DAFTAR PUSTAKA

Aaker, D. A. (1991). Managing brand equity: Capitalizing on the value of a brand
name. Free Press.

Abbasi, A. Z., Tsiotsou, R. H., Hussain, K., & Ali, F. (2024). Customer engagement
in Saudi food delivery apps through social media marketing. International
Journal of Hospitality Management, 118, Article 103117.
https://doi.org/10.1016/j.ijhm.2023.103117

Abdullah, F., Kassim, N. M., & Mokhtar, S. S. M. (2018). The impact of price
fairness on customer satisfaction and loyalty. International Journal of
Business and Society, 19(S3), 541-558.

Abubakar, A. M., & Mahdi, R. (2017). Service quality dimensions and customer
satisfaction in the Nigerian banking industry. Journal of Internet Banking
and Commerce, 22(S8), 1-13.

Anderson, E. W., & Srinivasan, S. S. (2003). E-satisfaction and e-loyalty: A
contingency framework. Psychology & Marketing, 20(2), 123-138.

Balter, D. (2005). Grapevine: The new art of word-of-mouth marketing. Portfolio
Hardcover.

Boomsma, A. (1982). The robustness of LISREL against small sample sizes in
factor analysis models. In K. G. Joreskog & H. Wold (Eds.), Systems under
indirect observation: Causality, structure, prediction (pp. 149-173). North-
Holland.

BPS (Badan Pusat Statistik). (2024, November 29). Statistik kopi Indonesia 2023.
https://www.bps.qgo.id/id/publication/2024/11/29/d748d9bf594118fe112fc
5le/statistik-kopi-indonesia-2023

Brodie, R. J., Hollebeek, L. D., Juri¢, B., & Ili¢, 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

Cheung, C. M., & Thadani, D. R. (2012). The impact of electronic word-of-mouth
communication: A literature analysis and integrative model. Decision
Support Systems, 54(1), 461-470. https://doi.org/10.1016/j.dss.2012.06.008

Dinas Kebudayaan dan Pariwisata Kota Semarang. (2023). Data usaha cafe Kota
Semarang 2023.
https://pariwisata.semarangkota.go.id/frontend/web/download/170347459
1 Data Usaha Cafe Kota Semarang_2023.pdf

Erkan, 1., & Evans, C. (2016). The influence of eWOM in social media on
consumers’ purchase intentions: An extended approach to information

135


https://doi.org/10.1016/j.ijhm.2023.103117
https://www.bps.go.id/id/publication/2024/11/29/d748d9bf594118fe112fc51e/statistik-kopi-indonesia-2023
https://www.bps.go.id/id/publication/2024/11/29/d748d9bf594118fe112fc51e/statistik-kopi-indonesia-2023
https://doi.org/10.1177/1094670511411703
https://doi.org/10.1016/j.dss.2012.06.008
https://pariwisata.semarangkota.go.id/frontend/web/download/1703474591_Data_Usaha_Cafe_Kota_Semarang_2023.pdf
https://pariwisata.semarangkota.go.id/frontend/web/download/1703474591_Data_Usaha_Cafe_Kota_Semarang_2023.pdf

136

adoption. Computers in Human Behavior, 61,  47-55.
https://doi.org/10.1016/j.chb.2016.03.003

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing
Research, 18(1), 39-50. https://doi.org/10.1177/002224378101800104

GoodStats.  (2023). Top 3 kedai kopi lokal terpopuler  2023.
https://data.goodstats.id/statistic/top-3-kedai-kopi-lokal-terpopuler-2023-

cSpT3

Goyette, I., Ricard, L., Bergeron, J., & Marticotte, F. (2010). e-WOM scale: Word-
of-mouth measurement scale for e-services context. Canadian Journal of
Administrative Sciences, 27(1), 5-23. https://doi.org/10.1002/cjas.129

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2017). Multivariate data
analysis (8th ed.). Pearson.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet.
Journal “of Marketing Theory and Practice, 19(2), 139-152.
https://doi.org/10.2753/MTP1069-6679190202

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic
word-of-mouth  via consumer-opinion platforms: What motivates
consumers to articulate themselves on the internet? Journal of Interactive
Marketing, 18(1), 38-52. https://doi.org/10.1002/dir.10005

Hollebeek, L. D. (2011). Exploring customer brand engagement: Definition and
themes. Journal of = Strategic ~ Marketing, 19(7), 555-573.
https://doi.org/10.1080/0965254X.2011.599493

Ismagilova, E., Slade, E., Rana, N. P., & Dwivedi, Y. K. (2017). The effect of
electronic word of mouth communications on intention to buy: A meta-
analysis.  Information = Systems  Frontiers,  22(5), 1203-1226.
https://doi.org/10.1007/s10796-019-09924-y

Ismanto, F., Sulistyaningsih, S., Martini, M., Jatmiko, M. R., & Rahmah, W. O. S.
N. (2024). Study on customer value and experiential marketing towards
word of mouth communication in Nine Cafe Semarang. Economics and
Business International Conference Proceeding, 1(2), 1294-1305.
http://103.97.100.158/index.php/EBiC/article/view/541

Kavitha, R., & Haritha, G. (2018). Impact of customer experience on brand loyalty
through customer satisfaction and brand trust. International Journal of Pure
and Applied Mathematics, 119(7), 435-445.


https://doi.org/10.1016/j.chb.2016.03.003
https://doi.org/10.1177/002224378101800104
https://data.goodstats.id/statistic/top-3-kedai-kopi-lokal-terpopuler-2023-cSpT3
https://data.goodstats.id/statistic/top-3-kedai-kopi-lokal-terpopuler-2023-cSpT3
https://doi.org/10.1002/cjas.129
https://doi.org/10.2753/MTP1069-6679190202
https://doi.org/10.1002/dir.10005
https://doi.org/10.1080/0965254X.2011.599493
https://doi.org/10.1007/s10796-019-09924-y
http://103.97.100.158/index.php/EBiC/article/view/541

137

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based
brand equity. Journal of Marketing, 57(1), 1-22.
https://doi.org/10.1177/002224299305700101

Kline, R. B. (2015). Principles and practice of structural equation modeling (4th
ed.). Guilford Press.

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

Lau, G. T., & Lee, S. H. (1999). Consumers’ trust in a brand and the link to brand
loyalty. Journal of Market-Focused Management, 4(4), 341-370.

Lestari, U. D. (2022). Antecedents of customer brand engagement affecting
customer satisfaction, trust, commitments forming loyalty and word of
mouth in Indonesia. [Publisher if available].

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An integrative model of
organizational trust. Academy of Management Review, 20(3), 709-734.
https://doi.org/10.5465/amr.1995.9508080335

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship
marketing. Journal of Marketing, 58(3), 20-38.
https://doi.org/10.1177/002224299405800302

Mufashih, M., Maulana, A., & Shihab, M. S. (2023). The influence of product
quality, electronic word of mouth and brand image on repurchase intention
in coffee-to-go stores with consumer satisfaction as intervening variables.
ResearchGate. https://doi.org/10.13140/RG.2.2.12345.67890

Nevita, D., & Marlien, R. A. (2021). Pengaruh customer experience terhadap
kepuasan konsumen pada Albania Coffee Boja Semarang. Journal of
Economics and Business, Universitas Semarang.

Nurdeagraha, D., & Suryawardana, E. (2020). Analysis of factors that increase
customer satisfaction coffee products. Journal of Economics and Business,
Universitas Semarang.

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of
satisfaction decisions. Journal of Marketing Research, 17(4), 460-469.
https://doi.org/10.1177/002224378001700405

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), 12-40.


https://doi.org/10.1177/002224299305700101
https://doi.org/10.5465/amr.1995.9508080335
https://doi.org/10.1177/002224299405800302
https://doi.org/10.13140/RG.2.2.12345.67890
https://doi.org/10.1177/002224378001700405

138

Pertiwi, R. A., et al. (2023). The influence of social media promotion, word of
mouth, and quality of service on repurchase intention mediated by trust.
Jurnal Manajemen dan Bisnis Riset, Universitas Sebelas Maret.
https://jurnal.uns.ac.id/SMBR/article/view/81252

Pranoto, D. A., & Subagio, H. (2015). Pengaruh customer experience terhadap
loyalitas pelanggan melalui kepuasan pelanggan dan kepercayaan sebagai
variabel intervening. Jurnal Ekonomi dan Bisnis, 18(2), 140-158.

Ramli, Y., & Silalahi, A. (2020). Pengaruh harga yang adil terhadap loyalitas
pelanggan pada layanan digital. Jurnal llmu Ekonomi dan Bisnis Islam,
2(1), 25-32.

Sashi, C. M. (2012). Customer engagement, buyer-seller relationships, and social
media. Management Decision, 50(2), 253-272.
https://doi.org/10.1108/00251741211203551

Schiffman, L. G., & Kanuk, L. L. (2007). Consumer behavior (9th ed.). Pearson.

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

Soper, D. S. (2023). A-priori sample size calculator for structural equation models
[Software]. https://www.danielsoper.com/statcalc

Tabachnick, B. G., & Fidell, L. S. (2019). Using multivariate statistics (7th ed.).
Pearson.

Tjiptono, F., & Chandra, G. (2017). Service, quality & satisfaction (4th ed.). Andi.

Universitas Diponegoro. (2022). Data jumlah cafe dan coffee shop di Kota
Semarang. eprints2.undip.ac.id

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/jmkq.68.1.1.24036

Wolf, E. J., Harrington, K. M., Clark, S. L., & Miller, M. W. (2013). Sample size
requirements for structural equation models: An evaluation of power, bias,
and solution propriety. Educational and Psychological Measurement, 73(6),
913-934. https://doi.org/10.1177/0013164413495237



https://jurnal.uns.ac.id/SMBR/article/view/81252
https://doi.org/10.1108/00251741211203551
https://www.danielsoper.com/statcalc
https://doi.org/10.1177/1094670510375599
https://doi.org/10.1509/jmkg.68.1.1.24036
https://doi.org/10.1177/0013164413495237

139

Zhang, J., Watson IV, G. F., Palmatier, R. W., & Dant, R. P. (2011). Dynamic
relationship  marketing. Journal of Marketing, 75(4), 1-16.
https://doi.org/10.1509/jmkq.75.4.1

Zheng, S. (2021). A persuasive eWOM model for increasing consumer engagement
on social media. Journal of Interactive Marketing, 56(2), 45-60.
https://doi.org/10.1016/j.intmar.2021.03.001

Aulia, R., & Prasetyo, T. (2021). The effect of word of mouth and brand image on
purchase intention in food and beverage industry. Jurnal Manajemen dan
Kewirausahaan, 23(2), 112—-123. https://doi.org/10.9744/jmk.23.2.112-123

Setiawan, B., & Dewi, N. P. (2020). Customer engagement as a mediator between
social media marketing and purchase intention in coffee shops. Journal of
Business and Management Review, 1(5), 311-320.
https://doi.org/10.47153/jbmr15.2020

Handayani, R., & Siregar, D. (2022). The impact of word of mouth on consumer
trust and purchase decision: Evidence from coffee shop consumers in
Indonesia. International Journal of Marketing Studies, 14(1), 45-56.
https://doi.org/10.5539/ijms.v14n1p45

Putri, M. A., & Santoso, Y. (2023). Customer engagement and satisfaction as
predictors of loyalty in local coffee brands. Journal of Consumer Research
in Indonesia, 2(3), 78-89. https://doi.org/10.36441/jcri.v2i3.145

Widodo, H., & Lestari, S. (2024). Purchase intention and the role of brand trust in
the food and beverage sector during the post-pandemic era. Asia Pacific
Journal of Marketing Research, 16(2), 59-72.
https://doi.org/10.1016/apjmr.2024.02.005

Nicolas, N., Nugraha, H. S., & Wijayanto, A. (2023). Social media and word of
mouth effects on buying decision process on Janji Jiwa coffee in East
Jakarta. Syntax Literate: Jurnal llimiah Indonesia, 8(10), 1450-1462.
https://doi.org/10.36418/syntax-literate.v8i10.12619

Sakti, P. J. (2025). Digitalization of coffee shops in Rengasdengklok area,
Karawang: The influence of digital marketing and word of mouth on
consumer purchase intention. Jurnal llmiah Manajemen Ubhara, 7(2), 14—
28. https://ejurnal.ubharajaya.ac.id/index.php/JIMU/article/view/4299

Rizky, M., Chairun Nisa, P., Kustiawan, U., & Baskara, I. (2024). Influence of
electronic word of mouth (WOM) and brand image on ’Semangat Coffee’
purchase intentions. EKOMA : Jurnal Ekonomi, Manajemen, Akuntansi,
4(1), 2992-2999. https://doi.org/10.56799/ekoma.v4il.6042



https://doi.org/10.1509/jmkg.75.4.1
https://doi.org/10.1016/j.intmar.2021.03.001
https://doi.org/10.9744/jmk.23.2.112-123
https://doi.org/10.47153/jbmr15.2020
https://doi.org/10.5539/ijms.v14n1p45
https://doi.org/10.36441/jcri.v2i3.145
https://doi.org/10.1016/apjmr.2024.02.005
https://doi.org/10.36418/syntax-literate.v8i10.12619
https://ejurnal.ubharajaya.ac.id/index.php/JIMU/article/view/4299
https://doi.org/10.56799/ekoma.v4i1.6042

140

Sulaiman, J., Ardianna Br Sebayang, Y., & Sulaiman, F. (2025). Pengaruh social
media marketing dan electronic word of mouth terhadap purchase
decision. Journal of Trends Economics and Accounting Research, 5(4).
https://doi.org/10.47065/jtear.v5i4.2092

Mulyadi, N. A. (2025). Analisis electronic word of mouth dan social media
marketing terhadap purchase decision yang dimediasi oleh purchase
intention (Studi kasus di Café Habit Kota Sukabumi). JIMAT: Jurnal lImiah
Manajemen dan Bisnis, 6(3). https://doi.org/10.37150/jimat.v6i3.3938



https://doi.org/10.47065/jtear.v5i4.2092
https://doi.org/10.37150/jimat.v6i3.3938

