DAFTAR PUSTAKA

Hair, Joseph F. Jr, et al. Multivariate Data Analysis. 2010. (n.d.).

Al-Ansi, A., Olya, H. G. T., & Han, H. (2019).Effect of general risk on trust,
satisfaction, and recommendation intention for halal food.International
Journal of Hospitality Management, 83(September 2018), 210-219.
https://doi.org/10.1016/j.ijhm.2018.10.017

Arnold, M. J., & Reynolds, K. E. (2003).Hedonic shopping motivations.Journal of
Retailing, 79(2), 77-95.https://doi.org/10.1016/S0022-4359(03)00007-1

Atulkar, S., & Kesari, B. (2017). Satisfaction, loyalty and repatronage intentions:
Role of hedonic shopping values. Journal of Retailing and Consumer Services,
39(July), 23-34. https://doi.org/10.1016/j.jretconser.2017.06.013

Brown, J. O., Broderick, A. J., & Lee, N. (2007). Online Communities :
Conceptualizing the Online Social Network. Journal of Interactive Marketing,
21(3), 2-20. https://doi.org/10.1002/dir

Casidy, R., & Wymer, W. (2016). A risk worth taking: Perceived risk as moderator
of satisfaction, loyalty, and willingness-to-pay premium price. Journal of
Retailing and Consumer Services, 32, 189-197.
https://doi.org/10.1016/j.jretconser.2016.06.014

Chang, M. K., Cheung, W., & Lai, V. S. (2005). Literature derived reference models
for the adoption of online shopping. Information & Management, 42(4), 543—
559. https://doi.org/10.1016/j.im.2004.02.006

Close, A. G., & Kukar-Kinney, M. (2010). Beyond buying: Motivations behind
consumers’ online shopping cart use. Journal of Business Research, 63(9-10),
986-992. https://doi.org/10.1016/j.jbusres.2009.01.022

Cnnindonesia.com. (2014. 23 September). Transaksi E-Commerce Indonesia Capai
US$ 10 Miliar. Diakses pada 11  Agustus 2020, dari
https://www.cnnindonesia.com/ekonomi/20140923142423-92-
4073/transaksi-e-commerce-indonesia-capai-us--10-miliar

Cnnindonesia.com. (2016. 23 Januari). Nilai Transaksi E-Commerce di Indonesia
Menggiurkan. Diakses pada 11 Agustus 2020, dari
https://www.cnnindonesia.com/teknologi/20160122170755-185-
106096/nilai-transaksi-e-commerce-di-indonesia-menggiurkan

61


https://doi.org/10.1016/S0022-4359(03)00007-1
https://doi.org/10.1002/dir

62

Cnnindonesia.com. (2016.27 April). Transaksi E-Commerce Indonesia di 2016
Ditaksir Rp 394 Triliun. Diakses pada 11 Agustus 2020, dari
https://www.cnnindonesia.com/teknologi/20160427160429-185-
126999/transaksi-e-commerce-indonesia-di-2016-ditaksir-rp394-triliun

Cooper, L. E. E. G. (1992). Promotion Thresholds. Journal of Consumer Research,
19(December).

Darley, W. K., Blankson, C., & Luethge, D. J. (2010). Toward an integrated
framework for online consumer behavior and decision making process: A
review. Psychology and Marketing, 27(2), 94-116.
https://doi.org/10.1002/mar.20322

Diaz, A., Gbmez, M., Molina, A., & Santos, J. (2018). A segmentation study of
cinema consumers based on values and lifestyle. Journal of Retailing and
Consumer Services, 41(August 2017), 79-809.
https://doi.org/10.1016/j.jretconser.2017.12.001

Elliott, R. (1994). Addictive consumption: Function and fragmentation in
postmodernity. Journal of Consumer Policy, 17(2), 159-179.
https://doi.org/10.1007/BF01016361

Fam, K. S., Foscht, T., & Collins, R. D. (2004). Trust and the online relationship-
an exploratory study from New Zealand. Tourism Management, 25(2), 195-
207. https://doi.org/10.1016/S0261-5177(03)00084-0

Grewal, D., Monroe, K. B., & Krishnan, R. (1998). The effects of price-comparison
advertising on buyers’ perceptions of acquisition value, transaction value, and
behavioral intentions. Journal of Marketing, 62(2), 46-59.
https://doi.org/10.2307/1252160

Hair Jr, J., Hult, G. T., Ringle, C., & Sarstedt, M. (2016). A Primer on Partial Least
Squares Structural Equation Modeling (PLS-SEM) - Joseph F. Hair, Jr., G.
Tomas M. Hult, Christian Ringle, Marko Sarstedt. In Sage.

Hong, I. B., & Cha, H. S. (2013). The mediating role of consumer trust in an online
merchant in predicting purchase intention. International Journal of
Information Management, 33(6), 927-939.
https://doi.org/10.1016/j.ijinfomgt.2013.08.007

Horvéath, C., & Adigiizel, F. (2018). Shopping enjoyment to the extreme: Hedonic
shopping motivations and compulsive buying in developed and emerging
markets. Journal of Business Research, 86(August 2017), 300-310.
https://doi.org/10.1016/j.jbusres.2017.07.013



63

Jeon, S., Qi, J., & Wang, J. (2017). Do local consumers behave differently from
visitors? An exploratory study in online group buying. Electronic Commerce
Research and Applications, 25, 95-104.
https://doi.org/10.1016/j.elerap.2017.08.004

Liputan6.com. (2017. 14 Agustus). 2018, Transaksi E-Commerce Indonesia Akan
Capai Rp 144 Triliun. Diakses pada 11 Agustus 2020. Dari
https://www.liputan6.com/tekno/read/3057134/2018-transaksi-e-commerce-
indonesia-akan-capai-rp-144-triliun

Meyer, R. J., & Assuncéo, J. (1990). The Optimality of Consumer Stockpiling
Strategies. Marketing Science, 9(1), 18-41.
https://doi.org/10.1287/mksc.9.1.18

Mohd Suki, N., & Mohd Suki, N. (2017). Modeling the determinants of consumers’
attitudes toward online group buying: Do risks and trusts matters? Journal of
Retailing  and Consumer  Services, 36(February), 180-188.
https://doi.org/10.1016/j.jretconser.2017.02.002

Moon, J., & Tikoo, S. (2002). Buying decision approaches of organizational buyers
and users. Journal of Business Research, 55(4), 293-299.
https://doi.org/10.1016/S0148-2963(00)00155-7

Nasional.kontan.co.id.(2020. 11 Februari). Bl Sebut Nilai Transaksi E-COmmerce
2019 Meningkat Drastis. Diakses pada 11 Agustus 2020. dari
https://nasional.kontan.co.id/news/bi-sebut-nilai-transaksi-e-commerce-
sepanjang-2019-meningkat-drastis

O’Guinn, T. C., & Faber, R. J. (1989). Compulsive Buying: A Phenomenological
Exploration.  Journal of  Consumer  Research, 16(2), 147.
https://doi.org/10.1086/209204

Pappas, N. (2016). Marketing strategies, perceived risks, and consumer trust in
online buying behaviour. Journal of Retailing and Consumer Services, 29, 92—
103. https://doi.org/10.1016/j.jretconser.2015.11.007

Park, C., & Jun, J. K. (2003). A cross-cultural comparison of Internet buying
behavior: Effects of Internet usage, perceived risks, and innovativeness.
International Marketing Review, 20(5), 534-553.
https://doi.org/10.1108/02651330310498771

Serra Cantallops, A., & Salvi, F. (2014). New consumer behavior: A review of
research on eWOM and hotels. International Journal of Hospitality
Management, 36, 41-51. https://doi.org/10.1016/j.ijhm.2013.08.007



64

Shi, X., & Liao, Z. (2017). Online consumer review and group-buying participation:
The mediating effects of consumer beliefs. Telematics and Informatics, 34(5),
605-617. https://doi.org/10.1016/j.tele.2016.12.001

Song, H. J., Wang, J. H., & Han, H. (2019). Effect of image, satisfaction, trust, love,
and respect on loyalty formation for name-brand coffee shops. International
Journal of Hospitality Management, 79(December 2018), 50-59.
https://doi.org/10.1016/j.ijhm.2018.12.011

Song, I., Larose, R., Eastin, M. S., & Lin, C. A. (2004). Internet gratifications and
internet addiction: On the uses and abuses of new media. Cyberpsychology
and Behavior, 7(4), 384—394. https://doi.org/10.1089/cpb.2004.7.384

Space, W. L. (n.d.). No Title.

Statistikian.com. (2018,25 Agustus). PLS SEM: Pengukuran Kecocokan Model
(Inner dan  OQuter). Diakses pada 12 Juli 2020, dari
https://statistikian.com/2018/08/pls-sem-pengukuran-kecocokan-model-
inner-dan-outer.html

Stouthuysen, K., Teunis, I., Reusen, E., & Slabbinck, H. (2018). Initial trust and
intentions to buy: The effect of vendor-specific guarantees, customer reviews
and the role of online shopping experience ¥t . Electronic Commerce Research
and Applications, 27, 23-38. https://doi.org/10.1016/j.elerap.2017.11.002

Ting, H., Thaichon, P., Chuah, F., & Tan, S. R. (2019). Consumer behaviour and
disposition decisions: The why and how of smartphone disposition. Journal of
Retailing and Consumer  Services, 51(July 2018), 212-220.
https://doi.org/10.1016/j.jretconser.2019.06.002

Turilli, M., Vaccaro, A., & Taddeo, M. (2010). The Case of Online Trust.
Knowledge, Technology & Policy, 23(3-4), 333-345.
https://doi.org/10.1007/s12130-010-9117-5

Vanhala, M., Lu, C., Peltonen, J., Sundqgvist, S., Nummenmaa, J., & Jarvelin, K.
(2020). The usage of large data sets in online consumer behaviour: A
bibliometric and computational text-mining—driven analysis of previous
research. Journal of Business Research, 106(May 2018), 46-59.
https://doi.org/10.1016/j.jbusres.2019.09.009

Vonkeman, C., Verhagen, T., & van Dolen, W. (2017). Role of local presence in
online impulse buying. Information and Management, 54(8), 1038-1048.
https://doi.org/10.1016/j.im.2017.02.008

Wang, W. T., Wang, Y. S., & Liu, E. R. (2016). The stickiness intention of group-
buying websites: The integration of the commitment—trust theory and e-



65

commerce success model. Information and Management, 53(5), 625-642.
https://doi.org/10.1016/j.im.2016.01.006

Wartaekonomi.co.id. (2016. 30 November). 2015, Nilai Transaksi E-Commerce di

Indonesia Capai 3,5 Miliar Dollar AS. Diakses pada 11 Agustus 2020, dari
https://www.wartaekonomi.co.id/read122372/2015-nilai-transaksi-di-
ecommerce-indonesia-capai-35-miliar-dollar-as.html

Wu, I. L., Chiu, M. L., & Chen, K. W. (2020). Defining the determinants of online

impulse buying through a shopping process of integrating perceived risk,
expectation-confirmation model, and flow theory issues. International Journal
of Information Management, 52(May 2019), 102099.
https://doi.org/10.1016/j.ijinfomgt.2020.102099

Zafar, A. U., Qiu, J., Li, Y., Wang, J., & Shahzad, M. (2019). The impact of social

media celebrities’ posts and contextual interactions on impulse buying in
social commerce. Computers in Human Behavior, October, 106178.
https://doi.org/10.1016/j.chb.2019.106178



