REFERENCE

Abdallah, A., Dwivedi, Y. K., Rana, N. P., & Algharabat, R. (2018). Journal of
Retailing and Consumer Services Examining factors in fl uencing Jordanian
customers ’ intentions and adoption of internet banking: Extending
UTAUT2 with risk. Journal of Retailing and Consumer Services, 40(July
2017), 125-138. https://doi.org/10.1016/j.jretconser.2017.08.026

Abushanab, E., & Pearson, J. M. (2007). Internet banking in Jordan: The unified
theory of acceptance and use of technology (UTAUT) perspective. Journal
of Systems and Information Technology, 9(1), 78-97.
https://doi.org/10.1108/13287260710817700

Ahn, T., Ryu, S., & Han, I. (2004). The impact of the online and offline features
on the wuser acceptance of Internet shopping malls. 3, 405-420.
https://doi.org/10.1016/j.elerap.2004.05.001

Alalwan, A. A. (2018). Investigating the impact of social media advertising
features on customer purchase intention. International Journal of
Information Management, 42(June), 65-77.
https://doi.org/10.1016/j.ijinfomgt.2018.06.001

Alrawashdeh, T. A., Muhairat, M. I., & Algatawnah, S. M. (n.d.). F ACTORS A
FFECTING A CCEPTANCE OF W EB -B ASED T RAINING SYSTEM : U
SING E XTENDED UTAUT AND S TRUCTURAL E QUATION M
ODELING.

Anderson, K. C., Knight, D. K., Pookulangara, S., & Josiam, B. (2014). Influence
of hedonic and utilitarian motivations on retailer loyalty and purchase
intention: A facebook perspective. Journal of Retailing and Consumer
Services, 21(5), 773-779. https://doi.org/10.1016/j.jretconser.2014.05.007

Bae, J., & Kim, S. (2013). The influence of cultural aspects on public perception
of the importance of CSR activity and purchase intention in Korea. Asian
Journal of Communication, 23(1), 68-85.
https://doi.org/10.1080/01292986.2012.725174

Chang, T. Z., & Wildt, A. R. (1994). Price, product information, and purchase
intention: An empirical study. Journal of the Academy of Marketing Science:
Official Publication of the Academy of Marketing Science, 22(1), 16-27.
https://doi.org/10.1177/0092070394221002

Chang, Y., Yu, H., & Lu, H. (2014). Persuasive messages , popularity cohesion ,
and message diffusion in social media marketing. Journal of Business
Research. https://doi.org/10.1016/j.jbusres.2014.11.027

Chen, H. (2015). the marketing review. 15(3), 289-309.

Chen, J. L. (2011). The effects of education compatibility and technological
expectancy on e-learning acceptance. Computers and Education, 57(2),
1501-1511. https://doi.org/10.1016/j.compedu.2011.02.009

Childers, T. L., Carr, C. L., Peck, J., & Carson, S. (2001). Hedonic and utilitarian
motivations for online retail shopping behavior. Journal of Retailing, 77(4),
511-535. https://doi.org/10.1016/S0022-4359(01)00056-2

Chiu, C. M., Hsu, M. H., Lai, H., & Chang, C. M. (2012). Re-examining the

64



65

influence of trust on online repeat purchase intention: The moderating role of
habit and its antecedents. Decision Support Systems, 53(4), 835-845.
https://doi.org/10.1016/j.dss.2012.05.021

Choi, D., & Johnson, K. K. P. (2019). Influences of environmental and hedonic
motivations on intention to purchase green products: An extension of the
theory of planned behavior. Sustainable Production and Consumption,
18(xxxx), 145-155. https://doi.org/10.1016/j.spc.2019.02.001

Cochran, W. G. (1977). Sampling Techniques (3rd ed.). John Wiley & Sons, Ltd.

Davis, F. D. (1989). Perceived Usefulness , Perceived Ease of Use , and User
Acceptance of. 13(3), 319-340.

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992). Extrinsic and Intrinsic
Motivation to Use Computers in the Workplace’ FRED D. DAVIS~.

Diallo, M. F. (2012). Effects of store image and store brand price-image on store
brand purchase intention: Application to an emerging market. Journal of
Retailing and Consumer Services, 19(3), 360-367.
https://doi.org/10.1016/j.jretconser.2012.03.010

Dwivedi, Y. K., Way, F., Rana, N. P., Way, F., Tajvidi, M., & Way, F. (2017).
Exploring the Role of Social Media in e-Government: an Analysis of
Emerging Literature.

Ferdinand, A. (2006). Metodologi Penelitian Manajemen Pedoman Penelitian
untuk Penulisan Skripsi, Tesis, dan Disertasi limu Manajemen. Badan
Penerbit Universitas Diponegoro.

Fiore, A. M., Jin, H. J., & Kim, J. (2005). For fun and profit: Hedonic value from
image interactivity and responses toward an online store. Psychology and
Marketing, 22(8), 669-694. https://doi.org/10.1002/mar.20079

Fitzpatrick, T., & Munby, I. (2013). Cronfa - Swansea University Open Access
Repository.  Dimensions  of  Vocabulary = Knowledge,  92-105.
http://cronfa.swan.ac.uk/Record/cronfa39600

Fosso, S., Bhattacharya, M., Trinchera, L., & Ngai, E. W. T. (2017). International
Journal of Information Management Role of intrinsic and extrinsic factors in
user social media acceptance within workspace: Assessing unobserved
heterogeneity. International Journal of Information Management, 37(2), 1-
13. https://doi.org/10.1016/j.ijinfomgt.2016.11.004

Ghalandari, K., & Norouzi, A. (2012). The effect of country of origin on purchase
intention: The role of product knowledge. Research Journal of Applied
Sciences, Engineering and Technology, 4(9), 1166-1171.

Han, M.-C. (2014). How Social Network Characteristics Affect Users’ Trust and
Purchase Intention. International Journal of Business and Management, 9(8),
122-133. https://doi.org/10.5539/ijbm.vOn8p122

Hays, S., Page, S. J.,, & Buhalis, D. (2013). Social media as a destination
marketing tool: Its use by national tourism organisations. Current Issues in
Tourism, 16(3), 211-239. https://doi.org/10.1080/13683500.2012.662215

Hsu, Chia-lin, Chen, M., Kikuchi, K., & Ippei, M. (2016). Paper Submitted to
Telematics and Informatics. Telematics and Informatics.
https://doi.org/10.1016/j.tele.2016.04.016

Hsu, Chin-lung, & Lin, J. C. (2008). Acceptance of blog usage : The roles of



66

technology acceptance , social influence and knowledge sharing motivation.
45, 65—74. https://doi.org/10.1016/j.im.2007.11.001

Hsu, M. H., Chang, C. M., & Chuang, L. W. (2015). Understanding the
determinants of online repeat purchase intention and moderating role of
habit: The case of online group-buying in Taiwan. International Journal of
Information Management, 35(2), 45-56.
https://doi.org/10.1016/j.ijinfomgt.2014.09.002

Information, M. (2018). Management Information Systems Research Center,
University of Minnesota. 36(1), 157-178.

Jiang, Z., & Chan, J. (2009). Journal of the Association for Information Effects of
Interactivity on Website Involvement and Purchase Intention * Effects of
Interactivity on Website Involvement and Purchase Intention. Journal of the
Association for Information Systems, 11(1), 34-59.

Jung, J., Shim, S. W., Jin, H. S., & Khang, H. (2016). Factors affecting attitudes
and behavioural intention towards social networking advertising: A case of
facebook users in South Korea. International Journal of Advertising, 35(2),
248-265. https://doi.org/10.1080/02650487.2015.1014777

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges
and opportunities of Social Media. Business Horizons, 53(1), 59-68.
https://doi.org/10.1016/j.bushor.2009.09.003

Kapoor, K. K., Tamilmani, K., Rana, N. P., Patil, P., Dwivedi, Y. K., & Nerur, S.
(2018). Advances in Social Media Research: Past , Present and Future.
531-558.

Kim, J., Xian, L., & Sadri, A. L. I. S. (2017). Numerical Simulation Study for
Frequency Sharing Between Micro-Cellular Systems and Fixed Service
Systems in Millimeter-Wave Bands. IEEE Access, 4(ii), 9847-9859.
https://doi.org/10.1109/ACCESS.2016.2641450

Latan, H. (2013). Model Persamaan Struktural Teori dan Implementasi AMOS
21.0. Alfabeta.

Lee, J.,, & Hong, I. B. (2016). Predicting positive user responses to social media
advertising: The roles of emotional appeal, informativeness, and creativity.
International Journal of Information Management, 36(3), 360-373.
https://doi.org/10.1016/j.ijinfomgt.2016.01.001

Lutfie, H., & Marcelino, D. (2020). Investigating Facebook Advertising Feature
through Performance Expectancy on Customer Purchase Intention. 2020 8th
International Conference on Cyber and IT Service Management, CITSM
2020. https://doi.org/10.1109/CITSM50537.2020.9268905

Norman, W. V., Munro, S., Brooks, M., Devane, C., Guilbert, E., Renner, R.,
Kendall, T., Soon, J. A., Waddington, A., Wagner, M. S., & Dunn, S. (2019).
Could implementation of mifepristone address Canada’s urban-rural abortion
access disparity: A mixed-methods implementation study protocol. BMJ
Open, 9(4), 1-9. https://doi.org/10.1136/bmjopen-2018-028443

Saad, S., Shah, H., Aziz, J., Jaffari, A., Waris, S., & Ejaz, W. (2012). The Impact
of Brands on Consumer Purchase Intentions. 4(2), 105-110.

San Martin, H., & Herrero, A. (2012). Influence of the user’s psychological
factors on the online purchase intention in rural tourism: Integrating



67

innovativeness to the UTAUT framework. Tourism Management, 33(2),
341-350. https://doi.org/10.1016/j.tourman.2011.04.003

Saunders, M., Lewis, P., & Thornhill, A. (2016). Research Methods for Business
Students (7th ed.). Pearson Education Limited.

Sundar, S. S., Bellur, S., Oh, J., Xu, Q., & Jia, H. (2014). User Experience of on-
screen interaction techniques: An experimental investigation of clicking,
sliding, zooming, hovering, dragging, and flipping. Human-Computer
Interaction, 29(2), 109-152. https://doi.org/10.1080/07370024.2013.789347

Varona Aramburu, D., Pérez Escolar, M., & Sanchez Mufioz, G. (2019). Teoria
del framing y protoperiodismo. Estudio de los atributos asociados a la figura
de Magallanes en los diarios de Pigafetta y Francisco Albo. Latina, Revista
de Comunicacion, 74, 734-747. https://doi.org/10.4185/RLCS

Wu, Y. L., Li, E. Y., & Chang, W. L. (2016). Nurturing user creative performance
in social media networks: An integration of habit of use with social capital
and information exchange theories. Internet Research, 26(4), 869-900.
https://doi.org/10.1108/IntR-10-2014-0239

Yang, B., Kim, Y., & Yoo, C. (2013). The integrated mobile advertising model :
The effects of technology- and emotion-based evaluations Y. Journal of
Business Research, 66(9), 1345-1352.
https://doi.org/10.1016/j.jbusres.2012.02.035

Zhu, Y., & Chang, J. (2016). Computers in Human Behavior The key role of
relevance in personalized advertisement: Examining its impact on
perceptions of privacy invasion , self-awareness , and continuous use
intentions. Computers in Human Behavior, 65, 442-447.
https://doi.org/10.1016/j.chb.2016.08.048



