
63 
 

DAFTAR PUSTAKA 

 

Admin LIPI Press (2021). Sirkulasi Film Platform Streaming di Indonesia. Didapatkan pada 

9 Januari 2023. https://lipipress.lipi.go.id/detailpost/sirkulasi-film-platform-

streaming-di-indonesia  

Al-Kadi, T. (2013). Product placement: A booming industry in search of appropriate 

regulation. Journal of Marketing Research & Case Studies, 2013, 1–13. 

http://dx.doi.org/10.5171/2013.561655  

Annur, C. M. (2020). Video online konten hiburan paling sering dikunjungi pengguna 

internet Indonesia. Databoks. Didapatkan pada 9 Januari 2023. 

https://databoks.katadata.co.id/datapublish/2020/11/11/video-online-konten-

hiburan-paling-sering-dikunjungi-pengguna-internet-indonesia  

Bagozzi, R. P., & Silk, A. J. (1983). Recall, Recognition, and the Measurement of Memory 

for Print Advertisements. Marketing Science, 2(2), 95–

134. doi:10.1287/mksc.2.2.95   

Balasubramanian, S. K. (1994). Beyond Advertising and Publicity: Hybrid Messages and 

Public Policy Issues. Journal of Advertising, 23(4), 29–

46. doi:10.1080/00913367.1943.10673457 

Bhatnagar, A., & Ghose, S. (2004). A latent class segmentation analysis of e-shoppers. 

Journal of Business Research, 57(7), 758–767. doi:10.1016/s0148-2963(02)00357-

0 

Bressoud, E., Lehu, J.-M., & Russell, C. A. (2010). The Product Well Placed. Journal of 

Advertising Research, 50(4), 374–385. doi:10.2501/s0021849910091622 

Chan, F.F.Y., Lowe, B. and Petrovici, D. (2016). Processing of product placements and 

brand persuasiveness. Marketing Intelligence & Planning, Vol. 34 No. 

3. https://doi.org/10.1108/MIP-03-2015-0051 



64 
 

Cowley, E., & Barron, C. (2008). When Product Placement Goes Wrong: The Effects of 

Program Liking and Placement Prominence. Journal of Advertising, 37(1), 89–

98. doi:10.2753/joa0091-3367370107 

Dens, N., De Pelsmacker, P., Wouters, M., & Purnawirawan, N. (2012). Do you like what 

you recognize?. Journal of Advertising, 41(3), 35-54. 

https://doi.org/10.2753/JOA0091-3367410303  

Dirgantara, A. (2022). Kemenparekraf: Jumlah penonton bioskop sudah pulih, hampir 

seperti sebelum pandemi covid-19. Kompas. Didapatkan pada 8 Januari 2023. 

https://nasional.kompas.com/read/2022/07/04/14351401/kemenparekraf-jumlah-

penonton-bioskop-sudah-pulih-hampir-seperti-sebelum  

Eagle, L., & Dahl, S. (2018). Product placement in old and new media: Examining the 

evidence for concern. Journal of Business Ethics, 147(3), 605-618. 

http://dx.doi.org/10.1007/s10551-015-2955-z 

Fikrie, M. (2021). Jumlah pengguna Netflix di seluruh dunia tembus 203,6 juta. 

KumparanTech. Didapatkan pada 9 Januari 2023. 

https://kumparan.com/kumparantech/jumlah-pengguna-netflix-di-seluruh-dunia-

tembus-203-6-juta-1v2ewjEfiVH/1 

Flannelly, K. J., Flannelly, L. T., & Jankowski, K. R. B. (2018). Threats to the Internal 

Validity of Experimental and Quasi-Experimental Research in Healthcare Threats to 

the Internal Validity of Experimental and Quasi-Experimental Research in 

Healthcare. Journal of Health Care Chaplaincy, 0(0), 1–24. 

https://doi.org/10.1080/08854726.2017.1421019  

Gerald, B. (2018). A brief review of independent, dependent and one sample t-

test. International journal of applied mathematics and theoretical physics, 4(2), 50-

54. http://article.ijoamtp.com/pdf/10.11648.j.ijamtp.20180402.13.pdf  



65 
 

Gupta, P. B., & Gould, S. J. (2007). Recall of Products Placed as Prizes versus Commercials 

in Game Shows. Journal of Current Issues & Research in Advertising, 29(1), 43–

53. doi:10.1080/10641734.2007.10505207  

Gupta, P. B., & Lord, K. R. (1998). Product Placement in Movies: The Effect of Prominence 

and Mode on Audience Recall. Journal of Current Issues & Research in Advertising, 

20(1), 47–59. doi:10.1080/10641734.1998.10505076  

Heale, R., & Twycross, A. (2015). Validity and reliability in quantitative studies. Evidence 

Based Nursing, 18(3), 66–67. doi:10.1136/eb-2015-102129 

Holbrook, M. B., & Grayson, M. W. (1986). The Semiology of Cinematic Consumption: 

Symbolic Consumer Behavior in Out of Africa. Journal of Consumer Research, 

13(3), 374. doi:10.1086/209076  

Hoyle, R. H. (1995). The structural equation modeling approach: Basic concepts and 

fundamental issues. In R. H. Hoyle (Ed.), Structural Equation Modeling: Concepts, 

Issues, and Applications (pp. 1-15). Sage Publications. 

Hung, K.-P., Chen, A. H., Peng, N., Hackley, C., Tiwsakul, R. A., & Chou, C.-I. (2011). 

Antecedents of luxury brand purchase intention. Journal of Product and Brand 

Management, 20(6), 457-467. http://dx.doi.org/10.1108/10610421111166603  

Johnston, A. C., & Warkentin, M. (2010). The Influence of Perceived Source Credibility on 

End User Attitudes and Intentions to Comply with Recommended IT Actions. 

Journal of Organizational and End User Computing, 22(3), 1–

21. doi:10.4018/joeuc.2010070101 

Karrh, J. A. (1998). Brand placement: A review. Journal of Current Issues & Research in 

Advertising, 20(2), 31-49. https://doi.org/10.1080/10641734.1998.10505081 

Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-Based Brand 

Equity. Journal of Marketing, 57(1), 1–22. doi:10.1177/002224299305700101 



66 
 

Khurram, M., Qadeer, F., & Sheeraz, M. (2018). The Role of Brand Recall, Brand 

Recognition and Price Consciousness in Understanding Actual Purchase. Journal of 

Research in Social Sciences, 6(2), 219-241, 2018, Available at 

SSRN: https://ssrn.com/abstract=3215875 

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer equity? 

An empirical study of luxury fashion brand. Journal of Business Research, 65(10), 

1480-1486. https://doi.org/10.1016/j.jbusres.2011.10.014 

Kiram, S. (2007). Perencanaan dan perancangan interior arena bermain Mal Artha Gading 

Jakarta[Thesis]. http://digilib.isi.ac.id/id/eprint/207 

Lehu, J.-M., & Bressoud, E. (2008). Effectiveness of brand placement: New insights about 

viewers. Journal of Business Research, 61(10), 1083–

1090. doi:10.1016/j.jbusres.2007.09.015 

Li, H., Daugherty, T., & Biocca, F. (2002). Characteristics of virtual experience in 

electronic commerce: A protocol analysis. Journal of Interactive Marketing, 15(3), 

13-30. http://dx.doi.org/10.1002/dir.1013.abs 

Li, H., Daugherty, T., & Biocca, F. (2002). Impact of 3-D advertising on product 

knowledge, brand attitude, and purchase intention: The mediating role of 

presence. Journal of Advertising, 31(3), 43-

58. http://dx.doi.org/10.1080/00913367.2002.10673675 

MacCalum, R. C., & Austin, J. T. (2000). Applications of structural equation modeling in 

psychological research. Annual Review of Psychology, 51, 201-

226. https://doi.org/10.1146/annurev.psych.51.1.201 

Muktisari, S. A. (2022). Disebut 'Ratu Sold-Out', 5 Barang Ini Langsung Terjual Habis Usai 

Dipakai Song Hye Kyo! Apa Saja? Didapatkan pada 9 Januari 2023. 



67 
 

https://www.beautynesia.id/life/disebut-ratu-sold-out-5-barang-ini-langsung-

terjual-habis-usai-dipakai-song-hye-kyo-apa-saja/b-259825 

Newswire (2021). Dipakai 93,8% Pengguna Internet Indonesia, Youtube Jadi Medsos 

Terpopuler. Didapatkan pada 10 Desember 2021. https://www.solopos.com/dipakai-

938-pengguna-internet-indonesia-youtube-jadi-medsos-terpopuler-1107625  

Rigdon, E. E. (1998). The equal correlation baseline model for comparative fit assessment 

in structural equation modeling. Structural Equation Modeling: A Multidisciplinary 

Journal, 5(1), 63-77. https://doi.org/10.1080/10705519809540089 

Russell, C. A. (1998). Toward a Framework of Product Placement: Theoretical Propositions, 

in NA - Advances in Consumer Research Volume 25, eds. Joseph W. Alba & J. 

Wesley Hutchinson, Provo, UT : Association for Consumer Research, Pages: 357-

362. http://acrwebsite.org/volumes/8178/volumes/v25/NA-25  

Russell, C. A. (2002). Investigating the effectiveness of product placements in television 

shows: The role of modality and plot connection congruence on brand memory and 

attitude. Journal of Consumer Research, 29(3), 306-

318. http://dx.doi.org/10.1086/344432 

Song, S., Chan, F. F. Y., & Wu, Y. (2019). The interaction effect of placement 

characteristics and emotional experiences on consumers’ brand recognition. Asia 

Pacific Journal of Marketing and Logistics, 32(6), 1269–1285. doi:10.1108/apjml-

04-2019-0236  

Suhr, D. (2006). The Basics of Structural Equation Modeling. University of Northern 

Colorado. https://www.lexjansen.com/wuss/2006/tutorials/TUT-Suhr.pdf 

Verhellen, Y., Dens, N., & Pelsmacker, P. De. (2013). Consumer Responses To Brands 

Placed In Youtube Movies: The Effect Of Prominence And Endorser Expertise. 



68 
 

Journal of Electronic Commerce Research, 14(4), 287–303. 

https://repository.uantwerpen.be/docman/irua/5774e6/f2300f3c.pdf  

Watson, A., Alexander, B., & Salavati, L. (2018). The impact of experiential augmented 

reality applications on fashion purchase intention. International Journal of Retail & 

Distribution Management, 48(5), 433-451. https://doi.org/10.1108/IJRDM-06-

2017-0117 

Williams, K. C., Petrosky, A., Hernandez, E. H., & Page, R. A. (2011). Product placement 

effectiveness: Revisited and renewed. Journal of Management and Marketing 

Research, 7(1), 1-24. https://www.researchgate.net/profile/Kaylene-

Williams/publication/266733618_Product_Placement_Effectiveness_Revisited_an

d_Renewed/links/5438ad290cf204cab1d6d8c9/Product-Placement-Effectiveness-

Revisited-and-Renewed 

  


