REFERENCE

Abdillah, W., & Hartono, J. (2015). Partial Least Square (PLS). Yogyakarta: Andi.

Al-dweeri, R. M., Ruiz Moreno, A., Montes, F. J. L., Obeidat, Z. M., & Al-dwairi, K. M. (2019).
The effect of e-service quality on Jordanian student’s e-loyalty: an empirical study in online
retailing. Industrial Management and Data Systems, 119(4), 902-923.
https://doi.org/10.1108/IMDS-12-2017-0598

Al-dweeri, R., Obeidat, Z., Al-dwiry; M., Alshurideh, M., & Alhorani, A. (2017). The impact of
e-service quality and e-layalty on online shopping: moderating effect of e-satisfaction and e-
trust. International Journal of Marketing Studies, 9(2), 92-103.

Alsughayir, A. (2013). Consumer Ethnocentrism: A Literature Review. International Journal of
Business and Management Invention. VVol. 2, Issue 5, pp 50-54

Antecedents and Consequences,” Journal of Retailing, Vol. 78, 1:41-50, 2002.

Teo, H.H., Oh, L.B., Liu, C., & Weli, K.K. (2014). An empirical study of the effect of
interactivity on web user attitude. International Journal of Human-Computer Studies, 3 (5), 342-
471.

Armstrong, G. & Adam, S., Denize, S.; Volkov, M., Kotler, P. (2018). Principles of Marketing,
7th Edition.

Available: http://www.amsreview.org/articles/giese01-2000.pdf - Academy of Marketing
Science.

Goodwin, C., “Privacy: Recognition of a Consumer Right,” Journal of Public Policy Marketing,
Vol.10, 1:149-166, 1991.

Bauer, H.H., Falk, T. and Hammerschmidt, M. (2006), “e TransQual: a transaction process-based

approach for capturing service quality-in-online shopping”, Journal of Business Research, Vol.
59 No. 7, pp. 866-875.

Barmola & Srivastava (2010) The Role of Consumer-Behavior in Present Marketing
Management Scenario. Journal: Productivity, 51(3), 268-275.

Commitment: a Trans-Atlantic Study,” International Journal of Research in Marketing, Vol. 13,
4:303-317, 1996.

Giese, J. and J. Cote, “Defining consumer satisfaction,” Academy of Marketing Science Review
Volume, 2000 No.1,

Devaraj, S., Fan, M. and Kohli, R. (2002), “Antecedents of B2C channel satisfaction and
preference: validating e-commerce metrics”, Information Systems Research, Vol. 13 No. 3, pp.
316-333.



Ding, D.X., Hu, P.J.H. and Sheng, O.R.L. (2011), “e-SELFQUAL.: a scale for measuring online
self-service quality”, Journal of Business Research, Vol. 64 No. 5, pp. 508-515.

Dornyei, Z. and Taguchi, T. (2010), Questionnaires in Second Language Research: Construction,
Administration, and Processing, 2nd edn, Routledge, New York, NY.

Ferrante, J. (2008). Sociolgy, A global perspective . Belmont, CA, USA: Thomson Higher
Education.

Flavia n, C. & M. Guinalyu (2006). “Consumer Trust, Perceived Security and Privacy Policy:
Three Basic Elements of Loyalty to a Web site,” Industrial Management & Data Systems, Vol.
106, 5:601-620.

Fornell, C. D. and D. E. Lacker, “Evaluating Structural Equation Models with Unobservable
Variables and

Geldman, A (2021) Online Marketplaces in Southeast Asia: A Unique Region for Ecommerce
https://www.webretailer.com/b/online-marketplaces-southeast-asia/

George, J., “Influences on the Intent To Make Internet Purchases,” Internet Research, Vol. 12,
2:165-180, 2002. Geyskens, 1., J. Steenkamp, L. Scheer, and N. Kumar, “The Effects of Trust
and Interdependence on Relationship

Gummerus, J., V. Liljander, M. Pura, A. Van Riel, “Customer loyalty to content-based Web
sites: the case of an Online health-care service,” Journal of Services Marketing, Vol. 18, 3:175—
186, 2004.

Hair, J. F., R. E. Anderson, R. L. Tatham, and W. €. Black, (1998) Multivariate data analysis,
5th Ed., Prentice-Hall, Upper Saddle River, N.J.,

Hair, J. F., Hult, G. T., Ringle, C. M., Sarstedt, M. (2014). A Primer on Partial Least Squares
Structural Equation Modeling (PLS-SEM): First Edition. SAGE Publications, Inc.: Los Angeles.

Hair, J. F., Hult, G. T., Ringle,C.-M., Sarstedt,-M. (2017). A Primer on Partial Least Squares
Structural Equation Modeling (PLS=SEM): Second-Edition. SAGE Publications, Inc.: Los
Angeles.

Kemp, S., Moey, S. (2019) DIGITAL 2019: TOP ECOMMERCE CATEGORIES IN
SOUTHEAST ASIA https://datareportal.com/reports/digital-2019-top-ecommerce-categories-
insoutheastasia?utm_campaign=Digital_2019&utm_content=Southeast_Asia_Ecommerce_Spotl
ight_Page&utm_medium=Hyperlink&utm_source=DataReportal_Website

Kemp, S., Moey , S. (2019) DIGITAL 2019 SPOTLIGHT: ECOMMERCE IN INDONESIA
https://datareportal.com/reports/digital-2019-ecommerce-in-
indonesia?utm_campaign=Digital_2019&utm_content=Southeast_Asia_Ecommerce_Spotlight
Page&utm_medium=Hyperlink&utm_source=DataReportal Website

Kotler, P., & Armstrong, G. (2007). Principles of Marketing 12" Edition.



Kumar, R. (2011). Research Methodology: A Step-by-Step Guide for Beginners: 3rd Edition.
London: SAGE Publication.

Lee, I. (2009). Transforming E-Business Practices and Applications: Emerging Technologies
and Concepts. IGI Global Hershey.

Mustafa I. Eid (2011). Determinants of E-Commerce Customer Satisfaction, Trust, And Loyalty
in Saudi Arabia. Journal of Electronic Commerce Research, 12(1), 93.

Nasimi A., Nasimi R, Basit R (2018). Factors Affecting E-Commerce Customer Loyalty in
Pakistan. Journal of Marketing and Consumer Research.

Nurunnisha, G., & Dalimunthe, G. (2018). The Effect of E-commerce Awareness in E-commerce
Technology Acceptance on MSME in Bandung. DeReMa Jurnal Manajemen, 13(2), 198-217.

Online health-care service,” Journal of Services Marketing, Vol. 18, 3:175-186, 2004.
Hair, J. F., R. E. Anderson, R. L. Tatham, and W. C. Black, Multivariate data analysis, 5th Ed.,
Prentice-Hall, Upper Saddle River, N.J., 1998.

Parasuraman, A., & Grewal, D. (2000). The impact of technology on the quality-value-loyalty
chain: A research agenda.'Journal of the Academy of Marketing Science, 28(1), 168-174.
https://doi.org/10.1177/0092070300281015

Parasuraman, A. P., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL.: A multiple-Item Scale
for measuring consumer perceptions of service quality Cloud-based Business Process
Management View project Cost-Effective Service Excellence View project. Journal of Retailing,
64(1), 12-40.

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005). E-S-QUAL a multiple-item scale for
assessing electronic service quality. Journal of Service Research, 7(3), 213-233.
https://doi.org/10.1177/1094670504271156

Parasuraman, Ananthanarayanan, Zeithaml, V. A;, & Berry, L. L (1988). Servqual: A multiple-
item scale for measuring consumer perc. Journal-of Retailing, 64(1), 12.

Santos, J. (2003). E-service quality: A model of virtual service quality dimensions. In Managing
Service Quality (Vol. 13).

Sarwono, J. (2010). Pengertian Dasar Structural Equation Modeling (SEM).
Sheth, A. (2014). Consumer Behavior.

Sugiarto (2017). Metodologi Penelitian Bisnis. ANDI: Yogyakarta.

Sekaran, U. (2012). Research Methods for Business. 3rd ed. New York: John Wiley & Sons, Inc.



Schlosser, A. E., White, T. B., & 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, 70(2), 133-148. https://doi.org/10.1509/jmkg.70.2.133

Sobihah, M., Mohamad M., Ali,N., Ismail,W. (2015) E-Commerce Service Quality on Customer
Satisfaction, Belief and Loyalty: A Proposal. Mediterranean Journal of Social Sciences
Do0i:10.5901/mjss.2015.v6n2p260

Shqiponj, A., & Elvira, A. (2012). ECommerce and Trust Services Application in Albania.
Mediterranean Center of Social & Educational Research, 6(3), 132-137.

Srinivansan, S. S., R. E. Anderson, & K. Pannavolu, “Customer Loyalty in E-commerce: an
Exploration of its

Tarka, P. (2017). An Overview of Structural Equation Modeling: Its Beginnings, Historical
Development, Usefulness and Controversies in The Social Sciences. Department of Market
Research, 314-354. https://doi.org/10.1007/s11135-017-0469-8

Wang, X., & Wang, H. (2019). A Study on Sustaining Corporate Innovation with E-Commerce
in China. Journal: Sustainability, 11(23), 1-16.

Wolfinbarger, M. and Gilly, M.C. (2003), “eTailQ: dimensionalizing, measuring and predicting
etail quality”, Journal of Retailing, Vol. 79 No. 3, pp. 183-198.

Yoon, S. J. (2002). The antecedents and consequences of trust in online-purchase decisions.
Journal of Interactive Marketing. https://doi.org/10.1002/dir.10008

Zeithaml, V.A,, Berry, L.L. and Parasuraman, A. (1996), “The behavioral consequences of
service quality”, Journal of Marketing, Vol. 60 No. April, pp. 31-46.

Zemblyté, J. (2015). The Instrument for Evaluating E-Service Quality. Procedia - Social and
Behavioral Sciences, 213, 801-806. https://doi.org/10.1016/j.sbspro.2015.11.478



