127

DAFTAR PUSTAKA

Abiocca, F. (1988). Opposing Conceptions of the Audience: The Active and Passive
Hemispheres of Mass Communication Theory. Annals of the International
Communication Association, 11(1), 51-80.
https://doi.org/10.1080/23808985.1988.11678679

Alessandriana, D. (2023, April). Berbeda Dengan Iklan. Marketeers.

Bano, V. 0. (2022). Instrumen Penelitian . In Metodologi Penelitian Kualitatif (1st
ed., pp. 105-121). Pradina Pustaka.

Baran, S. J.,, & Davis, D. K. (2012). Mass Communication Theory (6th ed.).
Wadsworth.

Bogdan, R. C. (1972). Participant observation in organizational settings. (No Title).

Cappello, G. (2019). Active Audiences. In The International Encyclopedia of
Media Literacy (pp. 1-6). Wiley.
https://doi.org/10.1002/9781118978238.iemI0003

Chandler, D., & Munday, R. (2020). A Dictionary of Media and Communication.
Oxford University Press.
https://doi.org/10.1093/acref/9780198841838.001.0001

Clore, G. L., & Huntsinger, J. R. (2007). How emotions inform judgment and
regulate thought. Trends in Cognitive Sciences, 11(9), 393-399.

Creswell, J. W., & Creswell, J. D. (2017). Research design: Qualitative,
quantitative, and mixed methods approaches. Sage publications.

Damasio, A. R. (1994). Descartes’ Error. HarperCollins.
https://books.google.co.id/books?id=MocSdi6LXCkC

DeFleur, M. L., & DeFleur, M. H. (2022). Mass Communication Theories.
Routledge. https://doi.org/10.4324/9781003083467

Fill, C., Hughes, G., & De Francesco, S. (2013). Advertising: Strategy, Creativity
and Media. Pearson Education.
https://books.google.co.id/books?id=CxdvLWEACAAJ

Fog, K., Budtz, C., & Yakaboylu, B. (2005). Storytelling: Branding in Practice.
Springer.

Freud, S. (1920). A general introduction to psychoanalysis. The Journal of Nervous
and Mental Disease, 52(6), 548-549.

Gill, L. E. (1954). Advertising and Psychology (1st ed.). Hutchinson.
https://books.google.co.id/books?id=Wn9EAAAAIAAI]

Guba, E. G. (1994). Competing paradigms in qualitative research. Handbook of
Qualitative Research/Sage.

Hawkins, D. I. ., & Mothersbaugh, D. L. . (2010). Consumer behavior : building
marketing strategy. McGraw-Hill Irwin.



128

Heriyanto, D., Utomo, W. P., Pasaman, K. A., Rizka, M. T., Hutauruk, Y. G., &
Yulianti, F. (2024a). Indonesia Gen Z Report 2024.

Heriyanto, D., Utomo, W. P., Pasaman, K. A., Rizka, M. T., Hutauruk, Y. G., &
Yulianti, F. (2024b). Indonesia Millennial Report 2024.

Hoffmann, S., & Akbar, P. (2023). Consumer Behavior Understanding Consumers-
Designing Marketing Activities.

Islah, I. N., Widagdo, M. B., & Lukmantoro, T. (2022). Pemaknaan Khalayak
Media Berbasis Komunitas Interpretif: Studi Pemaknaan Adrogini Dalam
Film Kucumbu Tubuh Indahku. Interaksi Online, 10(3), 342-354.

Kang, J., Hong, S., & Hubbard, G. T. (2020). The role of storytelling in advertising:
Consumer emotion, narrative engagement level, and word-of-mouth intention.
Journal of Consumer Behaviour, 19(1), 47-56.

Kohler, T. J. (2023). Caught In The Loop: The Effects of The Addictive Nature Of
Short-form Videos On Users’ Perceived Attention Span And Mood. University
of Twente.

Kurniawan, S. (2023, September). Engagement Marketing. Marketeers.

Lerner, J. S., Li, Y., Valdesolo, P., & Kassam, K. S. (2015). Emotion and decision
making. Annual Review of Psychology, 66(1), 799-823.

Littlejohn, S. W., & Foss, K. A. (2009). Encyclopedia of communication theory
(Vol. 1). Sage.

Mahardhani, Dr. A. J. (2022). Analisis Data Penelitian Kualitatif. In Metodologi
Penelitian Kualitatif (1st ed., pp. 137-146). Pradina Pustaka.

McKee, R., & Gerace, T. (2018). Storynomics: Story-driven marketing in the post-
advertising world. Hachette UK.

Mcquail, D. (1997). Audience Analysis. Sage Publications.

Miles, M. B., Huberman, A. M., & Saldana, J. (2013). Qualitative Data Analysis:
A Methods Sourcebook. SAGE Publications.
https://books.google.co.id/books?id=pOwXBAAAQBAJ

Mohanty, S. N. (2020). Emotion and information processing: a practical approach.
Springer.

Moleong, L. J. (2007). Metodologi penelitian kualitatif edisi revisi.

Moreno, D. E., Gabatin, R. A., Agleron, M. A., Gavasan, C., Santos, E. H., &
Tiongson, S. R. (2023). Penetrating through Distractions: Analyzing the
Function of Storytelling Advertisements in Attracting the Focus of Gen Z
Customers. Journal of Business and Management Studies, 5(3), 8-24.

Murdiyanto, E. (2020). Penelitian Kualitatif (Teori dan Aplikasi disertai contoh
proposal). Lembaga Penelitian dan Pengabdian Kepada Masyarakat (LP2M)
UPN” Veteran ....

Musnaini, M., Suherman, S., Wijoyo, H., & Indrawan, I. (2020). Digital Marketing.
CV. Pena Persada Redaksi.



129

Nesser, C. (2019). Characteristics of visual storytelling advertisement: From a
Millennial & Communication Professional point of view. University of
Twente.

Padgett, D., & Allen, D. (1997). Communicating experiences: A narrative approach
to creating service brand image. Journal of Advertising, 26(4), 49-62.

Pathak, S., & Srivastava, K. B. L. (2020). Effect of Emotion in Information
Processing for Decision-Making. In Emotion and Information Processing (pp.
1-14). Springer.

Pertiwi, I. A., & Costa, R. O. (2023). Pemaknaan Khalayak Pada Iklan YouTube
Gojek #SebelumGojek Beli Barang Urgent Perjalanannya Panjang, Go-Mart-
in Aja! Journal of Humanities and Social Studies, 1(2), 600-608.

Peter, J. P., & Oslon, J. C. (2010). Consumer Behavior & Marketing Strategy (9th
ed.). McGraw-Hill.

Rachmat, K. (2006). Teknik Praktis Riset Komunikasi: Disertai Contoh Praktis
Riset Media. Public Relations, Advertising, Komunikasi Organisasi,
Komunikasi Pemaasaran Jakarta: Kencana.

Ritzer, G. (1980). Sociology: A Multiple Paradigm Science. Allyn and Bacon.
https://books.google.co.id/books?id=WQ22AAAAIAA]

RODAT, S. (2023). ACTIVE AUDIENCE: MEDIA USE FOR SOCIAL
GRATIFICATIONS. NEW TOUGH CHALLENGES IN THE SOCIAL
SCIENCES, 13.

Rubin, A. M. (1993). Audience activity and media use. Communication
Monographs, 60(1), 98-105. https://doi.org/10.1080/03637759309376300

Salim, A. (2006). Teori dan Paradigma Penelitian Sosial : Buku sumber untuk
penelitian kualitatif (Edisi Kedua).
https://api.semanticscholar.org/CorpusiD:191672084

Sirait, M. F., Siregar, S. A., & Syafika, N. (2024). Khalayak Dalam Komunikasi
Politik: Peran dan Pengaruhnya dalam Keberhasilan Proses Komunikasi.
Jurnal Lentera, 23(3).

Suciska, W., & Gunawibawa, E. Y. (2020). Pola Konsumsi Berita Pada Kelompok
Khalayak Digital di Kota Bandar Lampung. Jurnal llmu Komunikasi, 17(2),
249-266.

We Are Social, & Meltwater. (2024). DIGITAL 2024 INDONESIA.

Zhao, T. (2019). Analysis of the Concept of Audience in the Digital Age. 2018
International Workshop on Education Reform and Social Sciences (ERSS
2018), 132-137.



