DAFTAR PUSTAKA

Abdel Latef M. Anouze and Ahmed S. Alamro, “Factors affecting intention to use
e-banking in Jordan” International Journal of Bank Marketing Vol. 38 No.
1, 2020 pp. 86-112

Adi, A., F. Jasfar, W. Arafah. (2021). Antecedents and Consequences of Customer
Trust in Mobile Banking of Bank BUKU 1V. International Journal of
Business and Management Invention.

Ahmad, & Pambudi, B. S. (2014). Pengaruh Persepsi Manfaat, Persepsi
Kemudahan, Keamanan dan Ketersediaan Fitur TerhadapMinat Ulang
Nasabah Bank Dalam Menggunakan Internet Banking (Studi Kasus Pada
Program Layanan Internet Banking). Jurnal Studi Manajemen Vol. 8 No.1

Balasubramanian, S., Konana, P. and Menon, N. (2003), “Customer satisfaction in

virtual environments: a study of online investing”, Management Science,
Vol. 49 No. 7: 871-89.

Candid Wuest, 2005, White Paper: Symantec Security Response: "Phishing In The
Middle Of The Stream™ - Today’s Threats To Online Banking. Dublin:
Symantec: 6-12.

Casalo, L.V., Flavian, C. and Guinaliu, M. (2007), “The role of security, privacy,
usability and reputation in the development of online banking”, Online
Information Review, Vol. 31 No. 5: 583-603.

Carmel Herington and Scott Weaven, “Can banks improve customer relationships
with high quality online services”, International Journal of Managing
Service Quality Vol. 17 No. 4, 2007: 404-427

Chen, S.C. and Dhillon, G.S. (2003), “Interpreting dimensions of consumer trust in
e-commerce”, Information Technology and Management, Vol. 4 Nos 2-3:
303-18.

Chen, Y.H. and Barnes, S. (2007), “Initial trust and online behaviour”, Industrial
Management and Data Systems, VVol. 107 No. 1. 21-36.

Chian-Son Yu Mehdi Asgarkhani , (2015),"An investigation of trust in e-banking:
evidence from Taiwan and New Zealand empirical studies”, Management
Research Review, Vol. 38 Iss 12 pp

Davis, F.D. 1989. Perceived Usefulness, Perceived Ease of Use and User
Acceptance of Information Technology. MIS Quarterly.

157



Devi, & Suartana. (2014). Analisis Technology Acceptance Model (TAM)
Terhadap Penggunaan Sistem Informasi Di Nusa Dua Beach Hotel dan SPA
ISSN: 2302-8558. E-Jurnal Akuntansi Universitas Udayana .

Fox, S. and Beier, J. (2006), “Online banking 2006: surfing to the bank”, Pew
Internet & American Life Project, available at:
www.pewinternet.org/Reports/2006/Online-Banking-2006.aspx

Gan, C., Clemes, M., Limsombunchai, V. and Weng, A. (2006), “A logit analysis
of electronic banking in New Zealand”, International Journal of Bank
Marketing, Vol. 24 No. 6: 360-83.

Gerrard, P., Cunningham, J.B. and Devlin, J.F. (2006), “Why consumers are not
using internet banking: a qualitative study”, Journal of Services Marketing,
Vol. 20 No. 3: 160-8.

Ha, Nam Khanh Giao, Bui, Nhat Vuong, and Tran, Nhu Quan, “The influence of
website quality on consumer’s e-loyalty through the mediating role of e-
trust, esatisfaction, and perceived enjoyment: An evidence from online
shopping in Vietnam”, International Journal, 2020.

Ibrahim, E., Joseph, M. and Ibeh, K. (2006), “Customers’ perception of electronic
service delivery in the UK retail banking sector”, International Journal of
Bank Marketing, Vol. 24 No. 7: 475-93.

Islam, Jamid Ul, “Impact of website attributes on customer engagement in
banking: a solicitation of stimulus-organism response theory”,
International Journal of Bank Marketing, 2020.

Jarvenpaa, S.L., Tractinsky, N. and Vitale, M. (2000), “Consumer trust in an
Internet store”, Information Technology and Management, Vol. 1 Nos 1-2:
45-71.

Jayawardhena, C. (2004), “Measurement of service quality in Internet banking: the
development of an instrument”, Journal of Marketing Management, Vol. 20,
pp. 185-207.

Jiyoung Kim, Byoungho Jin, and Jane L. Swinney, “The role of etail quality, e-
satisfaction and e-trust in online loyalty development process”, Journal of
Retailing and Consumer Services, 2008.

Joseph, M., McClure, C. and Joseph, B. (1999), “Service quality in the banking

sector: the impact of technology n service delivery”, The International
Journal of Bank Marketing, Vol. 17 No. 4, pp. 182-91.

158


http://www.pewinternet.org/Reports/2006/Online-Banking-2006.aspx

Kassim, N.M. and Abdulla, A.K.M.A. (2006), “The influence of attraction on
internet banking: an extension to the trust-relationship commitment model”,
International Journal of Bank Marketing, VVol. 24 No. 6: 424-42.

Kim, M., Kim, J-H. and Lennon, S. (2006), “Online service attributes available on
apparel retail web sites: an E-S-QUAL approach”, Managing Service
Quality, Vol. 16 No. 1, pp. 51-77.

Luarn, P., & Lin, H. H. (2005). Toward an understanding of the behavioural
intention to use mobile banking. Computers in Human Behavior 21 (6): 873-
891.

Mansour, Kaouther Ben. (2015), “An analysis of business’ acceptance of internet
banking: an integration of e-trust to the TAM”, Journal of Business &
Industrial Marketing (2016): 982-994

Mukherjee, A. and Nath, P. (2003), “A model of trust in online relationship
banking”, International Journal of Bank Marketing, Vol. 21 No. 2: 5-15.

Otoritas Jasa Keuangan, “Panduan Penyelenggaraan Digital Branch oleh Bank
Umum?”, Tahun 2016

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1985), “A conceptual model of
service quality and its implications for future research”, Journal of
Marketing, Vol. 49 No. 3: 41-50.

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1988), “SERVQUAL: a
multiple-item scale for measuring consumer perceptions of service quality”,
Journal of Retailing, VVol. 64 No. 1: 12-40.

Parasuraman, A., Zeithaml, V.A. and Malhotra, A. (2005), “E-S-QUAL.: a multiple-
item scale for assessing electronic service quality”, Journal of Service
Research, Vol. 7 No. 3: 213-33.

Po-Young Chu, Gin-Yuan Lee (2012), “Service Quality, Customer Satisfaction,
Customer Trust, and Loyalty in an EBanking Context”, Journal of Social
Behavior and Personality An International Journal, 2012, 40(8)

PT Bank Central Asia, Tbk. Annual Reporting. (2021).

Rexha, N., Kingshott, R.P.J. and Aw, A.S.S. (2003), “The impact of the relational

plan on adoption of electronic banking”, Journal of Services Marketing,
Vol. 17 No. 1: 53-65.

159



Rocio Carranza, Estrella Diaz, Carlos Sanchez-Camacho and David Martin-
Consuegra, “e-Banking Adoption: An Opportunity for Customer Value Co-
creation”, Original Research of Frontiers in Psychology, 2021.

Sanayei, Ali and Saneian, Zahra Sadat. (2013), “Analysis of Traditional Attributes
and Website Attributes in Order to Improve Customers Trust in Electronic
Banking”, International Journal of Academic Research in Business and
Social Sciences, November 2013, Vol. 3, No. 11

Sarel, D. and Mamorstein, H. (2003), “Marketing online banking services: the voice
of the customer”, Journal of Financial Services Marketing, Vol. 8 No. 2:
106-18.

Sedigheh Moghavvemi and Su Teng Lee, “Perceived overall service quality and
customer satisfaction. A comparative analysis between local and foreign
banks in Malaysia”, International Journal of Bank Marketing, 2017

Shaikh, A. A., & Karjaluoto, H. (2015). Mobile banking adoption: A literature
review. Telematics and Informatics 32 (1): 129-142

Suh, B. and Han, 1. (2002), “Effect of trust on consumer acceptance of internet
banking”, Electronic Commerce Research and Applications, Vol. 1 No. 3:
247-63.

Ul Hag, Inzamam and Mumtaz Awan, Tahir (2020), “Impact of e-banking service

quality on e-loyalty in pandemic times through interplay of e-satisfaction”,
XIMB Journal of Management Vol. 17 No. 1/2, 2020 pp. 39-55

160



