DAFTAR PUSTAKA

Aaker, David A. 1991. Managing Brand Equity: Capitalizing on the Value of a
Brand Name. Free Press, New York, NY

Belk, R.W. (1985). Materialism:Traits aspects of living in the material world.
Journal of Consumer Research,12,265-280.

Berkowitz, Eric N., Roger A. Kerin, Steven W. Hartley, and W. Rudelius. 1992.
Marketing (3rd ed), Irwin : Homewood, IL.

Chang,L., Arkin,R.(2002). “Materialism and an attempt to cope with uncertainty”.
Psychology & Marketing,19,389-406.

Chen, H., Zhou, J., and Yu, J. 2016. “Consumer Perception And Consumption
Behavior Regarding Luxury Products In The Fashion Industry”.
International Journal of Business, Marketing, and Decision Sciences
Volume 9, Number 1.

Choo H.J, Moon H, Kim H, and Yoon N. 2012. “Luxury Customer Value”. Journal
of Fashion Marketing and Management 16 (1) pp. 81-10.

Danziger, P.N. (2005) Let Them Eat Cake: Marketing Luxury to the Masses — As
Well as the Classes. New York, USA: Dearborn Trading Publishing.

Dubois, B. and Duquesne, P. (1993), “The market for luxury goods: income versus
culture”, European Journal of Marketing, VVol. 27 No. 1, pp. 35-44.

Erickson, Gary and Johny K. Johansson. 1985. “The Role of Price in Multi-
Attribute Product Evaluations”. Journal of Consumer Research 12 (2): 195-
199

Gambler, P. (1997) Female Economy. Illinois, USA: University of Illinois Press.

Groth, John and Stephen W. McDaniel. 1993. “The exclusive value principle: The
basis for prestige pricing”. Journal of Consumer Marketing 10 (1): 10-16.

Hennigs, N., Wiedmann, K.P., and Klarmann, C. 2012. “What is the Value of
Luxury? A Cross-Cultural Consumer Perspective”. Psychology and
Marketing, Vol. 29(12): 1018-1034.

Husic M. and Cicic M. 2009. “Luxury Consumption Factors”. Journal of Fashion
Marketing and Management Vol. 13 No. 2, pp. 231-245.

38



Israel, B. (2003) Bachelor Girl: The Secret History of Single Women in the 20th
Century. London: William Morrow and Co London.

Jacoby, Jacob and Jerry C. Olson. 1977. Consumer Response to Price: An
Attitudinal Information Processing Perspective. In Moving Ahead in
Attitude Research. Eds. Yoram Wind and Marshall Greenberg. Chicago, IL.:
American Marketing Association.

Jamal,A.,and Goode,M. (2003).A study of the impact of self-image congruence on
brand  preference and  satisfaction.Marketing  Intelligence &
Planning,19,482-492

Kapferer, J.N. (1997), “Managing luxury brands”, Journal of Brand Management,
Vol. 4 No. 4, pp. 251-60.

Leibenstein, H. (1950). “Bandwagon,snob,and Veblen effects in the theory of
consumers’ demand”. Journal of Economics,64,183-207.

Mehta, A. (1999). “Using self-concept to assess advertising effectiveness”. Journal
of Advertising Research,39,81-89.

Moore, C. and Birtwistle, G. (2005), “The nature of parenting advantage in luxury
fashion retailing — the case of Gucci Group NV”, International Journal of
Retail & Distribution Management, Vol. 33 No. 4.

Park,C.W._,Jaworski,B.J.,and Mclnnis,D.J. (1986). “Strategic brand concept-image
management . Journal of Marketing,50,135-145.

Phau, 1. and Prendergast, G. (2001), “Consuming luxury brands: the relevance of
the ‘rarity principle”, Journal of Brand Management, Vol. 8 No. 2, pp. 122-
38.

Schultz, P.W., & Zelezny, L. C. (1999). ”Values as predictors of environmental
attitudes: Evidence for consistency across 14 countries”. Journal of
Environmental Psychology,19, 255-265

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy what we buy: a
theory of consumption values. Journal of Business Research, 22(2), 159-
170.

Shukla, P., & Purani, K. (2012). “Comparing the importance of luxury value
perceptions in cross-national contexts”. Journal of Business Research,
65(10), 1417-1424.

39



Sirgy, M.J., & Johar,J.S. (1999). “Toward an integrated model of self-congruity and
functional congruity”. European Advances in Consumer Research,4,252—
256.

Song, Y., Hur, W. M., & Kim, M. (2012). Brand trust and affect in the luxury
brand—customer relationship. Social Behavior and Personality: an
international journal, 40(2), 331-338

Srinivasan, R., Srivastava, R. K., & Bhanot, S. (2014). A Study of the antecedents
of purchase decision of luxury brands. Journal of Business and Management,
May, 99-101.

Sugiyono. (2017). Metode Penelitian Pendidikan Pendekatan Kuanttatif, Kualitatif
dan R&D. Bandung: Alfabeta

Sugiyono. (2018). Metode Penelitian Manajemen. Bandung: Alfabeta

Vigneron, F., & Johnson L.W. (2004). “Measuring perceptions of brand luxury”.
Journal of Brand Management, 11, 484-506.

Verhallen, T. M., & Robben, H. S. (1994). “Scarcity and preference: An experiment
on unavailability and product evaluation”. Journal of Economic
Psychology,15,315-331.

Westbrook, R.A.,& Oliver,R.L. (1991). “The dimensionality of consumption
emotion patterns and consumer satisfaction”. Journal of Consumer
Research,18,84-91.

Wiedmann K.P, Hennigs N, and Siebels A. 2009. “Value-Based Segmentation of
Luxury Consumption Behavior”. Psychology & Marketing VVol.26(7):625—
651.

Wong,N.Y., and Ahuvia,A.C. (1998). “Personal taste and family face:Luxury
consumption in Confucian and Western societies”. Psychology &
Marketing,15,423-432.

Yeoman 1. 2011. “The changing behaviours of luxury consumption”. Journal of
Revenue and Pricing Management 10, 47-50.

Yoo, J., Park, M. 2016. “The effects of e-mass customization on consumer
perceived value, satisfaction, and loyalty toward luxury brands”. Journal of
Business Research.

40



Zhan L. and He Y. 2011. “Understanding Luxury Consumption in China:
Consumers perceptions of best-known brands”. Journal of Business
Research 1452-1460

41



