
 

136 
 

DAFTAR PUSTAKA 

Abu-Alhaija, A. S., Nerina, R., Hashim, H., & Jaharuddin, N. S. (2018). 

Determinants of Customer Loyalty: A Review and Future Directions. 

Australian Journal of Basic and Applied Sciences, 12(7), 106–111. 

Akbari, M., Rezvani, A., Shahriari, E., Zúñiga, M. Á., & Pouladian, H. 

(2020). Acceptance of 5G Technology: Mediation Role of Trust and 

Concentration. Journal of Engineering and Technology Management, 

57, 101585. 

Alamin, Z., Missouri, R., Sutriawan, S., Fathir, F., & Khairunnas, K. (2023). 

Perkembangan E-Commerce: Analisis Dominasi Shopee Sebagai 

Primadona Marketplace di Indonesia. J-ESA (Jurnal Ekonomi Syariah), 

6(2), 120–131. 

Appinentiv. (2023). Digital Transformation in the eCommerce Industry. 

https://appinventiv.com/blog/digital-transformation-in-the-ecommerce-

industry/ 

Bettman, J. R., Luce, M. F., & Payne, J. W. (1998). Constructive Consumer 

Choice Process. Journal of Consumer Research, 25(3), 187–217. 

Beyari, H. (2020). The Role of Trust and Its Impacts on Consumer 

Satisfaction in the Context of Social Commerce. Journal for Research 

on Business and Social Science, 3(9), 1–25. 



 

137 
 

Boonlertvanich, K. (2019). Service Quality, Satisfaction, Trust, and Loyalty: 

The Moderating Role of Main-Bank and Wealth Status. International 

Journal of Bank Marketing, 37(1), 278–302. 

Chang, Y.-H., & Yeh, C.-H. (2017). Corporate Social Responsibility and 

Customer Loyalty in Intercity Bus Services. Transport Policy, 59, 38–

45. 

Chen, K. W. (2021). Research on influence of online promotion type on 

consumer purchase intention. Mark. Wkly, 34, 82–85. 

De Bruin, L., Roberts-Lombard, M., & De Meyer-Heydenrych, C. (2020). 

Internal Marketing, Service Quality and Perceived Customer 

Satisfaction: An Islamic Banking Perspective. Journal of Islamic 

Marketing, ahead-of-print(ahead-of-print). 

Feng, J., & Lu, M. (2020). The empirical research on impulse buying 

intention of live marketing in mobile internet era. Soft Sci, 34(12), 128–

133. 

Haeruddin, M. I. W., & Haeruddin, M. I. M. (2020). The Effect of Customer 

Satisfaction on Customer Loyalty in Kartu As Products in Makassar 

City. Jurnal Administrare: Jurnal Pemikiran Ilmiah Dan Pendidikan 

Administrasi Perkantoran, 7(2), 227–234. 

Hong, X. (2021). Online flash sales product pricing strategy under time 

pressure. World Scientific Research Journal, 7(3), 376–382. 



 

138 
 

Islam, T., Saif-Ur-Rehman, Abid, Ch. M. S., & Ahmer, Z. (2020). How 

Perceptions About Ease of Use and Risk Explain Intention to Use Mobile 

Payment Services in Pakistan? The Mediating Role of Perceived Trust. 

Pakistan Journal of Commerce and Social Sciences, 14(1), 34–48. 

Jiang, S., & Zhao, H. X. (2013). B2C online store image, consumer perception 

and purchase behavior. Research on Financial and Economic Issues, 10, 

116–122. 

Khan, I., & Fatma, M. (2019). Connecting the Dots Between CSR and Brand 

Loyalty: The Mediating Role of Brand Experience and Brand Trust. 

International Journal of Business Excellence, 17(4), 439–455. 

Kim, H., Kim, J. J., & Asif, M. (2019). The Antecedents and Consequences 

of Travelers’ Well-Being Perceptions: Focusing on Chinese Tourist 

Shopping at a Duty Free. International Journal of Environmental 

Research and Public Health, 16(24), 5081. 

Liang, W., & Zhang, W. (2016). Study on influence of logistics service 

involvement and perceived service quality on consumer psychological 

contract. JU Financ. Econ, 29, 68–74. 

Liu, L. (2021). Analysis of the impact of personalized logistics services on 

consumers’ repeated consumption intentions under the B2C model. J. 

Comm. Econ, 1, 115–118. 

Lu, C. B., & Huang, C. F. (2014). The influence mechanism of Time pressure 

with need for cognitive closure on undoing regrets arising in decision-

making of sales promotion. J. Bus. Manag, 36, 145–158. 



 

139 
 

Ozkan, P., Suer, S., Koymen, P., & Deveci Kocakoç, I. (2019). The Influence 

of Service Quality and Customer Satisfaction on Customer Loyalty: 

Mediation of Perceived Service Value, Corporate Image, and Corporate 

Reputation. International Journal of Bank Marketing, ahead-of-

print(ahead-of-print). 

Park, C.-H., & Kim, Y.-G. (2006). The Effect of Information Satisfaction and 

Relational Benefit on Consumers’ Online Shopping Site Commitments. 

Journal of Electronic Commerce in Organizations, 4(1), 70–90. 

Pool, A. K., Pool, M. K., & Taghipourian, M. J. (2016). Customer Satisfaction 

Through Corporate Reputation: The Mediating Role of Perceived Value. 

International Journal of Humanities and Cultural Studies, 3(2), 1424–

1434. 

Prashar, S., Sai Vijay, T., & Parsad, C. (2017). Effects of Online Shopping 

Values and Website Cues on Purchase Behaviour: A Study Using S–O–

R Framework. Vikalpa: The Journal for Decision Makers, 42(1). 

Prasilowati, S. L., Suyanto, S., Safitri, J., & Wardani, M. K. (2021). The 

Impact of Service Quality on Customer Satisfaction: The Role of Price. 

Journal of Asian Finance, Economics and Business, 8(1), 451–455. 

Qi, Z. (2021). Analysis of the effect of online reviews on consumer intention. 

Frontiers in Economics and Management, 2(4), 90–98. 

Ramya, N., Kowsalya, A., & Dharanipriya, K. (2019). Service Quality and Its 

Dimensions. EPRA International Journal of Research & Development 

(IJRD), 4(2). 



 

140 
 

Shen, C. C., & Chang, Y. R. (2021). Exploring the relationship among online 

review, perceived barriers, customer experience, and purchase intention 

of online booking consumers customer value as a mediator. J. Tour. 

Hosp, 10, 1–14. 

Wang, G. C., Liu, W. J., & Wang, X. F. (2021). A Situational Study on the 

Role of Promotion Purchase Restriction Under Different Promotion 

Types: From the Perspective of Framing Effect Theory. Nankai Business 

Review International. 

http://kns.cnki.net/kcms/detail/12.1288.F.20210629.1600.002.html 

Wikipedia Contributors. (2022). Shopee: E-Commerce Platform from 

Singapore. https://id.wikipedia.org/wiki/Shopee 

Yan, X., Dong, Y., Zhang, M., & Qiao, J. (2021). Research on the impact of 

live broadcasting on consumers’ buying behavior—intermediate by 

Perceived Value. Price Theor. Pract. Mag. House, 6, 137–140. 

Yu, L., & Zhang, J. (2018). A two-period pricing model with hunger 

marketing strategy. Journal of Modelling in Management, 13(1), 81–

100. 

Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: A 

Means-End Model and Synthesis of Evidence. Journal of Marketing, 

52(3), 2–22. 

Zhang, Z., Zhang, N., & Wang, J. (2022). The Influencing Factors on Impulse 

Buying Behavior of Consumers under the Mode of Hunger Marketing in 

Live Commerce. Sustainability, 14(4), 2122. 



 

141 
 

Zheng, H. (2021). Research on Intellectual Property Protection of E-

Commerce Platforms. Jurists, 2, 71–75. 

 (https://id.wikipedia.org/wiki/Shopee. 

(https://shopee.co.id 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://id.wikipedia.org/wiki/Shopee
https://shopee.co.id/


 

142 
 

 


