DAFTAR PUSTAKA

Achadi, A., Surveyandini, M., & Prabawa, A. (2021). Pengaruh Kualitas Website
E-Commerce, Kepercayaan, Persepsi Risiko dan Norma Subyektif
terhadap Minat Beli Secara Online di bukalapak.com. Jurnal limiah
Universitas Batanghari Jambi, 21(3), 1207.
https://doi.org/10.33087/jiubj.v21i3.1628

Almousa, M. (2014). The Influence of Risk Perception in Online Purchasing
Behavior: Examiation of an Early-stage Online Market. International
Review of Management and Business Research, 3(2), 779.

Arda, M., & Andriany, D. (2019). Analisis Faktor Stimuli Pemasaran Dalam
Keputusan Pembelian Online Produk Fashion Pada Generasi Z. Jurnal
INTEKNA :  Informasi  Teknik Dan  Niaga, 19(2), 115-120.
https://doi.org/10.31961/intekna.v19i2.871

Ardianti, A. N., & Widiartanto. (2019). Pengaruh Online Customer Review dan
Online Customer Rating terhadap Keputusan Pembelian melalui
Marketplace Shopee (Studi pada Mahasiswa Aktif FISIP Undip). Jurnal
limu Administrasi Bisnis, 8(2), 55-66.
https://doi.org/https://doi.org/10.14710/jiab.2019.23656

Artamevia, R., & Sugianto. (2021). The Effect of Price, Brand Image, and
Technology Acceptance Model (TAM) towards Purchase Decision of
Gojek Online Transportation. Journal of Science and Technical
Education, 2(1), 37-45.

Chandra, H., & Sitinjak, T. (2021). Pengaruh Persepsi Risiko Dan Citra Merek
Terhadap Keputusan Pembelian Gula Tropicana Slim Yang Dimediasi
Oleh Sikap Konsumen Di Wilayah Dki Jakarta. Jurnal Manajemen,
11(1), 54-63. https://doi.org/10.46806/jm.v11i1.809

Chin, S.-L., & Goh, Y.-N. (2017). Consumer Purchase Intention Toward Online
Grocery Shopping: View from Malaysia. Global Business and
Management Research: An International Journal, 9(4s).

Christoper, N., & Hutapea, J. Y. (2022). Pengaruh Online Customer Review,
Online Customer Rating, dan Promosi terhadap Keputusan Pembelian
pada Layanan Gofood dalam Aplikasi Gojek (Studi Kasus Pada
Mahasiswa Universitas Advent Indonesia). Jurnal Pendidikan Dan
Konseling, 4(6).

Davis, F. D. (1989). Perceived Usefulness, Perceived Ease of Use, and User

Acceptance of Information Technology. Source: MIS Quarterly, 13(3),
319-340.

80



Driediger, F., & Bhatiasevi, V. (2019). Online grocery shopping in Thailand:
Consumer acceptance and usage behavior. Journal of Retailing and
Consumer Services, 48, 224-237.
https://doi.org/10.1016/j.jretconser.2019.02.005

Farki, Ahmad, Imam, & Wibawa. (2016). The Influence of Online Customers and
Ratings Against Trust and Purchase Interest in Online Marketplace in
Indonesia. ITS Engineering Journal, 5.

Fermayani, R., Egim, A. S., & Hayyu, A. (2023). Pengaruh Persepsi Risiko dan
Kepercayaan Konsumen terhadap Keputusan Pembelian secara Online
saat Terjadi Pandemi Covid-19 di Bungkus Teluk Kabung. Jurnal Bisnis
Net, 6(1), 261-264.

Filieri, R., Raguseo, E., & Vitari, C. (2020). Extremely Negative Ratings and
Online Consumer Review Helpfulness: The Moderating Role of Product
Quality Signals. Journal of Travel Research, 60(4), 699-717.
https://doi.org/10.1177/0047287520916785

Gazali, A. V., Tommy, P., & Suyasa, Y. S. (2020). The Role of the Perceived Risk
to Purchase Decision (For Consumers Who Use Online Shopping
Technology). Advances in Social Science, Education and Humanities
Research, 439.

Ghozali, 1. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS 25
(9th ed.). Badan Penerbit Universitas Diponegoro.

GoFood. (2022, October 2). Ungguli 46 Aplikasi Dunia, Layanan GoFood di
Gojek Raih Peringkat Nomor Satu sebagai Aplikasi Paling Ramah
Pengguna  dan Bermanfaat Semasa Pandemi. Gojek.
https://www.gojek.com/blog/gofood/gofood-aplikasi-bermanfaat-
semasa-pandemi/

Google, Temasek, & Bain & Company. (2021). e-Conomy report SEA 2021.

Gunawan, F., Ali, M. M., & Nugroho, A. (2019). Analysis of the Effects of
Perceived Ease of Use and Perceived Usefulness on Consumer Attitude
and Their Impacts on Purchase Decision on PT Tokopedia In
Jabodetabek. European Journal of Business and Management Research,
4(5). https://doi.org/10.24018/ejbmr.2019.4.5.100

Gusti, M. F., Hamdani, A. N., & Nurhasan, R. (2021). Persepsi Risiko dan Persepsi
Kemudahan terhadap Keputusan Pembelian Produk Fashion secara
Online. Jurnal Wacana Ekonomi, 20(2), 92-103. www.jurnal.uniga.ac.id

Hariyanto, H. T., & Trisunarno, L. (2021). Analisis Pengaruh Online Customer
Review, Online Customer Rating, dan Star Seller terhadap Kepercayaan

81



Pelanggan Hingga Keputusan Pembelian pada Toko Online di Shopee.
Jurnal Teknik ITS, 9(2), A234-A239.

Haryani, D. S., Kunci, K., Risiko, P., & Pembelian, K. (2019). The Influence Of
Perceived Risk To Online Purchasing Decisions In Tanjungpinang.
Dimensi, 8(2), 198-209.

Iriani, S. S., & Andjarwati, A. L. (2020). Analysis Of Perceived Usefulness,
Perceived Ease Of Use, And Perceived Risk Toward Online Shopping In
The Era Of Covid-19 Pandemic. Systematic Reviews in Pharmacy,
11(12), 313-320.

Janji, T., Sitinjak, R., & Silvia, V. (2022). Pengaruh online customer review dan
online customer rating terhadap keputusan pembelian. Jurnal limiah
Akuntansi Dan Keuangan, 4(8), 2022.

Juliandi, A., Irfan, & Manurung, S. (2014). Metodologi Penelitian Bisnis: Konsep
dan Aplikasi. UMSU Press.

Kausaha, L. F., Hidayanti, I., & Damayanti, R. (2023). The Influence of Online
Customer Review and Online Customer Rating on GoFood Purchase
Decision in The Gojek Application. Journal of Management and Islamic
Finance, 3(1), 20-33. https://doi.org/10.22515/JMIF.V311.6588

Khairi, M. S., & Baridwan, Z. (2015). An Empirical Study On Organizational
Acceptance Accounting Information Systems In Sharia Banking. The
International Journal of Accounting and Business Society, 23(1).

Komariyah, D. 1. (2022). Pengaruh Online Customer Riview dan Rating terhadap
Minat Pembelian Online Shopee (Studi Kasus pada Santri Putri Pondok
Pesantren Salafiyah Syafi’ah Seblak Jombang). BIMA: Journal of
Business and Innovation Management, 4(2), 343-358.

Kotler, P., & Keller, K. L. (2009). Manajemen Pemasaran (12th ed., Vol. 1). PT
Indeks.

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

Legris, P., Ingham, J., & Collerette, P. (2003). Why do people use information
technology? A critical review of the technology acceptance model.
Information & Management, 40(3), 191-204.
https://doi.org/10.1016/S0378-7206(01)00143-4

Lestarie, N. A., Budianto, A., Haris, F., & Prabowo, E. (2020). Pengaruh Perceived
Ease of Use dan Perceived Usefulness terhadap Keputusan Pembelin.
Jurnal Bina Bangsa Ekonomika, 13(2), 194-200.
https://doi.org/10.46306/JBBE.V1312.43

82



Masoud, E. Y. (2013). The Effect of Perceived Risk on Online Shopping in Jordan.
European Journal of Business and Management, 5(6).

Mawardi, N. K., & Rahmaningtyas, A. (2023). Online Vegetable Purchase
Decision for COnsumers in Indonesia. Jurnal Manajemen Dewantara,
7(1), 166-176. http://jurnal.ustjogja.ac.id

Moe, W. W., & Schweidel, D. A. (2012). Online Product Opinions: Incidence,
Evaluation, and Evolution. Marketing Science, 31(3), 372-386.

Momentum Works. (2023). Food Delivery Platforms in Southeast Asia 2023.
Momentum.Asia. https://momentum.asia/product/food-delivery-
platforms-in-southeast-asia-2023/

Nguyen, T. N., Cao, T. K., Dang, P. L., & Nguyen, H. A. (2016). Predicting
Consumer Intention to Use Mobile Payment Services: Empirical
Evidence from Vietnam. International Journal of Marketing Studies,
8(1), 117. https://doi.org/10.5539/ijms.v8n1pl17

Nurhabibah, S., Savitri, C., & Faddila, S. (2022). The Effect Of Online Customer
Review And Online Customer Rating On Purchase Decisions At
Copyright Grafika Store. Jurnal Ekonomi, 11(01).
http://ejournal.seaninstitute.or.id/index.php/Ekonomi

Peter, J. P., & Olson, J. C. (2010). Consumer Behavior and Marketing Strategy
(9th ed.). Mc Graw Hill.

Pradana, D., & Hudayah, S. (2017). Pengaruh Harga Kualitas Produk dan Citra
Merek Brand Image terhadap Keputusan Pembelian Motor. KINERJA:
Jurnal Ekonomi Dan Manajemen, 14(1), 16-23.

Prayogo, C., Ellitan, L., & Muljani, N. (2021). Pengaruh Perceived Usefulness,
Perceived Risk Dan Perceived Ease Of Use Terhadap Interest Online
Purchase Yang Dimediasi Consumer Attitude Pada Aplikasi Dealjava Di
Surabaya. Jurnal llmiah Mahasiswa Manajemen (JUMMA).

Purnomo, N., & Hidayat, Moh. N. (2021). Persepsi Manfaat dalam Mempengaruhi
Keputusan Pembelian Online Shop (Studi Kasus di Universitas Islam
Lamongan). Jurnal Bina Bangsa Ekonomika, 14(1).
https://doi.org/10.46306/jbbe.v14il

Pustap, E., & Waulandari, R. (2020). Analysis of Online Consumer Review and
Online Consumer Rating to Consumer Trust and Purchase Decision on
E-Commerce Jakmall.Com. International Journal of Innovative Science
and Research Technology, 5(2).

Putri, H. A., Mulyaningsih, H. D., & Harahap, D. A. (2022). Pengaruh Persepsi
Risiko terhadap Keputusan Pembelian yang di Moderasi Oleh

83



Kepercayaan Konsumen pada pengguna Marketplace Shopee. Bandung
Conference Series: Business and Management, 2(2).
https://doi.org/10.29313/bcsbm.v2i2.3381

Rahman, A. M., Amelia, W. R., Nasution, F. A., & Zulham, Z. (2022). The
Influence of Online Customer Review and Online Customer Rating on
Purchase Decisions at Tokopedia (Case Study of Tokopedia Users in
Medan District, Johor). Dharmawangsa: International Journal of the
Social Sciences, Education and Humanities, 3(1), 23-33.
https://doi.org/10.46576/1JSSEH.V311.2975

Razak, M. (2016). Perilaku Konsumen (1st ed.). Alauddin University Press.

Riva’i, G. A., Devi, K. S., & Angelica, C. (2022). Pengaruh Perceived Ease of
Use, Perceived Usefulness dan Brand Image terhadap Keputusan
Pembelian Produk Digital. Jurnal Pendidikan Dan Konseling, 4(5),
3576-3582.

Riyanto, S., & Hatmawan, A. A. (2020). Metode Riset Penelitian Kuantitatif
Penelitian di Bidang Manajemen, Teknik, Pendidikan, dan Eksperimen.
Penerbit Deepublish.

Salsabila, H. Z., Susanto, & Hutami, L. T. H. (2021). Pengaruh Persepsi Risiko,
Manfaat dan Kemudahan Penggunaan terhadap Keputusan Pembelian
Online pada Aplikasi Shopee. Jurnal llmiah Manajemen Kesatuan, 9(1),
87-96.

Schiffman, K. G., & Kanuk, L. L. (2007). Perilaku Konsumen (7th ed.). PT Indeks
Group Gramedia.

Schiffman, L. G., & Wisenblit, J. (2015). Consumer Behavior (11th ed.). Pearson
Education Limited.

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: a Skill Building
Approach (7th ed.). John Wiley & Sons Ltd.
www.wileypluslearningspace.com

Sekretariat Jenderal Pendidikan Tinggi. (2020). Statistik Pendidikan Tinggi.

Sianipar, H. A. F., & Yoestini. (2021). Analisis Pengaruh Customer Review Dan
Customer Rating Terhadap Keputusan Pembelian Produk Di Online
Marketplace (Studi Pada Mahasiswa Pengguna Tokopedia di Kota
Semarang). Diponegoro Journal Of Management, 10(4). http://ejournal-
sl.undip.ac.id/index.php/dbr

Song, H. J., Ruan, W. J., & Jeon, Y. J. J. (2021). An integrated approach to the
purchase decision making process of food-delivery apps: Focusing on the

84



TAM and AIDA models. International Journal of Hospitality
Management, 95. https://doi.org/10.1016/j.ijhm.2021.102943

statista, & Rakuten Insight. (2023, May). Most Used Apps for Food Delivery
Orders in Indonesia as  of  April 2023. Statista.
https://www.statista.com/statistics/1149349/indonesia-favorite-food-
delivery-apps/

Sugiyono. (2013). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Penerbit
Alfabeta.

Suhir, M., Suyadi, I., & Riyadi. (2014). Pengaruh Persepsi Risiko, Kemudahan
dan Manfaat terhadap Keputusan Pembelian secara Online (Survei
Terhadap Pengguna Situs Website www.Kaskus.co.id). Jurnal
Administrasi Bisnis (JAB), 8(1).

Suliyanto. (2018). Ekonomi Terapan: Teori & Aplikasi dengan SPSS (FI. S.
Suyantoro, Ed.). Andi Offset.

Susanto, T. D., & Aljoza, M. (2015). Individual Acceptance of e-Government
Services in a Developing Country: Dimensions of Perceived Usefulness
and Perceived Ease of Use and the Importance of Trust and Social
Influence. Procedia ~ Computer  Science, 72, 622—629.
https://doi.org/10.1016/j.procs.2015.12.171

Tenggara Strategics. (2022). Survei Persepsi & Perilaku Konsumsi Online Food
Delivery (OFD) di Indonesia.

Thoe, T., & Berlianto, M. P. (2022). Anteseden yang mempengaruhi repurchase
intention pada Aplikasi Layanan Pesn Antar Makanan (Studi pada
Gofood). Ultima Management: Jurnal IiImu Manajemen, 14(1), 60-82.

Usna, N. (2020). Effect of Perceived Ease of Use, Perceived Usefulness, and
Perceived Risk on Purchase Decision. IHASJ, 3, 2655-6553.

Venkatesh, V., & Davis, F. D. (2000). Theoretical extension of the Technology
Acceptance Model: Four longitudinal field studies. Management Science,
46(2), 186-204. https://doi.org/10.1287/mnsc.46.2.186.11926

Vourgidis, I. S., Carter, J., Maglaras, L., Janicke, H., Folia, Z., & Fragkou, P.
(2018). A Novel Method for Calculating Customer Reviews Ratings. In
Handbook of Research on Contemporary Perspectives on Web-Based
Systems  (pp. 460-478). https://doi.org/10.4018/978-1-5225-5384-
7.ch020

Wen, C., Prybutok, V. R., & Xu, C. (2011). An integrated model for customer
online repurchase intention. Journal of Computer Information Systems.
https://www.researchgate.net/publication/261510555

85



