
 

 

 

155 

 

DAFTAR PUSTAKA 

Adamopoulou, E., & Moussiades, L. (2020). An Overview of Chatbot Technology (hlm. 

373–383). https://doi.org/10.1007/978-3-030-49186-4_31 

Afrina, M., Kawadha, N., Ariani, A., & Febriady, M. F. (2025). The Effect of Chatbot 

Usage on Customer Satisfaction: A Quantitative Study of Shopee, Tokopedia, and 

Lazada Using SmartPLS. Jurnal Sisfokom (Sistem Informasi dan Komputer), 

14(1), 114–122. https://doi.org/10.32736/sisfokom.v14i1.2380 

Akdemir, D. M., & Bulut, Z. A. (2024). Business and Customer-Based Chatbot 

Activities: The Role of Customer Satisfaction in Online Purchase Intention and 

Intention to Reuse Chatbots. Journal of Theoretical and Applied Electronic 

Commerce Research, 19(4), 2961–2979. https://doi.org/10.3390/jtaer19040142 

AlDreabi, H., Halalsheh, N., Alrawashdeh, M. N., Alnajdawi, A. M., Alsawalqa, R. O., 

& Al-Shboul, M. (2023). Sustainable digital communication using perceived 

enjoyment with a technology acceptance model within higher education, in Jordan. 

Frontiers in Education, 8. https://doi.org/10.3389/feduc.2023.1226718 

Alghaniy, A. M. (2024). Pengaruh Teknologi Artificial Intelligence Pada Layanan 

Chatbot Shopee Terhadap Kepuasan Pelanggan di Bandung Raya, Indonesia. 

International Journal Administration, Business & Organization, 5(1), 48–55. 

https://doi.org/10.61242/ijabo.24.337 

Ashfaq, M., Yun, J., Yu, S., & Loureiro, S. M. C. (2020). I, Chatbot: Modeling the 

determinants of users’ satisfaction and continuance intention of AI-powered 

service agents. Telematics and Informatics, 54, 101473. 

https://doi.org/10.1016/j.tele.2020.101473 

Aslam, U. (2023). Understanding the usability of retail fashion brand chatbots: 

Evidence from customer expectations and experiences. Journal of Retailing and 

Consumer Services, 74, 103377. https://doi.org/10.1016/j.jretconser.2023.103377 

Awaluddin, M. (2023). Evaluating Factors Affecting the Adoption of a Mobile Assisted 

Business Application Using the Technology Acceptance Model. Economic and 

Business Horizon, 2(3), 75–87. 

Bawack, R. E., Wamba, S. F., Carillo, K. D. A., & Akter, S. (2022). Artificial 

intelligence in E-Commerce: a bibliometric study and literature review. Electronic 

Markets, 32(1), 297–338. https://doi.org/10.1007/s12525-022-00537-z 

Pengaruh Penggunaan Chatbot Pada Kepuasan Dan Niat Penggunaan Berlanjut: Studi Pada Platform
Shopee
Indonesia
Tsara Tsurayya Firdalia, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

 

 

156 

 

Bhattacherjee, A. (2001). Understanding Information Systems Continuance: An 

Expectation-Confirmation Model1. MIS Quarterly, 25(3), 351–370. 

https://doi.org/10.2307/3250921 

Cooper, D. R. ., & Schindler, P. S. . (2014). Business research methods. McGraw-

Hill/Irwin. 

Dahri, N. A., Yahaya, N., Al-Rahmi, W. M., Aldraiweesh, A., Alturki, U., Almutairy, S., 

Shutaleva, A., & Soomro, R. B. (2024). Extended TAM based acceptance of AI-

Powered ChatGPT for supporting metacognitive self-regulated learning in 

education: A mixed-methods study. Heliyon, 10(8), e29317. 

https://doi.org/10.1016/j.heliyon.2024.e29317 

Davis, F. D., & Venkatesh, V. (1996). A critical assessment of potential measurement 

biases in the technology acceptance model: three experiments. International 

Journal of Human-Computer Studies, 45(1), 19–45. 

https://doi.org/10.1006/ijhc.1996.0040 

DeLone, W. H., & McLean, E. R. (2003). The DeLone & McLean model of information 

system success: A ten-year update. Journal of Management Information Systems, 

19 (4), 9–30. 

Ding, Y., & Najaf, M. (2024). Interactivity, humanness, and trust: a psychological 

approach to AI chatbot adoption in e-commerce. BMC Psychology, 12(1), 595. 

https://doi.org/10.1186/s40359-024-02083-z 

Dube, N., & Humbani, M. (2024). Testing a modified information system success 

model in a mobile travel app context. THE ELECTRONIC JOURNAL OF 

INFORMATION SYSTEMS IN DEVELOPING COUNTRIES, 90(6). 

https://doi.org/10.1002/isd2.12339 

Feine, J., Gnewuch, U., Morana, S., & Maedche, A. (2019). A Taxonomy of Social Cues 

for Conversational Agents. International Journal of Human-Computer Studies, 

132, 138–161. https://doi.org/10.1016/j.ijhcs.2019.07.009 

Følstad, A., Law, E. L.-C., & van As, N. (2024). Conversational Breakdown in a 

Customer Service Chatbot: Impact of Task Order and Criticality on User Trust and 

Emotion. ACM Transactions on Computer-Human Interaction, 31(5), 1–52. 

https://doi.org/10.1145/3690383 

Pengaruh Penggunaan Chatbot Pada Kepuasan Dan Niat Penggunaan Berlanjut: Studi Pada Platform
Shopee
Indonesia
Tsara Tsurayya Firdalia, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

 

 

157 

 

Gao, J., Opute, A. P., Jawad, C., & Zhan, M. (2025). The influence of artificial 

intelligence chatbot problem solving on customers’ continued usage intention in e-

commerce platforms: an expectation-confirmation model approach. Journal of 

Business Research, 200, 115661. https://doi.org/10.1016/j.jbusres.2025.115661 

Godovykh, M., & Tasci, A. D. A. (2020). Satisfaction vs experienced utility: current 

issues and opportunities. Current Issues in Tourism, 23(18), 2273–2282. 

https://doi.org/10.1080/13683500.2020.1769573 

Hair, J. F. ., Hult, G. T. M. ., Ringle, C. M. ., & Sarstedt, Marko. (2022). A primer on 

partial least squares structural equation modeling (PLS-SEM). SAGE 

Publications, Inc. 

Hrgarek, L., & Nemec Zlatolas, L. (2025). A Model of Factors Influencing Continuance 

Intention and Actual Usage of Self-Hosted Software Solutions. Sustainability, 

17(22), 10009. https://doi.org/10.3390/su172210009 

Hsu, C.-L., & Lin, J. C.-C. (2023). Understanding the user satisfaction and loyalty of 

customer service chatbots. Journal of Retailing and Consumer Services, 71, 

103211. https://doi.org/10.1016/j.jretconser.2022.103211 

Hu, B., Liu, Y., & Yan, W. (2023). Should I scan my face? The influence of perceived 

value and trust on Chinese users’ intention to use facial recognition payment. 

Telematics and Informatics, 78, 101951. 

https://doi.org/10.1016/j.tele.2023.101951 

Huang, M.-H., & Rust, R. T. (2018). Artificial Intelligence in Service. Journal of 

Service Research, 21(2), 155–172. https://doi.org/10.1177/1094670517752459 

Ibrahim, F., Münscher, J.-C., Daseking, M., & Telle, N.-T. (2025). The technology 

acceptance model and adopter type analysis in the context of artificial intelligence. 

Frontiers in Artificial Intelligence, 7. https://doi.org/10.3389/frai.2024.1496518 

Jeyaraj, A. (2020). DeLone &amp; McLean models of information system success: 

Critical meta-review and research directions. International Journal of Information 

Management, 54, 102139. https://doi.org/10.1016/j.ijinfomgt.2020.102139 

Jiang, G., Liu, F., Liu, W., Liu, S., Chen, Y., & Xu, D. (2021). Effects of information 

quality on information adoption on social media review platforms: moderating role 

of perceived risk. Data Science and Management, 1(1), 13–22. 

https://doi.org/10.1016/j.dsm.2021.02.004 

Pengaruh Penggunaan Chatbot Pada Kepuasan Dan Niat Penggunaan Berlanjut: Studi Pada Platform
Shopee
Indonesia
Tsara Tsurayya Firdalia, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

 

 

158 

 

Jiang, H., Cheng, Y., Yang, J., & Gao, S. (2022). AI-powered chatbot communication 

with customers: Dialogic interactions, satisfaction, engagement, and customer 

behavior. Computers in Human Behavior, 134, 107329. 

https://doi.org/10.1016/j.chb.2022.107329 

Jo, H. (2022). Continuance intention to use artificial intelligence personal assistant: 

type, gender, and use experience. Heliyon, 8(9), e10662. 

https://doi.org/10.1016/j.heliyon.2022.e10662 

Kim, J., Li, Y., & Choi, J. (2023). Understanding the Continuance Intention to Use 

Chatbot Services. Asia Marketing Journal, 25(3), 99–110. 

https://doi.org/10.53728/2765-6500.1613 

Li, C.-Y., & Zhang, J.-T. (2023). Chatbots or me? Consumers’ switching between 

human agents and conversational agents. Journal of Retailing and Consumer 

Services, 72, 103264. https://doi.org/10.1016/j.jretconser.2023.103264 

Liu, C., Peng, G., Kong, S., Lan, C., & Zhu, H. (2023). Critical information quality 

dimensions of conversational agents for healthcare. Information Research an 

international electronic journal, 28(4), 18–42. https://doi.org/10.47989/ir284561 

Mardhotillah, R. R., & Wibawa, B. M. (2025). E-Service Quality Factors and Customer 

Satisfaction in Shopee’s E-Commerce Platform. Journal of Applied Management 

and Business, 6(1), 22–34. https://doi.org/10.37802/jamb.v6i1.1050 

Mariani, M. M., Hashemi, N., & Wirtz, J. (2023). Artificial intelligence empowered 

conversational agents: A systematic literature review and research agenda. Journal 

of Business Research, 161, 113838. https://doi.org/10.1016/j.jbusres.2023.113838 

Marikyan, D., Papagiannidis, S., & Stewart, G. (2023). Technology acceptance 

research: Meta-analysis. Journal of Information Science. 

https://doi.org/10.1177/01655515231191177 

Mishra, A., Shukla, A., Rana, N. P., Currie, W. L., & Dwivedi, Y. K. (2023). Re-

examining post-acceptance model of information systems continuance: A revised 

theoretical model using MASEM approach. International Journal of Information 

Management, 68, 102571. https://doi.org/10.1016/j.ijinfomgt.2022.102571 

Ngo, T. T. A., Phan, T. Y. N., Nguyen, T. K., Le, N. B. T., Nguyen, N. T. A., & Le, T. T. 

D. (2025). Understanding continuance intention toward the use of AI chatbots in 

Pengaruh Penggunaan Chatbot Pada Kepuasan Dan Niat Penggunaan Berlanjut: Studi Pada Platform
Shopee
Indonesia
Tsara Tsurayya Firdalia, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

 

 

159 

 

customer service among generation Z in Vietnam. Acta Psychologica, 259, 105468. 

https://doi.org/10.1016/j.actpsy.2025.105468 

Nguyen, G.-D., & Dao, T.-H. T. (2024). Factors influencing continuance intention to 

use mobile banking: an extended expectation-confirmation model with moderating 

role of trust. Humanities and Social Sciences Communications, 11(1), 276. 

https://doi.org/10.1057/s41599-024-02778-z 

Nilashi, M., Abumalloh, R. A., Minaei-Bidgoli, B., Abdu Zogaan, W., Alhargan, A., 

Mohd, S., Syed Azhar, S. N. F., Asadi, S., & Samad, S. (2022). Revealing travellers’ 

satisfaction during COVID-19 outbreak: Moderating role of service quality. 

Journal of Retailing and Consumer Services, 64, 102783. 

https://doi.org/10.1016/j.jretconser.2021.102783 

Nursalim, C. P., Tannia, T., & Robert, A. (2025). Service Quality and Perceived Value 

Toward Customer Satisfaction in E-Commerce Delivery: The Role of Trust. 

International Journal of Applied Business and International Management, 10(1), 

136–153. https://doi.org/10.32535/ijabim.v10i1.3741 

Patma, T. S., Fienaningsih, N., Rahayu, K. S., & Artatanaya, I. G. L. S. (2021). Impact 

of Information Quality on Customer Perceived Value, Experience Quality, and 

Customer Satisfaction from Using GoFood Aplication. Journal of Indonesian 

Economy and Business, 36(1), 51. https://doi.org/10.22146/jieb.59810 

Perdomo-Verdecia, V., Garrido-Vega, P., & Sacristán-Díaz, M. (2024). An fsQCA 

analysis of service quality for hotel customer satisfaction. International Journal of 

Hospitality Management, 122, 103793. 

https://doi.org/10.1016/j.ijhm.2024.103793 

Quang, H. T. (2024). Determinants of Customers’ Continuance Intention to Use 

Chatbots in e-Commerce. Archives of Business Research, 12(1), 78–92. 

https://doi.org/10.14738/abr.121.16362 

Ruan, Y., & Mezei, J. (2022). When do AI chatbots lead to higher customer satisfaction 

than human frontline employees in online shopping assistance? Considering 

product attribute type. Journal of Retailing and Consumer Services, 68, 103059. 

https://doi.org/10.1016/j.jretconser.2022.103059 

Salome, I. O., Ayotunde, O. A., Samuel, O. O., & Samuel, O. O. (2022). From service 

quality to e-service quality: measurement, dimensions and model. Journal of 

Pengaruh Penggunaan Chatbot Pada Kepuasan Dan Niat Penggunaan Berlanjut: Studi Pada Platform
Shopee
Indonesia
Tsara Tsurayya Firdalia, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

 

 

160 

 

Management Information and Decision Sciences. Journal of Management 

Information and Decision Sciences, 25(1), 1–15. 

Schorr, A. (2023). The Technology Acceptance Model (TAM) and its Importance for 

Digitalization Research: A Review. Dalam International Symposium on 

Technikpsychologie (TecPsy) 2023 (hlm. 55–65). Sciendo. 

https://doi.org/10.2478/9788366675896-005 

Shi, M., Deng, L., Zhang, M., & Long, Y. (2025). How telepresence and perceived 

enjoyment mediate the relationship between interaction quality and continuance 

intention: Evidence from China Zisha-ware Digital Museum. PLOS ONE, 20(1), 

e0317784. https://doi.org/10.1371/journal.pone.0317784 

Tam, C., Santos, D., & Oliveira, T. (2020). Exploring the influential factors of 

continuance intention to use mobile Apps: Extending the expectation confirmation 

model. Information Systems Frontiers, 22(1), 243–257. 

https://doi.org/10.1007/s10796-018-9864-5 

Umam, M. K., & Puspawati, D. (2024). Continuance Use Intention in the use of E-

wallets by using the Expectation Confirmation Model through E-Satisfaction. 

Dinasti International Journal of Economics, Finance & Accounting, 5(5), 4815–

4827. 

Veronika, S., Lee, M. S. W., Lang, B., & Putra, P. (2025). A systematic review and 

future agenda on continuance intentions in mobile apps. International Journal of 

Information Management Data Insights, 5(2), 100352. 

https://doi.org/10.1016/j.jjimei.2025.100352 

Widyaningrum, T., Sholihah, Q., & Haryono, B. S. (2024). The Delone and McLean 

Information System Success Model: Investigating User Satisfaction in Learning 

Management System. Journal of Education Technology, 8(1), 86–94. 

https://doi.org/10.23887/jet.v8i1.71080 

  

Pengaruh Penggunaan Chatbot Pada Kepuasan Dan Niat Penggunaan Berlanjut: Studi Pada Platform
Shopee
Indonesia
Tsara Tsurayya Firdalia, Bayu Aji Aritejo, S.E., M.M., M.Si., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/


	DAFTAR PUSTAKA

