
 104 

DAFTAR PUSTAKA 

 

Agarwal, S., & Teas, R. (2001). Perceived Value: Mediating Role of Perceived 
Risk. Journal of Marketing Theory and Practice, 9(4), pp.1-14. 
http://dx.doi.org/10.1080/10696679.2001.11501899 

 
Agheshlouei, H., Farajpoor, H., & Zangian, S. (2014). Explaining the effect of 

store image on purchase intention of consumer through intermediation of 
perceived risk, perceived quality and perceived value. Asian Research 
Consortium, 3(5), pp.115-129. Retrieved from 
https://aijsh.com/shop/articlepdf/1970/01/14128539009/pdf 

 
Ailawadi, K. and Keller, K. (2004). Understanding retail branding: conceptual 

insights and research priorities. Journal of Retailing, 80(4), pp. 331-342. 
 
Ali, H., & Purwandi, L. (2016). Indonesia 2020: The Urban Middle Class 

Millenials. ResearchGate. Retrieved from 
https://www.researchgate.net/publication/314448735_Indonesia_2020_Th
e_Urban_Middle_Class_Millenials 

 
Arcadiagroup.co.uk. (2017). Dorothy Perkins – Arcadia. Retrieved from 

https://www.arcadiagroup.co.uk/brands/dorothy-perkins  
 
Ariyanti, F. (2017). BPS: Ekonomi RI Tumbuh 5,02 Persen di 2016. liputan6.com. 

Retrieved from http://bisnis.liputan6.com/read/2847881/bps-ekonomi-ri-
tumbuh-502-persen-di-2016  

 
Baker, J., Parasuraman, A., Grewal, D., & Voss, G. (2002). The Influence of 

Multiple Store Environment Cues on Perceived Merchandise Value and 
Patronage Intentions. Journal Of Marketing, 66(2), 120-141. doi: 
10.1509/jmkg.66.2.120.18470  

 
Beneke, J. (2010). Consumer perception of private label brands within the retail 

grocery sector of South Africa. African Journal of Business Management, 
4, 203-220. Retrieved from 
http://www.academicjournals.org/article1380703674_Benek.pdf 

 
Beneke, J. (2012). An application of sweeney’s risk-price-quality-value 

framework through a consideration of store brand merchandise. Journal of 
Business and Retail Management Research, 7(1), pp.106-117. Retrieved 
from http://jbrmr.com/admin/content/pdf/i-16_c-139.pdf 

 
Beneke, J., Brito, A. and Garvey, K. (2015). Propensity to buy private label 

merchandise. International Journal of Retail & Distribution Management, 
43(1), pp. 43-62. 

 



 105 

Beneke, J., Flynn, R., Greig, T., & Mukaiwa, M. (2013). The influence of 
perceived product quality, relative price and risk on customer value and 
willingness to buy: a study of private label merchandise. Journal of 
Product & Brand Management, 22(3), 218-228. 
http://dx.doi.org/10.1108/jbpm-02-2103-1262  

 
Beneke, J., & Zimmerman, N. (2014). Beyond private label panache: the effect of 

store image and perceived price on brand prestige. Journal Of Consumer 
Marketing, 31(4), 301-311. http://dx.doi.org/10.1108/jcm-12-2013-0801 

 
Berman, B., & Evans, J. (2004). Retail management. Upper Saddle River, New 

Jersey: Pearson-Prentice Hall. 
 
Calvo-Porral, C., Martinez-Fernandez, V., & Juanatey-Boga, O. (2016). Influence 

of manufacturer Signature on Store Brands’ Loyalty and Purchase 
Intention. Revista De Administracao De Empresas, 56(1), 29-42. 
http://dx.doi.org/10.1590/s0034-759020160104 

 
Calvo Porral, C., & Lang, M. (2015). Private labels. British Food Journal, 117(2), 

506-522. Doi: 10.1108/bfj-06-2014-0216 
 
Campo, S. and Yague, M. (2007). Effects of price promotions on the perceived 

price. International Journal of Service Industry Management, 18(3), 
pp.269-286. 

 
Chang, T., & Wildt, A. (1994). Price, Product Information, and Purchase 

Intention: An Empirical Study. Journal Of The Academy Of Marketing 
Science, 22(1), 16-27. http://dx.doi.org/10.1177/0092070394221002 

 
Chen, Z., & Dubinsky, A. (2003). A conceptual model of perceived customer 

value in e-commerce: A preliminary investigation. Psychology and 
Marketing, 20(4), 323-347. http://dx.doi.org/10.1002/mar.10076 

 
Chiang, C., & Jang, S. (2007). The Effects of Perceived Price and Brand Image on 

Value and Purchase Intention: Leisure Travelers’ Attitudes Toward Online 
Hotel Booking. Journal Of Hospitality & Leisure Marketing, 15(3), 46-69. 
http://dx.doi.org/10.1300/j150v15n03_04 

 
Chowdburry, M. and Andaleeb, S. (2007). A Multivariate Model of Perceived 

Quality in a Developing Country. Journal of International Consumer 
Marketing, 19(4), pp.33-57. 

 
Churchill, G., & Iacobucci, D. (2013). Marketing research. Vancouver, B.C.: 

Langara College. 
 
Diallo, M. (2012). Effects of store image and store brand price-image on store 

brand purchase intention: Application to an emerging market. Journal of 



 106 

Retailing and Consumer Services, 19(3), 360-367. 
http://dx.doi.org/10/1016/j.jretconser.2012.03.010 

 
Dickson, P. and Sawyer, A. (1990). The Price Knowledge and Search of 

Supermarket Shoppers on JSTOR. Jstor.org. Retrieved from 
http://www.jstor.org/stable/1251815  

 
Doods, W., Monroe, K., & Grewal, D. (1991). Effects of Price, Brand, and Store 

Information on Buyer’s Product Evaluations. Journal of Marketing 
Research, 28(3), 307. http://dx.doi.org/10.2307/3172866 

 
Dorothyperkins.com. (2018). About Us. Retrieved from 

http://www.dorothyperkins.com/en/dpuk/category/about-us-
7093466/home?TS=1516893701866&cat2=3485131  

 
Du Prel, J., Hommel, G., Rohrig, B., & Blettner, M. (2009). Confidence Interval 

or P-Value? Part 4 of a Series on Evaluation of Scientific Publications. 
Deutsches Arzteblatt International, 106(9), 335-
339.doi:https://dx.doi.org/10.3238%2Farztebl.2009.0335 

 
Dunner, P., & Lusch, R. (2005). Retailing. Mason, Ohio: South Western. 
 
Eroglu, S., Machleit, K., & Barr, T. (2005). Perceived retail crowding and 

shopping satisfaction: the role of shopping values. Journal Of Business 
Research, 58(8), 1146-1153.doi: 10.1016/j.jbusres.2004.01.005 

 
Fauzi, Y. (2017). Kuartal I 2017, Penjualan Industri Ritel Melorot 20 Persen. 

CNN Indonesia. Retrieved from 
https://www.cnnindonesia.com/ekonomu/20170404181823-92-
204942/kuartal-i-2017-penjualan-industri-ritel-melorot-20-persen/ 

 
Field, A. (2000). Structural Equation Modelling (SEM). 

Discoveringstatistics.com, Retrieved from 
https://www.discoveringstatistics.com/repository/sem/pdf (Accessed 26 
Mar.2018). 

 
Ghafoor, H., Ahme, S., Naeem, M., & Huang, C. (2018). Analysis of Brand 

Perception Effect on Store Image & Purchase Intention of Customers. 
International Journal Of Scientific & Engineering Research, 9(5), 1324-
1330. 

 
Ghozali, I., & Latan, H. (2015). Partial Least Squares : Konsep, Teknik dan 

Aplikasi menggunakan Program SmartPLS 3.0 (2nd ed.). Semarang: 
Universitas Diponegoro.  

 
Goforth, C. (2015). Using and Interpreting Cronbach’s Alpha I University of 

Virginia Library Research Data Services + Sciences. 



 107 

Data.library.virginia.edu. Retrieved 8 December 2017, from 
http://data.library.virginia.edu/using-and-interpreting-cronbachs-alpha/ 

 
Gumelar, G. (2017). Pemerintah-BI Sebut Pertumbuhan Ekonomi 2017 Tak Capai 

Target. CNN Indonesia. Retrieved from 
https://www.cnnindonesia.com/ekonomi/20171031204111-78-
252541/pemerintah-bi-sebut-pertumbuhan-ekonomi-2017-tak-capai-target/  

 
Grewal, D., Krishnan, R., Baker, J., & Borin, N. (1998). The effect of store name, 

brand name and price discounts on consumers’ evaluations and purchase 
intentions. Journal Of Retailing, 74(3), 331-352. 
http://dx.doi.org/10.1016/s0022-4359(99)80099-2 

 
Hair Jr, J., Sarstedt, M., Hopkins, L., & Kuppelsieser, V. (2014). Partial least 

squares structural equation modeling (PLS-SEM). European Business 
Review, 26(2), 106-121. http://dx.doi.org/10/1108/ebr-10-2013-0128 

 
Hsin Chang, H., & Wang, H. (2011). The moderating effect of customer perceived 

value on online shopping behavior. Online Information Review, 35(3), 
333-359. http://dx.doi.org/10.1108/14684521111151414 

 
Idrus,M., Rahayu, M., Wisnalawati, & Surachman. (2014). Effect of Store Image 

on Store Loyalty and Perceived Quality as Mediation (Customers of Batik 
Tulis Village Store at Yogyakarta Special Region). International Journal 
Of Business And Management Invention, 3(11), 20-30. Retrieved from 
http://www.ijbmi.org/papers/Vol(3)11/Version-2/D031102020030.pdf 

 
Israel, G. (2012). Determining Sample Size. Psycholosphere.com. Retrieved from 

https://www.psycholosphere.com/Determining%20sample%20size%20by
%20Israel.pdf  

 
Indonesia, E. (2018). 7 Mall Terbesar di Indonesia Untuk Kamu Pecinta 

Shopping. Miner8. Retrieved from http://miner8.com/id/2831  
 
Katadata, D. (2016). Usia Produktif Dominasi Penduduk Indonesia 2016 – 

Databoks. Databoks.katadata.co.id. Retrieved from 
https://databoks.katadata.co.id/datapublish/2016/09/24/bonus-demografi-
2016-jumlah-penduduk-indonesia-258-juta-orang  

 
Kenny, D. (2018). Mediation (David A. Kenny), Retrieved from 

http://davidakenny.net/cm/mediate.htm 
 
Koo, D. (2003). Inter-relationships among store images, store satisfaction, and 

store loyalty among Korea discount retail patrons. Asia Pacific Journal Of 
Marketing And Logistics, 15(4), 42-71. 
http://dx.doi.org/10.1108/13555850310765033 

 



 108 

Kumar, A., & Kim, Y. (2014). The store-as-a-brand strategy: The effect of store 
environment on customer responses. Journal Of Retailing And Consumer 
Services, 21(5), 685-695. 
http://dx.doi.org/10.1016/j.jretconser.2014.04.008  

 
Kwong, K., & Wong, K. (2013). Partial Least Squares Structural Equation 

Modeling (PLS-SEM) Techniques Using SmartPLS. 
Pdfs.semanticscholar.org. Retrieved 8 December 2017, from 
https://pdfs.semanticscholar.org/b0c8/315c3cfa4134e631e84780a2d1e8b3
14a1d9.pdf 

 
Levy, M., Weitz, B. and Skinner Beitelspacher, L. (2012). Retailing Management. 

New York: McGraw-Hill Irwin. 
 
Lewison, D. (1989). Essentials of retailing. Columbus: Merrill. 
 
Liljander, V., Polsa, P., & van Riel, A. (2009). Modelling consumer responses to 

an apparel store brand: Store image as a risk reducer. Journal of Retailing 
and Consumer Services, 16(4), 281-290. 
http://dx.doi.org/j.jretconser.2009.02.005 

 
Map.co.id. (2017). Tentang Mitra Adiperkasa – Peritel #1 gaya hidup di 

Indonesia. Retrieved from at: http://www.map.co.id/id/about-us/  
 
Marakanon, L., & Panjakajornsak, V. (2017). Perceived quality, perceived risk 

and customer trust affecting customer loyalty of environmentally friendly 
electronics products. Kasetsart Journal Of Social Sciences, 38(1), 24-30. 
Doi: 1.1016/j.kjss.2016.08.012 

 
Maxwell, J. (2017). 10 Retailer Investments for an Uncertain Future. Pwc.com. 

Retrieved from https://www.pwc.com/gx/en/industries/assets/total-retail-
2017.pdf  

 
Mazursky, D., & Jacoby, J. (1986). Exploring the development of store images. 

Journal Of Retailing, 62(2), 145 – 165. Retrieved from 
http://bschool.huji.ac.il/.upload/hujibusiness/Mazursky/Exploring%20the
%20Development%20of%20Store%20Images.pdf 

 
Monecke, A., & Leisch, F. (2012). semPLS: Structural Equation Modeling Using 

Partial Least Squares. Journal of Statistical Software, 48(3). 
http://dx.doi.org/10.18637/jss.v048.i03 

 
Nagle, T., & Holden, R. (2006). The strategy and tactics of pricing. Upper Saddle 

River: Prentice Hall. 
 
Oosthuizen, D., Spowart, J., & Heydenrych, C. (2015). The relationship between 

perceived price and consumers’ purchase intentions of private label wine 



 109 

brands. African Journal Of Hospitality, Tourism And Leisure, 4(2), 1-17. 
Retrieved from http://www.ajhtl.com 

 
Pearl, J. (2012). The Causal Foundations of Structural Equation Modelling. 

Ftp.cs.ucla.edu. Retrieved from http://ftp.cs.ucla.edu/pub/stat_ser/r370.pdf  
 
Rzem, H., & Debabi, M. (2012). Store Image as a Moderator of Store Brand 

Attitude. Journal Of Business Studies Quarterly, 4(1), 130-148. 
 
Salehzadeh, R., & Pool, J. (2016). Brand Attitude and Perceived Value and 

Purchase Intention toward Global Luxury Brands. Journal of International 
Consumer Marketing, 29(2), 74-82. 
http://dx.doi.org/10.1080/08961530.2016.1236311 

 
Schiffman, L., & Kanuk, L. (2007). Consumer behaviour (9th ed.). Upper Saddle 

River, N.J.: Pearson Prentice Hall. 
 
Schiffman, L., & Wisenblit, J. (2015). Consumer behavior (11th ed.). United 

States: Pearson. 
 
Sekaran, U. (2003). Research methods for business. New York: jhn Wiley & 

Sons. 
 
Semeijn, J., van Riel, A., & Ambrosini, A. (2004). Consumer evaluations of store 

brands: effects of store image and product attributes. Journal of Retailing 
and Consumer Services, 11(4), 247-258. http://dx.doi.org/10.1016/s0969-
6989(03)00051-1 

 
Shih-Tse Wang, E., & Tsai, B. (2014). Consumer response to retail performance 

of organic food retailers. British Food Journal, 116(2), 212-227. 
http://dx.doi.org/10.1108/bfj-05-2012-0123 

 
Snoj, B., Pisnik Korda, A., & Mumel, D. (2004). The relationships among 

perceived quality, perceived risk and perceived product value. Journal of 
Product & Brand Management, 13(3), 156-167. 
http://dx.doi.org/10.1108/10610420410538050  

 
Solomon, M. (2006). Consumer behavior. Upper Saddle River, NJ: Pearson 

Prentice Hall. 
 
Sugianto, D. (2017). Pesan Pengusaha ke Jokowi Agar Ritel Tak Tumbang Lagi 

di 2018. detikfinance. Retrieved from https://finance.detik.com/berita-
ekonomi-bisnis/d-3787668/pesan-pengusaha-ke-jokowi-agar-ritel-tak-
tumbang-lagi-di-2018?_ga=2.247532295.1863718073.1515303684-
672864758.1507357394   

 



 110 

Sugianto, D. (2017) Ritel Ramai-ramai Tutup Gerai Tahun Ini, Ada Apa?. 
detikfinance. Retrieved from https://finance.detik.com/berita-ekonomi-
bisnis/d-3787497/ritel-ramai-ramai-tutup-gerai-tahun-ini-ada-apa/4   

 
Supardi, U. (2013). Aplikasi Statistika Dalam Penelitian Edisi Revisi:Konsep 

Statistika Yang Lebih Komprehensif (5th ed.). Jakarta : Change Publication. 
 
Suryowati, E. (2016). Pertumbuhan Ekonomi 2015 Terendah dalam Enam Tahun 

Terakhir – Kompas.com. KOMPAS.com. Retrieved from 
http://ekonomi.kompas.com/read/2016/02/07/182803626/Pertumbuhan.Ek
onomi.2015.Terendah.dalam.Enam.Tahun.Terakhir  

 
Sweeney, J., Soutar, G., & Johnson, L. (1999). The role of perceived risk in the 

quality-value relationship: A study in a retail environment. Journal of 
Retailing, 75(1), 77-105. http://dx.doi.org/10.1016/s0022-4359(99)80005-
0 

UJI ASUMSI KLASIK (UJI MULTIKOLINEARITAS). (2015). Retrieved from 
https://sbm.binus.ac.id/2015/11/20/uji-asumsi-klasik-uji-multikolinearitas/ 

 
Vahie, A., & Paswan, A. (2006). Private label brand image: its relationship with 

store image and national brand. International Journal of Retail & 
Distribution Management, 34(1), 67-84. 
http://dx.doi.org/10.1108/09590550610642828 

 
Widhiarso, W. (2010). Berkenalan dengan Analisis Mediasi : Regresi dengan 

Melibatkan Variabel Mediator (Bagian Pertama). Retrieved from 
http://widhiarso.staff.ugm.ac.id/wp/berkenalan-dengan-analisis-mediasi-
regresi-dengan-melibatkan-variabel-mediator-bagian-pertama/ 

 
Yu, U., Niehm, L., & Russell, D. (2011). Exploring Perceived Channel Price, 

Quality, and Value as Antecedents of Channel Choice and Usage in 
Multichannel Shopping. Journal Of Marketing Channels, 18(2), 79-102. 
http://dx.doi.org/10.1080/1046669x.2011.558826 

 
Zeithaml, V. (1988). Consumer Perceptions of Price, Quality, and Value: A 

Means-End Model and Synthesis of Evidence. Journal of Marketing, 
52(3), p.2. 

 
 




