
REFERENCES 

 

Alotaibi, B. B. M. & Bach, C., (2013), Perceived Risk of Information Security and Privacy in 

Electronic Commerce,  International Journal of Advanced Research in Computer Science, 

4 (8), 1-5 

 

Bagozzi, R. P. (1980), Causal Models in Marketing, New York: John Wiley & Sons. 

 

Balabanis, G., Reynolds, N., & Simintiras, A. (2006). Bases of E-Store Loyalty: Perceived 

Switching Barriers and Satisfaction. Journal of Business Research, 59(2), 214–224. 

 

Bhaskar, P. P., & Kumar, D. P., (2016), Customer Loyalty on E-Commerce, International 

Journal of Management Research & Review, 6(4):1661-1668 

 

Butt, M., M. & Aftab, M., (2013), Incorporating Attitude Towards Halal Banking in an 

Integrated Service Quality, Satisfaction, Trust And Loyalty Model in Online Islamic 

Banking Context, International Journal of Bank Marketing, 31(1):6-23 

 

Byrne, B. M. (1998), Structural Equation Modeling with Lisrel, Prelis, and Simplis, Jilid 1, New 

Jersey: Lawrence Erlbaum Associates, Inc. 

 

Çalık, M. & Sözbilir, (2014), Parameters of Content Analysis, Education and 

Science, 39(174):34  

 

Carter, M., Wright, R., Thatcher, J. B., & Klein, R., (2014), Understanding Online Customers‟ 

Ties to Merchants: The Moderating Influence of Trust on The Relationship Between 

Switching Costs and E-loyalty, European Journal of Information Systems 23: 185–204 

 

Chen & Barnes, (2007), Initial Trust and Online Buyer Behavior, Industrial Management & Data 

Systems, 107(1):21-36 

 

Chin, Wynne W, Peterson, Robert A., Brown, & Steven P., (2008) Structural Equation Modeling 

In Marketing: Some Practical Reminders, Journal of Marketing Theory and Practice, 16, 4; 

ABI/INFORM Collection pg. 287 

 

Chinomona, R., Masinge, G., & Sandada, M., (2014), The Influence of E-Service Quality on 

Customer Perceived Value, Customer Satisfaction and Loyalty in South Africa, 

Mediterranean Journal of Social Sciences MCSER Publishing, Rome-Italy. 331-341 

 

Chou, S., Chen, C., & Lin. J., (2015), Female Online Shoppers Examining The Mediating Roles 

Of E-Satisfaction And E-Trust On E-Loyalty Development, Internet Research, 25(4):542-

561 

 

https://search.proquest.com/indexingvolumeissuelinkhandler/1056401/Egitim+ve+Bilim/02014Y01Y01$232014$3b++Vol.+39+$28174$29/39/174?accountid=62100


Chu, K-M., & Yuan, B. J. C., (2013), The Effects Of Perceived Interactivity On E-Trust And E-

Consumer Behaviors: The Application of Fuzzy Linguistic Scale, Journal of Electronic 

Commerce Research, 14(1):124-136 

 

Cliff, Norman (1983), Some Cautions Concerning the Application of Causal Modeling Methods, 

Multivariate Behavioral Research, 18 (January), 115-126. 

 

Dimyati, M., (2015), The Role Of Customer Satisfaction In Mediating Marketing 

Communication Effect On Customer Loyalty, Journal of Arts, Science & Commerce, 

4(1):75- 87 

 

Dubihlela, J., & Grobler, W. C. J., (2013), E-Retailing Adoption And Innovativeness, 

Implementation Capacity and Business Performance Of Smes, Studia Ubb, Oeconomica, 

58(2):72-85 

 

Eid, M. I., (2011), Determinants of E-Commerce Customer Satisfaction, Trust, and Loyalty in 

Saudi Arabia, Journal of Electronic Commerce Research, 12(1):78-93 

 

Fan, X. (2013), The Test is Reliable; The Test is valid: Language Use, Unconscious 

Assumptions, and Education Research Practice, Asia-Pacific Edu Res, 22(2):217–218 

 

Forgas-Coll, S., Palau-Saumell, R., Sa´nchez-Garcı´a, J., &Fandos-Roig, J. C., (2013), Airline 

Website Loyalty Formation and The Moderating Effects of Gender and Education, Serv 

Bus, 7: 255–274 

 

Fornell, C. (1983), Issues in the Application of Covariance Structure Analysis, Journal of 

Consumer Research, pp. 443-448. 

 

Ghozali, I., & Fuad. (2008). Structural equation modeling; Teori, konsep dan aplikasi dengan 

program Lisrel 8.80 (2nd ed). Semarang: Badan Penerbit Universitas Diponegoro. 

 

Grace T.R. L, & Chia, C. S. (2009), Factors Influencing Satisfaction And Loyalty In Online 

Shopping: An Integrated Model, Online Information Review, Vol. 33 No. 3, pp. 458-475 

 

Ha, S. H., Noh, M. J., & Choi, S.B., (2014), Difference In The Adoption Of Internet Open 

Markets Between Transition and Established Market Economies, Electron Commer Res 

14: 531–558 

 

Hair, J. F. Jr., (1998). Multivariate Data Analysis 5
th

 Edition. Prentice Hall. Upper Saddle River. 

New Jersey 

 

Haryono, S., & Wardoyo, P. (2012). Structural Equation Modeling: Untuk Penelitian Manajemen 

Menggunakan Amos 18.00. Bekasi: PT. Intermedia Personalia Utama. 

 



Hsu, C. L., Wu, C. C, & Chen, M. C., (2013), An Empirical Analysis Of The Antecedents of E-

Satisfaction And E-Loyalty: Focusing On The Role Of Flow And Its Antecedents, Inf Syst 

E-Bus Manage, 11:287–311 

 

Huddleston, P. & Minahan, S., (2011), Consumer Behavior: Women and Shopping, Business 

Expert Press, New York  

 

Kalakota, R. & Whinston, A.B. (1997), Electronic Commerce: A Manager‟s Guide, Addison 

Wesley, Reading, MA. 

 

Kalia, P., Arora R., & Kumalo, S., (2016), E-Service Quality, Consumer Satisfaction and Future 

Purchase Intentions In E-Retail, Purchase Intentions In E-Retail, Pp 27-64 

 

Kasanah, A. (2015). Penggunaan Metode Structural Equation Modeling Untuk Analisis Faktor 

Yang Mempengaruhi Kualitas Pelayanan Perpustakaan Dengan Program LISREL 8.80 

.Unpublished manuscript, Universitas Negeri Semarang, Fakultas Matematika dan Ilmu 

Pengetahuan Alam, Semarang. 

 

Khan, I. & Rahman, Z., (2016), E-tail brand experience‟s influence on e-brand trust and e-brand 

loyalty The moderating role of gender, International Journal of Retail & Distribution 

Management 44(6): 588-606 

 

Kim, J. & Kim, C. (2010), E-service Quality Perceptions: A Cross-Cultural Comparison of 

American and Korean Consumers, Journal of Research in Interactive Marketing. 4(3): 257-

275 

 

Li, H. Aham-Anyanwu, N., Tevrizci, C., & Luo, X., (2015), TheInterplay Between ValueAnd 

Service Quality Experience: E-Loyalty Development Process Through The Etailq Scale 

and Value Perception, Electron Commer Res 15:585–615 

 

Liao, Z. & Shi, X., (2009), Consumer Perceptions Of Internet-Based E-Retailing: An Empirical 

Research in Hong Kong, Journal of Services Marketing, 23/1 pp. 24–30 

 

Lin, G. T. R & Sun, C.,  (2009), Factors influencing satisfaction and loyalty in online shopping: 

an integrated model, Online Information Review, 33(3): 458-475 

 

Ltifi, M., & Gharbi, J. E., (2012), E-Satisfaction and E-Loyalty of Consumers Shopping Online, 

Journal of Internet Banking and Commerce, 17(1): 1- 20 

 

Lu, L-C., Chang, H-H., Yu, S-T., (2013), Online Shoppers‟ Perceptions Of E-Retailers‟ Ethics, 

Cultural Orientation, and Loyalty An Exploratory Study In Taiwan, Internet Research 

23(1): 47-68 

 

Maulida, R. (2017). The Effect Of Store Image And Service Quality On Brand Image And 

Purchase Intention For Private Label Brand Of Indomaret In Yogyakarta. Unpublished 

manuscript, Universitas Islam Indonesia,Yogyakarta. 



 

Mousaveian, S. A., Ebrahimpour, H., Hasanzadeh, M.,  & Mousaveian, N., (2016), The Role Of 

E-Value, E-Trust, E-Commitment And E-Satisfaction On Customers E-Loyalty With 

Emphasis On Internet Banking, International Journal of Management Research & Review, 

6(21):741-747  

 

Muhammad, Z., Yi, F., Naz, A. S., & Fahad, K. M., (2014), An Empirical Study on Exploring 

Relationship among Information Quality, E-satisfaction, E-trust and Young Generation‟s 

Commitment to Chinese Online Retailing, Journal of Competitiveness, 6(4): 3-18 

 

Nemati, H. R. & Dyke, T. V., (2009),Do Privacy Statements Really Work? The Effect of Privacy 

Statements and Fair Information Practices on Trust and Perceived Risk in E-Commerce, 

International Journal of Information Security and Privacy, 3(1), 45-64 

 

PriceGrabber, (2008), Apparel trends October Consumer Behavior Report, available at: 

www.yumpu.com/en/document/view/19069779/apparel-october-consumer-behavior-

report-pricegrabber-market-  

 

Ratnasingam, P., (2005), E-Commerce Relationships: The Impact of Trust On Relationship 

Continuity, International Journal of Commerce and Management; 2005; 15(1): 1-16 

 

Roca, J. C., Garcı´a J. J., & Vega, J. J., (2009), The Importance Of Perceived Trust, Security And 

Privacy In Online Trading Systems, Information Management & Computer Security, 

17(2): 96-113 

 

Rusydina, A. (2017). The Effects Of VSN Attributes, Flow, Trust, And Ewom In Influencing 

Vsn Users‟ Purchase Intention. Unpublished manuscript, Universitas Islam 

Indonesia,Yogyakarta. 

 

Safa, N.S. & Von Solms, R., 2016, „Customers Repurchase Intention Formation In E-

Commerce‟, South African Journal of Information Management, 18(1), a712. 

http://dx.doi.org/10.4102/ sajim.v18i1.712 

 

Sahin, A., Zehir, C., & Kitapci, H. (2011), “The Effects of Brands Experiences, Trust and 

Satisfaction on Building Brand Loyalty; An Empirical Research On Global Brands”, 7
th

 

International Strategic Management Conference, 24: 1288-1301 

Sastry.T, S., & Rao, B. M, (2017), Consumer Perception About The Influence of Online Retail 

Service QualityOn E-Satisfaction, Moderated By Purchase Volume and Perceived Value, 

Journal of Business and Retail Management Research (JBRMR), 12(1) 

 

Schaupp, L. C., & Be´langer, F. (2005). A Conjoint Analysis of Online Consumer Satisfaction. 

Journal of Electronic Commerce Research, 6(2), 95–111. 

 

Schermelleh-Engel, K., Moosbrugger, H., & Muller, H., (2003), Evaluating The Fit of Structural 

Equation Models; Test Of Significance and Descriptive Goodness-of-Fit Measures. 

Methods Of Psychological Research Online, 8(2), 23-74 



 

Schreiber, J., Nora, A., Stage, F., Barlow, E., & King, J. (2006). Reporting Structural Equation 

Modeling and Confirmatory Factor Analysis Results: A Review.The Journal of 

Educational Research, 99(6). 

 

Sekaran, U. (2000). Research Method For Business: A Skill Build in approach (2nd edition, John 

Willey and Sons, Inc. 

 

Shukla, R. K.,  (2016), Gender Effect On Customers‟ Perception Towards Online Shopping, 

Bvimsr‟s Journal of Management Research, Vol. 8 Issue 25 – 1, pp 25-28 

 

Soonyong, B. & Taesik L., (2011), Gender differences in consumers‟ perception of 

onlineconsumer reviews, Electron Commer Res 11: 201–214 

 

Valvi, A. C., & Fragkos, K. C., (2012), Critical review of the e-loyalty literature: a purchase-

centred framework, Electron Commer Res, 12:331–378 

 

Van Dyke, Thomas P., Midha, Vishal, Nemati, & Hamid, (2007), 'The Effect of Consumer 

Privacy Empowerment on Trust and Privacy Concerns in E-Commerce', Electronic 

Markets, 17:1, 68 – 81 

 

Valvi, A.C., & West, D. C., (2013), E-Loyalty Is Not All about Trust, Price Also Matters: 

Extending Expectation-Confirmation Theory in Bookselling Websites, Journal of 

Electronic Commerce Research, 14(1): 99-123 

 

Wijanto, S. H. (2008). Structural Equation Modeling dengan LISREL 8.8. Yogyakarta : Graha 

Ilmu. 

 

Wong, W. P., Lo, M-C.,& Ramayah, T., (2014), The Effects Of Technology Acceptancefactors 

On Customer E-Loyalty and E-Satisfaction In Malaysia, International Journal of Business 

and Society,15(3): 477 – 502 

 

Yang, H. C., (2013),Young Chinese Consumers‟ Social Media Use, Online PrivacyConcerns, 

and Behavioral Intents of Privacy Protection, International Journal of China Marketing, 

14(1): 82-101 

 

Zhu, L. & Thatcher, S. M. B., (2010), National Information Ecology: A New Institutional 

Economics Perspective On Global E-Commerce Adoption, Journal of Electronic 

Commerce Research, 11(1):  53-72 

 

Zikmund, William G., McLeod Jr, Raymond., Gilbert, & Faye W. (2003). Customer 

Relationship Management: Integrating Marketing Strategy and Information Technology. John 

Wiley and Sons Inc., USA. 

 


