
237 
 

DAFTAR PUSTAKA 

 
 

Aaker, D. (2015). Aaker On Branding: 20 Prinsip Esensial Mengelola dan 

Mengembangkan Brand. Jakarta: PT. Gramedia Pustaka Utama. 

 
Albert, N. and Merunka, D. (2013), “The role of brand love in consumer-brand 

relationships”, Journal of Consumer Marketing, Vol. 30 No. 3, pp. 258-266. 

 
Arikunto, S. (2006). Manajemen Penelitian. Jakarta: Rineka Cipta. 

 

Baker, J., Parasuraman, A., Grewal, D. and Voss, G.B. (2002), “The influence of multiple 

store environment cues on perceived merchandise value and patronage intentions”, 

Journal of Marketing, Vol. 66 No. 2, pp. 120-141. 

 
Batra, R., Ahuvia, A. and Bagozzi, R.P. (2012), “Brand love”, Journal of Marketing, Vol. 

 

76 No. 2, pp. 1-16. 

 
 

Bellezza, S. and Keinan, A. (2014), “Brand tourists: how non–core users enhance the brand 

image by eliciting pride”, Journal of Consumer Research, Vol. 41 No. 2, pp. 397- 

417. 

 
Bitner M.J. (1992). “Servicescapes: The Impact of Physical Surroundings on Customers 

and Employees”. Journal of marketing, 58 

 
Burns, R. B. 1993. Konsep Diri (Teori, Pengukuran, Perkembangan, dan Perilaku). Alih 

bahasa: Eddy. Jakarta : Arcan. 

 
Cavanaugh, L.A., Cutright, K.M., Luce, M.F. and Bettman, J.R. (2011), “Hope, pride, and 

processing during optimal and nonoptimal times of day”, Emotion, Vol. 11 No. 1, 

p. 38. 



238 
 

 
Choi, E.K., Wilson, A. and Fowler, D. (2013), “Exploring customer experiential 

components and the conceptual framework of customer experience, customer 

satisfaction, and actual behavior”, Journal of Foodservice Business Research, Vol. 

16 No. 4, pp. 347-358. 

Christoper Lovelock & Lauren K Wright.2007. Manajemen Pemasaran Jasa, PT. Indeks, 

Indonesia 
 

 

Danang Yudhiantoro. 2004. Analisis Pengaruh Kesesuaian Citra Diri terhadap kesukaan 

merek dan kepuasan. Telaaah bisnis. Volume 5. Nomor 2. Desember. UPN 

“Veteran”. Yogyakarta. 

 
Dataindustri.com (2021). Tren Data Pertumbuhan Industri Makanan dan Minuman 2011- 

2021. Diperoleh 14 Januari 2022, dari https://www.dataindustri.com/wp- 

content/uploads/2021/05/Tren-Data-Pertumbuhan-Industri-Makanan-dan- 
 

Minuman-2010-2021 
 
 

Economy.okezone (2021). Industri Mamin Diproyeksi ‘Kebal’ Covid-19 di 2022. 

Diperoleh 14 Januari 2022, dari 

https://economy.okezone.com/read/2021/12/10/455/2515052/industri-mamin- 

diproyeksi-kebal-covid-19-di-2022 
 
 

Food.detik.com (2020). Klarifikasi Sushi Tei Atas Kasus Pelayan Usir Pelanggan. 

DIperoleh 14 Januari 2022. Dari, https://food.detik.com/berita-boga/d- 

5029118/klarifikasi-sushi-tei-atas-kasus-pelayan-usir-pelanggan 
 
 

Ghodeswar, B. M. (2008). Building brand identity in competitive markets : a conceptual 

model, 1, 4–12. https://doi.org/10.1108/1061042081085646 8 

https://www.dataindustri.com/wp-content/uploads/2021/05/Tren-Data-Pertumbuhan-Industri-Makanan-dan-Minuman-2010-2021
https://www.dataindustri.com/wp-content/uploads/2021/05/Tren-Data-Pertumbuhan-Industri-Makanan-dan-Minuman-2010-2021
https://www.dataindustri.com/wp-content/uploads/2021/05/Tren-Data-Pertumbuhan-Industri-Makanan-dan-Minuman-2010-2021
https://economy.okezone.com/read/2021/12/10/455/2515052/industri-mamin-diproyeksi-kebal-covid-19-di-2022
https://economy.okezone.com/read/2021/12/10/455/2515052/industri-mamin-diproyeksi-kebal-covid-19-di-2022
https://food.detik.com/berita-boga/d-5029118/klarifikasi-sushi-tei-atas-kasus-pelayan-usir-pelanggan
https://food.detik.com/berita-boga/d-5029118/klarifikasi-sushi-tei-atas-kasus-pelayan-usir-pelanggan


239 
 

 
Ghozali,Imam. 2018. ”Aplikasi Analisis Multivariate dengan IBM SPSS 25”. Semarang: 

Badan Penerbit Universitas Diponegoro. 

 
Griffin Jill, 2005, Customer Loyalty Menumbukan dan Mempertahankan Kesetiaan 

Pelanggan, Jakarta: Erlangga 

 

Guba, E.G and Lincoln, Y. S. 1981. Effective Evaluation. San Fransisco : Jossesey- Bas 

Publishers. 

 

Hair, J. F., et al. (2007). Multivariate Data Analysis 6
th 

Edition. New Jersey: Pearson 

Education Inc. 

 
Hart, C., Stachow, G. and Cadogan, J.W. (2013), “Conceptualising town centre image and 

the customer experience”, Journal of Marketing Management, Vol. 29 Nos 15-16, 

pp. 1753-1781. 

 
Hegner, S.M., Fetscherin, M. and van Delzen, M. (2017), “Determinants and outcomes of 

brand hate”, Journal of Product and Brand Management, Vol. 26 No. 1, pp. 13-25. 

 
Helm, S., Renk, U., dan Mishra, A (2016). “Exploring The Impact of Employees’ Self- 

Concept, Brand Identification and Brand Pride on Brand Citizenship Behaviors”, 

European Journal of Marketing, Vol. 50, pp. 58-77. 

 
Hosany, S., & Martin, D. (2012). Self-Image Congruence in Consumer Behavior. Journal 

of Business Research, 65, 685-691. 

Investor.id (2012). Bisnis Makanan Jepang di Indonesia Berkembang Cepat. Diperoleh 14 

Januari 2022, dari https://investor.id/archive/bisnis-makanan-jepang-di-indonesia- 

berkembang-cepat 

https://investor.id/archive/bisnis-makanan-jepang-di-indonesia-berkembang-cepat
https://investor.id/archive/bisnis-makanan-jepang-di-indonesia-berkembang-cepat


240 
 

 
 

Jang, Y.J., Kim, W.G. and Lee, H.Y. (2015), “Coffee shop consumers’ emotional 

attachment and loyalty to green stores: the moderating role of green 

consciousness”, International Journal of Hospitality Management, Vol. 44, pp. 

146-156. 
 

Kim, M.S. and Stepchenkova, S. (2018), “Examining the impact of experiential value on 

emotions, self- connective attachment, and brand loyalty in Korean family 

restaurants”, Journal of Quality Assurance in Hospitality and Tourism, Vol. 19 No. 

3, pp. 298-321. 

 
Kumar, V. and Kaushik, A.K. (2017), “Achieving destination advocacy and destination 

loyalty through destination brand identification”, Journal of Travel and Tourism 

Marketing, Vol. 34 No. 9, pp. 1247-1260. 

 
Kuppelwieser, V.G., Grefrath, R. and Dziuk, A. (2011), “A classification of brand pride 

using trust and commitment”, International Journal of Business and Social Science, 

Vol. 2 No. 3, pp. 36-45. 

 
Mabkhot, H. A., Hasnizam, & Salleh, S. M. (2017). The Influence Of Brand Image And 

Brand Personality On Brand Loyalty, Mediating By Brand Trust: An Empirical 

Study. Jurnal Pengurusan, 50(18), 71–82. 

https://doi.org/doi.org/10.17576/pengurusan-2017-50-07 

 
Moleong, Lexy J. (2017). Metode Penelitian Kualitatif, cetakan ke-36, Bandung : PT. 

Remaja Rosdakarya Offset 

 
Norris, J. I., Wann, D. L., & Zapalac, R. K. (2015). Sport fan maximizing: following the 

best team or being the best fan? Journal of Consumer Marketing, 32(3), 157–166. 



241 
 

https://doi.org/10.1108/JCM-02-2014-0856 

 
Oliver, R.L. (1999), “Whence consumer loyalty?”, Journal of Marketing, Vol. 63 No. 4, 

pp.33-44 

Ortegon-Cortazar, L. and Royo-Vela, M. (2019), “Nature in malls: effects of a natural 

environment on the cognitive image, emotional response, and behaviors of 

visitors”, European Research on Management and Business Economics, Vol. 25 

No. 1, pp. 38-47. 

 
Pandir, B., & Yasin, B. (2017). Brand love and customer engagement’s role over brand 

loyalty. Journal of Management Marketing and Logistics, 4(4), 359-365. 

 
Peter, J.P., dan Olson, J.C., 2000, Perilaku Konsumen dan Strategi Pemasaran, Jakarta: 

Erlangga 

 
Rahmawati, N., Ramdan, A. M., & Samsudin, A. (2019). Analisis Nilai Pelanggan dan 

Pengalaman Pelanggan terhadap Kepercayaan Pelanggan Wisata Kuliner Selamat 

Toserba Sukabumi. JOMB: Journal of Management and Bussines, 1(1), 109-119. 

 
Ranjbarian, B., Fathi, S., & Rezaei, Z., (2012). Factors Influencing on Customers’ E- 

Satisfaction: A case Study from Iran, Journal of contemporary research business, 

vol. 3 (9). 

 
Sallam, M. A. (2014). Sallam, M. A. (2014). The Effects of Brand Image and Brand 

Identification on Brand Love and Purchase Decision Making : The Role of WOM, 

7(10), 187–193. http://doi.org/10.5539/ibr.v7n10p187The Effects of Brand Image 

and Brand Identification on Brand Love a, 7(10), 187– 193. 

https://doi.org/10.5539/ibr.v7n10p187 

http://doi.org/10.5539/ibr.v7n10p187The


242 
 

 
Sarkar, A. (2014), “Brand love in emerging market: a qualitative investigation”, Qualitative 

Market Research: An International Journal, Vol. 17 No. 4, pp. 481-494. 

Saryono. 2010, Metode Penelitian Kualitatif, PT. ASlfabeta, Bandung. 

 
 

Scannell, L. and Gifford, R. (2010), “Defining place attachment: a tripartite organizing 

framework”, Journal of Environmental Psychology, Vol. 30 No. 1, pp. 1-10. 

 
Schmitt, Bernd H. 1999. Experiential Marketing : How To Get Customer to Sense, Feel, 

Think, Act, Relate to your company and brands. New York: The Free Press 

 
Sekaran, Uma dan Bougie, Roger. 2016. Research Methods For Business: A Skill Building 

Approach, 7
th 

Edition. New Jersey: Wiley 

So, K.K.F., King, C., Hudson, S. and Meng, F. (2017), “The missing link in building 

customer Brand identification: the role of Brand attractiveness”, Tourism 

Management, Vol. 59, pp. 640-651. 

 
Stevenson, William J. dan Chee Chuong, Sum. 2014. Manajemen Operasi Perspektif Asia, 

edisi 9, Buku 2. Salemba Empat. Jakarta. 

 
Sugiyono. (2013). Metode Penelitian Kuantitatif, Kualitatif, da R&D. Bandung: CV 

Alfabeta. 

 
Supriyati. 2012. Akuntansi Keuangan Bisnis. Bandung: LABKAT 

 
 

Sushitei.com (2022). Diperoleh 14 Januari 2022. www.sushitei.com 
 
 

Sutisna, 2003. Perilaku Konsumen dan Komunikasi Pemasaran, Cetakan Ketiga. Bandung: 

PT. Remaja Rosdakarya. 

http://www.sushitei.com/


243 
 

Swimberghe, K. R., Astakhova, M., & Wooldridge, B. R. (2014). A new dualistic approach 

to brand passion: Harmonious and obsessive. 

 
Thomson, M., MacInnis, D.J. and Park, C.W. (2005), “The ties that bind: measuring the 

strength of consumers’ emotional attachments to brands”, Journal of Consumer 

Psychology, Vol. 15 No. 1, pp. 77-91. 

 
Tjiptono, Fandy. 2006. Pemasaran Jasa. Malang : Bayumedia 

 
 

Walpole, Ronald E., Raymond H Myers.; “Ilmu Peluang Dan Statistika untuk Insinyur dan 

Ilmuawan”, edisi ke-4, Penerbit ITB, Bandung, 1995. 

 
Williams, J., Merritt, J., Rittenhouse, C., & Hobson, J. A. (1992). Bizarreness in dreams 

and fantasies: Implications for the activation-synthesis hypothesis. Consciousness 

and Cognition: An International Journal, 1(2), 172–185 

 
Wiyata, M. T., Putri, E. P., & Gunawan, C. (2020). Pengaruh Customer Experience, Ease 

of Use, dan Customer Trust Terhadap Repurchase Intention Konsumen Situs Jual 

Beli Online Shopee. Cakrawala, 3(1), 11-21. 

 
Zare, M., & Mahmoudi, R. (2020). The effects of the online customer experience on 

customer loyalty in e-retailers. International Journal of Advanced Engineering, 

Management and Science, 6(5). 

 

 

 

data 


	LAMPIRAN C
	RAW DATA UJI STUDI AKTUAL
	DAFTAR PUSTAKA



