PENGARUH ISYARAT KUALITAS PRODUK TERHADAP PERSEPSI NILAI PADA PRODUK
BERTEKNOLOGI TINGGI DENGAN

HARGA SEBAGAI VARIABEL MODERASI

PUPUT HARPA MANTRA, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

UNIVERSITAS ) . . . . . ) .
GADJAH MADA Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

DAFTAR PUSTAKA

Acebron, L.B. and Dopico, D.C. (2000), “The importance of intrinsic and
extrinsic cues to expected and experienced quality: an empirical
application for beef”, Food Quality and Preference, Vol. 11 No. 3, pp.
229-238.

Akshay, R.R. and Monroe, K.B. (1988), “The moderating effect of prior
knowledge on cue utilization in product evaluations”, Journal of
Consumer Research, Vol. 15,pp. 253-64.

Alba, J.W. (2000), “Dimensions of consumer expertise or lack there of”, in Hoch,
S.J. and Meyer, R.J. (Eds), Advances in Consumer Research, Vol. 27,
Association for Consumer Research, Provo, UT, pp. 1-9.

Churchill, G.A. (1995), Marketing Research: Methodological Foundations, 6th
ed., Dryden Press, Fort Worth, TX

Creswell, J. 1994. Research design: Qualitative and quantitative approaches.
London: Sage.

Cronin, J.J., Brady, M.K. and Hult, G.T.M. (2000), “Assessing the effect of
quality, value, and customer satisfaction on consumer behavioral
intentions in service environments”, Journal of Retailing, Vol. 76 No. 2,
pp. 193-218.

Dahlgaard-Park, S.M. (2007), “Our dreams of excellence — learning from the past
and architecturing the future, guest editorial”, Journal of Management
History, Vol. 13 No. 4, p. 306.

Dawes, John (2008), "Do Data Characteristics Change According to the number
of scale points used? An experiment using 5-point, 7-point and 10-point
scales," International Journal of Market Research, 50 (1), 61-77.

de Waal, A.A (2012), “Characteristics of high  performance
organisations”, Business Management and Strategy, Vol. 3 No. 1,
pp. 14-31.

de Waal, A.A. and Frijns, M. (2009), “Working on high performance in Asia: the
case of Nabil Bank”, Measuring Business Excellence, Vol. 13 No. 3,
pp. 29-38.

Dawar, N. And Parker, P. (1994), “ Marketing universals. Consumer’s use of
brand name, price, physical appearance, and retail reputation as a signal of
product quality”. Journal of Marketing, Vol.58, April, pp. 81-95

52



PENGARUH ISYARAT KUALITAS PRODUK TERHADAP PERSEPSI NILAI PADA PRODUK
BERTEKNOLOGI TINGGI DENGAN

HARGA SEBAGAI VARIABEL MODERASI

PUPUT HARPA MANTRA, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

UNIVERSITAS ) . . . . . ) .
GADJAH MADA Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

Devlin, J.F. (2002), “Customer knowledge and choice criteria in retail banking”,
Journal of Strategic Marketing, VVol. 10No. 4, pp. 273-290.

Dodds, W.B., Monroe, K.B. and Grewal, D. (1991), “Effects of price, brand and
store information on buyer’s product evaluations”, Journal of Marketing
Research, Vol. 28, August, pp. 307-19.

Fiore, A.M. and Damhorst, M.L. (1992), “Intrinsic cues as predictors of perceived
quality of apparel”, Journal of Consumer Satisfaction, Dissatisfaction and
Complaining Behavior,Vol. 5, pp. 168-78.

Grewal, D., Monroe, K.B. and Grishna, R. (1998), “The effects of price
comparison advertising on buyers’perceptions of acquisition value,
transaction value, and behavioural intentions”, Journal of Marketing, Vol.
62,pp. 46-59.

Hatch, K.L. and Roberts, J.A. (1985), “Use of intrinsic and extrinsic cues to assess
textile product quality”, Journal of Consumer Studies & Home Economics,
Vol. 9 No. 4, pp. 341-57.

Holbrook, M.B. (1996), “Customer value — a framework for analysis and
research”, Advances in Consumer Research,Vol. 23, pp. 138-42.

John W. Creswell, Research design: Qualitative, Quantitative, and Mixed
Methods Approaches, SAGE, 2003.

Kardes, F.R., Kim, J. and Lim, J.S. (2001), “Consumer expertise and the
perceived diagnosticity of inferences”, in Sherry, J.F. and Sternthal, B.
(Eds), Advances in Consumer Research, VVol. 19, Association for Consumer
Research,Provo, UT, pp. 407-410.

Lee, M. and Lou, C.C. (1996), “Consumer reliance on intrinsic and extrinsic cues
in product evaluations: a conjoint approach”, Journal of Applied Business
Research,Vol. 12 No. 1, pp. 21-30.

Lichtenstein, D. R. And Burton, S. (1989), “Then relationship between perceived
and objective price-quality”, Journal of Marketing Research, Vol. 26,
November, pp. 429-43

Likert, Rensis (1932), "A Technique for the Measurement of Attitudes"”, Archives
of Psychology 140: 1-55

Lindgreen, A., Michael, A., Palmer, R. and van Heesch, T.(2009), “High-tech
innovative products: identifying and meeting business customers’ value

53



UNIVERSITAS
GADJAH MADA

PENGARUH ISYARAT KUALITAS PRODUK TERHADAP PERSEPSI NILAI PADA PRODUK
BERTEKNOLOGI TINGGI DENGAN

HARGA SEBAGAI VARIABEL MODERASI

PUPUT HARPA MANTRA, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

needs”, Journal of Business and Industrial Marketing, Vol. 24 Nos 3/4,pp.
182-97.

Lowengart, O. (2002), ‘‘Reference price conceptualisations: an integrative
framework of analysis’’, Journal of Marketing Management, Vol. 18, pp.
145-71.

Mannukka, Juha and Jarvi, Penitti. (2012). “The Price-Category Effect and The
Formation of Customer Value of High-Tech Product”, Journal of Customer
Marketing. pp. 293-301

Monroe, K. (2005), Pricing: Making Profitable Decisions, 3rd international
edition, McGraw-Hill, New York, NY. Organisation for Economic Co-
operation and Development (2005), Science, Technology and Industry
Scoreboard, available at: www.sourceoecd.org/scoreboard

Monroe, K.B. (1990), Pricing: Making Profitable Decisions, McGraw-Hill, New
York, NY.

Monroe, K.B. and Krishnan, R. (1985), “The effect of price on subjective
evaluations”, in Jacoby, J. And Olsson, J.(Eds), Perceived Quality,
Lexington Books, Lexington, MA, pp. 209-32

Monroe, K.B. and Venkatesa, M.(1969), “The concept of price limits and
psychophysical measurement : laboratory experiment”, in McDonald, P.R.
(Ed.), Fall Conference Proceedings, American Marketing Association,
American Marketing Association, Chicago, IL, pp. 345-51

Naumann, E. and Jackson, D.W. (1999), “One more time: how do you satisfy
customers?”, Business Horizons, May-June,pp. 71-6.

Neuman, W.Lawrence. 2006. Social Research Methods: Qualitative and
Quantitative Approach. USA:University of Wisconsin.

Olson, J.C. and Jacoby, J. (1972), “Cue utilization in the quality perception
process”, in Venkatesan, M. (Ed.), Proceedings of the Third Annual
Conference of the Association for Consumer Research, Association for
Consumer Research, lowa City, 1A, pp. 167-79.

Peterson, R.T. and Yang, Z. (2004), “Customer perceived value, satisfaction, and

loyalty: the role of switching costs”, Psychology and Marketing, Vol. 21
No. 10, pp. 799-822.

54


http://www.sourceoecd.org/scoreboard

PENGARUH ISYARAT KUALITAS PRODUK TERHADAP PERSEPSI NILAI PADA PRODUK
BERTEKNOLOGI TINGGI DENGAN

HARGA SEBAGAI VARIABEL MODERASI

PUPUT HARPA MANTRA, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

UNIVERSITAS ) . . . . . ) .
GADJAH MADA Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

Peterson, R.A. and Wilson, W.R. (1985), “Perceived risk and price-reliance
schema as price-perceived quality mediators”, in Jacoby, J. and Olson, J.C.
(Eds), Perceived Quality, Lexington Boos, Lexington, MA, pp. 247-67.

Purohit, D. and Srivastava, J. (2001), “Effect of manufacturer reputation, retailer
reputation, and product warranty on consumer judgments of product quality:
a cue diagnosticity framework”, Journal of Consumer Psychology, Vol. 10
No. 3, pp. 123-134.

Rao, A.R. and Monroe, K.B. (1989), “The effect of price, brand name, and store
name on buyer’s perceptions of product quality: an integrative review”,
Journal of Marketing Research, Vol. 26 No. 3, pp. 351-357.

Ratchford, B. and Gupta, P. (1990), “On the interpretation of price-quality
relations”, Journal of Consumer Policy, Vol. 13, December, pp. 389-411.

Rigaux-Bricmont, B. (1982), “Influences of brand name and packaging on
perceived quality”, in Mitchell, A. (Ed.), Advances in Consumer Research,
Association for Consumer Research,Ann Arbor, Ml, pp. 472-7.

Ruiz, D.M., Gremler, D.D., Washburn, J.H. and Carrio'n,G.C. (2008), “Service
value revisited: Specifying a higher order, formative measure”, Journal of
Business Research,Vol. 61 No. 12, pp. 1278-1291.

Schechter, L. (1984), “A normative conception of value”, Progressive Grocer,
Executive Report, pp. 12-14.

Sinha, I. and DeSarbo, W. (1998), “An integrated approach toward the spatial
modeling of perceived customer value”, Journalof Marketing Research,
Vol. 35, May, pp. 236-49.

Snoj, B., Korda, A.P. and Mumel, D. (2004), “The relationships among perceived
quality, perceived risk and perceived product value”, Journal of Product &
Brand Management, VVol. 13 No. 3, pp. 156-167.

Suri, R. and Monroe, K.B. (2003), “The effects of time constraints on consumers’
judgments of prices and products”, Journal of Consumer Research, Vol.
30,pp. 92-104.

Sweeney, J.C. and Soutar, G.N. (2001), “Consumer perceived value: the

development of a multiple item scale”, Journal of Retailing, Vol. 77 No. 2,
pp. 203-220.

55



UNIVERSITAS
GADJAH MADA

PENGARUH ISYARAT KUALITAS PRODUK TERHADAP PERSEPSI NILAI PADA PRODUK
BERTEKNOLOGI TINGGI DENGAN

HARGA SEBAGAI VARIABEL MODERASI

PUPUT HARPA MANTRA, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

Sweeney, J.C., Soutar, G.N. and Johnson, L.W. (1999), “The role of perceived
risk in the quality-value relationship: a study in a retail environment”,
Journal of Retailing, Vol. 75 No. 1,pp. 77-105.

Szybillo, G.J. and Jacoby, J. (1974), “Intrinsic versus extrinsic cues as
determinants of perceived product quality”, Journal of Applied Psychology,
Vol. 59 No. 1, pp. 74-8.

Teas, K.R. and Agarwal, S. (2000), “The effects of extrinsic product cues on
consumer’s perceptions of quality, sacrifice and value”, Journal of the
Academy of Marketing Science,Vol. 28 No. 2, pp. 278-291.

Ulaga, W. and Chacour, S. (2001), “Measuring customer perceived value in
business markets”, Industrial Marketing Management, Vol. 30, pp. 525-40.

Usherwood, B.and Toyne, J.(2002), “The value and impact of reading
imaginative literature”, Journal of Librarianship and Information Science,
Vol. 34 No. 1, pp. 33-41.

Veale, R. and Quester, P. (2009), “Tasting quality: the roles of intrinsic and
extrinsic cues”, Asia Pacific Journal of Marketing and Logistics, Vol. 21
No. 1, pp. 195-207.

Zeithaml, V. and Bitner, M.J. (1996), Services Marketing,McGraw-Hill,
Singapore.

Zeithaml, V. (1988), “Consumer perceptions of price, quality and value: a means-
end model and synthesis of evidence”, Journal of Marketing, Vol. 52 No. 3,
pp. 2-22.

Zeithaml, V. Bitner, M.J. Gremier, D.D. (2013), Services Marketing 6th Edition,
McGraw-Hill International Edition.

56





