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ABSTRAK

Ihda Farhatun Nisak (1905855) “Program Artificial Intelligence Quality dalam
Social Media untuk Menciptakan Digital Customer Experience sebagai Upaya
Berkelanjutan Online Repurchase Intention” di bawah bimbingan Dr. Lili Adi
Wibowo, S.Pd., S.Sos., M.M. dan Lisnawati, S.Pd., M.M.

Penelitian ini bertujuan memperoleh gambaran dan pengaruh dari program
artificial intelligence quality terhadap online repurchase intention melalui digital
customer experience pada pengguna Bukalapak. Penelitian ini menggunakan
metode deskriptif dan verifikatif dengan pendekatan kuantitatif. Populasi dalam
penelitian ini berjumlah 7.850 dengan sampel berjumlah 200 responden penggina
Bukalapak yang tergabung dalam Komunitas Bukalapak Indonesia dengan
menggunakan teknik sample random sampling. Data diolah secara statistic
menggunakan metode Structural Equation Modeling (SEM). Hasil temuan pada
penelitian ini menemukan bahwa gambaran program artificial intelligence quality,
digital customer experience dan online repurchase intention berada pada kategori
tinggi. Program artificial intelligence quality memiliki pengaruh positif dan
signifikan terhadap online repurchase intention melalui digital customer
experience, hasil pengaruh langsung menemukan bahwa Program artificial
intelligence quality tidak memiliki pengaruh positif dan signifikan terhadap online
repurchase intention. Temuan ini menunjukkan bahwa penerapan program
artificial intelligence quality dapat membangun digital customer experience dan
membentuk online repurchase intention pada pengguna Bukalapak. Berdasarkan
hasil penelitian, peneliti merekomendasikan untuk meningkatkan personalization
dan melakukan peningkatan pelayanan yang berbasis artificial intelligence
sehingga pengguna akan mendapatkan pengalaman positif yang mendorong
pengguna melakukan online repurchase intention.

Kata Kunci: Program artificial intelligence quality, digital customer experience,
online repurchase intention
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ABSTRACT

Ihda Farhatun Nisak (1905855) ** Artificial Intelligence Quality Program in Social
Media to Create Digital Customer Experience as an Effort to Sustain Online
Repurchase Intention ** under the guidance of Dr. Lili Adi Wibowo, S.Pd., S.Sos.,
M.M. and Lisnawati, S.Pd., M.M.

This research aims to obtain an overview and influence of the artificial intelligence
quality program on online repurchase intention through digital customer
experience for Bukalapak users. This research uses descriptive and verification
methods with a quantitative approach. The population in this study amounted to
7,850 with a sample of 200 Bukalapak user respondents who are members of the
Bukalapak Indonesia Community using sample random sampling techniques. The
data were statistically processed using the Structural Equation Modeling (SEM)
method. The findings of this study found that the description of the artificial
intelligence quality program, digital customer experience and online repurchase
intention is in the high category. The artificial intelligence quality program has a
positive and significant influence on online repurchase intention through digital
customer experience, the results of the direct effect found that the artificial
intelligence quality program does not have a positive and significant effect on
online repurchase intention. This finding shows that the implementation of the
artificial intelligence quality program can build digital customer experience and
form online repurchase intention in Bukalapak users. Based on the results of the
study, researchers recommend increasing personalization and improving artificial
intelligence-based services so that users will get a positive experience that
encourages users to make online repurchase intention.

Keywords: Program artificial intelligence quality, digital customer experience,
online repurchase intention

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



KATA PENGANTAR

Puji dan syukur penulis panjatkan ke hadirat Allah SWT karena atas rahmat
dan karunia-Nya penulis dapat menyelesaikan skripsi dengan judul “Program
Artificial Intelligence Quality dalam Social Media untuk Menciptakan Digital
Customer Experience sebagai Upaya Berkelanjutan Online Repurchase Intention”
sebagai salah satu syarat menempuh ujian sidang Sarjana Pendidikan, Program
Studi Pendidikan Bisnis, Universitas Pendidikan Indonesia. Penyusunan skripsi ini
dilakukan untuk memperoleh hasil temuan mengenai gambaran program artificial
intelligence quality, digital customer experience dan online repurchase intention
serta pengaruh program artificial intelligence quality terhadap online repurchase
intention melalui digital customer experience, pengaruh program artificial
intelligence quality terhadap digital customer experience, pengaruh digital
customer experience terhadap online repurchase intention, pengaruh program
artificial intelligence quality terhadap online repurchase intention.

Skipsi ini dikerjakan penulis dengan sebaik dan seoptimal mungkin dengan
harapan dapat memberikan manfaat serta sumbangsih yang berarti bagi kemajuan
dunia pemasaran. Penulis menyadari masih terdapat kekurangan dan kesalahan,
sengan segala kerendahan hati penulis mengharapkankritik dan saran yang
membangun untuk dijadikan landasan perbaikan yang berguna bagi pembangunan

ilmu pengetahuan

Bandung, 27 Juli 2023

Penulis
Ihda Farhatun Nisak

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



UCAPAN TERIMA KASIH

Alhamdulillahirabbil ‘alamin puji syukur penulis panjatkan kehadirat Allah

SWT karena atas rahmat dan karunia-Nya penulis dapat menyelesaikan skripsi ini.

Skripsi ini disusun dalam rangka memenuhi salah satu syarat memperoleh gelar

Sarjana Pendidikan pada Program Studi Pendidikan Bisnis. Penulis menyadari

bahwa dalam proses penyusunan skripsi ini tidak lepas dari adanya kerjasama dan

dukungan dari berbagai pihak, dalam kesempatan ini penulis mengucapkan terima

kasih sebesar-besarnya dan penghargaan yang setinggi-tingginya kepada pihak-

pihak berikut ini:

1.

Prof Dr. M. Solehuddin M.Pd., M.A. selaku Rektor Universitas Pendidikan
Indonesia, yang telah memberikan kesempatan kepada penulis untuk
menempuh pendidikan di Universitas Pendidikan Indonesia.

Prof. Dr. H. Eeng Ahman, M.S. selaku Dekan dan Dosen Fakultas Pendidikan
Ekonomi dan Bisnis Universitas Pendidikan Indonesia yang telah memberikan
kesempatan kepada penulis untuk menempuh pendidikan di Universitas
Pendidikan Indonesia.

Dr. Puspo Dewi Dirgantari, S.Pd., M.T., M.M. selaku Ketua Program Studi
Pendidikan Bisnis Universitas Pendidikan Indonesia yang telah memberikan
motivasi serta pengarahan selama masa studi penulis, semoga diberikan
kesehatan, kebahagiaan, dan juga kelancaran dalam segala urusannya.

Dr. Bambang Widjajanta, M.M. Ketua Tim Pengembangan Penulis Skripsi,
Program Studi Pendidikan Bisnis Fakultas Pendidikan Ekonomi dan Bisnis
Universitas Pendidikan Indonesia, yang telah bersedia membantu dan
memfasilitasi penulis dalam proses menyelesaikan skripsi dengan memberikan
pengarahan dan motivasi, semoga selalu diberikan kelancaran dalam segala
urusannya.

Dr. Lili Adi Wibowo, S.Pd., S.Sos., M.M. selaku Dosen Pembimbing | yang
telah membimbing penulis dalam penyusunan skripsi dengan penuh kesabaran
dan ketelitian, memberikan motivasi serta arahan selama proses bimbingan.

Terima kasih telah memberikan banyak ilmu, semoga selalu menjadi panutan
\Y;

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



dan memberikan makna bagi penulis serta berbagai pihak lainnya. Semoga
selalu dalam lindungan Allah SWT diberi pahala dengan berlipat ganda,
diberikan umur yang panjang, kebahagiaan, kesehatan serta kelancaran dalam
segala urusannya.

6. Lisnawati S.Pd., M.M. selaku Dosen Pembimbing Il yang telah memberikan
bimbingan dan bantuan dalam menyelesaikan skripsi, memberikan banyak
saran terkait proposal skripsi penulis. Terima kasih telah memberikan ilmu serta
motivasi hingga meluangkan waktu untuk dapat membantu penulis dalam
proses penyusunan proposal skripsi ini. Semoga Allah SWT membalas segala
kebaikan dengan pahala yang berlipat ganda, diberikan kesehatan, kebahagiaan,
umur yang panjang, serta kelancaran dalam segala urusan beserta keluarganya.

7. Masharyono AP., S.Pd., M.M. selaku Dosen Pembimbing Akademik yang telah
memberikan semagat, motivasi, bimbingan dan memberikan perwalian kontrak
kuliah selama penulis menempuh masa perkuliahan. Semoga senantiasa selalu
diberikan kesehatan, kebahagiaan, keberkahan hidup serta selalu berada di
lindungan Allah SWT.

8. Segenap Dosen dan staf Program Studi Pendidikan Bisnis FPEB UPI yang telah
memberikan ilmu, motivasi serta tuntunan selama masa perkuliahan penulis.
Semoga semua ilmu yang telah diberikan dapat penulis amalkan dan semoga
Allah SWT membalas segala kebaikan dengan pahala yang berlipat ganda.

Keluarga tercinta Bapak Abdul Basith (Alm) dan Ibu Ipah Masripah yang
senantiasa memberikan dukungan kepada penulis dalam segala keadaan. Terima
kasih telah memberikan kasih sayang yang berlimpah dan terus memberikan do’a
terbaik untuk penulis sehingga penulis dapat menyelesaikan masa studi S1. Adik
penulis yaitu Rizka Salsabila Kholifatun Najah yang telah memberikan keceriaan
dalam hidup penulis di tengah-tengah kesibukan menyusun skripsi dan menjadi
motivasi untuk penulis agar dapat menjadi panutan yang baik bagi adik. Semoga

Allah SWT selalu memberkahi kita semua, diberikan kesehatan, kebahagiaan dan

kelancaran dalam segala urusan dan semoga selalu dalam lindungan Allah SWT.

Mahesa Bagja Kautzar yang selalu menemani, dan memberikan dukungan penuh,

\Y

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



terimakasih untuk waktu, tenaga dan kesabarannya untuk selalu menemani penulis
dalam proses perkuliahan ini dari awal sampai mampu menyelesaikan skripsi ini.
Jazakumullaahu khairan katsiran, semoga Allah SWT selalu memberikan
kesehatan, keberkahan hidup, panjang umur, dan dimudahkan segala urusannya
serta selalu berada dalam lindunga-Nya. Akhir kata penulis ucapkan Jazakumulloh
khoiron katsiron. Semoga Allah Swt. memberikan balasan yang terbaik serta

menghapuskan dosa atas semua kesalahan dan kekhilafan.

Bandung, 27 Juli 2023

Penulis
Ihda Farhatun Nisak

Vi

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



DAFTAR ISI

ABSTRAK .ot bbb [
ABSTRACT .ottt st be e re e e r et e st et e sreereanaeneas i
KATA PENGANTAR ..ottt ii
UCAPAN TERIMA KASIH ..o iv
DAFTAR IS ..ottt vii
DAFTAR TABEL ..ot iX
DAFTAR GAMBAR ...t xii
DAFTAR LAMPIRAN .....oiiiit ettt Xiv
BAB | PENDAHULUAN ..ottt 1
1.1 Latar Belakang Penelitian ...........ccccoooviiiieiiiiiiceeeee s 1
1.2 RUMUSAN MaSIAN ......cceiiiiiiiicier e 10
1.3 Tujuan Penelitian .......ccooveiiiiiiiiiee e 11
1.4 Kegunaan Penelitian ...........ccccviieiieiiiic e 11
1.4.1 Kegunaan Penelitian TeOrTIS . .....ccooereriririricieiee e 11
1.4.2 Kegunaan Penelitian Praktis ..........ccccoovvvieiveie i, 12
BAB Il KAJIAN PUSTAKA, KERANGKA PEMIKIRAN, HIPOTESIS.... 11
2.1 KaJian PUSTAKA .......cocvieiiiiiiice et 11
2.1.1 Konsep Variabel dalam Perspektif Marketing Management........ 11
2.1.2 Online Repurchase Intention dalam Perspektif Online Customer
BERAVIOUN .....cveiee e 12
2.1.3 Program Atrtificial Intelligence Quality.............ccccovevvviiiiieiinennene 23
2.1.4 Digital Customer EXPErienCe ........ccocorereririrenieienie e 30
2.2 Kerangka PeMIKIran..........c.ccoveiiiiiiicie e 38
2.3 HIPOTESIS ...ttt bbb 42
BAB 111 METODE PENELITIAN ...coiiiiieee et 45
3.1 ODbjek Penelitian.........ccoveiiriiiiiiieieee s 45
3.2 Metode PENEIITIAN ......cc.coveiieiiiiiiieieeee s 45
3.2.1 Jenis Penelitian dan Metode yang Digunakan...............cc.ccoceruene. 45
3.2.2 Operasionalisasi Variabel.............cccccocveviiiieiiiicicce e, 46
3.2.3 Jenis dan SUMDEr Data ..........cccveverieniiiesiese e 52
3.2.4 Populasi, Sampel dan Teknik Sampel ..........cc.cccoveiiiiiiiiciecne, 54
3.2.5 Teknik Pengumpulan Data...........ccccoereniieninininieee e 57
3.2.6 Hasil Pengujian Validitas dan Reliabilitas ...........c.c.cccccooveinrnnn. 58
3.2.7 Rancangan AnalisiS Data..........ccccerereneiiiininieieee s 64
BAB IV HASIL PENELITIAN DAN PEMBAHASAN.......cccocviiiiiiiiiieien, 76
4.1 HaSil PENEIITIAN .....ovveiecice e 76
4.1.1 Profil Perusahaan, Karakteristik dan Pengalaman........................ 76
4.1.2 HaSil PENelItian .........ccoveiieieiiece e 94
4.2 PeMDANASAN. ..o e 149
4.2.1 Pembahasan Hasil Penelitian Deskriptif...........ccccooieniiiininnnnnns 149
4.2.2 Pembahasan Pengujian Hipotesis .........ccccovveiieiiievie i 163
4.3 Implikasi Hasil Temuan Penelitian ............cooeviiiiininiiieienc s 168

vii

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



4.3.1 Temuan Penelitian bersifat TEOrtiK..........ooveeeieeeeeeeeeeeeeeeeee, 168

4.3.2 Temuan Penelitian bersifat EMPIris..........ccoovvvieiininciinienenns 175

4.3.3 Implikasi Hasil Penelitian dikaitkan dengan Keilmuan Bidang Studi

Pendidikan BiSNIS.........cceiiiiiiiiiieie e 179

BAB V KESIMPULAN DAN REKOMENDASI ......cccccooviiiineni e 183

5.1 KESIMPUIAN ... 183

5.2 REKOMENTASI .....vcviiieiieie et 185

DAFTAR PUSTAKA ..ottt st 190

DAFTAR LAMPIRAN ...ttt 190
viii

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



1.1
1.2
1.3
2.1
2.2
2.3
2.4

2.5
2.6

3.1
3.2
3.3
3.4
3.5

3.6
3.7

3.8
3.9
3.10
4.1
4.2
4.3
4.4

4.5

4.6
4.7

4.8

DAFTAR TABEL

Nilai Transaksi E-Commerce Setiap Jam 2020...........................

Pengunjung E-Commerce 2018-2022..........c.cceviiniiiiiiiiniennnn,

Pengaduan Belanja Online..............oooooiiiiiiii
Definisi Online Repurchase Intention menurut Ahli.....................
Pengukuran Online Repurchase Intention dalam Penelitian
Terdahulu. ... ..o
Definisi Program Artificial Intelligence Quality menurut para

Pengukuran Artificial Intelligence Quality dalam Penelitian
Terdahulu. ... ..o

Definisi Digital Customer Experience menurut Ahli...................

Pengukuran Digital Customer Experience dalam Penelitian
Terdahulu. ... ..o
Operasionalisasi Variabel................coooiiiiiiiiiiiiii e,
Jenis dan Sumber Data. ...

Ukuran Sampel Minimal Serta Jumlah Variabel.........................

Hasil Pengujian Validitas Variabel X: (Program Artificial
Intelligence Quality) .........cooviiiiiiii e
Hasil Pengujian Validitas Variabel X> (Digital Customer Experience.
Hasil Pengujian Validitas Variabel Y (Online Repurchase Intention)...
Hasil Pengujian Reliabilitas Variabel Program Artificial Intelligence
Quality, Digital Customer Experience Dan Online Repurchase
INEENTION. ...
Skor Alternatif..........ooiiiiii e
Tabulasi Silang (Cross Tabulation)...............ccovviiiiiiiiiinnn,
Analisis Deskriptif....... ..o
Klasifikasi Penilaian Digital Customer Experience Pengguna
Aplikasi Bukalapak............cooooiiiiiii

Keterkaitan Penilaian Digital Customer Experience Berdasarkan
Usia, Jenis Kelamin dan Pendidikan.....................cooooiiiiinnnn.

Keterkaitan Penilaian Digital Customer Experience Berdasarkan Asal

Keterkaitan Penilaian Digital Customer Experience Berdasarkan
Pekerjaan Dan Pendapatan atau Uang Saku.......................o.oe..e.
Keterkaitan Penilaian Digital Customer Experience Berdasarkan
Waktu Penggunaan dan Frekuensi Pembelian Produk Bukalapak
Selama L Bulan...... ..o
Tanggapan Pengguna Bukalapak terhadap Dimensi Explorative
Intention dalam Online Repurchase Intention.............................
Tanggapan Pengguna Bukalapak terhadap Dimensi Preferential
Intention dalam Online Repurchase Intention.............................
Tanggapan Pengguna Bukalapak terhadap Dimensi Referential
Intention dalam Online Repurchase Intention..............................

iX

Ihda Farhatun Nisak, 2023
PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION
Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu

24

28
30

41
46
47
51
52

53
54

56
57
58
70
71
73
74

75

85

88

90



4.9

4.10

411
412
4.13
4.14
4.15
4.16
4.17
4.18
4.19
4.20
4.21
4.22
4.23
4.24

4.25

4.26

4.27

4.28

4.29

Tanggapan Pengguna Bukalapak terhadap Dimensi Artificial
Intelligence Service Quality dalam Program Artificial Intelligence

QUANItY. ..
Tanggapan Pengguna Bukalapak terhadap Dimensi Artificial

Tanggapan Pengguna Bukalapak terhadap Dimensi Artificial
Intelligence Preference dalam Program Artificial Intelligence Quality
Tanggapan Pengguna Bukalapak terhadap Dimensi Rational and
Relational Experience dalam Digital Customer Experience............
Tanggapan Pengguna Bukalapak terhadap Dimensi Sensory and
Social Experience dalam Digital Customer Experience..................
Tanggapan Pengguna Bukalapak terhadap Dimensi Physical
Experience Dalam dalam Digital Customer Experience.................
Tanggapan Pengguna Bukalapak terhadap Dimensi Emotional
Experience dalam Digital Customer Experience..........................
Hasil Uji Normalitas Data.................ccoooiiiiiiieen .
Hasil Pengujian Outliers Data..............cccooviiiiiiiiiiiiieeeae,
Hasil Uji Estimasi MeasurementModel.......................ol.
Validitas dan Reliabilitas Model Pengukuran Konstruk Eksogen
Program Artificial Intelligence Quality......................coooiinil.
Hasil Evaluasi Goodness Of Fit Model CFA Konstruk Eksogen
Program Artificial Intelligence Quality.......................oooiiinl.
Validitas dan Reliabilitas Model Pengukuran Konstruk Eksogen
Digital Customer EXPerienCe. ........coovviiriiiiiiiaiiiiieeeeeeanee,
Hasil Evaluasi Goodness Of Fit Model CFA Konstruk Eksogen
Digital Customer EXPerienCe. ........coovviiriiiiiiiiiiiieeeeeeenee,
Validitas dan Reliabilitas Model Pengukuran Konstruk Eksogen
Online Repurchase Intention.................cooiiiiiiiiii i,
Hasil Evaluasi Goodness Of Fit Model CFA Konstruk Endogen
Online Repurchase Intention.................cooiiiiiiiiiiiee,
Hasil Estimasi Full Model Pengaruh Program Artificial Intelligence
Quality terhadap Online Repurchase Intention melalui Digital
CUSLOMEr EXPEIIENCE. ... vttt
Hasil Evaluasi Goodness Of Fit Full Model Pengukuran Pengaruh
Program Artificial Intelligence Quality terhadap Online Repurchase
Intention melalui Digital Customer Experience...........................
Modification Index Full Model 1 Pengukuran Pengaruh Program
Artificial Intelligence Quality terhadap Online Repurchase Intention
melalui Digital Customer EXperience...........cooovvevviiiiiiiinnennnnn.
Program Artificial Intelligence Quality terhadap Online Repurchase
Intention melalui Digital Customer Experience...........................
Hasil Evaluasi Goodness Of Fit Full Model 2 Pengaruh Program
Artificial Intelligence Quality terhadap Online Repurchase Intention
melalui Digital Customer EXperience..............cooevviiiiniiiinannnn,

X

Ihda Farhatun Nisak, 2023
PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION
Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu

93

95

97
101
102
103
104
107
108
112
115
116
118
118
120
121

123

124

125

127

127



4.30  Analisis Uji Hipotesis Full Model....................cooooiiiiiint,
4.31 Implied Correlation Of All Variables..................cooiiiiiiit.

Xi

Ihda Farhatun Nisak, 2023
PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



1.1
1.2
2.1
2.2
2.3
2.4
2.5
2.6
2.7
2.8
2.9
2.10
211
2.12
3.1

3.2
3.3
3.4
3.5
4.1
4.2
4.3
4.4
4.5
4.6

4.7
4.8

4.9
4.10

411
412

DAFTAR GAMBAR

Pendapatan dan Rugi Bersih Bukalapak 2018-2021.................. 6
Sumber Pendapatan Bukalapak 2021-2022............................ 7
Model Online Customer Behavior...............ccoeviiiiiiiiineninnn 13
Model Online Repurchase Intention...................coooeviiiinnn... 20
Model Online Repurchase Intention.......................coooen.e. 21
Model Online Repurchase Intention...................ccoooeiiiinnn... 22
Model Program Artificial Intelligence Quality........................ 26
Model Program Artificial Intelligence Quality........................ 26
Model Program Artificial Intelligence Quality........................ 27
Model Digital Customer EXperience............coevveveeiinennennnn.. 33
Model Digital Customer EXperience.............ccoevvevviiinienannnn.. 34
Model Digital Customer EXperience.............ccoovveveeieninnennnn.. 35
Bagan Kerangka Pemikiran..................cocooiiiiiiiiiiiiinnn, 37
Paradigma Penelitian.................ooooiiiiiiiiiiii 38

Garis Kontinum Penelitian Program Artificial Intelligence Quality 59
Terhadap Online repurchase intention melalui Digital Customer
EXPEIIENCE. ...t

Model Pengukuran Program Artificial Intelligence Quality......... 61
Model Pengukuran Digital Customer Experience..................... 61
Model Pengukuran Online Repurchase Intention..................... 62

Model Struktural Pengaruh Program Artificial Intelligence Quality 63
Terhadap Online Repurchase Intention melalui Digital Customer
EXPEIIENCE ..o
Pengalaman Pengguna Bukalapak di Indonesia Berdasarkan 77
Tingkat Pengetahuan AlL...........ccoiiiiiiiiiceeea,
Pengalaman Pengguna Bukalapak Berdasarkan Tujuan Mengakses 78
Aplikasi Bukalapak.............o.oooi
Fitur Favorit yang digunakan oleh Pengguna 79

Pengalaman Pengguna Bukalapak Berdasarkan Situs Belanja 80

Pengalaman Pengguna Aplikasi Bukalapak Berdasarkan Layanan 81

yang diharapkan.............o..o
Tanggapan Online Repurchase Intention pada Pengguna 83
Bukalapak. . ......cooiiiiiiiiiii e
Garis Kontinum Penilaian Variabel Online Repurchase Intention 84

Tanggapan Program Artificial Intelligence Quality pada Pengguna 91
Bukalapak..........coooiiii
Garis Kontinum Penilaian Variabel Program Artificial Intelligence 92

Tanggapan Digital Customer Experience pada Pengguna 98
Bukalapak..........coooiii

Garis Kontinum Penilaian Variabel Digital Customer Experience... 100
Sample Correlation Matrix................ccccoeeiiiiiiiiiiiiiiinninn, 109

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



4.13 Spesifikasi Model.........coooiiiiiii 110

4.14 Model Konstruk Program Artificial Intelligence Quality............ 114
4.15 Model Konstruk Digital Customer Experience........................ 116
4.16 Model Konstruk Online Repurchase Intention........................ 119
4.17 Full Model Pengukuran Pengaruh Program Artificial Intelligence 123

Quality terhadap Online Repurchase Intention melalui Digital
CUStOMEr EXPEIIBNCE. .. vttt

Xiii

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



oo oo
@NHOO\ICT)U'I#QJNI—‘

DAFTAR LAMPIRAN

SK Pembimbing SKIripsi........ovvieiiiiiiiiiiiiiiiiiie e 197
Rekapitulasi Bimbingan SKripsi..........ccoevvviiiiiieiiiniiiiennann... 202
Angket Penelitian..............ooeiiii i e 206
Koding Karakteristik Responden...................ccooiviiiiiinnn... 213
Koding Pengalaman Responden..................c.oooiiiiiiiinn... 219
Koding Variabel............cooiiiii 225
Hasil Uji Validitas dan Reliabilitas Variabel.......................... 232
Hasil Pengujian Deskriptif dan Verifikatif......................... ... 238
Hasil Pengujian Deskriptif..............coooiiiiiiiiii 239
Hasil Pengujian Verifikatif...................oooi e, 240

CUITICUIUM V. . oo e e, 256

Xiv

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



190

DAFTAR PUSTAKA

Agustini, K., Wahyuni, D. S., Mertayasa, I. N. E., Ratminingsih, N. M., & Ariadi,
G. (2023). The effect of augmented reality mobile application on visitor impact
mediated by rational hedonism: Evidence from Subak Museum. International
Journal of Advanced Computer Science and Applications, 14(1).

Alamsyah, A., & Saviera, F. (2018). A Comparison of Indonesia E-Commerce
Sentiment Analysis for Marketing Intelligence Effort (case study of
Bukalapak, Tokopedia and Elevenia). Sustainable Collaboration in Business,
Technology, Information and Innovation (SCBTII), 1(1).

Anantasiska, V., Suhud, U., & Usman, O. (2022). The Effect of Social Media
Marketing Activities on Purchase Intention: A Case Study on E-commerce
Consumers. The International Journal Od Social Sciences World, 4(1), 101-
114. https://doi.org/https://doi.org/10.5281/zenod0.6090474 ISSN2690-5167

Andrade, I. M. De, & Tumelero, C. (2022). Increasing customer service efficiency
through artificial intelligence chatbot. Revista de Gestao, 29(3), 238-251.
https://doi.org/10.1108/REGE-07-2021-0120

Andreassen, T. W., & Lervik, L. (1999). Perceived relative attractiveness today and
tomorrow as predictors of future repurchase intention. Journal of Service
Research, 2(2), 164-172. https://doi.org/10.1177/109467059922004

Anjum, S., & Chai, J. (2020). Drivers of cash-on-delivery method of payment in e-
commerce shopping: Evidence from Pakistan. Sage Open, 10(3),
2158244020917392.

Anshu, K., Gaur, L., & Singh, G. (2022). Impact of customer experience on attitude
and repurchase intention in online grocery retailing: A moderation mechanism
of value Co-creation. Journal of Retailing and Consumer Services, 64,
102798.

Arifin, Z. (2014). Penelitian Pendidikan: Metode dan Paradigma Baru. PT Remaja
Rosdakarya.

Arnould, E. J., & Thompson, C. J. (2005). Reflections Twenty Years of Research.
Journal of Consumer Research, 31(4), 868-882.

Azad, S. (2021). The Relationship Between Service Quality. 9671(February), 20—
24.

Bai, B., Law, R., & Wen, I. (2008). The impact of website quality on customer
satisfaction and purchase intentions: Evidence from Chinese online visitors.
International Journal of Hospitality Management, 27(3), 391-402.

marketplace: Roles of interactivity, trust and perceived effectiveness of e-

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



191

commerce institutional mechanisms. Industrial Management and Data Systems,
116(8), 1759-1778. https://doi.org/10.1108/IMDS-07-2015-0296

Barari, M., Ross, M., Thaichon, S., & Surachartkumtonkun, J. (2021). A meta-
analysis of customer engagement behaviour. International Journal of
Consumer Studies, August. https://doi.org/10.1111/ijcs.12609

Bawack, R. E., Wamba, S. F., Carillo, K. D. A., & Akter, S. (2022). Atrtificial
intelligence in E-Commerce: a bibliometric study and literature review.
Electronic Markets, 32(1), 297-338.

Behare, N., Waghulkar, S., & Shah, S. A. (2018). A Theoretical Perspective on
Customer Experience (CX) in Digital Business Strategy. Proceedings of the
2018 3rd IEEE International Conference on Research in Intelligent and
Computing in Engineering, RICE 2018, August 2018.
https://doi.org/10.1109/RICE.2018.8509079

Behera, R. K., Bala, P. K., Rana, N. P., & Kizgin, H. (2022). A Techno-Business
Platform to Improve Customer Experience Following the Brand Crisis
Recovery: A B2B Perspective. Information Systems Frontiers.
https://doi.org/10.1007/s10796-021-10231-8

Berry, L. L., Carbone, L. P., & Haeckel, S. H. (2002). Managing the total customer
experience. MIT Sloan Management Review, 43(3), 85-89.

Bihua, Y. (2021). The study of logistics service guarantee and purchase intention
in the context of E-commerce. International Journal of Science and Business,
5(8), 29-45.

Bither, S. W., Howard, J. A., & Sheth, J. N. (1971). The Theory of Buyer Behavior.
Journal of Marketing, 35(1), 102. https://doi.org/10.2307/1250571

Bolton, R. N., McColl-Kennedy, J. R., Cheung, L., Gallan, A., Orsingher, C.,
Witell, L., & Zaki, M. (2018). Customer experience challenges: bringing
together digital, physical and social realms. Journal of Service Management,
29(5), 776-808. https://doi.org/10.1108/JOSM-04-2018-0113

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What Is
It? How Is It Measured? Does It Affect Loyalty? Journal of Marketing, 73(3),
52-68. https://doi.org/10.1509/jmkg.73.3.52

Bridger, E. K., & Wood, A. (2017). Gratitude mediates consumer responses to
marketing communications. European Journal of Marketing, 51(1), 44-64.
https://doi.org/10.1108/EJM-11-2015-0810

Bustamante, J. C., & Rubio, N. (2017). Measuring customer experience in physical
retail environments. Journal of Service Management, 28(5), 884-913.
https://doi.org/10.1108/JOSM-06-2016-0142

Byrne, B. M. (2016). Structural Equation Modeling with Amos: Basic Concepts,

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



192

Aplications, and Programming. In Routledge Taylor & Francis Group. (3rd
editio). Routledge.

Cao, Y. (2021). Artificial intelligence-based plant environment detection in coastal
areas and B2C e-commerce network marketing. Arabian Journal of
Geosciences, 14(11), 996.

Chanthasaksathian, S., & Nuangjamnong, C. (2021). Factors influencing
repurchase intention on e-Commerce platforms: a case of GET application.
International Research E-Journal on Business and Economics, 6(1), 28-45.

Chauhan, S., Akhtar, A., & Gupta, A. (2022). Customer experience in digital
banking: A review and future research directions. International Journal of
Quality and Service Sciences, 14(2), 311-348.

Chen, D., Esperanca, J. P., & Wang, S. (2022). The impact of artificial intelligence
on firm performance: an application of the resource-based view to e-commerce
firms. Frontiers in Psychology, 13, 884830.

Cheung, C. M. K., Zhu, L., Kwong, T., Chan, G. W. W., & Limayem, M. (2003).
eTransformation Online Consumer Behavior: A Review and Agenda for
Future Research. International Journal of Electronic Commerce, 4pp(Fishbein
1967), 194-218.

Chinomona, R., & Dubihlela, D. (2014). Does customer satisfaction lead to
customer trust, loyalty and repurchase intention of local store brands? The case
of gauteng province of South Africa. Mediterranean Journal of Social
Sciences, 5(9), 23-32. https://doi.org/10.5901/mjss.2014.v5n9p23

Chiu, C. M., Chang, C. C., Cheng, H. L., & Fang, Y. H. (2009). Determinants of
customer repurchase intention in online shopping. Online Information Review,
33(4), 761-784. https://doi.org/10.1108/14684520910985710

Cintamiir, 1. G., & Yiiksel, C. A. (2018). Measuring customer based corporate
reputation in banking industry: Developing and validating an alternative scale.
International  Journal of Bank Marketing, 36(7), 1414-1436.
https://doi.org/10.1108/1IJBM-11-2017-0227

Cleff, T. (2014). Exploratory data analysis in business and economics: An
introduction using spss, stata, and excel. In Exploratory Data Analysis in
Business and Economics: An Introduction Using Spss, Stata, and Excel.
https://doi.org/10.1007/978-3-319-01517-0

Colombi, C., Kim, P., & Wyatt, N. (2018). Fashion retailing “tech-gagement”:
engagement fueled by new technology. Research Journal of Textile and
Apparel, 22(4), 390-406. https://doi.org/10.1108/RJTA-03-2018-0019

Colosimo, B. M., del Castillo, E., Jones-Farmer, L. A., & Paynabar, K. (2021).
Artificial intelligence and statistics for quality technology: An introduction to

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



193

the special issue. Journal of Quality Technology, 53(5), 443-453.

Cronin, J. J., & Morris, M. H. (1989). Sasstisfying Customer Expectations: The
Effect on Conflict and Repurchase Intentions in Industrial Marketing
Channels. Journal of the Academy of Marketing Science, 17(1), 41-49.
https://doi.org/10.1177/009207038901700105

Cronin, J. J., & Taylor, S. A. (1992). Measuring Service Quality: A Reexamination
and Extension. Journal of Marketing, 56(3), 55.
https://doi.org/10.2307/1252296

Dantsoho, M. A., Ringim, K. J., Hasnan, N., & Kura, K. M. (2021). Moderating
Role of Bank Reputation on the Relationship between Artificial Intelligence
(Al) Quality, Satisfaction and Continuous Usage Intention of e-Banking
Services. Central Asia and the Caucasus, 22(5), 311-329.
https://doi.org/10.37178/ca-c.21.5.029

Deng, S., Tan, C. W., Wang, W., & Pan, Y. (2019). Smart Generation System of
Personalized Advertising Copy and Its Application to Advertising Practice and
Research. Journal of Advertising, 48(4), 356-365.
https://doi.org/10.1080/00913367.2019.1652121

Di Vaio, A., Palladino, R., Hassan, R., & Escobar, O. (2020). Artificial intelligence
and business models in the sustainable development goals perspective: A
systematic literature review. Journal of Business Research, 121, 283-314.

Do, Q. H., Kim, T. Y., & Wang, X. (2023). Effects of logistics service quality and
price fairness on customer repurchase intention: The moderating role of cross-
border e-commerce experiences. Journal of Retailing and Consumer Services,
70, 103165.

Dumanska, 1., Hrytsyna, L., Kharun, O., & Matviiets, O. (2021). E-commerce and
M-commerce as Global Trends of International Trade Caused by the Covid-
19 Pandemic.

Dwivedi, Y. K., Rana, N. P., Jeyaraj, A., Clement, M., & Williams, M. D. (2019).
Re-examining the Unified Theory of Acceptance and Use of Technology
(UTAUT): Towards a Revised Theoretical Model. Information Systems
Frontiers, 21(3), 719-734. https://doi.org/10.1007/s10796-017-9774-y

Erta, 1. (2022). The Experiential Marketing, Experience Engagement, RErta, I.
(2022). The Experiential Marketing, Experience Engagement, Reference
Group, and Customer Satisfaction Toward Purchase Intention of Virtual Hotel
Operators (VHO): Indonesian Context. Internationa. International Journal of
Multidisciplinary ~ Research and  Analysis, 05(10), 2740-2754.
https://doi.org/10.47191/ijmra/v5-i10-23

Ertemel, A. V., & Civelek, M. E. (2021). The role of customer experience in the
effect of online flow state on customer loyalty.

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



194

https://doi.org/10.1371/journal.pone.0254685

Faruk, O., Haque, N., Heuermann, A., & Al Noman, A. (2022). The Impact of
Digital Media and Artificial Intelligence on the SMEs in Developing
Countries: An Exploratory Desk Study. 2022 8th International Conference on
Information Management (ICIM), 207-211.

Fatmedya, A., & Hadi, C. (2020). Correlation of Website Quality Towards
Repurchase Intention on E-Commerce Consumer. PalArch’s Journal of
Archaeology of Egypt e 17(3), 1603-1617.
https://archives.palarch.nl/index.php/jae/article/download/864/860

Fauzan, R., & Ute, D. (2021). Analysis the Effect of Web Quality and Fulfillment
on Satisfaction and Its Impact on Repurchase Intention. Performance, 28(01),
82. https://doi.org/10.20884/1.jp.2021.28.01.3763

Febriani, N. M. A., & Ardani, I. K. S. A. (2021). The Influence of Customer
Experience, Ease of Use, and Trust on Repurchase Intention (Case Study of
Tokopedia Consumers in  Denpasar). Ajhssr.Com, 2, 378-383.
https://www.ajhssr.com/wp-content/uploads/2021/02/ZR2152378383.pdf

Feng, J., Phillips, R. V, Malenica, 1., Bishara, A., Hubbard, A. E., Celi, L. A., &
Pirracchio, R. (2022). Clinical artificial intelligence quality improvement:
towards continual monitoring and updating of Al algorithms in healthcare. Npj
Digital Medicine, 5(1), 66.

Feng, Z., & Chen, M. (2022). Platformance-based cross-border import retail e-
commerce service quality evaluation using an artificial neural network
analysis. Journal of Global Information Management (JGIM), 30(11), 1-17.

Filieri, R., Chen, W., & Lal Dey, B. (2017). The importance of enhancing,
maintaining and saving face in smartphone repurchase intentions of Chinese
early adopters: An exploratory study. Information Technology and People,
30(3), 629-652. https://doi.org/10.1108/1TP-09-2015-0230

Galhotra, B., & Dewan, A. (2020). Impact of COVID-19 on digital platforms and
change in E-commerce shopping trends. 2020 Fourth International
Conference on I-SMAC (loT in Social, Mobile, Analytics and Cloud)(l-
SMAC), 861-866.

Gavandi, S. T., Degree, M. D., Economic, F., & Of, B. (2021). Analysis Of Factors
That Influence Hotel.

Ginting, Y., Chandra, T., Miran, I., & Yusriadi, Y. (2023). Repurchase intention of
e-commerce customers in Indonesia: An overview of the effect of e-service
quality, e-word of mouth, customer trust, and customer satisfaction mediation.
International Journal of Data and Network Science, 7(1), 329-340.

Gorgoglione, M., & Panniello, U. (2018). Beyond customer experience models:

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



195

identifying idiosyncratic perceptions. International Journal of Bank
Marketing, 36(7), 1311-1328. https://doi.org/10.1108/1JBM-06-2017-0124

Gounaris, S., Dimitriadis, S., & Stathakopoulos, V. (2010). An examination of the
effects of service quality and satisfaction on customers’ behavioral intentions
in e-shopping. Journal of Services Marketing, 24(2), 142-156.
https://doi.org/10.1108/08876041011031118

Halstead, D., Thomas, & Page. (1992). The Effect of Satisfaction and Complaining
Behaviour on Customer Repurchase Intention.

Hamacher, K., & Buchkremer, R. (2022). Measuring online sensory consumer
experience: introducing the Online Sensory Marketing Index (OSMI) as a
structural modeling approach. Journal of Theoretical and Applied Electronic
Commerce Research, 17(2), 751-772.

Hellier, P. K., Geursen, G. M., Carr, R. A., & Rickard, J. A. (2003). Customer
repurchase intention. European Journal of Marketing, 37(11/12), 1762—-1800.
https://doi.org/10.1108/03090560310495456

Ho, C., Liu, Y., & Chen, M. (2022). Factors Influencing Watching and Purchase
Intentions on Live Streaming Platforms: From a 7Ps Marketing Mix
Perspective. 1-19.

Ho, S. C., & Hsu, Y. P. (2022). Paving the Way for Digital Transformation:
Investigate Customer Experiences of Using Mobile Apps. Pacific Asia Journal
of the Association for Information  Systems, 14(1), 18-39.
https://doi.org/10.17705/1pais.14103

Ho, S. P. S., & Chow, M. Y. C. (2023). The role of artificial intelligence in

consumers’ brand preference for retail banks in Hong Kong. Journal of
Financial Services Marketing, 1-14.

Hoffman, D. L., & Novak, T. P. (2009). Flow Online: Lessons Learned and Future
Prospects.  Journal of Interactive  Marketing, 23(1), 23-34.
https://doi.org/10.1016/j.intmar.2008.10.003

Hoyer, W. D., Kroschke, M., Schmitt, B., Kraume, K., & Shankar, V. (2020).
Transforming the Customer Experience Through New Technologies. Journal
of Interactive Marketing, 51, 57-71.
https://doi.org/10.1016/j.intmar.2020.04.001

HR, G., & Aithal, P. S. (2020). Artificial Intelligence-Based Consumer
Communication by Brick-and-Mortar Retailers in India Leading to Syllogistic
Fallacy and Trap-Insights from an Experiment. International Journal of
Applied Engineering and Management Letters (IJAEML), 4(2), 211-221.

Ikumoro, A. (2020). Emerging Roles of Artificial Intelligence in Ecommerce.
Ivastya, R., & Fanani, Z. (2020). The Impact of E-Service Quality on E-Satisfaction
Ihda Farhatun Nisak, 2023
PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL

CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION
Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



196

and Implications on B2C shopee.com the online Repurchase: A case study of
Indonesia. International Journal of Advances in Scientific Research and
Engineering, 06(07), 01-09. https://doi.org/10.31695/ijasre.2020.33842

Jebarajakirthy, C., Saha, V., Goyal, P., & Mani, V. (2021). How Do Value Co-
Creation and E-Engagement Enhance E-Commerce Consumer Repurchase
Intention? Journal of Global Information Management, 30(5), 1-23.
https://doi.org/10.4018/jgim.290369

Jiang, C., Wang, J., Tang, Q., & Lyu, X. (2021). Investigating the effects of
dimension-specific sentiments on product sales: The perspective of sentiment
preferences. Journal of the Association for Information Systems, 22(2), 459—
489. https://doi.org/10.17705/1jais.00668

Jones, T. O., & Sasser, W. E. (1998). Why satisfied customers defect. IEEE
Engineering Management Review, 26(3), 16-26.
https://doi.org/10.1061/(asce)0742-597x(1996)12:6(11.2)

Kalia, P. (2021a). 2 Artificial Intelligence in E-Commerce. Artificial Intelligence:
Fundamentals and Applications, 9.

Kalia, P. (2021b). Artificial Intelligence in E-Commerce: A Business Process
Analysis. Artificial Intelligence: Fundamentals and Applications, July, 9-19.
https://doi.org/10.1201/9781003095910-2/artificial-intelligence-commerce-
prateek-kalia

Kaplan, A., & Haenlein, M. (2019). Siri, Siri, in my hand: Who’s the fairest in the
land? On the interpretations, illustrations, and implications of artificial
intelligence. Business Horizons, 62(1), 15-25.
https://doi.org/10.1016/j.bushor.2018.08.004

Kazancoglu, 1., & Demir, B. (2021). Analysing flow experience on repurchase
intention in e-retailing during COVID-19. International Journal of Retail and
Distribution Management, 49(11), 1571-1593.
https://doi.org/10.1108/IJRDM-10-2020-0429

Keiningham, T. L., Frennea, C. M., Aksoy, L., Buoye, A., & Mittal, V. (2015). A
Five-Component Customer Commitment Model: Implications for Repurchase
Intentions in Goods and Services Industries. Journal of Service Research,
18(4), 433-450. https://doi.org/10.1177/1094670515578823

Kelloway, E. K. (1998). Using LISREL for structural equation modeling: A
researcher’s guide. Sage.

Keni, K., Tjoe, H., Wilson, N., & Negara, E. S. (2020). The Effect of Perceived
Security, Ease of Use and Perceived Usefulness on Intention to Use Towards
Mobile  Payment Services in Indonesia. 478(Ticash), 78-84.
https://doi.org/10.2991/assehr.k.201209.010

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



197

Kenneth C. Laudon, J. P. L. (2004). Management information systems: managing
the digital firm, 8th Edition. In International Journal of Information
Management (Vol. 24, Issue 2).
https://doi.org/10.1016/j.ijinfomgt.2003.12.006

Kharchenko, V., Fesenko, H., & llliashenko, O. (2022). Basic model of non-
functional characteristics for assessment of artificial intelligence quality.
Radioelectronic and Computer Systems, 2, 131-144.

Khrais, L. T. (2020). Role of artificial intelligence in shaping consumer demand in
E-commerce. Future Internet, 12(12), 226.

Kim, C., Takashima, K., & Newell, S. (2018). How do retailers increase the benefits
of buyer innovativeness?: An intra- and inter-organization perspective. Asia
Pacific Journal of Marketing and Logistics, 30(3), 571-586.
https://doi.org/10.1108/APIJML-03-2017-0043

Kim, D., Jung, E., Yoon, M., Chang, Y., Park, S., Kim, D., & Demir, F. (2021).
Exploring the structural relationships between course design factors, learner
commitment, self-directed learning, and intentions for further learning in a
self-paced MOOC. Computers & Education, 166, 104171.

Kim, W., & Ok, C. (2009). The effects of relational benefits on customers’
perception of favorable inequity, affective commitment, and repurchase
intention in fullservice restaurants. Journal of Hospitality and Tourism
Research, 33(2), 227-244. https://doi.org/10.1177/1096348008329874

Kumar, A., & Kashyap, A. K. (2022). Understanding the Factors Influencing
Repurchase Intention in Online Shopping: A Meta-analytic Review. Vision,
09722629221107957.

Kurniawati, E., Siddig, A., & Huda, I. (2020). E-commerce opportunities in the 4.0
era innovative entrepreneurship management development. Polish Journal of
Management Studies, 21.

Kusumawati, A., Langga, A., & Alhabsji, T. (2020). Intensive distribution and sales
promotion for improving customer-based brand equity (CBBE), re-purchase
intention and word-of-mouth (WOM). Journal of Economic and
Administrative Sciences, ahead-of-p(ahead-of-print), 577-595.
https://doi.org/10.1108/JEAS-03-2019-0041

Kwan, S. K., & Spohrer, J. (2021). Reducing industry complexity with international
standards: Current efforts for services, e-commerce, artificial intelligence.
International Conference on Applied Human Factors and Ergonomics, 67—76.

Lane, K., Kotler, P., Brady, M., & Goodman, M. R. V. (2019). Marketing
management 4th European edition. In Soldering & Surface Mount Technology
(Vol. 13, Issue 3). https://doi.org/10.1108/ssmt.2001.21913cab.040

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



198

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

Lestari, D., Siti, M., Wardhani, W., & Yudaruddin, R. (2021). The impact of
COVID-19 pandemic on performance of small enterprises that are e-
commerce adopters and non-adopters. Problems and Perspectives in
Management, 19(3), 467.

Levitt, T. (1960). Marketing Myopia. Vegetatio, 30(3), 213-2109.

Li, B., Li, J., & Ou, X. (2022). Hybrid recommendation algorithm of cross-border
e-commerce items based on artificial intelligence and multiview collaborative
fusion. Neural Computing and Applications, 34(9), 6753-6762.

Li, X., Zhao, X., & Pu, W. (2020). Measuring ease of use of mobile applications in
e-commerce retailing from the perspective of consumer online shopping
behaviour patterns. Journal of Retailing and Consumer Services, 55, 102093.

Liang, Q., Liao, X., & Shang, J. (2020). A multiple criteria approach integrating
social ties to support purchase decision. Computers and Industrial
Engineering, 147(July), 106655. https://doi.org/10.1016/j.cie.2020.106655

Lim, X.-J., Cheah, J.-H., Waller, D. S., Ting, H., & Ng, S. I. (2020). What s-
commerce implies? Repurchase intention and its antecedents. Marketing
Intelligence & Planning, 38(6), 760—776.

Lindell, E., & Nilsson, R. (2023). The Fashion Consumer’s Conundrum: Bridging
the gap between expectations and experiences in E-commerce and physical
shopping in connection with sustainability.

Liu, T.-H. (2012). Effect of e-service quality on customer online repurchase
intentions. Lynn University.

Lolika, Y. T. (2021). The influence of security, ease of use, and privacy concern on
repurchase intention with e-satisfaction as a mediation on e-commerce.
Operations Management and Information System Studies, 1(4), 223-239.

Luh, N., Sawitri, P. W., Ayu, G., & Giantari, K. (2020). The Role of Trust Mediates
the Effect of Perceived Ease of Use and Perceived Usefulness on Online
Repurchase Intention. American Journal of Humanities and Social Sciences
Research, 1, 1-374.

Luo, H., Han, X., Wang, J., & Liu, L. (2015). The moderating effect of perceived
quality of logistics services and gender in the relationship between trust,
satisfaction and repurchase intention in E-commerce. 2015 12th International
Conference on Service Systems and Service Management, ICSSSM 2015.
https://doi.org/10.1109/ICSSSM.2015.7170197

Ma, E., Liu, J., & Li, K. (2023). Exploring the mechanism of live streaming e-

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



199

commerce anchors’ language appeals on users’ purchase intention. Frontiers
in Psychology, 14, 1109092.

Ma, K. X., Mather, D. W, Ott, D. L., Fang, E., Bremer, P., & Mirosa, M. (2022).
Fresh food online shopping repurchase intention: the role of post-purchase
customer experience and corporate image. International Journal of Retail &
Distribution Management, 50(2), 206—228.

Malhotra, N. K. (2010). Marketing Research- An Applied Orientation.

Malhotra, N. K. (2015). Essentials of Marketing Research (Global Edi). Pearson
Education Limited.

Maman, U., Nata, A., Mukri, R., & Hendra, F. (2022). The Need of Physical
Improvement of Online Marketing: The Case of Agribusiness e-Commerce in
Indonesia. 2022 10th International Conference on Cyber and IT Service
Management (CITSM), 1-6.

Mao, H., Zhang, T., & Tang, Q. (2021). Research framework for determining how
artificial intelligence enables information technology service management for
business model resilience.  Sustainability  (Switzerland),  13(20).
https://doi.org/10.3390/su132011496

Marques, P. B. da S. (2022). Traditional and interactive display methods: do they
increase sensorial shopping experience and purchase intention for luxury e-
commerce?

Martasari, G. W. (2023). Impact of Industrial Technology 4.0 In Improving Service
Quality and Customer Experience on E-Commerce Platforms: Literature
Review. International Journal of Social Service and Research, 3(6), 1427—
1435.

Martin, J., Mortimer, G., & Andrews, L. (2015). Re-examining online customer
experience to include purchase frequency and perceived risk. Journal of
Retailing and Consumer Services, 25, 81-95.
https://doi.org/10.1016/j.jretconser.2015.03.008

Maskuroh, N., Fahlevi, M., Irma, D., Rita, R., & Rabiah, A. (2022). Social media
as a bridge to e-commerce adoption in Indonesia: A research framework for
repurchase intention. International Journal of Data and Network Science,
6(1), 107-114.

Mathews, S., Bianchi, C., Perks, K. J., Healy, M., & Wickramasekera, R. (2016).
Internet marketing capabilities and international market growth. International
Business Review, 25(4), 820-830.
https://doi.org/10.1016/j.ibusrev.2015.10.007

Mathwick, C., Malhotra, N., & Rigdon, E. (2001). Experiential value:
Conceptualization, measurement and application in the catalog and Internet

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



200

shopping  environment. Journal of Retailing, 77(1), 39-56.
https://doi.org/10.1016/S0022-4359(00)00045-2

Maulina, E., Purnomo, M., Wicaksono, A., & Rizal, M. (2020). Analysis of the use
of artificial intelligence technology on digital Startups in Indonesia.
International Journal of Advanced Science and Technology, 750-758.

Mbah, C. C., Akpan, A. O., & Odike, M. (2019). Effect of education on online
shopping behaviour in nigeria. Advance Journal of Economics and Marketing
Research, 4(4).

McDaniel, & Gates. (2015). Marketing Research (10th ed.).

Miao, M., Jalees, T., Zaman, S. I, Khan, S., Hanif, N.-A., & Javed, M. K. (2022).
The influence of e-customer satisfaction, e-trust and perceived value on
consumer’s repurchase intention in B2C e-commerce segment. Asia Pacific
Journal of Marketing and Logistics, 34(10), 2184-2206.

Michaud Trevinal, A., & Stenger, T. (2014). Toward a conceptualization of the
online shopping experience. Journal of Retailing and Consumer Services,
21(3), 314-326. https://doi.org/10.1016/j.jretconser.2014.02.009

Mihardjo, L. W. W., Sasmoko, Alamsjah, F., & Elidjen. (2019). The influence of
digital customer experience and electronic word of mouth on brand image and
supply chain sustainable performance. Uncertain Supply Chain Management,
7(4), 691-702. https://doi.org/10.5267/j.uscm.2019.4.001

Mojtaba Kaveh. (2012). Role of trust in explaining repurchase intention. African
Journal of Business Management, 6(14), 5014-5025.
https://doi.org/10.5897/ajbm11.2625

Moses, E., Clark, K. R., & Jacknis, N. J. (2021). The Future of Advertising:
Influencing and Predicting Response through Artificial Intelligence, Machine
Learning, and Neuroscience. In Handbook of Research on Applied Data
Science and Artificial Intelligence in Business and Industry (pp. 151-166). IGI
Global.

Mou, J., Cohen, J., Dou, Y., & Zhang, B. (2020). International buyers’ repurchase
intentions in a Chinese cross-border e-commerce platform: A valence
framework  perspective. Internet  Research,  30(2), 403-437.
https://doi.org/10.1108/INTR-06-2018-0259

Mustikasari, A., Krisnawati, M., & Sutrisno, E. (2021). Customer Experience and
Repurchase Intention in Multi-Channel : Customer Satisfaction as Mediating
Variable. 12(3), 7-19.

Nadeem, M. A., Liu, Z., Pitafi, A. H., Younis, A., & Xu, Y. (2020). Investigating
the repurchase intention of Bitcoin: empirical evidence from China. Data
Technologies and Applications, 54(5), 625-642.

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



201

https://doi.org/10.1108/DTA-10-2019-0182

Nazir, S., Khadim, S., Asadullah, M. A., & Syed, N. (2023). Exploring the influence
of artificial intelligence technology on consumer repurchase intention: The
mediation and moderation approach. Technology in Society, 72, 102190.

Nguyen, T.-M., & Malik, A. (2022). Impact of knowledge sharing on employees’
service quality: the moderating role of artificial intelligence. International
Marketing Review, 39(3), 482-508.

Nica, E., Poliak, M., Popescu, G. H., & Parvu, I.-A. (2022). Decision intelligence
and modeling, multisensory customer experiences, and socially interconnected
virtual services across the metaverse ecosystem. Linguistic and Philosophical
Investigations, 21, 137-153.

Nofrialdi, R. (2021). Online Shopping Behavior Model: Determining the Factors
Affecting Repurchase Intention. Journal of Low Politic and Humanities, 1(2),
88-97.

Nordin, N. F. C., Mohd, N. S., Koting, S., Ismail, Z., Sherif, M., & EI-Shafie, A.
(2021). Groundwater quality forecasting modelling using artificial
intelligence: A review. Groundwater for Sustainable Development, 14,
100643.

Nwachukwu, D., & Affen, M. P. (2023). Artificial intelligence marketing practices:
The way forward to better customer experience management in Africa
(Systematic Literature Review). International Academy Journal of
Management, Marketing and Entrepreneurial Studies, 9(2), 44-62.

Oh, H. (1999). Service quality, customer satisfaction, and customer value: A
holistic perspective. International Journal of Hospitality Management, 18(1),
67-82. https://doi.org/10.1016/s0278-4319(98)00047-4

OKki, R. I., & Trinanda, O. (2021). Marketing Management Studies. 1(2), 132-141.
https://doi.org/10.24036/jkmp.v1il

Pallathadka, H., Ramirez-Asis, E. H., Loli-Poma, T. P., Kaliyaperumal, K.,
Ventayen, R. J. M., & Naved, M. (2021). Applications of artificial intelligence
in business management, e-commerce and finance. Materials Today:
Proceedings, July. https://doi.org/10.1016/j.matpr.2021.06.419

Parise, S., Guinan, P. J., & Kafka, R. (2016). Solving the crisis of immediacy: How
digital technology can transform the customer experience. Business Horizons,
59(4), 411-420. https://doi.org/10.1016/j.bushor.2016.03.004

Pasharibu, Y., Paramita, E. L., & Stephani, G. (2018). The effect of online customer
experience towards repurchase intention. International Journal of Supply
Chain Management, 7(5), 548-558.

Peyrot, M., & Van Doren, D. (1994). Effect of a Class Action Suit on Consumer

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



202

Repurchase Intentions. Journal of Consumer Affairs, 28(2), 361-379.
https://doi.org/10.1111/j.1745-6606.1994.tb00857.x

Ping, N. L. (2019). Constructs for artificial intelligence customer service in E-
commerce. 2019 6th International Conference on Research and Innovation in
Information Systems (ICRIIS), 1-6.

Poetri, M. O. (2019). the Effect of Experiential Marketing and Psychological
Pricing on Repurchase Intention of Customers in Store X. Russian Journal of
Agricultural and  Socio-Economic  Sciences, 92(8), 214-218.
https://doi.org/10.18551/rjoas.2019-08.23

Pollak, F., Kone¢ny, M., & S¢eulovs, D. (2021). Innovations in the management of
E-commerce: analysis of customer interactions during the COVID-19
pandemic. Sustainability, 13(14), 7986.

Polozov, S. M., Rashchikov, V. I., & Demsky, M. I. (2016). Beam dynamics in new
10 MeV high-power electron linac for industrial application. 25th Russian
Particle Accelerator Conference, RUPAC 2016, 63(1999), 493-495.

Pranata, Z., & Permana, D. (2021). Identifying the Role of Brand Loyalty in the
Relationship between Brand Awareness, Brand Association and Repurchase
Intention. European Journal of Business and Management Research, 6(1),
129-133. https://doi.org/10.24018/ejbmr.2021.6.1.704

Prentice, C., Weaven, S., & Wong, I. K. A. (2020). Linking Al quality performance
and customer engagement: The moderating effect of Al preference.
International  Journal  of  Hospitality = Management,  90(July).
https://doi.org/10.1016/j.ijhm.2020.102629

Qibtiyah, D., Hurruyati, R., & Hendrayati, H. (2021). The Influence of Discount on
Repurchase Intention. Proceedings of the 5th Global Conference on Business,
Management and Entrepreneurship (GCBME 2020), 187(Gcbme 2020), 385—
389. https://doi.org/10.2991/aebmr.k.210831.076

Rahayu, K. S., & Saodin. (2021). E-ServQual on E-Trust, E-Satisfaction and Online
Repurchase Intention. Review of International Geographical Education
Online, 11(4), 1426-1439. https://doi.org/10.33403/rige0.8006856

Rahayu, S., & Faulina, S. T. (2022). Pengaruh Digital Customer Experience dalam
Menciptakan Customer Satisfaction dan Customer Loyalty di Era Digital.
Jesya  (Jurnal Ekonomi & Ekonomi  Syariah), 5(1), 1-13.
https://doi.org/10.36778/jesya.v5i1.568

Rahmania, M. A., & Wahyono. (2012). Interaction of E-Service Quality,
Experiential Marketing, Trust, and Satisfaction on Repurchase Intention. 1(2),
120-128.

Rashidin, M. S., Gang, D., Javed, S., & Hasan, M. (2021). The role of artificial

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



203

intelligence in sustaining the e-commerce ecosystem: Alibaba vs. Tencent.
Journal of Global Information Management (JGIM), 30(8), 1-25.

Riivits-arkonsuo, 1., & Kaljund, K. (2014). Consumer Journey from First
Experience to Brand Evangelism. Research in Economics and Business:
Central and Eastern Europe, 6(1).

Rodriguez-Garcia, G., Molinos-Senante, M., Hospido, A., Hernandez-Sancho, F.,
Moreira, M. T., & Feijoo, G. (2011). Environmental and economic profile of
six typologies of wastewater treatment plants. Water Research, 45(18), 5997—
6010. https://doi.org/10.1016/j.watres.2011.08.053

Rohwiyati, R., & Praptiestrini, P. (2019). The effect of shopee e-service quality and
price perception on repurchase intention: Customer satisfaction as mediation
variable. Indonesian Journal of Contemporary Management Research, 1(1),
47-54,

Rose, S., Clark, M., Samouel, P., & Hair, N. (2012). Online Customer Experience
in e-Retailing: An empirical model of Antecedents and Outcomes. Journal of
Retailing, 88(2), 308-322. https://doi.org/10.1016/j.jretai.2012.03.001

Sahni, V., Srivastava, S., & Khan, R. (2021). Modelling techniques to improve the
quality of food using artificial intelligence. Journal of Food Quality, 2021, 1—
10.

Sang Hee Jung, B. G. C. (2020). Influential Factors of Digital Customer
Experiences on Purchase in the 4th Industrial Revolution Era. 3(1), 101-115.

Saputro, A., & Sugiharto, S. (2018). Pengaruh Digital Marketing dan Brand
Ambassador dalam Membentuk Brand Identity sebagai Variabel Intervensi
terhadap Purchase Intention pada Produk Markobar. Jurnal Strategi
Pemasaran, 5(2), 1-8.

Sari, A., Ambarwati, D. A. S.,, & Ramelan, M. R. (2020). The mediation
relationship of customer satisfaction between service quality and repurchase
intention on e-commerce in Indonesia. Jurnal Manajemen Dan Pemasaran
Jasa, 13(1), 137. https://doi.org/10.25105/jmpj.v13i1.6102

Sarwono, Y. (2010). Pengertian Dasar Structural Equation Modeling (SEM). Jurnal
IImiah Manajemen Bisnis Ukrida, 10(3), 98528.

Saura, J. R., Ribeiro-Soriano, D., & Palacios-Marqués, D. (2021). Setting B2B
digital marketing in artificial intelligence-based CRMs: A review and
directions for future research. Industrial Marketing Management, 98, 161
178.

Savila, 1. D., Wathoni, R. N., & Santoso, A. S. (2019). The role of multichannel
integration, trust and offline-to-online customer loyalty towards repurchase
intention: An empirical study in online-to-offline (020) e-commerce.

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



204

Procedia Computer Science, 161, 859-866.
https://doi.org/10.1016/j.procs.2019.11.193

Science, C. (2021). Lower-Income Americans Increasingly Turned to Online
Grocery Shopping in Q1. Fiscal Studies, 42(2), 249-264.

Setyorini, R., & Nugraha, R. P. (2016). The Effect of Trust Towards Online
Repurchase Intention With Perceived Usefulness As An Intervening Variable :
A Study on KASKUS Marketplace Customers. The Asian Journal of
Technology Management, 9(1), 1-7.

Shamma, H. M., El Masry, R., & Dutot, V. (2023). When Online Reputation Drives
Consumers’ Online Repurchase Intentions: An Egyptian Story. Global
Business Review, 09721509231155276.

Sharda, R., Delen, D., & Turban, E. (2021). Analytics, data science, & artificial
intelligence: Systems for decision support. Pearson.

Shi, S., Mu, R, Lin, L., Chen, Y., Kou, G., & Chen, X.-J. (2018). The impact of
perceived online service quality on swift guanxi: Implications for customer
repurchase intention. Internet Research, 28(2), 432-455.

Singh, D. (2020). Hypothesis: Meaning, Types and Formulation. Journal of Legal
Studies and Research, 6(6), 146-163.

Singh, R. (2021). A Study of Artificial Intelligence and E-Commerce Ecosystem-—
A Customer’s Perspective. International Journal of Research in Engineering,
Science and Management, 4(2), 78-87.

Singh, R., & Trinchetta, G. G. (2020). Community Connections: Advocating for
Libraries through Effective Brand Advocacy. Public Library Quarterly, 39(4),
295-309. https://doi.org/10.1080/01616846.2019.1613626

So, K. K. F., Kim, H., & Oh, H. (2021). What Makes Airbnb Experiences
Enjoyable? The Effects of Environmental Stimuli on Perceived Enjoyment and
Repurchase Intention. Journal of Travel Research, 60(5), 1018-1038.
https://doi.org/10.1177/0047287520921241

Solomon, M. R. (2011). Consumer behavior: Buying, having, and being, Global
Edition. Pearson, 14(2), 116-124.

Soo CHA, S., & Han LEE, S. (2021). The Effects of User Experience Factors on
Satisfaction and Repurchase Intention at Online Food Market*. Journal of
Industrial Distribution & Business, 12(4), 7-13.

Spreng, R. A., Harrell, G. D., & Mackoy, R. D. (1995). Service recovery: Impact
on satisfaction and intentions. Journal of Services Marketing, 9(1), 15-23.
https://doi.org/10.1108/08876049510079853

Sucena, M. P., & Cury, M. V. Q. (2023). Artificial Intelligence Applied to Assess
Perceptions of the Quality of E-Commerce Logistics: Case Study of Rio de

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



205

Janeiro. Brazilian Business Review.

Sudaryanto, S., Subagio, A., Meliana, M., Sudaryanto, S., Subagio, A., & Meliana,
M. (2021). Does COVID-19 Affect Online Experience Towards Repurchase
Intention ?  An  Empirical Study in Indonesia. 8(6), 1013-1023.
https://doi.org/10.13106/jafeb.2021.v0l8.n06.1013

Suhaily, L., & Soelasih, Y. (2017). What Effects Repurchase Intention of Online
Shopping. International Business Research, 10(12), 113.
https://doi.org/10.5539/ibr.v10n12p113

Suhaily, L., & Soelasih, Y. (2018). How E-Service Quality, Experiential Marketing,
and Price Perception to make Repurchase Intention on On-line Shopping? The
International Journal of Business Management and Technology, 2(3), 10-20.
www.theijomt.com

Sullivan, Y. W., & Kim, D. J. (2018). Assessing the effects of consumers’ product
evaluations and trust on repurchase intention in e-commerce environments.
International Journal of Information Management, 39(July 2017), 199-2109.
https://doi.org/10.1016/j.ijinfomgt.2017.12.008

Sun, S., Law, R., Schuckert, M., & Hyun, S. S. (2021). Impacts of mobile payment-

related attributes on consumers’ repurchase intention. International Journal of
Tourism Research, October 2020, 1-14. https://doi.org/10.1002/jtr.2481

Sunyansanoa, S. (2013). Examining factors influencing the repurchasing intention
of credence products: empirical evidence from Thailand.

Susanto, T. W. P., Sudapet, I. N., Subagyo, H. D., & Suyono, J. (2021). The Effect
of Service Quality and Price on Customer Satisfaction and Repurchase
Intention (Case Study at Crown Prince Hotel Surabaya). Quantitative
Economics and Management Studies, 2(5), 288-297.
https://doi.org/10.35877/454ri.qems325

Suwarno, B. (2020). An Empirical Examination of Price Discount , Bonus Pack ,
and Instore Display on Consumers Purchase Intention. Internasional Sains
Dan Bisnis, 4(2), 303-314. https://doi.org/10.5281/zenodo.3661184

Tandon, U., Mittal, A., & Manohar, S. (2021). Examining the impact of intangible
product features and e-commerce institutional mechanics on consumer trust
and repurchase intention. Electronic Markets, 31, 945-964.

Thomas, A. (2017). Multivariate hybrid pathways for creating exceptional customer
experiences. Business Process Management Journal, 23(4), 822-829.
https://doi.org/10.1108/BPMJ-02-2017-0027

Tien, D. H., Amaya Rivas, A. A., & Liao, Y. K. (2019). Examining the influence
of customer-to-customer electronic word-of-mouth on purchase intention in
social networking sites. Asia Pacific Management Review, 24(3), 238-249.

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



206

https://doi.org/10.1016/j.apmrv.2018.06.003

Tynan, C., & McKechnie, S. (2009). Experience marketing: A review and
reassessment. Journal of Marketing Management, 25(5-6), 501-517.
https://doi.org/10.1362/026725709X461821

Unver, S., & Alkan, O. (2021). Determinants of E-Commerce Use at Different
Educational Levels: Empirical Evidence from Turkey e-Commerce Use at
Different Educational Levels. International Journal of Advanced Computer
Science and Applications, 12(3).

Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A., Tsiros, M., &
Schlesinger, L. A. (2009). Customer Experience Creation: Determinants,
Dynamics and Management Strategies. Journal of Retailing, 85(1), 31-41.
https://doi.org/10.1016/j.jretai.2008.11.001

Wang, C., Ahmad, S. F., Ayassrah, A. Y. A. B. A., Awwad, E. M., Irshad, M., Ali,
Y. A, Al-Razgan, M., Khan, Y., & Han, H. (2023). An empirical evaluation
of technology acceptance model for Artificial Intelligence in E-commerce.
Heliyon, 9(8).

Wang, Y., Anderson, J., Joo, S. J., & Huscroft, J. R. (2020). The leniency of return
policy and consumers’ repurchase intention in online retailing. Industrial
Management and Data Systems, 120(2), 21-39.
https://doi.org/10.1108/IMDS-01-2019-0016

Wasono, L. W., & Alamsjah, F. (2019). Uncertain Supply Chain Management The
influence of digital customer experience and electronic word of mouth on
brand image and supply chain sustainable performance. 7, 691-702.
https://doi.org/10.5267/j.uscm.2019.4.001

Weber, M., & Chatzopoulos, C. G. (2019). Digital customer experience: The risk
of ignoring the non-digital experience. International Journal of Industrial
Engineering and Management, 10(3), 201-210.
https://doi.org/10.24867/IJIEM-2019-3-240

Wen, C., Prybutok, V. R., & Xu, C. (2011). The Keep An integrated model for
customer online repurchase intention AN INTEGRATED MODEL FOR
CUSTOMER ONLINE REPURCHASE INTENTION. Taylor & Francis,
January.
http://www.tandfonline.com/doi/abs/10.1080/08874417.2011.11645518%0A
http://thekeep.eiu.edu/business_fac%0Ahttp://thekeep.eiu.edu/business_fac/8

Wijanto, S. (2007). Structural Equation Modeling dengan LISREL 8.80. Graha
lImu.

Wijanto, S. H. (2007). Structural Equation Modeling Dengan Lisrel 8.8. Konsep &
Tutorial. Graha lImu.

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



207

Wijaya, T. (2009). Analisis SEM dengan AMOS versi 18. Universitas Atmajaya.

Wilson, N., Alvita, M., & Wibisono, J. (2021). the Effect of Perceived Ease of Use
and Perceived Security Toward Satisfaction and Repurchase Intention. Jurnal
Muara IImu Ekonomi Dan Bisnis, 5(1), 145,
https://doi.org/10.24912/jmieb.v5i1.10489

Wilson, N., Keni, K., & Tan, P. H. P. (2019). The effect of website design quality
and service quality on repurchase intention in the E-commerce industry: A
cross-continental analysis. Gadjah Mada International Journal of Business,
21(2), 187-222. https://doi.org/10.22146/gamaijb.33665

Wirtz, J., Patterson, P. G., Kunz, W. H., Gruber, T., Lu, V. N., Paluch, S., &
Martins, A. (2018). Brave new world: service robots in the Frontline. Journal
of Service Management, 29(5), 907-931. https://doi.org/10.1108/JOSM-04-
2018-0119

Wixom, B. H., & Todd, P. A. (2005). A theoretical integration of user satisfaction
and technology acceptance. Information Systems Research, 16(1), 85-102.
https://doi.org/10.1287/isre.1050.0042

Xu, J., Hu, Z., Zou, Z., Zou, J., Hu, X., Liu, L., & Zheng, L. (2018). Design of
Smart Unstaffed Retail Shop Based on 10T and Artificial Intelligence. IEEE
Access, 8, 147728-147737. https://doi.org/10.1109/ACCESS.2020.3014047

Yang, M., Al Mamun, A., Mohiuddin, M., Nawi, N. C., & Zainol, N. R. (2021).
Cashless transactions: A study on intention and adoption of e-wallets.
Sustainability (Switzerland), 13(2), 1-18. https://doi.org/10.3390/su13020831

Yin, W., & Xu, B. (2021). Effect of online shopping experience on customer loyalty
in apparel business- to-consumer ecommerce.
https://doi.org/10.1177/00405175211016559

Ying Lin. (2023). 10 Artificial Intelligence Statistics You Need To Know In 2023
[Infographic].

Yvonne, A., & Kristaung, R. (2013). Metodologi Penelitian Bisnis dan Akuntansi.

Dian Rakyat.
Zanker, M., Fuchs, M., Hopken, W., Tuta, M., & Miiller, N. (2008). Evaluating
Recommender Systems in Tourism — A Case Study from Austria.

Information and Communication Technologies in Tourism 2008, 1998, 24-34.
https://doi.org/10.1007/978-3-211-77280-5_3

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral
consequences of service quality. Journal of Marketing, 60(2), 31-46.
https://doi.org/10.2307/1251929

Zhang, K. Z. K., & Benyoucef, M. (2016). Consumer behavior in social commerce:
A literature review. Decision Support Systems, 86, 95-108.

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



208

https://doi.org/10.1016/j.dss.2016.04.001

Zhang, Q., Lu, J., & Jin, Y. (2021). Artificial intelligence in recommender systems.
Complex & Intelligent Systems, 7, 439-457.

Zhang, Z., & Nuangjamnong, C. (2023). The Impact Factors toward Online
Repurchase Intention: A case study of Taobao e-Commerce platform in
China. 7(May), 35-56.

Zhou, M., Huang, J., Wu, K., Huang, X., Kong, N., & Campy, K. S. (2021).
Characterizing Chinese consumers’ intention to use live e-commerce
shopping. Technology in Society, 67, 101767.

Zhuo, S. (2021). The efficacy of social media influencers in e-commerce in the
context of sensory richness.

Sumber Buku:

Cooper, D. R., & Schindler, P. S. (2014). Business Research Method : 12th Edition.

Ghozali, 1. (2014). Model Persamaan Struktural. Konsep dan Aplikasi dengan
Program AMOS 24. Update Bayesian SEM. Badan Penerbit Universitas
Diponegoro.

Ghozali, P. L. (2014). Model Persamaan Struktural. Konsep dan Aplikasi dengan
Program AMOS 24. Update Bayesian SEM.

Kotler & Keller. (2016). Capturing Marketing Insights (Electronic Version). In
Marketing Management.

Kotler, P., Kartajaya, H., & Hooi, D. H. (2019). Marketing 4.0: Moving From
Traditional To Digital. In Asian Competitors.
https://doi.org/10.1142/9789813275478_0004

Kotler, P., Kartajaya, H., & Setiawan, I. (2010). Marketing 3.0: From Products to
Customers to the Human Spirit. John Wiley & Sons, Inc. Hoboken, New
Jersey. https://doi.org/https://doi.org/10.1007/978-981-10-7724-1_10

Kotler, P., Kartajaya, H., & Setiawan, I. (2017). Marketing 4.0 in the digital
economy: Moving from traditional to digital marketing - Marketing Tech
News. 184.

Kotler, P., & Keller, K. L. (2016). A Framework for Marketing Management
(Global Edi). Pearson Education Limited.

Kotler, P., & Keller, K. L. (2017). Marketing-Management. In Marketing-
Management. https://doi.org/10.1515/9783486801125

Malhotra, N. K., & Birks, D. S. (2013). Marketing Research: An Applied
Approach.

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



https://doi.org/10.1515/9783486801125

209

Malhotra, N., Nunan, D., & Birks, D. (2017). Marketing research: An applied
approach. Pearson.

Mothersbaugh, D. L., & Hawkins, D. I. (2016). Consumer Behavior: Building
Marketing Strategy, Thirteenth Edition. In Mc Graw Hill Education

Priyono. (2016). Metode Penelitian Kuantitatif (T. Chandra (ed.); Edisi Revi).
Zifatama Publishing.

Santoso, S. (2011). Structural Equation Modeling (Konsep dan Aplikasi dengan
AMOS 18). PT Elex Media Komputindo.

Sarjono, H., & Julianita, W. (2015). Structural Equation Modeling (SEM). Sebuah
Pengantar, Aplikasi untuk Penelitian Bisnis. Salemba Empat.

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill building
approach. john wiley & sons.

Siyoto, S. (2015). Dasar Metodologi Penelitian. Literasi Media Publishing.
Sukmadinata, N. S. (2012). Metode Penelitian Pendidikan. Rosda Karya.
Sumber Website:

Abby McCain. (2022). 25 Artificial Intelligence Statistics [2023]: Key Facts About
Ai And The Ai Industry.

Badan Pusat Statistik (BPS). (2021). Statistik E-Commerce 2021.
https://www.bps.go.id/publication/2021/12/17/667821e67421afd2c81c574b/s
tatistik-e-commerce-2021.html

Dailysocial. ~ (2022).  Sumber  Pendapatan  Bukalapak  2021-2022.
https://databoks.katadata.co.id/datapublish/2021/09/01/bukalapak-kantongi-
pendapatan-rp-863-miliar-pada-semester-i-2021

databoks.katadata.co.id. (2022). Pelaku e-commerce Didominasi Usia Muda.
https://databoks.katadata.co.id/datapublish/2019/04/01/pelaku-e-commerce-
didominasi-usia-muda

databoks. (2021). Konsumen Paling Gemar Promo Gratis Ongkir saat Belanja
Daring.  https://databoks.katadata.co.id/datapublish/2021/10/27/konsumen-
lebih-pilih-jasa-pengiriman-tepat-waktu-saat-belanja-online

Databox. (2021). Jumlah E-Commerce di Jawa Barat Terbanyak Nasional.
https://databoks.katadata.co.id/datapublish/2021/12/17/jumlah-e-commerce-
di-jawa-barat-terbanyak-nasional

GoodStats. (2022). Shopee, Platform E-Commerce dengan Nilai Transaksi
Terbesar di Asia Tenggara 2022. https://goodstats.id/article/shopee-platform-
e-commerce-dengan-nilai-transaksi-terbesar-di-asia-tenggara-2022-bcOuV

LPSOS. (2022). Hasil Riset Ipsos: Shopee jadi E-Commerce yang Paling Banyak

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu


https://goodstats.id/article/shopee-platform-e-commerce-dengan-nilai-transaksi-terbesar-di-asia-tenggara-2022-bc0uV
https://goodstats.id/article/shopee-platform-e-commerce-dengan-nilai-transaksi-terbesar-di-asia-tenggara-2022-bc0uV

210

Digunakan pada 2021.
https://money.kompas.com/read/2022/01/31/204500426/hasil-riset-ipsos-
shopee-jadi-e-commerce-yang-paling-banyak-digunakan-pada?page=all

Marketeers. (2022). Shopee Vs Tokopedia, Siapa yang Menjadi Top of Mind
Konsumen?. https://www.marketeers.com/shopee-vs-tokopedia-siapa-yang-
menjadi-top-of-mind-konsumen/

Open.data.jabar. (2021). Transaksi digital jadi jalan pintas selamatkan UMKM
Jabar?. https://opendata.jabarprov.go.id/id/infografik/transaksi-digital-jadi-
jalan-pintas-selamatkan-umkm-jabar

Simplilearn. (2023). Top Artificial Intelligence Stats You Should Know About in
2023. https://www.simplilearn.com/artificial-intelligence-stats-article

Ihda Farhatun Nisak, 2023

PROGRAM ARTIFICIAL INTELLIGENCE QUALITY DALAM SOCIALMEDIA UNTUK MENCIPTAKAN DIGITAL
CUSTOMER EXPERIENCE SEBAGAI UPAYA BERKELANJUTAN ONLINE REPURCHASE INTENTION

Universitas Pendidikan Indonesia | respository.upi.edu | perpustakaan.upi.edu



