
                 

105 

 

DAFTAR PUSTAKA 

 

 
Aaker, David A., 1991, Managing Brand Equity: Capitalizing On The Value Of A 

Brand Name, New York: Free Press. 

 

Aaker, David A., 1996, Building Strong Brands, New York: Free Press 

 

Butcher, K. 2005. Differential Impact of Social Influence in the Hospitality 

Encounter, International Journal of Contemporary Hospitality Management, 

Vol. 17 No. 2/3, pp. 125-135. 

 

Durianto, Darmadi, 2001, Strategi Menaklukan Pasar Melalui Riset Ekuitas dan 

Perilaku Merek, Jakarta: PT. Gramedia Pustaka Utama. 

 

Esch, F.R., Langner, T., Schmitt, B.H., and Geus, P. (2006), “Are Brands 

Forever? How Brand Knowledge and Relationships Affect Current and 

Future Purchases”, Journal of Product and Brand Management, Vol. 15  

No. 2, pp. 98-105. 

 

Ferdinand, A, 2000, Structural Equation Modelling dalam Penelitian Manajemen: 

Aplikasi Model-Model Rumit Dalam Penelitian Manajemen Untuk Tesis S2 

dan Disertasi S3, Semarang: Badan Penerbit Universitas Diponegoro. 

 

Ferris,Paul,JamesOliver, and CornelisdeKluyver.1989.“TheRelationship Between 

Distribution and Market Share.” Marketing Science 8 (2): 107-127.  

 

Gil, R.B., Andrés, E.F. and Salinas, E.M. (2007), “Family as a Source of 

Consumer-based Brand Equity”, Journal of Product & Brand 

Management, Vol. 16 No. 3, pp. 188-199. 

 

Hauser, John R. and Birger Wernerfeldt. 1990. 1990. “An Evaluation Cost Model 

of consideration Sets.” Journal of Consumer Research 16 (March): 393-

408 

 

Hair, Black, Babin, Anderson, 2010, Multivariate Data Analysis a global 

perspective. USA: Pearson Prentice Hall 

 

Hellier, P.K., Geursen, G.M., Carr, R.A. and Rickard, J.A. 2003. Customer 

Repurchase Intention. A General Structural Equation Model, European 

Journal of Marketing, Vol. 37 No. 11/12, pp. 1762-1800. 

 

Hicks, J.M., Page Jr, T.J., Behe, B.K., Dennis, J.H., Fernandez, R. and Thomas. 

2005, Delighted Consumers Buy Again, Journal of Consumer Satisfaction, 

Dissatisfaction and Complaining Behaviour, Vol. 18, pp. 94-104. 



                 

106 

 

 

Keller, K.L. 1993, Conseptualizing, Measuring, and Managing Customer-Based 

on Brand Equity, Journal of Marketing, Vol. 57 No. 1, pp. 1-22. 

 

Kertajaya, Hermawan, 2004, Hermawan Kertajaya on Brand, Bandung: Mizan.  

 

Lassar, W., Mittal, B. and Sharma, S. (1995), “Measuring Customer-Based 

Brand Equity”, Journal of Consumer Marketing, Vol.12 No.4, pp. 11-19. 

 

Maholtra, Naresh K. Marketing Research: An Applied Orientation, edisi 5, New 

Jersey: Pearson Prentice Hall, 2006 

 

Maholtra, Naresh K. Marketing Research: An Applied Orientation, edisi 6, New 

Jersey: Pearson Prentice Hall, 2010 

 

Michell, P., King, J., & Reast, J. B. (2001). Values related to industrial products. 

Industrial Marketing Management, 30, 415– 425. 

 

Mustafa,T. 1999, Increasing Brand Loyalty in The Hospitality Industry, 

International Journal of Contemporary Hospitality Management, Vol. 11 Iss. 

5, pp. 223-230 

 

Morgan, R.P. (2000), “A Consumer-Orientated Framework of Brand Equity and 

Loyalty”, International Journal of Market Research, Vol. 42 No. 1, pp.65-

78. 

 

McDaniel., Lamb., Hair, 2001, Pemasaran buku 1, Jakarta: Salemba empat. 

 

Pallabi Mishra and Biplab Datta. 2011. Perpetual Asset Management of 

Customer-Based Brand Equity-The PAM Evaluator. Current Research 

Journal of Social Sciences 3(1): 34-43 

 

Rangaswamy, Arvind, Raymond Burke, and Terence A. Oliva. 1993. 1993. 

“Brand Equity and the Extendibility of Brand Names.” International 

Journal of Research in Marketing 10 (March): 61-75. 

 

Russell, Abrattb, Mike Bendixena, Kalala A.Bukasaa. 2004. Brand equity in the 

business-to-business market. Industrial Marketing Management 33,371– 

380. 

 

Setyaningsih, Rahmawati. 2008. Analisis Faktor-Faktor Yang Mempengaruhi 

Ekuitas Merek Untuk Meningkatkan Minat Beli Ulang. Semarang: 

Universitas Diponegoro 

 



                 

107 

 

Söderlund, M. and Öhman, N. 2003, Behavioral Intentions in Satisfaction 

Research Revisited, Journal of Consumer Satisfaction, Dissatisfaction and 

Complaining Behavior, Vol. 12, pp. 53-66. 

 

Shocker, A.D., Srivastava, R.K. and Ruekert W. (1994), “Challenges and 

Opportunities Facing Brand Management: An Introduction to the Special 

Issue”, Journal of Marketing Research, Vol. 31 No. 2, pp.149-153. 

 

Srinivasan, V., C.S. Park and D.R. Chang, 2005. An approach to the 

measurement, analysis and predictionof brand equity and its sources. 

Manage. Sci. Linthicum, 51(9): 1433-1449. 

 

 

Srivastava, Rajendra and Allan D. Shocker, 1991, “Brand Equity: A Perspective 

on Its Meaning and Measurement.” Marketing Science Institute Working 

Paper Series . Report No. 91-124. Cambridge, MA: Cambridge, MA: 

Marketing Science Institute 

 

Yoo, Boonghee, Naveen Donthu, dan Sungho Lee. (2000) An Examination of 

Selected Marketing Mix Elements and Brand Equity. Journal of the 

Academy of Marketing Science. Volume 28, No. 2, p.195-211.   

 

Zeithaml,Valerie A, 2006, Services Marketing: integrating customer focus across 

the firm, New York: McGraw-hill. 

 
 


