Daftar Pustaka

Bearden, W. O., Netemeyer, R. G., & Teel, J. E. (1989). Measurement of
consumer susceptibility to interpersonal influence. Journal of Consumer
Research, 15(4), 473—-481. https://doi.org/10.1086/209186

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand experience: What
is it? How is it measured? Does it affect loyalty? Journal of Marketing,
73(3), 52—68. https://doi.org/10.1509/jmkg.73.3.052

Brodie, R. J., Hollebeek, L. D., Juric, B., & Ilic, A. (2011). Customer
engagement: Conceptual domain, fundamental propositions, and
implications for research. Journal of Service Research, 14(3), 252-271.
https://doi.org/10.1177/1094670511411703

Burnkrant, R. E., & Cousineau, A. (1975). Informational and normative social

influence in buyer behavior. Journal of Consumer Research, 2(3), 206—
215. https://doi.org/10.1086/208633

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

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

Creswell, J. W., & Creswell, J. D. (2018). Research design: Qualitative,
quantitative, and mixed methods approaches (5th ed.). SAGE
Publications.

Deutsch, M., & Gerard, H. B. (1955). A study of normative and informational
social influences upon individual judgment. The Journal of Abnormal and
Social Psychology, 51(3), 629-636. https://doi.org/10.1037/h0046408

Dick, A. S., & Basu, K. (1994). Customer loyalty: Toward an integrated
conceptual framework. Journal of the Academy of Marketing Science,
22(2), 99-113. https://doi.org/10.1177/0092070394222001

Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online
celebrities’ Instagram profiles in influencing the purchase decisions of

young female users. Computers in Human Behavior, 68, 1-7.
https://doi.org/10.1016/j.chb.2016.11.009

Ghozali, 1. (2021). Aplikasi analisis multivariate dengan program IBM SPSS 26
(10th ed.). Badan Penerbit Universitas Diponegoro.

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

Herlyana, E. (2022). Fenomena kedai kopi dalam perspektif sosial budaya
masyarakat urban Indonesia. Jurnal Studi Komunikasi dan Media, 26(1),
45-58.

56



Hidayat, R., & Prasetya, A. (2023). Pengaruh gaya hidup digital terhadap
keputusan pembelian di kedai kopi berbasis teknologi. Jurnal Manajemen
dan Bisnis Indonesia, 10(2), 112—125.

Hofstede, G. (2011). Dimensionalizing cultures: The Hofstede model in context.
Online Readings in Psychology and Culture, 2(1).
https://doi.org/10.9707/2307-0919.1014

Hollebeek, L. D. (2011). Demystifying customer brand engagement: Exploring
the loyalty nexus. Journal of Marketing Management, 27(7-8), 785-807.
https://doi.org/10.1080/0267257X.2011.500132

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand
engagement in social media: Conceptualization, scale development, and
validation. Journal of Interactive Marketing, 28(2), 149—-165.
https://doi.org/10.1016/j.intmar.2013.12.002

Iglesias, O., Markovic, S., & Rialp, J. (2019). How does sensory brand experience
influence brand equity? Considering the roles of customer satisfaction,
customer affective commitment, and employee empathy. Journal of
Business Research, 96, 343-354.
https://doi.org/10.1016/j.jbusres.2018.05.043

Khan, 1., & Fatma, M. (2017). Antecedents and outcomes of brand experience: An
empirical study. Journal of Brand Management, 24(5), 439-452.
https://doi.org/10.1057/s41262-017-0040-x

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

Krishnan, J. (2011). Lifestyle: A tool for understanding buyer behavior.
International Journal of Economics and Management, 5(1), 283-298.

Kumar, V., Aksoy, L., Donkers, B., Venkatesan, R., Wiesel, T., & Tillmanns, S.
(2010). Undervalued or overvalued customers: Capturing total customer

engagement value. Journal of Service Research, 13(3), 297-310.
https://doi.org/10.1177/1094670510375602

Mainardes, E. W., & Cardoso, M. V. (2019). Effect of the use of social media in
trust, loyalty and purchase intention in physical stores. The International
Review of Retail, Distribution and Consumer Research, 29(4), 456-477.
https://doi.org/10.1080/09593969.2019.1583593

Malhotra, N. K. (2020). Marketing research: An applied orientation (7th ed.).
Pearson Education.

Mandasari, K., & Nurcahya, I. K. (2023). Pengaruh kelompok referensi dan gaya
hidup terhadap keputusan pembelian produk lifestyle pada generasi muda.
E-Jurnal Manajemen Universitas Udayana, 12(3), 301-318.

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental
psychology. MIT Press.

57



Nugroho, A., & Wisnalmawati, W. (2022). Segmentasi psikografis konsumen
kedai kopi specialty di Yogyakarta. Jurnal Bisnis dan Manajemen, 9(1),
67-82.

Nysveen, H., Pedersen, P. E., & Skard, S. (2013). Brand experiences in service
organizations: Exploring the individual effects of brand experience
dimensions. Journal of Brand Management, 20(5), 404—423.
https://doi.org/10.1057/bm.2012.31

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63(Special
Issue), 33—44. https://doi.org/10.1177/00222429990634s105

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

Pansari, A., & Kumar, V. (2017). Customer engagement: The construct,
antecedents, and consequences. Journal of the Academy of Marketing
Science, 45(3), 294-311. https://doi.org/10.1007/s11747-016-0485-6

Pine, B. J., & Gilmore, J. H. (1998). Welcome to the experience economy.
Harvard Business Review, 76(4), 97-105.

Plummer, J. T. (1974). The concept and application of life style segmentation.
Journal of Marketing, 38(1), 33-37.
https://doi.org/10.1177/002224297403800106

Ponte, S. (2020). The coffee paradox.: Global markets, commodity trade and the
elusive promise of development. Zed Books.

Prasetyo, B. D., Handayani, P. W., & Azzahro, F. (2021). Pengaruh gaya hidup
dan experiential marketing terhadap keputusan pembelian di kedai kopi
specialty. Jurnal Administrasi Bisnis, 10(1), 55-70.

Pusat Data dan Sistem Informasi Pertanian. (2022). Outlook kopi: Komoditas
pertanian subsektor perkebunan. Kementerian Pertanian Republik
Indonesia.

Rahmawati, D., & Sujana, I. N. (2021). Pengaruh kelompok referensi terhadap
keputusan pembelian kopi pada generasi milenial. Jurnal Pendidikan
Ekonomi Undiksha, 13(1), 89—101.

Ramaswamy, V., & Ozcan, K. (2018). What is co-creation? An interactional
creation framework and its implications for value creation. Journal of
Business Research, 84, 196-205.
https://doi.org/10.1016/j.jbusres.2017.11.027

Schmitt, B. (1999). Experiential marketing. Journal of Marketing Management,
15(1-3), 53-67. https://doi.org/10.1362/026725799784870496

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill-
building approach (7th ed.). John Wiley & Sons.

58



Sirgy, M. J. (1982). Self-concept in consumer behavior: A critical review. Journal
of Consumer Research, 9(3), 287-300. https://doi.org/10.1086/208924

Solomon, M. R. (2020). Consumer behavior: Buying, having, and being (13th
ed.). Pearson Education.

Sugiyono. (2019). Metode penelitian kuantitatif, kualitatif, dan R&D. Alfabeta.

Susanto, H., & Widyawati, N. (2022). Analisis pengaruh brand experience
terhadap loyalitas pelanggan kedai kopi di Surabaya. Jurnal Ilmu dan
Riset Manajemen, 11(4), 1-18.

Susanty, A., & Kenny, E. (2015). The relationship between brand equity,
customer satisfaction, and brand loyalty on coffee shop: Study of Excelso
and Starbucks. ASEAN Marketing Journal, 7(1), 14-27.
https://doi.org/10.21002/am;j.v7i1.4481

Tajfel, H., & Turner, J. C. (1979). An integrative theory of intergroup conflict. In
W. G. Austin & S. Worchel (Eds.), The social psychology of intergroup
relations (pp. 33—47). Brooks/Cole.

van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef,
P. C. (2010). Customer engagement behavior: Theoretical foundations and
research directions. Journal of Service Research, 13(3), 253-266.
https://doi.org/10.1177/1094670510375599

Vargo, S. L., & Lusch, R. F. (2004). Evolving to a new dominant logic for
marketing. Journal of Marketing, 68(1), 1-17.
https://doi.org/10.1509/jmkg.68.1.1.24036

Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012). Customer engagement:
Exploring customer relationships beyond purchase. Journal of Marketing
Theory and Practice, 20(2), 122—146. https://doi.org/10.2753/MTP1069-
6679200201

Wibowo, A., & Kurniawan, R. (2023). Strategi ekspansi bisnis kedai kopi lokal di
era digital: Studi kasus Tomoro Coffee. Jurnal Manajemen dan
Kewirausahaan, 25(1), 33-48.

Zarantonello, L., & Schmitt, B. H. (2010). Using the brand experience scale to
profile consumers and predict consumer behaviour. Journal of Brand
Management, 17(7), 532-540. https://doi.org/10.1057/bm.2010.4

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral
consequences of service quality. Journal of Marketing, 60(2), 31-46.
https://doi.org/10.1177/002224299606000203

59



