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European outlook. Custom Publishing, 2020.  (buku) 

[24] D. Gefen, “Customer loyalty in e-commerce,” Journal of the Association for 

Information Systems, vol. 3, no. 1, pp. 27–53, 2002.  

[25] M. Freimuth, Addicted?: Recognizing destructive behavior before it's too late. 

Rowman & Littlefield, 2008. (buku) 

[26]  Costikyan, G and Mulligan, J, “Making the base: Business model for online 

game” 2003.  

[27]  Curtis, P, “Directions and implications of advanced computing,” ACM SIGCHI 

Bulletin, vol. 24, no. 4, pp. 27–30, 1992.  

[28]  Cheng-Hsun Ho and Ting-Yun Wu, “Factors Affecting Intent to Purchase Virtual 

Goods in Online Games,” International Journal of Electronic Business 

Management, vol. 10, 2012.  

[29]  Lin, H. and Sun, C.-T., “Cash trade within the magic circle: Free-to-play game 

challenges and massively multiplayer online game player responses. ,” DiGRA 

2007: Situated Play, 2007.  

[30] Live Gamer, Virtual item monetization: “A powerful revenue opportunity for 

online game publishers and virtual world operators”. 2008. 



 

43 
 

[31]  Guo, Y., & Barnes, S. Virtual item purchase behavior in virtual worlds: “An 

exploratory investigation. Electronic Commerce Research”, 2009.  9(1-2), 77-96. 

[32] V. Lehdonvirta, “Virtual item sales as a revenue model: Identifying attributes that 

drive purchase decisions,” Electronic Commerce Research, vol. 9, no. 1-2, pp. 

97–113, 2009.  

[33]  McCracken, G. “Who is the celebrity endorser?” Cultural foundations of the 

endorsement process. J. Consumer Res. 1989. 

[34]  Atkin, C., Block, M, Effectiveness of celebrity endorsers. J. Advert. Res. 23 (1), 

1983. 

[35] Doss, S.K., The transference of brand attitude: the effect on the celebrity endorser. 

J. Manag. Mark. 2011.  

[36] Gitomer, J.H. Customer Satisfaction Is Worthless, Customer Loyalty Is Priceless. 

Bard Press, Indiana. 1998. 

[37]  Till, B.D., Stanley, S.M., Priluck, R., Classical conditioning and celebrity 

endorsers: an examination of belongingness and resistance to extinction. Psychol. 

Mark. 25 (2), 2008. 

[38]  Spry, A., Pappu, R., Cornwell, T.B., Celebrity endorsement, brand credibility and 

brand equity. Eur. J. Mark. 45 (6), 2011.  

[39]  Keller, K.L., Brand synthesis: the multidimensionality of brand knowledge. J. 

Consumer Res. 29 (4), 2003. 

[40]  Aaker, D.A., Keller, K.L., Consumer evaluations of brand extensions. J. Mark. 54 

(1), 1990. 

[41]   KING, Geoff & KRZYWINSKA Tanya. Tomb Raiders And Space Invaders – 

Videogames, Forms & Contexts. London/New York: I. B. TAURIS & Co, 2006. 

[42]  S. W. Wang, G. H.-Y. Kao, and W. Ngamsiriudom, “Consumers' attitude of 

endorser credibility, brand and intention with respect to celebrity endorsement of 



 

44 
 

the airline sector,” Journal of Air Transport Management, vol. 60, pp. 10–17, 

2017.  

[43]  S.-L. Wu and C.-P. Hsu, “Role of authenticity in Massively Multiplayer Online 

Role Playing Games (mmorpgs): Determinants of Virtual item purchase 

intention,” Journal of Business Research, vol. 92, pp. 242–249, 2018.  

[44]  A. Wongkitrungrueng and N. Assarut, “The role of live streaming in Building 

Consumer Trust and engagement with Social Commerce Sellers,” Journal of 

Business Research, vol. 117, pp. 543–556, 2020.  

[45]  B. Marder, D. Gattig, E. Collins, L. Pitt, J. Kietzmann, and A. Erz, “The avatar's 

new clothes: Understanding why players purchase non-functional items in free-to-

play games,” Computers in Human Behavior, vol. 91, pp. 72–83, 2019.  

[46]  C. Homburg and B. Rudolph, “Customer satisfaction in industrial markets: 

Dimensional and multiple role issues,” Journal of Business Research, vol. 52, no. 

1, pp. 15–33, 2001.  

[47]  C. Kim, S.-G. Lee, and M. Kang, “I became an attractive person in the virtual 

world: Users’ identification with virtual communities and avatars,” Computers in 

Human Behavior, vol. 28, no. 5, pp. 1663–1669, 2012.  

[48]  D. D. Li, A. K. Liau, and A. Khoo, “Player–avatar identification in video gaming: 

Concept and measurement,” Computers in Human Behavior, vol. 29, no. 1, pp. 

257–263, 2013.  

[49]  C.-I. Teng, “Customization, immersion satisfaction, and online gamer loyalty,” 

Computers in Human Behavior, vol. 26, no. 6, pp. 1547–1554, 2010.  

[50]  D. Choi and J. Kim, “Why people continue to play online games: In search of 

critical design factors to increase customer loyalty to online contents,” 

CyberPsychology & Behavior, vol. 7, no. 1, pp. 11–24, 2004.  

[51]  P. F. Xie, T.-C. (E. Wu, and H.-W. Hsieh, “Tourists' perception of authenticity in 

indigenous souvenirs in Taiwan,” Journal of Travel & Tourism Marketing, vol. 

29, no. 5, pp. 485–500, 2012.  



 

45 
 

[52]  X. Yi, V. S. Lin, W. Jin, and Q. Luo, “The authenticity of heritage sites, tourists’ 

quest for existential authenticity, and Destination Loyalty,” Journal of Travel 

Research, vol. 56, no. 8, pp. 1032–1048, 2016.  

[53]  Gefen, Karahanna, and Straub, “Trust and tam in online shopping: An integrated 

model,” MIS Quarterly, vol. 27, no. 1, p. 51, 2003.  

[54]  D. Gefen and D. W. Straub, “Consumer Trust in B2C e-commerce and the 

importance of social presence: Experiments in E-products and e-services,” 

Omega, vol. 32, no. 6, pp. 407–424, 2004.  

[55] Y. Bart, V. Shankar, F. Sultan, and G. L. Urban, “Are the drivers and role of 

online trust the same for all web sites and consumers? A large-scale exploratory 

empirical study,” Journal of Marketing, vol. 69, no. 4, pp. 133–152, 2005.  

[56]  R. Rosdiana, I. A. Haris, and K. R. Suwena, “Pengaruh Kepercayaan Konsumen 

terhadap minat Beli Produk pakaian secara online,” Jurnal Pendidikan Ekonomi 

Undiksha, vol. 11, no. 1, p. 318, 2019.  

[57]  E. L. Deci and R. M. Ryan, “The ‘what’ and ‘why’ of goal pursuits: Human needs 

and the self-determination of behavior,” Psychological Inquiry, vol. 11, no. 4, pp. 

227–268, 2000.  

[58]  A. K. Przybylski, C. S. Rigby, and R. M. Ryan, “A motivational model of video 

game engagement,” Review of General Psychology, vol. 14, no. 2, pp. 154–166, 

2010.  

[59]  I. Daud and M. E. Fitrianto, “Peran Celebrity Endorser dalam membentuk 

perceive value dan purchasing intention,” Jurnal Manajemen dan Bisnis 

Sriwijaya, vol. 13, 2015.  

[60]  T.-S. Chang, W.-H. Hsiao, T.-C. Chen, and E. Ganbold, “Hedonic, Utilitarian, and 

Social Motivations for Consumers Purchase Mobile in-App Content Behavior ,” 

vol. 7, 2019.  

[61]  G. Lucas, E. Szablowski, J. Gratch, A. Feng, T. Huang, J. Boberg, and A. Shapiro, 

“The effect of operating a virtual doppleganger in a 3D simulation,” Proceedings 

of the 9th International Conference on Motion in Games, 2016.  



 

46 
 

[62]  Suh, Kim, and Suh, “What if your avatar looks like you? dual-congruity 

perspectives for avatar use,” MIS Quarterly, vol. 35, no. 3, p. 711, 2011.  

[63]  S. Trepte and L. Reinecke, “Avatar creation and video game enjoyment,” Journal 

of Media Psychology, vol. 22, no. 4, pp. 171–184, 2010.  

[64]  H. Vicdan and E. Ulusoy, “Symbolic and experiential consumption of body in 

virtual worlds: From (dis)embodiment to Symembodiment,” Journal For Virtual 

Worlds Research, vol. 1, no. 2, 2008.  

[65]  J. Banks, “Object, me, symbiote, other: A social typology of player-avatar 

relationships,” First Monday, 2015.  


