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Abstract: The study aimed to analyze relationship factors affecting revisit intention in music 

industries in particular music industries in major cities of Indonesia. The substance variables 

were core service quality and peripheral service quality. The intermediary variables involved 

were appraisal emotion and perceived value. Structural equation model analysis was 

developed involving more than dozens of music event organizers in major cities of Indonesia. 

The results of this study showed that the data supports the phenomenon and the literature that 

had been built. Appraisal emotion had a positive influence on perceived value. The results of 

this study showed that the data supports the phenomenon and the literature that had been 

built. This proved that the sense of pleasure that arises from good customer service and music 

performances, as well as music performances that could fulfill a person's emotional desires 

and needs for music festivals, were able to create value felt by visitors to the music festival 

itself. Core service quality had a positive influence on appraisal emotion with a t-value of 

1.85. 
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INTRODUCTION 

The large increase in the number of music listeners followed by the large average 

expenditure in their music listening activities. Supported by a survey that revealed that 31.8% 

of respondents spend an average of Rp < 500,000 and 25% of respondents spend an average 

of Rp 800,001 - 1,100,000 per year on music. Apparently, the expenditure they give in the 

activity of listening to music was a large portion of the music festival with 58.5% of 

respondents.  

The existence of music festivals in Indonesia had actually been around for decades. 

One of the music festivals that still exists today was the Java Jazz Festival, the festivals had 

been held and received a MURI record as the largest jazz music festival in the world because 

it featured 1,300 musicians from 21 stages and sold around 190 thousand tickets. In addition 

to the Java Jazz Festival, there were many other successful music festivals in Indonesia, such 

as Soundrenaline which had been running, 
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Music festivals held on an annual basis certainly attract a lot of enthusiasm from the 

public, especially music lovers. The purchasing power of the middle class was increasing 

rapidly in fulfilling their entertainment needs, which could be seen from the growth of music 

concert ticket purchases through its services, which had increased by around 300% in the last 

two years. This enthusiasm had led to new opportunities for corporates to establish 

themselves as music promoters to start tasting the market that many young people were into. 

Many music promoters were now emerging from various corporations or organizations with 

more diverse music festival formats.  There were several examples of music festivals that 

were successfully held every year with various genres, such as Java Jazz Festival and Jazz 

Gunung for jazz music lovers, Djakarta Warehouse Project or Ultra Bali for electronic dance 

music lovers, Hammersonic for metal musicians, and Synchronize Fest or We The Fest for 

multi-genre music lovers.  

Consumer behavior was defined as the study of individuals, groups, or organizations 

and the processes involved in selecting, securing, using, and stopping the use of products, 

services, experiences, or ideas to meet needs and the impact that this process had on 

consumers and society (Cheng et al., 2021). Consumer behavior explained how individuals 

make decisions with the resources they had (time, money, effort) to the goods and services 

sold by marketers (Mohan et al., 2022). In addition, consumer behavior was a study that 

discusses what products and brands consumers buy, why consumers buy these products and 

services, when consumers buy products and services, where consumers buy products and 

services, how often consumers buy these products and services, how consumers evaluate 

products and services after purchase, and whether they will make repeat purchases of these 

products and services (Behera & Bala, 2023). Service quality was defined as the customer's 

overall impression of the weaknesses and strengths of the organization and its services 

(Griffin et al., 2020). Service quality as a perceived judgment, resulting from an evaluation 

process in which customers compare their expectations with the services they had received 

(Yin et al., 2020). Consumers will find it more difficult to evaluate service quality than 

product quality, this was due to the special characteristics of services, such as; intangible, 

changeable, perishable, and services were produced and consumed simultaneously (Zhou et 

al., 2020).  

Service quality into core and peripheral service attributes to enable a more thorough 

assessment of the important elements of value and satisfaction (Monsilp et al., 2020). Core 

service was the basic reason for a company to be in the market, because core service 

represents the company's basic competence in creating value for customers (Hafez, 2022). 

Core service represented a complex set of benefits that may be difficult to analyze because 

some were physical, psychological, and emotional (Kim et al., 2022).  In an art performance, 

core service quality was defined as the service quality of a core performance which consists 

of several factors, namely stage arrangements, actors and actresses, stage lighting, and sound 

or audio and was a service offered at music performances for consumers (Du & Lin, 2022). 

Thus, the core service provided becomes a product that was felt directly by consumers (Wang 

et al., 2022). In this study, core service quality was defined as the main service quality of a 

show which conswasts of several factors, namely stage management, actors and actresses, 

stage lighting, and sound or audio (Harsh & Boler, 2022). Peripheral service quality was a 

service that facilitates the core offering (core service) but was not specifically part of the core 

service  (Le et al., 2020).  

Peripheral service as a service refers to an activity to improve the quality of the main 

product or main service, companies that did not explicitly manage their peripheral services 

were at a disadvantage (Zubiena et al., 2023). Peripheral services could include venue quality 

(including all other servicescape factors not present in the theater), lobby lounge, facilities 

and servicescape throughout the venue, venue, rest wereas, refreshments and accessibility 

factors such as directions, parking, public transportation, customer flow and ticket queues 
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(Zeqiri et al., 2023). In this study, peripheral service quality was defined as the additional 

service quality of a show conswasting of venue quality (including all other servicescape 

factors not present in the theater), waiting lobby, facilities and servicescape throughout the 

venue, venue, intermwassion, refreshments and accessibility factors such as directions, 

parking, public transportation, customer flow and ticket queues (M. C. Ferreira et al., 2020). 

Emotion was the readiness of one's mental state that arises from cognitive appraisal of 

an event or thought (Cornet et al., 2022). Emotions refer to a set of emotional responses that 

were elicited specifically during a product/service consumption experience. Emotions 

influence what we remember, as well as how we assess encounters and what decisions we 

would make (J. A. Ferreira et al., 2022). Thus, emotion was one of the factors that could 

influence a person in providing an assessment of the experiences and services they feel 

(Cornet et al., 2022). Consumers had clear memories of an event and emotional memories 

that describe our feelings during the event, usually an emotionally charged event (both 

positive and negative) will be easily remembered by consumers. Emotions had a 

phenomenological atmosphere, which was accompanied by physiological processes, and 

were often expressed physically (for example in movements, posture, and facial expressions) 

and could result in specific actions to emphasize or overcome emotions, which depends on 

the nature and meaning of each person (Mercan, 2020). Emotions result from exposure to 

certain stimulus, such as a sense of surprise that could be caused by exposure to unexpected 

attributes of a product or situation such as unusually high or very low quality. In this study, 

the definition of appraisal emotion refers to research that refers to emotion as the readiness of 

one's mental state that arises from appraisal (McCann et al., 2016). 

Perceived value was defined as a consumer's overall assessment of the utility or 

benefits of a product or service based on perceptions of what was received and what was 

given (Töytäri et al., 2015). Although what was received varies among consumers; e.g., some 

may want volume, others high quality, and others convenience and what was given varies 

e.g., some were only concerned with money spent, while others with time and effort (Tong & 

Crosno, 2021).  Perceived value was the consumer's overall assessment of the net worth of 

the service, based on the consumer's assessment of what was received, the benefits provided 

by the service and what was given the cost or sacrifice in obtaining and utilizing the service 

(Saab & Botelho, 2020). Perceived value as the ratio between the benefits customers feel 

economic, functional, and psychological) and the resources monetary, time, effort, 

psychological, they use to get these benefits (Juan et al., 2017). In this study, the definition of 

perceived value refers to the benefits received by customers for the price of services 

exchanged, or the overall utility of the product based on perceptions of what was received 

and what was exchanged (Johnston & Mora Cortez, 2018). 

The concept of revisit intention came from behavioral intention (Gong & Huang, 2023). 

Behavioral intention as the stated likelihood of engaging in a behavior, such as revisit / 

repurchase intention and word of mouth intention (Nguyen et al., 2023). Repurchase intention 

was an individual's judgment about repurchasing a designated service from the same 

company, taking into account the current situation and possible circumstances (Sun et al., 

2023). The variable of repurchase intention aims to identify why consumers choose to return 

or not return to an experience that consumers had felt before. Revisit intention as consumer 

planning to visit a place of performance again in the future. So, from these three theories, it 

could be concluded that repurchase intention and revisit intention had almost the same 

meaning, namely using a service or visiting again in the future. Thus, the definition of revisit 

intention in this study refers to research that defines revisit intention as consumer planning to 

visit a venue again in the future (Chen et al., 2022). 
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Figure 3.  Research Model 

 

 

METHOD 

The measurement model fit test carried out on each measurement model separately 

through evaluation of the validity and reliability of the measurement model. 

a) Evaluation of the validity of the measurement model 

A variable said to had good validity on the construct or latent variable, if the standardized 

loading factor ≥ 0.50 and t-value ≥1.65. 

b) Evaluation of the reliability of the measurement model 

Reliability measurement in the measurement model uses construct reliability (CR) and 

variance extracted (VE). Measurement was said to be reliable if it meets the requirements 

of CR ≥ 0.7 and VE ≥ 0.5. CR and VE could be calculated using the formula:: 

1) construct reliability 

                      (∑𝑺𝑳𝑭)²  

   (∑𝑺𝑳𝑭)² + (∑𝑬𝒓𝒓𝒐𝒓)  

 

2) variance extracted 

                         ∑𝑺𝑳𝑭²   

                 ∑𝑺𝑳𝑭² + (∑𝑬𝒓𝒓𝒐𝒓) 

 

In this study, the structural model analysis used the entire research model described in 

Figure 2 as follow:  

 

Figure 2. Path Diagram 

> 0.7 

> 0.5 
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RESULTS AND DISCUSSION 

This research was analyzed through the structural equation modeling method which 

carried out in a two-step manner, namely data analysis with measurement models and 

structural models. 

 

 
 

Figure 3. Measurement model Path Diagram 
Source: Research Data (2023)  

 

 
 

Figure 4. Measurement model Path Diagram (T-values) 
Source: Research Data (2023) 
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Figure 3 and Figure 4 were path diagram of the measurement model test results used to 

measure validity and reliability. The measurement model test results summarized in the 

validity and reliability test results table. A variable was said to had good validity against its 

construct or latent variable if the standardized loading factor ≥ 0.5 SLF and t-value ≥1.65. All 

measurements were said to be valid because they meet these requirements. After conducting 

the validity test, the researcher conducted a reliability test by calculating the construct 

reliability followed by the calculation of variance extracted  using the formula: 

(∑𝑺𝑳𝑭)²  

(∑𝑺𝑳𝑭)² + ∑𝑬𝒓𝒓𝒐𝒓 

 

The following were the results of the calculation of construct reliability for each variable: 

1. Core service quality   

Σ SLF = 0,65 + 0,77 + 0,61 + 0,86 =  2,89 

Σ Error = 0,58 + 0,41 + 0,62 + 0,26 = 1,87  

CR = 2,89² / (2,89² + 1,87) = 0,817 

2. Peripheral service quality 

Σ SLF = 0,67 + 0,73 + 0,68 + 0,86 = 2,94 

Σ Error = 0,55 + 0,46 + 0,53 + 0,27 = 1,81 

CR = 2,94² / (2,94² + 1,81) = 0,827 

3. Appraisal emotion 

Σ SLF = 0,72 + 0,80 + 0,78 + 0,71 = 3,01 

Σ Error = 0,49 + 0,35 + 0,40 + 0,49 = 1,73 

CR = 3,01² / (3,01² + 1,73) = 0,840 

4. Perceived value 

Σ SLF = 0,68 + 0,68 + 0,77 + 0,78 = 2,91 

Σ Error = 0,54 + 0,54 + 0,41 + 0,39 = 1,88 

CR = 2,91² / (2,91² + 1,88) = 0,818 

5. Customer satisfaction 

Σ SLF = 0,75 + 0,74 + 0,76 + 0,78 = 3,03 

Σ Error = 0,43 + 0,46 + 0,43 + 0,39 = 1,71 

CR = 3,03² / (3,03² + 1,71) = 0,843 

6. Revisit intention 

Σ SLF = 0,75 + 0,70 + 0,78 + 0,73 = 2,96 

Σ Error = 0,44 + 0,52 + 0,39 + 0,46 = 1,81 

CR = 2,96² / (2,96² + 1,81) = 0,829 

Furthermore, the reliability test was carried out by calculating the variance extracted of each 

construct with the following formula: 

∑(𝑺𝑳𝑭)²  

∑(𝑺𝑳𝑭)² + ∑𝑬𝒓𝒓𝒐𝒓 

The following formula was the value of variance extracted (VE): 
1. Core service quality   

Σ (SLF)²  = (0,65) ²  + (0,77) ²  + (0,61) ²  + (0,86) ²  =  2,127 

Σ Error = 0,58 + 0,41 + 0,62 + 0,26 = 1,87  

VE = 2,127 / (2,127 + 1,87) = 0,532 

2. Peripheral service quality 

Σ (SLF)²  = (0,67) ²  + (0,73) ²  + (0,68) ²  + (0,86) ²  = 2,184 

Σ Error = 0,55 + 0,46 + 0,53 + 0,27 = 1,81 

VE = 2,184 / (2,184 + 1,81) = 0,547 

3. Apprawasal emotion 

Σ (SLF)² = (0,72) ²  + (0,80) ²  + (0,78) ²  + (0,71) ²  = 2,271 

Σ Error = 0,49 + 0,35 + 0,40 + 0,49 = 1,73 

VE = 2,271/ (2,271+ 1,73) = 0,568 

CR = 

𝑽𝑬 = 
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4. Perceived value 

Σ (SLF)²  = (0,68) ²  + (0,68) ²  + (0,77) ²  + (0,78) ²  = 2,126 

Σ Error = 0,54 + 0,54 + 0,41 + 0,39 = 1,88 

VE = 2,126/ (2,126 + 1,88) = 0,531 

5. Customer satisfaction 
Σ (SLF)²  = (0,75) ²  + (0,74) ²  + (0,76) ²  + (0,78) ²  = 2,296 

Σ Error = 0,43 + 0,46 + 0,43 + 0,39 = 1,71 

VE = 2,296 / (2,296+ 1,71) = 0,573 

6. Revisit intention 

Σ (SLF)²  = (0,75) ²  + (0,70) ²  + (0,78) ²  + (0,73) ²  = 2,194 

Σ Error = 0,44 + 0,52 + 0,39 + 0,46 = 1,81 

VE = 2,194/ (2,194+ 1,81) = 0,548 

The above calculation showed the results of the reliability calculation in the 

measurement model using construct reliability and variance extracted. Measurement was said 

to be reliable if it meets the requirements of CR ≥ 0.7 and VE ≥ 0.5. Therefore, all variables in 

this study could be said to be reliable because they meet these value requirements. The 

structural model aimed to test the entire model and test the relationship of each variable with 

each other. Based on the calculation results, the structural model equation was obtained as 

follows: 

դ1 =  0.17*CSQ + 0.78*PSQ, Errorvar.= 0.20  , R² = 0.80 

(0.091)    (0.11)               (0.064) 

1.85       6.90                 3.09 

 

The variation that occurs in the Appraisal emotion variable could be explained by the Core 

service quality and Peripheral service quality variables by 80%. 

դ2 = 0.46*AE + 0.082*CSQ + 0.43*PSQ, Errorvar.= 0.15  , R² = 0.85 

           (0.20)    (0.089)     (0.19)               (0.058)            

            2.32      0.92        2.27                 2.61         

The variation that occurs in the Perceived value variable could be explained by the Appraisal 

emotion, Core service quality and Peripheral service quality variables by 85%. 

դ3 = 0.51*AE + 0.42*PV, Errorvar.= 0.17  , R² = 0.83 

(0.21)    (0.21)              (0.055) 

2.44      2.02                3.07 

The variation that occurs in the customer satisfaction variable could be explained by the 

appraisal emotion and perceived value variables by 83%. 

դ4 = 0.56*CS + 0.40*PSQ, Errorvar.= 0.17  , R² = 0.83 

(0.15)    (0.15)               (0.057) 

3.62      2.73                 2.91 

The variation that occurs in the revisit intention variable could be explained by the customer 

satisfaction and peripheral service quality variables by 83%. 

 

Description: 

ξ1 (ksi 1) = Core service quality 

ξ1 (ksi 2) = Peripheral service quality 

η1 (eta 1) = Apprawasal emotion 

η1 (eta 2) = Perceived value 

η1 (eta 3) = Customer satwasfaction 

η1 (eta 4) = Revisit intention 
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Figure 5. Structural model Path Diagram (Estimates) 
Source: Research Data (2023) 

 

 

 

 
 

Figure 6. Structural model Path Diagram (T-values) 
Source: Research Data (2023) 

 

Through the structural model path diagram, it could be concluded that the influence 

between latent variables on one another by referring to the estimates and t-values. When the 

t-value ≥ 1.65 for hypothesis testing that had a positive influence, the structural equation path 

coefficient was said to be significant and the hypotheses was accepted. However, if the t-

value was below 1.65, it could be concluded that between the two variables was considered 

insignificant or had no relationship. The results of the hypotheses relationship analysis were 

summarized in Table 1. 
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Table 1. Hypotheses Test Result 

Hypo 

theses 
Path Est T-value T-table Result 

H1 
Core service quality → 

Appraisal emotion 
0.17 1.85 1.65 Supported 

H2 
Peripheral service quality → 

Appraisal emotion 
0.78 6.90 1.65 Supported 

H3 
Apprawasal emotion → 

Perceived value 
0.46 2.32 1.65 Supported 

H4 
Core service quality → 

Perceived value 
0.08 0.92 1.65 

Not 

Supported 

H5 
Peripheral service quality → 

Perceived value 
0.43 2.27 1.65 Supported 

H6 
Perceived value → Customer 

satisfaction 
0.42 2.02 1.65 Supported 

H7 
Apprawasal emotion → 

Customer satisfaction 
0.51 2.44 1.65 Supported 

H8 
Customer satisfaction → 

Revisit intention 
0.56 3.62 1.65 Supported 

H9 
Peripheral service quality → 

Revisit intention 
0.40 2.73 1.65 Supported 

Source:Research Data (2023) 

 

In the structural model calculation, H1 got a t-value of 1.85, which showed a number 

greater than the t-table of 1.65. Therefore, it could be concluded that the core service quality 

variable had a positive influence on appraisal emotion. In the structural model calculation, H2 

got a t-value of 6.90, which showed a number greater than the t-table of 1.65. Therefore, it 

could be concluded that the peripheral service quality variable had a positive influence on 

appraisal emotion. In the structural model calculation, H3 got a t-value of 2.32, which 

showed a number greater than the t-table of 1.65. Therefore, it could be concluded that the 

appraisal emotion variable had a positive influence on perceived value. In the structural 

model calculation, H4 got a t-value of 0.92, which showed a number smaller than the t-table 

of 1.65. Therefore, it could be concluded that the core service quality variable had no 

influence on perceived value. In the structural model calculation, H5 got a t-value of 2.27, 

which showed a number greater than the t-table of 1.65. Therefore, it could be concluded that 

the peripheral service quality variable had a positive influence on perceived value. In the 

structural model calculation, H6 got a t-value of 2.02, which showed a number greater than 

the t-table of 1.65. Therefore, it could be concluded that the perceived value variable had a 

positive influence on customer satwasfaction. In the structural model calculation, H7 got a t-

value of 2.44, which showed a number greater than the t-table of 1.65. Therefore, it could be 

concluded that the appraisal emotion variable had a positive influence on customer 

satisfaction. In the structural model calculation, H8 got a t-value of 3.62, which showed a 

number greater than the t-table of 1.65. Therefore, it could be concluded that the customer 

satisfaction variable had a positive influence on revisit intention. In the structural model 

calculation, H9 got a t-value of 2.73, which showed a number greater than the t-table of 1.65. 

Therefore, it could be concluded that the peripheral service quality variable had a positive 

influence on revisit intention. 
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CONCLUSION 

The music performance such as the quality of the performers' line-up, stage spacing, 

lighting, and sound system affected the emotions felt by visitors, both during and after the 

music performance. Peripheral service quality had a positive influence on appraisal emotion 

with a t-value of 6.90. This proved that additional services or Peripheral service quality affect 

the emotions felt by Music Fest visitors. This could be influenced by the easy access that 

visitors had to get to the venue, the large parking lot provided, the well-organized ticket 

exchange system, and also the performance of staff who make visitors comfortable. These 

things were one of the factors that create emotions felt by visitors, be it negative or positive 

emotions. The results of this study showed that the data supports the phenomenon and the 

literature that had been built. Appraisal emotion had a positive influence on perceived value 

with a t-value of 2.32. this proved that the sense of pleasure that arises from good customer 

service and music performances, as well as music performances that could fulfill a person's 

emotional desires and needs for music festivals, were able to create value felt by visitors to 

the music festival itself Core service quality had a positive influence on appraisal emotion 

with a t-value of 1.85. This showed that the core services. Core service quality had no 

influence on perceived value with a t-value of 0.92. This showed that the core service quality 

presented by Music Fest did not help in increasing the value felt by visitors. Based on the 

conclusions from interviews conducted with 17 respondents, respondents feel that what 

Music Fest presents regarding the core of music performances such as the appearance of the 

performers, stage, and lighting, was not worth it with the effort, time, and money they had 

spent on this music event. Peripheral service quality had a positive influence on perceived 

value with a t-value of 2.27. This proved that the easy access for visitors to get to the venue, 

the large parking lot provided, the well-organized ticket exchange system, and also the 

performance of staff who make visitors comfortable, were able to form a perceived value 

when the benefits obtained by visitors were in accordance with the costs and efforts they had 

spent. Perceived value had a positive influence on customer satisfaction with a t-value of 

2.02. This proved that if the music performance they enjoy was comparable to the cost, time, 

and effort spent, it could affect the satisfaction felt by visitors.  Appraisal emotion had a 

positive influence on customer satisfacion with a t-value of 2.44. This proved that the sense 

of pleasure arising from good customer service and music performances, as well as music 

performances that could fulfill a person's emotional desires and needs for music festivals, 

could create satisfaction for festival visitors. Customer satisfaction had a positive influence 

on Revisit intention with a t-value of 3.62. This proved that when visitors feel that music 

performances were entertaining, which provide a positive experience, and in accordance with 

expectations, it could influence viitors' decisions to come back to Music Fest the following 

year. Peripheral service quality had a positive influence on Revisit intention with a t-value of 

2.73. This proved that the factors of easy access for visitors to get to the venue, the size of the 

parking lot provided, the well-organized ticket exchange system, and also the performance of 

staff who make visitors comfortable, will affect visitors' decisions to come back to Music 

Fest the following year. 

 

 

REFERENCE 

Behera, R. K., & Bala, P. K. (2023). Unethical use of information access and analytics in 

B2B service organisations: The dark side of behavioural loyalty. Industrial Marketing 

Management, 109, 14–31. 

https://doi.org/https://doi.org/10.1016/j.indmarman.2022.12.006 

Chen, C., Chen, H.-B., Yeh, S.-S., Tseng, L.-Y., & Huan, T.-C. (2022). Exploring tourists’ 

purchase intention of food-related souvenirs. Tourism Management Perspectives, 44, 

101035. https://doi.org/https://doi.org/10.1016/j.tmp.2022.101035 

https://dinastipub.org/DIJMS


https://dinastipub.org/DIJMS                                                   Vol. 5, No.3, January 2024 

 

418 | P a g e  

Cheng, M., Liu, J., Qi, J., & Wan, F. (2021). Differential effects of firm generated content on 

consumer digital engagement and firm performance: An outside-in perspective. 

Industrial Marketing Management, 98, 41–58. 

https://doi.org/https://doi.org/10.1016/j.indmarman.2021.07.001 

Cornet, Y., Lugano, G., Georgouli, C., & Milakis, D. (2022). Worthwhile travel time: a 

conceptual framework of the perceived value of enjoyment, productivity and fitness 

while travelling. Transportmetrica A Transport Science. 

https://doi.org/https://doi.org/10.1080/01441647.2021.1983067 

Du, G., & Lin, Y. (2022). Brand connection and entry in the shopping mall ecological chain: 

Evidence from consumer behavior big data analysis based on two-sided markets. 

Journal of Cleaner Production, 364, 132663. 

https://doi.org/https://doi.org/10.1016/j.jclepro.2022.132663 

Ferreira, J. A., Passos, G. S., Youngstedt, S. D., de Lima, B. E., Vieira, L. B., Martins, M. 

M., de Assis, B. P., & Santana, M. G. (2022). Are there sex differences in energy 

expenditure and enjoyment in older adults playing active video games? Journal of 

Bodywork and Movement Therapies, 31, 72–76. 

https://doi.org/https://doi.org/10.1016/j.jbmt.2022.04.008 

Ferreira, M. C., Koga, C. N., Lima Mussi, M. C., Fradico, P. F., & Carneiro, M. M. (2020). 

QUALITY OF ONLINE INFORMATION PROVIDED BY FERTILITY CLINIC 

WEBSITES: COMPLIANCE WITH BRAZILIAN MEDICAL COUNCIL (CFM) AND 

AMERICAN SOCIETY FOR REPRODUCTIVE MEDICINE (ASRM) GUIDELINES. 

Fertility and Sterility, 114(3, Supplement), e557–e558. 

https://doi.org/https://doi.org/10.1016/j.fertnstert.2020.09.104 

Gong, A.-D., & Huang, Y.-T. (2023). Finding love in online games: Social interaction, 

parasocial phenomenon, and in-game purchase intention of female game players. 

Computers in Human Behavior, 143, 107681. 

https://doi.org/https://doi.org/10.1016/j.chb.2023.107681 

Griffin, W., Haworth, N., & Twisk, D. (2020). Patterns in perceived crash risk among male 

and female drivers with and without substantial cycling experience. Transportation 

Research Part F: Traffic Psychology and Behaviour, 69, 1–12. 

https://doi.org/https://doi.org/10.1016/j.trf.2019.12.013 

Hafez, M. (2022). Unpacking the influence of social media marketing activities on brand 

equity in the banking sector in Bangladesh: A moderated mediation analysis of brand 

experience and perceived uniqueness. International Journal of Information Management 

Data Insights, 2(2), 100140. https://doi.org/https://doi.org/10.1016/j.jjimei.2022.100140 

Harsh, B., & Boler, D. B. T.-R. M. in F. S. (2022). Branded beef programs. Elsevier. 

https://doi.org/https://doi.org/10.1016/B978-0-323-85125-1.00077-6 

Johnston, W. J., & Mora Cortez, R. (2018). Unit pricing and its implications for B2B 

marketing research. Industrial Marketing Management, 69, 32–39. 

https://doi.org/https://doi.org/10.1016/j.indmarman.2018.01.026 

Juan, Y.-K., Hsu, Y.-H., & Xie, X. (2017). Identifying customer behavioral factors and price 

premiums of green building purchasing. Industrial Marketing Management, 64, 36–43. 

https://doi.org/https://doi.org/10.1016/j.indmarman.2017.03.004 

Kim, B., Lee, D. C. H., Chua, B.-L., & Han, H. (2022). Country image of gastronomy and 

branding Hawker Culture: Local consumers’ perception. Tourism Management 

Perspectives, 44, 101036. https://doi.org/https://doi.org/10.1016/j.tmp.2022.101036 

Le, V. H., Nguyen, H. T. T., Nguyen, N., & Pervan, S. (2020). Development and validation 

of a scale measuring hotel website service quality (HWebSQ). Tourism Management 

Perspectives, 35, 100697. https://doi.org/https://doi.org/10.1016/j.tmp.2020.100697 

McCann, D., Bull, R., & Winzenberg, T. (2016). Brief Report: Competence, Value and 

Enjoyment of Childcare Activities Undertaken by Parents of Children With Complex 

https://dinastipub.org/DIJMS


https://dinastipub.org/DIJMS                                                   Vol. 5, No.3, January 2024 

 

419 | P a g e  

Needs. Journal of Pediatric Nursing, 31(2), e127–e132. 

https://doi.org/https://doi.org/10.1016/j.pedn.2015.10.018 

Mercan, F. C. (2020). Control-value theory and enjoyment of science: A cross-national 

investigation with 15-year-olds using PISA 2006 data. Learning and Individual 

Differences, 80, 101889. https://doi.org/https://doi.org/10.1016/j.lindif.2020.101889 

Mohan, M., Casidy, R., Thaichon, P., & Nyadzayo, M. (2022). Leveraging consumer 

behavior research to forge new insights into B2B buyer behavior: Contextualizing extant 

research and developing a research agenda. Industrial Marketing Management, 105, 1–

17. https://doi.org/https://doi.org/10.1016/j.indmarman.2022.05.010 

Monsilp, T., Khudphab, T., Doloh, S., Wasinrat, P., Wutikul, Y., Weerakhachon, P., 

Nawsuwan, K., & Waichompu, N. (2020). The correlation between knowledge of 

influenza and perceived risk of influenza among clients in outpatient department of 

Yalasiriratthanarak Hospital. Enfermería Clínica, 30, 61–63. 

https://doi.org/https://doi.org/10.1016/j.enfcli.2019.11.021 

Nguyen, N. H., Kien Dao, T., Duong, T. T., Nguyen, T. T., Nguyen, V. K., & Dao, T. L. 

(2023). Role of consumer ethnocentrism on purchase intention toward foreign products: 

Evidence from data of Vietnamese consumers with Chinese products. Heliyon, 9(2), 

e13069. https://doi.org/https://doi.org/10.1016/j.heliyon.2023.e13069 

Saab, A. B., & Botelho, D. (2020). Are organizational buyers rational? Using price heuristics 

in functional risk judgment. Industrial Marketing Management, 85, 141–151. 

https://doi.org/https://doi.org/10.1016/j.indmarman.2019.10.001 

Sun, H., Jing, P., Wang, B., Cai, Y., Ye, J., & Wang, B. (2023). The effect of record-high 

gasoline prices on the consumers’ new energy vehicle purchase intention: Evidence 

from the uniform experimental design. Energy Policy, 175, 113500. 

https://doi.org/https://doi.org/10.1016/j.enpol.2023.113500 

Tong, P. Y., & Crosno, J. (2021). The effects of perceived risk on control-compliance 

relationships. Industrial Marketing Management, 96, 50–59. 

https://doi.org/https://doi.org/10.1016/j.indmarman.2021.04.010 

Töytäri, P., Rajala, R., & Alejandro, T. B. (2015). Organizational and institutional barriers to 

value-based pricing in industrial relationships. Industrial Marketing Management, 47, 

53–64. https://doi.org/https://doi.org/10.1016/j.indmarman.2015.02.005 

Wang, Y.-C., Tsai, Y.-L., & Fu, R. J. C. (2022). Pipeline speed of chain-branded hotels in the 

U.S.: A competitive dynamics perspective. International Journal of Hospitality 

Management, 104, 103226. https://doi.org/https://doi.org/10.1016/j.ijhm.2022.103226 

Yin, J., Cheng, Y., Bi, Y., & Ni, Y. (2020). Tourists perceived crowding and destination 

attractiveness: The moderating effects of perceived risk and experience quality. Journal 

of Destination Marketing & Management, 18, 100489. 

https://doi.org/https://doi.org/10.1016/j.jdmm.2020.100489 

Zeqiri, J., Dania, T. R., Adriana, L.-T. D., Gagica, K., & Gleason, K. (2023). The impact of 

e-service quality on word of mouth: A higher education context. The International 

Journal of Management Education, 21(3), 100850. 

https://doi.org/https://doi.org/10.1016/j.ijme.2023.100850 

Zhou, R., Zhang, Y., & Shi, Y. (2020). Driver’s distracted behavior: The contribution of 

compensatory beliefs increases with higher perceived risk. International Journal of 

Industrial Ergonomics, 80, 103009. 

https://doi.org/https://doi.org/10.1016/j.ergon.2020.103009 

Zubiena, L., Lewin, O., Coleman, R., Phezulu, J., Ogunfiditimi, G., Blackburn, T., & Joseph, 

L. (2023). Development and testing of the health information website evaluation tool on 

neck pain websites – An analysis of reliability, validity, and utility. Patient Education 

and Counseling, 113, 107762. https://doi.org/https://doi.org/10.1016/j.pec.2023.107762 

 

https://dinastipub.org/DIJMS

