DAFTAR PUSTAKA

APJII. (periode 2019-kuartal 11/2020). Penetrasi & Perilaku Pengguna Internet
Indonesia.

APJII. (2018). Infografis Penetrasi & Perilaku Pengguna Internet Indonesia.

Ajzen, . (1985). From Intentions to Action: A Theory of Planned Behavior. New
York: Springer.

Arora, N., et. al (2008). Putting one-to-one marketing to work: Personalization,
customization, and choice. Market Lett, 19:305-321

Arora, Neeraj et al. (2008). "One-to-one Marketing to Work
Personalization,Customization, and Choice". Market Lett. 19: 305-321.
doi:10.1007/s11002-008-9056 z.

Awad, Naveen Farag; dan M. S. Krishnan. (2006). "The Personalization Privacy
Paradox: An Empirical Evaluation of Information Transparency and
theWillingness to be Profiled Online for Personalization”. MIS Quarterly.
30 (1): 13-28. doi: 10.2307/25148715.

Bang, H., & Wojdynski, B. W. (2016). Distraction Effects of Contextual
Advertising on Online News Processing: An Eye-Tracking Study. Journal
Behaviour and Information Technology, 35.

Bruner, G. C., & Kumar, A. (2007). Attitude toward Location-based Advertising.
Journal of Interactive Advertising, 7(2), 3-15.

Bittner, J. V, & Zondervan, R. (2015). Computers in Human Behavior Motivating
and Achievement-Eliciting Pop-Ups in Online Environments : A User
Experience Perspective. Computers in Human Behavior, 50, 449-455.
https://doi.org/10.1016/j.chb.2015.04.015

Brackett, L. K., & Carr, B. N. (2001). Cyberspace Advertising vs Other Media :
Consumer vs Mature Student Attitudes. Journal of Advertising Research,
41(5).

Chung, T. S., Wedel, M., & Rust, R. T. (2016). Adaptive Personalization Using
Social Networks. Journal of the Academy of Marketing Science.



Ducoffe, R. (1996). Advertising value and advertising on the web. Journal of
Advertising Research, 36(5), 21-34.

Firdausi, Firda. (2002). "Analisis Pengaruh Iklan terhadap Sikap dan Niat
Konsumen dalam Memutuskan untuk Membeli suatu Produk”. Tesis.
Program Magister Manajemen. Universitas Diponegoro. Semarang.

Greyser, S. A., & Bauer, R. A. (1966). Americans and Advertising: Thirty Years
of Public Opinion. Public Opinion Quarterly, 30(1), 69-78.

Goodrich, K., Schiller, S. Z., & Galletta, D. (2015). Consumer Reactions to
Intrusiveness  of  Online-Video  Advertisements: Do  Length,
Informativeness, and Humor Help (or Hinder) Marketing Outcomes.
Journal of Advertising Research, 55(1), 37-50.
https://doi.org/10.2501/JAR-55-1-037-050.

Haghirian, P., & Madlberger, M. (2005). Consumer Attitude Toward Advertising
via Mobile Devices-An Empirical Investigation Among Austrian Users.
European Conference on Information System (ECIS), 2005. Retrieved
from http://aisel.aisnet.org/ecis2005

Halimi, Anahita Bagherzad; Alireza Chavosh; Javed Namdar; Shahriar
Espahbodi; danPejman Sheibani Esferjani. (2011). "The Contribution of
Personalization to Customers' Loyalty Across the Bank Industry in
Sweden". InternationalConference on Social Science and Humanity.
5:382-386.

Hidayat, Asep Taufik; Funny Mustikasari Elita; dan Agus Setiaman. (2012).
"Hubungan Antara Atribut Produk dengan Minat Beli Konsumen™. eJurnal
Mahasiswa Universitas Padjadjaran. 1(1).

Ho, Shuk Ying; Kevin K. W. Ho. (2008). "The Effects of Web Personalization on
Influencing Users' Switching Decision to a New Website". Pacis 2008
Proceedings. Paper 67. Hawkins, D. |., & Mothersbaugh, D. L. (2010)
Consumer behavior: Building marketing strategy. Boston: McGraw-Hill
Irwin.

Ho, Shuk Ying & Ho, Kevin K. (2008). "The Effects of Web Personalization on
Influencing Users' Switching Decision to a New Website". Pacis 2008
Proceedings. Paper 67.



Hong, I.-B., & Cho, H.-H. (2011). The impact of consumer trust on attitudinal
loyalty and purchase intentions in B2C emarketplaces: Intermediary trust
vs. seller trust. International Journal of Information Management, 31(5),
469-479.

Kim, Y. J., & Han, J. (2014). Why Smartphone Advertising Attracts Customers :
A Model of Web Advertising, Flow, and Personalization. Computers in
Human Behavior, 33, 256-269. https://doi.org/10.1016/j.chb.2014.01.015

Kotler, P., & Keller, K. L. (2016). Marketing Management (15e Global).
Edinburg: Pearson Education Limited.

Kusumasondjaja, S. (2016). Respon Konsumen pada Mobile Advergames :
Intrusiveness dan Irritation. Jurnal Manajemen Teknologi, 15(3), 206-223.
https://doi.org/10.12695/jmt.2016.15

Lee, E., Kim, Y. J.,, Lim, Y. S., & Kim, M. (2015). Trait Reactance Moderates
Facebook Users’ Irritation With Brand Communication. Social Behaiour
and Personality, 43(5), 829-844.

Lee, Y. G, Byon, K. K., Ammon, R., & Park, S. B. R. (2016). Golf product
advertising value, attitude toward advertising and brand, and purchase
intention. Social Behavior and Personality: an international journal, 44(5),
785- 800.

Liu, C.-L. E., Sinkovics, R. R., Pezderka, N., & Haghirian, P. (2012).
Determinants of consumer perceptions toward mobile advertising — A
comparison between Japan and Austria. Journal of Interactive Marketing,
26(1), 21-32.

Logan, K., Bright, L. F., & Gangadharbatla, H. (2012). Facebook versus
television: Advertising value perceptions among females. Journal of
Research in Interactive Marketing, 6(3), 164-179.

Marti-Parrefio, J., Aldas-Manzano, J., Curras-Pérez, R., & Sanchez-Garcia, I.
(2013). Factors Contributing Brand Attitude in Adver games:
Entertainment and Irritation. Journal of Brand Management, 20(5), 374—
388. https://doi.org/10.1057/bm.2012.22

Pramodhana, A., & Sari, P. K. (2017). Analysis Of Location Based Advertising
Towards Purchase Intention . Case Study : PT . Dunkin’ Donuts. E-
Proceeding of Management, 4(3), 2844-2850.



Ramaprasad, J. (2001). South Asian Students’ Beliefs About and Attitude Toward
Advertising. Journal of Current Issues and Research in Advertising, 23(1),
55-70. https://doi.org/10.1080/10641734.2001.10505114

Robas, Fatima Rashid Hanoun. (2012). "Personalized Online Advertising In
Social Network Sites; Investigating The Role Of Privacy Concerns And
Self-Reference Propensity In The Effectiveness Of Personalized Online
Advertising In Social Network Sites”. Tesis. Graduate School of
Communication. University Of Amsterdam. Amsterdam.

Tsang, M. M., Ho, S., & Liang, T. (2004). Consumer Attitudes Toward Mobile
Advertising : An Empirical Study. International Journal of Electronic
Commerce, 8(3), 65-78.

Tucker, C. E. (2014). Social Networks, Personalized Advertising and Privacy
Controls. Journal of Marketing Research. 51(5): 546-562.

Yang, K. C. C. (2007). Exploring Factors Affecting Consumer Intention to Use
Mobile Advertising in Taiwan. Journal of International Consumer
Marketing, 20(1), 33-49. https://doi.org/10.1300/J046v20n01

Wu, P. C. S, Yeh, G. Y. Y., & Hsiao, C. R. (2011). The effect of store image and
service quality on brand image and purchase intention for private label
brands. Australasian Marketing Journal, 19, 30-39.



