
129 
 

DAFTAR PUSTAKA 

Abdul-Latif, S. A., Abdul-Talib, A. N., Saad, M., Sahar, R., & Matyakubov, U. 

(2023). An Examination of the Effects of Consumer Ethnocentrism, 

Consumer Internationalism and Consumer Cosmopolitanism toward Products 

from China in Malaysia. Journal of International Consumer Marketing, 1-18. 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and 

Human Decision Processes, 50(2), 179–211. https://doi.org/10.1016/0749-

5978(91)90020-T. 

Al-Banna, H., & Jannah, S. M. (2023). "The Push, Pull, and Mooring Effects toward 

Switching Intention to Halal Cosmetic Products." Journal of Islamic 

Marketing 14 (9): 2149-2166. 

Anderson, E. T., & Simester, D. I. (2010). Does price change strengthen or weaken 

customer loyalty? Journal of Marketing Research, 47(4), 757-772. 

https://doi.org/ 10.1509/jmkr.47.4.757. 

Antoro, T. (2023). Hadapi Ketidakpastian Global, Beli Produk Lokal Jadi Solusi. 

https://infopublik.id/kategori/nasional-ekonomi-bisnis/722749/hadapi-

ketidakpastian-global-beli-produk-lokal-jadi-solusi. Diakses pada 27 

November 2023. 

Arviani, H., Mustikasari, R. P., Priambodo, S. A., & Lubna, P. N. C. (2022, July). # 

Localpride in Online Media: The Rise of Indonesia Local Brand. In 3rd 

International Media Conference 2021 (IMC 2021) (pp. 42-50). Atlantis Press. 

Aw, E. C. X., & Chong, H. X. (2019). Understanding non-private label consumers’ 

switching intention in emerging market. Marketing Intelligence & Planning, 

37(6), 689–705. 

Badan Pengembangan dan Pembinaan Bahasa. (2024). Entri KBBI: Sepatu kets. 

KBBI Kemendikbud. https://kbbi.kemdikbud.go.id/entri/sepatu%20kets 

Badan Pusat Statistik. (2021, Januari 21). Hasil sensus penduduk (SP2020) pada 

September 2020 mencatat jumlah penduduk sebesar 270,20 juta jiwa. 

https://www.bps.go.id/id/pressrelease/2021/01/21/1854/hasil-sensus-

penduduk--sp2020--pada-september-2020-mencatat-jumlah-penduduk-

sebesar-270-20-juta-jiwa-.html. 

Balabanis, G., & Diamantopoulos, A. (2004). Domestic country bias, country-of-

origin effects, and consumer ethnocentrism: A multidimensional unfolding 

approach. Journal of the Academy of Marketing Science, 32(1), 80–95. 

https://doi.org/10.1177/0092070303257644. 

Balai Pemberdayaan Industri Persepatuan Indonesia (BPIPI) Kementerian 

Perindustrian Republik Indonesia. (2022). Geliat Skenario Sneaker Lokal 

Pasca Pandemi. https://bpipi.kemenperin.go.id/geliat-skenario-sneaker-

lokal-pasca-pandemi/. Diakses pada 3 Desember 2023. 

Bansal, H. S., Taylor, S. F., & St. James, Y. (2005). “Migrating” to new service 

providers: Toward a unifying framework of consumers’ switching behaviors. 

Journal of the Academy of Marketing Science, 33(1), 96–115. 

Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable distinction 

in social psychological research: Conceptual, strategic, and statistical 

considerations. Journal of Personality and Social Psychology, 51(6), 1173–

1182. 

Pengaruh Faktor Dorong-Tarik-Tambat pada Niat Beralih Merek dari Sepatu Kets Global ke Lokal
pada
Konsumen Generasi Z di Indonesia
Annisa Salma Fauziyah, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://kbbi.kemdikbud.go.id/entri/sepatu%20kets
https://www.bps.go.id/id/pressrelease/2021/01/21/1854/hasil-sensus-penduduk--sp2020--pada-september-2020-mencatat-jumlah-penduduk-sebesar-270-20-juta-jiwa-.html
https://www.bps.go.id/id/pressrelease/2021/01/21/1854/hasil-sensus-penduduk--sp2020--pada-september-2020-mencatat-jumlah-penduduk-sebesar-270-20-juta-jiwa-.html
https://www.bps.go.id/id/pressrelease/2021/01/21/1854/hasil-sensus-penduduk--sp2020--pada-september-2020-mencatat-jumlah-penduduk-sebesar-270-20-juta-jiwa-.html
https://doi.org/10.1177/0092070303257644
https://bpipi.kemenperin.go.id/geliat-skenario-sneaker-lokal-pasca-pandemi/
https://bpipi.kemenperin.go.id/geliat-skenario-sneaker-lokal-pasca-pandemi/


130 
 

Beneke, J., Zimmerman, N. (2014). Beyond private label panache: The effect of 

store image and perceived price on brand prestige. Journal of Consumer 

Marketing. 31 (4), 301–311. 

Bergel, E. E. (1955). American sociology: An introduction to the science of society. 

McGraw-Hill. 

Bhattacharya, C. B., & Sen, S. (2003). Consumer–company identification: A 

framework for understanding consumers’ relationships with companies. 

Journal of Marketing, 67(2), 76–88. 

https://doi.org/10.1509/jmkg.67.2.76.18609 

Bhattacherjee, A. (2001), Understanding information systems continuance: an 

expectationconfirmation model, MIS Quarterly. Vol. 25 No. 3, pp. 351-370. 

Bisen, A., & Nuangjamnong, C. (2021). An influence of advertising on consumer-

based brand loyalty: a case study on a sports shoe brand in Bhopal India. AU-

GSB e-Journal, 14(1). 

Bogue, D. J. 1969. Principles of Demography. New York: John Wiley  

Boyle, P., & Halfacree, K. (1998). Migration and gender in the developed world. 

London: Routledge. 

Brace-Govan, J., & de Burgh-Woodman, H. (2008). Sneakers and street culture: A 

postcolonial analysis of marginalized cultural consumption. Consumption, 

Markets and Culture, 11(2), 93–112. 

https://doi.org/10.1080/10253860802033639. 

Chang, H. H., Wong, K. H., & Li, S. Y. (2017). Applying push-pull-mooring to 

investigate channel switching behaviors: M-shopping self-efficacy and 

switching costs as moderators. Electronic Commerce Research and 

Applications, 24, 50-67. 

Chih, W. H., Wang, K. Y., Hsu, L. C., & Huang, S. C. (2013). Investigating 

electronic word-of-mouth effects on online discussion forums: The role of 

perceived negative emotions, perceived justice, and anonymity. Information 

& Management, 50(7), 326–336. https://doi.org/10.1016/j.im.2013.04.004 

Coelho, F. J. F., Bairrada, C. M., & Matos Coelho, A. F. (2019). Functional brand 

qualities and perceived value: The mediating role of brand experience and 

brand personality. Psychology & Marketing, 37(1), 41–

55. https://doi.org/10.1002/mar.21279. 

Cooper, D. R., & Schindler, P. S. (2014). Business research methods (12th ed.). 

McGraw-Hill Education. 

D’Souza, C., Taghian, M., Hall, J., & Plant, E. (2023). Green consumption: strategic 

retail considerations and consumer confidence. Journal of Strategic 

Marketing, 31(1), 18-36. 

Davvetas, V., & Halkias, G. (2018). Global and local brand stereotypes: Formation, 

content transfer, and impact. International Marketing Review, 35(5), 675–

702. https://doi.org/10.1108/IMR-05-2016-0107 

Dogerlioglu-Demir, K., & Tansuhaj, P. (2011). Global versus local brand purchases: 

A cultural–value-based explanation. Journal of International Consumer 

Marketing, 23(5), 313–325. https://doi.org/10.1080/08961530.2011.602951 

Evertz, L., Kollitz, R., & Süß, S. (2021). Electronic word-of-mouth via employer 

review sites–the effects on organizational attraction. The International 

Journal of Human Resource Management, 32(16), 3428-3457. 

Pengaruh Faktor Dorong-Tarik-Tambat pada Niat Beralih Merek dari Sepatu Kets Global ke Lokal
pada
Konsumen Generasi Z di Indonesia
Annisa Salma Fauziyah, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1509/jmkg.67.2.76.18609
https://doi.org/10.1016/j.im.2013.04.004
https://doi.org/10.1108/IMR-05-2016-0107
https://doi.org/10.1080/08961530.2011.602951


131 
 

Firdausi, A. S. M., & Dharmmesta, B. S. (2023). The effect of push, pull, and 

mooring factors on customers' switching intention to green cosmetics. Gadjah 

Mada International Journal of Business, 25(3), 327–354. 

Florian, V.W., Bayon, T., (2004). The effect of word of mouth on services switching: 

measurement and moderating variables. European Journal of Marketing. 38, 

1173–1185. 

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with 

unobservable variables and measurement error. Journal of Marketing 

Research, 18(1), 39–50. https://doi.org/10.1177/002224378101800104 

Fu, S., Li, H., & Liu, Y. (2021). Why discontinue Facebook usage? An empirical 

investigation based on a push–pull–mooring framework. Industrial 

Management & Data Systems, 121(11), 2318–2337. 

https://doi.org/10.1108/IMDS-12-2020-0709 

Furukawa, H., Matsumura, K., & Harada, S. (2019). Effect of consumption values 

on consumer satisfaction and brand commitment: Investigating functional, 

emotional, social, and epistemic values in the running shoes 

market. International Review of Management and Marketing, 9(6), 158. 

García, R., & Currás-Pérez, R. (2018). Effects of brand identity and consumer 

ethnocentrism on consumer response to foreign and domestic brands. 

International Journal of Advertising, 37(4), 550–572. 

https://doi.org/10.1080/02650487.2018.1454944 

Gera, N., Rohatgi, S., & Wise, J. A. (2022). Consumer ethnocentrism in Indian air-

conditioner market: a social identity theory perspective. International Journal 

of Global Business and Competitiveness, 17(2), 192-202. 

Girard, T., Pons, F., & Hwang, J. (2017). Assessing the impact of customer reviews 

on hotel bookings: The role of trust in the context of online reviews. 

International Journal of Hospitality Management, 67, 90-99. https://doi.org/ 

10.1016/j.ijhm.2017.07.001. 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate data 

analysis (8th ed.). Cengage Learning. 

Hair, J. F., Jr., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A primer on 

partial least squares structural equation modeling (PLS-SEM) (3rd ed.). 

SAGE Publications. 

Hamzah, M. I., & Pontes, N. (2024). What drives car buyers to accept a rejuvenated 

brand? The mediating effects of value and pricing in a consumer-brand 

relationship. Journal of Strategic Marketing, 32(2), 114–136. 

https://doi.org/10.1080/0965254X.2022.2129749. 

Han, H., Back, K., Barrett, B., (2009). Influencing factors on restaurant customers’ 

revisit intention: the roles of emotions and switching barriers. International 

Journal of Hospitality Management 28, 563–572. 

Hazen, B. T., Boone, C. A., Wang, Y., & Khor, K. S. (2017). Perceived quality of 

remanufactured products: construct and measure development. Journal of 

cleaner production, 142, 716-726. 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing 

discriminant validity in variance-based structural equation modeling. Journal 

of the Academy of Marketing Science, 43(1), 115–135. 

https://doi.org/10.1007/s11747-014-0403-8. 

Pengaruh Faktor Dorong-Tarik-Tambat pada Niat Beralih Merek dari Sepatu Kets Global ke Lokal
pada
Konsumen Generasi Z di Indonesia
Annisa Salma Fauziyah, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1108/IMDS-12-2020-0709
https://doi.org/10.1080/02650487.2018.1454944
https://doi.org/10.1080/0965254X.2022.2129749


132 
 

Hinduan, Z. R., Anggraeni, A., & Agia, M. I. (2020). Generation Z in Indonesia: 

The self-driven digital. In The New Generation Z in Asia: Dynamics, 

Differences, Digitalisation (pp. 121-134). Emerald Publishing Limited. 

Hinduan, Z. R., Mulyana, A., Sundawa, D., Subarkah, C. Z., & Mulyadi, S. (2020). 

Generasi Z Indonesia: Perspektif Psikologi Sosial. Jakarta: RajaGrafindo 

Persada. 

Hirschman, A. O. (1970). Exit, voice, and loyalty: Responses to decline in firms, 

organizations, and states (Vol. 25). Harvard university press. 

Hong, J., Yang, J., Wooldridge, B. R., & Bhappu, A. D. (2022). Sharing consumers’ 

brand storytelling: Influence of consumers’ storytelling on brand attitude via 

emotions and cognitions. Journal of Product & Brand Management. Advance 

online publication. https://doi.org/10.1108/JPBM-01-2024-4936 

Hou, J., Du, L., & Tian, Z. (2011). The effects of perceived brand globalness on 

consumers’ willingness to pay. Journal of International Consumer Marketing, 

23(3–4), 189–200. https://doi.org/10.1080/08961530.2011.578065 

Hu, L., & Bentler, P. M. (1998). Fit indices in covariance structure modeling: 

Sensitivity to underparameterized model misspecification. Psychological 

Methods, 3(4), 424–453. https://doi.org/10.1037/1082-989X.3.4.424. 

Hwang, J., Kim, M., & Lee, J. (2024). Investigating the impact of customer 

engagement on customer satisfaction and loyalty in the hospitality industry. 

Journal of Hospitality and Tourism Management, 52, 145-157. 

https://doi.org/ 10.1016/j.jhtm.2024.01.002. 

Iksandy, D.Y. (2023, Mei 10). Rahasia Kanky x Dr. Tirta bisa raup Rp200 juta 

dalam 2 jam. https://mojok.co/terminal/rahasia-kanky-x-dr-tirta-bisa-raup-

rp200-juta-dalam-2-jam/. Diakses pada 28 Juni 2025. 

Immanuel, G., & Pannindriya, S. T. (2020). Dampak globalisasi terhadap gaya 

berpakaian generasi Z Bali. COMMENTATE: Journal of Communication 

Management, 1(2), 162–175. 

Immanuel, Y., & Pannindriya, P. (2020). Pengaruh etnosentrisme dan nasionalisme 

terhadap niat beli produk lokal. Jurnal Ekonomi dan Bisnis, 23(2), 87–101. 

Ipsos. (2021). Top Trends of Indonesian Consumers: Brand Purpose, Climate 

Change, Data & Technoloyg, Science. https://www.ipsos.com/en-id/top-

trends-indonesian-consumers-brand-purpose-climate-change-data-

technoloyg-science. Diakses pada 2 Juni 2024. 

Jackson, J. A. (1986). Migration. In Aspects of modern sociology: Social processes. 

Longman. 

Jacoby, J., & Olson, J. C. (1977). Consumer response to price: An attitudinal, 

information processing perspective. In Y. Wind & P. Greenberg (Eds.), 

Moving ahead with attitude research (pp. 73–86). American Marketing 

Association. 

Jaejo, L. (2017). Understanding consumer behavior in the digital age. Journal of 

Marketing Theory and Practice, 25(2), 141-153. https://doi.org/ 

10.1080/10696679.2017.1287854. 

Jones, M. A., Mothersbaugh, D. L., & Beatty, S. E. (2000). Switching barriers and 

repurchase intentions in services. Journal of Retailing, 76(2), 259-274. 

Jung, J., Han, H., & Oh, M. (2017). Travelers' switching behavior in the airline 

industry from the perspective of the push-pull-mooring framework. Tourism 

Management, 59, 139–153. 

Pengaruh Faktor Dorong-Tarik-Tambat pada Niat Beralih Merek dari Sepatu Kets Global ke Lokal
pada
Konsumen Generasi Z di Indonesia
Annisa Salma Fauziyah, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1108/JPBM-01-2024-4936
https://doi.org/10.1080/08961530.2011.578065
https://mojok.co/terminal/rahasia-kanky-x-dr-tirta-bisa-raup-rp200-juta-dalam-2-jam/
https://mojok.co/terminal/rahasia-kanky-x-dr-tirta-bisa-raup-rp200-juta-dalam-2-jam/
https://www.ipsos.com/en-id/top-trends-indonesian-consumers-brand-purpose-climate-change-data-technoloyg-science
https://www.ipsos.com/en-id/top-trends-indonesian-consumers-brand-purpose-climate-change-data-technoloyg-science
https://www.ipsos.com/en-id/top-trends-indonesian-consumers-brand-purpose-climate-change-data-technoloyg-science


133 
 

Kara, A., Prasad, S. S., & Spillan, J. E. (2024). Ethnocentrism and Xenocentrism 

Among Indian Consumers Towards Global Technology Brands: Importance 

of Brand Image and Brand Attitude. Journal of International Consumer 

Marketing, 1-17. 

Kata Data Insight Center. (2023). Merek Sneakers Paling Disukai Masyarakat 

Indonesia (Februari 2023). 

https://databoks.katadata.co.id/datapublish/2023/02/27/deretan-merek-

sneakers-paling-disukai-masyarakat-indonesia-adidas-juaranya. Diakses 

pada 27 November 2023. 

Keaveney, S. M. (1995). Customer switching behavior in service industries: An 

exploratory study. Journal of Marketing, 59(2), 71–82. 

https://doi.org/10.1177/002224299505900206 

Kemenperin (Minister of Industry). (2023). Melokal, upaya Kemenperin tingkatkan 

kecintaan masyarakat pada produk dalam negeri. 

https://kemenperin.go.id/artikel/23841/Melokal,-Upaya-Kemenperin-

Tingkatkan-Kecintaan-Masyarakat-pada-Produk-Dalam-Negeri. Diakses 

pada 27 November 2023. 

Kementerian Komunikasi dan Informatika. (2017, November 15). Kolaborasi 

mendorong delapan juta UMKM go online [Siaran pers]. Biro Hubungan 

Masyarakat. https://www.komdigi.go.id/berita/pengumuman/detail/siaran-

pers-no-222-hm-kominfo-11-2017-tentang-kolaborasi-mendorong-delapan-

juta-umkm-go-online. Diakses pada 27 November 2024. 

Kim, Y., Lee, H., & Hwang, J. (2024). The role of brand reputation in consumer 

decision-making: A comparative analysis. Journal of Brand Management, 

31(1), 1–20. https://doi.org/10.1057/s41262-023-00456-8 

Kordi Ghasrodashti, E. (2018). Explaining brand switching behavior using pull–

push–mooring theory and the theory of reasoned action. Journal of Brand 

Management, 25(4), 293–304. https://doi.org/10.1057/s41262-017-0080-

2IDEAS/RePEc+3Macquarie University+3ProQuest+3. 

Krisdamarjati, A. (2020, Februari 29). Ventela dan tantangan popularitas sepatu 

lokal di Indonesia. Kompas.id. 

https://www.kompas.id/baca/riset/2020/02/29/ventela-dan-tantangan-

popularitas-sepatu-lokal-di-indonesia. Diakses pada 28 Juni 2025. 

Kumar, V., Rahman, Z., & Nakhate, A. (2013). Customer satisfaction in retail 

banking: An empirical study. Journal of Retailing and Consumer Services, 

20(1), 59-68. https://doi.org/ 10.1016/j.jretconser.2012.11.002. 

Kumparan. (2024). Sepatu Kanky produk mana? Ini jawaban dan keunggulannya. 

https://kumparan.com/info-produk/sepatu-kanky-produk-mana-ini-jawaban-

dan-keunggulannya-23h9sAZStG6/full. Diakses pada 27 November 2024. 

Kushwah, S., Iyer, R., Agrawal, A., & Korpal, S. (2024). Understanding switching 

intentions towards renewable energy technologies using push-pull-mooring 

framework. Journal of Cleaner Production, 465, 142656. 

Lee, M. S. (1966). A theory of migration. Demography, 3(1), 47–57. 

Lewis, R. C., & Booms, B. H. (1983). The marketing aspects of service quality. In 

L. Berry, G. Shostack, & G. Upah (Eds.), Emerging perspectives on services 

marketing (pp. 99–107). American Marketing Association. 

Li, Y., Ndubisi, N. O., Li, G., & Xu, J. (2024). Evaluating the moderated-mediation 

effects of switching costs in the link between social capital and NPD 

Pengaruh Faktor Dorong-Tarik-Tambat pada Niat Beralih Merek dari Sepatu Kets Global ke Lokal
pada
Konsumen Generasi Z di Indonesia
Annisa Salma Fauziyah, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1177/002224299505900206
https://kemenperin.go.id/artikel/23841/Melokal,-Upaya-Kemenperin-Tingkatkan-Kecintaan-Masyarakat-pada-Produk-Dalam-Negeri
https://kemenperin.go.id/artikel/23841/Melokal,-Upaya-Kemenperin-Tingkatkan-Kecintaan-Masyarakat-pada-Produk-Dalam-Negeri
https://www.komdigi.go.id/berita/pengumuman/detail/siaran-pers-no-222-hm-kominfo-11-2017-tentang-kolaborasi-mendorong-delapan-juta-umkm-go-online
https://www.komdigi.go.id/berita/pengumuman/detail/siaran-pers-no-222-hm-kominfo-11-2017-tentang-kolaborasi-mendorong-delapan-juta-umkm-go-online
https://www.komdigi.go.id/berita/pengumuman/detail/siaran-pers-no-222-hm-kominfo-11-2017-tentang-kolaborasi-mendorong-delapan-juta-umkm-go-online
https://doi.org/10.1057/s41262-017-0080-2
https://doi.org/10.1057/s41262-017-0080-2
https://researchers.mq.edu.au/en/publications/explaining-brand-switching-behavior-using-pull-push-mooring-theor?utm_source=chatgpt.com
https://www.kompas.id/baca/riset/2020/02/29/ventela-dan-tantangan-popularitas-sepatu-lokal-di-indonesia
https://www.kompas.id/baca/riset/2020/02/29/ventela-dan-tantangan-popularitas-sepatu-lokal-di-indonesia
https://kumparan.com/info-produk/sepatu-kanky-produk-mana-ini-jawaban-dan-keunggulannya-23h9sAZStG6/full
https://kumparan.com/info-produk/sepatu-kanky-produk-mana-ini-jawaban-dan-keunggulannya-23h9sAZStG6/full


134 
 

performance. Journal of Management Science and Engineering, 9(2), 161-

176. 

Lin, T. T., Yeh, Y. Q., & Hsu, S. Y. (2022). Analysis of the Effects of Perceived 

Value, Price Sensitivity, Word-of-Mouth, and Customer Satisfaction on 

Repurchase Intentions of Safety Shoes under the Consideration of 

Sustainability. Sustainability, 14(24), 16546. 

Lin, X., & Wu, R.-Z. (2021). An empirical study on the dairy product consumers’ 

intention to adopt the food traceability’s technology: Push-pull-mooring 

model integrated by D&M ISS model and TPB with ITM. Frontiers in 

Psychology, 11, 612889. https://doi.org/10.3389/fpsyg.2020.612889. 

Liu, H. H., & Chou, H. Y. (2021). The effects of pricing strategy on upgrade 

intentions. Marketing Intelligence and Planning, 39(5), 743–757. 

https://doi.org/10.1108/MIP-08-2020-0343 

Longino, C. E, Jr. (1992). The Forest and the Trees: Micro-Level Considerations in 

the Study of Geographic Mobility in Old Age. In Elderly Migration and 

Population Redistribution. Ed. A. Rogers. London: Bellhaven, 23-34. 

Malc, A., & McCarthy, J. (2016). Understanding the effects of service quality on 

customer satisfaction: A structural equation modeling approach. Journal of 

Service Research, 19(4), 321-335. https://doi.org/ 

10.1177/1094670516646823. 

Markovic, S., Iglesias, O., Singh, J. J., & Sierra, V. (2018). How does the perceived 

ethicality of corporate services brands influence loyalty and positive word-

of-mouth? Analyzing the roles of empathy, affective commitment, and 

perceived quality. Journal of Business Ethics, 148, 721-740. 

Miguel, L., Marques, S., & Duarte, A. P. (2022). The influence of consumer 

ethnocentrism on purchase of domestic fruits and vegetables: application of 

the extended theory of planned behaviour. British Food Journal, 124(13), 

599-618. 

Monoarfa, H., Al Adawiyah, R. A., Prananta, W., Sadat, A. M., & Vakhroh, D. A. 

(2024). Switching intention of conventional bank customers to Sharia bank 

based on push-pull-mooring theory. Journal of Islamic Marketing, 15(8), 

2104–2121. 

Moon, B. (1995). Paradigms in migration research: Exploring 'moorings' as a 

schema. Progress in Human Geography, 19(4), 504–524. 

Nabila, M. (2023, Agustus 7). Kisah di balik Kanky, merek sneakers lokal yang go 

internasional. 

https://entrepreneur.bisnis.com/read/20230807/52/1682476/kisah-di-balik-

kanky-merek-sneakers-lokal-yang-go-internasional. Diakses pada 28 Juni 

2025. 

Nasir, A., Rahman, Z., & Ullah, H. (2024). After-sales service and brand reputation: 

A case of kitchen appliance industry. International Journal of Retail & 

Distribution Management, 52(1), 78-95. https://doi.org/ 10.1108/IJRDM-01-

2024-0014. 

Neuman, W. L. (2014). Social research methods: Qualitative and quantitative 

approaches (7th ed.). Pearson Education. 

Nugroho, A., & Wang, W. T. (2023). Consumer switching behavior to an augmented 

reality (AR) beauty product application: Push-pull mooring theory 

framework. Computers in Human Behavior, 142, 107646. 

Pengaruh Faktor Dorong-Tarik-Tambat pada Niat Beralih Merek dari Sepatu Kets Global ke Lokal
pada
Konsumen Generasi Z di Indonesia
Annisa Salma Fauziyah, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.3389/fpsyg.2020.612889
https://doi.org/10.1108/MIP-08-2020-0343
https://entrepreneur.bisnis.com/read/20230807/52/1682476/kisah-di-balik-kanky-merek-sneakers-lokal-yang-go-internasional
https://entrepreneur.bisnis.com/read/20230807/52/1682476/kisah-di-balik-kanky-merek-sneakers-lokal-yang-go-internasional


135 
 

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of 

satisfaction decisions. Journal of Marketing Research, 17(4), 460-469. 

https://doi.org/ 10.1177/002224378001700404. 

Oliver, R. L., (2010). Satisfaction: A behavioral perspective on the consumer (2nd 

ed). New York: Routledge. 

Omar, A., Ramayah, T., Suki, N. M., & Mohamed, R. (2022). Switching intention 

toward electric vehicles in Malaysia: A push-pull-mooring perspective. 

Transportation Research Part D: Transport and Environment, 98, 102972. 

Patil, A. (2023). Consumer attitudes toward local brands amid rising nationalism: 

A systematic review. International Journal of Consumer Studies, 47(2), 123–

136. 

Pramono, G. F., & Purwanegara, M. S. (2023). Generation-Z preference shift from 

global brands to locals after Covid-19. International Journal of Current 

Science Research and Review, 6(7), 4512–4524. 

Pramono, R., & Purwanegara, M. S. (2023). Local brand attachment among 

Indonesian Gen Z: Exploring symbolic consumption and cultural identity. 

Gadjah Mada International Journal of Business, 25(1), 45–61. 

Purnomo, H., & Wibowo, B. (2023). Peran identitas sosial dalam perilaku 

konsumen generasi Z. Jurnal Psikologi Sosial, 21(1), 45–59. 

Quan, L., Koo, B., & Han, H. (2023). Exploring the factors that influence 

customers’ willingness to switch from traditional hotels to green hotels. 

Journal of Travel & Tourism Marketing, 40(3), 185–202. 

Rajumesh, K. (2014). Impact of customer satisfaction on customer loyalty in the 

banking sector: A study of private and public banks. Journal of Banking and 

Finance, 49, 154-168. https://doi.org/ 10.1016/j.jbankfin.2014.01.002 

Ringle, C. M., Sarstedt, M., & Straub, D. W. (2012). A critical look at the use of 

PLS-SEM in MIS quarterly. MIS Quarterly, 36(1), 3–14. 

Rizwan, M., Javed, P. A., Aslam, J., Khan, R., & Bibi, H. (2014). The relationship 

of Brand Commitment, Brand Credibility, Perceived Quality, Customer 

Satisfaction and brand loyalty: an empirical study on Stylo shoes. Journal of 

sociological research, 5(1), 377-404. 

Roos, I., Edvardsson, B., & Gustafsson, A. (2004). Customer switching patterns in 

competitive and noncompetitive service industries. Journal of Service 

Research, 6(3), 256–271. https://doi.org/10.1177/1094670503260124 

Rusdi, A., & Hartono, Y. (2022). Analisis perilaku switching pada konsumen 

industri pakaian. Jurnal Manajemen Bisnis, 14(2), 198–210. 

Sánchez García, I., & Curras-Perez, R. (2020). Is satisfaction a necessary and 

sufficient condition to avoid switching? The moderating role of service 

type. European Journal of Management and Business Economics, 29(1), 54-

83. 

Sato, M., Tokuyama, T., Motoyama, S., Warwick, L., & Deguchi, J. (2024). 

Examining switching intention in professional sport: a push-pull-mooring 

perspective. International Journal of Sports Marketing and 

Sponsorship, 25(4), 895-912. 

Schindler, P.S. (2022). Business Research Methods, 14th ed., McGraw-Hill, New 

York, NY. 

Sharma, S., & Singh, R. (2021). Factors influencing brand switching among 

millennials. Journal of Retailing and Consumer Services, 58, 102283. 

Pengaruh Faktor Dorong-Tarik-Tambat pada Niat Beralih Merek dari Sepatu Kets Global ke Lokal
pada
Konsumen Generasi Z di Indonesia
Annisa Salma Fauziyah, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1177/1094670503260124


136 
 

Sharma, S., Shimp, T. A., & Shin, J. (1994). Consumer ethnocentrism: A test of 

antecedents and moderators. Journal of the Academy of Marketing Science, 

23(1), 26–37. 

Shimp, T. A., & Sharma, S. (1987). Consumer ethnocentrism: Construction and 

validation of the CETSCALE. Journal of Marketing Research, 24(3), 280–

289. https://doi.org/10.2307/3151638 

Singh, R., & Rosengren, S. (2020). Why do online grocery shoppers switch? An 

empirical investigation of drivers of switching in online grocery. Journal of 

Retailing and Consumer Services, 53, 101962. 

https://doi.org/10.1016/j.jretconser.2019.101962 

Singh, S., & Kaur, P. (2022). Push-pull-mooring model to understand consumer 

switching behavior in mobile telecommunications. Journal of Marketing 

Management, 38(5–6), 512–532. 

Sreejesh, S., & Roy, S. (2015). Business research: A value-based approach. 

Springer India. https://doi.org/10.1007/978-81-322-2179-5 

Statista Market Forecast. (2024). Market Insight Sneakers – Indonesia. 

https://www.statista.com/outlook/cmo/footwear/sneakers/indonesia. Diakses 

pada 2 Juni 2024. 

Stimson, R. J., & Minnery, J. (1998). Why people move to the 'Sun-Belt': A case 

study of long-distance migration to the Gold Coast, Australia. Urban Studies, 

35(2), 193–214. https://doi.org/10.1080/0042098984981. 

Sunaryo, S., & Widodo, E. (2023). Peran biaya beralih pada niat beralih merek 

produk lokal. Jurnal Manajemen Pemasaran, 17(2), 75–88. 

Suseno, B. A., & Hidayat, A. (2021). Local pride movement as a local sneaker 

branding strategy. Journal of Indonesian Applied Economics, 9(2), 48-59. 

Suseno, D. S., & Hidayat, A. (2024). The role of influencers in shaping local brand 

preferences among Gen Z in Indonesia. Jurnal Komunikasi Indonesia, 9(1), 

1–12. 

Tabachnick, B. G., & Fidell, L. S. (2007). Using multivariate statistics (5th ed.). 

Pearson Education. 

Tajfel, H., & Turner, J. C. (1979). An integrative theory of intergroup conflict. In 

W. G. Austin, & S. Worchel (Eds.), The Social Psychology of Intergroup 

Relations (pp. 33–47). Monterey, CA: Brooks/Cole. 

Tang, C., & Theng, Y. L. (2021). Online brand communities: The role of consumer 

identification in brand loyalty. Journal of Consumer Marketing, 38(2), 123–

134. 

Tata, S. V., Prashar, S., & Parsad, C. (2021). Examining the influence of satisfaction 

and regret on online shoppers' post-purchase behaviour. Benchmarking: An 

International Journal, 28(6), 1987–2007. 

Triyanto, T., & Sudrajat, I. (2023). Eksplorasi perilaku switching merek di pasar 

lokal. Jurnal Ekonomi dan Bisnis, 21(1), 34–48. 

Troise, C., Corvello, V., Ghobadian, A., & O'Regan, N. (2022). How can SMEs 

successfully navigate VUCA environment: The role of agility in the digital 

transformation era. Technological Forecasting and Social Change, 174, 

121227. 

Turner, T. (2019). The sports shoe: A history from field to fashion. Bloomsbury 

Visual Arts. 

Pengaruh Faktor Dorong-Tarik-Tambat pada Niat Beralih Merek dari Sepatu Kets Global ke Lokal
pada
Konsumen Generasi Z di Indonesia
Annisa Salma Fauziyah, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.2307/3151638
https://doi.org/10.1016/j.jretconser.2019.101962
https://doi.org/10.1007/978-81-322-2179-5
https://www.statista.com/outlook/cmo/footwear/sneakers/indonesia
https://doi.org/10.1080/0042098984981


137 
 

Verma, P., & Madan, P. (2023). Consumer ethnocentrism and buying intention 

towards domestic brands. Journal of Consumer Behaviour, 22(1), 56–70. 

Von Keman, C. (2017). Brand reputation and customer loyalty in the digital age. 

Journal of Brand Management, 24(5), 467-482. https://doi.org/ 

10.1057/s41262-017-0023-1. 

Vuong, B. N., & Giao, H. N. K. (2020). The impact of brand love on brand 

commitment and repurchase intention – the case of fashion brands in 

Vietnam. Journal of Asian Finance, Economics and Business, 7(3), 205–214. 

https://doi.org/10.13106/jafeb.2020.vol7.no3.205. 

Wall, M., & Heslop, L. A. (1986). Consumer attitudes toward Canadian-made 

versus imported products. Journal of the Academy of Marketing Science, 

14(2), 27–36. https://doi.org/10.1007/BF02722162. 

Wardani, N. K., & Putri, L. A. (2024). Pengaruh faktor dorong, tarik, dan tambat 

terhadap niat beralih merek pada konsumen remaja. Jurnal Psikologi 

Konsumen, 10(1), 15–30. 

Widyastuti, S., & Said, M. (2017). Consumer consideration in purchase decision of 

SPECS sports shoes product through brand image, product design and price 

perception. International Journal of Supply Chain Management, 6(4), 199-

207. 

Wijayanti, S., & Hidayat, R. (2023). Etnosentrisme konsumen dan loyalitas merek 

lokal. Jurnal Manajemen Pemasaran, 18(1), 88–101. 

Wong, A., & Choi, B. (2020). Switching intention in mobile banking: A push-pull-

mooring perspective. Journal of Retailing and Consumer Services, 54, 

102015. 

Xia, L., Monroe, K. B., & Cox, J. L. (2004). The price is unfair! A conceptual 

framework of price fairness perceptions. Journal of Marketing, 68(4), 1–15. 

https://doi.org/10.1509/jmkg.68.4.1.42705. 

Xiang, Z., Du, Q., Ma, Y., & Fan, W. (2021). A comparative analysis of major online 

review platforms: Implications for social media analytics in hospitality and 

tourism. Tourism Management, 58, 51–65. 

Xie, P. F., & Luo, J. (2021). Investigating visitor attitudes towards the reopening of 

a theme park: An application of the push-pull-mooring model. Journal of 

Travel & Tourism Marketing, 38(8), 867–880. 

Yeboah-Banin, A. A., & Quaye, E. S. (2021). Pathways to global versus local brand 

preferences: The roles of cultural identity and brand perceptions in emerging 

African markets. Journal of Global Marketing, 34(5), 372-391. 

Ying-Ching, L., & Yao, C. Y. (2016). How consumer ethnocentrism influences 

brand preference: The case of Taiwanese consumers. Asia Pacific Journal of 

Marketing and Logistics, 28(4), 636–652. https://doi.org/10.1108/APJML-

01-2016-0011. 

Yu, U.J., Niehm, L.S., Russell, D.W., (2011). Exploring perceived channel price, 

quality, and value as antecedents of channel choice and usage in multichannel 

shopping. Journal Marketing Channels 18 (2), 79–102. 

Yuan, X., & Lou, X. (2022). Investigating the influence of brand identification on 

switching intention in mobile apps. Journal of Business Research, 144, 409–

421. 

Yusuf, A. M. (2014). Metode Penelitian Kuantitatif, Kualitatif & Penelitian 

Gabungan.  KENCANA, Jakarta. 

Pengaruh Faktor Dorong-Tarik-Tambat pada Niat Beralih Merek dari Sepatu Kets Global ke Lokal
pada
Konsumen Generasi Z di Indonesia
Annisa Salma Fauziyah, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.13106/jafeb.2020.vol7.no3.205
https://doi.org/10.1007/BF02722162
https://doi.org/10.1509/jmkg.68.4.1.42705
https://doi.org/10.1108/APJML-01-2016-0011
https://doi.org/10.1108/APJML-01-2016-0011


138 
 

Yuswohady. (2024). Marketing to Gen Z: Strategi merebut hati anak muda zaman 

sekarang. Jakarta: Gramedia Pustaka Utama. 

Yuswohady. (2024, February 15). Wawancara Alinea.id – Generasi Z bikin brand 

fesyen lokal makin berkibar. https://www.alinea.id/bisnis/generasi-z-bikin-

brand-fesyen-lokal-makin-berkibar-b2k1O9PAM. Diakses pada 8 Mei 2025 

Zeithaml, V. A. (1981). How consumer evaluation processes differ between goods 

and services. In J. H. Donnelly & W. R. George (Eds.), Marketing of services 

(pp. 9-20). American Marketing Association. 

Zeugner-Roth, K. P., V. Žabkar, and A. Diamantopoulos. (2015). Consumer 

ethnocentrism, national identity, and consumer cosmopolitanism as drivers of 

consumer behavior: A social identity theory perspective. Journal of 

International Marketing 23 (2):25–54. https://doi.org/ 10.1509/ jim.14.0038. 

Zhang, P. and Von Dran, G.M. (2000), Satisfiers and dissatisfiers: a two-factor 

model for website design and evaluation, Journal of the American Society for 

Information Science, Vol. 51 No. 14, pp. 1253-1268. 

Zhang, S., Zhao, L., Lu, Y., & Yang, J. (2016). Do you get tired of socializing? An 

empirical explanation of discontinuous usage behavior in social network 

services. Information and Management, 53(7), 904–914. 

 

  

Pengaruh Faktor Dorong-Tarik-Tambat pada Niat Beralih Merek dari Sepatu Kets Global ke Lokal
pada
Konsumen Generasi Z di Indonesia
Annisa Salma Fauziyah, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://www.alinea.id/bisnis/generasi-z-bikin-brand-fesyen-lokal-makin-berkibar-b2k1O9PAM
https://www.alinea.id/bisnis/generasi-z-bikin-brand-fesyen-lokal-makin-berkibar-b2k1O9PAM

	DAFTAR PUSTAKA

