
 
 

151 
 

Daftar Pustaka 

Abd-Rahim, A. (2019). Online Fandom: Social Identity and Social Hierarchy of 

Hallyu Fans. Journal for Undergraduate Ethnography, 9(1), 65–81. 

https://doi.org/10.15273/jue.v9i1.8885 

Aditiyarani, R., & Sinduwiatmo, K. (2023). Weverse as a Communication Media for 

Boygroup Treasure Fans. https://doi.org/10.21070/ups.1612 

Aditiyarani, R., & Sinduwiatmo, K. (2024). Weverse Menghubungkan Boygroup 

Treasure dan Para Penggemar Mereka. Interaction Communication Studies 

Journal, 1(2), 82–96. https://doi.org/10.47134/interaction.v1i2.2881 

Agarwal, L., Priti, Jaiswal, S., & Kumar, S. (2023). Media ownership and its 

influence on political reporting. Journal of Nonlinear Analysis and 

Optimization, 13(01), 78–86. https://doi.org/10.36893/JNAO.2022.V13I02.078-

086 

Alisya, V., Nurhayati, S., & Febrianno Boer, R. (2023). Study Of Parasocial 

Interaction Between Bangtan Boys (BTS) And Army In Indonesia: The Meaning 

Of One-Way Closeness Between Fans And Idols. Interdiciplinary Journal and 

Hummanity (INJURITY), 2(5), 401–414. 

https://doi.org/10.58631/injurity.v2i5.70 

Andini, A. N., & Akhni, G. N. (2021). Exploring Youth Political Participation: K-

Pop Fan Activism in Indonesia and Thailand. Global Focus, 1(1), 38–55. 

https://doi.org/10.21776/ub.jgf.2021.001.01.3 

Angela, L. (2024). From Screens to Souls: Parasocial Relationship, Belongingness, 

and Zest for Life Among Emerging Adulthood K-pop Fans. – The Asian 

Conference on Psychology & the Behavioral Sciences 2024 Official Conference 

Proceedings, 203–215. https://doi.org/10.22492/issn.2187-4743.2024.18 

Apriana Fadianti, C., Nurvita Sari, D., Yunandar, F., Septianingsih, F., Adnan, F., 

Fadli Aji, J., Syifa, M., & Wibisono, W. (2024). Digital Media and Fandom 

Culture (Case Study of K-Pop Community) Tangerang, Indonesia. International 

Journal of Advanced Multidisciplinary Research and Studies, 4(4), 259–263. 

https://doi.org/10.62225/2583049X.2024.4.4.3033 

Ardhiza, A. R., Setianingsih, W. E., & Izzudin, A. (2023). PENGARUH DESIGN 

PRODUCT, PERSONAL BRANDING, DISTRIBUTION, DAN DIGITAL 

MARKETING TERHADAP KEPUTUSAN PEMBELIAN ALBUM K-POP 

(studi kasus pembeli pada Weverse Shop). Growth, 21(1), 99. 

https://doi.org/10.36841/growth-journal.v21i1.2811 

Bangun, C. R. (2019). Participatory Culture: A Study On Bangtan Boys Fandom 



 
 

152 
 

Indonesia. KOMUNIKA: Jurnal Dakwah dan Komunikasi, 13(2). 

https://doi.org/10.24090/komunika.v13i2.2539 

Bolin, G. (2023). Mediatisation, Digitisation and Datafication. Central European 

Journal of Communication, 16(1(33)), 7–18. https://doi.org/10.51480/1899-

5101.16.1(33).1 

Ciek Julyati Hisyam, Aline Nikita, Anissa Nurul Chotimah, Jemima Fathima Pasha, 

& Nadila Sahla Mulia. (2024). Peran Platform Weverse Sebagai Sarana Interaksi 

Dan Ekonomi Dalam Industri K-Pop. Jurnal Ekonomi dan Pembangunan 

Indonesia, 2(3), 76–86. https://doi.org/10.61132/jepi.v2i3.657 

Cohen, J. (2014). Mediated relationships and social life: Current research on fandom, 

parasocial relationships, and identification. In Media and social life. (hal. 142–

156). Routledge/Taylor & Francis Group. 

https://doi.org/10.4324/9781315794174-10 

Dame Laoera, B., & Wibowo, T. O. (2023). Indonesian online news and digital 

culture: a media ecology perspective. Jurnal Studi Komunikasi (Indonesian 

Journal of Communications Studies), 7(2), 355–368. 

https://doi.org/10.25139/jsk.v7i2.6190 

Dibble, J., Hartmann, T., & Rosaen, S. (2015). Parasocial Interaction and Parasocial 

Relationship: Conceptual Clarification and a Critical Assessment of Measures. 

Human Communication Research, 42. https://doi.org/10.1111/hcre.12063 

Dr. Nursapia Harahap, M. . (2020). Penelitian Kualitatif. 6. 

Flinchum, E., Roy, E., & Arif, R. (2024). Displays of Parasocial Interaction in K-Pop: 

A Content Analysis of YouTube Comments on BTS’s Music Videos. Korean 

Journal of Communication, 1(2), 77–109. 

https://doi.org/10.1353/kjc.2024.a932421 

Giles, D. (2003). The Psychology of the Media Audience. In Media Psychology. 

Lawrence Erlbum Publisher. https://doi.org/10.4324/9781410607263 

Gucci, Y. C., Putri, K. Y. S., & Sutjipto, V. W. (2024). Analysis of Interpersonal 

Communication Patterns in K-POP Fans’ Parasocial Interactions. Journal of 

Media,Culture and Communication, 42, 1–7. 

https://doi.org/10.55529/jmcc.42.1.7 

Hardani, Ustiawaty, J., Andriani, H., Fatmi Utami, E., Rahmatul Istiqomah, R., Asri 

Fardani, R., Juliana Sukmana, D., & Hikmatul Auliya, N. (2020). Metode 

Penelitian Kualitatif dan Kuantitatif. In Yogyakarta: CV. Pustaka Ilmu (Nomor 

Maret). 

Hartmann, T. (2008). Mediated Interpersonal Communication. In Mediated 



 
 

153 
 

Interpersonal Communication (Vol. 9780203926). 

https://doi.org/10.4324/9780203926864 

Hasiana, R. R., Zein, D., & Gemiharto, I. (2024). Pemaknaan Pesan Dalam Perilaku 

Celebrity Worship Fandom Carat Di Aplikasi Weverse. Telangke:Jurnal 

Telangke Ilmu Komunikasi, 6(1), 10–17. 

https://doi.org/10.55542/jiksohum.v6i1.942 

Hirwiza, T. L., & Lubis, F. H. (2023). Persepsi Penggemar K-Pop (Korean Pop) 

Tentang Aplikasi Weverse Sebagai Media Komunikasi Penggemar dan Idolanya 

Perceptions of K-Pop (Korean Pop) Fans About the Weverse Application as a 

Communication Media for Fans and Their Idols. Jurnal Kesejahteraan Sosial, 

Komunikasi dan Administrasi Publik, 2(2), 164–169. 

Howard, K. (2021). The Rise and Rise of K-Pop. In The Oxford Handbook of Global 

Popular Music. Oxford University Press. 

https://doi.org/10.1093/oxfordhb/9780190081379.013.22 

Indriani, N., & Kusuma, R. S. (2022). Interaksi Sosial Fandom Army di Media Sosial 

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

https://doi.org/10.24815/jkg.v11i2.25397 

John W Creswell, J. D. C. (2018). esearch Design Qualitative,Quantitative and A 

Mixed-Method Approach. In Writing Center Talk over Time. 

https://doi.org/10.4324/9780429469237-3 

Kang, J., Lee, M., Park, E., Ko, M., Lee, M., & Han, J. (2019). Alliance for My Idol. 

1–6. https://doi.org/10.1145/3290607.3312906 

Kim, H. (2022). Keeping up with influencers: exploring the impact of social presence 

and parasocial interactions on Instagram. International Journal of Advertising, 

41(3), 414–434. https://doi.org/10.1080/02650487.2021.1886477 

Koo, J. M., & Koo, H. M. (2022). K-pop from Local to Global. The Columbia 

Journal of Asia, 1(1), 175–187. https://doi.org/10.52214/cja.v1i1.9355 

Kurtin, K. S., O’brien, N., Roy, D., & Dam, L. (2018). The Development of 

Parasocial Relationships on YouTube. The Journal of Social Media in Society 

Spring, 7(1), 233–252. 

Lee, D.-H. (2022). Thinking About Media in Cultural Studies. Korean Association of 

Cultural Studies, 10(2), 35–47. https://doi.org/10.38185/kjcs.2022.10.2.35 

Li, W. (2023). The K-POP Phenomenon: Analyzing Success Secrets of S.M. 

Entertainment in Global Fandom. Advances in Economics, Management and 

Political Sciences, 9(1), 350–355. https://doi.org/10.54254/2754-

1169/9/20230409 



 
 

154 
 

Liebers, N., & Schramm, H. (2019). Parasocial Interactions and Relationships with 

Media Characters - An Inventory of 60 Years of Research. 

Liew, K. K., & Lee, A. (2020). K-pop boot camps in choreographic co-creative labor. 

Global Media and China, 5(4), 372–388. 

https://doi.org/10.1177/2059436420974935 

Litschka. (2019). The Political Economy of Media Capabilities: The Capability 

Approach in Media Policy. Journal of Information Policy, 9, 63. 

https://doi.org/10.5325/jinfopoli.9.2019.0063 

Luhukay, M., & Rusadi, U. (2023). Unraveling Vincent Mosko’s Thoughts on the 

Commodification of Content, Audience and Workers: A New Phenomenon of 

the Digital Age in Indonesia. Journal of Content and Engagement, 84–98. 

https://doi.org/10.9744/joce.1.2.84-98 

Marchellia, R. I., & Siahaan, C. (2022). Peranan Media Sosial Instagram Sebagai 

Media Komunikasi Remaja Penggemar Kpop. JRK (Jurnal Riset Komunikasi), 

13(1), 65. https://doi.org/10.31506/jrk.v13i1.14737 

Maros, M., & Basek, F. N. A. (2022). Building Online Social Identity and Fandom 

Activities of K-pop Fans on Twitter. 3L: Language, Linguistics, Literature, 

28(3), 282–295. https://doi.org/10.17576/3L-2022-2803-18 

McLaren, C. (2021). “They Make Me Very Happy”: Practices, Perceptions, and 

Affective Connections of K-pop Fans in Canada. 

Mihardja, J., & Paramita, S. (2019). Makna Idola Dalam Pandangan Penggemar 

(Studi Komparasi Interaksi Parasosial Fanboy dan Fangirl ARMY Terhadap 

BTS). Koneksi, 2(2), 393. https://doi.org/10.24912/kn.v2i2.3915 

Nugu, M. W., Manafe, Y. D., & Swan, M. V. D. P. (2020). Media Baru dalam 

Konstruksi Jurnalis Media Cetak. Jurnal Communio : Jurnal Jurusan Ilmu 

Komunikasi, 9(2). https://doi.org/10.35508/jikom.v9i2.2765 

Okpodu, O. M. (2021). Media Globalization: Examining the Convergenece of 

Corporate, Political, And Media Interest. Journal of Research in Humanities and 

Social Science, 9(12), 38–47. 

Olesen, T. (2020). Media and Politics. In P. Munk Christiansen, J. Elklit, & P. 

Nedergaard (Ed.), The Oxford Handbook of Danish PoliticsThe Oxford 

Handbook of Danish Politics (hal. 416–432). Oxford University Press. 

https://doi.org/10.1093/oxfordhb/9780198833598.013.43 

Pembayun, E. C., & Yuwono, A. I. (2023). The conventional media’s political 

economy practices in the media convergence era: Case study of labor 

commodification in TV industry. Informasi, 53(1), 55–68. 



 
 

155 
 

https://doi.org/10.21831/informasi.v53i1.57013 

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. https://doi.org/10.30656/lontar.v9i1.3056 

Powers, D. (2022). The problem of popular culture. Communication Theory, 32(4), 

461–470. https://doi.org/10.1093/ct/qtac011 

Prasetyo, K., Fauzi, E. P., & Putri, I. H. (2023). K-Pop Fandoms Loyalist 

Phenomenon: Fans Participatory Branding on Social Media Content Practices 

Distribution in Indonesia. Paragraphs Environmental Design, 79–84. 

https://doi.org/10.59260/pcommu.2023.79841201 

Putra, W. F., & Febriana, P. (2022). Penggunaan Aplikasi Digital Weverse sebagai 

New Media Interaksi antara Artis/Idol K-Pop dengan Para Penggemarnya. 

Journal of Education, Humaniora and Social Sciences (JEHSS), 5(3), 1649–

1659. https://doi.org/10.34007/jehss.v5i3.1263 

Putri, F., & Indrawati, I. (2020). DIPLOMASI DUA BUDAYA: STUDI KASUS 

PERBANDINGAN STRATEGI DIPLOMASI POP CULTURE KOREA 

SELATAN DAN JEPANG DI INDONESIA. GLOBAL INSIGHT JOURNAL, 

4(2). https://doi.org/10.52447/gij.v4i2.3734 

Putri, K. Y. S., & Fazli, L. (2024). The Contribution of Social Identity to Conformity 

in Korean Pop Fans. Jurnal Komunikasi Ikatan Sarjana Komunikasi Indonesia, 

9(2), 296–303. https://doi.org/10.25008/jkiski.v9i2.1020 

Rachmayani, D., Putri, R., & Hatta, M. I. (2024). Pengaruh Self-esteem terhadap 

Parasocial Relationship Penggemar K-Pop di Kota Bandung. 115–120. 

Rijali, A. (2019). Analisis Data Kualitatif. Alhadharah: Jurnal Ilmu Dakwah, 17(33), 

81. https://doi.org/10.18592/alhadharah.v17i33.2374 

Rinata, A. R., & Dewi, S. I. (2019). Fanatisme Penggemar Kpop Dalam Bermedia 

Sosial Di Instagram. Interaksi: Jurnal Ilmu Komunikasi, 8(2), 13. 

https://doi.org/10.14710/interaksi.8.2.13-21 

Roslan, M. A. A., Nasharuddin, N. A., & Azmi Murad, M. A. (2024). Navigating the 

Digital Realm: The Role of Facilitating Conditions in Social Media Use Among 

Korean Pop (K-pop) Fans. Open International Journal of Informatics, 12(2), 

13–23. https://doi.org/10.11113/oiji2024.12n2.305 

Salsabila Syawal, M. (2023). Parasocial Intimacy and Fan Culture with K-Pop Artists 

in Indonesian Digital Media: A Study of Fan-Idol Relationships on Social Media 

Platforms. Edunity Kajian Ilmu Sosial dan Pendidikan, 2(11), 1383–1393. 

https://doi.org/10.57096/edunity.v2i11.181 



 
 

156 
 

Tian, L., Yang, B., Yin, X., & Su, Y. (2020). A Survey of Personalized 

Recommendation Based on Machine Learning Algorithms. Proceedings of the 

2020 4th International Conference on Electronic Information Technology and 

Computer Engineering, 602–610. https://doi.org/10.1145/3443467.3444711 

Turner, G. (2022). John Fiske and the building of cultural studies. International 

Journal of Cultural Studies, 25(1), 3–13. 

https://doi.org/10.1177/13678779211052607 

Wang, X. (2024). The Success of the K-pop Industry in Utilizing Social Media to 

Promote Korean Culture. Communications in Humanities Research, 25(1), 247–

252. https://doi.org/10.54254/2753-7064/25/20231968 

 


