
 

71 
   

DAFTAR PUSTAKA 
 

Ajzen, I. (1991). The Theory of Planned Behavior. Organizational Behavior and 

Human Decision Processes, 50, 179-211. 

https://doi.org/10.1080/10410236.2018.1493416 

Bar-Anan, Y., Liberman, N., & Trope, Y. (2006). The association between 

psychological distance and construal level: Evidence from an implicit 

association test. Journal of Experimental Psychology: General, 135(4), 609-

622. https://doi.org/10.1037/0096-3445.135.4.609 

Bosnjak, M., Obermeier, D., & Tuten, T. L. (2006). Predicting and explaining the 

propensity to bid in online auctions : a comparison of two action-theoretical 

models. 116(April), 102-116. https://doi.org/10.1002/cb.38 

Castaldo, S. (2007). Trust in market relationships. Trust in Market Relationships. 

https://doi.org/10.4337/9781847208576 

Charness, G., & Gneezy, U. (2008). What’s in a name? Anonymity and social 

distance in dictator and ultimatum games. Journal of Economic Behavior and 

Organization, 68(1), 29-35. https://doi.org/10.1016/j.jebo.2008.03.001 

Chen, C. H., Nguyen, B., Klaus, P. “Phil,” & Wu, M. S. (2015). Exploring 

Electronic Word-of-Mouth (eWOM) in The Consumer Purchase Decision-

Making Process: The Case of Online Holidays-Evidence from United 

Kingdom (UK) Consumers. Journal of Travel and Tourism Marketing, 32(8), 

953-970. https://doi.org/10.1080/10548408.2014.956165 

Cheung, C. M. Y., Sia, C. L., & Kuan, K. K. Y. (2012). Is this review believable? 

A study of factors affecting the credibility of online consumer reviews from 

an ELM perspective. Journal of the Association for Information Systems, 

13(8), 618-635. https://doi.org/10.17705/1jais.00305 

Cheung, M., Luo, C., Sia, C., & Chen, H. (2009). Credibility of electronic word-of-

mouth: Informational and normative determinants of on-line consumer 

recommendations. International Journal of Electronic Commerce, 13(4), 9-

38. https://doi.org/10.2753/JEC1086-4415130402 

Chiu, C.-M., Lin, H.-Y., Sun, S.-Y., & Hsu, M.-H. (2009). Understanding 



72 
 

   

customers ’ loyalty intentions towards online shopping : An integration of 

technology acceptance model and fairness theory Access details : Access 

Details : [ subscription number 908164418 ]. Behaviour & Information 

Technology, 28(4), 347-360. https://doi.org/10.1080/01449290801892492 

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

Cooper, D. R., & Schindler, P. S. (2014). Business Research Methods (12th ed.). 

McGraw-Hill Irwin. 

Dabholkar, P. A., & Sheng, X. (2009). The role of perceived control and gender in 

consumer reactions to download delays. Journal of Business Research, 62(7), 

756-760. https://doi.org/10.1016/j.jbusres.2008.06.001 

Dinh, T. D., & Mai, K. N. (2016). Guerrila marketing’s effects on Gen Y’s word-

of-mouth intention-a mediation of credibility. Asia Pacific Journal of 

Marketing and Logistics, 28(1), 4-22. 

Doney, P. M., & Cannon, J. P. (1997). An examination of the nature of trust in 

buyer-seller relationships. Journal of Marketing, 61(2), 35-51. 

https://doi.org/10.2307/1251829 

Eppler, M. J. (2003). Managing Information Quality. In Managing Information 

Quality. https://doi.org/10.1007/978-3-540-24782-1 

Garson, G. D. (2016). Partial Least Squares: Regression & Structural Equation 

Models. In Statistical Associates Blue Book Series 10. G. David Garson and 

Statistical Associates Publishing. www.statisticalassociates.com 

Goldsmith, R. E., & Horowitz, D. (2006). Measuring Motivations for Online 

Opinion Seeking. Journal of Interactive Advertising, 6(2), 2-14. 

https://doi.org/10.1080/15252019.2006.10722114 

Gretzel, U., Yoo, K. Y., & Purifoy, M. (2007). Online Travel Reviews Study: Role 

& Impact of Online Travel Reviews. 

Hair Jr, J. F., Black, W. C., Babin, B. J., Anderson, R. E., Black, W. C., & Anderson, 

R. E. (2018). Multivariate Data Analysis (8th ed.). Cengage Learning. 

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic 

word-of-mouth via consumer-opinion platforms: What motivates consumers 

to articulate themselves on the Internet? Journal of Interactive Marketing, 



73 
 

   

18(1), 38-52. https://doi.org/10.1002/dir.10073 

Hennig-Thurau, T., & Walsh, G. (2003). Electronic word-of-mouth: Motives for 

and consequences of reading customer articulations on the internet. 

International Journal of Electronic Commerce, 8(2), 51-74. 

https://doi.org/10.1080/10864415.2003.11044293 

Hernández-Ortega, B. (2018). Don’t believe strangers: Online consumer reviews 

and the role of social psychological distance. Information and Management, 

55(1), 31-50. https://doi.org/10.1016/j.im.2017.03.007 

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 

Kahneman, D., & Tversky, A. (2000). Choices , Values , and Frames (10th ed.). 

Cambridge University Press. 

https://doi.org/https://doi.org/10.1017/CBO9780511803475 

Katawetawaraks, C., & Wang, C. L. (2011). Online Shopper Behavior : Influences 

of Online Shopping Decision. Asian Journal of Business Research, 1(2), 66-

74. 

Khwaja, M. G., Jusoh, A., & Nor, K. (2019). Does Electronic word-of-mouth 

(eWOM) on Social Media leads to Information Adoption? Empirical Evidence 

from the Emerging Markets! International Journal of Recent Technology and 

Engineering, 8(4), 3281-3288. https://doi.org/10.35940/ijrte.d8064.118419 

Khwaja, M. G., Mahmood, S., & Zaman, U. (2020). Examining the effects of 

eWOM, trust inclination, and information adoption on purchase intentions in 

an accelerated digital marketing context. Information (Switzerland), 11(10), 1-

12. https://doi.org/10.3390/info11100478 

Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A trust-based consumer decision-

making model in electronic commerce : The role of trust , perceived risk , and 

their antecedents. Decision Support Systems, 44, 544-564. 

https://doi.org/10.1016/j.dss.2007.07.001 

Kruglanski, A. W., & Higgins, E. T. (2007). Social Psychology: Handbook Of 



74 
 

   

Basic Principles. In Journal of Object Technology (Vol. 6, Issue 10). 

https://doi.org/10.5381/jot.2007.6.10.c1 

Lange, P. A. M. Van, Kruglanski, A. W., & Higgins, E. T. (2012). Handbook of 

Theories of Social Psychology Volume 1. In Psikodimensia (2nd ed., Vol. 18, 

Issue 1). Sage. 

Lee, J., Park, D. H., & Han, I. (2008). The effect of negative online consumer 

reviews on product attitude: An information processing view. Electronic 

Commerce Research and Applications, 7(3), 341-352. 

https://doi.org/10.1016/j.elerap.2007.05.004 

Lewis, J. D. (1985). Trust as a Social Reality , Social Forces. 4(1), 967-985. 

Li, T., Li, Y., & Liu, R. (2016). The Influence of Psychological Distance Situation 

on Initial Trust in Farmers’Agricultural Purchase Decision-Intermediary 

Mechanism of Information Processing. Chinese Journal of Management, 13 

(11), 1690-1701. https://doi.org/１０．３９６９／ｊ．ｉｓｓｎ．１６７

２８８４ｘ．２０１６．１１．０１４ 

Liberman, N., & Trope, Y. (2008). The Psychology of Transcending the Here and 

Now. Science, 322(5905), 1201-1205. 

https://doi.org/10.1126/science.1161958 

Lillrank, P. (2003). The quality of information. International Journal of Quality 

and Reliability Management, 20(6), 691-703. 

https://doi.org/10.1108/02656710310482131 

Ling, K. C., Chai, L. T., & Piew, T. H. (2010). The Effects of Shopping Orientations 

, Online Trust and Prior Online Purchase Experience toward Customers ’ 

Online Purchase Intention. International Business Research, 3(3), 63-76. 

Liviatan, I., Trope, Y., & Liberman, N. (2008). Interpersonal similarity as a social 

distance dimension: Implications for perception of others’ actions. Journal of 

Experimental Social Psychology, 44(5), 1256-1269. 

https://doi.org/10.1016/j.jesp.2008.04.007 

Lu, L. C., Chang, W. P., & Chang, H. H. (2014). Consumer attitudes toward 

blogger’s sponsored recommendations and purchase intention: The effect of 

sponsorship type, product type, and brand awareness. Computers in Human 



75 
 

   

Behavior, 34, 258-266. https://doi.org/10.1016/j.chb.2014.02.007 

Matthews, J. L., & Matlock, T. (2011). Understanding the link between spatial 

distance and social distance. Social Psychology, 42(3), 185-192. 

https://doi.org/10.1027/1864-9335/a000062 

Matute, J., Polo-Redondo, Y., & Utrillas, A. (2016). The influence of EWOM 

characteristics on online repurchase intention: Mediating roles of trust and 

perceived usefulness. Online Information Review, 40(7), 1090-1110. 

https://doi.org/10.1108/OIR-11-2015-0373 

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). an Integrative Model of 

Organizational Trust. Academy of Management Review, 20(3), 709-734. 

https://doi.org/10.5465/amr.1995.9508080335 

McKnight, D. H., & Chervany, N. L. (2001). What trust means in e-commerce 

customer relationships: An interdisciplinary conceptual typology. 

International Journal of Electronic Commerce, 6(2), 35-59. 

https://doi.org/10.1080/10864415.2001.11044235 

Michaud, A., & Stenger, T. (2014). Journal of Retailing and Consumer Services 

Toward a conceptualization of the online shopping experience. Journal of 

Retailing and Consumer Services, 21(3), 314-326. 

https://doi.org/10.1016/j.jretconser.2014.02.009 

Miller, H. (1996). The multiple dimensions of information quality. Information 

Systems Management, 13(2), 79-82. 

https://doi.org/10.1080/10580539608906992 

Morgan, R. M., & Hunt, S. D. (1994). The Commitment-Trust Theory of 

Relationship Marketing. Journal of Marketing, 58(3), 20. 

https://doi.org/10.2307/1252308 

Morwitz, V. (2014). Consumers’ purchase intentions and their behavior. 

Foundations and Trends in Marketing, 7(3), 181-230. 

https://doi.org/10.1561/1700000036 

Pappas, I. O., & Pateli, A. G. (2014). Moderating effects of online shopping 

experience on customer satisfaction and repurchase intentions. International 

Journal of Retail & Distribution Management, 42(3), 187-204. 



76 
 

   

https://doi.org/https://doi.org/10.1108/IJRDM-03-2012-0034 

Park, D. H., Lee, J., & Han, I. (2007). The effect of on-line consumer reviews on 

consumer purchasing intention: The moderating role of involvement. 

International Journal of Electronic Commerce, 11(4), 125-148. 

https://doi.org/10.2753/JEC1086-4415110405 

Pavlou, P. A. (2003). Consumer acceptance of electronic commerce: Integrating 

trust and risk with the technology acceptance model. International Journal of 

Electronic Commerce, 7(3), 101-134. 

https://doi.org/10.1080/10864415.2003.11044275 

Peck, J., & Childers, T. L. (2006). If I touch it I have to have it: Individual and 

environmental influences on impulse purchasing. Journal of Business 

Research, 59(6), 765-769. https://doi.org/10.1016/j.jbusres.2006.01.014 

Rose, S., Clark, M., Samouel, P., & Hair, N. (2012). Online Customer Experience 

in e-Retailing : An empirical model of Antecedents and Outcomes. Journal of 

Retailing, 88(2), 308-322. https://doi.org/10.1016/j.jretai.2012.03.001 

Saunders, M., Lewis, P., & Thornhill, A. (2016). Research Methods for Business 

Students (7th ed.). Pearson Education Limited. 

Schmäh, M., Wilke, T., & Rossmann, A. (2017). Electronic Word-of-Mouth: A 

Systematic Literature Analysis. Lecture Notes in Informatics (LNI), 147. 

Schumacker, R. E., & Lomax, R. G. (2010). A Beginners Guide to Structure 

Equating Modeling (3rd ed.). Routledge Taylor & Francis Group. 

Sekaran, U., & Bougie, R. (2016). Research methods for business : a skill-building 

approach (7th ed.). John Wiley & Sons, Ltd. 

Trope, Y., & Liberman, N. (2010). Construal-Level Theory of Psychological 

Distance. Psychological Review, 117(2), 440-463. 

https://doi.org/10.1037/a0018963.Construal-Level 

Trope, Y., Liberman, N., & Wakslak, C. (2007). Construal Levels and 

Psychological Distance: Effects on Representation, Prediction, Evaluation, 

and Behavior.pdf. Journal of Consumer Psychology, 17(2), 83-95. 

Turban, E., Outland, J., King, D., Lee, J. K., Liang, T.-P., & Turban, D. C. (2018). 

Electronic Commerce 2018 (9th ed.). Springer. https://doi.org/10.1007/978-3-



77 
 

   

319-58715-8 

Widiarini, A. D. (2019). No Title. 

https://money.kompas.com/read/2019/12/10/110500326/terus-tumbuh-

signifikan-begini-masa-depan-e-commerce-di-indonesia 

Wu, I. L., & Chen, J. L. (2005). An extension of Trust and TAM model with TPB 

in the initial adoption of on-line tax: An empirical study. International Journal 

of Human Computer Studies, 62(6), 784-808. 

https://doi.org/10.1016/j.ijhcs.2005.03.003 

Xiao, S., & Benbasat, I. (2003). The formation of trust and distrust in 

recommendation agents in repeated interactions: A process-tracing analysis. 

ACM International Conference Proceeding Series, 50, 287-293. 

https://doi.org/10.1145/948005.948043 

Zhang, K. Z. K., Cheung, C. M. K., & Lee, M. K. O. (2014). Examining the 

moderating effect of inconsistent reviews and its gender differences on 

consumers’ online shopping decision. International Journal of Information 

Management, 34(2), 89-98. https://doi.org/10.1016/j.ijinfomgt.2013.12.001 

Zhao, Yang, Wang, L., Tang, H., & Zhang, Y. (2020). Electronic Commerce 

Research and Applications Electronic word-of-mouth and consumer purchase 

intentions in social e-commerce. Electronic Commerce Research and 

Applications, 41(February), 100980. 

https://doi.org/10.1016/j.elerap.2020.100980 

Zhao, Yi, Yang, S., Narayan, V., & Zhao, Y. (2013). Modeling consumer learning 

from online product reviews. Marketing Science, 32(1), 153-169. 

https://doi.org/10.1287/mksc.1120.0755 

 

  




