DAFTAR PUSTAKA

Aaker, D. A. (2004). Leveraging the corporate brand. California management review,
46, 6-18.

Aaker, D.A. (1991), Managing Brand Equity, New York: The Free Press.

Ahmed, Z.U., et al. (2002). Country of origin and brand effects on consumers’
evaluations of cruise lines. International Marketing Review, 19, 279-302.

Agarwal, Jagdish andKamakura, - WWagnen 'A.5(1999), Country of Origin : A Competitiv
Advantage. International Journal Of Research in Marketing, 16, 255-267.

Ariningsih, Ekowati & Harmawan. (2016) peran kategori produk sebagai pemoderasi
citra Negara asal pada ekuitas merek. Jurnal Bisnis dan Ekonomi, 23, 20-29.

Artaji. (2014). Pengaruh ekuitas merek terhadap minat pembelian notebook merek
acer, Skripsi Fakultas Ekonomi Universits Negeri Yogyakarta.

Brodowsky, G.H. (1998). The effect of country of design and country of assembly on
evaluative beliefs about automobiles and attitudes toward buying them: a
comparison = between low @ and high ethnocentric consumers. Journal of
International Consumer Marketing, 10, 85-113.

Drumond. H. (2003). Metode Penelitian Bisnis, jilid 1, Edisi kelima, Erlangga, Jakarta.

Fadli dan Inneke. (2008). Analisis pengaruh faktor-faktor ekuitas merek sepeda motor
merek honda terhadap keputusan pembelian. Jurnal manajemen bisnis, vol 1.

Fadila. D, dan Rasyid. xN. (2012). Pengaruh-etnosentrisme konsumen terhadap
keterlibatan pengambilan keputusan pembelian produk. Jurnal orasi bisnis.

Ghazali, etal. (2008), “Products and  Country of Origin Effects: The Malaysian
Consumers’ Perception,” International Review of Business Research Papers, 4,
91-102

Ghozali,I. (2009), Aplikasi Analisa Multivariate dengan Program SPSS, Semarang:
Badan Penerbit Universitas Diponegoro.

Hikmah, Barokah, dan Sudaryanto. (2016). Analisis pengaruh country of origin,
familiarity dan worldmindedness terhadap keputusan pembelian konsumen Pizza
Hut. Artikel ilmiah mahasiswa.



Han, C. M. (1989). Country image: Halo or summary construct. Journal of Marketing
Research, 26, 222-229.

Hair, Jr.; Black, W.C.; Babin, B.J.; Anderson, R.E. and Tatham, R.L. (2006),
Multivariate Data Analysis, 6th ed., Upper Saddle River: Pearson Education.

Han, C. and Terpstra, V. (1988). Country of origin effects for uni-national and
binational products. Journal of International Business Studies, 19,235-55.

Hikmah et al. (2016).  Analisis Pengaruh Country Of Origin, Familiairty dan
Worldmindedness. terhadap keputusan -pembelian ,konsumen pizza hut. Jurusan
Manajemen Fakultas Ekonomi Universitas Jember.

Keegan, Warren J. dan Mark. C. Green. (2013). Global Marketing. Harlow: Pearson

Kotler, Philip and Keller, Kevin Lane. (2009). Marketing Management, 13th Edition.
Pearson Education Inc.

Kotler, Philip, dan Kevin Lane Keller. (2012). Marketing Management, 14 Edition.
Harlow : Pearson.

Kotler, Philip dan Gary Amstrong. (2008). Prinsip-prinsip Pemasaran Jilid 1. Edisi
kedua belas. (Diterjemahkan  oleh: Bob Sabran) Jakarta : Penerbit Erlangga

Leone, R.P., V.R. Rao, K.L. Keller, A.M. Luo, L. McAlister, & R. Srivastava,
(2006). Linking brand equity to customer equity. Journal of Service Research,
9125-138.x

Lin, C.H. and Kao, D.T. (2004), “The Impacts of Country-of Origin on Brand
Equity,” Journal of American Academy: of Busi. ness, Cambridge,5, 37-40.

Lin, Long-Yi & Chen, Chun-Shuo. (2006). The influence of the country-of-origin
image, product knowledge and product involvement on consumer purchase
decisions: anempirical study of insurance and catering services in Taiwan.
Journal of Consumer Marketing. 23, 248-265.

Listiana. (2012). Pengaruh country of origin terhadap perceived quality dengan
moderasi etnosentris konsumen. Jurnal Administrasi Bisnis, 8, 21-47.

Lukman. (2014). Analisis pengaruh ekuitas merek terhadap keputusan pembelian dan
kepuasan konsumen produk the botol sosro kemasan kotak. Jurnal Administrasi
Bisnis. 10, 64-81.



Moradi & zarei. (2011). The impact of brand equty on purchase intention and brand
preference the moderating effects country of origin. Australian Jurnal of Basic
and Applied Sciences. 5, 539-545.

Mohamad H.P.Wijaya, (2013). Promosi, Citra Merek, Dan Saluran Distribusi
Pengaruhsnya Terhadap Keputusan Pembelian Jasa Terminix Di Kota Manado.
Fakultas Ekonomi dan Bisis,Jurusan Manajemen.Universitas Sam Ratalungi
Manado. 1, 105-114.

Netemeyer, R.G., B. Krishnan, C. Pullig, G. Wang, M. Yagci, D. Dean, J. Ricks, &P
F. Wirth, (2004). Developing and validating measures of facets of customer
based brand equity. Journal of Business Research, 57, 209-224.

Satria. A, (2016). Pengaruh bOuntry of origin dan price terhadap keputusan
pembelian. Jurnal Administrasi Bisnis, 40, 192-200.

Sharma, S., & Shimp, T. A. (1987). Consumer ethnocentrism: Construction and
validation of the CETSCALE. Journal of Marketing Research, 24, 280-289.

Sharma, S., Shimp, T. A., & Shin, J. (1995). Consumer ethnocentrism: A test of
antecedents and moderators

Samiee, S. (1994). Customer evaluation of products in a global Market, Journal of
International Business Studies, 25, 579-604.

Sudomo, St. (2013). Pengaruh ekuitas merek terhadap keputusan pembelian. Jurnal
Bisnis dan Akuntansi. VVol. 1.

Schiffman, L.G. and Kanuk, L.L. (2000). Consumer Behavior. Pearson Education
Suryaningsih, lka. B. (2014). A Theoretical Framework: The Role of Ttust and

Perceived Risks in Purchased Decision. ; Journal of Research in Business and
Management, 1,103-120.

Suria, Kusumawati, dan Pengestuti. (2016). Pengaruh country of origin terhadap citra
merek dan dampaknyabagi keputusan pembelian. Jurnal administrasi bisnis, 1,
38.

Shankarmahesh, N. (2006). Consumer Ethnocentrism : An Integrative Review Of Its
Antecedents And Consequences. International Marketing Review, 23, 146-172.

Sekaran, U. (2006), Metodologi Penelitian untuk Bisnis, Jilid 2, ed 4. Jakarta:
Salemba Empat.

Tjiptono, Fandy, (2008). Strategi Pemasaran, Edisi Ill, Yogyakarta: CV.Andi Offset



Thakor, M.V. & Kohli, C.S. (1996). Brand origin: conceptualization and review.
Journal of Consumer Marketing, 13, 27-42

Teguh, dan Wardana. (2015). Pengaruh ekuitas merek terhadap keputusan pembelian
iphon di Denpasar. Jurnal Manajemen Unud, 4, 832-848.

Vinny, (2011), prediksi preferensi pelanggan cepat saji waralaba makanan cepat saji,
Journal of Marketing Research.

Watson, J. J., & Wright, K. (2000). Consumer ethnocentrism and attitudes toward
domestic and foreign products. European Journal of Marketing, 34, 1149-1166.

Yoo, B., Donthu, N. (2005). Developing and validating a multidimensional
consumerbased brand equity scale. Journal of Business Research, 52,1-14.

Yasin, Norjaya, M., Mohd Nasser, N, Osman Mohamad, (2007). “Does Image of
Country-of-Origin Matter to Brand Equity, Journal of Product & Brand
Management, 16, 38-48

Yoo, B., Donthu, N. and Lee, S. (2000). An examination of selected marketing mix
elements and brand equity. Journal of the Academy of Marketing Science, 28,
195-211



