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Analisis Faktor-Faktor Yang Mempengaruhi Repurchase Intention 

Website Konsumen Zalora di Surabaya 

 

 

ABSTRAK 

 

 

Penelitian ini bertujuan untuk menganalisis faktor-faktor yang 

mempengaruhi repurchase intention website konsumen Zalora di Surabaya. 

Teknik analisis data yang digunakan adalah SEM dan menggunakan 

program LISREL. Teknik pengambilan sampel yang digunakan adalah 

nonprobability sampling, dengan cara purposive sampling. Penelitian ini 

mengambil 150 responden sebagai sampelnya. 

Hasil penelitian membuktikan: (1) Reputation of website 

berpengaruh positif dan signifikan terhadap trust in website pada konsumen 

fashion e-commerce Zalora di Surabaya; (2) Perceived size of website 

berpengaruh positif dan signifikan terhadap trust in website pada konsumen 

fashion e-commerce Zalora di Surabaya; (3) Trust in website berpengaruh 

positif dan signifikan terhadap satisfaction with website pada konsumen 

fashion e-commerce Zalora di Surabaya; (4) Trust in website berpengaruh 

positif dan signifikan terhadap perceived quality of website pada konsumen 

fashion e-commerce Zalora di Surabaya; (5) Perceived quality of website 

berpengaruh positif dan signifikan terhadap satisfaction with website pada 

konsumen fashion e-commerce Zalora di Surabaya; (6) Perceived quality of 

website berpengaruh positif dan signifikan terhadap repurchase intention 

pada konsumen fashion e-commerce Zalora di Surabaya; (7) Satisfaction 

with website berpengaruh positif dan signifikan terhadap repurchase 

intention pada konsumen fashion e-commerce Zalora di Surabaya. 

 

 

Kata Kunci:  Reputation of Website; Perceived Size of Website; Trust in 

Website; Perceived Quality of Website; Satisfaction with 

Website; Repurchase Intention. 
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Analysis of Factors Affecting Repurchase Intention 

Consumer Website Zalora in Surabaya 

 

 

ABSTRACT 

 

 

This study aims to analyze the factors that affect the repurchase 

intention Zalora consumer website in Surabaya. The data analysis 

technique used is SEM and using LISREL program. The sampling technique 

used is nonprobability sampling, by purposive sampling. This study took 

150 respondents as a sample. 

The results prove: (1) Reputation of website have positive and 

significant effect to trust in website at fashion consumer of Zalora e-

commerce in Surabaya; (2) Perceived size of website has a positive and 

significant effect on trust in website on fashion consumer of Zalora e-

commerce in Surabaya; (3) Trust in website has a positive and significant 

impact on satisfaction with website on fashion consumer of Zalora e-

commerce in Surabaya; (4) Trust in website has a positive and significant 

effect on perceived quality of website on fashion consumer of Zalora e-

commerce in Surabaya; (5) Perceived quality of website has a positive and 

significant effect on satisfaction with website on fashion consumer of Zalora 

e-commerce in Surabaya; (6) Perceived quality of website has a positive 

and significant impact on repurchase intention on fashion consumer of 

Zalora e-commerce in Surabaya; (7) Satisfaction with website has a 

positive and significant impact on repurchase intention on fashion 

consumer of Zalora e-commerce in Surabaya. 

  

 

Keywords:   Reputation of Website; Perceived Size of Website; Trust in 

Website; Perceived Quality of Website; Satisfaction with 

Website; Repurchase Intention.   

 


