
118 
 

DAFTAR PUSTAKA 

. N. R., . O. S. T., & . H. S. (2019). Brand awareness as predictors of repurchase 

intention: Brand attitude as a moderator. Advances in Social Sciences Research 

Journal, 6(2), 541–554. https://doi.org/10.14738/assrj.62.6264 

Abrar, K., Zaman, S., & Satti, Z. W. (2017). Impact of Online Store Atmosphere, 

Customized Information and Customer Satisfaction on Online Repurchase 

Intention. Gmjacs, 7(2), 22–35. https://search-proquest-

com.whitireia.idm.oclc.org/docview/2007670714/fulltextPDF/C18D5ABF677C4

FF1PQ/8?accountid=180369 

Akram, U., Hui, P., Khan, M. K., Hashim, M., & Rasheed, S. (2016). Impact of 

Store Atmosphere on Impulse Buying Behaviour: Moderating Effect of 

Demographic Variables. International Journal of U- and e- Service, Science and 

Technology, 9(7), 43–60. https://doi.org/10.14257/ijunesst.2016.9.7.05 

Ali, M., & Raza, S. A. (2017). Service quality perception and customer 

satisfaction in Islamic banks of Pakistan: the modified SERVQUAL model. Total 

Quality Management and Business Excellence, 28(5–6), 559–577. 

https://doi.org/10.1080/14783363.2015.1100517 

Ali, T. (2016). Factors Deriving Consumers ’ Repurchase Intention in Online 

Shopping : a Pakistani Consumer ’ s Perspective. International Journal of 

Management Sciences and Business Research, 5(12), 261–270. 

Bachdar, S. (2018). Mampukah Max Fashions Maksimalkan Pertumbuhannya di 

Indonesia? Diakses 23 Mei 2020 <https://marketeers.com/mampukah-max-

fashion-maksimalkan-pertumbuhannya-di-indonesia/> 

Bank, H. (2016). T he indian journal of commerce. The Indian Journal of 

Commerce, 69(Jan-March). 

Batra, R., & Homer, P. M. (2004). The Situational Impact of Brand Image Beliefs 

BATRA AND MILES HOMER BRAND IMAGE BELIEFS. Journal of 

Consumer Psychology, Vol. 14 No. 3, Pp. 318-30., 14(3), 318–330. 

 



119 
 

Bhardwaj, V., & Fairhurst, A. (2010). Fast fashion: Response to changes in the 

fashion industry. International Review of Retail, Distribution and Consumer 

Research, 20(1), 165–173. https://doi.org/10.1080/09593960903498300 

BİLGİN, Y. (2018). the Effect of Social Media Marketing Activities on Brand 

Awareness, Brand Image and Brand Loyalty. Business & Management Studies: 

An International Journal, 6(1), 128–148. https://doi.org/10.15295/v6i1.229 

Brownbridge, K., Gill, S., Grogan, S., Kilgariff, S., & Whalley, A. (2018). 

Fashion misfit: women’s dissatisfaction and its implications. Journal of Fashion 

Marketing and Management, 22(3), 438–452. https://doi.org/10.1108/JFMM-05-

2017-0050 

Bupalan, K., Rahim, S. A., Ahmi, A., & Rahman, N. A. A. (2019). Consumers’ 

repurchase intention towards counterfeit products. International Journal of Supply 

Chain Management, 8(3), 973–981. 

Caro, F., & Martìnez-De-Albèniz, V. (2015). Fast fashion: Business model 

overview and research opportunities. International Series in Operations Research 

and Management Science, 223, 237–264. https://doi.org/10.1007/978-1-4899-

7562-1_9 

Chang, Y.-C., & Huang, L.-C. (2019). The Effect of Product Knowledge and Risk 

Perception on Consumers’ Online Word-of -Mouth Search Behavior for the Bio-

Agricultural Products–in the Case of Ganoderma Dietary Supplements. 

International Journal of Environment, Agriculture and Biotechnology, 4(2), 261–

278. https://doi.org/10.22161/ijeab/4.2.4 

Chen, K., & Deng, T. (2016). Research on the green purchase intentions from the 

perspective of Product knowledge. Sustainability (Switzerland), 8(9). 

https://doi.org/10.3390/su8090943 

Chen, Y. (2016). Linked references are available on JSTOR for this article : The 

Drivers of Green Brand Equity : Green Brand Image , Green Satisfaction , and 

Green Trust. Journal of Business Ethics, 93(2), 307–319. 

https://doi.org/10.1007/sl0551-009-0223-9 



120 
 

Chinomona, R., & Sandada, M. (2013). Customer satisfaction, trust and loyalty as 

predictors of customer intention to re-purchase South African retailing industry. 

Mediterranean Journal of Social Sciences, 4(14), 437–446. 

https://doi.org/10.5901/mjss.2013.v4n14p437 

Cho, J. Y., & Lee, E. J. (2017). Impact of Interior Colors in Retail Store 

Atmosphere on Consumers’ Perceived Store Luxury, Emotions, and Preference. 

Clothing and Textiles Research Journal, 35(1), 33–48. 

https://doi.org/10.1177/0887302X16675052 

Chow, P.-S., & Li, C. K. Y. (2018). Towards Closed-Loop Fashion Supply 

Chains—Reflections from Retailer-Facilitated Used Apparel Collection Programs. 

https://doi.org/10.1007/978-981-10-7007-5_13 

Chu, A. W., & Lam, M. (2009). Store environment of fashion retailers: a Hong 

Kong perspective.In:  Fashion Marketing (pp. 175-191). Hoboken: John Wiley & 

Sons, Ltd. 

Diawan, N. S., Kusumawati, A., & Mawardi, M. K. (2016). THE INFLUENCE 

OF STORE ATMOSPHERE ON PURCHASE DECISION AND IT ’ S IMPACT 

ON CUSTOMER ’ S SATISFACTION ( Case study on Indomaret Customers JL . 

Raya Tlogomas No . 37 , Malang ). Jurnal Administrasi Bisnis (JAB), 30(37), 8–

16. 

Elsya, P., & Indriyani, R. (2020). The Impact of Product Knowledge and Product 

Involvement to Repurchase Intention for Tupperware Products among 

Housewives in Surabaya, Indonesia. SHS Web of Conferences, 76, 01037. 

https://doi.org/10.1051/shsconf/20207601037 

Erlandsson, P., & Robinson, N. D. (2011). Fo r P ee r R. 45(32), 784–790. 

Fajriana, M. (2018, 8 September). Brand Fashion Retail Asal Dubai Ini Hadir di 

Indonesia. Diakses 23 Mei 2020 https://www.liputan6.com/fashion-

beauty/read/3639791/brand-fashion-retail-asal-dubai-ini-hadir-di-indonesia 

 

 
 

https://www.liputan6.com/fashion-beauty/read/3639791/brand-fashion-retail-asal-dubai-ini-hadir-di-indonesia
https://www.liputan6.com/fashion-beauty/read/3639791/brand-fashion-retail-asal-dubai-ini-hadir-di-indonesia


121 
 

Ferdinand, A. (2008). Structural Equation Modelling Dalam Penelitian 

Manajemen: Aplikasi Model-Model Rumit Dalam Penelitian Untuk Tesis 

Magister & Disertasi Doktor. Edisi 5. Semarang: BP UNDIP 

Ferreira, F. N., & Romeiro, E. (2019). Fast fashion model product development 

system: a case study in a brazilian shirt manufacturing. Product Management & 

Development, 17(2), 134–139. https://doi.org/10.4322/pmd.2019.016 

Fikri, M., & Lisdayanti, A. (2020). Analysing Promotion Mix and Precived 

Usefulness of e-Wallets : A Case of Linkaja Applications in Indonesia. 

International Journal of Finance & Banking Studies, 9(1), 76–84. 

Fimela.com. (2018, Maret). Berkembang, Industri Fashion Indonesia 

Menyumbang Kontribusi PDB Nasional. Diakses 23 Mei 2020 

<https://www.fimela.com/fashion-style/read/3779465/berkembang-industri-

fashion-indonesia-menyumbang-kontribusi-pdb-nasional> 

Gustafsson, A., Johnson, M. D., & Roos, I. (2005). The effects of customer 

satisfaction, relationship commitment dimensions, and triggers on customer 

retention. Journal of Marketing, 69(4), 210–218. 

https://doi.org/10.1509/jmkg.2005.69.4.210 

Hafer, C. L., Mantonakis, A., Fitzgerald, R., & Bogaert, A. F. (2018). The 

effectiveness of deservingness-based advertising messages: The role of product 

knowledge and belief in a just world. Canadian Journal of Administrative 

Sciences, 35(1), 34–46. https://doi.org/10.1002/cjas.1406 

Han Shen, C., & Tsuifang, H. (2011). The effect of atmosphere on customer 

perceptions and customer behavior responses in chain store supermarkets. African 

Journal of Business Management, 5(24), 10054–10066. 

https://doi.org/10.5897/ajbm10.608 

Helmefalk, M., & Hultén, B. (2017). Multi-sensory congruent cues in designing 

retail store atmosphere: Effects on shoppers’ emotions and purchase behavior. 

Journal of Retailing and Consumer Services, 38(June), 1–11. 

https://doi.org/10.1016/j.jretconser.2017.04.007 



122 
 

John, D. (2005). Product Class Knowledge As a Moderator of Consumer ’ S 

Electronic Word-of-Mou. April. 

Journal, I., & Volume, A. (2020). Attitudes and Repurchase Intention of 

Consumers Towards Functional Foods in Ho Chi Minh City, Vietnam. 

International Journal of Analysis and Applications, 18(2), 212–242. 

https://doi.org/10.28924/2291-8639-18-2020-212 

Juhana, D., Manik, E., Febrinella, C., & Sidharta, I. (2015). Empirical study on 

patient satisfaction and patient loyalty on public hospital in Bandung, Indonesia. 

International Journal of Applied Business and Economic Research, 13(6), 4305–

4326. 

KANDEMİR, G., PİRTİNİ, S., & BAYRAKTAR, A. (2019). a Research on the 

Role of Consumer Involvement and Product Knowledge Levels on Purchasing 

Decisions. Turkish Journal of Marketing, 4(2), 162–183. 

https://doi.org/10.30685/tujom.v4i2.57 

Khoa, B. T., Nguyen, T. D., & Nguyen, V. T. (2020). Factors affecting Customer 

Relationship and the Repurchase Intention of Factors affecting Customer 

Relationship and the Repurchase Intention of Designed Fashion Products. 

2(March), 17–28. https://doi.org/10.15722/jds.18.2.20202.17 

Kim, Y. E., & Yang, H. C. (2020). The effects of perceived satisfaction level of 

high-involvement product choice attribute of millennial generation on repurchase 

intention: Moderating effect of gender difference. Journal of Asian Finance, 

Economics and Business, 7(1), 131–140. 

https://doi.org/10.13106/jafeb.2020.vol7.no1.131 

Kotler,  Philip, dan Alan R. Anderson. (1995). Strategi Pemasaran dan Organisasi 

Nirlaba. Edisi Ketiga. Gajah Mada University Press. Yogyakarta 

Kotler,Philip & KevinLane Keller, (2013). Manajemen Pemasaran. Jakarta: 

Erlangga 

 

 

 



123 
 

Lee, H. M., Lee, C. C., & Wu, C. C. (2011). Brand image strategy affects brand 

equity after M&A. European Journal of Marketing, 45(7), 1091–1111. 

https://doi.org/10.1108/03090561111137624 

Licence, C. C. (2016). Keywords. 

Lin, H. F. (2015). Linking Knowledge Management Orientation to Balanced 

Scorecard Outcomes. Journal of Knowledge Management, 19(6), 1224–1249. 

https://doi.org/10.1108/JKM-04-2015-0132 

Lin, L. Y., & Chen, C. S. (2006). The influence of the country-of-origin image, 

product knowledge and product involvement on consumer purchase decisions: An 

empirical study of insurance and catering services in Taiwan. Journal of 

Consumer Marketing, 23(5), 248–265. 

https://doi.org/10.1108/07363760610681655 

Madjid, R. (2014). The Influence Store Atmosphere Towards Customer Emotions 

and Purchase Decisions. International Journal of Humanities and Social Science 

Invention, 3(10), 11–19. 

Maxmanroe.com. Arti Retail: Pengertian, Fungsi, dan Jenis-Jenis Retail. Diakses 

23 Mei 2020 <https://www.maxmanroe.com/vid/bisnis/arti-retail.html> 

Mega, A. (2017, 23 Januari). Perkembangan Trend Fashion di Indonesia. Diakses 

23 Mei 2020 

<https://www.kompasiana.com/annisamega/588321f3cc92731105931d89/perkem

bangan-trend-fashion-di-indonesia> 

Musa, M. I., Haeruddin, M. I. W., & Haeruddin, M. I. M. (2018). Customers’ 

repurchase decision in the culinary industry: Do the Big-Five personality types 

matter? Journal of Business & Retail Management Research, 13(01), 131–137. 

https://doi.org/10.24052/jbrmr/v13is01/art-13 

Ngo, M. V., & Nguyen, H. H. (2016). The Relationship between Service Quality, 

Customer Satisfaction and Customer Loyalty: An Investigation in Vietnamese 

Retail Banking Sector. Journal of Competitiveness, 8(2), 103–116. 

https://doi.org/10.7441/joc.2016.02.08 



124 
 

Nguyen, H. M., & Khoa, B. T. (2019a). Perceived Mental Benefit in Electronic 

Commerce: Development and Validation. Sustainability, 11(23), 6587-6608.  

DOI: https://10.3390/su11236587 

Nischay K. Upamannyu dan Bhakar, S.S (2014). Effect Of Customer Satisfaction 

On BrandImage&LoyaltyIntention:AStudyOfCosmeticProduct.International 

Journal of Research in Business and Technology. Vol 4. 

Levy, Michael  and  Barton Weitz. (2001).  Retailing Management.  International 

Edition. Edisi  4 New York: McGraw-Hill 

Pablo, S. (2018, Juni). Pengusaha: Industri Ritel Semester I-2018 Tumbuh 7-

7,5%. Diakses 23 Mei 2020 

<https://www.cnbcindonesia.com/news/20180622163406-4-20125/pengusaha-

industri-ritel-semester-i-2018-tumbuh-7-75> 

Press, M. I. T. (2009). Patrick Bohl The effects of store atmosphere on shopping 

behaviour - A literature review. 1–23. 

Rageh Ismail, A., & Spinelli, G. (2012). Effects of brand love, personality and 

image on word of mouth: The case of fashion brands among young consumers. 

Journal of Fashion Marketing and Management: An International Journal, 16(4), 

386–398. https://doi.org/10.1108/13612021211265791 

Ricci, E. C., Stranieri, S., Casetta, C., & Soregaroli, C. (2019). Consumer 

preferences for Made in Italy food products: The role of ethnocentrism and 

product knowledge. AIMS Agriculture and Food, 4(1), 88–110. 

https://doi.org/10.3934/AGRFOOD.2019.1.88 

Riki Wijayajaya, H., & Tri Astuti, S. R. (2018). The Effect of Trust and Brand 

Image to Repurchase Intention in Online Shopping. KnE Social Sciences, 3(10), 

915. https://doi.org/10.18502/kss.v3i10.3182 

Rossanty, Y., & Nasution, M. D. T. P. (2018). Information search and intentions 

to purchase: The role of country of origin image, product knowledge, and product 

involvement. Journal of Theoretical and Applied Information Technology, 96(10), 

3075–3085. 



125 
 

R. Shafiq, I. Raza, M.Z. Rehman, African Journal of Business Management, 

5,26:10577–10585(2011). 

http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.1008.4773&rep=rep1&

type =pdf 

Saputra, I., Lewangka, O., & Munir, A. R. (2020). The Influence of Product 

Quality and Promotion on Repurchase Pertamax through Consumer Satisfaction 

in Makassar City. 2(2), 79–92. 

Severi, E., & Ling, K. C. (2013). The mediating effects of brand association, 

brand loyalty, brand image and perceived quality on brand equity. Asian Social 

Science, 9(3), 125–137. https://doi.org/10.5539/ass.v9n3p125 

Simanjuntak, M., Nur, H. R., Sartono, B., & Sabri, M. F. (2020). A general 

structural equation model of the emotions and repurchase intention in modern 

retail. Management Science Letters, 10(4), 801–814. 

https://doi.org/10.5267/j.msl.2019.10.017 

Silalahi, U. (2012). Metode Penelitian Sosial. Bandung: PT. Refika Aditama 

Sindonews.com. (2019, 28 Mei). Max Fashions Buka Gerai di Tunjungan Plaza 

Surabaya. Diakses 23 Mei 2020 

<https://jatim.sindonews.com/berita/11141/3/max-fashions-buka-gerai-di-

tunjungan-plaza-surabaya> 

S.M. Tommy, A. Richard. Pengaruh brand image dan product knowledge 

terhadap purchasing intention. kasus kosmetik merk "X". [The influence of brand 

image and product knowledge on purchasing intention. "X" brand cosmetic case.]. 

[Research], University of Tarumanegara, Jakarta (2012). [in Bahasa Indonesia]. 

http://repository.untar.ac.id/289/ 

Soliha, E. (2008). Analisis Industri Ritel di Indonesia. Jurnal Bisnis Dan Ekonomi 

(JBE), 15(2), 128–143. 

Steward, M. D. (2008). Intraorganizational Knowledge Sharing among Key 

Account Salespeople: The Impact on Buyer Satisfaction. The Marketing 

Management Journal, 18(2), 65–75. 

 

https://doi.org/10.5267/j.msl.2019.10.017


126 
 

Sugiyono. (2012). Metode Penelitian Kuantitatif Kualitatif dan R&D. Bandung: 

Alfabeta 

Supyuenyong, V., & Swierczek, F. W. (2011). Knowledge Management Process 

and Organizational Performance in SMEs. International Journal of Knowledge 

Management, 7(2), 1–21. https://doi.org/10.4018/jkm.2011040101  

Surya.co.id. (2019, 30 Mei). Brand Ritel Asal Dubai, Max Fashion, Buka Gerai 

Pertama di Surabaya. Diakses 23 Mei 2020 

<https://surabaya.tribunnews.com/2019/05/30/brand-ritel-asal-dubai-max-fashion-

buka-gerai-pertama-di-surabaya>  

Suryamalang.com. (2019, 26 Oktober). Max Fashion Surabaya Rilis Koleksi 

Busana Autumn Winter tapi Berkiblat pada Fashion Timur Tengah. Diakses 23 

Mei 2020 <https://suryamalang.tribunnews.com/2019/10/26/max-fashion-

surabaya-rilis-koleksi-busana-autumn-winter-tapi-berkiblat-pada-fashion-timur-

tengah?page=3> 

Weeks, D. P. C. C. L. E. Y. N. to K. in 20. (2015). 済無No Title No Title. Dk, 

53(9), 1689–1699. https://doi.org/10.1017/CBO9781107415324.004 

Wongleedee, K. (2017). Customer Satisfaction In The Airlines Industry: 

Comparison Between Low-Cost And Full Service Airlines. Actual Problems of 

Economiics, 1(187), 218–222. http://www.irbis-nbuv.gov.ua/cgi-

bin/irbis_nbuv/cgiirbis_64.exe?I21DBN=LINK&P21DBN=UJRN&Z21ID=&S21

REF=10&S21CNR=20&S21STN=1&S21FMT=ASP_meta&C21COM=S&2_S21

P03=FILA=&2_S21STR=ape_2017_1_25 

Wu, C. (2011). The impact of hospital brand image on service quality, patient 

satisfaction and loyalty. African Journal of Business Management, 5(12), 4873–

4882. https://doi.org/10.5897/AJBM10.1347 

Yoshihiro, Y., Kuo, H. M., & Shieh, C. J. (2019). The impact of seniors’ health 

food product knowledge on the perceived value and purchase intention. Revista de 

Cercetare Si Interventie Sociala, 64, 199–212. https://doi.org/10.33788/rcis.64.16 



127 
 

Zena, P. A., & Hadisumarto, A. D. (2013). The Study of Relationship among 

Experiential Marketing, Service Quality, Customer Satisfaction, and Customer 

Loyalty. ASEAN Marketing Journal, 4(1), 37–46. 

https://doi.org/10.21002/amj.v4i1.2030 

 

  

https://doi.org/10.21002/amj.v4i1.2030

