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Abstract. The level of competition for e-commerce trade is getting tougher. Studies to 

support the sustainability of e-commerce are still in demand. This sustainability is 

demonstrated by interest in repurchasing. Therefore, this research examines the 

determining factors in increasing repurchase interest among Shopee e-commerce 

consumers in South Jakarta, Indonesia. The determining factors tested are online trust, 

sales promotion, and electronic word of mouth (e-WOM). Samples were taken from 

Shopee consumers who live in South Jakarta, Indonesia. Then, the collected data was 

analyzed using multiple regression. The results show that online trust, sales 

promotions, and enhanced e-WOM will increase interest in repurchasing. So, Shopee 

should continue to initiate positive comments that form e-WOM because this factor 

makes the biggest contribution to influencing repurchase interest compared to the other 

two factors.. 
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1 Introduction 

The increasing development of communication technology, information technology, and 

media, as well as the rapid development of global information infrastructure, have influenced 

business methods and models. The development of information technology requires every 

entrepreneur to adapt to technology in order to survive the competition and gain a competitive 

advantage. Today's practical lifestyle makes the Internet, better known in marketing as online 

systems, increasingly popular and vital for producers and consumers. At the same time, social 

media marketers can be both social media and e-commerce. 

Studies relating to purchasing in e-commerce are still an interesting study in the 

marketing field to this day. They are likewise, concerning repurchase intention in online 

shops. The reasons why customers choose certain online shops and their interest in 

repurchasing e-commerce are still things that have been studied for the past two decades. 

Moreover, studying the mechanism of repurchase interest is essential for the sustainability of 

this e-commerce business (Ali & Basin, 2019). Retaining consumers is the right choice and 

minimizes costs more than looking for new consumers (Sullivan & Kim, 2018). 

Furthermore, Sullivan and Kim (2018) emphasized that retaining consumers requires 

a business strategy that meets consumer expectations with increasingly complex online 

systems. Of course, this requires consumer trust. Creating and increasing customer trust is 

essential in building repurchase interest, part of retaining consumers in e-commerce 

(Wandoko & Panggati, 2022; Yeo et al., 2021). 

Trust in online platforms is crucial for the relationship between buyers and sellers 

because they do not meet face to face (Annaraud & Berezina, 2020). Therefore, e-commerce 

that is more trusted by customers will bring more success (Miao et al., 2022). Trust in e-

commerce can be built through conversations as a communication bridge between consumers, 

such as customer assessments and customer comments, which are part of electronic word of 

mouth (e-WOM) (Bulut & Karabulut, 2018). This disclosure is confirmed by Wandoko and 
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Panggati (2022), who stated that e-WOM is an antecedent to trust and repurchase intention. 

Several studies have also confirmed that e-WOM is an antecedent for repurchase intention 

(Ginting et al., 2023; Zeqiri et al., 2023).  

Therefore, this research contributes by adding support to the repurchase intention 

literature by emphasizing trust factors, e-WOM, and sales promotions. The addition of the 

sales promotion variable in this research is because there have been many studies that prove 

that sales promotions will influence repurchase intention (Azmi et al., 2021; Gorji & Siami, 

2020; Mohammad et al., 2022), but studies link sales promotions together with Trust factors 

and e-WOM in influencing repurchase intention have not been implemented in the e-

commerce sector in Indonesia. Therefore, researchers are interested in conducting this 

research, so the aim of the research is to test the three factors that influence repurchase 

intention, namely trust, sales promotion, and e-WOM 

 

2 Hypothesis Development 

E-commerce is a business-to-customer (B2C) that uses an online platform where you cannot 

meet in person and cannot see the actual shop and goods (Liu & Tang, 2018). Of course, this 

makes consumer trust very essential (Annaraud & Berezina, 2020; Liu & Tang, 2018). Trust 

is a crucial determinant of repurchase intention (Liu & Tang, 2018), especially among 

Generation Y in e-commerce trading (Trivedi & Yadav, 2018; Trivedi & Yadav, 2020). The 

trust-loyalty mechanism revealed by Bulut and Karabulut (2018) shows the importance of 

trust as a determinant of repurchase intention. Therefore, consumer trust will increase the 

desire to repurchase in e-commerce (Sullivan & Kim, 2018; Tandon et al., 2021). 

H1: Online Trust positively and significantly influences repurchase interest in Shopee 

e-commerce in South Jakarta.  

 

The better the sales promotion, the higher the interest in repeat purchases from 

consumers (Alvian & Prabawani, 2020). This statement is reinforced by the results of research 

conducted by Ikhsan and Lestari (2021) that sales promotions positively and significantly 

affect consumers' repurchase interest. Furthermore, sales promotions are a determinant that 

increases repurchase intention and have been studied by providing similar results in several e-

commerce sites, including Tokopedia (Mohammad & Wikarto, 2022), Tiktok (Napontun & 

Pimchainoi, 2023) and Shopee (Azmi et al., 2021). 

H2: Sales promotions have a positive and significant influence on repurchase interest 

in Shopee e-commerce in South Jakarta. 

 

One form of Electronic word-of-mouth communication is an assessment where they 

can share opinions and experiences, such as ratings or comments online. Bulut and Karabulut 

(2018) divided two types of e-Wom in their research: quantity and quality. Quantity is the 

level of frequent or repetitive and intense comments, while quality is seen from the content 

consumers write in the comments or rating column. Furthermore, Bulut and Karabulut's 

(2018) research results show that repetitive and intense e-WOM is a crucial factor for 

repurchase intention compared to the quality of e-WOM or its content. The results of studies 

from several studies confirm that E-WOM is a determining factor for increasing repurchase 

interest in several e-commerce sites, such as Bukalapak (Wijayanto et al., 2023), Tokopedia 

(Pangestika et al., 2022), Tiktok Shop (Muchlis, 2022) and Shopee (Sanapang, 2022). 

H3: Electronic Word of Mouth positively and significantly influences repurchase 

interest in Shopee e-commerce in South Jakarta. 

3 Methodology 

The population of this research is Shopee users who live in South Jakarta. The category for 

being a Shopee user is having the Shopee application and transacting with Shopee at least 

once in the last three months. The sample measuring technique was determined using the 

Anderson formula and obtained 96 respondents. Sample determination was carried out using 

convenience sampling. 

The measure for measuring variables in this research uses a Likert scale. All 

variables are measured based on indicators from previous research, which have gone through 

a validity and reliability process. The analysis technique used is multiple regression with the 

help of SPSS. 
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4 Results 

Testing the validity and reliability of the variable measures in this research provides feasible 

and reliable results. This result is shown by the value of each question item getting an item 

value above 0.5. Likewise, the reliability value is indicated by the Cronbach alpha value for 

each variable above 0.7. 

The test results from multiple regression are shown in Table 1. Table 1 shows that 

the model of the three factors, namely trust, sales promotion, and e-WOM, which together 

influence repurchase intention, is indeed good; the model is feasible. The suitability of this 

model can be shown from the F value of 29.084 with sig at 0.000<0.05. Furthermore, this 

model can explain the factors that influence repurchase intention with a direct influence of the 

three variables tested at 47%. 

 

Table 1 Hypothesis Testing Results 
Model Unstandardize

d  

SE Standardized  t sig 

constanta 1.520 1.566  .971 .334 

Trust .412 .117 .300 3.508 .001 

Sales Promotion .297 .107 .218 2.786 .006 

E-WOM .497 .105 .403 4.756 .000 

      

Adj R2 .470     

F 29.084    .000 

Source: Data processing 

 

Table 1 shows that e-WOM has the most significant contribution in influencing the 

increase in repurchase interest, followed by trust and sales promotions. The research results 

using SPSS 26 explain that online trust consisting of Honesty, Competence, and Information 

has a positive and significant influence on Repurchase Interest in Shopee e-commerce in 

South Jakarta. This result is obtained from the t-test results with a t-count of 3.508 and t-table 

1.66, and the significance is 0.001 <0.05, so it can be concluded that Online Trust has a 

positive and significant influence on Repurchase Intention. Hypothesis 1 is supported. This 

support means that customers' interest in repurchasing on Shopee e-commerce will increase as 

online trust increases. Furthermore, it can be shown by the highest mean, which is found in 

the competency indicator with the statement, "I believe in shopping online at Shopee because 

Shopee has reliable advantages compared to other e-commerce," with a score of 3.96. The 

results of this research support previous research, namely research from Wafiyyah et al. 

(2021), which stated that consumer trust positively and significantly affects repurchase 

interest in Shopee e-commerce. 

Hypothesis 2 is supported. Sales promotions consisting of sales promotion 

communications, incentives, and invitations regarding previous sales promotions have a 

positive and significant influence on repurchase interest in Shopee e-commerce in South 

Jakarta. This statement supports the results obtained from the t-test results with a count of 

2.786 and a table of 1.66, and the significance is 0.006 <0.05, so it can be concluded that 

Sales Promotion has a positive and significant influence on Repurchase Intention. This result 

means that the higher the Sales Promotion, the more customers' interest in repurchasing on 

Shopee E-Commerce will increase. Moreover, it can especially be shown by the highest mean, 

namely incentives with previous sales promotions with the statement "With the 

communication message in clear language in providing shopping promotions on Shopee, it 

makes me interested in buying," with a score of 3.86.  

The level of sales promotion for Shopee e-commerce can influence repurchase 

interest. Promotions carried out by Shopee include free shipping, discounts on certain 

quantities and items, and also at certain hours. The results, which reveal that this sales 

promotion is positive in repurchase interest, confirm the results of previous research, such as 

Sari's (2021) research conducted during the Covid-19 pandemic on Shopee customers. 

Electronic Word of Mouth is a positive or negative opinion from every potential, 

regular, and former customer about a product or service distributed via the Internet (Bulut & 

Karabulut, 2018). E-WOM, as measured by Intensity, Content, and Valence of Opinion in this 

study, was proven to have a positive effect on repurchase intention. So, hypothesis 3 is 

supported. 
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5 Discussion 

As expected in this research, consumer trust is a crucial factor determining repeat purchase 

interest in e-commerce. Purchases in e-commerce that cannot meet face-to-face with the seller 

directly cannot see the shop or the original goods rely heavily on consumer trust (Annaraud & 

Berezina, 2020; Liu & Tang, 2018). It is proven that the results of this research find that 

repurchase interest will increase when consumer trust in e-commerce also increases. 

Therefore, the company, for this reason, Shopee must make efforts to increase 

consumer trust. For new consumers who have never purchased, trust can be built by assessing 

ratings, comments, discussions, and communication between users or consumers, as is the 

case with e-WOM. This statement is confirmed by evidence, which states that e-WOM 

contributes to building and creating consumer trust (Ilhamalimy & Ali, 2021; Jattamart et al., 

2019).  

Creating online trust in e-commerce, according to meta-analysis research from Kim 

and Peterson (2017), explains that the antecedents to online trust include service quality, 

security, privacy, reputation, usefulness, risk, and design. Based on this explanation, Shopee 

needs to improve service quality, improve web design, make the website more accessible to 

accept, and maintain consumer security and privacy. Furthermore, learning from the 

experience in Spain, from the research of Fernández-Bonilla et al. (2022) revealed that the 

formation of online trust is also determined by age, gender, internet skills, and tools for using 

the internet, as well as income level. Therefore, Shopee needs to focus on its target market 

segment.  

Sales promotion combined with trust and e-WOM factors in this research was also 

proven to influence increasing repeat purchase intention on Shopee e-commerce. This 

research results support the previous research result of Syachrony et al. (2023), with a sample 

of 200 Shopee customers in DKI Jakarta, found that main customers were interested in buying 

again when sales promotions became more intense and attractive. Likewise, research by Zhu 

et al. (2020) with 401 questionnaires distributed shows that marketers are still implementing 

promotional strategies to increase repurchase interest, even though promotion has a weak 

relationship with trust. 

For consumers who have previously purchased, as interest in repurchasing involves 

consumers who have purchased at least once, e-WOM will strengthen their desire to purchase 

again. So, e-WOM is proven to be the main determining factor in this research, which 

contributes most to increasing Shopee consumers' desire to buy again. Research by Ginting et 

al. (2023) shows that e-WOM could stimulate interest in repurchasing; this sample research 

with 344  consumers of many e-commerce in Indonesia. Likewise, in the research of Muchlis 

et al. (2021), 185 Bukalapak respondents were increasingly interested in repurchasing when e-

WOM increased. 

 

6 Conclusion 
 

6.1 Conclusion  

The three factors proposed to influence repurchase interest in Shopee e-commerce are proven 

to have an influence in a positive direction. 

 

6.2 Research Implications 

Online trust, sales promotions, and E-WOM are variables that can be focused on online sales 

business activities in order to increase customer loyalty. It is hoped that marketers can design 

appropriate marketing strategies based on these variables for competitive advantage 

 

6.3 Limitations of research and suggestions 

This research has research limitations in the South Jakarta area. It is hoped that future research 

can be conducted in the broader area. Shopee e-commerce can build online trust because it 

can influence repeat purchase interest. However, Shopee e-commerce must focus more on 

increasing honesty in the entire service process. It is hoped that it will increase customer 

repurchase interest in Shopee e-commerce. 

Shopee e-commerce can build sales promotions because it can influence repurchase 

interest. However, Shopee e-commerce must focus more on improving sales promotion 

communications by providing attractive and appropriate shopping discounts according to 
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consumers' wants and needs. It is hoped that it will increase customer repurchase interest in 

Shopee e-commerce. 

Shopee e-commerce can build electronic word of mouth because it can influence 

repeat purchase interest. However, Shopee e-commerce must focus more on increasing 

intensity to avoid frequent comparisons between consumers regarding the superiority of 

Shopee e-commerce with others. It is hoped that it can increase customer repurchase interest 

in Shopee e-commerce. 

 

 
References 

 
Ali, A., & Bhasin, J. (2019). Understanding customer repurchase intention in e-commerce: Role 

of perceived price, delivery quality, and perceived value. Jindal Journal of Business 

Research, 8(2), 142-157. https://doi.org/10.1177/2278682119850275  

Alvian, M. S., & Prabawani, B. (2020). Pengaruh Sales Promotion dan Keragaman Produk pada 

Shopee Terhadap Minat Beli Ulang Melalui Kepuasan Konsumen Sebagai Variabel 

Intervening. Jurnal Ilmu Administrasi Bisnis (JIAB), 9(2). 

Annaraud, K., & Berezina, K. (2020). Predicting satisfaction and intentions to use online food 

delivery: what really makes a difference?. Journal of Foodservice Business Research, 

23(4), 305-323. https://doi.org/10.1080/15378020.2020.1768039   

Azmi, M., S. Shihab, M., Rustiana, D., Indra, & Lazirkha, D. P. (2021). The Effect Of 

Advertising, Sales Promotion, And Brand Image On Repurchasing Intention (Study On 

Shopee Users). IAIC Transactions on Sustainable Digital Innovation (ITSDI), 3(2), 76–

85. https://doi.org/10.34306/itsdi.v3i2.527  

Bulut, Z. A., & Karabulut, A. N. (2018). Examining the role of two aspects of eWOM in online 

repurchase intention: An integrated trust–loyalty perspective. Journal of Consumer 

Behaviour, 17(4), 407-417. https://doi.org/10.1002/cb.1721  

Fernández-Bonilla, F., Gijón, C., & De la Vega, B. (2022). E-commerce in Spain: Determining 

factors and the importance of the e-trust. Telecommunications Policy, 46(1), 102280. 

https://doi.org/10.1016/j.telpol.2021.102280  

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.  

Gorji, M., & Siami, S. (2020). How sales promotion display affects customer shopping intentions 

in retails. International Journal of Retail & Distribution Management, 48(12), 1337-1355. 

https://doi.org/10.1108/IJRDM-12-2019-0407  

Ikhsan, I., & Lestari, R. (2021). Pengaruh Promotion, Perceived Value, E-Service Quality, dan 

E-Trust Terhadap E-Repurchase Intention dan E-Loyalti Konsumen E-Commerce 

Tokopedia di Kota Banda Aceh. Jurnal Ilmiah Magister Manajemen (MANEGGIO), 4(2).  

Ilhamalimy, R. R., & Ali, H. (2021). Model perceived risk and trust: e-WOM and purchase 

intention (the role OF trust mediating IN online shopping IN shopee Indonesia). Dinasti 

International Journal of Digital Business Management, 2(2), 204-221. 

https://doi.org/10.31933/dijdbm.v2i2.651  

Jattamart, A., Kwangsawad, A., & Boonkasem, K. (2019, December). Factors influencing the 

intentions of customer with regard to the use of E-WOM behavior to promote the use of 

E-commerce websites. In 2019 4th Technology Innovation Management and Engineering 

Science International Conference (TIMES-iCON) (pp. 1-5). IEEE. Retrieved from 

https://ieeexplore.ieee.org/abstract/document/9024662  

Kim, Y., & Peterson, R. A. (2017). A Meta-analysis of Online Trust Relationships in E-

commerce. Journal of interactive marketing, 38(1), 44-54. 

https://doi.org/10.1016/j.intmar.2017.01  

Liu, Y., & Tang, X. (2018). The effects of online trust-building mechanisms on trust and 

repurchase intentions: An empirical study on eBay. Information Technology & People, 

31(3), 666-687. https://doi.org/10.1108/ITP-10-2016-0242  

Miao, M., Jalees, T., Zaman, S. I., Khan, S., Hanif, N. U. 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. https://doi.org/10.1108/APJML-03-2021-0221  

Mohammad, A. R., Wikarto, F. M., Assyraq, O., Meuraxa, T., Sari, R. R., & Nilasari, I. (2022). 

The effect of brand ambassador and sales promotion on repurchase intention of tokopedia 

customers in Bandung, Indonesia. Central Asia & the Caucasus (14046091), 23(1).  

212             P. A. Ramadani and R. Hardini

https://doi.org/10.1177/2278682119850275
https://doi.org/10.1080/15378020.2020.1768039
https://doi.org/10.34306/itsdi.v3i2.527
https://doi.org/10.1002/cb.1721
https://doi.org/10.1016/j.telpol.2021.102280
https://doi.org/10.1108/IJRDM-12-2019-0407
https://doi.org/10.31933/dijdbm.v2i2.651
https://ieeexplore.ieee.org/abstract/document/9024662
https://doi.org/10.1016/j.intmar.2017.01
https://doi.org/10.1108/ITP-10-2016-0242
https://doi.org/10.1108/APJML-03-2021-0221


Muchlis, Wijayanto, G., & Komita, S. E. (2021). Pengaruh E-Satisfaction dan E-Trust terhadap 

Repurchase Intention Melalui E-Word of Mouth (E-Wom) sebagai Variabel Intervening 

E-Commerce Buka Lapak pada Generasi Millenial. Jurnal Ekonomi KIAT, 

32(1).Retrieved from https://journal.uir.ac.id/index.php/kiat/article/view/7404  

Muchlis, M. (2022). Pengaruh e-satisfaction terhadap repurchase intention melalui e-wom e-

commerce Tiktok shop pada generasi Z. Jurnal Analisis Manajemen, 8(2), 118-130. 

Retrieved from2 http://ejournal.unisi.ac.id/index.php/jam/article/view/2459  

Napontun, K., & Pimchainoi, K. (2023). The Influence of Marketing Promotion Tools on 

Customer Satisfaction and Repurchase Intention: A Study on TikTok Marketing Platform. 

Service, Leisure, Sport, Tourism & Education, 1(2), 1-25. Retrieved from https://so09.tci-

thaijo.org/index.php/BTSMM/article/view/1315  

Pangestika, R. A., Farida, N., & Prabawani, B. (2022). Pengaruh Website Quality dan E-WOM 

terhadap E-Repurchase Intention melalui E-Trust (Studi Kasus pada Konsumen Akhir 

Tokopedia di Kota Wonosobo). Jurnal Ilmu Administrasi Bisnis, 11(2), 161-169. 

https://doi.org/10.14710/jiab.2022.34249  

Sanapang, G.M. (2022). The Effect Of E-Service Quality And E-trust On Repurchase Intention 

Through E-Word of Mouth (E-WOM) as an Intervening E-commerce Shopee on the Y 

Generation in Makassar City. Scientium Management Review. 1, 2 (Aug. 2022), 17–25. 

https://doi.org/10.56282/smr.v1i2.131  

Sari, P. E. (2021). Pengaruh Sales Promotion Dan Online Review Terhadap Repurchase Intention 

Selama Masa Pandemi Covid-19 Pada Pengguna Aplikasi Belanja Online Shopee. Jurnal 

Ilmiah Mahasiswa FEB, 9(2). Retrieved from 

https://jimfeb.ub.ac.id/index.php/jimfeb/article/view/7591  

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, 199-219. https://doi.org/10.1016/j.ijinfomgt.2017.12.008  

Syachrony, M. I., Hamdan, H., & Ilhamalimy, R. R. (2023). The Effect of E-Service Quality, 

Website Quality, Promotion, and E-Trust on Repurchase Intentions at E-Commerce 

Shopee in DKI Jakarta. BASKARA: Journal of Business and Entrepreneurship, 5(2), 193-

205. https://doi.org/10.54268/baskara.5.2.193-205  

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. https://doi.org/10.1007/s12525-020-00436-1  

Trivedi, S. K., & Yadav, M. (2018). Predicting online repurchase intentions with e-satisfaction 

as mediator: a study on Gen Y. VINE Journal of Information and Knowledge Management 

Systems, 48(3), 427-447.  https://doi.org/10.1108/VJIKMS-10-2017-0066  

Trivedi, S. K., & Yadav, M. (2020). Repurchase intentions in Y generation: mediation of trust 

and e-satisfaction. Marketing Intelligence & Planning, 38(4), 401-415. 

https://doi.org/10.1108/MIP-02-2019-0072  

Wafiyyah, R. S., Made, N., & Kusumadewi, W. (2021). The effect of perceived usefulness, 

perceived ease of use, and trust on repurchase intention on E-commerce Shopee. IJISET-

International Journal of Innovative Science, Engineering & Technology, 8(7), 428-434. 

Retrieved from https://ijiset.com/vol8/v8s7/IJISET_V8_I07_42.pdf  

Wandoko, W., & Panggati, I. E. (2022). The influence of digital influencer, e-WOM and 

information quality on customer repurchase intention toward online shop in e-marketplace 

during pandemic COVID-19: the mediation effect of customer trust. Journal of 

Relationship Marketing, 21(2), 148-167. https://doi.org/10.1080/15332667.2022.2035198  

Wijayanto, G., Jushermi, J., Nursanti, A., Rama, R., & Rivai, Y. (2023). The Effect of Repurchase 

Intent on The Millennial Generation Through E-Word Of Mouth (E-WOM) As An 

Intervention Variable on E-Satisfaction and E-Trust In Bukalapak E-Commerce. Return: 

Study of Management, Economic and Bussines, 2(03), 219-236. 

https://doi.org/10.57096/return.v2i03.80  

Yeo, S. F., Tan, C. L., Teo, S. L., & Tan, K. H. (2021). The role of food apps servitization on 

repurchase intention: A study of FoodPanda. International Journal of Production 

Economics, 234, 108063. https://doi.org/10.1016/j.ijpe.2021.108063  

Zeqiri, J., Ramadani, V., & Aloulou, W. J. (2023). The effect of perceived convenience and 

perceived value on intention to repurchase in online shopping: the mediating effect of e-

WOM and trust. Economic Research-Ekonomska Istraživanja, 36(3), 2153721. 

https://doi.org/10.1080/1331677X.2022.2153721  

Zhu, B., Kowatthanakul, S., & Satanasavapak, P. (2020). Generation Y consumer online 

repurchase intention in Bangkok: Based on Stimulus-Organism-Response (SOR) model. 

International Journal of Retail & Distribution Management, 48(1), 53-69. 

https://doi.org/10.1108/IJRDM-04-2018-0071  

The Influence of Online Trust, Sales Promotion and Electronic             213

https://journal.uir.ac.id/index.php/kiat/article/view/7404
http://ejournal.unisi.ac.id/index.php/jam/article/view/2459
https://so09.tci-thaijo.org/index.php/BTSMM/article/view/1315
https://so09.tci-thaijo.org/index.php/BTSMM/article/view/1315
https://doi.org/10.14710/jiab.2022.34249
https://doi.org/10.56282/smr.v1i2.131
https://jimfeb.ub.ac.id/index.php/jimfeb/article/view/7591
https://doi.org/10.1016/j.ijinfomgt.2017.12.008
https://doi.org/10.54268/baskara.5.2.193-205
https://doi.org/10.1007/s12525-020-00436-1
https://doi.org/10.1108/VJIKMS-10-2017-0066
https://doi.org/10.1108/MIP-02-2019-0072
https://ijiset.com/vol8/v8s7/IJISET_V8_I07_42.pdf
https://doi.org/10.1080/15332667.2022.2035198
https://doi.org/10.57096/return.v2i03.80
https://doi.org/10.1016/j.ijpe.2021.108063
https://doi.org/10.1080/1331677X.2022.2153721
https://doi.org/10.1108/IJRDM-04-2018-0071


Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
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