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Pengaruh Effort Expectancy, Trust, dan Experience Terhadap
Satisfaction dan Online Repurchase Intention Pada Mobile Aplikasi
Shopee di Surabaya

ABSTRAK

Bisnis online shopping telah menjadi salah satu jenis usaha yang
memiliki prospek cukup baik dimasa ini. Untuk bersaing, Shopee
menyediakan aplikasi yang memudahkan konsumen untuk berbelanja
menggunakan mobile aplikasi Shopee. Penelitian ini dilakukan untuk
menganalisis pengaruh Effort Expectancy, Trust,dan Experience terhadap
Satisfaction dan Online Repurchase Intention pada Mobile Aplikasi Shopee
di Surabaya. Teknik analisis yang digunakan dalam penelitian ini adalah
Structural Equation Modeling (SEM) dan menggunakan program LISREL.
Teknik pengambilan sampel yang digunakan adalah nonprobability
sampling. Penelitian ini mengambil 150 responden sebagai sampel.
Karakteristik dari responden yaitu pernah berbelanja menggunakan mobile
aplikasi Shopee dalam 6 bulan terakhir, berusia 17 tahun dan berdomisili di
Surabaya. Hasil penelitian ini membuktikan: (1) Effort expectancy
berpengaruh positif terhadap satisfaction; (2) Trust berpengaruh positif
terhadap satisfaction; (3) Experience berpengaruh positif terhadap
satisfaction; (4) Satisfaction berpengaruh positif terhadap repurchase
intention pada konsumen yang menggunakan Mobile Aplikasi Shopee di
Surabaya.

Kata Kunci: Effort Expectancy, Trust, Experience, Satisfaction,
Repurchase Intention.
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The Effect of Effort Expectancy, Trust, and Experience To Satisfaction
and Online Repurchase Intention on Mobile Application Shopee in
Surabaya

ABSTRACT

Online shopping is one of the variant bussiness that has good
prospect in this time. To compete with others bussiness, Shopee has mobile
application that makes it easier for consumers to shopping with mobile
application. This research aims to analyze The Effect of Effort Expectancy,
Trust, and Experience To Satisfaction and Online Repurchase Intention on
Mobile Application Shopee in Surabaya. Data analysis techniques used are
Structural Equation Modeling (SEM) and use LISREL program. The
sampling technique wused is nonprobability sampling, by purposive
sampling. This research took 150 respondents as a sample.Characteristics
of respondents are customers who had used the mobile application Shopee
minimum in the last 6 months, at least 17 years old, with consideration of
customers considered enough age to make choices, and domiciled in
Surabaya. The results of this research prove: (1) Effort expectancy has a
positive impact on satisfaction; (2) Trust has a positive impact on
satisfaction; (3) Experience has a positive impact on satisfaction; (4)
Satisfaction has a positive impact on repurchase intention customers on
Mobile Application Shopee in Surabaya

Keywords: Effort  Expectancy, Trust, Experience, Satisfaction,
Repurchase Intention.

Xvi



