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ABSTRAK 

 

Perubahan perilaku masyarakat dalam e-commerce merupakan tantangan 

tersendiri bagi perusahaan agar dapat memenuhi kebutuhan dan keinginan 

konsumennya. Untuk itu perusahaan perlu memahami perilaku konsumen saat ini. Saat 

konsumen melalui proses mencari hingga membeli, akan timbul pengalaman. Ketika 

konsumen mendapatkan pengalaman yang positif, maka konsumen merasa puas dan 

akan melakukan pembelian kembali. Pengalaman belanja online juga dapat 

berpengaruh terhadap adjusted expectations. Ketika toko online dapat meningkatkan 

harapan konsumen, maka akan berpengaruh terhadap online repurchase intention. 

Penelitian ini bertujuan untuk menelaah pengaruh online shopping experience 

terhadap customer satisfaction dan adjusted expectations, serta pengaruh customer 

satisfaction dan adjusted expectations terhadap online repurchase intentions. 

Responden penelitian adalah 150 konsumen Tokopedia di Surabaya. Analisis yang 

digunakan adalah analisis Structural Equation Modeling-Partial Least Squares (SEM-

PLS). 

Hasil penelitian menunjukkan bahwa online shopping experience berpengaruh 

signifikan positif terhadap customer satisfaction dan adjusted expectations, dan 

customer satisfaction serta adjusted expectations juga berpengaruh signifikan positif 

terhadap online repurchase intentions.  

 

Kata Kunci:  Online Shopping Experience, Customer Satisfaction,  

Adjusted Expectations, Online Repurchase Intention 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

xiii 



 

INFLUENCE ONLINE SHOPPING EXPERIENCE, CUSTOMER 

SATISFACTION, AND ADJUSTED EXPECTATION TOWARDS  

ONLINE REPURCHASE INTENTION ON  

TOKOPEDIA CONSUMERS 

IN SURABAYA 

ABSTRACT 

 

Changes in consumer behavior in e-commerce is a challenge for companies to 

be able to meet the needs and desires of consumers. For this reason, companies need 

to understand current consumer behavior. When consumers go through the process of 

searching for buying, experience will arise. When consumers get a positive experience, 

then the consumer feels satisfied and will make repurchase. The online shopping 

experience can also affect adjusted expectations. When an online store can increase 

consumer expectations, it will affect the online repurchase intention. 

This study aims to examine the effect of online shopping experience on customer 

satisfaction and adjusted expectations, as well as the influence of customer satisfaction 

and adjusted expectations on online repurchase intentions. Respondents are 150 

Tokopedia consumers in Surabaya. The analysis used Structural Equation Modeling-

Partial Least Squares (SEM-PLS). 

The results showed that online shopping experience had a significant positive 

effect on customer satisfaction and adjusted expectations, and customer satisfaction 

and adjusted expectations each had a significant positive effect on online repurchase 

intentions. 

 

Keywords:  Online Shopping Experience, Customer Satisfaction, 

  Adjusted Expectations, Online Repurchase Intention 
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