
69 

 

 

 

 

DAFTAR PUSTAKA 

 

 

Alba, J., Lynch, J., Weitz, B., Janiszewski, C., Lutz, R., Sawyer, A., & Wood, S. 

1997. Interactive Home Shopping: Consumer, Retailer, & Manufacturer 

Incentives to Participate in Electronic Marketplaces. Journal of Marketing. 

Vol. 61, 38-53. 

 

Amarnath, B. & Vijayudu. 2009. Brand Awareness in Rural Area: A Case Study 

of Fast Moving Consumer Goods in Chittoor District of Andhra Pradesh. 

Asia-Pacific Journal of Social Sciences. Vol.1, 230-240. 

 

Anonim, 2018. Fraud Management Insight 2017: Trust, Identity and Engagement 

in a Digital World. Experian and International Data Corporation. 

 

Anonim, 2018. Year in Search: Insights for Brands 2018. Google 

 

Assael, Henry. 1998. Consumer Behavior and Marketing Action 6th Edition. 

South Western College Publishing, New York. 

 

Azwar, Saiffudin. 1995. Sikap Manumur: Teori dan Pengkurannya, Edisi 2. 

Yogyakarta: Pustaka Pelajar. 

 

Bao, Y., Sheng, S., 2011. Motivating purchase of private brands: effects of store 

image, product signatureness, and quality variation. Journal of Business 

Research. Vol. 64,No.2. 220–226. 

 

Barbara,G.T. dan Fidell L.S. 1983. Using Multivariate Statistics. Harper and Row 

Publisher, New York. 

 

Beck, S. & Kenning, P. 2015. The Influence Of Retailers' Family Firm Image On 

New Product Acceptance: An Empirical Investigation In The German 

FMCG Market. International Journal Retail Distribution Management. Vol. 

43. No.12. 1126–1143. 

 

Bloemer, Josee & Ruyter, Ko de. 1997. On The Relationship between Store 

Image, Store Satisfaction, and Store Loyalty. European Journal of 

Marketing. Vol.32. No. 5/6 

 

Boulding, W. &A. Kirmani. 1993. A Consumer-Side Experimental Examination 

of Signaling Theory: Do Consumers Perceive Warranties As Signals of 

Quality?. Journal of Consumer Research. Vol.20. No. 1. 111–123. 

 

Brierley, Sean. 2002. The Advertising Handbook By Sean Brierley. Routledge, 

New York. 

PENGARUH PERSEPSI KEMUDAHAN PENGGUNAAN, KEGUNAAN, KEPERCAYAA, DAN REPUTASI
TOKO TERHADAP NIAT
PEMBELIAN PRODUK FAST MOVING CONSUMER GOODS (FMCG) SECARA ONLINE
AMALIA SAVITRI, Ibnu Wahid Fakhrudin A., S.T.P., MT.;Dr. Mirwan Ushada, M.App.Life.Sc.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



70 

 

 

 

 

 

Chan, F. T. S. & Chong, A. Y.L. 2013. Analysis of the determinants of 

consumers‟m-commerce usage activities. Online Information Review.Vol. 

37. No.3, 443–461. 

 

Chen, Y. H. & B. Stuart. 2007. Initial Trust &Online Buyer Behaviour. Industrial 

Management & Data Systems. Vol.107, 21-36. 

 

Chong, A. Y.L., Chan, F. T. S., & Ooi, K.B. 2012. Predicting Consumer 

Decisions to Adopt Mobile Commerce: Cross Country Empirical 

Examination between China and Malaysia. Decision Support Systems. 

Vol.53. No.1, 34–43. 

 

Cobb-Walgren, C. J., C. A. Ruble, &N. Donthu. 1995. Brand Equity, Brand 

Preference, and Purchase Intent. Journal of Advertising 24: 25-40. 

 

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

Acceptance of Information Technology. MIS quarterly. Vol. 13. No.3, 319-

340. 

 

Dielman, Terry E. 2005. Applied Regression Analysis: A Second Course in 

Business and Economic Statistics. 

 

Draper, Norman dan Harry Smith. 1992. Analisis Regresi Terapan Edisi Kedua. 

Jakarta: PT. Gramedia Pustaka Utama 

 

Dwiastuti, Rini, Agustina Shinta& Riyanti Isaskar. 2012. Ilmu Perilaku 

Konsumen. Malang: UB Press. 

 

Engel, James F., Roger D. Blackwell &Paul W. Miniard. 1994. Perilaku 

Konsumen. Jakarta: Binarupa Aksara. 

 

Gao, L., Bai, X. 2014. A Unified Perspective on The Factors Influencing 

Consumer Acceptance of Internet of Things Technology. Asia Pacific 

Journal Marketing Logistics. Vol.26.No.2, 211–231. 

 

Giarono, Gading. 2012.Thesis: Analisis Strategi Bersaing PT. KAO pada Industri 

Fast Moving Consumer Good di Indonesia. Program Studi Magister 

Management, Fakultas Ekonomika dan Bisnis. UGM 

 

Ghozali, Imam. 2011. Aplikasi Analisis Multivariate dengan Program IBM SPSS. 

Semarang: Badan Penerbit Universitas Diponegoro 

 

Guay, D. & Ettwein J. 1998. Internet Commerce Basics. Electronic Markets 

Journal. Volume 8. No.1, 12-15. 

 

PENGARUH PERSEPSI KEMUDAHAN PENGGUNAAN, KEGUNAAN, KEPERCAYAA, DAN REPUTASI
TOKO TERHADAP NIAT
PEMBELIAN PRODUK FAST MOVING CONSUMER GOODS (FMCG) SECARA ONLINE
AMALIA SAVITRI, Ibnu Wahid Fakhrudin A., S.T.P., MT.;Dr. Mirwan Ushada, M.App.Life.Sc.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



71 

 

 

 

 

Herbig, Paul, John Milewicz dan Jim Golden. 1994. A Model of Reputation 

Buliding and Destruction. Journal of Business Research. Vol. 13. No.1, 23-

31. 

 

Jogiyanto, Hartono M. 2007. Sistem Informasi Keperilakuan. Yogyakarta: Andi. 

 

Kalakota & Whinston. 1996. Frontiers of Electronic Commerce. Addison-Wesley 

Publilshing Company, Inc, Massachusetts. 

 

Kim, Dan J., Donald L.Ferrin, H.Raghav RAO. 2008.  A Trust-Based Consumer 

Decision-Making Model In Electronic Commerce: The Role Of Trust, 

Perceived Risk, And Their Antecedents. Decision Support Systems of 

Research Collection Lee Kong Chian School of Business..44.Vol.4. 544-

564.  

 

Kusuma, Hadri dan Dwi Susilowati. 2007. Determinan Pengadopsian Layanan 

Internet Banking: Perspektif Konsumen Perbankan Daerah Istimewa 

Yogyakarta. Jurnal Akuntasi dan Auditing Indonesia. Vol. 11, No. 2. 

 

Kuzmina, K., Prendeville S., Walker D., Charnley F. 2018. Future Scenarios for 

Fast-Moving Consumer Goods in a Circular Economy. dalam  

https://doi.org/10.1016/j.futures.2018.12.001. Diakses pada 14 Desember 

2018 pukul 10.05 WIB 

 

Kwek, Chon L., Lau Teck C. & Tan Hoi P. 2010. Investigating the Shopping 

Orientations on Online Purchase Intention in the eCommerce Environment: 

A Malaysian Study. Journal of Internet Banking and Commerce. August, 

Vol.15, No.2. 

 

Lemeshow, S., Davis W.H.Jr., Janelle K , dan Stephen K.L. 1997. Besar Sampel 

dalam Penelitian Kesehatan.Yogyakarta. Gadjah Mada University Press. 

 

Laudon, Kenneth C., &Carol Guercio Traver. 2012. E-Commerce 2012 : 

Business. Technology. Society (Eighth Edition). Kendallville: Pearson. 

 

Lee, K.& Shavitt, S. 2006. The Use of Cues Depends on Goals: Store Reputation 

Affects Product Judgments When Social Identity Goals are Salient. Journal 

of Consumer Psychology. Vol.16.No.3, 260–271. 

 

Martineau, P. 1958. The Personality of Retail Store. Harvard Business Review. 

Vol. 36. No.1. 

 

Maulana, Yusuf fitra. 2016. Pengaruh Kepercayaan , Persepsi Risiko, dan 

Keamanan terhadap Minat Beli Konsumen Pada Toko Online (Studi pada 

Toko Online OLX.co.id). Universitas Negeri Yogyakarta 

 

PENGARUH PERSEPSI KEMUDAHAN PENGGUNAAN, KEGUNAAN, KEPERCAYAA, DAN REPUTASI
TOKO TERHADAP NIAT
PEMBELIAN PRODUK FAST MOVING CONSUMER GOODS (FMCG) SECARA ONLINE
AMALIA SAVITRI, Ibnu Wahid Fakhrudin A., S.T.P., MT.;Dr. Mirwan Ushada, M.App.Life.Sc.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1016/j.futures.2018.12.001


72 

 

 

 

 

Mueller DJ. 1992. Mengukur Sikap Sosial, Pegangan untuk Peneliti dan Praktisi. 

Jakarta: Bumi Aksara. 

 

Pavlou, Paul A. & D. Gefen. 2002. Building Effective Online Marketplaces with 

Institution-based Trust. Proceedings of Twenty-Third International 

Conference on Information Systems. pp. 667-675 

 

Quelich, J. A. & Klein, L. R. 2006. The Internet and International Marketing. 

Sloan Management Review.Vol. 37.No. 3, 60–75. 

 

Roy, Sanjit Kumar,M.S. Balaji, Ali Quazi & Mohammed Quaddus. 2018. 

Predictors of Customer Acceptance and Resistance To Smart Technologies 

In The Retail Sector. Journal of Retailing and Consumer Services, 147-160. 

 

Sandhusen, Richard. 2008. Marketing. Barron's Educational Series, New York. 

 

Seo & Kim. 1999. An Empirical Study In Effects of Cost Advantage on Online 

Transaction: Customer Perception of Use of Internet Shopping Malls. 

Proceedings of Korean Academic Society of Business Administration, 

Spring Conference pp. 225-234. 

 

Shomad, Cesarion Andrie. 2012. Pengaruh Kepercayaan, Persepsi Kegunaan, 

persepsi kemudahan, dan Persepsi Risiko terhadap perilaku penggunaan E-

Commerce. Malang: Universitas Brawijaya 

 

Solomon, M.R., Dann S., Russell B. & Rebekah. 2007. Consumer Behaviour: 

Buying, Having, Being. Pearson Education, Frenchs Forest, N.S.W. 

 

Solomon, M.R. & Rabolt, N. 2009. Consumer Behaviour in Fashion, 2nd. 

Edition. Prentice Hall, USA. 

 

Sudjana. 2001. Teknik Analisis Regresi dan Korelasi Bagi Para Peneliti. 

Bandung: Tarsito Bandung. 

 

Sugiyono. 2006. Metode Penelitian Kuantitatif, Kualitatif dan R&D. Bandung: 

Alfabeta. 

 

Sugiyono. 2013. Metode Penelitian Pendidikan (Pendekatan Kuantitatif, 

Kualitatif, dan R&D). Bandung: Alfabeta. 

 

Sunyoto, Danang. 2007. Analisis Regresi dan Korelasi Bivariat: Ringkasan dan 

Kasus. Yogyakarta: Amara Books 

 

Suyanto, Asep Herman. 2009. Web Design Theory and Practice. Yogyakarta: PT 

Andi Offset. 

 

PENGARUH PERSEPSI KEMUDAHAN PENGGUNAAN, KEGUNAAN, KEPERCAYAA, DAN REPUTASI
TOKO TERHADAP NIAT
PEMBELIAN PRODUK FAST MOVING CONSUMER GOODS (FMCG) SECARA ONLINE
AMALIA SAVITRI, Ibnu Wahid Fakhrudin A., S.T.P., MT.;Dr. Mirwan Ushada, M.App.Life.Sc.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



73 

 

 

 

 

Teo, T.S. & Liu, J. 2007. Consumer Trust in E-commerce in the United States, 

Singapore and China. Omega: The International Journal of Management 

Science.Vol. 35.No.1, 22–38. 

 

The Tetra Pak Index Report Online. 2018. Insight and Opportunity: Online 

Grocery. Tetra Pak Group. USA 

 

Turban, E., D. King, J. Lee, M. Warkentin& H.M. Chung. 2002. Electronic 

Commerce : A Managerial Perspective. Pearson Prentice Hall, New York. 

 

Venkatesh, V., Morris, M. G., Davis, G. B. & Davis, F. D. 2003. User Acceptance 

of Information Technology: Toward A Unified View. MIS Quarterly. Vol. 

27.No.3, 425–478. 

 

Wei, T. T., Marthandan, G., Chong, A. Y.-L., Ooi, K.-B., & Arumugam, S. 2009. 

What Drives Malaysian M-Commerce? an Empirical Analysis. Industrial 

Management & Data Systems, 109(3), 370–388. 

 

Wu, J.H., & Wang, S.-C. 2005. What Drives Mobile Commerce? an 

Empiricalevaluation of The Revised Technology Acceptance Model. 

Information & Management Journal. Vol. 42. No. 5, 719–729.  

 

Yang, Yann-Jy, Chih-Chien W.& Chien-Chang C. 2017. Recent Development 

Trend of Electronic Commerce Research: 2000 to 2016. Contemporary 

Management Research. Vol. 13. No. 2, 131-142. 

 

Yoga A.P., Mudjahidin& Retno Aulia V. 2013. Analisis Kepercayaan Pelanggan 

E-Commerce menggunakan Metode Structural Equation Modeling (Studi 

Kasus: Mahasiswa Surabaya). Jurnal Teknik Pomits. Vol. 2. No. 1. 

 

Zarmpou, T., Saprikis, V., Markos, A., & Vlachopoulou, M. 2012. Modeling 

Users‟acceptance of Mobile Services. Electronic Commerce Research. Vol. 

12. No. 2, 225–248. 

 

Sumber internet: 

Anonim. 2017. Industri FMCG di Indonesia: Peluang dan Tantangan. 

https://www.business.hsbc.co.id/id-id/id/article/fmcg-industry-in-indonesia. 

Diakses pada 17 Oktober 2018 pukul 23.10 WIB  

 

Asosiasi Penyelenggara Jasa Internet Indonesia. 2018. Infografis: Survey 

Penetrasi dan Perilaku Pengguna Internet Indonesia 2017. Diakses pada 3 

Mei 2018 pukul 22.50 WIB 

 

Lubis, Mila. 2018. Penjualan Fmcg Online Tumbuh 4x Lebih Cepat Dari Offline; 

Sektor E-Commerce Fmcg Global Akan Mencapai Usd 400 Miliar Pada 

2022.www.nielsen.com/id/en/press-room/2018/penjualan-fmcg-online-

PENGARUH PERSEPSI KEMUDAHAN PENGGUNAAN, KEGUNAAN, KEPERCAYAA, DAN REPUTASI
TOKO TERHADAP NIAT
PEMBELIAN PRODUK FAST MOVING CONSUMER GOODS (FMCG) SECARA ONLINE
AMALIA SAVITRI, Ibnu Wahid Fakhrudin A., S.T.P., MT.;Dr. Mirwan Ushada, M.App.Life.Sc.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/

http://www.nielsen.com/id/en/press-room/2018/penjualan-fmcg-online-tumbuh-4x


74 

 

 

 

 

tumbuh-4x Lebihcepat- dari-online-sektor-ecommerce-fmcg-global-akan-

mencapai-usd-400-miliar-pada-2022.html Diakses pada 1 November 2018 

 

Rahayu, Eva Martha. 2017. Bangkitnya Belanja Online di Sektor FMCG. Dalam 

https://swa.co.id/swa/trends/bangkitnya-belanja-online-di-sektor-fmcg. 

Diakses pada 17 Oktober pukul 23.07 WIB 

  

PENGARUH PERSEPSI KEMUDAHAN PENGGUNAAN, KEGUNAAN, KEPERCAYAA, DAN REPUTASI
TOKO TERHADAP NIAT
PEMBELIAN PRODUK FAST MOVING CONSUMER GOODS (FMCG) SECARA ONLINE
AMALIA SAVITRI, Ibnu Wahid Fakhrudin A., S.T.P., MT.;Dr. Mirwan Ushada, M.App.Life.Sc.
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/

http://www.nielsen.com/id/en/press-room/2018/penjualan-fmcg-online-tumbuh-4x

	DAFTAR PUSTAKA

