
1 
 

 

DAFTAR PUSTAKA 

 

Azhar, F. Pengaruh Kualitas Produk, Harga dan Citra Merek Terhadap Keputusan 

Pembelian Konsumen J. CO Donuts and Coffee di Mall Kelapa 

Gading/Farhan Azhar/28189085/Pembimbing: Bilson Simamora. 

Disabandra, Dr and DMR Dissanayke. “Dampak Stratgi Pemasaran Sensory 

Terhdap Cinta Merek : Studi Terhadap Rantai Fast Food Waralaba Di Sri 

Lanka.” Jurnal Penelitian Internasional Dalam Studi Perdagangan Dan 

Manajemen 2.02 (2020) 191-198. 

Ghufron, M., Fazizah, A., & Alfianto, E. A. (2024). PENDAMPINGAN 

RANCANGAN STRATEGI BRAND IMAGE DAN PROMOSI MEDIA 

DIGITAL (STUDY KASUS PADA CV. KINARYA SUMBER 

MANDIRI). PROFICIO, 5(1), 881-886. 

Kazmi, S. H. A., & Khalique, M. (2019). Brand experience and mediating roles of 

brand love, brand prestige and brand trust. Market Forces, 14(2). 

Kurniawan, F. N. (2021). Pengaruh brand image, brand personality dan brand 

love terhadap word of mouth dalam minat pembelian pada J. CO Donuts 

& Coffee di Surabaya (Doctoral dissertation, Widya Mandala Surabaya 

Catholic University). 

Murtadlo, K. (2021). Peran Human Capital, Struktur Capital, Relaional Capital 

dan Digital Marketing Terhadap Kinerja UMKM. Jurnal Sketsa 

Bisnis, 8(1), 47-62. 

Primaskara, E. A. (2021). Construing Brand Love Through Digital Sensory 

Marketing: The Mediating Role of Brand Experience (Doctoral 

dissertation, Universitas Pendidikan Indonesia). 

Rahmadhanimara, R., & Purwinarti, T. (2022). Sensory Marketing: Aroma Dan 

Cita Rasa Terhadap Pembentukan Persepsi Konsumen (Studi Kasus: Gerai 

Roti O Di Stasiun Krl Commuter Line Jakarta Selatan). EPIGRAM (e- 

journal), 19(2), 162-173. 

Riza, A. F., & Wijayanti, D. M. (2018). The triangle of sensory marketing model: 

Does it stimulate brand experience and loyalty. Esensi: Jurnal Bisnis dan 

Manajemen, 8(1), 57-66. 

Safria, D. (2011). Analisis Pengaruh Store Atmosphere Terhadap Feel Dan 

Purchasing Behavior Konsumen J. Co Cabang Senayan City (Doctoral 

dissertation, STIE Indonesia Banking School). 

Singh, D., Bajpai, N., & Kulshreshtha, K. (2021). Brand experience-brand love 

relationship for Indian hypermarket brands: The moderating role of 

customer personality traits. Journal of Relationship Marketing, 20(1), 20- 

41. 

SIRAJ, U. M. (2021). The Relationship Between Sensory Marketing, Brand 

Experience, And Brand Equity On Repurchase Intentions At Coffee Shop 

In Indonesia 

Sohaib, M., Mlynarski, J., & Wu, R. (2022). Building Brand Equity: The Impact 



2 
 

of Brand Experience, Brand Love, and Brand Engagement—A Case Study 



3 
 

 

of Customers’ Perception of the Apple Brand in China. Sustainability, 

15(1), 746. 

Theodores, T. N., Nugroho, D. A., & SE, M. (2021). Analisis Pembentukan Brand 

Love Pada Konsumen Online Art Merchandise (Studi Kasus Pada 

Konsumen Online Art Merchandise Lokal Merek Jellipeach (Doctoral 

dissertation, Universitas Brawijaya). 

Wijaya, V. (2020). Pengaruh Sensory Marketing Terhadap Willingness To Pay A 

Premium Price Melalui Brand Experience Sebagai Variabel Intervening 

Studi Kasus Starbucks. Jurnal Strategi Pemasaran, 7(2), 11. 


