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PENGARUH PERCEIVED RISK DAN PERCEIVED USEFULNESS
TERHADAP REPUCHASE INTENTION MELALUI E-WOM SEBAGAI
VARIABEL MEDIASI
(Studi Pada Pengguna TikTok Shop di Kota Semarang)

ABSTRAK

TikTok Shop menjadi socio-commerce yang muncul pada tahun 2021 sebagai
sarana belanja secara digital. Pada tahun 2023, TikTok Shop memiliki transaksi
Bruto berada peringkat keempat dimana menandakan tidak banyak masyarakat
yang menggunakan TikTok Shop dalam bertransaksi dalam memenuhi kebutuhan
produk fashion. Hal ini diduga dengan adanya persepsi risiko dan persepsi
kegunaan pada konsumen.

Penelitian ini bertujuan untuk mengetahui pengaruh perceived risk dan perceived
usefulness terhadap repurchase intention melalui electronic word of mouth sebagai
variabel mediasi terhadap pengguna TikTok Shop di Kota Semarang. Tipe
penelitian ini adalah explanatory research dengan pendekatan kuantitatif. Teknik
pengambilan sampel menggunakan accidental sampling dan purposive sampling.
Jumlah sampel sebanyak 97 responden. Teknik pengumpulan data melalui
kuesioner yang kemudian data dilanjutkan pada tahap pengolahan menggunakan
software Smart PLS versi 4.0.

Penelitian ini menghasilkan bahwa perceived risk dan perceived usefulness
berpengaruh signifikan terhadap electronic word of mouth. Kemudian, perceived
risk dan perceived usefulness berpengaruh tidak signifikan terhadap repurchase
intention, sedangkan electronic word of mouth berpengaruh signifikan terhadap
repurchase intention. Electronic word of mouth memediasi secara penuh pengaruh
variabel perceived risk dan perceived usefulness terhadap repurchase intention

Berdasarkan hasil penelitian, peneliti merumuskan saran bagi TikTok senantiasa
untuk menjaga kepercayaan konsumen untuk tetap menjaga infomasi pribadi
konsumen dengan meningkatkan keamanan penyimpanan data pribadi. Kemudian
meningkatkan produktivitas konsumen dengan menyediakan subsidi potongan
harga untuk seluruh produk sehingga konsumen dapat meningkatkan efisiensi
biaya. TikTok perlu mendorong konsumen untuk meningkatkan intensitas
membaca ulasan mengenai produk sesuai dengan kebutuhan masing-masing
melalui konten Saran bagi penelitian selanjutnya yaitu dapat menambahkan
variabel e-trust untuk dapat meningkatkan kepercayaan yang berujung pada
repurchase intention.

Kata kunci: persepsi risiko, persepsi kebermanfaatan, electronic word of mouth,
repurchase intention
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THE INFLUENCE OF PERCEIVED RISK AND PERCEIVED
USEFULNESS ON REPUCHASE INTENTION THROUGH E-WOM AS AN
INTERVEVING VARIABLE
(Study of TikTok Shop Users in Semarang City)

ABSTRACT

TikTok Shop has become a socio-commerce that emerged in 2021 as a digital
shopping. In 2023, TikTok Shop had a Gross Merchandise Value (GMV) ranking
fourth, indicating that not many people use TikTok Shop to make transactions to
meet their fashion product needs. This is suspected due to the perception of risk and
perception of usefulness in consumers.

This study aims to determine the effect of perceived risk and perceived usefulness
on repurchase intention through electronic word of mouth as a mediating variable
for TikTok Shop users in Semarang City. This type of research is explanatory
research with a quantitative approach. The sampling technique uses purposive
sampling. The samples is about 97 respondents. The data collection technique is
through a questionnaire which is then continued to the processing stage using Smart
PLS software version 4.0.

This study shows that perceived risk and perceived usefulness have a significant
effect on electronic word of mouth. Then, perceived risk and perceived usefulness
have no significant effect on repurchase intention, while electronic word of mouth
has a significant effect on repurchase intention. Electronic word of mouth give full
mediation to the influence of perceived risk and perceived usefulness variables on
repurchase intention

Based on the results of the study, the researcher formulated recommendation for
TikTok to always maintain consumer trust to maintain consumer personal
information by increasing the security of personal data. Then increase consumer
productivity by providing discount subsidies for all products so that consumers can
increase cost efficiency. TikTok needs to encourage consumers to increase the
intensity of reading product reviews according to their respective needs through
content. Suggestions for further research are to add e-trust variables to increase trust
which leads to repurchase intention.

Keywords: perceived risk, perceived usefulness, electronic word of mouth,
repurchase intention
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