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PENGARUH PERCEIVED RISK, WEBSITE REPUTATION, 

ONLINE TRUST DAN PERCEIVRED VALUE TERHADAP 

REPURCHASE INTENTION PADA KONSUMEN ZALORA DI 

SURABAYA 

 
ABSTRAK 

 

Tujuan Penelitian ini untuk menganalisis pengaruh Perceived 

Risk , Website Reputation, Online Trust dan Perceived Value terhadap 

Repurchase Intention pada konsumen Zalora di Surabaya. Penelitian ini 

merupakan penelitian kausal. Teknik pengambilan sampel menggunakan 

non probability sampling dengan cara purposive sampling. Sampel yang 

digunakan sebesar 160 responden. Data dikumpulkan dengan instrumen 

kuesioner dan selanjutnya diolah dengan teknik analisis Struktural 

Equation Model (SEM) dengan menggunakan program Lisrel 8.70.  

Hasil penelitian ini menunjukkan bahwa Perceived risk 

berpengaruh negative signifikan terhadap Online Trust.Variabel Website 

Reputation berpengaruh positif signifikan terhadap Online Trust. 

Variabel Website Reputation berpengaruh positif signifikan terhadap 

Perceived Value. Variabel Online Trust  berpengaruh positif signifikan 

terhadap Repurchase Intention. Variabel Perceived Value berpengaruh 

positif signifikan terhadap Repurchase Intention.  

 

Kata Kunci: Perceived Risk, Website Reputation, Online Trust, 

Perceived Value, Repurchase Intention 
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PENGARUH PERCEIVED RISK, WEBSITE REPUTATION, 

ONLINE TRUST DAN PERCEIVRED VALUE TERHADAP 

REPURCHASE INTENTION PADA KONSUMEN ZALORA DI 

SURABAYA 

 

ABSTRACT 

 

This research purposes are to analyze the impact of Perceived 

Risk, Website Reputation, Online Trust and Perceived Value towards 

Repurchase Intention of Zalora’s consumer in Surabaya.This research is a 

causal research. Sampling technique used non probability sampling by 

purposive sampling. Samples that have been used are 160 respondents. 

The data were collected by questionnaire instrument and then proceed 

with Structural Equation Model (SEM) technique by using Lisrel 8.70 

program.  

The result of this study indicates that Perceived risk has a 

significant negative effect on the Online Trust. Website Reputation has a 

significant positive effect on the Online Trust. Website Reputation has a 

significant positive effect on Perceived Value. Online Trust has a 

significant positive effect on Repurchase Intention. Perceived Value 

variable has a significant positive effect on Repurchase Intention. 

 

Keyword: Perceived Risk, Website Reputation, Online Trust, 

Perceived Value, Repurchase Intention 

 

 
 
 
 
 
 
 
 
 
 


