DAFTAR PUSTAKA

BUKU

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user
acceptance of information technology. MIS Quarterly, 13(3), 319-340.

Ferdinand, A. (2016). Metode Penelitian Manajemen: Pedoman Penelitian Untuk
Skripsi, Tesis, Disertasi Ilmiah Manajemen. Badan Penerbit
Universitas Diponegoro

Ghozali, 1. (2017). Model Persamaan Struktural: Konsep dan Aplikasi dengan
Program AMOS 24. Badan Penerbit Universitas Diponegoro.

Ghozali, I. (2018). Aplikasi Analisis Multivariate dengan program IBM SPSS.
Badan Penerbit UNDIP.

Ghozali, 1. (2018). Ekonometrika Teori, Konsep dan Aplikasi dengan Program
IBM SPSS 24.

Ghozali, 1. (2021). Aplikasi analisis multivariate dengan program IBM SPSS 26.
Semarang: Badan Penerbit Universitas Diponegoro.

Holbrook, M. B., & Hirschman, E. C. (1982). The Experiential Aspects of
Consumption : Consumer Fantasies , Feelings , and Fun. 9(September),
132-140.

Jr, J. F. H., Black, W. C., Babin, B. J., Anderson, R. E., Black, W. C., & Anderson,
R. E. (2019). Multivariate Data Analysis.
https://doi.org/10.1002/9781119409137.ch4

Kline, R. B. (2016). Principles and practices of structural equation modelling 4th
edition. In Methodology in the social sciences.

Kusnendi & Ciptagustia, Annisa. (2023). Analisis Model Pengukuran dan
Struktural dalam Penelitian Manajemen dan Bisnis. Bandung: UPI Press

Mehrabian, A., & Russell., J. A. (1974). An approach to environmental
psychology. Cambridge, MA: MIT Press.

Saunders, Philip Lewis, A. Thorwill. (2023). RESEARCH METHODS FOR
BUSSINES STUDENT.

Suliyanto. (2011). Ekonometrika Terapan Teori dan Aplikasi dengan SPSS. Andi:
Yogyakarta

196


https://doi.org/10.1002/9781119409137.ch4

197

Suliyanto. (2019). Metode Penelitian Kuantitatif: Teori & Panduan Praktis
Analisis Data Kuantitatif.

ARTIKEL ILMIAH

Aayushi Nawandar, & Dr Anjana Sinha. (2025). The role of social media on
online shopping behavior and consumer trust: A study on young adults.
World Journal of Advanced Research and Reviews, 25(3), 2191-2199.
https://doi.org/10.30574/wjarr.2025.25.3.0963

Abraham, N., Sitohang, G., Diyah, 1., & Arifah, C. (2025). UI Design and
Informative Usefulness in Influencing Gen Z’s Purchase Intention: A
Systematic Literature Review with Python-Based Analysis on the Mediating
Role of Attention Span in In-Feed Videos. 4(2), 411-425.
https://doi.org/10.26740/jdbim.v4i2.71892

Almeida, P. R., Ferreira-Santos, F., Chaves, P. L., Paiva, T. O., Barbosa, F., &
Marques-Teixeira, J. (2016). Perceived arousal of facial expressions of
emotion modulates the N170, regardless of emotional category: Time domain
and time-frequency dynamics. International Journal of Psychophysiology,

99, 48-56. https://doi.org/10.1016/j.ijpsycho.2015.11.017

Alshohaib, K. A. (2024). From screens to carts: the role of emotional advertising
appeals in shaping consumer intention to repurchase in the era of online
shopping in post-pandemic. Frontiers in Communication, 9(May), 1-14.
https://doi.org/10.3389/fcomm.2024.1370545

Alsyouf, A., Lutfi, A., Alsubahi, N., Alhazmi, F. N., Al-Mugheed, K., Anshasi, R.
J., Alharbi, N. 1., & Albugami, M. (2023). The Use of a Technology
Acceptance Model (TAM) to Predict Patients’ Usage of a Personal Health
Record System: The Role of Security, Privacy, and Usability. International
Journal of Environmental Research and Public Health, 20(2).
https://doi.org/10.3390/ijerph20021347

Aoki, T., & Matsui, A. (2025). Computers in Human Behavior Does algorithmic
recommendation complement or substitute advertising and influencers ?
Consumer attitudes toward recommendation information and the formation
of purchase intentions. Computers in Human Behavior, 172(June), 108735.
https://doi.org/10.1016/j.chb.2025.108735

Bhandari, U., Chang, K., & Neben, T. (2019). Information & Management
Understanding the impact of perceived visual aesthetics on user evaluations :
An emotional perspective. Information & Management, 56(1), 85-93.
https://doi.org/10.1016/5.im.2018.07.003

Calder, A. (2013). Information Security Information Security. Information Securiy
& ISO 27001, 101v1.1(February), 10. https://doi.org/10.1016/B978-0-12-
800565-1.00007-7



198

Chang, Y. H., Silalahi, A. D. K., Eunike, L. J., & Riantama, D. (2024). Socio-
technical systems and trust transfer in live streaming e-commerce: analyzing
stickiness and purchase intentions with SEM-fsQCA. Frontiers in
Communication, 9. https://doi.org/10.3389/fcomm.2024.1305409

Chen, J., Tao, H., Wu, J., & Yuan, Q. (2025). Affective conveyance assessment of
Al-generative static visual user interfaces based on valence-arousal emotion
model . Displays, 91(September 2025), 103261.
https://doi.org/10.1016/j.displa.2025.103261

Chen, L. R., Chen, F. S., & Chen, D. F. (2023). Effect of Social Presence toward
Livestream E-Commerce on Consumers’ Purchase Intention. Sustainability
(Switzerland), 15(4). https://doi.org/10.3390/su15043571

Cho, V., Cheng, T. C. E., & Lai, W. M. J. (2009). Computers & Education The
role of perceived user-interface design in continued usage intention of self-
paced e-learning tools. Computers & Education, 53(2), 216-227.
https://doi.org/10.1016/j.compedu.2009.01.014

Choi, J., Lee, H. J., & Kim, Y. C. (2011). The Influence of Social Presence on
Customer Intention to Reuse Online Recommender Systems : The Roles of
Personalization and Product Type Author (s ): Jaewon Choi , Hong Joo Lee

and Yong Cheol Kim Source : International Journal of Electronic Commerce
, . 16(1), 129-153. https://doi.org/10.2753/JEC1086-4415160105

Conrad, C. D., Aziz, J. R., Henneberry, J. M., Newman, A. J., & Conrad, C. D.
(2022). Do emotions influence safe browsing ? Toward an
electroencephalography marker of affective responses to cybersecurity

notifications. July, 1-9. https://doi.org/10.3389/fnins.2022.922960

Da, J. Y., & Keat, O. B. (2025). Advances in Consumer Research From Presence
to Participation : How Social Presence Drives Repurchase and. 5, 2244—

2259.

Dash, G., & Paul, J. (2025). Determinants of repurchase intention in E-commerce
and the moderating role of risks . an emerging digital economy perspective.
https://doi.org/10.1108/EJMBE-11-2024-0389

319-340.

Dhakecha, H. (2022). A Methodological Study of Human-Computer Interaction :
A Review. August.

Djaddang, S. (2024). Literature Review Study: Factors That Influence Customer
Satisfaction-Muphimin et.al Literature Review Study: Factors That Influence
Customer Satisfaction. Jurnal Ekonomi, 13(03), 2024.
https://doi.org/10.54209/ekonomi.v13i03

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson,
J., Jain, V., Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M.
M., Raman, R., Rauschnabel, P. A., Rowley, J., Salo, J., Tran, G. A., &



199

Wang, Y. (2021). Setting the future of digital and social media marketing
research: Perspectives and research propositions. International Journal of
Information Management, 59(June 2020), 102168.
https://doi.org/10.1016/].ijinfomgt.2020.102168

Fitriani, W. R., Yansim, 1., Ondiraja, N. H., Pehry, R. F., Harahap, N. C., &
Hidayanto, A. N. (2025). Telematics and Informatics Reports Understanding
how technological affordances shape user transition to teleconsultation

services : A mixed-methods study. Telematics and Informatics Reports,
20(October), 100276. https://doi.org/10.1016/j.teler.2025.100276

Flavian-blanco, C., Gurrea-sarasa, R., & Orus-sanclemente, C. (2011). Computers
in Human Behavior Analyzing the emotional outcomes of the online search
behavior with search engines q. 27, 540-551.
https://doi.org/10.1016/j.chb.2010.10.002

Gundersen, B., Kalloori, S., & Srivastava, A. (2025). Emotion aware session
based news recommender systems. Decision Support Systems,
198(September), 114540. https://doi.org/10.1016/j.dss.2025.114540

Guo, J., & Li, and L. (2022). Exploring the Relationship Between Social
Commerce Features and Consumers ’ Repurchase Intentions : The
Mediating Role of Perceived Value. 12(March).
https://doi.org/10.3389/fpsyg.2021.775056

Handoyo, S. (2024). Heliyon Purchasing in the digital age : A meta-analytical
perspective on trust , risk , security , and e-WOM in e-commerce. Heliyon,
10(8), €29714. https://doi.org/10.1016/j.heliyon.2024.29714

Hartono, E., Holsapple, C. W., Kim, K. Y., Na, K. S., & Simpson, J. T. (2014).
Measuring perceived security in B2C electronic commerce website usage: A
respecification and validation. Decision Support Systems, 62, 11-21.

https://doi.org/10.1016/j.dss.2014.02.006

Dhakecha, H. (2022). A Methodological Study of Human-Computer Interaction : A
Review. August.

Hasan, T. I, Silalahi, C. I., Rumagit, R. Y., & Pratama, G. D. (2024). U/UX
Design Impact on E-Commerce Attracting Users. Procedia Computer
Science, 245(C), 1075—-1082. https://doi.org/10.1016/j.procs.2024.10.336

Hassan, N., Abdelraouf, M., & Shihy, D. El. (2025). The moderating role of
personalized recommendations in the trust — satisfaction — loyalty

relationship : an empirical study of Al - driven e - commerce. Future
Business Journal. https://doi.org/10.1186/s43093-025-00476-z

Hellier, P. K., Geursen, G. M., Carr, R. A., Rickard, J. A., Hellier, P. K., Geursen,
G. M., Carr, R. A., Rickard, J. A., Carr, R. A., & Rickard, J. A. (2003).

Customer repurchase intention A general structural equation model.
https://doi.org/10.1108/03090560310495456



200

Herzallah, D., Liébana-Cabanillas, F., Muioz-Leiva, F., & Zarco, C. (2025). Past,
present, and future of social commerce: a bibliometric analysis. In Quality
and Quantity (Vol. 59, Issue 4). Springer Netherlands.
https://doi.org/10.1007/s11135-025-02103-z

Herzallah, F., Abosamaha, A. J., Salameh, S. M., & Alhayek, M. (2025). Social
commerce attributes, customer engagement and repurchase intention in social
commerce platforms: A stimulus—organism— response approach. Journal of
Open Innovation: Technology, Market, and Complexity, 11(4), 100635.
https://doi.org/10.1016/].joitmc.2025.100635

Hess, T. (2009). Journal of the Association for Information Systems Designing
Interfaces with Social Presence : Using Vividness and Extraversion to Create
Social Recommendation Agents * Designing Interfaces with Social
Presence : Using Vividness and Extraversion to Create. 10(12), 889-919.

Holbrook, M. B., & Hirschman, E. C. (1982). The Experiential Aspects of
Consumption : Consumer Fantasies , Feelings , and Fun. 9(September),
132-140.

Huang, Y., & Liu, L. (2025). Acta Psychologica The impact of algorithm
awareness on the acceptance of personalized social media content
recommendation based on the technology acceptance model. Acta
Psychologica, 259(August), 105383.
https://doi.org/10.1016/j.actpsy.2025.105383

Islam, S., Aziz, S., & Ahamed, T. (2026). Does Gender Affect Online Shopping
Behaviour? A Quantitative Analysis. SAGE Open, 16(1), 1-20.
https://doi.org/10.1177/21582440261422897

Jr, J. F. H., Black, W. C., Babin, B. J., Anderson, R. E., Black, W. C., &
Anderson, R. E. (2019). Multivariate Data Analysis.
https://doi.org/10.1002/9781119409137.ch4

Karahanna, E., Xu, S. X., Xu, Y., & Zhang, N. (2018). The needs-affordances-
features perspective for the use of social media. MIS Quarterly: Management
Information Systems, 42(3), 737-756.
https://doi.org/10.25300/MISQ/2018/11492

Knijnenburg, B. P., Willemsen, M. C., Gantner, Z., Soncu, H., & Newell, C.
(2012). Explaining the user experience of recommender systems. User
Modeling and User-Adapted Interaction, 22(4-5), 441-504.
https://doi.org/10.1007/s11257-011-9118-4

Koeszegi, S. T. (2023). Al @ work: Human empowerment or dissmpowerment?
In Introduction to Digital Humanism: A Textbook.
https://doi.org/10.1007/978-3-031-45304-5 12

Kwak, S., Cho, W., Seok, G., & Yoo, S. (2020). Intention to Use Sustainable
Green Logistics Platforms.



201

Lee, S. (2024). An analysis of consumer’s trusting beliefs towards the use of e-
commerce platforms. Humanities and Social Sciences Communications, 1—
18. https://doi.org/10.1057/s41599-024-03395-6

Lee, Y. L., Zhou, T., Yang, K., Du, Y., & Pan, L. (2023). Personalized
recommender systems based on social relationships and historical behaviors.
Applied Mathematics and Computation, 437, 127549.
https://doi.org/10.1016/j.amc.2022.127549

Lengauer, B., & Nedbal, D. (2025). ScienceDirect International Conference on
Industry Sciences and Computer Science Innovation A Model for the
Evaluation of User Satisfaction with Recommendation Systems of
Entertainment Platforms. Procedia Computer Science, 263, 42-51.
https://doi.org/10.1016/j.procs.2025.07.006

Leschanowsky, A., Rech, S., Popp, B., & Bickstrom, T. (2024). Computers in
Human Behavior Evaluating privacy , security , and trust perceptions in

conversational Al : A systematic review. Computers in Human Behavior,
159(December 2023), 108344. https://doi.org/10.1016/j.chb.2024.108344

Li, Y., & Sun, M. (2025). The impact of perceived interactivity on purchase
intention in interactive video : a CAB-based chain mediation model of
empathy , immersion , and arousal. August, 1-11.
https://doi.org/10.3389/fcomm.2025.1615509

Ligaraba, N. (2024). Marketing Communication Through Intellectual Brand
Experiences: The Impact of Pleasure and Arousal on Repurchase Intention.
Studies in Media and Communication, 12(1), 466—475.
https://doi.org/10.11114/smc.v1211.6624

Lin, B., & Binqgiang Shen. (2023). behavioral sciences Study of Consumers ’
Purchase Intentions on Community E-commerce Platform with the SOR

Model : A Case Study of.

Liu, P., Li, M., Dai, D., & Guo, L. (2021). Electronic Commerce Research and
Applications The effects of social commerce environmental characteristics
on customers ~ purchase intentions : The chain mediating effect of customer-
to-customer interaction and customer-perceived value. Electronic Commerce
Research and Applications, 48(July), 101073.
https://doi.org/10.1016/j.elerap.2021.101073

Lu, B., Fan, W., & Zhou, M. (2016). Social presence, trust, and social commerce
purchase intention: An empirical research. Computers in Human Behavior,
56, 225-237. https://doi.org/10.1016/j.chb.2015.11.057

Ma, Y. (2023). Effects of interactivity affordance on user stickiness in livestream
shopping : identification and gratification as mediators. Heliyon, 9(1).
https://doi.org/10.1016/j.heliyon.2023.e12917

Matar, A., & Nader, A. (2025). Journal of Open Innovation : Technology , Market



202

, and Complexity The mediating influence of perceived usefulness on
consumer behaviour towards driving e-wallet adoption in Jordan. Journal of
Open Innovation: Technology, Market, and Complexity, 11(4), 100651.
https://doi.org/10.1016/j.joitmc.2025.100651

Meredith, J. (2017). Analysing technological affordances of online interactions
using conversation analysis. Journal of Pragmatics, 115, 42-55.
https://doi.org/10.1016/j.pragma.2017.03.001

Mufioz-Arteaga, J., Gonzalez, R. M., Martin, M. V., Vanderdonckt, J., & Alvarez-
Rodriguez, F. (2009). A methodology for designing information security
feedback based on User Interface Patterns. Advances in Engineering
Software, 40(12), 1231-1241.
https://doi.org/10.1016/j.advengsoft.2009.01.024

Mutiara, D., Nugraheni, K., Noranita, B., & Isy, A. D. (2025). From Interaction to
Intention : Investigating Key Drivers of User Retention in Digital
Marketplaces. 12(2), 327-338. https://doi.org/10.15294/sji.v12i2.24463

Nuralam, I. P., Yudiono, N., Fahmi, M. R. A., Yuliaji, E. S., & Hidayat, T.
(2024). Perceived ease of use, perceived usefulness, and customer
satisfaction as driving factors on repurchase intention: the perspective of the

e-commerce market in Indonesia. Cogent Business and Management, 11(1).
https://doi.org/10.1080/23311975.2024.2413376

Oyibo, K. (2020). The E ff ect of Layout and Colour Temperature on the
Perception of Tourism Websites for Mobile Devices.

Pyke, A., Murray, S., Pritts, J., Carp, C. L., & Thomson, R. (2021). Predicting
Individual Differences to Cyber Attacks : Knowledge , Arousal , Emotional
and Trust Responses. 15.

Qu, Y, Cie, A, Fang, S., & Qing, Y. (2023). The role of online interaction in user
stickiness of social commerce : The shopping value perspective. 3(April).
https://doi.org/10.1016/j.digbus.2023.100061

Rohmiyati, Y., Siti, T., Tengku, M., Sahari, N., Hanawi, S. A., & Abadi, S.
(2024). Enhancing Accessibility : A Heuristic Evaluation of Social Presence
Interface Design for E-Resources in University Libraries. 13(3), 2025-2035.
https://doi.org/10.18421/TEM133

Saadé¢, R., & Bahli, B. (2005). The impact of cognitive absorption on perceived
usefulness and perceived ease of use in on-line learning: An extension of the
technology acceptance model. Information and Management, 42(2), 317—
327. https://doi.org/10.1016/5.im.2003.12.013

Shao, B., Li, X., & Bian, G. (2021). A survey of research hotspots and frontier
trends of recommendation systems from the perspective of knowledge graph.
Expert Systems with Applications, 165, 113764.
https://doi.org/10.1016/j.eswa.2020.113764



203

Sung, E., & Mayer, R. E. (2012). Five facets of social presence in online distance
education. Computers in Human Behavior, 28(5), 1738—1747.
https://doi.org/10.1016/j.chb.2012.04.014

Syamala, S., Shrivastava, A., & Karmakar, S. (2025). Identifying interface design
factors impacting user experience in digital learning platforms- A pilot study.
Social Sciences & Humanities Open, 11, 101662.
https://doi.org/10.1016/j.ssah0.2025.101662

Tao, M., Alam, F., Lahuerta-otero, E., & Mengyuan, C. (2024). Get Ready to Buy
With Me : The Effect of Social Presence Interaction and Social Commerce

Intention on S-commerce Live Streaming. 323, 1-24.
https://doi.org/10.1177/21582440241232751

von Preuschen, Alexandra; Zimmermann, Verena ; Schuhmacher, M. C. (2023).
How do you Feel about Cybersecurity ? — A Literature Review on Emotions
in Cybersecurity. 0—13. https://doi.org/10.2478/9788366675896-001

Wang, H., Ding, J., Akram, U., Yue, X., & Chen, Y. (2021). An Empirical Study
on the Impact of E-Commerce Live Features on Consumers * Purchase
Intention : From the Perspective of Flow Experience and Social Presence.

Wang, X., Wang, H., & Zhang, C. (2022). Systems Thinking Perspective.

Wang, Z., & Wang, J. (2022). Do the Emotions Evoked by Interface Design
Factors Affect the User ’ s Intention to Continue Using the Smartwatch ? The
Mediating Role of Quality Perceptions Do the Emotions Evoked by Interface
Design Factors Affect the User * s Intention to Continue Usin. International

Journal of Human—Computer Interaction, 0(0), 1-16.
https://doi.org/10.1080/10447318.2022.2041903

Weidlich, J., & Bastiaens, T. J. (2019). Computers & Education Designing
sociable online learning environments and enhancing social presence : An a

ff ordance enrichment approach. Computers & Education, 142(June),
103622. https://doi.org/10.1016/j.compedu.2019.103622

Weidlich, J., Yau, J., & Kreijns, K. (2024). Social presence and psychological
distance: A construal level account for online distance learning. Education
and Information Technologies, 29(1), 401-423.
https://doi.org/10.1007/s10639-023-12289-0

Wen, J. (2025). AI Digital Human Responsiveness and Consumer Purchase
Intention : The Mediating Role of Trust.

Yang, K., Kim, H. M., & Zimmerman, J. (2019). Emotional branding on fashion
brand websites : harnessing the ( P-A-D ) model.
https://doi.org/10.1108/JFMM-03-2019-0055

Yin, J., Qiu, X., & Wang, Y. (2025). The Impact of AI-Personalized
Recommendations on Clicking Intentions : Evidence from Chinese E-
Commerce.



204

Zhang, K., Liu, X., Wang, W., & Li, J. (2021). Multi-criteria recommender
system based on social relationships and criteria preferences. Expert Systems
with Applications, 176(February 2020), 114868.
https://doi.org/10.1016/j.eswa.2021.114868

Zhao, W., Hu, F., Wang, J., Shu, T., & Xu, Y. (2023). A systematic literature
review on social commerce: Assessing the past and guiding the future.
Electronic Commerce Research and Applications, 57, 101219.
https://doi.org/10.1016/j.elerap.2022.101219

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(May 2019), 100980.
https://doi.org/10.1016/].elerap.2020.100980

WEBSITE

DataReportal. (2024). Digital 2024: Indonesia. DataReportal — Global Digital
Insights. https://datareportal.com/reports/digital-2024-indonesia

Google, Temasek, & Company, B. &. (2025). e-Conomy SEA 2025: Reaching New
Heights. Google LLC.
https://services.google.com/th/files/misc/e_conomy sea 2025 report.pdf

Research, G. V. (2024). Social commerce Market Size, Share & Trends Analysis

Report. Grand View Research, Inc.
https://www.grandviewresearch.com/industry-analysis/social-commerce-
market

Suharno. (2025). Shopee dan TikTok Shop Dominasi Pasar E-commerce
Indonesia 2025. Selular.ID. https://selular.id/2025/08/shopee-dan-tiktok-
shop-dominasi-pasar-e-commerce-indonesia-2025/

Utara, B. P. S. P. S. (2023). Jumlah Penduduk Menurut Provinsi di Indonesia.
Badan Pusat Statistik. https://sulut.bps.go.id/id/statistics-
table/2/OTU41zI=/jumlah-penduduk-menurut-provinsi-di-indonesia.html

Bol, K. A. (2025). Indonesia Becomes TikTok Shop’s 2nd Biggest Market.
WORLDEF News. https://news.worldef.com/2025/09/05/tiktok-shop-
indonesia-6-2b/


https://datareportal.com/reports/digital-2024-indonesia
https://services.google.com/fh/files/misc/e_conomy_sea_2025_report.pdf
https://www.grandviewresearch.com/industry-analysis/social-commerce-market
https://www.grandviewresearch.com/industry-analysis/social-commerce-market

