DAFTAR PUSTAKA

Ahn, J., & Back, K. J. (2019). Cruise brand experience: functional and wellness value
creation in tourism business. International Journal of Contemporary Hospitality
Management, 31(5), 2205-2223. https://doi.org/10.1108/1IJCHM-06-2018-0527

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human
Decision Processes, 50(2), 179-211. https://doi.org/10.1016/0749-5978(91)90020-T

Akoglu, H. E., & Ozbek, O. (2022). The effect of brand experiences on brand loyalty
through perceived quality and brand.trust: a study on sports consumers. Asia Pacific
Journal of Marketing and Logistics, 34(10), 2130-2148.
https://doi.org/10.1108/APIM L=05-2021=0333

Ascarza, E., Neslin, S. A., Netzer, O., Anderson, Z., Fader, P. S., Gupta, S., Hardie, B. G.
S., Lemmens, A., Libai, B., Neal, D., Provost, F., & Schrift, R. (2018). In Pursuit of
Enhanced Customer Retention Management: Review, Key Issues, and Future
Directions. Customer. Needs and Solutions, 5(1-2), 65-81.
https://doi.org/40.4007/s40547-017-0080-0

Astrini, N., Bakti, I. G. M."Y., Rakhmawati, T., Sumaedi, S., & Yarmen, M. (2021). A
repurchase “intention model of Indonesian herbal tea consumers: integrating
perceived enjoyment and health belief. British Food Journal, 124(1), 140-158.
https://doi.org/10.1108/BFJ-02-2021-0189

Bae, J. H., & Jeon, H. M. (2022). Exploring the Relationships among Brand Experience,
Perceived Product Quality, Hedonic Value, Utilitarian Value, and Brand Loyalty in
Unmanned Coffee Shops during the COVID-19 Pandemic. Sustainability
(Switzerland), 14(18). hitps://doi.org/10.3390/su141811713

Cacho-Elizondo, S., Conway Dato-on, M., & Harmon-Kizer, T.(2021). Tequila at home
or abroad? paths to brand love and purchase loyalty for hedonic products.
International ~ Journal = of - Wine . Business.. Research, 33(3), 336-359.
https://doi.org/10.1108/1JWBR-05-2020-0018

Cheng, L. C., Wu, C. C., & Chen, C. Y. (2019). Behavior analysis of customer churn for a
customer relationship ~system: “An empirical case study. Journal of Global
Information Management, 27(1), 111-127.
https://doi.org/10.4018/JG1M.2019010106

Chun, S. H., & Nyam-Ochir, A. (2020). The effects of fast food restaurant attributes on
customer satisfaction, revisit intention, and recommendation using DINESERV
scale. Sustainability (Switzerland), 12(18). https://doi.org/10.3390/SU12187435

Dandis, A. O., Al Haj Eid, M., Griffin, D., Robin, R., & Ni, A. K. (2023). Customer
lifetime value: the effect of relational benefits, brand experiences, quality,
satisfaction, trust and commitment in the fast-food restaurants. TQM Journal.
https://doi.org/10.1108/TQM-08-2022-0248

Dandis, A. O., Wallace-Williams, D. M., Ni, A. K., Wright, L. T., & Abu Siam, Y. I.
(2023). The effect of brand experiences and relational benefits on loyalty in the fast-

86


https://doi.org/10.1108/IJCHM-06-2018-0527
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1108/APJML-05-2021-0333
https://doi.org/10.1007/s40547-017-0080-0
https://doi.org/10.1108/BFJ-02-2021-0189
https://doi.org/10.3390/su141811713
https://doi.org/10.1108/IJWBR-05-2020-0018
https://doi.org/10.4018/JGIM.2019010106
https://doi.org/10.3390/SU12187435
https://doi.org/10.1108/TQM-08-2022-0248

87

food restaurants. TQM Journal, 35(7), 2028-2051. https://doi.org/10.1108/TQM-03-
2022-0091

Dewa, P. A. (2020). Pengaruh Suasana Toko, Dimensi Pengalaman Merek Dan Harga
Terhadap Kepuasan Pelanggan Kopi Janji Jiwa Artikel IImiah.

Drennan, J., Bianchi, C., Cacho-Elizondo, S., Louriero, S., Guibert, N., & Proud, W.
(2015). Examining the role of wine brand love on brand loyalty: A multi-country
comparison. International Journal of Hospitality Management, 49, 47-55.
https://doi.org/10.1016/j.ijhm.2015.04.012

Ferdinand, A. (2006). Metode Penelitian Manajemen (2nd ed.).

Flores-Méndez, M. R., Postigo-Boix, M., Melus-Moreno, J. L., & Stiller, B. (2018). A
model for the mobile market based on customers profile to analyze the churning
process. Wireless Networks, 24(2), 409-422. https://doi.org/10.1007/s11276-016-
1334-8

Gallarza-Granizo, M. G., Ruiz-Molina, M. E., & Schlosser, C. (2020). Customer value in
Quick-Service _Restaurants: A cross-cultural study. International Journal of
Hospitality Management, 85, https://doi.org/10.1016/§:1jhm.2019.102351

Ghozali, 1. (2020). Structural Equation Modeling Dengan Metode Alternatif Partial Least
Square (PLS) (5th ed.).

Gita Adhinda, E., Yahya Arief, M., Soeliha, S., & Abdurachman Saleh Situbondo, U.
(2022). Harga Dan Suasana Toko (Store Atmosphere) Dalam Menentukan Kepuasan
Konsumen Dengan Kepercayaan Konsumen Sebagai Variabel Intervening Pada
Coffee Shop Titik Kumpul Capore Situbondo. Jurnal Mahasiswa Entrepreneur
(Jme) Feb Unars, 1(3), 508-522.

Hair, J. F.,, Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate Data
Analysis Eighth Edition. www.cengage.com/highered

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to
report the results of PLS-SEM. In European Business Review (Vol. 31, Issue 1, pp.
2-24). Emerald Group-Publishing Ltd. https://doi.org/10.1108/EBR-11-2018-0203

Han, H., Lee, K. S., Song, H. J., Lee, S., & Chua, B. L. (2019). Role of coffeehouse brand
experiences - (sensory/affective/intellectual/behavioral) in forming patrons’
repurchase intention: Impact of switching costs. Journal of Hospitality and Tourism
Insights, 3(1), 17-35. https://doi.org/10.1108/JHT1-03-2019-0044

Huang, C. C. (2017). The impacts of brand experiences on brand loyalty: mediators of
brand love and trust. Management Decision, 55(5), 915-934.
https://doi.org/10.1108/MD-10-2015-0465

Jeon, H. M., & Yoo, S. R. (2021). The relationship between brand experience and
consumer-based brand equity in grocerants. Service Business, 15(2), 369-389.
https://doi.org/10.1007/s11628-021-00439-8

Jo ~ Sko Brakus, J., Schmitt, B. H., Zarantonello, L., & Simon, W. E. (2009). Brand
Experience: What Is It? How Is It Measured? Does It Affect Loyalty? Journal of
Marketing, 73, 1547-7185.


https://doi.org/10.1108/TQM-03-2022-0091
https://doi.org/10.1108/TQM-03-2022-0091
https://doi.org/10.1016/j.ijhm.2015.04.012
https://doi.org/10.1007/s11276-016-1334-8
https://doi.org/10.1007/s11276-016-1334-8
https://doi.org/10.1016/j.ijhm.2019.102351
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1108/JHTI-03-2019-0044
https://doi.org/10.1108/MD-10-2015-0465
https://doi.org/10.1007/s11628-021-00439-8

88

Joudeh, J. M. M., Khraiwish, A., & Al-Gasawneh, J. (2021). Customers’ Perception Of
Service Quality In Syrian Restaurants Operating In Jordan: The Mediating Effect Of
Customer Satisfaction. In Article in Academy of Strategic Management Journal.
https://www.researchgate.net/publication/353573379

Juliana, J., Putri, F. F., Wulandari, N. S., Saripudin, U., & Marlina, R. (2022). Muslim
tourist perceived value on revisit intention to Bandung city with customer
satisfaction as intervening variables. Journal of Islamic Marketing, 13(1), 161-176.
https://doi.org/10.1108/JIMA-08-2020-0245

Keshavarz, Y., & Jamshidi, D. (2018). Service quality evaluation and the mediating role
of perceived value and customer satisfaction in customer loyalty. International
Journal of Tourism Cities, 4(2), 220-244. https://doi.org/10.1108/1JTC-09-2017-
0044

Khan, A., Mohammad, A. S.;& Muhammad, S. (2021). An integrated model of brand
experience and brand love for halal brands: survey of halal fast food consumers in
Malaysia. Journal of Islamic Marketing, 12(8), 1492-1520.
https://doi.org/10.2108/JIMIA-11<2019-0236

Khan, I, & Rahman, Z. (2017). Development of a scale to measure hotel brand
experiences. International Journal of Contemporary- Hospitality Management,
29(1); 268-+287. https://doierg/10.1108/1JCHIM-08-2015-0439

Koay, K. Y., Cheah, \C. W., & Ganesan, N. (2023). The rise of the food truck
phenomenon: an integrated model of consumers’ intentions to visit food trucks.
British: Food Journal, 125(9), 3288-3303. https://doi.org/10.1108/BFJ-12-2022-
1092

Lazuardi Putri, E. H., Sulhaini, S., & Herman Mulyono, L. E. (2023). Pengaruh Brand
Experience, Cita Rasa, Dan Variasi Menu Terhadap Minat Beli Ulang Di Kedai
Serabi Bandung. Jmm Unram - Master Of Management Journal, 12(3), 319-331.
https://doi.org/10.29303/jmm.v12i3.792

Li, J., Hudson, S., & So, K. K. F. (2019). Exploring the customer experience with Airbnb.
International Journal of Culture, Tourism, and Hospitality Research, 13(4), 410-
429. https://doi.org/10.1108/NCTHR=10-2018-0148

Loh, Z., & Hassan, S. H. (2022). Consumers’ attitudes, perceived risks and perceived
benefits towards repurchase intention of food truck products. British Food Journal,
124(4), 1314-1332. https://doi.org/10.1108/BFJ-03-2021-0216

Mannan, M., Chowdhury, N., Sarker, P., & Amir, R. (2019). Modeling customer
satisfaction and revisit intention in Bangladeshi dining restaurants. Journal of
Modelling in Management, 14(4), 922-947. https://doi.org/10.1108/JM2-12-2017-
0135

Martinaityte, 1., Sacramento, C., & Aryee, S. (2019). Delighting the Customer: Creativity-
Oriented High-Performance Work Systems, Frontline Employee Creative
Performance, and Customer Satisfaction. Journal of Management, 45(2), 728-751.
https://doi.org/10.1177/0149206316672532



https://www.researchgate.net/publication/353573379
https://doi.org/10.1108/JIMA-08-2020-0245
https://doi.org/10.1108/IJTC-09-2017-0044
https://doi.org/10.1108/IJTC-09-2017-0044
https://doi.org/10.1108/JIMA-11-2019-0236
https://doi.org/10.1108/IJCHM-08-2015-0439
https://doi.org/10.1108/BFJ-12-2022-1092
https://doi.org/10.1108/BFJ-12-2022-1092
https://doi.org/10.29303/jmm.v12i3.792
https://doi.org/10.1108/IJCTHR-10-2018-0148
https://doi.org/10.1108/BFJ-03-2021-0216
https://doi.org/10.1108/JM2-12-2017-0135
https://doi.org/10.1108/JM2-12-2017-0135
https://doi.org/10.1177/0149206316672532

89

Namin, A. (2017). Revisiting customers’ perception of service quality in fast food
restaurants. Journal of Retailing and Consumer Services, 34, 70-81.
https://doi.org/10.1016/j.jretconser.2016.09.008

Ong, C. H,, Lee, H. W,, & Ramayah, T. (2018). Impact of brand experience on loyalty.
Journal of Hospitality Marketing and Management, 27(7), 755-774.
https://doi.org/10.1080/19368623.2018.1445055

Pertiwi, A. R., Djawahir, A. H., & Andarwati, A. (2017). Pengaruh Brand Experience
Terhadap Brand Satisfaction, Brand Trust Dan Brand Loyalty (Studi Pada
Konsumen Make-Up Brand Impor Di Surabaya). Jurnal Manajemen Dan
Kewirausahaan, 5(2). https://doi.org/10.26905/jmdk.v5i2.1355

Pina, R., & Dias, A. (2021). The influence of brand experiences on consumer-based brand
equity. Journal of Brand Management, 28(2), 99-115.
https://doi.org/10.1057/541262-020-00215-5

Ramli, 1., Reijnaldo Ngangi, C., & Julia Maria Maweikere, A. (2022). Level Of Consumer
Satisfaction With-Services At Rumah Kopi Billy JIn. 17 Agustus Manado City (Vol.
5).

Safeer, A. A., Yuangiong, H., Abrar, M., Shabbir, R., & Rasheed, H. M. W. (2021). Role
of brand experience in predicting consumer loyalty. Marketing Intelligence and
Planning, 39(8), 1042-1057. https://doi.org/10.1108/M IP-11-2020-0471

Sekaran, U., & Bougie, R. (2017). Research Methods for business.
www.wileypluslearningspace.com

Singh, G., Slack, N., Sharma, S., Mudaliar, K., Narayan, S., Kaur, R., & Sharma, K. U.
(2021). Antecedents involved in developing fast-food restaurant customer loyalty.
TQM Journal, 33(8), 1753-1769. bttps://doi.org/10.1108/TQM-07-2020-0163

Sofia, A., Pangaribuan, C. H., & Sitinjak, M. F. (2019). Factors Of Coffee Shop Revisit
Intention And Word-Of-Mouth Mediated By Customer Satisfaction. Journal of
Management and Business, 19(1).htips://doi.org/10.24123/jmb.v19i1.418

Song, H., Altinay, L., Sun, N., & Wang, X. L. (2018). The influence of social interactions
on senior customers’ experiences and loneliness. International Journal of
Contemporary Hospitality Management, 30(8), 2773-2790.
https://doi.org/10.1108/IJCHM-07-2017-0442

Tan, H., Ritzky, D., Brahmana, K. M. R., Program, M. A., Bisnis, M., Manajemen, S., &
Ekonomi, F. (2019). Pengaruh Perceived Value Terhadap Repurchase Intention
Melalui Customer Satisfaction Sebagai Variabel Intervening Pada Pada Shopee
(Mol. 7, Issue 1). www.zalora.co.id,

Tran, Q. X., Dang, M. Van, & Tournois, N. (2020). The role of servicescape and social
interaction toward customer service experience in coffee stores. The case of
Vietnam. International Journal of Culture, Tourism, and Hospitality Research,
14(4), 619-637. https://doi.org/10.1108/IJCTHR-11-2019-0194

Um, S., Chon, K., & Ro, Y. H. (2006). Antecedents of revisit intention. Annals of Tourism
Research, 33(4), 1141-1158. https://doi.org/10.1016/j.annals.2006.06.003



https://doi.org/10.1016/j.jretconser.2016.09.008
https://doi.org/10.1080/19368623.2018.1445055
https://doi.org/10.26905/jmdk.v5i2.1355
https://doi.org/10.1057/s41262-020-00215-5
https://doi.org/10.1108/MIP-11-2020-0471
https://doi.org/10.1108/TQM-07-2020-0163
https://doi.org/10.24123/jmb.v19i1.418
https://doi.org/10.1108/IJCHM-07-2017-0442
https://doi.org/10.1108/IJCTHR-11-2019-0194
https://doi.org/10.1016/j.annals.2006.06.003

90

Wu, H. C. (2017). What drives experiential loyalty? A case study of Starbucks coffee
chain in Taiwan. British Food Journal, 119(3), 468-496.
https://doi.org/10.1108/BFJ-08-2016-0349

Yudha Prawira, M., Butarbutar, M., Ekana Nainggolan, L., Sultan Agung Jalan Surabaya
No, S., & Pematangsiantar, K. (2019). Maker: Jurnal Manajemen Pengaruh Iklan
Terhadap Minat Beli Ulang Dengan Persepsi Konsumen Sebagai Variabel
Intervening Pada Café Coffee Time And Seafood Pematangsiantar. 5, 48-60.
http://www.maker.ac.id/index.php/maker



https://doi.org/10.1108/BFJ-08-2016-0349
http://www.maker.ac.id/index.php/maker

