
117 

 

 

DAFTAR PUSTAKA 

Ajzen, I. (2015). Consumer Attitudes and Behavior: The Theory of Planned 

Behavior Applied to Food Consumption Decisions. 121–138. 

https://doi.org/10.13128/REA-18003 

Al-Debei, M. M., Akroush, M. N., & Ashouri, M. I. (2015). Consumer Attitudes 

towards Online Shopping: The Effects of Trust, Perceived Benefits, and 

Perceived Web Quality. Internet Research, 25(5), 707–733. 

https://doi.org/10.1108/IntR-05-2014-0146 

Al-Smadi, M., & Al-Wabel, S. A. (2012). The Impact of E-Banking on the 

Performance of Jordanian Banks. Journal of Internet Banking and Commerce. 

Andrea, B., Gabriella, H. C., & Tímea, J. (2016). Y and Z Generations at 

Workplaces. Journal of Competitiveness, 8(3), 90–106. 

https://doi.org/10.7441/joc.2016.03.06 

Arief Wibowo. (2008). Kajian Tentang Perilaku Pengguna Sistem Informasi 

dengan Pendekatan Technology Acceptance Model (TAM). Proceeding Book 

of Konferensi Nasional Sistem Informasi, April 2008, 1–8. 

http://peneliti.budiluhur.ac.id/wp-content/uploads/2008/.../arif+wibowo.pdf 

Avianti, I., & Triyono. (2021). Ekosistem Fintech Di Indonesia. In PT. Kaptain 

Komunikasi Indonesia (Vol. 3). 

Bangkara, R. P., & Mimba, N. P. S. H. (2016). Pengaruh Perceived Usefulness dan 

Perceived Ease of Use pada Minat Penggunaan Internet Banking dengan 

Attitude toward Using sebagai Variabel Intervening. E-Jurnal Akuntansi, 16, 

2408–2434. https://api.semanticscholar.org/CorpusID:157518561 

Bhatnagar, A., & Ghose, S. (2004). Online Information Search Termination 

Patterns Across Product Categories and Consumer Demographics. Journal of 

Retailing, 80, 221–228. https://doi.org/10.1016/j.jretai.2003.10.001 

Cao, X., Yu, L., Liu, Z., Gong, M., & Adeel, L. (2018). Understanding mobile 

payment users’ continuance intention: a trust transfer perspective. Internet 

Research, 28(2), 456–476. https://doi.org/10.1108/IntR-11-2016-0359 

Celsi, M., & Gilly, M. (2003). eTailQ: Dimensionalizing, Measuring and Predicting 

Etail Quality. Journal of Retailing, 79, 183–198. 

https://doi.org/10.1016/S0022-4359(03)00034-4 

Chaouali, W., & El Hedhli, K. (2019). Toward a Contagion-Based Model of Mobile 

Banking Adoption. International Journal of Bank Marketing, 37(1), 69–96. 

https://doi.org/10.1108/IJBM-05-2017-0096 

Chauhan, S. (2015). Acceptance of Mobile Money by Poor Citizens of India: 

Integrating Trust into the Technology Acceptance Model. Info, 17(3), 58–68. 

https://doi.org/10.1108/info-02-2015-0018 

Chawla, D., & Joshi, H. (2019). Consumer Attitude and Intention to Adopt Mobile 

Wallet in India – An Empirical Study. International Journal of Bank 

Marketing, 37(7), 1590–1618. https://doi.org/10.1108/IJBM-09-2018-0256 

Chin, W. W., & Todd, P. A. (1995). On the Use, Usefulness, and Ease of Use of 

Structural Equation Modeling in MIS Research: A Note of Caution. 19(2), 

237–246. 

Codrington, G., & Grant-Marshall, S. (2004). Mind the Gap. Penguin Books. 

Cooper, D. R., & Schindler, P. S. (2014). Business Research Methods. 

https://contents.lspr.ac.id/2022/05/Donald-R-Cooper-Pamela-S-Schindler-



118 

 

 

Business-Research-Methods.pdf 

Crosby, L. A., Evans, K. R., & Cowles, D. (1990). Relationship Quality in Services 

Selling: An Interpersonal Influence Perspective. Journal of Marketing, 54(3), 

68. https://doi.org/10.2307/1251817 

Dailysocial. (2021). Laporan Boku: OVO Pimpin Pangsa Pasar “Mobile Wallet” 

di Indonesia. Dailysocial.Id. https://dailysocial.id/post/laporan-boku-ovo-

pimpin-pangsa-pasar-mobile-wallet-di-indonesia 

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

Acceptance of Information Technology. MIS Quarterly: Management 

Information Systems, 13(3), 319–339. https://doi.org/10.2307/249008 

East Ventures. (2023). Digital Competitive Index 2023. https://east-ventures-

reports.s3.ap-southeast-1.amazonaws.com/East+Ventures+-

+Digital+Competitiveness+Index+2023+(Indonesian+Version).pdf 

Farki, A., Baihaqi, I., & Wibawa, M. (2016). Pengaruh Online Customer Review 

and Rating terhadap Kepercayaan Minat Pembelian pada Online Marketplace 

di Indonesia. 5(2). 

Gallardo, M. O., Dela Torre, J., & Ebardo, R. (2024). The Role of Initial Trust in 

the Behavioral Intention to Use Telemedicine Among Filipino Older Adults. 

Gerontology and Geriatric Medicine, 10. 

https://doi.org/10.1177/23337214231222110 

Garbarino, E., & Johnson, M. S. (1999). The Different Roles of Satisfaction, Trust, 

and Commitment in Customer Relationships. Journal of Marketing, 63(2), 70–

87. https://doi.org/10.1177/002224299906300205 

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in Online 

Shopping: An Intergrated Model. MIS Quarterly, 27(1). 

Ghozali, I. (2014). Structural Equation Modeling Metode Alternatif dengan Partial 

Least Squares (PLS). 

Giovanis, A. N., & Athanasopoulou, P. (2014). Gaining Customer Loyalty in The 

E-Tailing Marketplace: the Role of E-Service Quality, E-Satisfaction and E-

Trust. International Journal of Technology Marketing, 9(3), 288–304. 

https://www.inderscienceonline.com/doi/abs/10.1504/IJTMKT.2014.063857 

Grewal, D., Roggeveen, A., & Nordfält, J. (2017). The Future of Retailing. Journal 

of Retailing, 93. https://doi.org/10.1016/j.jretai.2016.12.008 

Gu, J. C., Lee, S. C., & Suh, Y. H. (2009). Determinants of Behavioral Intention to 

Mobile Banking. Expert Systems with Applications, 36(9), 11605–11616. 

https://doi.org/10.1016/j.eswa.2009.03.024 

Guriting, P. (2006). Borneo Online Banking: Evaluating Customer Perceptions and 

Behavioural Intention. Management Research News, 29, 6–15. 

https://doi.org/10.1108/01409170610645402 

Havidz, H. B. H., Hudaya, A., & Ali, H. (2020). Model of Consumer Trust on Travel 

Agent Online: Analysis of Perceived Usefulness and Security on Re-purchase 

Interests (Case Study Tiket.com). 1(2), 358–372. 

https://doi.org/10.38035/DIJEFA 

Hsu, C.-L., & Lin, J. C.-C. (2015). What drives purchase intention for paid mobile 

apps? – An expectation confirmation model with perceived value. Electronic 

Commerce Research and Applications, 14(1), 46–57. 

https://doi.org/https://doi.org/10.1016/j.elerap.2014.11.003 

Hsu, C., Chuan‐Chuan Lin, J., & Chiang, H. (2013). The Effects of Blogger 



119 

 

 

Recommendations on Customers’ Online Shopping Intentions. Internet 

Research, 23(1), 69–88. https://doi.org/10.1108/10662241311295782 

Hsu, M.-H., Chuang, L.-W., & Hsu, C.-S. (2014). Understanding online shopping 

intention: the roles of four types of trust and their antecedents. Internet 

Research, 24(3), 332–352. https://doi.org/10.1108/IntR-01-2013-0007 

Humbani, M., & Wiese, M. (2019). An Integrated Framework for the Adoption and 

Continuance Intention to Use Mobile Payment Apps. International Journal of 

Bank Marketing, 37(2), 646–664. https://doi.org/10.1108/IJBM-03-2018-

0072 

IDN Research Institute. (2022). Indonesia Gen Z Report. 

https://cdn.idntimes.com/content-documents/indonesia-gen-z-report-

2022.pdf 

Indarsin, T., & Ali, H. (2017). Attitude Toward Using M-Commerce: The Analysis 

of Perceived Usefulness, Perceived Ease of Use, and Perceived Trust: Case 

Study in Ikens Wholesale Trade. Saudi Journal of Business and Management 

Studies, 2(11), 995–1007. https://doi.org/10.21276/sjbms.2017.2.11.7 

Jogiyanto. (2007). Sistem Informasi Keperilakuan. Penerbit ANDI. 

Jose, J. (2017). Impact of Technology on Consumer Behaviour. 06(02), 264–267. 

Juhri, C. K. K. D. (2017). Kepercayaan Dan Penerimaan Layanan Mobile Money 

T-Cash Di Bandung dengan Pendekatan Technology Acceptance Model 

(TAM). Jurnal Pro Bisnis, 10(1), 36–51. 

Juhri, K. (2017). Pengaruh Trust, Perceived Usefulness, dan Perceived Ease of Use 

terhadap Behavioral Intention to Use dengan Attitude toward Using sebagai 

Mediator pada Pengguna T-cash di Bandung. 

https://repository.telkomuniversity.ac.id/pustaka/135037/pengaruh-trust-

perceived-usefulness-dan-perceived-ease-of-use-terhadap-behavioural-

intention-to-use-dengan-attitude-toward-using-sebagai-mediator-pada-

pengguna-t-cash-di-bandung.html 

Kanchanatanee, K., Suwanno, N., & Jarernvongrayab, A. (2014). Effects of 

Attitude toward Using, Perceived Usefulness, Perceived Ease of Use and 

Perceived Compatibility on Intention to Use E-Marketing. Journal of 

Management Research, 6(3), 1. https://doi.org/10.5296/jmr.v6i3.5573 

Karmawan, K., & Suhaidar, S. (2019). Effect of Online Systems Quality, Banking 

Service Product Quality and Customer Trust on the Success of BRI Syari’ah 

E-Banking Information System. Integrated Journal of Business and 

Economics, 3(1), 116. https://doi.org/10.33019/ijbe.v3i1.113 

Katadata. (2021). Jumlah Pengguna ShopeePay, OVO, DANA Melonjak hingga 

267%. https://katadata.co.id/digital/fintech/605d9ee9399b9/jumlah-

pengguna-shopeepay-ovo-dana-melonjak-hingga-267 

Katadata. (2022a). Pasar E-Wallet Indonesia Diproyeksikan Capai US$70 Miliar 

pada 2025. Katadata.Co.Id. 

https://databoks.katadata.co.id/datapublish/2022/03/21/pasar-e-wallet-

indonesia-diproyeksikan-capai-us70-miliar-pada-2025 

Katadata. (2022b). Transaksi Pembayaran Digital di RI Rp 305 T, Fintech Sasar 

Luar Negeri. Katadata.Co.Id. 

https://katadata.co.id/desysetyowati/digital/624d36cc4e54e/transaksi-

pembayaran-digital-di-ri-rp-305-t-fintech-sasar-luar-negeri 

Kim, D. J., Ferrin, D. L., & Raghav Rao, H. (2009). Trust and Satisfaction, Two 



120 

 

 

Stepping Stones for Successful E-commerce Relationships: A Longitudinal 

Exploration. Information Systems Research, 20(2), 237–257. 

https://doi.org/10.1287/isre.1080.0188 

Kim, D. J., Ferrlin, D. L., & Rao, H. R. (2003). Antecedents of Consumer Trust in 

B-to-C Electronic Commerce. Proceedings of the Americas’ Conference on 

Information Systems, 2003, 157–167. 

Kimery, K. M., & Mccord, M. (2002). Third-party Assurances: Mapping the Road 

to Trust in E-Retailing. Journal of Information Technology Theory and 

Application, 4(2), 63–82. 

Kit, L. H., & Jamieson, R. (2003). TRITAM: A Model for Integrating Trust and 

Risk Perceptions in Bussiness to Consumer Electronic Commerce. 16 Th Bled 

E-Commerce Conference e- Transformation. 

https://www.semanticscholar.org/paper/TRiTAM%3A-A-Model-for-

Integrating-Trust-and-Risk-in-Jamieson-

Lui/f300b92c080d555f3296370ee10ae71651c03073 

Kupperschmidt, B. R. (2000). Multigenerational Employees: Strategies for 

Effective Management. Health Care Manager. 

Kurnia, R. A., & Tandijaya, T. N. B. (2023). Pengaruh Perceived Ease of Use, 

Perceived Usefulness, Security Dan Trust Terhadap Intention To Use Aplikasi 

Jago. Jurnal Manajemen Pemasaran, 17(1), 64–72. 

https://doi.org/10.9744/jmp.17.1.64-72 

Ling, K. C., Chai, L. T., & Piew, T. H. (2010). The Effects of Shopping 

Orientations, Online Trust and Prior Online Purchase Experience toward 

Customers’ Online Purchase Intention. International Business Research, 3(3), 

63. https://doi.org/10.5539/ibr.v3n3p63 

Lu, Y., Yang, S., Chau, P. Y. K., & Cao, Y. (2011). Dynamics Between the Trust 

Transfer Process and Intention to Use Mobile Payment Services: A Cross-

Environment Perspective. Information and Management, 48(8), 393–403. 

https://doi.org/10.1016/j.im.2011.09.006 

Luna, I. R. de, Liébana-Cabanillas, F., Sánchez-Fernández, J., & Muñoz-Leiva, F. 

(2019). Mobile Payment is Not All the Same: The Adoption of Mobile 

Payment Systems Depending on the Technology Applied. Technological 

Forecasting and Social Change, 146(October 2017), 931–944. 

https://doi.org/10.1016/j.techfore.2018.09.018 

Malhotra, Y., & Galletta, D. F. (1999). Extending the Technology Acceptance 

Model to Account for Social influence: Theoretical Bases and Empirical 

Validation. Proceedings of the Hawaii International Conference on System 

Sciences, 00(c), 5. https://doi.org/10.1109/hicss.1999.772658 

Mallat, N., Rossi, M., Tuunainen, V. K., & Öörni, A. (2008). An Empirical 

Investigation of Mobile Ticketing Service Adoption in Public Transportation. 

Personal and Ubiquitous Computing, 12(1), 57–65. 

https://doi.org/10.1007/s00779-006-0126-z 

Mangkunegara, A. A. A. P. (2002). Perilaku Konsumen Edisi Revisi (Cetakan Ke). 

PT. Refika Aditama. 

Mathieson, K. (1991). Predicting User Intentions: Comparing the Technology 

Acceptance Model with the Theory of Planned Behavior. Information Systems 

Research, 2(3), 173–191. https://doi.org/10.1287/isre.2.3.173 

Mayer et al. (1995). An Integrative Model of Organizational Trust. Academy of 



121 

 

 

Management Review, 20(3), 709–734. 

McKnight, D. H., Choudhury, V., & Kacmar, C. (2003). Developing and Validating 

Trust Measures for E-Commerce: An Integrative Typology. Information 

Systems Research, 13(3), 334–359. http://www.jstor.org/stable/23015741 

Mohamad, L., Osman, Z., Mohamad, R. K., Ismail, Z., & Mohd Din, M. I. (2023). 

The Perceived Attitude of Bank Customers towards the Intention to Use 

Digital Banking in Malaysia. International Journal of Academic Research in 

Business and Social Sciences, 13(1), 1308–1323. 

https://doi.org/10.6007/ijarbss/v13-i1/15570 

Mondego, D. (2018). Understanding the Influence of Trust on Mobile Payment 

Systems Adoption: A Literature Review. International Journal of Research in 

IT and Management (IJRIM), 8(5), 2349–6517. http:// 

Moorman, C., Deshpandé, R., & Zaltman, G. (1993). Factors Affecting Trust in 

Market Research Relationships. Journal of Marketing, 57(1). 

https://doi.org/https://doi.org/10.1177/002224299305700106 

Mulyati, Y., & Gesitera, G. (2020). Pengaruh Online Customer Review terhadap 

Purchase Intention dengan Trust sebagai Intervening pada Toko Online 

Bukalapak di Kota Padang. Jurnal Maksipreneur: Manajemen, Koperasi, Dan 

Entrepreneurship, 9(2), 173. https://doi.org/10.30588/jmp.v9i2.538 

Narwal, M., & Sachdeva, G. (2013). Impact of Information Technology (IT) on 

Consumer Purchase Behavior. July 2013, 41–53. 

Pal, D., Funilkul, S., & Patra, S. (2020). Paying by Your Messaging Application?: 

A Trust Model. ACM International Conference Proceeding Series, July. 

https://doi.org/10.1145/3406601.3406633 

Peng, M. Y.-P., & Yan, X. (2022). Exploring the Influence of Determinants on 

Behavior Intention to Use of Multiple Media Kiosks Through Technology 

Readiness and Acceptance Model. Frontiers in Psychology, 13, 852394. 

https://doi.org/10.3389/fpsyg.2022.852394 

Perangin-angin, W. A., Respati, A. D., & Kusumawati, M. D. (2016). Pengaruh 

Perceived Usefulness dan Perceived Ease of Use terhadap Attitude toward 

Using E-faktur. https://api.semanticscholar.org/CorpusID:151705360 

Ponte, E. B., Carvajal-Trujillo, E., & Escobar-Rodríguez, T. (2015). Influence of 

Trust and Perceived Value on the Intention to Purchase Travel Online: 

Integrating the Effects of Assurance on Trust Antecedents. Tourism 

Management, 47, 286–302. https://doi.org/10.1016/j.tourman.2014.10.009 

Populix. (2022). Consumer Preference Towards Banking and E-Wallet Apps. 

Populix.Co, 1–18. https://info.populix.co/report/digital-banking-survey/ 

Rafique, H., Almagrabi, A. O., Shamim, A., Anwar, F., & Bashir, A. K. (2020). 

Investigating the Acceptance of Mobile Library Applications with an 

Extended Technology Acceptance Model (TAM). Computers & Education, 

145, 103732. https://doi.org/https://doi.org/10.1016/j.compedu.2019.103732 

Rahmatsyah. (2011). Analisis Faktor-Faktor yang Mempengaruhi Minat 

Penggunaan Produk Baru (Studi Kasus: E-Money Kartu Flazz BCA). 

Universitas Indonesia. 

Rahmiati, Engriani, Y., & Putri, E. R. (2019). The Influence of Trust, Perceived 

Usefulness, And Perceived Ease of Using Intensity of E-Money With Attitude 

Toward Using Intervening Variable in Padang City. Advances in Economics, 

Business and Management Research, 97(Piceeba), 696–701. 



122 

 

 

Regita, A., Santoso, T., Bisnis, P. M., Manajemen, P. S., Bisnis, F., & Siwalankerto, 

J. (2020). 9. Pengaruh PEU, PU, dan T Terhadap BIU Metode TAM. 8(1). 

Rigopoulos, G., & Askounis, D. (2007). A TAM Framework to Evaluate User’s 

Perception Toward Online Electronic Payments. Journal of Internet Banking 

and Commerce. https://www.icommercecentral.com/open-access/a-tam-

framework-to-evaluate-users-perception-towards-online-electronic-

payments.php?aid=38520 

Riley, J. M., & Klein, R. (2021). How logistics capabilities offered by retailers 

influence millennials’ online purchasing attitudes and intentions. Young 

Consumers, 22(1), 131–151. https://doi.org/10.1108/YC-12-2018-0889 

Sanjaya, W. (2021). Penelitian Pendidikan Jenis: Metode dan Prosedur. Kencana. 

Saputri, S. A. (2024). Pengaruh Trust dan Perceived Ease of Use terhadap 

Repurchase Intention yang Dimediasi oleh Perceived Usefulness dalam 

Perspektif Bisnis Islam (Studi pada Pengguna E-commerce Tokopedia di Kota 

Bandar Lampung) [Universitas Islam Negeri Raden Intan Lampung]. 

http://repository.radenintan.ac.id/32020/1/Sri Arum 

Saputri_1951040182_Bab 1 dan 2.pdf 

Sarwin Kiko Napitupulu, Rubini, A. F., Khasanah, K., & Rachmawati, A. D. 

(2017). Kajian Perlindungan Konsumen Sektor Jasa Keuangan: Perlindungan 

Konsumen Pada Fintech. Departemen Perlindungan Konsumen, Otoritas Jasa 

Keuangan, 1, 1–86. 

Schiffman, L. G., & Kanuk, L. L. (2008). Perilaku Konsumen. Pearson prentice 

hall. 

Setiawan, E., Antoni, D., & Mirza, A. H. (2019). Analisis Penerimaan Sistem Ujian 

Online Berbayar Dengan Menggunakan Metode Technology Acceptance 

Model (Tam) Dan Webqual. Jurnal Bina Komputer, 1(1), 61–72. 

https://doi.org/10.33557/binakomputer.v1i1.155 

Sharma, S., Yadav, R., & Tarhini, A. (2016). A Multi-analytical Approach to 

Understand and Predict the Mobile Commerce Adoption. Journal of 

Enterprise Information Management, 29. https://doi.org/10.1108/JEIM-04-

2015-0034 

Sugiyono. (2017). Statistik untuk Penelitian. Alfabeta. 

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Alfabeta. 

Suleman, D., Zuniarti, I., & Sabil. (2019). Consumer Decisions toward Fashion 

Product Shopping in Indonesia: The effects of Attitude, Perception of Ease of 

Use, Usefulness, and Trust. Management Dynamics in the Knowledge 

Economy, 7(2), 133–146. https://doi.org/10.25019/mdke/7.2.01 

Suliyanto. (2018). Metode Penelitian Bisnis untuk Skripsi, Tesis, dan Disertasi. 

Penerbit ANDI. 

Surendran, P. (2015). Technology Acceptance Model: A Survey of Literature. 

Bioresource Technology, 193, 463–468. 

https://doi.org/10.1016/j.biortech.2015.06.132 

Susanto, D. A., & Sugiyanto, L. B. (2021). Pengaruh Trust, Service Quality, 

Utilitarian Value dengan Mediasi Attitude Toward Online Shopping, dan 

Subjective Norm terhadap Purchase Intention (Studi Empiris: Konsumen 

Tokopedia Domisili DKI Jakarta). Journal of Business & Applied 

Management, 14(2), 115. https://doi.org/10.30813/jbam.v14i2.2805 

Teo, T., Lee, C. B., & Chai, C. S. (2007). Understanding Pre-Service Teachers’ 



123 

 

 

Computer Attitudes: Applying and Extending the Technology Acceptance 

Model. Journal of Computer Assisted Learning. 

https://doi.org/https://doi.org/10.1111/j.1365-2729.2007.00247.x 

Thompson, R. L., Higgins, C. A., & Howell, J. M. (1991). Personal Computing: 

Toward a Conceptual Model of Utilization. MIS Quarterly: Management 

Information Systems, 15(1), 125–142. https://doi.org/10.2307/249443 

Thompson, R. L., Higgins, C. A., & Howell, J. M. (1994). Influence of Experience 

on Personal Computer Utilization: Testing a Conceptual Model. Journal of 

Management Information Systems, 11(1), 167–187. 

https://doi.org/10.1080/07421222.1994.11518035 

Tyas, E. I., & Darma, E. S. (2017). Pengaruh Perceived Usefulness, Perceived Ease 

of Use, Perceived Enjoyment, dan Actual Usage terhadap Penerimaan 

Teknologi Informasi: Studi Empiris pada Karyawan Bagian Akuntansi dan 

Keuangan Baitul Maal Wa Tamwil Wilayah Daerah Istimewa Yogyakarta dan 

Sek. Reviu Akuntansi Dan Bisnis Indonesia, 1(1), 25–35. 

Venkatesh, V. (1999). Creation of Favorable User Perceptions: Exploring the Role 

of Intrinsic Motivation. MIS Quarterly: Management Information Systems, 

23(2), 239–260. https://doi.org/10.2307/249753 

Venkatesh, V., & Davis, F. D. (2000). Theoretical Extension of the Technology 

Acceptance Model: Four Longitudinal Field Studies. Management Science, 

46(2), 186–204. https://doi.org/10.1287/mnsc.46.2.186.11926 

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User Acceptance 

of Information Technology: Toward a Unified View. 27(3), 425–478. 

Wang, C., Ahmad, S. F., Bani Ahmad Ayassrah, A. Y. A., Awwad, E. M., Irshad, 

M., Ali, Y. A., Al-Razgan, M., Khan, Y., & Han, H. (2023). An Empirical 

Evaluation of Technology Acceptance Model for Artificial Intelligence in E-

commerce. Heliyon, 9(8), e18349. 

https://doi.org/10.1016/j.heliyon.2023.e18349 

Wang, Z., & Li, H. (2016). Factors Influencing Usage of Third Party Mobile 

Payment Services in China: An Empirical Study. UPPSALA Universitet, 1–

52. https://www.diva-portal.org/smash/get/diva2:942476/FULLTEXT01.pdf 

Wood, S. (2002). Future Fantasies: a Social Change Perspective of Retailing in the 

21st Century. Journal of Retailing, 77–83. 

Yahyapour, N. (2008). Factors Affecting Intention to Adopt Banking Recommender 

System, Case of Iran. Lulea University of Technology. 

Zero, F. O. (2023). 10 Ways Gen Z is Changing the Tech Industry. 

Femaleonezero.Com. https://femaleonezero.com/technology/gen-z-tech-

industry 

 

  


