DAFTAR PUSTAKA

Abed, S. S., Dwivedi, Y. K., & Williams, M. D. (2015). Social media as a bridge
to e-commerce adoption in SMEs: A systematic literature review. The
Marketing Review, 15(1), 39-57.

Agusli, D dan Kunto, Y. S., (2013). “Analisa Pengaruh Dimensi Ekuitas Merek
terhadap Minat Beli Konsumen Midtown Hotel Surabaya”, Jurnal
Manajemen Pemasaran Universitas Kristen Petra Surabaya, Vol. 1,
No. 2, 2013, hal. 1-8.

Al-Gahtani, S. (2001). The Applicability of TAM Outside North America.
Information Resources Management Journal, 14(3), 37—46.

Al-Mahdi, H. (2009). Supporting SME's by Universities: An Empirical Study in
Saudi Arabia towards Building a Conceptual Model for Best Practices.

Ajzen, 1. (1991) ‘The theory of planned behaviour’, Organizational Behaviour
and Human Decision Processes, Vol. 50, No. 2, pp.11-39.

Bahaddad Adel A, AlGhamdi R & Luke Houghton. (2012). To What Extent
Would E-mall Enable SMEs to Adopt E-Commerce. Institute of Integrated
and Intelligent Systems, Griffith University, Brisbane. Canadian Center of
Science and Education.

Boyd, D.M. and Ellison, N.B. (2008) ‘Social network sites: definition, history,
and scholarship’,Journal of Computer-Mediated Communication, Vol. 13,
pp.210-230.

Burnkrant, Robert E. and Alain Cousineau (1975), "Informational and Normative

Social Influence in Buyer Behavior,” Journal of Consumer Research, 2
(December),206-215.

83



Carson, D. Cromie, McGowan S. P., (1995), Marketing and entrepreneurship in
SMEs: An innovative approach, Prentice Hall (London and New York),
103.

Choi Gilok & Hyewon Chung (2013) Applying the Technology Acceptance Model
to Social Networking Sites (SNS): Impact of Subjective Norm and Social
Capital on the Acceptance of SNS, International Journal of Human-
Computer Interaction, 29:10, 619-628.

Constantinides, Carmen Alarcon del Amo del & Carlota Lorenzo (2010) Profiles
of social networking sites users in the Netherlands. In: The 18th Annual

High Technology Small Firms Conference.

Constantinides, E. (2008). Web 2.0: Conceptual foundations and marketing
issues. Journal of Direct, Data and Digital Marketing Practice, 9(3), 231—
244.

Coremetrics (2010). Comprehensive measurement: The key to social media
marketing success. White Paper. <http://coremetrics.com> Accessed
12.08.12.

Dabholkar, P.A. and Bagozzi, R. (2002) ‘An attitudinal model of technology-
based self-service: moderating effects of consumer traits and situational
factors’, Journal of the Academy of Marketing Science, Vol. 30, No. 3,
pp-184-202.

Davis, F.D. (1989) ‘Perceived usefulness, perceived ease of use, and user
acceptance of information technology’, MIS Quarterly, Vol. 13, pp.319—
339.

Davis, F.D., Bagozzi R. and Warshaw, P. (1989) ‘User acceptance of computer

technology: a comparison of two theoretical models’, Management
Science, Vol. 35, No. 8, pp.982-1004.

84



Demirbas, D., Hussain, J. G., & Matlay, H. (2011). Owner- managers’
perceptions of barriers to innovation: empirical evidence from Turkish
SMEs. Journal of Small Business and Enterprise Development, 18(4),
764-780.

Devi, Ni Luh Nyoman Sherina., | Wayan Suartana, (2014), Analisis Technology
Acceptance Model (TAM) Terhadap penggunaan sistem informasi di Nusa
Dua Beach Hotel & Spa, E-Jurnal Akuntansi Universitas Udayana 6.1
(2014):167-184.

Dhume, S. M., Pattanshetti, M. Y., Kamble, S. S., & Prasad, T. (2012). Adoption
of social media by Business Education students: Application of
Technology Acceptance Model (TAM). 2012 IEEE International
Conference on Technology Enhanced Education (ICTEE).

Drossos, D.A., Fouskas, K.G., Kokkinaki, F. and Papakyriakopoulos, D. (2011)
‘Advertising on the internet: perceptions of advertising agencies and
marketing managers’, International Journal of Internet Marketing and
Advertising, Vol. 6, No. 3, pp.244-264.

Dilhan Oztamur, Ibrahim Sarper Karakadilar, 2014, Exploring the role of sosial
media for SMEs: as a new marketing strategy tool for the firm
performance perspective, Procedia - Social and Behavioral Sciences 150 (
2014 ) 511 — 520.

Duvince Zhalimar Dumpit & Cheryl Joy Fernandez, (2017), Analysis of the use of
social media in Higher Education Institutions (HEIs) using the Technology
Acceptance Model, Dumpit and Fernandez International Journal of

Educational Technology in Higher Education 14:5.

Edosomwan, S., Prakasan, S.K., Kouame, D., Watson, J. and Seymour, T. (2011).
The History of Social Media and its Impact on Business, Journal of

Applied Management and Entrepreneurship, 16(3); pp. 79-91.

85



Evans, D. (2009) ‘Social media is tailor-made for SMBs’, Clicz, 28 October,
available at http://www.clicz.com/3635468.

Endang Hariningsih, (2018), Pengaruh Kepribadian Dan Tekanan Persaingan
Terhadap Niat Keberlanjutan Penggunaan Media Sosial Online Oleh
Usaha -Mikro Kecil Dan Menengah Di Propinsi Daerah Istimewa
Yogyakarta, Akademi Manajemen Administrasi YPK Yogyakarta, JBMA —
Vol. V, No. 1.

Fishbein, M. and Ajzen, I. (1975) Belief, Attitude, Intention, and Behaviour: An
Introduction to Theory and Research, Addison-Wesley Publishing
Company, Reading, MA.

Hartwick, J. and Barki, H. (1994) ‘Explaining the role of user participation in
information system use’, Management Science, \Vol. 40, pp.440-465.

Hawkins, K., & Vel, P. (2013). Attitudinal loyalty, behavioural loyalty and social
media: An introspection. The Marketing Review, 13(2), 125-141.

Helena Nobre dan Daniela Silva (2014), Sosial Network Marketing Strategy and
SME Strategy Benefit, Journal of Transnational Management, 19:138—
151,

Hills, Gerald E., Hultman Claes M. and Miles Morgan P., (2009), The Evolution
and Development of Entrepreneurial Marketing, Journal of Small Business
Management, 46, 1, 99-113.

Hindagolla, M., & Takashi, N. (2014). Exploring undergraduates’ acceptance of
electronic information resources (EIR) using technology acceptance
model: A case study in Sri Lanka. In A. Noorhidawati et al. (Eds.),
Proceedings of the 5th International conference on libraries, information
and society (ICOLIS 2014) (pp 201-216). Kuala Lumpur: Department of

86



Library and Information Science, Faculty of Computer Science and
Information Technology, University of Malaya & University of Malay

Library.

Iswari, Lizda & Fathul Wahid. (2007). Adopsi Teknologi Informasi Oleh Usaha
Kecil Dan Menengah Di Indonesia. jurusan Teknik Informatika, Fakultas

Teknologi Industri, Universitas Islam Indonesia.

Iva Atanassova, Lillian Clark, 2015, Sosial media practices in SME marketing
activities: A theoretical framework and research -agenda, ortsmouth
Business School, Richmond Building, Portland Street, Portsmouth PO1
3DE.

Iryna Pentina, Anthony C. Koh dan Thuong T. Le, 2012, Adoption of social
networks marketing by SMEs: exploring the role of social influences and
experience in technology acceptance, Department of Marketing and

International Business, University of Toledo,

Kemenkeu RI (2012). “Kebijakan Antisipasi Krisis Tahun 2012 Melalui Program
Kredit Usaha Rakyat”, https:// translate. google. com/translate ?hl=en&sl=

ide. & u= https:/ /www. kemenkeu. go.id /sites/ default/ files/Laporan
_Tim_Kajian_Kebijakan_Antisipasi_Krisis_Tahun_2012_Melalui_KUR.p
df&prev=search diakses april 2019.

Kuitunen K. (2012). Social Media In International. Brand Communication Of

Smes. Information Systems Research of Smes, Vol. 11, No. 2, pp.06-12.

Kelman, H.C. (1958) ‘Compliance, identification, and internalization: three
processes of attitude change’, Journal of Conflict Resolution, Vol. 2,
pp.51-60.

Kominfo RI (2019). “Sektor UKM Terus Didorong Gunakan Platform

Digital”.https://indonesia.go.id/narasi/indonesiadalamangka/ekonomi/sekt

or ukm-terus-didorong-gunakan-platform-digital diakses April 20109.

87


https://indonesia.go.id/narasi/indonesiadalamangka/ekonomi/sektor%20ukm-terus-
https://indonesia.go.id/narasi/indonesiadalamangka/ekonomi/sektor%20ukm-terus-

Kunto, Y. S., dan Agusli, D 2013, “Analisa Pengaruh Dimensi Ekuitas Merek
terhadap Minat Beli Konsumen Midtown Hotel Surabaya”, Jurnal
Manajemen Pemasaran Universitas Kristen Petra Surabaya, Vol. 1, No. 2,
2013, hal. 1-8.

Laihad, Risal C.Y. (2013). Pengaruh Perilaku Wajib Pajak Terhadap
Penggunaan E-Filing Wajib Pajak Di Kota Manado. Fakultas Ekonomi,

Jurusan Akuntansi Universitas Sam Ratulangi Manado.

Lukas, H. and Spitler, V.K. (1999) ‘Technology use and performance: a field
study of broker workstations’, Decision Sciences, Vol. 30, No. 2, pp.291-
B1T.

Mayfield, A., (2008), “What is Social Media?” [online] Available from:
http://www.icrossing.co.uk/fileadmin/uploads/eBooks/What_is_Social_Me

dia_iCrossing_ebook.

Margaret McCann Alexis Barlow , (2015),"Use and measurement of social media
for SMEs", Journal of Small Business andEnterprise Development, Vol. 22

Iss 2 pp.

Mohd Irwan Dahnil, 2014 Factors Influencing SMEs Adoption of Sosial Media
Marketing, Procedia - Social and Behavioral Sciences 148 ( 2014 ) 119 —
126.

Nakara, W.A., Benmoussa, F-Z. and Jaouen, A. (2012) ‘Entrepreneurship and
social media marketing: evidence from French small business’, Int. J.

Entrepreneurship and Small Business, Vol. 16, No. 4, pp.386—405.

88



Nina Michaelidou, Nikoletta Theofania Siamagka & George Christodoulides,
(2011), Usage, barriers and measurement of social media marketing: An
exploratory investigation of small and medium B2B brands, Department of
Marketing, The Birmingham Business School, University of Birmingham,

United Kingdom.

Ozmen, E. S., Oner, M. A., Khosrowshahi, F., & Underwood, J. (2014). SMEs’
Purchasing Habits. SAGE Open, 4(2), 215824401453640.

Parker, Craig & Castleman T. (2007). New directions for research on SME-
eBusiness :insights from an analysis of journal articles from 2003-2006,

Journal of information systems and small business, vol. 1, no. 1, pp. 21-40.

Piercy, N. (2010). Improving the marketing-operations relationship: case evidence
from an internet small-medium-enterprise. The Marketing Review, 10(4),
333- 351.

Prasad, T & Kamble, S. S,. (2012). Adoption of social media by Business
Education students: Application of Technology Acceptance Model (TAM).

Priambada, Swasta. (2015). Manfaat Penggunaan Media Sosial Pada Usaha Kecil
Menengah (UKM). Departemen Sistem Informasi, Institut Teknologi

Sepuluh Nopember.

Ramdani, B., Kawalek, P., & Lorenzo, O. (2009). Predicting SMEs’ adoption of
enterprise systems. Journal of Enterprise Information Management,
22(1/2), 10-24.

Robinson, L. (2006) ‘Moving beyond adoption: exploring the determinants of
student intention to use technology’, Marketing Education Review, Vol.
16, No. 2, pp.79-88.

89



Rupak Rauniar, Greg Rawski & Jei Yang, (2014), Technology acceptance model
(TAM) and social media usage: an empirical study on Facebook, Journal

of Enterprise Information Management Vol. 27 No. 1,

Safko, L., (2010) “The Social Media Bible: Tactics, Tools, and Strategies for

Business Success”, 2nd edition. John Wiley and Sons Inc.

Salma S. Abed, Yogesh K. Dwivedi, Michael D. Williams, (2015), Sosial media
as a bridge to e-commerce adoption in SMEs: A syste matic literature
review, Centre for Digital and Social Media, School of

Management,Swansea University, Swansea, SA2 8PP, Wales, UK.

Sudheer M. Dhume, Muragesh Y. Pattanshetti, & Sachin S. Kamble, (2012),
Adoption of Social Media by Business Education Students: Application of
Technology Acceptance Model (TAM) National Institute of Industrial
Engineering (NITIE), Mumbai

Sugiyono. (2012). Metode Penelitian Kuantitatif Kualitatif dan R&B. Bandung.
Alfabeta.

Taylor, S. and Todd, P. (1995) ‘Understanding information technology usage: a
test of competing models’, Information Systems Research, Vol. 6, No. 2,
pp-144-176.

Thrassou, A. and Vrontis, D. (2008) ‘Internet marketing by SMEs: towards
enhanced competitiveness and internationalisation of professional
services’, International Journal of Internet Marketing and Advertising,
Vol. 4, Nos. 2-3, pp.241-261.

90



Venkatesh Viswanath, Fred D. Davis (2000), A Theoretical Extension of the
Technology Acceptance Model: Four Longitudinal Field Studies,
Management Science 46(2):186-204.

Wong Anthony Tik-tsuen (2018), A TAM Approach of Studying the Factors in
Social Media and Consumer Purchase Intention in Hong Kong, 21(10): 1-
17,2018; Article no.JEMT.44080 ISSN: 2456-9216

Wu, J. and Wang, S. (2005) ‘What drives mobile commerce? An empirical
evaluation of the revised technology acceptance model’, Information and
Management, VVol. 42, pp.719-729.

91



