
74 
 

 

DAFTAR PUSTAKA 

Aaker, D. A. (1996). Measuring brand equity across products and markets. Calif. 

Manag. Rev. 38 (3), 102–120. 

Abdillah, W.,  Jogiyanto. (2009). Partial Least Square (PLS) Alternatif SEM 

Dalam Penelitian Bisnis . Penerbit Andi: Yogyakarta. Hal 262. 

Ahmed, W., Zhang, Q. (2020). Green purchase intention: Effects of electronic 

service quality and customer green psychology, Journal of Cleaner 

Production, doi: https:// doi.org/10.1016/j.jclepro.122053.  

Ali, M., Asmi, F., Rahman, M. M., Malik, N., Ahmad, M. S. (2017). Evaluation 

of E-service quality through customer satisfaction (A case study of FBR E-

taxation). Open J. Soc. Sci. 5 (9), 175–195. 

Amenuvor, F. E., Lee, H. T. (2020). The Effect of pre-Purchase WOM Seeking 

Behavior on the WOM Intention. J. Market. Stud. 28 (2), 15–30. 

Anderson, E. W., Fornell, C., Lehmann, D. R. (1994). Customer satisfaction, 

market share, and profitability: findings from Sweden. J. Market. 58 (3), 53–

66. 

Asubonteng, P., McCleary, K. J., & Swan, J. E. (1996). SERVQUAL Revisited: A 

Critical Review of Service Quality. Journal of Services Marketing, 10(6), 62–

81. doi:10.1108/08876049610148602  

Rubin, B., Fernandes, R., Avgerinou, M. D. (2013). The Effects of Technology on 

the Community of Inquiry and Satisfaction with Online Courses, Internet 

High Educ. 17, 48–57. 

Baron, R. M. and 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 

Bettman, J. R., Luce, M. F., & Payne, J. W. (1998). Constructive Consumer 

Choice Processes. Journal of Consumer Research, 25(3), 187–217. 

doi:10.1086/209535 

Bearden, W. O., Teel, J. E. (1983). Selected Determinants of Consumer 

Satisfaction and Complaint Reports. J. Market. Res. 20 (1), 21–28. 

Beatty, S. E., Ogilvie, J., Northington, W. M., Harrison, M. P., Holloway, B. B., 

Wang, S. (2015). Frontline Service Employee Compliance with Customer 

Special Requests. J. Serv. Res., (1094670515624978). 

Bendapudi, N., & Berry, L. L. (1997). Customers’ Motivations for Maintaining 

Relationships with Service Providers. Journal of Retailing, 73(1), 15–37. 

doi:10.1016/s0022-4359(97)90013-0  

Bernd Schmitt. (1999). Experiential Marketing, Journal of Marketing 

Management, 15:1-3, 53-67 http://dx.doi.org/10.1362/026725799784870496  

http://dx.doi.org/10.1362/026725799784870496


75 
 

 

Bhattacherjee, A. (2001). An Empirical Analysis of the Antecedents of Electronic 

Commerce Service Continuance, Decision Support Systems 32(2), 201-214. 

doi:10.1016/s0167-9236(01)00111-7 

Bhattacherjee, A. (2002). Individual Trust in Online Firms: Scale Development 

and Initial Test. Journal of Management Information Systems, 19(1), 211–

241. doi:10.1080/07421222.2002.11045 

Bitner, M.J., Hubbert, A.R. (1994). Encounter Satisfaction versus Overall 

Satisfaction versus Quality. In: Rust, R.T., Oliver, R.L., (Eds.) Service 

Quality: New Direction in Theory and Practice. Thousand Oaks, CA: Sage, 

pp. 72-94. 

Blau, P. M. (1964). Exchange and Power in Social Life. New York: Wiley 

Borishade, Taiye., Ogunnaike, O., Salau, Odunayo., Montilewa D.B., Dirisiu, J.I. 

(2021). Assessing the relationship among service quality, student satisfaction 

and loyalty: the NIGERIAN higher education experience. Heliyon 7, e07590 

Bolton, R. N., & Drew, J. H. (1991). A Longitudinal Analysis of the Impact of 

Service Changes on Customer Attitudes. Journal of Marketing, 55(1), 1. 

doi:10.2307/1252199 

Bolton, R. N., & Drew, J. H. (1991). A Multistage Model of Customers’ 

Assessments of Service Quality and Value. Journal of Consumer Research, 

17(4), 375. doi:10.1086/208564  

Boonlertvanich, Karin. (2019). Service Quality, Satisfaction, Trust, and Loyalty: 

The Moderating Role of Main-Bank and Wealth Status. International Journal 

of Bank Marketing, Vol. 37 Issue: 1, pp.278-302, 

Brakus, J. J., Schmitt, B. H., Zarantonello, L. (2009). Brand Experience: What is 

it? How is it Measured? Does it Affect Loyalty? J. Market. 73 (3), 52–68. 

Bitner, M. J., Hubbert, A. R. (1994). Encounter Satisfaction versus Overall 

Satisfaction versus Quality. In: Rust, R.T., Oliver, R.L., (Eds.) Service 

Quality: New Direction in Theory and Practice. Thousand Oaks, CA: Sage, 

pp. 72-94. 

Corritore, C. L., Kracher, B., & Wiedenbeck, S. (2003). On-line Trust: Concepts, 

Evolving Themes, a Model. International Journal of Human-Computer 

Studies, 58(6), 737–758. doi:10.1016/s1071-5819(03)00041-7  

Chen, Y., & Chang, C. (2012). Enhance green purchase intentions. Management 

Decision, 50(3), 502–520. doi:10.1108/00251741211216250. 

Chen, C., Tsai, D.C. (2007). How Destination Image and Evaluative Factors 

Affect Behavioral Intentions? Tourism Management 28 (4), 1115–1122. 

Cheshin, Arik., Amit, Adi., Kleef, G. A. (2018). The Interpersonal Effects of 

Emotion Intensity in Customer Service: Perceived Appropriateness and 

Authenticity of Attendants' Emotional Displays Shape Customer Trust and 



76 
 

 

Satisfaction. Organizational Behavior and Human Decision Processes 144 

(2018) 97–111 

Chitty, B., Ward, S., & Chua, C. (2007). An Application of the ECSI Model as a 

Predictor of Satisfaction and Loyalty for Backpacker Hostels. Marketing 

Intelligence & Planning, 25(6), 563–580. doi:10.1108/02634500710819941. 

Chu, P.-Y., Lee, G.-Y., & Chao, Y. (2012). Service Quality, Customer 

Satisfaction, Customer Trust, and Loyalty in an E-Banking Context. Social 

Behavior and Personality: An International Journal, 40(8), 1271–1283. 

doi:10.2224/sbp.2012.40.8.1271. 

Churchill Jr., G. A., Surprenant, C. (1982). An Investigation into the Determinants 

of Customer Satisfaction. J. Market. Res. 19 (4), 491–504. 

Corbitt, B. J., Thanasankit, T., Yi, H., (2003). Trust and e-Commerce: A Study of 

Consumer Perceptions. Electron. Commer. Res. Appl. 2 (3), 203–215 

Cronin, J. J., Jr., & Taylor, S. A. (1992). Measuring Service Quality: A 

Reexaminationand Extension. Journal of Marketing, 56(3), 55–68. 

Daud, A., Farida, N., Razak, M. (2018). Impact of Customer Trust Toward 

Loyalty: the Mediating Role of Perceived Usefulness and Satisfaction. 

Journal of Business and Retail Management Research 13 (2), 235–242. 

Dehghanpouri, H., Soltani, Z., Rostamzadeh, R. (2020). The Impact of Trust, 

Privacy and Quality of Service on the Success of E-CRM: the Mediating Role 

of Customer Satisfaction. Journal of Business & Industrial Marketing, 0885-

8624 

Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of Price, Brand, and 

Store Information on Buyers’ Product Evaluations. Journal of Marketing 

Research, 28(3), 307. doi:10.2307/3172866  

Doney, P. M. and Cannon, J.P. (1997). An Examination of the Nature of Trust in 

Buyer-Seller Relationships. Journal of Marketing, 61, 35-51. 

Duc Nha Le., Hong Thi Nguyen., Phuc Hoang Truong. (2020). Port Logistics 

Service Quality and Customer Satisfaction: Empirical Evidence from 

Vietnam. The Asian Journal of Shipping and Logistics 36 

https://doi.org/10.1016/j.ajsl.2019.10.003. 

Erevelles, S., Leavitt, C. (1992). A Comparison of Current Models of Consumer 

Satisfaction/Dissatisfaction. J. Consum. Satisf., Dissatisfaction Complain. 

Behav. 5 (10), 104–114 

Erevelles, S. (1998). The Role of Affect in Marketing. Journal of Business 

Research, 42(3), 199–215. doi:10.1016/s0148-2963(97)00118-5  

Fornell, C. (1992). A National Customer Satisfaction Barometer, The Swedish 

Experience. Journal of Marketing. Vol. 56. 

Fornerino, M., Helme-Guizon, A., de Gaudemaris, C. (2006). Mesurer 

L’immersion dans une Experience de Donsommation: Premiers 

https://doi.org/10.1016/j.ajsl.2019.10.003


77 
 

 

Developments. In: Proceed-ings of the XXIIth Congress de 1"AFM, Nantes, 

May. 

Gefen, D. (2002). Customer Loyalty in E-Commerce, Journal of the Association 

for Information Systems, 3,27-51. 

Gefen, D., & Straub, D. W. (2004). Consumer Trust in B2C e-Commerce and the 

Importance of Social Presence: Experiments in e-Products and e-Services. 

Omega, 32(6), 407–424. doi:10.1016/j.omega.2004.01.006  

Gentile, C., Spiller, N., Noci, G. (2007). How to Sustain the Customer 

Experience: An Overview of Experience Components that co-Create Value 

with the Customer. Eur. Manag. J. 25(5),  395–410.. 

Ghozali, Imam. (2018). Aplikasi Analisis Multivariate dengan Program IBM 

SPSS. 25. Badan Penerbit Universitas Diponegoro. Semarang. 

Gounaris, S. P. (2005). Trust and Commitment Influences on Customer Retention: 

Insights from Business-to-Business Services. Journal of Business Research, 

58(2), 126–140. doi:10.1016/s0148-2963(03)00122-x  

Grönroos, C. (1998). Marketing Services: The Case of a Missing Product. Journal 

of Business & Industrial Marketing, 13(4/5), 322–338. 

doi:10.1108/08858629810226645 

Grundey, Daniora. (2008). Experiental Marketing vs. Traditional Marketing: 

Creating Rational and Emotional Liaisons with Consumers. The Romanian 

Economic Journal. XI. 29. 

Ha Thu Nguyen., Hoang Nguyen., Nhan Duc Nguyen., and Anh Chi Phan. (2018). 

Determinants of Customer Satisfaction and Loyalty in Vietnamese Life-

Insurance Setting. Sustainability 2018, 10, 1151; doi:10.3390/su10041151  

Houriyeh Dehghanpouri, Zeynab Soltani and Reza Rostamzadeh. (2020). The 

impact of trust, privacy and quality of service on the success of E-CRM: the 

mediating role of customer satisfaction. Journal of Business & Industrial 

Marketing 10.1108/JBIM-07-2019-0325  

Hult, G. T. M., Sharma, P. N., Morgeson, F. V., & Zhang, Y. (2018). Antecedents 

and Consequences of Customer Satisfaction: Do They Differ Across Online 

and Offline Purchases? Journal of Retailing. doi:10.1016/j.jretai.2018.10.003  

Ikramuddin., Mariyudi. (2021). The Mediating Role of Customer Satisfaction and 

Brand Trust between the Relationship of Perceived Value and Brand Loyalty. 

Asian Journal of Economics, Business and Accounting. 21(19): 21-33, 2021; 

Article no. AJEBA.76832 

Joseph-Vaidyan, K. V. (2008). Factor that Enhance Customer Trust in e-

Commerce Websites: An Examination of e-Commerce Success Metrics Using 

Internet Audience Rating. Capella University. ProQuest Dissertations 

Publishing, 2008. 3297044. 



78 
 

 

Jamal, S. A., Othman, N., & Nik Maheran Nik Muhammad. (2011). Tourist 

Perceived Value in a Community-Based Homestay Visit: An Investigation 

into the Functional and Experiential Aspect of Value. Journal of Vacation 

Marketing, 17(1), 5–15. 

Kasiri, L, A., Cheng, K, T, G., Sambasivan, M., Sidin, M. (2017). Integration of 

Standardization and Customization: Impact on Service Quality, Customer 

Satisfaction, and Loyalty. Journal of Retailing and Consumer Services 35. 91-

97 

Khalili, Samaneh., Rahchamani, A., Abtahi, M, S. (2013). Investigating the 

Effects of Brand Experience, Trust, Perception Image and Satisfaction on 

Creating Customer Loyalty: A Case Study of Laptop Market. Management 

Science Letters 3, 2381–2386 

Khan, Imran., Hollebeek, L, D., Fatma, M., Islam, J, U., Riivits-Arkonsuo, I. 

(2020). Customer Experience and Commitment in Retailing: Does Customer 

Age Matter? Journal of Retailing and Consumer Services. 57. 

Khoi, B., Cuong, D. T. (2019). The Relationship between Service Quality, 

Satisfaction, Trust and Customer Loyalty A Study of Convenience Stores in 

Vietnam. Journal of Advanced Research in Dynamical and Control Systems 

11(01):327-333 

Kim, Eojina., Tang, Liang (Rebecca). (2020). The Role of Customer Behavior in 

Forming Perceived Value at Restaurants: A Multidimensional Approach. 

International Journal of Hospitality Management 87, 102511 

Kondou, T. (1999), Service Marketing, Society Economic Publisher, Tokyo. 

Konuk, Faruk Anil. (2019). The Influence of Perceived Food Quality, Price 

Fairness, Perceived Value and Satisfaction on Customers’ Revisit and Word-

of-Mouth Intentions Towards Organic Food Restaurants. Journal of Retailing 

and Consumer Services 50 (2019) 103–110 

Kotler, P. T., Armstrong, G. (1999). Principles of Marketing. Prentice Hall, Inc., 

Upper Saddle River. 

Kotler, P. T. (2000). Marketing Management, 10th ed.; Prentice-Hall: Upper 

Saddle River, NJ, USA 

Kotler, P. T. (2012). Marketing Management. 14th Edition, Shanghai People’s 

Publishing House, Shanghai, 125. 

Kotler, P. T., Keller, K.L. (2016). Marketing Management (Global Edition) 15th 

Edition. Pearson Education, Inc. USA 

Lapierre, J. (2000). Customer  Perceived Value in Industrial Contexts. Journal of 

Business & Industrial Marketing. 15(2/3), 122 – 145. 

doi:10.1108/08858620010316831  



79 
 

 

Lapierre, L. M., & Allen, T. D. (2010). Control at Work, Control at Home, and 

Planning Behavior. Journal of Management, 38(5), 1500–1516. 

doi:10.1177/0149206310385868  

Le, D. N., Nguyen, H. T., Truong, P. H. (2019). Port Logistics Service Quality 

and Customer Satisfaction: Empirical Evidence from Vietnam. The Asian 

Journal of Shipping and Logistics 36 (2020) 89–103 

Lee, C. K., Yoon, Y. S., Lee, S. K. (2007). Investigating the Relationships Among 

Perceived Value, Satisfaction, and Recommendations: The Case of the 

Korean DMZ. Tourism Management 28, 204–214. 

Lee, S., Kim, B.G. (2009). Factors Affecting the Usage of Intranet: A 

Confirmatory Study, Comput. Hum. Behav. 25 (1),191–201. 

Leila, A. K., Kenny, T.G.C., Murali, S., Sidin, S.M. (2017). Integration of 

Standardization and Customization: Impact on Service Quality, Customer 

Satisfaction, and Loyalty. Journal of Retailing and Consumer Services 

http://dx.doi.org/10.1016/j.jretconser.2016.11.007  

Lemke, F., Clark, M., & Wilson, H. (2010). Customer Experience Quality: An 

Exploration in Business and Consumer Contexts Using Repertory Grid 

Technique. Journal of the Academy of Marketing Science, 39(6), 846–869. 

doi:10.1007/s11747-010-0219-0  

Lemon, K. N., & Verhoef, P. C. (2016). Understanding Customer Experience 

Throughout the Customer Journey. Journal of Marketing, 80(6), 69–96. 

doi:10.1509/jm.15.0420  

Lestariningsih, T. (2021). Analysis Of Service Quality And Trust On Customer 

Satisfaction Of Ojek Online In Banyuwangi. Journal of Theory and Applied 

Management. p-ISSN: 1979-3650, e-ISSN: 2548-2149 

Liang, L. J., Choi, H.C., & Joppe, M. (2018). Exploring the Relationship between 

Satisfaction, Trust and Switching Intention, Repurchase Intention in the 

Context of Airbnb. Int. J. of Hospitality Manag. 69, 41-48. 

Liljander, V., & Strandvik, T. (1993). Estimating Zones of Tolerance in Perceived 

Service Quality and Perceived Service Value. International Journal of Service 

Industry Management, 4(2), 6–28. doi:10.1108/09564239310037909 

Lundahl, N., Vegholm, L.S., Fatima. (2009). Technical and Functional 

Determinants of Customer Satisfaction in the Bank-SME Relationship. 

Manag. Serv. Qual.: Int. J. 19 (5), 581–594. 

MacNeil, I. R. (1980). The New Social Contract: An Inquiry into Modern 

Contractual Relations. New Haven, CT: Yale University Press. 

Malik, M. E., Naeem, B., Arif, Z. (2011). Impact of Perceive Service Quality on 

Banking Customer Loyalty. Interdisciplinary Journal of Contemporary 

Research in Business vol. 3 (8). 

http://dx.doi.org/10.1016/j.jretconser.2016.11.007


80 
 

 

Malik, M.  W., Mubeen, G. (2009). Student Satisfaction Towards e-Learning: 

Influential Role of Key Factors, in: Comsats International Business Research 

Conference (CBRC), 2nd. 

Malik, A., & Temple, J. R. W. (2009). The Geography of Output Volatility. 

Journal of Development Economics, 90(2), 163–178. 

doi:10.1016/j.jdeveco.2008.10.003 

Marinkovic, V., & Kalinic, Z. (2017). Antecedents of customer satisfaction in 

mobile commerce. Online Information Review, 41(2), 138–154. 

doi:10.1108/oir-11-2015-0364 

Meyer, C., & Schwager, A. (2007). Understanding Customer Experience. Harvard 

Business Review, 85(2), pp.116-126 

Moriuchi, E., Takahashi, I. (2016). Satisfaction Trust and Loyalty of Repeat 

Online Consumer within the Japanese Online Supermarket Trade. Australas. 

Market J. 24 (2), 146–156. 

Nguyen, Thuan Thi Nhu. (2020). Developing and Validating Five-Construct 

Model of Customer Satisfaction in Beauty and Cosmetic E-commerce. 

Heliyon 6, e04887 

Nguyen, H, T., Nguyen, H., Nguyen., N, D., Phan, A, C. (2018). Determinants of 

Customer Satisfaction and Loyalty in Vietnamese Life-Insurance Setting. 

MDPI. Sustainability, 10, 1151; doi:10.3390/su10041151 

Nunkoo, R., Teeroovengadum, V., Ringle, C.M., Sunnassee, V. (2019). Service 

Quality and Customer Satisfaction: The Moderating Effects of Hotel Star 

Rating. Int. J. Hospit. Manag. 91 (102414). 

Oliver, R. L. (1980). A Cognitive Model of the Antecedents and Consequences of 

Satisfaction Decisions. J. Market. Res. 17 (4), 460–469. 

Oliver, R. L. (1997). Satisfaction: A Behavioral Perspective on the Consumer. 

McGraw Hill, Boston. 

Oliver, R. L. (1999). Whence Consumer Loyalty? Journal of Marketing, 

63(4_suppl1), 33–44. 

Ostrom, A., Icobucci, D., Grayson K. (1995). Distinguishing Service Quality and 

Customer Satisfaction: The Voice of the Consumer. Journal of Consumer 

Psychology, 4(3), 277–303. doi:10.1207/s15327663jcp0403_04  

Otterbring, T., & Lu, C. (2018). Clothes, Condoms, and Customer Satisfaction: 

The Effect of Employee Mere Presence on Customer Satisfaction Depends on 

the Shopping Situation. Psychology & Marketing, 35(6), 454–462. 

doi:10.1002/mar.21098  

Panigrahi, S. K., Azizan, N.A., Khan, M.W.A. (2018). Investigating the Empirical 

Relationship Between Service Quality, Trust, Satisfaction, and Intention of 

Customers Purchasing Life Insurance Products. Indian J. Market. 48 (1), 28–

46. 



81 
 

 

Parasuraman, A., Zeithaml, V.A., Berry, L.L. (1985). A Conceptual Model of 

Service Quality and its Implications for Future Research. J. Market. 49 (4), 

41–50. 

Parasuraman, A., Zeithaml, V.A. and Berry L.L. (1988) “SERVQUAL: a 

multiple-item scale for measuring consumer perceptions of service quality”, 

Journal of Retailing, 64, Spring, pp.12-40. 

Parasuraman, A. (1997). Reflection on Gaining Competitive Advantage trought 

Customer Value. Acad. Mark. Sci. J. 25, 154-161. 

Parasuraman, A. (2000). Technology Readiness Index (Tri). Journal of Service 

Research, 2(4), 307–320. doi:10.1177/109467050024001 

Park, E.O., Chae, B.K., Kwon, J., Kim, W.H. (2020). The Effects of Green 

Restaurant Attributes on Customer Satisfaction Using the Structural Topic 

Model on Online Customer Reviews. Sustainability 12, 2843. 

Pei, Xue-Lian., Guo, Jia-Nin., Wu, Tung-Ju., Zhou, Wen-Xin.,and Yeh, Shang-

Pao. (2020). Does the Effect of Customer Experience on Customer 

Satisfaction Create a Sustainable Competitive Advantage? A Comparative 

Study of Different Shopping Situations. Sustainability 2020, 12, 7436; 

doi:10.3390/su12187436 

Pura, M. (2005). Linking Perceived Value and Loyalty in Location-Based Mobile 

Services. Managing Service Quality 15 (6), 509–538. 

Petrick, J. F. (2002). Development of a Multi-Dimensional Scale for Measuring 

the Perceived Value of a Service. Journal of Leisure Research, 34, 119-134. 

Petrick, J. F. (2002). Experience Use History as a Segmentation Tool to Examine 

Golf Travellers’ Satisfaction, Perceived Value and Repurchase Intentions. 

Journal of Vacation Marketing, 8(4), 332–342. 

doi:10.1177/135676670200800404 

Ramaseshan, B., Stein, A. (2014). Connecting the Dots Between Brand 

Experience and Brand Loyalty: the Mediating Role of Brand Personality and 

Brand Relationships. J. Brand Manag. 21 (7–8), 664–683. 

Ribbink, D., Riel, A., Liljander, V., Streukens, S. (2004). Comforty Our Online 

Customer: Quality, Trust and Loyalty on the Internet. Managing Service 

Quality 14 (6), 446–456. 

Rimawan, E., Mustofa, A., Mulyanto, A.D. (2017). The Influence of Product 

Quality, Service Quality and Trust on Customer Satisfaction and Its Impact 

on Customer Loyalty (Case Study PT ABC Tbk). Int. J. Sci. Eng. Res. 8 (7), 

2330–2336. 

Rotter, J.  B. (1967). A New Scale for the Measurement of Interpersonal Trust. 

Journal of Personality. 35, 651–665. 



82 
 

 

Rubin, Lim., Talib, M.S., Zhengyi, V.K. (2013). Qualitative Research on Criical 

Issues of Halal Logistics. Journal of Emerging Economies and Islamic 

Research, [S.l.], v. 1, n. 2, p. 131-150 

Rubin, P. H. (2013). Emporiophobia (Fear of Markets): Cooperation or 

Competition?. Southern Economic Association, Tampa, FL. 

Sánchez, J., Callarisa, L., Rodríguez, R. M., & Moliner, M. A. (2006). Perceived 

Value of the Purchase of a Tourism Product. Tourism Management, 27(3), 

394–409 

Schechter, L. (1984). A Normative Conception of Value. Progressive Grocer. 

Exec. Rep. 2, 12–14. 

Schmitt, B. (1999). Experiential Marketing. Journal of Marketing Management, 

15(1-3), 53–67. doi:10.1362/026725799784870496  

Schmitt, B. (2009). The Concept of Brand Experience. J. Brand Manag. 16 (7), 

417–419. 

Sebald, A. K., & Jacob, F. (2019). What Help Do You Need for Your Fashion 

Shopping? A Typology of Curated Fashion Shoppers Based on Shopping 

Motivations. European Management Journal. doi:10.1016/j.emj.2019.08.006  

Sekaran, U., Bougie, M. (2009). Research Methods for Business: A Skill Building 

Approach. John Wiley & Sons, UK. 

Shen, X.-L., Li, Y.-J., Sun, Y., Wang, N. (2018). Channel Integration Quality, 

Perceived Fluency and Omnichannel Service Usage: The Moderating Roles 

of Internal and External Usage Experience. Decision Support Systems, 109, 

61–73. 

Shi, Si., Wang, Yi., Chen, Xuanzhu., Zhang, Qian. (2020). Conceptualization of 

Omnichannel Customer Experience and its Impact on Shopping Intention: A 

Mixed-Method Approach. International Journal of Information Management, 

50(), 325–336. doi:10.1016/j.ijinfomgt.2019.09.001 

Shokouhyar, S., Shokoohyar, S., Safari, S. (2020). Research on the Influence of 

After-Sales Service Quality Factors on Customer Satisfaction. Journal of 

Retailing and Consumer Services 56, 102139 

Shukla, P. (2004). Effect of Product Usage, Satisfaction and Involvement on 

Brand Switching Behaviour. Asia Pacific Journal of Marketing and Logistics, 

16(4), 82–104. doi:10.1108/13555850410765285  

Sohn, C., & Tadisina, S. K. (2008). Development of e-Service Quality Measure 

for Internet-Based Financial Institutions. Total Quality Management & 

Business Excellence, 19(9), 903–918. 

Srivastava, Mala., Kaul, Dimple. (2014). Social Interaction, Convenience and 

Customer Satisfaction: The Mediating Effect of Customer Experience. 

Journal of Retailing and Consumer Services 

http://dx.doi.org/10.1016/j.jretconser.2014.04.007. 

http://dx.doi.org/10.1016/j.jretconser.2014.04.007


83 
 

 

Stathopoulou, A., & Balabanis, G. (2016). The effects of loyalty programs on 

customer satisfaction, trust, and loyalty toward high- and low-end fashion 

retailers. Journal of Business Research, 69(12), 5801–5808. 

doi:10.1016/j.jbusres.2016.04.177 

Stiakakis, Emmanouil & Christos K. Georgiadis. (2009). E-Service Quality: 

Comparing The Perceptions of Providers and Customers. Managing Service 

Quality. Vol. 19, No. 4, pp 410-430 

Storbacka, K., Strandvik, T., & Grönroos, C. (1994). Managing Customer 

Relationships for Profit: The Dynamics of Relationship Quality. International 

Journal of Service Industry Management, 5(5), 21–38. 

Su, L., Hsu, M.K., Swanson, S. (2017). The Effect of Tourist Relationship 

Perception on Destination Loyalty at a World Heritage Site in China: The 

Mediating Role of Overall Destination Satisfaction and Trust. J. Hospit. 

Tourism Res. 41 (2), 180–210. 

Sudirman, Acai., Efendi. (2019). Analysis of Mediation Effect of Consumer 

Satisfaction on Effect of Service Quality, Price and Trust on Consumer 

Loyalty. International Journal of Scientific & Technology Research Vol. 8, 

Issue 08. 

Sugiyono. (2017). Metode Penelitian Pendidikan Pendekatan Kuantitatif, 

Kualitatif, dan R&D. Bandung: Alfabeta 

Suliyanto. (2018). Metode Penelitian Bisnis untuk Skripsi, Tesis, & Disertasi. 

Yogyakarta: Andi Offset 

Swan, J. E., Bowers, M. R., & Richardson, L. D. (1999). Customer Trust in the 

Salesperson: An Integrative Review and Meta-Analysis of the Empirical 

Literature. Journal of Business Research. 44, 93–107. 

Sweeney, J. C., Soutar, G. N., & Johnson, L. W. (1997). Retail Service Quality 

and Perceived Value. Journal of Retailing and Consumer Services, 4(1), 39–

48. doi:10.1016/s0969-6989(96)00017-3  

Sweeney, J. C., & Soutar, G. N. (2001). Consumer Perceived Value: The 

Development of a Multiple Item Scale. Journal of Retailing, 77(2), 203–220. 

doi:10.1016/s0022-4359(01)00041-0  

Ueltschy, L. C., & Krampf, R. F. (2001). Cultural Sensitivity to Satisfaction and 

Service Quality Measures. Journal of Marketing Theory and Practice, 9(3), 

14–31. doi:10.1080/10696679.2001.11501894  

Uzir, M. U. H., Al Halbusi, H., Thurasamy, R., Thiam Hock, R. L., Aljaberi, M. 

A., Hasan, N., & Hamid, M. (2021). The effects of service quality, perceived 

value and trust in home delivery service personnel on customer satisfaction: 

Evidence from a developing country. Journal of Retailing and Consumer 

Services, 63, 102721. doi:10.1016/j.jretconser.2021.102721  

Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A., Tsiros, M., & 

Schlesinger, L. A. (2009). Customer Experience Creation: Determinants, 



84 
 

 

Dynamics and Management Strategies. Journal of Retailing, 85(1), 31–41. 

doi:10.1016/j.jretai.2008.11.001  

Wolfinbarger, M., Gilly, M.C. (2003). e-TailQ: Dimensionalizing, Measuring and 

Predicting Etail Quality. Journal of Retailing 79(3), 183–198. 

Woodruff, R. B., Gardial, S. F. (1996). Know Your Customer: New Approaches 

to Understanding Customer Value and Satisfaction. Blackwell Publishers, 

Inc., Cambridge, MA. 

Woodruff, R. B., Flint, D. J., & Gardial, S. F. (1997). Customer Value Change in 

Industrial Marketing Relationships: A Call for New Strategies and Research. 

Industrial Marketing Management, 26(2), 163–175. doi:10.1016/s0019-

8501(96)00112-5  

Wu, K. W. (2011).Customer Loyalty Explained by Electronic Recovery Service 

Quality: Implications of the Customer Relationship re-Establishment for 

Consumer Electronics e-Tailers. Contemporary Management Research 7(1), 

21–44 

Wulf, K. D., Odekerken-Schröder, G., & Iacobucci, D. (2001). Investments in 

Consumer Relationships: A Cross-Country and Cross-Industry Exploration. 

Journal of Marketing, 65(4), 33–50. doi:10.1509/jmkg.65.4.33.18386 

Yan, Song., Shu, Guoa, Ming, Zhanga. (2019). Assessing customers' perceived 

value of the anti-haze cosmetics under haze pollution. Science of the Total 

Environment 685 (2019) 753–762 

Yi, Ho-Taek., Yoo, Chankoo., Fortune, Edem Amenuvor, Boateng, Henry. 

(2021). Examining the Relationship Between Customer Bonding, Customer 

Participation, and Customer Satisfaction. Journal of Retailing and Consumer 

Services 62, 102598 

Yunus, Mukhlis., Ibrahim, Mahdani., Fakhrurrazi. (2018). The Role of Customer 

Satisfaction and Trust as Mediation on The Influence of Service Quality and 

Corporate Image to Customer Loyalty. European Journal of Business and 

Management. Vol. 10, No. 15 

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1988). Communication and 

Control Processes in the Delivery of Service Quality. Journal of Marketing, 

52(2), 35–48. doi:10.1177/002224298805200203 

 

 


