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Çadırcı, T. O., & Köse, Ş. G. (2016). Handbook of Research on Global Fashion 

Management and Merchandising. https://doi.org/10.4018/978-1-5225-0110-

7 

Chiu, C. M., Chang, C. C., Cheng, H. L., & Fang, Y. H. (2009). Determinants of 

customer repurchase intention in online shopping. Online Information 

Review, 33(4), 761–784. https://doi.org/10.1108/14684520910985710 



 145 

Cooper,  donald r, & Schindler,  pamela s. (2013). Business research methods 

(twelfth). McGraw-Hil. 

Crilly, N., Moultrie, J., & Clarkson, P. J. (2004). Seeing things: Consumer 

response to the visual domain in product design. Design Studies, 25(6), 547–

577. https://doi.org/10.1016/j.destud.2004.03.001 

Data Internet di Indonesia dan Perilakunya Tahun 2020 | by Bagus Ramadhan | 

TEKNOIA — Media inovasi, teknologi dan marketing. (n.d.). Retrieved 

October 8, 2021, from https://teknoia.com/data-internet-di-indonesia-dan-

perilakunya-880c7bc7cd19 

Databoks. (2020a). 10 E-commerce dengan Pengunjung Terbesar pada Kuartal 

IV 2020. https://databoks.katadata.co.id/datapublish/2021/02/11/10-e-

commerce-dengan-pengunjung-terbesar-pada-kuartal-iv-2020 

Databoks. (2020b). Konsumsi Internet di Indonesia Meningkat saat Pandemi 

Corona. https://databoks.katadata.co.id/datapublish/2021/03/10/konsumsi-

internet-di-indonesia-meningkat-saat-pandemi-corona 

Databoks. (2021). Jumlah Pengunjung Tokopedia Kalahkan Shopee pada Kuartal 

I-2021. https://databoks.katadata.co.id/datapublish/2021/06/11/jumlah-

pengunjung-tokopedia-kalahkan-shopee-pada-kuartal-i-2021 

Desmet, P., & Hekkert, P. (2007). Framework of Product Experience. 

International Journal of Design, 1(1), 57–66. 

http://www.ijdesign.org/ojs/index.php/IJDesign/article/viewFile/66/7 

Etikan, I. (2016). Comparison of Convenience Sampling and Purposive Sampling. 

American Journal of Theoretical and Applied Statistics, 5(1), 1. 

https://doi.org/10.11648/j.ajtas.20160501.11 

Fornell, C. (1992). Satisfaction Barometer : Journal of Manufacturing Technology 

Management, 56(January), 6–21. 

Gaskin, J., Godfrey, S., & Vance, A. (2018). Successful System-use: It’s Not Just 

Who You Are, But What You Do. AIS Transactions on Human-Computer 

Interaction, 10(2), 57–81. https://doi.org/10.17705/1thci.00104 



 146 

GoTo. (2021). Go Far, Go Together. https://www.gotocompany.com/ 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A Primer on 

Partial Least Squares Structural Equation Modeling (PLS-SEM). Thousand 

Oaks. Sage, 165. 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate 

data analysis (eighth). Cengage Learning EMEA. 

Hair, Joe F, Page, M., & Brunsveld, N. (2020). Essentials of Business Research 

Methods Fourth Edition. In Routledge Taylor & Francis Group. Routledge. 

Hair, Joseph F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use 

and how to report the results of PLS-SEM. European Business Review, 

31(1), 2–24. https://doi.org/10.1108/EBR-11-2018-0203 

Halsey, L. G., Curran-Everett, D., Vowler, S. L., & Drummond, G. B. (2015). The 

fickle P value generates irreproducible results. Nature Methods, 12(3), 179–

185. https://doi.org/10.1038/nmeth.3288 

Hamdi, A. S., & Bahruddin, E. (2014). Metode Penelitian Kuantitatif Aplikasi 

dalam Pendidikan - Asep Saepul Hamdi, E. Bahruddin - Google Buku. 

Deepublish. 

https://books.google.co.id/books?hl=id&lr=&id=nhwaCgAAQBAJ&oi=fnd

&pg=PR6&dq=kelebihan+penelitian+kuantitatif&ots=FE_7TkifEp&sig=m2

mp8h4d6oEnrLXLbYg1nqv0M4s&redir_esc=y#v=onepage&q=kelebihan 

penelitian kuantitatif&f=false 

Haryono, S. (2010). paradigma penelitian. 9 no. 1, 96–108. 

https://doi.org/https://doi.org/10.33153/grt.v9i1.409 

Heale, R., & Twycross, A. (2015). Validity and reliability in quantitative studies. 

Evidence-Based Nursing, 18(3), 66–67. https://doi.org/10.1136/eb-2015-

102129 

Hellier, P. K., Geursen, G. M., Carr, R. A., & Rickard, J. A. (2003). Customer 

repurchase intention. In European Journal of Marketing (Vol. 37, Issue 

11/12). https://doi.org/10.1108/03090560310495456 



 147 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing 

discriminant validity in variance-based structural equation modeling. Journal 

of the Academy of Marketing Science, 43(1), 115–135. 

https://doi.org/10.1007/s11747-014-0403-8 

Herjanto, H., & Amin, M. (2020). Repurchase intention: the effect of similarity 

and client knowledge. International Journal of Bank Marketing, 38(6), 

1351–1371. https://doi.org/10.1108/IJBM-03-2020-0108 

Hoch, S. J. (2002). Product Experience is Seductive. Journal of Consumer 

Research, 29(3), 448–454. https://doi.org/10.1086/344422 

Holbrook, M. B. (2006). The Consumption Experience—Something New, 

Something Old, Something Borrowed, Something Sold: Part 1. Journal of 

Macromarketing, 26(2), 259–266. 

https://doi.org/10.1177/0276146706291064 

Hsu, C. L., Chang, K. C., Kuo, N. Te, & Cheng, Y. S. (2017). The mediating 

effect of flow experience on social shopping behavior. Information 

Development, 33(3), 243–256. https://doi.org/10.1177/0266666916651918 

Huete-Alcocer, N. (2017). A literature review of word of mouth and electronic 

word of mouth: Implications for consumer behavior. Frontiers in Physiology, 

8(JUL), 1–4. https://doi.org/10.3389/fpsyg.2017.01256 

Ilyas, G. B., Rahmi, S., Tamsah, H., Munir, A. R., & Putra, A. H. P. K. (2020). 

Reflective model of brand awareness on repurchase intention and customer 

satisfaction. Journal of Asian Finance, Economics and Business, 7(9), 427–

438. https://doi.org/10.13106/JAFEB.2020.VOL7.NO9.427 

Izogo, E. E., & Jayawardhena, C. (2018). Online shopping experience in an 

emerging e-retailing market. Journal of Research in Interactive Marketing, 

12(2), 193–214. https://doi.org/10.1108/JRIM-02-2017-0015 

Jiang, L. (Alice), Yang, Z., & Jun, M. (2013). Measuring consumer perceptions of 

online shopping convenience. Journal of Service Management, 24(2), 191–

214. https://doi.org/10.1108/09564231311323962 



 148 

Johnston, Melissa P., P. (2017). Secondary Data Analysis: A Method of which the 

Time Has Come. Qualitative and Quantitative Methods in Libraries, 3(3), 

619–626. 

Jung, N. Y., & Seock, Y. K. (2017). Effect of service recovery on customers’ 

perceived justice, satisfaction, and word-of-mouth intentions on online 

shopping websites. Journal of Retailing and Consumer Services, 

37(January), 23–30. https://doi.org/10.1016/j.jretconser.2017.01.012 

Kaňovská, L. (2010). Trends in Customer Services and Interfunctional 

Coordination by Manufacturers. Procedia - Social and Behavioral Sciences, 

213, 677–682. https://doi.org/10.1016/j.sbspro.2015.11.479 

Kazi, R. J. M. (2009). Perceived Corporate Brand and its Consequences: A 

Literature Review for Model Development. Journal of Marketing & 

Communication, 5(1), 40–51. 

Kock, N. (2015). Common method bias in PLS-SEM: A full collinearity 

assessment approach. International Journal of E-Collaboration, 11(4), 1–10. 

https://doi.org/10.4018/ijec.2015100101 

Latan, H., Chiappetta Jabbour, C. J., Lopes de Sousa Jabbour, A. B., Wamba, S. 

F., & Shahbaz, M. (2018). Effects of environmental strategy, environmental 

uncertainty and top management’s commitment on corporate environmental 

performance: The role of environmental management accounting. Journal of 

Cleaner Production, 180, 297–306. 

https://doi.org/10.1016/j.jclepro.2018.01.106 

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 

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic word-of-mouth in 

hospitality and tourism management. Tourism Management, 29(3), 458–468. 

https://doi.org/10.1016/j.tourman.2007.05.011 



 149 

Liu, W. K., Lee, Y. S., & Hung, L. M. (2017). The interrelationships among 

service quality, customer satisfaction, and customer loyalty: Examination of 

the fast-food industry. Journal of Foodservice Business Research, 20(2), 

146–162. https://doi.org/10.1080/15378020.2016.1201644 

Maisam, S., & Mahsa, R. (2016). Positive Word of Mouth Marketing: Explaining 

the Roles of Value Congruity and Brand Love. Journal of Competitiveness, 

8(1), 19–37. https://doi.org/10.7441/joc.2016.01.02 

Melis, K., Campo, K., Lamey, L., & Breugelmans, E. (2016). A Bigger Slice of 

the Multichannel Grocery Pie: When Does Consumers’ Online Channel Use 

Expand Retailers’ Share of Wallet? Journal of Retailing, 92(3), 268–286. 

https://doi.org/10.1016/j.jretai.2016.05.001 

Moleong, L. J. (2004). Metodelogi penelitian. 

Moreno, F. M., Lafuente, J. G., Carreón, F. Á., & Moreno, S. M. (2017). The 

Characterization of the Millennials and Their Buying Behavior. 

International Journal of Marketing Studies, 135. 

Muslim. (2016). Varian-Varian Paradigma, Pendekatan, Metode, dan Jenis 

Penelitian dalam Ilmu Komunikasi. Wahana, 1, No.10(10), 77–85. 

https://journal.unpak.ac.id/index.php/wahana/article/view/654 

Mustikasari, D. S., & Astuti, R. D. (2021). Factors Affecting Online Grocery 

Shopping Experience. 177, 18–24. 

https://doi.org/10.2991/aebmr.k.210522.004 

Mustikowati, R. I., & Surwoko, E. (2011). Kepuasan Pelanggan Dan 

Konsekuensinya Pada Loyalitas ( Studi Pada Obyek Wisata Di Di Kabupaten 

Malang). Modernisasi, 7(2), 93–114. 

Nambisan, P., & Watt, J. H. (2011). Managing customer experiences in online 

product communities. Journal of Business Research, 64(8), 889–895. 

https://doi.org/10.1016/j.jbusres.2010.09.006 

Nasution, L. M. (2017). STATISTIK DESKRIPTIF Leni. 14(1), 49–55. 

Nguyen, Q. N., Nguyen, H. L., & Le, T. D. H. (2020). Relationships among 



 150 

novelty seeking, satisfaction, return intention, and willingness to recommend 

of foreign tourists in Vietnam. 10(10), 2249–2258. 

https://doi.org/10.5267/j.msl.2020.3.011 

Nugroho, R. D., Wiyono, M. W., & Taufiq, M. (2019). Pengaruh Pengetahuan 

Akuntansi Perpajakan dan Kesadaran Wajib Pajak Terhadap Kepatuhan 

Wajib Pajak. Jurnal Riset Akuntansu, 1(4), 118–131. 

Oliver, R. L., & Swan, J. E. (1989). Consumer Perceptions of Interpersonal 

Equity and Satisfaction in Transactions: A Field Survey Approach. Journal 

of Marketing, 53(2), 21. https://doi.org/10.2307/1251411 

Pine, B. J., & Gilmore, J. H. (2013). The experience economy: Past, present and 

future. Handbook on the Experience Economy, 21–44. 

https://doi.org/10.4337/9781781004227.00007 

Rahayu, S. (2018). Customer Satisfaction and Service Quality to Develop Trust 

and Positive Word of Mouth in Vocational Education. KnE Social Sciences, 

3(11), 356. https://doi.org/10.18502/kss.v3i11.2772 

Rahimnia, F., & Hassanzadeh, J. F. (2013). The impact of website content 

dimension and e-trust on e-marketing effectiveness: The case of Iranian 

commercial saffron corporations. Information and Management, 50(5), 240–

247. https://doi.org/10.1016/j.im.2013.04.003 

Ramus, K., & Asger Nielsen, N. (2005). Online grocery retailing: what do 

consumers think? Internet Research, 15(3), 335–352. 

https://doi.org/10.1108/10662240510602726 

Razak, A., Ahmad, H., & Marimuthu, M. (2016). the Effect of Website Quality on 

Repurchase Intention in Travel Agency’S Website in Malaysia. Asia Pacific 

Institute of Advanced Research, 22–30. 

Ridha, N. (2017). Proses Penelitian, Masalah, Variabel, dan Paradigma Penelitian. 

Jurnal Hikmah, 14(1), 62–70. http://jurnalhikmah.staisumatera-

medan.ac.id/index.php/hikmah/article/download/10/13 

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



 151 

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 

Rožman, M., Tominc, P., & Milfelner, B. (2020). A comparative study using two 

SEM techniques on different samples sizes for determining factors of older 

employee’s motivation and satisfaction. Sustainability (Switzerland), 12(6). 

https://doi.org/10.3390/su12062189 

Santos, S., & Santo, P. E. (2021). Handbook of Research on Contemporary 

Storytelling Methods Across New Media and Disciplines. 

https://doi.org/10.4018/978-1-7998-6605-3 

Sappaile, B. I. (2007). Pembobotan Butir Pernyataan Dalam Bentuk Skala Likert 

Dengan Pendekatan Distribusi Z. Jurnal Pendidikan Dan Kebudayaan, 

13(064), 1–8. 

Sekaran, U., & Bougie,  roger. (2016). Research Methods for Business A Skill-

Building Approach (7th ed.). John Wiley & Sons Ltd. 

Sensortower. (2021). Mobile App Store Marketing Intelligence. 

https://sensortower.com/ 

Setyo Iriani, S., & Lestari Andjarwati, A. (2020). Analysis of Perceived 

Usefulness, Perceived Ease of Use, and Perceived Risk Toward Online 

Shopping in the Era of Covid-19 Pandemic. Systematic Reviews in 

Pharmacy, 11(12), 313–320. 

Setyorini, R., & Nugraha, R. P. (2016). The Effect of Trust Towards Online 

Repurchase Intention With Perceived Usefulness As An Intervening 

Variable : A Study on KASKUS Marketplace Customers. The Asian Journal 

of Technology Management, 9(1), 1–7. 

Sharma, M. R., & Garga, P. P. (2020). A Study on Impact of Product Perception , 

Perceived Risk and Online Shopping Experience on Customers ’ Satisfaction 

in Online S hopping . 10(1), 97–105. 

Shopee. (2018). Tentang Shopee - Karir. Retrieved October 8, 2021, from 

https://careers.shopee.co.id/about/ 



 152 

Sicilia, M., Ruiz, S., & Munuera, J. L. (2005). Effects of interactivity in a web 

site: The moderating effect of need for cognition. Journal of Advertising, 

34(3), 31–45. https://doi.org/10.1080/00913367.2005.10639202 

Sihombing, S. (2018). Hubungan Pekerjaan Dan Pendidikan Ibu Dengan 

Pemberian Asi Ekslusif Di Wilayah Kerja Puskesmas Hinai Kiri Tahun 

2017. Midwife Journal, 5(01), 40–45. 

Singh, R. (2019). Why do online grocery shoppers switch or stay? An exploratory 

analysis of consumers’ response to online grocery shopping experience. 

International Journal of Retail and Distribution Management, 47(12), 1300–

1317. https://doi.org/10.1108/IJRDM-10-2018-0224 

Singh, R., & Söderlund, M. (2020). Extending the experience construct: an 

examination of online grocery shopping. European Journal of Marketing, 

54(10), 2419–2446. https://doi.org/10.1108/EJM-06-2019-0536 

Situmorang, S. H. (2021). Handbook of Research on Innovation and Development 

of E-Commerce and E-Business in ASEAN. https://doi.org/10.4018/978-1-

7998-4984-1 

Sivaji, A., & Tzuaan, S. S. (2012). Website user experience (UX) testing tool 

development using Open Source Software (OSS). 2012 Southeast Asian 

Network of Ergonomics Societies Conference: Ergonomics Innovations 

Leveraging User Experience and Sustainability, SEANES 2012. 

https://doi.org/10.1109/SEANES.2012.6299576 

Smith, T. J., & Nichols, T. (2015). Understanding the Millennial Generation. 

Journal of Business Diversity, 15(1), 39–47. 

http://eds.a.ebscohost.com.laureatech.idm.oclc.org/eds/pdfviewer/pdfviewer?

sid=0a0336d0-b8da-410d-a5b3-

7e42fa4cbe86@sessionmgr4004&vid=1&hid=4210 

Sterling, J. U., & Lambert, D. M. (1989). Customer Service Research: Past, 

Present and Future. International Journal of Physical Distribution & 

Materials Management, 19(2), 2–23. 



 153 

https://doi.org/10.1108/EUM0000000000306 

Strauss, Judy & Frost, Raymond. (2016.) E-marketing.. 

Sudibyo, P. (2016). Perbedaan Penelitian. Kelompok 10, 0–9. 

https://www.academia.edu/23182743/PERBEDAAN_PENELITIAN_KUAL

ITATIF_DAN_KUANTITATIF_1?auto=download 

Sugiyono, P. D. (2015). Metode penelitian pendidikan (pendekatan kuantitatif , 

kualitatif dan r & d). Alfabeta. 

Swapana, M., & Padmavathy, C. (2017). Jan Star a Conceptual Model and 

Implications. Sona Global Management Review, 11(1), 18–23. 

https://www.sonamgmt.org/journal/previous-issues/june-2017/factors-

influencing-online-shopping.pdf 

Taber, K. S. (2017). The Use of Cronbach’s Alpha When Developing and 

Reporting Research Instruments in Science Education. Research in Science 

Education, 48(6), 1273–1296. https://doi.org/10.1007/s11165-016-9602-2 

Tokopedia. (2021). Cerita Tokopedia: Lebih Banyak Tentang Perjalanan Kami. 

https://www.tokopedia.com/about/our-story/ 

Vakulenko, Y., Shams, P., Hellström, D., & Hjort, K. (2019). Online retail 

experience and customer satisfaction: the mediating role of last mile 

delivery. International Review of Retail, Distribution and Consumer 

Research, 29(3), 306–320. https://doi.org/10.1080/09593969.2019.1598466 

Vorvoreanu, M. (2008). Website experience analysis: A new research protocol for 

studying relationship building on corporate websites. Journal of Website 

Promotion, 3(3–4), 222–249. https://doi.org/10.1080/15533610802077313 

Voss, K. E., Spangenberg, E. R., & Grohmann, B. (2003). Measuring the hedonic 

and utilitarian dimensions of consumer attitude. Journal of Marketing 

Research, 40(3), 310–320. https://doi.org/10.1509/jmkr.40.3.310.19238 

Wangenheim, F., & Bayón, T. (2004). The effect of word of mouth on services 

switching. European Journal of Marketing, 38(9/10), 1173–1185. 

https://doi.org/10.1108/03090560410548924 



 154 

Weston, R., & Gore, P. A. (2006). A Brief Guide to Structural Equation 

Modeling. The Counseling Psychologist, 34(5), 719–751. 

https://doi.org/10.1177/0011000006286345 

WHO (2020). self quarantine. Retrieved October 8, 2021, from 

https://www.who.int/indonesia/news/novel-coronavirus/new-

infographics/self-quarantine 

Wicaksono, I. B. A., & Sukapto, P. (2021). Pengaruh online shopping experience 

produk fashion terhadap customer satisfaction dan repurchase intention. 

Jurnal Ekonomi Manajemen Dan Akuntansi, 23(1), 20–28. 

Wijaya, R., Farida, N., & Andriyansah. (2018). Determinants of repurchase 

intentions at online stores in Indonesia. International Journal of E-Business 

Research, 14(3), 95–111. https://doi.org/10.4018/IJEBR.2018070106 

Wolfinbarger, M., & Gilly, M. C. (2003). eTailQ: Dimensionalizing, measuring 

and predicting etail quality. Journal of Retailing, 79(3), 183–198. 

https://doi.org/10.1016/S0022-4359(03)00034-4 

Yang, S. (2019). The Study of Customer Experience Design and Optimization of 

Shopping Website: Case Analysis of Amazon in China. Asian Business 

Research, 4(2), 1. https://doi.org/10.20849/abr.v4i2.591 

Yusi, D. A., Suntoro, I., & Nurmalisa, Y., (2017). Pengaruh Pergaulan Teman 

Sebaya Terhadap Sikap Materialistis Dan Sikap Hedonisme Remaja. 

KULTUR DEMOKRASI, 5(7). 

 

 

  


	DAFTAR PUSTAKA

