
99 

DAFTAR PUSTAKA 

 
 

Ajzen, I., & Fishbein, M. (1977), “Attitude – Behavior Relations: A Theoritical 

Analysis and Review of Empirical Research”, Psychological Bulletin, Vol. 84, 

No. 5, 888-918 

Ajzen, I. (1992), “A Comparison of the Theory of Planned Behavior and the Theory 

of Reasoned Action”, Personality and Social Psychology Bulleting, Vol. 18, 

No. 1, 3-9 

Almossawi, M. (2014), “Effectiveness of SMS Advertising: A Study of Young 

Customers in Bahrain”, Global Journal of Management and Business 

Research: E Marketing, Vol. 14, No. 4, 4-20 

Asosiasi Penyelenggaa Jasa Internet Indonesia (2016), “Statistik Pengguna dan 

Perilaku Pengguna Internet Indonesia”. http://www.apjii.or.id/survei2016. 

Diakses pada 15 November 2016 

Azizi, S. (2013), “A Model for Short Message Service Advertising Avoidance 

Determinants: An Iranian Experience”, Management & Marketing Challenges 

for The Knowledge Society, Vol. 8, No. 4, 655-668 

Bamba, F., & Barnes, S. J. (2007), “SMS Advertising, Permission and The 

Consumer: A Study”, Business Process Management Journal, Vol. 13, No. 6, 

815-829 

Barnes, S. J., & Scornavacca, E. (2004), “Mobile Marketing: The Role of 

Permission and Acceptance”, International Journal of Mobile 

Communications, Vol. 2, No. 2, 187-218 

Bauer, H. H., Barnes, S. J., Reichardt, T., & Neumann, M. M. (2005), “Driving 

Consumer Acceptance of Mobile Marketing: A Theoretical Framework and 

Empirical Study”, Journal of Electronic Commerce Research, Vol. 6, No. 3, 

181-192 

Caroll, A., Barnes, S. J., Scornavacca, E., & Fletcher, K. (2007), “Consumer 

Perceptions and Attitudes Toward SMS Advertising: Recent Evidence from 

New Zealand”, International Journal of Advertising, Vol. 26, No. 1, 79-98 

Cervellon, M., & Dube, L. (2002), “Assessing The Cross-Cultural Applicability of 

Affective and Cognitive Componentss of Attitude”, Journal of Cross-Cultural 

Psychology, Vol. 33, No. 3, 346-357 

Cheong, H. J., & Park, M. (2005), “Mobile Internet Acceptance in Korea”, Internet 

Research, Vol. 15, No. 2, 125-140 

Choi, Y. (2015), “The Positive and Negative Effects of Intrusiveness Mobile 

Advertising”, Thesis Gelar Master, University of Florida 

Pengaruh Faktor Afektif dan Kognitif Determinan Sikap Terhadap Intensi untuk Menerima
Pengiklanan
Seluler: Studi pada Pengiklanan Seluler Berformat Display
BRIO ELPRANATA, Drs. Teguh Budiarto, M.I.M.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/



100 

Chowdhury, K. H., Parvin, N., Weitenberner, C., Becker, M. (2006), “Consumer 

Attitude Toward Mobile Advertising in An Emerging Market: An Empirical 

Study”, International Journal of Mobile Marketing, Vol. 1, No. 2, 33-42 

Davis, F. D. (1989), “Perceived Usefulness, Perceived Easy of Use, and User 

Acceptance of Information Technology”, MIS Quarterly, Vol. 13, No. 3, 319-

331 

Davis, F. D. (1993), “User Acceptance of Information Technology: System 

Caracteristics, User Perceptions and Behavioral Impacts”, International 

Journal Man-Machine Studies, Vol. 38, No.1, 475-487 

De Reyck, B., & Degraeve, Z. (2003), “Broadcast Scheduling for Mobile 

Advertising”, Operations Research, Vol. 51, No. 4, 509-517 

Dholakia, R. R., Dholakia, N. (2004), “Mobility and Markets: Emerging Outlines of 

M-commerce”, Journal of Business Research, Vol. 57, No. 12, 1391-1396 

Dix, S., Jamieson, K., & Shimul S. A. (2016), “SMS Advertising The Hallyu Way: 

Drivers, Acceptance and Intention to Receive”, Asia Pacific Journal of 

Marketing and Logistics, Vol. 28, No. 2, 360-380  

Edwards, S. M., Li, H., & Lee, J. H. (2002), “Forced Exposure and Psychological 

Reactance: Antecedents and Consequences of The Perceived Intrusiveness of 

Pop-Up Ads”, Journal of Advertising, Vol. 31, No. 3, 83-95 

Fabrigar, L. R., & Petty, R. E. (1994), “Measuring the Affective and Cognitive 

Properties of Attitudes: Conceptual and Methodological Issues”, Personality 

and Social Psychology Bulleting, Vol. 20, No. 6, 619-634  

Gao, S., & Zhang, Z. (2016), “An Empirical Examination of Users’ Adoption of 

Mobile Advertising in China”, Information Development, Vol. 32, No.2, 203-

215 

Gao, T., Sultan, F., Rohm, J. A. (2010), Factors Influencing Chinese Youth 

Consumers’ Acceptance of Mobile Marketing”, Journal of Consumer 

Marketing, Vol. 27, No. 7, 574-583 

Gazley, A., Hunt, A., McLaren, L. (2015), “The Effects of Location-Based-

Services on Consumer Purchase Intention at Point of Purchase”, European 

Journal of Marketing, Vol. 49, No. 9, 1686-1708 

Google (2013), “Our Mobile Planet: Memahami Konsumen Seluler Indonesia” 

Grant, I., & O’Donohoe, S. (2007), “Why Young Consumers Are Not Open to 

Mobile Marketing Communication”, International Journal of Advertising, Vol. 

26, No. 2, 223-246  

Haghirian, P., & Madlberger, M. (2005), “Consumer Attitude Toward Advertising 

via Mobile Devices: An Empirical Investigation Among Austrian Users”, ECIS 

2005 Proceedings, 44 

Hair, J. F. H., Bush, R. P., & Ortinau, D. J. (2009). Marketing Research, edisi 4, 

New York: McGraw-Hill. 

Pengaruh Faktor Afektif dan Kognitif Determinan Sikap Terhadap Intensi untuk Menerima
Pengiklanan
Seluler: Studi pada Pengiklanan Seluler Berformat Display
BRIO ELPRANATA, Drs. Teguh Budiarto, M.I.M.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/



101 

Hair, Jr., J. F., Anderson, R.E., Babin, B. J., & Black, W.C. (2010). Multivariate 

Data Analysis, edisi 7, Upper Saddle River: Prentice Hall. 

Hartono, J. M., & Abdillah, W., (2014). Konsep & Aplikasi PLS (Partial Least 

Square) untuk Penelitian Empiris, Yogyakarta: BPFE-Yogyakarta. 

Interactive Advertising Bureau & PwC (2016), “IAB Internet Advertising Revenue 

Report: 2016 First Six Months Results November 2016”. 

http://www.iab.com/wpcontent/uploads/2016/04/IAB_Internet_Advertising_R

evenue_Report_HY_2016___.pdf. Diakses pada 20 Februari 2017 

Karjaluoto, H., Lehto, H., Leppaniemi, M., & Jayawardhena, C. (2008), “Exploring 

Gender Influence on Customer’s Intention to Engage Permission-Based 

Mobile Marketing”, Electronic Markets, Vol. 18, No. 3, 242-259 

Kotler, P., & Armstrong, M. G. (2010). Principles of Marketing, edisi 13, New 

York City: Pearson Higher Education 

Kwon, J., & Vogt, A. C. (2010), “Identifying the Role of Cognitive, Affective, and 

Behavioral Components in Understanding Residents’ Attitudes toward Place 

Marketing”, Journal of Travel Research, Vol. 49, No. 4, 423-435 

Le, D. T., Nguyen, H. B. (2014), “Attitude Toward Mobile Advertising: A Study of 

Mobile Web Display and Mobile App Display Advertising”, Asian Academy of 

Management Journal, Vol. 19, No. 2, 87-103 

Lin, K., & Lu, H. (2015), “Predicting Mobile Social Network Acceptance Based on 

Mobile Value and Social Influence”, Internet Research, Vol. 25, No. 1, 107-

130 

Liu, C., Sinkovics, R. R., Pezderka, N. Haghirian, P. (2012), “Determinants of 

Consumer Perceptions toward Mobile Advertising: AComparison between 

Japan and Austria”, Journal of Interactive Marketing, Vol. 26, No.1, 21-32 

Majority (2016). “Mobile Ad Type: A Visual Guide to The Different Kinds of 

Mobile Ads”. https://www.majority.co/mobile-ad-types/. Diakses pada 20 

Februari 2017 

Milward Brown (2014), “AdReaction: Marketing in A Multiscreen World”. 

https://www.millwardbrown.com/adreaction/2014/report/MillwardBrown_Ad

Reaction-2014_Global.pdf. Diakses pada 12 Januari 2016 

Min Teah, P. I. (2009), “Young Consumers' Motives for Using SMS and 

Perceptions Towards SMS Advertising”, Direct Marketing: An International 

Journal, Vol. 3, No. 2, 97-108 

Mobile Marketing Association (2015). “MMA Updates Definition of Mobile 

Marketing”. http://mmaglobal.com/news/mma-updates-definition-mobile-

marketing. Diakses pada 20 Desember 2015 

Nielsen Company (2014), “Digital Consumer Report”. 

http://www.nielsen.com/content/dam/corporate/us/en/reports-downloads/. 

Diakses pada 12 Januari 2017 

Pengaruh Faktor Afektif dan Kognitif Determinan Sikap Terhadap Intensi untuk Menerima
Pengiklanan
Seluler: Studi pada Pengiklanan Seluler Berformat Display
BRIO ELPRANATA, Drs. Teguh Budiarto, M.I.M.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/



102 

Nwagwu, E. W., & Famiyesin, B. (2016), “Acceptance of Mobile Advertising by 

Consumers in Public Service Institution in Lagos, Nigeria”, The Electronic 

Library, Vol. 34, No. 2, 265-288 

Nysveen, H., Pedersen, P. E., & Thorbjornsen, H. (2005), “Explaining Intention to 

Use Mobile Chat Services: Moderating Effects of Gender”, Journal of 

Consumer Marketing, Vol. 22, No. 5, 247-256  

Parreño, M. J., Sanz-Blas, S., Ruiz-Mafé, C., Aldás-Manzano, J. (2013), “Key 

Factors of Teenagers' Mobile Advertising Acceptance”, Industrial 

Management & Data Systems, Vol. 113, No. 5, 732-749 

Persaud, A., & Azhar, I., (2012), "Innovative Mobile Marketing via Smartphones", 

Marketing Intelligence & Planning, Vol. 30, No. 4, 418-443 

Saadeghvaziri, F., & Hosseini, K. H. (2010), “Mobile Advertising: An Investigation 

of Factors Creating Positive Attitude in Iranian Customers”, African Journal of 

Business Management, Vol. 5, No. 2, 394-404 

Schiffman, L.G., & Kanuk, L.L. (2010), Consumer Behavior, edisi 10, Upper 

Saddle River, NJ: Prentice Hall. 

Sekaran, U., & Bougie, R., (2007), Research Methods for Business: A Skill Building 

Approach, edisi 6, Chichester-United Kingdom: John Wiley & Sons. 

Tripati, N. S., & Masood, S. H. (2008), “Effectiveness of Mobile Advertising: The 

Indian Scenario”, Vikalpa, Vol. 33, No. 4, 47-60 

Tsang, M. M., Ho, S. C. and Liang, T. P. (2004), “Consumer Attitudes Toward 

Mobile Advertising: An Empirical Study”, International Journal of Electronic 

Commerce, Vol. 8, No. 3, 65-78 

Van der Waldt, D. L. R., Rebbello, T. M., & Brown, W. J. (2009), “Attitude of 

Young Consumers Toward SMS Advertising”, African Journal of Business 

Management, Vol. 3, No. 9, 444-452 

We Are Social (2016), “Digital in 2016: We Are Social’s Compendium of Global 

Digital, Social, and Mobile Data, Trends, and Statistics”. 

https://www.slideshare.net/wearesocialsg/digital-in-2016. Diakses pada 20 

November 2016 

Xu, J. D. (2006), “The Influence of Personalization in Affecting Consumer Attitude 

toward Mobile Advertising in China”, Journal of Computer Information 

System, Vol. 47, No. 2, 9-19 

Yang, H., Liu, H., & Zao, L. (2011), “Extending TPB and TAM to Mobile Viral 

Marketing: An Exploratory Study on American Young Consumers’ Mobile 

Viral Marketing Attitude, Intent and Behavior”, Asia Pacific Journal of 

Marketing and Logistics, Vol. 24, No. 1, 59-77 

  

Pengaruh Faktor Afektif dan Kognitif Determinan Sikap Terhadap Intensi untuk Menerima
Pengiklanan
Seluler: Studi pada Pengiklanan Seluler Berformat Display
BRIO ELPRANATA, Drs. Teguh Budiarto, M.I.M.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/


