Transfer Citra Merek Vtuber terhadap Citra Merek Perusahaan melalui Peran Mediasi Persepsi
Asosiasi

Antarmerek

Anindhita Suryaputri, Rokhima Rostiani, S.E., M.Mgt.

UNIVERSITAS ’ ) : ) . . . .
GADJAH MADA Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

DAFTAR PUSTAKA

Aaker, D. A. (1996). Measuring Brand Equity Across Products and Markets.
California Management Review, 38(3), 102-120.
https://doi.org/10.2307/41165845

Ahn, J., Kim, A., & Sung, Y. (2021). The Effects of Sensory Fit on Consumer
Evaluations of Co-branding. Leveraged Marketing Communications.
Routledge.

Ahn, R. J., Cho, S. Y., & Sunny Tsai, W. (2022). Demystifying Computer-
Generated Imagery (CGI) Influencers: The Effect of Perceived
Anthropomorphism and Social Presence on Brand Outcomes. Journal of
Interactive Advertising, 22(3), 327-335.
https://doi.org/10.1080/15252019.2022.2111242

Balmer, J. M. T., Lin, Z., Chen, W., & He, X. (2020). The Role of Corporate Brand
Image for B2B Relationships of Logistics Service Providers in China.
Journal of Business Research, 117, 850-861.
https://doi.org/10.1016/j.jbusres.2020.03.043

Barone, M. J., Miniard, P. W., & Romeo, J. B. (2000). The Influence of Positive
Mood on Brand Extension Evaluations. Journal of Consumer Research,
26(4), 386—400. https://doi.org/10.1086/209570

Bougie, R. & Sekaran, U. (2016). Research Methods For Business: A Skill
Building 7 ed. Wily.

Carrillat, F. A., Harris, E. G., & Lafferty, B. A. (2010). Fortuitous Brand Image
Transfer. Journal of Advertising, 39(2), 109-124.
https://doi.org/10.2753/JOA0091-3367390208

Chang, Y., & Ko, Y. J. (2018). The Effects of Association Strength on Attention
and Product Evaluation: Reconsidering Endorsement Effectiveness.
European Journal of  Marketing, 52(5-6), 1257-1279.
https://doi.org/10.1108/EJM-05-2016-0261

99



Transfer Citra Merek Vtuber terhadap Citra Merek Perusahaan melalui Peran Mediasi Persepsi
Asosiasi

Antarmerek

Anindhita Suryaputri, Rokhima Rostiani, S.E., M.Mgt. tuv

UNIVERSITAS ’ ) : ) . . . .
GADJAH MADA Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

Chen, T., Ma, K., Zheng, C., & Wang, H. (2017). The Effects of Sub-brands and
Brand Name Structure on Extension Evaluation: An Empirical Study Based
on Chinese Culture. Dalam J. M. T. Balmer & W. Chen (Ed.), Advances in
Chinese Brand Management (193-219). Palgrave Macmillan UK.
https://doi.org/10.1057/978-1-352-00011-5_9

Chinchilla, P., & Kim, J. (2024). VTuber for Streamers: Exploring the Role of
Social Presence in the Visual Representation of Streamers. Communication
Studies, 75(6), 844—860. https://doi.org/10.1080/10510974.2024.2337955

Citra, A. Y., Zahrah, H., Fadhilah, F. A. H., & Zahra, F. A. (2025). Analisis
Pelanggaran Strategi Pemasaran Industri Hiburan di Media Sosial. Jurnal
Ekonomi dan Manajemen, 2, 4297-4305.

Close, A. G., Moulard, J. G., & Monroe, K. B. (2011). Establishing Human
Brands: Determinants of Placement Success for First Faculty Positions in
Marketing. Journal of the Academy of Marketing Science, 39(6), 922-941.
https://doi.org/10.1007/s11747-010-0221-6

Dabiran, E., Farivar, S., Wang, F., & Grant, G. (2024). Virtually Human:
Anthropomorphism in Virtual Influencer Marketing. Journal of Retailing
and Consumer Services, 79, 103797.
https://doi.org/10.1016/].jretconser.2024.103797

Dapena-Baron, M., Gruen, T. W., & Guo, L. (2020). Heart, Head, and Hand: A
Tripartite Conceptualization, Operationalization, and Examination of
Brand Loyalty. Journal of Brand Management, 27(3), 355-375.
https://doi.org/10.1057/s41262-019-00185-3

Donavan, D. T., Janda, S., & Suh, J. (2006). Environmental Influences in
Corporate Brand Identification and Outcomes. Journal of Brand
Management, 14(1-2), 125-136.
https://doi.org/10.1057/palgrave.bm.2550057

Faircloth, J. B., Capella, L. M., & Alford, B. L. (2001). The Effect of Brand
Attitude and Brand Image on Brand Equity. Journal of Marketing Theory
and Practice, 9(3), 61-75.
https://doi.org/10.1080/10696679.2001.11501897




Transfer Citra Merek Vtuber terhadap Citra Merek Perusahaan melalui Peran Mediasi Persepsi
Asosiasi
Antarmerek

Anindhita Suryaputri, Rokhima Rostiani, S.E., M.Mgt. tuL
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

Gill, M. S., & Dawra, J. (2010). Evaluating Aaker’s Sources of Brand Equity and
The Mediating Role of Brand Image. Journal of Targeting, Measurement
and Analysis for Marketing, 18(3), 189-198.
https://doi.org/10.1057/jt.2010.11

Golossenko, A., Pillai, K. G., & Aroean, L. (2020). Seeing Brands as Humans:
Development and Validation of a Brand Anthropomorphism Scale.
International Journal of Research in Marketing, 37(4), 737-755.
https://doi.org/10.1016/1.ijresmar.2020.02.007

Gotsi, M., Lopez, C., & Andriopoulos, C. (2011). Building Country Image
Through Corporate Image: Exploring the Factors That Influence the Image
Transfer. Journal of Strategic  Marketing, 19(3), 255-272.
https://doi.org/10.1080/0965254X.2011.581387

Gwinner, K. P., & Eaton, J. (1999). Building Brand Image Through Event
Sponsorship: The Role of Image Transfer. Journal of Advertising, 28(4),
47-57. https://doi.org/10.1080/00913367.1999.10673595

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2021). A Primer on
Partial Least Squares Structural Equation Modeling (PLS-SEM) (3rd ed.).
Thousand Oaks, CA: Sage Publications.

Heider, F. (1958). The psychology of interpersonal relations. New York: Wiley.

Hofmann, J., Schnittka, O., Johnen, M., & Kottemann, P. (2021). Talent or
Popularity: What Drives Market Value and Brand Image for Human
Brands?  Journal  of  Business  Research 124,  748-58.
https://doi.org/10.1016/].jbusres.2019.03.045.

Johansson, J. K., Douglas, S. P., & Nonaka, 1. (1985). Assessing the Impact of
Country of Origin on Product Evaluations: A New Methodological
Perspective. Journal of Marketing Research, 22(4), 388-396.
https://doi.org/10.1177/002224378502200404

Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-Based
Brand Equity. Journal of  Marketing, 57(1), 1-22.
https://doi.org/10.1177/002224299305700101




Transfer Citra Merek Vtuber terhadap Citra Merek Perusahaan melalui Peran Mediasi Persepsi
Asosiasi

Antarmerek

Anindhita Suryaputri, Rokhima Rostiani, S.E., M.Mgt. LtV

UNIVERSITAS ’ ) : ) . . . .
GADJAH MADA Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

Kim, T., Seo, H. M., & Chang, K. (2017). The Impact of Celebrity-advertising
Context Congruence on the Effectiveness of Brand Image Transfer.

International Journal of Sports Marketing and Sponsorship, 18(3), 246—
262. https://doi.org/10.1108/1JSMS-08-2017-095

KlaB, N., & Wellbrock, C.-M. (2019). When Journalists Become Stars: Drivers of
Human Brand Images and Their Influence on Consumer Intentions.
Journal of Media Economics, 32(1-2), 35-55.
https://doi.org/10.1080/08997764.2021.1889814

Kock, N. (2015). Common Method Bias in PLS-SEM: International Journal of e-
Collaboration, 11, 1-10. https://doi.org/10.4018/ijec.2015100101

Kotler, P. & Keller, K. L. (2016). Marketing Management, 15th Edition. New
Jersey: Pearson Pretice Hall, Inc.

Kr Saxena, N., & Dhar, U. (2021). Building Brand Image: A Multi-Perspective
Analysis. Ilk6gretim Online, 20, 3885-3892.
https://doi.org/10.17051/ilkonline.2021.05.425

Lee, S., & Yoo, M. (2015). Examining Celebrity Fandom Levels and Its Impact
on Destination Loyalty. Journal of Quality Assurance in Hospitality &
Tourism, 16(4), 369-388.
https://doi.org/10.1080/1528008X.2015.1063354

Liu, F., & Lee, Y. H. (2024). Virtually Responsible? Attribution of Responsibility
Toward Human vs. Virtual Influencers and the Mediating Role of Mind
Perception. Journal of Retailing and Consumer Services, 77, 103685.
https://doi.org/10.1016/j.jretconser.2023.103685

Menard, S. (2002). Applied Logistic Regression Analysis. SAGE Publications, Inc.
https://doi.org/10.4135/9781412983433.

Miller, F., & Allen, C. (2012). How Does Celebrity Meaning Transfer?
Investigating the Process of Meaning Transfer with Celebrity Affiliates and
Mature Brands. Journal of Consumer Psychology, 22, 443-452.
https://doi.org/10.1016/].jcps.2011.11.001




Transfer Citra Merek Vtuber terhadap Citra Merek Perusahaan melalui Peran Mediasi Persepsi
Asosiasi

Antarmerek

Anindhita Suryaputri, Rokhima Rostiani, S.E., M.Mgt. e

UNIVERSITAS ’ ) : ) . . . .
GADJAH MADA Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

Mohamed Amine, H., & Kamel, H. (2021). A Measurement Model of Brand Image
and Perceived Quality. Journal of Contemporary Business and Economic
Studies, 04. https://doi.org/10.55624/2382-004-002-035

Miige Arslan, F., & Korkut Altuna, O. (2010). The Effect of Brand Extensions on
Product Brand Image. Journal of Product & Brand Management, 19(3),
170-180. https://doi.org/10.1108/10610421011046157

Newmeyer, C., Venkatesh, R., & Chatterjee, R. (2014). Cobranding Arrangements
and Partner Selection: A Conceptual Framework and Managerial
Guidelines. Journal of the Academy of Marketing Science, 42.
https://doi.org/10.1007/s11747-013-0343-8

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.
https://doi.org/10.1080/00913367.1990.10673191

Ohlwein, M., & Bruno, P. (2022). A Brand Like a Friend—How Brand Likeability
Influences Brand Perception. International Journal of Market Research,
64(3), 295-305. https://doi.org/10.1177/14707853211039190

Oliver, R. L. (1999). Whence Consumer Loyalty? Journal of Marketing, 63(4),
33-44. https://doi.org/10.1177/00222429990634s105

Osgood, C. E., Suci, G. J., & Tannenbaum, P. H. (1957). The Measurement of
Meaning. University of Illinois Press.

Park, S., & Cho, M. (2015). Celebrity Endorsement for Nonprofit Organizations:
The Role of Celebrity Motive Attribution and Spontaneous Judgment of
Celebrity-Cause Incongruence. Journal of Promotion Management, 21(2),
224-245. https://doi.org/10.1080/10496491.2014.996802

Parris, D. L., & Guzman, F. (2022). Evolving Brand Boundaries and Expectations:
Looking Back on Brand Equity, Brand Loyalty, and Brand Image Research
to Move Forward. Journal of Product & Brand Management, 32(2), 191—
234. https://doi.org/10.1108/JPBM-06-2021-3528




Transfer Citra Merek Vtuber terhadap Citra Merek Perusahaan melalui Peran Mediasi Persepsi
Asosiasi

Antarmerek

Anindhita Suryaputri, Rokhima Rostiani, S.E., M.Mgt. LT

UNIVERSITAS ’ ) : ) . . . .
GADJAH MADA Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

Rahman, R., Langner, T., & Temme, D. (2021). Brand Love: Conceptual and
Empirical Investigation of a Holistic Causal Model. Journal of Brand
Management, 28(6), 609—-642. https://doi.org/10.1057/s41262-021-00237-
7

Raufeisen, X., Wulf, L., Kocher, S., Faupel, U., & Holzmiiller, H. H. (2019).
Spillover Effects in Marketing: Integrating Core Research Domains. AMS
Review, 9(3), 249-267. https://doi.org/10.1007/s13162-019-00143-x

Rindova, V. P., Pollock, T. G., & Hayward, M. L. A. (2006). Celebrity Firms: The
Social Construction of Market Popularity. The Academy of Management
Review, 31(1), 50-71.

Sasmita, J., & Mohd Suki, N. (2015). Young Consumers’ Insights on Brand
Equity: Effects of Brand Association, Brand Loyalty, Brand Awareness,
and Brand Image. International Journal of Retail & Distribution
Management, 43(3), 276-292. https://doi.org/10.1108/IJRDM-02-2014-
0024

Sebri, M., & Zaccour, G. (2017). Estimating Umbrella-branding Spillovers: A
Retailer Perspective. European Journal of Marketing, 51(9—-10), 1695—
1712. https://doi.org/10.1108/EJM-02-2016-0074

Shin, M., & Back, K. J. (2020). Effect of Cognitive Engagement on the
Development of Brand Love in a Hotel Context. Journal of Hospitality &
Tourism Research, 44(2), 328-350.
https://doi.org/10.1177/1096348019890055

Smith, G. (2004). Brand Image Transfer Through Sponsorship: A Consumer
Learning Perspective. Journal of Marketing Management, 20(3—4), 457—
474. https://doi.org/10.1362/026725704323080498

Thomson, M. (2006). Human Brands: Investigating Antecedents to Consumers’
Strong Attachments to Celebrities. Journal of Marketing, 70(3), 104-119.
https://doi.org/10.1509/jmkg.70.3.104

Thomson, M., Maclnnis, D. J., & Whan Park, C. (2005). The Ties That Bind:
Measuring the Strength of Consumers’ Emotional Attachments to Brands.



Transfer Citra Merek Vtuber terhadap Citra Merek Perusahaan melalui Peran Mediasi Persepsi
Asosiasi
Antarmerek

Anindhita Suryaputri, Rokhima Rostiani, S.E., M.Mgt. e
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

Journal of Consumer Psychology, 15(1), 77-91.
https://doi.org/10.1207/s15327663jcp1501 10

Tversky, A. (1977). Features of Similarity. Psychological Review, 84(4): 327-
352.

Yalch, R. F., & Dimofte, C. V. (2011). The Mere Association Effect and Brand
Evaluations. Journal of Consumer Psychology.
https://doi.org/10.1016/J.JCPS.2010.09.005

Yu, H. Y., Robinson, G. M., & Lee, D. (2020). To Partner or Not? A Study of Co-
Branding Partnership and Consumers’ Perceptions of Symbolism and
Functionality Toward Co-branded Sport Products. International Journal of
Sports  Marketing and Sponsorship, 22(4), 677-698. https://doi-
org.ezproxy.ugm.ac.id/10.1108/IJSMS-02-2020-0018

Um, N. H. (2013). Celebrity Scandal Fallout: How Attribution Style Can Protect
the  Sponsor.  Psychology =~ &  Marketing, 30(6), 529-541.
https://doi.org/10.1002/mar.20625

Wang, Y. C., Qu, H., & Yang, J. (2020). Love Spillover From a Hotel Sub-brand
to Its Corporate Brand: An Associative Network Theory Perspective.
Journal of Hospitality and Tourism Management, 44, 263-271.
https://doi.org/10.1016/].jhtm.2020.07.006

Wiedmann, K. P., & Gross, P. (2013). Image Transfer in a Sponsorship Alliance.
Marketing Review St. Gallen, 30(1), 22-35.
https://doi.org/10.1365/s11621-013-0186-1




