DAFTAR PUSTAKA

Afrina, M., Gumay, N. K. P., Ariani, A., & Febriady, M. (2025). The Effect of
Chatbot Usage on Customer Satisfaction: A Quantitative Study of Shopee,
Tokopedia, and Lazada Using SmartPLS. Jurnal Sisfokom (Sistem Informasi
Dan Komputer), 14(1), 114-122.
https://doi.org/10.32736/sisfokom.v14i1.2312

Akram, S., Buono, P., & Lanzilotti, R. (2024). Recruitment chatbot acceptance in
a company: a mixed method study on human-centered technology acceptance
model. Personal and Ubiquitous Computing, 28(6), 961-984.
https://doi.org/10.1007/s00779-024-01826-4

Alshibly, H. H., Alwreikat, A., Morgos, R., & Abuaddous, M. Y. (2024).
Examining the mediating role of customer empowerment: the impact of
chatbot usability on customer satisfaction in Jordanian commercial banks.
Cogent Business and Management, 11(2).
https://doi.org/10.1080/23311975.2024.2387196

Amelia, E., Hurriyati, R., Adib Sultan, M., Kamaludin, A., Fikry Januar, M.,
Pendidikan Indonesia, U., Budi Utomo Nasional, I., Mardira Indonesia, P., &
Riset Bisnis dan Manajamen, J. (2025). JURNAL RISET BISNIS DAN
MANAJEMEN EXPLORING THE IMPACT OF CUSTOMER EXPERIENCE
AND PERCEIVED ENJOYMENT ON CUSTOMER LOYALTY: THE
MEDIATING ROLE OF TRUST IN TIKTOKSHOP. 18(229).

https://journal.unpas.ac.id/index.php/jrbm/index

Ashfag, M., Yun, J., Yu, S., & Loureiro, S. M. C. (2020). I, Chatbot: Modeling the
determinants of users’ satisfaction and continuance intention of Al-powered
service agents. Telematics and Informatics, 54,
https://doi.org/10.1016/j.tele.2020.101473

145


https://doi.org/10.32736/sisfokom.v14i1.2312
https://doi.org/10.1007/s00779-024-01826-4
https://doi.org/10.1080/23311975.2024.2387196
https://doi.org/10.23969/jrbm.v18i1.22406
https://doi.org/10.1016/j.tele.2020.101473

146

Badan Pusat Statistik Provinsi D.l. Yogyakarta. (2025, September 3). Persentase
penduduk 5 tahun ke atas yang menggunakan internet menurut kabupaten/kota
di DIY (persen), 2024. https://yogyakarta.bps.go.id/statistics-
table/2/NTU41z1%3D/persentase-penduduk-5-tahun-keatas-yang-

menggunakan-internet-menurut-kabupaten-kota-di-diy.html

Blut, M. (2016). E-Service Quality: Development of a Hierarchical Model-
NonCommercial-NoDerivatives 4.0 International
https://doi.org/10.1016/j.jretai.2016.09.002

Brandtzaeg, P. B., & Fglstad, A. (2017). Why people use chatbots. Lecture Notes
in Computer Science (Including Subseries Lecture Notes in Artificial
Intelligence and Lecture Notes in Bioinformatics), 10673 LNCS, 377-392.
https://doi.org/10.1007/978-3-319-70284-1_30

Cancino G'omez, Y. A., Barbosa Guerrero, L. M., & Palacios Rozo, J. J. (2026).
Usability, Humanization, and Perceived Service are Predictors of Customer
Satisfaction  in  Chatbot Interactions. International ~ Journal  of
Technology, 17(1). https://doi.org/10.14716/ijtech.v17i1.8087

Chattaraman, V., Kwon, W.-S., Gilbert, J. E., & Ross, K. (2018). Should Al-Based,
Conversational Digital Assistants Employ Social-or Task-Oriented
Interaction Style? A Task-Competency and Reciprocity Perspective for Older
Adults. https://doi.org/10.1016/j.chb.2018.08.048

Chen, J. S., Le, T. T. Y., & Florence, D. (2021). Usability and responsiveness of
artificial intelligence chatbot on online customer experience in e-retailing.
International Journal of Retail and Distribution Management, 49(11), 1512—
1531. https://doi.org/10.1108/1JRDM-08-2020-0312

Chung, M., Ko, E., Joung, H., & Kim, S. J. (2020). Chatbot e-service and customer
satisfaction regarding luxury brands. Journal of Business Research, 117, 587—
595. https://doi.org/10.1016/].jbusres.2018.10.004



https://yogyakarta.bps.go.id/statistics-table/2/NTU4IzI%3D/persentase-penduduk-5-tahun-keatas-yang-menggunakan-internet-menurut-kabupaten-kota-di-diy.html?utm_source=chatgpt.com
https://yogyakarta.bps.go.id/statistics-table/2/NTU4IzI%3D/persentase-penduduk-5-tahun-keatas-yang-menggunakan-internet-menurut-kabupaten-kota-di-diy.html?utm_source=chatgpt.com
https://yogyakarta.bps.go.id/statistics-table/2/NTU4IzI%3D/persentase-penduduk-5-tahun-keatas-yang-menggunakan-internet-menurut-kabupaten-kota-di-diy.html?utm_source=chatgpt.com
https://doi.org/10.1016/j.jretai.2016.09.002
https://doi.org/10.1007/978-3-319-70284-1_30
https://doi.org/10.14716/ijtech.v17i1.8087
https://doi.org/10.1016/j.chb.2018.08.048
https://doi.org/10.1108/IJRDM-08-2020-0312
https://doi.org/10.1016/j.jbusres.2018.10.004

147

Da Cunha, A. D., & Greathead, D. (2007). DOES PERSONALITY MATTER? AN
ANALYSIS OF CODE-REVIEW ABILITY Developing a better
understanding of the mental processes leading to success or failure in code
review. Communications of The ACM, 50.
https://doi.org/10.1145/1230819.1241672

Darmawan, A. D. (2025). Mayoritas Penduduk Kabupaten Sleman pada 2024
Adalah Usia Produktif.
https://databoks.katadata.co.id/demografi/statistik/49ef281d9042b04/mayorit

as-penduduk-kabupaten-sleman-pada-2024-adalah-usia-produktif

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user
acceptance of information technology. MIS Quarterly: Management
Information Systems, 13(3), 319-339. https://doi.org/10.2307/249008

Devaraj, S., Easley, R., & Crant, M. (2008). How Does Personality Matter?
Realtong the Five-Factor Model to Technology Acceptance and Use.
Information Systems Research, 19(1), 93-105.
https://doi.org/10.1287/isre.1070.0153

Dijkstra, T. K., & Henseler, J. (2015). Consistent and asymptotically normal PLS
estimators for linear structural equations. Computational Statistics and Data
Analysis, 81, 10-23. https://doi.org/10.1016/j.csda.2014.07.008

Dix, A. (2017). Human—computer interaction, foundations and new paradigms.
Journal of Visual Languages and Computing, 42, 122-134.
https://doi.org/10.1016/j.jvlc.2016.04.001

Fadhlurrahman, 1. (2024). Penduduk DI Yogyakarta Capai 3,72 Juta Jiwa, 29% ada
di Kab. Sleman pada Juni 2024.
https://databoks.katadata.co.id/demografi/statistik/a84daf80c1fefo9/pendudu

k-di-yogyakarta-capai-372-juta-jiwa-29-ada-di-kab-sleman-pada-juni-2024



https://doi.org/10.1145/1230819.1241672
https://databoks.katadata.co.id/demografi/statistik/49ef281d9042b04/mayoritas-penduduk-kabupaten-sleman-pada-2024-adalah-usia-produktif
https://databoks.katadata.co.id/demografi/statistik/49ef281d9042b04/mayoritas-penduduk-kabupaten-sleman-pada-2024-adalah-usia-produktif
https://doi.org/10.2307/249008
https://doi.org/10.1287/isre.1070.0153
https://doi.org/10.1016/j.csda.2014.07.008
https://doi.org/10.1016/j.jvlc.2016.04.001
https://databoks.katadata.co.id/demografi/statistik/a84daf80c1fef99/penduduk-di-yogyakarta-capai-372-juta-jiwa-29-ada-di-kab-sleman-pada-juni-2024
https://databoks.katadata.co.id/demografi/statistik/a84daf80c1fef99/penduduk-di-yogyakarta-capai-372-juta-jiwa-29-ada-di-kab-sleman-pada-juni-2024

148

Fath, S., & Abimanyu, D. (2024). Exploring The Relationship Between
Responsiveness and Usability And its Impact on Customer Satisfaction in E-
commerce. In Journal of Management, Economic and Financial (Vol. 2,
Number 4). https://doi.org/10.46799/jmef.v2i4.42

Fornell, C., Johnson, M. D., Anderson, E. W., Cha, J., & Bryant, B. E. (1996). The
American Customer Satisfaction Index: Nature, Purpose, and Findings.
https://doi.org/10.1177/002224299606000403

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with
Unobservable Variables and Measurement Error. In Source: Journal of
Marketing Research (Vol. 18, Number 1).
https://doi.org/10.1177/002224378101800104

Gadam, S. (2025). Enhancing Usability and Accessibility: Innovations in Human-
Computer Interaction for Modern Systems. https://doi.org/10.69889/dh3g7357

Gambino, A., Fox, J., & Ratan, R. A. (2020). Building a Stronger CASA: Extending
the Computers Are Social Actors Paradigm. Human-Machine
Communication, 1(1), 71-85. https://doi.org/10.30658/hmc.1.5

Gao, Q., & Xing, X. (2023). Study on the Impact of Chatbot Characteristics of
Online Shopping Mall on Customer Satisfaction and Reuse Intention in China:
Hedonic Motivation and Utilitarian Motivation as Moderating Variables.
Korea International Trade Research Institute, 19(1), 51-67.
https://doi.org/10.16980/jitc.19.1.202302.51

Ghoazali, 1., & Kusumadewi, K. A. (2023). Partial Least Squares Konsep, Teknik
dan Aplikasi Menggunakan Program SmartPLS 4.0 Untuk Penelitian Empiris.
ISBN 978-602-0896-80-9.

Gnewuch, U., Morana, S., & Maedche, A. (2017). Towards Designing Cooperative

and Social Conversational Agents for Customer Service. http://ksri.kit.edu



https://doi.org/10.46799/jmef.v2i4.42
https://doi.org/10.1177/002224299606000403
https://doi.org/10.1177/002224378101800104
https://doi.org/10.69889/dh3g7357
https://doi.org/10.30658/hmc.1.5
https://doi.org/10.16980/jitc.19.1.202302.51
http://ksri.kit.edu/

149

Grand View Research, Inc. (2025, May 12). Conversational Al Market to be worth
$41.39 Billion by 2030 at CAGR 23.7% . https://www.prnewswire.com/news-
releases/conversational-ai-market-to-be-worth-41-39-billion-by-2030-at-

caqgr-23-7---grand-view-research-inc-302452404.html

Gutman, J. (1997). Means-end chains as goal hierarchies. Psychology and
Marketing, 14(6), 545-560. https://doi.org/10.1002/(SICI)1520-
6793(199709)14:6<545::AID-MAR2>3.0.CO;2-7

Hair, J. F. ., Hult, G. T. M. ., Ringle, C. M. ., & Sarstedt, Marko. (2017). A primer
on partial least squares structural equation modeling (PLS-SEM). Sage.
ISBN: 9781483377445.

Hamid, N. (2025). ANALYSIS OF THE EXPECTATION-CONFIRMATION
MODEL IN CONTINUANCE INTENTION TO USE THE MAXIM
APPLICATION. 4(01), 1-17.
https://doi.org/10.62668/ecotechnopreneur.v4i01.1481

Haqi, A., Meida Risfina, A., Suryana, E., & Harto, K. (2023). Teori Pemrosesan
Informasi dan Implikasinya Dalam Pembelajaran. Jurnal Iimiah Mandala
Education (JIME), 9(3), 2656-5862.
https://doi.org/10.58258/jime.v9i1.5256/http

Heijden, V. der. (2004). User Acceptance of Hedonic Information Systems.

http://about.jstor.org/terms

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing
discriminant validity in variance-based structural equation modeling. Journal
of the Academy of Marketing Science, 43(1), 115-135.
https://doi.org/10.1007/s11747-014-0403-8

Holbrook. (1999). Consumer Value A Framework for Analysis and Research.
https://doi.org/10.4324/9780203010679



https://www.prnewswire.com/news-releases/conversational-ai-market-to-be-worth-41-39-billion-by-2030-at-cagr-23-7---grand-view-research-inc-302452404.html
https://www.prnewswire.com/news-releases/conversational-ai-market-to-be-worth-41-39-billion-by-2030-at-cagr-23-7---grand-view-research-inc-302452404.html
https://www.prnewswire.com/news-releases/conversational-ai-market-to-be-worth-41-39-billion-by-2030-at-cagr-23-7---grand-view-research-inc-302452404.html
https://doi.org/10.1002/(SICI)1520-6793(199709)14:6%3c545::AID-MAR2%3e3.0.CO;2-7
https://doi.org/10.1002/(SICI)1520-6793(199709)14:6%3c545::AID-MAR2%3e3.0.CO;2-7
https://doi.org/10.62668/ecotechnopreneur.v4i01.1481
https://doi.org/10.58258/jime.v9i1.5256/http
http://about.jstor.org/terms
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.4324/9780203010679

150

Holbrook, M. B., & Hirschman, E. C. (1982). The Experiential Aspects of
Consumption: Consumer Fantasies, Feeiings, and Fun.
https://doi.org/10.1086/208906

Hornbak, K., & Hertzum, M. (2017). Technology acceptance and user experience:
A review of the experiential component in HCI. ACM Transactions on
Computer-Human Interaction, 24(5). https://doi.org/10.1145/3127358

Islam, J., Rahman, Z., & Hollebeek, L. (2017). Personality Factors as Predictors
of Online Consumer Engagement: An Empirical Investigation. Marketing
Intelligence and Planning. https://doi.org/10.1108/MI1P-10-2016-0193

Jiang, Q., Sun, J., Yang, C., & Gu, C. (2022). The impact of perceived interactivity
and intrinsic value on users’ continuance intention in using mobile augmented
reality virtual shoe-try-on function. Systems, 10(1).
https://doi.org/10.3390/systems10010003

J Tamara, C. A., F A Tumbuan, W. J., Gunawan, E. M., J Tamara, C. A., F Alfa
Tumbuan, W. J., & Margareth Gunawan, E. (2023). CHATBOTS IN E-
COMMERCE: A STUDY OF GEN Z CUSTOMER EXPERIENCE AND
ENGAGEMENT-FRIEND OR FOE? Jurnal EMBA, 11(3), 161-175.
https://doi.org/10.35794/emba.v11i3.49501

Judge, T. A,, Higgins, C. A., Thoresen, C. J., & Barrick, M. R. (1999). THE BIG
FIVE PERSONALITY TRAITS, GENERAL MENTAL ABILITY, AND
CAREER SUCCESS ACROSS THE LIFE SPAN. In PERSONNEL
PSYCHOLOGY. https://doi.org/10.1111/j.1744-6570.1999.tb00174.x

Kesavan, D., Sivaprakkash, S., & Marianand, N. (2025). Chatbots Adoption
Behaviour in Banking: An Empirical Study in South India. Journal of
Commerce and Accounting Research, 14(4), 55-64.
https://doi.org/10.21863/jcar/2025.14.4.006



https://doi.org/10.1086/208906
https://doi.org/10.1145/3127358
https://doi.org/10.1108/MIP-10-2016-0193
https://doi.org/10.3390/systems10010003
https://doi.org/10.35794/emba.v11i3.49501
https://doi.org/10.1111/j.1744-6570.1999.tb00174.x
https://doi.org/10.21863/jcar/2025.14.4.006

151

Kolondam, Y., Reynaldi, E., Ariesta Darmawan, K., & Setiowati, R. (2023). THE
INFLUENCE OF UTILITARIAN, HEDONIC, AND E-SERVICE QUALITY
ON CONSUMER SATISFACTION TOWARD E-GROCERY.
https://doi.org/10.55324/ijoms.v2i6.465

Kovbasiuk, A., Triantoro, T., Przegalinska, A., Sowa, K., Ciechanowski, L., &
Gloor, P. (2025). The personality profile of early generative Al adopters:
a big five perspective. Central European Management Journal, 33(2), 252—
264. https://doi.org/10.1108/CEMJ-02-2024-0067

Lee, C. H., Choi, S., & Kwon, O. (2026). Tailoring Al Chatbots to User Motivation:
Performance-Approach  Versus Performance-Avoidance Effects on
Continuance Intention. Journal of Electronic Commerce in Organizations,
24(1). https://doi.org/10.4018/JECO.396820

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience
throughout the customer journey. Journal of Marketing, 80(6), 69-96.
https://doi.org/10.1509/jm.15.0420

Le, X. C., & Nguyen, T. H. (2024). The effects of chatbot characteristics and
customer experience on satisfaction and continuance intention toward banking
chatbots: Data from Vietnam. Data in Brief, 52.
https://doi.org/10.1016/j.dib.2023.110025

Lin,J. S, Lee, Y. 1, Jin, Y., & Gilbreath, B. (2017). Personality Traits, Motivations,
and Emotional Consequences of Social Media Usage. Cyberpsychology,
Behavior, and Social Networking, 20(10), 615-623.
https://doi.org/10.1089/cyber.2017.0043

Liu, J., & Chen, J. (2025). Chatbot-aided product purchases among Generation Z:
the role of personality traits. Frontiers in Psychology, 16.
https://doi.org/10.3389/fpsyq.2025.1454197



https://doi.org/10.55324/ijoms.v2i6.465
https://doi.org/10.1108/CEMJ-02-2024-0067
https://doi.org/10.4018/JECO.396820
https://doi.org/10.1509/jm.15.0420
https://doi.org/10.1016/j.dib.2023.110025
https://doi.org/10.1089/cyber.2017.0043
https://doi.org/10.3389/fpsyg.2025.1454197

152

Luo, B, Lau,R. Y. K, Li, C., & Si, Y. W. (2022). A critical review of state-of-the-
art chatbot designs and applications. In Wiley Interdisciplinary Reviews: Data
Mining and Knowledge Discovery (Vol. 12, Number 1). John Wiley and Sons
Inc. https://doi.org/10.1002/widm.1434

Luo, X., Tong, S., Fang, Z., & Qu, Z. (2019). Frontiers: Machines vs. humans: The
impact of artificial intelligence chatbot disclosure on customer purchases.
Marketing Science, 38(6), 937—947. https://doi.org/10.1287/mksc.2019.1192

Maharani, Damarani, & Nurdianasari. (2025). Driving Impulse Buying: The Role
of Personalization, Responsiveness, and Perceived Usefulness in Social
Commerce’s Live Streaming Shopping. International Research Journal of
Economics and Management Studies, 4(3).
https://doi.org/10.56472/25835238/irjems-v4i3p125

Mary, M., Fagan, H., Neill, S., & Wooldridge, B. R. (2008). AN EMPIRICAL
INVESTIGATION OF THE ROLE OE INTRINSIC MOTIVATION,
EXTRINSIC MOTIVATION, INTRINSIC MOTIVATION, EXTRINSIC
MOTIVATION, AND PERCEIVED EASE OF USE AND PERCEIVED EASE
OE USE. https://doi.org/10.1080/08874417.2008.11646019

Mathwick, C., Malhotra, N., & Rigdon, E. (2001). Experiential value:
conceptualization, measurement and application in the catalog and Internet
shopping environment. https://doi.org/10.1016/S0022-4359(00)00045-2

McCrae, R. R., & Costa, P. T., Jr. (1999). A five-factor theory of personality. In L.
A. Pervin & O. P. John (Eds.), Handbook of personality: Theory and research
(2nd ed., pp. 139-153). Guilford Press.

Meng, H., Lu, X., & Xu, J. (2025). The Impact of Chatbot Response Strategies and
Emojis Usage on Customers’ Purchase Intention: The Mediating Roles of
Psychological Distance and Performance Expectancy. Behavioral Sciences,
15(2). https://doi.org/10.3390/bs15020117



https://doi.org/10.1002/widm.1434
https://doi.org/10.1287/mksc.2019.1192
https://doi.org/10.56472/25835238/irjems-v4i3p125
https://doi.org/10.1080/08874417.2008.11646019
https://doi.org/10.1016/S0022-4359(00)00045-2
https://doi.org/10.3390/bs15020117

153

Mertaningrum, N. L. P. E., Giantari, I. G. A. K., Ekawati, N. W., & Setiawan, P. Y.
(2023). Perilaku Belanja Impulsif Secara Online. Jurnal llmu Sosial Dan
Humaniora, 12(3), 605-616. https://doi.org/10.23887/jish.v12i3.70463

Mohajan, H. (2018). M P RA Qualitative Research Methodology in Social Sciences
and Related Subjects Qualitative Research Methodology in Social Sciences
and Related Subjects. In Journal of Economic Development, Environment and
People (Vol. 7). https://doi.org/10.26458/jedep.v7i1.571

Momentum Works. (2025). Indonesia Penyumbang Terbesar Kedua Transaksi di
TikTok  Shop  2024.  https://tekno.kompas.com/read/2025/0Indonesia

Penyumbang Terbesar Kedua Transaksi di TikTok Shop 2024.

Nass, C., & Moon, Y. (2000). Machines and mindlessness: Social responses to
computers. Journal of Social Issues, 56(1), 81-103.
https://doi.org/10.1111/0022-4537.00153

Ngubelanga, A., & Duffett, R. (2021). Modeling mobile commerce applications’
antecedents of customer satisfaction among millennials: An extended tam
perspective. Sustainability (Switzerland), 13(11).
https://doi.org/10.3390/su13115973

Nielsen, J.  (2012). Usability 101: Introduction to  Usability.

https://www.nngroup.com/articles/usability-101-introduction-to-usability/

Nurul Hikmah, S. (2025). Pengaruh Chatbot Berbasis Machine Learning Terhadap
Kepuasan Pengguna dalam Aplikasi Tiktok Shop Menggunakan Metode
Naive Bayes. Jurnal Cendekia IImiah, 3(6).
https://doi.org/10.56799/jceki.v4i6.11273

Oliver, R. L. (1980). A congitive model of the antecedents and consequences of
satisfaction decisions. In Journal of Marketing Research (Vol. 17).
https://doi.org/10.1177/002224378001700405



https://doi.org/10.23887/jish.v12i3.70463
https://doi.org/10.26458/jedep.v7i1.571
https://tekno.kompas.com/read/2025/0Indonesia%20Penyumbang%20Terbesar%20Kedua%20Transaksi%20di%20TikTok%20Shop%202024
https://tekno.kompas.com/read/2025/0Indonesia%20Penyumbang%20Terbesar%20Kedua%20Transaksi%20di%20TikTok%20Shop%202024
https://doi.org/10.1111/0022-4537.00153
https://doi.org/10.3390/su13115973
https://www.nngroup.com/articles/usability-101-introduction-to-usability/
https://doi.org/10.56799/jceki.v4i6.11273
https://doi.org/10.1177/002224378001700405

154

Pang, H., Hu, Z., & Wang, L. (2025). How Perceived Motivations Influence User
Stickiness and Sustainable Engagement with Al-Powered Chatbots—
Unveiling the Pivotal Function of User Attitude. Journal of Theoretical and
Applied Electronic Commerce Research, 20(3).
https://doi.org/10.3390/jtaer20030228

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A Multiple-
Item Scale for Measuring Consumer Perceptions of Service Quality. Journal
of Retailing, 64(1), 12-40.

Patricio, R., Moreira, A. C., & Zurlo, F. (2018). Gamification approaches to the
early stage of innovation. Creativity and Innovation Management, 27(4), 499—
511. https://doi.org/10.1111/caim.12284

Portela, M., & Granell-Canut, C. (2017). A new friend in our smartphone?
observing interactions with chatbots in the search of emotional engagement.
ACM International Conference Proceeding Series, Part F131194.
https://doi.org/10.1145/3123818.3123826

Puspitasari, I., Rusydi, F., Nuzulita, N., & Hsiao, C. S. (2023). Investigating the
role of utilitarian and hedonic goals in characterizing customer loyalty in E-
marketplaces. Heliyon, 9(8). https://doi.org/10.1016/j.heliyon.2023.e19193

Rafaeli, S. (1988). Interactivity: From new media to communication. In R. P.
Hawkins, J. M. Wiemann, & S. Pingree (Eds.), Advancing communication
science: Merging mass and interpersonal processes (pp. 110-134). Sage

Publications.

Rinne, K. J. A. (2025). Al-Powered Customer Engagement: How Personalization,
Chatbots, and Recommendation Systems Influence E-commerce Customer
Satisfaction? (Bachelor's thesis). Metropolia University of Applied Sciences,

Finland.


https://doi.org/10.3390/jtaer20030228
https://doi.org/10.1111/caim.12284
https://doi.org/10.1145/3123818.3123826
https://doi.org/10.1016/j.heliyon.2023.e19193

155

Rosen, P. A., & Kluemper, D. H. (2008). The Impact of the Big Five Personality
Traits on the Acceptance of Social Networking  Website.
http://aisel.aisnet.org/amcis2008/274

Ryan, R. M., & Deci, E. L. (2000). Self-determination theory and the facilitation of
intrinsic motivation, social development, and well-being. American
Psychologist, 55(1), 68-78.
https://doi.org/10.1037/0003-066X.55.1.68

Sadana, D. (2024). PENGARUH KUALITAS RESPONS DAN KEPERCAYAAN
TERHADAP KEPUASAN PENGGUNA CHATBOT ONLINE FOOD
DELIVERY. 16(2). http://jurnal.ukdc.ac.id/index.php/BIP

Sayginer, C. (2025). Post-COVID-19 Dorm Students Food Delivery E-commerce
Use And Satisfaction: Insights From Theory of Planned Behavior and
Technology Acceptance Model. Journal of Business Research - Turk.
https://doi.org/10.20491/isarder.2025.1964

Schmitt, B., & Zarantonello, L. (2013). Consumer experience and experiential
marketing: A critical review. In Review of Marketing Research (Vol. 10, pp.
25-61). https://doi.org/10.1108/S1548-6435(2013)0000010006

Sekaran, & Bougie. (2016). Research Methods for Business: A Skill-Building

Approach. www.wileypluslearningspace.com

Seyum, A. A., Wang, S., Zhang, N., & Wang, L. (2025). Going beyond adoption:
Unveiling the drivers of customer continuance intentions to use FinTech in
Ethiopia. South African Journal of Business Management, 56(1).
https://doi.org/10.4102/sajbm.v56i1.5125

Sheth, J. (1991). Why We Buy What We Buy: A Theory of Consumption Values
www.jagsheth.com/consumer-behavior/why-we-buy-what-we-buy-a-theory-

of-consumption-values/?  www.jagsheth.com/consumer-behavior/why-we-

buy-what-we-buy-a-theory-of-consumption-values/?



http://aisel.aisnet.org/amcis2008/274
https://doi.org/10.1037/0003-066X.55.1.68
http://jurnal.ukdc.ac.id/index.php/BIP
https://doi.org/10.20491/isarder.2025.1964
https://doi.org/10.1108/S1548-6435(2013)0000010006
www.wileypluslearningspace.com
https://doi.org/10.4102/sajbm.v56i1.5125
http://www.jagsheth.com/consumer-behavior/why-we-buy-what-we-buy-a-theory-of-consumption-values/
http://www.jagsheth.com/consumer-behavior/why-we-buy-what-we-buy-a-theory-of-consumption-values/

156

Sihotang, R., & Haryadi. (2024). Pengaruh Usability dan Responsiveness Chatbot
terhadap Kepuasan Pelanggan: Analisis Mahasiswa Bisnis Digital Universitas
Negeri Medan dalam Konteks Penggunaan E-Commerce. EKOMA : Jurnal
Ekonomi, 3(6). https://doi.org/10.56799/ekoma.v3i6.5245

Shukla, A. (2025). Expectation Confirmation Theory explains how individuals’
post-purchase satisfaction and repurchase intentions depend on the pre-
purchase expectations and subsequent experiences with products or services.

https://open.ncl.ac.uk

Spies, R., Grobbelaar, S., & Botha, A. (2020). A Scoping Review of the Application
of the Task-Technology Fit Theory. Lecture Notes in Computer Science
(Including Subseries Lecture Notes in Artificial Intelligence and Lecture Notes
in Bioinformatics), 12066 LNCS, 397-408. https://doi.org/10.1007/978-3-
030-44999-5_33

Sugiyono. (2013). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Alfabeta,
Bandung. ISBN: 979-8433-64-0

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif, dan R&D (Sutopo.S,
Ed.; 2nd ed.). Penerbit Alfabeta, ISBN: 978-602-289-533-6

Suleman, D., Zuniarti, 1., Rusiyati, S., Joesah, N., Hakim, L., & Haryati, R. A.
(2025). The Role of Al-Powered Chatbots in Enhancing Consumer
Satisfaction. Golden Ratio of Mapping Idea and Literature Format, 5(2), 01—
11. https://doi.org/10.52970/grmilf.v5i2.1430

Sweller, J. (1988). Cognitive Load During Problem Solving: Effects on Learning.
Cognitive Science, 12(2), 257-285.
https://doi.org/10.1207/s15516709c0g1202_4

Syarova, L. (2022). Chatbot usage in e-retailing and the effect on customer
satisfaction CC-BY-NC. https://essay.utwente.nl/92080/



https://doi.org/10.56799/ekoma.v3i6.5245
https://open.ncl.ac.uk/
https://doi.org/10.1007/978-3-030-44999-5_33
https://doi.org/10.1007/978-3-030-44999-5_33
https://doi.org/10.52970/grmilf.v5i2.1430
https://doi.org/10.1207/s15516709cog1202_4
https://essay.utwente.nl/92080/

157

Takaria, Z. Y. (2024). PENGARUH PENGGUNAAN DAN RESPONS
CHATBOT TERHADAP KEPUASAN KONSUMEN E-COMMERCE:
NILAI EKSTRINSIK SEBAGAI MEDIASI. Jurnal Manajemen Bisnis Dan
Kewirausahaan, 8. https://doi.org/10.24912/jmbk.v8i6.33628

Takaria, Z. Y., & Tjokrosaputro, M. (2024). Pengaruh Penggunaan Dan Respons
Chatbot Terhadap Kepuasan Konsumen E-Commerce. Jurnal Ekonomi, 29(3),
446-468. https://doi.org/10.24912/je.v29i3.2322

Tan, & Lim. (2023). Factors That Affect User Satisfaction of Using E-Commerce
Chatbot: A Study on Generation Z. International Journal of Business and
Technology Management. https://doi.org/10.55057/ijbtm.2023.5.1.23

Tang, J., & Yang, F. (2025). Value-in-Use and Sustaining Use Intention on E-
Commerce Platforms: The Service-Dominant Logic Perspective.
Sustainability (Switzerland), 17(3). https://doi.org/10.3390/su17031335

Tjahyono, R., Kusuma Wijaya, D., Hardiningsih, P., Dian Nuswantoro, U.,
Stikubank, U., & Bendan Ngisor, J. V. (2025). Artificial Intelligence (Al)
Based Marketing: Optimization in Changing Consumer Behavior Through E-
Commerce Platforms. PARADOKS Jurnal Ilmu Ekonomi, 8(3).
https://doi.org/10.57178/paradoks.v8i3.1323

Titoni, E., Firgana, D., Aditya, B., Pribadi, T., & Lianto, R. (2024). Peran chatbot
artificial Intelligence dalam membentuk kepuasan pelanggan. Technologia :
Jurnal llmiah, 15(1), 20. https://doi.org/10.31602/t]i.v15i1.13220

Vebrianti, R., Aras, M., Putri, M. S. S., & Swandewi, I. A. (2025). Al Chatbots in
E-Commerce: Enhancing Customer Engagement, Satisfaction and Loyalty.
Paper Asia, 41(2b), 248-260. https://doi.org/10.59953/paperasia.v41i2b.445

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance
of information technology: Toward a unified viewl. MIS quarterly, 27(3),
425-478. https://doi.org/10.2307/30036540



https://doi.org/10.24912/jmbk.v8i6.33628
https://doi.org/10.24912/je.v29i3.2322
https://doi.org/10.55057/ijbtm.2023.5.1.23
https://doi.org/10.3390/su17031335
https://doi.org/10.57178/paradoks.v8i3.1323
https://doi.org/10.31602/tji.v15i1.13220
https://doi.org/10.59953/paperasia.v41i2b.445
https://doi.org/10.2307/30036540

158

Vidarshika, W. O., Gamlath, J. R., Ranasinghe, A., & Sineaka, N. (2025). Role of
Reliability and Responsiveness of Chatbots in Enhancing Customer
Satisfaction in Banking Sector. https://doi.org/10.30574/wjarr.2025.28.1.3423

Weidlich, J., Goksun, D. O., & Kreijns, K. (2023). Extending social presence
theory: social presence divergence and interaction integration in online
distance learning. Journal of Computing in Higher Education, 35(3), 391-412.
https://doi.org/10.1007/s12528-022-09325-2

Wiryawan, M. B. (2011). USER EXPERIENCE (UX) SEBAGAI BAGIAN DARI
PEMIKIRAN DESAIN DALAM PENDIDIKAN TINGGI DESAIN
KOMUNIKASI VISUAL (Vol. 2, Number 2).
https://doi.org/10.21512/humaniora.v2i2.3166

Xie, H., Zamani, E. D., Mazumdar, S., & Checco, A. (2025). Integrating UTAUT
and social exchange theory to decipher knowledge-sharing in crowdsourcing.
Humanities and Social Sciences Communications, 12(1).
https://doi.org/10.1057/s41599-025-05105-2

Xinchen, M. (2025). Exploring the Impact of Al Chatbot Attributes on Consumer
Purchase Intentions in TikTok’s Social Commerce Ecosystem in China. In

Cuest.fisioter.2025 (Vol. 54, Number 3). https://doi.org/10.48047/nzawly43

Yun, J., & Park, J. (2022). The effects of chatbot service recovery with emotion
words on customer satisfaction, repurchase intention, and positive word-of-
mouth. Frontiers in psychology, 13, 922503.
https://doi.org/10.3389/fpsyq.2022.922503

Yelinka Maresa Sianturi. (2025). DIY Raih Penetrasi Internet Tertinggi se-
Indonesia. https://datasatu.com/teknologi-dan-informasi/2819492/10-

provinsi-dengan-penetrasi-internet-tertingqi

Zhao, J., Yang, Y., Miao, J.,, Wang, X., Qi, D., & Zang, S. (2025). Factors
Associated With the Level of Trust in Health Information Robots Among the


https://doi.org/10.30574/wjarr.2025.28.1.3423
https://doi.org/10.1007/s12528-022-09325-2
https://doi.org/10.21512/humaniora.v2i2.3166
https://doi.org/10.1057/s41599-025-05105-2
https://doi.org/10.48047/nzaw1y43
https://doi.org/10.3389/fpsyg.2022.922503
https://datasatu.com/teknologi-dan-informasi/2819492/10-provinsi-dengan-penetrasi-internet-tertinggi
https://datasatu.com/teknologi-dan-informasi/2819492/10-provinsi-dengan-penetrasi-internet-tertinggi

159

General Population From a Socioecological Model Perspective: Network
Analysis. Journal of Medical Internet Research, 27.
https://doi.org/10.2196/68299

Zhou, Z., Fang, Y., Vogel, D., Jin, X. L., & Zhang, X. (2012). Attracted to or locked
in? predicting continuance intention in social virtual world services. Journal
of Management Information Systems, 29(1), 273-306.
https://doi.org/10.2753/MI1S0742-1222290108



https://doi.org/10.2196/68299
https://doi.org/10.2753/MIS0742-1222290108

	DAFTAR PUSTAKA

