102

DAFTAR PUSTAKA

Aaker, JL. (1997), “Dimensions of brand persondity”, Journa of Marketing, Vol. 34
No. 3, pp. 47-56. Aaker, J (1999), “The malleable self: the role of self-
expression in persuasion”, Journal of Marketing Research, Vol. 36 No. 1,
pp. 45-57.

Ahuvia, A.C. (2005), “Beyond the extended self: love objects and consumer’s
identity narratives”, Journal of Consumer Research, Vol. 32 No. 1, pp. 171-
84.

Albert, N., Merunka, D. and Vallette-Ftorence, P. (2008), “When consumers love
their brands: explenng' the concept “and. its dimensions”, Journal of

Business Resear_h Vol. {i NG. 10, ppﬁ;pGZ 75,

Albert, Nod, leght M@mka (2013) “The role o{ brand love in consumer-
brand relatldmhlps” Jour%of Consumeijarketlng Vol. 30 No.

3, pp-258-266. - o
Aron, A. and Mpfw E.N. (1986) d the Expanso@f Self Understanding
Attractlon"é(‘ld Satisfaction, Heml sphere, Washingtons=DC.
| —_—
~AJ

Carroll, B.A, and:’Ahuwa, A. (2006), “Some antecedentg_rﬂmd outcomes of brand
love”, Marke}mg Letters, Vol. 17 No. 2, pp. 79-89. %,

\ ¢ < /
Fehr, B. (1988) “Prototype analysis  of the concepts of love and
commitment®, Journal of nality and*Social Psychology, Vol. 55 No. 4,
pp. 557-79. feao 09

Ferdinand Augusty T., A, 2005, “Sructural Equation Modelling Dalam Penelitian
Manajemen”, Badan Penerbit Universitas Diponegoro, Semarang.

Fournier, S. (1998), “Consumers and their brands. developing relationship theory
in consumer research”, Journal of Consumer Research, Vol. 24 No. 4, pp.
343-73.

Hair, JF. J, Anderson, R.E., Tatham, R.L. and Black, W.C. (2006), Multivariate
Data Analysis, Prentice Hall, Upper Saddle River, NJ.

Hankinson, G. (2004), “The brand images of tourism destinations: a study of the
saliency of organic images”, Journa of Product and Brand Management,
Vol. 13 No. 1, pp. 6-14.

.22 DIGITAL COLLECTION OF UPT PERPUSTAKAAN UNSOED :::.



103

Hatfield, E. and Sprecher, S. (1985), “Measuring passionate love in intimate
relations”, unpublished manuscript, University of Hawaii a Manoa,
Honolulu, HI.

Hatfield, E. and Sprecher, S. (1986), “Measuring passionate love in intimate
relationships”, Journal of Adolescence, Vol. 9 No. 4, pp. 383-410.

Ismail, Ahmed Rageh. (2012), “Effects of bran love, personality and image on word of
mouth The case of fashion brands among young consumers”, Journal of Fashion
Marketing and Management Emerald, VVol. 16 No. 4, pp 386-398.

Lee, JA. (1977), “A typology of styles of Iovmg", Persondlity and Socia Psychology
Bulletin, Vol. 3 No. 2, pp 73-182. "

Rubin, Z. (1973), Likrhg a'gg wlgﬁa@mlon to, SOC|aI Psychology, Holt,
ew

Ri nehart & ANi n%gn York; NY.

)
Shimp, T.A¢ and(‘Madden T.J. (19
framework “analogou
Advqnces onsumer R

“Consumer- Obj relati“ens a conceptua

ernberg’s, tr| ular 'theory of love”,
+15No. 1, pp%?

Sternberg,  R.J. %?1986) “A tnangular theory “of IoverPsycl%ologlcal Review,
Vol. 93 Ner"z pp: 119-35. '~
. B
)

|
Taraban, C.B: and vijéndrlck C. (1995), “Personality.perceptions associated with
SiX styles of love”, Journal of Social & Personal Relationships, Vol. 12 No. 3,
pp. 453-61.% X X

1963

.22 DIGITAL COLLECTION OF UPT PERPUSTAKAAN UNSOED :::.



	Lembar Pengesahan.pdf (p.18-19)
	tesis_lengkap_Syarah Isfahani_P2CB13003.pdf (p.20-125)
	Lampiran 1-3_SYARAH ISFAHANI_P2CB13003.pdf (p.126-146)
	LAMPIRAN 4-8_SYARAH ISFAHANI_P2CB13003.pdf (p.147-170)

