CHAPTER 5
CONCLUSION AND SUGGESTION

5.1 Conclusion
Based on the discussion result, the conclusions of this research

are as follow:

1. Website quality (WQ) significantly impacts perceived trust (PT)
so that it can be concluded that every website quality affects the
perceived trust of the customer. Therefore, by improving and
maintaining the quality of the website will help to obtain and
creating trust for the customers. Thus, the first hypothesis
proposed in this research is website quality significantly affects
perceived trust on Tokopedia in Surabaya, accepted.

2. Website quality (WQ) significantly impacts perceived value (PV)
so that it can be concluded that every website quality affects the
value that the customer perceived. Therefore, by improving and
maintaining the quality of the website will help to obtain and
creating value for the customers. Thus, the second hypothesis
proposed in this research is website quality significantly affects
perceived value on Tokopedia in Surabaya, accepted.

3. Perceived Trust (PT) significantly impacts repurchase intention
(RI) so that it can be concluded that perceived trust affects the
intention for customers to repurchase. Therefore, by keeping trust
the customer perceived, it will also obtain and create trust for the

customers. Thus, the third hypothesis proposed in this research is
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perceived trust significantly affects repurchase intention on
Tokopedia in Surabaya, accepted.

4. Perceived value (PV) significantly impacts repurchase intention
(RI) so it can be concluded that value that customers perceived
value affect the repurchase intention. Therefore, by giving value
to customers the intention to repurchase will be increased. Thus,
the fourth hypothesis proposed in this research is perceived value
significantly affects repurchase intention on Tokopedia in
Surabaya, accepted.

5. Website quality (WQ) significantly impacts repurchase intention
(RI) through the mediation of perceived trust (PT) and perceived
value (PV) so it can be concluded that value that customers
perceived affect the repurchase intention. Therefore, by giving
value to customers the intention to repurchase will be increased.
Thus, the fifth hypothesis proposed in this research is website
guality significantly affects repurchase intention mediated by
perceived trust and perceived value on Tokopedia in Surabaya,

accepted.

5.3 Suggestion
5.3.1 Academical Suggestion

The current study of all 15 variables, not normally distributed
with the number of respondents selected as much as 105.
Suggestions for future research is the researchers should involve

more respondents to get data with the aim that the data obtained can
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be better and as early as possible in spreading questionnaire to the

respondent.

5.3.2 Practical Suggestion

Based on the conducted research, it can be given some

recommendations in the form of suggestions that can be a

consideration for the management of Tokopedia, as follow:

a.

Suggestion to Website Quality
Tokopedia needs to improve the improve website quality with

faster and more precise customer service.

. Suggestion to Perceived Trust

Tokopedia needs to fulfill their promises to the customers to
maintain the trust that already owned.

Suggestion to Perceived Value

Tokopedia needs to improve their performance in order to create

value that customers perceive.

. Suggestion to Repurchase Intention

Tokopedia needs to maintain their relationship with customers by
considering the website quality, perceived trust and perceived
value to increase the intention to repurchase, because according to
the questionnaire, some of the customers prefer to use other

online retail store.



54

REFERENCES

Ahmed, Ishfaq & Musarrat Nawaz, Muhammad & Usman, Ahmad &
Shaukat, Muhammad Zeeshan & Ahmed, Naveed &
Rehman, Wasim. (2010). A mediation of customer
satisfaction relationship between service quality and
repurchase intentions for the telecom sector in Pakistan: A
case study of university students. African journal of business
management. 4.

Al-Dwairi (2013). E-Commerce Web Sites Trust Factors: An
Empirical Approach. Contemporary Engineering Sciences,
Vol.6,n0.1,1-7

Al-Maghrabi, T., Dennis, C. and Halliday, S. (2011), “Antecedents
of continuance intentions toward e-shopping: the case of
Saudi  Arabia”, Journal of Enterprise Information
Management, VVol. 24 No. 1, pp. 85-111.

Aren, Selim & Giizel, Mevliidiye & Alpkan, Liitfihak & Kabaday,
Ebru. (2013). Factors Affecting Repurchase Intention to
Shop at the Same Website. Procedia - Social and Behavioral
Sciences.

Ashton, A.S., Scott, N., Solnet, D., Breakey, N. (2010) Hotel
restaurant dining : The relationship between perceived value
and intention to purchase. Tourism and Hospitality Research
(2010) 10, 206 — 218

Bai B., R. Law, and I. Wen, (2008). The impact of website quality
on customer satisfaction and purchase intentions: Evidence
from Chinese online visitors. International Journal of
Hospitality Management, vol. 27, no. 3, pp. 391-402.

Bhattacherjee, A. (2012). Social Science Research: Principles,
Methods, and Practices. Textbooks Collection. Book 3.



55

Bishop, Willard R., Jr. (1984). Competitive Intelligence.
Progressive Grocer , 19-20

Casalo, Luis V. Carlos Flavian & Miguel Guinaliu (2007). The
Influence of Satisfaction, Perceived Reputation and Trust on
a Consumer's Commitment to a Website, Journal of
Marketing Communications, 13:1, 1-17.

Chang, H.H. and Chen, S.W. (2008) The impact of online store
environment cues on purchase intention, trust and perceived
risk as a mediator”, Online Information Review, Vol. 32 No.
6, pp. 818-41.

Chang Kuo-Chien, Kuo Nien-Te, Hsu Chia-Lin, and Cheng Yi-Sung
(2014) The Impact of Website Quality and Perceived Trust
on Customer Purchase Intention in the Hotel Sector: Website
Brand and Perceived Value as Moderators, International
Journal of Innovation, Management and Technology, Vol. 5,
No. 4.

Chang H.H, Y. H. Wang, and W. Y. Yang (2009). The impact of e-
service quality, customer satisfaction and loyalty on e-
marketing: Moderating effect of perceived value. Total
Quality Management & Business Excellence, vol. 20, no. 4,
pp. 423-443.

Chiles, T. H. and J. R. McMackin (1996). Integrating Variable Risk
Preferences, Trust, and Transaction Cost Economics.
Academy of Management Journal, 21, pp. 73-99.

Chiu, C.M., Chang, C.C., Cheng, H.L. and Fang, Y.H. (2009).
Determinants of customer repurchase intention in online
shopping. Online Information Review, Vol. 33 No. 4, pp.
761-84.



56

Cronin. Jr, J & Brady, Michael & Hult, Tomas. (2000). Assessing the
effects of quality, value, and customer satisfaction on
consumer behavioral intentions in service environments.
Journal of Retailing. 76. 193-218

Eagly, A. H., & Chaiken, S. (1993). The psychology of attitudes.
Fort Worth, TX: Harcourt Brace Jovanovich College
Publishers.

Erin Anderson and Barton Weitz (1989) Determinants of Continuity
in  Conventional Industrial Channel Dyads, Journal
Marketing Science Vol.8 (4)

Faizan Ali, (2016) Hotel website quality, perceived flow, customer
satisfaction and purchase intention, Journal of Hospitality
and Tourism Technology, Vol. 7 Issue: 2, pp.213-228.

Ferdinand, A. (2002). Structural equation modelling dalam
Penelitian manajemen. Semarang: FE UNDIP.

Gefen, David and Straub, Detmar W. (2000). The Relative
Importance of Perceived Ease of Use in IS Adoption: A
Study of E-Commerce Adoption. Journal of the Association
for Information Systems: Vol. 1: Iss. 1, Article 8

Gefen, David; Karahanna, Elena; and Straub, Detmar W. (2003).
Trust and TAM in Online Shopping: An Integrated Model.
MIS Quarterly, (27: 1).

Ghozali, I. and Fuad. (2005). Structural Equation Modelling
Teori, Konsep, & Aplikasi dengan Program Lisrel 8.54.
Semarang: Universitas Diponegoro.

Goode, M.M.H. and Harris, L.C. (2007). Online behavioural
intentions: an empirical investigation of antecedents and
moderators. European Journal of Marketing, Vol. 41 Nos
5/6, pp. 512-36.


https://www.emeraldinsight.com/author/Ali%2C+Faizan

57

Gregg Dawn G., Walczak, Steven (2010) The relationship between
website quality, trust and price premiums at online auctions.
Electron Commer Res 10: 1-25

Henkel D, Houchaime N, Locatelli N, Singh S, Zeithaml VA, Bittner
(2006). The Impact of Emerging WLANs on Incumbent
CellularService Providers in the U.S. M.J. Services
marketing, McGraw-Hill Singapore.

https://inet.detik.com/cyberlife/d-3793019/persaingan-e-commerce-
indonesia-di-2017-siapa-terpopuler

Jeong, M. Oh, H. and Gregoire M. (2003) Conceptualizing web site
guality and its consequences in the lodging industry,
International Journal of Hospitality Management, vol. 22,
no. 2, pp. 161-175.

Juran J.M. Richard S Bingham; Frank M Gryna (1974) Quality
Control Handbook. Taipei : Rainbow-Bridge.

Joseph, M., Yakhou, M. and Stone, G. (2005). An educational
institution's quest for service quality: customers’ perspective.
Quality Assurance in Education, VVol.13, No.1, pp.66-82.

Jukka Ojasalo (2010) E-Service quality: A conceptual model,
International Journal of Arts and Sciences 3(7): 127 — 143.

Kim, J.H., Kim, M. and Kandampully, J. (2007), “The impact of
buying environment characteristics of retail web sites”,
Service Industries Journal, Vol. 27 No. 7, pp. 865-80.

Kim C., W. Zhao, and K. H. Yang, (2008) “An empirical study on
the integrated framework of e-CRM in online shopping:
Evaluating the relationships among perceived value,
satisfaction, and trust based on customers’ perspectives,”
Journal of Electronic Commerce in Organizations, vol. 6,
no. 3, pp. 1-19.


http://www.worldcat.org/search?q=au%3AJuran%2C+J.+M.&qt=hot_author
http://www.worldcat.org/search?q=au%3ABingham%2C+Richard+S.&qt=hot_author
http://www.worldcat.org/search?q=au%3AGryna%2C+Frank+M.&qt=hot_author

58

Kwek Choon Ling,Dazmin bin Daud, Tan Hoi Piew, Kay Hooi
Keoy, Padzil Hassan (2011) Perceived Risk, Perceived
Technology, Online Trust for the Online Purchase Intention
in Malaysia. International Journal of Business and
Management Vol. 6, No. 6.

Kotler, P. and Achrol, R. (1999) Marketing in the Network
Economy. Journal of Marketing, 63, 146-163.

Lee, C.H., Eze, U.C., Ndubisi, N.O. (2011) Analyzing key
determinants of online repurchase intentions, Asia Pacific
Journal of Marketing and Logistics, Vol. 23 Issue: 2,
pp.200-221.

Lee, G.G. and Lin, H.F. (2005). Customer perceptions of e-service
guality in online shopping International Journal of Retail &
Distribution Management, Vol. 33 No. 2, pp. 161-76.

Lee, M. & Turban, E. (2001). A Trust Model for Consumer Internet
Shopping, International Journal of Electronic Commerce,
6(1): 75-91

Lin H. F. (2007), The impact of website quality dimensions on
customer satisfaction in the b2c e-commerce context, Total
Quality Management & Business Excellence, vol. 18, no. 3,
pp. 363-378.

Lin, L.Y Chen, Y.W. (2009) "A study on the influence of
purchase intentions on repurchase decisions: the moderating
effects of reference groups and perceived risks", Tourism
Review, Vol. 64 Issue: 3, pp.28-48.

Lovelock, C. H. (2000). Service Marketing 4th Edition. New Jersey:
Prentice Hall International.


https://www.emeraldinsight.com/author/Har+Lee%2C+Chai
https://www.emeraldinsight.com/author/Cyril+Eze%2C+Uchenna
https://www.emeraldinsight.com/author/Oly+Ndubisi%2C+Nelson
https://www.emeraldinsight.com/author/Lin%2C+Long-Yi
https://www.emeraldinsight.com/author/Chen%2C+Yeun-Wen

59

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An
Integrative Model of Organizational Trust. The Academy of
Management Review, 20(3), 709-734.

Mittal, V., Ross, W., & Baldasare, P. (1998). The asymmetric impact
of negative and positive attribute-level performance on
overall satisfaction and repurchase intentions. Journal of
Marketing, 62, 33-47.

Mohammad Amini and Hasan Akbari (2014) Studying effect of site
quality on online repurchase intention through satisfaction,
Trust and commitment of customer Vol. 4 (S4), pp. 2839-
2849.

Muhammad Ishtiag Ishag (2012) Perceived value, service quality,
corporate image and customer loyalty: empirical assessment
from Pakistan Serbian. Journal of Management 7 (1) (2012)
25— 36.

Molinari, L. K. (2004). Satisfaction, quality and value and effects on
repurchase and positive word-of-mouth behavioral intentions
for business-to-business services (Doctoral Dissertation).

Moliner, M.A., Sa'nchez, J., Rodri’guez, R.M. and Callarisa, L.
(2007), “Perceived relationship quality and post-purchase

perceived value: an integrative framework”, European
Journal of Marketing, VVol. 41 Nos 11/12, pp. 1392-422.

Morar, D.D. (2013), An overview of the consumer value literature
perceived value. International Conference, Marketing from
Information to Decision. 6xed. p169-186.

Negash, S., Ryan, T. and Igbaria, M. (2003) Quality and
Effectiveness in Web-Based Customer Support Systems.
Information & Management, 40, 757-768.

Nielsen, J., 2000, Designing Web Usability: The Practice of
Simplicity. Indianapolis: New Riders Publishing.



60

Nurhayati & Murti, W.W. (2012). Analisis faktor-faktor yang
mempengaruhi minat beli ulang masyarakat terhadap produk
handphone. Value Added.8(2), 53.

O'Cass, A. Carlson, J., , (2011) "Developing a framework for
understanding  e-service  quality, its  antecedents,
consequences, and mediators”, Managing Service Quality:
An International Journal, VVol. 21 Issue: 3, pp.264-286

Pavlou P. A. (2003), “Consumer acceptance of electronic commerce:
Integrating trust and risk with the technology acceptance
model,”International Journal of Electronic Commerce, vol.
7, no. 3, pp. 101-134.

Pavlou, P.A. and Fygenson, M. (2006), “Understanding and
predicting electronic commerce adoption: an extension of the
theory of planned behavior”, MIS Quarterly, Vol. 30 No. 1,
pp. 115-43.

Pavlou, Paul A. and Ba, Sulin (2002), Evidence of the Effect of Trust
Building Technology in Electronic Markets: Price Premium
and Buyer Behavior. MIS Quarterly 26, 3, 243-268.

Pham Quoc Trung , Xuan Phuc Tran 1, Sanjay Misra, Rytis
Maskeliunas and  Robertas  Damasevi'cius  (2017)
Relationship between Convenience, Perceived Value, and
Repurchase Intention in Online Shopping in Vietnam.
Sustainability 10, 156

Puspitasari, A.N., Kumadji, S. , Sunarti (2013). Pengaruh Kualitas
Website Terhadap Nilai yang dipersepsikan, Kepuasan dan
Loyalitas Pelanggan Pada Online Shop. Jurnal Iimu
Administrasi

Phillip K. Hellier, Gus M. Geursen, Rodney A. Carr, John A.
Rickard, (2003) "Customer repurchase intention: A general
structural equation model”, European Journal of Marketing,
Vol. 37 Issue: 11/12, pp.1762-1800


https://www.emeraldinsight.com/author/O%27Cass%2C+Aron

61

Rempel, J.K., Holmes, J.G. & Zanna, M.P. (1985). Trust in close
relationships., 95-112.Journal of Personality and Social
Psychology, 49

Retno Setyorini and Rizky Prima Nugraha (2016) The Effect of Trust
Towards Online Repurchase Intention with Perceived
Usefulness As An Intervening Variable: A Study on
KASKUS Marketplace Customers The Asian Journal of
Technology Management Vol.9 No. 1 pp.1-7.

Richard, M.O. (2005), ‘‘Modelling the impact of internet
atmospherics on surfer behaviour’’, Journal of Business
Research, Vol. 58, pp. 1632-42.

Roig, J. C., Garcia, J. S., Tena, M. A., & Monzonis, J. L. (2006).
Customer perceived value in banking services. International
Journal of Bank Marketing, 24(5), 266-283.

Roman, S. (2007), “The ethics of online retailing: a scale
development and validation from the consumers’
perspective”, Journal of Business Ethics, Vol. 72 No. 2, pp.
131-48.

Rosenberg, L. and Czepiel, J. (1983) A marketing approach for
consumer retention, Journal of Consumer Marketing, Vol. 1
No. 1, pp. 45-51.

Rousseau, Denise & Sitkin, Sim & Burt, Ronald & Camerer, Colin.
(1998). Not So Different After All: A Cross-discipline View
of Trust. Academy of Management Review. 23.

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy
what we buy: a theory of consumption values. Journal of
Business Research, 22(2), 159-170.

Silalahi, U. (2012). Metode Penelitian Sosial. Bandung: PT Refika
Aditama.



62

Singarimbun, M., dan Effendi, S. (1982). Metode Penelitian Survai.
Jakarta: LP3ES.

Sugiyono. (2009). Metode Penelitian Bisnis (Pendekatan Kuantitatif,
Kualitatif, dan R&D). Bandung: Alfabeta.

Suhaily, Lily and Soelasih, Yasintha (2017) What Effects repurchase
Intention of Online Shopping. International Business
Research; Vol. 10, No. 12.

Shin, J, I, Chung, H, K, Oh, S, J dan Lee, W,C. 2013. ‘The effect of
site quality on repurchase intention in Internet shopping
through mediating variables: The case of university students in
South Korea,” International Journal of Information
Management. Vol 33 pp. 453— 463

Swait, Joffre & Sweeney, J. (2000). Perceived value and its impact
on choice behavior in a retail setting. Journal of Retailing and
Consumer Services. 7. 77-88.

ey

intentions in a retail store — exploring the impact of colours.
Ekonomski Vjesnik/Econviews.

Wang, H.H. Emurian (2003) An overview of online trust: Concepts,
elements, and implications. Computers in Human Behavior
21, 105-125.

Wen, Chao. Victor R. Prybutok, Chenyan Xu (2011) An integrated
model for customer online repurchase intention Faculty
Research & Creative Activity. 8.

Yamin, S. dan Kurniawan, H. (2009). Structural Equation
Modelling: Belajar Lebih Mudah Teknik Analisis Data
Kuesioner dengan Lisrel-PLS. Jakarta: Salemba Infotek.



63

Yoo, B., & Donthu, N. (2001). Developing a scale to measure the
perceived quality of an Internet shopping site (SITEQUAL).
Quarterly Journal of Electronic Commerce, 2, 1, 31-46.

Zehir C., Sehitoglu, Narcikara, and S. Zehir (2014) E-S-Quality,
Perceived Value and Loyalty Intentions Relationships in
Internet Retailers Volume 150, Pages 1071-1079.

Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality and
Value: a Means-end Model and Synthesis of Evidence.
Journal of Marketing, 52, 2-22.

Zeithaml, V.A., Parasuraman, A. & Malhotra, A. J. (2000), “Service
Quality, Profitability, and the Economic Worth of
Customers: What We Know and What We Need to Learn”,
Journal of the Academy of Marketing Science. Vol. 4 No.4
pp. 93-97

Zeithaml, Valarie & Parasuraman, A Parsu & Malhotra, Arvind.
(2000). A Conceptual Framework for Understanding E-
Service Quality: Implications for Future Research and
Managerial Practice. Marketing Science Institute Working
Paper Report.


https://www.sciencedirect.com/science/journal/18770428/150/supp/C

