DAFTAR PUSTAKA

Afsar, A., Nasiri, Z., & Zadeh, M. O. (2013). E-loyalty Model in e-Commerce.
Mediterranean Journal of Social Sciences, 4(9), 547-553.

Agustina, P., & Indriati, F. (2018). the Influence of Utaut Factors on E-Retention
With E-Satisfaction As Mediating Variable in E-Learning. Hasanuddin
Economics and Business Review, 2(1), 19.
https://doi.org/10.26487/hebr.v2il.1465

Ahmad, A., Rahman, O., & Khan, M. N. (2017). Exploring the role of website
quality and hedonism in the formation of e-satisfaction and e-loyalty:

Evidence from internet users in India. Journal of Research in Interactive
Marketing, 11(3), 246-267.

Ahmad, F., Mustafa, K., Hamid, S. A. R., Khawaja, K. F., Zada, S., Jamil, S.,
Qaisar, M. N., Vega-Munoz, A., Contreras-Barraza, N., & Anwer, N. (2022).
Online Customer Experience Leads to Loyalty via Customer Engagement:
Moderating Role of Value Co-creation. Frontiers in Psychology, 13(July), 1—-
15. https://doi.org/10.3389/fpsyg.2022.897851

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and
Human Decision Processes, 50(2), 179-211.

Alavi, M., Visentin, D. C., Thapa, D. K., Hunt, G. E., Watson, R., & Cleary, M.
(2020). Chi-square for model fit in confirmatory factor analysis. Journal of
Advanced Nursing, 76(9), 2209-2211.

Alnaser, F., Ghani, M., & Rahi, S. (2018). Service quality in Islamic banks: The
role of PAKSERV model, customer satisfaction and customer loyalty.
Accounting.

Anderson, R. E., & Srinivasan, S. S. (2003). Ellsatisfaction and ellloyalty: A
contingency framework. Psychology & Marketing, 20(2), 123—138.

Bagozzi, R. P., & Y1, Y. (1988). On the evaluation of structural equation models.
Journal of the Academy of Marketing Science, 16, 74-94.

Bhat, S. A., Darzi, M. A., & Parrey, S. H. (2018). Antecedents of customer loyalty
in banking sector: a mediational study. Vikalpa, 43(2), 92—105.

94



94

Bleier, A., Harmeling, C. M., & Palmatier, R. W. (2019). Creating effective online
customer  experiences. Journal of Marketing, 83(2), 98-119.
https://doi.org/10.1177/0022242918809930

Cahayani, N., Riorini, S. V., Maythili, M., & Santoso, D. V. (2025). Consequences
of Online Shopping Attributes on E-Commerce Customers. Jurnal llmiah
Manajemen Kesatuan, 13(1), 65-72.
https://doi.org/10.37641/jimkes.v1311.3031

Celik, H. (2016). Customer online shopping anxiety within the Unified Theory of
Acceptance and Use Technology (UTAUT) framework. 4sia Pacific Journal
of Marketing and Logistics, 28(2).

Chin, W. W., Marcolin, B. L., & Newsted, P. R. (2003). A partial least squares
latent variable modeling approach for measuring interaction effects: Results
from a Monte Carlo simulation study and an electronic-mail
emotion/adoption study. Information Systems Research, 14(2), 189-217.

Chua, P. Y., Rezaei, S., Gu, M.-L., Oh, Y., & Jambulingam, M. (2018). Elucidating
social networking apps decisions: Performance expectancy, effort expectancy
and social influence. Nankai Business Review International, 9(2), 118-142.

Citro, J. J. H., Runtu, J., & Junaedi, M. (2023). PENGARUH EFFORT
EXPECTANCY, PERCEIVED USEFULNESS, INFORMATION
QUALITY, PERCEIVED RISK, SOCIAL INFLUENCE, DAN TRUST
TERHADAP REPURCHASE INTENTION PADA APLIKASI SHOPEE.
Jurnal llmiah Mahasiswa Manajemen, 12(2), 143—153.

Collier, Joel E, & Bienstock, Carol C. (2006). Measuring Service Quality in E-
Retailing. Journal  of  Service Research, 8(3), 260-275.
https://doi.org/10.1177/1094670505278867

Cuesta-Valino, P., Gutiérrez-Rodriguez, P., Nunez-Barriopedro, E., &
GarciaHenche, B. (2023). Strategic orientation towards digitization to
improve supermarket loyalty in an omnichannel context. Journal of Business
Research, 156, 113475.

Cyr, D. (2008). Modeling web site design across cultures: relationships to trust,
satisfaction, and e-loyalty. Journal of Management Information Systems,
24(4), 47-72.

Das, J. (2018). Consumer perception towards ‘online food ordering and delivery
services’: An empirical study. Journal of Management, 5(5), 155-163.

Databoks. (2024). Tren Pengunjung Situs Shopee, Tokopedia, Lazada, Blibli, dan
Bukalapak Kuartal IV 2024.



95

Davis, F. D. (1989). Technology acceptance model: TAM. Al-Sugri, MN, Al-Aufi,
AS: Information Seeking Behavior and Technology Adoption, 205(219), 5.

Dharma, R. (2017). Pengaruh kualitas pelayanan, kepercayaan, dan kepuasan
terhadap loyalitas pelanggan pada PT. padang tour wisata pulau Padang.
Jurnal Ekobistek, 6(2).

Doan, T. (2020). Factors affecting online purchase intention: A study of Vietnam
online customers. Management Science Letters, 10(10), 2337-2342.

El-Manstrly, D., Herhausen, D., Guha, A., Blut, M., & Grewal, D. (2024). Should
online retailers emphasize efficiency or experience? First insights on the
evolution and heterogeneity of website attributes. Journal of Retailing,
100(2),

274-292. https://doi.org/10.1016/jjretai.2024.03.002

Elok, C. S., & Hidayati, A. (2021). Customer Loyalty in Digital Wallet Industry:
the Role of Satisfaction, Effort Expectancy, Performance Expectancy, and
Habit. Proceedings of the International Conference on Emerging Challenges:
Business Transformation and Circular Economy (ICECH 2021), 196(Icech),
340-352. https://doi.org/10.2991/aebmr.k.211119.033

Farhat, R., Yang, Q., Ahmed, M. A. O., & Hasan, G. (2025). E-Commerce for a
Sustainable Future: Integrating Trust, Product Quality Perception, and
OnlineShopping  Satisfaction. = Sustainability  (Switzerland),  17(4).
https://doi.org/10.3390/su17041431

Ferdinand, A. (2014). Metode Penelitian Manajemen Edisi 5. Semarang: Badan
Penerbit Universitas Diponegoro.

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online
shopping: An integrated model. MIS Quarterly, 51-90.

Ghozali, 1., & Latan, H. (2015). Partial least squares konsep, teknik dan aplikasi
menggunakan program smartpls 3.0 untuk penelitian empiris. Semarang:
Badan Penerbit UNDIP, 4(1), 35-46.

Guo, J., Zhang, W., & Xia, T. (2023). Impact of Shopping Website Design on
Customer Satisfaction and Loyalty: The Mediating Role of Usability and the
Moderating Role of Trust. Sustainability  (Switzerland), 15(8).
https://doi.org/10.3390/su15086347

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on
partial least squares structural equation modeling (PLS-SEM). Thousand
Oaks, CA: Sage.



96

Hair Jr, J. F., Matthews, L. M., Matthews, R. L., & Sarstedt, M. (2017). PLS-SEM
or CB-SEM: updated guidelines on which method to use. International
Journal of Multivariate Data Analysis, 1(2), 107-123.

Hendra, T. (2017). Pengaruh nilai, kualitas pelayanan, pengalaman pelanggan
terhadap kepuasan dan loyalitas pelanggan. Jurnal Bisnis Dan Manajemen,
4(2).

Henseler, J., Hubona, G., & Ray, P. A. (2016). Using PLS path modeling in new
technology research: updated guidelines. /ndustrial Management & Data
Systems, 116(1), 2-20.

Hernando, H., & Sugiyanto, L. B. (2024). The Eftect of Customer Value, Trust,
and
Customer Satisfaction on Customer Loyalty Mediated By Customer

Engagement (Empirical Study: Customer Music Course In Jakarta). Asian
Journal of Social and Humanities, 2(12), 3162-3183.

Jeannot, F., Jongmans, E., & Damperat, M. (2022). Design visuel et expérience
d’achat en ligne: quand I’expertise permet aux consommateurs de se
(re)centrer sur |’attractivité du site d’e-commerce. Recherche et Applications
En Marketing, 37(1), 61-86. https://doi.org/10.1177/07673701211005483

Karuniatama, 1. H., Barata, D. D., & Suyoto, Y. T. (2020). Pengaruh experiential
marketing terhadap loyalitas pelanggan ritel di Indonesia. Widyakala
Journal: Journal of Pembangunan Jaya University, 7(1), 28-36.

Keiningham, T., Ball, J., Benoit, S., Bruce, H. L., Buoye, A., Dzenkovska, J.,
Nasr, L., Ou, Y.-C., & Zaki, M. (2017). The interplay of customer experience
and commitment. Journal of Services Marketing, 31(2), 148—160.

Keller, K. (2012). Marketing management: /Philip Kotler, Kevin Lane Keller.
Marketing Library of Congress Cataloging-in-Publication Data.

Kim, C., Galliers, R. D., Shin, N., Ryoo, J. H, & Kim, J. (2012). Factors
influencing
Internet shopping value and customer repurchase intention. Electronic
Commerce Research and Applications, 11(4), 374-387.
https://doi.org/10.1016/j.elerap.2012.04.002

Lay-Yee, K. L., Kok-Siew, H., & Yin-Fah, B. C. (2013). FACTORS AFFECTING
SMARTPHONE PURCHASE DECISION AMONG MALAYSIAN
GENERATION Y. International Journal of Asian Social Science, 3(12),
2426-2440.



97

Lemke, F., Clark, M., & Wilson, H. (2011). Customer experience quality: an
exploration in business and consumer contexts using repertory grid
technique. Journal of the Academy of Marketing Science, 39, 846—869.

Lian, J.-W., & Li, J. (2021). The dimensions of trust:An investigation of mobile
payment services in Taiwan. Technology in Society, 67, 101753.
https://doi.org/https://doi.org/10.1016/j.techsoc.2021.101753

Lim, F.-W., Ahmad, F., & Talib, A. (2019). Behavioural intention towards using
electronic wallet: a conceptual framework in the light of the unified theory of
acceptance and use of technology (UTAUT). Imperial Journal of
Interdisciplinary Research, 5(1), 79-86.

Lim, H., & Dubinsky, A. J. (2004). Consumers’ perceptions of elIshopping
characteristics: an expectancyllvalue approach. Journal of Services
Marketing, 18(7), 500-513.

Liputri, E., & Gosal, G. (2024). the Relationship of Customer Experience,
Customer Engagement, Customer Satisfaction, and Customer Loyalty in
Shopee E-Commerce. JMBI UNSRAT (Jurnal llmiah Manajemen Bisnis Dan
Inovasi Universitas Sam Ratulangi)., 11(1), 196-204.
https://doi.org/10.35794/jmbi.v1111.53201

Meyer, C., & Schwager, A. (2007). Understanding customer experience. Harvard
Business Review, 85(2), 116.

Mofokeng, T. E. (2021). The impact of online shopping attributes on customer
satisfaction and loyalty: Moderating effects of e-commerce experience.
Cogent Business and Management, 8(1).
https://doi.org/10.1080/23311975.2021.1968206

Mokalu, P. C. C., Massie, J. D. ., & Mandagie, Y. (2019). The Influence Of
Customer Experience, Customer Value, And Brand Trust On Customer

Loyalty Go-Jek Online Transportation Services Users In Manado. Jurnal
EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 7(3),
2771-2780.

Octalina, L. E., Rahimah, A., & Arifin, Z. (2023). Exploring the Contingent Role
of Effort Expectancy on Online Purchase Intention in E-commerce
Application. Jurnal Manajemen Teori Dan Terapan| Journal of Theory and
Applied Management, 16(1), 144-161.
https://doi.org/10.20473/jmtt.v1611.41398

Pandey, S., & Chawla, D. (2018). Online customer experience (OCE) in clothing
e-retail: exploring OCE dimensions and their impact on satisfaction and



98

loyalty—does gender matter? International Journal of Retail & Distribution
Management, 46(3), 323-346.

Pavlou, P. A. (2003). Consumer acceptance of electronic commerce: Integrating
trust and risk with the technology acceptance model. International Journal of
Electronic Commerce, 7(3), 101-134.

Petrovi¢, D. R., Nedeljkovi¢, 1., & Marinkovi¢, V. (2022). The role of the
hedonistic and utilitarian quality dimensions in enhancing user satisfaction in
mobile banking. International Journal of Bank Marketing, 40(7), 1610-1631.

Prasetyo, F. A., & Mustagim, M. (2024). Financial technology, financial
knowledge, and financial attitude of Generation Z: Determinants of financial
behavior. Journal of Enterprise & Development (JED), 6(2).

Prihatini, D. A., & Astuti, P. (2025). Pengalaman Belanja Online dan Kualitas
Layanan Logistik dalam Menciptakan Kepuasan Pelanggan: Studi Niat
Membeli Kembali pada Marketplace Shopee. Economic Reviews Journal,
4(2). https://doi.org/10.56709/mrj.v412.667

Rohmah, N., & Raharjo, S. T. (2024). ANALISIS PENGARUH PENGALAMAN
MEREK TERHADAP LOYALITAS MEREK DENGAN KESESUAIAN
DIRI TERHADAP MEREK DAN KEPUASAN PENGGUNA SEBAGAI
VARIABEL INTERVENING (Studi pada Pengguna Platform Shopee di
Semarang). Diponegoro Journal Of Management, 13(2).

Rose, S., Clark, M., Samouel, P., & Hair, N. (2012). Online customer experience
in e-retailing: an empirical model of antecedents and outcomes. Journal of
Retailing, 88(2), 308-322.

Semeijn, J., Van Riel, A. C. R., van Birgelen, M. J. H., & Streukens, S. (2005).
Eservices and offline fulfilment: how e lloyalty is created. Managing Service
Quality: An International Journal, 15(2), 182—194.

Shen, C.-C., & Chiou, J.-S. (2010). The impact of perceived ease of use on
Internet service adoption: The moderating effects of temporal distance and
perceived risk. Computers in Human Behavior, 26(1), 42-50.

Syahnur, M. H., Soeharijanto, M., & Tazlie, L. (2018). Analisis Customer
Experience Dengan Importance Performance Analysis (IPA)—Suatu Studi

Pada Pelanggan Telkom Indihome Regional III Bandung. Jurnal Manajemen
Bisnis, 5(2), 1-12.

Terblanche, N. S. (2018). Revisiting the supermarket in-store customer shopping
experience. Journal of Retailing and Consumer Services, 40, 48—59.



99

Theresia, N. M. M. D. T., & Wardana, I. M. (2019). Pengaruh Pengalaman
Belanja Online, Kepuasan Pelanggan, Dan Adjusted Expection Terhadap
Niat Membeli Kembali Melalui Traveloka. Udayana University.

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User
acceptance of information technology: Toward a unified view. MIS
Quarterly, 425-478.

Venkatesh, V., Thong, J. Y. L., & Xu, X. (2012). Consumer acceptance and use of
information technology: extending the unified theory of acceptance and use
of technology. MIS Quarterly, 157-178.

Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). From multi-channel retailing
to omni-channel retailing: introduction to the special issue on multi-channel
retailing. Journal of Retailing, 91(2), 174—181.

Wattoo, M. U., Du, J., Shahzad, F., & Kousar, S. (2025). Shaping E-commerce
Experiences: Unraveling the Impact of Service Quality on Youth Customer
Behavior in a Developing Nation. SAGE Open, 15(1), 1-23.
https://doi.org/10.1177/21582440241311786

Yin, W., & Xu, B. (2021). Effect of online shopping experience on customer
loyalty in apparel business-to-consumer ecommerce. 7Textile Research
Journal, 91(23-24), 2882-2895. https://doi.org/10.1177/00405175211016559

Zea, D. A. E., & Halim, R. E. (2025). The role of effort expectancy and facilitating
conditions in enhancing digital banking adoption: A pathway towards

sustainable financial services. Kemakmuran Hijau: Jurnal Ekonomi
Pembangunan, 2(1), 15-28. https://doi.org/10.61511/jekop.v211.2025.1744

Zhong, Y., & Moon, H.-C. (2022). Investigating customer behavior of using
contactless payment in China: A comparative study of facial recognition
payment and mobile QR-code payment. Sustainability, 14(12), 7150.



