DAFTAR PUSTAKA

Akgiin, S., & Yalim, F. (2015). The Reasons of Young Consumers’ Choice on
Chain Café Stores: A Research on Starbucks. International Review of
Management and Marketing, 5(3), 129-134.

Alan, A. K., & Kabadayi, E. T. (2012). Brand Trust and Brand Affect: Their
Strategic Importance on Brand Loyalty. Journal of Global Strategic
Management, 1(6), 80-80.

Alhaddad, A. (2015). Perceived Quality, Brand Image and Brand Trust as
Determinants of Brand Loyalty. Journal of Reasearch in Business and
Management, 3(4), 01-08.

Bacon-Shone, J. (2015). Introduction to Quantitative Research Methods. Pok Fu
Lam: The University of Hong Kong.

Burns, A. C., Veeck, A., & Bush, R. F. (2017). Marketing Research (Eight Edit).
Harlow: Pearson Education Limited.

Chung, Y. C., Liao, S. H.,, & Chang, W. J. (2018). Longlive Friendship?
Relationships among friendship, trust and brand loyalty: A study of
Starbucks. International Journal of Web Based Communities, 14(4), 1.

De Beenhouwer, M., Van Geel, M., Ceulemans, T., Muleta, D., Lievens, B., &
Honnay, O. (2015). Changing soil characteristics alter the arbuscular
mycorrhizal fungi communities of Arabica coffee (Coffea arabica) in
Ethiopia across a management intensity gradient. Soil Biology and
Biochemistry, 91(September 2015), 133-139.

Desiani, R. (2019). Pengaruh Konten Media Sosial Instagram @tokokopituku
terhadap Minat Beli Konsumen. (Skripsi), Universitas Multimedia Nasional,
Serpong.

Erkmen, E., & Hancer, M. (2019). Building brand relationship for restaurants: An
examination of other customers, brand image, trust, and restaurant attributes.
International Journal of Contemporary Hospitality Management, 31(3),
1469-1487.

Farida, N., & Ardyan, E. (2015). Repeat purchase intention of starbucks
consumers in Indonesia: A green brand approach. Trziste, 27(2), 189-202.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multivariate
Data Analysis (7th Editio). Harlow: Pearson Education Limited.

80



81

Han, H., Nguyen, H. N., Song, H., Chua, B. L., Lee, S., & Kim, W. (2018).
Drivers of brand loyalty in the chain coffee shop industry. International
Journal of Hospitality Management, 72(November 2017), 86-97.

Holmes-Smith, P. (2010). Structural Equation Modeling: From the fundamentals
to advanced topics. Melbourne: SREAMS.

International Coffee Organization. (2019). World Coffee consumption for
2019/2020. http://www.ico.org/prices/new-consumption-table.pdf

Kalesaran, M. R., Lapian, S. L. H. V. J., & Saerang, R. T. (2019). Analyzing the
Dimension of Brand Equity Toward Repurchase Intention of Kopi Kulo in
Manado. Jurnal EMBA, 7(4). https://doi.org/10.35794/emba.v7i4.26452

Keller, K. L. (2013). Strategic Brand Management: Building, Measuring, and
Managing Brand Equity (4th Editio). Harlow: Pearson Education Limited.

Kim, S. H., Kim, M., & Holland, S. (2018). How Customer Personality Traits
Influence Brand Loyalty in the Coffee Shop Industry: The Moderating Role
of Business Types. International Journal of Hospitality and Tourism
Administration, 19(3), 311-335.

Kim, S. H., Kim, M. S., & Lee, D. H. (2016). The effects of personality traits and
congruity on customer satisfaction and brand loyalty: Evidence from coffee
shop customers. In Advances in Hospitality and Leisure (Vol. 12).

Lee, J. (2017). The effects of brand identity of Starbucks Coffee speciality store
on brand trust of customers, brand attachment, revisit intention, and word of
mouth intention. Journal of Digital Convergence, 15(12), 159-167.

Lee, W. S., Moon, J., & Song, M. (2018). Attributes of the coffee shop business
related to customer satisfaction. Journal of Foodservice Business Research,
21(6), 628-641.

Leninkumar, V. (2017). The Relationship between Customer Satisfaction and
Customer Trust on Customer Loyalty. International Journal of Academic
Research in Business and Social Sciences, 7(4), 450-465.

Malhotra, N. K., Nunan, D., & Birks, D. F. (2017). Marketing Research: An
Applied Approach (Fifth Edit). Harlow: Pearson Education Limited.

Malinda, C. S. (2019). Pengaruh Instagram @tokokopituku pada Pembentukan
Brand Awareness Followers terhadap Toko Kopi Tuku. (Skripsi), Universitas
Bakrie, Jakarta Selatan.

Mohamud, S. S., Khalifa, G. S. A., Abuelhassan, A. E., & Kaliyamoorthy, S.
(2017). Investigating the Antecedents of Coffee Shop Customers’ Behavioral
Intentions in Kuala Lumpur. International Journal on Recent Trends in



82

Business and Tourism, 1(4), 1-14.

Pongsiri, K. (2013). Market Feasibility for New Brand Coffee House : The Case
Study of Thailand. International Journal of Social, Behavioral, Educational,
Economic and Management Engineering, 7(8), 1142—-1145.

Pricilia, M., & Abadi, F. (2015). Analyzing the Affect of Brand Image, Service
Quality, and Customer Satisfaction Toward Customer Loyalty in a Premium
Coffeehouse Retailer, Case of Starbucks Indonesia in Tangerang Area.
International Conference on Innovation, Entrepreneurship and Technology,
November, 112-123.

Rahimi¢, Z., & Ustovi¢, K. (2012). Customer satisfaction as a key factor in
building and maintaining competitive advantages of companies. Problems of
Management in the 21st Century, 3, 91-105.

Rahman, A. (2019). Coffee-to-go di Bandung.
https://coffeechat.id/2019/04/25/featured/coffee-to-go-di-bandung/

Ramadhanty, P., & Malau, R. M. U. (2020). Pengaruh Social Media Marketing
Content Instagram @kedaikopikulo terhadap Sikap Konsumen. Linimasa:
Jurnal llmu Komunikasi, 3(2), 1-15.

Ricardo, V. (2019). Analisis Pengaruh Customer Brand Identification dan Service
Value terhadap Brand Involvement serta Implikasinya terhadap Brand
Satisfaction dan Brand Loyalty telaah pada Toko Kopi Tuku. (Skripsi),
Universitas Multimedia Nusantara, Serpong.

Sarwono, J. (2010). Pengertian Dasar Structural Equation Modeling (SEM).
Jurnal llmiah Manajemen Bisnis, 10(3), 173-182.

Shin, H., Casidy, R., Yoon, A., & Yoon, S. H. (2016). Brand trust and avoidance
following brand crisis: A quasi-experiment on the effect of franchisor
statements. Journal of Brand Management, 23(5), 1-23.

Song, H. J., Wang, J. H., & Han, H. (2019). Effect of image, satisfaction, trust,
love, and respect on loyalty formation for name-brand coffee shops.
International Journal of Hospitality Management, 79(June 2018), 50-59.

Statista. (2019). World’s Largest Coffee Producing Countries in 2018.
statista.com/statistics/277137/world-coffee-production-by-leading-countries/

Sugiyono. (2018). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Bandung:
Alfabeta.

Supriyatna, 1. (2019). Melirik Potensi Bisnis Coffee to Go, Modalnya Mulai Rp 5
Jutaan. Suara. https://www.suara.com/bisnis/2019/05/05/103320/melirik-
potensi-bisnis-coffee-to-go-modalnya-mulai-rp-5-jutaan?page=all



83

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, 1, 14-27.

Tim Dosen FE UNJ. (2020). Panduan Penulisan Proposal Penelitian dan Skripsi
Fakultas Ekonomi Universitas Negeri Jakarta Tahun 2020. Jakarta Timur:
FE UNJ.

Tjiptono, F. (2011). Manajemen dan Strategi Merek. Yogyakarta: Penerbit Andi.

Tu, Y.-T., Wang, C.-M., & Chang, H.-C. (2012). Corporate Brand Image and
Customer Satisfaction on Loyalty: An Empirical Study of Starbucks Coffee
in Taiwan. Journal of Social and Development Sciences, 3(1), 24-32.

Tucker, C. M. (2010). Coffee Culture: Local Experiences, Global Connections
(1st Editio). New York: Routledge.

Waluyo, M. (2016). Mudah Cepat Tepat Penggunaan Tools Amos Dalam Aplikasi
(SEM). Surabaya: Penerbit UPN “Veteran” Jawa Timur.

Wijaya, B. S. (2013). Dimensions of Brand Image: A Conceptual Review from
the Perspective of Brand Communication. European Journal of Business and
Management, 5(31).

Yuliandri, M. T. (2019). Kisaku Coffee ~ Jakarta  Selatan.
https://majalah.ottencoffee.co.id/kisaku-coffee-jakarta-selatan/





