
24 
 

 
 

Daftar Pustaka 

 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human 

Decision Processes, 50, 179–211. 

Amos, C., Holmes, G., & Strutton, D. (2008). Exploring the relationship between 

celebrity endorser effects and advertising effectiveness: A quantitative 

synthesis of effect size. International Journal of Advertising, 27(2), 209–234. 

Baker, M. J., & Churchill, G. A. (1977). The impact of physically attractive models 

on advertising evaluations. Journal of Marketing Research, 14, 538–555. 

Balabanis, G., & Chatzopoulou, E. (2019). Under the influence of a blogger: The 

role of information-seeking goals and issue involvement. Psychology & 

Marketing, 36(4), 342–353. 

Batra, R., & Homer, P. M. (2004). The situational impact of brand image beliefs. 

Journal of consumer psychology, 14(3), 318-330. 

https://doi.org/10.1207/s15327663jcp1403_12 

Belch, G. E., & Belch, M. A. (2013). A content analysis study of the use of celebrity 

endorsers in magazine advertising. International Journal of Advertising, 32(3), 

369–389. 

Boyd, T. C., & Shank, M. D. (2004). Athletes as product endorsers: The effect of 

gender and product relatedness. Sport Marketing Quarterly, 13(2), 82–93. 

Bryman, A., & Bell, E. (2011). Business Research Methods (3rd ed.). New York: Oxford 

University Press, 427 

Cacioppo, J. T., Petty, R. E., Kao, C. F., & Rodriguez, R. (1986). Central and 

peripheral routes to persuasion: An individual difference perspective. 

Journal of Personality and Social Psychology, 51(5), 1032. 

Chaiken, S. (1979). Communicator physical attractiveness and persuasion. Journal 

of Personality and Social Psychology, 37(8), 1387–1397. 

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and 

brand affect to brand performance: the role of brand loyalty. Journal of 

marketing, 65(2), 81-93. https://doi.org/10.1509/jmkg.65.2.81.18255 

Cohen, E. L., & Tyler, W. J. (2016). Examining perceived distance and personal 

authenticity as mediators of the effects of ghost-tweeting on parasocial 

interaction. Cyberpsychology, Behavior, and Social Networking, 19(5), 342–346. 

Cooper, D. R., & Schindler, P. S. (2014). Business research methods. New York: 

McGraw-Hill/Irwin, 288 

DAMPAK DUKUNGAN ATLET TAEKWONDO PADA NIAT MEMBELI KONSUMEN UNTUK MEREK
PERLENGKAPAN TAEKWONDO
SATRIO WAHYU NURWIBOWO, Bayu Sutikno, S.E, M.Si.,Â Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1207/s15327663jcp1403_12
https://doi.org/10.1509/jmkg.65.2.81.18255


25 
 

 
 

De Soto, C. B., & Kuethe, J. L. (1959). Subjective probabilities of interpersonal 

relationships. The Journal of Abnormal and Social Psychology, 59(2), 290. 

https://doi.org/10.1037/h0045430 

Dion, K., Berscheid, E., & Walster, E. (1972). What is beautiful is good. Journal of 

Personality and Social Psychology, 24(3), 285–290. 

Erdem, T., & Swait, J. (2004). Brand credibility, brand consideration, and choice. 

Journal of Consumer Research, 31(1), 191–198. https://doi.org/10.1086/383434 

Erdogan, B. M. (1999). Celebrity endorsement: Advertising agency managers 

perspective. Cyber-Journal of Sport Marketing, 3(3), 523 

Fink, J. S., Cunningham, G. B., & Kensicki, L. J. (2004). Using athletes as endorsers 

to sell women’s sport: Attractiveness versus expertise. Journal of Sport 

Management, 18, 350–367. 

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with 

unobservable variables and measurement error. Journal of Marketing Research. 

Friedman, H. H., & Friedman, L. (1979). Endorser effectiveness by product type. 

Journal of Advertising Research, 461 

Goldsmith, Ronald E., Barbara A. Lafferty, and Stephen J. Newell. (2000). "The 

impact of corporate credibility and celebrity credibility on consumer reaction 

to advertisements and brands.". Journal of advertising, 29(3).43-54. 

https://doi.org/10.1080/00913367.2000.10673616 

Grohs, R., & Reisinger, H. (2014). Sponsorship effects on brand image: The role of 

exposure and activity involvement. Journal of Business Research, 67(5), 1018–

1025. https://doi.org/10.1016/j.jbusres.2013.08.008 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multivariate data 

analysis (7th ed.). Essex, UK: Pearson Education, 532 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2014). Partial least squares 

structural equation modeling (PLS-SEM) (2nd ed.). Thousand Oaks, CA: Sage 

Publications. 

Hair, Joseph F., William C. Black, Barry J. Babin, and Rolph E. Anderson. 2019. 

Multivariate Data Analysis. 8th ed. Cengage, 614 

Henseler, Jörg, Geoffrey Hubona, and Pauline Ash Ray. 2016. “Using PLS Path 

Modeling in New Technology Research: Updated Guidelines.” Industrial 

Management & Data Systems 116 (1): 2–20. https://doi.org/10.1108/imds-09 

2015-0382. 

Horai, J., Naccari, N., & Fatoullah, E. (1974). The effects of expertise and physical 

attractiveness upon opinion agreement and liking. Sociometry, 37(4), 601–606. 

DAMPAK DUKUNGAN ATLET TAEKWONDO PADA NIAT MEMBELI KONSUMEN UNTUK MEREK
PERLENGKAPAN TAEKWONDO
SATRIO WAHYU NURWIBOWO, Bayu Sutikno, S.E, M.Si.,Â Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1037/h0045430
https://doi.org/10.1086/383434
https://doi.org/10.1080/00913367.2000.10673616
https://doi.org/10.1016/j.jbusres.2013.08.008
https://doi.org/10.1108/imds-09%202015-0382.
https://doi.org/10.1108/imds-09%202015-0382.


26 
 

 
 

Hovland, C. I., & Weiss, W. (1951). The influence of source credibility on 

communication effectiveness. Public Opinion Quarterly, 15(4), 635–650. 

https://doi.org/10.1086/266350 

Hovland, C. I., Janis, I. K., & Kelley, H. H. (1953). Communication and Persuasion. 

New Haven, CT: Yale University, 487 

Hunt, S. D., & Morgan, R. M. (1994). Relationship marketing in the era of network 

competition. Marketing Management, 3(1), 18. 

Javalgi, R. G., Traylor, M. B., Gross, A. C., & Lampman, E. (1994). Awareness of 

sponsorship and corporate image: An empirical investigation. Journal of 

Advertising, 23(4), 47–58. https://doi.org/10.1080/00913367.1943.10673458 

Johnson, M., & Zinkhan, G. M. (2014). Defining and measuring company image. In 

Proceedings of the 1990 Academy of Marketing Science (AMS) Annual 

Conference. Cham: Springer International Publishing, 487, 346–350 

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. 

Kamins, M. A. (1990). An investigation into the “match-up” hypothesis in celebrity 

advertising: When beauty may be only skin deep. Journal of Advertising, 19(1), 

4–13. 

Kamins, M. A. (1990). An investigation into the “match-up” hypothesis in celebrity 

advertising: When beauty may be only skin deep. Journal of advertising, 19(1), 

4-13. https://doi.org/10.1080/00913367.1990.10673175 

Keller, K. L. (2012). Understanding the richness of brand relationships: Research 

dialogue on brands as intentional agents. Journal of Consumer Psychology, 

22(2), 186–190. https://doi.org/10.1016/j.jcps.2011.11.011 

Kotler, Philip, and Kevin Keller. 2021. Marketing Management (15th Global Edition). 

Pearson Education Limited eBooks. 358. 

http://dspace.vnbrims.org:13000/jspui/handle/123456789/5050. 

Kotler, Philip, and Kevin Lane Keller. 2007. Marketing Management. 

Lane Keller, K. (2013). Strategic Brand Managment: Building, Measuring, and 

Managing Brand Equity. UK: Pearson Education Limited, 419 

Louie, T. A., & Obermiller, C. (2002). Consumer response to a firm's endorser (dis) 

association decisions. Journal of advertising, 31(4), 41-52. 

https://doi.org/10.1080/00913367.2002.10673684 

DAMPAK DUKUNGAN ATLET TAEKWONDO PADA NIAT MEMBELI KONSUMEN UNTUK MEREK
PERLENGKAPAN TAEKWONDO
SATRIO WAHYU NURWIBOWO, Bayu Sutikno, S.E, M.Si.,Â Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1086/266350
https://doi.org/10.1080/00913367.1943.10673458
https://doi.org/10.1080/00913367.1990.10673175
https://doi.org/10.1016/j.jcps.2011.11.011
http://dspace.vnbrims.org:13000/jspui/handle/123456789/5050.
https://doi.org/10.1080/00913367.2002.10673684


27 
 

 
 

Martensen, A., Borg, S. W., & Zaharia, A. S. (2018). How citizen influencers 

persuade their followers. Journal of Fashion Marketing and Management, 22(3), 

335–353. 

Miller, A. G. (1970). Social perception of internal-external control. Perceptual and 

Motor Skills, 30(1), 103–109. 

Mosavi, S. A., & Kenarehfard, M. (2013). The impact of value creation practices on 

brand trust and loyalty in a Samsung Galaxy online brand community in 

Iran. International Journal of Mobile Marketing, 8(2), 75–84. 

Mowen, J. (1980). On product endorser effectiveness: A balance model approach. 

Current Issues and Research in Advertising, 3(1), 41–57. 

Nunnally, J.C. and Bernstein, I.H. .1994. “The Assessment of Reliability”. 

Psychometric Theory, 3, 248-292. 

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. 

Ohanian, R. (1991). The impact of celebrity spokespersons’ perceived image on 

consumers’ intention to purchase. Journal of Advertising Research, 46–54. 

Priester, J. R., & Petty, R. E. (2003). The influence of spokesperson trustworthiness 

on message elaboration, attitude strength, and advertising effectiveness. 

Journal of Consumer Psychology, 13(4), 408–421. 

Ratneshwar, S., & Chaiken, S. (1991). Comprehension’s role in persuasion: The case 

of its moderating effect on the persuasive impact of source cues. Journal of 

Consumer Research, 18(1), 52–62. 

Roscoe, A. M., Lang, D., & Sheth, J. N. (1975). Follow-up methods, questionnaire 

length, and market differences in mail surveys: In this experimental test, a 

telephone reminder produced the best response rate and questionnaire 

length had no effect on rate of return. Journal of Marketing, 39(2), 20–27. 

https://doi.org/10.1177/002224297503900205 

Rundle-Thiele, S., Bennett, R., & Dann, S. (2005). The successful preparation and 

development of future marketing profesionals: A recommended 

methodological framework. Journal for Advancement of Marketing Education, 

7(2), 27–36. https://orcid.org/0000-0002-9782-2427 

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill building 

approach (7th ed.). San Francisco, CA: John Wiley & Sons, 620 

DAMPAK DUKUNGAN ATLET TAEKWONDO PADA NIAT MEMBELI KONSUMEN UNTUK MEREK
PERLENGKAPAN TAEKWONDO
SATRIO WAHYU NURWIBOWO, Bayu Sutikno, S.E, M.Si.,Â Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1177/002224297503900205
https://orcid.org/0000-0002-9782-2427


28 
 

 
 

Sigall, H., & Landy, D. (1973). Radiating beauty: Effects of having a physically 

attractive partner on person perception. Journal of Personality and Social 

Psychology, 28(2), 218–224. 

Siswoyo, Haryono. 2017. "Metode SEM untuk Penelitian Manajemen AMOS Lisrel 

PLS." Jakarta: Luxima Metro Media, 215 

Smith, R. C. (1973). Source credibility context effects. Speech Monographs, 40, 303–

309. 

Till, B. D., & Busler, M. (1998). Matching products with endorsers: Attractiveness 

versus expertise. Journal of Consumer Marketing, 15(6), 576–586. 

Till, B. D., & Busler, M. (2000). The match-up hypothesis: Physical attractiveness, 

expertise, and the role of fit on brand attitude, purchase intent, and brand 

beliefs. Journal of Advertising, 29(3), 1–13. 

Till, B. D., & Shimp, T. A. (1998). Endorsers in advertising: The race for negative 

information. Journal of Advertising, 27(1), 67–82. 

Till, B. D., & Shimp, T. A. (1998). Endorsers in advertising: The case of negative 

celebrity information. Journal of Advertising, 27(1), 67–82. 

https://doi.org/10.1080/00913367.1998.10673543 

Torlak, O., Ozkara, B. Y., Tiltay, M. A., Cengiz, H., & Dulger, M. F. (2014). The 

effect of electronic word of mouth on brand image and purchase intention: 

An application concerning cell phone brands for youth consumers in Turkey. 

Journal of Marketing Development and Competitiveness, 8(2), 61–68. 

Turner, J. C., Brown, R. J., & Tajfel, H. (1979). Social comparison and group interest 

in ingroup favouritism. European Journal of Social Psychology, 9(2), 187–204. 

https://doi.org/10.1002/ejsp.2420090207 

Tzoumaka, E., Tsiotsou, R. H., & Siomkos, G. (2014). Delineating the role of 

endorser’s perceived qualities and consumer characteristics on celebrity 

endorsement effectiveness. Journal of Marketing Communications, 22(3), 307–

326. 

Wiedmann, K. P., & Von Mettenheim, W. (2020). Attractiveness, trustworthiness 

and expertise–social influencers’ winning formula?. Journal of Product & 

Brand Management, 30(5), 707–725. 

Wijaya, B. S. (2013). Dimensions of brand image: A conceptual review from the 

perspective of brand communication. European Journal of Business and 

Management, 5(31), 55–65. 

 

  

DAMPAK DUKUNGAN ATLET TAEKWONDO PADA NIAT MEMBELI KONSUMEN UNTUK MEREK
PERLENGKAPAN TAEKWONDO
SATRIO WAHYU NURWIBOWO, Bayu Sutikno, S.E, M.Si.,Â Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1080/00913367.1998.10673543
https://doi.org/10.1002/ejsp.2420090207

