
 

X 
 

DAFTAR PUSATAKA 

● A. Kusumadewi (2012). Analisis Pengaruh Pengalaman Pelanggan Terhadap 

Minat Beli Konsumen Di Sushi Tei Restaurant Surabaya. 

● al., J. e. (2017). Pengalaman pelanggan. a review and research. 

● Arikunto, S. (2013). Prosedur Penelitian: Suatu Pendekatan Praktik. Jakarta: 

Rineka Cipta. 

● Asnawi dan Masyhuri. (2009). Metodologi Riset Manajemen Pemasaran. 

Malang: UIN-Malang Press. 

● Baker, Julie, A. Parasuraman, Dhruv Grewal and Glenn B. Voss. (2002). The 

Influence of Multiple Store Environment Cues on Perceived Merchandise 

Value and Patronage Intentions. Journal of Marketing, 120-41. 

● Baldauf, A., D. W. Cravens, dan N. F. Piercy. (2001). Examining The 

Consequences of Sale Management Control Strategies in European Files 

Sales Organisations. International Marketing Review 18, 474-508. 

● Baxendale, Shane, Emma K. Macdonald, and Hugh N. Wilson. (2015). The 

Impact of Different Touchpoints on Brand Consideration. Journal of 

Retailing, 253-53. 

● Bolton, R. N., McColl-Kennedy, J. R., Cheung, L., Gallan, A., Orsingher, C., 

Witell, L., & Zaki, M. (2018). Pengalaman pelanggan challenges: bringing 

together digital, physical and social realms. Journal of Service Management, 

776-808. 

● Brudney, J. (1983). Toward a Definition of the Coproduction Concept. Public 

Administration Review, 59. 

● Carbone, and Stephan H. Haeckel. (2002). Managing the Total Pengalaman 

pelanggan. MIT Sloan Management Review, 85-89. 

● Carbone, L. (2004). Clued In. New Jersey: FT Prentice Hall. 

● David Clarke. (2018). PWC. Retrieved from Experience is everything:: 

https://www.pwc.com/us/en/services/consulting/library/consumer-

intelligence-series/future-of-customer-experience.html 



 

XI 
 

● De Haan, Thorsten Wiesel, and Koen Pauwels. (2016). The Effectiveness of 

Different Forms of Online Advertising for Purchase Conversion in a 

Multiple-Channel Attribution Framework. International Journal of Research 

in Marketing. 

● Ding, D.X., Hu P.J., Verma R. and Wardell D.G. (2010). The Impact 

ofService System Design and Flow Experience on Customer Satisfaction in 

Online Financial Services. Journal of Service Research, 96-110. 

● Eiglier, P. and Langeard E. (1987). Servuction. Paris: McGraw. 

● Frow, P., & Payne, A. (2007). Towards the ‘perfect’ Pengalaman pelanggan. 

Journal of Brand Management, 89-101. 

● Gaid, A. (n.d.). EVERYTHING YOU NEED TO KNOW ABOUT MAKING 

A CUSTOMER JOURNEY MAP. 11. 

● Haywood-Farmer, J., and Nollet J. (1991). Services Plus: Effective Service 

Management. Quebec: Morin. 

● Hoyer, W. D. (1984). An Examination of Consumer Decision Making for a 

Common Repeat Purchase Product. Journal of Consumer Research, 29-822. 

https://hootsuite.widen.net/s/zcdrtxwczn/digital2021_globalreport_en 

● Jain, R., Aagja, J., & Bagdare, S. (2017)..Pengalaman pelanggan – a review 

and research agenda. Journal of.Service Theory.and Practice, 642-662. 

● Johnston, R. and Clark, G. (2008). Service Operations Management 3rd 

Edition,. Financial Times/Prentice Hall. 

● Johnston, R., & Kong, X. (2011). The Pengalaman pelanggan: A road‐map 

for improvement. Managing Service Quality: An International Journal, 5-24. 

● Johnston,.R.,.and.Bryan R. (1993). Products and Services - A.Question 

of.Visibility. The Service Industries Journal, 125-136. 

● Kenp, S (2021). Hootsuite Global Digital Reports 2021  

● Kotler, P., & Keller, K.L. (2009). Marketing management. New Jersey: 

Pearson Prentice Hall International. 

● Kotler, Philip dan Kevin Lane Keller. (2008). Manajemen Pemasaran. In B. 

M. Keduabelas. Jakarta: PT. Indeks. 



 

XII 
 

● Lemon, K. N., & Verhoef, P. C. (2016). 

Understanding.Customer.Experience.Throughout.the Customer.Journey. 

Journal.of Marketing, 69-96. 

● Lusch, R.F., Vargo S.L., and O‟Brien M. (2007). Competing.through service: 

Insights.from service.dominant logic. Journal of Retailin, 8-12. 

● Mcknight, D.H., Choudury, V., & Kacmar, C.J. (2002). Developing and 

validating trust measure for e-commerce: an integrative typology. Informatin 

System Research, 59-334. 

● Meyer, C. and Schwager, A.. (2007). Understanding Pengalaman pelanggan. 

Harvard Business Review, 117-126. 

● Morgan, R.M., & Hunt, S.D. (2008). The commitment trust theory of 

relationship marketing. Journal of Marketing Vo.58, No.3, 20-38. 

● MuleSoft. (2020). Top 7 digital transformation. Retrieved from MuleSoft: 

https://drive.google.com/file/d/11SlYjmOI_JkuKlUnVolRBmD5dnKAFA7/

view?usp=sharing 

● N. Resta. (2016). Pengaruh Customer Experience Terhadap Proses 

Keputusan Pembelian The Body Shop Trans Studio Mall.  

● Nasermoadeli, Amir., Choon-Ling, Kwek., Maghnati, Farshad. (2012). 

Evaluating the Impacts of Pengalaman pelanggan on Purchase Intention. 

International Journal of Business and Management vol.8, 128-138. 

● Normann, R. (2000). Service Management 3rd ed. Chichester: Wiley. 

● Nurgiyantoro, Burhan. (2012). Penilaian Pembelajaran Bahasa. Yogyakarta: 

BPFE. 

● Ofir, Chezy and Itamar Simonson. (2007). The Effect of Stating Expectations 

on Customer Satisfaction and Shopping Experience. Journal of Marketing 

Research, 164-174. 

● PEGA. (2020). The four false narratives of Pengalaman pelanggan. Retrieved 

from PEGA: 

https://drive.google.com/file/d/1uLj74k607SAad4sYIbygTmUrARqFSY/vi

ew?usp=sharing 



 

XIII 
 

● Pieters, Rik, Hans Baumgartner, and Doug Allen. (1995). A 

Means.End.Chain Approach to Consumer Goal Structures. International 

Journal of Research in Marketing, 44-227. 

● Pine, B.J. and Gilmore, J. (1998). Welcome to the experience economy. 

Harvard Business Review, 97-105. 

● Pine, J.B. and Gilmore, J.H. (1999). The Experience Economy – Work is 

Theatre and Every Business A Stage. Boston: Harvard Business School Press, 

MA. 

● Prahalad, C.K. and Ramaswamy. (2004). The Future of Competition: Co-

Creating Unique Value With Customers. Boston: Harvard Business School 

Press, MA. 

● Robinnete, S., & C. Brand.. (2008). Emoticon marketing. US: McGraw Hill. 

● Rose, S., Clark, M., Samouel, P., & Hair, N. (2012). Online Pengalaman 

pelanggan in e-Retailing : An empirical model of Antecedents and Outcomes. 

Journal of Retailing, 308-322. 

● Sam, F.M & Tahir, M.N.H. (2010). Website quality and consumer online 

purchase intention. Malaysia: Technology Management Department, Faculty 

of Technology Management & Technopreneurship, University of Technical 

Malaysia Melaka. 

● Sampson, S. E. (2005). Understanding Service Businesses, 2nd ed. Wiley. 

● Sampson, S. E. and Froehle C.M. (2006). Foundations and Implications of a 

Proposed Unified Services Theory. Production and Operations Management, 

15 (2) 329 – 343. 

● Sampson, S. E. and Froehle C.M. (2006). Foundations and Implications of a 

Proposed Unified Services Theory. Production and Operations Management, 

15 (2) 329 – 343. 

● Schmitt, Bernd H. (2003). Pengalaman pelanggan Management: A 

Revolutionary Approach to Connecting with Your Customers. New York: 

The Free Press. 



 

XIV 
 

● Scmitt, Be. H. (2000, December 11). Experiential marketing. Retrieved from 

Scribd: https://www.scribd.com/book/224455122/Experiential-Marketing-

How-to-Get-Customers-to-Sense-Feel-Think-Act-Relate 

● Sugiyono (2015). Metode Penelitian Kombinasi (Mix Methods). Bandung: 

Alfabeta 

● Sugiyono. (2003). Metode Penelitian. Bandung: Alfabeta. 

● Sugiyono. (2011). Metode Penelitian Kuantitatif, Kualitatif dan R&D. 

Bandung: Alfabeta 

● SurveySusem. (2020). SurveySensum. Retrieved from Pengalaman 

pelanggan Trends 2020 - Indonesia: 

https://drive.google.com/file/d/1URToBv0TsJ8up0_Bl34x7RsEV-

oxXaGd/view?usp=sharing 

● WALKER. (2020). CUSTOMERS 2020: A PROGRESS REPORT. Retrieved 

from 

WALKER:https://drive.google.com/file/d/1Al3UTNxXultxJPHJkJWOTc9x

osXD3Wv/view?usp=sharing 

  


