
 82 

Bibliography 

Aberg, J., and Shahmehri, N. 2000. “The Role of Human Web Assistants in E- 

Commerce: an Analysis and a Usability Study,” Internet Research: Electronic 

Networking Applications and Policy (10:2), pp 114-125.  

Ajzen, I. (1991). The theory of planned behavior. Organizational Behaviour and 

Human Decision Process 50, 179-211.  

Apriadi (2009). Pengaruh Privasi, Keamanan, Kepercayaan, dan Pengalaman 

Terhadap Niat Untuk Bertransaksi Secara Online.  

Chang, M. K., Cheung,. W., and Lai, V.S. (2005). “Literature Derived Reference 

Model for The Adoption of Online Shopping”. Information & Management, 

42(4), 543-559. 

Emerald Gems. 2015. A focus on Consumer Behaviours and Experiences in an 

Online Environment. First edition 2015. Howard House, Wagon Lane, Bingley, 

UK: Emerald Group Publishing Limited. 

Fox, S. 2000. “Trust and Privacy Online: Why Americans Want to Rewrite The 

Rules, Pew Internet and American life Project”. www.pewinternet.org 

Gefen, D., Karahanna, E. and Straub, D. (2003), Trust and TAM in online shopping: 

an integrated model. MIS Quarterly, 27, 51– 90.  

Ghozali, Imam. (2016). Aplikasi Analisis Multivariate dengan Program IBM SPSS. 

23. Semarang: BPFE Universitas Diponegoro 

Hoffman, D.L., Novak, T.P and Peralta, M 1999. “Building consumer Trust 

Online”. Communications of the ACM. Vol. 42 No. 4 h.80-5 

Juniwati (2014). Influence of Perceived Usefulness, Perceived Ease of Use, Risk 

on Attitude, and Intention to Shop Online. European Journal of Business and 

Management. Vol. 6, No.27, 2014 

Kim, E., and Tadisina, S. 2003. “Customer’s Initial Trust in E-Business: How to 

Measure Customer’s Initial Trust,” Proceedings of Ninth Americas Conference 

on Information Systems, pp 35-41.  



 83 

Lindsay P. (2002), “E-commerce”, The Economist Books. p. 1.  

Ling, Kwek Choon et.al. (2010). The Effects of Shopping Orientations, Online 

Trust and Prior Online Purchase Experience toward Customers’ Online Purchase 

Intention. Vol 3. International Business Research. Malaysia. 

Mayer, R.C., Davis, J. H., and Schoorman, F. D. 1995. “An Integratif Model of 

Organizational Trust,” Academy of Management Review (30:3), pp 709-734. 

Mathwick, C., Malhotra, N. and Rigdom, E. (2001). ‘Experiential value: 

Conceptualization, measurement and application in the catalog and Internet 

shopping environment’, Journal of Retailing, 77(1), 39-56. 

Meilani (2014). Pengaruh Persepsi Risiko dan Pengalaman Terhadap Niat 

Bertransaksi Secara Online Dengan Persepsi Manfaat dan Kemudahan 

Penggunaan Teknologi Sebagai Variabel Moderating. 

Nanehkaran, Y. A. (2013). “An Introduction to Electronic Commerce”. 

International Journal of Scientific & Technology Research, Vol. 2(4), pp.190- 

193.  

Pavlou, P. A. “Consumer Acceptance of Electronics Commerce: Integrating Trust 

and Risk with The Technology Acceptance Model”. International Journal of 

Electronics Commerce, 7(3),. Spring 2003, pp. 101-134. 

Rogow R. Book Review of “ Belkaoui, A. Behavioral Accounting: The Research 

and Practical Issues. Westport, CT: Ouorum Books; 1989. pp. 1-178” In: Kunin, 

T, Book Review Section. Personnel Psychology. 1990;43(2):438-442). 

Availablefrom:http://web.b.ebscohost.com/ehost/pdfviewer/pdfviewer?sid=294

653fc‐d366‐4f6b‐a34b‐31f284f61f75%40sessionmgr103&vid=0&hid=102 

[Accessed: July 2019) 

Sugiyono (2016). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Bandung: 
Alfabeta. 

Taylor, S., and Todd, P.A. (1995). “Understanding Information Technology Usage 

– a Test of Competing Models.”  



 84 

Thamizhvanan,  A.,  &  Xavier,  M.  J.  (2013).  Determinants  of  customers'  online  

purchase intention: an empirical study in India. Journal of Indian Business 

Research, 5(1), 17-32 

Venkatesh, V. and Davis, F.D (1996), A model of the antecedents of perceived ease 

of use: development and test, Decision Sciences 27 (3):.451–481  

Venkatesh, Viswanath, David, Fred D., “A Theoretical Extension of the 

Technology Acceptance Model: Four Longitudinal Field Studies,” Management 

Science, 46 (2000): 186‐204.  

Yan Adi Nugroho (2009). The effect of Perceived Ease of Use, Perceived Ease of 

usefulness, Perceived Risk, and Trust Toward Behaviour Intention in 

Transaction by Internet. Business and Entrepreneurial Review. Vol. 9, No.1, 

October 2009. Page 79-90. 

Yoon C (2015). Exploring Factors That Affect Usefulness, Ease of Use, Trust And 

Purchase Intention In The Online Environment. International Journal of 

Management & Information System – First Quarter 2015. Vol. 19 

 


	a8c1d04a5ff7c7b0c1bb4d4e43a3e538225025ea81ec3063c73fe040ddaceb88.pdf

