Analisis Faktor-Faktor yang Memengaruhi Niat Beli pada Facebook Shop Indonesia
NASYWA AZ-ZAHRA PUTRI RYSVANDA, Rina Herani, S.E., M.Sc.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

DAFTAR PUSTAKA

Ahdiat, A. (2024). 5 E-Commerce dengan Pengunjung Terbanyak Sepanjang 2023.
Katadata. Retrieved March 4, 2024, from
https://databoks.katadata.co.id/datapublish/2024/01/10/5-e-commerce-
dengan-pengunjung-terbanyak-sepanjang-2023

Al-Adwan, A. S., Alrousan, M. K., Yaseen, H., Alkufahy, A. M., & Alsoud, M.
(2022). Boosting Online Purchase Intention in High-Uncertainty-Avoidance
Societies: A Signaling Theory Approach. Journal of Open Innovation, 8(3),
136. https://doi.org/10.3390/joitmc8030136

Alfarizi, M., & Sari, R. K. (2023). Adoption Of Cash on Delivery (COD) Payment
System in Shopee Marketplace Transaction. Procedia Computer Science,
227,110-118. https://doi.org/10.1016/j.procs.2023.10.508

Amin, M., Rezaei, S., & Tavana, F. S. (2015). Gender differences and consumer’s
repurchase intention: the impact of trust propensity, usefulness and ease of
use for implication of innovative online retail. International Journal of
Innovation and Learning, 17(2), 217.
https://doi.org/10.1504/ijil.2015.067409

Annur, C. M. (2023). Daftar Media Sosial Terpopuler di Dunia April 2023,
Facebook Masih Juara. Katadata. Retrieved March 4, 2024, from
https://databoks.katadata.co.id/datapublish/2023/09/26/daftar-media-sosial-
terpopuler-di-dunia-april-2023-facebook-masih-juara

Annur, C. M. (2023). Indonesia Jadi Pengguna Facebook Terbanyak ke-3 di Dunia.
Katadata. Retrieved March 4, 2024, from
https://databoks.katadata.co.id/datapublish/2023/11/23/indonesia-jadi-
pengguna-facebook-terbanyak-ke-3-di-dunia

Asanprakit, S., & Kraiwanit, T. (2023). Causal factors influencing the use of social
commerce platforms. Journal of Open Innovation, 9(4), 100172.
https://doi.org/10.1016/j.joitmc.2023.100172

Asosiasi Penyelenggara Jasa Internet Indonesia. (2024). APJII Jumlah Pengguna
Internet Indonesia Tembus 221 Juta Orang. apjii.or.id. Retrieved March 4,
2024,  from  https://apjii.or.id/berita/d/apjii-jumlah-pengguna-Internet-
indonesia-tembus-221-juta-orang

Azam, M. S., Morsalin, M., Rakib, M. R. H. K., & Pramanik, S. a. K. (2021).
Adoption of electronic commerce by individuals in Bangladesh. Information
Development, 39(4), 764—786. https://doi.org/10.1177/02666669211052523

Bastos, M., Naranjo-Zolotov, M., & Aparicio, M. (2024). Binge-watching
Uncovered: Examining the interplay of perceived usefulness, habit, and regret
in continuous viewing. Heliyon, 10(6), e27848.
https://doi.org/10.1016/j.heliyon.2024.e27848

Bolodeoku, P. B., Igbinoba, E., Salau, P. O., Chukwudi, C. K., & Idia, S. E. (2022).
Perceived usefulness of technology and multiple salient outcomes: the
improbable case of oil and gas workers. Heliyon, 8(4), e09322.
https://doi.org/10.1016/j.heliyon.2022.e09322

96



Analisis Faktor-Faktor yang Memengaruhi Niat Beli pada Facebook Shop Indonesia
NASYWA AZ-ZAHRA PUTRI RYSVANDA, Rina Herani, S.E., M.Sc.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Brunjes, K. (2024). Age Range by Generation - Beresford Research. Beresford
Research. Retrieved March 4, 2024, from
https://www.beresfordresearch.com/age-range-by-generation/

Bugshan, H., & Attar, R. W. (2020). Social commerce information sharing and their
impact on consumers. Technological Forecasting &  Social
Change/Technological Forecasting and Social Change, 153, 119875.
https://doi.org/10.1016/j.techfore.2019.119875

Chandraa, M., Sukmaningsih, D. W., & Sriwardiningsih, E. (2024). The Impact of
Live Streaming On Purchase Intention In Social Commerce In Indonesia.
Procedia Computer Science, 234, 987-995.
https://doi.org/10.1016/j.procs.2024.03.088

Conlin, R. P., & Santana, S. (2021). Using Gamification Techniques to Enable
Generation Z’s Propensity to Do Good. Journal of Nonprofit & Public Sector
Marketing, 34(5), 553-571. https://doi.org/10.1080/10495142.2021.1941498

Daragmeh, A., Lentner, C., & Sgi, J. (2021). FinTech payments in the era of
COVID-19: Factors influencing behavioral intentions of “Generation X” in
Hungary to use mobile payment. Journal of Behavioural and Experimental
Finance, 32, 100574. https://doi.org/10.1016/j.jbef.2021.100574

Eka, Randi. (2022). Social Commerce Report 2022. Dailysocial.id. Retrieved
March 4, 2024, from https://dailysocial.id/research/social-commerce-report-
2022

Elshaer, 1. A., Alrawad, M., Lutfi, A., & Azazz, A. M. (2024). Social commerce
and buying intention post COVID-19: Evidence from a hybrid approach
based on SEM — fsQCA. Journal of Retailing and Consumer Services, 76,
103548. https://doi.org/10.1016/j.jretconser.2023.103548

Esfahbodi, A., Pang, G., & Peng, L. (2022). Determinants of consumers’ adoption
intention for blockchain technology in E-commerce. Journal of Digital
Economy, 1(2), 89-101. https://doi.org/10.1016/j.jdec.2022.11.001

Facebook. (2024). Metode pembayaran yang bisa Anda gunakan untuk pembelian
dengan proses pembayaran di Facebook. Facebook.com. Retrieved March 4,
2024, from https://id-id.facebook.com/help/813406825336025/

Fan, W., Osman, S., Zainudin, N., & Yao, P. (2024). How information and
communication overload affect consumers’ platform switching behavior in
social commerce. Heliyon, 10(10), €31603.
https://doi.org/10.1016/j.heliyon.2024.e31603

Farooq, M., Farooqg, M., Atig, N., Ranjha, K. U., & Karimov, Z. (2024). Social
media as a clinical, educational and networking tool for neurosurgeons: A
systematic review of literature. Journal of Clinical Neuroscience, 126, 256—
264. https://doi.org/10.1016/j.jocn.2024.06.025

Ferdinand, A. (2014). Metode Penelitian Manajemen: Pedoman Penelitian untuk
Penulisan Skripsi, Tesis, dan Disertasi Ilmu Manajemen. Semarang:
Universitas Diponegoro.

Friedrich, T. (2016). On the Factors Influencing Consumers’ Adoption of Social
Commerce — A Review of the Empirical Literature. Pacific Asia Journal of
the Association for Information Systems, 1-32.
https://doi.org/10.17705/1pais.08401

97



Analisis Faktor-Faktor yang Memengaruhi Niat Beli pada Facebook Shop Indonesia
NASYWA AZ-ZAHRA PUTRI RYSVANDA, Rina Herani, S.E., M.Sc.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Gefen, N., Karahanna, N., & Straub, N. (2003). Trust and TAM in Online Shopping:
An Integrated Model. Management Information Systems Quarterly, 27(1), 51.
https://doi.org/10.2307/30036519

Ha, N. T., Nguyen, T. L. H., Van Pham, T., & Nguyen, T. H. T. (2021). Factors
Influencing Online Shopping Intention: An Empirical Study in Vietnam. the
Journal of Asian Finance, Economics, and Business, 8(3), 1257-1266.
https://doi.org/10.13106/jafeb.2021.vol8.n03.1257

Hyun, H., Thavisay, T., & Lee, S. H. (2022). Enhancing the role of flow experience
in social media usage and its impact on shopping. Journal of Retailing and
Consumer Services, 65, 102492.
https://doi.org/10.1016/j.jretconser.2021.102492

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S.
(2021). Partial Least Squares Structural Equation Modeling (PLS-SEM)
Using R. In Classroom companion: business. https://doi.org/10.1007/978-3-
030-80519-7

Hair, J., Hutlt. G., Ringle, C. & Sarstedt. M. (2017). A Primer on Partial Least
Squares Structura; Equation Modeling (PLS — SEM). 2 nd. Thousand
Oaks:Sage Publications Inc.

Hamid, S., Waycott, J., Kurnia, S., & Chang, S. (2010). The Use of Online Social
Networking for Higher Education from An Activity Theory Perspective. AlS
Electronic Library (AlSeL). http://aisel.aisnet.org/pacis2010/135

Huwaida, L. A., Yusuf, A., Satria, A. N., Darmawan, M. A., Ammar, M. F., Yanuar,
M. W., Hidayanto, A. N., & Yaiprasert, C. (2024). Generation Z and
Indonesian Social Commerce: Unraveling Key Drivers of Their Shopping
Decisions.  Journal of  Open Innovation, 10(2), 100256.
https://doi.org/10.1016/j.joitmc.2024.100256

Islam, H., Jebarajakirthy, C., & Shankar, A. (2019). An experimental based
investigation into the effects of website interactivity on customer behavior in
on-line purchase context. Journal of Strategic Marketing, 29(2), 117-140.
https://doi.org/10.1080/0965254x.2019.1637923

Jahangir, W., & Zia-ul-Haqg. (2023). Integrating Technology Acceptance Model,
Theory of Diffusion of Innovations and Theory of Planned Behaviour to
Study the Adoption of Facebook Marketplace. Sagepub, 31(3).
https://doi.org/10.1177/09711023231205500

Jin, S. V., & Ryu, E. (2020). “T’ll buy what she’s #wearing”: The roles of envy
toward and parasocial interaction with influencers in Instagram celebrity-
based brand endorsement and social commerce. Journal of Retailing and
Consumer Services, 55, 102121.
https://doi.org/10.1016/j.jretconser.2020.102121

Kemp, S. (2023). Digital 2023: Indonesia — DataReportal — Global Digital
Insights. DataReportal — Global Digital Insights. Retrieved March 4, 2024,
from https://datareportal.com/reports/digital-2023-indonesia

Kemp, S. (2024). Digital 2024: Global Overview Report — DataReportal — Global
Digital Insights. DataReportal — Global Digital Insights. Retrieved March 4,
2024, from https://datareportal.com/reports/digital-2024-global-overview-
report

98



Analisis Faktor-Faktor yang Memengaruhi Niat Beli pada Facebook Shop Indonesia
NASYWA AZ-ZAHRA PUTRI RYSVANDA, Rina Herani, S.E., M.Sc.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Kemp, S. (2024). Digital 2024: Indonesia — DataReportal — Global Digital
Insights. DataReportal — Global Digital Insights. Retrieved March 4, 2024,
from https://datareportal.com/reports/digital-2024-indonesia

Ko, H. C. (2018). Social desire or commercial desire? The factors driving social
sharing and shopping intentions on social commerce platforms. Electronic
Commerce Research and Applications, 28, 1-15.
https://doi.org/10.1016/j.elerap.2017.12.011

Kowang, T. O., Apandi, S. Z. B. A., Hee, O. C,, Fei, G. C,, Saadon, M. S. |, &
Othman, M. R. (2021). Undergraduates entrepreneurial intention: Holistic
determinants matter. International Journal of Evaluation and Research in
Education, 10(1), 57. https://doi.org/10.11591/ijere.v10i1.20733

Kusumatrisna, A. L., Amri, K., Anggraini, L., Untari, R., Sutarsih, T., & Wulandari,
V. C. (2023). Statistik eCommerce 2022/2023. Badan Pusat Statistik
Indonesia. Retrieved March 4, 2024, from
https://www.bps.go.id/id/publication/2023/09/18/f3b02f2b6706e104ea9d5b
74/statistik-ecommerce-2022-2023.html

Laradi, S., Alrawad, M., Lutfi, A., & Agag, G. (2024). Understanding factors
affecting social commerce purchase behavior: A longitudinal perspective.
Journal of Retailing and Consumer Services, 78, 103751.
https://doi.org/10.1016/j.jretconser.2024.103751

Lee, C. H., Lee, J., Kim, D., Kim, I., & Song, H. (2024). Designing self-ordering
kiosk for older adults: Familiarity design focusing on representation,
manipulation, and organization. Computers in Human Behavior, 108236.
https://doi.org/10.1016/j.chb.2024.108236

Lestari, D. (2019). Measuring e-commerce adoption behaviour among gen-Z in
Jakarta, Indonesia. Economic Analysis and Policy, 64, 103-115.
https://doi.org/10.1016/j.eap.2019.08.004

Li, C. Y. (2019). How social commerce constructs influence customers’ social
shopping intention? An empirical study of a social commerce website.
Technological Forecasting & Social Change, 144, 282-294.
https://doi.org/10.1016/j.techfore.2017.11.026

Li, X., Romainoor, N. H., & Sun, Z. (2024). Factors in consumers’ purchase
intention for Gejia batik. Heliyon, 10(1), €23085.
https://doi.org/10.1016/j.heliyon.2023.e23085

Liao, L., & Huang, T. (2021). The effect of different social media marketing
channels and events on movie box office: An elaboration likelihood model
perspective. Information & Management, 58(7), 103481.
https://doi.org/10.1016/j.im.2021.103481

Liébana-Cabanillas, F., Corral-Hermoso, J. A., Villarejo-Ramos, N. F., &
Higueras-Castillo, E. (2018). New social consumer? Determining factors of
Facebook commerce. Journal of Decision Systems, 27(4), 213-237.
https://doi.org/10.1080/12460125.2019.1592990

Lind, D., Marchal, W., & Wathen, S. (2011). Statistical Techniques in Business

and Economics. McGraw-Hill/lrwin.

Ma, L. (2021). Understanding non-adopters’ intention to use Internet pharmacy:
Reuvisiting the roles of trustworthiness, perceived risk and consumer traits.

99



Analisis Faktor-Faktor yang Memengaruhi Niat Beli pada Facebook Shop Indonesia
NASYWA AZ-ZAHRA PUTRI RYSVANDA, Rina Herani, S.E., M.Sc.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Journal of Engineering and Technology Management, 59, 101613.
https://doi.org/10.1016/j.jengtecman.2021.101613

Ma, X., & Gu, X. (2024). New marketing strategy model of E-commerce
enterprises in the era of digital economy. Heliyon, 10(8), €29038.
https://doi.org/10.1016/j.heliyon.2024.e29038

Mahmud, H., Islam, A. N., Luo, X., & Mikalef, P. (2024). Decoding algorithm
appreciation: Unveiling the impact of familiarity with algorithms, tasks, and
algorithm performance. Decision Support Systems, 179, 114168.
https://doi.org/10.1016/j.dss.2024.114168

Masuda, H., Han, S. H., & Lee, J. (2022). Impacts of influencer attributes on
purchase intentions in social media influencer marketing: Mediating roles of
characterizations. Technological Forecasting & Social
Change/Technological Forecasting and Social Change, 174, 121246.
https://doi.org/10.1016/j.techfore.2021.121246

Masukujjaman, M., Alam, S. S., Siwar, C., & Halim, S. A. (2021). Purchase
intention of renewable energy technology in rural areas in Bangladesh:
Empirical evidence. Renewable Energy, 170, 639-651.
https://doi.org/10.1016/j.renene.2021.01.125

Mikalef, P., Sharma, K., Chatterjee, S., Chaudhuri, R., Parida, V., & Gupta, S.
(2023). All eyes on me: Predicting consumer intentions on social commerce
platforms using eye-tracking data and ensemble learning. Decision Support
Systems, 175, 114039. https://doi.org/10.1016/j.dss.2023.114039

Nadeem, W., Khani, A. H., Schultz, C. D., Adam, N. A., Attar, R. W., & Hajli, N.
(2020). How social presence drives commitment and loyalty with online
brand communities? the role of social commerce trust. Journal of Retailing
and Consumer Services, 55, 102136.
https://doi.org/10.1016/j.jretconser.2020.102136

NapoleonCat. (2023). Facebook users in Indonesia - September 2023.
NapoleonCat. Retrieved March 4, 2024, from
https://napoleoncat.com/stats/facebook-users-in-indonesia/2023/09/

Ngo, T. T. A., Bui, C. T., Chau, H. K. L., & Tran, N. P. N. (2024). Electronic word-
of-mouth (eWOM) on social networking sites (SNS): Roles of information
credibility in shaping online purchase intention. Heliyon, 10(11), e32168.
https://doi.org/10.1016/j.heliyon.2024.e32168

Nguyen, T. T. U., Van Nguyen, P., Huynh, H. T. N., Truong, G. Q., & Do, L.
(2024). Unlocking E-Government Adoption: Exploring the Role of Perceived
Usefulness, Ease of Use, Trust, and Social Media Engagement in Vietnam.
Journal of Open Innovation, 10(2), 100291.
https://doi.org/10.1016/j.joitmc.2024.100291

Nurhayati, H. (2023). Gross merchandise value (GMV) of social commerce in
Indonesia in 2023 and 2028. Statista. Retrieved May 20, 2024, from
https://www-statista-com.ezproxy.ugm.ac.id/statistics/1256663/indonesia-
social-commerce-gross-merchandise-value/

Nurhayati, H. (2024). Most commonly used social media platform for purchases
during the last 12 months in Indonesia as of February 2023. Statista.
Retrieved August 26, 2024, from https://www-statista-

100



Analisis Faktor-Faktor yang Memengaruhi Niat Beli pada Facebook Shop Indonesia
NASYWA AZ-ZAHRA PUTRI RYSVANDA, Rina Herani, S.E., M.Sc.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

com.ezproxy.ugm.ac.id/statistics/1373651/indonesia-social-media-
platforms-used-for-social-commerce/

Page, T. (2014). Skeuomorphism or flat design: future directions in mobile device
User Interface (Ul) design education. International Journal of Mobile
Learning and Organisation, 8(2), 130.
https://doi.org/10.1504/ijml0.2014.062350

Panagoulias, D. P., Virvou, M., & Tsihrintzis, G. A. (2024). A novel framework for
artificial intelligence explainability via the Technology Acceptance Model
and Rapid Estimate of Adult Literacy in Medicine using machine learning.
Expert Systems With Applications, 248, 123375.
https://doi.org/10.1016/j.eswa.2024.123375

Pham, M., Vo, N. K. T., Tran, S. S. T., To, H. H. T., & Lam, B. Q. (2023). How
does herd behaviour impact the purchase intention? Explore the moderating
effect of risk aversion in the context of Vietnamese consumers. Acta
Psychologica, 241, 104096. https://doi.org/10.1016/j.actpsy.2023.104096

Populix. (2022). The Social Commerce Landscape in Indonesia. Populix. Retrieved
March 4, 2024, from https://info.populix.co/id/reports/2022-09-the-social-
commerce-in-indonesia

Qu, Y., Ciedlik, A., Fang, S., & Qing, Y. (2023). The role of online interaction in
user stickiness of social commerce: The shopping value perspective. Digital
Business, 3(2), 100061. https://doi.org/10.1016/j.digbus.2023.100061

Rakuten Insight. (2022). Report: Online shopping — what’s changed?. Rakuten
Insight. Retrieved March 4, 2024, from https://insight.rakuten.com/online-
shopping-what-has-changed/

Raza, S. A., Umer, A., & Shah, N. (2017). New determinants of ease of use and
perceived usefulness for mobile banking adoption. International Journal of
Electronic ~ Customer  Relationship ~ Management,  11(1), 44.
https://doi.org/10.1504/ijecrm.2017.086751

Rodriguez-Lopez, M. E., Higueras-Castillo, E., Rojas-Lamorena, L. J., &
Alcéantara-Pilar, J. M. (2024). The future of TV-shopping: predicting user
purchase intention through an extended technology acceptance model.
Technological Forecasting & Social Change/Technological Forecasting and
Social Change, 198, 122986. https://doi.org/10.1016/j.techfore.2023.122986

Sekaran, U. & Bougie. R. (2016). Research Methods for Business. Chichester: John
Wiley & Sons Ltd.

Shen, X. L., Li, Y. J., Sun, Y., Chen, Z., & Wang, F. (2019). Understanding the role
of technology attractiveness in promoting social commerce engagement:
Moderating effect of personal interest. Information & Management, 56(2),
294-305. https://doi.org/10.1016/j.im.2018.09.006

Shirazi, F., Hajli, N., Sims, J., & Lemke, F. (2022). The role of social factors in
purchase journey in the social commerce era. Technological Forecasting &
Social Change/Technological Forecasting and Social Change, 183, 121861.
https://doi.org/10.1016/j.techfore.2022.121861

Shukla, A., & Sharma, S. K. (2018). Evaluating Consumers’ Adoption of Mobile
Technology for Grocery Shopping: An Application of Technology

101



Analisis Faktor-Faktor yang Memengaruhi Niat Beli pada Facebook Shop Indonesia
NASYWA AZ-ZAHRA PUTRI RYSVANDA, Rina Herani, S.E., M.Sc.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Acceptance Model. Vision, 22(2), 185-198.
https://doi.org/10.1177/0972262918766136

Sukhu, A., Zhang, T., & Bilgihan, A. (2015). Factors Influencing Information-
Sharing Behaviors in Social Networking Sites. Services Marketing Quarterly,
36(4), 317-334. https://doi.org/10.1080/15332969.2015.1076697

Sprecher, S., Treger, S., & Wondra, J. D. (2012). Effects of self-disclosure role on
liking, closeness, and other impressions in get-acquainted interactions.
Journal of Social and Personal Relationships, 30(4), 497-514.
https://doi.org/10.1177/0265407512459033

Tajvidi, M., Richard, M. O., Wang, Y., & Hajli, N. (2020). Brand co-creation
through social commerce information sharing: The role of social media.
Journal of Business Research, 121, 476-486.
https://doi.org/10.1016/j.jbusres.2018.06.008

Tan, C. H., Sutanto, J., & Liu, Y. (2018). A media symbolism perspective on the
choice of social sharing technologies. Electronic Commerce Research and
Applications, 29, 19-29. https://doi.org/10.1016/j.elerap.2018.03.001

Taufik, N., & Hanafiah, M. H. (2019). Airport passengers’ adoption behaviour
towards self-check-in Kiosk Services: the roles of perceived ease of use,
perceived usefulness and need for human interaction. Heliyon, 5(12), e02960.
https://doi.org/10.1016/j.heliyon.2019.e02960

Uzir, M. U. H., Bukari, Z., Halbusi, H. A., Lim, R., Wahab, S. N., Rasul, T.,
Thurasamy, R., Jerin, I., Chowdhury, M. R. K., Tarofder, A. K., Yaakop, A.
Y., Hamid, A. B. A., Haque, A., Rauf, A., & Eneizan, B. (2023). Applied
artificial intelligence: Acceptance-intention-purchase and satisfaction on
smartwatch usage in a Ghanaian context. Heliyon, 9(8), e18666.
https://doi.org/10.1016/j.heliyon.2023.e18666

Ventre, |., & Kolbe, D. (2024). Impact of consumer interaction on social commerce
intention comparing Facebook and Instagram. International Review of Retail,
Distribution & Consumer Research, 1-23.
https://doi.org/10.1080/09593969.2024.2347942

Wang, C., Ahmad, S. F., Ayassrah, A. Y. B. A., Awwad, E. M., Irshad, M., Ali, Y.
A., Al-Razgan, M., Khan, Y., & Han, H. (2023). An empirical evaluation of
technology acceptance model for Artificial Intelligence in E-commerce.
Heliyon, 9(8), €18349. https://doi.org/10.1016/j.heliyon.2023.e18349

Wang, P., Huang, Q., & Davison, R. M. (2020). How do digital influencers affect
social commerce intention? The roles of social power and satisfaction.
Information Technology & People, 34(3), 1065-1086.
https://doi.org/10.1108/itp-09-2019-0490

Wang, X. W., Cao, Y. M., & Park, C. (2019). The relationships among community
experience, community commitment, brand attitude, and purchase intention
in social media. International Journal of Information Management, 49, 475—
488. https://doi.org/10.1016/j.ijinfomgt.2019.07.018

Weli, Z., Lee, M. Y., & Shen, H. (2018). What drives consumers in China to buy
clothing online? Application of the technology acceptance model. Journal of
Textiles and Fibrous Materials, 1, 251522111875679.
https://doi.org/10.1177/2515221118756791

102



Analisis Faktor-Faktor yang Memengaruhi Niat Beli pada Facebook Shop Indonesia
NASYWA AZ-ZAHRA PUTRI RYSVANDA, Rina Herani, S.E., M.Sc.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Wicaksono, S. R. (2022). Teori Dasar Technology Acceptance Model. In Zenodo
(CERN European Organization for Nuclear Research).
https://doi.org/10.5281/zenodo.7754254

Wu, S., Hu, Z., Li, Y., & Yuan, Y. (2024). How brand familiarity affects green
product purchase intention: The moderating role of streamers’ environmental
knowledge. Technology in Society, 102572.
https://doi.org/10.1016/j.techsoc.2024.102572

Yap, Y.Y., Tan, S.H,, Tan, S. K., & Choon, S. W. (2023). Online grocery shopping
intention: Elderly’s perspective in Malaysia. Heliyon, 9(10), e20827.
https://doi.org/10.1016/j.heliyon.2023.e20827

Yu, U. J, Cho, E., & Johnson, K. K. P. (2017). Effects of brand familiarity and
brand loyalty on imagery elaboration in online apparel shopping. Journal of
Global Fashion Marketing, 8(3), 193-206.
https://doi.org/10.1080/20932685.2017.1284603

Zhang, L., Tong, H., Liang, Y., & Qin, Q. (2023). Consumer purchase intention of
new energy vehicles with an extended technology acceptance model: The role
of attitudinal ambivalence. Transportation Research. Part a, Policy and
Practice, 174, 103742. https://doi.org/10.1016/j.tra.2023.103742

Zhang, H., Zheng, S., & Zhu, P. (2024). Why Are Indonesian Consumers Buying
on Live Streaming Platforms? Research on consumer perceived value theory.
Heliyon, €33518. https://doi.org/10.1016/j.heliyon.2024.e33518

103



	DAFTAR PUSTAKA

