Analisis Faktor-Faktor yang Mempengaruhi Niat Pembelian Ulang Merek Label Pribadi Produk
Makanan dan

Minuman Kemasan

MUHAMMAD IVAN RAHARJ, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.

UNIVERSITAS ) . . . : . . .
GADJAH MADA Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

DAFTAR PUSTAKA

AC Nielsen. (2012). Diambil kembali dari
www.nielsen.com/us/en/insights/news/2012/report-2012-asia-pacific-
retail-and-shopper-trends.htmi

Ailawadi, K.L., Neslin, S.A. and Gedenk, K. (2001). Pursuing the value-conscious
consumer: store brands versus national brands promotion. Journal of
Marketing Vol.65 No.1, pp.71-89.

Baltas, G. and Argouslidis, P.C. (2007). Consumer characteristics and demand for
store brands. International Journal of Retail & Distribution Management,
Vol 35 No.5, pp328-341.

Batra, R. and Sinha, I. (2000). Consumer-level factors moderating the success of
private label brands. Journal of Retailing, Vol. 76 No.2, pp.175-191.

Burton, S., Lichtenstein, D.R. and Netemeyer, R.G. (1998). A scale for measuring
attitude toward private label product and an examination of its
psychological and behavioral correlates. Journal of the Academy of
Marketing Science, Vol. 26 No.4, pp.293-306.

Cooper, G. and Schindler, P. (2014). Business Research Method. New York:
McGraw Hill.

Cunningham, 1.C., Hardy, A.P. and Imperia, G. (1982). Generic brands versus
national brands and store brands. Journal of Advertising Research Vol. 22
No.5, pp.25-32.

Dick, A.S, Jain, A.K. and Richardson, P.K. (1995). Correlates of store brand
proneness: some empirical observations. Journal of Product & Brand
Management Vol.4 No.4, pp.15-22.

Duffet, R.G. (2015). Facebook advertisings' influence on intention-to-purchase
and purchase amongst Millenials. Internet Research, Vol 25. Issue:4,
pp.498-526.

G, Baltas. (1997). Determinants of store brand choice: a behavioral analysis.
Journal of Product and Brand Management, Vol.6 No.5, pp.315-324.

Ghozali, I. (2011). Aplikasi Analisis Multivariate dengan Program IBM SPSS19.
Semarang: Badan Penerbit Universitas Diponegoro.



Analisis Faktor-Faktor yang Mempengaruhi Niat Pembelian Ulang Merek Label Pribadi Produk
Makanan dan

Minuman Kemasan

MUHAMMAD IVAN RAHARJ, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.

UNIVERSITAS ) . . . : . . .
GADJAH MADA Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

Granzin, K. (1981). An investigation of the market for generic purpose. Journal of
Retailing Vol.57 No.4, pp.39-55.

Hair, Jr., J.F., Black, W.C., Babin, B.J. and Anderson, R.E. (2010). Multivariate
Data Analysis. New York: Pearson.

Hoch, S.J. and Banerji, S. (1993). When do private label succeed? Sloan
Management Review Vol.34 No.4, pp.57-67.

Hyman, M.R., Kopf, D.A. and Lee, D. (2010). Review of literature-future
research suggestions: private label brands: benefit, success factors and
future research. Journal of Brand Management, Vol.17 No.5, pp.368-389.

Jin, B and Suh, Y.G. (2005). Integrating effect of consumer perception factors in
predicting private brand purchase in a Korean discount store context.
Journal of Consumer Marketing, Vol 22 No.2, pp. 62-77.

John A. Quelch and David Harding. (1999). Brands versus Private Labels
Fighting to Win. Dalam Harvard Business Review on Brand Management
(hal. 23-50). Boston, MA: Harvard Business School Publishing.

Keegan, W.J. and Green, M.C. (2017). Global Marketing 9th Edition. Harlow:
Pearson Education Limited.

Kotler, P. & Keller, K. (2012). Marketing Management, 14th edition. New Jersey:
Pearson Prentice Hall.

Kotler, P. and Armstrong, G. (2014). Principles of Marketing 15e. Harlow:
Pearson Education Limited.

Laurent, G and Kapferer, J.N. . (1985). Measuring consumer involvement profiles
. Journal of Marketing Research, Vol 22 No.1, pp 41-53.

Lichtenstein, D.R., Ridgway, N.M and Netemeyer, R.G. (1993). Price perception
and consumer shopping behavior: a field study. Journal of Marketing
Research, Vol 30 No.2, pp 234-245.

Lysonsky, S., Durvasula, S. and Zotos, Y. (1996). Consumer decision-making
styles: a multi-country investigation. European Journal of Marketing, Vol
30 No.12, pp. 10-21.

Mark S.Glynn Shaosen Chen. (2009). Consumer-factors moderating private label
brands succes: further empirical results. International Journal of Retail &
Distribution Management, Vol 37 Iss 11 pp.896-914.



UNIVERSITAS
GADJAH MADA

Analisis Faktor-Faktor yang Mempengaruhi Niat Pembelian Ulang Merek Label Pribadi Produk
Makanan dan

Minuman Kemasan

MUHAMMAD IVAN RAHARJ, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.

Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

Morwitz, V. (1997). Why consumers dont always accurately predict their own

future behavior. Marketing Letters, Vol.8 No.1, pp.57-70.

Morwitz, V. (2001). Methods for forecasting from intentions data. Norwell, MA.

Porral, C.C and, Lang, M.F. (2015). The role of manufacturer identification, brand

loyalty and image on purchase intention. British Food Journal, Vol. 117
Issue:2, pp.506-522.

Porral, C.C. & Levy-Mangin, J. (2016). Food private label brands: the role of

consumer trust on loyalty and purchase intention. British Food Journal,
Vol. 188 Issue:3, pp.679-696.

Raju, J.S, Sethuraman, R. and Dhar, S.K. (1995). The introduction and

performance of store brands. Journal of Product and Brand Marketing
Vol.5 No.1, pp.36-38.

Raju, J.S., Sethuraman, R. and Dhar, S.K. (1995). The introduction and

performance of store brands. Management Science, Vol.41 No.6, pp.957-
978.

Sanjoy, G. and Oded, L. (2001). Perceptual positioning of international, national

and private brands in a growing international market: an empirical study.
Journal of Brand Management Vol.9 No.1, pp49-62.

Sekaran, Uma & Roger Bougie. (2010). Research Methods for Business: a Skill

Building Approach. Chichester, West Sussex, UK: John Wiley and Sons,
Ltd.

Semeijin, J., Van Riel, A.C. and Ambrosini, A.B. (2004). Consumer evaluation of

store brand: effects of store image and product attributes. Journal of
Retailing and Consumer Services Vol.11 No.4, pp.247-258.

Sinha, Land Batra, R. (1999). The effect of consumer price consciousness on

private label purchase. International Journal of Research in Marketing,
Vol.16 No.3, pp.237-251.

Sproles, G.B. and Kendell, E.L. (1986). A methodology for profiling consumers'

decision making styles. Journal of Consumer Affairs, Vol.20 No.2, pp.267-
279.

Thanasuta, Kandapa. (2015). Thai Consumers' purchase decision and private label

brands. International Journal of Emerging Markets Vol.10 Iss 1 pp. 102-
121.



Analisis Faktor-Faktor yang Mempengaruhi Niat Pembelian Ulang Merek Label Pribadi Produk
Makanan dan

Minuman Kemasan o ]
MUHAMMAD IVAN RAHARJ, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
GLj\I\]%\//\%R]S\}[—QADSA Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

Tochanakarn, K. and Munkonagorn, P. (2011). Consumer behavior towards

private label brands: A study of Thai undergraduate students' experience.
Thailand.

www.warc.com. (2012, Oktober 2012). Diambil kembali dari www.warc.com:
WWW.warc.com

Yeung, R.M. and Morris, J. (2006). An empirical study of the impact of consumer
perceived risk on purchase likelihood: a modeling approach. International
Journal of Consumer Studies Vol.30 No.3, pp.294-305.

Zeithaml, V. (1988). Consumers perception of price, quality, and value: a mean-

end model and synthesis of evidence. Journal of Marketing Vol.53 No.3,
pp.2-22.



Analisis Faktor-Faktor yang Mempengaruhi Niat Pembelian Ulang Merek Label Pribadi Produk
Makanan dan

Minuman Kemasan o )
MUHAMMAD IVAN RAHARJ, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
GUAI\]IDIJ\//\%[R]S\}[&/I\)SA Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/




