DAFTAR PUSTAKA

Akroush, M. N., & Al-Debei, M. M. (2015). An integrated model of factors
affecting consumer attitudes towards online shopping. Business Process
Management Journal.

Ali, A., & Bhasin, J. (2019). Understanding customer repurchase intention in e-
commerce: role of perceived price, delivery quality, and perceived
value. Jindal Journal of Business Research, 8(2), 142-157.

Ali, A., & Bhasin, J. (2019). Understanding customer repurchase intention in e-
commerce: role of perceived price, delivery quality, and perceived
value. Jindal Journal of Business Research, 8(2), 142-157.

Amin, M., Rezaei, S., & Abolghasemi, M. (2014). User satisfaction with mobile
websites: the impact of perceived usefulness (PU), perceived ease of use
(PEOU) and trust. Nankai Business Review International.

Bashir, 1., & Madhavaiah, C. (2015). Consumer attitude and behavioural intention
towards Internet banking adoption in India. Journal of Indian Business
Research.

Bernarto, 1., Wilson, N., & Suryawan, 1. N. (2019). Pengaruh Website Design
Quality, Service Quality, Trust dan Satisfaction Terhadap Repurchase
Intention (Studi  Kasus: tokopedia. com). Jurnal Manajemen
Indonesia, 19(1), 80-90.

Biiytikdag, N., Soysal, A. N., & Kitapci, O. (2020). The effect of specific discount
pattern in terms of price promotions on perceived price attractiveness and
purchase intention: An experimental research. Journal of Retailing and
Consumer Services, 55, 102112.

Chawla, D., & Joshi, H. (2019). Consumer attitude and intention to adopt mobile
wallet in India—An empirical study. [International Journal of Bank
Marketing.

Chiang, C. F., & Jang, S. S. (2007). The effects of perceived price and brand image
on value and purchase intention: Leisure travelers' attitudes toward online
hotel booking. Journal of Hospitality & Leisure Marketing, 15(3), 49-69.

Chiu, C. M., Hsu, M. H., Lai, H., & Chang, C. M. (2012). Re-examining the
influence of trust on online repeat purchase intention: The moderating role
of habit and its antecedents. Decision Support Systems, 53(4), 835-845.

Chiu, C. M., Wang, E. T., Fang, Y. H., & Huang, H. Y. (2014). Understanding
customers' repeat purchase intentions in B2C e-commerce: the roles of
utilitarian value, hedonic value and perceived risk. Information Systems
Journal, 24(1), 85-114.

Cho, M., Bonn, M. A., & Li, J. J. (2019). Differences in perceptions about food
delivery apps between single-person and multi-person
households. International Journal of Hospitality Management, 77, 108-
116.



Choi, B., Kwon, O., & Shin, B. (2017). Location-based system: Comparative
effects of personalization vs ease of wuse. Telematics and
Informatics, 34(1), 91-102.

Danesh, S. N., Nasab, S. A., & Ling, K. C. (2012). The study of customer
satisfaction, customer trust and switching barriers on customer retention
in Malaysia hypermarkets. International Journal of business and
Management, 7(7), 141-150.

Ferdinand, A. (2005). Structural equation modeling dalam penelitian manajemen:
aplikasi model-model rumit dalam penelitian untuk Tesis Magister &
Disertasi Doktor. Language, 3(390p), 24cm.

Ferdinand, A. (2006). Metode penelitian manajemen: pedoman penelitian untuk
skripsi (Doctoral dissertation, Tesis dan Disertai Ilmu Manajemen.
Semarang: Universitas Diponegoro).

Ferdinand, A. (2014). Metode Penelitian Manajemen: Pedoman Penelitian untuk
Penulisan Skripsi Tesis dan Desrtasi Ilmu Manajemen.

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online
shopping: An integrated model. MIS quarterly, 51-90.

Griffis, S. E., Rao, S., Goldsby, T. J., & Niranjan, T. T. (2012). The customer
consequences of returns in online retailing: An empirical analysis. Journal
of Operations Management, 30(4), 282-294.

Gunawan, F., Ali, M. M., & Nugroho, A. (2019). Analysis of the Effects of
Perceived Ease of Use and Perceived Usefulness on Consumer Attitude
and Their Impacts on Purchase Decision on PT Tokopedia In
Jabodetabek. FEuropean Journal of Business and Management
Research, 4(5).

Guriting, P., & Ndubisi, N. O. (2006). Borneo online banking: evaluating customer
perceptions and behavioural intention. Management research news.

Hair, J. F. J., Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multivariate
data analysis. Exploratory data analysis in business and economics. In
British Library Cataloguing-in-Publication Data (7th ed.). Pearson
Education Limited

Hew, J. J., Lee, V. H., Ooi, K. B., & Wei, J. (2015). What catalyses mobile apps
usage intention: an empirical analysis. Industrial Management & Data
Systems.

Ho, M. H. W., & Chung, H. F. (2020). Customer engagement, customer equity and
repurchase intention in mobile apps. Journal of business research, 121,
13-21.

Hong, C., Choi, H. H., Choi, E. K. C., & Joung, H. W. D. (2021). Factors affecting
customer intention to use online food delivery services before and during
the COVID-19 pandemic. Journal of Hospitality and Tourism
Management, 48, 509-518.

Hsu, M. H., Chang, C. M., & Chuang, L. W. (2015). Understanding the
determinants of online repeat purchase intention and moderating role of
habit: The case of online group-buying in Taiwan. International Journal
of Information Management, 35(1), 45-56.



Hume, M., Mort, G. S., & Winzar, H. (2007). Exploring repurchase intention in a
performing arts context: who comes? and why do they come
back?. International Journal of Nomnprofit and Voluntary Sector
Marketing, 12(2), 135-148.

Hwang, J., & Choe, J. Y. J. (2019). Exploring perceived risk in building successful
drone food delivery services. International Journal of Contemporary
Hospitality Management.

Jadil, Y., Rana, N. P., & Dwivedi, Y. K. (2022). Understanding the drivers of online
trust and intention to buy on a website: An emerging market
perspective. [International Journal of Information Management Data
Insights, 2(1), 100065.

Jahangir, N., & Begum, N. (2008). The role of perceived usefulness, perceived ease
of use, security and privacy, and customer attitude to engender customer
adaptation in the context of electronic banking. African journal of business
management, 2(2), 032-040.

Kaur, P., Dhir, A., Talwar, S., & Ghuman, K. (2021). The value proposition of food
delivery apps from the perspective of theory of consumption
value. International Journal of Contemporary Hospitality Management.

Kim, H. W., Xu, Y., & Gupta, S. (2012). Which is more important in Internet
shopping, perceived price or trust?. Electronic commerce research and
applications, 11(3), 241-252.

Kim, Y., & Lee, H. S. (2014). Quality, perceived usefulness, user satisfaction, and
intention to use: An empirical study of ubiquitous personal robot
service. Asian Social Science, 10(11), 1.

Kotler, P., & Armstrong, G. (2011). Principles of Marketing: It’s Good and Good
For You.

Kotler, P., & Keller, K. (2021). Marketing Management (15th global edition).
Pearson Education Limited.

Lando, A., Verrill, L., Liu, S., Smith, E., & Branch, C. S. (2016). 2016 FDA food
safety survey. US Food and Drug Administration.

Lee, C. H., Eze, U. C., & Ndubisi, N. O. (2011). Analyzing key determinants of
online repurchase intentions. Asia Pacific Journal of Marketing and
Logistics.

Lee, M. C. (2009). Predicting and explaining the adoption of online trading: An
empirical study in Taiwan. Decision support systems, 47(2), 133-142.

Liébana-Cabanillas, F., Marinkovic, V., de Luna, I. R., & Kalinic, Z. (2018).
Predicting the determinants of mobile payment acceptance: A hybrid
SEM-neural network approach. Technological Forecasting and Social
Change, 129, 117-130.

Lin, J., Lu, Y., Wang, B., & Wei, K. K. (2011). The role of inter-channel trust
transfer in establishing mobile commerce trust. Electronic Commerce
Research and Applications, 10(6), 615-625.

Lin, J., Wang, B., Wang, N., & Lu, Y. (2014). Understanding the evolution of
consumer trust in mobile commerce: a longitudinal study. Information
Technology and Management, 15(1), 37-49.



Ling, K. C., Daud, D. B., Piew, T. H., Keoy, K. H., & Hassan, P. (2011). Perceived
risk, perceived technology, online trust for the online purchase intention
in Malaysia. International Journal of Business and Management, 6(6),
167.

Lok, C. K. (2015). Adoption of smart card-based e-payment system for retailing in
Hong Kong using an extended technology acceptance model. In E-services
Adoption: Processes by Firms in Developing Nations. Emerald Group
Publishing Limited.

Martinez-Poveda, A., Molla-Bauza, M. B., del Campo Gomis, F. J., & Martinez, L.
M. C. (2009). Consumer-perceived risk model for the introduction of
genetically modified food in Spain. Food Policy, 34(6), 519-528.

Masoud, E. Y. (2013). The effect of perceived risk on online shopping in
Jordan. European Journal of Business and Management, 5(6), 76-87.

Nardi, V. A. M., Teixeira, R., Ladeira, W. J., & de Oliveira Santini, F. (2020). A
meta-analytic review of food safety risk perception. Food Control, 112,
107089.

Nasir, M. (2017). Pengaruh E-Service Quality dan Diskon terhadap Minat Beli pada
Situs Online di Website Zalora. Co. Id di Surabaya. Jurnal Pendidikan
Tata Niaga (JPTN), 5(1).

Nurfiyah, N. A. M., Hadianti, S., & Riana, D. (2019). Analisis Technology
Acceptance Model Pada Aplikasi Platform Perdagangan Elektronik Di
Kalangan Mahasiswa. Jurnal Teknik Informatika, 12(1), 59-68.

Oloveze, A. O., Ogbonna, C., Ahaiwe, E., & Ugwu, P. A. (2021). From offline
shopping to online shopping in Nigeria: evidence from African emerging
economy. /IM Ranchi journal of management studies.

Paturochman, M. (2012). Penentuan Jumlah dan Teknik Pengambilan
Sampel. Bandung: Fakultas Peternakan Univ. Padjadjaran.

Peng, L., Zhang, W., Wang, X., & Liang, S. (2019). Moderating effects of time
pressure on the relationship between perceived value and purchase
intention in social E-commerce sales promotion: Considering the impact
of product involvement. Information & Management, 56(2), 317-328.

Pinho, J. C. M. R., & Soares, A. M. (2011). Examining the technology acceptance
model in the adoption of social networks. Journal of research in
Interactive Marketing.

Ponte, E. B., Carvajal-Trujillo, E., & Escobar-Rodriguez, T. (2015). Influence of
trust and perceived value on the intention to purchase travel online:
Integrating the effects of assurance on trust antecedents. Tourism
Management, 47, 286-302.

Priyono, M. (2016). Metode penelitian kuantitatif. Sidoarjo: Zifatma Publishing.

Putro, H. B., & Haryanto, B. (2015). Factors affecting purchase intention of online
shopping in Zalora Indonesia. British journal of economics, management
& trade.

Ramayah, T., & Ignatius, J. (2005). Impact of perceived usefulness, perceived ease
of' use and perceived enjoyment on intention to shop online. ICFAI Journal
of Systems Management (IJSM), 3(3), 36-51.



Roh, M., & Park, K. (2019). Adoption of O20 food delivery services in South
Korea: The moderating role of moral obligation in meal
preparation. International Journal of Information Management, 47, 262-
273.

Satriawan, K. A., & Setiawan, P. Y. (2020). The role of purchase intention in
mediating the effect of perceived price and perceived quality on purchase
decision. International Research Journal of Management, IT and Social
Sciences, 7(3), 38-49.

Schiffman, L. G., & Wisenblit, J. (2014). Consumer behaviour (11-Global
Edition). Essex, UK: Pearson Education.

Shao, Z., Zhang, L., Li, X., & Guo, Y. (2019). Antecedents of trust and continuance
intention in mobile payment platforms: The moderating effect of
gender. Electronic Commerce Research and Applications, 33, 100823.

Shen, A. (2019). Aging, PEOU, and adoption of communication
technology. Journal of Consumer Marketing.

So6llner, M., Hoffmann, A., & Leimeister, J. M. (2016). Why different trust
relationships matter for information systems users. European Journal of
Information Systems, 25(3), 274-287.

Sreeram, A., Kesharwani, A., & Desai, S. (2017). Factors affecting satisfaction and
loyalty in online grocery shopping: an integrated model. Journal of Indian
Business Research.

Sugiyono. (2018). Metode penelitian kuantitatif, kualitatif, dan r&d. Bandung :
Alfabeta.

Tangmanee, C., & Rawsena, C. (2016). Direct and indirect effects of perceived risk
and website reputation on purchase intention: The mediating role of online
trust. International Journal of Research in Business and Social Science
(2147-4478), 5(6), 1-11.

Uzir, M. U. H., Al Halbusi, H., Thurasamy, R., Hock, R. L. T., Aljaberi, M. A.,
Hasan, N., & Hamid, M. (2021). The effects of service quality, perceived
value and trust in home delivery service personnel on customer
satisfaction: Evidence from a developing country. Journal of Retailing and
Consumer Services, 63, 102721.

Verma, R., Dixon, M., & Kimes, S. (2009). Customer preferences and use of
technologybased innovations in Restaurants: a best-worst choice
analysis. Cornell Hosp. Q, 9(7), 1-20.

Wang, Y., Anderson, J., Joo, S. J., & Huscroft, J. R. (2019). The leniency of return
policy and consumers’ repurchase intention in online retailing. /ndustrial
Management & Data Systems.

Wen, C., Prybutok, V. R., & Xu, C. (2011). An integrated model for customer
online repurchase intention. Journal of Computer information
systems, 52(1), 14-23.

Wu, L. Y., Chen, K. Y., Chen, P. Y., & Cheng, S. L. (2014). Perceived value,
transaction cost, and repurchase-intention in online shopping: A relational
exchange perspective. Journal of business research, 67(1), 2768-2776.



Yeo, V. C. S., Goh, S. K., & Rezaei, S. (2017). Consumer experiences, attitude and
behavioral intention toward online food delivery (OFD) services. Journal
of Retailing and Consumer services, 35, 150-162.

Yeo, V. C. S., Goh, S. K., & Rezaei, S. (2017). Consumer experiences, attitude and
behavioral intention toward online food delivery (OFD) services. Journal
of Retailing and Consumer services, 35, 150-162.

Yeung, R. M., & Morris, J. (2006). An empirical study of the impact of consumer
perceived risk on purchase likelihood: a modelling approach. International
Journal of Consumer Studies, 30(3), 294-305.

Yeung, R. M., & Yee, W. M. (2002). Multi-dimensional analysis of consumer-
perceived risk in chicken meat. Nutrition & Food Science.

Zanetta, L. D. A., Hakim, M. P., Gastaldi, G. B., Seabra, L. M. A. J., Rolim, P. M.,
Nascimento, L. G. P., ... & da Cunha, D. T. (2021). The use of food
delivery apps during the COVID-19 pandemic in Brazil: The role of
solidarity, perceived risk, and regional aspects. Food Research
International, 149, 110671.

Zeithaml, V. A., Parasuraman, A., & Malhotra, A. (2002). Service quality delivery
through web sites: a critical review of extant knowledge. Journal of the
academy of marketing science, 30(4), 362-375.



