DAFTAR PUSTAKA

Annur, C. M. (2021). Merek Produk Susu Terfavorit di Indonesia, Siapa Juaranya?
Katadata. https://databoks.katadata.co.id/datapublish/2021/07/05/daftar-produk-
susu-terfavorit-di-indonesia-siapa-juaranya

Budiardjo, H. (2016). The Impact of Packaging Design to Purchase Behavior through
Brand Trust. International Journal of Business and Management Invention ISSN,
5(1), 82-89. www.ijbmi.org

Cuong, D. T. (2020). The influence of brand satisfaction, brand trust, brand preference
on brand loyalty to laptop brands. Systematic Reviews in Pharmacy, 11(11), 95—
101. https://doi.org/10.31838/srp.2020.11.15

DAM, T. C. (2020). Influence of Brand Trust, Perceived Value on Brand Preference
and Purchase Intention. Journal of Asian Finance, Economics and Business,
7(10), 939-947. https://doi.org/10.13106/jateb.2020.vol7.n010.939

Eggers, F., O’Dwyer, M., Kraus, S., Vallaster, C., & Giildenberg, S. (2013). The
impact of Brand Authenticity on brand trust and SME growth: A CEO
perspective. Journal of World Business, 48(3), 340-348.
https://doi.org/10.1016/j.jwb.2012.07.018

Ellitan, L. (2021). the Influence of Perceived Authenticity Towards Purchase
Intention From the Restaurant Image and Positive Emotion in Zangran Di Café
in Surabaya. Journal of Entrepreneurship & Business, 2(1), 37-55.
https://doi.org/10.24123/jeb.v2i1.4024

Falah, M. D. 1., Indrawan, M. R. A., & Bhirowo, B. H. (2022). Pengaruh Brand Trust

72



Dan Perceived Value Terhadap Purchase Intention Melalui Brand Preference.
Value : Jurnal Manajemen Dan Akuntansi, 17(1), 1-12.
https://doi.org/10.32534/jv.v1711.2503

Fioretha, F. V. (2014). THE INFLUENCE OF BRAND AWARENESS , PERCEIVED
QUALITY , AND BRAND ASSOCIATION ON BRAND PREFERENCE ( The
Case Study of Samsung Galaxy S5 in Bandung 2014 ). 2(2013), 2-5.

Gilal, R. G., Gilal, N. G., Gilal, F. G., & Gong, Z. (2022). The role of nostalgic brand
positioning in capturing brand equity: Theoretical extension and analysis.
International Journal of Consumer Studies, 46(1), 161—18].
https://doi.org/10.1111/ijcs.12653

Grunert, K. G., Bech-Larsen, T., & Bredahl, L. (2000). Three issues in consumer
quality perception and acceptance of dairy products. International Dairy Journal,
10(8), 575-584. https://doi.org/10.1016/S0958-6946(00)00085-6

Hair, J. F., Hult, G. T., Ringle, C., & Sarstedt, M. (2017). A Primer on Partial Least
Squares Structural Equation Modeling (PLS-SEM). In Sage (2nd ed.).

Hanifati, L. N., & Salehudin, 1. (2021). The Effect of Perceived Product Quality,
Brand Personality, and Loyalty on Brand Switching Intention of Technological
Products. The South East Asian Journal of Management, 15(2).
https://doi.org/10.21002/seam.v15i2.13336

Hansopaheluwakan, S., Oey, E., & Setiawan, Y. (2020). the Impact of Brand Equity
and Brand Trust Towards Purchase Intention Through Brand Preference.
Journal Of Archaeology Of Egypt/Egyptology, 18(1), 505-517.

Hasbi, S., & Risqiani, R. (2020). PENGARUH DARI BRAND TRUST, PERCEIVED

73



VALUE, TERHADAP BRAND PREFERENCE DAN PURCHASE
INTENTION PADA BRAND SKINCARE LOKAL (MS GLOW, SCARLETT,
SOMETHINC). Journal of Cahaya Mandalika, 2(1).

Hati, S. R. H., Zulianti, 1., Achyar, A., & Safira, A. (2021). Perceptions of nutritional
value, sensory appeal, and price influencing customer intention to purchase
frozen beef: Evidence from Indonesia. Meat Science, 172(April 2019), 108306.
https://doi.org/10.1016/j.meatsci.2020.108306

Hernandez-Fernandez, A., & Lewis, M. C. (2019). Brand Authenticity leads to
perceived value and brand trust. European Journal of Management and Business
Economics, 28(3), 222-238. https://doi.org/10.1108/EJMBE-10-2017-0027

Hidayati, A. N., Isabela, B. A., Yuwananda, Y. S., & Gunadi, W. (2021). The Effect
of Nostalgia Emotion to Brand Trust and Brand Attachment towards Repurchase
Intention. Turkish Journal of Computer and Mathematics Education
(TURCOMAT), 12(3), 4492—4503. https://doi.org/10.17762/turcomat.v12i3.1836

Jensen, S., & Ohlwein, M. (2020). The Impact of Brand Nostalgia on Purchase
Intention among Gen Y. Journal of Emerging Trends in Marketing and
Management, I(1), 111-121. www.etimm.ase.ro

Jin, S., Yuan, R., Zhang, Y., & Jin, X. (2019). Chinese consumers’ preferences for
attributes of fresh milk: A best—worst approach. International Journal of
Environmental Research and Public Health, 16(21), 1-16.
https://doi.org/10.3390/ijerph 16214286

Kadir. (2019). Statistika Terapan Kosep, Contoh dan Analisis Data dengan Program

SPSS/Lisrel dalam Penelitian.

74



Kim, S. H., Kim, M., Holland, S., & Townsend, K. M. (2021). Consumer-Based
Brand Authenticity and Brand Trust in Brand Loyalty in The Korean Coftfee
Shop Market. Journal of Hospitality and Tourism Research, 45(3), 423—446.
https://doi.org/10.1177/1096348020980058

Konuk, F. A. (2021). The moderating impact of taste award on the interplay between
perceived taste, perceived quality and brand trust. Journal of Retailing and
Consumer Services, 63(February), 102698.
https://doi.org/10.1016/j.jretconser.2021.102698

Lu, A. C. C., Gursoy, D., & Lu, C. Y. (2015). Authenticity perceptions, brand equity
and brand choice intention: The case of ethnic restaurants. /nternational Journal
of Hospitality Management, 50, 36-45. https://doi.org/10.1016/j.ijhm.2015.07.008

Mahgfiroh, R. K., & Indriastuti, H. (2021). the Effect of Brand Preference and Brand
Conviction on Consumer Loyalty of Excelso Cafe. International Journal of
Economics, Business and Accounting Research (IJEBAR, 5(3), 1216-1224.

Matiringe-tshiangala, T. L. (2022). The Impact of Brand Authenticity on Brand Trust
and Cause-related Marketing : A Consumer Perspective by. May.

Meilawati, A., & Ferdinand, A. T. (2022). THE EFFECT OF BRAND EXPERIENCE,
BRAND IDENTIFICATION, Brand Authenticity, AND BRAND LOVE ON
BRAND LOYALTY IN WAROENG KALIGARONG RESTAURANT IN
SEMARANG CITY Anita. International Journal of Economics,Businessand
Accounting Research (IJEBAR), 6(4), 1-23.

Merlino, V. M., Massaglia, S., Borra, D., Mimosi, A., & Cornale, P. (2022). Which

factors drive consumer decisions during milk purchase? New individuals’

75



profiles considering fresh pasteurized and uht treated milk. Foods, 11(1).
https://doi.org/10.3390/foods 11010077

Muhtadi, M. A. (2022). Analisa Pengaruh Consumption Values Dan Trust Terhadap
Minat Konsumen Untuk Membeli Healthy Fast Food. Ultima Management :
Jurnal llmu Manajemen, 14(1), 169—182.
https://doi.org/10.31937/manajemen.v14i1.2034

Mustafa, P. S., Andif, H. G., Victoria, A., Ndaru, Masgumelar, N. K., Hanik, N. D. L.,
Maslacha, H., Ardiyanto, D., Hutama, H. A., Boru, M. J., Fachrozi, I.,
Rodriquez, E. I. S., Prasetyo, T. B., & Romadhana, S. (2020). Metodologi
Penelitian Kuantitatif, Kualitatif, Dan Penelitian Tindakan Kelas Dalam
Pendidikan Olahraga. Program Studi Pendidikan Olahraga Fakultas Ilmu
Keolahragaaan Universitas Negeri Malang 2020, 53(9), 1689—1699.

Muzakir, & Damrus. (2018). Analysis Of Customer Perceived Value And Its Impact
On Customer Brand Preference And Future Purchase Intention (A Case Study
Of 7-Eleven Convenience Store In Indonesia). Jurnal Bisnis Dan Kajian Strategi
Manajemen, 2, 27-42. http://jurnal.utu.ac.id/jbkan

Napoli, J., Dickinson, S. J., Beverland, M. B., & Farrelly, F. (2014). Measuring
consumer-based Brand Authenticity. Journal of Business Research, 67(6), 1090—
1098. https://doi.org/10.1016/.jbusres.2013.06.001

Pham, L. T. M., Do, H. N., & Phung, T. M. (2016). The effect of authenticity
perceptions, brand equity on brand choice intention : A study in ethnic
restaurants in vietnam. The 10th International Days of Statistics and Economics,

24(5), 1886-1915.

76



Phung, M. T., Ly, P. T. M., & Nguyen, T. T. (2019). The effect of authenticity
perceptions and brand equity on brand choice intention. Journal of Business
Research, 101(19), 726-736. https://doi.org/10.1016/j.jbusres.2019.01.002

Prabjit, Salim, C. V., Kusumawardhani, A., & Gunadi, W. (2021). The Influence of
Service Quality , Perceived Value , Customer Satisfaction and Brand Trust
towards Customer Loyalty in Subscription Video on Demand. Budapest
International Research and Critics Institute-Journal (BIRCI-Journal), 4, 10868—
10882.

Putra, T. W., & Keni, K. (2020). Brand Experience, Perceived Value, Brand Trust
Untuk Memprediksi Brand Loyalty: Brand Love Sebagai Variabel Mediasi.
Jurnal Muara Ilmu Ekonomi Dan Bisnis, 4(1), 184.
https://doi.org/10.24912/jmieb.v4i1.7759

Roushdy, A. S. (2015). The Relationship between Consumer-Based Brand
Authenticity and Brand Loyalty: A Mediating Role of Brand Satisfaction. The
Journal Of Accounting, January 2015.
https://www.researchgate.net/publication/358675966

Sahir, S. H. (2022). Metodologi Penelitian. KBM Indonesia.

Samsu. (2017). Metode penelitian: teori dan aplikasi penelitian kualitatif, kuantitatif,
mixed methods, serta research & development. In Pusaka.

Sekaran, U., & Bougie, R. (2016). Research Methods for Business. In Wiley.

Setiowati, R., & Liem, Y. (2018). Impact of packaging design on perceived quality,
perceived value, brand preference, and repurchase intention of candy products in

Jakarta. Pertanika Journal of Social Sciences and Humanities, 26(T), 297-306.

77



Sugiyono. (2019a). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Alfabeta.

Sugiyono. (2019b). Statistika untuk Penelitian. Alfabeta.

Sulivyo, L., & Ekasari, A. (2021). Impact of Eperiential Marketing and Perceived
Quality on Brand Loyalty with Brand Trust as Mediation. International Journal
of Multicultural and Multireligious Understanding, 8(8), 397.
https://doi.org/10.18415/ijmmu.v8i8.2745

Teguh. (2022). Tingkat Konsumsi Susu Masih Rendah, Mahasiswa UNDIP Lakukan
Edukasi Pentingnya Minum Susu Sejak Dini — KKN UNIVERSITAS
DIPONEGORQO. Undip. https://kkn.undip.ac.id/?p=361571

Thenral, E. (2020). Role of Perceived Value and Brand Trust in Influencing the
Customers ’ Purchase Intention towards Mass Customized Products : A Serial
Mediation Model. 26(02). https://doi.org/10.47750/cibg.2020.26.02.277

Watanabe, E. A. de M., Alfinito, S., Curvelo, I. C. G., & Hamza, K. M. (2020).
Perceived value, trust and purchase intention of organic food: a study with
Brazilian consumers. British Food Journal, 122(4), 1070-1184.
https://doi.org/10.1108/BFJ-05-2019-0363

Wen, T., Qin, T., & Liu, R. R. (2019). The impact of nostalgic emotion on brand trust
and brand attachment: An empirical study from China. Asia Pacific Journal of
Marketing and Logistics, 31(4), 1118-1137. https://doi.org/10.1108/ APJML-09-
2018-0390

Wijaya, A. F. B., Surachman, S., & Mugiono, M. (2020). the Effect of Service Quality,
Perceived Value and Mediating Effect of Brand Image on Brand Trust. Jurnal

Manajemen Dan Kewirausahaan, 22(1), 45-56.

78



https://doi.org/10.9744/jmk.22.1.45-56

Xu, A., Wei, C., Zheng, M., Sun, L., & Tang, D. (2022). Influence of Perceived Value
on Repurchase Intention of Green Agricultural Products: From the Perspective
of Multi-Group Analysis. Sustainability (Switzerland), 14(22), 1-17.
https://doi.org/10.3390/su142215451

Yan, B. (2019). Research on the Influence of Customer Perceived Value on Brand
Equity. American Journal of Industrial and Business Management, 09(03), 609—
626. https://doi.org/10.4236/ajibm.2019.93042

Zulfikar, R., & Mayvita, P. A. (2018). The Relationship of Perceived Value,
Perceived Risk, and Level of Trust Towards Green Products of Fast Moving
Consumer Goods Purchase Intention. JEMA: Jurnal llmiah Bidang Akuntansi

Dan Manajemen, 15(2), 1. https://doi.org/10.31106/jema.v15i12.838

79



