
xv 
 

DAFTAR PUSTAKA 

Altstiel, T., & Grow, J. M. (2017). Advertising Creative: Sstrategy, Copy, Design 

(4th ed.). Los Angeles: Sage. 

Auter, P. J., & Davis, D. M. (1991). When Characters Speak Directly to Viewers: 

Breaking the Fourth Wall in Television. Journalism Quarterly, 68 (1-2), 

165-171. doi:10.1177/107769909106800117 

Belch, G. E., & Belch, M. A. (2017). Advertising and Promotion (11th ed.). New 

York: McGraw-Hill Education. 

Berger, A. A. (2011). Ads, Fads, and Consumer culture(4th ed.). Plymouth: 

Rowman & Littlefield. 

Bivins, T. H. (2011). Public Relations Writing: The Essentials of Style and 

Format (7th ed.). New York: McGraw-Hill. 

Blick, D. (2013). The 15 Essential Marketing Masterclasses for Your Small 

Business: Powerful Promotion on a Shoestring. Chichester: 

Wiley/Capstone. 

Brown, T. (2012). Breaking the Fourth Wall: Direct Address in the Cinema. 

Edinburgh: Edinburgh University Press. 

Bryant, S. C. (2006). Videoblogging for Dummies. Indianapolis: Wiley 

Publishing. 

Burgess, J. E., & Green, J. B. (2009). The Entrepreneurial Vlogger: Participatory 

Culture beyond the Professional-Amateur Divide. The YouTube Reader 

(pp. 89-107). London: Wallflower Press. 



xvi 
 

Cialdini, R. B. (2007). Psikologi Persuasif: Merekayasa Kepatuhan (Edisi Revisi). 

Jakarta: Prenada Media. 

Dimyati, I. S. (2010). Komunikasi Teater Indonesia. Bandung: Kelir. 

Fachruddin, A. (2017). Dasar-dasar Produksi Televisi (4th ed.). Jakarta: Prenada 

Media. 

Griffith, D. (2004). A Crash Course in Screenwriting. Glasglow: Scottish Screen. 

Hikmat, A., & Solihati, N. (2013). Bahasa Indonesia: Untuk Mahasiswa S1 & 

Pascasarjana, Guru, Dosen, Praktisi, dan Umum. Jakarta: Gramedia 

Widiasarana Indonesia (Grasindo). 

Kemp, S. (2019). Digital 2019: Indonesia. London: We Are Social. Retrieved 

from https://datareportal.com/reports/digital-2019-indonesia 

Keraf, G. (2008). Argumentasi dan Narasi. Jakarta: Gramedia Pustaka Utama. 

Lievrouw, L. A. (2011). Handbook of New Media: Social Shaping and Social 

Consequences of ICTs. London: Sage Publications. 

Mackay, A. (2005). The Practice of Advertising(5th ed.). Oxford: Elsevier 

Butterworth-Heinemann. 

Madjadikara, A. S. (2015). Bagaimana Biro Iklan Memproduksi Iklan. 

Yogyakarta: Calpulis. 

Mahameruaji, J. N., Puspitasari, L., Rosfiantika, E., & Rahmawan, D. (2018). 

Bisnis Vlogging dalam Industri Media Digital di Indonesia. Jurnal Ilmu 

Komunikasi, 15 (1). doi:10.24002/jik.v15i1.1007 

Mondry, M. S. (2008). Pemahaman Teori dan Praktik Jurnalistik. Bogor: 

Penerbit Ghalia Indonesia. 



xvii 
 

Moriarty, S. E., Mitchell, N., & Wells, W. D. (2010). Advertising & IMC: 

Principles & Practice (9th ed.). New Jersey: Pearson Prentice Hall. 

Shimp, T. A., & Andrews, J. C. (2013). Advertising, Promotion, and Other 

Aspects of Integrated Marketing Communications (9th ed.). Ohio: South-

Western, Cengage Learning. 

Sugiharto, I. B. (2015). Untuk Apa Seni?. Bandung: Pustaka Matahari. 

Sugiyono. (2016). Memahami Penelitian Kualitatif. Bandung: PT Alfabet. 

Sweetow, S. (2011). Corporate Video Production: Veyond the Board Room (and 

Out of the Bored Room). United States: Elsevier. 

Widyatama, R. (2011). Teknik Menulis Naskah Iklan: Agar Tepat Kena Sasaran. 

Yogyakarta: Penerbit Cakrawala. 

Zarrella, D. (2010). The Social Media Marketing Book. Beijing: Oreilly. 


