SKRIPSI

IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA

Daftar pustaka

Asur, Sitaram, and Bernardo A. Huberman. 2010. “Predicting the Future with
Social Media.” Proceedings - 2010 IEEE/WIC/ACM International
Conference on Web Intelligence, W1 2010 1: 492-909.

Auter, Philip J., and Philip Palmgreen. 2000. “Development and Validation of a
Parasocial Interaction Measure: The Audience-persona Interaction Scale.”
Communication Research Reports 17(1): 79-89.

Belch, George E, and Michael A Belch. 2003. “Advertising and Promotion.”
Advanced Social Media Marketing: 65-74.

Berger, Charles R, Michael E Roloff, and Sean M Horan. 2016. “The
International Encyclopedia of Interpersonal Communication, First Edition.
Edited Physical/Social Attraction.” : 1-5.

Dibble, Jayson L., Tilo Hartmann, and Sarah F. Rosaen. 2016. “Parasocial
Interaction and Parasocial Relationship: Conceptual Clarification and a
Critical Assessment of Measures.” Human Communication Research 42(1):
21-44,

Djafarova, Elmira, and Chloe Rushworth. 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.
http://dx.doi.org/10.1016/j.chb.2016.11.009.

Eyal, Keren, Alan M Rubin, Keren Eyal, and Alan M Rubin. 2010. “Viewer
Aggression and Homophily , Identification , and Parasocial Relationships
With Television Characters Viewer Aggression and Homophily , With
Television Characters.” 8151(November 2014): 37-41.

Garifova, L. F. 2016. “Realization of Small Businesses Economic Interests on
Instagram.” Journal of Economics and Economic Education Research
17(Special Issue 1): 133-39.

Gilbert, Paul. 1997. “The Evolution of Social Attractiveness and Its Role in
Shame, Humiliation, Guilt and Therapy.” British Journal of Medical
Psychology 70(2): 113-47.

Giles, David C. 2002. “The Unintended Effects of Parental Mediation of
Television on Adolescents.” Media Psychology - (4): 279-305.

Greenwood, Dara N., Paula R. Pietromonaco, and Christopher R. Long. 2008.
“Young Women’s Attachment Style and Interpersonal Engagement with
Female TV Stars.” Journal of Social and Personal Relationships 25(3): 387-
407.

Gunawan, Dedy Darsono, and Kun Huang Huarng. 2015. “Viral Effects of Social
Network and Media on Consumers’ Purchase Intention.” Journal of Business
Research 68(11): 2237-41. http://dx.doi.org/10.1016/j.jbusres.2015.06.004.

75
PENGARUH PHYSICAL - SOCIAL... EGGY FIRMANSYAH S S



76
IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA

Hair, Joseph F., William C. Black, Barry J. Babin, and Rolph E. Anderson. 2010.
“Multivariate Data Analysis.” Food Chemistry Seventh: 1-761.

Hsu, Hsuan Yu, and Hung Tai Tsou. 2011. “Understanding Customer Experiences
in Online Blog Environments.” International Journal of Information
Management 31(6): 510-23.
http://dx.doi.org/10.1016/j.ijinfomgt.2011.05.003.

Hwang, Kumju, and Qi Zhang. 2018. “Influence of Parasocial Relationship
between Digital Celebrities and Their Followers on Followers’ Purchase and
Electronic Word-of-Mouth Intentions, and Persuasion Knowledge.”
Computers in Human Behavior 87: 155-73.

Joseph E Hair, Jr., G.Tomas M. Hult, Christion M. Ringle, and Marko Sarstedt.
2014. 21 Practical Assessment, Research and Evaluation Partial Least
Squares Structural Equation Modeling with R.

Kim, Hyojin, Eunju Ko, and Juran Kim. 2015. “SNS Users’ Para-Social
Relationships with Celebrities: Social Media Effects on Purchase Intentions.”
Journal of Global Scholars of Marketing Science 25(3): 279-94.

Kitchen, Philip J., and Inga Burgmann. 2010. “Integrated Marketing
Communication.” Wiley International Encyclopedia of Marketing (Imc).

Kotler, Philip, and Gary Armstrong. 2017. Principles of Marketing.

Kotler, Philip, and Kevin lane Keller. 2015. Marketing Management Marketing
Management.

Kotler, Philip, and Kevin Lane Keller. 2009. “Marketing Management.” Ebook of
Marketing Management 13th edition thirteen: 1-719.

Labrecque, Lauren 1. 2014. “Fostering Consumer-Brand Relationships in Social
Media Environments: The Role of Parasocial Interaction.” Journal of
Interactive Marketing 28(2): 134-48.
http://dx.doi.org/10.1016/j.intmar.2013.12.003.

Lee, Jung Eun, and Brandi Watkins. 2016. “YouTube Vloggers’ Influence on
Consumer Luxury Brand Perceptions and Intentions.” Journal of Business
Research 69(12): 5753-60. http://dx.doi.org/10.1016/j.jbusres.2016.04.171.

Luo, Margaret Meiling, Ja Shen Chen, Russell K.H. Ching, and Chu Chi Liu.
2011. “An Examination of the Effects of Virtual Experiential Marketing on
Online Customer Intentions and Loyalty.” Service Industries Journal 31(13):
2163-91.

McCroskey, James C., and Jason J. Teven. 1999. “Goodwill: A Reexamination of
the Construct and Its Measurement.” Communication Monographs 66(1):
90-103.

Ohanian, Roobina. 1990. “Construction and Validation of a Scale to Measure
Celebrity Endorsers’ Perceived Expertise, Trustworthiness, and
Attractiveness.” Journal of Advertising 19(3): 39-52.

SKRIPSI PENGARUH PHYSICAL - SOCIAL... EGGY FIRMANSYAH S S



77
IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA

Rana, Jyoti, and Justin Paul. 2017. “Consumer Behavior and Purchase Intention
for Organic Food: A Review and Research Agenda.” Journal of Retailing
and Consumer Services 38(May): 157-65.
http://dx.doi.org/10.1016/j.jretconser.2017.06.004.

Rebelo, Marta. 2017. “How Influencers’credibility on Instagram Is Perceived by
Consumers and Its Impact on Purchase Intention, Masters’ Thesis.” (May):
1-92. https://repositorio.ucp.pt/bitstream/10400.14/23360/1/TESE_FINAL
PDFA.pdf.

Rubin, Alan M, and Mary M Step. 2000. “Impact of Motivation, Attraction, and
Parasocial Interaction on Talk Radio Listening Alan.” Media (919435511):
37-41.

See-To, Eric W.K., and Kevin K.W. Ho. 2014. “Value Co-Creation and Purchase
Intention in Social Network Sites: The Role of Electronic Word-of-Mouth
and Trust - A Theoretical Analysis.” Computers in Human Behavior 31(1):
182-89. http://dx.doi.org/10.1016/j.chb.2013.10.013.

Shimp, Terence A. 2007. Seventh Ed Advertising Promotion.

Shimp, Terence A., and J. Craig Andrews. 2013. “Advertising, Promotion, and
Other Aspects of Integrated Marketing Communications.” Integrated
Marketing communications 9: 614.
https://scholarsbank.uoregon.edu/xmlui/bitstream/handle/1794/19082/Thesis
Final-Bulka.pdf?sequence=L1.

Sokolova, Karina, and Hajer Kefi. 2019. “Instagram and YouTube Bloggers
Promote It, Why Should | Buy? How Credibility and Parasocial Interaction
Influence Purchase Intentions.” Journal of Retailing and Consumer Services
(January).

Waldt, DLR Van Der, M Van Loggerenberg, and L Wehmeyer. 2009. “Celebrity
Endorsements versus Created Spokespersons in Advertising: A Survey
among Students.” South African Journal of Economic and Management
Sciences 12(1): 100-114.

Wang, Stephen W., Grace Hsiu Ying Kao, and Waros Ngamsiriudom. 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.
http://dx.doi.org/10.1016/j.jairtraman.2016.12.007.

Wang, YaHui, and CingFen Tsai. 2014. “The Relationship Between Brand Image
and Purchase Intention: Evidence From Award Winning Mutual Funds.”
International Journal of Business & Finance Research 8(2): 27-40.
http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=90154805
&site=ehost-live.

Xiang, Li, Xiabing Zheng, Matthew K.O. Lee, and Dingtao Zhao. 2016.
“Exploring Consumers’ Impulse Buying Behavior on Social Commerce
Platform: The Role of Parasocial Interaction.” International Journal of

SKRIPSI PENGARUH PHYSICAL - SOCIAL... EGGY FIRMANSYAH S S



78
IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA

Information Management 36(3): 333-47.
http://dx.doi.org/10.1016/j.ijinfomgt.2015.11.002.

SKRIPSI PENGARUH PHYSICAL - SOCIAL... EGGY FIRMANSYAH S S



