167

DAFTAR PUSTAKA

Agusting, H. Z. (2019). Pengaruh Usability Terhadap Experience Pengguna
Pada Website Blanja.com. Bandung: Telkom University. Tidak
diterbitkan

Ali, F. (2016). Hotel website quality, perceived flow, customer satisfaction and
Repurchase. Journal of Hospitality and Tourism Technology Vol. 7
Issue: 2, , 213-228.

Andgani, E. (2015). Understanding Customer Experience Management in
Retailing. Procedia - Social and Behavioral Sciences 211, 629 — 633,

Asosiasi Penyelenggara Jasa Internet Indonesia (APJII). (2019). Penetrasi &
Perilaku Pengguna Internet Indonesia (Survei 2018). Jakarta: APJII.

Bal, B., Law, R., & Wen, I. (2008). The impact of website quality on customer
satisfaction and Repurchase intentions. Evidence from Chinese online
visitors. Elsevier, 291 - 302.

Baig B., Lawb, R., & Wen, |. (2008). Theimpact of website quality on customer
satisfaction and Repurchase intentions. Evidence from Chinese online
visitors. International Journal of Hospitality Management 27, 391-402.

Barnes, S., & Vidgen, R. (2000). WebQual: An Exploration of Web-site Quality.
Proceedings of the 8th European Conference on Information Systems,
Trends in Information and Communication Systems for the 21st Century.
Vienna, Austria: ECIS 2000.

Blanja.com. (2018). Analytic Report. Jakarta: Blanja.com.
Blanja.com. (2018). Blog Blanja.com. Jakarta: Blanja.

Chamarika Athapaththu, J., & Kulathunga, D. (2018). Factors Affecting Online
Purchase Intention : Effects Technology and Social Commerce.
International Business Research Vol. 11 No. 10.

Chin, W. (1998). The Partial Least Squares Approach to Structural Equation
Modeling. London: Lawrence Erlbaum Associates.

Constantinides, E. (2004). Influencing the online consumer’s behavior: the Web
experience. Diambil kembali dari www.emeraldinsight.com/1066-
2243.htm



168

Constantinides, E. (2004). Influencing the online consumer’s behavior: the Web
experience. [onling].www.emeral dinsight.com/1066-2243.htm. [3 Maret
2019]

Cooper, D. R., & Schindler, P. S. (2011). Metode Riset Bisnis (Terjemahan).
Jakarta: PT. Media Globa Edukasi.

Customedial abs. (2019). Bounce Rates. What' s Good, What’ s Bad, and Why You

Should Give a Damn. [online]
https://www.customedial abs.com/blog/bounce-rates/. [29 November
2019]

De Bruijn, O., De Angdli, A., & Sutcliffe, A. (2007). Customer experience
requirements for e-commerce websites. Int. J. Web Engineering and
Technology, Vol. 3, No. 4.

Dziewanowska, K. (2015). Dimensions of Real and Virtua Consumer
Experiences. Faculty of Management Working Paper Series9 (4) .

Ecommercel Q. (2017). E-Marketplace Indonesia Survey. ecommercel Q.

Esmaellpour, M., & Zahra, M. (2019). Effect of Customer Experiences. The
Romanian Economic Journal, 19.

Fandy, T. (2008). Strategi Pemasaran Edisi 4. Y ogyakarta: Andi.

Ferdinand, A. (2002). Pengembangan Repurchase Intention Merek Ekstens.
Semarang: Universitas Diponegoro.

Flaherty, K., & Kaey, A. (2018). The New E-commerce User Experience:

Changes in User's Expectations. [onling].
https.//www.nngroup.com/articles/e-commer ce-expectations/. [5 April
2019]

Fouladivanda, F., Khanmohammadi, Z., & Hooman, A. (2013). The
Relationship Between Customer Experience and Service Quality.
Interdisciplinary Journal of Contemporary Research In Business Vol 4,
No 9.

Ghalandari , K., & Norouzi, A. (2012). The Effect of Country of Origin on
Repurchase Intention: The Role of Product Knowledge. Research
Journal of Applied Sciences, Engineering and Technology 4(9), 1166-
1171.

Ghozali, 1. (2008). Sructural equation modeling metode alternatif dengan
partial least square (PLS). Semarang, Indonesia: Semarang BP Undip.

Hair Jr, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multivariate
Data Analysis 7th Edition. Pearson Education Limited.



169

Holbrook, M., & Hirschman, E. (1982). The experiential aspects of
consumption: consumer fantasy, feelings and fun. Journal of Consumer
Research: http://dx.doi.org/10.1086/208906 [8 Agustus 2019]

Hui, H., & Kgin, H. (2009). Factors Affecting Consumer's Online Repurchase
Intention in China. New Y ork: IEEE.

Indrawati. (2015). Metode Penelitian Manajemen dan Bisnis. Konvergensi
Teknologi Komunikasi dan Informasi. Bandung, Indonesia Refika
Aditama

Indrawati. (2017). Perilaku Konsumen Individu Dalam Mengadopsi Layanan
Berbasis Teknologi Informasi dan Komunikasi. Bandung: Refika
Aditama.

InRiver.com. (2018). Why Must E-Commerce Focus on Customer Experience?
Jonling].https://www.inriver.com/blog/why-must-e-commer ce-focus-
on-customer-experience/.[7 September 2019]

iPrice. (2019). Peta E-Commerce Indonesia. [onling]. https://iprice.co.id:
https://iprice.co.id/insightsmapofe-commerce/. [3 Maret 2019]

iPrice Group. (2017). Persaingan e-Commerce Indonesia di 2017 Sapa

Terpopuler? [onling]. https://inet.detik.com/cyberlife/d-
3793019/persai ngan-e-commerce-indonesi a-di-2017-si apa-terpopul er.
[5 Juli 2019]

Kotler, P., & Armstrong, G. (2016). Principal of Marketing 16th Edition.
Harlow: Pearson.

Kotler, P., & Keller, K. (2016). Marketing Management 15th Edition. New
Jersey: Prentice Hall.

Krishna, A. (2012). An integrative review of sensory marketing: engaging the
sensesto affect perception, judgment and behavior. Journal of Consumer
Psychology 22(3) , 332-351.

Kurtz, D. (2012). Contemporary Marketing 15 th Edition. Mason: Soth Western.

Laudon, K., & Traver, C. (2017). E-Commerce : business, technology, society.
13 th Edition. Boston: Pearson.

Lee, G.-G., & Lin, H.-F. (2005). Customer perceptions of e-service in online
shopping. International Journal of Retail and Distribution Management
33(2) https://DOI 10.1108/09590550510581485, 161-176.

Maitlo, M., Jugwani, N., & Gilal, R. (2017). The Model of Customer Experience
and Repurchase Intention in Online Environment. Journal of
Management and Business Volume 4 | No. 1 | January — June 2017.



170

Marinto, A. E. (2017). Target transaksi Blanja.com US$150 juta di 2017.
[online].https://industri.kontan.co.id/news/target-transaksi-bl anjacom-
usl150-juta-di-2017 [25 Agustus 2019].

Meyer, C., & Schwager, A. (2007). Understanding customer experience.
Harvard Business Review 2, 117-126.

Moore, B., & Akib, K. (2018). E-commercein Indonesia A Guide for Australian
Business. CC BY.

Nasermoaddli, A., & Ling, K. (2013). Evauating the Impacts of Customer
Experience on Repurchase Intention. International Journal of Business
and Management Vol. 8, No. 6.

Nielsen,J.(2013). Conversion Rates, [online].
https://www.nngroup.com/articles/conversion-rates/. [30 Januari 2020]

Pan, Y., Wang, M., Chen, C., & Qu, H. (2017). Research on the Influence of
Web Experience. Journal of Business Administration Research Vol. 6,
No. 2.

Parasuraman, A., Zeithaml, V., & Berry, L. (1985). A Conceptua Modd of
Service Quality and Its Implications for Future Research. Journal of
Marketing, Vol. 49, No. 4, 41-50.

Parasuraman, A., Zeithaml, V., & Malhotra, A. (2005). ES-QUAL a multiple-
item scale for assessing electronic service quality. Journal of service
Research 7(3) , 213-233.

Patel, N. (2020). Bounce Rate Analytics: How to Measure, Assess, and Audit to
Increase Conversion. [onling] https://neilpatel .com/blog/bounce-rate-
analyticg/. [28 Januari 2020]

Peter, J.,, & Olson, J. (2010). Consumer Behavior and Marketing Strategy 9th
Edition. New Y ork: McGraw Hill Irwin.

Pinge, B. J.,, & Gilmore, J. H. (1999). The experience economy: Work is theatre
and every businessis a stage. Boston: Harvard Business School Press.

Ranaweera, C., Bansal, H., & McDougall, G. (2008). Web site satisfaction and
Repurchase Intentions: Impact of personality characteristics during
initial web site visit. Managing Service Quality Vol. 18 No. 4,, 0960-
4529.

Rangkuti, F. (2006). Measuring Customer Satisfaction. Jakarta: Gramedia
Pustaka Utama.

Rudiantara. (2019). Pemerintah Optimistis Investasi Sektor Industri Digital dan
Pariwisata Meningkat. [onling].
https://www.kominfo.go.id/content/detail/17050/si aran-pers-no-



171

54hmkominfo032019-tentang-pemerintah-opti mistis-investasi -sektor-
industri-digital-dan-pariwisata-meningkat/O/siaran_pers.[8 April 2019]

Sandhusen, R. L. (2008). Marketing 4th edition. New Y ork: Barrons.
Schiffman, & Kanuk. (2007). Perilaku Konsumen. Jakarta: Indeks.

Schmitt, B. (1999). Experimental marketing: How to get Customers to sense,
fedl, think, act, and reate to your company and brand. New Y ork: Free
Press.

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A kill
Building Approach 7th Edition. Chichester, West Sussex, UK: John
Wiley & SonsLtd.

Shaw, C., & lvens, J. (2019). Building great customer experiences.[onlin€].
http://dx.doi.org/10.1057/9780230554719. [8 April 2019]

Socia Research & Monitoring soclab. (2017). Transaks e-Commerce di
Indonesia Pada 2016 Mencapai 4,89 Miliar Dolar AS. [onlin€].
http://www.tribunnews.com/bisnis/2017/02/20/transaksi -e-commrece-
di-indonesia-pada-2016-mencapai-489-miliar-dolar-as.  [8 Agustus
2019]

Sugiyono. (2018). Metode Penelitian Kuantitatif, Kualitatif, dan R&D.
Bandung: Alfabeta.

Tenenhaus, M., Amato, S., & Esposito, V. (2004). A global goodness-of-fit
index for PLS structural equation. Proceedings of the XLII SIS scientific
meeting, (hal. 739-742).

Thamizhvanan, A. (2013). Determinants of customers online Repurchase
intention:an empirical study in India. Journal of Indian Business
Research Vol. 5 No. 1, 17-32.

Thomson, E. (2017). Future Of Experience. [onling] https.//www.gartner.com:
https://gartner.com/analyst/7089 . [5 Juli 2019]

Vafaeva, L. (2013). Investigating the effect of online customer experience on
customer satisfaction and loyalty intentions. Helsingborg, Sweden.

Venkatesh, V., M.G, M., G.B, D., & F.D, D. (2003). User acceptance of
information technology: Toward a unified view. MIS Quarterly, 425—
478.

Venkatesh, V., Y. L. Thong, J., & Xu, X. (2012). Consumer Acceptance and Use
of Information Technology: Extending the Unified Theory of
Acceptance and Use of Technologyl. MIS Quarterly y Vol. 36 No.
1/March, 157-178.



172

Verhoef, P. C. (2009). Customer experience creation: Determinants, dynamics
and management strategies. Journal of Retailing, 85(1), 31-41.
http://dx.doi.org/10.1016/j.jretai.2008.11.001

Wen, |. (2009). Research in brief Factors affecting the online travel buying
decision: a review. International Journal of Contemporary Hospitality
Management Vol. 21 No. 6, 2009, 752-765.

Wiyono, G. (2011). Merancang penelitian bisnisdengan alat analisis SPSS17.0
& SmartPLS2.0. Yogyakarta, Indonesia: UPP STIM Y KPN.

Yang, Z.-Y., & YunHe, L. (2011). Goal, customer experience and Repurchase
intentioninaretail context in China: An empirical study. African Journal
of Business Management Vol. 5(16), 6738-6746.

Yaras, E., Ozbuk, M. Y., & Und, D. A. (2017). Factors Affecting Consumers
Intention to Repurchase Online. Internet : Application & Management.



