DAFTAR PUSTAKA

Alwafi, F., & Magnadi, R. H. (2016). Pengaruh Persepsi Keamanan, Kemudahan
Bertransaksi, Kepercayaan Terhadap Toko Dan Pengalaman Berbelanja
Terhadap Minat Beli Secara Online Pada Situs Jual Beli Tokopedia.Com.
Journal of Management, 5(2), 1-15.

Anandita, F. B. A., & Saputra, S. D. (2015). ANALISIS PENGARUH
KEPERCAYAAN, KEAMANAN, KUALITAS PELAYANAN, DAN PERSEPSI
AKAN RISIKO TERHADAP KEPUTUSAN PEMBELIAN MELALUI SITUS
JEJARING SOSIAL. https://media.neliti.com/media/publications/79499-1D-
analisis-pengaruh-kepercayaan-keamanan-k.pdf

Ariff, M. S. M., Sylvester, M., Zakuan, N., Ismail, K., & Ali, K. M. (2014).
Consumer perceived risk, attitude and online shopping behaviour; Empirical
evidence from Malaysia. IOP Conference Series: Materials Science and
Engineering, 58(1). https://doi.org/10.1088/1757-899X/58/1/012007

Arshad, A., Zafar, M., Fatima, 1., & Khan, S. (2015). The Impact of Perceived Risk
on Online Buying Behavior. International Journal of New Technology and
Research, 1(8), 263641.

Belanger, F., Hiller, J. S., & Smith, W. J. (2002). 1-s2.0-S0963868702000185-
main.pdf. 11, 245-270.

Bhatti, A., Saad, S., & Gbadebo, S. M. (2018). Science Arena Publications
International journal of Business Management Convenience Risk, Product Risk,
and Perceived Risk Influence on Online Shopping: Moderating Effect of
Attitude. 3(2), 1-11. www.sciarena.com

Bhatti, A., Saad, S., & Gbadebo, S. M. (2019). Product Risk , Privacy Risk , and
Convenience Risk Influence on Online Shopping Behavior in the Context of
Pakistan. 4(3), 41-52.

Clemes, M. D., Gan, C., & Zhang, J. (2014). An empirical analysis of online
shopping adoption in Beijing, China. Journal of Retailing and Consumer
Services, 21(3), 364-375. https://doi.org/10.1016/j.jretconser.2013.08.003

Fajarratri, D. A. (2010). STUDI MENGENAI PERSEPSI RESIKO (PERCEIVED
RISK) TERHADAP MINAT BELI ONLINE SHOPPING (KASUS PADA
TOKO ONLINE WWW.KASKUS.COM). Jurnal Sains Pemasaran Indonesia,
IX(3), 111-127.

Forsythe, S., Liu, C., Shannon, D., & Chun Gardner, L. (2006). DEVELOPMENT
OF A SCALE TO MEASURE THE PERCEIVED BENEFITS AND RISKS OF



ONLINE SHOPPING. Journal of Interactive Marketing.
https://doi.org/10.1002/dir INTRODUCTION

Ghozali. (2006). Ghozali 2018.pdf.

Ghozali, 1. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS 25
(Kesembilan). Badan Penerbit Universitas Diponegoro.

Haider, A., & Nasir, N. (2016). Factors Affecting Online Shopping Behavior of
Consumers in Lahore, Pakistan. Journal of Management Engineering and
Information Technology (JMEIT), 3(6), 163-170.

Isnain Putra Baskara, G. T. H. (2014). Analisis Pengaruh Kepercayaan, Keamanan,
Kualitas ANALISIS PENGARUH KEPERCAY AAN, KEAMANAN,
KUALITAS PELAYANAN DAN PERSEPSI AKAN RESIKO TERHADAP
KEPUTUSAN PEMBELIAN MELALUI SITUS JEJARING SOSIAL (SOCIAL
NETWORKING WEBSITES) layanan, Dan Persepsi Akan Ris. Jurusan
Manajemen Fakultas Ekonomi Dan Bisnis Universitas Dian Nuswantoro
ABSTRACT.

Jati Ariwibowo, D. P., & Nugroho, M. A. (2013). Pengaruh Trust Dan Perceived of
Risk Terhadap Niat Untuk Bertransaksi Menggunakan E-Commerce. Nominal,
Barometer Riset Akuntansi Dan Manajemen, 2(1), 11-35.
https://doi.org/10.21831/nominal.v2il.1646

Kinasih, B. S., & Albari, A. (2012). Pengaruh Persepsi Keamanan dan Privasi
terhadap Kepuasan dan Kepercayaan Konsumen Online. Jurnal Siasat Bisnis,
16(1). https://doi.org/10.20885/jsb.vol16.iss1.art3

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.
https://doi.org/10.5539/ibr.v3n3p63

Moshrefjavadi, M. H., Rezaie Dolatabadi, H., Nourbakhsh, M., Poursaeedi, A., &
Asadollahi, A. (2012). An Analysis of Factors Affecting on Online Shopping
Behavior of Consumers. International Journal of Marketing Studies, 4(5).
https://doi.org/10.5539/ijms.v4n5p81

Part, R. C. (2010). Determinants of customers’ online purchase intension: An

empirical study in Inddia. Unit 07, 1-5.

Priyatno, D. (2016). Belajar Alat Analisis Data dan Cara Pengolahannya dengan
SPSS Praktis dan Mudah Dipahami Untuk Tingkat Pemula dan Menengah.
Gava Media.



Rizwana, B. D., Irsa, M., & Bhatti, W. K. (2015). EFFECTS OF ONLINE
SHOPPING TRENDS ON CONSUMER-BUYING BEHAVIOR: AN EMPIRICAL
STUDY OF PAKISTAN.

Suhan, J. (2015). Acceptance of online shopping in Bangladesh: consumer’s
perspective. IOSR Journal of Business and Management (IOSR-JBM), 17(1),
14-24. https://doi.org/10.9790/487X-17121424

Swilley, E., & Goldsmith, R. E. (2013). Black Friday and Cyber Monday:
Understanding consumer intentions on two major shopping days. Journal of
Retailing and Consumer Services, 20(1), 43-50.
https://doi.org/10.1016/j.jretconser.2012.10.003

Syaifudin, M. (2014). ANALISIS PENGARUH PRIVASI, KEAMANAN DAN
KEPERCAYAAN TERHADAP NIAT UNTUK BERTRANSAKSI SECARA
ONLINE DI OLX.CO.ID. Jurnal Manajemen Pemasaran, FEB Universitas
Brawijaya, 1-16.

Tariq, A., Bashir, B., Shad, M. A., & Dar, M. A. (2016). Factors affecting online
shopping behavior of consumers in Pakistan. 19(Chen 2009), 95-100.

Tugiso, I., Haryono, A. T., & Minarsih, M. M. (2016). Pengaruh relationship
marketing, Keamanan, kepercayaan dan kualitas pelayanan terhadap keputusan
pembelian online shop dan loyalitas konsumen sebagai variabel intervening
studi kasus pada onlineshop “Numira” Semarang. Journal of Management, 2(2),
1-18. https://jurnal.unpand.ac.id/index.php/MS/article/view/558/543

Valencia, V., Pebrianti, P. E., Aries, M., & Raharjo, S. (2020). Factors Influencing
Consumer ’ s Intention to Buy Furniture Online in Greater Jakarta , Indonesia.
04(1), 33-51.

Wijaya, M., & Jasfar, F. (2014). Pengaruh Rancangan Situs, Harga, Kepercayaan Dan
Keamanan Terhadap Pembelian Produk Fashion Melalui Online Shopping.
Jurnal Manajemen Dan Pemasaran Jasa, 7(2), 31.
https://doi.org/10.25105/jmpj.v7i2.798

Wiyono, G. (2011). Merancang Penelitian Bisnis dengan alat analisis SPSS 17.0 &
Smart PLS 2.0 (pertama). UPP STIM YKPN.

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(February), 102099.
https://doi.org/10.1016/j.ijinfomgt.2020.102099






	DAFTAR PUSTAKA

