DAFTAR PUSTAKA
Abdullah, M. (2015). Metode penelitian kuantitatif. Aswaja pressindo.

Abramova, S., & Bohme, R. (2016). Perceived benefit and risk as multidimensional
determinants of bitcoin use: A quantitative exploratory study. Thirty Seventh

International Conference on Information Systems, 1-20.

Abu-Taieh, E. M., AlHadid, 1., Abu-Tayeh, S., Masa’deh, R., Alkhawaldeh, R. S.,
Khwaldeh, S., & Alrowwad, A. (2022). Continued intention to use of M-
Banking in Jordan by integrating UTAUT, TPB, TAM and service quality with
ML. Journal of Open Innovation: Technology, Market, and Complexity, 8(3),
120.

Afira, N., & Yuliati, E. (2019). Factors Affecting Reuse Intention on Mobile
Shopping Application. IPTEK Journal of Proceedings Series, 5, 551-558.

Aksoy, H., & Ozsonmez, C. (2019). How millennials’ knowledge, trust, and
product involvement affect the willingness to pay a premium price for fairtrade

products. Asian Journal of Business Research, 9(2), 95-112.

Al-Debei, M. M., Akroush, M. N., & Ashouri, M. 1. (2015). Consumer attitudes
towards online shopping: The effects of trust, perceived benefits, and

perceived web quality. Internet Research.

Al-Jabri, I. M. (2015). The intention to use mobile banking: Further evidence from
Saudi Arabia. South African Journal of Business Management, 46(1), 23-34.

Alam, S. S., & Yasin, N. M. (2010). What factors influence online brand trust:
evidence from online tickets buyers in Malaysia. Journal of Theoretical and

Applied Electronic Commerce Research, 5(3), 78—89.

Amin, M., Rezaei, S., & Abolghasemi, M. (2014). User satisfaction with mobile
websites: the impact of perceived usefulness (PU), perceived ease of use
(PEOU) and trust. Nankai Business Review International, 5(3), 258-274.
https://doi.org/10.1108/NBRI-01-2014-0005

&9



Anshori, M. Y., Karya, D. F., & Gita, M. N. (2022). A Study on the Reuse Intention
of E-Commerce Platform Applications: Security, Privacy, Perceived Value,

and Trust. Jurnal Manajemen Teori Dan Terapan| Journal of Theory and

Applied Management, 15(1), 13-24.

Anyanwu, F., Ubi, H., & Ananwude, A. (2016). Trust and Distrust Determinants of
Mobile Banking Adoption in the Nigerian Banking Industry: A Study of First
Bank Nigeria Limited. Asian Research Journal of Arts & Social Sciences, 3(4),
1-25.

Arora, N., & Aggarwal, A. (2018). The role of perceived benefits in formation of
online shopping attitude among women shoppers in India. South Asian Journal

of Business Studies, 7(1), 91-110.

Aslam, W., Hussain, A., Farhat, K., & Arif, I. (2020). Underlying factors
influencing consumers’ trust and loyalty in E-commerce. Business

Perspectives and Research, 8(2), 186—-204.

Ayuningsih, F., & Maftukhah, I. (2020). The influence of product knowledge, brand
image, and brand love on purchase decision through word of mouth.

Management Analysis Journal, 9(4), 355-369.

Baganzi, R., Shin, G.-C., & Wu, S. (2019). Examining Consumers’ Attitudes
toward Gmarket Online Shopping. J, 2(3), 364—383.

Bank Indonesia. (2021). Infrastruktur. Bank Indonesia.
https://www.bi.go.id/id/fungsi-utama/sistem-

pembayaran/ritel/infrastruktur/default.aspx

Barney, J. B., & Hansen, M. H. (1994). Trustworthiness as a source of competitive

advantage. Strategic Management Journal, 15(S1), 175-190.

Bhattacherjee, A. (2001). Understanding information systems continuance: An
expectation-confirmation model. MIS  Quarterly, 25(3), 351-370.
https://doi.org/10.2307/3250921

90



Bhatti, A., & Rehman, S. U. (2019). Perceived benefits and perceived risks effect
on online shopping behavior with the mediating role of consumer purchase
intention in Pakistan. International Journal of Management Studies, 26(1),

33-54.

Bodibe, S., Chiliya, N., & Chikandiwa, C. T. (2016). The factors affecting
customers’ decisions to adopt Islamic banking. Banks and Bank Systems,

11(4), 144-151.

Brucks, M. (1985). The effects of product class knowledge on information search

behavior. Journal of Consumer Research, 12(1), 1-16.

Candra, S., Nuruttarwiyah, F., & Hapsari, [. H. (2020). Revisited the technology
acceptance model with e-trust for peer-to-peer lending in Indonesia

(perspective from fintech users). International Journal of Technology, 11(4),

710-721.

Choi, Y., & Sun, L. (2016). Reuse intention of third-party online payments: A focus
on the sustainable factors of Alipay. Sustainability, 8(2), 147.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user
acceptance of information technology. MIS Quarterly, 13(3), 319-340.
https://doi.org/10.2307/249008

Dickinger, A., Arami, M., & Meyer, D. (2008). The role of perceived enjoyment
and social norm in the adoption of technology with network externalities.

European Journal of Information Systems, 17(1), 4—11.

Dwimurti, B. S., & Karnawijaya, N. (2020). Transfer Dana Beda Bank Tanpa Biaya
Administrasi Melalui Aplikasi Flip Dalam Tinjauan Etika Bisnis Islam (pp. 1—
229). IAIN Surakarta.

Elkaseh, A. M., Wong, K. W., & Fung, C. C. (2016). Perceived ease of use and
perceived usefulness of social media for e-learning in Libyan higher
education: A structural equation modeling analysis. International Journal of

Information and Education Technology, 6(3), 192.

91



Febrian, D., Simanjuntak, M., & Hasanah, N. (2021). The effect of benefits offered
and customer experience on re-use intention of mobile banking through
customer satisfaction and trust. Jurnal Keuangan Dan Perbankan, 25(3), 551—

569.

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online
shopping: An integrated model. MIS Quarterly, 27(1), 51-90.

Ghozali, 1. (2018). Aplikasi analisis multivariete SPSS 25. Semarang: Universitas

Diponegoro.

Hansen, J. M., Saridakis, G., & Benson, V. (2018). Risk, trust, and the interaction
of perceived ease of use and behavioral control in predicting consumers’ use

of social media for transactions. Computers in Human Behavior, 80, 197-206.

Hellier, P. K., Geursen, G. M., Carr, R. A., & Rickard, J. A. (2003). Customer
repurchase intention: A general structural equation model. European Journal

of Marketing, 37(11/12), 1762—-1800.

Imbayani, I. G. A., & Gama, A. W. S. (2018). The Influence of Electronic Word of
Mouth (E-Wom), Brand Image, Product Knowledge on Purchase Intention.
Jurnal Ekonomi & Bisnis JAGADITHA, 5(2), 145—153.

Indiani, N. L. P., & Purnami, N. M. (2021). Modelling Online Purchase Behavior
from Consumer Decision Model Perspective. APMBA (Asia Pacific
Management and Business Application), 10(2), 193-208.

Indraini, A. (2022). Mulai Hari Ini Biaya Transfer Beda Bank Cuma Rp 77 Saja!
Finance.Detik. https://finance.detik.com/moneter/d-6236877/mulai-hari-ini-
biaya-transfer-beda-bank-cuma-rp-77-saja#:~:text=Biaya transfer antarbank

di Indonesia,77 saja menggunakan BI-Fast.

Igbal, M. K., Saeed, A., Raza, A., Mushtaq, H., & Faraz, N. A. (2018). An Empirical
Study on the Effect of Perceived Usefulness and Ease of Use on Purchase
Intention Through Mobile Devices in Pakistan: A Mediating Role of Online
Trust. European Journal of Business and Management, 10(17), 31-34.

92



Jun, K., Yoon, B., Lee, S., & Lee, D.-S. (2021). Factors influencing customer
decisions to use online food delivery service during the COVID-19 pandemic.

Foods, 11(1), 64.

Junaidi. (2021). Aplikasi AMOS dan Structural Equation Modeling (SEM). UPT

Unbhas Press.

Kempa, S., Pratama, W. A. W., & Sukatmadiredja, N. R. (2020). Insurance policy
purchase decision in Surabaya, Indonesia (pp. 1-14). SHS Web of

Conferences.

Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A trust-based consumer decision-
making model in electronic commerce: The role of trust, perceived risk, and

their antecedents. Decision Support Systems, 44(2), 544-564.

Kim, J. B., & Kang, S. (2012). A study on the factors affecting the intention to use
smartphone banking: The differences between the transactions of account
check and account transfer. International Journal of Multimedia and

Ubiquitous Engineering, 7(3), 87-96.

Kim, T., Suh, Y. K., Lee, G., & Choi, B. G. (2010). Modelling roles of task-
technology fit and self-efficacy in hotel employees’ usage behaviours of hotel

information systems. International Journal of Tourism Research, 12(6), 709—

725.

Kumar, A., Dhingra, S., Batra, V., & Purohit, H. (2020). A framework of mobile
banking adoption in India. Journal of Open Innovation: Technology, Market,
and Complexity, 6(2), 40.

Ladkoom, K., & Thanasopon, B. (2020). Factors Influencing Reuse Intention of e-
Payment in Thailand: A Case Study of PromptPay. ICEIS (1), 743—750.

Latan, H. (2013). Model persamaan struktural teori dan implementasi AMOS 21.0.
Bandung: Alfabeta.

Lee, M.-C. (2009). Factors influencing the adoption of internet banking: An

93



integration of TAM and TPB with perceived risk and perceived benefit.
Electronic Commerce Research and Applications, 8(3), 130—141.

Lin, L., & Chen, C. (2006). The influence of the country-of-origin image, product
knowledge and product involvement on consumer purchase decisions: an
empirical study of insurance and catering services in Taiwan. Journal of

Consumer Marketing.

Lin, N.-H., & Lin, B.-S. (2007). The effect of brand image and product knowledge
on purchase intention moderated by price discount. Journal of International

Management Studies, 2(2), 121-132.

Luarn, P., & Lin, H.-H. (2005). Toward an understanding of the behavioral
intention to use mobile banking. Computers in Human Behavior, 21(6), 873—

891.

Ma, C.-C., & Chang, H.-P. (2022). The Effect of Novel and Environmentally
Friendly Foods on Consumer Attitude and Behavior: A Value-Attitude-
Behavioral Model. Foods, 11(16), 2423.

Malhotra, N., Sahadev, S., & Purani, K. (2017). Psychological contract violation
and customer intention to reuse online retailers: Exploring mediating and

moderating mechanisms. Journal of Business Research, 75, 17-28.

Masri, N. W., You, J.-J., Ruangkanjanases, A., & Chen, S.-C. (2021). The Effects
of Customer Learning and Shopping Value on Intention Purchase and Reuse
in a Digital Market: The Institutional Trust-Commitment Perspective.

Sustainability, 13(8), 4318.

Mayanja, N. S., & Omwono, G. A. (2022). Evolution Of E-Funds Transfer And Its
Impact On Customer Satisfaction. 2(2), 1-11.

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An integrative model of
organizational trust. Academy of Management Review, 20(3), 709—734.

Mela, A. (2022). Get to know what BI Fast is, fees, and transaction limits.

94



Kompas.Com.
https://money.kompas.com/read/2022/10/06/121000626/mengenal-apa-itu-
bi-fast-biaya-hingga-limit-transaksinya?page=all#:~:text=BI-FAST  adalah

sebuah infrastruktur,sebesar Rp 2.500 per transaksi.

Minto, W. (2016). Mudah cepat tepat penggunaan tools Amos dalam aplikasi
(SEM) (pp. 1-63). UPN “Veteran™ Jatim.

Mutsikiwa, M., Matura, P., Chitambara, L. R., & Mashoko, D. (2021).
Determinants of the Intention to Recommend Social media Usage in the
Tourism Industry in Zimbabwe. African Journal of Hospitality, Tourism and

Leisure, 10(4), 1466—1480.

Nadim, J., & Noorjahan, B. (2008). The role of perceived usefulness, perceived
ease of use, security and privacy, and customer attitude to engender customer
adaptation in the context of electronic banking. African Journal of Business

Management, 2(2), 32—40.

Narahdita, A. P., Aisjah, S., & Kusniyah, N. (2020). Trust and perceived benefit as
antecedents of reuse intention in mobile payment services. Jurnal Aplikasi

Manajemen, 18(4), 682—691.

Naruetharadhol, P., Ketkaew, C., Hongkanchanapong, N., Thaniswannasri, P.,
Uengkusolmongkol, T., Prasomthong, S., & Gebsombut, N. (2021). Factors
affecting sustainable intention to use mobile banking services. SAGE Open,

11(3),21582440211029924.

Nirmawan, H. M., & Astiwardhani, W. (2021). The Effect of Perceived Cost, Trust,
Usefulness, And Customer Value Addition on Intention to Use of Go-Pay

Mobile Payment Services In Small Traders. Journal of Business and

Management Review, 2(10), 715-732.

Pang, Q., Meng, H., Fang, M., Xing, J., & Yao, J. (2021). Social distancing, health
concerns, and digitally empowered consumption behavior under COVID-19:

a study on livestream shopping technology. Frontiers in Public Health, 9, 1—

95



11.

Park, J., Amendah, E., Lee, Y., & Hyun, H. (2019). M-payment service: Interplay
of perceived risk, benefit, and trust in service adoption. Human Factors and

Ergonomics in Manufacturing & Service Industries, 29(1), 31-43.

Pavlou, P. A., & Fygenson, M. (2006). Understanding and predicting electronic
commerce adoption: An extension of the theory of planned behavior. MIS

Quarterly, 115-143.

Peter, J. P., Olson, J. C., & Grunert, K. G. (1999). Consumer behavior and

marketing strategy.

Phonthanukitithaworn, C., Sellitto, C., & Fong, M. W. L. (2016). An investigation
of mobile payment (m-payment) services in Thailand. Asia-Pacific Journal of

Business Administration, 8(1), 37-54.

Piriyakul, M., Piriyakul, R., Chuachareon, O., Boonyoung, M., Piriyakul, P., &
Piriyakul, 1. (2015). Effects of trust, satisfaction and factors corresponding to
TAM on intention to reuse internet business transaction. International Review

of Management and Business Research, 4(3), 344-358.

Prasetyaningsih, N. U. (2021). The role of moral reasoning on the effects of
incentive schemes and working relationships on whistleblowing: An audit

experimental study. Gadjah Mada International Journal of Business, 23(3),
215-236.

Preacher, K. J., & Leonardelli, G. J. (2001). Calculation for the Sobel test. Retrieved
January, 20, 2009.

Rahim, A., Hudayah, S., & Amalia, S. (2021). Analysis of the effect of perceived
ease of use and perceived usefulness on behavioral intention through trust.

Jurnal llmu Manajemen Mulawarman (JIMM), 6(4), 4070—4073.

Rahmi, B., Birgoren, B., & Aktepe, A. (2018). A meta analysis of factors affecting

perceived usefulness and perceived ease of use in the adoption of e-learning

96



systems. Turkish Online Journal of Distance Education, 19(4), 4-42.
https://doi.org/10.17718/tojde.471649

Ramos, F. L., Ferreira, J. B., Freitas, A. S. de, & Rodrigues, J. W. (2018). The effect
of trust in the intention to use m-banking. BBR. Brazilian Business Review,

15(2), 175-191.

Rizan, M., Febrilia, 1., Wibowo, A., & Pratiwi, R. D. R. (2020). Antecedents of
customer loyalty: study from the Indonesia’s largest e-commerce. The Journal

of Asian Finance, Economics and Business, 7(10), 283-293.

Ryu, H.-S. (2018). Understanding benefit and risk framework of fintech adoption:
Comparison of early adopters and late adopters. Proceedings of the 51st

Hawaii International Conference on System Sciences.

Saqib, A. R. (2019). The Influence of Perceived Usefulness, Perceived Ease Of Use,
Structural Assurance, And Social Influence On Intention To Reuse Mediated
By Trust (Study Of Ovo Application Users In Kediri Town Square). Universitas

Brawijaya.

Shanmugam, A., Savarimuthu, M. T., & Wen, T. C. (2014). Factors affecting
Malaysian behavioral intention to use mobile banking with mediating effects

of attitude. Academic Research International, 5(2), 236.

Singh, S., & Srivastava, R. K. (2018). Predicting the intention to use mobile
banking in India. International Journal of Bank Marketing, 36(2), 357-378.

Suhud, U., Allan, M., Wibowo, S. F., Sabrina, E., & Willson, G. (2020). Measuring
customer satisfaction of a café and coffee shop colony at a traditional market.
Journal  of  Foodservice  Business  Research,  23(1), 78-94.
https://doi.org/10.1080/15378020.2019.1686897

Suki, N. M., & Suki, N. M. (2011). Exploring the relationship between perceived
usefulness, perceived ease of use, perceived enjoyment, attitude and
subscribers’ intention towards using 3G mobile services. Journal of

Information Technology Management, 22(1), 1-7.

97



Tendi, M. (2022). Bl-Fast Transactions Reach IDR 1,393 Trillion in Less Than a
Year, When Will the Fees Drop? Kontan.Co.Id.
https://keuangan.kontan.co.id/news/transaksi-bi-fast-tembus-rp-1393-triliun-

kurang-dari-setahun-kapan-biayanya-turun

Tu, C.-C., Fang, K., & Lin, C.-Y. (2012). Perceived Ease of Use, Trust, and
Satisfaction as Determinants of Loyalty in e-Auction Marketplace. J. Comput.,

7(3), 645—652. https://doi.org/10.4304/jcp.7.3.645-652

Utami, F. N., & Rahayu, N. (2022). Pengaruh Perceived Usefulness dan Perceived
Ease of Use terhadap Continuance Intention to Use Mobile Banking dengan
Trust sebagai Variabel Intervening (Studi pada Pengguna Aplikasi Bank Jambi
Mobile di Kota Jambi). Jurnal [lmiah Manajemen Dan Kewirausahaan

(JUMANAGE), 12), 57—67.

Wang, H., Ma, B., & Bai, R. (2019). How does green product knowledge effectively

promote green purchase intention? Sustainability, 11(4), 1193.

Wilson, N. (2019). The Impact Of Perceived Usefulness And Perceived Ease-Of-
Use Toward Repurchase Intention In The Indonesian E-Commerce Industry.

Jurnal Manajemen Indonesia, 19(3), 241-249.

Wu, S. (2003). The relationship between consumer characteristics and attitude

toward online shopping. Marketing Intelligence & Planning, 37—44.

Wulandari, D., Suhud, U., & Purwohedi, U. (2019). The influence factors of
continuance intention to use a music streaming application. International
Journal on Advanced Science, Education, and Religion, 2(2), 17-25.
https://doi.org/10.33648/ijjoaser.v2i2.32

Wulandari, R., & Miswanto, M. (2022). Factors Influencing Green Product
Purchasing Decisions. EKUITAS (Jurnal Ekonomi Dan Keuangan), 6(2), 224—
242.

Yoon, J., & Joung, S. (2020). Reuse intention of internet primary bank with it

convergence: An extended technology acceptance model study. Journal of

98



System and Management Science, 10(3), 151-162.

Yuen, A. H. K., & Ma, W. W. K. (2008). Exploring teacher acceptance of e-learning
technology. Asia-Pacific Journal of Teacher Education, 36(3), 229-243.

Zhou, T. (2013). An empirical examination of continuance intention of mobile

payment services. Decision Support Systems, 54(2), 1085—-1091.

99



