DAFTAR REFERENSI

Anderson, E.W; Fornell, C and Lehmann, D.R, 1994, “Customer Satisfaction,
Market Share, and Profitability: Findings From Sweden,” Journal of
Marketing, Vol.58,p.53-66

Ahire, L Sanjay, Damodar Y Golhar, Matthew A Waller, 1996, “Development
and Validation of TQM Implementation Costructs,” Decition Sciences,
Vol. 27.

Assael, H, 1995, Consumer Behavior and Marketing Action, 5" edition, South
Western College Publishing, Cincinatti,OH.

Band, William, A, 1991, CreatingValue for Customers, John Wiley and Sons
Inc.

Bennett, George, 1996, “Relationship Formation and Governance in Consumer
Markets: Transactional Analysis Versus The Behaviorist Approach”
Journal of Marketing Management 12 (5): 417-436

Butz, Howard E & Goodstein, Leonard D., 1996, Marketing Customer Value:
Gaining the Strategic Advantage

Cadogan, John W. & Diamantopoulus, Adamantios, 1995, “The Market
Orientation Construct: Integration and Internationalization”, Journal of
Strategic Marketing 3(1): 41-60

Craven, David W., 1996, Pemasaran Strategis, Suatu Terjemahan, Erlangga
Cooper R. G and E. J kleinschmidt (1987), “What Makes a New Product a

Winner: Success Factors at The Project Level”, R & D Management,
175-189

Ferdinand A, 2004, Structural Equation Modelling Dalam Penelitian
Manajemen, Semarang : Badan Penerbit Universitas Diponegoro.

Fornell, C Johnson, MD Anderson, EW Cha, and Bryant BE, 1996, “The
American Customer Satisfaction Index: Nature, Purpose, and Findings,”

Journal of Marketing, Vol.60

Gatignon, Hubert & Xuereb, Jean-Marc, 1997, “Strategic Orientation of The Firm
and New Product Pearformance”, Journal of Marketing Research

S7



Gustafson A, Ekdahl F, Falk K, dan Johnson, M, 2000, “Linking Customer
Satisfaction to Product Design: A Key to Success for Volvo,”

Gronroos, Christian, 1990, “Relationship Approach to The Marketing Function in
Service Contexts”, Journal of Business Research 29 (1): 3-12

Gronroos, Christian, 1994, “The Marketing Strategy Containuum: Toward A
marketing Concept for the 1990°s”, Management Decision 29(1): 7-13

Hair, J.F.,Jr,R.E. Anderson, R.L., Tatham & W.C. Black, (1995), Multivariate
Data Analysis With Readings, Englewood Cliffs, NJ: Prentice Hall.

Hassenzahl, M, (2000), “The Effect of Perceived Hedonic Quality on Product
Appealingness,” International Journal of Human Interaction

Keller, Kevin Lane, (2003), Strategic Brand Managemeny: Building,
Measuring, and Managing Brand Equity, Pearson Education
International, Second Edition

Kohli, Ajay J., & Jaworski, B.J., 1990, “Market Orientation: The Contruct,
Research Propositions, and Managerial Implications”, Journal of
Marketing 54:1-18

Kotler, Philip & Garry Amstrong, 1996, Dasar-Dasar Pemasaran (Principles of
Marketing), Prentice Hall Inc

Liu, MC, (2005), “The Multi Dimensional and Hierarchical Structure of Perceived
Quality and Customer Satisfaction,” International Journal of
Management, Vol. 22, No.3

Michael B Elliot, David Shatto & Cara Singer, 1996, “Three Customer Values
Are Key to Market Succes”, Journal of Retail Banking Service,
vol.XVIII, No. 1, Spring

Mital, Vikas, William T. Ross and Patrick M Baldasare, 1998, “The Asymetric
Impact of Negative and Positive Attribute Level Performance on Overall
Satisfaction and Repurchase Intentions,” Journal of Marketing,
vol.62,pp.33-47.

Morgan, Robert M & Hunt, Shelby D, 1994, “The Commitment-Trust Theory of
Relationship Marketing”, Journal of Marketing 58 (3): 20-38

Narver, John C., and Slater, Stanley F., 1990, “The Effect of Market Orientation
and Business Profitability”, Journal of Marketing 54 (4): 20-35

58



Parasuraman, A, 1997, “Reflections on Gaining Competitive Advantage Through
Customer Value,” Journal of The Academy of Marketing Science,
vol.25, No.2, p.154-161

Parasuraman, A, V.A. Zeithami and L.L Berry, 1988, “ A Multiple-ltem Scale for
Measuring Consumer Consumer Perceptions of Service Quality,” Journal
of Retailing, vol.64,p.12-40

Prichard, mark P., Havitz, Mark E., & Howard, Dennis R., 1999,” Analyzing the
Commitment-Loyalty Link in Service Contexts”, Journal of the
Academy of Marketing Science 27 (3), p.333-348

Reynolds, Kristy E and Beatty, Sharon E, 1999, “Customer benefits and Company
Consequences of Customer-Salesperson Relationship in Retailing,”75 (1),
11-31.

Selnes, Fred, 1993, “An Examination of the Effect of Product Performance on
Brand Reputation, Satisfaction and Loyalty,” European Journal of
Marketing 27 (9), 19-35

Sinkula, James M, William E. Baker & Thomas Noordewier, 1997, “A
Framework for Market Based Organizational Leraning : Linking Values,
Knowledge, and Behavior”, Journal of the Academy of Marketing
Science, Vol.25, no.4, p.305-318

Song, Michal & Parry, Mark E., 1997,”A Croos National Comparative Study of
New Product Development Process : Japan and the US”, Journal of
Marketing

Urban Glen L. & Hauser John R., 1998, Desight and Marketing of New
Products, Prentice Hall Inc

Zeithami, Valerie A, 1987, “Defining and Relaying Price, Perceived Quality, and
Perceived Value,” Marketing Science, Institute, Cambridge, MA Report
No0.87-101.

Zheng, YS dan HO, TH, (2003), “Setting Customer Expectation in Service
Delivery: An Integrated Marketing-Operations Perspective,”

59



