
 
 

111 

DAFTAR PUSTAKA 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and 

Human Decision Processes, 50(2), 179–211. https://doi.org/10.1016/0749-

5978(91)90020-T 

Alimamy, S., & Gnoth, J. (2022). I want it my way! The effect of perceptions of 

personalization through augmented reality and online shopping on customer 

intentions to co-create value. Computers in Human Behavior, 128. 

https://doi.org/10.1016/j.chb.2021.107105 

Alissa Bach, T., Khan, A., Hallock, H., Beltrão, G., Sousa, S., Alissa Bach Ã, T., 

Khan Ã, A., & Beltr, G. (2024). A Systematic Literature Review of User Trust 

in AI-Enabled Systems: An HCI Perspective. International Journal of Human-

Computer Interaction, 40(5), 1251–1266. 

https://doi.org/10.1080/10447318.2022.2138826 

Aljarah, A., Ibrahim, B., & López, M. (2025). In AI, we do not trust! The nexus 

between awareness of falsity in AI-generated CSR ads and online brand 

engagement. Internet Research, 35(3), 1406–1426. 

https://doi.org/10.1108/INTR-12-2023-1156 

Ameen, N., Tarhini, A., Reppel, A., & Anand, A. (2021). Customer experiences in 

the age of artificial intelligence. Computers in Human Behavior, 114, 106548. 

https://doi.org/10.1016/J.CHB.2020.106548 

An, G. K., & Ngo, T. T. A. (2025). AI-powered personalized advertising and 

purchase intention in Vietnam’s digital landscape: The role of trust, relevance, 

and usefulness. Journal of Open Innovation: Technology, Market, and 

Complexity, 11(3). https://doi.org/10.1016/j.joitmc.2025.100580 

Bach, T. A., Khan, A., Hallock, H., Beltrão, G., & Sousa, S. (2024). A 

Systematic Literature Review of User Trust in AI-Enabled Systems: An 

HCI Perspective. International Journal of Human-Computer Interaction, 

40(5), 1251–1266. https://doi.org/10.1080/10447318.2022.2138826



112 

 

 

Badan Pusat Statistik. (2025). Statistik Telekomunikasi Indonesia 2024. 

Https://Www.Bps.Go.Id/Id/Publication/2025/08/29/Beaa2be400eda6ce6c636

ef8/Statistik-Telekomunikasi-Indonesia-2024.Html. 

Banala, T. V., Pasupuleti, R. S., Thiyyagura, D., & DArathi, P. H. (2024). 

Measuring the Role of Trust and Information Quality on Intention to Use AI 

Chatbots in Mobile Shopping: A Structured Equation Modeling Approach. 

2024 1st International Conference on Data, Computation and 

Communication, ICDCC 2024, 284–292. 

https://doi.org/10.1109/ICDCC62744.2024.10961076 

Blümel, J. H., Zaki, M., & Bohné, T. (2024). Personal touch in digital customer 

service: a conceptual framework of relational personalization 

for conversational AI. Journal of Service Theory and Practice, 34(1), 33–65. 

https://doi.org/10.1108/JSTP-03-2023-0098 

Bunea, O. I., Corboș, R. A., Mișu, S. I., Triculescu, M., & Trifu, A. (2024). The 

Next-Generation Shopper: A Study of Generation-Z Perceptions of AI in 

Online Shopping. Journal of Theoretical and Applied Electronic Commerce 

Research , 19(4), 2605–2629. https://doi.org/10.3390/jtaer19040125 

Buolamwini, J. (2018). Gender Shades: Intersectional Accuracy Disparities in 

Commercial Gender Classification *. In Proceedings of Machine Learning 

Research (Vol. 81). 

Chandra Pant, S., Saxena, R., Gupta, N. K., Yadav, H., Kumar AD, S., & Kumar 

Pant, D. (2024). The organic odyssey: Navigating the influence of attitude on 

purchase intent, mediated by perceived value, quality, and price in India. 

Journal of Retailing and Consumer Services, 79. 

https://doi.org/10.1016/j.jretconser.2024.103801 

Chen, Y., Lu, Y., Wang, B., & Pan, Z. (2019). How do product recommendations 

affect impulse buying? An empirical study on WeChat social commerce. 

Information & Management, 56(2), 236–248. 

https://doi.org/10.1016/j.im.2018.09.002 

Cheng, Y., & Jiang, H. (2022). Customer–brand relationship in the era of artificial 

intelligence: understanding the role of chatbot marketing efforts. Journal of 



113 

 

 

Product & Brand Management, 31(2), 252–264. 

https://doi.org/10.1108/JPBM-05-2020-2907 

Citrin, A. V., Stem, D. E., Spangenberg, E. R., & Clark, M. J. (2003). Consumer 

need for tactile input: An internet retailing challenge. Journal of Business 

Research, 56(11), 915–922. https://doi.org/10.1016/S0148-2963(01)00278-8 

Corritore, C. L., Kracher, B., & Wiedenbeck, S. (2003). On-line trust: concepts, 

evolving themes, a model. International Journal of Human-Computer Studies, 

58(6), 737–758. https://doi.org/10.1016/S1071-5819(03)00041-7 

Creswell, J. W. , & C. J. D. (2023). Research design: Qualitative, quantitative, and 

mixed methods approaches (6th ed.). 

Databoks. (2024). Mayoritas Penduduk Kota Semarang pada 2024 Adalah Usia 

Produktif. 

https://databoks.katadata.co.id/demografi/statistik/d7e18540b90e878/mayorit

as-penduduk-kota-semarang-pada-2024-adalah-usia-produktif 

Davis, F. D. (1989). Perceived Usefulness, Perceived Ease of Use, and User 

Acceptance of Information Technology. Management Information Systems 

Quarterly, 13(3), 319–340. https://doi.org/10.2307/249008 

de Groot, J. I. M. (2022). The Personalization Paradox in Facebook Advertising: 

The Mediating Effect of Relevance on the Personalization–Brand Attitude 

Relationship and the Moderating Effect of Intrusiveness. Journal of 

Interactive Advertising, 22(1), 57–74. 

https://doi.org/10.1080/15252019.2022.2032492 

De Keyzer, F., Dens, N., & De Pelsmacker, P. (2022). Let’s get personal: Which 

elements elicit perceived personalization in social media advertising? 

Electronic Commerce Research and Applications, 55. 

https://doi.org/10.1016/j.elerap.2022.101183 

Dissanayake, H., Manta, O., Iddagoda, A., & Palazzo, M. (2025). Artificial 

intelligence and management Education: Bibliometric analysis. The 

International Journal of Management Education, 23(3), 101222. 

https://doi.org/10.1016/J.IJME.2025.101222 



114 

 

 

Duan, L. Y., & Xu, C. (2008). Personalization of media and its attention service 

applications. 2008 IEEE International Conference on Multimedia and Expo, 

ICME 2008 - Proceedings, 1153–1156. 

https://doi.org/10.1109/ICME.2008.4607644 

Elsayad, G., & Mamdouh, H. (2024). Are young adult consumers ready to be 

intelligent shoppers? The importance of perceived trust and the usefulness of 

AI-powered retail platforms in shaping purchase intention. 

https://doi.org/10.1108/YC-02-2024-1991 

Gabriel Okafor, E., Emmanuella, I., & Euphemia Ifunanya, M. (2026). Artificial 

Intelligence Driven Personalisation and Online Purchase Intention: The 

Mediating Role of Consumer Awareness and the Influence of Consumer 

Attitude toward AI in an Emerging Market. 

https://doi.org/10.47772/IJRISS.2026.1015EC00005 

Ghobakhloo, M., Fathi, M., Okwir, S., Al-Emran, M., & Ivanov, D. (2025). 

Adaptive social manufacturing: a human-centric, resilient, and sustainable 

framework for advancing Industry 5.0. In International Journal of Production 

Research. Taylor and Francis Ltd. 

https://doi.org/10.1080/00207543.2025.2559137 

GoodStats. (2025). 10 Brand Paket Kecantikan Terlaris di Shopee Indonesia Q4 

2025, Mana Favoritmu? - GoodStats Data. 

https://data.goodstats.id/statistic/10-brand-paket-kecantikan-terlaris-di-

shopee-indonesia-q4-2025-mana-favoritmu-KH6qk 

Guerra-Tamez, C. R., Kraul Flores, K., Serna-Mendiburu, G. M., Chavelas Robles, 

D., & Ibarra Cortés, J. (2024). Decoding Gen Z: AI’s influence on brand trust 

and purchasing behavior. Frontiers in Artificial Intelligence, 7, 1323512. 

https://doi.org/10.3389/frai.2024.1323512 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). MULTIVARIATE 

DATA ANALYSIS EIGHTH EDITION. 

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. 

(2021). Partial Least Squares Structural Equation Modeling (PLS-SEM) 



115 

 

 

Using R. Classroom Companion: Business. https://doi.org/10.1007/978-3-

030-80519-7 

Helal, E. A., Hassan, T. H., Abdelmoaty, M. A., Salem, A. E., Saleh, M. I., Helal, 

M. Y., Abuelnasr, M. S., Mohamoud, Y. A., Abdou, A. H., Radwan, S. H., & 

Szabo-Alexi, P. (2023). Exploration or Exploitation of a Neighborhood 

Destination: The Role of Social Media Content on the Perceived Value and 

Trust and Revisit Intention among World Cup Football Fans. Journal of Risk 

and Financial Management, 16(3). https://doi.org/10.3390/jrfm16030210 

Hoang, L. C., Ly, K. T., Huynh Nguyen, P. Q., & Tran, Q. M. (2026). AI-Driven 

Personalized Advertisements on Social Media and Purchase Intention in 

Fashion Industry. Journal of Global Marketing. 

https://doi.org/10.1080/08911762.2026.2628618 

Hong, H. R., & Kim, Y. I. (2019). A mobile application for personal colour analysis. 

Cogent Business and Management, 6(1), 1–11. 

https://doi.org/10.1080/23311975.2019.1576828 

Hong, H. R., & Kim, Y. I. (2022). How different shades of red T-shirts enhance the 

perceived attractiveness of Asian women in digital photographs. Fashion and 

Textiles, 9(1). https://doi.org/10.1186/s40691-021-00279-0 

Hossain, M. S., Islam, T., Babu, M. A., Moon, M., Mim, M., Alam, M. T. U., 

Bhattacharjee, A., Sultana, M. S., & Akter, M. M. (2025). The influence of 

celebrity credibility, attractiveness, and social media influence on 

trustworthiness, perceived quality, and purchase intention for natural beauty 

care products. Cleaner and Responsible Consumption, 17. 

https://doi.org/10.1016/j.clrc.2025.100277 

Hu, S., Liu, J., Li, H., Yin, J., & Liu, X. (2025). Exploring the Mechanism of AI-

Powered Personalized Product Recommendation on Generation Z Users’ 

Spontaneous Buying Intention on Short-Form Video Platforms: A Perceived 

Evaluation Perspective. Journal of Theoretical and Applied Electronic 

Commerce Research , 20(4). https://doi.org/10.3390/JTAER20040290 

Ibrahim Halil Efendioglu. (2023). The Power of Artificial Intelligence in 

Personalized Marketing. In 22nd International Business Congress. 



116 

 

 

InsightAce Analytic. (2026). Artificial Intelligence (AI) In Beauty and Cosmetics 

Market Size, Scope and Trends 2026 to 2035. 

https://www.insightaceanalytic.com/report/global-artificial-intelligence-ai-in-

beauty-and-cosmetics-market/1051 

Kakkar, A., Kalia, P., Panesar, A., & Sood, R. (2025). Investigating the impact of 

quality, technology and trust on customers’ purchase intention and word-of-

mouth in S-commerce. Aslib Journal of Information Management. 

https://doi.org/10.1108/AJIM-09-2024-0764 

Karunasingha, A., & Abeysekera, N. (2022). The mediating effect of trust on 

consumer behavior in social media marketing environments. South Asian 

Journal of Marketing, 3(2), 135–149. https://doi.org/10.1108/sajm-10-2021-

0126 

Kim, M. J., Lee, C. K., & Jung, T. (2020). Exploring Consumer Behavior in Virtual 

Reality Tourism Using an Extended Stimulus-Organism-Response Model. 

Journal of Travel Research, 59(1), 69–89. 

https://doi.org/10.1177/0047287518818915 

Kotler, Philip., & Keller, K. (2015). Marketing Management, Global Edition. 

Pearson Education. 

Lee, J., Kim, C., & Lee, K. C. (2022). Exploring the personalization-intrusiveness-

intention framework to evaluate the effects of personalization in social media. 

International Journal of Information Management, 66. 

https://doi.org/10.1016/j.ijinfomgt.2022.102532 

Li, C. Y., & Zhang, J. T. (2023). Chatbots or me? Consumers’ switching between 

human agents and conversational agents. Journal of Retailing and Consumer 

Services, 72, 103264. https://doi.org/10.1016/J.JRETCONSER.2023.103264 

Liu, P., Li, M., Dai, D., & Guo, L. (2021). The effects of social commerce 

environmental characteristics on customers’ purchase intentions: The chain 

mediating effect of customer-to-customer interaction and customer-perceived 

value. Electronic Commerce Research and Applications, 48. 

https://doi.org/10.1016/j.elerap.2021.101073 



117 

 

 

Lo, H. C., Chang, W. J., & Chen, I. H. (2026). From purchase to return: How 

personalized E-commerce recommendations shape consumer behavior. 

Journal of Retailing and Consumer Services, 88. 

https://doi.org/10.1016/j.jretconser.2025.104459 

Lo, M. C., Mohamad, A. A., Wan Ibrahim, W. H., & Thong, J. Z. (2024). Unveiling 

the dynamics of Malaysian viewers’ continuance usage intention of OTT 

platforms: insights from the stimulus-organism-response (SOR) paradigm. 

Global Knowledge, Memory and Communication. 

https://doi.org/10.1108/GKMC-03-2024-0139 

Marketeers. (2025). Wardah Colourverse Resmi Digelar, Era Baru Personal Color 

dengan Teknologi AI. https://www.marketeers.com/wardah-colourverse-

resmi-digelar-era-baru-personal-color-dengan-teknologi-ai/ 

Mehrabian, A., & Russell, J. A. (1974). An Approach to Environmental Psychology. 

The MIT Press. 

Mican, D., Sitar-Tăut, D. A., & Moisescu, O. I. (2020). Perceived usefulness: A 

silver bullet to assure user data availability for online recommendation 

systems. Decision Support Systems, 139. 

https://doi.org/10.1016/j.dss.2020.113420 

Murthi, B. P. S., & Sarkar, S. (2003). The Role of the Management Sciences in 

Research on Personalization. In Source: Management Science (Vol. 49, 

Number 10). https://www.jstor.org/stable/4134010 

Niu, J. W., Wang, K., Wang, L., Ruan, W. Q., & Xiao, H. (2025). Resistance to AI-

designed customized travel: the role of perceived personalization. Tourism 

Review. https://doi.org/10.1108/TR-09-2024-0824 

Nupur Srivastava. (2025). Effect Of Online Reviews And Social Media 

Recommendations On Consumer Purchase Decisions. International Journal 

of Innovations in Science, Engineering And Management, 140–145. 

https://doi.org/10.69968/ijisem.2025v4i4140-145 

Odoom, P. T. (2022). Personalised Display Advertising and Online Purchase 

Intentions: The Moderating Effect of Internet Use Motivation. International 



118 

 

 

Journal of E-Services and Mobile Applications, 14(1). 

https://doi.org/10.4018/IJESMA.296575 

Peña-García, N., Gil-Saura, I., Rodríguez-Orejuela, A., & Siqueira-Junior, J. R. 

(2020). Purchase intention and purchase behavior online: A cross-cultural 

approach. Heliyon, 6(6). https://doi.org/10.1016/j.heliyon.2020.e04284 

Pentecost, R., & Andrews, L. (2010). Fashion retailing and the bottom line: The 

effects of generational cohorts, gender, fashion fanship, attitudes and impulse 

buying on fashion expenditure. Journal of Retailing and Consumer Services, 

17(1), 43–52. https://doi.org/10.1016/j.jretconser.2009.09.003 

Phamthi, V. A., Nagy, Á., & Ngo, T. M. (2024). The influence of perceived risk on 

purchase intention in e-commerce—Systematic review and research agenda. 

In International Journal of Consumer Studies (Vol. 48, Number 4). John 

Wiley and Sons Inc. https://doi.org/10.1111/ijcs.13067 

Piller, F. T. (2004). Mass Customization: Reflections on the State of the Concept. 

In The International Journal of Flexible Manufacturing Systems (Vol. 16). 

Populix. (2025). Preferensi Brand Kecantikan dan Fashion di Indonesia. 

https://info.populix.co/articles/kecantikan-dan-fashion/ 

Prensky, M. (2001). Digital Natives, Digital Immigrants Part 1. On the Horizon: 

The International Journal of Learning Futures, 9(5), 1–6. 

https://doi.org/10.1108/10748120110424816 

Qadri, U. A., Ahmed Moustafa, A. M., & Waqas, M. (2026). When and how AI 

personalization drives sustainable purchases: The roles of relevance, privacy, 

and transparency in eco-friendly advertising. Journal of Retailing and 

Consumer Services, 89, 104592. 

https://doi.org/10.1016/J.JRETCONSER.2025.104592 

Raji, M. A., Bukola Olodo, H., Oke, T. T., Addy, W. A., Ofodile, O. C., & Oyewole, 

A. T. (2024). E-commerce and consumer behavior: A review of AI-powered 

personalization and market trends. 

https://doi.org/10.30574/gscarr.2024.18.3.0090 

Recalde, D., Jai, T. C., & Jones, R. P. (2024a). I can find the right product with AR! 

The mediation effects of shopper engagement on intent to purchase beauty 



119 

 

 

products. Journal of Retailing and Consumer Services, 78. 

https://doi.org/10.1016/j.jretconser.2024.103764 

Recalde, D., Jai, T. C., & Jones, R. P. (2024b). I can find the right product with AR! 

The mediation effects of shopper engagement on intent to purchase beauty 

products. Journal of Retailing and Consumer Services, 78. 

https://doi.org/10.1016/j.jretconser.2024.103764 

Riegger, A. S., Klein, J. F., Merfeld, K., & Henkel, S. (2021). Technology-enabled 

personalization in retail stores: Understanding drivers and barriers. Journal of 

Business Research, 123, 140–155. 

https://doi.org/10.1016/j.jbusres.2020.09.039 

Rosillo-Díaz, E., Muñoz-Rosas, J. F., & Blanco-Encomienda, F. J. (2024). Impact 

of heuristic–systematic cues on the purchase intention of the electronic 

commerce consumer through the perception of product quality. Journal of 

Retailing and Consumer Services, 81. 

https://doi.org/10.1016/j.jretconser.2024.103980 

Sarısakaloğlu, A. (2025). Conceptualization of Artificial Intelligence. The 

Handbook of Artificial Intelligence and Journalism, 29–43. 

https://doi.org/10.1002/9781394250424.CH2;PAGEGROUP:STRING:PUB

LICATION 

Selem, K. M., Shoukat, M. H., Shah, S. A., & de Brito Silva, M. J. (2023). The dual 

effect of digital communication reinforcement drivers on purchase intention in 

the social commerce environment. Humanities and Social Sciences 

Communications, 10(1). https://doi.org/10.1057/s41599-023-01539-8 

Serrano-Malebrán, J., & Arenas-Gaitán, J. (2021). When does personalization work 

on social media? a posteriori segmentation of consumers. Multimedia Tools 

and Applications, 80(30), 36509–36528. https://doi.org/10.1007/s11042-021-

11303-2 

Sharma, A., Kaurav, R. P. S., & Koul, S. (2026). Customer Engagement in Online 

Retailing: A Systematic Literature Review and Future Research Directions. 

International Journal of Consumer Studies, 50(1), e70154. 

https://doi.org/https://doi.org/10.1111/ijcs.70154 



120 

 

 

Sharma, P., Ueno, A., Dennis, C., & Turan, C. P. (2023). Emerging digital 

technologies and consumer decision-making in retail sector: Towards an 

integrative conceptual framework. Computers in Human Behavior, 148. 

https://doi.org/10.1016/j.chb.2023.107913 

Smink, A. R., van Reijmersdal, E. A., van Noort, G., & Neijens, P. C. (2020). 

Shopping in augmented reality: The effects of spatial presence, personalization 

and intrusiveness on app and brand responses. Journal of Business Research, 

118, 474–485. https://doi.org/10.1016/j.jbusres.2020.07.018 

Solomon, M. R., Antonia Russell, C., York, N., Francisco, S., Singapore, D., & 

Kong, H. (2024). Consumer Behavior Buying, Having, and Being Fourteenth 

Edition Global Edition Product Management: Shabnam Dohutia, Ishita Sinha, 

Kajori Chattopadhyay Content Production: Abhilasha Watsa. 

Srinivasan, S. S., Anderson, R., & Ponnavolu, K. (2002). Customer loyalty in e-

commerce: an exploration of its antecedents and consequences. 

Sugiyono. (2020). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Alfabeta. 

Teepapal, T. (2025). AI-driven personalization: Unraveling consumer perceptions 

in social media engagement. Computers in Human Behavior, 165. 

https://doi.org/10.1016/j.chb.2024.108549 

Theodorakopoulos, L., & Theodoropoulou, A. (2024). Leveraging Big Data 

Analytics for Understanding Consumer Behavior in Digital Marketing: A 

Systematic Review. In Human Behavior and Emerging Technologies (Vol. 

2024). John Wiley and Sons Inc. https://doi.org/10.1155/2024/3641502 

Ul Haq, I., Mazhar, B., Maqsood, F., Pokharel, M., Tareen, H. K., & Maaz ul 

Hassan, M. (2026). Understanding Algorithmic Personalization in Instagram 

Ads: The Role of Perceived Creativity, Authenticity & Need for Cognition in 

Shaping Generation Z’s Purchase Intentions. Telematics and Informatics 

Reports, 21, 100287. https://doi.org/10.1016/j.teler.2025.100287 

Wang, C. L. (2026). Editorial: The changing landscape of marketing research in the 

AI era: prospects and challenges. In Journal of Research in Interactive 

Marketing (Vol. 20, Number 1, pp. 1–10). Emerald Publishing. 

https://doi.org/10.1108/JRIM-02-2026-766 



121 

 

 

Wang, C., Liu, T., Zhu, Y., Wang, H., Wang, X., & Zhao, S. (2023). The influence 

of consumer perception on purchase intention: Evidence from cross-border E-

commerce platforms. Heliyon, 9(11). 

https://doi.org/10.1016/j.heliyon.2023.e21617 

Wang, J., Shahzad, F., Ahmad, Z., Abdullah, M., & Hassan, N. M. (2022). Trust 

and Consumers’ Purchase Intention in a Social Commerce Platform: A Meta-

Analytic Approach. SAGE Open, 12(2). 

https://doi.org/10.1177/21582440221091262 

Wang, M., Sun, L.-L., & Hou, J.-D. (2021). How Emotional Interaction Affects 

Purchase Intention in Social Commerce: The Role of Perceived Usefulness 

and Product Type. https://doi.org/10.2147/PRBM.S301286 

Wardah Beauty. (2025). https://personalcolor.wardahbeauty.com/ 

Wistedt, U. (2024). Consumer purchase intention toward POI-retailers in cross-

border E-commerce: An integration of technology acceptance model and 

commitment-trust theory. Journal of Retailing and Consumer Services, 81. 

https://doi.org/10.1016/j.jretconser.2024.104015 

Yan Tam, K., & Ying Ho, S. (2006). UNDERSTANDING THE IMPACT OF WEB 

PERSONALIZATION ON USER INFORMATION PROCESSING AND 

DECISION OUTCOMES 1 (Vol. 30, Number 4). 

Yin, J., Qiu, X., & Wang, Y. (2025). The Impact of AI-Personalized 

Recommendations on Clicking Intentions: Evidence from Chinese E-

Commerce. Journal of Theoretical and Applied Electronic Commerce 

Research , 20(1). https://doi.org/10.3390/jtaer20010021 

Zhang, L., Anjum, M. A., & Wang, Y. (2024). The Impact of Trust-Building 

Mechanisms on Purchase Intention towards Metaverse Shopping: The 

Moderating Role of Age. International Journal of Human–Computer 

Interaction, 40(12), 3185–3203. 

https://doi.org/10.1080/10447318.2023.2184594 

Zhao, J., Butt, R. S., Murad, M., Mirza, F., & Saleh Al-Faryan, M. A. A. (2022). 

Untying the Influence of Advertisements on Consumers Buying Behavior and 

Brand Loyalty Through Brand Awareness: The Moderating Role of Perceived 



122 

 

 

Quality. Frontiers in Psychology, 12. 

https://doi.org/10.3389/fpsyg.2021.803348 

Zhou, T., & Ma, X. (2025). Examining generative AI user continuance intention 

based on the SOR model. Aslib Journal of Information Management. 

https://doi.org/10.1108/AJIM-08-2024-0620/1250494 

  

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


