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KONSUMEN PADA E-COMMERCE SHOPEE 

Septiani Arum Purwaningtyas 

 

ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh harga, brand ambassador, iklan, 

kemudahan pembelian dan kepercayaan terhadap minat beli ulang konsumen pada e-

commerce Shopee. Metode penelitian ini menggunakan penelitian kuantitatif dengan sampel 

140 responden yang memiliki aplikasi Shopee dan pernah melakukan transaksi pembelian 

melalui aplikasi Shopee. Teknik  pengumpulan  data  yang  digunakan  adalah kuesioner, dan 

studi pustaka. Metode analisis data menggunakan uji validitas, uji reliabilitas, uji regresi  

linier berganda, koefisien determinasi (R2), signifikansi uji t dan uji f dengan bantuan 

program IBM SPSS versi 25.0. 

Pengujian hipotesis menggunakan uji t menunjukkan bahwa tiga dari lima variabel 

independen yang diteliti yaitu harga (X1), kemudahan pembelian (X4) dan kepercayaan (X5) 

terbukti secara signifikan mempengaruhi variabel dependen minat beli ulang. Kemudian 

melalui uji F dapat diketahui bahwa variabel harga, brand ambassador, iklan, kemudahan 

pembelian dan kepercayaan memang layak untuk menguji variabel dependen keputusan 

pembelian. Angka Adjusted R Square sebesar 0,364 menunjukkan bahwa 36,4 persen variasi 

minat beli ulang dapat dijelaskan oleh kelima variabel independen dalam persamaan regresi. 

Sedangkan sisanya sebesar 63,6 persen dijelaskan oleh variabel lain diluar kelima variabel 

yang digunakan dalam penelitian ini. 
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The Effect of Price, Brand Ambassador, Advertising, Ease of Use and Trust 

on Shopee Consumer Repurchase Intention 

Septiani Arum Purwaningtyas 

 

ABSTRACT 

This study aims to determine the effect of price, brand ambassador, advertising, ease of use 

and trust on Shopee consumer repurchase intention. This research method uses quantitative 

research. Samples are taken from 140 respondents who had Shopee application and had made  

purchases on Shopee. The sampling techniques is purposive sampling. Data were collected  

by a questioner, and literature studies. The analysis methods used are validity test, reliability  

test, multiple linear regression test, determination coefficient (R2), and significance t test and 

f test with the help of IBM SPSS program version 25.0. 

Hipotesis examination used t test showed that three of five independent variable researched 

that price (X1), ease of use (X4) and trust (X5) significantly proved influence repurchase 

intention of dependent variable. Then through F test found that price, brand ambassador, 

advertising, ease of use and trust suitable to research dependent variable of repurchase 

intention. Adjusted R Square Number about 0,364 showed that 36,4 percent repurchase 

intention variable could described by five independent variables within regression equality. 

Whereas the remainder about 63,6 percent described by other variable out from five variable 

used within this research. 
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