BELANJA DARING PADA GENERASI MILENIAL: STUDI PADA BUKALAPAK DAN BLIBLI
YANUAR AWANI GAMIS, Dr. BM Purwanto

Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

DFTAR PUSTAKA

Alicia, 1.-Y., Maria, P.M.-R. and Agustin, A.-H. 2014. “What Differentiates
Internet Shoppers from Internet Surfers?”. Serv. Ind. J. 34 (6). 530-549.
available at: http://dx.doi.org/10.1080/02642069.2014.871536

Arni, U.D. 2018. Bukalapak vs Tokopedia vs shopee. Jakarta. Garudacyber.co.id,
Diakses 7 maret 2019 https://garudacyber.co.id/artikel/1246-bukalapak-vs-
tokopedia-vs-shopee

Asosiasi Pengguna Jasa Internet. 2017. “Hasil Survei Penetrasi dan Pengguna
Internet 20177, Diakses pada 6 oktober 2018.
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-
Perilakuhttps://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-
dan-Perilaku-Pengguna-Internet-Indonesia-2017Pengguna-Internet-
Indonesia-2017

Balasubramanian, S., Raghunathan, R. and Mahajan, V. 2005. “Consumers in a
Multichannel Environment: Product Utility. Process Utility and Channel
Choice”. J. Interact. Mark. 19 (2). 12-30.

Beauchamp, M.B. and Ponder, N. 2010. “Perceptions of Retail Convenience for
In-store and Daring Shoppers”. J. Mark. Manag. 20 (1), 49-65.

Bhattacherjee, A. 2001. “Understanding Information Systems Continuance: an
Expectation Confirmation Model”, MIS Quarterly, 25 (3). 351-370.

Forsythe, S., Liu, C., Shannon, D. and Gardner, L.C. 2006. “Development of a
Scale to Measure the Perceived Benefits and Risks of Daring Shopping”,
J. Interact. Mark . 20 (2). 55-75.

Forsythe, S.M. and Shi, B. 2003. “Customer Patronage and Risk Perceptions in
Internet Shopping”. J. Bus. Res. 56 (5). 867-875.

Gao, L. and Bai, X. (2014), “A unified perspective on the factors influencing
consumer acceptance of the internet and of things technology”, Asia Pacific
Journal of Marketing and Logistics, Vol. 26 No. 2,pp. 211-231.

Hair, JR., Joseph F., William C. Black, Barry J. Babin, dan Rolph E. Anderson
(2010), Multivariate Data Analysis, 7th edition, New Jersey: Pearson
Education

Haekasl, A., Widjajanta B. 2016. “Pengaruh Kepercayaan dan Persepsi Risiko
Terhadap Minat Membeli Secara Online Pada Pengunjung Website
Classified di Indonesia. Diakses tanggal 20 maret 2019

Hausman, A.V. and Siekpe, J.S. (2009), “The effect of web interface features on
consumer online purchase intentions”, Journal of Business Research, Vol.
62 No. 1, pp. 5-13.



http://dx.doi.org/10.1080/02642069.2014.871536
http://dx.doi.org/10.1080/02642069.2014.871536
http://dx.doi.org/10.1080/02642069.2014.871536
http://dx.doi.org/10.1080/02642069.2014.871536
http://www.brandindex.com/ranking/indonesia/2018-index/category/e-commerce-m-commerce
https://garudacyber.co.id/artikel/1246-bukalapak-vs-tokopedia-vs-shopee
https://garudacyber.co.id/artikel/1246-bukalapak-vs-tokopedia-vs-shopee
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017
https://www.apjii.or.id/content/read/39/342/Hasil-Survei-Penetrasi-dan-Perilaku-Pengguna-Internet-Indonesia-2017

BELANJA DARING PADA GENERASI MILENIAL: STUDI PADA BUKALAPAK DAN BLIBLI
YANUAR AWANI GAMIS, Dr. BM Purwanto

Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Hogantoro, H.A. 2015. “ 7 Alasan Masyarakat Berbelanja Daring.Mebiso, 18 July
2015. Diakses tanggal 7 Oktober 2018 https://mebiso.com/7-alasan-
masyarakat-berbelanja-daring/

Jiang, L.A., Zhilin, Y. and Minjoon, J. (2013), “Measuring consumer perceptions
of online shopping”. J.Serv.Man. Vol 24 No.2,pp. 191-214

Ling, A.J., Zhilin, Y. and Minjoon, J. (2013), “Measuring Consumer Perceptions
of Online Shopping Convenience”, Journal of Service Management, Vol.
24 No. 2, pp. 191-214.

Lukman, E. 2014. “ 8 Marketplace Terbaik di Indonesia untuk Membantu Anda
Berjualan Daring”. Jakarta: Idn.technisia, 26 Desember 2014,
https://id.techinasia.com/marketplace-daring-terbesar-indonesia-belanja

Ko, E., Kim, E.-Y. and Leg, E.-K. (2009), “Modeling consumer adoption of mobile
shopping for fashion product in Korea”, Psychology and Marketing, Vol.
26 No. 7, pp. 669-687.

Mahapatra, S. 2017. “Mobile Shopping Among Young Consumer: an Empirical
Study in Emerging Market. Int. J. Retail. Distrib. Manag. 45 (9).930-949,
avalaible at : https://doi.org/10.1108/IJRDM-08-2016-0128

Nielsen. 2013. “The Mobile Consumer — a Global Snapshot”. available at:
www.hielsen.com/content/dam/corporate/uk/en/documents/MobileConsu
mer-Report-2013.pdf

Neslin, S.A., Grewal, D., Leghorn, R., Venkatesh, S.S., Teerling, M.L., Thomas,
J.S. and Verhoef, P.C.(2006), “Challenges and opportunities in multi-
channel customer management”, Journal of Service Research, Vol. 9 No.
2, pp. 95-112.

Sekaran, Uma, and Roger Bougie. Research methods for business : a skill-building
approach . Chichester, West Sussex, United Kingdom: John Wiley & Sons,
2016.

Strebel, J., Erdem, T. and Swati, J. (2004), “Consumer search in high technology
markets: exploring the use of traditional information channels”, Journal of
Consumer Psychology, Vol. 14 Nos 1/2, pp. 96-104.

Vandana, A. and Deepak, K. (2016), “Creation of a conceptual model for adoption
of mobile apps forshopping from e-commerce sites — an Indian context”,
Procedia Computer Science, Vol. 91,pp. 609-616

Verhoef, P.C., Neslin, S.A. and Vroomen, B. (2007), “Multichannel customer
management: understanding the research shopper phenomenon”, Int. J.
Res. Mark. VVol. 24 No. 2, pp. 129-148.


https://mebiso.com/7-alasan-masyarakat-berbelanja-online/
https://mebiso.com/7-alasan-masyarakat-berbelanja-online/
https://mebiso.com/7-alasan-masyarakat-berbelanja-online/
https://mebiso.com/7-alasan-masyarakat-berbelanja-online/
https://mebiso.com/7-alasan-masyarakat-berbelanja-online/
https://mebiso.com/7-alasan-masyarakat-berbelanja-online/
https://mebiso.com/7-alasan-masyarakat-berbelanja-online/
https://mebiso.com/7-alasan-masyarakat-berbelanja-online/
https://mebiso.com/7-alasan-masyarakat-berbelanja-online/
https://mebiso.com/7-alasan-masyarakat-berbelanja-online/
https://mebiso.com/7-alasan-masyarakat-berbelanja-online/
https://id.techinasia.com/marketplace-daring-terbesar-indonesia-belanja
https://doi.org/10.1108/IJRDM-08-2016-0128
http://www.nielsen.com/content/dam/corporate/uk/en/documents/MobileConsumer-Report-2013.pdf
http://www.nielsen.com/content/dam/corporate/uk/en/documents/MobileConsumer-Report-2013.pdf

BELANJA DARING PADA GENERASI MILENIAL: STUDI PADA BUKALAPAK DAN BLIBLI
YANUAR AWANI GAMIS, Dr. BM Purwanto

Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Yu-Min, W., Hsin-Hui, L., Wei-Chun, T. and Yi-Ling, F. (2016), “Understanding
multi-channel research shoppers: an analysis of Internet and physical
channels”, Information System and E-Business Management, VVol. 14 No.
2, pp. 389-413, doi: 10.1007/s10257-015-0288-1.



