Daftar Pustaka

A. Criado-gomis, M. A. Iniesta-bonillo, A. Cervera-taulet, and D. Ribeiro-soriano,
“Customer functional value creation through a sustainable entrepreneurial orientation
approach,” Econ. Res. IstraA%ivanja, vol. 0, no. 0, pp. 1-18, 2019.

C. Gro, “The relationship marketing process : communication , interaction , dialogue , value,”
vol. 19, no. 2, pp. 99-113, 2004.

E. Elwisam and R. Lestari, “Penerapan Strategi Pemasaran, Inovasi Produk Kreatif Dan Orientasi
Pasar Untuk Meningkatkan Kinerja Pemasaran Umkm,” J. Ris. Manaj. dan Bisnis Fak. Ekon.
UNIAT, vol. 4, no. 2, pp. 277-286, 2019.

E. Gummesson and C. Mele, “Marketing as Value Co-creation Through Network Interaction
and Resource Integration,” pp. 181-198, 2010.

Fitriani, E. (2020, maret rabu). Wisnhutama : Industri Jadi Penopang Ekonomi Nasional .
Retrieved from Investor Daily: https://investor.id/business/wishnutama-industri-
kreatif-jadi-penopang-ekonomi-nasional

G. Wang, W. Dou, W. Zhu, and N. Zhou, “The effects of fi rm capabilities on external
collaboration and performance : The moderating role of market turbulence,” J. Bus.
Res., 2015.

Ghoazali, 1. (2013). Aplikasi Analisis Multivariate Dengan Program IBM SPSS 21 Update

PLS Regresi. Semarang: Badan Penerbit Universitas Diponegoro

Ghozali, Imam. 2011. Aplikasi Analisis Multivariate dengan Program IBM SPSS 19.
Semarang: Universitas Diponegoro.

Gurjeet Kaur Sahi, M. C. (2016). Relating strategic- market orientation and market
performance: role of customer value types.

I. O. Karpen, L. L. Bove, B. A. Lukas, and M. J. Zyphur, “Service-Dominant Orientation :
Measurement and Impact on Performance Outcomes,” vol. 91, pp. 89-108, 2015.

J. Marcos-cuevas, S. Natti, T. Palo, and J. Baumann, “Industrial Marketing Management
Value co-creation practices and capabilities : Sustained purposeful engagement across

B2B systems v%,” Ind. Mark. Manag., 2016.

K. A. Kim, K. K. Byon, W. Baek, K. Anthony, K. K. Byon, and W. B. Customer-,
“Customer-to-customer value co-creation and co- destruction in sporting events,” vol.
2069, 2019.

L.B. and B. A. L. I. O. Karpen, “Linking Service-Dominant Logic and Strategic,” no. February, 2012.

L. S. Logic and S. Orientation, “Journal of Service Research,” 2012.

L'OREAL bersama komunitas industri & pengusaha salon terapkan standar ketat keamanan
dan keselamatan di masa pandemi. (2020). https://www.loreal.co.id/berita/loreal-
bersama-komunitas-industri-pengusaha-salon-terapkan-standar-ketat-keamanan-dan-
keselamatan-di-masa-pandemi-7038.htm

M. Galvagno and D. Dalli, “Theory of value co-creation : a systematic literature review,” pp.
643-683, 2014.

M. P. Johnston, “Secondary Data Analysis: A Method of which the Time Has Come,” pp.
619-626, 2014.

M. V. Aurelio Tommasetti, Orlando Troisi and Article, “Measuring customer value co-creation
behavior : developing a conceptual model based on Service-Dominant Logic,” 2015.

N. A. Morgan, “Marketing and business performance,” J. Acad. Mark. Sci., vol. 40, no. 1, pp.
102-119, 2012.

63


https://investor.id/business/wishnutama-industri-kreatif-jadi-penopang-ekonomi-nasional
https://investor.id/business/wishnutama-industri-kreatif-jadi-penopang-ekonomi-nasional
https://www.loreal.co.id/berita/loreal-bersama-komunitas-industri-pengusaha-salon-terapkan-standar-ketat-keamanan-dan-keselamatan-di-masa-pandemi-7038.htm
https://www.loreal.co.id/berita/loreal-bersama-komunitas-industri-pengusaha-salon-terapkan-standar-ketat-keamanan-dan-keselamatan-di-masa-pandemi-7038.htm
https://www.loreal.co.id/berita/loreal-bersama-komunitas-industri-pengusaha-salon-terapkan-standar-ketat-keamanan-dan-keselamatan-di-masa-pandemi-7038.htm

N. Hazlin, N. Asshidin® N. Abidin, and H. Bashira, “Perceived quality and emotional value
that influence consumer ’ s purchase intention towards American and local products .,”
Procedia Econ. Financ., vol. 35, no. October 2015, pp. 639-643, 2016.

Prahalad, C. K. & Ramaswamy, V. (2004). Co-creation Experiences: The Next Practice In
Value Creation. Journal of Interactive Marketing, 18 (3), 5-14.

R. B. Kline, “Book Review: Psychometric theory (3rd ed.),” J. Psychoeduc. Assess., vol. 17,
no. 3, pp. 275-280, 1999.

R. E. Johnsen and D. Ford, “Interaction capability development of smaller suppliers in
relationships with larger customers,” vol. 35, pp. 1002-1015, 2006.

R. G. Javalgi, T. Whipple, A. K. Ghosh, and R. B. Young, “Market orientation, strategic
flexibility, and performance: Implications for services providers,” J. Serv. Mark., vol.
19, no. 4, pp. 212-221, 2005.

R. K. Srivastava, T. A. Shervani, and L. Fahey, “Marketing, Business Processes, and
Shareholder Value: An Organizationally Embedded View of Marketing Activities and
the Discipline of Marketing,” J. Mark., vol. 63, no. 4_suppll, pp. 168-179, 1999.

R. Wilden and S. Gudergan, “Service-dominant orientation, dynamic capabilities and firm
performance,” J. Serv. Theory Pract., vol. 27, no. 4, pp. 808-832, 2017.

R. Wilden, S. Gudergan, M. A. Akaka, A. Averdung, and T. Teichert, “The role of cocreation
and dynamic capabilities in service provision and performance: A con fi gurational
study,” no. June, 2018.

S. Journal and N. Winter, “Customer Value Creation : A Practical Framework Author (s):J.
Brock Smith and Mark Colgate Stable URL : http.//www.jstor.org/stable/40470272
REFERENCES Linked references are available on JSTOR for this article : You may
need to log in to JSTOR to acce,” vol. 15, no. 1, pp. 7-23, 2018.

S. Pandey and D. Kumar, “Customer-to-customer value co-creation in di ff erent service
settings,” vol. 23, no. 1, pp. 123-143, 2020..

Sugiyono. (2015). Metode Penelitian ~Kuantitatif ~Kualitataif - dan = Kombinasi (Mixed
Methods).Bandung: Alfabeta.

Sugiyono. (2015). Metode Penelitian Pendidikan Pendekatan Kuantitatif, Kualitatif, dan
R&D. ALFABETA..

Sugiyono. (2016). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Bandung: PT Alfabeta.

T. Skjelsvik, “The Impact of Client-Professional Relationships in Ex Ante Value Creation: A
Service-Dominant Logic Perspective The Impact of Client-Professional Relationships in Ex
Ante Value Creation : A Service-Dominant Logic Perspective,” J. Business-to-bus. Mark., vol.
24, no. 3, pp. 183-199, 2017.

V. A. Zeithaml, “Consumer Perceptions of Price, Quality, and Value: A Means-End Model
and Synthesis of Evidence,” J. Mark., vol. 52, no. 3, p. 2, 1988.

V. Ramaswamy and K. Ozcan, “What is co-creation ? An interactional creation framework

and its implications for value creation Y<,” J. Bus. Res., vol. 84, no. September 2016,

pp. 196-205, 2018.
Vargo, S. L., & Lusch, R. F. (2004). Evolving to a new dominant logic for marketing.
Journal of Marketing, 68(1), 1el7.

64



