
Team project ©2017 
Dony Pratidana S. Hum | Bima Agus Setyawan S. IIP 

 

 

 

 

 

 

 

 

 

Hak cipta dan penggunaan kembali: 

Lisensi ini mengizinkan setiap orang untuk menggubah, 
memperbaiki, dan membuat ciptaan turunan bukan untuk 
kepentingan komersial, selama anda mencantumkan nama 
penulis dan melisensikan ciptaan turunan dengan syarat 
yang serupa dengan ciptaan asli. 

 

Copyright and reuse: 

This license lets you remix, tweak, and build upon work 
non-commercially, as long as you credit the origin creator 
and license it on your new creations under the identical 
terms. 



xviii 
 

DAFTAR PUSTAKA 

Ajzen, I. (1991), “The theory of planned behavior”, Organizational Behavior and 

Human DecisionProcesses, Vol. 50, pp. 179-211. 

Arviana, N. (2015, October). Ini Tiga Model Bisnis E-Commerce. Retrieved from 

http://swa.co.id/business-strategy/marketing/ini-tiga-model-bisnis-e-

commerce. 

Azzahra, M. (2016, February). Ambisi MAP Emall Memimpin Retail Online. 

Retrieved from http://swa.co.id/business-strategy/marketing/ambisi-map-

emall-memimpin-industri-retail-online. 

Azzahra, M. (2016, February). MAP Emall Ramaikan Industri E-commerce. 

Retrieved from http://swa.co.id/business-strategy/marketing/map-emall-

ramaikan-industri-e-commerce. 

Bobbit, L.M. and Dabholkar, P.A. (2001). “Integrating attitudinal theories to 

understand and predict use of technology-base self-service”, International 

Journal of Service Industry Management, Vol. 12 No. 5, pp. 423-50 

Chaudhuri, A. and Holbrook, M. (2001), “The chain of effects from brand trust 

and brand affect to brand performance: the role of brand loyalty”, Journal of 

Marketing, Vol. 65, pp. 81-93. 

Curran, J. M., Meuter., M. L., Surprenant, C. F. (2003). “Intentions to use self-

service technologies: A confluence of multiple attitudes”, Journal of Service 

Research, Vol. 5, pp. 209-224. 

Analisis pengaruh..., Desy Natalia, FB UMN, 2016

http://swa.co.id/business-strategy/marketing/ini-tiga-model-bisnis-e-commerce
http://swa.co.id/business-strategy/marketing/ini-tiga-model-bisnis-e-commerce
http://swa.co.id/business-strategy/marketing/ambisi-map-emall-memimpin-industri-retail-online
http://swa.co.id/business-strategy/marketing/ambisi-map-emall-memimpin-industri-retail-online
http://swa.co.id/business-strategy/marketing/map-emall-ramaikan-industri-e-commerce
http://swa.co.id/business-strategy/marketing/map-emall-ramaikan-industri-e-commerce


xix 
 

Eka, R. (2015, April). Pemanfaatan Internet di Indonesia Berdasarkan Data 

APJII Tahun 2014. Retrieved from https://dailysocial.id/post/pengguna-

internet-indonesia. 

Gliem, J., & Gliem, R. (2003). Calculating, Intepreting, and Reporting Cronbach’s 

Alpha Reliability Coeeficient for Likert-Type Scales. Calculating, 

intepreting, and Reporting Cronbach’s Alpha Reliability Coeeficient for 

Likert-Type Scales. 

Hahn, K. H., & Kim, J. (2008). “The effect of offline brand trust and perceived 

internet confidence  on online shopping intention in the integrated multi-

channel context”. International Journal of Retail & Distribution 

Management, Vol. 37 Iss 2 pp. 126 – 141. 

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R.E. (2010). Multivariate Data 

Analysis: A global perspective. Upper Saddle River, NJ: Pearson. 

Herdiansyah, H. (2015, Juni). Digital Native Vs Digital Immigrant. Retrieved 

from http://www.kompasiana.com/harisherdiansyah/digital-native-vs-

digital-migrant_552cc2846ea834370e8b4567 

Kaiser, S. (1990), The Social Psychology of Clothing: Symbolic Appearance in 

Context, 2nd ed., Macmillan, New York, NY. 

Kemp, S. (2015, January). Digital, Social & Mobile Worldwide in 2015. Retrieved 

from http://wearesocial.com/uk/special-reports/digital-social-mobile-

worldwide-2015. 

Analisis pengaruh..., Desy Natalia, FB UMN, 2016

https://dailysocial.id/post/pengguna-internet-indonesia
https://dailysocial.id/post/pengguna-internet-indonesia
http://wearesocial.com/uk/special-reports/digital-social-mobile-worldwide-2015
http://wearesocial.com/uk/special-reports/digital-social-mobile-worldwide-2015


xx 
 

Khalidi, F. (2015, January). BMI Prediksi Belanja Online Tumbuh 57% Tahun 

2015. Retrieved from http://swa.co.id/business-research/bmi-research-pasar-

belanja-online-di-tahun-2015-semakin-menarik. 

Kim, J. and Park, J. (2005). “A consumer shopping channel extension model: 

attitude shift toward the online store”, Journal of Fashion Marketing & 

Management, Vol. 9 No. 1, pp. 106-21 

Koufaris, M. and Hampton-Sosa, W. (2002), “Customer trust online: examining 

the role of the experience with the web site”, working paper, CISWorking 

Paper Series, New York, NY, May 

Kuan, H.H. and Bock, G.W. (2007), “Trust transference in brick and click 

retailers: an investigation of the before-online-visit phase”, Information & 

Management, Vol. 44 No. 2, pp. 175-87. 

Kuhlthau, C.C. (1991). “Inside the search process: Information Seeking from the 

User’s Perspective”, Jouenal of the American Society for Information 

Science. 

Li, N. and Zhang, P. (2002), “Consumer online shopping attitudes and behavior: 

an assessment of research”, Proceedings of 8th Americas Conference on 

Information System, 2002, pp. 508-17. 

Lohse, G.L., Bellman, S. and Johnson, E.J. (2000), “Consumer buying behavior 

on the internet: findings from panel data”, Journal of Interactive Marketing, 

Vol. 14 No. 1, pp. 15-29. 

Analisis pengaruh..., Desy Natalia, FB UMN, 2016

http://swa.co.id/business-research/bmi-research-pasar-belanja-online-di-tahun-2015-semakin-menarik
http://swa.co.id/business-research/bmi-research-pasar-belanja-online-di-tahun-2015-semakin-menarik


xxi 
 

Lui, C., Marchewka, J.T., Lu, J. and Yu, C.S. (2005), “Beyond concern-a privacy-

trust-behavioral intention model of electronic commerce”, Information & 

Management, Vol. 42 No. 2, pp. 289-304. 

Marketing (2013, July). Geliat e-Commerce di Indonesia. Retrieved from 

http://www.marketeing.co.id/geliat-e-commerce-di-indonesia. 

Maholtra, N. K. (2010). Marketing research: An applied orientation. Boston: 

Pearson 

Nielsen. (2011, March). In U.S. Men Are Shopping More Than Ever, While 

Woman Are Watching More TV. Retrieved from 

http://www.nielsen.com/us/en/insights/news/2011/in-u-s-men-are-shopping-

more-than-ever-while-women-are-watching-more-tv.html. 

Noviandari, L. (2014, November). Hampir Setengah Penduduk Indonesia 

Megakses Internet Pada Tahun 2018. Retrieved from 

https://id.techinasia.com/jumlah-pengguna-internet-indonesia-2014-2018. 

Park, J. and Stoel, L. (2005), “Effect of brand familiarity, experience and 

information on online apparel purchase”, International Journal of Retail & 

Distribution Management, Vol. 33 No. 2, pp. 148-60. 

Schlosser, A.E., White, T.B. and Lloyd, S.M. (2006), “Converting web site 

visitors into buyers: how web site investment increases consumer trusting 

beliefs and online purchase intentions”, Journal of Marketing, Vol. 70, pp. 

133-48. 

Analisis pengaruh..., Desy Natalia, FB UMN, 2016

http://www.marketeing.co.id/geliat-e-commerce-di-indonesia
http://www.nielsen.com/us/en/insights/news/2011/in-u-s-men-are-shopping-more-than-ever-while-women-are-watching-more-tv.html
http://www.nielsen.com/us/en/insights/news/2011/in-u-s-men-are-shopping-more-than-ever-while-women-are-watching-more-tv.html
https://id.techinasia.com/jumlah-pengguna-internet-indonesia-2014-2018


xxii 
 

Schiffman, L. G., Kanuk, L. L. (2014). Consumer Behavior, 11th Edition. Boston: 

Pearson. 

Setiawan, S. (2014, Oktober). Ketika Orang Indonesia Lebih Senang Belanja 

Online. Retrieved from 

http://bisniskeuangan.kompas.com/read/2014/10/13/084300126/ketika.ora.i

ndonesia.lebihsenang.belanja.online. 

Shim, S., Eastlick, M.A., Lotz, S.L. andWarrington, P. (2001), “An online pre-

purchase intentions model: the role of intention to search”, Journal of 

Retailing, Vol. 77 No. 3, pp. 397-416 

Wahyuni, P. (2015, October). Penetrasi Belanja Online Meningkat 20%. 

Retrieved from http://swa.co.id/business-strategy/marketing/penetresi-

belanja-online-meningkat-20-2. 

Winch, G. and Joyce, P. (2006), “Exploring the dynamics of building and losing 

consumer trust in B2C e-business”, International Journal of Retail & 

Distribution Management, Vol. 34 No. 7, pp. 541-55. 

Wolfinbarger, M. and Gilly, M. (2000), “Shopping online for freedom, control 

and fun”, California Management Review, Vol. 43 No. 2, pp. 34-55. 

Wongso, Q., Kurniawan, S. (2015, November). Netizen Indonesia: Meski Eksis 

Tetap Kritis. Marketeers, 2015. 

Worthy, S.L., Hyllegard, K., Damhorst, M.L., Trautmann, J., Bastow-Shoop, H., 

Gregory, S., Lakner, H., Lyons, N. and Manikowske, L. (2004), “Rural 

consumers’ attitudes toward the internet for information search and product 

Analisis pengaruh..., Desy Natalia, FB UMN, 2016

http://bisniskeuangan.kompas.com/read/2014/10/13/084300126/ketika.ora.indonesia.lebihsenang.belanja.online
http://bisniskeuangan.kompas.com/read/2014/10/13/084300126/ketika.ora.indonesia.lebihsenang.belanja.online
http://swa.co.id/business-strategy/marketing/penetresi-belanja-online-meningkat-20-2
http://swa.co.id/business-strategy/marketing/penetresi-belanja-online-meningkat-20-2


xxiii 
 

purchase”, Family and Consumer Sciences Research Journal, Vol. 33 No. 1, 

pp. 517-35 

Zoel. (2011, Desember). Mengenal Digital Native. Retrieved from 

http://www.marketing.co.id/mengenal-digital-native/ 

 

 

  

Analisis pengaruh..., Desy Natalia, FB UMN, 2016

http://www.marketing.co.id/mengenal-digital-native/



