REFERENCES

Aaker, D. A. (1996). Building Strong Brands.

Aaker, J. L. (1997). Dimensions of Brand Personality. Journal of Marketing
Research, 34(3), 347-356. https://doi.org/10.1177/002224379703400304

Abdullah, M., Yulianto, E., & Nugruho, A. (2025). The Influence of Social Media
Marketing Activities on Purchase Intention Through Brand Trust and Brand
Image. Wacana Jurnal Sosial Dan Humaniora, 28(1), 51-60.
https://doi.org/10.21776/ub.wacana.2025.028.01.06

Aburumman, Omar JaberOmar, K., Shbail, M. Al, & Aldoghan, M. (2023). How to
Deal with the Results of PLS-SEM ? 1, 1196—1206.

Agung, H., Marta, R. F., Kembau, A. S, Firellsya, G., Venness, V., Indrawan, G.
B., & Christanti, C. (2023). Digital Business Communication Strategy
Barometer : Stimulation of K-Pop Brand Ambassadors for Consumers of E-
commerce Products in Indonesia. 1(4), 366—-375.

Ajzen, I. (1991). Theory of Planned Behavior.

Amadea, M. B., Ariani, M., & Wibowo, J. M. (2025). Analysis of Consumer Behavior
of Mobile Coffee as a Modern Lifestyle of the Younger Generation. COSTING:
Journal of Economic, Business and Accounting, 8(1), 252-262.
https://costingjournal.com/

Amanda, T. D. (2024). PENGARUH TASTE DAN PRODUCT VARIATION
TERHADAP KEPUTUSAN PEMBELIAN KOPI KENANGAN PADA
MAHASISWA FAKULTAS SOSIAL SAINS UNIVERSITAS PEMBANGUNAN
PANCA BUDI.

Ananda, T., Riana, A., & Arifin, A. (2025). Pengaruh Inovasi Produk dan Persepsi
Kualitas Produk terhadap Minat Beli Pada “Cafe Tentang Kopi.” Jurnal Tinta
Nusantara, 6(2), 65-71.

Anh, N. D. H. (2019). The Impact of Perceived Value on Satisfaction and Purchase
Intention toward Eco-Friendly Brands. International Journal of Business,
14(3)(1), 45-56. https://doi.org/10.5281/zenodo.18146012

Archie, & Rita. (2025). ANALISIS PENGARUH CITRA MEREK, KUALITAS
PRODUK, DAN HARGA TERHADAP LOYALITAS PELANGGAN MELALUI
KEPUASAN PELANGGAN PADA KEDAI KOPI LOKAL. 4(6), 1353—-1364.

Arnu, A. P., Gaffar, V., & Arief, M. (2025). Bagaimana Media Sosial dan Ekuitas
Merek dapat Meningkatkan Minat Beli Produk Kopi Kenangan? Jurnal
Nusantara Aplikasi Manajemen Bisnis, 10(2).

Ashardiono, F., & Trihartono, A. (2024). Optimizing the Potential of Indonesian
Coffee: A Dual Market Approach. Cogent Social Sciences, 10(1).
https://doi.org/10.1080/23311886.2024.2340206

Aziz, M. S., Ikhwan, S., Riono, S. B., & Islami, N. (2023). The Influence of Product
Differentiation Strategy, Brand Image and Price on Purchasing Decisions of
Rajaswa Coffee Customers in Brebes County. International Journal of
Economic, Social and Science Research, 1(1), 1-13.

119



120

Ballester, E. D. (2004). Development and Validation of a Brand Trust Scale.
International Journal of  Market Research, 45(1), 1-18.
https://doi.org/10.1177/147078530304500103

Bitner, M. J. (2012). Servicescapes: Impact of on Physical Surroundings
Customers and Employees. The Journal of Marketing, 56(2), 57-71.
http://www.jstor.org/stable/1252042 .

Bourdie, P. (1984). Distinction A Social Critique of the Judgment of Taste.

Cahyani, E. A., & Hartono, R. (2025). PENGARUH PERSEPSI HARGA, CITRA
MEREK, KUALITAS PRODUK TERHADAP KEPUASAN PELANGGAN KOPI
KENANGAN MALL CIPUTRA LAND. 14(9), 814-827.

Caruana, A. (2002). Service loyalty: The Effects of Service Quality and The
Mediating Role of Customer Satisfaction. European Journal of Marketing,
36(7-8), 811-828. https://doi.org/10.1108/03090560210430818

Chekol, H., Bezuayehu, Y., Warkineh, B., Shimber, T., Mierek-Adamska, A.,
Dabrowska, G. B., & Degu, A. (2023). Unraveling Drought Tolerance and
Sensitivity in Coffee Genotypes: Insights from Seed Traits, Germination, and
Growth-Physiological Responses. Agriculture (Switzerland), 13(9), 1-35.
https://doi.org/10.3390/agriculture13091754

Chin, W. W. (1998). The Partial Least Squares Approach to Structural Equation
Modeling.

Cochran, W. G. (1977). Sampling Techniques Third Edition.

Creswell, J. W. (2014). Research Design Qualitative, Quantitative, and Mixed
Methods Approaches.

Dash, G., & Paul, J. (2021). CB-SEM vs PLS-SEM Methods for Research in Social
Sciences and Technology Forecasting. Technological Forecasting & Social
Change, 173(June), 121092. https://doi.org/10.1016/j.techfore.2021.121092

Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of Price, Brand, and
Store Information on Buyer’'s Product Evaluations. Journal of Marketing
Research, XXVIlIl, 307-319.

Emadi, R. C., & Kamangar, F. (2025). Coffee’s Impact on Health and Well-Being.
1-16.

Erawan, T. (2021). Purchase Intention of Franchised Coffee in Thailand. Journal
of Business Administration, 32—-54.

Evans, M., Jamal, A., & Foxall, G. (2009). Consumer Behaviour. The Social
Science Encyclopedia, 167—169.

Fachril, F. (2025). Loyalitas Konsumen dalam Perspektif Nilai Konsumsi
Berkelanjutan: Studi pada Starbucks Indonesia. Paradoks: Jurnal limu
Ekonomi, 8(1), 677—686. https://doi.org/10.57178/paradoks.v8i1.1438

Fahlevi, D. R., Rahmawati, R., & Jasmine, N. (2025). Analisis Strategi Pemasaran
Kopi Lokal di Pasar Global : Studi Kasus pada Kopi Kenangan. 02(02), 2051—
2057.

Ferdinand, A. (2014). Metode Penelitian Manajemen: Pedoman Penelitian untuk



121

Penulisan Skripsi, Tesis, dan Disertasi llmu Manajemen.

Fihir, M., Martanto, & Hayati, U. (2023). KLASIFIKASI TINGKAT KEPUASAN
PELANGGAN KOPI KENANGAN MENGGUNAKAN METODE DECISION
TREE PADA APLIKASI KOPI KENANGAN. (Jurnal Mahasiswa Teknik
Informatika, 7(6), 3830-3833.

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with
Unobservable Variables and Measurement Error. 18(1), 39-50.

Garson, G. D. (2016). Partial Least Squares : Regression & Structural Equation
Models.

Gumanti, R. M. (2025). Coffee Shop Marketing Strategy Analysis Using STP and
the Ansoff Matrix: A Systematic Literature Review. Journal of Islamic
Economic and Business, 7(4), 2025.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sardtedt, M. (2017). A Primer on Partial
Least Squares Structural Equation Modeling (PLS-SEM).

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S.
(2022). Partial Least Squares Structural Equation Modeling (PLS-SEM) Using
R.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2020). When to use and how
to report the results of PLS-SEM. European Business Review, 31(1), 2-24.
https://doi.org/10.1108/EBR-11-2018-0203

Hakim, M. A. A,, & Pasla, P. R. Y. (2024). The Influence of Brand Awareness,
Brand Image, and Brand Trust on Purchase Intention of Excelso Coffee in
Malang City. 4(4), 1757-1778.

Han, S., Schulman, E. H., Grauman, K., & Ramakrishnan, S. (2024). Shapes as
Product Differentiation: Neural Network Embedding in the Analysis of Markets
for Fonts. 1-41. http://arxiv.org/abs/2107.02739

Hanjani, G. A., & Widodo, A. (2019). Consumer Purchase Intention: The Effect of
Green Brand and Green Knowledge on Indonesian Nestle Company. Journal
of Secretary and Business Administration, 3(1), 39.

Hapsari, Z. R., & Wijaya, A. (2024). Coffee shop dan gaya hidup mahasiswa
perkotaan. Journal of Youth and Outdoor Activities, 1(2), 75-90.
https://doi.org/10.61511/jyoa.v1i2.2024.1139

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The Use of Partial Least
Squares  Path  Modeling in International  Marketing. 7979.
https://doi.org/10.1108/S1474-7979(2009)0000020014

Hifzillah, M. H., & Arief, M. (2024). Pengaruh Brand Awareness, Brand Image, Dan
Brand Trust Terhadap Minat Beli Konsumen Mahato Coffeeshop Di Jakarta
Barat. Jurnal limiah Wahana Pendidikan, 11, 131-139.
https://doi.org/10.1093/oseo/instance.00208803

Hodacs, H. (2023). Substituting Coffee and Tea in The Eighteenth Century: A Rural
and Material History with Global Implications. Journal of Global History, 18(3),
461-480. https://doi.org/10.1017/S1740022823000086

Hossan, D., Aktar, A., Zhang, Q., & Malaysia, P. (2020). A Study on Partial Least



122

Squares Structural Equation Modeling (PLS-SEM) As Emerging Tool in Action
Research. LC International Journal OF STEM , 1(4), 130-145.
www.Icjstem.com

I, B. J. P., & Gilmore, J. H. (1999). Welcome to the Experience Economy.

Imelia, R., & Ruswanti, E. (2017). Factors Affecting Purchase Intention of
Electronic House Wares in Indonesia. 6(2), 37—44.

Isnawati, Adiansyah, A., Dahlena, A., & Hamdani, N. A. (2024). The Effect of Price
and Service Quality on Consumer Satisfaction. Advances: Jurnal Ekonomi &
Bisnis, 2(6), 351-361. https://doi.org/10.60079/ajeb.v2i6.302

Isnubroto, R. (2025). Pengaruh Brand Image, Brand Experience Melalui Brand
TRrust Terhadap Purchase Intention Brand Bwbyaz dil Instagram.

Juliyanti, W., Sidanti, H., & Purwanto, H. (2024). BRAND IMAGE, PURCHASE
INTENTION & PURCHASE DECISION kopi kenangan. Journal of Islamic
Economic and Business (JIEB), 06, No. 01(e-ISSN 2828-6103), 53—68.

Kartika, N. K. R. D., Imbayani, I. G. A., & Prayoga, I. M. S. (2023). Pengaruh
Kualitas Produk, Citra Merk dan Persepsi Harga terhadap Minat Pembelian
Ulang Produk Starbucks Denpasar. Jurnal Emas, 4(1), 22-31.

Khan, M. (n.d.). Consumer Behaviour and Advertising Management.

Khoerul Imam, F., Purwanti, N. L., Maya Sari, N., & Permadi, C. (2024). Analisis
Minat Beli Konsumen Coffee Shop Di Bandung. Jurnal Ekonomi Bisnis Dan
Manajemen (Eko-Bisma), 3(1), 253-262. https://doi.org/10.58268/eb.v3i1.86

Kock, N. (2021). WarpPLS User Manual : Version 7.0.
Kock, N. (2025). WarpPLS User Manual : Version 8.0.
Kotler, P., & Amstrong, G. (2018). Principles of Marketing.

Kotler, P., & Armstrong, G. (2018). Principles of Marketing. In Pearson.
https://doi.org/10.1093/oseo/instance.00295839

Kotler, P., & Keller, K. L. (2016). Management & Marketing. In Journal of Clinical
Orthodontics (Vol. 58, Issue 1).

Le, M. T. H,, Thanh, N. T. H., Le Bao Ngan, P., Thien, P. H., & Lam, P. N. (2024).
Emotional Appeal in Social Advertising on Consumer Attitude and Purchase
Intentions (Issue Rtd). Atlantis Press International BV.
https://doi.org/10.2991/978-94-6463-583-6_14

Li, R., Wei, Y., Xiang, N., Ying, F., & Guo, H. (2025). THE INFLUENCE OF
PRODUCT DIFFERENTIATION AND CONSUMER LIFESTYLE ON
CHINESE MIDDLE-CLASS INTENTIONS TO PURCHASE THAI WILD
COFFEE : THE MEDIATING ROLE OF PERCEIVED VALUE. 1136-1162.

Makiso, M. U., Tola, Y. B., Ogah, O., & Endale, F. L. (2024). Bioactive Compounds
in Coffee and Their Role in Lowering The Risk of Major Public Health
Consequences: A Review. Food Science and Nutrition, 12(2), 734-764.
https://doi.org/10.1002/fsn3.3848

Mantow, N. Y. P. (2025). PENGARUH STORYTELLING DAN EMOTIONAL
ATTACCHMENT. 3(12).



123

Maulizar, S. Y., Lubis, A. R., & Utami, S. (2024). The Influence of Price, Product
Quality, Store Atmosphere, And Social Media Marketing on Repurchase
Intention Mediated by Brand Trust at Coffee Shop Janji Jiwa in Banda Aceh
City. International Journal of Scientific and Management Research, 07(07),
32—-43. https://doi.org/10.37502/ijsmr.2024.7703

Memon, M. A., Ramayah, T., Cheah, J. H., Ting, H., Chuah, F., & Cham, T. H.
(2021). PLS-SEM Statistical Programs: a Review. Journal of Applied
Structural Equation Modeling, 5(1), i—Xiv.
https://doi.org/10.47263/JASEM.5(1)06

Monroe, K. B. (1979). Pricing Making Profitable Decisions.

Morgan, R. M., & Hunt, S. D. (1994). The Commitment-Trust Theory of
Relationship Marketing. 58(July), 20-38.

Mufashih, M., Maulana, A., & Shihab, M. S. (2025). The Influence of Product
Quality and Brand Image on Purchasing Decisions Through Customer
Satisfaction As an Intervening Variable. Global Research Review in Business
and Economics, 11(6), 06—25. https://doi.org/10.56805/grrbe.25.11.6.108

Mustikasari, A., Hurriyati, R., Widjajanta, B., Rahayu, A., Wibowo, L. A, &
Dirgantari, P. D. (2024). Understanding the Impact of Perceived Value on
Consumers Continuous Purchase Intention in LiveStreaming E-Commerce
Mediated by Consumer Trust and Online Shopping Satisfaction (Issue Gcbme
2023). Atlantis Press International BV. https://doi.org/10.2991/978-94-6463-
443-3_60

Mustikasari, D. A., Hurriyati, R., Dirgantari, P. D., Sultan, M. A., Susi, N., Sugiana,
S., Mustikasari, A., Hurriyati, R., Dirgantari, P. D., Sultan, M. A., Susi, N., &
Sugiana, S. (2025). The Role of Atrtificial Intelligence in Brand Experience :
Shaping Consumer Behavior and Driving Repurchase Decisions. 5570(April).

Nagle, T. T., & Muller, G. (2024). The Strategy and Tactics of Pricing.

Najoan, F. R., Gama, F. |., & Makikama, D. (2023). The Implementation of Project-
Based Learning Model to Improve Students’ Skill of Interpretation on
Tsuuyaku Course. Atlantis Press SARL. https://doi.org/10.2991/978-2-
494069-35-0_186

Nalendra, A. R. A., Winarno, S. H., & Priadi, A. (2024). Strategi Brand Kopi Lokal:
Faktor-Faktor Penentu Keputusan Pembelian Konsumen Kopi Kenangan.
EKOMA : Jurnal Ekonomi, Manajemen, Akuntansi, 4(1), 2136-2145.
https://doi.org/10.56799/ekoma.v4i1.5845

Nasution, M. H., & Efendi, E. (2025). STRATEGI KOPI KENANGAN DALAM
MENINGKATKAN BRAND IMAGE MELALUI KOLABORASI DENGAN
INFLUENCER ANGGA YUNANDA. 4307(May), 1570-1575.

Nehlig, A. (2022). Effects of Coffee on the Gastro-Intestinal Tract: A Narrative
Review and Literature Update. Nutrients, 14(2), 1-31.
https://doi.org/10.3390/nu14020399

Neto, N. F. P. (2025). Online vs. Offline Customer Experience in Coffee Shops.
Niazi, P. (2024). Caffeine, Human Health and Sustainability.
Noaime, E., Alalouch, C., Mesloub, A., Hamdoun, H., Gnaba, H., & Alnaim, M. M.



124

(2025). Sustainable Cities and Urban Dynamics: The Role of The Café
Culture in Transforming The Public Realm. Ain Shams Engineering Journal,
16(3). https://doi.org/10.1016/j.asej.2025.103320

Nugroho, S., Maulana, R. A., Pusparani, A. M., & Wati, D. R. (2025). Peramalan
Produksi, Volume Ekspor dan Nilai Ekspor Kopi Indonesia Tahun 2025-2035.
JAGO TOLIS: Jurnal  Agrokompleks  Tolis, 5(2), 178-185.
https://doi.org/10.56630/jago.v5i2.764

Oktoriani, D. (2026). Tren Ekonomi dan Budaya Konsumsi Kopi di Indonesia.
Politik Dan Humaniora, 6(1), 1-10.
https://penerbitadm.pubmedia.id/index.php/iso

Oldenburg, R. (1999). The Great Good Place.

Olejniczuk-Merta, A. (2024). The Impact of Culture on Coffee Consumption:
Evolutionary Perspective. 1(2), 25-37.

Paolozzi, C. (2024). A Space for Revolution: The Treansnational and Transcultural
History of Coffee and Coffeehouses in Eighteenth-Century France.

Parasuraman, A., Zeithaml, V. a, & Berry, L. L. (1988). SERQUAL: A Multiple-ltem
scale for Measuring Consumer Perceptions of Service Quality. In Journal of
Retailing (Vol. 64, p. 28). https://doi.org/10.1016/S0148-2963(99)00084-3

Peixoto, J. A. B., Alves, R. C., Silva, J. F., & Oliveira, M. B. P. P. (2023).
Sustainability issues along the coffee chain : From the field to the cup. October
2022, 287-332. https://doi.org/10.1111/1541-4337.13069

Pereira, L. M., Rodrigues, V. S., Gaud, F., & Freires, M. (2024). applied sciences
Use of Partial Least Squares Structural Equation Modeling (PLS-SEM) to
Improve Plastic Waste Management.

Phan, S., Purba, J. T., Budiono, S., & Rajagukguk, W. (2021). Product Quality,
Price, Product Involvement, Atmosphere and WOM Effect on Purchase
Intention at Starbucks Coffee Hayam Wuruk Drivethru Jakarta, Indonesia. ©
IEOM Society International, 2020, 2245-2256.

Porter, M. . (1985). Competitive Advatage. In Creating and Sustaining Competitive
Advantage (pp. 1-30).

Putri, D. N., Mulyadi, H., & Utama, H. D. (2024). Strategic : Journal of Education
Business management Importance Of Atrtificial Intelligence And Machine
Learning In The Influence Of Social Media Marketing And Brand Equity On
Purchase Decision Kopi Kenangan. 24(2), 175-198.

Ramadhillah, B., & Masjud, Y. |. (2024). Climate Change Impacts on Coffee
Production in Indonesia: A Review. Journal of Critical Ecology, 1(1), 1-7.
https://doi.org/10.61511/jcreco.v1i1.645

Razafimandimbison, S. G., & Rydin, C. (2024). Phylogeny and Classification of
The Coffee Family (Rubiaceae, Gentianales): Overview and Outlook. Taxon,
73(3), 673—717. https://doi.org/10.1002/tax.13167

Renaldi, P. A., & Yulianthini, N. N. (2022). Pengaruh lklan dan Citra Merek serta
Kepercayaan Merek terhadap Minat Beli Produk Kopi Siap Minum Dalam
Kemasan Merek Nescafe di Singaraja. Jurnal Manajemen Perhotelan Dan
Pariwisata, 5(2), 163—-170.



125

Retnowati, D., Rachmawati, E., Bagis, F., & Hidayah, A. (2026). The Influence of
Lifestyle , Brand Image , Service Quality and Product Quality on Purchase
Decisions kopi Kenangan. 13(1), 122—-136.

Safe, S., Kothari, J., Hailemariam, A., Upadhyay, S., Davidson, L. A., & Chapkin,
R. S. (2023). Health Benefits of Coffee Consumption for Cancer and Other
Diseases and Mechanisms of Action. International Journal of Molecular
Sciences, 24(3). https://doi.org/10.3390/ijms24032706

Sales, M., & Mulyati, Y. (2024). Pengaruh Social Media Marketing Terhadap
Customer Engagement Dengan Brand Love Sebagai Variabel Mediasi Pada
Kopi Kenangan Di Kota Padang. Jurnal Penelitian Dan Pengkajian limiah
Sosial Budaya (JPPISB), 03(1), 18-29.
http://jurnal.minartis.com/index.php/jppisb

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2021). Partial Least Squares Structural
Equation Modeling.

Schiffman, & Wisenbli. (2019). Consumer Behavior. In Pearson.
https://books.google.co.th/books/about/Consumer_Behavior.html?id=IEXSA
gAAQBAJ&redir_esc=y

Schmitt, B. H. (1999). P. In Marketing Management (Vol. 15).
Sekaran, U., & Bougie, R. (2016). Research Methods for Business.

Siregar, F. S. A., Novitasari, A., Dila, S. K., & Wati, D. R. (2025). Pengaruh
Produktivitas, Inflasi, Nilai Tukar, Dan Pdb Terhadap Nilai Ekspor Kopi
Indonesia. AGRO TATANEN | Jurnal limiah Pertanian, 7(2), 52-60.
https://doi.org/10.55222/ak94ce12

Solomon, M. R. (2020). Consumer Behavior.

Subhaktiyasa, P. G. (2024). PLS-SEM for Multivaraite Analysis : A Practical Guide
to Educational Research using SmartPLS. 4(3).

Sugiyono. (2017). Metodologi Penelitian Kuantitatif, Kualitatif dan R & D.

Sukma, S. A. D., & Herdono, I. (2025). Strategi Integrated Marketing
Communication dalam Membangun Brand Hue Coffee. Jurnal Interaksi:
Jurnal Iimu Komunikas, 9(2), 549-558.
https://jurnal.umsu.ac.id/index.php/interaksi/article/view/24469/pdf

Sweis, A. (2025). Brewing National Identity: Coffee Consumption as a Marker of
Cultural Identity.

Tanuwijaya, W., Tandrayuwana, S., & Aprilia, A. (2022). Pengaruh Inovasi Produk
terhadap Minat Beli Minuman Kopi Melalui Motivasi Sebagai Variabel
Moderasi  Generasi Z di Kota  Surabaya. 8(1), 50-58.
https://doi.org/10.9744/jmhot.8.1.50

Thamrin, H. (2024). Analisa Brand Identity Yang Dimediasi Oleh Packaging Design
Terhadap Purchase Intention Studi Kasus Konsumen Oatside Coffee
Generasi Z Di Jakarta Hendi Thamrin Program Studi Desain Komunikasi
Visual, Fakultas Teknologi Dan Desain, Universitas Bunda Mulia. 24-32.

Tjokrosaputro, M., & Cokki, C. (2020). The Role of Social Influence Towards
Purchase Intention With Value Perception as Mediator: A Study on Starbucks



126

Coffee as an Environmentally Friendly Product.
https://doi.org/10.2991/aebmr.k.200626.034

Trivdei, R. H., Savalia, J. R., & Patel, J. D. (2009). Linking Technopreneurial
Competence and Education to Business Growth. International Journal of
Technoentrepreneurship, 2(2), 168-185.
https://doi.org/10.1504/1JTE.2009.031503

Vu, O. T. K., Alonso, A. D., Martens, W., Ha, L. D. T., Tran, T. D., & Nguyen, T. T.
(2022). Hospitality and Tourism Development Through Coffee Shop
Experiences in a Leading Coffee-Producing Nation. International Journal of
Hospitality Management, 106(June), 103300.
https://doi.org/10.1016/j.ijhm.2022.103300

Wang, D., Li, C., & Seright, R. S. (2020). Laboratory Evaluation of Polymer
Retention in a Heavy Qil Sand for a Polymer Flooding Application on Alaska’s
North Slope. January, 1842—1856.

Wang, X. (2025). THE IMPACT OF MARKETING STRATEGIES ON THE
PERFORMANCE OF SMALL COFFEE FARMERS : THE MEDIATING ROLE
OF CUSTOMER RELATIONSHIPS AND THE MODERATING EFFECT OF
MARKET. 942-966.

Wangania, T. Z., Tumbuan, W. J. F. A., & Debry Chrystie A, L. (2024). The
Influence Of Emotional Branding, Brand Experience, And Customer
Satisfaction On Brand Loyalty (Study on Consumers of Kenangan Megamas
Manado Coffee products). Techno Science Journal, 6(2), 7-17.

Wattimena, G. H. J. A. (2024). Strategi Komunikasi Pemasaran Terpadu Produk
“Kopi Kenangan” Grace. Jurnal Sketsa Bisnis, 11(02), 212-239.
https://jurnal.yudharta.ac.id/v2/index.php/SKETSABISNIS/article/download/5
516/2890

Wibowo, M. H., Siregar, Z. M. E., & Rafika, M. (2023). The Effect of Advertising,
Image, Brand Trust, and Price on Interest to Buy Nescafe Ready-To-Drink
Coffee in Perlabian Village. 2(3), 1213—-1230.

Wibowo, M. M., & Kristiningsih. (2026). Pengaruh Persepsi Kualitas Produk,
Persepsi Harga dan Bundling Product terhadap Brand Image dan Minat Beli
Konsumen Kopi Kenangan di Kota Surabaya. RIGGS: Journal of Artificial
Intelligence and Digital Business, 4(4), 8822-8831.
https://doi.org/10.31004/riggs.v4i4.5056

Wikstrom, N., Bremer, B., & Rydin, C. (2020). Conflicting Phylogenetic Signals in
Genomic Data of The Coffee Family (Rubiaceae). Journal of Systematics and
Evolution, 58(4), 440-460. https://doi.org/10.1111/jse.12566

Winarti, T., Khuzaini, & Djawoto. (2023). The Influence of Work Ethic, Work Ability
and Communication on Employee Performance Mediated by Work Motivation
(Study at KSP KOPDIT Pintu Air in Sikka Regency). 06(10), 4819-4842.
https://doi.org/10.47191/jefms/v6-i10-17

Wiranti, Z. (2025). Pengaruh Strategi Inovasi Produk, Loyalitas Merek dan
Kepercayaan Merek terhadap Keputusan Pembelian Pelanggan. Jurnal
Greenation llimu Teknik, 3(1), 1-9. https://doi.org/10.38035/jgit.v3i1.281

Wirtz, J., & Lovelock, C. (2016). Service Marketing Mix. In Encyclopedia of Tourism



127

Management and Marketing: Volume 1-4 (Vol. 4).
https://doi.org/10.4337/9781800377486.service.marketing.mix

Wulandari, T. W., & Daspar. (2025). Analisis Peluang dan Tantangan
Perdagangan Produk Pertanian Kopi: Studi Kasus Indonesia dan Jepang.
Jurnal llmiah Ekonomi Dan Bisnis, 4(1), 1237—1243.

Yasri, Y., Susanto, P., Hoque, M. E., & Gusti, M. A. (2020). Price Perception and
Price Appearance on Repurchase Intention of Gen Y: Do Brand Experience
and Brand Preference  Mediate?  Heliyon, 6(11), e05532.
https://doi.org/10.1016/j.heliyon.2020.e05532

Yzer, M. (2012). Reasoned action theory: Persuasion as belief-based behavior
change. The SAGE Handbook of Persuasion: Developments in Theory and
Practice, 120(c), 120—136. https://doi.org/10.4135/9781452218410.n8

Zacharie, R., & Denny, S. (2024). Analisis Daya Saing Biji Kopi Indonesia di Pasar
Internasional. Jurnal Informatika Ekonomi Bisnis, 6(4), 690—696.
https://doi.org/10.37034/infeb.v6i4.907

Zeithaml, V. A., & Parasuraman, A. (2004). Service Quality. In Services Marketing
Management. https://doi.org/10.4324/9780080493060-10



