
 

95 

 

DAFTAR PUSTAKA 

 

Adiwaluyo, E. (2019). Toffin: Nilai Pasar Kedai Kopi di Indonesia Capai Rp 4,8 

Triliun. https://www.marketeers.com/toffin-nilai-pasar-kedai-kopi-di-

indonesia-capai-rp-4-8-triliun/ 

Ajzen, I. (1991). The Theory of Planned Behavior. Organizational Behavior and 

Human Decision Processes, 50, 179–211. 

An, S., Suh, J., & Eck, T. (2019). Examining structural relationships among service 

quality, perceived value, satisfaction and revisit intention for airbnb guests. 

International Journal of Tourism Sciences, 19(3), 145–165. 

https://doi.org/10.1080/15980634.2019.1663980 

Ayadi, K., & Cao, L. (2016). Exploring children’s responses to store atmosphere. 

International Journal of Retail and Distribution Management, 44(10), 1030–

1046. https://doi.org/10.1108/IJRDM-08-2015-0125 

Berman, B., Evans, J. R., & Chatterjee, P. (2018). Retail Management: A Strategic 

Approach (13th ed.). Pearson Education. 

Bhuanaputra, K. W., & Giantari, I. G. A. K. (2020). The Effect of Perceived Brand 

Leadership Towards Consumer Satisfaction and Repurchase Intention on E-

Commerce Website. Russian Journal of Agricultural and Socio-Economic 

Sciences, 97(1), 66–73. https://doi.org/10.18551/rjoas.2020-01.08 

Brown, M., Pope, N., & Voges, K. (2003). Buying or browsing?: An exploration of 

shopping orientations and online purchase intention. European Journal of 

Marketing, 37(11–12), 1666–1684. 

https://doi.org/10.1108/03090560310495401 

Caber, M., Albayrak, T., & Crawford, D. (2020). Perceived value and its impact on 

travel outcomes in youth tourism. Journal of Outdoor Recreation and 

Tourism, 31. https://doi.org/10.1016/j.jort.2020.100327 

Cakici, A. C., Akgunduz, Y., & Yildirim, O. (2019). The impact of perceived price 

justice and satisfaction on loyalty: the mediating effect of revisit intention. 

Tourism Review, 74(3), 443–462. https://doi.org/10.1108/TR-02-2018-0025 

Carranza, R., Díaz, E., & Martín-Consuegra, D. (2018). The influence of quality on 

satisfaction and customer loyalty with an importance-performance map 

analysis: Exploring the mediating role of trust. Journal of Hospitality and 

Tourism Technology, 9(3), 380–396. https://doi.org/10.1108/JHTT-09-2017-

0104 

Cha, S., & Seo, B.-K. (2018). The Factors influencing Customer Satisfaction with 

and Revisiting Coffee Shops in Korea: The Moderating Roles of Psychological 



96 

 

 

Value. Culinary Science & Hospitality Research, 24(2), 1–7. 

https://doi.org/10.20878/cshr.2018.24.2.001 

Chang, Wen-Jung., Liao, S., Chung, Y., & Chen, H. (2018). Service quality, 

experiential value and repurchase intention for medical cosmetology clinic: 

moderating effect of Generation. Total Quality Management & Business 

Excellence. https://doi.org/10.1080/14783363.2018.1463156 

Chen, P. T., & Hu, H. H. (2010). How determinant attributes of service quality 

influence customer-perceived value: An empirical investigation of the 

Australian coffee outlet industry. International Journal of Contemporary 

Hospitality Management, 22(4), 535–551. 

https://doi.org/10.1108/09596111011042730 

Chen, C.-C.V. and Chen, C.-J. (2017), The role of customer participation for 

enhancing repurchase intention. Management Decision, 55(3), 547-562. 

https://doi.org/10.1108/MD-06-2016-0380 

Chien, M. C. (2017). An empirical study on the effect of attractiveness of 

ecotourism destination on experiential value and revisit intention. Applied 

Ecology and Environmental Research, 15(2), 43–53. 

https://doi.org/10.15666/aeer/1502_043053 

Chun, S. H., & Nyam-Ochir, A. (2020). The effects of fast food restaurant attributes 

on customer satisfaction, revisit intention, and recommendation using 

DINESERV scale. Sustainability (Switzerland), 12(18). 

https://doi.org/10.3390/SU12187435 

Dhisasmito, P. P., & Kumar, S. (2020). Understanding customer loyalty in the 

coffee shop industry (A survey in Jakarta, Indonesia). British Food Journal, 

122(7), 2253–2271. https://doi.org/10.1108/BFJ-10-2019-0763 

Effendi, I., Ginting, P., Lubis, A. N., Khaira, &, & Fachruddin, A. (2015). Published 

by Science and Education Centre of North America Analysis of Consumer 

Behavior of Organic Food in North Sumatra Province, Indonesia. Journal of 

Business and Management, 4(1), 44–58. 

https://doi.org/10.12735/jbm.v4i1p44 

Effendi, I., Murad, M., Rafiki, A., & Lubis, M. M. (2020). The application of the 

theory of reasoned action on services of Islamic rural banks in Indonesia. 

Journal of Islamic Marketing, 12(5), 951–976. https://doi.org/10.1108/JIMA-

02-2020-0051 

Faradiba, & Astuti, S. R. T. (2013). Analisis Pengaruh Kualitas Produk, Harga, 

Lokasi dan Kualitas Pelayanan terhadap Minat Beli Ulang Konsumen (Studi 

pada Warung Makan “Bebek Gendut” Semarang). Diponegoro Journal of 

Management, 2(3), 1–11. 



97 

 

 

Ferdinand, A. (2006). Metode Penelitian Manajemen: Pedoman Penelitian untuk 

Penulisan Skripsi, Tesis, dan Disertasi Ilmu Manajemen. Badan Penerbit 

Universitas Diponegoro. 

Ghozali, I. (2017). Model Persamaan Struktural Konsep dan Aplikasi Dengan 

Program AMOS 24 Update Bayesian SEM. Badan Penerbit Universitas 

Diponegoro. 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate Data 

Analysis (8th ed.). Cengage Learning. 

Han, H., & Hyun, S. S. (2017). Impact of hotel-restaurant image and quality of 

physical-environment, service, and food on satisfaction and intention. 

International Journal of Hospitality Management, 63, 82–92. 

https://doi.org/10.1016/j.ijhm.2017.03.006 

Hanaysha, J. (2016). Testing the effects of food quality, price fairness, and physical 

environment on customer satisfaction in fast food restaurant industry. Journal 

of Asian Business Strategy, 6(2), 31–40. 

https://doi.org/10.18488/journal.1006/2016.6.2/1006.2.31.40 

International Coffee Organization. (2021). Trade Statistics Tables. 

https://www.ico.org/trade_statistics.asp 

Ibzan, E., Balarabe, F. and Jakada, B. (2016), “Consumer satisfaction and 

repurchase intentions”, Developing Country Studies, Vol. 6 No. 2, pp. 96-100. 

Khoo, K. L. (2022). A study of service quality, corporate image, customer 

satisfaction, revisit intention and word-of-mouth: evidence from the KTV 

industry. PSU Research Review, 6(2), 105–119. https://doi.org/10.1108/PRR-

08-2019-0029 

Kim, B., & Kim, D. (2019). A longitudinal study of habit and its antecedents in 

coffee chain patronage. Social Behavior and Personality: An international 

journal, 47(3). https://doi.org/10.2224/sbp.7519 

Koklic, M. K., Kinney, M. K., & Vegelj, S. (2017). An investigation of customer 

satisfaction with low-cost and full-service airline companies. Journal of 

Business Research. http://dx.doi.org/10.1016/j.jbusres.2017.05.015 

Konuk, F. A. (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, 103–110. 

https://doi.org/10.1016/j.jretconser.2019.05.005 

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

Education Limited. 



98 

 

 

Lee, H. J. (2022). A Study on the Effect of Customer Habits on Revisit Intention 

Focusing on Franchise Coffee Shops. Information (Switzerland), 13(2). 

https://doi.org/10.3390/info13020086 

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. https://doi.org/10.1080/15378020.2018.1524227 

Lie, D., Sudirman, A., Efendi, & Butarbutar, M. (2019). Analysis of Mediation 

Effect Of Consumer Satisfaction On The Effect Of Service Quality, Price and 

Consumer Trust On Consumer Loyalty. International Journal of Scientific & 

Technology Research, 8(8). 

Madden, T. J., Ellen, P. S., & Ajzen, I. (1992). A Comparison of the Theory of 

Planned Behavior and the Theory of Reasoned Action. Personality and Social 

Psychology Bulletin, 18(1), 3–9. https://doi.org/10.1177/0146167292181001 

Mannan, M., Chowdhury, N., Sarker, P., & Amir, R. (2019). Modeling customer 

satisfaction and revisit intention in Bangladeshi dining restaurants. Journal of 

Modelling in Management, 14(4), 922–947. https://doi.org/10.1108/JM2-12-

2017-0135 

Marinkovic, V., Senic, V., Ivkov, D., Dimitrovski, D., & Bjelic, M. (2014). The 

antecedents of satisfaction and revisit intentions for full-service restaurants. 

Marketing Intelligence and Planning, 32(3), 311–327. 

https://doi.org/10.1108/MIP-01-2013-0017 

Mensah, I., & Mensah, R. D. (2018). Effects of Service Quality and Customer 

Satisfaction on Repurchase Intention in Restaurants on University of Cape 

Coast Campus. Journal of Tourism, Heritage & Services Marketing, 4(1), 27–

36. https://doi.org/10.5281/zenodo.1247542 

Miswanto, M., & Angelia, Y. R. (2017). The Influence of Service Quality and Store 

Atmosphere on Customer Satisfaction. Jurnal Manajemen Dan 

Kewirausahaan, 19(2). https://doi.org/10.9744/jmk.19.2.106-111 

Namin, A. (2017). Revisiting customers’ perception of service quality in fast food 

restaurants. Journal of Retailing and Consumer Services, 34, 70–81. 

https://doi.org/10.1016/J.JRETCONSER.2016.09.008 

Nguyen, Q., Nisar, T. M., Knox, D., & Prabhakar, G. P. (2018). Understanding 

customer satisfaction in the UK quick service restaurant industry: The 

influence of the tangible attributes of perceived service quality. British Food 

Journal, 120(6), 1207–1222. https://doi.org/10.1108/BFJ-08-2017-0449 

Niekerk, BM van., Petzer, DJ., & Beer, LT de. (2016). The interrelationships 

between boutique store atmosphere, customer satisfaction, store loyalty and 

repurchase intention - A Study of Females in the North-West Province. The 

Retail and Marketing Review, 4(1). 



99 

 

 

Nurhasanah, S., & Dewi, C. (2019). The Emergence of Local Coffee Shops in 

Indonesia as a Counter to American Culture Hegemony. Rubikon: Journal of 

Transnational American Studies, 6(1), 1–11. 

https://doi.org/10.22146/rubikon.v6i1.61485 

Pandangan Jogja. (2022). Putaran Uang dari Kedai Kopi di Yogya Diperkirakan 

Capai Rp 700 Miliar per Tahun. https://kumparan.com/pandangan-

jogja/putaran-uang-dari-kedai-kopi-di-yogya-diperkirakan-capai-rp-700-

miliar-per-tahun-1ymqNKxIoGG 

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

Service Quality and Its Implications for Future Research. Journal of 

Marketing, 49, 41–50. 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-

Item Scale for measuring consumer perceptions of service quality. Journal of 

Retailing, 64(1). 

Priyanto, R. (2022). The effect of store atmosphere, country of origin, and lifestyle 

on repurchase intention at the ramen store in bandung city. Media Wisata, 

20(2). https://doi.org/10.36276/mws.v20i2.404 

Putra, D. N. G., & Raharjo, S. T. (2021). Analisis Pengaruh Kemudahan 

Penggunaan, Kualitas Layanan, dan Persepsi Manfaat terhadap Loyalitas 

Pengguna dengan Kepuasan Pengguna sebagai Variabel Intervening (Studi 

pada Pengguna Aplikasi Grab di Kota Semarang). DIPONEGORO JOURNAL 

OF MANAGEMENT, 10(6). 

Rajput, A., & Gahfoor, R. Z. (2020). Satisfaction and revisit intentions at fast food 

restaurants. Future Business Journal, 6(1). https://doi.org/10.1186/s43093-

020-00021-0 

Ratasuk, A. & Buranasompob, A. (2021). Contributions of Marketing Factors on 

Customer Repurchase intentions in Convenience Store Coffee Shops in 

Bangkok and Mediating Role of Brand Image. Asian Administration and 

Management Review, 4(2), 11-21. https://doi.org/10.14456/aamr.2021.2 

Ratasuk, A., & Gajesanand, S. (2020). Factors influencing brand image and 

customer repurchase intention: The case of coffee chain shops located in gas 

service stations in Bangkok. University of the Thai Chamber of Commerce 

Journal Humanities and Social Sciences, 40(3), 171-188. 

Restuputra, M. D. P., & Rahanatha, G. B. (2020). Promosi penjualan, store 

atmosphere, dan brand image berpengaruh terhadap repurchase intention. E-

Jurnal Manajemen, 9(8), 3019-3039. 

https://doi.org/10.24843/EJMUNUD.2020.v09.i08.p07 

Schiffman, L. G., & Wisenblit, J. (2019). Consumer Behavior (12th ed.). Pearson 

Education. 



100 

 

 

Scott, D. (2004). Examining the mediating role of experience quality in a model of 

tourist experiences. Journal of Travel and Tourism Marketing, 16(1), 79–90. 

https://doi.org/10.1300/J073v16n01_08 

Soebandhi, S., Wahid, A., & Darmawanti, I. (2020). Service quality and store 

atmosphere on customer satisfaction and repurchase intention. BISMA (Bisnis 

Dan Manajemen), 13(1), 26–36. 

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Alfabeta. 

Singh, S., & Alok, S. (2022). Drivers of Repurchase Intention of Organic Food in 

India: Role of Perceived Consumer Social Responsibility, Price, Value, and 

Quality. Journal of International Food & Agribusiness Marketing, 34(3), 246-

268, https://doi.org/10.1080/08974438.2020.1869135 

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The 

development of a multiple item scale. Journal of Retailing, 77, 203–220. 

Ting, H., & Thurasamy, R. (2016). What matters to infrequent customers: a 

pragmatic approach to understanding perceived value and intention to revisit 

trendy coffee café. SpringerPlus, 5(1), 1–11. https://doi.org/10.1186/s40064-

016-2259-5 

Toni, D. D., Eberle, L., Larentis, F., & Milan, G. S. (2018). Antecedents of 

perceived value and repurchase intention of organic food. Journal of Food 

Products Marketing, 24(4), 456-475. 

Um, S., Chon, K., & Ro, Y. H. (2006). Antecedents of revisit intention. Annals of 

Tourism Research, 33(4), 1141–1158. 

https://doi.org/10.1016/J.ANNALS.2006.06.003 

Vety, S., Fauzi, A., & Mawardi, M. (2016). Pengaruh Store Atmosphere (Suasana 

Toko) terhadap Emosi serta Dampaknya pada Keputusan Pembelian (Survei 

pada Pembeli di Ria Djenaka Cafe dan Resto, Kota Batu). Jurnal Administrasi 

Bisnis (JAB), 30(1). 

Zang, W., Qian, Y., & Song, H. (2022). The Effect of Perceived Value on 

Consumers’ Repurchase Intention of Commercial Ice Stadium: The Mediating 

Role of Community Interactions. Int. J. Environ. Res. Public Health 2022, 19, 

3043. https:// doi.org/10.3390/ijerph19053043 

Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: A 

Means-End Model and Synthesis of Evidence. Journal of Marketing, 52, 2–

22. https://doi.org/10.1177/002224298805200302 

  




