
 

83 

 

DAFTAR PUSTAKA 

BUKU 

Armstrong, Kotler 2015, “Marketing an Introducing Pretiece Hall twelfth edition”, 

England : Pearson Education, Inc. 

 

Donni Juni Priansa. 2017. Komunikasi Pemasaran Terpadu Pada Era Media Sosial. 

Bandung: CV Pustaka Setia. 

 

Ferdinand. 2006: Metode Penelitian Manajemen: Pedoman penelitian untuk 

Skripsi, Tesis, dan Desertasi Ilmu Manajemen. Semarang: Badan Penerbit 

Universitas Diponegoro. 

 

Kotler, P. and Keller, K. L. 2009. Manajemen pemasaran (terjemahan: Bobsabran), 

Edisi 13 jilid 1 dan 2. Jakarta: PT. index. 

 

Sugiyono. 2016. Metode Penelitian manajemen. Bandung: Alfabeta. 

 

Suliyanto. 2011. Ekonometrika Terapan: Teori dan Aplikasi dengan SPSS. 

Yogyakarta: Andi Offset. 

 

JURNAL 

Antwi, S. (2021). “I just like this e-Retailer”: Understanding online consumers 

repurchase intention from relationship quality perspective. Journal of 

Retailing and Consumer Services, 61(March), 102568. 

https://doi.org/10.1016/j.jretconser.2021.102568. 

 

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What Is 

It? How Is It Measured? Does It Affect Loyalty? Journal of Marketing, 73(3), 

52–68. https://doi.org/10.1509/jmkg.73.3.52. 

 

Carlson, J., & O’Cass, A. (2010). Exploring the relationships between e-service 

quality, satisfaction, attitudes and behaviours in content-driven e-service web 

sites. Journal of Services Marketing, 24(2), 112–127. 

https://doi.org/10.1108/08876041011031091. 

 

Chahal, H., & Dutta, K. (2015). Measurement and impact of customer experience 

in banking sector. Decision, 42(1), 57–70. https://doi.org/10.1007/s40622-

014-0069-6. 

 

Diallo, M.F., Siqueira Jr., J.R., 2017. How previous positive experiences with store 

brands affect purchase intention in emerging countries. Int. Market. Rev. 34 



84 

 

 

(4), 536–558. 

 

Dou, R., Li, W., Nan, G., Wang, X., & Zhou, Y. (2021). How can manufacturers 

make decisions on product appearance design? A research on optimal design 

based on customers’ emotional satisfaction. Journal of Management Science 

and Engineering, 6(2), 177–196. https://doi.org/10.1016/j.jmse.2021.02.010. 

 

Ebrahim, R., Ghoneim, A., Irani, Z., & Fan, Y. (2016). A brand preference and 

repurchase intention model: the role of consumer experience. Journal of 

Marketing Management, 32(13–14), 1230–1259. 

https://doi.org/10.1080/0267257X.2016.1150322. 

 

Elbedweihy, A. M., Jayawardhena, C., Elsharnouby, M. H., & Elsharnouby, T. H. 

(2016). Customer relationship building: The role of brand attractiveness and 

consumer-brand identification. Journal of Business Research, 69(8), 2901–

2910. https://doi.org/10.1016/j.jbusres.2015.12.059. 

 

Fang, Y., Qureshi, I., Sun, H., McCole, P., Ramsey, E., & Lim, K. H. (2014). Trust, 

satisfaction, and online repurchase intention: The moderating role of perceived 

effectiveness of e-commerce institutional mechanisms. MIS Quarterly: 

Management Information Systems, 38(2), 407–427. 

https://doi.org/10.25300/MISQ/2014/38.2.04. 

 

Forsythe, S. M., & Shi, B. (2003). Consumer patronage and risk perceptions in 

Internet shopping. Journal of Business Research, 56(11), 867–875. 

https://doi.org/10.1016/S0148-2963(01)00273-9. 

 

Fu, X., & Juan, Z. (2017). Understanding public transit use behavior: integration of 

the theory of planned behavior and the customer satisfaction theory. 

Transportation, 44(5), 1021–1042. https://doi.org/10.1007/s11116-016-9692-

8. 

 

Han, H., Lee, K. S., Song, H. J., Lee, S., & Chua, B. L. (2019). Role of coffeehouse 

brand experiences (sensory/affective/intellectual/behavioral) in forming 

patrons’ repurchase intention: Impact of switching costs. Journal of 

Hospitality and Tourism Insights, 3(1), 17–35. https://doi.org/10.1108/JHTI-

03-2019-0044. 

 

Hasan, S. (2021). Assessment of electric vehicle repurchase intention: A survey-

based study on the Norwegian EV market. Transportation Research 

Interdisciplinary Perspectives, 11(March), 100439. 

https://doi.org/10.1016/j.trip.2021.100439. 

 

Holbrook, M. B., & Hirschman, E. C. (1982). The Experiential Aspects of 

Consumption: Consumer Fantasies, Feelings, and Fun. Journal of Consumer 

Research, 9(2), 132–140. http://www.jstor.org/stable/2489122. 



85 

 

 

 

Hsu, C. L., Chen, M. C., & Kumar, V. (2018). How social shopping retains 

customers? Capturing the essence of website quality and relationship quality. 

Total Quality Management and Business Excellence, 29(1–2), 161–184. 

https://doi.org/10.1080/14783363.2016.1171706. 

 

Husain, R., Paul, J., & Koles, B. (2022). The role of brand experience, brand 

resonance and brand trust in luxury consumption. Journal of Retailing and 

Consumer Services, 66(December 2021), 102895. 

https://doi.org/10.1016/j.jretconser.2021.102895. 

 

Hwang, J., Choe, J. Y. (Jacey), Kim, H. M., & Kim, J. J. (2021). Human baristas 

and robot baristas: How does brand experience affect brand satisfaction, brand 

attitude, brand attachment, and brand loyalty? International Journal of 

Hospitality Management, 99(March), 103050. 

https://doi.org/10.1016/j.ijhm.2021.103050. 

 

Iglesias, O., Markovic, S., & Rialp, J. (2019). How does sensory brand experience 

influence brand equity? Considering the roles of customer satisfaction, 

customer affective commitment, and employee empathy. Journal of Business 

Research, 96(August 2017), 343–354. 

https://doi.org/10.1016/j.jbusres.2018.05.043. 

 

Iglesias, O., Singh, J. J., & Casabayó, M. (2011). Key changes and challenges for 

brands in an uncertain environment. Journal of Product & Brand 

Management, 20(6), 436–439. https://doi.org/10.1108/10610421111166577. 

 

Javed, M. K., & Wu, M. (2020). Effects of online retailer after delivery services on 

repurchase intention: An empirical analysis of customers’ past experience and 

future confidence with the retailer. Journal of Retailing and Consumer 

Services, 54(January), 101942. 

https://doi.org/10.1016/j.jretconser.2019.101942. 

 

Jimanto, R. B., Yohanes, D., Kunto, S., & Si, S. (2014). Pengaruh Service Quality 

Terhadap Loyalitas Pelanggan Dengan Customer Satisfaction Sebagai 

Variabel Intervening Pada Ritel Bioskop the Premiere Surabaya. Jurnal 

Manajemen Pemasaran Petra, 2(1), 1–7. 

 

Khalifa, M., & Liu, V. (2007). Online consumer retention: Contingent effects of 

online shopping habit and online shopping experience. European Journal of 

Information Systems, 16(6), 780–792. 

https://doi.org/10.1057/palgrave.ejis.3000711. 

 

Khan, I., & Fatma, M. (2021). Online destination brand experience and authenticity: 

Does individualism-collectivism orientation matter? Journal of Destination 

Marketing and Management, 20(March), 100597. 



86 

 

 

https://doi.org/10.1016/j.jdmm.2021.100597. 

 

Khan, S. A., Liang, Y., & Shahzad, S. (2015). An Empirical Study of Perceived 

Factors Affecting Customer Satisfaction to Re-Purchase Intention in Online 

Stores in China. Journal of Service Science and Management, 08(03), 291–

305. https://doi.org/10.4236/jssm.2015.83032. 

 

Kim, D. J. (2012). An investigation of the effect of online consumer trust on 

expectation, satisfaction, and post-expectation. Information Systems and E-

Business Management, 10(2), 219–240. https://doi.org/10.1007/s10257-010-

0136-2. 

 

Lai, J. Y., Ulhas, K. R., & Lin, J. Da. (2014). Assessing and managing e-commerce 

service convenience. Information Systems Frontiers, 16(2), 273–289. 

https://doi.org/10.1007/s10796-012-9344-2. 

 

Lee, Y. I., & Trim, P. R. J. (2019). Refining brand strategy: insights into how the 

“informed poseur” legitimizes purchasing counterfeits. Journal of Brand 

Management, 26(5), 595–613. https://doi.org/10.1057/s41262-019-00153-x. 

 

Liang, L. J., Choi, H. C., & Joppe, M. (2018). Exploring the relationship between 

satisfaction, trust and switching intention, repurchase intention in the context 

of Airbnb. International Journal of Hospitality Management, 69(October 

2017), 41–48. https://doi.org/10.1016/j.ijhm.2017.10.015. 

 

Moreira, A. C., Fortes, N., & Santiago, R. (2017). Influence of sensory stimuli on 

brand experience, brand equity and purchase intention. Journal of Business 

Economics and Management, 18(1), 68–83. 

https://doi.org/10.3846/16111699.2016.1252793. 

 

Moriuchi, E., & Takahashi, I. (2016). Satisfaction trust and loyalty of repeat online 

consumer within the Japanese online supermarket trade. Australasian 

Marketing Journal, 24(2), 146–156. 

https://doi.org/10.1016/j.ausmj.2016.02.006. 

 

Negash, S., Ryan, T., & Igbaria, M. (2003). Quality and effectiveness in Web-based 

customer support systems. Information and Management, 40(8), 757–768. 

https://doi.org/10.1016/S0378-7206(02)00101-5. 

 

Nysveen, H., & Pedersen, P. E. (2014). Influences of co-creation on brand 

experience: The role of brand engagement. International Journal of Market 

Research, 56(6), 807–832. https://doi.org/10.2501/IJMR-2014-016. 

 

Nysveen, H., Pedersen, P. E., & Skard, S. (2013). Brand experiences in service 

organizations: Exploring the individual effects of brand experience 

dimensions. Journal of Brand Management, 20(5), 404–423. 



87 

 

 

https://doi.org/10.1057/bm.2012.31. 

 

Pallant, J. L., Karpen, I. O., & Sands, S. J. (2022). What drives consumers to 

customize products? The mediating role of brand experience. Journal of 

Retailing and Consumer Services, 64(September 2021), 102773. 

https://doi.org/10.1016/j.jretconser.2021.102773. 

 

Paramita, W., Chan Nhu, H. B., Ngo, L. V., Minh Tran, Q. H., & Gregory, G. 

(2021). Brand experience and consumers’ social interactive engagement with 

brand page: An integrated-marketing perspective. Journal of Retailing and 

Consumer Services, 62(May), 102611. 

https://doi.org/10.1016/j.jretconser.2021.102611. 

 

Şahin, A., Zehir, C., & Kitapçi, H. (2011). The effects of brand experiences, trust 

and satisfaction on building brand loyalty; an empirical research on global 

brands. Procedia - Social and Behavioral Sciences, 24, 1288–1301. 

https://doi.org/10.1016/j.sbspro.2011.09.143. 

 

Seiders, K., Voss, G. B., Grewal, D., & Godfrey, A. L. (2005). Do satisfied 

customers buy more? Examining moderating influences in a retailing context. 

Journal of Marketing, 69(4), 26–43. 

https://doi.org/10.1509/jmkg.2005.69.4.26. 

 

Sirdeshmukh, D., Singh, J., & Sabol, B. (2002). Consumer Trust , Value , and 

Loyalty. Journal of Marketing, 66(1), 15–37. 

 

Spreng, R.A., Harrell, G.D., Mackoy, R.D., 1995. Service recovery: impact on 

satisfaction and intentions. J. Serv. Mark. 9, 15–23. 

 

Yasri, Y., Susanto, P., Hoque, M. E., & Gusti, M. A. (2020). Price perception and 

price appearance on repurchase intention of Gen Y: do brand experience and 

brand preference mediate? Heliyon, 6(11), e05532. 

https://doi.org/10.1016/j.heliyon.2020.e05532. 

 

Yeo, S. F., Tan, C. L., Teo, S. L., & Tan, K. H. (2021). The role of food apps 

servitization on repurchase intention: A study of FoodPanda. International 

Journal of Production Economics, 234(December 2020), 108063. 

https://doi.org/10.1016/j.ijpe.2021.108063. 

 

Zhang, H. (2021). Augmenting brand experience in native advertising on social 

medias using fuzzy-set qualitative comparative analysis. Microprocessors and 

Microsystems, 82(December 2020), 103991. 

https://doi.org/10.1016/j.micpro.2021.103991. 

 

Zhou, H., & Li, L. (2020). The impact of supply chain practices and quality 

management on firm performance: Evidence from China’s small and medium 



88 

 

 

manufacturing enterprises. International Journal of Production Economics, 

230(May), 107816. https://doi.org/10.1016/j.ijpe.2020.107816. 

 

INTERNET 

CEIC Data. 2021. Indonesia Pertumbuhan Penjualan Ritel. (Online), 

(https://www.ceicdata.com/id/indicator/indonesia/retail-sales-growth), 

diakses tanggal 6 Januari 2022. 

 

A.T. Kearney. 2017. Global Retail Development Index. (Online), 

(https://www.kearney.com/global-retail-development-index), diakses 

tanggal 8 Januari 2022. 

 

Dukcapil Kemendagri. 2021. Distribusi Penduduk Indonesia Per Juni 2021. 

(Online), (https://dukcapil.kemendagri.go.id/berita/baca/809/distribusi-

penduduk-indonesia-per-juni-2021-jabar-terbanyak-kaltara-paling-

sedikit), diakses tanggal 8 Januari 2022. 

 

Databoks Katadata. 2018. 2021, Konsumsi Kopi Indonesia Diprediksi Mencapai 

370 Ribu Ton. (Online), 

(https://databoks.katadata.co.id/datapublish/2018/07/31/2021-konsumsi-

kopi-indonesia-diprediksi-mencapai-370-ribu-ton), diakses tanggal 8 

Januari 2022. 

 

Open Data Kota Tasikmalaya. 2018. DATA RESTORAN/CAFE KOTA 

TASIKMALAYA. (Online), (https://data.tasikmalayakota.go.id/dinas-

kepemudaan-olahraga-kebudayaan-dan-pariwisata/data-restoran-cafe-

kota-tasikmalaya/), diakses tanggal 9 Januari 2022. 

  

https://www.ceicdata.com/id/indicator/indonesia/retail-sales-growth
https://www.kearney.com/global-retail-development-index
https://dukcapil.kemendagri.go.id/berita/baca/809/distribusi-penduduk-indonesia-per-juni-2021-jabar-terbanyak-kaltara-paling-sedikit
https://dukcapil.kemendagri.go.id/berita/baca/809/distribusi-penduduk-indonesia-per-juni-2021-jabar-terbanyak-kaltara-paling-sedikit
https://dukcapil.kemendagri.go.id/berita/baca/809/distribusi-penduduk-indonesia-per-juni-2021-jabar-terbanyak-kaltara-paling-sedikit
https://databoks.katadata.co.id/datapublish/2018/07/31/2021-konsumsi-kopi-indonesia-diprediksi-mencapai-370-ribu-ton
https://databoks.katadata.co.id/datapublish/2018/07/31/2021-konsumsi-kopi-indonesia-diprediksi-mencapai-370-ribu-ton
https://data.tasikmalayakota.go.id/dinas-kepemudaan-olahraga-kebudayaan-dan-pariwisata/data-restoran-cafe-kota-tasikmalaya/
https://data.tasikmalayakota.go.id/dinas-kepemudaan-olahraga-kebudayaan-dan-pariwisata/data-restoran-cafe-kota-tasikmalaya/
https://data.tasikmalayakota.go.id/dinas-kepemudaan-olahraga-kebudayaan-dan-pariwisata/data-restoran-cafe-kota-tasikmalaya/

	7f313d7eb53aca58f47250442519f61a0d0a49c6d049aaf17314e5a2eb39d3d3.pdf
	DAFTAR PUSTAKA


