DAFTAR PUSTAKA

Ab Latif, Z. (2018) ‘The effect of perceived authenticity of food towards experience
and place attachment at the State Fair’. lowa State University.

Abdullaeva, M. (2020) ‘Impact of customer satisfaction on customer loyalty in
upscale ethnic restaurants’, Theoretical & Applied Science, 86(06), pp. 372—
375.

Ajzen, 1. (1985) ‘From intentions to actions: A theory of planned behavior’, in
Action control: From cognition to behavior. Springer, pp. 11-39.

Aksoy, L. etal. (2022) ‘Global trends in hospitality’, Journal of Business Research,
142, pp. 957-973.

Alada, K.C.O. and Castafio, M.C.N. (2020) ‘The effects of restaurant attributes on
customers’ emotions and loyalty’, African Journal of Hospitality, Tourism
and Leisure, pp. 1-10.

Baker, M.A. and Kim, K. (2018a) ‘Other customer service failures: emotions,
impacts, and attributions’, Journal of Hospitality & Tourism Research,
42(7), pp. 1067-1085.

Baker, M.A. and Kim, K. (2018b) ‘The role of language, appearance, and smile on
perceptions of authenticity versus rapport’, International Journal of
Hospitality Management, 74, pp. 171-179.

Baldacchino, G. (2015) ‘Feeding the rural tourism strategy? Food and notions of
place and identity’, Scandinavian Journal of Hospitality and Tourism, 15(1—
2), pp. 223-238.

Barnes, D.C. et al. (2021) ‘After-service gifts: evaluating how presence, context
and value impact customer satisfaction and customer delight’, Journal of
Marketing Theory and Practice, 29(3), pp. 343-357.

Barnes, D.C., Beauchamp, M.B. and Webster, C. (2010) ‘To delight, or not to
delight? This is the question service firms must address’, Journal of
Marketing Theory and Practice, 18(3), pp. 275-284.

Barnes, D.C. and Krallman, A. (2019) ‘Customer delight: A review and agenda for
research’, Journal of Marketing Theory and Practice, 27(2), pp. 174-195.

Batat, W. (2019) Experiential marketing: Consumer behavior, customer
experience, and the 7Es. Routledge.

binti Daud, R. (2021) ‘Face and content validity for the special education leadership
(integration) questionnaire in Malaysia’, Turkish Journal of Computer and
Mathematics Education (TURCOMAT), 12(11), pp. 5172-5178.

Bitner, M.J. (1992) ‘Servicescapes: The impact of physical surroundings on
customers and employees’, Journal of marketing, 56(2), pp. 57-71.
Bougie, R. and Sekaran, U. (2019) Research methods for business: A skill building

approach. John Wiley & Sons.

Cao, Y. (2016) ‘Memorable dining experiences: Formative index and model
development’. University of South Carolina.

Chan, G.S.H. and Li, J. (2020) ‘Re-examination of servicescape model: food
expectation and patronage to Macau’s restaurant from chinese visitors’
perspectives’, Journal of Service Science and Management, 13(03), p. 470.

Chandon, J., Leo, P. and Philippe, J. (1997) ‘Service encounter dimensions-a dyadic

207



perspective: Measuring the dimensions of service encounters as perceived
by customers and personnel’, International Journal of Service Industry
Management [Preprint].

Cheah, J.-H. et al. (2021) ‘A primer on the conditional mediation analysis in PLS-
SEM’, The DATA BASE for Advances in Information Systems, 52, pp. 43—
100.

Chen, Q., Huang, R. and Hou, B. (2020) ‘Perceived authenticity of traditional
branded restaurants (China): impacts on perceived quality, perceived value,
and behavioral intentions’, Current Issues in Tourism, pp. 1-22.

Chinelato, F.B., Oliveira, A.S. de and Souki, G.Q. (2023) ‘Do satisfied customers
recommend restaurants? The moderating effect of engagement on social
networks on the relationship between satisfaction and eWOM?’, Asia Pacific
Journal of Marketing and Logistics [Preprint].

Chintia, C., Hussein, A.S. and Suryadi, N. (2022) ‘The effect of experience quality
on customer loyalty mediated by emotion: A study on ethnic restaurant
consumers in Malang City’, International Journal of Research in Business
and Social Science (2147-4478), 11(7), pp. 17-22.

Chitturi, R., Raghunathan, R. and Mahajan, V. (2008) ‘Delight by design: The role
of hedonic versus utilitarian benefits’, Journal of Marketing, 72(3), pp. 48—
63.

Chomeya, R. (2010) ‘Quality of psychology test between Likert scale 5 and 6
points’, Journal of Social Sciences, 6(3), pp. 399-403.

Chousou, C. and Mattas, K. (2019) ‘Assessing consumer attitudes and perceptions
towards food authenticity’, British food journal [Preprint].

Chow, K.Y. et al. (2013) ‘Factors influencing dining experience on customer
satisfaction and revisit intention among undergraduates towards fast food
restaurants’. UTAR.

Christina, T.Z., Zhang, P. and Lu, L. (2020) ‘Service encounter value and online
engagement behaviors’, International Journal of Hospitality Management,
85, p. 102338.

Chun, S.-H. and Nyam-Ochir, A. (2020) ‘The effects of fast food restaurant
attributes on customer satisfaction, revisit intention, and recommendation
using DINESERYV scale’, Sustainability, 12(18), p. 7435.

Clemes, M.D., Gan, C. and Sriwongrat, C. (2013) ‘Consumers’ choice factors of an
upscale ethnic restaurant’, Journal of Food Products Marketing, 19(5), pp.
413-438.

Cohen, E. and Avieli, N. (2004) ‘Food in tourism: Attraction and impediment’,
Annals of Tourism Research, 31(4), pp. 755-778.

Collier, J.E. etal. (2018) ‘Idiosyncratic service experiences: When customers desire
the extraordinary in a service encounter’, Journal of Business Research, 84,
pp. 150-161.

Collier, N. et al. (2018) ‘The International Land Model Benchmarking (ILAMB)
system: design, theory, and implementation’, Journal of Advances in
Modeling Earth Systems, 10(11), pp. 2731-2754.

Dao, N.T.B. (2019) ‘A perception into food image and revisit intention for local
cuisine from foreign tourist perspective—The case of Ho Chi Minh City—

208



Vietnam’, European Journal of Business and Management Research, 4(2).

Dixit, S.K. and Prayag, G. (2022) ‘Gastronomic tourism experiences and
experiential marketing’, Tourism Recreation Research. Taylor & Francis,
pp. 217-220.

Dixon, M., Freeman, K. and Toman, N. (2010) ‘Stop trying to delight your
customers’, Harvard business review, 88(7/8), pp. 116-122.

Dominguez-Quintero, A.M., Gonzéalez-Rodriguez, M.R. and Paddison, B. (2020)
‘The mediating role of experience quality on authenticity and satisfaction in
the context of cultural-heritage tourism’, Current Issues in Tourism, 23(2),
pp. 248-260.

Durna, U., Dedeoglu, B.B. and Balik¢ioglu, S. (2015) ‘The role of servicescape and
image perceptions of customers on behavioral intentions in the hotel
industry’, International Journal of Contemporary Hospitality Management
[Preprint].

Ebster, C. and Guist, I. (2005) ‘The role of authenticity in ethnic theme restaurants’,
Journal of Foodservice Business Research, 7(2), pp. 41-52.

Enas Almanasreh a, Rebekah J. Moles, T.F.C. (2022) ‘A practical approach to the
assessment and quantification of content validity’, Contemporary Research
Methods in Pharmacy and Health Services, pp. 583-599. Available at:
https://doi.org/https://doi.org/10.1016/B978-0-323-91888-6.00013-2.

Escobar Rivera, D. et al. (2019) ‘Exploring the role of service delivery in
remarkable tourism experiences’, Sustainability, 11(5), p. 1382.

Etikan, 1., Musa, S.A. and Alkassim, R.S. (2016) ‘Comparison of convenience
sampling and purposive sampling’, American journal of theoretical and
applied statistics, 5(1), pp. 1-4.

Fadly Rahman (2018) ‘Kuliner sebagai Identitas Keindonesiaan’, Jurnal Sejarah.,
2(1).

Gronroos, C. (2001) ‘The perceived service quality concept—a mistake?’, Managing
Service Quality: An International Journal, 11(3), pp. 150-152.

Gu, Q., Li, M. and Kim, S.S. (2021) ‘The role of nostalgia-evoking stimuli at
nostalgia-themed restaurants in explaining benefits, consumption value and
post-purchase behavioral intention’, International Journal of Hospitality
Management, 96, p. 102955.

Guidice, R.M., Barnes, D.C. and Kinard, B.R. (2020) ‘Delight spirals: the cause
and consequence of employee perceived customer delight’, Journal of
Service Theory and Practice [Preprint].

Gupta, V. and Sajnani, M. (2020) ‘A study on the influence of street food
authenticity and degree of their variations on the tourists’ overall destination
experiences’, British Food Journal, 122(3), pp. 779-797.

Haghighi, M. et al. (2012) ‘Evaluation of factors affecting customer loyalty in the
restaurant industry’, African journal of business management, 6(14), p.
5039.

Hair, J.F. et al. (2019) ‘When to use and how to report the results of PLS-
SEM’, European business review [Preprint].

Hair Jr, J.F. et al. (2017) ‘PLS-SEM or CB-SEM: updated guidelines on which

method to use’, International Journal of Multivariate Data Analysis, 1(2),

209



pp. 107-123.

Hanks, L. and Line, N.D. (2018) ‘The restaurant social servicescape: Establishing
a nomological framework’, International journal of hospitality
management, 74, pp. 13-21.

Hennig-Thurau, T. et al. (2004) ‘Electronic word-of-mouth via consumer-opinion
platforms: what motivates consumers to articulate themselves on the
internet?’, Journal of interactive marketing, 18(1), pp. 38-52.

Henseler, J., Ringle, C.M. and Sarstedt, M. (2015) ‘A new criterion for assessing
discriminant validity in variance-based structural equation modeling’,
Journal of the academy of marketing science, 43(1), pp. 115-135.

Hernandez-Rojas, R.D. and Huete Alcocer, N. (2021) ‘The role of traditional
restaurants in tourist destination loyalty’, Plos one, 16(6), p. €0253088.

Hofstede, G. (2011) ‘Dimensionalizing cultures: The Hofstede model in context’,
Online readings in psychology and culture, 2(1), p. 8.

Huaman-Ramirez, R., Albert, N. and Merunka, D. (2019) ‘Are global brands
trustworthy? The role of brand affect, brand innovativeness, and consumer
ethnocentrism’, European Business Review, 31(6), pp. 926-946.

Huang, S.S. and Crotts, J. (2019) ‘Relationships between Hofstede’s cultural
dimensions and tourist satisfaction: A cross-country cross-sample
examination’, Tourism management, 72, pp. 232-241.

Hwang, J. and Seo, S. (2016) ‘A critical review of research on customer experience
management: Theoretical, methodological and cultural perspectives’,
International Journal of Contemporary Hospitality Management [Preprint].

Hyun, H., Kim, D. and Park, J. (2023) ‘Direct and indirect effect of word-of-mouth
with the moderation of ethnocentrism’, International Journal of Retail &
Distribution Management [Preprint], (ahead-of-print).

Ingerson, S. and Kim, A.K. (2016) ‘Exploring the value of an ethnic restaurant
experience: a consumer perspective towards Korean restaurants’, Tourism
Recreation Research, 41(2), pp. 199-212.

Jang, S.S., Ha, J. and Park, K. (2012) ‘Effects of ethnic authenticity: Investigating
Korean restaurant customers in the US’, International Journal of Hospitality
Management, 31(3), pp. 990-1003.

Jang, Y.J. (2022) ‘Understanding restaurant customers’ environmental behavior in
the social media context: an application of theory of planned behavior’,
Global Business & Finance Review, 27(2), p. 48.

Japutra, A. et al. (2022) ‘Life events, philosophy, spirituality and gastronomy
experience’, International Journal of Contemporary Hospitality
Management, 34(9), pp. 3210-3229.

Jeon, H.M., Yoo, S.R. and Kim, S.H. (2020) ‘The relationships among experience,
delight, and recollection for revisit intention in chocolate exposition’,
Sustainability, 12(20), p. 8644.

Jeon, Y.-M. (2017) ‘A study on influence of family restaurant image on satisfaction,
trust and revisit intention’, Culinary science and hospitality research, 23(2),
pp. 74-85.

Jeon, Y. etal. (2021) ‘How Does Service Environment Enhance Consumer Loyalty
in the Sport Fitness Industry? The Role of Servicescape, Cosumption

210



Motivation, Emotional and Flow Experiences’, Sustainability, 13(11), p.
6414.

Jiang, Y. (2020) ‘A cognitive appraisal process of customer delight: The
moderating effect of place identity’, Journal of Travel Research, 59(6), pp.
1029-1043.

Kageyama, Y. and Barreda, A. (2018) ‘Customers’ Responses to Employee Extra
Attention’, Open Journal of Business and Management, 7(01), p. 59.

Kang, J.-W. and Namkung, Y. (2016) ‘Restaurant information sharing on social
networking sites: do network externalities matter?’, Journal of Hospitality
& Tourism Research, 40(6), pp. 739-763.

Kao, C.-Y., Tsaur, S.-H. and Huang, C.-C. (2020) ‘The scale development of
organizational culture on customer delight’, International Journal of
Contemporary Hospitality Management [Preprint].

Kement, U. et al. (2021) ‘Investigation of the effect of restaurant atmosphere on
behavioral intention’, Journal of Tourism and Services, 12(22), pp. 222—
242.

Khoi, N.H., Le, AN. and Tran, M.D. (2021) ‘Tourist inspiration and its
consequences: The moderating role of neuroticism’, International Journal
of Tourism Research, 23(5), pp. 901-913.

Kiatkawsin, K. and Sutherland, I. (2020) ‘Examining luxury restaurant dining
experience towards sustainable reputation of the Michelin restaurant guide’,
Sustainability, 12(5), p. 2134.

Kim, J.-H. and Song, H. (2024) ‘Examining the influence of multiple dimensions
of authentic dining experiences’, The Service Industries Journal, 44(5-6),
pp. 317-341.

Kim, M., Vogt, C.A. and Knutson, B.J. (2015) ‘Relationships among customer
satisfaction, delight, and loyalty in the hospitality industry’, Journal of
Hospitality & Tourism Research, 39(2), pp. 170-197.

Kim, M.J. and Park, C.J. (2019) ‘Does customer delight matter in the customer
satisfaction-loyalty linkage?’, The Journal of Asian Finance, Economics
and Business, 6(3), pp. 235-245.

Kim, S.-H., Whaley, J.E. and Choi, Y. (2023) ‘Managing the restaurant experience:
re-specifying the role of food, interaction, and atmosphere as contributors
to the optimal flow experience’, Journal of foodservice business research,
26(5), pp. 719-740.

Kim, S., Choe, J.Y. and Lee, A. (2016) ‘Efforts to globalize a national food: Market
segmentation by reasons for ethnic food preferences’, International Journal
of Contemporary Hospitality Management, 28(10), pp. 2310-2330.

Kim, Y.-J. and Kim, H.-S. (2021) ‘A study on the consumption value of customer
using the extended theory of planned behavior: Focused on upscale Korean
restaurant’, Culinary Science & Hospitality Research, 27(2), pp. 32-46.

Kuppelwieser, V.G. and Klaus, P. (2021) ‘Measuring customer experience quality:
The EXQ scale revisited’, Journal of Business Research, 126, pp. 624-633.

Kurniawan, R. (2021) ‘The validity of e-module based on guided inquiry integrated
ethnoscience in high school physics learning to improve students’ critical
thinking’, in Journal of Physics: Conference Series. IOP Publishing, p.

211



12067.

Kusuma, I. et al. (2021) “When satisfaction is not enough to build a word of mouth
and repurchase intention’, APMBA (Asia Pacific Management and Business
Application), pp. 1-20.

Lai, LK.W., Lu, D. and Liu, Y. (2020) ‘Experience economy in ethnic cuisine: a
case of Chengdu cuisine’, British Food Journal, 122(6), pp. 1801-1817.

Lariviere, B. et al. (2017) ““Service Encounter 2.0”: An investigation into the roles
of technology, employees and customers’, Journal of business research, 79,
pp. 238-246.

Lee, B.Y. and Park, S.Y. (2019) ‘The role of customer delight and customer equity
for loyalty in upscale hotels’, Journal of Hospitality and Tourism
Management, 39, pp. 175-184.

Lee, D. (2018) ‘Strategies for technology-driven service encounters for patient
experience satisfaction in hospitals’, Technological forecasting and social
change, 137, pp. 118-127.

Lee, S., Park, H. and Ahn, Y. (2020) ‘The influence of tourists’ experience of
quality of street foods on destination’s image, life satisfaction, and word of
mouth: The moderating impact of food neophobia’, International Journal
of Environmental Research and Public Health, 17(1), p. 163.

Lee, T.H., Fu, C.-J. and Tsai, L.-F. (2019) ‘How servicescape and service
experience affect loyalty: Evidence from attendees at the Taipei
International Travel Fair’, in Journal of Convention & Event Tourism.
Taylor & Francis, pp. 398-420.

Lee, Y.-I., Phua, J. and Wu, T.-Y. (2020) ‘Marketing a health Brand on Facebook:
Effects of reaction icons and user comments on brand attitude, trust,
purchase intention, and eWOM intention’, Health marketing quarterly,
37(2), pp. 138-154.

Lemon, K.N. and Verhoef, P.C. (2016) ‘Understanding customer experience
throughout the customer journey’, Journal of marketing, 80(6), pp. 69-96.

Leong, A.M.W. et al. (2023) ‘Exploring the effects of customers’ assessments of a
restaurant’s atmospherics and emotional assessments on a fine-dining
experience and intentions to return’, Tourism Management Perspectives, 47,
p. 101121.

Levitt, J.A. et al. (2021) ‘Restaurant authenticity: An analysis of its influence on
restaurant customer perceptions and behaviors’, Journal of Quality
Assurance in Hospitality & Tourism, 22(6), pp. 649-678.

Li, Q. et al. (2023) ‘Restaurant recommendation model using textual information
to estimate consumer preference: evidence from an online restaurant
platform’, Journal of Hospitality and Tourism Technology, 14(5), pp. 857—
877.

Lin, H., Gursoy, D. and Zhang, M. (2020) ‘Impact of customer-to-customer
interactions on overall service experience: A social servicescape
perspective’, International Journal of Hospitality Management, 87, p.
102376.

Lin, P.M.C. (2022) ‘Dining in the sharing economy: a comparison of private social
dining and restaurants’, International Journal of Contemporary Hospitality

212



Management, 34(1), pp. 1-22.
Line, N.D., Hanks, L. and Dogru, T. (2020) ‘A reconsideration of the EWOM
construct in restaurant research: what are we really measuring?’,
International Journal of Contemporary Hospitality Management, 32(11),
pp. 3479-3500.
Lingceng, W.U. et al. (2022) ‘The impact of brand image on laptop purchasing
intention—the moderating role of consumer ethnocentrism’, International
Journal of Business, Economics and Management, 9(1), pp. 1-19.
Liu, H. et al. (2018) ‘The role of authenticity in mainstream ethnic restaurants’,
International Journal of Contemporary Hospitality Management [Preprint].
Long, F. et al. (2022) ‘How CSR influences young Chinese consumers’ purchase
decisions towards Western brands: the moderating effect of consumer
ethnocentrism’, Kybernetes [Preprint].
Longoni, C. and Cian, L. (2022) ‘Artificial intelligence in utilitarian vs. hedonic
contexts: The “word-of-machine” effect’, Journal of Marketing, 86(1), pp.
91-108.
Lu, S. and Fine, G.A. (1995) ‘The presentation of ethnic authenticity: Chinese food
as a social accomplishment’, The Sociological Quarterly, 36(3), pp. 535—
SoE
Lu, W. et al. (2022) ‘Perceived Authenticity and Experience Quality in Intangible
Cultural Heritage Tourism: The Case of Kunqu Opera in China’, Sustainability,
14(5), p. 2940.

Ma, J. et al. (2017) ‘Delighted or satisfied? Positive emotional responses derived
from theme park experiences’, Journal of Travel & Tourism Marketing, 34(1),
pp. 1-19.

Mannan, M. et al. (2019) ‘Modeling customer satisfaction and revisit intention in
Bangladeshi dining restaurants’, Journal of Modelling in Management
[Preprint].

Mansoor, M., Awan, T.M. and Syed, F. (2020) ‘Positive emotions as underlying
mechanism between customer gratitude and behavioral intentions’, Journal
of Administrative and Business Studies, JABS, 6(1), pp. 9-20.

Maria Correia Loureiro, S., J. Miranda, F. and Breazeale, M. (2014) ‘“Who needs
delight? The greater impact of value, trust and satisfaction in utilitarian,
frequent-use retail’, Journal of Service Management, 25(1), pp. 101-124.

Memon, M.A. et al. (2021) ‘PLS-SEM statistical programs: a review’, Journal of
Applied Structural Equation Modeling, 5(1), pp. 1-14.

Meng, B. and Choi, K. (2018) ‘An investigation on customer revisit intention to
theme restaurants: The role of servicescape and authentic perception’,
International Journal of Contemporary Hospitality Management [Preprint].

Min, K.-H. and Han, S. (2017) ‘Local consumers’ perceptions and preferences for
Asian ethnic foods’, International Journal of Tourism Sciences, 17(3), pp.
165-179.

Misra, R., Singh, S. and Singh, D. (2018) ‘Analysing the role of consumer
ethnocentrism and social responsibility in the preference of ayurvedic
products’, Management and Labour Studies, 43(4), pp. 263-276.

Molinillo, S. et al. (2020) ‘The impact of affective and cognitive app experiences

213



on loyalty towards retailers’, Journal of Retailing and Consumer Services,
54, p. 101948.

Moon, S.-J. (2021) ‘Investigating beliefs, attitudes, and intentions regarding green
restaurant patronage: An application of the extended theory of planned
behavior with moderating effects of gender and age’, International Journal
of Hospitality Management, 92, p. 102727.

Mukucha, P., Rootman, C. and Mazibuko, N.E. (2019) ‘Service encounter
experience antecedents and outcomes in the Zimbabwean restaurant
industry’, Journal of Contemporary Management, 16(2), pp. 513-537.

Mufioz, F. et al. (2018) “What makes the hedonic experience of a meal in a top
restaurant special and retrievable in the long term? Meal-related, social and
personality factors’, Appetite, 125, pp. 454-465.

Ngobo, P.-V. (1999) ‘Decreasing returns in customer loyalty: does it really matter
to delight the customers?’, ACR North American Advances [Preprint].

Nitzl, C., Roldan, J.L. and Cepeda, G. (2016) ‘Mediation analysis in partial least
squares path modeling: Helping researchers discuss more sophisticated
models’, Industrial management & data systems, 116(9), pp. 1849-1864.

Oh, M.M. and Kim, S.S. (2020) ‘Dimensionality of ethnic food fine dining
experience: An application of semantic network analysis’, Tourism
Management Perspectives, 35, p. 100719.

Oliver, R. (1997) ‘Satisfaction: A behavioural perception on the consumer’.
McGraw Hill, New York.

Oliver, R.L. (1977) ‘Effect of expectation and disconfirmation on postexposure
product evaluations: An alternative interpretation.”, Journal of applied
psychology, 62(4), p. 480.

Oliver, R.L., Rust, R.T. and Varki, S. (1997) ‘Customer delight: foundations,
findings, and managerial insight’, Journal of retailing, 73(3), pp. 311-336.

Palinkas, L.A. etal. (2015) ‘Purposeful sampling for qualitative data collection and
analysis in mixed method implementation research’, Administration and
policy in mental health and mental health services research, 42, pp. 533—
544,

Pangarkar, A., Patel, J. and Kumar, S.K. (2023) ‘Drivers of eWOM engagement on
social media for luxury consumers: Analysis, implications, and future
research directions’, Journal of Retailing and Consumer Services, 74, p.
103410.

Parasuraman, A. et al. (2020) ‘More than a feeling? Toward a theory of customer
delight’, Journal of Service Management [Preprint].

Pine, B.J. and Gilmore, J.H. (1998) ‘Welcome to the experience economy’.

Pratminingsih, S.A., Astuty, E. and Widyatami, K. (2018) ‘Increasing customer
loyalty of ethnic restaurant through experiential marketing and service
quality’, Journal of Entrepreneurship Education, 21(3), pp. 1-11.

Rahmadini, Y. and Halim, R.E. (2018) ‘The influence of social media towards
emotions, brand relationship quality, and word of mouth (WOM) on
concert’s attendees in Indonesia’, in MATEC Web of Conferences. EDP
Sciences, p. 5058.

Rao, Y. etal. (2021) ‘Online consumer satisfaction during COVID-19: perspective

214



of a developing country’, Frontiers in Psychology, 12.

Rashid, N., Nika, F.A. and Thomas, G. (2021) ‘Impact of service encounter
elements on experiential value and customer loyalty: an empirical
investigation in the coffee shop context’, Sage Open, 11(4), p.
21582440211061384.

Rasty, F. and Filieri, R. (2024) ‘Consumer engagement with restaurant brands on
Instagram: the mediating role of consumer-related factors’, International
Journal of Contemporary Hospitality Management, 36(7), pp. 2463-2483.

Ringle, C.M. and Sarstedt, M. (2016) ‘Gain more insight from your PLS-SEM
results: The importance-performance map analysis’, Industrial management
& data systems, 116(9), pp. 1865-1886.

Rust, R.T. and Oliver, R.L. (1993) Service quality: New directions in theory and
practice. Sage Publications.

Safeer, A.A. et al. (2022) ‘Consumer perceptions of brand localness and globalness
in emerging markets: a cross-cultural context’, Frontiers in Psychology, 13,
p. 919020.

Saris, W.E. and Gallhofer, I.N. (2014) Design, evaluation, and analysis of
questionnaires for survey research. John Wiley & Sons.

Sarstedt, M. et al. (2022) ‘Progress in partial least squares structural equation
modeling use in marketing research in the last decade’, Psychology &
Marketing, 39(5), pp. 1035-1064.

Sarstedt, M., Ringle, C.M. and Hair, J.F. (2017) ‘Partial least squares structural
equation modeling’, Handbook of market research, 26(1), pp. 1-40.
Sattarzadeh, N. et al. (2023) ‘Awareness and perceptions of ethnic restaurant
managers towards authenticity and sensory strategies—A case study of
Persian ethnic restaurants in London’, International Journal of Gastronomy

and Food Science, p. 100679.

Schmitt, B. (1999) ‘Experiential marketing’, Journal of marketing management,
15(1-3), pp. 53-67.

Sekaran, U. and Bougie, R. (2016) Research methods for business: A skill building
approach. John Wiley & Sons.

Serra-Cantallops, A., Ramon Cardona, J. and Salvi, F. (2020) ‘Antecedents of
positive eWOM in hotels. Exploring the relative role of satisfaction, quality
and positive emotional experiences’, International Journal of
Contemporary Hospitality Management, 32(11), pp. 3457-3477.

Shafieizadeh, K., Alotaibi, S. and Tao, C.-W.W. (2021) ‘How do authenticity and
quality perceptions affect dining experiences and recommendations of food
trucks? The moderating role of perceived risk’, International Journal of
Hospitality Management, 93, p. 102800.

Shahid, S. and Paul, J. (2021) ‘Intrinsic motivation of luxury consumers in an
emerging market’, Journal of Retailing and Consumer Services, 61, p.
102531.

Sharma, P. (2015) ‘Consumer ethnocentrism: Reconceptualization and cross-
cultural validation’, Journal of International Business Studies, 46, pp. 381—
389.

Shin, Y.H. et al. (2017) ‘Consumers’ willingness to patronize locally sourced

215



restaurants: The impact of environmental concern, environmental
knowledge, and ecological behavior’, Journal of Hospitality Marketing &
Management, 26(6), pp. 644—658.

Shmueli, G. et al. (2019) ‘Predictive model assessment in PLS-SEM: guidelines for
using PLSpredict’, European Journal of Marketing [Preprint].

Sidali, K.L. and Hemmerling, S. (2014) ‘Developing an authenticity model of
traditional food specialties: Does the self-concept of consumers matter?”,
British Food Journal, 116(11), pp. 1692-1709. Available at:
https://doi.org/10.1108/BFJ-02-2014-0056.

Singh, M. et al. (2023) ‘E-Word of Mouth and Restaurant-goers: an Empirical
Study on the Influence of e-WOM on the Selection of Restaurants’, in 2023
International Conference On Cyber Management And Engineering
(CyMaEn). IEEE, pp. 474-478.

Song, H., and Kim, J.-H. (2022) ‘Effects of history, location, and size of ethnic
enclaves and ethnic restaurants on authentic cultural gastronomic
experiences’, International Journal of Contemporary Hospitality
Management, 34(9), pp. 3332-3352.

Song, J.L. (2014) The role of perceived value and emotion in determining consumer
satisfaction and loyalty: A case of Asian restaurants. Oklahoma State
University.

Souki, G.Q. etal. (2022) ‘Do memorable restaurant experiences affect eWOM? The
moderating effect of consumers’ behavioural engagement on social
networking sites’, The TQM Journal, 35(8), pp. 2255-2281.

Sugiono, S. (2016) ‘Metode Penelitian Kuantitatif, Kualitatif, dan R & D’,
Bandung: Alfabeta [Preprint].

Sun, Y., Gonzalez-Jimenez, H. and Wang, S. (2021) ‘Examining the relationships
between e-WOM, consumer ethnocentrism and brand equity’, Journal of
Business research, 130, pp. 564-573.

Taherdoost, H. (2016) ‘Sampling methods in research methodology; how to choose
a sampling technique for research’, International journal of academic
research in management (IJJARM), 5.

Tan, K.-H., Goh, Y.-N. and Lim, C.-N. (2022) ‘Linking customer positive emotions
and revisit intention in the ethnic restaurant: A Stimulus Integrative Model’,
Journal of Quality Assurance in Hospitality & Tourism, pp. 1-30.

Tantanatewin, W. and Inkarojrit, V. (2018) ‘The influence of emotional response
to interior color on restaurant entry decision’, International Journal of
Hospitality Management, 69, pp. 124-131.

Teng, W. (2020) ‘Importance of corporate image for domestic brands moderated
by consumer ethnocentrism’, Journal of Product & Brand Management,
29(3), pp. 257-272.

Thienhirun, S. and Chung, S. (2017) ‘Influence of list of values on customer needs,
satisfaction, and return intention in ethnic restaurants’, Journal of
Hospitality Marketing & Management, 26(8), pp. 868—888.

Tjahjawati, S.S., Purwaningsih, S.S. and Amalia, S. (2022) ‘Predicting Customer
Loyalty of Ethnic Restaurant through Satisfaction with Marketing Mix’,
Journal of Business and Management Review, 3(4), pp. 359-371.

216



Topczewska, J. et al. (2022) “Culinary trails in popularizing ethnic cuisines’,
Journal of Ethnic Foods, 9(1), p. 43.

Torres, E.N., Zhang, T. and Ronzoni, G. (2020) ‘Measuring delightful customer
experiences: The validation and testing of a customer delight scale along
with its antecedents and effects’, International Journal of Hospitality
Management, 87, p. 102380.

Tsou, H.-T. et al. (2022) ‘Rethinking Sustainability Hotel Branding: The Pathways
from Hotel Services to Brand Engagement’, Sustainability, 14(16), p.
10138.

Varma, A.J., Ranjith, P. V and Ashwini, J. (2021) ‘AN EMPIRICAL STUDY OF
HOSPITALITY INDUSTRY WITH RESPECT TO EFFECT OF
CUSTOMER EXPERIENCE ON CUSTOMER’S REVISIT INTENTION”,
Academy of Strategic Management Journal, 20, pp. 1-8.

Voss, K.E., Spangenberg, E.R. and Grohmann, B. (2003) ‘Measuring the hedonic
and utilitarian dimensions of consumer attitude’, Journal of marketing
research, 40(3), pp. 310-320.

Whitehead, A.L. et al. (2016) ‘Estimating the sample size for a pilot randomised
trial to minimise the overall trial sample size for the external pilot and main
trial for a continuous outcome variable’, Statistical methods in medical
research, 25(3), pp. 1057-1073.

Widyowati, P.H., Antonio, F. and Andy, A. (2023) ‘Linking Patient Experience to
Customer Delight in the Private Laboratory Service’, Administrative
Sciences, 13(3), p. 71.

Wilkins, S. et al. (2019) ‘The acceptance of halal food in non-Muslim countries:
Effects of religious identity, national identification, consumer
ethnocentrism and consumer cosmopolitanism’, Journal of Islamic
Marketing, 10(4), pp. 1308-1331.

Yan, H. and Felicen, S.S. (2021) ‘Dinescape and servicescape experience among
costumers of themed restaurant in Shanghai’, International Journal of
Research Studies in Management, 9(3), pp. 1-14.

Yang, F.X. (2017) ‘Effects of restaurant satisfaction and knowledge sharing
motivation on eWOM intentions: the moderating role of technology
acceptance factors’, Journal of Hospitality & Tourism Research, 41(1), pp.
93-127.

Yen, Y.-S. (2018) ‘Extending consumer ethnocentrism theory: the moderating
effect test’, Asia Pacific Journal of Marketing and Logistics, 30(4), pp. 907—
926.

Yoo, S.R., Lee, S.W. and Jeon, H.M. (2020) ‘The role of customer experience, food
healthiness, and value for revisit intention in Grocerant’, Sustainability,
12(6), p. 2359.

Yuliantoro, N. and Antonio, F. (2022) ‘ANTECEDENTS CUSTOMER DELIGHT
AND CONSEQUENCES IT (Study on Padang Restaurants and Sundanese
Restaurants in Jakarta)’, International Journal of Economics, Business and
Accounting Research (IJJEBAR), 6(2).

Yusoff, M.S.B. (2019) ‘ABC of content validation and content validity index
calculation’, Education in Medicine Journal, 11(2), pp. 49-54.

217



Zeithaml, V.A., Berry, L.L. and Parasuraman, A. (1993) ‘The nature and
determinants of customer expectations of service’, Journal of the academy
of Marketing Science, 21(1), pp. 1-12.

Zhang, H. et al. (2014) ‘Do customers’ intrinsic characteristics matter in their
evaluations of a restaurant service?’, in Advances in hospitality and leisure.
Emerald Group Publishing Limited.

Zhang, H. (2017) ‘Understanding the Consumption Experience of Chinese Tourists:
Assessing the Effect of Audience Involvement, Flow and Delight on
Electronic Word-of-mouth (eWOM)’. University of Guelph.

Zhang, T. et al. (2023) ‘Examining a perceived value model of servicescape for
bed-and-Breakfasts’, Journal of Quality Assurance in Hospitality &
Tourism, 24(4), pp. 359-379.

Zhang, T., Chen, J. and Hu, B. (2019) ‘Authenticity, quality, and loyalty: Local
food and sustainable tourism experience’, Sustainability, 11(12), p. 3437.

https://www.dataindustri.com/produk/tren-data-pertumbuhan-industri-penyediaan-

makanan-minuman-restoran-dan-sejenisnya/
https://databoks.katadata.co.id/datapublish/2021/01/22/sensus-penduduk-2020-
penduduk-indonesia-didominasi-gen-z-dan-milenial
https://databoks.katadata.co.id/datapublish/2020/11/23/berapa-usia-mayoritas-
pengguna-mediasosial-

218


https://www.dataindustri.com/produk/tren-data-pertumbuhan-industri-penyediaan-makanan-minuman-restoran-dan-sejenisnya/
https://www.dataindustri.com/produk/tren-data-pertumbuhan-industri-penyediaan-makanan-minuman-restoran-dan-sejenisnya/
https://databoks.katadata.co.id/datapublish/2021/01/22/sensus-penduduk-2020-penduduk-indonesia-didominasi-gen-z-dan-milenial
https://databoks.katadata.co.id/datapublish/2021/01/22/sensus-penduduk-2020-penduduk-indonesia-didominasi-gen-z-dan-milenial
https://databoks.katadata.co.id/datapublish/2020/11/23/berapa-usia-mayoritas-pengguna-mediasosial-
https://databoks.katadata.co.id/datapublish/2020/11/23/berapa-usia-mayoritas-pengguna-mediasosial-

