DAFTAR PUSTAKA

Aaker, D. A. (1996). Measuring brand equity across products and markets. Califronia
Management Review, 38(3).

Aaker, D. A. (2013). Manajemen Pemasaran Strategi. (Edisi Kedelapan). Jakarta:
Salemba Empat.

Agrawal, J., & Kamakura, W. A. (1995). The economic worth of celebrity endorsers:
An event study analysis. Journal of marketing, 59(3), 56-62.

Albert, N., Ambroise, L., & Valette-Florence, P. (2017). Consumer, brand, celebrity:
Which congruency produces effective celebrity endorsements?. Journal of
Business Research, 81, 96-106.

Atkin, C., & Block, M. (1983).Effectiveness of celebrity endorsers. Journal of
advertising research.

Belch, G. E., & A. Belch, M. (2004). Advertising And Promotion: An Integrated
Marketing Communications Perspective. The Mc Graw. New York: Hill/
Irwin.

Belch, G. E., & A. Belch, M. (2013). A content analysis study of the use of celebrity
endorsers in magazine  advertising. International ~ Journal  of
advertising, 32(3), 369-389.

Charbonneau, J., & Garland, R. (2005).Celebrity or athlete?New Zealand advertising
practitioners' views on their use as endorsers. International Journal of Sports
Marketing and Sponsorship, 7(1), 29-35.

Choi, S. M., Lee, W. N., & Kim, H. J. (2005). Lessons from the rich and famous: A
cross-cultural comparison of celebrity endorsement in advertising. Journal of
advertising, 34(2), 85-98.

Cooper, D. R, dan Schindler, P. S. (2014). Business research methods. New York:
McGraw-Hill Education.

Dean, D. H., & Biswas, A. (2001). Third-party organization endorsement of products:
an advertising cue affecting consumer prepurchase evaluation of goods and
services. Journal of advertising, 30(4), 41-57.

64



65

Djafarova, E., & Rushworth, C. (2017).Exploring the credibility of online celebrities'
Instagram profiles in influencing the purchase decisions of young female
users. Computers in Human Behavior, 68, 1-7.

East. (1997). Consummer Behaviour. London: Prentice Hall.

Effendy, Onong Uchayana. (1989). Kamus Komunikasi. Bandung: PT. Citra
Adyabakti.

Ehrenberg, A. S. (2000). Repetitive advertising and the consumer. Journal of
Advertising Research, 40(6), 39-48.

Erdogan, B. Z. (1999). Celebrity endorsement: A literature review. Journal of
marketing management, 15(4), 291-314.

Erdogan, B. Z., & Baker, M. J. (2000).Towards a practitioner-based model of
selecting celebrity endorsers. International Journal of Advertising, 19(1), 25-
42,

Erdogan, B. Z., Baker, M. J., & Tagg, S. (2001). Selecting celebrity endorsers: The
practitioner's perspective. Journal of advertising research, 41(3), 39-48.

Erfgen, C., Zenker, S., & Sattler, H. (2015). The vampire effect: when do celebrity
endorsers harm Dbrand recall?. International Journal of Research in
Marketing, 32(2), 155-163.

Evans, R. B. (1988). Production and creativity in advertising.Financial Times
Management.

Ferguson, J. L., & Mohan, M. (2019). Use of celebrity and non-celebrity persons in
B2B advertisements: Effects on attention, recall, and hedonic and utilitarian
attitudes. Industrial Marketing Management.

Frizzell, C. (2011). Public opinion and foreign policy: The effects of celebrity
endorsements. The social science journal, 48(2), 314-323.

Gelder, S.V. (2005). Global Brand Strategy. London: Kogan Page.



66

Gilson, Christoper, dan Harold W. Berkman. (1980). Advertising: Concepts and
Strategies. New York: Random House Inc.

Goldsmith, R. E., Lafferty, B. A., & Newell, S. J. (2000).The impact of corporate
credibility and celebrity credibility on consumer reaction to advertisements
and brands. Journal of advertising, 29(3), 43-54.

Guthrie, M. F., & Kim, H. S. (2009).The relationship between consumer involvement
and brand perceptions of female cosmetic consumers.Journal of Brand
Management, 17 (2), 144-133.

Kahle, L. R.,, & Homer, P. M. (1985). Physical attractiveness of the celebrity
endorser: A social adaptation perspective. Journal of consumer
research, 11(4), 954-961.

Kaikati, J. G. (1987). Celebrity advertising: A review and synthesis. International
Journal of Advertising, 6(2), 93-105.

Kapferer, J. (2012). The New Strategic Brand Management, 5th edn, London: Kogan
Page Limited.

Kapferer, J. N., & Laurent, G. (1985). Consumer involvement profiles: a new and
practical approach to consumer involvement (No. hal-00786782).

Kasali, Rhenald. (1992). Manajemen Periklanan Konsen dan Aplikasinya di
Indonesia. Jakarta: Pustaka Utama Grafiti.

Keller, Kevin Lane. (2003). Strategic Brand Management: Building, Measuring, and
Managing Brand Equity. New Jersey: Prentice Hall.

Keller, K. L. (2006). Measuring Brand Equity, in G. Rajiv & M. Vriens (eds), The
Handbookof Marketing Research: Uses, Misuses, and Future Advances,
Thousand Oaks: SAGE Publications, Inc., pp.546-568.

Kelley, H.H. (1973). The processes of causal attribution. American psychologist,
28(2), 107.



67

Kent, R. J.,, & Allen, C. T. (1994). Competitive interference effects in consumer
memory for advertising: the role of brand familiarity. Journal of
marketing, 58(3), 97-105.

Kim, S. S., Choe, J. Y. J., & Petrick, J. F. (2018).The effect of celebrity on brand
awareness, perceived quality, brand image, brand loyalty, and destination
attachment to a literary festival. Journal of Destination Marketing &
Management, 9, 320-329.

Kim, Y. J., & Na, J. H. (2007). Effects of celebrity athlete endorsement on attitude
towards the product: the role of credibility, attractiveness and the concept of
congruence. International ~ Journal ~ of  Sports  Marketing  and
Sponsorship, 8(4), 23-33.

Kotler, F., & Keller, K. (2008). Marketing-Menedzhment [Marketing-Management].
Saint-Petersburg: Piter.

Langmeyer, L., & Walker, M. (1991).A first step to identify the meaning in celebrity
endorsers. ACR North American Advances.

Langmeyer, L., & Walker, M. (1991, April).Assessing the affects of celebrity
endorsers: preliminary findings. In American academy of advertising
proceedings (Vol. 32). New York, NY: D'Arcy Masius Benton and Bowles.

Mathur, L. K., Mathur, 1., Rangan, & N. (1997). The Wealth Effects Associated with
a Celebrity Endorser: The Michael Jordan Phenomenon. Journal of
advertising research, 37(3), 67-73.

McCormick, K. (2016). Celebrity endorsements: Influence of a product-endorser
match on Millennials attitudes and purchase intentions. Journal of retailing
and consumer services, 32, 39-45.

McCracken, G. (1989). Who is the celebrity endorser? Cultural foundations of the
endorsement process. Journal of consumer research, 16(3), 310-321.

McGuire, W. J. (1985). Attitudes and Attitude Change, in L. Gardner & E. Aronson
(eds),Handbook of Social Psychology, New York, pp.233-346.



68

McSweeney, F. K., & Swindell, S. (1999). General-process theories of motivation
revisited: the role of habituation. Psychological bulletin, 125(4), 437.

Mehta, A. (1994). How advertising response modeling (ARM) can increase ad
effectiveness. Journal of Advertising Research, 34, 62-62.

Misra, S., & Beatty, S. E. (1990). Celebrity spokesperson and brand congruence: An
assessment of recall and affect. Journal of business research, 21(2), 159-173.

Mowen, J. C., & Brown, S. W. (1981). On explaining and predicting the effectiveness
of celebrity endorsers. ACR North American Advances.

Mowen, J. C, Minor, M. (2002), Perilaku Konsumen. Jakarta: Erlangga.

Nahartyo, Ertambang. (2013). Desain dan Implementasi Riset Eksperimen.
Yogyakarta: UPP STIM YKPN.

Nahartyo, Ertambang, dan Intiyas Utami. (2016). Panduan Praktis Riset Eksperimen.
Jakarta: PT. Indeks.

Negi, D., Fern, M., & Jeedigunta, R. N. V. (2018). Impact of Celebrity Endorsements
and the Prevalence of Vampire Effect-A Review. Academy of Marketing
Studies Journal.

Ohanian, R. (1990). Construction and validation of a scale to measure celebrity
endorsers' perceived expertise, trustworthiness, and attractiveness. Journal of
advertising, 19(3), 39-52.

Pease, A., & Brewer, P. R. (2008). The Oprah factor: The effects of a celebrity
endorsement in a presidential primary campaign. The international journal of
press/politics, 13(4), 386-400.

Peter, J. P., & Olson, J. C. (2008). Consumer behavior and marketing strategy (8th
ed.). Singapore: McGraw-Hill.

Petty, R. E., Cacioppo, J. T., & Schumann, D. (1983). Central and peripheral routes
to advertising effectiveness: The moderating role of involvement. Journal of
consumer research, 10(2), 135-146.



69

Roscoe, J. T. (1975). Fundamental research statistics for the behavioral sciences
[by] John T. Roscoe.

Rosengarten, K. K., & Luzzi, L. (2017). The Slender Line from Valentine to
Vampire-An experimental study about the appearance of an overshadowing
effect on brand recall with the use of influencers.

Rossiter, J. R., & Percy, L. (1987). Advertising and promotion management.
McGraw-Hill Book Company.

Roy, S. (2012). To use the obvious chice: Investigating the relative effectiveness of
an overexposed celebrity. Journal of Research for Consumers, (22), 15.

Russel, Thomas dan W. Ronald Lane. (1990). Kleppner’s Advertising Procedure. 11"
ed. New Jersey: Prentice Hall.

Shimp, Terence. A. (2003).Periklanan Promosi dan Aspek Tambahan Komunikasi.
Jakarta: Erlangga.

Solomon, Michael R. (2007), Consumer Behavior: Buying, Having, and Being, 7"ed,
Upper Saddle River, NJ: Prentice Hall.

Sonwalkar, J., Manohar, K., & Pathak, A. (2011). Celebrity Impact a Model of
Celebrity Endorsement. Journal of Marketing and Communication, Vol. 7,
issue 1.

Suliyanto. (2018). Metode Penelitian Bisnis. Yogyakarta: CV. Andi Offset.

Surachman. (2008). Dasar-Dasar Manajemen Merek (Alat Pemasaran Untuk
Memenangkan Persaingan). Malang: Banyumedia Publishing.

Suryadi, Didik. (2006). Promosi Efektif Menggugah Minat dan Loyalitas
Pelanggan.Yogyakarta. Tugu Publisher.

Till, B. D. (1998). Using celebrity endorsers effectively: lessons from associative
learning. Journal of product & brand management, 7(5), 400-4009.



70

Tom, G., Clark, R., Elmer, L., Grech, E., Masetti Jr, J., & Sandhar, H. (1992). The
use of created versus celebrity spokespersons in advertisements. Journal of
consumer Marketing, 9(4), 45-51.

Tzoumaka, E., Tsiotsou, R. H., & Siomkos, G. (2016).Delineating the role of
endorser's perceived qualities and consumer characteristics on celebrity
endorsement effectiveness. Journal of Marketing Communications, 22(3),
307-326.

Van Gelder, S. (2005). The new imperatives for global branding: Strategy, creativity
and leadership. Journal of Brand Management, 12(5), 395-404.

Wang, S. W., Kao, G. H. Y., & Ngamsiriudom, W. (2017).Consumers' attitude of
endorser credibility, brand and intention with respect to celebrity
endorsement of the airline sector. Journal of Air Transport Management, 60,
10-17.

Wei, P. S., & Lu, H. P. (2013). An examination of the celebrity endorsements and
online customer reviews influence female consumers’ shopping
behavior. Computers in Human Behavior, 29(1), 193-201.

Weiner, B. (1985). An attributionaltheory of achievement motivation and emotion.
Psychological review, 92(4), 548.

Wheeller, B. (2009). Heritage tourists: responsible,(f) or what?. Tourism Recreation
Research, 34(1), 84-87.

Widowati, H. (2019) Tumbuh 13%, Belanja Iklan Televisi Tembus Rp 110 Triliun
Tahun 2018; https://katadata.co.id/berita/2019/01/11/tumbuh-13-belanja-
iklan-televisi-tembus-rp-110-triliun-tahun-2018, diakses tanggal 11 Januari
2019.

Wilkie, William L. (1990). Consumer Behaviour, 2" edition, John Wilwys Sons,
New York.

Wonnacott, T. H., & Wonnacott, R. J. (1990). Introductory statistics (Vol. 5). New
York: Wiley.


https://katadata.co.id/berita/2019/01/11/tumbuh-13-belanja-iklan-televisi-tembus-rp-110-triliun-tahun-2018
https://katadata.co.id/berita/2019/01/11/tumbuh-13-belanja-iklan-televisi-tembus-rp-110-triliun-tahun-2018

71

Zaichkowsky, J. L. (1985). Measuring the involvement construct. Journal of
consumer research, 12(3), 341-352.



	TESIS FULL
	TESIS DENNY C2C018011 final - Revisi-halaman-dihapus


