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ABSTRAK 

 

MODEL CONTINUANCE USE INTENTION PENGGUNA  

APLIKASI E-COMMERCE 

 

Persaingan antar penyedia layanan belanja online berbasis web dan aplikasi mobile 

sudah begitu tinggi seiring dengan banyaknya perusahaan yang menyediakan 

platform e-commerce di Indonesia. Banyaknya pilihan platform berbelanja online 

memicu makin meningkatnya kebiasaan masyarakat dalam berbelanja baik untuk 

kebutuhan primer maupun sekunder secara online. Perusahaan e-commerce harus 

terus berupaya untuk meningkatkan jumlah pengguna aplikasinya dan 

mempertahankan pengguna yang sudah aktif agar tidak beralih ke aplikasi milik 

pesaing. Oleh karena itu, mempertahankan pengguna (user retention) dengan cara 

mempertahankan dan meningkatkan minat terus menggunakan menjadi hal yang 

penting untuk dapat tetap unggul dalam persaingan. Penelitian ini bertujuan untuk 

menganalisis model continuance use intention dengan mengkombinasikan 

technology acceptance model (TAM) dengan expectation-confirmation model 

(ECM) dan technology continuance theory (TCT). Penggabungan ini 

menambahkan beberapa variabel pada model yaitu satisfaction dan continuance use 

intention diantara variabel TAM yang ada yaitu perceived usefulness dan perceived 

ease of use. Penelitian ini juga mengobservasi peran brand equity yang terbukti 

berperan besar dalam memicu minat pembelian konsumen. Penelitian ini dilakukan 

terhadap para pengguna aplikasi e-commerce di Indonesia yang diperoleh dengan 

teknik simple random sampling. Data penelitian ini diperoleh dari kuesioner yang 

disebar secara online kepada responden berjumlah 121 orang yang mewakili 

populasi pengguna aplikasi e-commerce di Indonesia. Analisis dilakukan dengan 

metode PLS-SEM menggunakan software SmartPLS 3. Hasil penelitian 

menunjukkan bahwa brand equity terbukti secara statistik berpengaruh terhadap 

continuance use intention melalui mediasi perceived usefulness, perceived ease of 

use dan satisfaction. Berdasarkan temuan dari penelitian, variabel satisfaction 

menjadi penting karena kemampuannya yang dapat meningkatkan pengaruh 

variabel lain terhadap continuance use intention. 

 

Kata kunci: brand equity; continuance use intention; e-commerce; perceived ease 

of use; perceived usefulness; satisfaction   
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ABSTRACT 

 

CONTINUANCE USE INTENTION MODEL OF E-COMMERCE  

USERS 

 

The competition among online shopping service providers, both web-based and 

mobile-based applications, has become intense due to the increasing number of e-

commerce platforms in Indonesia. The abundance of online shopping platforms has 

led to a growing consumer habit of purchasing both primary and secondary needs 

online. E-commerce companies must continuously strive to increase the number of 

users and retain those who are active to prevent them from switching to platforms 

provided by their competitors. Therefore, user retention, achieved by maintaining 

and enhancing the continuance use of e-commerce apps, is crucial to maintaining 

a competitive edge. This research aims to analyze the continuance use intention 

model by combining the Technology Acceptance Model (TAM) with the 

Expectation-Confirmation Model (ECM) and the Technology Continuance Theory 

(TCT). This integration adds several variables to the model, namely satisfaction 

and continuance use intention, among the existing TAM variables namely perceived 

usefulness and perceived ease of use. The study also examines the role of brand 

equity, which has been proven to significantly influence consumer purchase 

intentions. The research is conducted on users of e-commerce applications in 

Indonesia, and obtained through simple random sampling techniques. The data for 

this study is collected through an online questionnaire distributed to 121 

respondents representing the population of e-commerce application users in 

Indonesia. The analysis is conducted using the Partial Least Squares-Structural 

Equation Modeling (PLS-SEM) method with SmartPLS 3 software. The research 

findings demonstrate that brand equity statistically influences continuance use 

intention, mediated by perceived usefulness, perceived ease of use, and satisfaction. 

Based on the research findings, satisfaction is identified as an important variable 

due to its ability to enhance the effect of other variables on continuance use 

intention. 

 

Keywords: brand equity; continuance use intention; e-commerce; perceived ease 

of use; perceived usefulness; satisfaction 

 

  



 

 

x 
Asep Bayu Ekawijaya, 2023 
MODEL CONTINUANCE USE INTENTION PENGGUNA APLIKASI E-COMMERCE 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

LEMBAR PERNYATAAN KEASLIAN TESIS 

 

Dengan ini menyatakan bahwa tesis dengan judul “Model Continuance Use 

Intention Pengguna Aplikasi E-Commerce” beserta seluruh isinya adalah benar-

benar karya sendiri dan tidak melakukan penjiplakan atau pengutipan dengan cara-

cara yang tidak sesuai dengan etika keilmuan yang berlaku dalam masyarakat 

keilmuan.  

Atas pernyataan ini, siap menanggung resiko atau sanksi yang dijatuhan 

apabila kemudian adanya pelanggaran terhadap etika keilmuan dalam tesis ini, atau 

ada klaim pihak lain terhadap keaslian tesis ini.  

 

 

 

Bandung, Juni 2023  

 

 

 

 

Asep Bayu Ekawijaya  

  



 

 

xi 
Asep Bayu Ekawijaya, 2023 
MODEL CONTINUANCE USE INTENTION PENGGUNA APLIKASI E-COMMERCE 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

KATA PENGANTAR 

 

Puji dan syukur penulis panjatkan ke hadirat Allah SWT yang telah 

memberikan berkah, rahmat, taufik, dan hidayah-Nya sehingga penulis dapat 

menyelesaikan tesis tepat pada waktunya dengan judul “Model Continuance Use 

Intention Pengguna Aplikasi E-Commerce”. Tesis ini disusun untuk memperoleh 

gambaran mengenai brand equity, perceived usefulness, perceived ease of use, 

satisfaction dan continuance use intention pada pengguna aplikasi e-commerce di 

Indonesia.  

Penulis telah berupaya secara maksimal untuk menyusun tesis ini dengan 

sebaik mungkin, tetapi penulis tidak memungkiri bahwa dalam penulisan ini 

terdapat kekurangan atau kesalahan sehingga masih banyak hal yang belum 

sempurna. Oleh karenanya, penulis sangat terbuka untuk menerima kritik dan saran 

yang membangun dari semua pihak.  

Semoga tesis ini dapat bermanfaat bagi kita semua dan khususnya untuk 

penulis. Akhir kata penulis ucapkan terimakasih untuk semua pihak yang telah 

membantu terselesaikannya penyusunan tesis ini. Semoga penyusunan tesis ini 

dapat bermanfaat bagi pihak-pihak terkait.  

Bandung, Juni 2023  

 

 

Asep Bayu Ekawijaya  

  



 

 

xii 
Asep Bayu Ekawijaya, 2023 
MODEL CONTINUANCE USE INTENTION PENGGUNA APLIKASI E-COMMERCE 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

UCAPAN TERIMA KASIH 

Tesis ini tentunya tidak lepas dari bantuan berbagai pihak sehingga tesis ini 

dapat selesai dalam waktu yang ditentukan, oleh karena itu peneliti ingin 

mengucapkan terima kasih kepada:  

1. Prof. Dr. M. Solehudin M.Pd., M.A, selaku Rektor Universitas Pendidikan 

Indonesia.  

2. Bapak Prof. Dr. H. Eeng Ahman, MS. selaku Dekan Fakutas Pendidikan 

Ekonomi dan Bisnis Universitas Pendidikan Indonesia.  

3. Ibu Dr. Maya Sari, S.E., M.M selaku Ketua Program Studi Magister 

Manajemen Fakultas Pendidikan Ekonomi dan Bisnis  Universitas Pendidikan 

Indonesia.  

4. Ibu Prof. Dr. Hj. Ratih Hurriyati, M.P. selaku Dosen Pembimbing I yang 

senantiasa membimbing dengan kesabaran dan ketelitian juga meluangkan 

waktu, tenaga, dan pikiran di tengah-tengah kesibukannya sehingga penulis 

dapat menyelesaikan tesis ini.  

5. Bapak Dr. Chairul Furqon, S.Sos., M.M selaku Dosen Pembimbing II yang 

senantiasa membimbing dengan kesabaran dan ketelitian juga meluangkan 

waktu, tenaga, dan pikiran di tengah-tengah kesibukannya sehingga penulis 

dapat menyelesaikan tesis ini.  

6. Ibu Dr. Puspo Dewi Dirgantari, M.T., M.M. dan Bapak Dr. H. Mokh. Adib 

Sultan, S.T, M.T. sebagai dosen penguji tesis yang telah memberikan masukan 

yang menjadikan kualitas tesis ini lebih baik.  

7. Segenap dosen dan staf administrasi Fakultas Pendidikan Ekonomi dan Bisnis 

Universitas Pendidikan Indonesia yang telah membimbing dan memberikan 

motivasi serta bantuan bagi penulis selama menjalani perkuliahan.  

8. Rekan-rekan, sahabat, dan responden yang telah bersedia mengisi instrumen 

penelitian ini sehingga penulis dapat menyelesaikan tesis ini tepat pada 

waktunya.  

9. Semua pihak yang telah membantu peneliti dalam menyelesaikan studi di 

Program Studi Magister Manajemen Fakultas Pendidikan Ekonomi dan Bisnis 

Universitas Pendidikan Indonesia yang tidak dapat disebutkan satu persatu. 

10. Keluarga tercinta Ayahanda (Alm) Nana Supena Wijaya dan Ibunda (Alm) 



 

 

xiii 
Asep Bayu Ekawijaya, 2023 
MODEL CONTINUANCE USE INTENTION PENGGUNA APLIKASI E-COMMERCE 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

Upit yang atas perantara mereka penulis berada pada posisi seperti saat ini;  Siti 

Aisyah, istri tercinta yang senantiasa mendampingi dan selalu memberikan 

do’a, perhatian, semangat, dan dukungan selama proses penyelesaian tesis ini 

sehingga dapat terselesaikan dengan baik.  

Semoga Allah SWT memberikan balasan atas kebaikan-kebaikan semua 

pihak yang telah membantu penulis dalam menyelesaikan tesis ini dengan imbalan 

yang terbaik baik di dunia maupun kelak di akhirat. Aamiin.  

Bandung, Juni 2023  

 

 

Asep Bayu Ekawijaya  

 

 



 

 

xiv 
Asep Bayu Ekawijaya, 2023 
MODEL CONTINUANCE USE INTENTION PENGGUNA APLIKASI E-COMMERCE 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

DAFTAR PUSTAKA 

 

Aaker, D. A. (1991). Managing Brand Equity. The Free Press. 

Ajzen, I. (1991). The Theory of Planned Behavior. Organizational Behavior and 

Human Decision Processes, 34(11), 1369–1376. 

https://doi.org/10.1080/10410236.2018.1493416 

Akram, U., Ansari, A. R., Fu, G., & Junaid, M. (2020). Feeling hungry? let’s order 

through mobile! examining the fast food mobile commerce in China. Journal 

of Retailing and Consumer Services, 56(October 2019), 102142. 

https://doi.org/10.1016/j.jretconser.2020.102142 

Al-Maroof, R. S., Alhumaid, K., & Salloum, S. (2021). The continuous intention to 

use e-learning, from two different perspectives. Education Sciences, 11(1), 1–

20. https://doi.org/10.3390/educsci11010006 

Alalwan, A. A. (2020). Mobile food ordering apps: An empirical study of the 

factors affecting customer e-satisfaction and continued intention to reuse. 

International Journal of Information Management, 50(April 2019), 28–44. 

https://doi.org/10.1016/j.ijinfomgt.2019.04.008 

Anderson, R. E., & Srinivasan, S. S. (2003). E-Satisfaction and E-Loyalty: A 

Contingency Framework. Psychology and Marketing, 20(2), 123–138. 

https://doi.org/10.1002/mar.10063 

Aristio, A. P., Al Farisi Iskandar, M., Mudjahidin, Ramadhansyah, A. P., Supardi, 

S., Utomo, G. P., & Parahita, A. N. (2021). The intention of using mobile 

ticketing in online travel agent. Procedia Computer Science, 197(2021), 273–

281. https://doi.org/10.1016/j.procs.2021.12.141 

Ashari, N., & Wiyadi. (2019). Pengaruh Citra Merek, Diskon, Kualitas Pelayanan, 

Dan Persepsi Harga Terhadap Keputusan Pembelian Melalui Situs 

Traveloka. Universitas Muhammadiyah Surakarta. 

Basuki, R., Tarigan, Z. J. H., Siagian, H., Limanta, L. S., Setiawan, D., & Mochtar, 

J. (2022). The effects of perceived ease of use, usefulness, enjoyment and 

intention to use online platforms on behavioral intention in online movie 

watching during the pandemic era. International Journal of Data and Network 

Science, 6(1), 253–262. https://doi.org/10.5267/J.IJDNS.2021.9.003 

Behboodi, O., Arabshahi, M., & Danishwar, S. (2022). Investigating the Impact of 

Tourism Destination Brand Equity on Trust, Satisfaction and Loyalty to 

Destination Brand (Case Study: Bamyan-Afghanistan). Journal of Quality 

Assurance in Hospitality and Tourism. 

https://doi.org/10.1080/1528008X.2022.2149673 

Beig, F. A., & Nika, F. A. (2022). Impact of Brand Experience on Brand Equity of 

Online Shopping Portals: A Study of Select E-Commerce Sites in the State of 

Jammu and Kashmir. Global Business Review, 23(1), 156–175. 

https://doi.org/10.1177/0972150919836041 

Bhattacherjee, A. (2001). Understanding information systems continuance. MIS 

Quarterly, 25(3), 351–370. https://www.jstor.org/stable/3250921 



 

 

xv 
Asep Bayu Ekawijaya, 2023 
MODEL CONTINUANCE USE INTENTION PENGGUNA APLIKASI E-COMMERCE 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

Calvo-Porral, C., & Lévy-Mangin, J. P. (2015). Switching behavior and customer 

satisfaction in mobile services: Analyzing virtual and traditional operators. 

Computers in Human Behavior, 49, 532–540. 

https://doi.org/10.1016/j.chb.2015.03.057 

Chantzaras, A., Dimitrios, N. K., & Vlachos, D. S. (2017). Mobile Commerce and 

Success Factors. Simulation and Modeling of the Problem. Springer 

Proceedings in Business and Economics, 349–355. 

https://doi.org/10.1007/978-3-319-56288-9_46 

Chen, R. F., Hsiao, J. L., & Hwang, H. G. (2012). Measuring customer satisfaction 

of Internet banking in Taiwan: Scale development and validation. Total 

Quality Management and Business Excellence, 23(7–8), 749–767. 

https://doi.org/10.1080/14783363.2012.704284 

Chi, T. (2018). Understanding Chinese consumer adoption of apparel mobile 

commerce: An extended TAM approach. Journal of Retailing and Consumer 

Services, 44(April), 274–284. 

https://doi.org/10.1016/j.jretconser.2018.07.019 

Chin, W. W. (1998). The partial least squares approach to structural equation 

modelling. In Marcoulides G. A. (Ed.). Modern Methods for Business 

Research, 295(2), 295–336. 

Choi, J., Seol, H., Lee, S., Cho, H., & Park, Y. (2008). Customer satisfaction factors 

of mobile commerce in Korea. Internet Research, 18(3), 313–335. 

https://doi.org/10.1108/10662240810883335 

CNBC.com. (2021). How 3 friends made a multibillion-dollar business of 

Indonesia’s street stalls. https://www.cnbc.com/2021/02/02/bukalapak-

indonesias-multibillion-dollar-warung-e-commerce-business.html 

Cowley, D. (1996). Understanding brands: by 10 people who do. Kogan Page 

Limited. 

Daragmeh, A., Sági, J., & Zéman, Z. (2021). Continuous intention to use e-wallet 

in the context of the covid-19 pandemic: Integrating the health belief model 

(HBM) and technology continuous theory (TCT). Journal of Open Innovation: 

Technology, Market, and Complexity, 7(2). 

https://doi.org/10.3390/joitmc7020132 

Davis, F. D. (1985). A technology acceptance model for empirically testing new 

end-user information systems: theory and results. In Cambridge: 

Massachusetts Institute of Technology. 

https://doi.org/10.1126/science.146.3652.1648 

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/10.5962/bhl.title.33621 

Dulloo, R., Mokashi, J., & Puri, M. M. (2014). Exploring Technology Acceptance 

Theories and Models - A Comparative Analysis. MIT-SOM PGRC KJIMRP 

1st International Conference, 308–317. 

http://khoj.mitsom.edu.in/index.php/KHOJ/article/view/107779 



 

 

xvi 
Asep Bayu Ekawijaya, 2023 
MODEL CONTINUANCE USE INTENTION PENGGUNA APLIKASI E-COMMERCE 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

Dwivedi, A., Johnson, L. W., Wilkie, D. C., & Araujo-Gil, L. De. (2019). Consumer 

emotional brand attachment with social media brands and social media brand 

equity. European Journal of Marketing, 53(6), 1176–1204. 

Engler, T. H., Winter, P., & Schulz, M. (2015). Understanding online product 

ratings: A customer satisfaction model. Journal of Retailing and Consumer 

Services, 27, 113–120. https://doi.org/10.1016/j.jretconser.2015.07.010 

Florencia, C., Suthianto, Y., Yanuar, T., & Syah, R. (2023). The Impact of Brand 

Equity, E-Brand Experience, and Web Entertainment Toward E-Satisfaction 

and E-Loyalty on Marketplace. International Journal of Electronic Commerce 

Studies, 14(1), 95–118. https://doi.org/10.7903/ijecs.2158 

Foroughi, B., Iranmanesh, M., & Hyun, S. S. (2019). Understanding the 

determinants of mobile banking continuance usage intention. Journal of 

Enterprise Information Management, 32(6), 1015–1033. 

https://doi.org/10.1108/JEIM-10-2018-0237 

Fournier, S. (1998). Consumers and Their Brands Developing Relationship Theory 

in Consumer Research. Journal of Consumer Research, 24(4), 343–353. 

Franque, F. B., Oliveira, T., & Tam, C. (2022). Continuance Intention of Mobile 

Payment: TTF Model with Trust in an African Context. Information Systems 

Frontiers, 0123456789. https://doi.org/10.1007/s10796-022-10263-8 

Ginee.com. (2021). Jumlah Pengunjung Aktif Marketplace Indonesia dari Android. 

https://ginee.com/id/insights/jumlah-pengguna-marketplace-android/ 

Gómez-Ruiz, A. A., Gálvez-Ruiz, P., Grimaldi-Puyana, M., Lara-Bocanegra, A., & 

García-Fernández, J. (2022). Investigating the intention to use fitness app: the 

role of the perceived attractiveness of fitness center customers. Sport, Business 

and Management: An International Journal. https://doi.org/10.1108/sbm-12-

2021-0145 

Groß, M., & Sohn, S. (2021). Understanding the consumer acceptance of mobile 

shopping: the role of consumer shopping orientations and mobile shopping 

touchpoints. International Review of Retail, Distribution and Consumer 

Research, 31(1), 36–58. https://doi.org/10.1080/09593969.2020.1852096 

Hair, J. F. (2009). Multivariate data analysis. 

Hair, J. F., Ringle, C. M., Hult, G. T. M., & Sarstedt, M. (2017). A primer on partial 

least squares structural equation modeling (PLS-SEM). In Sage Publishing 

(Vol. 38, Issue 2). https://doi.org/10.1080/1743727x.2015.1005806 

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

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

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

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

and how to report the results of PLS-SEM. European Business Review, 31(1), 

2–24. https://doi.org/10.1108/EBR-11-2018-0203 

Heale, R., & Twycross, A. (2015). Validity and reliability in quantitative studies. 

Evidence-Based Nursing, 18(3), 66–67. https://doi.org/10.1136/eb-2015-



 

 

xvii 
Asep Bayu Ekawijaya, 2023 
MODEL CONTINUANCE USE INTENTION PENGGUNA APLIKASI E-COMMERCE 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

102129 

Heise, D. (1970). The semantic differential and attitude research. Attitude 

Measurement, 4, 235–253. 

http://www.indiana.edu/~socpsy/papers/AttMeasure/attitude..htm 

Hendrayati, H., Askolani, A., Achyarsyah, M., Sudrajat, C. T., & Syahidah, R. K. 

(2020). E-Service Quality and Price to Build Online Transportation Loyalty in 

Indonesia. GATR Journal of Management and Marketing Review, 5(1), 16–

30. https://doi.org/10.35609/jmmr.2020.5.1(2) 

Hong, S. J., Thong, J. Y. L., & Tam, K. Y. (2006). Understanding continued 

information technology usage behavior: A comparison of three models in the 

context of mobile internet. Decision Support Systems, 42(3), 1819–1834. 

https://doi.org/10.1016/j.dss.2006.03.009 

Hosseini, S., & Shahmoradi, B. (2016). Study the Impact of Customers’ Loyalty 

and Satisfaction on Bank’s Financial Performance (A Case Study of Resalat 

Bank). British Journal of Economics, Management & Trade, 12(4), 1–11. 

https://doi.org/10.9734/bjemt/2016/23925 

Hsu, C. L., & Lu, H. P. (2004). Why do people play on-line games? An extended 

TAM with social influences and flow experience. Information and 

Management, 41(7), 853–868. https://doi.org/10.1016/j.im.2003.08.014 

Huang, C., Yen, S., Liu, C., & Chang, T. (2014). The Relationship Among Brand 

Equity, Customer Satisfaction, and Brand Resonance To Repurchase Intention 

of Cultural and Creative Industries in Taiwan. The International Journal of 

Organization Innovation, 6(January 2014), 106–121. https://ijoi-

online.org/attachments/article/38/FINAL_ISSUE_VOL_6_NUM_3_JANUA

RY_2014.pdf#page=106 

Humbani, M., & Wiese, M. (2019). An integrated framework for the adoption and 

continuance intention to use mobile payment apps. International Journal of 

Bank Marketing, 37(2), 646–664. https://doi.org/10.1108/IJBM-03-2018-

0072 

iPrice. (2020). Report: Peta Persaingan E-Commerce Q3 2020. 

https://iprice.co.id/trend/insights/report-peta-persaingan-e-commerce-q3-

2020/ 

iPrice. (2022). Peta E‑Commerce Indonesia. 

https://iprice.co.id/insights/mapofecommerce/ 

Isrososiawan, S., Hurriyati, R., & Dirgantari, P. D. (2019). User Mobile Payment 

Behavior Using Technology Acceptance Model (TAM): Study of “Dana” E-

Wallet Users. Jurnal Minds: Manajemen Ide Dan Inspirasi, 6(2), 181. 

https://doi.org/10.24252/minds.v6i2.11274 

Joo, S., & Choi, N. (2016). Understanding users’ continuance intention to use 

online library resources based on an extended expectation-confirmation 

model. Electronic Library, 34(4), 554–571. https://doi.org/10.1108/EL-02-

2015-0033 

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



 

 

xviii 
Asep Bayu Ekawijaya, 2023 
MODEL CONTINUANCE USE INTENTION PENGGUNA APLIKASI E-COMMERCE 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

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

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

Katadata.co.id. (2021). Transaksi E-Commerce Indonesia Diproyeksikan Capai Rp 

403 Triliun pada 2021. 

https://databoks.katadata.co.id/datapublish/2021/11/25/transaksi-e-

commerce-indonesia-diproyeksikan-capai-rp-403-triliun-pada-2021 

Keller, K. L. (1993). Conceptualizing, measuring, managing. Journal of Marketing, 

57, 1–22. 

Khalifa, M., & Ning Shen, K. (2008). Explaining the adoption of transactional B2C 

mobile commerce. Journal of Enterprise Information Management, 21(2), 

110–124. https://doi.org/10.1108/17410390810851372 

Khayer, A., & Bao, Y. (2019). The continuance usage intention of Alipay: 

Integrating context-awareness and technology continuance theory (TCT). 

Bottom Line, 32(3), 211–229. https://doi.org/10.1108/BL-07-2019-0097 

Kotler, P., & Keller, K. L. (2016). Marketing Management 5th Edition. In Pearson. 

Kumar, P., & Mokha, A. K. (2022). Electronic Customer Relationship Management 

(E-CRM) and Customer Loyalty. International Journal of E-Business 

Research, 18(1), 1–22. https://doi.org/10.4018/ijebr.293292 

Lazbeat.com. (2022). Lazada at 10: Milestones, Innovations and Key 

Achievements. https://www.lazbeat.com/business-and-commerce/lazada-at-

10-milestones-innovations-and-key-achievements/ 

Li, C. Y., & Fang, Y. H. (2019). Predicting continuance intention toward mobile 

branded apps through satisfaction and attachment. Telematics and Informatics, 

43. https://doi.org/10.1016/j.tele.2019.101248 

Liao, C., Palvia, P., & Chen, J. L. (2009). Information technology adoption 

behavior life cycle: Toward a Technology Continuance Theory (TCT). 

International Journal of Information Management, 29(4), 309–320. 

https://doi.org/10.1016/j.ijinfomgt.2009.03.004 

Malhotra, N. K., & Dash, S. (2016). Marketing Research: An Applied Approach 

Seventh Edition. In Pearson India Education Services. 

Marinkovic, V., & Kalinic, Z. (2017). Antecedents of customer satisfaction in 

mobile commerce: Exploring the moderating effect of customization. Online 

Information Review, 41(2), 138–154. https://doi.org/10.1108/OIR-11-2015-

0364 

Michael Humbani. (2018). Consumers ’ Adoption and Continuance Intention To 

Use Mobile Payment Services [University of Pretoria]. In Department of 

Marketing Management, University of Pretoria. 

https://repository.up.ac.za/handle/2263/65526 

Milligan, A., & Smith, S. (2002). Uncommon practice: People who deliver a great 

brand experience. Financial Times/Prentice Hall. 

Mulyono, H., & Situmorang, S. (2018). E-CRM and loyalty: A mediation Effect of 

Customer Experience and satisfaction in online transportation of Indonesia. 



 

 

xix 
Asep Bayu Ekawijaya, 2023 
MODEL CONTINUANCE USE INTENTION PENGGUNA APLIKASI E-COMMERCE 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

Academic Journal of Economic Studies, 4(3), 96–105. 

https://www.ceeol.com/search/article-detail?id=696087 

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). https://doi.org/10.1177/21582440211029925 

Ngubelanga, A., & Duffett, R. (2021a). Modeling mobile commerce applications’ 

antecedents of customer satisfaction among millennials: An extended tam 

perspective. Sustainability (Switzerland), 13(11). 

https://doi.org/10.3390/su13115973 

Ngubelanga, A., & Duffett, R. (2021b). Modeling mobile commerce applications’ 

antecedents of customer satisfaction among millennials: An extended tam 

perspective. Sustainability (Switzerland), 13(11), 1–29. 

https://doi.org/10.3390/su13115973 

Nikou, S. A., & Economides, A. A. (2015). The effects of Perceived Mobility and 

Satisfaction on the adoption of Mobile-based Assessment. Proceedings of 

2015 International Conference on Interactive Mobile Communication 

Technologies and Learning, IMCL 2015, 167–171. 

https://doi.org/10.1109/IMCTL.2015.7359579 

Oghuma, A. P., Libaque-Saenz, C. F., Wong, S. F., & Chang, Y. (2016). An 

expectation-confirmation model of continuance intention to use mobile instant 

messaging. Telematics and Informatics, 33(1), 34–47. 

https://doi.org/10.1016/j.tele.2015.05.006 

Oliveira, T., Alhinho, M., Rita, P., & Dhillon, G. (2017). Modelling and testing 

consumer trust dimensions in e-commerce. Computers in Human Behavior, 

71, 153–164. https://doi.org/10.1016/j.chb.2017.01.050 

Oliver, R. L. (1980). A Cognitive Model of the Antecedents and Consequences of 

Satisfaction Decisions. Journal of Marketing Research, 17(4)(November), 

460–469. 

Oliver, Richard L. (2010). Satisfaction: A Behavioral Perspective on the Consumer. 

Second Edition. Routledge. 

Oliver, Richard L. (1981). Measurement and Evaluation of Satisfaction Processes 

in Retail Settings. Journal of Retailing, 57(3), 25. 

https://doi.apa.org/record/1984-10995-001 

Pozón-López, I., Higueras-Castillo, E., Muñoz-Leiva, F., & Liébana-Cabanillas, F. 

J. (2021). Perceived user satisfaction and intention to use massive open online 

courses (MOOCs). Journal of Computing in Higher Education, 33(1), 85–120. 

https://doi.org/10.1007/s12528-020-09257-9 

Pradiatiningtyas, D. (2015). Analisa Buying Behavior pada Online Travel Agent. 

Jurnal Khatulistiwa Informatika, 6(2), 489973. 

https://ejournal.bsi.ac.id/ejurnal/index.php/khasanah/article/view/460 

Praveena, K., & Thomas, S. (2014). Continuance Intention to Use Facebook: A 

Study of Perceived Enjoyment and TAM. Bonfring International Journal of 



 

 

xx 
Asep Bayu Ekawijaya, 2023 
MODEL CONTINUANCE USE INTENTION PENGGUNA APLIKASI E-COMMERCE 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

Industrial Engineering and Management Science, 4(1), 24–29. 

https://doi.org/10.9756/bijiems.4794 

Puriwat, W., & Tripopsakul, S. (2021). Explaining an adoption and continuance 

intention to use contactless payment technologies: During the covid-19 

pandemic. Emerging Science Journal, 5(1), 85–95. 

https://doi.org/10.28991/esj-2021-01260 

Rahi, S., Khan, M. M., & Alghizzawi, M. (2021). Extension of technology 

continuance theory (TCT) with task technology fit (TTF) in the context of 

Internet banking user continuance intention. International Journal of Quality 

and Reliability Management, 38(4), 986–1004. 

https://doi.org/10.1108/IJQRM-03-2020-0074 

Ramli, Y., Harwani, Y., Soelton, M., Hariani, S., Usman, F., & Rohman, F. (2021). 

The Implication of Trust that Influences Customers’ Intention to Use Mobile 

Banking. Journal of Asian Finance, Economics and Business, 8(1), 353–361. 

https://doi.org/10.13106/jafeb.2021.vol8.no1.353 

Ramos-de-Luna, I., Montoro-Ríos, F., & Liébana-Cabanillas, F. (2016). 

Determinants of the intention to use NFC technology as a payment system: an 

acceptance model approach. Information Systems and E-Business 

Management, 14(2), 293–314. https://doi.org/10.1007/s10257-015-0284-5 

Rauniar, R., Rawski, G., Yang, J., & Johnson, B. (2014). Technology acceptance 

model (TAM) and social media usage: An empirical study on Facebook. 

Journal of Enterprise Information Management, 27(1), 6–30. 

https://doi.org/10.1108/JEIM-04-2012-0011 

Ray, A., Bala, P. K., Chakraborty, S., & Dasgupta, S. A. (2021). Exploring the 

impact of different factors on brand equity and intention to take up online 

courses from e-Learning platforms. Journal of Retailing and Consumer 

Services, 59(October), 102351. 

https://doi.org/10.1016/j.jretconser.2020.102351 

Reswanto, F., & Ishak, A. (2022). Impact of brand equity and mobile web quality 

on intentions to use m-commerce amongst Traveloka customers. International 

Journal of Research in Business and Social Science (2147- 4478), 11(1), 305–

315. https://doi.org/10.20525/ijrbs.v11i1.1586 

Richard L., O. (1981). Measurement and evaluation of satisfaction processes in 

retail settings. Journal of Retailing, 57(3), 25–48. 

https://www.jcsdcb.com/index.php/JCSDCB/article/view/628 

Rust, R., Zeithaml, V. A., & Lemon, K. (2001). Driving Customer Equity: How 

Customer Lifetime Value Is Reshaping Corporate Strategy. The Free Press. 

https://doi.org/10.1108/ijsim.2002.13.1.107.1 

Salloum, S. A., AlAhbabi, N. M. N., Habes, M., Aburayya, A., & Akour, I. (2021). 

Predicting the Intention to Use Social Media Sites: A Hybrid SEM - Machine 

Learning Approach. Advances in Intelligent Systems and Computing, 1339, 

324–334. https://doi.org/10.1007/978-3-030-69717-4_32 

Saparudin, M., Rahayu, A., Hurriyati, R., Sultan, M. A., & Ramdan, A. M. (2020). 



 

 

xxi 
Asep Bayu Ekawijaya, 2023 
MODEL CONTINUANCE USE INTENTION PENGGUNA APLIKASI E-COMMERCE 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

Consumers’ Continuance Intention Use of Mobile Banking in Jakarta: 

Extending UTAUT Models with Trust. 2020 International Conference on 

Information Management and Technology (ICIMTech). 

https://doi.org/10.1109/ICIMTech50083.2020.9211188 

Sarstedt, M., Hair, J. F., Cheah, J. H., Becker, J. M., & Ringle, C. M. (2019). How 

to specify, estimate, and validate higher-order constructs in PLS-SEM. 

Australasian Marketing Journal, 27(3), 197–211. 

https://doi.org/10.1016/j.ausmj.2019.05.003 

Sasongko, D. T., Handayani, P. W., & Satria, R. (2022). Analysis of factors 

affecting continuance use intention of the electronic money application in 

Indonesia. Procedia Computer Science, 197(2021), 42–50. 

https://doi.org/10.1016/j.procs.2021.12.116 

Schiffman, L. G., Kanuk, L. L., & Hansen, H. (2012). Consumer Behaviour: A 

European Outlook. In Pearson Education. 

Sekaran, U., & Bougie, R. (2010). Research Methods for Business A Skill Building 

Approach. http://www.ebay.com/ctg/Research-Methods-Business-Skill-

Building-Approach-Roger-Bougie-and-Uma-Sekaran-2010-Paperback-

/80060553 

Selular.id. (2022). Bakal Jadi Perusahaan Publik, Simak Sejarah Berdirinya BliBli, 

E-Commerce Nomor 6 di Indonesia. https://selular.id/2022/10/bakal-jadi-

perusahaan-publik-simak-sejarah-berdirinya-blibli-e-commerce-nomor-6-di-

indonesia/ 

Seufert, E. (2013). Freemium economics: Leveraging analytics and user 

segmentation to drive revenue. 

https://books.google.com/books?hl=en&lr=&id=SVP5AQAAQBAJ&oi=fnd

&pg=PP1&dq=freemium+economics+seufert&ots=h5trG0dFgB&sig=8L1d

QZjXaqXp8BbBJivo7YtZ0BQ 

Shang, D., & Wu, W. (2017). Understanding mobile shopping consumers’ 

continuance intention. Industrial Management and Data Systems, 117(1), 

213–227. https://doi.org/10.1108/IMDS-02-2016-0052 

Singh, A. (2017). Technology software pricing in cloud computing era. 

https://dspace.mit.edu/handle/1721.1/113527 

Singh, N., Sinha, N., & Liébana-Cabanillas, F. J. (2020). Determining factors in the 

adoption and recommendation of mobile wallet services in India: Analysis of 

the effect of innovativeness, stress to use and social influence. International 

Journal of Information Management, 50(May 2019), 191–205. 

https://doi.org/10.1016/j.ijinfomgt.2019.05.022 

Son, H., Park, Y., Kim, C., & Chou, J. S. (2012). Toward an understanding of 

construction professionals’ acceptance of mobile computing devices in South 

Korea: An extension of the technology acceptance model. Automation in 

Construction, 28, 82–90. https://doi.org/10.1016/j.autcon.2012.07.002 

Susanto, A., Chang, Y., & Ha, Y. (2016). Determinants of continuance intention to 

use the smartphone banking services An extension to the expectation-



 

 

xxii 
Asep Bayu Ekawijaya, 2023 
MODEL CONTINUANCE USE INTENTION PENGGUNA APLIKASI E-COMMERCE 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

confirmation model. Industrial Management & Data Systems, 116(3), 508–

525. 

Tam, C., Barroso, M., & Cruz-Jesus, F. (2022a). Understanding the determinants 

of users’ continuance intention to buy low-cost airline flights online. Journal 

of Hospitality and Tourism Technology. https://doi.org/10.1108/JHTT-12-

2020-0316 

Tam, C., Barroso, M., & Cruz-Jesus, F. (2022b). Understanding the determinants 

of users’ continuance intention to buy low-cost airline flights online. Journal 

of Hospitality and Tourism Technology, 13(2), 264–280. 

https://doi.org/10.1108/JHTT-12-2020-0316 

Tech in Asia. (2014). 5 hal menarik yang perlu Anda ketahui tentang Tokopedia. 

https://id.techinasia.com/daftar-fakta-menarik-tentang-tokopedia-william-

tanuwijaya 

Tech in Asia. (2023). Data E-commerce Indonesia: Karakteristik Pasar, Potensi, 

Investasi, dll. https://id.techinasia.com/data-ecommerce-indonesia-lengkap 

Tempo.co. (2019). Survei PDAT Tempo: Perempuan Pilih Shopee, Pria Pilih 

Tokopedia. https://bisnis.tempo.co/read/1285231/survei-pdat-tempo-

perempuan-pilih-shopee-pria-pilih-tokopedia 

Teresha, C. (2021). Pengaruh Diskon, Voucher, dan Cashback terhadap Minat 

Konsumen Menggunakan Pembayaran Elektronik Shopeepay. Universitas 

Jambi. 

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

beliefs on the expectation-confirmation model for information technology 

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

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

Tran, L. T. T., Pham, L. M. T., & Le, L. T. (2019). E-satisfaction and continuance 

intention: The moderator role of online ratings. International Journal of 

Hospitality Management, 77(June), 311–322. 

https://doi.org/10.1016/j.ijhm.2018.07.011 

Tsai, T. H., Lin, W. Y., Chang, Y. S., Chang, P. C., & Lee, M. Y. (2020). 

Technology anxiety and resistance to change behavioral study of a wearable 

cardiac warming system using an extended TAM for older adults. PLoS ONE, 

15(1). https://doi.org/10.1371/journal.pone.0227270 

Tsao, W. C., & Tseng, Y. L. (2011). The impact of electronic-service quality on 

online shopping behaviour. Total Quality Management and Business 

Excellence, 22(9), 1007–1024. 

https://doi.org/10.1080/14783363.2011.593869 

Tsiros, M., Mittal, V., & Ross, W. T. (2004). The role of attributions in customer 

satisfaction: A reexamination. Journal of Consumer Research, 31(2), 476–

483. https://doi.org/10.1086/422124 

Vărzaru, A. A., Bocean, C. G., Rotea, C. C., & Budică-Iacob, A. F. (2021). 

Assessing antecedents of behavioral intention to use mobile technologies in e-

commerce. Electronics (Switzerland), 10(18). 



 

 

xxiii 
Asep Bayu Ekawijaya, 2023 
MODEL CONTINUANCE USE INTENTION PENGGUNA APLIKASI E-COMMERCE 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

https://doi.org/10.3390/electronics10182231 

Venkatesh, V., & Bala, H. (2008). Technology Acceptance Model 3 and a Research 

Agenda on Interventions. Decision Sciences Institute, 39(2), 273–315. 

Viljanen, M., Airola, A., Pahikkala, T., & Heikkonen, J. (2016). Modelling user 

retention in mobile games. IEEE Conference on Computatonal Intelligence 

and Games, CIG. https://doi.org/10.1109/CIG.2016.7860393 

Vulcanpost.com. (2021). A Look At Shopee’s Key Milestones As It Rose To Become 

SEA’s Top E-Commerce Player. https://vulcanpost.com/737433/shopee-key-

milestones-singapore/ 

Wang, W. T., & Li, H. M. (2012a). Factors influencing mobile services adoption: 

A brand-equity perspective. Internet Research, 22(2), 142–179. 

https://doi.org/10.1108/10662241211214548 

Wang, W. T., & Li, H. M. (2012b). Factors influencing mobile services adoption: 

A brand-equity perspective. Internet Research, 22(2), 142–179. 

https://doi.org/10.1108/10662241211214548 

Wood, V. R., Pitta, D. A., & Franzak, F. J. (2008). Successful marketing by 

multinational firms to the bottom of the pyramid: Connecting share of heart, 

global “umbrella brands”, and responsible marketing. Journal of Consumer 

Marketing, 25(7), 419–429. https://doi.org/10.1108/07363760810915635 

Yang, Z., Zhou, Q., Chiu, D. K. W., & Wang, Y. (2022). Exploring the factors 

influencing continuous usage intention of academic social network sites. 

Online Information Review. https://doi.org/10.1108/OIR-01-2021-0015 

Yusoff, M. N. H. Bin, Zainol, F. A., Ridzuan, R. H., Ismail, M., & Afthanorhan, A. 

(2021). Psychological traits and intention to use e-commerce among rural 

micro-entrepreneurs in malaysia. Journal of Theoretical and Applied 

Electronic Commerce Research, 16(5), 1827–1843. 

https://doi.org/10.3390/jtaer16050102 

Zhang, H., Lu, Y., Gupta, S., & Gao, P. (2015). Understanding group-buying 

websites continuance: An extension of expectation confirmation model. 

Internet Research, 25(5), 767–793. https://doi.org/10.1108/IntR-05-2014-

0127 

 

 


	DAFTAR ISI
	DAFTAR GAMBAR
	DAFTAR TABEL
	ABSTRAK
	KATA PENGANTAR
	DAFTAR PUSTAKA

