
USES AND GRATIFICATIONS OF YOUTUBE AMONG  

UNIVERSITY STUDENTS IN TANGERANG              Page 51 of 126 

 

 Evania Ivena Ilene 
 

REFERENCES 

Alexa.com. (2018). Alexa Top 500 Global Sites. Available 

at: https://www.alexa.com/topsites 

 

Baran, S. (2013). Introduction to Mass Communication. 7th ed. New York: McGraw 

Hill, p.368. 

 

Bluebond, S. (1982). A Uses and Gratification Study of Public Radio Audiences. 

Colorado State University. 

 

Burgess, J. and Green, J. (2009). YouTube: Online Video and Participatory Culture. 

CAMBRIDGE: Polity Press. Available 

at:  https://books.google.co.id/books?id=rWuwAAAAQBAJ&pg=PT9&lpg=PT9&dq

=youtube+is+established&source=bl&ots=LI-UwZ-

roM&sig=4iRVtMUuOJVZld4EOkzqfL61Ws8&hl=en&sa=X&ved=0ahUKEwjB0tS

3jPjZAhVKv48KHQZ2AdUQ6AEIxwEwFQ#v=onepage&q=youtube%20is%20estab

lished&f=false 

 

Cayari, C. (2011). The YouTube Effect: How YouTube Has Provided New Ways to 

Consume, Create, and Share Music. International Journal of Education & the Arts, 

12(6). Available at: https://files.eric.ed.gov/fulltext/EJ937067.pdf 

 

Chau, C. (2011). YouTube as a participatory culture. New Media and Technology: 

Youth as Content Creator, 2010(128), pp.65-74. Available at: 

https://onlinelibrary.wiley.com/doi/abs/10.1002/yd.376 

 

Cohen, L., Manion, L. and Morrison, K. (2007). Research Methods in Education. 6th 

ed. Routledge. Available at: https://islmblogblog.files.wordpress.com/2016/05/rme-

edu-helpline-blogspot-com.pdf 

 

https://www.alexa.com/topsites


USES AND GRATIFICATIONS OF YOUTUBE AMONG  

UNIVERSITY STUDENTS IN TANGERANG              Page 52 of 126 

 

 Evania Ivena Ilene 
 

Cooper, D. and Schindler, P. (2014). Business Research Methods. 12th ed. New York: 

McGraw Hill, p.144. 

 

Defy Media (2015). Constant Content. New York: Defy Media. Available at: 

http://defymedia.com/acumen/acumen-report-constant-content/ 

 

Defy Media (2016). Youth Video Diet. New York: Defy Media. Available at: 

http://defymedia.com/wp-

content/uploads/2017/11/Acumen_DL_booklet_16_12_04.pdf 

 

Dulock, H. (1993). Research Design: Descriptive Research. Journal of Pediatric 

Oncology Nursing, 10(4), pp.154-157. Available at: 

http://journals.sagepub.com/doi/abs/10.1177/104345429301000406?journalCode=jpo

b. 

 

Egede, E. and Nwosu, E. (2013). Uses and Gratification Theory and The Optimization 

Of The Media In The Privatization Of State Owned Enterprises In Nigeria. Journal of 

Economics and Sustainable Development, 4(16), pp.202-212. Available at: 

http://www.iiste.org/Journals/index.php/JEDS/article/view/8488/8411 

 

Ericsson (2018). South East Asia and Oceania Ericsson Mobility Report. June 2016. 

Stockholm: Ericsson, pp.1-8. Available 

at: https://www.ericsson.com/assets/local/mobility-report/documents/2016/south-east-

asia-and-oceania-ericsson-mobility-report-june-2016.pdf 

 

Hayes, D. (2018). YouTube Gives Spotlight to Top Five Percent of Content Creators. 

Forbes.com. Available 

at: https://www.forbes.com/sites/dadehayes/2014/04/30/youtube-gives-spotlight-to-

top-five-percent-of-content-creators/#60145c5e7f3b 

 

Hox, J. and Boeije, H. (2005). Data Collection, Primary vs. Secondary. 

In: Encyclopedia of Social Measurement. 

https://www.ericsson.com/assets/local/mobility-report/documents/2016/south-east-asia-and-oceania-ericsson-mobility-report-june-2016.pdf
https://www.ericsson.com/assets/local/mobility-report/documents/2016/south-east-asia-and-oceania-ericsson-mobility-report-june-2016.pdf
http://forbes.com/
https://www.forbes.com/sites/dadehayes/2014/04/30/youtube-gives-spotlight-to-top-five-percent-of-content-creators/#60145c5e7f3b
https://www.forbes.com/sites/dadehayes/2014/04/30/youtube-gives-spotlight-to-top-five-percent-of-content-creators/#60145c5e7f3b


USES AND GRATIFICATIONS OF YOUTUBE AMONG  

UNIVERSITY STUDENTS IN TANGERANG              Page 53 of 126 

 

 Evania Ivena Ilene 
 

 

James, E., Bucknam, A. and Milenkiewicz, M. (2007). Participatory Action Research 

for Educational Leadership: Using Data-Driven Decision Making to Improve Schools. 

Sage Publications. 

 

Jerslev, A. (2016). In the Time of the Microcelebrity: Celebrification and the 

YouTuber Zoella. International Journal of Communication, pp.5233-5251. Available 

at: https://curis.ku.dk/ws/files/172805204/In_the_Time_of_the_Microcelebrity.pdf 

 

Katz, E. (1959). Mass Communications Research and the Study of Popular Culture: 

An Editorial Note on a Possible Future for This Journal. pp.1-6. Available at: 

https://repository.upenn.edu/cgi/viewcontent.cgi?referer=https://www.google.com/&h

ttpsredir=1&article=1168&context=asc_papers 

 

Katz, E., Haas, H. and Gurevitch, M. (1973). On the Use of the Mass Media for 

Important Things. American Sociological Review, 38(2), pp.164-181. Available 

at: https://www.jstor.org/stable/2094393?origin=crossref&seq=1#page_scan_tab_cont

ents  

 

Keats, E. (2018). Exploring haul videos on YouTube: a collective case study 

approach. For the Degree of Master of Science. Colorado State University. 

 

Kircher, M. (2018). Oxford English Dictionary Adds ‘YouTuber,’ Gets Definition 

Wrong. nymag. Available at: http://nymag.com/selectall/2016/12/oxford-english-

dictionary-adds-wrong-youtuber-definition.html  

 

Kousha, K., Thelwall, M. and Abdoli, M. (2012). The role of online videos in research 

communication: A content analysis of YouTube videos cited in academic 

publications. Journal of the American Society for Information Science and 

Technology, 63(9), pp.1710-1727. Available at: 

https://onlinelibrary.wiley.com/doi/abs/10.1002/asi.22717. 

 

https://dspace.library.colostate.edu/handle/10217/67884
https://dspace.library.colostate.edu/handle/10217/67884
http://nymag.com/selectall/2016/12/oxford-english-dictionary-adds-wrong-youtuber-definition.html
http://nymag.com/selectall/2016/12/oxford-english-dictionary-adds-wrong-youtuber-definition.html


USES AND GRATIFICATIONS OF YOUTUBE AMONG  

UNIVERSITY STUDENTS IN TANGERANG              Page 54 of 126 

 

 Evania Ivena Ilene 
 

La Ferle, C., Edwards, S. and Lee, W. (2000). Teens' Use of Traditional Media and 

the Internet. Journal of Advertising Research. Available at: 

https://www.warc.com/fulltext/JAR/49270.htm. 

 

Lineberry, Z. (2012). Uses and gratifications on social networking sites: Analysis of 

use and value of social networking sites for three types of social capital on college 

students. Iowa State University. 

 

Luthfie, N. (2017). 2017: ERA MEDIA SOSIAL BERBASIS VIDEO. sudutpandang. 

Available at: http://www.sudutpandang.com/2017/02/2017-era-media-sosial-berbasis-

video/ 

Maanen, J. (1979). Reclaiming Qualitative Methods for Organizational Research: A 

Preface. Administrative Science Quarterly, 24(4), pp.520-526. Available at: 

https://www.jstor.org/stable/2392358?seq=1#page_scan_tab_contents. 

 

McQuail, D. (2010). McQuail’s Mass Communication Theory. 6th ed. SAGE. 

Available at: 

http://opac.vimaru.edu.vn/edata/EBook/Vien%20DTQT/Mc%20Quail,D.%20Mass%2

0communication%20theory%20-

%20An%20Introduction.Sage%20Publication,%202010.pdf 

 

Mediakix Influencer Marketing Agency. (2018). The 13 Most Popular Types Of 

YouTube Videos. Available at: http://mediakix.com/2016/02/most-popular-youtube-

videos/#gs.1mKDBG8  

 

Mellyaningsih, A. (2016). Motif Subscriber Menonton Channel YouTube Raditya 

Dika. Universitas Kristen Petra. 

 

Patton, M. and Cochran, M. (2002). A Guide to Using Qualitative Research 

Methodology. Available at: 

http://www.sudutpandang.com/2017/02/2017-era-media-sosial-berbasis-video/
http://www.sudutpandang.com/2017/02/2017-era-media-sosial-berbasis-video/
http://mediakix.com/2016/02/most-popular-youtube-videos/#gs.1mKDBG8
http://mediakix.com/2016/02/most-popular-youtube-videos/#gs.1mKDBG8


USES AND GRATIFICATIONS OF YOUTUBE AMONG  

UNIVERSITY STUDENTS IN TANGERANG              Page 55 of 126 

 

 Evania Ivena Ilene 
 

https://evaluation.msf.org/sites/evaluation/files/a_guide_to_using_qualitative_research

_methodology.pdf 

 

Pivec, F. (1998) ‘Surfing through the Internet: the new content of teenagers’ spare 

time’, The 48th FID (Fédération Internationale d'Information et de Documentation) 

Conference and Congress, Emerald Insight, Graz, pp. 88 – 92, retrieved from 

https://www.emeraldinsight.com/doi/abs/10.1108/eb051489 

 

Rubin, A. (1981) ‘The Interaction of Television Uses and Gratifications’, Asociation 

for Education in Journalism Convention, Eric, East Lansing, pp. 1 – 25, retrieved 

from https://files.eric.ed.gov/fulltext/ED205953.pdf 

 

Savage, K. (2015). Understanding and Engaging YouTube Communities. Georgetown 

University. 

 

Socialblade.com. (2018). Top 250 YouTubers Channels in Indonesia - Socialblade 

YouTube Statistics. Available 

at: https://socialblade.com/youtube/top/country/id/mostsubscribed 

 

Statistics Solutions. (2018). What is Trustworthiness in Qualitative Research? - 

Statistics Solutions. Available at: http://www.statisticssolutions.com/what-is-

trustworthiness-in-qualitative-research/ 

 

Steinkamp, C. (2010). Internet television use: Motivations and preferences for 

watching television online among college students. Rochester Institute of Technology. 

 

Support.google.com. (2018). Verification badges on channels - YouTube Help. 

Available at: https://support.google.com/youtube/answer/3046484?hl=en  

 

West, R. and Turner, L. (2014). Introducing Communication Theory. 5th ed. New 

York: McGraw Hill, pp.406-407. 

 

http://socialblade.com/
https://socialblade.com/youtube/top/country/id/mostsubscribed
http://support.google.com/
https://support.google.com/youtube/answer/3046484?hl=en


USES AND GRATIFICATIONS OF YOUTUBE AMONG  

UNIVERSITY STUDENTS IN TANGERANG              Page 56 of 126 

 

 Evania Ivena Ilene 
 

Yasa, A. (2018). Pengguna Youtube di Indonesia Tembus 50 Juta. Bisnis.com. 

Available at: http://industri.bisnis.com/read/20170824/105/683937/pengguna-

youtube-di-indonesia-tembus-50-juta-# 

 

YouTube. (2018). PewDiePie. Available 

at: https://www.youtube.com/user/PewDiePie 

 

Youtube.com. (2018). - YouTube. Available 

at: https://www.youtube.com/feed/guide_builder  

 

Youtube.com. (2018). Brand Resources - YouTube. Available 

at: https://www.youtube.com/intl/en-GB/yt/about/brand-resources/#partners-

advertisers 

 

Youtube.com. (2018). Press - YouTube. Available 

at: https://www.youtube.com/intl/en-GB/yt/about/press/  

 

Youtube.com. (2018). YouTube Experiences - YouTube. Available 

at: https://www.youtube.com/intl/en-GB/yt/about/experiences/  

 

Youtube.com. (2018). YouTube. Available at: https://www.youtube.com/  

 

Yurdusev, A. (1993). 'Level of Analysis' and 'Unit of Analysis': A Case for 

Distinction. Millennium: Journal of International Studies, 22(1), pp.77-88. Available 

at: 

http://journals.sagepub.com/doi/abs/10.1177/03058298930220010601?journalCode=

mila. 

 

 

 

 

 

http://industri.bisnis.com/read/20170824/105/683937/pengguna-youtube-di-indonesia-tembus-50-juta-
http://industri.bisnis.com/read/20170824/105/683937/pengguna-youtube-di-indonesia-tembus-50-juta-
https://www.youtube.com/user/PewDiePie
http://youtube.com/
https://www.youtube.com/feed/guide_builder
http://youtube.com/
https://www.youtube.com/intl/en-GB/yt/about/brand-resources/#partners-advertisers
https://www.youtube.com/intl/en-GB/yt/about/brand-resources/#partners-advertisers
http://youtube.com/
https://www.youtube.com/intl/en-GB/yt/about/press/
http://youtube.com/
https://www.youtube.com/intl/en-GB/yt/about/experiences/
http://youtube.com/
https://www.youtube.com/

