DAFTAR PUSTAKA

Alshehri, M., Drew, S., & Alfarraj, O. (2012). 'A Comprehensive Analysis
of E-government services adoption in Saudi Arabia: Obstacles and
Challenges' (Vol. 3).

Amblee, N., & Bui, T. (2011). Harnessing the Influence of Social Proof in
Online Shopping: The Effect of Electronic Word of Mouth on Sales of
Digital Microproducts. International Journal of Electronic Commerce,
16(2), 91-114. doi: 10.2753/JEC1086-4415160205

Asosiasi Penyelenggara Jasa Internet Indonesia (APJII). (2017). Profil
Pengguna Internet Indonesia. Jakarta: Asosiasi Penyelenggara Jasa
Internet Indonesia.

Azam, A., Qiang, F., & Sharif, S. (2013). Personality based psychological
antecedents of consumers’ trust in e-commerce. Journal of WEI
Business and Economics, 2(1), 31-40.

Bae, S., & Lee, T. (2011). Gender differences in consumers' perception of
online consumer reviews (Vol. 11).

Beldad, A., de Jong, M., & Steehouder, M. (2010). How shall I trust the
faceless and the intangible? A literature review on the antecedents of
online trust. Computers in Human Behavior, 26(5), 857-869. doi:
https://doi.org/10.1016/j.chb.2010.03.013

Bente, G., Baptist, O., & Leuschner, H. (2012). To buy or not to buy:
Influence of seller photos and reputation on buyer trust and purchase
behavior. International Journal of Human-Computer Studies, 70(1), 1-
13. doi: https://doi.org/10.1016/j.ijhcs.2011.08.005

Bhattacherjee, A., & Sanford, C. (2006). Influence Processes for
Information Technology Acceptance: An Elaboration Likelihood
Model. MIS Quarterly, 30(4), 805-825. doi: 10.2307/25148755

Bickart, B., & Schindler, R. M. (2001). Internet forums as influential
sources of consumer information. Journal of Interactive Marketing,
15(3), 31-40. doi: https://doi.org/10.1002/dir.1014

Blank, G., & Dutton, W. H. (2011). Age and Trust in the Internet: The
Centrality of Experience and Attitudes Toward Technology in Britain.
Social ~Science Computer Review, 30(2), 135-151. doi:
10.1177/0894439310396186

BrightLocal. (2016). “Local consumer review survey 2016”.13 September
2017. https://www.brightlocal.com/learn/local-consumer-review-
survey-2016/

Burgee, L. E., & Steffes, E. M. (2009). Social ties and online word of
mouth. Internet Research, 19(1), 42-59. doi:
10.1108/10662240910927812

Cambridge Dictionary. “Reputation”. 26 Mei 2018.
https://dictionary.cambridge.org/dictionary/english/reputation

Chatterjee, P. (2006). Online Reviews: Do Consumers Use Them? (Vol.
28).

Chen, Y.-C., Shang, R.-A., & Kao, C.-Y. (2009). The effects of information
overload on consumers’ subjective state towards buying decision in

108



the internet shopping environment. Electronic Commerce Research
and Applications, 8(1), 48-58. doi:
https://doi.org/10.1016/j.elerap.2008.09.001

Chen, Y., & Xie, J. (2008). Online Consumer Review: Word-of-Mouth as a
New Element of Marketing Communication Mix (Vol. 54).

Cheng, H. L., Chang, C. C., Fang, Y. H., & Chiu, C. M. (2009).
Determinants of customer repurchase intention in online shopping.
Online Information Review, 33(4), 761-784. doi:
10.1108/14684520910985710

Cheong, H. J., & Morrison, M. A. (2008). Consumers’ Reliance on Product
Information and Recommendations Found in UGC. Journal of
Interactive Advertising, 8(2), 38-49. doi:
10.1080/15252019.2008.10722141

Cheung, Christy M.K. & Matthew K.O. Lee. (2008). Online Consumer
Reviews: Does Negative Electronic Word-of-mouth Hurt More? in
Americas Conference on Information Systems (AMCIS), USA.

Cheung, C. M. K., & Thadani, D. R. (2012). The impact of electronic word-
of-mouth communication: A literature analysis and integrative model.
Decision Support Systems, 54(1), 461-470. doi:
https://doi.org/10.1016/j.dss.2012.06.008

Chiu, C.-M., Hsu, M.-H., Lai, H., & Chang, C.-M. (2012). Re-examining
the influence of trust on online repeat purchase intention: The
moderating role of habit and its antecedents. Decision Support
Systems, 53(4), 835-845. doi:
https://doi.org/10.1016/j.dss.2012.05.021

Christodoulides, G., Michaelidou, N., & Argyriou, E. (2012). Cross-national
differences in e-WOM influence. European Journal of Marketing,
46(11/12), 1689-1707. doi: 10.1108/03090561211260040

Clare, C.J. (2012). Understanding the Factors that Influence the
Effectiveness of Online Customer Reviews: A Thematic Analysis of
Receiver Perspectives (PhD thesis). Manchester Metropolitan
University, Manchester, UK.

Cui, G., Lui, H.-K., & Guo, X. (2012). The Effect of Online Consumer
Reviews on New Product Sales. International Journal of Electronic
Commerce, 17(1), 39-58. doi: 10.2753/JEC1086-4415170102

Dellarocas, C., & Narayan, R. (2006). A Statistical Measure of a
Population’s Propensity to Engage in Post-Purchase Online Word-of-
Mouth (Vol. 21).

Dellarocas, C., Zhang, X., & Awad, N. F. (2007). Exploring the value of
online product reviews in forecasting sales: The case of motion
pictures. Journal of Interactive Marketing, 21(4), 23-45. doi:
https://doi.org/10.1002/dir.20087

Dorcak, P., Markovi¢, P., & Pollak, F. (2017). Multifactor Analysis of
Online Reputation of Selected Car Brands (Vol. 192)

Elwalda, A., & Li, K. (2016). The Impact of Online Customer Reviews
(OCRs) on Customers’ Purchase Decision: An exploration of the main
dimensions of OCRs (Vol. 15).

109



E. Levy, S., Duan, W., & Boo, S. (2013). An Analysis of One-Star Online
Reviews and Responses in the Washington, D.C., Lodging Market
(Vol. 54).

Ert, E., Fleischer, A., & Magen, N. (2016). Trust and reputation in the
sharing economy: The role of personal photos in Airbnb. Tourism
Management, 55, 62-73. doi:
https://doi.org/10.1016/j.tourman.2016.01.013

Fang, Y., Qureshi, 1., Sun, H., McCole, P., Ramsey, E., & Lim, K. (2014).
Trust, Satisfaction, and Online Repurchase Intention: The Moderating
Role of Perceived Effectiveness of E-Commerce Institutional
Mechanisms (Vol. 38).

Fei, Z. (2011). A study on relationship between online trust and E-WOM
communication in B2C environment.

Ferdinand, Augusty. (2014). Metode Penelitian Manajemen, Semarang,
Badan Penerbit Universitas Diponegoro.

F. Pollék, et al. (2016). Sustainable E-marketing of Selected Tourism
Subjects from the Mediterranean Through Active Online Reputation
Management. VVol. 166 of the series Lecture Notes of the Institute for
Computer Sciences. Social Informatics and Telecommunications
Engineering. 692-703.

Ghozali, Imam. (2017). Model Persamaan Struktural Konsep dan Aplikasi
dengan Program AMOS 24 Update Bayesian SEM Edisi 7. Semarang:
Universitas Diponegoro

Ghozali, 1. & Fuad. (2008). Structural Equation Modeling. Semarang:
Universitas Diponegoro

Ghozali, 1 & Fuad. (2005). Structural Equation Modeling: Teori, Konsep,
dan Aplikasi. Semarang: Universitas Diponegoro

Google.  (2017). “SEA Internet Economy”. 19 Mei 2018.
https://www.blog.google/topics/google-asia/sea-internet-economy/

Goles, T., Rao, S. V., Lee, S., & Warren, J. (2009). Trust Violation in
Electronic Commerce: Customer Concerns and Reactions. Journal of
Computer Information Systems, 49(4), 1-9. doi:
10.1080/08874417.2009.11645335

Gorner, J., Zhang, J., & Cohen, R. (2013). Improving trust modeling
through the limit of advisor network size and use of referrals.
Electronic Commerce Research and Applications, 12(2), 112-123. doi:
https://doi.org/10.1016/j.elerap.2012.08.001

Goyette, 1., Ricard, L., Bergeron, J., & Marticotte, F. (2010). e-WOM Scale:
word-of-mouth measurement scale for e-services context. Canadian
Journal of Administrative Sciences / Revue Canadienne des Sciences
de I'Administration, 27(1), 5-23. doi: 10.1002/cjas.129

Gregori, N., Daniele, R., & Altinay, L. (2013). Affiliate Marketing in
Tourism: Determinants of Consumer Trust. Journal of Travel
Research, 53(2), 196-210. doi: 10.1177/0047287513491333

Gruen, T. W., Osmonbekov, T., & Czaplewski, A. J. (2006). eWOM: The
impact of customer-to-customer online know-how exchange on
customer value and loyalty. Journal of Business Research, 59(4), 449-
456. doi: https://doi.org/10.1016/j.jbusres.2005.10.004

110



Gurau, C. (2012). A life-stage analysis of consumer loyalty profile:
comparing Generation X and Millennial consumers. Journal of
Consumer Marketing, 29(2), 103-113. doi:
10.1108/07363761211206357

Hair, Joseph F., Black, William C., Babin, Barry J., & Anderson, Rolph E.,
(2010). Multivariate Data Analysis, Seventh Edition. Pearson Prentice
Hall

Hajli, N., Lin, X., Featherman, M., & Wang, Y. (2014). Social Word of
Mouth: How Trust Develops in the Market (Vol. 56).

Haugtvedt, C. P., & Wegener, D. T. (1994). Message Order Effects in
Persuasion: An Attitude Strength Perspective. Journal of Consumer
Research, 21(1), 205-218. doi: 10.1086/209393

Hellier, P. K., Geursen, G. M., Rickard, J. A.,, & Carr, R. A. (2003).
Customer repurchase intention: A general structural equation model.
European Journal of Marketing, 37(11/12), 1762-1800. doi:
10.1108/03090560310495456

Helm, R., & Mark, A. (2007). Implications from cue utilisation theory and
signalling theory for firm reputation and the marketing of new
products (\Vol. 4).

Houston, D. (2010). “The Startup Lessons Learnt Conference”,
http://www.slideshare.net/gueste94e4c/dropbox-startup-lessons-
learned-3836587 (diakses pada 14 Mei 2018)

Hoyer, W. D., Pieters, R., & Maclnnis, D. J. (2010). Consumer behavior.
Mason, OH: South-Western Cengage Learning.

Hsu, M.-H., Chang, C.-M., Chu, K.-K., & Lee, Y.-J. (2014). Determinants
of repurchase intention in online group-buying: The perspectives of
DeLone & McLean IS success model and trust. Computers in Human
Behavior, 36, 234-245. doi: https://doi.org/10.1016/j.chb.2014.03.065

Huang, C.-Y., & Chen, H.-N. (2013). An investigation into online
reviewers' behavior. European Journal of Marketing, 47(10), 1758-
1773. doi: 10.1108/EJM-11-2011-0625

llkan, M., Sahin, P., & Abubakar, A. M. (2016). eWOM, eReferral and
gender in the virtual community. Marketing Intelligence & Planning,
34(5), 692-710. doi: 10.1108/MI1P-05-2015-0090

iPrice. (2017). “Kilas Balik E-commerce Indonesia 2017”. 4 Maret 2018.
https://iprice.co.id/trend/insights/kilas-balik-e-commerce-indonesia-
2017/

Jackson, V., Stoel, L., & Brantley, A. (2011). Mall attributes and shopping
value: Differences by gender and generational cohort. Journal of
Retailing and  Consumer  Services, 18(1), 1-9. doi:
https://doi.org/10.1016/j.jretconser.2010.08.002

Jones, K., & Leonard, L. N. K. (2008). Trust in consumer-to-consumer
electronic commerce. Inf. Manage., 45(2), 88-95. doi:
10.1016/.im.2007.12.002

Katadata. (2017). “Berapa Pasar E-commerce Indonesia”. 4 Maret 2018.
https://databoks.katadata.co.id/datapublish/2017/08/16/berapa-pasar-
e-commerce-indonesia

111



Katadata. (2018). “Jawa Masih Mendominasi Penetrasi E-commerce
Indonesia”. 23 September 2018.
https://databoks.katadata.co.id/datapublish/2018/09/18/jawa-masih-
mendominasi-penetrasi-e-commerce-indonesia

Khalifa, M., & Liu, V. (2007). Online consumer retention: Contingent
effects of online shopping habit and online shopping experience (Vol.
16).

Khammash, M., & Griffiths, G. H. (2011). ‘Arrivederci CIAO.com,
Buongiorno  Bing.com’—Electronic  word-of-mouth  (eWOM),
antecedences and consequences. International Journal of Information
Management, 31(2), 82-87. doi:
https://doi.org/10.1016/j.ijinfomgt.2010.10.005

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. doi: https://doi.org/10.1016/j.elerap.2012.04.002

Kim, D.J., (2008). Generation Gaps in Engineering? Master of Science in
Engineering and Management at the Massachusetts Institute of
Technology.

Kim, D., Ferrin, D., & Raghav Rao, H. (2008). A Trust-Based Consumer
Decision-Making Model in Electronic Commerce: The Role of Trust,
Perceived Risk, and Their Antecedents (Vol. 44).

Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). Trust and Satisfaction, Two
Stepping Stones for Successful E-Commerce Relationships: A
Longitudinal Exploration. Information Systems Research, 20(2), 237-
257. doi: 10.1287/isre.1080.0188

Kim, J., & Lennon, S. J. (2013). Effects of reputation and website quality on
online consumers' emotion, perceived risk and purchase intention:
Based on the stimulus-organism-response model. Journal of Research
in Interactive Marketing, 7(2), 33-56. doi:
10.1108/17505931311316734

King, R. A., Racherla, P., & Bush, V. D. (2014). What We Know and Don't
Know About Online Word-of-Mouth: A Review and Synthesis of the
Literature. Journal of Interactive Marketing, 28(3), 167-183. doi:
https://doi.org/10.1016/j.intmar.2014.02.001

Kompas.com. (2017). “Cara jitu rangkul konsumen milenial di bisnis e-
commerce”, http://biz.kompas.com/read/2017/11/20/110000028/cara-
jitu-rangkul-konsumen-milenial-di-bisnis-e-commerce- 18 Februari
2018.

Lange, D., Lee, P. M., & Dai, Y. (2010). Organizational Reputation: A
Review. Journal of Management, 37(1), 153-184. doi:
10.1177/0149206310390963

Lee, J.,, Lee, J.-N., & Shin, H. (2011). The long tail or the short tail: The
category-specific impact of eWOM on sales distribution. Decision
Support Systems, 51(3), 466-479. doi:
https://doi.org/10.1016/j.dss.2011.02.011

Lee, M.-C. (2009). Factors influencing the adoption of internet banking: An
integration of TAM and TPB with perceived risk and perceived

112



benefit. Electronic Commerce Research and Applications, 8(3), 130-
141. doi: https://doi.org/10.1016/j.elerap.2008.11.006

Lee, M. K. O., Cheung, C. M. K., & Rabjohn, N. (2008). The impact of
electronic word-of-mouth: The adoption of online opinions in online
customer communities. Internet Research, 18(3), 229-247. doi:
10.1108/10662240810883290

Liao, C., Liu, C.-C., & Chen, K. (2011). Examining the impact of privacy,
trust and risk perceptions beyond monetary transactions: An integrated
model. Electronic Commerce Research and Applications, 10(6), 702-
715. doi: https://doi.org/10.1016/j.elerap.2011.07.003

Lin, C., & Lekhawipat, W. (2014). Factors affecting online repurchase
intention. Industrial Management & Data Systems, 114(4), 597-611.
doi: 10.1108/IMDS-10-2013-0432

Lissitsa, S., & Kol, O. (2016). Generation X vs. Generation Y — A decade of
online shopping. Journal of Retailing and Consumer Services, 31,
304-312. doi: https://doi.org/10.1016/j.jretconser.2016.04.015

Liu, M., Lee, S., & Conrad, F. G. (2015). Comparing Extreme Response
Styles between Agree-Disagree and Item-Specific Scales. Public
Opinion Quarterly, 79(4), 952-975. doi: 10.1093/pog/nfv034

Liu, Y. (2006). Word of Mouth for Movies: Its Dynamics and Impact on
Box Office Revenue. Journal of Marketing, 70(3), 74-89.

Liu, Y., Bi, J.-W., & Fan, Z.-P. (2017). Ranking products through online
reviews: A method based on sentiment analysis technique and
intuitionistic fuzzy set theory. Information Fusion, 36, 149-161. doi:
https://doi.org/10.1016/j.inffus.2016.11.012

Liu, Z., & Park, S. (2015). What makes a useful online review? Implication
for travel product websites (Vol. 47).

Luo, C., Luo, X., Schatzberg, L., & Sia, C. L. (2013). Impact of
informational factors on online recommendation credibility: The
moderating role of source credibility. Decision Support Systems, 56,
92-102. doi: https://doi.org/10.1016/j.dss.2013.05.005

Marketing Schools. “Explore the Strategy of Referral Marketing”. 2 Juni
2018. http://www.marketingschools.org/types-of-marketing/referral-
marketing.html.

Matute, J., Polo-Redondo, Y., & Utrillas, A. (2016). The influence of
EWOM characteristics on online repurchase intention: Mediating
roles of trust and perceived usefulness. Online Information Review,
40(7), 1090-1110. doi: 10.1108/0IR-11-2015-0373

McKnight, D. H., Cummings, L. L., & Chervany, N. L. (1998). Initial Trust
Formation in New Organizational Relationships. The Academy of
Management Review, 23(3), 473-490. doi: 10.2307/259290

Mohd Suki, N., & Mohd Suki, N. (2017). Modeling the determinants of
consumers' attitudes toward online group buying: Do risks and trusts
matters? Journal of Retailing and Consumer Services, 36, 180-188.
doi: https://doi.org/10.1016/j.jretconser.2017.02.002

Moldovan, S., Goldenberg, J., & Chattopadhyay, A. (2011). The different
roles of product originality and usefulness in generating word-of-

113



mouth. International Journal of Research in Marketing, 28(2), 109-
119. doi: https://doi.org/10.1016/j.ijresmar.2010.11.003

Mooi, Erik & Sarstedt, Marko & Mooi-Reci, I. (2018). Market Research:
The Process, Data, and Methods Using Stata.

Mudambi, Susan M. & David Schuff. (2010). What Makes a Helpful Online
Review? A Study of Customer Reviews on Amazon.com, MIS
Quarterly, 34:1, 185-200.

Nelson, R. R., Todd, P. A., & Wixom, B. H. (2005). Antecedents of
Information and System Quality: An Empirical Examination within
the Context of Data Warehousing. Journal of Management
Information Systems, 21(4), 199-235.

Norum, P. S. (2009). Examination of Generational Differences in
Household Apparel Expenditures. Family and Consumer Sciences
Research Journal, 32(1), 52-75. doi: 10.1177/1077727X03255901

Oliveira, T., Alhinho, M., Rita, P., & Dhillon, G. (2017). Modelling and
testing consumer trust dimensions in e-commerce. Computers in
Human Behavior, 71, 153-164. doi:
https://doi.org/10.1016/j.chb.2017.01.050

Orsingher, C., & Wirtz, J. (2017). Psychological drivers of referral reward
program effectiveness. Journal of Services Marketing, 32(3), 256-268.
doi: 10.1108/JSM-07-2017-0247

Palfrey, J., Gasser, U., (2013). Born digital: Understanding the first
generation of digital natives. Basic Books, New York.

Pan, Y., & Zhang, J. Q. (2011). Born Unequal: A Study of the Helpfulness
of User-Generated Product Reviews. Journal of Retailing, 87(4), 598-
612. doi: https://doi.org/10.1016/j.jretai.2011.05.002

Park, Ch., Wang, Y., Yao, Y. & Kang, Y.R. (2011). Factors influencing
eWOM effects: using experience, credibility and susceptibility.
International Journal of Social Science and Humanity, 1(1), 74-79.

Park, D.-H., Lee, J., & Han, I. (2007). The Effect of On-Line Consumer
Reviews on Consumer Purchasing Intention: The Moderating Role of
Involvement. International Journal of Electronic Commerce, 11(4),
125-148. doi: 10.2753/JEC1086-4415110405

Park, C., & Lee, T. (2009). Information Direction, Website Reputation and
eWOM Effect: A Moderating Role of Product Type (Vol. 62).

Pengnate, S., & Sarathy, R. (2017). An experimental investigation of the
influence of website emotional design features on trust in unfamiliar
online vendors. Computers in Human Behavior, 67, 49-60. doi:
https://doi.org/10.1016/j.chb.2016.10.018

P. Gottschalk. (2011). Corporate Social Responsibility, Governance and
Corporate Reputation. World Scientific Publishing Co. Pte. Ltd.,
USA.

Purnawirawan, N., Dens, N., & De Pelsmacker, P. (2012). Balance and
Sequence in Online Reviews: The Wrap Effect (Vol. 17).

Rajan, S. (2007). The Changing Face of the Oilfield Worker: Preparing for
Generation Y. Paper presented at the Asia Pacific Oil and Gas
Conference and Exhibition, Jakarta, Indonesia.
https://doi.org/10.2118/109265-MS

114



Referralsforlife. “Dennis Moffet”. 2 Juni 2018.
http://www.referralsforlife.com/category/referral-marketing-
experts/dennis-moffet/.

Republik Indonesia. (2017). Keputusan Presiden No. 74 Tahun 2017 tentang
Peta Jalan Sistem Perdagangan Nasional Berbasis Elektronik (Road
Map E-commerce) Tahun 2017-2019. Sekretariat Kabinet R1. Jakarta.

Resnick, P., Kuwabara, K., Zeckhauser, R., & Friedman, E. (2000).
Reputation Systems (Vol. 43).

Sahi, G. K., Sekhon, H. S., & Quareshi, T. K. (2016). Role of trusting
beliefs in predicting purchase intentions. International Journal of
Retail & Distribution Management, 44(8), 860-880. doi:
10.1108/1JRDM-10-2015-0157

Saleem, M. A., Zahra, S., & Yaseen, A. (2017). Impact of service quality
and trust on repurchase intentions — the case of Pakistan airline
industry. Asia Pacific Journal of Marketing and Logistics, 29(5),
1136-1159. doi: 10.1108/APJML-10-2016-0192

Sarwono, Jonathan. (2014). Statistik Terapan: Aplikasi untuk Riset Skripsi,
Tesis dan Disertasi Menggunakan SPSS, AMOS dan Excel. Jakarta:
Elex Media Komputindo.

Sekaran, U., & Bougie, R. (2016). Research methods for business: a skill-
building approach (7th ed.). Haddington: John Wiley & Sons.

Sen, S., & Lerman, D. (2007). Why are you telling me this? An examination
into negative consumer reviews on the Web. Journal of Interactive
Marketing, 21(4), 76-94. doi: https://doi.org/10.1002/dir.20090

Senecal, S., & Nantel, J. (2004). The influence of online product
recommendations on consumers’ online choices. Journal of Retailing,
80(2), 159-169. doi: https://doi.org/10.1016/j.jretai.2004.04.001

Serra Cantallops, A., & Salvi, F. (2014). New consumer behavior: A review
of research on eWOM and hotels. International Journal of Hospitality
Management, 36, 41-51. doi:
https://doi.org/10.1016/j.ijhm.2013.08.007

Shandan, Z., Dan, F., Yunyun, X., & Yonghai, Z. (2012). Influencing
Factors of Credibility in C2C Ecommerce Web Sites. Procedia
Engineering, 29, 509-513. doi:
https://doi.org/10.1016/j.proeng.2011.12.752

Shin, J. I., Chung, K. H., Oh, J. S., & Lee, C. W. (2013). The effect of site
quality on repurchase intention in Internet shopping through mediating
variables: The case of university students in South Korea.
International Journal of Information Management, 33(3), 453-463.
doi: https://doi.org/10.1016/j.ijinfomgt.2013.02.003

S. Helm, et al., (2011). Reputation Management. Springer-Verlag, Berlin.

Sicilia, M., & Ruiz, S. (2010). The effects of the amount of information on
cognitive responses in online purchasing tasks. Electronic Commerce
Research and Applications, 9(2), 183-191. doi:
https://doi.org/10.1016/j.elerap.2009.03.004

Statista. “C2C E-commerce”. 4 Maret 2018.
https://www.statista.com/markets/413/topic/983/c2c-e-commerce/

115



Turban, Efraim, David King, Jae Kyu Lee, Ting-Peng Liang, & Deborrah C.
Turban. (2018). Electronic Commerce 2018: A Managerial and Social
Networks Perspective, Edisi Sembilan, Springer, Switzerland.

Turilli, M., Vaccaro, A., & Taddeo, M. (2010). The Case of Online Trust.
Knowledge, Technology & Policy, 23(3), 333-345. doi:
10.1007/s12130-010-9117-5

Utz, S., Kerkhof, P., & van den Bos, J. (2012). Consumers rule: How
consumer reviews influence perceived trustworthiness of online
stores. Electronic Commerce Research and Applications, 11(1), 49-58.
doi: https://doi.org/10.1016/j.elerap.2011.07.010

Van-den, B. (2010). “Straight Talk About Word-Of-Mouth Marketing”,
https://www.forbes.com/2010/07/21/viral-marketing-referral-program-
entrepreneurs-sales-marketing-wharton.html#5ba206bac0f8  (diakses
pada 14 Mei 2018).

van der Merwe, A. W. A. J., & Puth, G. (2014). Towards a Conceptual
Model of the Relationship between Corporate Trust and Corporate
Reputation. Corporate Reputation Review, 17(2), 138-156. doi:
10.1057/crr.2014.4

Walsh, G., & Bartikowski, B. (2013). Exploring corporate ability and social
responsibility associations as antecedents of customer satisfaction
cross-culturally. Journal of Business Research, 66(8), 989-995. doi:
https://doi.org/10.1016/j.jbusres.2011.12.022

WeAreSocial. “Digital in 2017 Global Overview”. 4 Maret 2018.
https://wearesocial.com/special-reports/digital-in-2017-global-
overview

WeAreSocial.  “Global Digital Report 2018”. 19 Mei 2018.
https://wearesocial.com/blog/2018/01/global-digital-report-2018

Wen, C., Prybutok, V. R., & Xu, C. (2011). An Integrated Model for
Customer Online Repurchase Intention. Journal of Computer
Information Systems, 52(1), 14-23. doi:
10.1080/08874417.2011.11645518

Wolburg, J. M., & Pokrywczynski, J. (2001). A Psychographic Analysis of
Generation Y College Students. Journal of Advertising Research,
41(5), 33.

Wu, F., Li, H.-H., & Kuo, Y.-H. (2011). Reputation evaluation for choosing
a trustworthy counterparty in C2C e-commerce. Electronic Commerce
Research and Applications, 10(4), 428-436. doi:
https://doi.org/10.1016/j.elerap.2010.09.004

Wu, G., Hu, X., & Wu, Y. (2010). Effects of Perceived Interactivity,
Perceived Web Assurance and Disposition to Trust on Initial Online
Trust. Journal of Computer-Mediated Communication, 16(1), 1-26.
doi: 10.1111/j.1083-6101.2010.01528.x

Wu, L.-Y., Chen, K.-Y., Chen, P.-Y., & Cheng, S.-L. (2014). Perceived
value, transaction cost, and repurchase-intention in online shopping: A
relational exchange perspective. Journal of Business Research, 67(1),
2768-2776. doi: https://doi.org/10.1016/j.jbusres.2012.09.007

Xiao, L., Guo, Z., D’Ambra, J., & Fu, B. (2016). Building loyalty in e-
commerce: Towards a multidimensional trust-based framework for the

116



case of China. Program, 50(4), 431-461. doi: 10.1108/PROG-04-
2016-0040

Yen, H. R., Hsu, S. H.-Y., & Huang, C.-Y. (2011). Good Soldiers on the
Web: Understanding the Drivers of Participation in Online
Communities of Consumption. International Journal of Electronic
Commerce, 15(4), 89-120. doi: 10.2753/JEC1086-4415150403

Yoon, H. S., & Occefia, L. G. (2015). Influencing factors of trust in
consumer-to-consumer electronic commerce with gender and age.
International Journal of Information Management, 35(3), 352-363.
doi: https://doi.org/10.1016/j.ijinfomgt.2015.02.003

Zhang, Y., Fang, Y., Wei, K.-K., Ramsey, E., McCole, P., & Chen, H.
(2011). Repurchase intention in B2C e-commerce—A relationship
quality perspective. Information & Management, 48(6), 192-200. doi:
https://doi.org/10.1016/j.im.2011.05.003

Zhou, T., Lu, Y., & Wang, B. (2009). The Relative Importance of Website
Design Quality and Service Quality in Determining Consumers’
Online Repurchase Behavior. Information Systems Management,
26(4), 327-337. doi: 10.1080/10580530903245663

Zhu, F. (2010). Impact of Online Consumer Reviews on Sales: The
Moderating Role of Product and Consumer Characteristics (\Vol. 74).

117



