DAFTAR PUSTAKA

Ananda, A., Mugiono, M., & Hussein, A. S. (2021). The influence of Store Image on
repurchase intention: The mediation role of Perceived Value and Customer

Satisfaction. International Journal of Research in Business and Social Science,

10(4), 17-27. https://doi.org/10.20525/ijrbs.v10i4.1209

Asosiasi Pengusaha Ritel Indonesia (Aprindo). (2023). Laporan perkembangan
industri ritel Indonesia tahup 2023, Aprindo,

Berman, B., Evans, J. R., & Chatterjee, P. (2018). Retail management: A strategic
approach (13th ed.). Pearson Education.

Chatzoglou, P., Chatzoudes, D., Savvidou, A., Fotiadis, T., & Delias, P. (2022). Factors
affecting repurchase intentions in retail shopping: An empirical study. Heliyon,

8(9), €10619. https://doi.org/10.1016/j.heliyon.2022.¢10619

Connelly, B. L., Certo, S. T., Ireland, R. D., & Reutzel, C. R. (2011). Signaling Theory:
A review and assessment. Journal of Management, 37(1), 39-67.

https://doi.org/10.1177/0149206310388419

Dinas Perindustrian dan Perdagangan Provinsi Sumatera Barat. (2024). Data statistik

perdagangan Sumatera Barat 2020-2024, Dinperindag Sumbar.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing Research,

18(1), 39-50. https://doi.org/10.1177/002224378101800104

Graciola, A. P., De Toni, D., Milan, G. S., & Eberle, L. (2020). Mediated-moderated
effects: High and low Store Image, brand awareness, Perceived Value from

mini and supermarkets retail stores. Journal of Retailing and Consumer

Services, 55, 102117. https://doi.org/10.1016/j.jretconser.2020.102117

105



Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial
least squares structural equation modeling (PLS-SEM) (2nd ed.). Sage

Publications.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A primer on partial
least squares structural equation modeling (PLS-SEM) (3rd ed.). Sage

Publications.

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021).
Partial least squares structural equation modeling (PLS-SEM) using R: A
workbook. Springer.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to
report the results of PLS-SEM. European Business Review, 31(1), 2-24.
https://doi.org/10.1108/EBR-11-2018-0203

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing
discriminant validity in variance-based structural equation modeling. Journal
of the  Academy of Marketing  Science,  43(1), 115-135.
https://doi.org/10.1007/s11747-014-0403-8

Hu, M., Zhang, M., & Wang, Y. (2023). Store environment and Customer Satisfaction:

An S-O-R perspective in physical retailing. Journal of Retailing and Consumer
Services, 70, 103153. https://doi.org/10.1016/j.jretconser.2022.103153

Keller, K. L., & Swaminathan, V. (2021). Strategic brand management: Building,

measuring, and managing brand equity (5th ed.). Pearson Education.

Konuk, F. A. (2018). The role of Store Image, perceived quality, trust and Perceived

Value in predicting consumers' purchase intentions towards organic private

106



label food. Journal of Retailing and Consumer Services, 43, 304-310.
https://doi.org/10.1016/j.jretconser.2018.04.011

Konuk, F. A. (2019). The influence of perceived food quality, price fairness, Perceived
Value and satisfaction on customers' revisit and word-of-mouth intentions
towards organic food restaurants. Journal of Retailing and Consumer Services,

50, 103-110. https://doi.org/10.1016/j.jretconser.2019.05.005

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

Education.

Késeoglu, D., & Tuncer, 1. (2023). The importance of Store Image in retail food
markets: An analysis within the framework of the S-O-R paradigm. Eskisehir
Osmangazi Universitesi Iktisadi ve Idari Bilimler Dergisi, 18(2), 615-636.
https://doi.org/10.17153/oguiibf. 1233199

Manolis, C., Keep, W. W., Joyee, M. L., & Lambert, D. R. (1994). Testing the

underlying structure of a Store Image scale. Educational and Psychological

Martineau, P. (1958). The personality of the retail store. Harvard Business Review,

36(1), 47-55.

Mehrabian, A., & Russell, J. A. (1974)) An'approach to environmental psychology.
MIT Press.

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of
satisfaction decisions. Journal of Marketing Research, 17(4), 460-469.
https://doi.org/10.1177/002224378001700405

Slack, N. J., Singh, G., & Sharma, S. (2020). Impact of Perceived Value on the

satisfaction of supermarket customers: Developing country perspective.

107



International Journal of Retail & Distribution Management, 48(11), 1235—
1254. https://doi.org/10.1108/IJRDM-03-2019-0099

Spence, M. (1973). Job market signaling. The Quarterly Journal of Economics, 87(3),
355-374. https://doi.org/10.2307/1882010

Sweeney, J. C., & Soutar, G. N. (2001). Consumer Perceived Value: The development
of a multiple item scale. Journal of Retailing, 77(2), 203-220.
https://doi.org/10.1016/S0022-4359(01)00041-0

Trevino, R., & Trevino, E. (2021). Analysis between Store Image and Customer
Satisfaction in transnational retail stores in the self-service sector. Estudios
Gerenciales, 37(161), 556-565.
https://doi.org/10.18046/j.estger.2021.161.4293

Uzir, M. U. H., Al Halbusi, H., Thurasamy, R., Thiam Hock, R. L., Aljaberi, M. A.,
Hasan, N., & Hamid, M. (2021). The effects of service quality, Perceived Value
and trust in home delivery service personnel on Customer Satisfaction:

Evidence from a developing country. Journal of Retailing and Consumer

Services, 63, 102721. https://doi.org/10.1016/j.jretconser.2021.102721

Woodruff, R. B. (1997). Customer value: The next source for competitive advantage.
Journal of the Academy  of Marketing Science, 25(2), 139-153.
https://doi.org/10.1007/BF02894350

Yokoyama, N., Azuma, N., & Kim, W. (2022). Moderating effect of customer's retail
format perception on Customer Satisfaction formation: An empirical study of
mini-supermarkets in an urban retail market setting. Journal of Retailing and
Consumer Services, 60, 102935.
https://doi.org/10.1016/j.jretconser.2022.102935

108



Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means-
end model and synthesis of evidence. Journal of Marketing, 52(3), 2-22.
https://doi.org/10.1177/002224298805200302

NIVERSITAS ANDA[ 4 ¢

A t‘.

_
i
N

109



