
 
 

142 
 

DAFTAR PUSTAKA 

 

Anderson, R. E., & Srinivasan, S. S. (2003). E-satisfaction and e-loyalty: A 

contingency framework. Psychology and Marketing, 20(2), 123–138. 

https://doi.org/10.1002/mar.10063 

Armstrong, G., & Kotler, P. (2004). Marketing : An Introduction 7th edition. 

Pearson International. 

Ashghar, S. A., & Nurlatifah, H. (2020). Analisis Pengaruh Perceived Ease of Use, 

Perceived Usefulness, dan Perceived Risk terhadap Keinginan Membeli 

Kembali melalui e-Trust dan s-Satisfaction (Studi Kasus Pengguna Gopay 

pada Transaksi UMKM). Jurnal Al Azhar Indonesia Seri Ilmu Sosial, 1(1), 40. 

https://doi.org/10.36722/jaiss.v1i1.459 

Baron, R. M., & Kenny, D. A. (1986). The moderator–mediator variable distinction 

in social psychological research: Conceptual, strategic, and statistical 

considerations. Journal of Personality and Social Psychology, 51(6), 1173. 

Chaffey, D. (2008). E Marketing E Xcellence : Planning and Optimizing Your 

Digital Marketing (3rd ed.). Elsevier Ltd 

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 

Cohen, J. (1988). Statistical Power Analysis for the Behavioral Sciences (2nd ed.). 

Hillsdale, NJ: Lawrence Erlbaum Associates, Publishers. 

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

acceptance of information technology. MIS Quarterly: Management Infor-

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

Dolatabadi, H. R. & Gharibpoor, M. (2012). How Can E-Services Influence on 

Customers’ Intentions toward Online Book Repurchasing. 

Fang, Y.-H., Chiu, C.-M., & Wang, E. T. G. (2011). Understanding customers’ 

satisfaction and repurchase intentions: An integration of IS success model, 

trust, and justice. 

Fornell, C. 1992. A National Customer Satisfaction Barometer: The Swedish 

Experience. Journal of Marketing, 56. 

Fraenkel, J. R. & Wallen, N. E. (1993). How to Design and Evaluate Research in 

Education (edisi ke-2). McGraw-Hill, New York. 

Gama Putra Brahmanta, & Nuruni Ika Kusuma Wardhani. (2021). Pengaruh 

Persepsi Kebermanfaatan, Kemudahan, Risiko Terhadap Minat Menggunakan 

https://doi.org/10.1002/mar.10063
https://doi.org/10.36722/jaiss.v1i1.459
https://doi.org/10.1007/s10257-015-0272-9
https://doi.org/10.2307/249008


143 
 

 
 

Ulang Shopeepay Di Surabaya. Sains Manajemen, 7(2), 97–108. 

https://doi.org/10.30656/sm.v7i2.3580 

Ghozali, I., & Fuad. (2008). Structural Equation Modeling: Teori, konsep dan 

aplikasi dengan Pprogram lisrel 8.0. Semarang: Badan Penerbit Universitas 

Diponegoro. 

Ghozali, Imam dan Hengky Latan (2015). Partial Least Squares Konsep Teknik dan 

Aplikasi dengan Program Smart PLS 3.0. Semarang: UNDIP Semarang. 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS -SEM: Indeed a silver bullet. 

Journal of Marketing Theory and Practice, 19(2), 139–152. 

https://doi.org/10.2753/MTP1069- 6679190202 

Hair, J., Hollingsworth, C.L., Randolph, A.B. and Chong, A.Y.L. (2017), "An 

updated and expanded assessment of PLS-SEM in information systems 

research", Industrial Management & Data Systems, Vol. 117 No. 3, pp. 442-

458. https://doi.org/10.1108/IMDS-04-2016-0130 

Hasman, H. C. P., Ginting, P., & Rini, E. S. (2019). The Influence of E-Service 

Quality on E-Satisfaction and Its Impact on Repurchase Intention in Using E- 

Commerce Applications on Students of Universitas Sumatera Utara. 

International Journal of Research and Review, 6(10), 299–307. 

Hellier, P. K., Geursen, G. M., Carr, R. A., & Rickard, J. A. (2003). Customer 

repurchase intention: A general structural equation model. European journal 

of marketing, 37(11/12), 1762-1800. 

Ilmiyah, K., & Krishernawan, I. (2020). Pengaruh Ulasan Produk, Kemudahan, 

Kepercayaan, Dan Harga Terhadap Keputusan Pembelian Pada Marketplace 

Shopee Di Mojokerto. Maker: Jurnal Manajemen, 6(1), 31–42. 

https://doi.org/10.37403/mjm.v6i1.143 

Indrasari, M. (2019). PEMASARAN DAN KEPUASAN PELANGGAN. In 

Sustainability (Switzerland) (Vol. 11, Issue 1). 

http://scioteca.caf.com/bitstream/handle/123456789/1091/RED2017-Eng-

8ene.pdf?sequence=12&isAllowed=y%0Ahttp://dx.doi.org/10.1016/j.regsciu

rbeco.2008.06.005%0Ahttps://www.researchgate.net/publication/305320484

_SISTEM_PEMBETUNGAN_TERPUSAT_STRATEGI_MELESTARI 

Jia, L., Cegielski, C., & Zhang, Q. (2014). The effect of trust on customers’ online 

repurchase intention in consumer-to- consumer electronic commerce. Journal 

of Organizational and End User Computing, 26(3), 65–86. 

https://doi.org/10.4018/joeuc.2014070104 

Kim., Moon, Y.J. 2008: 14. Customers’ Cognitive, Emotional, and Actionable 

Response to the Servicescape: A Test of the Moderating Effect of the 

Restaurant Type. International Journal of Hospitality Management 

Kotler, Philip and Gary Amstrong. 2001. Prinsip-Prinsip Pemasaran. Jakarta: 

Erlangga. 

https://doi.org/10.30656/sm.v7i2.3580
https://doi.org/10.2753/MTP1069-%206679190202
https://doi.org/10.1108/IMDS-04-2016-0130
https://doi.org/10.37403/mjm.v6i1.143
http://scioteca.caf.com/bitstream/handle/123456789/1091/RED2017-Eng-8ene.pdf?sequence=12&isAllowed=y%0Ahttp://dx.doi.org/10.1016/j.regsciurbeco.2008.06.005%0Ahttps://www.researchgate.net/publication/305320484_SISTEM_PEMBETUNGAN_TERPUSAT_STRATEGI_MELESTARI
http://scioteca.caf.com/bitstream/handle/123456789/1091/RED2017-Eng-8ene.pdf?sequence=12&isAllowed=y%0Ahttp://dx.doi.org/10.1016/j.regsciurbeco.2008.06.005%0Ahttps://www.researchgate.net/publication/305320484_SISTEM_PEMBETUNGAN_TERPUSAT_STRATEGI_MELESTARI
http://scioteca.caf.com/bitstream/handle/123456789/1091/RED2017-Eng-8ene.pdf?sequence=12&isAllowed=y%0Ahttp://dx.doi.org/10.1016/j.regsciurbeco.2008.06.005%0Ahttps://www.researchgate.net/publication/305320484_SISTEM_PEMBETUNGAN_TERPUSAT_STRATEGI_MELESTARI
http://scioteca.caf.com/bitstream/handle/123456789/1091/RED2017-Eng-8ene.pdf?sequence=12&isAllowed=y%0Ahttp://dx.doi.org/10.1016/j.regsciurbeco.2008.06.005%0Ahttps://www.researchgate.net/publication/305320484_SISTEM_PEMBETUNGAN_TERPUSAT_STRATEGI_MELESTARI


144 
 

 
 

Kotler, P., & Keller, K. L. (2012). Marketing Management (14th ed.). 

http://eprints.stiperdharmawacana.ac.id/24/1/%5BPhillip_Kotler%5D_Marke

ting_Management_14th_Edition%28BookFi%29.pdf 

Kotler, P., & Keller, K. L. (2016). Manajemen Pemasaran. Edisi 13. Jilid 1. Jakarta: 

Erlangga 

Laudon, K. C. (2017). E-commerce 2017. 

Lin, Chinho and Watcharee Lekhawipat. 2014. Factors affecting online repurchase 

intention. Industrial Management & Data Systems, 114 (4):597-611 

Lupiyoadi, Rambat dan A. Hamdani. (2001). Manajemen Pemasaran Jasa. Jakarta: 

Salemba Empat. 

Mariati Tirta Wiyata, Elisya Pramana Putri, & Ce Gunawan. (2020). Pengaruh 

Customer Experience, Ease of Use, dan Customer Trust Terhadap Repurchase 

Intention Konsumen Situs Jual Beli Online Shopee. Cakrawala Repositori 

IMWI, 3(1), 11–21. https://doi.org/10.52851/cakrawala.v3i1.36 

Muliadi, M. L., & Japarianto, E. (2021). Analisa Pengaruh Perceived Ease of Use 

Terhadap Behavior Intention Melalui Perceived Usefulness Sebagai Media 

Intervening Pada Digital Payment Ovo. Jurnal Manajemen Pemasaran, 15(1), 

20–27. https://doi.org/10.9744/pemasaran.15.1.20-27 

Nurhayati dan Wahyu Wijaya Murti. 2012. Analisis Faktor-Faktor Yang 

Mempengaruhi Minat Beli Ulang Masyarakat Terhadap Produk Handphone. 

Value Added Vol. 8, No. 2, Maret 2012-Agustus 2012. 

Oktafiana, H. (2021). Pengaruh Perceived Ease of Use dan Perceived Usefulness 

terhadap Customer Satisfaction E-Wallet X. Jurnal Bisnis, Manajemen, Dan 

Keuangan, 2(2), 5–24. 

Oktarini, M. A. S., & Wardana, I. M. (2018). Pengaruh Perceived Ease Of Use Dan 

Perceived Enjoyment Terhadap Customer Satisfaction Dan Repurchase 

Intention. INOBIS: Jurnal Inovasi Bisnis Dan Manajemen Indonesia, 1(2), 

227–237. https://doi.org/10.31842/jurnal-inobis.v1i2.32 

Oliver, R.L. (1997), Satisfaction: A Behavioral Perspective on the Consumer. New 

York: irwin/McGraw-Hill 

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005). E-S-QUAL: A multiple-

item scale for assessing electronic service quality. Journal of Service 

Research, 7(3), 213–233. https://doi.org/10.1177/1094670504271156 

Plessis, L. du, & Roberts-Lombard, M. (2013). Customer loyalty in the South 

African long-term insurance industry. Acta Commercii, 13(1), 1–18. 

https://doi.org/10.4102/ac.v13i1.167 

Prakosa, D., & Pradhanawati, A. (2020). Pengaruh E-Trust Dan E-Service Quality 

Terhadap E-Loyalty Dengan E-Satisfaction Sebagai Variabel Intervening 

http://eprints.stiperdharmawacana.ac.id/24/1/%5BPhillip_Kotler%5D_Marketing_Management_14th_Edition%28BookFi%29.pdf
http://eprints.stiperdharmawacana.ac.id/24/1/%5BPhillip_Kotler%5D_Marketing_Management_14th_Edition%28BookFi%29.pdf
https://doi.org/10.52851/cakrawala.v3i1.36
https://doi.org/10.9744/pemasaran.15.1.20-27
https://doi.org/10.31842/jurnal-inobis.v1i2.32
https://doi.org/10.1177/1094670504271156


145 
 

 
 

(Studi Kasus Pada Pengguna Tokopedia Di Kota Semarang). Jurnal Ilmu 

Administrasi Bisnis, 9(4), 457–464. https://doi.org/10.14710/jiab.2020.28742 

Pratama, A. B., & Suputra, I. D. G. D. (2019). Pengaruh Persepsi Manfaat, Persepsi 

Kemudahan Penggunaan, dan Tingkat Kepercayaan Pada Minat  

Menggunakan Uang Elektronik. E-Jurnal Akuntansi, 27, 927. 

https://doi.org/10.24843/eja.2019.v27.i02.p04. 

Piercy, N. (2014). Online-service quality: Content and process of analysis. Journal 

of Marketing Management, 30(7), 747–785. 

Purwati, M., Pradhanawati, A., & Hidayat, W. (2022). Pengaruh E-Service Quality 

Terhadap E-Loyalty dengan E-Satisfaction sebagai Variabel Intervening 

(Studi pada Pengguna E-Commerce Bukalapak). Jurnal Ilmu Administrasi 

Bisnis, 11(2), 310–320. https://doi.org/10.14710/jiab.2022.34754 

Rachmawati, 2014. (2006). Pengaruh Kualitas Pelayanan Dan Pelanggan Dalam 

Pembentukan Intensi Pembelian Konsumen. Benefit, 10(1), 79–92. 

Ranjbarian, B., Fathi, S., & Rezaei, Z. (2012). Factorsinfluencing on customers’ E-

satisfaction: A case study from Iran. Interdisciplinary Journal of 

Contemporary Research in Business, 3(9), 1496– 1511. 

Retno, R., Asih, D., & Pratomo, L. A. (2018). PERAN MEDIASI E-SATISFACTION 

DAN E-TRUST TERHADAP E-LOYALTY. 11(1), 125–144. 

Sepri, S. &. (2010). E-Marketing sebagai Paradigma Baru dalam Komunikasi 

Pemasaran. Jurnal Agrikultura, 21(3). 

Sholihin, M., & Ratmono, D. (2013). Analisis SEM-PLS dengan WarpPLS 3.0. C.V 

ANDI OFFSET. 

Silaen, E., & Prabawani, B. (2019). Pengaruh persepsi kemudahan menggunakan 

e-wallet dan persepsi manfaat serta promosi terhadap minat beli ulang saldo e-

wallet Ovo. Jurnal Ilmu Administrasi Bisnis, 1–9. 

https://ejournal3.undip.ac.id/index.php/jiab/article/view/24834%0Ahttps://ej

ournal3.undip.ac.id/index.php/jiab/article/viewFile/24834/22182 

Srivastava, K., & Sharma, N. K. (2013). Service Quality, Corporate Brand Image, 

and Switching Behavior: The Mediating Role of Customer Satisfaction and 

Repurchase Intention. Services Marketing Quarterly, 34(4), 274–291. 

https://doi.org/10.1080/15332969.2013.827020 

Sugiyono. (2016). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Bandung: 

PT Alfabet. 

Sugiyono.  2017. Metode  Penelitian  Kuantitatif  Kualitatif  dan  R&D.Bandung: 

Alfabeta 

Sugiyono. 2018. Metode Penelitian Kuantitatif. Bandung: Alfabeta. 

https://doi.org/10.14710/jiab.2020.28742
https://doi.org/10.14710/jiab.2022.34754
https://ejournal3.undip.ac.id/index.php/jiab/article/view/24834%0Ahttps:/ejournal3.undip.ac.id/index.php/jiab/article/viewFile/24834/22182
https://ejournal3.undip.ac.id/index.php/jiab/article/view/24834%0Ahttps:/ejournal3.undip.ac.id/index.php/jiab/article/viewFile/24834/22182
https://doi.org/10.1080/15332969.2013.827020


146 
 

 
 

Sugiyono. (2019). Metode Penelitian Dan Pengembangan Research Dan 

Development. Bandung : Alfabeta 

Suhaily, L., & Soelasih, Y. (2017). What Effects Repurchase Intention of Online 

Shopping. International Business Research, 10(12), 113. 

https://doi.org/10.5539/ibr.v10n12p113 

Sumarwan, Ujang. 2015. Perilaku Konsumen Teori Penerapannya Dalam 

Pemasaran Edisi Kedua. Cetakan Ketiga. Bogor: Penerbit Ghalia Indonesia. 

Szymanski, D. M., & Hise, R. (2000). E-satisfaction: an initial examination. Journal 

of Retailing, 76(3). 

Tjiptono, F. (2014). Pemasaran Jasa Prinsip, Penerapan, dan Penelitian. 

Yogyakarta: Andi Offset. 

Tjiptono, F., & Diana, A. (2020). Pemasaran. 

Turban, E., Outland, J., King, D., Lee, J. K., Liang, T. P., & Turban, D.C. (2017). 

Electronic commerce 2018: a managerial and social networks perspective. 

Springe. 

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

acceptance model: Four longitudinal field studies. Management Science, Vol. 

46, pp. 186-204. 

Wen, Chao., Prybutok, Victor R., and Xu, Chenyan 2011. “An Integrated Model 

for CustomerOnline Repurchase Intention”. 2011. Journal of Computer 

Information Systems. Journal of Computer Information System. 

Widyartini, A. A., & Purbawati, D. (2019). Pengaruh Service Quality dan Price 

terhadap Repurchase Intention dengan Customer Satisfaction sebagai Variabel 

Intervening pada Konsumen E-Commerce Elevenia.Co.Id di Kota Semarang. 

Jurnal Administrasi Bisnis, 8(2), 138–148. 

Wijaya, R., Farida, N., & Andriyansah. (2018). Determinants of repurchase 

intentions at online stores in Indonesia. International Journal of E-Business 

Research, 14(3), 95–111. https://doi.org/10.4018/IJEBR.2018070106 

Wijiastuti, R. D., Fadia Frisayanti, Nur Aeni Waly, & Jondeway Andi Hasan. 

(2024). Pengaruh Ease of Use Dan Perceived Enjoyment Terhadap 

Repurchase Intention Tiket Bioskop Di Aplikasi Tix Id. Journal of 

Management and Innovation Entrepreneurship (JMIE), 1(4), 724–734. 

https://doi.org/10.59407/jmie.v1i4.901 

Wilson,  N.,  Keni,  K.dan Tan, P.H.P. (2019) ‘The Effectof Website  Design  

Quality andService  Quality on Repurchase  Intention in  the  e-commerce  

industry:  A Cross-Continental Analysis’, Gadjah Mada International Journal 

of Business, 21(2), pp. 187–222. 

Wilson, N., Alvita, M., & Wibisono, J. (2021). the Effect of Perceived Ease of Use 

and Perceived. 5(1), 145–159. 

https://doi.org/10.5539/ibr.v10n12p113
https://doi.org/10.59407/jmie.v1i4.901


147 
 

 
 

Yulianti, N. M. D. R., Suprapti, N. W. S., & Yasa, N. N. K. (2014). Pengaruh Citra 

Toko Terhadap Kepuasan Pelanggan Dan Niat Beli Ulang Pada Circle K Di 

Kota Denpasar. Jurnal Manajemen, Strategi Bisnis Dan Kewirausahaan, 8(1), 

36–44. 

Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2018). Services Marketing 

Integrating Customer Focus Across the Firm. McGraw-Hill Education. 

 

 

 


