galktor—Faktor yang Mempengaruhi Efektivitas Product Placement: Studi pada Merek Maybelline
alam
Program Reality Show Asia Next Top Model Siklus-5
ANINA SUKMAJATI, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D
UNIVERSITAS

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

DAFTAR PUSTAKA

Balasubramanian, Siva K. (2014). Modelling Attitude in Movie Product Placement.
Journal of Product and Brand Management

Clow, Kenneth E., & Baack, Donald E. (2015). Integrated Advertising, Promotion,
and Marketing Global Edition 71" ed. New Jersey : Prentice Hall, Inc.

Cooper, D. R., & Schindler, P. S. (2011). Business Research Methods. 11" ed. New
York: Mc Graw Hill Companies, Inc.

Kramolis, Jan & Martina, Kopeckova. (2013). Product Placement: A Smart Marketing
Tool Shifting a Company to the Next Competitive Leve. Journal of
Competitiveness.

Kotler, Philip, & Keller, Kevin Lane. (2012). Marketing Management, 14" ed. New
Jersey : Prentice Hall, Inc.

Kwon, Eunseon. & Jung, Jong-Hyouk. (2013). Product Placement in TV Shows: The
Effect of Consumer Socialization Agents on Product Placement Attitude
and Purchase Intention. Online Journal of Communication and Media
Technologies.

Percy, Larry (2008). Strategic Integrated Marketing Communications.Oxford: Elsevier

Sekaran, Uma & Bougie, Roger. (2013). Research Method for Business. United
Kingdom. Jhon Wiley and Sons Ltd.



