW. (2003). Measuring Social Capital: Orthodoxies and Continuing
Controversies. International Journal of Social Research Methodology,
Vol. 6, (1), 79-92. (doi: 10.1080/13645570210156040).

Venkatesh, V., Morris, M., Davis, G., & Davis, F. (2003). User acceptance of
information technology: Toward a wunified view. Management
Information System Quarterly, Vol. 27, (3), 425-478.

Ward, JC., & Ostrom, AL. Complaining to The Masses: The Role of Protest
Framing in Customer-Created Complaint Web Sites.  Journal of
Consumer Research, Vol. 33, (2), 220-230. (doi: 10.1086/506303 ).

Wong,CB. (2012). Facebook Usage by Small and Medium-sized Enterprise: The
role of domain-spesific innovativeness. Global Journal of Computer
Science and Technology, Vol. 12, (4).

Yilmaz, K. (2013). Comparison of Quantitative and Qualitative Research
Traditions:  Epistemological, = Theoretical, and Methodological
Differences. European Journal of Education Research, Development and

Policy, Vol. 48, (2), 311-325 (doi: 10.1111/ejed.12014)..

Zhang, M., Guo, L., Hu, M., & Liu, W. (2017). Influence of customer engagement
with company social networks on stickiness: Mediating effect of
customer value creation. [International Journal of Information
Management, Vol. 37, (3), 229-240.
(doi:10.1016/j.ijinfomgt.2016.04.010).

TESIS PENGARUH PENGGUNAAN MEDIA ... AULIYA ZULFATILLAH



IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA
95

Zubielqui,GC., Fryges, H., & jones, J. (2017). Social media, open innovation, &
HRM: Implications for performance. Tchnological Forecasting & Social
Change. (doi: 10.1016/j.techfore.2017.07.014).

TESIS PENGARUH PENGGUNAAN MEDIA ... AULIYA ZULFATILLAH



