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ABSTRAK

Tingginya minat terhadap transaksi jual beli secara online membuka
peluang bagi platform e-commerce untuk semakin berkembang. Namun seiring
berkembangnya e-commerce, muncul persaingan dimana para pebisnis berlomba-
lomba untuk menciptakan e-commerce terbaik dan dapat memenangkan persaingan
yang ketat. Dalam memenangkan persaingan, penting bagi sebuah perusahaan e-
commerce untuk dapat mempertahankan konsumen agar mereka bersedia
melakukan e-repurchase intention. Strategi yang dapat dilakukan adalah
meningkatkan website quality, e-wom, serta e-trust, sehingga dapat mendorong
kemauan konsumen untuk melakukan e-repurchase intention.

Tipe penelitian yang digunakan adalah tipe explanatory research. Teknik
pengambilan sampel pada penelitian ini menggunakan teknik non probability
sampling dengan jenis purposive sampling. Pengumpulan data dari responden
dilakukan menggunakan kuesioner. Kuesioner berisi pernyataan tertulis yang telah
disusun oleh peneliti dan disebarkan menggunakan google form dengan
memanfaatkan fitur dalam media sosial, seperti Line, Instagram, serta Twitter.
Responden yang memenuhi kriteria yang ditetapkan dapat mengisi kuesioner
tersebut dengan memberi skor berdasarkan skala likert pada pernyataan yang telah
ditetapkan. Responden dalam penelitian ini berjumlah 100 responden. Penelitian ini
menggunakan teknik path analysis dengan memakai bantuan Software SPSS Versi
26 dimana sebelumnya telah dilakukan uji validitas, reliabilitas, koefisien korelasi,
koefisien determinasi, analisis regresi sederhana dan berganda, serta uji t dan f.

Hasil penelitian menunjukkan bahwa terdapat pengaruh positif dan
signifikan pada website quality terhadap e-trust, e-wom terhadap e-trust, e-wom
terhadap e-repurchase intention, serta e-trust terhadap e-repurchase intention.
Namun diperoleh hasil yang tidak signifikan pada variabel website quality terhadap
e-repurchase intention. Sementara itu dihasilkan pula jika variabel e-trust menjadi
variabel intervening antara website quality dan e-repurchase intention, namun e-
trust bukan menjadi variabel intervening diantara variabel e-wom dan e-repurchase
intention.

Keywords : E-Repurchase Intention, E-Trust, E-WOM, Website Quality



ABSTRACT

The high interest in online buying and selling transactions opens up
opportunities for e-commerce platforms to grow. However, along with the
development of e-commerce, business people are competing to create the best e-
commerce and can win stiff competition. In winning the competition, it is important
for an e-commerce company to be able to retain consumers so that they are willing
to do e-repurchase intention. The strategy that can be done is to improve website
quality, e-wom, and e-trust, so that it can encourage consumer willingness to do e-
repurchase intention.

The type of research used is the type of explanatory research. The sampling
technique in this study used a non-probability sampling technique with purposive
sampling. Data collection from respondents was done using a questionnaire. The
questionnaire contains a written statement that has been prepared by the
researcher and distributed using a google form by utilizing features in social media,
such as Line, Instagram, and Twitter. Respondents who meet the specified criteria
can fill out the questionnaire by giving a score based on the Likert scale on the
statement that has been determined. Respondents in this study amounted to 100
respondents. This study uses a path analysis technique using SPSS Version 26
software where previously the validity, reliability, correlation coefficient,
determination coefficient, simple and multiple regression analysis, and t and f tests
have been carried out.

The results showed that there was a positive and significant influence on
website quality on e-trust, e-wom on e-trust, e-wom on e-repurchase intention, and
e-trust on e-repurchase intention. However, the results obtained are not significant
on the website quality variable on e-repurchase intention. Meanwhile, if the e-trust
variable is the intervening variable between website quality and e-repurchase
intention, e-trust is not an intervening variable between the e-wom and e-
repurchase intention variables.

Keywords : E-Repurchase Intention, E-Trust, E-WOM, Website Quality
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