
 

 

DAFTAR PUSTAKA 

 
 

Aaker, D. A. (1992). The Value of Brand Equity. Journal of Business Strategy, 

13(4), 27–32. https://doi.org/10.1108/eb039503 

Ahuvia, A., Rauschnabel, P. A., & Rindfleisch, A. (2020). Is brand love 

materialistic? Journal of Product and Brand Management, 30(3), 467–480. 

https://doi.org/10.1108/JPBM-09-2019-2566 

Albert, N., & Merunka, D. (2013). The role of brand love in consumer-brand 

relationships. Journal of Consumer Marketing, 30(3), 258–266. 

https://doi.org/10.1108/07363761311328928 

Anggoro, W. B., Suliyanto, S., & Rahab, R. (2019). Pengaruh Pengalaman Merek 

Terhadap Kesetiaan Merek Dimediasikan Oleh Kecintaan Merek, 

Kepercayaan Merek, Dan Keterkaitan Merek. Jurnal Ekonomi, Bisnis, Dan 

Akuntansi, 21(3). https://doi.org/10.32424/jeba.v21i3.1369 

Aulianda, M. (2020). PENGARUH BRAND EXPERIENCE DAN BRAND 

IMAGE TERHADAP WILLINGNESS TO PAY A PRICE PREMIUM 

DENGAN BRAND LOVE SEBAGAI VARIABEL INTERVENING (Studi 

Pada Pemilik Mobil Merek Honda HRV di Samarinda). Jurnal Riset 

Entrepreneurship, 3(2), 71. https://doi.org/10.30587/jre.v3i2.1475 

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What Is 

It? How Is It Measured? Does It Affect Loyalty? Journal of Marketing, 73(3), 

52–68. https://doi.org/10.1509/jmkg.73.3.52 

Budi, S. C., Hidayat, Z., & Mani, L. (2021). The Effects of Experience and Brand 

Relationship to Brand Satisfaction, Trust and Loyalty Shopping Distribution 

of Consumer Philips Lighting Product in Indonesia. Journal of Distribution 

Science, 19(1), 115–124. https://doi.org/10.15722/jds.19.1.202101.115 

Carroll, B. A., & Ahuvia, A. C. (2006). Some antecedents and outcomes of brand 

love. Marketing Letters, 17(2), 79–89. https://doi.org/10.1007/s11002-006- 

4219-2 

Cici, C., & Mardikaningsih, R. (2022). Pengaruh Kepribadian Merek, Pengalaman 

Merek, dan Cinta Merek The Body Shop terhadap Loyalitas Merek. Journal 

of Trends Economics and Accounting Research, 2(4), 93–99. 

 

 

63 



 

 

https://doi.org/10.47065/jtear.v2i4.267 

Cleff, T., Lin, I. C., & Walter, N. (2020). Can You Feel It ? – The Effect of Brand 

Experience on Brand Equity Can You Can You Feel It ? – The Effect of Brand 

Experience on Brand Equity. The IUP Journal of Brand Management, 6(2),

 9–27. https://www.researchgate.net/profile/Nadine-Walter- 

4/publication/263470342_Can_You_Feel_It_- 

_The_Effect_of_Brand_Experience_on_Brand_Equity_Can_You_Feel_It_- 

_The_Effect_of_Brand_Experience_on_Brand_Equity/links/55d208f408ae0 

b8f3ef775af/Can-You-Feel-It-The 

Cristina, A., Araújo, A., Moreira De Araújo, A. C., Turčínková, J., & Magano, J. 

(2022). Brand Experience, Brand Love and Consumer Behavior in Food 

Retail: An Exploratory Quantitative Study. 

http://creativecommons.org/licenses/by/4.0/ 

Cristina, O. G. M., & Giraldo, W. (2018). EFFECTS OF BRAND LOVE AND 

BRAND EQUITY ON REPURCHASE INTENTIONS OF YOUNG 

CONSUMERS International Review of Management and Marketing Effects 

of Brand Love and Brand Equity on Repurchase Intentions of Young 

Consumers. International Review of Management and Marketing, 8(4), 7–13. 

http:www.econjournals.com 

Dr. Duryadi, M. S. (2021). P Y YAYASAN PRIMA AGUS TEKNIK Metode 

Penelitian Empiris Model Path Analysis dan Analisis Menggunakan 

SmartPLS. 

Fazrin, A. A., Safira, M. R., & Interstudi, S. (2022). Hubungan Electronic Word of 

Mouth dan Ekuitas Merek Terhadap Loyalitas Konsumen HP Samsung The 

Relationship of Electronic Word of Mouth and Brand Equity on Consumer 

Loyalty. Jurnal PIKMA: Publikasi Media Dan Cinema, 4(2). 

Florenzia Extefani Esperansa Tanama, Diana Fajarwat, D. P. H. (2022). Analisis 

Pengaruh Brand Engagement Dan Brand Love Terhadap Brand Equity Dan 

Purchase Intention Handphone Merek Samsung. 1(12), 2739–2752. 

https://publish.ojs-indonesia.com/index.php/SIBATIK/article/view/426 

Fournier, S. (1998). Consumers and Their Brands Developing. Journal of 

Consumer Research, 24(4), 343–353. 

 

 

64 

http://www.researchgate.net/profile/Nadine-Walter-
http://www.researchgate.net/profile/Nadine-Walter-
http://creativecommons.org/licenses/by/4.0/
http://www.econjournals.com/
http://www.econjournals.com/


 

 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2018). The Results of PLS- 

SEM Article information. European Business Review, 31(1), 2–24. 

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least 

squares structural equation modeling (PLS-SEM): An emerging tool in 

business research. European Business Review, 26(2), 106–121. 

https://doi.org/10.1108/EBR-10-2013-0128 

Harjanto, H. C., Ellitan, L., & Muljani, N. (2021). the Influence of Brand 

Experience and Emotional Attachment on Brand Trust and Brand Loyalty 

Church Mawar Sharon, West Surabaya. Research In Management and 

Accounting, 4(1), 24–36. https://doi.org/10.33508/rima.v4i1.3062 

Huang, C. C. (2017). The impacts of brand experiences on brand loyalty: mediators 

of brand love and trust. Management Decision, 55(5), 915–934. 

https://doi.org/10.1108/MD-10-2015-0465 

Jeon, J.-C. (2018). Culinary Science & Hospitality Research. Article Management 

System, 24(3), 25–34. https://doi.org/10.20878/cshr.2022.28.7.010 

Karami, M. (2022). Brand equity, brand loyalty and the mediating role of customer 

satisfaction: evidence from medical cosmetics brands. Pressacademia, 

October. https://doi.org/10.17261/pressacademia.2022.1627 

Kotler, P. dan K. L. K. (2017). Manajemen Pamasaran (M. Bob sabran (ed.); 1st 

ed.). Erlangga. 

Lee, H. J., & Kang, M. S. (2022). The effect of brand experience on brand 

relationship quality. Academy of Marketing Studies Journal, 16(1), 87–98. 

Lehmann, D. R., & Srinivasan, S. (2014). Assessing Brand Equity Through Add- 

on Sales. Customer Needs and Solutions, 1(1), 68–76. 

https://doi.org/10.1007/s40547-013-0002-8 

Musa, A., Ghadas, Z. A. A., & Kadir, S. A. (2023). Halal Tourism: A Debate 

Between Its Religious Values and Business Interest; A Case of Malaysia. In 

Lecture Notes in Networks and Systems (Vol. 485, Issue Icbt). 

https://doi.org/10.1007/978-3-031-08093-7_57 

Putra, T. W., & Keni, K. (2020). Brand Experience, Perceived Value, Brand Trust 

Untuk Memprediksi Brand Loyalty: Brand Love Sebagai Variabel Mediasi. 

Jurnal Muara Ilmu Ekonomi Dan Bisnis, 4(1), 184. 

 

 

65 



 

 

https://doi.org/10.24912/jmieb.v4i1.7759 

Rifaldo, A., & Wardi, Y. (2021a). Effect of brand personality on brand loyalty on 

Converse brand shoes with brand love as a mediation variable. Marketing 

Management, 2(1), 27–35. https://doi.org/10.24036/mms.v2i2.158 

Rifaldo, A., & Wardi, Y. (2021b). Marketing Management Studies. Marketing 

Management, 2(1), 27–35. https://doi.org/10.24036/mms.v214.320 

Ryan, Cooper, & Tauer. (2013). Metode SEM,PLS SEM DAN LISREL. Paper 

Knowledge . Toward a Media History of Documents, 12–26. 

Santos, M., & Schlesinger, W. (2021). When love matters. Experience and brand 

love as antecedents of loyalty and willingness to pay a premium price in 

streaming services. Spanish Journal of Marketing - ESIC, 25(3), 374–391. 

https://doi.org/10.1108/SJME-11-2020-0201 

Sohaib, M., Mlynarski, J., & Wu, R. (2023). Building Brand Equity : The Impact of 

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

Customers ’ Perception of the Apple Brand in China. 

Sugiyono, D. (2017). Metode penelitian kuatintatif , kualitatif dan R & D. In 

Bandung: Alfabeta. 

Suparyanto dan Rosad (2015. (2020). STRATEGI JEPANG DALAM EKSPOR 

MOBIL TOYOTA DI INDONESIA TAHUN 2017-2019. Suparyanto Dan 

Rosad (2015, 5(3), 248–253. 

Thomson, M., MacInnis, D. J., & Park, C. W. (2005). The ties that bind: Measuring 

the strength of consumers’ emotional attachments to brands. Journal of 

Consumer Psychology, 15(1), 77–91. 

https://doi.org/10.1207/s15327663jcp1501_10 

Utomo, I. W. (2017). PENGARUH BRAND IMAGE, BRAND AWARENESS, 

DAN BRAND TRUST TERHADAP BRAND LOYALTY PELANGGAN 

ONLINE SHOPPING (Studi Kasus Karyawan Di BSI Pemuda). Komunikasi, 

VIII(1), 78. 

https://ejournal.bsi.ac.id/ejurnal/index.php/jkom/article/view/2327/1607 

Veloutsou, C. (2015). Brand evaluation, satisfaction and trust as predictors of 

brand loyalty: the mediator-moderator effect of brand relationships. Journal 

of Consumer Marketing, 32(6),  405–421. https://doi.org/10.1108/JCM-02- 

 

 

66 



 

 

2014-0878 

Vukasović, T. (2022). Applying Model of Brand Equity in Higher Education 

Marketing Context. Business Systems Research, 13(1), 156–168. 

https://doi.org/10.2478/bsrj-2022-0010 

Wardhana, A. (2022). Analisis Faktor Yang Mempengaruhi Brand Love Pada 

Generasi Z Indonesia. 17(1), 1–8. 

Wei, Z. (2022). Impact of Organizational Brand-Building Strategies on 

Organizational Brand Equity: A Moderating Role of Brand-Oriented 

Leadership. Frontiers in Psychology, 13(July), 1–12. 

https://doi.org/10.3389/fpsyg.2022.919054 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

67 


