
 
 

88 
 

DAFTAR PUSTAKA 

 

Abdillah, W., & Hartono, J. (2015). Partial Least Square (PLS): alternatif structural equation 

modeling (SEM) dalam penelitian bisnis. Andi. 

Bao, H., Li, B., Shen, J., & Hou, F. (2016). Repurchase intention in the Chinese e-marketplace: 

Roles of interactivity, trust and perceived effectiveness of e-commerce institutional 

mechanisms. Industrial Management and Data Systems, 116(8), 1759–1778. 

https://doi.org/10.1108/IMDS-07-2015-0296 

BPS. (2020). Statistik E-Commerce 2020. Badan Pusat Statistik. 

Chang, K. M., Cheung, W., & Tang, M. (2013). Building trust online: interactions among trust 

building mechanisms. Information and Management, 50(7), 439–445. 

Chang, Y. S., & Fang, S. R. (2013). Antecedents and distinctions between online trust and 

distrust: Predicting high- and low-risk internet behaviors. Journal of Electronic 

Commerce Research, 14(2), 149–166. 

Chen, L., Baird, A., & Straub, D. (2019). Why Do Participants Continue to Contribute? 

Evaluation of Usefulness Voting and Commenting Motivational Affordances within an 

Online Knowledge Community. Decision Support Systems, 118, 21. 

https://doi.org/10.1016/j.dss.2018.12.008 

Chen, X., Huang, Q., & Davison, R. M. (2017). The role of website quality and social capital 

in building buyers’ loyalty. International Journal of Information Management, 37(1), 

1563–1574. https://doi.org/10.1016/J.IJINFOMGT.2016.07.005 

Chou, S. W., & Hsu, C. S. (2016). Understanding online repurchase intention: social exchange 

theory and shopping habit. Information Systems and E-Business Management, 14(1), 19–

45. https://doi.org/10.1007/s10257-015-0272-9 

Fang, Y., Qureshi, I., Sun, H., McCole, P., Ramsey, E., & Lim, K. H. (2014). Trust, satisfaction, 

and online repurchase intention: The moderating role of perceived effectiveness of e-

commerce institutional mechanisms. MIS Quarterly: Management Information Systems, 

38(2), 407–427. https://doi.org/10.25300/MISQ/2014/38.2.04 

Garson, G. D. (2016). Partial Least Squares: Regression & Structural Equation Models. In 

Multi-Label Dimensionality Reduction. Statistical Associates. 

Ghiffarin, A. R., Priyandari, Y., & Liquiddanu, E. (2019). Marketing Analysis for E-Commerce 

Improvement in Small and Medium Enterprise of Batik Using E-Commerce Marketing 

Mix Model. IOP Conference Series: Materials Science and Engineering, 495(1), 1–10. 

https://doi.org/10.1088/1757-899X/495/1/012044 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis: A 

global perspective. In Pearson Education. 

Handayani, P. W., Ariantana, I. M. E., & Pinem, A. A. (2020). How to increase customer 

repurchase intention in an online retailing store? an extended expectation confirmatory 

model. International Journal of Electronic Commerce Studies, 11(1), 1–20. 

https://doi.org/10.7903/ijecs.XXXX 

Hassan, M., Iqbal, Z., & Khanum, B. (2018). The role of trust and social presence in social 

commerce purchase intention. Pakistan Journal of Commerce and Social Science, 12(1), 

111–135. 

Ibzan, E., Balarabe, F., & Jakada, B. (2016). Consumer satisfaction and repurchase intentions. 



 
 

89 
 

Developing Country Studies, 6(2), 96–100. 

Ke, D., Chen, A., & Su, C. (2016). Online trust-building mechanisms for existing brands: the 

moderating role of the e-business platform certification system. Electronic Commerce 

Research, 16(2), 189–216. https://doi.org/10.1007/s10660-016-9217-8 

Kusuma, L., Rejeki, S., Robiyanto, R., & Irviana, L. (2020). Reputation system of c2c e-

commerce, buying interest and trust. Business: Theory and Practice, 21(1), 314–321. 

https://doi.org/10.3846/btp.2020.11559 

Liu, Y., & Tang, X. (2018). The effects of online trust-building mechanisms on trust and 

repurchase intentions: An empirical study on eBay. Information Technology and People, 

31(3), 666–687. https://doi.org/10.1108/ITP-10-2016-0242 

Luca, M. (2016). Designing online marketplaces: trust and reputation mechanisms. NBER 

Working Paper Series, September, 1–29. 

Luhmann, N. (2017). Trust as a reduction of complexity. Trust and Power (English Ed.), 27–

35. 

Matos, C. A. de, Curth, M., & Garcia, A. dos S. (2020). Customer loyalty in the online context: 

understanding trust in different parties. Journal of Electronic Commerce Research, 21(4), 

237–251. 

Mendoza, E. C. (2021). a Study of Online Customers Repurchase Intention Using the 4Rs of 

Marketing Framework. International Review of Management and Marketing, 11(2), 1–10. 

https://doi.org/10.32479/irmm.11009 

Moody, G. D., Lowry, P. B., & Galletta, D. F. (2017). It’s complicated: Explaining the 

relationship between trust, distrust, and ambivalence in online transaction relationships 

using polynomial regression analysis and response surface analysis. European Journal of 

Information Systems, 26(4), 379–413. https://doi.org/10.1057/s41303-016-0027-9 

Sekaran, U. (2014). Metodologi Penelitian untuk Bisnis. In Edisi 4.Buku 2. Jakarta: Salemba 

Empat. 

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. 

Simanjuntak, M., Nur, H. R., Sartono, B., & Sabri, M. F. (2020). A general structural equation 

model of the emotions and repurchase intention in modern retail. Management Science 

Letters, 10(4), 801–814. https://doi.org/10.5267/j.msl.2019.10.017 

Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Alfabeta. 

Sun, Y., Zhang, Y., Shen, X.-L., Wang, N., Zhang, X., & Wu, Y. (2018). Understanding the 

trust building mechanisms in social media. Regulatory effectiveness, trust transfer, and 

gender difference. Aslib Journal of Information Mangement, 70(5), 498–517. 

https://doi.org/10.1108/AJIM-03-2018-0072 

Tams, S. (2012). Toward holistic insights into trust in electronic markets: examining the 

structure of the relationship between vendor trust and its antecedents. Inf Syst E-Bus 

Manage, 10, 149–160. https://doi.org/10.1007/s10257-010-0154-0 

Trivedi, S. K., & Yadav, M. (2018). Predicting online repurchase intentions with e-satisfaction 

as mediator: a study on Gen Y. VINE Journal of Information and Knowledge Management 

Systems, 48(3), 427–447. https://doi.org/10.1108/VJIKMS-10-2017-0066 

Udupa, V., Nayak, R., & Seema. (2014). E-Commerce Revolution: A Field Survey on a 



 
 

90 
 

Success of E-Commerce Applications. Journal of Commerce and Management Thought, 

5(4), 604. https://doi.org/10.5958/0976-478x.2014.00007.x 

Wandoko, W., Abbas, B. S., Budiastuti, D., & Kosala, R. (2017). Online trust building through 

third party trust transfer and third party protection. Journal of Physics: Conference Series, 

801(1), 1–9. https://doi.org/10.1088/1742-6596/801/1/012060 

Wei, K., Li, Y., Zha, Y., & Ma, J. (2019). Trust, risk and transaction intention in consumer-to-

consumer e-marketplaces: An empirical comparison between buyers’ and sellers’ 

perspectives. Industrial Management and Data Systems, 119(2), 331–350. 

https://doi.org/10.1108/IMDS-10-2017-0489 

Werff, L. van der, Real, C., & Lynn, T. G. (2018). Individual trust and the internet. In Trust (In 

R. Searle, A. Nienaber, & S. Sitkin (Eds.)). https://doi.org/10.4324/9781315745572 

Wu, I.-L., Chen, K.-W., & Chiu, M.-L. (2016). Defining key drivers of online impulse 

purchasing: a perspective of both impulse shoppers and system users. International 

Journal of Information Management, 36(3), 284–296. 

Xu, L., Shen, Y., & Chan, H. C. (2017). Understanding Content Voting Based on Social 

Foraging Theory. IEEE Transactions on Engineering Management, 64(4), 574–585. 

https://doi.org/10.1109/TEM.2017.2722467 

Xu, Y. (2021). Building Trust Across Borders? Exploring the Trust-Building Process Between 

the Nonprofit Organizations and the Government in China. Frontiers in Psychology, 

11(January), 1–5. https://doi.org/10.3389/fpsyg.2020.582821 

Yuliati, L. N., Dradjat, H. A., & Simanjuntak, M. (2020). Online bike: Role of perceived 

technology, perceived risk, and institution-based trust on service usage via online trust. 

Cogent Business and Management, 7(1). 

https://doi.org/10.1080/23311975.2020.1798067 

Zhang, T., Wang, W. Y. C., & Techatassanasoontorn, A. A. (2019). User’s feedback 

contribution to enhance professional online community: a motivational process. VINE 

Journal of Information and Knowledge Management Systems, 49(3), 307–326. 

https://doi.org/10.1108/VJIKMS-11-2018-0108 

Zhu, B., Kowatthanakul, S., & Satanasavapak, P. (2020). Generation Y consumer online 

repurchase intention in Bangkok: Based on Stimulus-Organism-Response (SOR) model. 

International Journal of Retail and Distribution Management, 48(1), 53–69. 

https://doi.org/10.1108/IJRDM-04-2018-0071 

 


