
 
 

 

56 
 

DAFTAR PUSTAKA 

 

Agus Setyawan, A., Susila, I., & Wahyuddin, M. (2020). Product Attributes and 

Islamic Value; a Model for Marketing Communication Strategy in Islamic 

Banking. Humanities & Social Sciences Reviews, 8(2), 523–532. 

https://doi.org/10.18510/hssr.2020.8260 

Ahmed, S., Bangassa, K., & Akbar, S. (2020). A study on trust restoration efforts 

in the UK retail banking industry. British Accounting Review, 52(1), 100871. 

https://doi.org/10.1016/j.bar.2019.100871 

Fernandes, T., & Pinto, T. (2019). Relationship quality determinants and outcomes 

in retail banking services: The role of customer experience. Journal of 

Retailing and Consumer Services, 50(January), 30–41. 

https://doi.org/10.1016/j.jretconser.2019.01.018 

Gupta, N. (2019). Influence of demographic variables on synchronisation between 

customer satisfaction and retail banking channels for customers’ of public 

sector banks of India. International Journal of Electronic Banking, 1(3), 206. 

https://doi.org/10.1504/ijebank.2019.10021213 

Izogo, E. E., Reza, A., Ogba, I. E., & Oraedu, C. (2017). Determinants of 

relationship quality and customer loyalty in retail banking: Evidence from 

Nigeria. African Journal of Economic and Management Studies, 8(2), 186–

204. https://doi.org/10.1108/AJEMS-01-2016-0011 

Kamath, P. R., Pai, Y. P., & Prabhu, N. K. P. (2020). Building customer loyalty in 

retail banking: a serial-mediation approach. International Journal of Bank 

Marketing, 38(2), 456–484. https://doi.org/10.1108/IJBM-01-2019-0034 

Kosiba, J. P., Boateng, H., Okoe, A. F., & Hinson, R. (2020). Trust and customer 

engagement in the banking sector in Ghana. Service Industries Journal, 

40(13–14), 960–973. https://doi.org/10.1080/02642069.2018.1520219 

Laksamana, P. (2018). Impact of Social Media Marketing on Purchase Intention 

and Brand Loyalty: Evidence from Indonesia’s Banking Industry. EJ 

EconJournals, 8(1), 13–18. 

Mukerjee, K. (2018). The impact of brand experience, service quality and perceived 

value on word of mouth of retail bank customers: Investigating the mediating 

effect of loyalty. Journal of Financial Services Marketing, 23(1), 12–24. 

https://doi.org/10.1057/s41264-018-0039-8 

Petzer, D., De Meyer-Heydenrych, C. F., & Svensson, G. (2017). PERCEIVED 

JUSTICE, SERVICE SATISFACTION, AND BEHAVIOR INTENTIONS 

FOLLOWING SERVICE RECOVERY EFFORTS IN A SOUTH AFRICAN 

RETAIL BANKING CONTEXT. International Journal of Bank Marketing. 



 
 

 

57 
 

Rahman, M. S., Hossain, M. A., Zaman, M. H., & Mannan, M. (2020). E-service 

quality and trust on customer’s patronage intention: Moderation effect of 

adoption of advanced technologies. Journal of Global Information 

Management, 28(1), 39–55. https://doi.org/10.4018/JGIM.2020010103 

Rubio, N., Villaseñor, N., & Oubiña, J. (2015). Consumer identification with store 

brands: Differences between consumers according to their brand loyalty. BRQ 

Business Research Quarterly, 18(2), 111–126. 

https://doi.org/10.1016/j.brq.2014.03.004 

Şahin, A., Zehir, C., & Kitapçi, H. (2011). The effects of brand experiences, trust 

and satisfaction on building brand loyalty; an empirical research on global 

brands. Procedia - Social and Behavioral Sciences, 24, 1288–1301. 

https://doi.org/10.1016/j.sbspro.2011.09.143 

 

  


