Analisis Pengaruh Kepercayaan Konsumen Terhadap EWOM pada Keputusan Pembelian Produk
Fashion Lokal

di Shopee

Rizky Setiawan, Widya Paramita, S.E., M. Sc., Ph.D.

Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

DAFTAR PUSTAKA

UNIVERSITAS
GADJAH MADA

Ahn, Y., & Lee, J. (2024). The impact of online reviews on consumers’ purchase intentions:
Examining the social influence of online reviews, group similarity, and self-
construal. Journal of Theoretical and Applied Electronic Commerce Research, 19(2),
1060—1078. https://doi.org/10.3390/jtaer19020055

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and Human
Decision Processes, 50(2), 179-211.

Alcéntara-Pilar, J. M., Rodriguez-Lopez, M. E., Kalini¢, Z., & Liébana-Cabanillas, F. (2024).
From likes to loyalty: Exploring the impact of influencer credibility on purchase
intentions in TikTok. Journal of Retailing and Consumer Services, 78, 103709.
https://doi.org/10.1016/j.jretconser.2024.103709

Anderson, N. H. (1981). Foundations of information integration theory. Academic Press.

Andrade, C. (2021). The inconvenient truth about convenience and purposive samples. Indian
Journal of Psychological Medicine, 43(1), 86—88.
https://doi.org/10.1177/0253717620977000

Bank Indonesia. (2024, September 10). Modest Fashion Wastra Indonesia kembali menembus
pasar global. https://www.bi.go.id/id/publikasi/ruang-media/news-
release/Pages/sp 2619724.aspx

Barroga, E., & Matanguihan, G. J. (2022). A practical guide to writing quantitative and
qualitative research questions and hypotheses in scholarly articles. Journal of Korean
Medical Science, 37(16), e121. https://doi.org/10.3346/jkms.2022.37.e121

Barroga, E., Matanguihan, G. J., Furuta, A., Arima, M., Tsuchiya, S., Kawahara, C.,
Takamiya, Y., & Izumi, M. (2023). Conducting and writing quantitative and
qualitative research. Journal of Korean Medical Science, 38(37), e291.
https://doi.org/10.3346/jkms.2023.38.e291

Belisario, J. S. M., Jamsek, J., Huckvale, K., O’Donoghue, J., Morrison, C. P., & Car, J.
(2015). Comparison of self-administered survey questionnaire responses collected
using mobile apps versus other methods. Cochrane Database of Systematic Reviews,

2015(7), MR000042.
Bisnis.com. (2025, January 15). Riset APJII 2025: Shopee jadi platform e-commerce paling
banyak diakses pengguna internet Indonesia.

https://teknologi.bisnis.com/read/20250115/84/1801239/riset-apjii-2025-shopee-
jadi-e-commerce-paling-banyak-diakses

Chen, Y.-L., Chang, C.-L., & Sung, A.-Q. (2021). Predicting eWOM’s influence on purchase
intention based on helpfulness, credibility, information quality and professionalism.
Sustainability, 13(13), 7486. https://doi.org/10.3390/sul3137486

Cheung, C. M. K., Lee, M. K. O., & Rabjohn, N. (2008). The impact of electronic word-of-
mouth: The adoption of online opinions in online customer communities. Decision
Support Systems, 45(2), 454-470. https://doi.org/10.1016/j.dss.2008.03.001

Chevalier, J. A., & Mayzlin, D. (2006). The effect of word of mouth on sales: Online book
reviews. Journal of Marketing Research, 43(3), 345-354.
https://doi.org/10.1509/jmkr.43.3.345

Creswell, J. W., & Creswell, J. D. (2018). Research design: Qualitative, quantitative, and
mixed methods approaches (5th ed.). SAGE Publications.

Cuong, D. T. (2024). Examining how electronic word-of-mouth information influences
customers’ purchase intention: The moderating effect of perceived risk on e-

75



Analisis Pengaruh Kepercayaan Konsumen Terhadap EWOM pada Keputusan Pembelian Produk
Fashion Lokal
di Shopee
Rizky Setiawan, Widya Paramita, S.E., M. Sc., Ph.D.
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

commerce  platforms. SAGE Open, 14(4), 21582440241309408.
https://doi.org/10.1177/21582440241309408

DeLone, W. H., & McLean, E. R. (1992). Information systems success: The quest for the
dependent  variable.  Information  Systems  Research, 3(1), 60-95.
https://doi.org/10.1287/isre.3.1.60

Federal Trade Commission. (2024). Trade regulation rule on the use of consumer reviews and
testimonials (16 C.F.R. Part 465). https://www.ftc.gov/legal-library/browse/federal-
register-notices/16-cfr-part-465-trade-regulation-rule-use-consumer-reviews-
testimonials-final-rule

Fernandes, S., Panda, R., Venkatesh, V. G., Swar, B. N., & Shi, Y. (2022). Measuring the
impact of online reviews on consumer purchase decisions: A scale development
study. Journal of Retailing and Consumer Services, 68, 103066.
https://doi.org/10.1016/j.jretconser.2022.103066

Filieri, R. (2016). What makes online reviews helpful? A diagnosticity perspective. Journal of
Business Research, 69(9), 3936-3943. https://doi.org/10.1016/j.jbusres.2016.04.006

Filieri, R., Acikgoz, F., & Du, H. (2023). Electronic word-of-mouth from video bloggers: The
role of content quality and source homophily across hedonic and utilitarian products.
Journal of Business Research, 160, 113774.
https://doi.org/10.1016/j.jbusres.2023.113774

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An
integrated model. MIS Quarterly, 27(1), 51-90. https://doi.org/10.2307/30036519

Google, Temasek, & Bain & Company. (2024). e-Conomy SEA 2024.
https://economysea.withgoogle.com/

Gvili, Y., & Levy, S. (2023). I share, therefore I trust: A moderated mediation model of the
influence of eWOM engagement on social commerce. Journal of Business Research,
166, 114131. https://doi.org/10.1016/j.jbusres.2023.114131

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial least
squares structural equation modeling (PLS-SEM) (2nd ed.). SAGE.

Haq, M. D., Tseng, T.-H., Cheng, H.-L., & Chiu, C.-M. (2024). An empirical analysis of
eWOM valence effects: Integrating stimulus-organism-response, trust transfer
theory, and theory of planned behavior perspectives. Journal of Retailing and
Consumer Services, 81, 104026. https://doi.org/10.1016/j.jretconser.2024.104026

Kim, M., & Kim, J. (2020). The influence of authenticity of online reviews on trust formation
among  travelers. Journal of Travel Research, 59(5), 763-776.
https://doi.org/10.1177/0047287519868307

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson.

Lu, J., & Bai, H. (2021). Information usefulness and attitude formation: A double-dependent
variable model (DDV) to examine the impacts of online reviews on consumers.
Journal of Organizational and End User Computing, 33(6), 1-22.
https://doi.org/10.4018/JOEUC.20211101.0a29

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. https://doi.org/10.1287/isre.13.3.334.81

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship marketing.
Journal of Marketing, 58(3), 20-38. https://doi.org/10.1177/002224299405800302

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

76



Analisis Pengaruh Kepercayaan Konsumen Terhadap EWOM pada Keputusan Pembelian Produk
Fashion Lokal
di Shopee
Rizky Setiawan, Widya Paramita, S.E., M. Sc., Ph.D.
G%Y\E{R]S\}[LADSA Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

rnawirawan, N., Eisend, M., De Pelsmacker, P., & Dens, N. (2015). A meta-analytic
investigation of the role of valence in online reviews. Journal of Interactive
Marketing, 31, 17-27. https://doi.org/10.1016/j.intmar.2015.05.001

Sahut, J.-M., Laroche, M., & Braune, E. (2024). Antecedents and consequences of fake
reviews in a marketing approach: An overview and synthesis. Journal of Business
Research, 175, 114572. https://doi.org/10.1016/.jbusres.2024.114572

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

Senali, M. G., [ranmanesh, M., Ghobakhloo, M., Foroughi, B., Asadi, S., & Rejeb, A. (2024).
Determinants of trust and purchase intention in social commerce: Perceived price
fairness and trust disposition as moderators. Electronic Commerce Research and
Applications, 64, 101370. https://doi.org/10.1016/j.elerap.2024.101370

Slife, B. D., Wright, C. D., & Yanchar, S. C. (2016). Using operational definitions in research:
A best-practices approach. The Journal of Mind and Behavior, 37(2), 119-140.

Spence, M. (1973). Job market signaling. The Quarterly Journal of Economics, 87(3), 355—
374. https://doi.org/10.2307/1882010

Sudaryanto, S., Hanim, A., Dewi, I. R., Kartikasari, A. D., & Rusdiyanto, R. (2025). The
mediating effect of customer trust of E-WOM and online customer reviews
impacting purchase decision of household electronic products at a marketplace:
Evidence from Indonesia. Cogent Business & Management, 12(1), 2503093.
https://doi.org/10.1080/23311975.2025.2503093

Sullivan, G. M., & Artino, A. R., Jr. (2013). Analyzing and interpreting data from Likert-type
scales. Journal of Graduate Medical Education, 5(4), 541-542.
https://doi.org/10.4300/JGME-5-4-18

Sussman, S. W., & Siegal, W. S. (2003). Informational influence in organizations: An
integrated approach to knowledge adoption. Information Systems Research, 14(1),
47-65. https://doi.org/10.1287/isre.14.1.47.14767

Zhao, Y., Wang, L., Tang, H., & Zhang, Y. (2020). Electronic word-of-mouth and consumer
purchase intentions in social e-commerce. Electronic Commerce Research and
Applications, 41, 100980. https://doi.org/10.1016/j.elerap.2020.100980

77



	DAFTAR PUSTAKA

