
Bibliography

Abernethy, Avery M (1991) Differences Between Advertising and Program

Exposure for Car Radio Listening, Journal of Advertising Research, May, 23, 2,

33-43.

Al-Debei, M.M., M.N. Akroush, & M.I. Ashouri (2015), "Consumer attitudes

towards online shopping,ǁ Internet Research, Vol. 25, Iss. 5, pp. 707–733.

Alwitt, L. F., & Prabhaker, P. R. (1992). Functional and Belief Dimensions of

Attitudes to Television Advertising: Implications for Copytesting. Journal of

Advertising Research (September/October), 30-42.

Brackett, L. and Carr, B. (2001), “Cyberspace advertising vs. other media:

consumer vs. mature student attitudes”, Journal of Advertising Research, Vol. 41,

pp. 23-32.

Chan, Anne, Dodd, Jon, and Stevens, Robert (2004) The efficacy of pop-ups and

the resulting effect on brands, White Paper by Bunnyfoot Universality, May 23.

http://www.bunnyfoot.com/bunnyfoot_popup.pdf.

Cho, Chang-Hoan. (2003). Factors Influencing Clickers of Banner Ads on the

WWW. CyberPsychology & Behavior, 6 (2): 201-215.

Dao, W. V. T., Le, A. N. H., Cheng, J. M. S., & Chen, D. C. (2014). Social Media

Advertising Value: The Case of Transitional Economies in Southeast Asia.

International Journal of Advertising, 33(2). doi: 10.2501/IJA-33-2-271-294

Ducoffe, R. H. (1996). Advertising Value and Advertising on the Web. Journal of

Advertising Research, 36(5), 21-35. doi: 10.1080/135272600750036364

58

The Influence of Customers&Atilde;&cent;&iuml;&iquest;&frac12;&iuml;&iquest;&frac12; Belief of
Information, Entertainment, and Credibility of Online Advertising towards Responses on Pop-up Ads
IMANUEL CHRISTANTO P, BM. Purwanto, MBA, Ph.D.
Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/



Ducoffe, R. H., & Curlo, E. (2000). Advertising Value and Advertising

Processing. Journal of Marketing Communications, 6(4), 247-262. doi: 10.1080/

135272600750036364

Ducoffe, R. (1996), “Advertising value and advertising on the web”, Journal of

Advertising Research, Vol. 36 No. 5, pp. 21-35.

Fogg, B.J., Marshall, J., Laraki, O., Osipovich, A., Varma, C., Fang, N.,

Rangneker, P.J., Shon, J., Swani, P., & Treinen, M. Elements that Affect Web

Credibility: Early Results from a Self-Report Study. Proceedings of ACM CHI

2000 Conference on Human Factors in Computing Systems, 2000, 287-288, ACM

Press

Duvasula, S. and Lysonski, S. (2001), “Are there global dimensions of beliefs

toward advertising in general: a multicultural investigation”, in Rao, C.P. (Ed.),

Globalization and Its Managerial Implications, Quorum Books, Westport, CT, pp.

184-202.

Galletta et al. (2004). A Study of the Effects of Online Advertising: A Focus on

Pop-Up and In-Line Ads. University of Pittsburgh, Katz Graduate School of

Business.

G. Bakshi, and K. Gupta, ―Online Advertising and its impact on customer

buying behaviour, IJRFM, vol.1 No.3, 2013, pp. 21-3.

Global Marketer Trees 2010 [Electroniс resource] / Ad Age DataCenter. Mode of

access: http://adage.com/datacenter/globalmarketers2010.

Greyser, S. A., & Bauer, R. A. (1966). Americans and Advertising: Thirty Years

of Public Opinion. Public Opinion Quarterly, 30, 69-69. doi: 10.1086/267382

59

The Influence of Customers&Atilde;&cent;&iuml;&iquest;&frac12;&iuml;&iquest;&frac12; Belief of
Information, Entertainment, and Credibility of Online Advertising towards Responses on Pop-up Ads
IMANUEL CHRISTANTO P, BM. Purwanto, MBA, Ph.D.
Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/



Greyser, S.A. (1973) Irritation in advertising, Journal of Advertising Research, 13,

1, 3-10.

Hair, J.F., Black, W.C, Babin, B.J, Anderson, R.E. (2010), Multivariate Data

Analysis, 7th Edition, Upper Saddle River, NJ: Pearson Prentice Hall.

Hinton, P., et al., (2004). SPSS explained. East Sussex: Routledge, p.364.

Jung, J., Shim, S. W., & Jin, H. S. (2015). The Review of Marketing

Communications Factors Affecting Attitudes and Behavioural Intention Towards

Social Networking Advertising : A Case of Facebook Users in South Korea.

International Journal of Advertising, 0487(March), 37-41.

Jung, J., Shim, S. W., Jin, H. S., & Khang, H. (2016). Factors Affecting Attitudes

and Behavioural Intention Towards Social Networking Advertising: A case of

Facebook Users in South Korea. International journal of Advertising, 35(2),

248-265.

Kotler, P., & Cox, K. (1984). Marketing management and strategy: A reader.

Englewood Cliffs, NJ: Prentice-Hall.

Kotler, P., & Keller, K. L. (2009). Marketing Management (Vol. 22).

La Ferle, C., Edwards, S. and Lee, W. (2008), “Culture, attitudes, and media

patterns in China, Taiwan, and the US: balancing standardization and localization

decision”, Journal of Global Marketing, Vol. 21 No. 3, pp. 191-205.

Li, Hairong, Edwards, Steven M., and Lee, Joo-Huyn (2002) “Measuring the

intrusiveness of advertisements: Scale development and validation,” Journal of

Advertising, 31:2, 37-47.

60

The Influence of Customers&Atilde;&cent;&iuml;&iquest;&frac12;&iuml;&iquest;&frac12; Belief of
Information, Entertainment, and Credibility of Online Advertising towards Responses on Pop-up Ads
IMANUEL CHRISTANTO P, BM. Purwanto, MBA, Ph.D.
Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/



MacKenzie, Scott B & Lutz, Richard J. (1989). An Empirical Examination Of The

Structural Antecedents Of Attitude Toward the Ad in an Advertising Pretest

Context, Journal of Marketing, Apr, 53, 2, 48-65.

Nazahar, M. I. (2019). The Impact on Using Pop-Up Ads of Brands to Behavioral

Intention, Customer Retention, and Intrusiveness.

Pollay, R. W., & Mittal, B. (1993). Here's the Beef: Factors, Determinants, and

Segments in Consumer Criticism of Advertising. Journal of Marketing, 57(3),

99-114.

Pyun, D. Y., & James, J. D. (2011). Attitude Toward Advertising Through Sport:

A Theoretical Framework. Sport Management Review, 14(1), 33-41.

Rettie, R. (2001). An exploration of flow during Internet use, Internet Research:

Electronic Networking Applications and Policy, 11, 2, 103-13.

Schiffman, L. G., & Wisenblit, J. (2015). Consumer behavior. Pearson Education

Limited.

Sekaran, U. and Bougie, R. (2009). Research methods for business. 5th ed.

Chichester: John Wiley & Sons, p.260.

Sekaran, U. & Bougie, R., (2013). Research Methods for Business: A

Skill-Building Approach (6th ed.). New York: John Wiley & Sons.

Sekaran, Uma, and Roger Bougie. (2016), Research Methods For Business. 7th

ed., John Wiley & Sons.

61

The Influence of Customers&Atilde;&cent;&iuml;&iquest;&frac12;&iuml;&iquest;&frac12; Belief of
Information, Entertainment, and Credibility of Online Advertising towards Responses on Pop-up Ads
IMANUEL CHRISTANTO P, BM. Purwanto, MBA, Ph.D.
Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/



Shavitt, S., Lowrey, P., & Haefner, J. (1998). Public Attitudes Toward

Advertising: More Favorable Than You Might Think. Journal of Advertising

Research, 38(4), 7-22.

Solomon, M. R. (2014). Consumer Behavior: Buying, Having, and Being (Vol.

10): Prentice Hall Upper Saddle River, NJ.

Taylor, D. G., Lewin, J. E., & Strutton, D. (2011). Friends, Fans, and Followers:

Do ads Work on Social Networks? How Gender and age Shape Receptivity.

Journal of Advertising Research, 51(1).

Tseng, S and Fogg, B.J., Credibility and computing technology: users want to

trust, and generally do. But that trust is undermined, often forever, when the

system delivers erroneous information. Communication of the ACM, 42, 1999,

5:39-44

Wang, Y., & Sun, S. (2010a). Assessing Beliefs , Attitudes , and Behavioral

Responses Toward Online Advertising in Three Countries. International Business

Review, 19(4), 333-344.

Wang, Y., & Sun, S. (2010b). Examining the Role of Beliefs and Attitudes in

Online Advertising: A Comparison Between the USA and Romania. International

Marketing Review, 27(1), 87-107.

Wegert, Tessa. (2002). Pop-up Ads, Part 1: Good? Bad? Ugly?

Wesner, M. S., & Miller, T. (2008). Boomers and Millennials Have Much in

Common. Organization Development Journal, 26(3), 89-96.

Whitehead, J.L. Factors of source credibility. Quarterly Journal of Speech, 54,

1968, 2:134-144.

62

The Influence of Customers&Atilde;&cent;&iuml;&iquest;&frac12;&iuml;&iquest;&frac12; Belief of
Information, Entertainment, and Credibility of Online Advertising towards Responses on Pop-up Ads
IMANUEL CHRISTANTO P, BM. Purwanto, MBA, Ph.D.
Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/



Wolin, L. D., Korgaonkar, P., & Lund, D. (2002). Beliefs, Attitudes and Behaviour

Towards Web Advertising. International Journal of Advertising, 21(1), 87-113.

63

The Influence of Customers&Atilde;&cent;&iuml;&iquest;&frac12;&iuml;&iquest;&frac12; Belief of
Information, Entertainment, and Credibility of Online Advertising towards Responses on Pop-up Ads
IMANUEL CHRISTANTO P, BM. Purwanto, MBA, Ph.D.
Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/


