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ABSTRAK 

 Penelitian ini bertujuan untuk mengetahui pengaruh 

responsiveness, contact, fulfillment, privacy, risk, dan price fairness 

terhadap trust dan online purchase intention pada online mall 

Shopee. Dalam penelitian ini, desain penelitian yang digunakan 

adalah penelitian kausal dan  variabel-variabel yang diteliti dianalisis 

menggunakan analisis SEM (Structural Equation Modelling). Jenis 

data yang digunakan dalam penelitian ini adalah data kuantitatif 

dengan sumber data yaitu data primer yang dikumpulkan melalui 

kuesioner. Jumlah sampel yang digunakan dalam penelitian ini 

adalah sebanyak 160 responden. Penelitian ini menggunakan non-

random sample dengan pengambilan sampel sampel menggunakan 

purposive sampling. 

 Hasil penelitian ini menunjukkan bahwa responsiveness 

berperpengaruh secara signifikan terhadap trust, contact berpengaruh 

secara signifikan terhadap trust, fulfillment berpengaruh secara 

signifikan terhadap trust, privacy berpengaruh secara signifikan 

terhadap trust, risk mempunyai pengaruh negatif yang signifikan 

terhadap trust, price fairness tidak berpengaruh terhadap trust, dan 

trust berpengaruh secara signifikan terhadap online purchase 

intention. 

Kata Kunci : E-Service Quality, Responsiveness, Contact, 

Fulfillment, Privacy, Risk, Price Fairness, Online 

Purchase Intention. 
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ABSTRACT 

 This study aims to determine the effect of responsiveness, 

contact, fulfillment, privacy, risk, and price fairness on trust and 

online purchase intention at Shopee. In this research, the research 

design used was causal research and the variables were analyzed 

using SEM (Structural Equation Modeling) analysis. This research 

used quantitative data with primary data as the sources that 

collected through questionnaires. The number of samples that used 

in this research were 160 respondents. This research uses non-

random samples by purposive sampling 

 The results in this research indicate that responsiveness has 

a significant effect on trust, contact has a significant effect on trust, 

fulfillment has a significant effect on trust, privacy has a significant 

effect on trust, risk has a  significant negative effect on trust, price 

fairness have no effect on trust, and trust has a significant effect on 

online purchase intention. 

Kata Kunci : E-Service Quality, Responsiveness, Contact, 

Fulfillment, Privacy, Risk, Price Fairness, Online 

Purchase Intention 

 

 


