
128 
 

 
 

DAFTAR PUSTAKA 

 

Ahmad Raza, M., Nabeel Siddiquei Lecturer, A., Advisor, S., University Multan 

Campus, A., Hayat Awan, P. M., & Bukhari, K. (2012). 

INTERDISCIPLINARY JOURNAL OF CONTEMPORARY RESEARCH IN 

BUSINESS RELATIONSHIP BETWEEN SERVICE QUALITY, 

PERCEIVED VALUE, SATISFACTION AND REVISIT INTENTION IN 

HOTEL INDUSTRY. 

 

Alex, D., & Thomas, S. (n.d.). Impact of Product Quality, Service Quality and 

Contextual Experience on Customer Perceived Value and Future Buying 

Intentions. In European Journal of Business and Management 

www.iiste.org ISSN (Vol. 3, Issue 3). Online. Retrieved www.iiste.org 

 

Amellinda, R. (2023). Ririn Wulandari 3) 1) raisaamellinda@apps.ipb.ac.id. In 

Jurnal Doktor Manajemen (Vol. 6, Issue 2). 

 

Bai, R., Ma, B., & Hu, Z. (2026). Imagine it, trust it: How anatomical depiction 

influences consumer intention to purchase organic food. Food Quality and 

Preference, 138. https://doi.org/10.1016/j.foodqual.2025.105831 

 

Bilal, M., & Achmad, N. (2023). Analysis Of The Effect Of Service Quality, Brand 

Trust And Perceived Quality On Customer Loyalty With Customer 

Satisfaction As An Intervening Variable. Paradigma, 20(2), 232–246. 

https://doi.org/10.33558/paradigma.v20i2.7035 

 

Creswell, J. W. (2014). Research design: Qualitative, quantitative, and mixed 

methods approaches (4th ed.). Sage Publications. 

 

Debi Habsari, N., & Hermawan, I. (n.d.). FROM PREFERENCE TO PURCHASE: 

HOW VALUE AND PRODUCT QUALITY INFLUENCE COFFE 

http://www.iiste.org/
https://doi.org/10.1016/j.foodqual.2025.105831
https://doi.org/10.33558/paradigma.v20i2.7035


129 
 

 
 

CONSUMERS. Applied Accounting and Management Review. Retrieved 

https://jurnal.polines.ac.id/index.php/AAMAR 

 

Du, Y., & Wang, X. (2024). Dynamic or static? The effect of food imagery on 

menus on perceived food energy and purchase intention. Journal of 

Retailing and Consumer Services, 81. 

https://doi.org/10.1016/j.jretconser.2024.104042 

 

Ekonomi, F., Bisnis, D., Buana, U. M., Dirgandana, G., & Tamara, D. (n.d.). 

Perceived Value. Journal Ilmiah Manajemen Dan Bisnis, 11(3), 278–292. 

 

Estu Handayani, Usep Suhud, & Terrylina Arvinta Monoarfa. (2025). Analisis 

Faktor-Faktor yang Mempengaruhi Customer Trust dan Purchase Intention 

pada Aplikasi Kopi Digital. PENG: Jurnal Ekonomi Dan Manajemen, 3(1), 

01–19. https://doi.org/10.62710/nmc2a198 

 

Fithratul Islamy, Y., & Arifa, N. (2025). Click, Trust, and Eat: Understanding How 

Value Shapes Purchase Intentions in Food Delivery Apps. Manajemen 

Bisnis, 15(2), 110–120. https://doi.org/10.22219/mb.v15i2.42044 

 

Fuadiyah, A., Suhud, U., & Krissanya, N. (2025a). Evaluation of Consumer 

Purchase Decisions at Cafe on the Wheels: What is the Role of Social Media 

Marketing, Brand Image, and Product Quality? In International Journal of 

Education (Vol. 5, Issue 1). http://lpppipublishing.com/index.php/ijessm 

 

Fuadiyah, A., Suhud, U., & Krissanya, N. (2025b). Evaluation of Consumer 

Purchase Decisions at Cafe on the Wheels: What is the Role of Social Media 

Marketing, Brand Image, and Product Quality? In International Journal of 

Education (Vol. 5, Issue 1). http://lpppipublishing.com/index.php/ijessm 

 

García-Salirrosas, E. E., Escobar-Farfán, M., Veas-González, I., Esponda-Perez, J. 

A., Gallardo-Canales, R., Ruiz-Andia, R., Fernandez-Daza, V. M., & 

https://jurnal.polines.ac.id/index.php/AAMAR
https://doi.org/10.1016/j.jretconser.2024.104042
https://doi.org/10.62710/nmc2a198
https://doi.org/10.22219/mb.v15i2.42044
http://lpppipublishing.com/index.php/ijessm
http://lpppipublishing.com/index.php/ijessm


130 
 

 
 

Zabalaga-Davila, R. F. (2024). Purchase Intention of Healthy Foods: The 

Determinant Role of Brand Image in the Market of a Developing Country. 

Foods, 13(20). https://doi.org/10.3390/foods13203242 

 

Gumilang, M. F., Yuliati, L. N., Dikky Indrawan, R., & Fajar Gumilang, M. (2021). 

Issue: 2. International Journal of Research and Review (Ijrrjournal.Com), 

8(2), 347. 

 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial 

least squares structural equation modeling (PLS-SEM) (2nd ed.). Sage 

Publications. 

 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2020). Multivariate data 

analysis (8th ed.). Cengage. 

 

Hermawan, I., Rustono, R., Taviyastuti, T., Rini, N., & Luthfia, I. M. (2025). 

Influence of Perceived Quality, Brand Image, and Customer Value on 

Satisfaction Through Purchase Decisions in the Coffee Market: The 

Moderating Role of Product Availability. RSF Conference Series: Business, 

Management and Social Sciences, 5(1), 93–102. 

https://doi.org/10.31098/bmss.v5i1.926 

 

Jenderal Penguatan Riset dan Pengembangan, D., Irfanto Wicaksono, M., Masnita 

Siagian, Y., & Studi Manajemen Fakultas Ekonomi dan Bisnis Universitas 

Trisakti, P. (2025). Pengaruh Perceived Quality, Brand Image dan Price 

Terhadap Satisfaction Pada Revisit Intention Di Coffee Shop Indonesia. 

Jurnal Ilmiah Mahasiswa Ekonomi Manajemen TERAKREDITASI SINTA, 

4(1), 25–37. https://doi.org/10.24815/jimen.v10i1.31769 

 

Kuang Chi, H., University, N., Huery Ren Yeh, T., Chien University, S., Ya Ting 

Yang, T., & Student, G. (2009). The Impact of Brand Awareness on 

Consumer Purchase Intention: The Mediating Effect of Perceived Quality 

https://doi.org/10.3390/foods13203242
https://doi.org/10.31098/bmss.v5i1.926
https://doi.org/10.24815/jimen.v10i1.31769


131 
 

 
 

and Brand Loyalty. In The Journal of International Management Studies 

(Vol. 4, Issue 1). 

Lee, J. E., & Chen-Yu, J. H. (2018). Effects of price discount on consumers’ 

perceptions of savings, quality, and value for apparel products: mediating 

effect of price discount affect. Fashion and Textiles, 5(1). 

https://doi.org/10.1186/s40691-018-0128-2 

 

Ling, S., Zheng, C., & Cho, D. (2023). How Brand Knowledge Affects Purchase 

Intentions in Fresh Food E-Commerce Platforms: The Serial Mediation 

Effect of Perceived Value and Brand Trust. Behavioral Sciences, 13(8). 

https://doi.org/10.3390/bs13080672 

 

Marshanda, A., Putri, A., & Astuti, R. T. (n.d.). PENGARUH BRAND IMAGE, 

PERCEIVED QUALITY, DAN PERCEIVED PRICE TERHADAP 

PURCHASE INTENTION SERTA DAMPAKNYA PADA PURCHASE 

DECISION (Studi pada Konsumen Kopi Bubuk Banaran). DIPONEGORO 

JOURNAL OF MANAGEMENT, 13(3). Retrieved http://ejournal-

s1.undip.ac.id/index.php/dbr 

 

Muhamad Kautsar, G., Irfani Hendri, M., & Pebrianti, W. (2025). The Influence of 

Service Quality and Cafe Atmosphere on Customer Loyalty through 

Costumer Satisfaction as a Mediating Variable at Kopi Kenangan (Vol. 56, 

Issue 1). https://journal.barasaki.com/index.php/jemba 

Muharmi, H., Dessy, D., & Sari, K. (2019). Pengaruh Service Quality, Food 

Quality, Dan Perceived Value Terhadap Consumer Satisfaction Dan 

Behavioral Intentions. In Jurnal Manajemen Dan Bisnis Indonesia (Vol. 5, 

Issue 2). 

 

Ole, H. C., Sakka, E. W. M., & Mandagi, D. W. (2025a). Perceived Quality, Brand 

Trust, Image, and Loyalty as Key Drivers of Fast Food Brand Equity. 

Indonesian Journal of Islamic Economics and Finance, 5(1), 99–124. 

https://doi.org/10.37680/ijief.v5i1.7012 

https://doi.org/10.1186/s40691-018-0128-2
https://doi.org/10.3390/bs13080672
http://ejournal-s1.undip.ac.id/index.php/dbr
http://ejournal-s1.undip.ac.id/index.php/dbr
https://doi.org/10.37680/ijief.v5i1.7012


132 
 

 
 

 

Ole, H. C., Sakka, E. W. M., & Mandagi, D. W. (2025b). Perceived Quality, Brand 

Trust, Image, and Loyalty as Key Drivers of Fast Food Brand Equity. 

Indonesian Journal of Islamic Economics and Finance, 5(1), 99–124. 

https://doi.org/10.37680/ijief.v5i1.7012 

 

Pebadja, G., & Kholifah, S. (2025). The Impact of Brand Image, Pricing Strategies, 

and Product Quality on Consumer Loyalty in the Coffee Industry: An 

Empirical Study Using Structural Equation Modeling. Journal of 

Management and Informatics, 2(2), 1–20. 

https://doi.org/10.51903/jmi.v2i2.134 

 

Prima Waluyowati, N., Irsyad Gulam Bustomi Manajemen, M., & Ekonomi dan 

Bisnis, F. (n.d.). KUALITAS PELAYANAN TERHADAP KEPUASAN 

PELANGGAN COFFEE SHOP. https://doi.org/10.21776/jmppk 

 

Qianying, W., Ismail, M., & Abdul Rahim, S. (2025). FACTORS INFLUENCING 

CUSTOMERS’ COFFEE SHOP PURCHASE INTENTIONS IN 

GUANGZHOU, CHINA: THE MEDIATING ROLE OF SATISFACTION 

IN THE EXTENDED THEORY OF PURCHASE INTENTION (TPB) 

FRAMEWORK. International Journal of Entrepreneurship and 

Management Practices, 8(29), 387–399. 

https://doi.org/10.35631/ijemp.829026 

 

Ruslim, T. S., Sukaman, J. V., Siswanto, H. P., & Saktiana, G. M. (2024). THE 

ANTECEDENTS OF COFFEE SHOP CUSTOMERS’ SATISFACTION 

(A CASE STUDY ON ‘KOPI KENANGAN’ OUTLET IN WEST 

JAKARTA, INDONESIA). International Journal of Application on 

Economics and Business, 2(2), 3772–3779. 

https://doi.org/10.24912/ijaeb.v2i2.3772-3779 

 

https://doi.org/10.37680/ijief.v5i1.7012
https://doi.org/10.51903/jmi.v2i2.134
https://doi.org/10.21776/jmppk
https://doi.org/10.35631/ijemp.829026
https://doi.org/10.24912/ijaeb.v2i2.3772-3779


133 
 

 
 

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill-building 

approach (7th ed.). Wiley. 

 

Saputro, A. W. (2023). Pengaruh E-Service Quality Terhadap E-loyalty dengan 

Brand Image dan E-Satisfcation Sebagai Variabel Mediasi. Jurnal Ilmiah 

Manajemen Kesatuan, 11(2), 203–212. 

https://doi.org/10.37641/jimkes.v11i2.1750 

 

Sari, W., Riorini, V., Agustina, R., Ekonomi, F., & Bisnis, D. (n.d.). PENGARUH 

PERCEIVED QUALITY, BRAND AWARENESS, BRAND IMAGE, BRAND 

TRUST TERHADAP PURCHASE INTETION PRODUK MAKANAN 

CEPAT SAJI DI INDONESIA. 

 

Seonbo, S., Liu, P., & Hwang, J. (2026). Can brand reputation reduce consumers’ 

perceived risks of edible cups in the coffee industry? International Journal 

of Hospitality Management, 133. 

https://doi.org/10.1016/j.ijhm.2025.104515 

 

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

 

Ghozali, I. (2015). Partial least squares: Konsep, teknik, dan aplikasi 

menggunakan SmartPLS. Badan Penerbit Universitas Diponegoro. 

 

Taufik, A., Santoso, S., Fahmi, M. I., Restuanto, F., & Yamin, S. (2022). The Role 

of Service and Product Quality on Customer Loyalty. Journal of Consumer 

Sciences, 7(1), 68–82. https://doi.org/10.29244/jcs.7.1.68-82 

 

Tian, H., Siddik, A. B., & Masukujjaman, M. (2022). Factors Affecting the 

Repurchase Intention of Organic Tea among Millennial Consumers: An 

Empirical Study. Behavioral Sciences, 12(2). 

https://doi.org/10.3390/bs12020050 

 

https://doi.org/10.37641/jimkes.v11i2.1750
https://doi.org/10.1016/j.ijhm.2025.104515
https://doi.org/10.29244/jcs.7.1.68-82
https://doi.org/10.3390/bs12020050


134 
 

 
 

Wardani, E. K., Purwanto, S., Pembangunan, U., Veteran, N. ", & Timur, J. (2023). 

The Impact Of Store Atmosphere And Perceived Quality On Repurchase 

Intention Janji Jiwa Coffee Shop Customer In Surabaya City Pengaruh Store 

Atmosphere Dan Perceived Quality Terhadap Repurchase Intention 

Pelanggan Kedai Kopi Janji Jiwa Di Kota Surabaya. In Management Studies 

and Entrepreneurship Journal (Vol. 4, Issue 5). 

http://journal.yrpipku.com/index.php/msej 

 

Zeffry, Z., & Bernard T. Widjaja. (2025). Impact of Social Media Marketing and 

Service Quality on Engagement and Purchase Intention at Moria Café. 

Entrepreneurship Bisnis Manajemen Akuntansi (E-BISMA), 396–408. 

https://doi.org/10.37631/ebisma.v6i2.2135 

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill-building 

approach (7th ed.). Wiley. 

 

 

 

 

 

 

 

http://journal.yrpipku.com/index.php/msej
https://doi.org/10.37631/ebisma.v6i2.2135

