
104 
 

 
 

DAFTAR PUSTAKA 

 

Anggono, A., & Soebiantoro, U. (2022). Perilaku konsumen dalam perspektif 

pemasaran modern. Jakarta: Kencana. 

Baron, R. M., & Kenny, D. A. (1986). The moderator–mediator variable distinction 

in social psychological research: Conceptual, strategic, and statistical 

considerations. Journal of Personality and Social Psychology, 51(6), 

1173–1182. 

Bloomberg. (2020). Indonesia coffee consumption report. Bloomberg Market 

Analysis. 

Boo, S., Kim, J., & Kim, M. (2020). Sustainable coffee consumption and 

consumer perception in third wave coffee shops. Journal of Foodservice 

Business Research, 23(4), 345–360. 

Brodie, R. J., Hollebeek, L. D., Jurić, B., & Ilić, A. (2011). Customer engagement: 
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