
145 

 

DAFTAR PUSTAKA 

 

Aaker, D. A. (1996). Building strong brands. Free Press. 

Addinna, D. (2023). eWOM: Digital komunikasi pemasaran yang efektif. 

Manajerial: Jurnal Manajemen dan Sistem Informasi, 22(1), 149–154. 

https://doi.org/10.17509/manajerial.v22i1.57047 

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 

Alfatoni, A. A., & Cempena, I. B. (2026). Pengaruh Persepsi Harga, Electronic 

Word of Mouth, dan Kualitas Produk terhadap Keputusan Pembelian pada 

Café Avatar Drink and Chill di Kecamatan Gunung Anyar Surabaya. Jurnal 

Ilmiah Manajemen. https://doi.org/10.31004/riggs.v4i4.5273 

Anhar, Haryanti, I., & Hamidah, N. K. (2024). Pengaruh Lokasi dan Fasilitas 

terhadap Kepuasan Konsumen Receh Coffee. 

https://doi.org/10.69693/ijmst.v2i3.333 

Ardianti, A. N., & Widiartanto, M. A. (2019). Pengaruh online customer review 

dan online customer rating terhadap keputusan pembelian melalui 

marketplace Shopee. Jurnal Ilmu Administrasi Bisnis, 8(3), 1–11. 

https://ejournal3.undip.ac.id/index.php/jiab 

Artana, I. (2018). Pengaruh sikap, norma subjektif, dan kontrol perilaku terhadap 

niat konsumen (mengutip Dharmmesta, 1988).  

Asosiasi Eksportir dan Industri Kopi Indonesia (AEKI/GAEKI). (2023). Statistik 

dan perkembangan konsumsi kopi domestik Indonesia 2016–2023. AEKI. 

https://aeki-aice.org 

Assael, H. (2001). Consumer Behavior and Marketing Action (6th ed.). South-

Western College Publishing.  

Assauri, S. (2004). Manajemen Produksi dan Operasi. Lembaga Penerbit Fakultas 

Ekonomi Universitas Indonesia. 

Astuti (2020). Indikator keputusan pembelian konsumen.  

Badan Pusat Statistik. (2023). Statistik ekspor kopi Indonesia 2022. BPS RI. 

https://www.bps.go.id 

Budiman, S., & Dananjoyo, R. (2021). The effect of cafe atmosphere on purchase 

decision: Empirical evidence from generation Z in Indonesia. Journal of 

Asian Finance, Economics and Business, 8(4), 483–490. 

https://doi.org/10.13106/jafeb.2021.vol8.no4.0483 

https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.31004/riggs.v4i4.5273
https://doi.org/10.69693/ijmst.v2i3.333
https://ejournal3.undip.ac.id/index.php/jiab
https://www.bps.go.id/
https://doi.org/10.13106/jafeb.2021.vol8.no4.0483


146 

 

Castillo, V. A. S., & Del Río, J. A. J. (2023). Consumer behavior and factors that 

influence consumption and customer satisfaction. 

https://doi.org/10.18421/TEM122-27 

Cheung, C. M. K., & Thadani, D. R. (2012). The impact of electronic word-of-

mouth communication: A literature analysis and integrative model. 

Decision Support Systems, 54(1), 461–470. 

https://doi.org/10.1016/j.dss.2012.06.008 

Dewanti, S. R., & Yuniati, T. (2023). Pengaruh kualitas produk, harga, dan lokasi 

terhadap keputusan pembelian pada Kopi Kenangan Surabaya Cabang 

Mulyosari.  

Erdawati, Endarwita, & Widiasari, R. (2023). Pengaruh electronic word of mouth 

(e-WOM) dan kualitas produk terhadap keputusan pembelian skincare 

(studi kasus generasi Y di Lubuk Sikaping).  

Fasyah, S. R., Qanti, S. R., Syamsiyah, N., & Heryanto, M. A. (2024). Pengaruh 

electronic word of mouth terhadap keputusan pembelian konsumen 

Komunikoffie. Mimbar Agribisnis: Jurnal Pemikiran Masyarakat Ilmiah 

Berwawasan Agribisnis, 10(2), 2934–2945. 

https://doi.org/10.25157/ma.v10i2.14592 

Firdaus, R., Hasan, M., & Wibowo, S. (2023). Pengaruh kualitas produk, harga, dan 

electronic word of mouth terhadap keputusan pembelian pada coffee shop 

franchise. Jurnal Manajemen dan Bisnis, 12(1), 45–58. [Verifikasi ulang 

volume/nomor & DOI melalui Google Scholar atau SINTA] 

Garvin, D. A. (1984). What does "product quality" really mean? Sloan Management 

Review, 26(1), 25–43. https://sloanreview.mit.edu/article/what-does-

product-quality-really-mean/ 

Ghozali, I. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS 25 

(Edisi 9). Badan Penerbit Universitas Diponegoro. 

Go, J. R. B., Crisologo, J., Magbiro, R. L., & Jamoralin, S. M. L. (2021–2022). 

Perceived service quality and its relationship with customer satisfaction in 

coffee shops. https://www.researchpublish.com/papers/perceived-service-

quality-and-its-relationship-with-customer-satisfaction-in-coffee-shops?  

Goyette, I., Ricard, L., Bergeron, J., & Marticotte, F. (2010). e-WOM Scale: Word-

of-mouth measurement scale for e-services context. Canadian Journal of 

Administrative Sciences, 27(1), 5–23. https://doi.org/10.1002/cjas.129 

Handayani Coffee and Roastery. (2024). Data internal produk dan fasilitas 

Handayani Coffee and Roastery Madiun. [Sumber primer/observasi 

peneliti]. 

https://doi.org/10.18421/TEM122-27
https://doi.org/10.1016/j.dss.2012.06.008
https://sloanreview.mit.edu/article/what-does-product-quality-really-mean/
https://sloanreview.mit.edu/article/what-does-product-quality-really-mean/
https://www.researchpublish.com/papers/perceived-service-quality-and-its-relationship-with-customer-satisfaction-in-coffee-shops?utm_source=chatgpt.com
https://www.researchpublish.com/papers/perceived-service-quality-and-its-relationship-with-customer-satisfaction-in-coffee-shops?utm_source=chatgpt.com
https://doi.org/10.1002/cjas.129


147 

 

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic 

word-of-mouth via consumer-opinion platforms: What motivates 

consumers to articulate themselves on the Internet? Journal of Interactive 

Marketing, 18(1), 38–52. https://doi.org/10.1002/dir.10073 

Indirashini, B. (2024). A study on online product review influence consumer buying 

behaviour. https://www.ijrar.org/papers/IJRARTH00181.pdf? 

Indriani, D., & Prawoto. (2024). Pengaruh kualitas produk, kualitas pelayanan, dan 

persepsi harga terhadap keputusan pembelian di Kedai Kopi Janji Jiwa. 

https://doi.org/10.47134/jebmi.v2i3.362 

International Coffee Organization. (2023). Coffee market report: World coffee 

production and consumption 2022/2023. ICO. https://www.ico.org 

Irawan, I. A. (2021). Keputusan pembelian kopi pada aplikasi online di masa 

pandemi Covid-19. Kelola: Jurnal Ilmiah Manajemen, 7(1), 17–32. 

https://doi.org/10.32509/kelola.v7i1.1409 

Isalman, I., & Robby, R. D. (2022). Daya tarik desain eksterior dan interior kedai 

kopi terhadap keputusan pembelian di Local Coffee Kendari. Jurnal 

Ekonomi dan Statistik Indonesia, 2(1), 115–123. 

https://doi.org/10.11594/jesi.02.01.13 

Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of mouth on 

brand image and purchase intention: An empirical study in the automobile 

industry in Iran. Marketing Intelligence & Planning, 30(4), 460–476. 

https://doi.org/10.1108/02634501211231946 

Jayanti, N. K. R., & Yulianthini, N. N. (2022). Pengaruh fasilitas dan kualitas 

pelayanan terhadap kepuasan konsumen.  

Kementerian Pertanian Republik Indonesia. (2022). Outlook komoditas perkebunan 

kopi Indonesia 2022. Pusat Data dan Sistem Informasi Pertanian, 

Kementerian Pertanian RI. https://satudata.pertanian.go.id 

Kjeldgaard, D., & Ostberg, J. (2007). Coffee grounds and the global cup: Glocal 

consumer culture in Scandinavia. Consumption Markets & Culture, 10(2), 

175–187. https://doi.org/10.1080/10253860701256281 

Kotler, P. (2016). Marketing Management (15th ed.). Pearson Education. 

Kotler, P., & Armstrong, G. (2017). Principles of Marketing (17th ed.). Pearson 

Education. 

Kotler, P., & Armstrong, G. (2018). Principles of Marketing (17th ed., global ed.). 

Pearson Education Limited. 

Kotler, P., & Keller, K. L. (2009). Manajemen Pemasaran (Jilid 1, Ed. 13). 

Erlangga. 

https://doi.org/10.1002/dir.10073
https://www.ijrar.org/papers/IJRARTH00181.pdf
https://doi.org/10.47134/jebmi.v2i3.362
https://www.ico.org/
https://doi.org/10.32509/kelola.v7i1.1409
https://doi.org/10.1108/02634501211231946
https://satudata.pertanian.go.id/
https://doi.org/10.1080/10253860701256281


148 

 

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson 

Education. 

Lemeshow, S., Hosmer, D. W., Klar, J., & Lwanga, S. K. (1997). Besar Sampel 

dalam Penelitian Kesehatan (terjemahan). Gadjah Mada University Press. 

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic word-of-mouth in 

hospitality and tourism management. Tourism Management, 29(3), 458–

468. https://doi.org/10.1016/j.tourman.2007.05.011 

Lupiyoadi, R. (2013). Manajemen pemasaran jasa: Berbasis kompetensi (3rd ed.). 

Salemba Empat. 

Mahbub, M. R., Rini, E. S., & Absah, Y. (2023). Effect of social media promotion 

and word of mouth on purchasing decisions through purchase intention as 

an intervening variable at coffee shop Minum Kopi Medan.  

Mahpud, M. S., Muniroh, L., & Maulana, H. (2024). Pengaruh media sosial 

Instagram dan e-WOM (electronic word of mouth) terhadap keputusan 

pembelian konsumen.  

Montolalu, N. A., Tumbel, T. M., & Walangitan, O. C. (2021). Pengaruh kualitas 

produk terhadap keputusan pembelian skincare Scarlett Whitening pada 

platform digital. Productivity, 2(4), 272–275. 

Mudaim, S., & Dirgiatmo, Y. (2024). The influence of electronic word of mouth 

(eWOM) on purchase intention: A study focused on Aerostreet products.  

Muninggar, & Rahmadini. (2022). Pengaruh electronic word of mouth terhadap 

keputusan pembelian konsumen.  

Muzumdar, P. (2021). Impact of review valence and perceived uncertainty on 

purchase of time-constrained and discounted search goods.  

Nasution, M. F., Siahaan, R., & Ginting, P. (2020). Pengaruh fasilitas terhadap 

kepuasan pelanggan dan dampaknya pada keputusan pembelian di kafe 

Kota Medan. Jurnal Manajemen dan Bisnis, 5(2), 112–124.  

Nurjaya, N., et al. (2021). Pengaruh kualitas produk dan harga terhadap keputusan 

pembelian (mengutip Nugroho).  

Nurmawati. (2021). Proses pengambilan keputusan konsumen dalam memilih atau 

membeli suatu produk.  

Nuzula, I. F., & Wahyudi, L. (2022). The influence of perceived risk, perceived 

quality, brand attitude, and e-WoM on purchase intention.  

Oktoriani, D. (2026). Tren ekonomi dan budaya konsumsi kopi di Indonesia. Jurnal 

ISO: Jurnal Ilmu Sosial, Politik dan Humaniora, 6(1), 1–10. 

https://doi.org/10.53697/iso.v6i1.3293 

https://doi.org/10.1016/j.tourman.2007.05.011


149 

 

Oldenburg, R. (1989). The great good place: Cafes, coffee shops, community 

centers, beauty parlors, general stores, bars, hangouts, and how they get 

you through the day. Paragon House. 

Orville, C. W., Boyd, H. W., & Larréché, J. C. (2005). Marketing Management: A 

Strategic Approach with a Global Orientation (5th ed.). McGraw-Hill. 

Paniterce, D. M., & Ylagan, A. (2022). Service quality and customer satisfaction of 

local coffee shops in Camarines Sur.  

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-

item scale for measuring consumer perceptions of service quality. Journal 

of Retailing, 64(1), 12–40. 

Park, C., & Lee, T. M. (2009). Information direction, website reputation and 

eWOM effect: A moderating role of product type. Journal of Business 

Research, 62(1), 61–67. https://doi.org/10.1016/j.jbusres.2007.11.017 

Pramurdjito, O. I. S., Yuliati, N., & Laily, D. W. (2023). Pengaruh harga, kualitas 

produk, dan word of mouth terhadap keputusan pembelian minuman kopi 

(studi pada konsumen di Sekala Coffee Madiun).  

Prastowo, B. (2010). Budidaya dan pasca panen kopi. Pusat Penelitian dan 

Pengembangan Perkebunan, Badan Penelitian dan Pengembangan 

Pertanian. [Verifikasi ulang judul lengkap/penerbit sesuai referensi asli] 

Puluhulawa, P., Karundeng, D. R., & Abdul, E. M. (2025). Pengaruh kualitas 

pelayanan dan fasilitas terhadap loyalitas pelanggan pada Ayu Salon 

Limboto.  

Purnomo, M., Yuliati, Y., Shinta, A., & Riana, F. D. (2021). Developing coffee 

culture among Indonesia’s middle-class: A case study in a coffee-producing 

country. Cogent Social Sciences, 7(1), 1949808. 

https://doi.org/10.1080/23311886.2021.1949808 

Putri, A. S., & Rahardjo, S. T. (2022). Pengaruh electronic word of mouth terhadap 

keputusan pembelian pada UMKM kuliner di Jawa Timur. Jurnal Ekonomi 

dan Bisnis, 9(1), 33–46.  

Rachman (2018). Indikator keputusan pembelian konsumen.  

Rahmawati, A. Y. (2020). Pengaruh fasilitas dan kualitas pelayanan terhadap 

kepuasan konsumen.  

Ramahdani, N. I., & Fairliantina, E. (2023). Pengaruh kualitas produk, promosi, 

dan persepsi harga terhadap keputusan pembelian Fore Coffee.  

Rivaldo, Y., & Yusman, E. (2021). Keputusan pembelian konsumen (mengutip 

Herynto).  

https://doi.org/10.1016/j.jbusres.2007.11.017


150 

 

Rizki, E., et al. (2022). Pengaruh electronic word of mouth terhadap keputusan 

pembelian konsumen.  

Salmiah, S., Sahir, S. H., & Fahlevi, M. (2024). The effect of social media and 

electronic word of mouth on trust and loyalty: Evidence from generation Z 

in coffee industry. International Journal of Data and Network Science, 8(1), 

641–654. https://doi.org/10.5267/j.ijdns.2023.8.021 

Sari, R., & Kurniawan. (2021). Pengaruh fasilitas terhadap kepuasan konsumen.  

Schiffman, L. G., & Kanuk, L. L. (2008). Consumer Behavior (7th ed.). Prentice 

Hall. 

Septiani, M., Adha, S., & Kusuma, H. W. (2025). Pengaruh fasilitas dan pelayanan 

terhadap loyalitas pelanggan pada Café Tepian Laut Merak.  

Setianingsih, W. E. (2022). Analisis pengaruh promosi, e-WOM dan brand image 

terhadap keputusan pembelian.  

Setiawan, B., & Kartika, D. (2021). Kualitas produk dan lokasi terhadap keputusan 

pembelian kopi lokal pasca pandemi COVID-19. Jurnal Riset Manajemen 

dan Bisnis, 6(1), 55–67. 

Sihombing, V. U., Fariyanti, A., & Pambudy, R. (2023). Perilaku konsumen kopi: 

Proses keputusan dan kepuasan konsumen membeli minuman kopi berlabel 

fair trade. Jurnal Ilmu Pertanian Indonesia, 28(2), 181–191. 

https://doi.org/10.18343/jipi.28.2.181 

Sudrajad, M. C. H., & Suja'i, I. S. (2023). Pengaruh kualitas pelayanan dan fasilitas 

terhadap kepuasan pelanggan Warkop Sawah Kopi Desa Tanjungsari 

Boyolangu Tulungagung.  

Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Alfabeta. 

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Alfabeta. 

Sunyoto, D., & Admojo, T. (2014). Perilaku Konsumen dan Pemasaran. CAPS 

(Center for Academic Publishing Service). 

Suryani, R., & Suyaman, D. J. (2022). Pengaruh electronic word of mouth media 

sosial Instagram dan brand image terhadap keputusan pembelian Kopi Janji 

Jiwa di Karawang. e-Jurnal Apresiasi Ekonomi, 10(3), 297–306. 

Syahfitri, A., Rizky, M. C., Pane, D. N., Safira, R. T., & Ginting, R. (2026). Peran 

manajemen strategi dan kualitas produk dalam meningkatkan konsumen 

pada coffee shop. Jurnal Kajian dan Penalaran Ilmu Manajemen, 4(3), 

290–300. https://doi.org/10.59031/jkpim.v4i3.913 

Thurston, R. W., Morris, J., & Steiman, S. (Eds.). (2013). Coffee: A comprehensive 

guide to the bean, the beverage, and the industry. Rowman & Littlefield. 



151 

 

Tjiptono, F. (2014). Pemasaran jasa: Prinsip, penerapan, dan penelitian. Andi 

Offset. 

Tjiptono, F. (2015). Strategi Pemasaran (Ed. 4). Andi Offset. 

Tjiptono, F. (2016). Pemasaran Esensi dan Aplikasi. Andi Offset. 

Umaimah, N., & Adnans, A. A. (2023). The effect of E-WOM and price perception 

toward purchase decisions of Point Coffee products.  

Valentine, L., Fadhillah, S. A., & Sucipto, H. (2023). Analisis persepsi harga, cita 

rasa, kualitas layanan dan fasilitas terhadap keputusan pembelian Mie 

Gacoan Tegal.  

Wahyudi, H. D., & Sudarmiatin. (2024). The influence of E-WOM on purchase 

intention: The mediating role of brand image and trust (study on consumers 

of SME cosmetic products).  

Waxman, L. (2006). The coffee shop: Social and physical factors influencing place 

attachment. Journal of Interior Design, 31(3), 35–53. 

https://doi.org/10.1111/j.1939-1668.2006.tb00530.x 

Wibisana, J., Nuryzka, T. D., & Hutagalung, F. I. (2024). Pengaruh harga, kualitas 

produk dan E-WOM (electronic word of mouth) terhadap keputusan 

pembelian Pizza Hut di Bandar Lampung.  

Widodo Hari Lusinto, & Prasetya, M. H. I. (2026). Analysis of the influence of 

product quality, facility quality, and service quality on consumer purchase 

intention in coffee shops in Serang City.  

 

 

 

 

 

 

 

 

 

 

 

https://doi.org/10.1111/j.1939-1668.2006.tb00530.x

