
103 
 

 
 

DAFTAR PUSTAKA 

Adi, P. I. M., Wayan, E. N., Kerti, Y. N. N., & Gede, S. (2022). The Role Of 

Consumer Satisfaction In Mediating The Effect Of Customer Experience And 

Brand Image On Repurchased Intention: A Study On Olx Autos Dealer 

Indonesia. Russian Journal of Agricultural and Socio-Economic Sciences, 

12(December), 62–67. https://doi.org/10.18551/rjoas.2022-12.12 

Adytia, C. A., & Yuniawati, Y. (2016). Pengaruh Customer Experience Terhadap 

Revisit Intention Di The Trans Luxury Hotel Bandung (Survei Pada 

Wisatawan Sebagai Individual First Timer Guest The Trans Luxury Hotel 

Bandung). THE Journal : Tourism and Hospitality Essentials Journal, 5(1), 

857. https://doi.org/10.17509/thej.v5i1.1993 

Aldriyanti, P. F., & Tjajaningsih, E. (2022). The Influence of Company Image and 

Customer Experience on Satisfaction and the Impact on Repurchase Intention. 

Almana : Jurnal Manajemen Dan Bisnis, 6(2), 232–239. 

https://doi.org/10.36555/almana.v6i2.1786 

Anita, M., Maria, K., & Endro, S. (2021). Customer Experience and Repurchase 

Intention in Multi-Channel: Customer Satisfaction as Mediating Variable. 

Journal of Industrial Distribution & Business, 12(3), 7–19. 

Ashfaq, M., Yun, J., Waheed, A., Khan, M. S., & Farrukh, M. (2019). Customers’ 

Expectation, Satisfaction, and Repurchase Intention of Used Products Online: 

Empirical Evidence From China. SAGE Open, 9(2). 

https://doi.org/10.1177/2158244019846212 

Astarina, I. G. A., Giantari, I. G. A. K., & Yasa, N. N. K. (2017). Peran Kepercayaan 

Memediasi Pengaruh Pengalaman Terhadap Niat Menggunakan Kembali Jasa 

Go-Jek Di Kota Denpasar. E-Jurnal Manajemen Unud, 6(5), 2308–2334. 

Baskara, I., & Sukaatmadja, I. (2016). Pengaruh Online Trust Dan Perceived 

Enjoyment Terhadap Online Shopping Satisfaction Dan Repurchase Intention 

Lazada Indonesia. E-Jurnal Manajemen Unud, 5(11), 243782. 

www.dream.co.id 

Cachero-Martínez, S., & Vázquez-Casielles, R. (2021). Building consumer loyalty 

through e-shopping experiences: The mediating role of emotions. Journal of 
Retailing and Consumer Services, 60(October 2020), 1–10. 

https://doi.org/10.1016/j.jretconser.2021.102481 

Cahyati, N. K., & Seminari, N. K. (2020). The Role of Customer Satisfaction in 

Mediating the Effect of Service Quality and Marketing Experience on 

Repurchase Intention (Study in PT Pos Indonesia Expedition Services). 

American Journal of Humanities and Social Sciences Research, 4(2), 128–

135. www.ajhssr.com 



104 
 

 
 

Chandra, S. (2014). The Impact of Customer Experience toward Customer 

Satisfaction and Loyalty of Ciputra World Surabaya. IBuss Management, 2(2), 

1–11. 

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992). Extrinsic and Intrinsic 

Motivation to Use Computers in the Workplace. Journal of Applied Social 

Psychology, 22(14), 1111–1132. https://doi.org/10.1111/j.1559-

1816.1992.tb00945.x 

Fang, J., Shao, Y., & Wen, C. (2016). Transactional quality, relational quality, and 

consumer e-loyalty: Evidence from SEM and fsQCA. International Journal of 
Information Management, 36(6), 1205–1217. 

https://doi.org/10.1016/j.ijinfomgt.2016.08.006 

Foster, B. (2017). Pengaruh Pengalaman Belanja Online Produk Fashion terhadap 

Kepuasan dan Niat Beli Ulang Pelanggan Zalora serta Berrybenka. 

Kontigensi : Jurnal Ilmiah Manajemen, 5(1), 68–76. 

https://doi.org/10.56457/jimk.v5i1.40 

Ghozali, I. (2015). Partial Least Squares Konsep, Teknik dan Aplikasi 
Menggunakan Program SmartPLS 3.0 Untuk Penelitian Empiris. Semarang: 

Badan Penerbit Universitas Diponegoro. 

Ghozali, I., & Latan, H. (2014). Partial Least Squares Konsep, Metode dan Aplikasi 

Menggunakan Program WarpPLS 4.0. Semarang: Badan Penerbit Universitas 

Diponegoro. 

Hair, J. F. (2017). Multivariate Data Analysis (8th ed.). Australia: Cengage. 

Hair, J. F., Ringle, C. M., Hult, G. T. M., & Sarstedt, M. (2013). A Primer on Partial 

Least Squares Structural Equation Modeling. In Long Range Planning (Vol. 

46, Issues 1–2). https://doi.org/10.1016/j.lrp.2013.01.002 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. 

Journal of Marketing Theory and Practice, 19(2), 139–152. 

https://doi.org/10.2753/MTP1069-6679190202 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how 

to report the results of PLS-SEM. European Business Review, 31(1), 2–24. 

https://doi.org/10.1108/EBR-11-2018-0203 

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least 

squares structural equation modeling (PLS-SEM): An emerging tool in 

business research. European Business Review, 26(2), 106–121. 

https://doi.org/10.1108/EBR-10-2013-0128 

 



105 
 

 
 

Halim, F., Butarbutar, M., Malau, A. R., Program, M. S., Tinggi, S., Ekomomi, I., 

Agung, S., & Program, M. S. (2020). Constituents Driving Interest in Using 
E-Wallets in Generation Z. Proceeding on International Conference of 

Science Management Art Research Technology, 1(1), 101–116. 

https://doi.org/10.31098/ic-smart.v1i1.32 

Hasan, A. (2013). Marketing dan Kasus-Kasus Pilihan. Yogyakarta: CAPS. 

Hasniati, H., Indriasar, D. P., & Sirajuddin, A. (2021). Pengaruh Customer 

Experience terhadap Repurchase Intention Produk Online dengan Customer 

Satisfaction sebagai Variable Intervening. Management and Accounting 

Research Statistics, 1(2), 11–23. https://doi.org/10.59583/mars.v1i2.10 

Herawati, A. D., Arief, M. Y., & Randika Fandiyanto. (2023). Pengaruh Brand 

Awareness Dan Kualitas Produk Terhadap Minat Beli Ulang Dengan 

Kepuasan Konsumen Sebagai Variabel Intervening Pada Seafood Situbondo. 

Jurnal Mahasiswa Entrepreneur (JME), 2(7), 1434–1451. 

Ibrahim. (2021). Pengaruh Nilai yang Dirasakan Terhadap Niat Pembelian Kembali 

Pelanggan Toyota: “Kepuasan Pelanggan Sebagai Variabel Mediasi”. (Studi 
Kasus Pelanggan Toyota di Kab.Pidie). Jurnal Al-Mizan: Jurnal Hukum Islam 

Dan Ekonomi Syariah, 8(2), 220–232. 

Irawan, H. (2008). Membedah strategi Kepuasan pelanggan. Jakarta: PT. 

Gramedia. 

Japutra, A., Utami, A. F., Molinillo, S., & Ekaputra, I. A. (2021). Influence of 

customer application experience and value in use on loyalty toward retailers. 

Journal of Retailing and Consumer Services, 59(October), 102390. 

https://doi.org/10.1016/j.jretconser.2020.102390 

Joseph F. Hair, J., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, 

S. (2023). Review of Partial Least Squares Structural Equation Modeling 

(PLS-SEM) Using R: A Workbook. In Structural Equation Modeling: A 

Multidisciplinary Journal (Vol. 30, Issue 1). Springer. 

https://doi.org/10.1080/10705511.2022.2108813 

Juniwati. (2015). Pengaruh Perceived Ease of Use, Enjoyment dan Trust Terhadap 
Repurchase Intention dengan Customer Satisfaction Sebagai Intervening pada 

Belanja Online. Jurnal Ekonomi Bisnis Dan Kewirausahaan, 4(1), 140–156. 

Kamath, P. R., Pai, Y. P., & Prabhu, N. K. P. (2020). Building customer loyalty in 

retail banking: a serial-mediation approach. International Journal of Bank 

Marketing, 38(2), 456–484. https://doi.org/10.1108/IJBM-01-2019-0034 

 

 



106 
 

 
 

Klaus, P. (2015). Measuring Customer Experience: How to Develop and Execute 

the Most Profitable Customer Experience Strategies. England: Palgrave 

Macmillan UK. 

Kusumawardhani, A., Ibad, I., Dirgatama, C. H. A., Utomo, I. H., & Suryawati, R. 

(2023). Effectiveness of Dynamic Archive System (SIKD) in Dynamic 

Archival Management in Vocational School. Economic Education Analysis 

Journal, 12(1), 59–68. https://doi.org/10.15294/eeaj.v12i1.64879 

Lee, M. C. (2010). Explaining and predicting users’ continuance intention toward 

e-learning: An extension of the expectation-confirmation model. Computers 
and Education, 54(2), 506–516. 

https://doi.org/10.1016/j.compedu.2009.09.002 

Lin, C. Y., Fang, K., & Tu, C. C. (2010). Predicting consumer repurchase intentions 

to shop online. Journal of Computers, 5(10), 1527–1533. 

https://doi.org/10.4304/jcp.5.10.1527-1533 

Lismawati, & Arrozi, M. (2020). Pengaruh Kepuasan Pelanggan Terhadap 

Loyalitas Pelanggan Dimediasi Oleh Trust Dan Switching Barrier Pada 

Pengguna Kartu Telkomsel Simpati. JCA Ekonomi, 1(2). 

Mäntymäki, M., Islam, A. K. M. N., & Benbasat, I. (2020). What drives subscribing 

to premium in freemium services? A consumer value-based view of 

differences between upgrading to and staying with premium. Information 

Systems Journal, 30(2), 295–333. https://doi.org/10.1111/isj.12262 

Molinillo, S., Aguilar-Illescas, R., Anaya-Sánchez, R., & Carvajal-Trujillo, E. 

(2022). The customer retail app experience: Implications for customer loyalty. 
Journal of Retailing and Consumer Services, 65. 

https://doi.org/10.1016/j.jretconser.2021.102842 

Ni, P. P., Julia, P. A., & Made, W. I. (2021). The Role Of Customer Satisfaction In 

Mediating The Effect Of Perceived Ease Of Use And Perceived Enjoyment 

On Repurchase Intention On Shopee Customers In Denpasar City. Eurasia: 

Economics & Business, 11(53), 3–12. 

https://doi.org/10.18551/econeurasia.2021-11 

Nuryadin, J. (2022). Pengaruh Produk Kustomisasi Terhadap Minat Pembelian 

UlangDengan Addictive Behavior Sebagai Variabel ModerasiPada Produk 

Magic The Gathering. Jurnal Manajemen Petra. 

Oktarini, M. A. S., & Wardana, I. M. (2018). Pengaruh Perceived Ease Of Use Dan 

Perceived Enjoyment Terhadap Customer Satisfaction Dan Repurchase 

Intention. INOBIS: Jurnal Inovasi Bisnis Dan Manajemen Indonesia, 1(2), 

227–237. https://doi.org/10.31842/jurnal-inobis.v1i2.32 



107 
 

 
 

Pekovic, S., & Rolland, S. (2020). Recipes for achieving customer loyalty: A 

qualitative comparative analysis of the dimensions of customer experience. 
Journal of Retailing and Consumer Services, 56(June), 102171. 

https://doi.org/10.1016/j.jretconser.2020.102171 

Pranatika, D. (2022). Pengaruh Pengalaman Pelanggan Dan Motivasi Hedonis 

Terhadap Minat Pembelian Ulang. Selekta Manajemen: Jurnal Mahasiswa 

Bisnis & Manajemen, 01(02), 92–105. 

Pranoto, R. G., & Subagio, H. (2016). Analisa Pengaruh Customer Experience 

Terhadap Customer Satisfaction Pada Konsumen Di Rosetta’s Cafe & Resto 
Surabaya. Jurnal Manajemen Pemasaran Petra, 2(3), 1–9. 

http://publication.petra.ac.id/index.php/manajemen-

pemasaran/article/view/3370 

Putri, I. G. A. M. S. (2021). The Effect of Perceived Usefulness, Trust, and 

Perceived Enjoyment on Repurchase Intention: Study on Fashion Products. 

American Journal of Humanities and Social Sciences Research, 5, 380–387. 

www.ajhssr.com 

Rasyidin, Y. A. M. Z. Al, & Listiana, E. (2021). Faktor yang Mempengaruhi 

Kepuasan dan Minat Kunjung Ulang Konsumen Coffee Shop Non Waralana 

Bermerek Asing di Kota Pontianak. Proceeding Seminar Bisnis Seri V, 369–

380. 

Sari, F. C. (2020). The Impact of Perceived Ease of Use towards Perceived 

Enjoyment and Customer Experience to Customer Satisfaction and 

Repurchase Intention (Case Study Among Spotify Premium Users). Equator 

Journal of Management and Entrepreneurship (EJME), 8(2). 

https://doi.org/10.26418/ejme.v8i2.43482 

Sarmah, R., Dhiman, N., & Kanojia, H. (2020). Understanding intentions and actual 

use of mobile wallets by millennial: an extended TAM model perspective. 

Journal of Indian Business Research, 13(3), 361–381. 

https://doi.org/10.1108/JIBR-06-2020-0214 

Sekaran, U., & Bougie, R. (2016). Research Methods for Business (7th ed.). 

London: WILEY. 

Seni, N. N. A., & Ratnadi, N. M. D. (2017). Theory of Planned Behavior Untuk 

Memprediksi Niat Berinvestasi. E-Jurnal Ekonomi Dan Bisnis Universitas 

Udayana, 12, 4043. https://doi.org/10.24843/eeb.2017.v06.i12.p01 

Shmueli, G., Sarstedt, M., Hair, J. F., Cheah, J. H., Ting, H., Vaithilingam, S., & 

Ringle, C. M. (2019). Predictive model assessment in PLS-SEM: guidelines 

for using PLSpredict. European Journal of Marketing, 53(11), 2322–2347. 

https://doi.org/10.1108/EJM-02-2019-0189 



108 
 

 
 

Suandana, N., Rahyuda, K., & Yasa, N. (2016). Pengaruh Pengalaman Membeli 

Produk Fashion Terhadap Niat Membeli Kembali Melalui Kepuasan Dan 
Kepercayaan Pelanggan. Matrik:Jurnal Manajemen, Strategi Bisnis Dan 

Kewirausahaan, 10(1), 85–97. 

Sugiyono. (2014). Metode Penelitian Pendidikan Pendekatan Kuantitatif, 

Kualitatif. Bandung: Alfabeta. 

Sugiyono. (2016). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Bandung: 

PT Alfabet. 

Teo, T. S. H., Lim, V. K. G., & Lai, R. Y. C. (1999). Intrinsic and extrinsic 

motivation in Internet usage. Omega, 27(1), 25–37. 

https://doi.org/10.1016/S0305-0483(98)00028-0 

Thong, J. Y. L., Hong, S. J., & Tam, K. Y. (2006). The effects of post-adoption 

beliefs on the expectation-confirmation model for information technology 

continuance. International Journal of Human Computer Studies, 64(9), 799–

810. https://doi.org/10.1016/j.ijhcs.2006.05.001 

Tjiptono, F. (2010). Strategi Pemasaran (3rd ed.). Yogyakarta: Andi Offset. 

Van Der Heijden, H. (2004). User Acceptance of Hedonic information systems. 

Source: MIS Quarterly, 28(4), 695–704. 

Venessya, J., & Sugiyanto, S. (2023). Pengaruh Customer Experience dan 

Customer Value terhadap Repurchase Intention melalui Customer Satisfaction 

pada Spotify Premium. Jurnal Ilmiah Manajemen Kesatuan, 11(2). 

https://doi.org/10.37641/jimkes.v11i2.1998 

Viswanath, V., Cheri, S., & Michael, G. M. (2002). User acceptance enablers in 

individual decision making about technology: Toward an integrated model. 

Decision Sciences, 33(2), 297. 

http://proquest.umi.com/pqdweb?did=149083541&Fmt=7&clientId=5258&

RQT=309&VName=PQD 

Wang, Y. S., Yeh, C. H., & Liao, Y. W. (2013). What drives purchase intention in 
the context of online content services? the moderating role of ethical self-

efficacy for online piracy. International Journal of Information Management, 

33(1), 199–208. https://doi.org/10.1016/j.ijinfomgt.2012.09.004 

Wei, S., Ang, T., & Anaza, N. A. (2019). The power of information on customers’ 

social withdrawal and citizenship behavior in a crowded service environment. 

Journal of Service Management, 30(1), 23–47. https://doi.org/10.1108/JOSM-

10-2017-0274 

 



109 
 

 
 

Wibisono, T. (2018). Pengaruh Product Characteristics, Perceiver Price terhadap 

Repurchase Intention melalui Perceived Quality pada Rumah Makan Olala 

Jalan Glagahsari Yogyakarta. Jurnal Ekobis Dewantara, 1(3), 23–32. 

Yi, M. Y., & Hwang, Y. (2003). Predicting the use of web-based information 

systems: Self-efficacy, enjoyment, learning goal orientation, and the 

technology acceptance model. International Journal of Human Computer 

Studies, 59(4), 431–449. https://doi.org/10.1016/S1071-5819(03)00114-9 

Yulianto, H. C., & Hillebrandes Oroh, A. N. (2021). The Effects of Social Value, 

Value for Money, App Rating, and Enjoyment on the Intention to Purchase the 
Premium Service of the Spotify App. KnE Social Sciences, 2021, 266–281. 

https://doi.org/10.18502/kss.v5i5.8815 

 

 

  


