
DAFTAR PUSTAKA 

 

Adisaputro, G. (2010). Manajemen Pemasaran: Analisis untuk Perancangan 

Strategi Pemasaran. Yogyakarta: UPP STIM YKPN. 

Adisaputro, G. (2019). Manajemen Pemasaran: Analisis untuk Perancangan 

Strategi Pemasaran. Yogyakarta: UPP STIM YKPN. 

Ajzen, I., & Fishbein, M. (1980). Understanding Attitudes and Predicting Social 

Behavior. Englewood Cliffs: Prentice Hall. 

Ananda, A., Mugiono, & Hussein, A. (2021). The influence of store image on 

repurchase intention: the mediation role of perceived value and customer 

satisfaction. International Journal of Research in Business and Social Science 

(2147- 4478), 10(4), 17–27. https://doi.org/10.20525/ijrbs.v10i4.1209 

Babin, B. J. (2001). Seeking something different? A model of schema typicality, 

consumer affect, purchase intentions and perceived shopping value. Journal 

of Business Research, 54(2), 89–96. 

Cannon, J. P. (2008). Pemasaran Dasar: Pendekatan Manajerial Global, edisi 16. 

Salemba Empat. 

Cha, J. (2011). Exploring the Internet as A Unique Shopping Channel to Sell Both 

Real and Virtual Items: A Comparison of Factors Affecting Purchase Intention 

and Consumer Characteristics. Journal of Electronic Commerce Research, 

115–132. 



Davis, F. D. (1989). Perceived usefulness, perceived ease of use and user 

acceptance of information technology. MIS Quarterly, 13(3), 319–339. 

https://doi.org/https://doi.org/10.2307/249008 

Ferdinand, A. (2006). Metode Penelitian Manajemen: Pedoman Penelitian Untuk 

Skripsi, Tesis dan Disertai Ilmu Manajemen. Semarang: Universitas 

Diponegoro. 

Ghozali, I. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS 25 

Edisi 9. Semarang: Badan Penerbit Undip. 

Hair, J., Black, W., Babin, B. J., & Anderson, R. (2010). Multivariate Data 

Analysis: A Global Perspective (Seventh). Upper Saddle River, N.J: Pearson 

Education. 

Hasdani, Nasir, M., & Burhanuddin. (2021). Persepsi Kemudahan Penggunaan 

Aplikasi Shopee terhadap Keputusan Pembelian Online pada Users. Jurnal 

Manajemen Sains, 1(3), 187–196. 

iPrice. (2021). Peta E‑Commerce Indonesia. Ipriceinsight. 

https://iprice.co.id/insights/mapofecommerce/ 

Jogiyanto. (2007). Sistem Informasi Keperilakuan. Yogyakarta: Andi Offset. 

Juniwati. (2015). Pengaruh Perceived Ease of Use, Enjoyment dan Trust terhadap 

Repurchase Intention dengan Customer Satisfaction sebagai Intervening pada 

Belanja Online (Studi Pada Mahasiswa Universitas Tanjungpura Pontianak). 

Jurnal Ekonomi Bisnis Dan Kewirausahaan, 4(1), 140. 



https://doi.org/10.26418/jebik.v4i1.11465 

Kahar, A., Wardi, Y., & Patrisia, D. (2019). The Influence of Perceived of 

Usefulness, Perceived Ease of Use, and Perceived Security on Repurchase 

Intention at Tokopedia.com. Atlantis Press, 64, 429–438. 

https://doi.org/10.2991/piceeba2-18.2019.20 

Kominfo. (2015). Indonesia Akan Jadi Pemain Ekonomi Digital Terbesar di Asia 

Tenggara. Kominfo.Go.Id. 

https://kominfo.go.id/index.php/content/detail/6441/Indonesia+Akan+Jadi+P

emain+Ekonomi+Digital+Terbesar+di+Asia+Tenggara/0/berita_satker 

Kotler, P., & Keller, K. L. (2009). Manajemen Pemasaran, Jilid 1, Edisi Ketiga. 

Jakarta: Erlangga. 

Laudon, K. C. (2012). E-commerce. Harlow: Pearson Education. 

Nunnaly, J. (1967). Psycometric Methods. New York: McGraw-Hill. 

Oktarini, M. A. S., & Wardana, I. M. (2018). Peran Customer Satisfaction 

Memediasi Pengaruh Perceived Ease Of Use dan Perceived Enjoyment 

terhadap Repurchase Intention Fakultas Ekonomi dan Bisnis Universitas 

Udayana , Bali , Indonesia. Jurnal Manajemen Unud, 7(4), 2041–2072. 

Oroh, C., Saerang, D., & Rumokoy, F. (2015). The Influence of Perceived Ease of 

Use, Perceived Usefulness and Trust on Repurchase Intention of Lion Air E-

Ticket. Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 3(3), 367–

376. https://doi.org/10.35794/emba.v3i3.9770 



Purnami, N. M., & Nurcaya, I. N. (2015). Pengaruh e-trust, perceived usefulness 

dan e-satisfaction terhadap online repurchase intention. Seminar Nasional 

Sains Dan Teknologi (Senastek), 1–8. 

Puspitasari, I., & Briliana, V. (2017). Pengaruh Perceived Ease-of-Use , Perceived 

Usefulness , Trust dan Perceived Enjoyment terhadap Repurchase Intention. 

Jurnal Bisnis dan Akuntansi, 19(2), 171–182. 

Santia, T. (2020). Survei BPS: 5,76 Persen Pelaku Usaha Baru Manfaatkan 

Internet saat Pandemi - Bisnis Liputan6.com. Liputan 6. 

https://www.liputan6.com/bisnis/read/4372493/survei-bps-576-persen-

pelaku-usaha-baru-manfaatkan-internet-saat-pandemi 

Saraswati, I. G. A. A. P., & Rahyuda, I. K. (2021). Pengaruh Perceived Ease of Use, 

Perceived Usefulness dan Trust terhadap Repurchase Intention. E-Jurnal 

Ekonomi Dan Bisnis Universitas Udayana, 10(02), 61. 

https://doi.org/10.24843/eeb.2021.v10.i02.p02 

Satriandhini, M., Wulandari, S. Z., & Suwandari, L. (2019). The Effect of Perceived 

Value and Service Quality on Repurchase Intention Through Go-Food 

Consumer Satisfaction : A Study on the Millenial. International Conference 

on Rural Development and Entrepreneurship 2019: Enhancing Small Business 

and Rural Development Toward Industrial Revolution 4.0, 5(1), 770–781. 

Shopee. (2021). Kategori shopee. Shopee.co.id. https://shopee.co.id/ 

Skalanews. (2019). Kemkominfo: Pertumbuhan e-Commerce Indonesia Capai 78 

Persen. Kominfo.go.id. 



https://kominfo.go.id/content/detail/16770/kemkominfo-pertumbuhan-e-

commerce-indonesiacapai-78-persen/0/sorotan_media 

Sopiah, E. M., & Sangadji. (2013). Perilaku Konsumen: Pendekatan Praktis. 

Yogyakarta: Andi Offset. 

Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Bandung: 

CV. Alfabeta. 

Tan, H., & Brahmana, R. (2019). Pengaruh Perceived Value terhadap Repurchase 

Intention melalui Customer Satisfaction sebagai Variabel Intervening pada  

Shopee. Agora, 7(1), 287043. 

Trisnawati, E., Assegaff, S., & Rohaini, E. (2019). Pengaruh Perceived Ease of Use, 

Perceive Usefulness, Service Quality, Perceived Value terhadap Customer 

Saticfaction pada Pengguna Grab (Studi Kasus Mahasiswa STIKOM DB 

Jambi). Program Sistem Informasi, 82–96. 

Umar, H. (2005). Riset Pemasaran dan Perilaku konsumen. Jakarta: PT Gramedia 

Pustaka Utama. 

Wen, C., PRYBUT, V. R., & XU, C. (2011). An integrated model for customer 

online repurchase intention. Journal of Computer Information Systems, 1(52), 

14–23. 

Widarjono, A. (2018). Analisis Regresi dengan SPSS. Yogyakarta: UPP STIM 

YKPN. 

Wiwoho, G. (2018). Pengaruh Perceived Usefulness dan Perceived Ease of Use 



terhadap Customer Satisfaction dan Repurchase Intention Pengguna Aplikasi 

Ovo. Fokus Bisnis : Media Pengkajian Manajemen Dan Akuntansi, 18(1), 53–

61. https://doi.org/10.32639/fokusbisnis.v18i1.530 

Wiyata, M. T., Putri, E. P., & Gunawan, C. (2020). Pengaruh Customer Experience, 

Ease of Use, dan Customer Trust terhadap Repurchase Intention Konsumen 

Situs Jual Beli Online Shopee di Kalangan Mahasiswa Kota Sukabumi. 

Cakrawala, 3(1), 11–21. 

Wiyono, G. (2011). Merancang Penelitian Bisnis dengan Alat Analisis SPSS 17.0 

& SmartPLS 2.0. Yogyakarta: UPP STIM YKPN. 

Yan, W. S., & Yu, C. H. (2013). Factors of Influencing Repurchase Intention On 

Deal of the day group buying Website. Hongkong Baptist University. 

 


