DAETAR PUSTAKA

Agarwal, R. and Prasad, J. (1998). A conceptual and operational definition of
personal innovativeness in the domain of information technology.
Information Systems Research, 9(2), 204-15.

Ajzen, 1., & Fishbein. M. (1980). Understanding attitudes and predicting social
behavior. New Jersey, Englewood Cliffs, Prentice-Hall.

Ajzen, Icek. (1985). From intentions to actions: a theory of planned behavior, in
Kuhl, J. and Beckman, J. Eds, Action-Control: From Cognition to
Behavior, Springer, Heidelberg, 11-39.

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

Bauer, R. A. (1960). Consumer Behavior as Risk Taking. Journal of Business
Research, 23-33.

Bhatnagar, A., Misra, S. & Rao, H. R. (2000). On risk, convenience, and internet
shopping behavior. Communications of the ACM, 43(11), 98-105.

Biswas, D., & Biswas, A. (2004). Perceived risks in online shopping: Do Signals
matter more on the web?. Journal of Interactive Marketing, 18(3), 30-45.

Bratadharma, A. (2014). Keamanan Kartu Kredit Jadi Kekhawatiran Utama
Belanja ~ Online. Retrieved December 1, 2014, from
http://www.infobanknews.com/2014/09/keamanan-kartu-kredit-jadi-

kekhawatiran-utama-belanja-online/

73

Linda, Analisis Faktor-Faktor yang Mempengaruhi Perilaku Belanja Konsumen Secara Online, 2015
UIB Repository(c)2015



Castaneda, J.A., Frias, D.M., & Rodriguez, M.A. (2009). Antecedents of internet
acceptance and use as an information source by tourist. Online Information
Review, 33(3), 548-567.

Cox, D. F.,, & Rich, S. J. (1964). Perceived Risk and Consumer Decision —
Making: The case of Telephone Shopping. Journal of Marketing
Research, 1(4), 32-39.

Crespo, A.H., & Bosque, I.LR.D. (2008). The effect of innovativeness on the
adoption of B2C e-commerce: A model based on the Theory of Planned
Behaviour. Computers in Human Behavior, 24, 2830-2847.

Crespo, A.H., Bosque, I.R.D., & Sanchez, G.D.L.S. (2009). The influence of
perceived risk on internet shopping behavior: a multidimensional
perspective. Journal of Risk Research, 12(2), 259-277.

Cunningham, S.M. (1967), The major dimensions of perceived risk: Risk Taking
and Information Handling in Consumer Behavior. Harvard University
Press, 82-108.

D'Alessandro, S., Girardi, A., & Tiangsoongnern, L. (2012). Perceived risk and
trust as antecedents of online purchasing behavior in the USA gemstone
industry. Asia Pacific Journal of Marketing and Logistic, 24(3), 433-460.

Dayal, S., Landesberg, H. & Zeisser, M. (1999). How to build trust online.
Marketing Management, 8(3), 64-9.

Derbaix, C. (1983). Perceived risk and risk relievers: an empirical investigation.

Journal of Economic Psychology, 3, 19-38.

74

Linda, Analisis Faktor-Faktor yang Mempengaruhi Perilaku Belanja Konsumen Secara Online, 2015
UIB Repository(c)2015



Direktorat Jenderal Pendidikan Tinggi. (2014). Pangkalan Data Pendidikan
Tinggi. Retrieved December 1, 2014, from
http://forlap.dikti.go.id/perguruantinggi/search

Doney, P.M., & Cannon, J.P. (1997), An examination of the nature of trust in
buyer-seller relationships. Journal of Marketing, 61, 35-51.

Featherman, M. S., & Pavlou, P. A. (2003). Predicting e-services adoption: A
perceived risk facets perspective. International Journal of Human
Computer Studies, 59(4), 451-474.

Forsythe, S. M., & Shi, B. (2003). Consumer patronage and risk perceptions in
Internet shopping. Journal of Business Research, 56(11), 867-875.

Gefen, D. (2002). Reflections on the dimensions of trust and trustworthiness
among online consumers. ACM SIGMIS Database, 33(3), 38-53.

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online
shopping: An integrated model. MIS Quarterly, 27(1), 51-90.

George, Joey F. (2004). The theory of planned behavior and Internet purchasing.
Journal of Internet Research, 14(3), 198-212.

Ghozali, I. (2013). Aplikasi analisis multivariate dengan program SPSS 21,
Semarang: Badan Penerbit Universitas Diponegoro.

Habibabadi, M.N., Dargah, D.B., Poursaeedi, A., Ahari, H.A., & Kouchekian, M.
(2012). An Investigation Factors on Attitude toward Online Shopping
among Iranian Consumers. Journal of Basic and Applied Scientific

Research, 2(12).

75

Linda, Analisis Faktor-Faktor yang Mempengaruhi Perilaku Belanja Konsumen Secara Online, 2015
UIB Repository(c)2015



Hansen, T. (2008). Consumer values, the theory of planned behavior and online
grocery shopping. International Journal of Consumer Studies, 32, 128-137.

Hong, L.B., & Cha H.S. (2013). The mediating role of consumer trust in an
online merchant in predicting purchase intention. International Journal of
Information Management, 33, 927-939.

Horton, R.L. (1976). The structure of decision risk: some further progress.
Journal of Academic Marketing Science, 4, 94—706.

Hsu, C.L., Lin, C.C., & Chiang, H.S. (2013). The effects of blogger
recommendations on customers' online shopping intentions. Internet
Research, 23(1), 69-88.

Indriantoro, N., & Supomo, B. (2013). Metodologi Penelitian Bisnis: Untuk
Akuntansi dan Manajemen (edisi pertama, cetakan keenam). Yogyakarta:
BPEE.

Ingene, C.A., & Hughes, M.A. (1985). Risk management by consumers. In
Research in consumer behavior, ed. J. Sheth, Vol. 1, 103-58. Greenwich:
JAI Press Inc.

Jarvenpaa, S.L., & Todd, P.A. (1997). Is there a future for retailing on the internet.
In Electronic marketing and the consumer, ed. R.A. Peterson, 139-54.
Thousand Oaks, CA: Sage Publications.

Jarvenpaa, S. L., & Tractinsky, N. (1999). Consumer trust in an Internet store: A
cross-cultural validation. Journal of Computer Mediated Communication,

5(2), 1-35.

76

Linda, Analisis Faktor-Faktor yang Mempengaruhi Perilaku Belanja Konsumen Secara Online, 2015
UIB Repository(c)2015



Jarvenpaa, S. L., Tractinsky, J., & Vitale, M. (2000). Consumer trust in and
Internet store. Information Technology Management, 1, 45-71.

Javadi, M.H.M., Dolatabadi, H.R., Nourbakhsh , M., Poursaeedi, A., &
Asadollahi, A.R. (2012). An Analysis of Factors Affecting on Online
Shopping Behavior of Consumers. International Journal of Marketing
Studies, 4(5).

Karayanni, D. A. (2003). Web-shoppers and non-shoppers: Compatibility, relative
advantage and demographics. European Business Review, 15(3), 141-152.

Keisidou, E., Sarigiannidis, L., & Maditinos, D. (2011). Consumer characteristics
and their effect on accepting online shopping, in the context of different
product types. International Journal of Business Science and Applied
Management, 6(2).

Kesharwani, A., & Bisht, S.S. (2012). The impact of trust and perceived risk on
internet banking adoption in India. International Journal of Bank
Marketing, 30(4), 303-322.

Khalifa, M., & Limayem, M. (2003). Drivers of internet shopping.
Communications of the ACM, 46(12), 233-239.

Khan, S., & Rizvi, A.H. (2011). Factors Influencing The Consumers' Intention to
Shop Online. Skyline Business Journal, 7(1).

Khare, A., Khare, A., & Singh, S. (2012). Attracting Shoppers to Shop Online -
Challanges and Opportunities for the Indian Retail Sector. Journal of

Internet Commerce, 11, 161-185.

77

Linda, Analisis Faktor-Faktor yang Mempengaruhi Perilaku Belanja Konsumen Secara Online, 2015
UIB Repository(c)2015



Khare, A., Singh, S., & Khare, A. (2010). Innovativeness / Novelty-Seeking
Behavior as Determinants of Online Shopping Behavior Among Indian
Youth. Journal of Internet Commerce, 9, 164-185.

Kok, L.M.A.,, & Teoh, B.W. (2013). Exploring Consumers' Attitude and
Behaviours toward Online Hotel Room Reservation. American Journal of
Economics, 3(5c¢), 6-11.

Korgaonkar, P.A, & Karson, E.J. (2007). The Influence of Perceived Product Risk
on Consumers' e-Tailer Shopping Preference. Journal of Business
Psychology, 22, 55-64.

Krejcie, R.V., & Morgan, D.W. (1970). Determining sample size for research
activities. Educational and Psychological Measurement, 30, 607-610.

Laohapensang, O. (2009). Factors influencing internet shopping behaviour: a
survey of consumers in Thailand. Journal of Fashion Marketing and
Management, 13(4), 501-513.

Lassar, W. M., Manolis, C., & Lassar, S. S. (2005). The relationship between
consumer innovativeness, personal characteristics, and online banking
adoption. International Journal of Bank Marketing, 23(2), 176-199.

Lee, M., & Turban, E. (2001). A trust model for consumer Internet shopping.
International Journal of Electronic Commerce, 6(1), 75-91.

Lee, H.Y., Qu, H.L., & Kim, Y.S. (2007). A study of the impact of personal
innovativeness on online travel shopping behavior - A case study of

Korean travelers. Tourism Management 28, 886-897.

78

Linda, Analisis Faktor-Faktor yang Mempengaruhi Perilaku Belanja Konsumen Secara Online, 2015
UIB Repository(c)2015



Li, N., & Zhang, P. (2002). Consumer online shopping attitudes and behavior: An
assessment of research. Information Systems proceedings of Eighth
Americas Conference.

Liang, T.P., & Huang, J.S. (1998). An empirical study on consumer acceptance
of products in electronic markets: a transaction cost model. Decision
Support Systems, 24, 29-43.

Liang, T., & Lai, H. (2000). Electronic store design and consumer choice: an
empirical study. System Sciences Proceedings of 33rd International
Conference in Hawaii.

Liang, R.D.A., & Lim, W.M. (2011). Exploring the online buying behavior of
specialty food shoppers. International Journal of Hospitality Management
30, 855-865.

Lin, H.F. (2006). Understanding Behavioral Intention to Participate in Virtual
Communities. Cyber Psychology & Behavior, 9(5).

Littler, D. & Melanthiou, D. (2006). Consumer perceptions of risk and uncertainty
and the implications for behavior towards innovative retail services: the
case of internet banking. Journal of Retailing and Consumer Services,
13(6), 431-43.

Liu, Xia., Burns, A.C., & Hou, Y.J. (2013). Comparing online and in-store
shopping behavior towards luxury goods. International Journal of Retail

& Distribution Management, 41(11/12), 885-900.

79

Linda, Analisis Faktor-Faktor yang Mempengaruhi Perilaku Belanja Konsumen Secara Online, 2015
UIB Repository(c)2015



Lu, H.P., Hsu, C.L., & Hsu, H.Y. (2005). An empirical study of the effect of
perceived risk upon intention to use online applications. Information
Management & Computer Security, 13(2), 106-120.

Maignan, I. & Lukas, B.A. (1997). The Nature and Social Uses of the Internet: A
Qualitative Investigation. The Journal of Consumer Affairs, 31(2), 346-
371.

Manzano, J.A., Navarre, C.L., Mafe, C.R., & Blas, S.S. (2009). The role of
consumer innovativeness and perceived risk in online banking usage.
International journal of Bank Marketing, 27(1), 53-75.

McClave, J. T., & Sincich, T. (2003). Statistics 9th edition. New Jersey: Pearson
Education International.

McKnight, D. H., Choudhury, V., & Kacmar, C. (2002). Developing and
validating trust measures for e-commerce: An integrative typology.
Information Systems Research, 13(3), 334-359.

McKnight, D.H., Cummings, L.L. & Chervany, N.L. (1998). Initial trust
formation in new organizational relationships. Academy of Management
Review, 23(3), 473-90.

Miyazaki, A. D., & Fernandez, A. (2001). Consumer perceptions of privacy and
security risks for online shopping. Journal of Consumer Affairs, 35(1),
27-44.

Nielsen Global Survey Of E-commerce. (2014). Konsumen Indonesia Mulai

Menyukai Belanja Online. Retrieved December 1, 2014, from

80

Linda, Analisis Faktor-Faktor yang Mempengaruhi Perilaku Belanja Konsumen Secara Online, 2015
UIB Repository(c)2015



http://www.nielsen.com/id/en/press-room/2014/konsumen-indonesia-
mulai-menyukai-belanja-online.html

Pachauri, M. (2002). Consumer Behavior a Literature Review. Marketing Review,
2(3), 319-346.

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),69-103.

Rachmat, B.S. (2013). Digital Marketing Landscape in Indonesia 2013. Retrieved
March 24, 2014, from http://www.slideshare.net/bayusyerli/digital-
marketing landscape-in-indonesia-2013

Ratnasingham, P. (1998). The importance of trust in electronic commerce.
Internet Research: Electronic Networking Applications and Policy, 8(4),
313-21.

Robinson, L., Marshall, G. W., & Stamps, M. B. (2004). Sales force use of
technology: antecedents to technology acceptance. Journal of Business
Research, 58(12), 1623-1631.

Rogers, E. M., & Shoemaker, F. F. (1971). Communication of Innovations. New
York, NY: The Free Press.

Roselius, T. (1971). Consumer rankings of risk reduction methods. Journal of
Marketing, 35(1), 56-61.

Salo, J. & Karjaluoto, H. (2007). A conceptual model of trust in the online

environment. Online Information Review, 31(5), 604-21.

81

Linda, Analisis Faktor-Faktor yang Mempengaruhi Perilaku Belanja Konsumen Secara Online, 2015
UIB Repository(c)2015



Setiawan, S.R.D. (2014). Belanja "Online” Makin Diminati Orang Indonesia.
Retrieved December 1, 2014, from http://bisniskeuangan.kompas.com/
read/2014/03/18/1136069/Belanja.Online.Makin.Diminati.Orang.
Indonesia

Sinha, J. (2010). Factors affecting online shopping behavior of Indian consumers.
International Journal of Marketing Studies, 10(3).

Song, J., & Zahedi, F.M. (2005). A Theoretical Approach to Web Design in E-
Commerce: A Belief Reinforcement Model. Management Science, 51(8),
1219-1235.

Soopramanien, D.G.R., Fildes, R., & Robertson, A. (2007). Consumer decision
making, E-commerce and Perceived risks. Applied Economics, 39, 2159-
2166.

Su, D., & Huang, X. (2011). Research on Online Shopping Intention of
Undergraduate Consumer in China -- Based on the Theory of Planned
Behavior. International Business Research, 4(1).

Sweeney, J.C., Soutar, G.N., & Johnson, L.W. (1999). The role of perceived risk
in the quality— value relationship: a study in a retail environment. Journal
of Retailing, 75(1),77 — 105.

Swinyard, W. R., & Smith, S. M. (2003). Why People Don‘t Shop Online: A
Lifestyle Study of the Internet Consumers. Psychology and Marketing,
20(7), 567-597.

Teo, T.S.H. (2002). Attitudes toward Online Shopping and the Internet. Behaviour

& Information Technology, 21(4).

82

Linda, Analisis Faktor-Faktor yang Mempengaruhi Perilaku Belanja Konsumen Secara Online, 2015
UIB Repository(c)2015



Vijayasarathy, L.R., & Jones, J.M. (2000). Print and Internet catalog shopping:
Assessing attitudes and intentions. Internet Research: Electronic
Networking Applications and Policy, 10(3), 191-202.

Wang, M. S., Chen, C. C., Chang, S. C., & Yang, H. Y. (2007). Effects of Online
Shopping Attitudes, Subjective Norms and Control Beliefs on Online
Shopping Intentions: A Test of the Theory of Planned Behavior.
International Journal of Management, 24(2), 296-302.

Wang, T.L., & Tseng, Y.F. (2011). A Study of the Effect on Trust and Attitude
with Online Shopping. International Journal of Digital Society, 2(2).
Wiedmann, K.P., Hennigs, N., Pankalla, L., Kassubek, M., Seegebarth, B., &
Reeh, M.O. (2010). Online distribution of pharmaceuticals: investigating
relations of consumers' value perception, online shopping attitudes and
behaviour in an e-pharmacy context. Journal of Customer Behaviour, 9(2),

175-199.

Yang, B., Lester, D., & James, S. (2007). Attitudes toward buying online as
predictors of shopping online for British and American respondents. Cyber
Psychology and Behavior, 10(2), 198-203.

Yu, T., & Wu, G. (2007). Determinants of Internet Shopping Behavior: An
Application of Reasoned Behavior Theory. International Journal of

Management, 24(4), 744-762.

83

Linda, Analisis Faktor-Faktor yang Mempengaruhi Perilaku Belanja Konsumen Secara Online, 2015
UIB Repository(c)2015





