77

DAFTAR PUSTAKA

Anderson, E. & Sullivan, M. (1993). ““The antecedents and consequences of customer
satisfaction for firms™. Marketing Science, 12 (1), 125-143.

Anderson, E.W., Fornell, C. & Lehmann, D.R. (1994). “Customer Satisfaction,
Market Share, and Profitability : Findings from Sweden”. Journal of
Marketing, 58 (4), 53-66.

Anderson, J. C. & Gerbing, D.W. (1988). ““Structural equation modeling in practice :
A review and recommended two step approach”. Psychological Bulletin, 103,
411-423.

Anderson, J. C. & Narus, J. A. (1990). “A model of distributor firm and manufacturer
firm working partnerships™. Journal of Marketing, 54 (January), 42-58.

Armstrong, G. & Kaotler, P. (1996), Principles of Marketing (seventh edn.), Prentice
Hall, India.

Asubonteng, P., McClear, K. J. & Swan, J. E. (1996). “SERVQUAL revisited : a
critical review of service quality”. Journal of Services Marketing, 10 (6), 62-
81.

Bansal, H. S. & Taylor, S.F. (1999). “The service provider switching model (SPSM) :
a model of consumer switching behavior in the service industry”. Journal of
service Research, 2 (2), 200- 218.

Bitner, M. J. & Zeithaml, V. A. (2003). Service Marketing (3rd ed.), Tata McGraw
Hill, New Delhi.

Boeselie, P., Hesselink, M. & Wiele, T.V (2002). “Empirical evidence for the
relationship between customer satisfaction and business performance”.
Managing Service Quality, 12 (3), 184-193.

Bollen, K.A. & Long, J. Scott (1993). Testing Structural Equation Models. Sage,
Thousand Oaks : CA.

Bolton, R. N. & Drew, J. H. (1991). ““A multistage model of customers’ assessments
of service quality and value™. Journal of Consumer Research, 17 (January),
375-384.

Boulding, W., Kalra, A., Staelin, R. & Zeithaml, V. A. (1993). ““A dynamic process
model of service quality : from expectations to behavioral intentions”. Journal
of Marketing Research, 30 (February), 7-27.



78

Chaudhuri, A. & Holbrook, M. (2001). “The chain of effects from brand trust and
brand effect to brand performance : the role of brand loyalty””. Journal of
Marketing, 65 (2), 81-93.

Corbitt, B. J., Thanasankit, T. & Yi, H. (2003). “Trust and ecommerce : a study of
consumer perceptions”. Electronic Commerce Research & Applications, 2 (3),
203-215.

Cronin Jr, J. J. & Taylor, S. A. (1992). “Measuring service quality : a reexamination
and Extension”. Journal of Marketing, 56 (July), 55-68.

Doney, P. M. & Cannon, J. P. (1997). “An examination of the nature of trust in
buyer-seller relationships™. Journal of Marketing, 61 (April), 35-51.

Dotchin, J. A. & Oakland, J. S. (1994). “Total Quality Management in Services Part 2
: Service Quality”. International Journal of Quality & Reliability Management,
11 (3), 27-42.

Feick, L. & Lee, J. (2001). “The impact of switching cost on the customer
satisfaction-loyalty link ; mobile phone service in France”. Journal of Service
Marketing, 15 (1), 35-48.

Fink, C., Matto, A. & Rathindran, R. 2003. “An assessment of Telecommunications
Reform in Developing Countries”. Information Economics and Policy, 15 :
443- 466.

Fornell, C. (1992). “A national customer satisfaction barometer : the Swedish
experience”. Journal of Marketing, 56 (January), 6-21.

Garbarino, E. & Johnson, M. (1999). “The different roles of satisfaction, trust and
commitment in customer relationships”. Journal of Marketing, 63 (2), 70-87.

Gefen, D., Straub, D. W. & Boudreau, M. C. (2000). ““Structural equation modeling
and regression : guidelines for research practice”. Communication of the
Association for Information Systems, 4 (7), 1-30.

Gerbing, D. W. & Anderson, J. C. (1993). “Monte Carlo evaluation of goodness of
fit indices for structural equations model”, In K. A. Bollen & J. S. Long (Eds.),
Testing structural equation models, 40-65. Newbury Park, CA : Sage.

Gronroos, C. (2001). “The perceived service quality concept a mistake?” Managing
Service Quality, 11 (3), 150-152.

Hackl, P., Scharitzer, D. & Zuba, R. (2000). ““Customer satisfaction in the Austrian
food retail market”. Total Quality Management, 1 (7), 999-1006.



79

Hair, J. F., Anderson, R. E., Tatham, R. L. & Black, W. C. (2003). Multivariate Data
Analysis (5th Ed.), Pearson Education, India.

Hart, C. W. & Johnson, M. D. (1999). “Growing the trust relationship”. Marketing
Management, 14 (Spring), 8-19.

Hasyim, Rina Anindita, Prinsip-prinsip Dasar Metode Riset Bidang Pemasaran,
Jakarta, UIEU-University Press, 2009, hal.73.

Http://resum.wordpress.com/2010/12/28/pengertian-perusahaan-dan-tujuannya/,
diakses tanggal 3 November 2014.

Husein Umar, Riset Pemasaran dan Perilaku Konsumen, Jakarta, Gramedia & JBRC,
2010, p: 179.

Joreskog, K. G. & Sorbom, D. (1993). LISREL 8 : structural Equation Modeling with
the SIMPLIS Command Language : Scientific International Software, Chicago,
IL.

Joseph F, Hair et.al, Multivariate Data Analysis, Fifth Edition, USA : Prentice Hall
International. Inc, 1998.

Kettinger, W. J. & Lee, C. C. (1994). “Perceived service quality and user satisfaction
with the information services functions”. Decision Sciences, 25 (5/6), 737-66.

Kline, R. B. (1998), Principles and Practice of Structural Equation Modeling, The
Guilford Press, New York, NY.

Lau, G. & Lee, S. (1999). “Consumers’ trust in a brand and link to brand loyalty”.
Journal of Market Focused Management, 4, 341-70.

Lewis, B. R. & Mitchell, V. W. (1990). “Defining and measuring the quality of
customer service. Marketing Intelligence & Planning, 8 (6), 11-17.

Lewis, B. R. (1993). “*Service quality : recent developments in financial services”.
International Journal of Bank Marketing, 2 (6), 19-26.

Lim, K. & Razzaque, A. M. (1997). “Brand loyalty and situational effects : An
interactionist perspective”. Journal of International Consumer Marketing, 9
(4), 95-115.

Malhotra, N. K. (2004). Marketing Research : An Applied Orientation. Pearson
Education. New Jersey. hal. 364.


http://resum.wordpress.com/2010/12/28/pengertian-perusahaan-dan-tujuannya/

80

Mohammad Muzahid Akbar and Noorjahan Parvez, “IMPACT OF SERVICE
QUALITY, TRUST, AND CUSTOMER SATISFACTION ON CUSTOMER
LOYALTY”. ABAC Journal Vol. 29, No. 1 (January-April 2009, pp. 24-38).

Moorman, C., Deshpande, R. & Zaltman, G. (1993). “Factors affecting trust in
market research relationships™. Journal of Marketing, 57 (January), 81-101.

Morgan, R. M. & Hunt, S. D. (1994). “The commitment trust theory of relationship
Marketing”. Journal of Marketing, 58 (July), 20-38.

Narayandas, N. (1996). The link between customer satisfaction and customer loyalty :
an empirical investigation. Working Paper, No. 97-017, Harvard Business
School, Boston, MA.

NQRC (1995). “American Customer Satisfaction Index Methodology Report™,
University of Michigan Business School, Ann Arbor, MI. Nunnally, J.C. (1978),
Psychometric Theory, McGraw-Hill, New York, NY.

Nunnally, J. C. (1978). Psychometric theory (2nd edn), McGraw Hill, NY.

Oliver, R. L. (1997). Satisfaction : A Behavioral Perspective on the Consumer,
McGraw-Hill, New York, NY.

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 (Spring), 12-40.

Pearson, N. (1996). “Building brands directly : creating business value from
customer Relationships”. Macmillan Business, 20 (6), 68-82.

Poon, M. L. (2004). ““Effects of performance appraisal politics on job satisfaction
and turnover Intention”. Personnel Review, 33 (3), 322-334.

Prus, A. & Brandt, D. R. 1995. “Understanding Your Customers”. American
Demographics, 11.

Ribbink, D., Van Riel, A. C. R., Liljander, V. & Streukens, S. (2004). “Comfort your
online customer : quality, trust and loyalty on the internet”. Managing Service
Quality, 14, 446-456.

Rousseau, D. M., Sitkin, S. B., Burt, R. S. & Camerer, C. F. (1998). “Not so different
after all : a cross-discipline view of trust”. Academy of Management Review,
23 (3), 393-404.



81

Sharp, B. & Sharp, A. (1997). “Loyalty programs and their impact on repeat
purchase loyalty patterns™, International Journal of Research in Marketing, 14
(5), 473-486.

Singh, J. & Sirdeshmukh, D. (2000). “Agency and trust mechanisms in customer
satisfaction and loyalty judgements”. Journal of the Academy of Marketing
Science, 28 (1), 150-67.

Sirdeshmukh, D., Singh, J. & Sabol, B. (2002). “Consumer trust, value and loyalty in
relational exchanges™. Journal of Marketing, 66 (1), 15-37.

Spreng, R. A. & Mackoy, R. D. (1996). “An empirical examination of a model of
perceived service quality and satisfaction”. Journal of Retailing, 72 (2), 201-
14,

Steiger, J. H. (1990). “Structural model evaluation and modification : An interval
estimation approach”. Multivariate Behavioral Research, 25, 173-180.

Sureshchandar, G. S., Rajendran, C. & Anantharaman, R. N. (2003). “The
relationship between service quality and customer satisfaction - a factor
specific approach”. Journal of Service Marketing, 16 (4), 363-379.

Www.swa.co.id, di akses tanggal 3 November 2014.

Zeithaml, V. A., Parasuraman, A., Berry, L. L. (1990). Delivering Quality Service :
Balancing Customer Perceptions and Expectations, The Free Press, New York
- NY.

Zeithaml, V. A., Berry, L. L. & Parasuraman, A. (1996). “The behavioral
consequences of service quality”. Journal of Marketing, 60 (1), 31-46.


http://www.swa.co.id/

