
 

132 
 

DAFTAR PUSTAKA 

 

Adams, J. S. (1965). Inequity in social exchange. Advances in experimental social 

psychology, 2, 267-299.  

Allen, R. D., Seaman, S. M., & DeLascio, J. E. (2009). Emerging issues: Global 

warming claims and coverage issues. Def. Counsel J., 76, 12.  

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in practice: 

A review and recommended two-step approach. Psychological 

bulletin, 103(3), 411. 

Anderson, E. W., & Sullivan, M. W. (1993). The antecedents and consequences of 

customer satisfaction for firms. Marketing science, 12(2), 125-143.  

Andrés-Martínez, M.-E., Gómez-Borja, M.-Á., & Mondéjar-Jiménez, J.-A. (2014). 

A model to evaluate the effects of price fairness perception in online hotel 

booking. Electronic Commerce Research, 14(2), 171-187.  

Asadi, A., Khazaei Pool, J., & Reza Jalilvand, M. (2014). The effect of perceived 

price fairness through satisfaction and loyalty on international tourists’ price 

acceptance of Islamic-Iranian art products. Education, Business and Society: 

Contemporary Middle Eastern Issues, 7(4), 201-215.  

Attaran, S., & Celik, B. G. (2015). Students’ environmental responsibility and their 

willingness to pay for green buildings. International Journal of Sustainability 

in Higher Education, 16(3), 327-340.  

Ba, S., & Pavlou, P. A. (2002). Evidence of the effect of trust building technology 

in electronic markets: Price premiums and buyer behavior. MIS quarterly, 

243-268. 

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. 

Bauer, H. H., Grether, M., & Leach, M. (2002). Building customer relations over 

the Internet. Industrial Marketing Management, 31(2), 155-163. 

Bei, L.-T., & Chiao, Y.-C. (2001). An integrated model for the effects of perceived 

product, perceived service quality, and perceived price fairness on consumer 

satisfaction and loyalty. Journal of Consumer Satisfaction, Dissatisfaction 

and Complaining Behavior, 14, 125.  

Beneke, J., Flynn, R., Greig, T., & Mukaiwa, M. (2013). The influence of perceived 

product quality, relative price and risk on customer value and willingness to 

buy: a study of private label merchandise. Journal of Product & Brand 

Management, 22(3), 218-228.  

Bernués, A., Olaizola, A., & Corcoran, K. (2003). Extrinsic attributes of red meat 

as indicators of quality in Europe: an application for market segmentation. 

Food quality and preference, 14(4), 265-276.  

Blumberg, B. F., Cooper, D. R., & Schindler, P. S. (2014). Business research 

methods: McGraw-hill education. 

Bolton, L. E., Warlop, L., & Alba, J. W. (2003). Consumer perceptions of price 

(un) fairness. Journal of consumer research, 29(4), 474-491.  

Brucks, M., Zeithaml, V. A., & Naylor, G. (2000). Price and brand name as 

indicators of quality dimensions for consumer durables. Journal of the 

Academy of Marketing Science, 28(3), 359-374.  

PERAN KEADILAN HARGA SEBAGAI PEMEDIASI HUBUNGAN KUALITAS HIJAU PERSEPSIAN
TERHADAP KEPUASAN HIJAU
DAN KEPERCAYAAN HIJAU PADA LAMPU LED  (LIGHT EMITTING DIODE)
BINARIN T. A., Bayu Sutikno, S.E.,M.S.M., Ph.D.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



 

133 
 

Cagalj, M., Haas, R., & Morawetz, U. B. (2016). Effects of quality claims on 

willingness to pay for organic food: evidence from experimental auctions in 

Croatia. British food journal, 118(9), 2218-2233. 

Campbell, M. C. (2007). “Says who?!” How the source of price information and 

affect influence perceived price (un) fairness. Journal of marketing research, 

44(2), 261-271.  

Campbell, M. C. (1999). Perceptions of price unfairness: antecedents and 

consequences. Journal of marketing research, 187-199.  

Casalo, L. V., Flavián, C., & Guinalíu, M. (2007). The influence of satisfaction, 

perceived reputation and trust on a consumer's commitment to a website. 

Journal of Marketing Communications, 13(1), 1-17.  

Chan, T.-y., & Wong, C. W. (2012). The consumption side of sustainable fashion 

supply chain: Understanding fashion consumer eco-fashion consumption 

decision. Journal of Fashion Marketing and Management: An International 

Journal, 16(2), 193-215.  

Chen, Y.-S. (2010). The drivers of green brand equity: Green brand image, green 

satisfaction, and green trust. Journal of Business ethics, 93(2), 307-319.  

Chang, N.-J., & Fong, C.-M. (2010). Green product quality, green corporate image, 

green customer satisfaction, and green customer loyalty. African Journal of 

Business Management, 4(13), 2836.  

Chang, T. Z., & Wildt, A. R. (1996). Impact of product information on the use of 

price as a quality cue. Psychology & Marketing, 13(1), 55-75.  

Chapuis, J. M. (2013). A cross-cultural analysis of passenger's reactions to revenue 

and pricing management. Journal of Revenue and Pricing Management, 

12(1), 16-25.  

Chen, Y.-S., & Chang, C.-H. (2012). Enhance green purchase intentions: The roles 

of green perceived value, green perceived risk, and green trust. Management 

decision, 50(3), 502-520.  

Chen, Y.-S., & Chang, C.-H. (2013). Towards green trust: The influences of green 

perceived quality, green perceived risk, and green satisfaction. Management 

decision, 51(1), 63-82.  

Chen, Y.-S., Lai, S.-B., & Wen, C.-T. (2006). The influence of green innovation 

performance on corporate advantage in Taiwan. Journal of Business Ethics, 

67(4), 331-339.  

Chen, H. G., Yu-Chih Liu, J., Shin Sheu, T., & Yang, M. H. (2012). The impact of 

financial services quality and fairness on customer satisfaction. Managing 

Service Quality: An International Journal, 22(4), 399-421. 

Chen, Y.-S., Lin, C.-Y., & Weng, C.-S. (2015). The influence of environmental 

friendliness on green trust: The mediation effects of green satisfaction and 

green perceived quality. Sustainability, 7(8), 10135-10152.  

Chen, Y. S. (2013). Towards green loyalty: driving from green perceived value, 

green satisfaction, and green trust. Sustainable development, 21(5), 294-308.  

Chiu, C.-M., Hsu, M.-H., Lai, H., & Chang, C.-M. (2012). Re-examining the 

influence of trust on online repeat purchase intention: The moderating role of 

habit and its antecedents. Decision Support Systems, 53(4), 835-845. 

Chinomona, R., Okoumba, L., & Pooe, D. (2013). The impact of product quality on 

perceived value, trust and students’ intention to purchase electronic 

gadgets. Mediterranean Journal of Social Sciences, 4(14), 463. 

PERAN KEADILAN HARGA SEBAGAI PEMEDIASI HUBUNGAN KUALITAS HIJAU PERSEPSIAN
TERHADAP KEPUASAN HIJAU
DAN KEPERCAYAAN HIJAU PADA LAMPU LED  (LIGHT EMITTING DIODE)
BINARIN T. A., Bayu Sutikno, S.E.,M.S.M., Ph.D.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



 

134 
 

Chung, J. Y., & Petrick, J. F. (2013). Price fairness of airline ancillary fees: An 

attributional approach. Journal of Travel Research, 52(2), 168-181.  

Clarke, M. E. (1938). Cognition and Affection in the Experience of Value. The 

Journal of Philosophy, 35(1), 5-18.  

Dai, B. (2010). The Impact of Perceived Price Fairness of Dynamic Pricing on 

Customer Satisfaction and Behavioral Intentions: The Moderating Role of 

Customer Loyalty. Auburn University.    

Dapkevicius, A., & Melnikas, B. (2009). Influence of price and quality to customer 

satisfaction: Neuromarketing approach. Mokslas: Lietuvos Ateitis, 1(3), 17.  

Danes, J. E., & Lindsey-Mullikin, J. (2012). Expected product price as a function 

of factors of price ensitivity. Journal of Product & Brand Management, 21(4), 

293-300. 

Daughety, A. F., & Reinganum, J. F. (2008). Imperfect competition and quality 

signalling. The RAND Journal of Economics, 39(1), 163-183. 

Dekhili, S., & Achabou, M. A. (2013). Price fairness in the case of green products: 

enterprises' policies and consumers' perceptions. Business Strategy and the 

Environment, 22(8), 547-560.  

Dunham, B. (2011). The role for signaling theory and receiver psychology in 

marketing. In Evolutionary psychology in the business sciences (pp. 225-

256): Springer. 

Erevelles, S., Roy, A., & Yip, L. S. (2001). The universality of the signal theory for 

products and services. Journal of Business Research, 52(2), 175-187.  

Espejel, J., Fandos, C., & Flavián, C. (2007). The role of intrinsic and extrinsic 

quality attributes on consumer behaviour for traditional food products. 

Managing Service Quality: An International Journal, 17(6), 681-701. 

Fornell, C., Johnson, M. D., Anderson, E. W., Cha, J., & Bryant, B. E. (1996). The 

American customer satisfaction index: nature, purpose, and findings. the 

Journal of Marketing, 7-18. 

Ganesan, S. (1994). Determinants of long-term orientation in buyer-seller 

relationships. The Journal of Marketing, 1-19.  

Gang, D.-J., Lin, W., Qi, Z., & Yan, L.-L. (2012). Neuromarketing: marketing 

through science. Paper presented at the Service Sciences (IJCSS), 2012 

International Joint Conference on. 

Garbarino, E., & Johnson, M. S. (1999). The different roles of satisfaction, trust, 

and commitment in customer relationships. The Journal of Marketing, 70-87.  

Garbarino, E., & Lee, O. F. (2003). Dynamic pricing in internet retail: effects on 

consumer trust. Psychology & Marketing, 20(6), 495-513. 

Giovanis, A., Athanasopoulou, P., & Tsoukatos, E. (2015). The role of service 

fairness in the service quality–relationship quality–customer loyalty chain: 

An empirical study. Journal of Service Theory and Practice, 25(6), 744-776. 

Glaenzer, E. (2016). Are the Brain and the Mind One? Neuromarketing and How 

Consumers Make Decisions.  

 Grewal, D. (1995). Product quality expectations: Towards an understanding of 

their antecedents and consequences. Journal of business and Psychology, 

9(3), 225-240. 

Gunter, B., Nicholas, D., Huntington, P., & Williams, P. (2002, August). Online 

versus offline research: implications for evaluating digital media. In Aslib 

Proceedings (Vol. 54, No. 4, pp. 229-239). MCB UP Ltd. 

PERAN KEADILAN HARGA SEBAGAI PEMEDIASI HUBUNGAN KUALITAS HIJAU PERSEPSIAN
TERHADAP KEPUASAN HIJAU
DAN KEPERCAYAAN HIJAU PADA LAMPU LED  (LIGHT EMITTING DIODE)
BINARIN T. A., Bayu Sutikno, S.E.,M.S.M., Ph.D.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



 

135 
 

Haghighi, M., Dorosti, A., Rahnama, A., & Hoseinpour, A. (2012). Evaluation of 

factors affecting customer loyalty in the restaurant industry. African Journal 

of Business Management, 6(14), 5039.  

Hair, J., Black, W., Babin, B., & Anderson, R. (2010). Multivariate Data Analysis 

Seventh Edition Prentice Hall.  

Han, H., & Hyun, S. S. (2015). Customer retention in the medical tourism industry: 

Impact of quality, satisfaction, trust, and price reasonableness. Tourism 

Management, 46, 20-29.  

Han, H., & Kim, W. (2009). Outcome Of Relational Benefits: Restaurant 

Customers'perspective. Journal of Travel & Tourism Marketing, 26(8), 820-

835.  

Hanaysha, J. (2016). Testing the effects of food quality, price fairness, and physical 

environment on customer satisfaction in fast food restaurant industry. Journal 

of Asian Business Strategy, 6(2), 31-40.  

Hartmann, A., & Caerteling, J. (2010). Subcontractor procurement in construction: 

the interplay of price and trust. Supply chain management: an international 

journal, 15(5), 354-362.  

Hassan, M., Hassan, S., Nawaz, M. S., & Aksel, I. (2013). Measuring customer 

satisfaction and loyalty through service fairness, service quality and price 

fairness perception: An empirical study of Pakistan mobile 

telecommunication sector. Science International, 25(4), 971-980.  

Hayes, A. F. (2013). Introduction to mediation, moderation, and conditional process 

analysis: A regression-based approach: Guilford Press. 

Helm, S. V. (2013). How corporate reputation affects customers’ reactions to price 

increases. Journal of Revenue and Pricing Management, 12(5), 402-415. 

Herrmann, A., Xia, L., Monroe, K. B., & Huber, F. (2007). The influence of price 

fairness on customer satisfaction: an empirical test in the context of 

automobile purchases. Journal of Product & Brand Management, 16(1), 49-

58.  

Hinner, M. B. (2016). Relationships and trust in perceiving price fairness: an 

exploratory study 1. Economics and Business Review, 2(2), 54. 

Hofstede, G., & Hofstede, G. (1994). Cultures and Organizations: Software ofthe 

Mind: Intercultural Cooperation and Its Importancefor Survival. 

Huber, F., Herrmann, A., & Wricke, M. (2001). Customer satisfaction as an 

antecedent of price acceptance: results of an empirical study. Journal of 

Product & Brand Management, 10(3), 160-169.  

Homburg, C., Hoyer, W. D., & Koschate, N. (2005). Customers’ reactions to price 

increases: do customer satisfaction and perceived motive fairness matter? 

Journal of the Academy of Marketing Science, 33(1), 36-49.  

Huber, F., Herrmann, A., & Wricke, M. (2001). Customer satisfaction as an 

antecedent of price acceptance: results of an empirical study. Journal of 

Product & Brand Management, 10(3), 160-169. 

   Huddleston, P., Whipple, J., Nye Mattick, R., & Jung Lee, S. (2009). Customer 

satisfaction in food retailing: comparing specialty and conventional grocery 

stores. International Journal of Retail & Distribution Management, 37(1), 

63-80.  

 

PERAN KEADILAN HARGA SEBAGAI PEMEDIASI HUBUNGAN KUALITAS HIJAU PERSEPSIAN
TERHADAP KEPUASAN HIJAU
DAN KEPERCAYAAN HIJAU PADA LAMPU LED  (LIGHT EMITTING DIODE)
BINARIN T. A., Bayu Sutikno, S.E.,M.S.M., Ph.D.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



 

136 
 

Huppertz, J. W., Arenson, S. J., & Evans, R. H. (1978). An application of equity 

theory to buyer-seller exchange situations. Journal of marketing research, 

250-260.  

Hyun, S. S. (2010). Predictors of relationship quality and loyalty in the chain 

restaurant industry. Cornell Hospitality Quarterly, 51(2), 251-267.  

Jiang, P., & Rosenbloom, B. (2005). Customer intention to return online: price 

perception, attribute-level performance, and satisfaction unfolding over time. 

European Journal of Marketing, 39(1/2), 150-174.  

Jin, N., Jin, N., Line, N. D., Line, N. D., Merkebu, J., & Merkebu, J. (2016). The 

effects of image and price fairness: A consideration of delight and loyalty in 

the waterpark industry. International Journal of Contemporary Hospitality 

Management, 28(9), 1895-1914.  

Jo, A. (2013). Perceived price fairness of sport consumers. The Florida State  

University.    

Joshi, Y., & Rahman, Z. (2015). Factors affecting green purchase behaviour and 

future research directions. International Strategic Management Review, 3(1), 

128-143.  

Kahneman, D., Knetsch, J. L., & Thaler, R. (1986). Fairness as a constraint on profit 

seeking: Entitlements in the market. The American economic review, 728-

741.  

Kaufmann, H. R., Panni, M. F. A. K., & Orphanidou, Y. (2012). Factors Affecting 

Consumers'green Purchasing Behavior: An Integrated Conceptual 

Framework. Amfiteatru Economic, 14(31), 50.  

Kaura, V., Durga Prasad, C. S., & Sharma, S. (2015). Service quality, service 

convenience, price and fairness, customer loyalty, and the mediating role of 

customer satisfaction. International Journal of Bank Marketing, 33(4), 404-

422.  

Kim, W. G., Lee, Y.-K., & Yoo, Y.-J. (2006). Predictors of relationship quality and 

relationship outcomes in luxury restaurants. Journal of Hospitality & Tourism 

Research, 30(2), 143-169. Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A 

trust-based consumer decision-making model in electronic commerce: The 

role of trust, perceived risk, and their antecedents. Decision Support Systems, 

44(2), 544-564. 

 Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A trust-based consumer decision-

making model in electronic commerce: The role of trust, perceived risk, and 

their antecedents. Decision support systems, 44(2), 544-564. 

Kim, T. T., Kim, W. G., & Kim, H.-B. (2009). The effects of perceived justice on 

recovery satisfaction, trust, word-of-mouth, and revisit intention in upscale 

hotels. Tourism Management, 30(1), 51-62. 

Kim, D. J. (2012). An investigation of the effect of online consumer trust on 

expectation, satisfaction, and post-expectation. Information Systems and E-

Business Management, 10(2), 219-240.  

 Kolar, E. (2014). Neuromarketing and marketing management: contributions of 

neuroscience for the traditional marketing mix. University of Twente 

Konuk, F. A., Rahman, S. U., & Salo, J. (2015). Antecedents of green behavioral 

intentions: a cross‐country study of Turkey, Finland and Pakistan. 

International Journal of Consumer Studies, 39(6), 586-596.  

PERAN KEADILAN HARGA SEBAGAI PEMEDIASI HUBUNGAN KUALITAS HIJAU PERSEPSIAN
TERHADAP KEPUASAN HIJAU
DAN KEPERCAYAAN HIJAU PADA LAMPU LED  (LIGHT EMITTING DIODE)
BINARIN T. A., Bayu Sutikno, S.E.,M.S.M., Ph.D.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



 

137 
 

Konuk, F. A. (2018). The role of store image, perceived quality, trust and perceived 

value in predicting consumers’ purchase intentions towards organic private 

label food. Journal of Retailing and Consumer Services, 43, 304-310. 

Kottier, W. G. (2014). The added value of neuromarketing tools in the area of 

marketing research (Bachelor's thesis, University of Twente). 

Krystallis, A., & Chryssohoidis, G. (2005). Consumers' willingness to pay for 

organic food: Factors that affect it and variation per organic product type. 

British Food Journal, 107(5), 320-343.  

Kumar, P., & Ghodeswar, B. M. (2015). Factors affecting consumers’ green 

product purchase decisions. Marketing Intelligence & Planning, 33(3), 330-

347.  

Kwon, J., & Vogt, C. (2008). Identifying the Effect of Cognitive, Affective, and 

Behavioral Components on Residents' Attitude Towrds Place Marketing 

Paper presented at the Proceedings of the 2008 Northeastern Recreation 

Research Symposium. 

Laroche, M., Bergeron, J., & Barbaro-Forleo, G. (2001). Targeting consumers who 

are willing to pay more for environmentally friendly products. Journal of 

Consumer Marketing, 18(6), 503-520.  

Lavidge, R. J., & Steiner, G. A. (2000). A model for predictive measurements of 

advertising effectiveness. Advertising & Society Review, 1(1).  

Lee, K. (2009). Gender differences in Hong Kong adolescent consumers' green 

purchasing behavior. Journal of Consumer Marketing, 26(2), 87-96.  

Lee, S., Illia, A., & Lawson-Body, A. (2011). Perceived price fairness of dynamic 

pricing. Industrial Management & Data Systems, 111(4), 531-550. 

Leelakulthanit, O. (2014). The Factors Affecting The Adoption Of LED Lamps. 

The International Business & Economics Research Journal (Online), 13(4), 

757.  

Levin, I. P., & Gaeth, G. J. (1988). How consumers are affected by the framing of 

attribute information before and after consuming the product. Journal of 

consumer research, 15(3), 374-378.  

Lichtenstein, D. R., Ridgway, N. M., & Netemeyer, R. G. (1993). Price 

perceptions and consumer shopping behavior: a field study. Journal of 

marketing research, 234-245.  

Lin, M.-Q., & Chiang, Y.-F. (2010). The influence of store environment on 

perceived experiential value and behavior intention. Asia Pacific 

Management Review, 15(2), 281-299.  

Maiga, A. S., & Jacobs, F. A. (2005). Antecedents and consequences of quality 

performance. Behavioral Research in Accounting, 17(1), 111-131. 

Manget, J., Roche, C., & Münnich, F. (2009). Capturing the green advantage for 

consumer companies. The Boston Consulting Group, 13.  

Martín-Consuegra, D., Molina, A., & Esteban, Á. (2007). An integrated model of 

price, satisfaction and loyalty: an empirical analysis in the service sector. 

Journal of Product & Brand Management, 16(7), 459-468.  

Martínez, P. (2015). Customer loyalty: exploring its antecedents from a green 

marketing perspective. International Journal of Contemporary Hospitality 

Management, 27(5), 896-917.  

PERAN KEADILAN HARGA SEBAGAI PEMEDIASI HUBUNGAN KUALITAS HIJAU PERSEPSIAN
TERHADAP KEPUASAN HIJAU
DAN KEPERCAYAAN HIJAU PADA LAMPU LED  (LIGHT EMITTING DIODE)
BINARIN T. A., Bayu Sutikno, S.E.,M.S.M., Ph.D.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



 

138 
 

Martins, M. O. (1995). An experimental investigation of the effects of perceived 

price fairness on perceptions of sacrifice and value. University of Illinois at 

Urbana-Champaign.   

Masrek, M. N., Halim, M. S. A., Khan, A., & Ramli, I. (2018). The Impact of 

Perceived Credibility and Perceived Quality on Trust and Satisfaction in 

Mobile Banking Context. Asian Economic and Financial Review, 8(7), 1013-

1025.  

Matzler, Kurt, Andreas Würtele, and Birgit Renzl. "Dimensions of price 

satisfaction: a study in the retail banking industry." International Journal of 

Bank Marketing 24.4 (2006): 216-231. 

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An integrative model of 

organizational trust. Academy of management review, 20(3), 709-734.  

Meirovich, G., Bahnan, N., & Haran, E. (2013). The impact of quality and emotions 

in customer satisfaction. Journal of Applied Management and 

Entrepreneurship, 18(1), 27.  

Moisander, J. (2007). Motivational complexity of green consumerism. 

International journal of consumer studies, 31(4), 404-409. 

Mutonyi, S., Beukel, K., Gyau, A., & Hjortsø, C. N. (2016). Price satisfaction and 

producer loyalty: the role of mediators in business to business relationships 

in Kenyan mango supply chain. British Food Journal, 118(5), 1067-1084.  

Naiyi, Y. (2004). Dimensions of consumer's perceived risk in online shopping. 

Journal of Electronic Science and Technology, 2(3), 177-182.  

Namkung, Y., & Jang, S. C. (2010). Effects of perceived service fairness on 

emotions, and behavioral intentions in restaurants. European Journal of 

Marketing, 44(9/10), 1233-1259. 

Naquin, C. E., Kurtzberg, T. R., & Krishnan, A. (2015). Fairness judgments and 

counterfactual thinking: pricing goods versus services. International Journal 

of Organizational Analysis, 23(2), 174-190.  

Nazari, E., Ghasemi, B., & Saeidi, S. S. (2015). Explain the relationship between 

green brand image, green satisfaction and green trust and factors affecting on 

green brand equity. Bulletin of The Georgian National Academy of 

Sciences, 9(1), 487-494. 

Neuman, L. W. (2002). Social research methods: Qualitative and quantitative  

approaches.  

Nguyen, B., “Phil” Klaus, P., & Simkin, L. (2014). It’s just not fair: exploring  

the effects of firm customization on unfairness perceptions, trust and  

loyalty. Journal of Services Marketing, 28(6), 484-497. 

Oh, H. (2000). The effect of brand class, brand awareness, and price on customer 

value and behavioral intentions. Journal of Hospitality & Tourism Research, 

24(2), 136-162.  

Oh, H. (2003). Price fairness and its asymmetric effects on overall price, quality, 

and value judgments: the case of an upscale hotel. Tourism Management, 

24(4), 387-399.  

Oliver, R. L. (1977). Effect of expectation and disconfirmation on postexposure 

product evaluations: An alternative interpretation. Journal of applied 

psychology, 62(4), 480. 

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

satisfaction decisions. Journal of marketing research, 460-469.  

PERAN KEADILAN HARGA SEBAGAI PEMEDIASI HUBUNGAN KUALITAS HIJAU PERSEPSIAN
TERHADAP KEPUASAN HIJAU
DAN KEPERCAYAAN HIJAU PADA LAMPU LED  (LIGHT EMITTING DIODE)
BINARIN T. A., Bayu Sutikno, S.E.,M.S.M., Ph.D.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



 

139 
 

Oliver, R. L., & Swan, J. E. (1989). Consumer perceptions of interpersonal equity 

and satisfaction in transactions: a field survey approach. The Journal of 

Marketing, 21-35. 

Olsen, S. O. (2002). Comparative evaluation and the relationship between quality, 

satisfaction, and repurchase loyalty. Journal of the academy of marketing 

science, 30(3), 240-249. 

Osborne, J. W., & Overbay, A. (2004). The power of outliers (and why researchers 

should always check for them). Practical assessment, research & 

evaluation, 9(6), 1-12. 

Ottman, J. A., Stafford, E. R., & Hartman, C. L. (2006). Avoiding green marketing 

myopia: ways to improve consumer appeal for environmentally preferable 

products. Environment: Science and Policy for Sustainable Development, 

48(5), 22-36.  

Padula, G., & Busacca, B. (2005). The asymmetric impact of price-attribute 

performance on overall price evaluation. International Journal of Service 

Industry Management, 16(1), 28-54. 

Parasuraman, A., Berry, L. L., & Zeithaml, V. A. (1991). Perceived service quality 

as a customer‐based performance measure: An empirical examination of 

organizational barriers using an extended service quality model. Human 

Resource Management, 30(3), 335-364.  

Pedraja Iglesias, M., & Jesus Yagüe Guillén, M. (2004). Perceived quality and 

price: their impact on the satisfaction of restaurant customers. International 

Journal of Contemporary Hospitality Management, 16(6), 373-379.  

Polonsky, M. (1994). An introduction to green marketing, electronic green journal, 

Vol. 1: Issue. 

Punyatoya, P. (2015). Effect of perceived brand environment-friendliness on Indian 

consumer attitude and purchase intention: An integrated model. Marketing 

Intelligence & Planning, 33(3), 258-275. 

Purwanto, B. M. (2002). The effect of salesperson stress factors on job 

performance. Journal of Indonesian Economy and 

Business, 17(2).Rheinhardt, F. (2007). Harvard business review on green 

business strategy: Harvard Business School Press. 

Ribbink, D., Van Riel, A. C., Liljander, V., & Streukens, S. (2004). Comfort your 

online customer: quality, trust and loyalty on the internet. Managing Service 

Quality: An International Journal, 14(6), 446-456.  

Segerstedt, A., Olofsson, T., Hartmann, A., & Caerteling, J. (2010). Subcontractor 

procurement in construction: the interplay of price and trust. Supply chain 

management: an international journal, 15(5), 354-362.  

Sekaran, U., & Bougie, R. J. (2016). Research methods for business: A skill 

building approach: John Wiley & Sons. 

Shankar, V., Smith, A. K., & Rangaswamy, A. (2003). Customer satisfaction and 

loyalty in online and offline environments. International journal of research 

in marketing, 20(2), 153-175.  

Shih-Tse Wang, E., & Tsai, B.-K. (2014). Consumer response to retail performance 

of organic food retailers. British Food Journal, 116(2), 212-227.  

Sinha, I., & Batra, R. (1999). The effect of consumer price consciousness on private 

label purchase. International journal of research in marketing, 16(3), 237-

251.  

PERAN KEADILAN HARGA SEBAGAI PEMEDIASI HUBUNGAN KUALITAS HIJAU PERSEPSIAN
TERHADAP KEPUASAN HIJAU
DAN KEPERCAYAAN HIJAU PADA LAMPU LED  (LIGHT EMITTING DIODE)
BINARIN T. A., Bayu Sutikno, S.E.,M.S.M., Ph.D.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



 

140 
 

Sriwaranun, Y., Gan, C., Lee, M., & Cohen, D. A. (2015). Consumers’ willingness 

to pay for organic products in Thailand. International Journal of Social 

Economics, 42(5), 480-510.  

Suchánek, P., Richter, J., & Králová, M. (2014). Customer satisfaction, product 

quality and performance of companies. Review of Economic Perspectives, 

14(4), 329-344. 

Sweeney, J. C., Soutar, G. N., & Johnson, L. W. (1999). The role of perceived risk 

in the quality-value relationship: a study in a retail environment. Journal of 

Retailing, 75(1), 77-105.  

Tahir, H., Waggett, C., & Hoffman, A. (2013). Antecedents of Customer 

Satisfaction: An E-CRM Framework. Journal of Business and Behavior 

Sciences, 25(2), 112.  

Tellis, G. J., & Gaeth, G. J. (1990). Best value, price-seeking, and price aversion: 

The impact of information and learning on consumer choices. The Journal of 

Marketing, 34-45. 

 Townsend, A. K. (2006). Green business: A five-part model for creating an 

environmentally responsible company: Schiffer Pub Ltd. 

Trivedi, R. H., Patel, J. D., & Savalia, J. R. (2015). Pro-environmental behaviour, 

locus of control and willingness to pay for environmental friendly products. 

Marketing Intelligence & Planning, 33(1), 67-89.  

Tung, S.-J., Shih, C.-C., Wei, S., & Chen, Y.-H. (2012). Attitudinal inconsistency 

toward organic food in relation to purchasing intention and behavior: An 

illustration of Taiwan consumers. British Food Journal, 114(7), 997-1015.  

Vlosky, R. P., Ozanne, L. K., & Fontenot, R. J. (1999). A conceptual model of US 

consumer willingness-to-pay for environmentally certified wood products. 

Journal of Consumer Marketing, 16(2), 122-140.  

Voss, G. B., Parasuraman, A., & Grewal, D. (1998). The roles of price, 

performance, and expectations in determining satisfaction in service 

exchanges. The Journal of Marketing, 46-61.  

Watson, A. P. (1998). Customer satisfaction, product quality, service quality and 

image: findings in a commodity industry (Doctoral dissertation, Nova 

Southeastern University). 

Wei, C. F., Bruce, C. Y. L., Kou, T. C., & Wu, C. K. (2012). Green marketing: the 

roles of appeal type and price level. Asian Social Science, 8(12), 1792-7544. 

Weisstein, F. L. (2009). Price Promotion Framing Effects on Consumers' 

Perceptions of Dynamic Pricing. University of Illinois at Urbana-Champaign.    

Williams, L. J., Vandenberg, R. J., & Edwards, J. R. (2009). 12 structural equation 

modeling in management research: a guide for improved analysis. The 

Academy of Management Annals,3(1), 543-604. 

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.  

Xu, L., Blankson, C., & Prybutok, V. (2017). Relative contributions of product 

quality and service quality in the automobile industry. The Quality 

Management Journal, 24(1), 21.  

Ye, Q., Li, H., Wang, Z., & Law, R. (2014). The influence of hotel price on 

perceived service quality and value in e-tourism: an empirical investigation 

based on online traveler reviews. Journal of Hospitality & Tourism Research, 

38(1), 23-39.  

PERAN KEADILAN HARGA SEBAGAI PEMEDIASI HUBUNGAN KUALITAS HIJAU PERSEPSIAN
TERHADAP KEPUASAN HIJAU
DAN KEPERCAYAAN HIJAU PADA LAMPU LED  (LIGHT EMITTING DIODE)
BINARIN T. A., Bayu Sutikno, S.E.,M.S.M., Ph.D.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



 

141 
 

Yoon, E., & Kijewski, V. (1997). Dynamics of the relationship between product 

features, quality evaluation, and pricing. Pricing strategy and Practice, 5(2), 

45-60.  

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a means-

end model and synthesis of evidence. The Journal of Marketing, 2-22.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

PERAN KEADILAN HARGA SEBAGAI PEMEDIASI HUBUNGAN KUALITAS HIJAU PERSEPSIAN
TERHADAP KEPUASAN HIJAU
DAN KEPERCAYAAN HIJAU PADA LAMPU LED  (LIGHT EMITTING DIODE)
BINARIN T. A., Bayu Sutikno, S.E.,M.S.M., Ph.D.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



 

142 
 

Daftar Laman 

Altena, W. (2011). Stimulating the transition to LED lighting in Asia. Diakses pada 

8 November 2017. 

https://www.erim.eur.nl/fileadmin/centre_content/china_business/811_Alten

a.pdf 

Asia, I. I. F. E. C. i. (2016). Regional Efficient Lighting Market Assessment In 

ASEAN. Diakses pada 8 November 2017. 

https://www.lites.asia/files/otherfiles/0000/0469/Regional_efficient_lighting

_market_assessment_in_ASEAN_annex-included_3Nov2016.pdf 

Bank, T. W. (2016). Household final consumption expenditure. Diakses pada 8 

November 2017. https://data.worldbank.org/indicator/NE.CON.PRVT.CD 

Cadmus. (2015). Massachusetts Spring 2014 Survey Results: FINAL Report. 

Diakses pada 8 November 2017. http://ma-eeac.org/wordpress/wp-

content/uploads/Residential-Lighting-Consumer-Survery-Final-Report.pdf 

Dumaine, B. (2014). Is Apple "greener" than Starbucks? Diakses pada 8 November 

2017. http://fortune.com/2014/06/24/50-best-global-green-brands-2014/ 

Hsu, A., Alexandre, N., Cohen, S., Jao, P., Khusainova, E., & Mosteller, D. (2016). 

Environmental Performance Index. New Haven, CT: Yale University. 

Diakses pada 8 November 2017. http://epi.yale.edu/country-ranking 

Indonesia Green Product, U. (2015). Produk Hijau Indonesia. Diakses pada 8 

November 2017. http://www.indonesiagreenproduct.com/produk-hijau-

indonesia/ 

Map, C. H. (2007). Global Warming Effect Around the World. Diakses pada 8 

November 2017. http://www.climatehotmap.org/about/global-warming-

causes.html 

Nielsen. (2015). Green Generation: Millenials Say Sustainability Is A Shopping 

Priority. Diakses pada 8 November 2017. 

http://www.nielsen.com/id/en/insights/news/2015/green-generation-

millennials-say-sustainability-is-a-shopping-priority.html 

Perindustrian, K. (2013). Kemenperin: Indonesia Impor 250 Juta Lampu Tiap 

Tahun. Diakses pada 8 November 2017.                                        

http://kemenperin.go.id/artikel/6194/Indonesia-Impor-250-Juta-Lampu-

Tiap-Tahun 

Portal, T. S. P. D. (2014). Countries with highest Primary Energy Consumption 

Dataset. Diakses pada 8 November 2017. http://www.tsp-data-

portal.org/TOP-20-Consumer-per-capita 

Sustainability, S. I. E. C. T. i. (2012). Consumer Trends in Sustainability. Diakses 

pada 8 November 2017. 

https://www.solarcity.com/sites/default/files/reports/reports-consumer-

trends-in-sustainability.pdf 

Tempo. (2016). Wajib LED Terganjal Laboratorium Uji. Diakses pada 8 November 

2017. https://bisnis.tempo.co/read/804438/wajib-led-terganjal-laboratorium-

uji 

Tempo. (2017). Pemerintah Dinilai Kurang Serius Tanggapi Sertifikasi Lampu 

LED Diakses pada 8 November 2017. 

https://bisnis.tempo.co/read/887968/pemerintah-dinilai-kurang-serius-

tanggapi-sertifikasi-lampu-led 

PERAN KEADILAN HARGA SEBAGAI PEMEDIASI HUBUNGAN KUALITAS HIJAU PERSEPSIAN
TERHADAP KEPUASAN HIJAU
DAN KEPERCAYAAN HIJAU PADA LAMPU LED  (LIGHT EMITTING DIODE)
BINARIN T. A., Bayu Sutikno, S.E.,M.S.M., Ph.D.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/

http://ma-eeac.org/wordpress/wp-content/uploads/Residential-Lighting-Consumer-Survery-Final-Report.pdf
http://ma-eeac.org/wordpress/wp-content/uploads/Residential-Lighting-Consumer-Survery-Final-Report.pdf
http://epi.yale.edu/country-ranking
https://bisnis.tempo.co/read/804438/wajib-led-terganjal-laboratorium-uji
https://bisnis.tempo.co/read/804438/wajib-led-terganjal-laboratorium-uji


 

143 
 

TRC. (2013). Customer Lighting Preferences. Diakses pada 8 November 2017. 

https://www.energystar.gov/ia/partners/manuf_res/downloads/Customer_Li

ghting_Preferences_Lit%20Review.pdf?d519-671a  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

PERAN KEADILAN HARGA SEBAGAI PEMEDIASI HUBUNGAN KUALITAS HIJAU PERSEPSIAN
TERHADAP KEPUASAN HIJAU
DAN KEPERCAYAAN HIJAU PADA LAMPU LED  (LIGHT EMITTING DIODE)
BINARIN T. A., Bayu Sutikno, S.E.,M.S.M., Ph.D.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/


