DAFTAR PUSTAKA

Adela, M., & Tuti, M. (2024). Increasing Customer Repurchase Intention: The
Significance of Product Quality, Viral Marketing, and Customer Experience.
APTISI Transactions on Management, 8(2), 105-114.

Agustina, R., Hinggo, H. T., & Zaki, H. (2023). Pengaruh Brand Ambassador, E-Wom,
Dan Brand Trust Terhadap Keputusan Pembelian Produk Erigo. Jurnal llmiah
Mahasiswa Merdeka EMBA, 2(1), 433-443.

Aaker, D. A. (1991). Managing Brand Equity: Capitalizing on the Value of a Brand
Name. New York: Free Press.

Akmal, E., Patuan Panjaitan, H., & Ginting, Y. M. (2023). Service Quality, Product
Quality, Price, Promotion, and Location on Customer Satisfaction and Loyalty in
CV. Restu. In Journal of Applied Business and Technology Service Quality (Vol.
2023, Issue 1). www.e-jabt.org

Ali, F., Kim, W. G., & Ryu, K. (2016). The effect of physical environment on passenger
delight and satisfaction: Moderating effect of national identity. Tourism
Management, 57, 213-224. https://doi.org/10.1016/j.tourman.2016.06.004

Berger, J. (2014). Word of mouth and interpersonal communication: A review and
directions for future research. In Journal of Consumer Psychology (Vol. 24, Issue
4, pp. 586-607). Elsevier Inc. https://doi.org/10.1016/j.jcps.2014.05.002

Bloemer, J., & de Ruyter, K. (1998). On the relationship between store image, store
satisfaction and store loyalty. European Journal of Marketing, 32(5/6), 499-513.

Bolton, L. E., & Lemon, K. N. (1999). A dynamic model of customers' usage of services:
Usage as an antecedent and consequence of satisfaction. Journal of Marketing
Research, 36(2), 171-186. https://doi.org/10.1177/002224379903600203

Bryan, N. M., Keni, K., Negara, E. S., & Dharmawan, P. (2023). Pengaruh brand
competence, brand trust, brand experience, dan e-wom terhadap brand loyalty
dompet digital. Jurnal Muara Iimu Ekonomi Dan Bisnis, 7(1), 17-29.

Budiarto, H. R., Nayiroh, L., & Lubis, F. M. (2023). Pengaruh Electronic Word Of
Mouth Di Media Sosial Facebook Terhadap Brand Image Coffee House. Jurnal
llmu Komunikasi, 7(1), 95-103. https://doi.org/10.30596%2Finteraksi.v7il.13295

Chaudhary, R., Panda, R. K., & Kumar, A. (2018). "Investigating the Role of Brand
Love in Defining Brand Loyalty Through Positive Word-of-Mouth." Journal of
Product & Brand Management, 27(4), 457-471.

Chin, W. W. (1998). "The Partial Least Squares Approach to Structural Equation
Modeling.” In G. A. Marcoulides (Ed.), Modern Methods for Business
Research (pp. 295-336). Lawrence Erlbaum Associates.

Chakraborty, D. (2019), "Factors responsible for making young urban consumers brand
loyal: A study on mobile network operators”, Journal of Management
Development, Vol. 38 No. 7, pp. 616-636. https://doi.org/10.1108/JMD-01-2019-
0029

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and
brand affect to brand performance: The role of brand loyalty. Journal of Marketing,
65(2), 81-93. https://doi.org/10.1509/jmkg.65.2.81.18255

84


http://www.e-jabt.org/
https://doi.org/10.1016/j.jcps.2014.05.002
https://doi.org/10.30596%2Finteraksi.v7i1.13295
file://///insight/search%253fq=Debarun%20Chakraborty
https://www.emerald.com/insight/publication/issn/0262-1711
https://www.emerald.com/insight/publication/issn/0262-1711
https://doi.org/10.1108/JMD-01-2019-0029
https://doi.org/10.1108/JMD-01-2019-0029

Cheng, F.F.,Wu, C. S., & Chen, Y. C. (2020). Creating customer loyalty in online brand
communities. Computers in Human Behavior, 107.
https://doi.org/10.1016/j.chb.2018.10.018

Cohen, J. (1988). Statistical Power Analysis for the Behavioral Sciences (2nd ed.).
Lawrence Erlbaum Associates.

Devara, S. A., & Rachmawati, 1. (2023). SEIKO : Journal of Management & Business
Pengaruh E-Wom, Brand Image, dan Price Terhadap Repurchase Intention Pada
Iphone. SEIKO: Journal of Management & Business, 6(1), 21-32.
https://doi.org/10.37531/sejaman.v6i1.3750

Ela, J. A. S. R. (2024). Digital Buzz: Analyzing the Impact of E-WOM, Brand Image,
and Brand Loyalty on Purchase Intentions in the Indonesian Oppo and Vivo
Smartphone Competition on Shopee. Journal of System and Management Sciences,
14(2), 396-413.

Fornell, C., & Larcker, D. F. (1981). "Evaluating Structural Equation Models with

Unobservable Variables and Measurement Error." Journal of Marketing Research,

18(1), 39-50.

Erdem, T., & Swait, J. (2004). Brand credibility, brand consideration, and choice.
Journal of Consumer Research, 31(1), 191-198. https://doi.org/10.1086/383434

Garvin, D. A. (1987). "Competing on the Eight Dimensions of Quality." Harvard
Business Review, 65(6), 101-109.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate Data
Analysis (8th ed.). Cengage Learning.

Hamid, A., Natsir, M., & Respati, H. (2022). Pengaruh Customer Trust dan Customer
Satisfaction Terhadap Brand Loyalty Melalui E-WOM. SKETSA BISNIS (e-
Jurnal), 9(1), 102-113.

Hokky, L. A., & Bernarto, I. (2020). The Role of Brand Trust and Brand Image on Brand
Loyalty on Apple Iphone Smartphone Users in DKI Jakarta. www.
enrichment.iocspublisher.org

Javed, S., Rashidin, M. S., Zhu, M., Xu, Z., Jian, W., & Zuo, S. (2021). Combined
Effects of Drivers and Impact of Customer Satisfaction on Brand Loyalty: The
Contingent Effect of Social Trust. SAGE Open, 11(1).
https://doi.org/10.1177/21582440211003566

Jung, J., Kim, S. J., & Kim, K. H. (2020). Sustainable marketing activities of traditional
fashion market and brand loyalty. Journal of Business Research, 120, 294-301.
https://doi.org/10.1016/j.jbusres.2020.04.019

Khoironi, T. A., Syah, H., & Dongoran, P. (2018). Product Quality, Brand Image and
Pricing to Improve Satisfaction Impact on Customer Loyalty. International Review
of  Management and  Marketing, 8(3), 51-58.  Retrieved  from
https://www.econjournals.com/index.php/irmm/article/view/6368

Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-Based
Brand Equity. Journal of Marketing, 57(1), 1-22.

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson.
Kotler, P., & Armstrong, G. (2018). Principles of Marketing (17th ed.). Pearson.
Kotler, P. (2019). Marketing management: European edition. Pearson Higher Ed.

Lin, T. T., Yeh, Y. Q., & Hsu, S. Y. (2022). Analysis of the Effects of Perceived Value,
Price Sensitivity, Word-of-Mouth, and Customer Satisfaction on Repurchase

85


https://www.econjournals.com/index.php/irmm/article/view/6368

Intentions of Safety Shoes under the Consideration of Sustainability. Sustainability
(Switzerland), 14(24). https://doi.org/10.3390/su142416546

Garvin, D.A. (1987) Competing in the Eight Dimensions of Quality. Harvard Business
Review, 87, 101-1009.

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping:
An integrated model. MIS Quarterly, 27(1), 51-90.
https://doi.org/10.2307/30036519

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2019). A primer on Partial
Least Squares Structural Equation Modeling (PLS-SEM). Sage Publications.

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson
Education.

Luo, X., & Homburg, C. (2007). Neglected outcomes of customer satisfaction. Journal
of Marketing, 71(2), 133-149. https://doi.org/10.1509/jmkg.71.2.133

Monroe, K. B. (1990). Pricing: Making Profitable Decisions. New York: McGraw-Hill

Nadeak, B. S. N., & Sukarno, A. (2024). The Effect of Social Media Marketing, E-Wom,
and Store Atmosphere on Consumer Purchasing Decisions. Jurnal Ilmiah
Manajemen Kesatuan, 12(2), 491-498.

Nedumkallel, J. P., Babu, D., & Francis, M. (2020). Analyzing the effect of perceived
risk and information diagnosticity on word-of-mouth and viral marketing.
International ~ Journal  of  E-Business  Research, 16(4), 65-81.
https://doi.org/10.4018/1JEBR.2020100105

Nedumkallel, J. P., Babu, D., & Francis, M. (n.d.). Analyzing the Effect of Perceived
Risk and Information Diagnosticity on Word-of-Mouth and Viral
Marketing. College of Business, Clemson University, USA; Rajagiri College of
Social Science, India; Rajagiri Business School, Kerala, India. Retrieved
from https://orcid.org/0000-0003-0098-4030

Nguyen, N., Leclerc, A., & LeBlanc, G. (2020). The mediating role of customer trust on
customer loyalty. Journal of Retailing and Consumer Services, 55, 102082.
https://doi.org/10.1016/j.jretconser.2020.102082

Nguyen, T. N., Nguyen, H. V., Nguyen, P. T., Tran, V. T., & Nguyen, T. H. (2020). The
role of brand trust and brand satisfaction in building brand loyalty: Evidence from
Vietnam. Journal of Asian Business and Economic Studies, 27(1), 41-56.
https://doi.org/10.29408/jpek.v8i1.25144

Oliver, R. L. (1997). Satisfaction: A behavioral perspective on the consumer. McGraw-
Hill.

Oliver, R. L. (1999). "Whence Consumer Loyalty?" Journal of Marketing, 63, 33-44.

Palma, M. A, Iriani, S. S., & Harti, H. (2021). Effect of VVariety Seeking and Electronic
Word of Mouth on Brand Switching (Study on Millennial Generation as Modern
Coffee Shop Consumers in Surabaya). International Journal of Multicultural and
Multireligious Understanding, 8(8), 333-345.

Philip, K. (2017). PRINCIPLES OF MARKETING EIGHTH EUROPEAN EDITION.
www.pearson.com/uk

Qian, V., Rezeki Ananda Lubis, F., & Figih Hidayat Hasibuan, T. (2024). The Influence
Of Viral Marketing, Brand Image, Food Quality And Food Price Mixue On Repeat
Orders For Gen Z Consumers In Medan City. Bisnis Dan Keuangan

86


https://doi.org/10.2307/30036519
https://doi.org/10.4018/IJEBR.2020100105
https://orcid.org/0000-0003-0098-4030
https://doi.org/10.1016/j.jretconser.2020.102082
https://doi.org/10.29408/jpek.v8i1.25144

Transekonomika Volume, 4(4).
https://transpublika.co.id/ojs/index.php/Transekonomika

Rahmat, W. M., & Kurniawati, K. (2022). The Influence of Brand Experience on Brand
Loyalty through Perceived Quality, Brand Trust and Customer Satisfaction as
Mediation. SEIKO: Journal of Management & Business, 4(3), 215-231.

Ringle, C. M., Wende, S., & Becker, J. M. (2015). SmartPLS 3. SmartPLS.

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill-Building
Approach (7th ed.). Wiley.

Subaebasni, S., Risnawaty, H., Arie Wicaksono, A., Albadriyah Widsata, P., Straitliner
Express, P., & APP Jakarta Kemenperin, P. (2019). International Review of
Management and Marketing Effect of Brand Image, the Quality and Price on
Customer Satisfaction and Implications for Customer Loyalty PT Strait Liner
Express in Jakarta. International Review of Management and Marketing, 9(1), 90—
97. https://doi.org/10.32479/irmm.7440

Sudarta, I. B. W., & Mahyuni, L. P. (2024). Viral Marketing: Utilizing Digital Content
Digitization to Enhance Brand Awareness, Brand Trust, and Customer Loyalty in
Coffee Shops. Eduvest-Journal of Universal Studies, 4(6), 4677—4688.

Voss, G. B., Parasuraman, A., & Grewal, D. (1998). The roles of price, performance,
and expectations in determining satisfaction in service exchanges. Journal of
Marketing, 62(4), 46—61. https://doi.org/10.1177/002224299806200404

Wirtz, J., & Zeithaml, V. A. (2018). Cost-effective service excellence. Journal of the
Academy of Marketing Science, 46(1), 59-80. https://doi.org/10.1007/s11747-017-
0560-7

Wahjoedi, T., H. W., & R. S. (2022). Product quality and price perception on customer
loyalty mediated by customer satisfaction. World Journal of Advanced Research
and Reviews, 14(02), 628-636. https://doi.org/10.30574/wijarr.2022.14.2.0486

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means-end
model and synthesis of evidence. Journal of Marketing, 52(3), 2-
22. https://doi.org/10.1177/002224298805200302

Zha, D., Foroudi, P., Melewar, T. C., & Jin, Z. (2024). Examining the Impact of Sensory
Brand Experience on Brand Loyalty. Corporate Reputation Review.
https://doi.org/10.1057/s41299-023-00175-x

87


https://doi.org/10.30574/wjarr.2022.14.2.0486
https://doi.org/10.1177/002224298805200302
https://doi.org/10.1057/s41299-023-00175-x

