
 

85 
 

DAFTAR PUSTAKA 

Aboelmaged, M.G. and Gebba, T.R. (2013). “Mobile Banking Adoption: An 

Examination of Technology Acceptance Model and Theory of Planned 

Behavior”. International Journal of Business Research and Development. 

Vol. 2 No. 1, pp. 35‐50. 

Afshan, S. and Sharif, A. (2016), “Acceptance of mobile banking framework in 

Pakistan”, Telematics and Informatics, Vol. 33 No. 2, pp. 370-387. 

Agarwal, R. and Prasad, J. (1999), “Are individual differences germane to the 

acceptance of new information technologies?”, Decision Sciences, Vol. 30 

No. 2, pp. 361-391. 

Ahyar, H. et al. (2020). Buku Metode Penelitian Kualitatif & Kuantitatif. 

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

Human Decision Processes, Vol. 50 No. 2, pp. 179-211.  

Ajzen, I. and Fishbein, M. (1980), Understanding Attitudes and Predicting Social 

Behavior, Prentice-Hall, Englewood Cliffs, NJ. 

Akturan, U. and Tezcan, N. (2012), “Mobile banking adoption of the youth market: 

perceptions and intentions”, Marketing Intelligence & Planning, Vol. 30 

No. 4, pp. 444-459. 

Alalwan, A.A., Dwivedi, Y., Rana, N.P. and Williams, M.D. (2016), “Consumer 

adoption of mobile banking in Jordan: examining the role of usefulness, 

ease of use, perceived risk and selfefficacy”, Journal of Enterprise 

Information Management, Vol. 29 No. 1. 

Armitage, C.J. and Conner, M. (2001), “Efficacy of the theory of planned behavior: 

a meta-analytic review”, British Journal of Social Psychology, Vol. 40 No. 

3, pp. 471-99. 

Asmy, M., Anwar, and Fouad, M. (2019). “Factors influencing consumers’ 

adoption of Islamic mobile banking services in Malaysia”. Journal of 

Islamic Marketing. Vol. 10 No. 4, 2019 pp. 1037-1056. 

Audi, M.F. (2015), “Adoption of mobile banking applications in Lebanon”, The 

Journal of Internet Banking and Commerce, Vol. 21 No. 1 pp. 11-21. 

Bauer, R.A. (1960), “Consumer behaviour as risk taking”, in Cox, D.F. (Ed.), Risk 

Taking and Information Handling in Consumer Behaviour, Harvard 

University Press, Cambridge, MA, pp. 22-3. 

Bhattacherjee, A. (2000), “Acceptance of ecommerce services: the case of 

electronic brokerages”, IEEE Transactions on System, Man, and 

Cybernetics – Part A: Systems and Humans, Vol. 20 No. 4, pp. 411-20. 



86 
 

 

Burucuoglu, M. and Erdogan, E. (2016), “An empirical examination of the relation 

between consumption values, mobil trust and mobile banking adoption”, 

International Business Research, Vol. 9 No. 12, pp. 131-142. 

Carlos Roca, J., José Garcıá, J. and José de la Vega, J. (2008), “The importance of 

perceived trust, security and privacy in online trading systems”, 

Information Management and Computer Security, Vol. 17 No. 2, pp. 96-

113, available at: www.emeraldinsight.com/0968-5227.htm 

Chen, C., Fan, Y. and Farn, C. (2007), “Predicting electronic toll collection service 

adoption: an integration of the technology acceptance model and the theory 

of planned behavior”, Transportation Research. Part C, Vol. 15, pp. 300-

11. 

Choi, J. and Geistfeld, L.V. (2004), “A cross-cultural investigation of consumer e-

shopping”, Journal of Economic Psychology, Vol. 25 No. 6, pp. 821-38. 

Choraria, S. (2012), “Factors determining the flow of information among the online 

community users”, Journal of Systems and Information Technology, Vol. 

14 No. 2, pp. 105-122, available at: https:// 

doi.org/10.1108/13287261211232135. 

Chuttur, M. (2009).” Overview of the Technology Acceptance Model: Origins, 

Developments and Future Directions”. All Sprouts Content. 290. 

http://aisel.aisnet.org/sprouts_all/290 

Davis, F.D. (1989), “Perceived usefulness, perceived ease of use, and user 

acceptance of information technology”, MIS Quarterly, Vol. 13 No. 3, pp. 

319-339. 

Elhajjar, S. and Ouaida, F. (2019). “An analysis of factors affecting mobile banking 

adoption”, International Journal of Bank Marketing, Vol. 38 No. 2, 2020 

pp. 352-367. 

Fishbein, I. and Ajzen, J. (1975), Beliefs, Attitude, Intention and Behaviour: An 

Introduction to Theory and Research, Addison-Wesley, Reading, MA. 

Fornell, C., & Bookstein, F. L. (1982). Two structural equation models: LISREL 

and PLS applied to consumer exit-voice theory. Journal of Marketing 

Research, 19(4), 440–452. 

Gefen, D., Karahanna, E. and Straub, D. (2003), “Trust and TAM in online 

shopping: an integrated model”, MIS Quarterly, Vol. 27 No. 1, pp. 51-90. 

George, J. (2002), “Influences on the intent to make internet purchases”, Internet 

Research, Vol. 12 No. 2, pp. 165-80. 

Gerrard, P., Cunningham, J.B. and Devlin, J.F. (2006), “Why consumers are not 

using internet banking”, Journal of Service Marketing, Vol. 20 No. 3, pp. 

160-8. 

http://www.emeraldinsight.com/0968-5227.htm


87 
 

 

Ghozali, I. (2014). SEM Metode Alternatif dengan menggunakan Partial Least 

Squares (PLS). Badan Penerbit Universitas Diponegoro. 

Ghozali, I. (2017). Model Persamaan Struktural Konsep dan Aplikasi dengan 

Program AMOS 24 Update Bayesian SEM Edisi 7. Universitas Diponegoro, 

Semarang 

Ghozali, I, & Latan, H. (2015). Partial Least Squares: Konsep, teknik, dan aplikasi 

menggunakan program smart PLS 3.0 (2nd ed.). Universitas Diponegoro 

Semarang. 

Giovanis, A., Athanasopoulou, P., Assinakopoulos, C., and Sarmaniotis, C. (2018). 

“Adoption of mobile banking services: A comparative analysis of four 

competing theoretical models”. International Journal of Bank Marketing, 

Vol. 37 No. 5, 2019 pp. 1165-1189. 

Goh, T.T., Suki, N.M. and Fam, K. (2014), “Exploring a consumption value model 

for islamic mobile banking adoption”, Journal of Islamic Market, Vol. 5 

No. 3, pp. 344-365. 

Goodstats (2022). Aplikasi Mobile Banking Paling Banyak Digunakan di 

Indonesia. 

Hair Jr, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). “Partial 

least squares structural equation modeling (PLS-SEM): An emerging tool 

in business research”. European Business Review. 

Hair, J.F., Sarstedt, M., Ringle, C.M. and Gudergan, S.P. (2017), “Advanced Issues 

in Partial Least Squares Structural Equation Modeling”, Sage publications, 

LA. 

Hanafizadeh, P., Byron, W.K. and Khedmatgozar, H.R. (2014), “A systematic 

review of internet banking adoption”, Telematics and Informatics, Vol. 31 

No. 3, pp. 492-510. 

Hoehle, H., Scornavacca, E. and Huff, S. (2012), “Three decades of research on 

consumer adoption and utilization of electronic banking channels: a 

literature analysis”, Decision Support Systems, Vol. 54 No. 1, pp. 122-132, 

available at: https://doi.org/10.1016/j.tele.2015.09.005. 

Hsu, C., Lin, J. C., & Chiang, H. (2013). The effects of blogger recommendations 

on customers’ online shopping intentions. Internet Research. 

Hu, P., Chau, P., Liu Sheng, O. and Tam, K. (1999), “Examining the technology 

acceptance model using physician acceptance of telemedicine technology”, 

Journal of Management Information Systems, Vol. 16 No. 2, pp. 91-112. 

Janah, N., Medias, F., and Pratiwi, E.K. (2020). “The intention of religious leaders 

to use Islamic banking services: the case of Indonesia”, Journal of Islamic 

Marketing, Vol. 12 No. 9, 2021 pp. 1786-1800. 

https://doi.org/10.1016/j.tele.2015.09.005


88 
 

 

Kim, G., Shin, B. and Lee, H.G. (2009), “Understanding dynamics between initial 

trust and usage intentions of mobile banking”, Information Systems 

Journal, Vol. 19 No. 3, pp. 283-311. 

Klein, L. and Ford, G. (2003), “Consumer search for information in the digital age: 

an empirical study of pre-purchase search for automobiles”, Journal of 

Interactive Marketing, Vol. 13 No. 3, pp. 29-49. 

Kock, Ned. 2011. “Using WarpPLS in E-Collaboration Studies : Descriptive 

Statistics, Settings, and Key Analysis Result.” International Journal e-

Collaboration 7(2): 1–18.  

Koksal, M.H. (2015). “The intentions of Lebanese consumers to adopt mobile 

banking”. International Journal of Bank Marketing, Vol. 34 No. 3, 2016 

pp. 327-346. 

Legris, P., Ingham, J. and Collerette, P. (2003), “Why do people use information 

technology? A critical review of the technology acceptance model”, 

Information & Management, Vol. 40 No. 2, pp. 191-204. 

Liao, C., Lin, H.N. and Liu, Y.P. (2010), “Predicting the use of pirated software: a 

contingency model integrating perceived risk with the theory of planned 

behavior”, Journal of Business Ethics, Vol. 91 No. 2, pp. 237-252. 

Lin, C.Y., Fanga, K., and Tub, C.C. (2010) Predicting Consumer Repurchase 

Intentions to Shop Online. Journal Of Computers, Vol. 5, No. 10. 

Luarn, P. and Lin, H. (2005), “Toward an understanding of the behavioral intention 

to use mobile banking”, Computer Human Behavior, Vol. 21, pp. 873-91 

Makongoro, G. (2014), “Factors influencing customer adoption of mobile banking 

services in Tanzania”, doctoral dissertation, The Open University of 

Tanzania. 

Malaquias, R.F. and Hwang, Y. (2016), “An empirical study on trust in mobile 

banking: a developing country perspective”, Computers in Human 

Behavior, Vol. 54 No. 1, pp. 453-461. 

Mulyani, V.G., Najib, M.F., and Guteres, A.D. (2021). “The Effect of Perceived 

Usefulness, Trust and Visual Information on Attitude and Purchase 

Intention of Instagram Food Blogger”. Journal of Marketing Innovation, 

Volume 1 Issue 1, Sept 2021 Hal 78-93. 

Nam, Kiheung, Zoonky Lee, and Lee Bong Gyou. (2016). How the Internet has 

reshaped the User Experience of the Banking Service? KSII Transactions 

on The Internet and Information Systems, 10 (2), pp.684-702. 

Ndubisi, N.O. and Jantan, M.I.S. (2003), “Evaluating usage in Malaysian small and 

medium sized firms using the technology acceptance model”, Logistics 

Information Management, Vol. 16 No. 6, pp. 440-50. 



89 
 

 

Ndubisi, N.O. and Sinti, Q. (2006), “Consumer attitudes, system’s characteristics 

and internet banking adoption in Malaysia”, Marketing Research News, 

Vol. 29 Nos 1/2, pp. 16-27. 

Nor, K.M. and Pearson, J.M. (2008), “An exploratory study into the adoption of 

internet banking in a developing country: Malaysia”, Journal of Internet 

Commerce, Vol. 7 No. 1, pp. 29-73. 

Polasik, M. and Wisniewski, T.P. (2009), “Empirical analysis of internet banking 

adoption in Poland”, International Journal of Bank Marketing, Vol. 27 No. 

1, pp. 32-52. 

Puschel, J., J. A. Mazzon, and J. M. C. Hernandez. (2010), “Mobile banking: 

Proposition of an integrated adoption intention framework,” International 

Journal of Bank Marketing, Vol. 28, No. 5: 389-409.  

Riza, A.F. and Hafizi, R. (2019). “Customers attitude toward Islamic mobile 

banking in Indonesia: Implementation of TAM”. Asian Journal of Islamic 

Management (AJIM), Vol. 1, Issue 2, December 2019, pp 75-84. DOI: 

10.1108/AJIM.vol1.iss2.art1 

Rogers, E.M. (1983). Diffusion of Innovations. The Free Press, New York, NY. 

Rogers, E.M. (2003), Diffusion of Innovations, 5th ed., The Free Press, New York, 

NY. 

Samsudeen, S.N., Selvaratnam, G., and Mohamed, A.H.H. (2020). “Intention to use 

mobile banking services: an Islamic banking customers’ perspective from 

Sri Lanka”. Journal of Islamic Marketing Vol. 13 No. 2, 2022 pp. 410-433. 

Sekaran, U. and Bougie, R. (2016). “Research Methods for Business: A Skill 

Building Aproach”. 

Sekaran, U. (2017). Metode Penelitian untuk Bisnis. Jakarta: Salemba Empat. 

Shaikh, A.A. and Karjaluoto, H. (2015), “Mobile banking adoption: a literature 

review”, Telematics and Informatics, Vol. 32 No. 1, pp. 129-142. 

Shim, S., Eastlick, M., Lotz, S. and Warrington, P. (2001), “An online prepurchase 

intentions model: the role of intention to search”, Journal of Retailing, Vol. 

77, pp. 397-416. 

Siregar, S. (2013). Metode Penelitian Kuantitatif. Jakarta: PT Fajar Interpratama 

Mandiri. 

Sugiarto. (2017). Metodologi Penelitian Bisnis. Yogyakarta: Andi 

Sugiyono. (2019). Metodelogi Penelitian Kuantitatif dan Kualitatif Dan R&D. 

Bandung: ALFABETA. 

Siregar,S. (2013). Metode Penelitian Kuantitatif. Jakarta: PT Fajar Interpratama 

Mandiri. 



90 
 

 

Sujarweni, V. Wiratna. (2019). Metodologi Penelitian Bisnis & Ekonomi. 

Yogyakarta: Pustaka Baru Press. 

Sun, S., Goh, T., Fam, K.-S., Xue, Y. and Xue, Y. (2012), “The influence of religion 

on islamic mobile phone banking services adoption”, Journal of Islamic 

Marketing, Vol. 3 No. 1, pp. 81-98. 

Taylor, S. and Todd, P.A. (1995), “Understanding information technology usage: 

a test of competing models”, Information System Research, Vol. 6 No. 2, 

pp. 144-74. 

Venkatesh, V. and Davis, F.D. (1996), “A model of the antecedents of perceived 

ease of use: development and test”, Decision Sciences, Vol. 27 No. 3, pp. 

451-481. 

Venkatesh, V. and Davis, F.D. (2000), “A theoretical extension of the technology 

acceptance model: four longitudinal field studies”, Management Science, 

Vol. 46 No. 2, pp. 186-204. 

Venkatesh, V. and Morris, M.G. (2000), “Why don't men ever stop to ask for 

directions? Gender, social influence, and their role in technology 

acceptance and usage behaviour”, MIS Quarterly, Vol. 24 No. 1, pp. 115-

139. 

Venkatesh, M., Morris, G. and Davis, F.D. (2003), “User acceptance of information 

technology: toward a unified view”, MIS Quarterly, Vol. 27 No. 3, pp. 425-

78. 

Verrecchia, M. (2016), “Mobile banking adoption: an exploration of the behavioral 

intention of consumers in Ireland”, master’s thesis, National College of 

Ireland, Dublin. 

Wang, Y.-S. and Liao, Y.-W. (2007), “The conceptualization and measurement of 

m-commerce user satisfaction”, Computers in Human Behavior, Vol. 23 

No. 1, pp. 381-398. 

Wijayanti, D. W. and Riza, A. F. (2017). “Sharia Fintech: Positive Innovation in 

Consumer Perspective”. International Seminar Academic Network on 

Competition Policy, 53(9), pp.1689–1699. 

Yang, A.S. (2009), “Exploring adoption difficulties in mobile banking services”, 

Canadian Journal of Administrative Sciences, Vol. 26 No. 2, pp. 136-149. 

Yaseen, S.G., Qirem, I.A.E., Dajani, D. (2022). “Islamic mobile banking smart 

services adoption and use in Jordan”. ISRA International Journal of Islamic 

Finance. Vol. 14 No. 3, 2022 pp. 349-362. 

Yu, C. (2012), “Factors affecting individuals to adopt mobile banking: empirical 

evidence from the UTAUT model”, Journal of Electronic Commerce 

Research, Vol. 13 No. 2, pp. 104-121.  



91 
 

 

Yulihasri, Md., Islam, A., Daud, K.A.K. (2011). Factor that influence customers’ 

buying intention on shopping online .International Journal of Marketing 

Studies, Vol. 3, No. 1. 

Zacharis, N.Z. (2012), “Predicting college students' acceptance of podcasting as a 

learning tool”, Interactive Technology and Smart Education, Vol. 9 No. 3, 

pp. 171-183. 

Zhou, T. (2011), “An empirical examination of initial trust in mobile banking”, 

Internet Research, Vol. 21 No. 5, pp. 527-540.  

Zhou, T. (2012), “Understanding users’ initial trust in mobile banking: an 

elaboration likelihood perspective”, Computers in Human Behavior, Vol. 

28 No. 4, pp. 1518-1525. 

 

 

  


