Universitas Esa Unggul

DAFTAR REFERENSI

Aditi, B., Hafizah, & Hermansyur. (2021). The Role of E-Services, Quality System and Perceived
Value on Customer Satisfaction: An Empirical Study on Indonesian SMEs. Journal of
Industrial Engineering & Management Research, 2(3), 193-205.

Ahmed, M. A., Khalid, S., & Ahmad, M. (2018). Repurchase Intentions toward Trendy Clothing
Fashion in Muslim Communities: The Role of Social Influence, Brand Attachment and
Perceived Value. Journal of Islamic Business and Management (JIBM), 8(2), 480-500.
https://doi.org/10.26501/jibm/2018.0802-009

Alkufahy, A. M., Al-Alshare, F., Qawasmeh, F. M., Aljawarneh, N. M., & Almaslmani, R. (2023).
The mediating role of the perceived value on the relationships between customer
satisfaction, customer loyalty and e-marketing. International Journal of Data and Network
Science, 7(2), 891-900. https://doi.org/10.5267/j.1jdns.2022.12.022

Aloysius Rangga Aditya Nalendra, Slamet Heri Winarno, Agus Priadi, Elpa Hermawan, Martinus
Wahyu Purnomo, & Arman Syah Putra. (2021). The Effect OfGoods Prices And Buyer Trust
On The E-Commerce Sales System For Purchasing Goods Online. International Journal of
Science, Technology & Management, 2(3), 561-567.
https://doi.org/10.46729/ijstm.v2i3.235

Amalia, K., & Nurlinda, R. A. (2022). Pengaruh Influencer Marketing Dan Online Customer
Review Terhadap Purchase Intention Melalui Perceived Value Produk Serum Somethinc.
Sibatik Journal, 1(11), 2383-2398. https://publish.ojs-indonesia.com/index.php/SIBATIK

Anggorogiri, S. S. (2022). Enrichment : Journal of Management Antecedents of e-satisfaction ,
e-trust and their impact on purchase intention on Tokopedia MSME Buyers consumers.
12(5).

Apriyansyah, B., Dinni, S. R., & Wibawa, B. M. (2021). Determinant of Satisfaction and
Repurchase Intention on E- commerce: A Case Study of Housewife in Indonesia. Procedia
Business and Financial Technology, 1(Iconbmt). https://doi.org/10.47494/pbft.2021.1.18

Astria, N., & Wahdiniwaty, R. (2020). The Effect of Trust Dimension Towards E-Commerce
Customer Participation. Proceedings of the International Conference on Business,
Economic, Social Science, and Humanities — Economics, Business and Management Track
(ICOBEST-EBM 2019), 112, 130-133. https://doi.org/10.2991/aebmr.k.200108.03 1

Aurelia, F., & Nawawi, M. T. (2021). Pengaruh Customer Satisfaction, Perceived Value, Dan
Trust Terhadap Online Repurchase Intention Pada Fashion Di Instagram Di Jakarta. Jurnal
Manajerial Dan Kewirausahaan, 3(1), 117. https://doi.org/10.24912/jmk.v3i1.11296

Chavee, N., & Vongurai, R. (2023). Journal of Multidisciplinary in Social Sciences Factors
Impacting Trust , Satisfaction , and Purchase Intention Via Social Live Stream Commerce
with Thai Influencers. 19(August), 30—41.

Christea, K., & Chairun Nisa, P. (2022). Pengaruh Advertising Disclosure Language terhadap
Minat Beli Produk Beauty and Fashion di Instagram dengan Source Credibility sebagai
Variabel Intervening. Jurnal Manajemen Dan  Organisasi, 13(1), 12-22.
https://doi.org/10.29244/jmo.v13i1.37510

Dodosh, M., Hamrebj, L., Taheri, K., & Thesis, B. (2020). # Unfollowed : When Influencer
Advertisements Become the Last Straw.

Erdiyana, L. Y., Muslichah, I., Mulia, R., & Setyaning, A. N. A. (2022). Social Media Influencers’
Role on Brand Engagement, Value, and Consumers’ Intention to Buy Muslim Fashion.
JBTI : Jurnal Bisnis : Teori Dan Implementasi, 13(1), 62-77.
https://doi.org/10.18196/jbti.v13i1.14453

Featherman, M., Jia, S. (Jasper), Califf, C. B., & Hajli, N. (2021). The impact of new technologies
on consumers beliefs: Reducing the perceived risks of electric vehicle adoption.
Technological ~ Forecasting  and  Social Change, 169(April), 120847.

20



Universitas Esa Unggul

https://doi.org/10.1016/j.techfore.2021.120847

Firman, A., Ilyas, G. B., Reza, H. K., Lestari, S. D., & Putra, A. H. P. K. (2021). The Mediating
Role of Customer Trust on the Relationships of Celebrity Endorsement and E-WOM to
Instagram Purchase Intention. Jurnal Minds: Manajemen Ide Dan Inspirasi, 8(1), 107.
https://doi.org/10.24252/minds.v811.20594

Garcia-Salirrosas, E. E., Acevedo-Duque, A., Marin Chaves, V., Mejia Henao, P. A., & Olaya
Molano, J. C. (2022). Purchase Intention and Satisfaction of Online Shop Users in
Developing Countries during the COVID-19 Pandemic. Sustainability (Switzerland),
14(10), 1-14. https://doi.org/10.3390/sul14106302

Gunawan, C. M., & Rahmania, L. (2023). THE INFLUENCE OF SOCIAL INFLUENCE AND
PEER INFLUENCE ON INTENTION TO PURCHASE IN E-COMMERCE. 61-84.

Guo, J., & Li, L. (2022). Exploring the Relationship Between Social Commerce Features and
Consumers’ Repurchase Intentions: The Mediating Role of Perceived Value. Frontiers in
Psychology, 12(March). https://doi.org/10.3389/fpsyg.2021.775056

Hafiz, G. P., & Maulida, Z. A. (2023). The Impact of Brand Love, Customer Satisfaction, and
Word of Mouth on Cosmetic Purchase Intention. Indikator: Jurnal limiah Manajemen Dan
Bisnis, 7(1), 59. https://doi.org/10.22441/indikator.v7i1.17107

Handayani, null, Harmadi, A., Purnamasari, W., & Patriya, E. (2022). A Study on the Role of
Internal and External Factors in Consumer Buying Behaviour Through E-Marketplace.
International  Journal of Economic Behavior and Organization, 10(1), 1.
https://doi.org/10.11648/].ijebo.20221001.11

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant
validity in variance-based structural equation modeling. Journal of the Academy of
Marketing Science, 43(1), 115—135. https://doi.org/10.1007/s11747-014-0403-8

Hermanda, A., Sumarwan, U., & Tinaprillia, N. (2019). the Effect of Social Media Influencer on
Brand Image, Self-Concept, and Purchase Intention. Journal of Consumer Sciences, 4(2),
76—89. https://doi.org/10.29244/jcs.4.2.76-89

Hernikawati, D. (2021). Analisis Dampak Pandemi COVID-19 terhadap Jumlah Kunjungan pada
Situs E-Commerce di Indonesia Menggunakan Uji T Berpasangan. Jurnal Studi Komunikasi
Dan Media, 25(2), 191. https://doi.org/10.31445/jskm.2021.4389

Hieronanda, A. T., & Nugraha, A. K. N. A. (2021). The Influence of Social Factors, Trust, Website
Quality, and Perceived Risk on Repurchase Intention in E-Commerce. Jurnal Bisnis Dan
Manajemen, 8(2), 321-335. https://doi.org/10.26905/jbm.v8i2.6275

Jadil, Y., Rana, N. P., & Dwivedi, Y. K. (2022). Understanding the drivers of online trust and
intention to buy on a website: An emerging market perspective. International Journal of
Information Management Data Insights, 2(1), 100065.
https://doi.org/10.1016/j.jjimei.2022.100065

Jiang, X., Ding, Z., Li, X., Sun, J., Jiang, Y., Liu, R., Wang, D., Wang, Y., & Sun, W. (2020). How
cultural values and anticipated guilt matter in Chinese residents’ intention of low carbon
consuming behavior. Journal of Cleaner Production, 246(xxxx), 119069.
https://doi.org/10.1016/j.jclepro.2019.119069

Juliana, H., Ekonomi, F., & Unggul, U. E. (2023). Pengaruh Siaran Langsung Dan Manfaat Yang
Dirasakan Terhadap Niat Beli Melalui Kepercayaan Konsumen Pada Aplikasi Tiktok Shop.
1(6), 1517-1538.

Juliana, J., Noval, T., Hubner, 1. B., & Bernarto, 1. (2020). Ease Of Use Dan Trust Terhadap
Purchase Intention Melalui Customer Satisfaction Pada Situs Web Tokopedia. Jurnal
Ecodemica:  Jurnal  Ekonomi,  Manajemen, Dan  Bisnis, 4(2), 217-229.
https://doi.org/10.31294/jeco.v4i12.6909

Jyoti Gogoi, B., & Shillong, I. (2021). Customer trust influencing customer perceived value and
brand loyalty. Academy of Marketing Studies Journal, 25(5), 1-11.

21



Universitas Esa Unggul

Kadop, S. S., & Yansen, E. (2023). The Effects of Consumer Trust and Satisfaction on Consumer
Social Commerce Adoption in Rural Areas. 5(6),2901-2912.

Laming, S. (2020). Tren E-Commerce Pada Era Pandemi COVID-19. In Jurnal Penelitian
Humano (Vol. 11, Issue 2, pp. 55-63).

Lim, W. M. (2022). Toward a Theory of Social Influence in the New Normal. Activities,
Adaptation and Aging, 46(1), 1-8. https://doi.org/10.1080/01924788.2022.2031165

Liu, H. (2021). Perceived Value Dimension, Product Involvement and Purchase Intention for
Intangible Cultural Heritage Souvenir. American Journal of Industrial and Business
Management, 11(01), 76-91. https://doi.org/10.4236/ajibm.2021.111006

Maia, C. R., Lunardi, G. L., Dolci, D., & D’Avila, L. C. (2019). Competitive price and trust as
determinants of purchase intention in social commerce. BAR - Brazilian Administration
Review, 16(4), 1-24. https://doi.org/10.1590/1807-7692bar2019190074

Marianus, S., & Ali, S. (2021). Factors Determining the Perceived Security Dimensions in B2C
Electronic Commerce Website Usage: An Indonesian Study. Journal of Accounting and
Investment, 22(1), 104—132. https://doi.org/10.18196/jai.v22i1.8171

Marlien, R. A., Putri, C., Basiya, R., & Suteja, B. (2021). Analysis of Factors Affecting
Consumer’s Purchase Intention Impact on Customer Behavior Outcomes. Proceedings of
the 3rd International Conference on Banking, Accounting, Management and Economics
(ICOBAME 2020), 169(Icobame 2020), 430-434.
https://doi.org/10.2991/aebmr.k.210311.086

Permatasari, B., & Jaelani, J. (2021). The Effect of Perceived Value on E-Commerce Applications
in Forming Customer Purchase Interest and Its Effect on User Loyalty. Integrated Journal
of Business and ..., 101-112. http://ojs.ijbe-research.com/index.php/IJBE/article/view/340

Pradhana, C. A., Suliantoro, H., & Susanty, A. (2021). Conceptual model of relationship between
trust, perceived risk, price dispersion, e-WOM, perceived value, and online transaction
intention. Proceedings of the International Conference on Industrial Engineering and
Operations Management, 2010, 2118-2128.

Prasetyo, A. N., & Yusran, H. L. (2022). Pengaruh E-Service Quality Dan E-Trust Terhadap
Repurchase Intention Melalui E-Satisfaction Pada Pengguna E-Commerce. [jd-Demos, 4(1),
137-151. https://doi.org/10.37950/ijd.v4i1.193

Puspitarini, D. A., Purnama, P. A., & Dewi, 1. R. (2021). Fraud risk and trust on the intention to
buy of e-commerce. Journal of Contemporary Accounting, 3(1), 45-52.
https://doi.org/10.20885/jca.vol3.iss1.art5

Puteri Lefina, Z., & Hidayat, A. (2022). The Influence of Social Media Influencer’s
Trustworthiness on Engagement, Expected Value and Purchase Intention. Devotion Journal
of Community Service, 3(8), 736—744. https://doi.org/10.36418/dev.v3i08.176

Quan, N. H., Chi, N. T. K., Nhung, D. T. H., Ngan, N. T. K., & Phong, L. T. (2020). The influence
of website brand equity, e-brand experience on e-loyalty: The mediating role of e-
satisfaction. Management Science Letters, 10(1), 63-76.
https://doi.org/10.5267/j.ms1.2019.8.015

Rahmiati, R., & Susanto, P. (2022). The Effects of Social Influence, Hedonic Motivation, and
Habit on E-Money Behavioral Intention: The Role of Perceived Risk as a Moderator.
Advances in Economics, Business and Management Research, 659, 184—189.

Ratnasari, 1., Siregar, S., & Maulana, A. (2021). How to build consumer trust towards e-
satisfaction in e-commerce sites in the covid-19 pandemic time? International Journal of
Data and Network Science, 5(2), 127—-134. https://doi.org/10.5267/j.ijdns.2021.2.001

Roseline, K., & Gunadi, W. (2023). The Effect of Trust In The Soco Community on Repurchase
Intention in Social E-Commerce. 20(2), 764-772.

Shivany, S. S. (2013). Factors Influencing Customer Perceived Value of Services of Medical
Clinics. EXCEL International Journal of Multidisciplinary Management Studies, 3(5).

22



Universitas Esa Unggul

Tjokrosaputro, M., & Cokki, C. (2020). The Role of Social Influence Towards Purchase Intention
With Value Perception as Mediator: A Study on Starbucks Coffee as an Environmentally
Friendly Product. 145(Icebm 2019), 183—189. https://doi.org/10.2991/aecbmr.k.200626.034

Victoria, M., & Purwianti, L. (2022). Analisis Faktor yang Mempengaruhi Purchase Intention
Produk Skincare Dengan Mediasi Trust pada Kalangan Generasi Z di Kota Batam.
Ekonomis: Journal of Economics and Business, 6(2), 465.
https://doi.org/10.33087/ekonomis.v6i2.572

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

Watanabe, E. A. de M., Alfinito, S., Curvelo, I. C. G., & Hamza, K. M. (2020). Perceived value,
trust and purchase intention of organic food: a study with Brazilian consumers. British Food
Journal, 122(4), 1070—1184. https://doi.org/10.1108/BFJ-05-2019-0363

Wirya, Y. H., & Syah, T. Y. R. (2022). Consumer Product Involvement, Attitude and Cognition
Towards Ad, and Perceived Value Concerning Purchase Intentions. JDM (Jurnal Dinamika
Manajemen), 13(2), 173-184.

Wu, Y., & Huang, H. (2023). Influence of Perceived Value on Consumers’ Continuous Purchase
Intention in Live-Streaming E-Commerce—Mediated by Consumer Trust. Sustainability
(Switzerland), 15(5). https://doi.org/10.3390/su15054432

Yuan, S., & Lou, C. (2020). How Social Media Influencers Foster Relationships with Followers:
The Roles of Source Credibility and Fairness in Parasocial Relationship and Product
Interest. Journal of Interactive Advertising, 0(0), 133-147.
https://doi.org/10.1080/15252019.2020.1769514

Yulianto, E. (2022). the Mediating Role of Perceived Value Between Product Description and
Repurchase Intention. Xinan Jiaotong Daxue Xuebao/Journal of Southwest Jiaotong
University, 57(4), 156—173. https://doi.org/10.35741/issn.0258-2724.57.4.14

Zafar, A. U., Qiu, J., Shahzad, M., Shen, J., Bhutto, T. A., & Irfan, M. (2021). Impulse buying in
social commerce: bundle offer, top reviews, and emotional intelligence. Asia Pacific Journal
of Marketing and Logistics, 33(4), 945-973. https://doi.org/10.1108/APJML-08-2019-0495

Zeqiri, J., Ramadani, V., & Aloulou, W. J. (2022). The effect of perceived convenience and
perceived value on intention to repurchase in online shopping: the mediating effect of e-
WOM and trust.  Economic  Research-Ekonomska  Istrazivanja ,  36(3).
https://doi.org/10.1080/1331677X.2022.2153721

23



