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ABSTRAK 

Di era globalisasi pada saat ini, perkembangan informasi dan teknologi 

sangatlah cepat dan tidak ada batasan dalam penyebarannya. Informasi yang 

sangat mudah didapat menjadikan manusia mudah untuk melakukan sesuatu. 

Dengan adanya perkembangan dalam teknologi informasi yang semakin modern, 

dunia perdagangan dan bisnis juga ikut berkembang. Media komunikasi dan 

informasi mengalami perkembangan yang paling mutakhir sehingga muncul 

sebuah model transaksi bisnis yang sangat inovatif. E-commerce merupakan ritel 

dengan format non-store yang merupakan jenis yang paling optimal dalam 

mendukung kemajuan teknologi informasi untuk dapat berinteraksi dengan 

konsumen. 

Penelitian ini bertujuan untuk menguji pengaruh : reputasi website, ukuran 

website, terhadap repurchase intention, melalui website e-trust, website e-

satisfaction, dan e-servise quality. Sampel yang digunakan sebanyak 122 

responden dengan teknik pengambilan sampel: nonprobability sampling dan 

menggunakan teknik analisis SEM dengan bantuan program SmartPLS 3. Hasil 

penelitian menunjukkan bahwa adanya hubungan positif antara website reputation 

dengan trust in website dan hasil penelitian menunjukan hasil positif antara 

perceived size of website dengan trust in website  Selanjutnya ada hubungan 

positif antara trust in website dengan satisfaction with website. Selanjutnya hasil 

penelitian menunjukan hasil positif antara  trust in website dengan perceived 

quality of website . Hubungan positif juga ada pada perceived quality of website 

dengan repurchase intention. Dan selanjutnya  antara website e-satisfaction 

terhadap repurchase intention berpengaruh positif. 

 

Kata Kunci: website reputation, perceived size of website, trust in website, 

satisfaction with website, perceived quality of website dan repurchase 

intention. 
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ABSTRACT 

 

Nowadays, the growing effect of information and technology literaly grow 

so fast and no barriers in the distribution of it. Information are easy to reach that 

make people going easy to doing something. With the development of information 

technology in modern days, the world of commerce and business is also 

developing. The communication and information media are experiencing the most 

recent development so that a very innovative business transaction model emerges.  

E-commerce is a non-store retail format which is the most optimal type in 

supporting the advancement of information technology to be able to interact with 

consumers.This study aims to examine the effect: the website reputation, 

preceived size of websites to repurchase intention through trust of websites, 

satisfaction with website, preceived quality of website relationship in-between 

repurchase intention  

The sample used was 122 respondents with sampling techniques: 

nonprobability sampling and using SEM analysis techniques with the help of 

SmartPLS 3 program. The results showed that there was a positive relationship 

between the reputation of the website and trust in website, positive results 

between the size of the website and trust in website. Furthermore, there is a 

positive relationship between the trust in website and satisfaction with website. 

Then the research results show positive results between trust in website and 

perceived quality of website. Positive relationships also exist on the perceived 

quality of website and repurchase intention. And then between satisfaction with 

website and repurchase intention also has a positive effect. 

 

Keywords: website reputation, perceived size of website, trust in website, 

satisfaction with website, perceived quality of website and repurchase intention. 
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