DAFTAR PUSTAKA

Abdolvand, M. A., Farzin, M., Asl, A. M. & Sadeghian, M., 2016. The Effect of Consumer
Awareness on Consumer Ethnocentrism and Loyalty Regards to The Function Of
International Brands. International Journal of Life Science and Pharma Research , 29(2),
pp. 102-114.

Ajzen, 1., 1991. The Theory of Planned Behavior. Organizational Behavior and Human Decision
Processes , 50(2), pp. 179-211.

Akbar, S. I. & Ozgul, E., 2018. Impact of Social Media Usage Activities on Brand Awareness of
Young Consumers. The Journal of Marketing, 33(1), pp. 217-234.

Amancio, M. & Doudaki, V., 2017. "Put in your Story": Digital Storytelling in Instagram and
Snapchat Stories. Journal of Media and Communication Studies Uppsala University ,
20(1), pp. 1-96.

Anggraini, E., 2018. Home: Teknologi: Berita Teknologi Informasi. [Online]
Available at: https://www.cnnindonesia.com/teknologi/20180209051901-185-
274962/plandid-pose-candid-terencana-yang-tren-di-instagram
[Accessed 3 Desember 2019].

Arikunto, S., 2002. Metodologi Penelitian Suatu Pendekatan Proposal. Jakarta : PT. Rineka

Cipta. .

Astuti, L. D. P. & Paramitha, A. U., 2018. Indepth : Fokus. [Online]
Available at: https://www.viva.co.id/indepth/fokus/1012510-nongkrong-di-kafe-tren-atau-
eksistensi

[Accessed 3 Juli 2019].

Batat, W. et al., 2018. The experiential pleasure of food: A savoring journey to food well-being.
Elsevier Journal of Business Research, pp. 1-8.

Bella, A, 2018. Retalil & Property. [Online]
Available at: http://marketeers.com/mencicip-hisnis-restoran-indonesia-di-2019/
[Accessed 3 Juli 2019].

Bhakar, S., Bhakar, S. & Dubey, A., 2015. Analysis of The Factors Affecting Customer's
Purchase Intention: The Mediating Role of Customer Knowledge and Perceived Value.
Advances in Social Science Research Journal , pp. 87-101.

177



178

Brodie, R. J., Juric, B., Hollebeek, L. D. & llic, A., 2011. Customer Engagement: Conceptual
Domain, Fundamental Propositions, and Implications for Research. Journal of Service
Research , 14(3), p. 252.

Brown, K. et al., 2019. Empathy, place and identity interactions for sustainability. Elsevier
Global Environmental Change, Vol 56, pp. 11-17.

Buinac, E. & Lundberg, J., 2016. Instagram as a Marketing Tools : A Case Study about How
Companies Communicate their Brands on Social Media. Journal of Business
Administration, Technology, and Social Science og Lulea University of Technology ,
21(1), pp. 1-43.

Cavichi, A. & Stancova, K. C., 2016. Food and Gastronomy as Elements of Regional Innovation
Strategies. JRC Science for Policy Report , 25(2), pp. 1-37.

Cheng, Y.-H. & Ho, H.-Y., 2015. Social influence's impact on reader perceptions of online
reviews. Elsevier Journal of Business Research Vol 68 , pp. 883-887.

Collier, J. E., Barnes, D. C., Abney, A. K. & Pelletier, M. J., 2018. Idiosyncratic service
experiences: When customers desire the extraordinary in a service encounter. Elsevier
Journal of Business Research, Vol 84, pp. 150-161.

Dvash, J. & Shamay-Tsoory, S. G., 2014. Theory of Mind and Empathy as Multidimensional
Constructs Neurological Foundations. Top Lang Disorders, 34(4), pp. 282-295.

Eelen, J., Ozturan, P. & Verlegh, P. W. J., 2017. The differential impact of brand loyalty on
traditional and online word of mouth: The moderating roles of self-brand connection and
the desire to help the brand. International Journal of Research in Marketing, 34(4), pp.
872-891.

Febriyanti, S. N., 2017. Instagrammable: Antara Ekspektasi dan Realita (Penerimaan Netizen
Terhadap Foto Objek Wisata di Instagram). Prosiding Seminar dan Call For Paper, 25(1),
pp. 175-181.

Ferdinand, 2002. Metode Penelitian Manajemen : Pedoman penelitian untuk Skripsi, Tesis, dan
Desertasi Ilmu Manajemen. Semarang : Badan Penerbit Universitas Diponegoro.

Ferdinand, A., 2006. Metode Penelitian Manajemen: Pedoman Penelitian untuk Skripsi, Tesis
dan Disertai Ilmu Manajemen. Semarang: Universitas Diponegoro.

F, . &V, K., 2008. Empathy and Emotional Intelligence: What is it really about?. International
Journal of Caring Sciences, 1(3), pp. 118-123.

G.Schiffman, L. & L.Wisenblit, J., 2015. Consumer Behavior. 11th ed. Harlow: Pearson
Education Limitred.



179

G.Schiffman, L. & L.Wisenblit, J., 2015. Consumer Behavior Eleventh Edition. Harlow :
Pearson Education Limited .

G.Vani, Babu, .. & Dr.N.Panchanatham, 2011. Yeimpact of Demographic Profile on Toothpaste.
Kuwait Chapter of Arabian Journal of Business and Management Review , 1(1), pp. 1-13.

Geurin-Eagleman, N., A. & Burch, L. M., 2016. Communicating via photographs: A gendered
analysis of Olympic athletes’ visual self-presentation on Instagram. Elsevier Sport
Management Review, 21(2), pp. 133-145.

Ghasemaghaei, M. & Hassanein, K., 2016. A macro model of online information quality
perceptions: A review and synthesis of the literature. Elsevier Computer in Human
Behavior , 55(Part B), pp. 972-991.

Ghazali, M., 2016. Buat Duit Dengan Facebook dan Instagram : Panduan Menjana Pendapatan
dengan Facebook dan Instagram. 1st ed. Malaysia: Publishing House .

Ghiffary, M. N. E., Susanto, T. D. & Herdiyanti, A., 2018. Analisis Komponen Desain Layout,
warna, dan Kontrol pada Antarmuka Pengguna Aplikasi Mobile Berdasarkan Kemudahan
Penggunaan (Studi Kasus: Aplikasi Olride). Jurnal Teknik ITS, 7(1), pp. 2337-3520.

Gunadi, S., 2016. Kompasiana. [Online]
Available at: https://www.kompasiana.com/sutiono/56f4f44cba93730d07d03aab/cafe-
kudos-cafe-kekinian-di-surabaya?page=all
[Accessed 22 Juli 2019].

Hai, M. A., Moula, M. M. E. & Seppala, U., 2017. Results of intention-behaviour gap for solar
energy in regular residential buildings in Finland. Elsevier International Journal of
Sustainable Built Environment, pp. 317-329.

Hair, J. et al., 2006. Multivariat Data Analysis Sixth Edition. New Jersey: Pearson Prentice Hall.

Hajli, N., Sims, J., Zadeh, A. H. & Richard, M.-O., 2017. A social commerce investigation of the
role of trust in a social networking site on purchase intentions. Elsevier Journal of
Business Research, pp. 133-141.

Hariyanti, D., 2018. Ekonomi Kreatif. [Online]
Available at: https://katadata.co.id/berita/2018/11/07/tren-kuliner-2019-orisinalitas-menu-
jadi-orientasi-utama-konsumen
[Accessed 22 Juli 2019].

Hartono, J., 2011. Metodologi Penelitian Bisnis: Salah Kaprah dan Pengalaman-Pengalaman.
Yogyakarta: BPFE.



180

Hasibuan, L., 2019. Lifestyle. [Online]
Available at: https://www.cnbcindonesia.com/lifestyle/20190305173423-33-59051/wah-
ri-jadi-pengguna-instagram-terbanyak-se-asia-pasifik
[Accessed 3 Juli 2019].

He, Y., Chen, Q. & Alden, D. L., 2012 . Consumption in the public eye: The influence of social
presence on service experience. Elsevier Journal of Business Research Vol 65, pp. 302-
310.

Holma, A.-M., 2012. Interpersonal interaction in business triads—Case studies in corporate
travel purchasing. Elsevier Journal of Purchasing and Supply Management Vol 18, pp.
101-112.

Humaira, A. & Hudrasyah, H., 2016. Factors Influencing The Intention to Purchase and Actual
Purchase Behavior of Organic Food. Journal of Business and Management , 5(4), pp. 581-
596.

Hung, K., 2018. Understanding the cruising experience of Chinese travelers through photo
interviewing technique and hierarchical experience model. Elsevier, Journal of Tourism
Management, pp. 88-96.

Hu, N., Liu, L., Tripathy, A. & Yao, L. J., 2011. Value relevance of blog visibility. Elsevier
Journal of Business Research Vol 64, pp. 1361-1368.

Hussein, R. S., 2015. Evolution of Service Products on Travel Sites and the Effect of that on
Traffic: A Longitudinal Study. International Journal of Marketing Studies , 7(3), pp. 27-
38.

Indrawati, P., 2015. Metode Penelitian Manajemen dan Bisnis Konvergensi Teknologi
Komunikasi dan Informasi. Bandung : PT Refika Aditama .

Ishak, S., 2012. Impact of Consumer Awareness and Knowledge to Consumer Effective
Behavior. Asian Social Science , 18(3), pp. 108-114.

Iskandar, 1., 2016. Implementasi Teori Hierarki Kebutuhan Abraham Maslow Terhadap
Peningkatan Kinerja Pustakawan. Jurnal Ilmu Perpustakaan, Informasi, dan Kearsipan
Khizanah Al-Hikmah, 4(1), pp. 24-34.

Jain, V., 2014. 3D Model of Attitude. International Journal of Advanced Research in
Management and Social Sciences, I11(3), pp. 1-12.

Janssen, J. H., 2012. A Three-Component Framework For Empathic Technologies To Augment
Human Interaction. Springer Journal of Multimodal User Interfaces , 6(2), pp. 143-161.



181

Jin, L. Y., Osman, A., Manaf, A. H. A. & Abdullah, M. S., 2015. The Mediating Effect of
Consumers’ Purchase Intention: A Perspective of Online Shopping Behavior among
Generation Y. IISTE Journal of Marketing and Consumer Research, 18(12), pp. 101-112.

Kardes, F., Cronley, M. & Cline, T., 2010. Consumer Behavior. 2nd ed. Mason: South-Western
Cengage Learning. .

Kememperin, 2019. Analisis Perkembangan Industri, Jakarta: Pusdatin Kemenperin.

Kim, S., Yu, Z. & Lee, M., 2017. Understanding human intention by connecting perception and
action learning in artificial agents. Neural Networks, pp. 29-38.

Koniewski, M., 2012. Brand Awareness and Customer Loyalty. PMR Research , 111(2), pp. 1-4.
Kotler, P. & Amstrong, G., 2010. Principles of Marketing. Harlow : Prentice Hall .

Kotler, P. & Armstrong, G., 2016. Principles of Marketing. 16th ed. Harlow: Pearson Education
Limited .

Kudos, K. C., 2019. Earth Market Mei Event. Surabaya(Jawa Timur): Instagram.

Kurt, D., Argo, J. J. & Inman, J. J., 2011. The Influence of Friends on Consumer Spending: The
Role of Agency-Communion Orientation and Self-Monitoring. Journal of Marketing
Research, 48(2), pp. 741-754.

Kyto, E., Virtanen, M. & Mustonen, S., 2019. From intention to action: predicting purchase
behavior with consumers’ product expectations and perceptions, and their individual
properties. Elsevier Food Quality and Preference , pp. 1-27.

Lantos, G. P., 2011. Consumer Behavior in Action, Real-life Applications for Marketing
Managers. New York: Routledge.

Latiffa, Z. A. & Safiee, N. A. S., 2015. New Business Set Up for Branding Strategies on Social
Media - Instagram. Procedia Computer Science , pp. 13-23.

Lazuardi, M. & Triady, M. S., 2015. Rencana Pengembangan Kuliner Nasional 2015-2019. 1st
ed. Jakarta: PT. Republik Solusi.

Lee, J. E. & Watkins, B., 2016. YouTube vloggers' influence on consumer luxury brand
perceptions and intentions. Elsevier Journal of Business Research Vol 69, pp. 5753-5760.

Lee, L., Amir, O. & Ariely, D., 2009. In Search of Homo Economicus: Cognitive Noise and the
Role of Emotion in Preference Consistency. Journal of Consumer Research , pp. 173-187.

Lestari, S. H., 2019. Home: Bisnis : Mikro. [Online]
Available at: https://surabaya.tribunnews.com/2019/06/13/hampir-didominasi-anak-muda-




182

usaha-restoran-dan-kafe-kuartal-i-di-jatim-tumbuh-20-persen
[Accessed 4 Desember 2019].

Lindblad, J. & Svensson, E., 2017. One More Cup of Coffee: Mundane Consumption of
Everyday Consumer Goods. Journal of International Marketing and Brand Management
Lund University, 20(1), pp. 1-83.

Lindgaard, G., 2007. Aesthetics, Visual Appeal, Usability and User Satisfaction: What Do the
User’s Eyes Tell the User’s Brain?. Australian Journal of Emerging Technologies and
Society, V(1), pp. 1-25.

Lovelock, C. & Wirtz, J., 2016. Services Marketing: People, Technology, Strategy, 8th edition.
Singapore: Pearson Prentice Hall .

Macey, W. H. & Schneider, B., 2008. The Meaning of Employee Engagement. Industrial and
Organizational Psychology, 1(1), pp. 3-30.

Madden, A. D., 2000. A Definition of Information. Aslib Proceedings , 52(9), pp. 343-349.
Madichie, N. O., 2012. Consumer Perception. 2nd ed. London: McGraw Hill.

Mahendraswara, K., 2011. Studi Terhadap Kualitas Pelayanan di Hotel Grand Candi Semarang.
Undip e-Journal , 24(2), pp. 1-34.

Malhotra, N., Mavondo, F., Mukherjee, A. & Hooley, G., 2013. Service quality of frontline
employees: A profile deviation analysis. Elsevier Journal of Business Research Vol 66,
pp. 1338-1344.

Margono, 2010. Metodologi Penelitian Pendidikan. Jakarta: Rineka Cipta.

Marsh, A. A., 2011. Empathy and Compassion: A Cognitive Neuroscience Perspective. Current
Opinion in Neurobiology, I11(3), pp. 1-15.

Mauch, L., 2018. Forbes X Leadership. [Online]
Available at: https://www.forbes.com/sites/forbeslacouncil/2018/08/16/eight-ways-yto-
use-instagram-stories-to-drive-engagement/#26d9cccl3eal
[Accessed 3 Desember 2019].

Maulana, R., 2019. Startup. [Online]
Available at: https://id.techinasia.com/tren-startup-kopi-berbasis-aplikasi
[Accessed 2 Desember 2019].

Morwitz, V., 2012. Consumers’ Purchase Intentions and their Behavior. Foundations and Trends
in Marketing , VI1(3), pp. 181-230.



183

Opatha, M., 2015. Definitions of Brand Image. International Journal of Economics and
Management Sciences. , 111(2), pp. 1-4.

Pandrianto, N. & Sukendro, G. G., 2018. Analisis Strategi Pesan Content Marketing Untuk
Mempertahankan Brand Engagement. Jurnal Komunikasi , 10(2), pp. 167-176.

Phillips, C. & Chaparro, B. S., 2009. Visual Appeal vs. Usability: Which One Influences User
Perceptions of a Website More?. SemanticsScholar, 11(2), pp. 1-9.

Prasetyo, H., 2019. Industry : Manufaktur. [Online]
Available at: https://industri.kontan.co.id/news/industri-makanan-dan-minuman-akan-
tumbuh-8-9-tahun-ini
[Accessed 7 Juli 2019].

Prastyo, D., 2018. 25 Persen Kawasan Kuliner di Timur, Surabaya : Jawa Pos .

Pulles, N. J. & Hartman, P., 2017. Likeability and its effect on outcomes of interpersonal
interaction. Elsevier Journal of Industrial Marketing Management Vol 66, pp. 56-63.

Putri, A W., 2017. SWA: Trends. [Online]
Available at: https://swa.co.id/swa/trends/strategi-bisnis-intellectual-property-film-
filosofi-kopi

[Accessed 2 Desember 2019].

Ramirez-Correa, P. E., Rondan-Catalufia, F. J. & Arenas-Gaitan, J., 2015. Predicting Behavioral
Intention of Mobile Internet Usage. Elsevier Telematics and Informatics, 32(4), pp. 834-
841.

Rastati, R., 2018. Media Literasi Bagi Digital Natives: Perspektif Generasi Z di Jakarta. Jurnal
Teknologi Pendidikan , VI(1), pp. 60-73.

Rather, R. A. & Sharma, J., 2017. Customer Engagement for Evaluating Customer Relationships
in Hotel Industry. De Gruyter Open, VI1I(1), pp. 1-13.

Riva, G., Waterworth, J. A., Waterworth, E. L. & Mantovani, F., 2011. From intention to action:
The role of presence. Elsevier New Ideas in Psychology , 29(1), pp. 24-37.

Salamoon, D. K., 2013. Instagram, Ketika Foto Menjadi Mediator Komunikasi Lintas Budaya di
Dunia Maya. Universitas Airlangga Jurnal, 13(2), pp. 1-14.

Sarashadi, G. & Dewi, A. S., 2018. Pengaruh Penggunaan Vlogger Endorser pada Iklan dalam
Membentuk Niat Beli Konsumen. Jurnal Bisnis dan Manajemen , 18(1), pp. 41-52.

Saylor, 2013. Consumer Behavior: How People Make Buying Decisions. [Online]
Available at: https://resources.saylor.org/wwwresources/archived/site/wp-




184

content/uploads/2013/02/BUS203-PoM-Ch3.pdf
[Accessed 20 Desember 2009].

Sekaran, U., 2006. Metodologi Penelitian untuk Bisnis. Jakarta: Salemba Empat .

Simonson, I. & Rosen, E., 2014. Absolute Value: What Really Influences Customers in The Age
Of (Nearly) Perfect Information. 1st ed. New York : HarperCollins.

Sokolova, K. & Kefi, H., 2019. Instagram and YouTube bloggers promote it, why should I buy?
How credibility and parasocial interaction influence purchase intentions. Elsevier Journal
of Retailing and Consumer Services, pp. 1-9.

Soo, K. B. & Hwan, K. Y., 2019. Growing as Social Beings: How Social Media Use for College
Sports Is Associated with College Students’ Group Identity and Collective Self-esteem.
Computer in Human Behavior , pp. 1-26.

So, W., Wong, T. D. & Sculli, D., 2005. Factors Affecting Intentions to Purchase Via The
Internet. Emerald Group Publishing Limited, 105(9), pp. 1225-1244.

Spot, L. &. H., 2018. Instagram For Business 2018, New York : Later & Hub Spot .

Stearn, M. C. & Galer, I. A. R., 1990. Increasing Consumer Awareness: an Ergonomics
Marketing Strategy for The Future. Ergonomics, 33(3), pp. 341-347.

Sugiyono, 2010. Statistika untuk Penelitian. Bandung: Alfabeta.
Sukmadinata, N., 2011. Metode Penelitian Pendidikan. Bandung : Remaja Rosadakarya .

Taheri, F. & Shourmasti, M. A., 2016. Effects of various characteristics of social commerce on
consumers’ trust and trust performance. International Academic Journal of Business
Management Vol 3 No 3, 111(2), pp. 20-26.

Temeloglu, E. & Taspinar, O., 2018. Influence of Tv Cooking Shows on the Behavioral Intention
of Participating in Gastronomic Tourism. Journal of Tourism and Gastronomy Studies |,
VI(2), pp. 24-40.

Tsa, J. C.-A. & Hung, S.-Y., 2018. Examination of community identification and interpersonal
trust on continuous use intention: Evidence from experienced online community members.
Elsevier Journal of Information & Management, pp. 1-18.

Varela, M., Kapov, L.-S., Maki, T. & Hossfeld, T., 2013. Towards an Understanding of Visual
Appeal in Website Design. Finland, ReserachGate .

Vieri, J. & Kenny, 2015. Archive. [Online]
Available at: http://www.inijie.com/2015/12/11/a-brewtiful-day-cozy-place-to-hang-out-




185

at-kudos-cafe-resto-surabaya/
[Accessed 3 Juli 2019].

Wang, H. Y., 2011. Exploring The Factors Of Gastronomy Blogs Influencing Readers’. Elsevier
International Journal of Hospitality Management, 30(3), pp. 503-514.

Wang, H. Y., 2011. Exploring The Factors of Gastronomy Blogs Influencing Readers's Intention
to taste. International Journal of Hospitality Management Elsevier Ltd., pp. 503-514.

Wang, H. Y., 2012. Investigating The Determinants of Travel Blogs Influencing Readers'
Intention to travel. Routledge The Service Industries Journal, 32(2nd), pp. 231-255.

Waxman, L., 2006. The Coffee Shop: Social and Physical Factors Influencing Place Attachment.
Journal of Interior Design , 31(3), pp. 35-53.

Wee, C. S., Md.Ariff, M. S. B., Zakuan, N. & Tajudin, M. N. M., 2014. Consumers Perception,
Purchase Intention and Actual Purchase Behavior of Organic Food Products.. Review of
Integrative Business & Economics Research, 111(2), pp. 378-397.

Wijayanto, 2019. Ekonomi Surabaya. [Online]
Available at: https://radarsurabaya.jawapos.com/read/2019/02/22/120908/potensi-industri-
fb-mampu-tumbuh-20-persen-tahun-ini
[Accessed 22 Juli 2019].

Wu, J., Fan, S. & Zhao, J. L., 2018. Community engagement and online word of mouth: An
empirical investigation. Elsevier Journal of Information and Management, pp. 258-270.

Wu, X., Hua, R, Yang, Z. & Yin, J.,, 2018. The influence of intention and outcome on
evaluations of social interaction. Elsevier Acta Psychologica Vol 182, pp. 75-81.

Yahia, I. B., Al-Neama, N. & Kerbache, L., 2018. Investigating the drivers for social commerce
in social media platforms:Importance of trust, social support and the platform perceived
usage. Elsevier Journal of Retailing and Consumer Services Vol 41, pp. 11-19.

Yin, X., Wang, H., Xia, Q. & Gu, Q., 2019. How Social Interaction Affects Purchase Intention in
Social Commerce: A Cultural Perspective. MDPI Sustainability Journal , XI(2), pp. 1-18.

Yoon, V. Y., Hostler, R. E., Guo, Z. & Guimaraes, T., 2013. Assessing the moderating effect of
consumer product knowledge and online shopping experience on using recommendation
agents for customer loyalty. ElsevierJournal of Decision Support System Vol 55, pp. 883-
893.

Yu, M., Saleem, M. & Gonzalez, C., 2014. Developing trust: First impressions and experience.
Elsevier Journal of Economic Psychology Vol 43, pp. 16-29.



186

Zaimul, A, 2019. TribunJatim.com. [Online]
Available at: https://jatim.tribunnews.com/2019/03/23/deco-clay-art-school-surabaya-
jadikan-workshop-untuk-merangkul-remaja-dan-anak-anak-di-kota-surabaya
[Accessed 22 Juli 2019].

Zhang, H., Lu, Y., Gupta, S. & Zhao, L., 2014. What motivates customers to participate in social
commerce? The impact of technological environments and virtual customer experiences.
Elsevier Journal of Information and Management Vol 51, pp. 1017-1030.

Zhang, Y., 2015. The Impact of Brand Image on Consumer Behavior: A Literature Review.
Scientific Research Open Journal of Business and Management, 111(3), pp. 58-62.



