
References 

 

Al-Debei, M.M., Akroush, M.N. and Ashouri, M.I. (2015), “Consumer attitudes towards online 

shopping: the effects of trust, perceived benefits, and perceived web quality”, Internet 

Research, Vol. 25 No. 5, pp. 707-733. 

 

Alba, J., J. Lynch, B. Weitz, C. Janiszewski, R. Lutz, A. Sawyer, and S. Wood, 1997, 

Interactive Home Shopping: Consumer, Retailer, and Manufacturer Incentives to 

Participate in Electronic Marketplaces, Journal of Marketing, Vol.61 No. 3, pp. 38-53. 

 

Almousa, M. (2011), “Perceived risk in apparel online shopping: a multi-dimensional 

perspective”, Canada Social Science, Vol. 7 No. 2, pp. 23-21. 

 

Alreck, P. & R. Settle. (2002). Gender Effects on Internet, Catalogue and Store Shopping. 

Journal of Database Management, 9(2), 150-162. 

 

Armstrong, G. & Kotler, P. 2013. Marketing. An Introduction. 11th Edition. Essex: Pearson 

Education. 

 

Arndt, J.A. 1997. The time dimension of shopping behaviors: Some empirical findings. 

Advances in Consumer Research. 

 

Bakos, Y. (1997), Reducing buyer search costs: Implications for electronic marketplaces. 

Management Science, 43(12), p1676-1692. 

 

Barnes, S.J., Bauer, H.H., Neumann, M.M. & Huber, F. (2007). Segmenting cyberspace: a 

customer typology for the internet. European Journal of Marketing, 41 (1,2), 71- 93. 

 

Bauer, R.A. (1960), “Consumer behavior as risk taking”, in Hancock, R.S. (Ed.), Proceedings 

of the American Marketing Association, American Marketing Association, Chicago, IL, 

pp. 389-398. 

 

Bauer, R. A. (1967). Consumer behavior as risk taking. Critical perspectives on business and 

management, 3(3), 13-21. 

 

Bettman, J. R. (1974). Relationship of information- processing attitude structure to private 

brand purchasing behavior. Journal of Applied Psychology, 59(1), 79-83.  

 

Boulding, W., Kalra, A. and Staelin, R. (1999), “The quality double whammy”, Marketing 

Science, Vol. 18 No. 4, pp. 463-484. 

 

Bhatnagar, A., Misra, S. and Rao, H.R. 2000), ``On risk, convenience, and Internet shopping 

behaviour'', Communications of the ACM, Vol. 43 No. 11, pp. 98-105. 

 

Bhawuk, D. P. S. & Brislin, R. (1992). The measurement of intercultural sensitivity using the 

concepts of dndividualim and collectivism. International Journal of Intercultural 

Relations, 16, 413–436. 

 

The Influence of Perceived Quality and Perceived Risk on Online Purchase Intention: The Case of
Consumer Electronic Products in Indonesia
SILVIA ADRIANA S S, Prof. Dr Athanase Plastiras
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



Blackwell, R.D., Miniard, P.W. and Engel, J.F. (2001), Consumer Behavior, The Dryden Press, 

Orlando, FL. 

 

Brynjolfssoh, T. and Smith, A. (2000), A comparison of internet and conventional retailers. 

Management Science, 46(4), p564. 

 

Corbitt, B.J., Thanasankit, T. and Yi, H. (2003), “Trust and e-commerce: a study of consumer 

perceptions”, Electronic Commerce and Research Applications, Vol. 2 No. 3, pp. 203-

15. 

 

Cox, D.F. and Rich, S.U. (1964), ‘‘Perceived risk and consumer decision making: the case of 

telephone shopping’’, Journal of Marketing Research, Vol. 1, November, pp. 32-9. 

 

Cox, D.F. (Ed.) (1967), Risk Taking and Information Handling in Consumer Behavior, Harvard 

University Press, Cambridge, MA. 

 

Cherry, Kendra (2018). Understanding Collectivist Cultures [Online] Available at 

https://www.verywellmind.com/what-are-collectivistic-cultures-2794962. 

 

Chiou, J.S., Wu, L.Y. and Chou, S.Y. (2012), “You do the service but they take the order”, 

Journal of Business Research, Vol. 65 No. 7, pp. 883-889. 

 

Cho, J. and Lee, J. (2006), “An integrated model of risk and risk-reducing strategies”, Journal 

of Business Research, Vol. 59 No. 1, pp. 112-20. 

 

Chomvilailuk, R. and Butcher, K. (2010), “Enhancing brand preference through corporate 

social responsibility initiatives in the Thai banking sector”, Asia Pacific Journal of 

Marketing and Logistics, Vol. 22 No. 3, pp. 397-418. 

 

Crowther, D. & Lancaster, G. (2008) “Research Methods: A Concise Introduction to Research 

in Management and Business Consultancy” Butterworth-Heinemann 

 

Chu, W., Choi, B. & Song, M.R. (2005). The Role of On-Line Retailer Brand and Infomediary 

Reputation in Increasing Consumer Purchase Intention. International Journal of 

Electronic Commerce, 9(3), 115–127. 

 

Clark, C.R., Doraszelski, U. and Draganska, M. (2009), “The effect of advertising on brand 

awareness and perceived quality: an empirical investigation using panel data”, 

Quantitative Marketing and Economics (QME), Vol. 7 No. 2, pp. 207-236. 

 

Close, A.G. and Kukar-Kinney, M. (2010), “Beyond buying: motivations behind consumers’ 

online shopping cart use”, Journal of Business Research, Vol. 63 Nos 9/10, pp. 986-

992. 

 

Cronin Jr, J. J., & Taylor, S. A. (1992). Measuring service quality: a reexamination and 

extension. The journal of marketing, 55-68. 

 

Delafrooz, N., Paim, L.H., Haron, S.A., Sidin, S.M. and Khatibi, A. (2009), “Factors affecting 

students’ attitude toward online”, African Journal of Business Management, Vol. 3 No. 

5, pp. 200-209. 

The Influence of Perceived Quality and Perceived Risk on Online Purchase Intention: The Case of
Consumer Electronic Products in Indonesia
SILVIA ADRIANA S S, Prof. Dr Athanase Plastiras
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



 

Doolin, B., Dillon, S., Thompson, F. and Corner, J.L. (2005), “Perceived risk, the internet 

shopping experience and online purchasing behaviour: a New Zealand perspective”, 

Journal of Global Information Management, Vol. 13 No. 2, pp. 66-89. 

 

Dodds, W.B., Monroe, K.B. and Grewal, D. (1991), “Effect of price, brand and store 

information on buyers’ product evaluations”, Journal of Marketing Research, Vol. 27, 

pp. 307-19. 

 

Donthu, N. and Garcia, A. (1999), “The internet shopper”, Journal of Advertising Research, 

May/June, p., pp. 53-62. 

 

Dowling, G.R. and Staelin, R. (1994), ‘‘A model of perceived risk and intended risk-handling 

activity’’, Journal of Consumer Research, Vol. 21 No. 1, June, pp. 119-34. 

 

Dunk, A. S. (2007). Assessing the effects of product quality and environmental management 

accounting on the competitive advantage of firms. Australasian Accounting Business 

and Finance Journal, 1 (1), 3. 

 

Earley, P.C., 1997. Face, Harmony and Social Structure: An Analysis of Organizational 

Behavior Across Cultures, Oxford University Press, New York, pp: 244. 

 

East, R.H. 1995. Loyalty to supermarkets. International Review of Retail, Distribution & 

Consumer Research. 

 

Elliot, S. and Fowell, S. (2000), “Expectations versus reality: a snapshot of consumer 

experience with internet retailing”, International Journal of Information Management, 

Vol. 20 No. 5, pp. 323-36. 

 

Erdem, T., Swait, J. and Valenzuela, A. (2006), “Brands as signals: a cross-country validation 

study”, Journal of Marketing, Vol. 70 No. 1, pp. 34-49. 

 

Featherman, M.S. and Pavlou, P.A. (2003), “Predicting e-services adoption: a perceived risk 

facets perspective”, International Journal of Human-Computer Studies, Vol. 59 No. 4, 

pp. 451-474. 

 

Fink, A. (2003). How to design survey studies. Thousand Oaks, CA: Sage Publications. 

 

Forsythe, S. and Shi, B. (2003), “Consumer patronage and risk perceptions in internet 

shopping”, Journal of Business Research, Vol. 56 No. 11, pp. 867-875. 

 

Garbarino, E. & Strahilevitz, M. (2004). Gender Differences in the Perceived Risk of Buying 

Online and the Effects of Receiving a Site Recommendation. Journal of Business 

Research, 57, 768-775. 

 

Garvin, D.A. (1987), “Competing on the eight dimensions of quality”, Harvard Business 

Review, Vol. 65, November/December, pp. 101-9. 

 

Gefen, D. (2000). E-Commerce: The Role of Familiarity and Trust. OMEGA: The International 

Journal of Management Science, 28(6), 725-737. 

The Influence of Perceived Quality and Perceived Risk on Online Purchase Intention: The Case of
Consumer Electronic Products in Indonesia
SILVIA ADRIANA S S, Prof. Dr Athanase Plastiras
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



 

Gogoi, B. 2013. Study of antecedents of purchase intention and its effect on brand loyalty of 

private label brand of apparel. International Journal of Sales & Marketing. 73-86. 

 

Goldsmith, R.E. and Goldsmith, E.B. (2002), “Buying apparel over the internet”, The Journal 

of Product and Brand Management, Vol. 11 Nos 2/3, pp. 89-100. 

Gotlieb, J.B., Grewal, D. and Brown, S.W. (1994), “Consumer satisfaction and perceived 

quality: complementary or divergent constructs?”, Journal of Applied Psychology, Vol. 

79 No. 6, pp. 875-85. 

 

Gudykunst, W. B. (1997). Cultural variability in communication. Communication Research, 

24, 327–348. 

 

Ghosh, A. (1990). Retail management. Chicago: Drydden press. 

 

Granbois, D.H. 1968. Improving the Study of Customer In-store Behaviour. Journal of 

Marketing. 28-33. 

 

Grewal, D. et. al. 1998. The effect of store name, brand name, and price discount on consumers’ 

evaluations and purchase intention. Journal of retailing. Vol.74(3).331-352. 

 

Hair, J., Black, W., Babin, B., Anderson, R., & Tatham, R. (2006). Multivariate data analysis 

(6th ed.). Uppersaddle River, N.J.: Pearson Prentice Hall. 

 

Harris, P., Riley, F.D., Riley, D. and Hand, C. (2017), “Online and store patronage: a typology 

of grocery shoppers”, International Journal of Retail & Distribution Management, Vol. 

45 No. 4, pp. 419-445. 

 

Hasan H. H. & Rahim S. A. (2008). Factors affecting online purchasing behavior. Malaysian 

Journal of Communication, 24, 1- 19. 

 

Haubl, G. and Trifts, V. (2000), “Consumer decision making in online shopping environments: 

the effects of interactive decision aids”, Marketing Science, Vol. 19 No. 1, pp. 4-21. 

 

Hawes, J.M. and Lumpkin, J.R. (1986), “Perceived risk and the selection of a retail patronage 

mode”, Journal of Academy of Marketing Science, Vol. 14, pp. 37-42. 

 

Henry, W.A., 1976. Cultural values do correlate with consumer behavior. J. Market. Res., 13(2): 

121-127. 

 

Hidayanto, A.N., Saifulhaq, H. & Handayani, P.W. (2012). Do consumers really care on risks 

in online shopping? An analysis from Indonesian online consumers. In Management of 

Innovation and Technology (ICMIT), 2012 IEEE International Conference on (pp. 331-

336). IEEE. 

 

Hoare, R.J. and K. Butcher, 2008. Do Chinese cultural values affect customer 

satisfaction/loyalty? Int. J. Contemp. Hosp. Manag., 20: 156-171. 

 

Hofstede, G., 1984. The cultural relativity of the quality of life concept. Acad. Manage. Rev., 

9(3): 389-398. 

The Influence of Perceived Quality and Perceived Risk on Online Purchase Intention: The Case of
Consumer Electronic Products in Indonesia
SILVIA ADRIANA S S, Prof. Dr Athanase Plastiras
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



 

Hofstede, G., 2001. Culture's recent consequences: Using dimension scores in theory and 

research. Int. J. Cross Cult. Manage., 1: 11-17. 

 

Iqbal, S., Rehman, K. and Hunjra, A.I. (2012), “Consumer intention to shop online: B2C e-

commerce in developing countries”, Middle East Journal of Scientific Research, Vol. 

12 No. 4. 

 

Jaafar, S. N., & Laip, P. E. (2012). Consumers’ perception, attitudes and purchase intention 

toward private label product in Malaysia. Asian Journal of Business and Management 

Sciences, 2(8), 73-90.  

 

Jacoby, J. and Kaplan, L. (1972), ‘‘The components of perceived risk’’, Proceedings of the 3rd 

Annual Conference of the Association for Consumer Research, Association for 

Consumer Research, Chicago, IL, pp. 382-93. 

 

Jamali, S.K., Samadi, B. and Marthandan, G. (2014), “Prioritizing electronic commerce 

technologies in Iranian family SMEs”, Interdisciplinary Journal of Contemporary 

Research in Business, Vol. 6 No. 2, pp. 148-180. 

 

Jarvenpaa, S.L., Tractinsky, N. & Saarinen, L. (2000) Consumer Trust in an Internet Store. 

Information Technology & Management, 1(1), 45–71. 

 

Jiang, P.A. (2002), Model of price search behavior in electronic marketplace. Internet Research, 

12(2), p181-90. 

 

Kaplan, L. B., Jacoby, J. & Szybillo, G. (1974). Components of perceived risk in product 

purchase: a cross-validation. Journal of Applied Psychology, 59(3), 287-291. 

 

Keen, P., Ballance, G., Chan, S. and Schrump, S. (1999), Electronic Commerce Relationships: 

Trust by Design, Prentice Hall, Englewood Cliffs, NJ. 

 

Keeney, R.L. (1999), “The value of internet commerce to the consumer”, Management Science, 

Vol. 45 No. 4, pp. 533-542. 

 

Kim, D.J., Ferrin, D.L. and Rao, H.R. (2007), “A trust-based consumer decision-making model 

in electronic commerce: the role of trust, perceived risk, and their antecedents”, 

Decision Support Systems. 

 

Kim, J. and Lennon, S.J. (2013), “Effects of reputation and website quality on online 

consumers’ emotion, perceived risk and purchase intention: based on the stimulus-

organism-response model”, Journal of Research in Interactive Marketing, Vol. 7 No. 1, 

pp. 33-56. 

 

Kimery, K.M. and McCord, M. (2002), “Third party assurances: mapping the road to trust in 

eretailing”, Journal of Information Technology Theory and Application, Vol. 4 No. 2, 

pp. 63-82. 

 

The Influence of Perceived Quality and Perceived Risk on Online Purchase Intention: The Case of
Consumer Electronic Products in Indonesia
SILVIA ADRIANA S S, Prof. Dr Athanase Plastiras
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



Kirmani, A. and Zeithaml, V. (1993), “Advertising, perceived quality, and brand image”, in 

Aaker, D.A. and Biel, A. (Eds), Brand Equity & Advertising: Advertising’s Role in 

Building Strong Brands, Lawrence Erlbaum Associates, Hillsdale, NJ, pp. 143-162. 

 

Ko, H.J., Jung, J.M., Kim, J.Y. and Shim, S.W. (2004), “Cross-cultural differences in perceived 

risk of online shopping”, Journal of Interactive Advertising, Vol. 4 No. 2, pp. 20-29. 

 

Kolesar, M.B. & Galbraith, R.W. (2000). A services- marketing perspective on e-retailing: 

implications for e-retailers and directions for further research. Internet Research, 10(5), 

24-38. 

 

Kollat, D.T. 1967. Customer Impulse Purchasing Behavior. Journal of Marketing Research. 

 

Kotler, P. & Keller, K. L. 2016. Marketing Management. 15th Edition. Essex: Pearson 

Education. 

 

Kushwaha, T.L. and Shankar, V. (2007), “Optimal multichannel allocation of marketing efforts 

by customer-channel segment”, working paper, Texas A&M University, College 

Station, TX. 

 

Klein, J.G., Ettensen, R. and Morris, M.D, 1998. “The animosity model of foreign product 

purchase: an empirical test in the People’s Republic of China”, Journal of Marketing, 

Vol. 62, pp. 89-100. 

 

Laroche, M., Bergeron, J. & Goutaland, C. (2003). How Intangibility Affects Perceived Risk: 

The Moderating Role of Knowledge and Involvement. Journal of Services Marketing, 

17(2), 122-140. 

 

Laroche, M., Yang, Z., McDougall, G.H.G. and Bergeron, J. (2005), “Internet versus bricks-

and-mortar retailers: an investigation into intangibility and its consequences”, Journal 

of Retailing, Vol. 81 No. 4, pp. 251-67. 

 

Lee, M.K.O. and E. Turban, 2001. A trust model for consumer internet shopping. Int. J. 

Electron. Comm., 6: 75-92. 

 

Lee, K.S. and Tan, S.J. (2003), “E-retailing versus physical retailing: a theoretical model and 

empirical test of consumer choice”, Journal of Business Research, Vol. 56 No. 11, pp. 

877-885. 

 

Lee, K.W., Tsai, M.T. and Lanting, M.C.L. (2011), “From marketplace to marketspace: 

investigating the consumer switch to online banking”, Electronic Commerce Research 

and Applications, Vol. 10 No. 1, pp. 115-25. 

 

Levin, A.M., Levin, I.P. and Heath, C.E. (2003), “Product category dependent consumer 

preferences for online and offline shopping features and their influence on multi-

channel retail alliances”, Journal of Electronic Commerce Research, Vol. 4 No. 3, pp. 

85-92. 

 

Li, N. and Zhang, P. (2002), “Consumer online shopping attitudes and behavior: an assessment 

of research”, AMCIS 2002 Proceedings, p. 74. 

The Influence of Perceived Quality and Perceived Risk on Online Purchase Intention: The Case of
Consumer Electronic Products in Indonesia
SILVIA ADRIANA S S, Prof. Dr Athanase Plastiras
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



 

Liebermann, Y. and Stashevsky, S. (2002), “Perceived risks as barriers to internet and e-

commerce usage”, Qualitative Market Research: An International Journal, Vol. 5 No. 

4, pp. 291-300. 

 

Liu, M.T., Chu, R., Wong, I.A., Zúñiga, M.A., Meng, Y. & Pang, C. (2012). Exploring the 

relationship among affective loyalty, perceived benefits, attitude, and intention to use 

cobranded products. Asia Pacific Journal of Marketing and Logistics, 4(4), 561-582. 

 

Lopez-Nicolas, C. and Molina-Castillo, F.J. (2008), “Customer knowledge management and 

e-commerce: the role of customer perceived risk”, International Journal of Information 

Management, Vol. 28 No. 2, pp. 102-113. 

 

Llusar, J.C.B., Zornoza, C.C. & Tena, A.B.E. (2001) Measuring the relationship between firm 

perceived quality and customer satisfaction and its influence on purchase intentions. 

Total Quality Management, 12, 719-734 

 

Mayer, R.C., Davis, H.C. and Schoorman, F.D. (1995), “An integrative model of 

organizational trust”, Academy of Management Review, Vol. 20, pp. 709-34. 

 

Menon, S. and Kahn, B. (2002), “Cross-category effects of induced arousal and pleasure on 

the internet shopping experience”, Journal of Business Research, Vol. 78, May, pp. 31-

40. 

 

Meskaran, F., Ismail, Z. and Shanmugam, B. (2013), “Online purchase intention: effects of 

trust and security perception”, Australian Journal of Basic and Applied Sciences, Vol. 

7 No. 6, pp. 307-315. 

 

Milgrom, P. and Roberts, J. (1986), “Price and advertising signals of product quality”, The 

Journal of Political Economy, Vol. 94 No. 4, pp. 796-821. 

 

Milong, L. The study of characteristics of consumer in online shopping and related marketing 

strategies of merchants. In Y. Hang, W. Desheng, and P.S. Sandhu (Eds.), Proceedings 

of the 3rd IEEE International Conference on Computer Science and Information 

Technology (p709-713). Beijing, China: IEEE Press, 2010. 

 

Mitchell, V.W. (1992). Understanding consumers' behaviour: Can perceived risk theory help? 

Management Decision, 30(3), 26-31. 

 

Mitchell, V.-W. (1999), “Consumer perceived risk: conceptualizations and models”, European 

Journal of Marketing, Vol. 33 Nos 1/2, pp. 163-95. 

 

Miyazaki, A.D. and Fernandez, A. (2000), “Internet privacy and security: an examination of 

online retailer disclosures”, Journal of Public Policy & Marketing, Vol. 19 No. 1, pp. 

54-61. 

 

Morganosky, M.A. and Cude, B. (2000), “Consumer response to online grocery shopping”, 

International Journal of Retail & Distribution Management, Vol. 28 No. 1, pp. 17-26. 

 

The Influence of Perceived Quality and Perceived Risk on Online Purchase Intention: The Case of
Consumer Electronic Products in Indonesia
SILVIA ADRIANA S S, Prof. Dr Athanase Plastiras
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



McDonald, W. 1994. Time Use in Shopping: The Role of Personal Characteristics. Journal of 

Retailing. 

 

Myers, J. H., & Shocker, A. D. (1981). The nature of product-related attributes. Research in 

Marketing, 5, 211-236. 

 

Ndubisi, N.O. 2006. Effect of gender on consumer loyalty: a relationship marketing approach. 

Marketing Intelligence & Planning. 

 

Oliver, R. L. (1999). Whence consumer loyalty?. the Journal of Marketing, 33-44. 

 

Olson, J.C. (1977), “Price as an informational cue: effects on product evaluations”, in 

Woodside, A.G., Sheth, J.N. and Bennett, P.D. (Eds), Consumer and Industrial Buying 

Behavior, North-Holland, New York, NY, pp. 267-86. 

 

Park, J. H. & L. Stoel, (2005). Effect of Brand Familiarity, Experience and Information on 

Online Apparel Purchase. International Journal of Retail & Distribution Management, 

33(2/3), 148-160. 

 

Pavlou, P.A. (2003), “Consumer acceptance of electronic commerce: integrating trust and risk 

with the technology acceptance model”, International Journal of Electronic Commerce, 

Vol. 7 No. 3, pp. 101-34. 

 

Phau, I. and Poon, S.M. (2000), “Factors influencing the types of products and services 

purchased over the internet”, Internet Research, Vol. 10 No. 2, p. 102. 

 

Prasad, J.S. and Aryasri, A.R. (2009), “Determinants of shopper behaviour in e-tailing: an 

empirical analysis”, Paradigm, Vol. 13 No. 1, pp. 73-83. 

 

Poon, S. (1999), “The nature of goods and internet commerce benefit: a preliminary study”, 

IEEE, pp. 1-7. 

 

Ranganathan, C. and Ganapathy, S. (2002), “Key dimensions of business-to-consumer 

websites”, Information and Management, Vol. 39 No. 6, pp. 457-465. 

 

Rangaswamy, A. and van Bruggen, G.H. (2005), “Opportunities and challenges in 

multichannel marketing: an introduction to the special issue”, Journal of Interactive 

Marketing, Vol. 19 No. 2, pp. 5-11. 

 

Rao, A.R. and Monroe, K.B. (1988), “The moderating effect of prior knowledge on cue 

utilization in product evaluations”, Journal of Consumer Research, Vol. 15, September, 

pp. 253-64. 

 

Rao, S. S., Raghunathan, T. S., & Solis, L. E. (1997). A comparative study of quality practices 

and results in India, China and Mexico. Journal of Quality Management, 2(2), 235-250. 

 

Raza, M.A., Ahad, M.A., Shafqat, M.A., Aurangzaib, M. & Rizwan, M. (2014). The 

Determinants of Purchase Intention towards Counterfeit Mobile Phones in Pakistan. 

Journal of Public Administration and Governance, 4 (3), 2-3. 

 

The Influence of Perceived Quality and Perceived Risk on Online Purchase Intention: The Case of
Consumer Electronic Products in Indonesia
SILVIA ADRIANA S S, Prof. Dr Athanase Plastiras
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



Rogers, J.C. and Lowell Lutz, S. (1990), “Quality indicators used by retail buyers in the 

purchase of women’s sportswear”, Clothing and Textiles Research Journal, Vol. 9 No. 

1. 

 

Roscoe, J.T. (1975). Fundamentals Research Statistics for Behavioural Sciences. (2nd.). in Hill, 

R. (1998). “What Sample Size is ‘Enough’ in Internet Survey Research”? Interpersonal 

Computing and Technology: An electronic Journal for the 21st Century. 

 

Rust, R.T., Inman, J.J., Jia, J. and Zahorik, A. (1999), “What you don’t know about customer-

perceived quality: the role of customer expectation distributions”, Marketing Science, 

Vol. 18 No. 1, pp. 77-92. 

 

Salkin, S. (1999). Fear of buying, in Logistics Management and Distribution Report, Radnor, 

8(5), 101–104. 

 

Sarkar, A. (2011), “Impact of utilitarian and hedonic shopping values on individual’s perceived 

benefits and risks in online shopping”, International Management Review, Vol. 7 No. 

1, pp. 58-65. 

 

Sekaran, U. & Bougie, R., (2013). Research Methods for Business: A Skill-Building 

Approach (6th ed.). New York: John Wiley & Sons. 

 

Simonian, M.A., Forstyhe, S., Kwon, W.S. & Chattaraman, V. (2012). The role of product 

brand image and online store image on perceived risks and online purchase intentions 

for apparel. Journal of Retailing and Consumer Services. 19. 325-331 

 

Suresh, A.M. and Shashikala, R. (2011), “Identifying factors of consumer perceived risk 

towards online shopping in India”, International Conference of Financial Engineering, 

Singapore, Vol. 12. 

 

Schiffman, L.G. and Kanuk, L.L. (2004), Consumer Behavior, 8th ed., Pearson Education, 

Prentice-Hall, Upper Saddle River, NJ. 

 

Schlosser, A.E., White, T.B. and Lloyd, S.M. (2006), “Converting web site visitors into buyers: 

how web site investment increases consumer trusting beliefs and online purchase 

intentions”, Journal of Marketing, Vol. 70 No. 2, pp. 133-148. 

 

Schmalensee, R. (1978), “A model of advertising and product quality”, The Journal of Political 

Economy, Vol. 86 No. 3, pp. 485-503. 

 

Shao, C.Y., Baker, J. and Wagner, J.A. (2004), ‘‘The effects of appropriateness of service 

contact personnel dress on customer expectations of service quality and purchase 

intention: the moderating influences of involvement and gender’’, Journal of Business 

Research, Vol. 57 No. 10, pp. 1164-76. 

 

Shah, H., Aziz, A., Jaffari, A. R., Waris, S., Ejaz, W., Fatima, M. and Sherazi., K. 2012. The 

Impact of Brands on Consumer Purchase Intentions. Asian Journal of Business 

Management. 105-110. 

 

The Influence of Perceived Quality and Perceived Risk on Online Purchase Intention: The Case of
Consumer Electronic Products in Indonesia
SILVIA ADRIANA S S, Prof. Dr Athanase Plastiras
Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/



Shim, S., Eastlick, M., Lotz, S.L. and Warrington, P. (2001), “An online pre-purchase 

intentions model: the role of intention to search”, Journal of Retailing, Vol. 77 No. 3, 

pp. 397-416. Utilitarian perspective of online shopping 261. 

 

Srinivasan, N. & Ratchford, B.T. (1991). An Empirical Test of a Model of External Search for 

Automobiles. Journal of Consumer Research, 18(2), 233-242. 

 

Stone, R. N., & Gronhaug, K. (1993). Perceived risk: Further considerations for the marketing 

discipline. European Journal of Marketing, 27(3), 39-50.  

 

Sweeney, J.C., Soutar, G.N. and Johnson, L.W. (1999), “The role of perceived risk in the 

quality-value relationship: a study in a retail environment”, Journal of Retailing, Vol. 

75 No. 1, pp. 77-105. 

 

Tan, S.J. (1999). Strategies for reducing consumers’ risk aversion in internet shopping. Journal 

of Consumer Marketing, 16 (2), 163-178. 

 

Tellis, G.J. and Fornell, C. (1988), “The relationship between advertising and product quality 

over the product life cycle: a contingency theory”, Journal of Marketing Research, Vol. 

25 No. 1, pp. 64-71. 

 

Thakor, M.V. and Lavack, A.M. (2003), “Effect of perceived brand origin associations on 

consumer perceptions of quality”, Journal of Product & Brand Management, Vol. 12 

No. 6, pp. 394-407. 

 

Tsiotsou, R. (2006), “The role of perceived product quality and overall satisfaction on purchase 

intentions”, International Journal of Consumer Studies, Vol. 30 No. 2, pp. 207-17. 

 

Upadhyay, P. and Kaur, J. (2013), “Analysis of online shopping behavior of customer in Kota 

city”, International Journal in Multidisciplinary and Academic Research, Vol. 2 No. 1, 

pp. 1-28. 

 

Venkatesh V. & Morris, M.G. Why don't men ever stop to ask for directions? Gender, social 

influence, and their role in technology acceptance and usage behavior. MIS Quarterly 

2000, 24(1), 115-39. 

 

Verhoef, P.C. and Langerak, F. (2001), “Possible determinants of consumers’ adoption of 

electronic grocery shopping in the Netherland”, Journal of Retailing and Consumer 

Services, Vol. 8 No. 5, pp. 275-285. 
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