
DAFTAR PUSTAKA 
 
 

Adolphs, C., & Winkelmann, A. (2010). Personalization research in e-commerce-
A state of the art review. (2008). Journal of Electronic Commerce Research, 
11(4), 326-341. 

Aguirre, E., Mahr, D., Grewal, D., de Ruyter, K., & Wetzels, M. (2015). Unraveling 
the Personalization Paradox: The Effect of Information Collection and Trust-
Building Strategies on Online Advertisement Effectiveness. Journal of 
Retailing, 91 (1), 34–49. 

Ajzen, I. (2005). Attitudes, personality, and behavior. United Kingdom: McGraw-
Hill Education. 

Ajzen, I. (2012). Martin Fishbein’s legacy: The reasoned action approach. The 
Annals of the American Academy of Political and Social Science, 640(1), 11-
27.  

Barnard, L. (2014). The cost of creepiness: How online behavioral advertising 
affects consumer purchase intention (doctoral dissertation). University of 
North Carolina, United States. 

Barnard, L. (2014). The cost of creepiness: How online behavioral advertising 
affects consumer purchase intention. 

Bennett, S. C. (2011). Regulating Online Behavioral Advertising. John Marshall 
Law Review, 44, 899–62. 

Berkowitz, L. (1973). Reactance and the unwillingness to help 
others. Psychological Bulletin, 79(5), 310. 

Borgesius, F. J. Z. (2015a). Improving Privacy Protection in the Area of 
Behavioural Targeting. Alphen aan de Rijn, the Netherlands: Kluwer Law 
International, IEEE Security and Privacy, 2, 103–107. 

Borgesius, F. J. Z. (2015b). Informed Consent: We Can Do Better to Defend 
Privacy. IEEE Security and Privacy, 2, 103–107. 

Borgesius, F. J. Z. (2016). Singling out people without knowing their names – 
Behavioural targeting, pseudonymous data, and the new data protection 
regulation. Computer Law & Security Review, 32(2), 256–271. 

Brehm, S. S., & Brehm, J. W. (1981). Psychological reactance: A theory of freedom 
and control. New York: Academic. 



Dillard, J. P., & Shen, L. (2005). On the nature of reactance and its role in 
persuasive health communication. Communication Monographs, 72(2), 144-
168. 

Edwards, A. D., Rogers, N. C., Slack, E. C., & Nolte, M. A., Schulz, O., 
Schweighoffer, E., ... & e Sousa, C. R. (2005). Syk-dependent cytokine 
induction by Dectin-1 reveals a novel pattern recognition pathway for C type 
lectins. Immunity, 22(4), 507-517. 

Fachryto, T., & Achyar, A. (2018). Effect of Online Behavioral Advertising 
Implementation on Attitude toward Ad and Purchase Intention in Indonesian 
E-Marketplace 

Gao, S. (2005). Attitude towards knowledge sharing behavior. Journal of computer 
information systems, 46(2), 45-51. 

Goldfarb, A., & Tucker, C. (2011). Online display advertising: Targeting and 
obtrusiveness. Marketing Science, 30(3), 389-404. 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver 
bullet. Journal of Marketing theory and Practice, 19(2), 139-152. 

Hsu, C. L., & Lin, J. C. C. (2015). What drives purchase intention for paid mobile 
apps?–An expectation confirmation model with perceived value. Electronic 
Commerce Research and Applications, 14(1), 46-57.     

Jai, T. M. C., Burns, L. D., & King, N. J. (2013). The effect of behavioral tracking 
practices on consumers’ shopping evaluations and repurchase intention 
toward trusted online retailers. Computers in Human Behavior, 29(3), 901-
909. 

Khan, I., & Rahman, Z. (2014). Influence of experiential marketing on customer 
purchase intention: A study of passenger car market. Management and 
Labour Studies, 39(3), 319-328. 

Kotler, P., & Keller, K. L. (2016). Marketing Management. Pearson. 

Liu, D., & Guo, X. (2017). Can trust and social benefit really help? Empirical 
examination of purchase intentions for wearable devices. Information 
Development, 33(1), 43-56. 

McDonald, A., & Cranor, L. F. (2010). Beliefs and behaviors: Internet users’ 
understanding of behavioral advertising. Journal of Marketing, 1(1). 

Morimoto, M., & Chang, S. (2006). Consumers’ attitudes toward unsolicited 
commercial e-mail and postal direct mail marketing methods: intrusiveness, 
perceived loss of control, and irritation. Journal of Interactive 
Advertising, 7(1), 1-11. 



Myhrvold, S., & Hamre, M. A. S. (2018). Too Creepy for Comfort? A Study of 
Personalized Online Advertising Effects on Attitude Towards The Ad and 
The Advertised Brand Across High/Low Involvement and Socially Sensitive 
Products, and The Mediating Role of The Creepiness Factor. 

Park, C., Kim, D., Oh, J., & Yu, H. (2017). Predicting user purchase in E-commerce 
by comprehensive feature engineering and decision boundary focused under-
sampling. In Proceedings of the 2015 International ACM Recommender 
Systems Challenge (pp. 1-4). 

Quick, B. L., & Stephenson, M. T. (2008). Examining the role of trait reactance and 
sensation seeking on perceived threat, state reactance, and reactance 
restoration. Human Communication Research, 34(3), 448-476. 

Rains, S. A. (2013). The nature of psychological reactance revisited: A meta-
analytic review. Human Communication Research, 39(1), 47-73. 

Sanje, G., & Senol, I. (2012). The importance of online behavioral advertising for 
online retailers. International Journal of Business and Social Science, 3(18). 

Shen, L., & Dillard, J. P. (2005). Psychometric properties of the Hong 
psychological reactance scale. Journal of personality assessment, 85(1), 74-
81. 

Stankevich, A. (2017). Explaining the consumer decision-making process: critical 
literature review. Journal of International Business Research and Marketing, 
2(6). 

Sumarwan, U. (2014). Pemasaran Strategik: Perspektif Perilaku Konsumen dan 
Marketing Plan. Bogor: IPB press. 

Thomas, T., & Johnson, J. (2017). The Role of Celebrity Attractiveness & Celebrity 
Trustworthiness on Effectiveness of Social Advertising. Vilakshan: The 
XIMB Journal of Management, 14(2). 

Wang, Y. H., & Tsai, C. F. (2014). The relationship between brand image and 
purchase intention: Evidence from award winning mutual funds. The 
international journal of business and finance research, 8(2), 27-40. 

White, T. B., Zahay, D. L., Thorbjørnsen, H., & Shavitt, S. (2008). Getting too 
personal: Reactance to highly personalized email solicitations. Marketing 
Letters, 19(1), 39–50. doi:10.1007/s11002-007-9027-9. 

Young, J. (2019). Global ecommerce sales to reach nearly $3.46 trillion in 2019. . 
Retrieved from Digital Commerce 360: 
https://www.digitalcommerce360.com/article/global-ecommerce-sales/ 

 


