g(Ian Seri Web dan Kesadaran Jenama (Studi Eksperimental tentang Sikap Konsumen terhadap Iklan
eri
Web dalam Membangun Kesadaran Jenama)
SHIFA ASMA AHSANITAQWIM, Syafrizal, S.I.P., M.A.
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2018 | 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.

Aktan, M., Aydogan, S. & Aysuna, C. (2016). Web advertising value and students’
attitude toward advertising. European Journal of Bussiness and
Management, 8(9), 86-97.

Alanne, J. (2017). Online video advertising in building brand equity. Tesis Aalto
University School of Business.

Alhaddad, A. A. (2015). The effect of advertising awareness. International Journal
of e-Education, e-Business, e-Management and e-Learning, 5(2), 73-84,
doi: 10.17706/ijeeee.2015.5.2.73-84.

Azwar, S. (2008). Sikap Manusia Teori dan Pengukuran Edisi Kedua. Yogyakarta:
Pustaka Pelajar.

Azwar, S. (2015). Reliabilitas dan Validitas. Yogyakarta: Pustaka Pelajar.

Balasubramanian, S. K., Karrh, J. A. & Patwardhan, H. (2006). Audience response
to product placement. Journal of Advertising, 35(3), 115-141. doi:
10.2753/JOA0091-3367390308.

Bitner, M., & Obermiller, C. (1985). The elaboration likelihood model: limitation
and extensions in marketing. Advance in Consumer Research, 12, 420-425.

Bungin, B. (2005). Metode Penelitian Kuantitatif: Komunikasi, Ekonomi, dan
Kebijakan Publik serta llmu-ilmu Sosial Lainnya. Jakarta: Kencana Prenada
Media Group.

Carcelen, S. & Alameda, D. (2017). The effects of digital media advertising content
on message acceptance or rejection: brand trust as a moderating factor.
Journal of Internet  Commerce, 16(4). 364-384, doi:
10.1080/15332861.2017.1396079.

Chandra, B., Goswami, S. & Chouhan, V. (2012). Investigating attitude towards
online advertising on social media - an empirical study. Management
Insight, 8(1), 1-14.



g(Ian Seri Web dan Kesadaran Jenama (Studi Eksperimental tentang Sikap Konsumen terhadap Iklan
eri

Web dalam Membangun Kesadaran Jenama)

SHIFA ASMA AHSANITAQWIM, Syafrizal, S.I.P., M.A.

Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Christian, J. A. (2012). The web as television reimagined? Online network and the
persuit of legacy media. Journal of Communication Inquiry, 36(4), 340-356.
doi: 10.1177/0196859912462604.

Cohen, D. (2009, September 21). IKEA, llleana Douglas Find Web Series Easy to
Assemble. Adweek. Retrieved from http://www.adweek.com/digital/ikea-
illeana-douglas-find-web-series-easy-to-assemble/.

Corporate Excellence. (2014). A new way of doing advertisement: branded content.
Insight &Trend, 137, 1-4.

Dacosta, M. D. & Sugandi, M S. (2017). Strategi kreatif iklaln dalam pemanfaatan
webseries (stui kasus axelerate: the series axe indonesia oleh makna
creative. e-Proceeding of Managemet, 4(3), 1150-1155.

de Chernatony, L. D., Mcdonald, M. &Wallace, E. (2011). Creating powerful
brands. Burlington : Butterworth-Heinemann.

Dehghani, M., Ramezani, I., Niaki, M. K. & Sali, R. (2016). Evaluating the
influence of youtube advertising for attraction of young customers.
Computers in Human Behavior, 59, 165-172. doi:
10.1016/j.chb.2016.01.037.

Droge, C. (1989). Shaping the route to attitude change: central versus peripheral
processing through comparative versus noncomparative advertising.
Journal of Marketing Research, 26, 193 — 204.

Ducoffe, R. H. (1995). How consumers assess the value of advertising. Journal of
Current Issues & Research in Advertising, 17(1), 1-18. doi:
10.1080/10641734.1995.10505022.

Griffin, E. (2011). A First Look at Communication Theory (8th ed.). New York:
McGraw-Hill.

Gunawan, A. (2018, March 26). [Infografis] Traveloka: Sejarah Lahirnya Sebuah
Unicorn. Retrieved from https://id.techinasia.com/infografis-sejarah-
traveloka.

Hackley, C. (2005). Advertising and Promotion: Communicating Brands. London:
SAGE Publications.



g(Ian Seri Web dan Kesadaran Jenama (Studi Eksperimental tentang Sikap Konsumen terhadap Iklan
eri
Web dalam Membangun Kesadaran Jenama)
SHIFA ASMA AHSANITAQWIM, Syafrizal, S.I.P., M.A.
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

Haida, A. & Rahim, H. L. (2015). Social media advertising value: a study on
consumer’s perception. International Academic Research Journal of
Business and Technology, 1(1), 1-8.

Hair, J., Black, W. & Anderson, R. (2010). Multivariate Data Analysis, Seventh
Edit ion. Pearson Prentice Hall.

Hansen, S. S., Lee, J. K. & Lee, S. Y. (2014). Consumer-generated ads on youtube:
impacts of source credibility and need for cognition on attitudes, interactive
behaviors, and ewom. Journal of Electronic Commerce Research, 15(3),
254-266.

Hasyim, S. & Yasin N. M. (2012). Exploring the mediating effect of brand
relationship quality in the service brand equity and brand resonance linkage.
Tesis Universiti Malaysia Serawak.

Hudson, S. & Hudson, D. (2006). Branded entertainment: a new advertising
technique or product placement in disguise? Journal of Marketing
Management, 22, 489-504. doi: 10.1362/026725706777978703.

Huei, C. H. & Shu, M. H. (2011). A study of appeals and argument types on web
advertisement. Chinese Management Review, 14(4), 1-29.

Segarra-Saavedra, J., Tur-Vifies, V., Campos-Dominguez, E. & del-Pino-Romero,
C. (2017). Branded web-serie as an advertising strategy. The
#EncuentraTulLugar case. Revista Latina de Comunicacion Social, 72, 883-
896. doi: 10.4185/RLCS-2017-1198-48en.

Jogiyanto, H.M. (2007). Metode Penelitian Bisnis: Salah Kaprah dan
Pengalaman-pengalaman. Yogyakarta: BPFE.

Kamath, A. (2017). To study the effect of branded entertainment in web series on
the brand sales. Thesis Deviprasad Goenka Management College of Media
Studies.

Kang, J. M. (2017). Just another platform for television? The emerging web dramas
as digital culture in south korea. Media, Culture & Society, 39(5), 762-772.
doi: 10.1177/0163443717709442.



g(Ian Seri Web dan Kesadaran Jenama (Studi Eksperimental tentang Sikap Konsumen terhadap Iklan
eri

Web dalam Membangun Kesadaran Jenama)

SHIFA ASMA AHSANITAQWIM, Syafrizal, S.I.P., M.A.

Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Karson, E. J. & Korgaonkar, P. (2001). An experimental investigation of internet
advertising and the elaboration likelihood model. Journal of Current Issues
and Research in Advertising, 23(2), 53-72.

Kasali, R. (1993). Manajemen Periklanan: Konsep dan Aplikasinya di Indonesia.
Jakarta: PT. Temprint.

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based
brand equity. Journal of Marketing, 57(1), 1-22.

Keller, K. L. (2013). Strategic Brand Management: Building, Measuring and
Managing Brand Equity. Edinburgh: Pearson.

Kriyantono, R. (2010). Teknik Praktis Riset Komunikasi. Jakarta: Kencana Prenada
Media Group.

Lavidge, R.J. & Steiner, G.A. (1961). A model for predictive measurements of
advertising effectiveness. Journal of Marketing, 25(4), 59-62.

Lee, C. M., Loo, C.H., Peng, C. S., Xian, S. G. (2014). Consumers’ attitude towards
online advertising: the study on informational responses. Thesis
International Business Universiti Tunku Abdul Rahman.

Ling, K. C., Piew, H. T. & Chai, L. T. (2010). The determinants of consumers’
attitude towards advertising. Canadian Social Science, 6(4), 114-126.

Littlejohn, S., & Foss, K. (2009). Teori Komunikasi, edisi 9. Jakarta: Salemba

Humanika.
Lubis, M. (2017, November 22). Belanja Iklan Produk FMCG Januari-September
2017 Tumbuh Positif. Nielsen. Retrieved from

http://www.nielsen.com/id/en/press-room/2017/BELANJA-IKLAN-
PRODUK-FMCG-JANUARI-SEPTEMBER-2017-TUMBUH-
POSITIF.html.

Ma, J. & Liu H. (2010). Advertising management influence effectiveness of online
advertising: a study of white-collar workers in online advertising context.
Dissertation Master International Marketing.

MacKenzie, S. B. & Lutz, R. J. (1989). An empirical examination of the structural
antecedents of attitude toward the ad in an advertising pretesting context.
Journal of Marketing, 53, 48-65. doi: 10.2307/1251413.



g(Ian Seri Web dan Kesadaran Jenama (Studi Eksperimental tentang Sikap Konsumen terhadap Iklan
eri

Web dalam Membangun Kesadaran Jenama)

SHIFA ASMA AHSANITAQWIM, Syafrizal, S.I.P., M.A.

Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Monaghan, W. (2017). Starting from ... now and the webseries to television
crossover: an online revolution?. Media International Australia, 164(1), 82-
91. doi: 10.1177/1329878X17708842.

Monica, V. S. (2017). Analisis strategi pesan iklan dalam tayangan web series
youtube (studi kasus pada web series bukalapak — medok pendekar jari
sakti). Skripsi Prodi llmu Komunikasi Universitas Bakrie.

Morrisan, M. A. (2010). Periklanan Komunikasi Pemasaran Terpadu. Jakarta:
Kencana Prenadamedia Group.

Moyano, J. A., Gonzalez, M. B. & Perdioguero, J. R. (2015). Branded
entertainment: entertainment content as marketing communication tool. A
study of its current situation in spain. Revista Latina de Comunicacién
Social, 070, 519-538. d0i:10.4185/RLCS-2015-1057en.

Musson, N. L. (2014). Branded entertainment as an experiential marketing tool to
generation y consumers in south africa. Tesis University of the
Witwatersrand.

Mustikasari, R. P. (2016). Pengaruh penggunaan unsur budaya pada iklan tvc
terhadap brand awareness (studieksperimenpadaiklan garuda indonesia
airlines versi garuda indonesia experience). Skripsi llmu Komunikasi
Universitas Brawijaya.

Neezm, S. M. A. B. (2010). Penentu ketaatan jenama dan kesan kepuasan
pengguna: dalam konteks telefon bimbit. Tesis Universitas Malaysia Sabah.

Neuman, W. (2013). Metode Penelitian Sosial: Pendekatan Kualitatif dan
Kuantitatif. Jakarta Barat: Indeks.

Normann, M. V. (2015). The Positive Effevts of Interactive Advertising on Brand
Attitudes. Master Thesis Copenhagen Bussines School.

Petty, R., & Cacioppo, J. (1986). The elaboration likelihood model of persuasion.
Advances in experimental social psychology, 19, 123-192.

Pramanda, A. K. & Murfebriaraning, S. (2018). Pengaruh iklan web series “sore:
istri dari masa depan” terhadap brand image tropicana slim. e-Proceeding

of Management, 5(1), 1409-1415.



g(Ian Seri Web dan Kesadaran Jenama (Studi Eksperimental tentang Sikap Konsumen terhadap Iklan
eri

Web dalam Membangun Kesadaran Jenama)

SHIFA ASMA AHSANITAQWIM, Syafrizal, S.I.P., M.A.

Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Pratama, A. H. (2017, January 24). Saingi Tiket dan Tokopedia, Traveloka Turut
Luncurkan Layanan Pemesanan Tiket Kereta. Tech in Asia. Retrieved from
https://id.techinasia.com/saingi-tiket-dan-tokopedia-traveloka-turut-jual-
tiket-kereta-api.

Probowati, D. (2016, August 25). Web Series: Tontonan Serial Kekinian. Femina.
Retrieved  from  https://www.femina.co.id/trending-topic/web-series-
tontonan-serial-kekinian.

Rahim, M. H. A., Mahbob, H. M., Sulaiman, W. I.W. (2009). Pengiklan strategik:
jenama global di malaysia. Jurnal Komunikasi, Malaysian Journal of
Communication, 25, 32-41.

Ristiawan, D. & Purwanto, H. M. (2002). Analisis proses sentral dan peripheral
sebagai anteseden model perubahan sikap konsumen pada iklan indirect
comparative dan noncomparative. Jurnal Sosiohumanika, 15(2), 447-473.

Setiaji, D. (2017, August 28). Strategi Tiket.com, Traveloka, dan Pegipegi Hadapi
Persaingan di  Indonesia. Tech in Asia. Retrieved from
https://id.techinasia.com/strategi-tiket-com-traveloka-dan-pegipegi.

Similar Web. Retrieved from https://www.similarweb.com/website/traveloka.com
#overview.

Sugiyono. (2010). Metode penelitian kuantitatif, kualitatif, dan R&D. Bandung:
Alfabeta.

Sugiyono. (2010). Statistika untuk penelitian. Bandung: Alfabeta.

Terkan, R. (2014). Importance of creative advertising and marketing according to
university students’ perspective. International Review of Management and
Marketing, 4(3), 239-246.

Think with Google. (2015). Retrieved from http://apac.thinkwithgoogle.com/ads-
leaderboards/youtube-leaderboard-1D-H2-2015.html.

Think with Google. (2016). Retrieved from http://apac.thinkwithgoogle.com/ads-
leaderboards/youtube-leaderboard-id-h216.html.

Think with Google. (2017). Retrieved from http://apac.thinkwithgoogle.com/ads-
leaderboards/youtube-leaderboard-indonesia-H1-2017.html.


http://apac.thinkwithgoogle.com/ads-leaderboards/youtube-leaderboard-indonesia-H1-2017.html
http://apac.thinkwithgoogle.com/ads-leaderboards/youtube-leaderboard-indonesia-H1-2017.html

g(Ian Seri Web dan Kesadaran Jenama (Studi Eksperimental tentang Sikap Konsumen terhadap Iklan
eri

Web dalam Membangun Kesadaran Jenama)

SHIFA ASMA AHSANITAQWIM, Syafrizal, S.I.P., M.A.

Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Ting H. & de Run, E. C. (2015). Attitude towards advertising: a young generation
cohort’s perspective. Asian Journal of Business Research, 5(1), 83-96. doi:
10.14707/ajbr.150012.

Top Brand Award. (2017). Top Brand Index 2017 fase 2. Retrieved from
http://www.topbrand-award.com/top-brand-survey/survey-
result/top_brand_index_ 2017 fase 2.

Traveloka. Retrieved from https://press.traveloka.com/history/.

Tsang, M. M., Ho, S. C. & Liang, T. P. (2004). Consumer attitudes toward mobile
advertising: an empirical study. International Journal of Electronic
Commerce, 8(3), 65-78.

Tuomi, C. (2010). Branded entertainment: Discovering the Possibilities in Mobile
Media. Master Thesis Hanken School of Economic.

Wang, C., Zhang, P., Choi, R. & D’Eredita, M. (2002). Understanding consumers
attitude toward advertising. Eighth Americans Conference on Information
Systems, 1143-1148.

Wang, P. & Wen, M. J. (2017) Personalization, privacy, and attitudes toward online
advertising among respondents from different cultures and in different
lifestyle segments. Decision Sciences Institute, 1-12.

Williams, D. (2012). Web TV Series: How to Make and Market Them. Harpenden:
Oldcastle Books. Retrieved from
https://books.google.co.id/books?id=FDxXA8RVOVEC&pg=PT182&Ipg=
PT182&dg=Dan+Williams+(2012)+Web+TV+Series:+How+to+Make+an
d+Market+Them+pdf&source=bl&ots=unmDSTAHu7&sig=EORzVvu0OM
dabrGMzHuCkr90dhVU&hl=id&sa=X&ved=0ahUKEwj8p9bC7vnZAhU
BNo8KHdbtBk4Q6AEISzAE#v=0nepage&q=web%20series&f=false.



