
 
 

81 

DAFTAR PUSTAKA 

 
APJII. (2017). Infografis Penetrasi dan Perilaku Pengguna Internet Indonesia. 

Jakarta: Asosiasi Penyelenggara Jasa Internet Indonesia. Adobe PDF.  

 

APJII. (2020). Laporan Survei Internet APJII: 2019-2020 (Q2). Jakarta: Asosiasi 

Penyelenggara Jasa Internet Indonesia. Adobe PDF.  

 

Cooper, Donald R. and Pamela S. Schindler. (2014). Business Research Method, 

12th ed. New York: McGraw-Hill/Irwin. 

 

Csikszentmihalyi, Mihaly. and Judith LeFevre. (1989). Optimal Experience in 

Work and Leisure, Journal of Personality and Social Pscychology, 56(5): 

822-815. 

 

Csikszentmihalyi, Mihaly. (2014). Flow and The Foundation of Positive 

Psychology: The Collected Works of Mihaly Csikszentmihalyi. London: 

Springer. 

 

Ducoffe, Robert H. (1996). Advertising Value and Advertising on The Web, 

Journal of Advertising Research, (September/Oktober): 35-21. 

 

Grewal, Dhruv; Yakov Bart; Martin Spann; and Peter Pal Zubcsek. (2016). Mobile 

Advertising: A Framework and Research Agenda, Journal of Interactive 

Marketing, 34: 14-3.   

 

Ha, Young Wook; Myeong-Cheol Park; and Euehun Lee. (2014). A Framework for 

Mobile SNS Advertising Effectiveness: User Perceptions and Behaviour 

Perspective, Behaviour and  Information Technology, 33(12): 1346-1333.  

 

Hair, Joseph F; G. Tomas M. Hult; Christian M. Ringle; and Marko Sarstedt. 

(2014). A Primer on Partial Least Squares Structural Equation Modeling 

(PLS-SEM). Thousand Oaks, California: SAGE Publications. 

Model Nilai Periklanan dan Pengalaman Mengalir pada Niat Pembelian: Pengaruh Persepsi Nilai
Produk
dan Interaktivitas dalam Periklanan Telepon Pintar di Indonesia
ALDI RIZAL PRASETYA, Prof. Basu Swastha Dharmmesta, M.B.A., Ph.D.
Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/



 
 

82 

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

(2014). Multivariate Data Analysis, 7th ed. London: Pearson Education 

Limited. 

 

Hair, Joseph F; Jeffrey J. Risher; Marko Sarstedt; and Christian M. Ringle. (2019). 

When to use and how report the result of PLS-SEM, European Business 

Review, 31(1): 24-2. 

 

Hamouda, Manel. (2018). Understanding Social Media Advertising Effect on 

Consumers’ Response: An Empirical Investigation of Tourism Advertising 

on Facebook, Journal of Enterprise Information Management, 31(3): 445-

426. 

 

Hoffman, Donna L. and Thomas P. Novak. (1996). Marketing in Hypermedia 

Environment Foundations: Conceptual Foundations, Journal of Marketing, 

60(3): 68-50.  

 

Hoffman, Donna L. and Thomas P. Novak. (2009). Flow online: Lessons Learned 

and Future Prospects, Journal of Interactive Marketing, 23(1): 34-23.  

 

Huang, Ming-Hui. (2003). Designing Website Attributes to Induce Experiental 

Encounters, Computers in Human Behavior, 19: 442-425. 

 

Kim, Yoo J. and Ji-Young Han. (2014). Why Smartphone Advertising Attracts 

Customers: A Model of Web Advertising, Flow, and Personalization, 

Computers in Human Behavior, 33: 269-256.  

 

Lee, Eui-Bang; San-Gun Lee; and Chang-Gyu Yang. (2017). The Influences of 

Advertisement Attitude and Brand Attitude on Purchase Intention of 

Smartphone Advertising,  Industrial Management and Data Systems,  

117(6): 1036-1011.  

 

Model Nilai Periklanan dan Pengalaman Mengalir pada Niat Pembelian: Pengaruh Persepsi Nilai
Produk
dan Interaktivitas dalam Periklanan Telepon Pintar di Indonesia
ALDI RIZAL PRASETYA, Prof. Basu Swastha Dharmmesta, M.B.A., Ph.D.
Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/



 
 

83 

Liu, Chia-Ling; Rudolf R. Sinkovics; Noemi Pezderka; and Parissa Haghirian. 

(2012). Determinants of Consumer Perceptions toward Mobile Advertising: 

A Comparison between Japan and Austria, Journal of Interactive 

Marketing, 26: 32-21. 

 

Luna, David; Laura A. Perrachio; and Maria D. de Juan. (2002). Cross-Cultural and 

Cognitive Aspect of Web Site Navigation, Journal of The Academy of 

Marketing Science, 30(4): 410-397. 

 

Martins, Jose; Catarina Costa; Tiago Olivera; Ramiro Goncalves; and Frederico 

Branco. (2019). How Smartphone Advertising Influences Consumer 

Purchase Intention, Journal of Business Research, 94: 387-378.  

 

Novak, Thomas P; Donna L. Hoffman; and Yiu-Fai Yung. (2000). Measuring the 

Customer Experience in Daring Environments: A Structural Modeling 

Approach, Marketing Science, 19(1):42-22.  

 

Richard, Marie-Odile. and Ramdas Chandra. (2005). A Model of Consumer Web 

Navigational Behavior: Conceptual Development and Application, Journal 

of Business Research, 58: 1029-1019. 

 

Sari, Dessy Kurnia; Suziana Suziana; and Donard Games. (2020). An Evaluation 

of Social Media Advertising for Muslim Millenal Parents, Journal of 

Islamic Marketing, Vol. ahead-of-print No. ahead-of-print. 

https://doi.org/10.1108/JIMA-02-2020-0055 

 

Skadberg, Yongxia Xia. and James R. Kimmel. (2004). Visitors’ Flow Experience 

While Browsing A Web Site: Its Measurement, Contributing Factors and 

Consequences, Computers in Human Behavior. 20: 422-403. 

 

 

Model Nilai Periklanan dan Pengalaman Mengalir pada Niat Pembelian: Pengaruh Persepsi Nilai
Produk
dan Interaktivitas dalam Periklanan Telepon Pintar di Indonesia
ALDI RIZAL PRASETYA, Prof. Basu Swastha Dharmmesta, M.B.A., Ph.D.
Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/



 
 

84 

Sweeney, Jillian C. and Geoffrey N. Soutar. (2001). Consumer Perceived Value: 

The Development of a Multiple Item Scale, Journal of Retailing. 77: 220-

203 

 

Walsh, Gianfranco; Edward Shiu; and Louise M. Hassan. (2014). Replicating, 

Validating, and Reducing The Length of The Consumer Perceived Value 

Scale, Journal of Business Research. 67: 267-260. 

 

Yoo, Boonghee; Naveen Donthu; and Sungho Lee. (2000). An Examination of 

Selected Marketing Mix Elements and Brand Equity, Journal of The 

Academy of Marketing Science. 28: 211-195. 

 

Yoo, Boonghee. and Naveen Donthu. (2001). Developing and Validating a 

Multidimensional Consumer-Based Brand Equity Scale, Journal of 

Business Research. 52: 14-1. 

 

Model Nilai Periklanan dan Pengalaman Mengalir pada Niat Pembelian: Pengaruh Persepsi Nilai
Produk
dan Interaktivitas dalam Periklanan Telepon Pintar di Indonesia
ALDI RIZAL PRASETYA, Prof. Basu Swastha Dharmmesta, M.B.A., Ph.D.
Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/


