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ABSTRAK

Penelitian ini bertujuan untuk menguji pengaruh online relationship
quality dan perceived website usability terhadap online repurchase intention.
Online relationship quality sendiri dipengaruhi oleh beberapa variabel yaitu
perceived website usability, perceived expertise in order fulfillment,
perceived reputation, dan distrust in vendor behavior. Sampel yang
digunakan sebanyak 150 responden dengan teknik pengambilan sampel:
purposive sampling dan menggunakan teknik analisis SEM dengan bantuan
program LISREL 8.70. Hasil penelitian menunjukkan bahwa adanya
hubungan positif antara perceived website usability, perceived expertise in
order fulfillment, dan perceived reputation terhadap online relationship
quality. Kemudian perceived website usability dan online relationship quality
juga memiliki pengaruh yang positif terhadap online repurchase intention.
Selanjutnya distrust in vendor behaviour memiliki pengaruh negatif terhadap
online relationship quality
Kata Kunci: perceived website usability, perceived expertise in order

fulfillment, perceived reputation, distrust in vendor behaviour,
online relationship quality dan online repurchase Intention.
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ABSTRACT

This study aims to examine the effect of online relationship quality and
perceived website usability against online repurchase intention. Online
relationship quality itself is influenced by several variables that is perceived
website usability, perceived expertise in order fulfillment, perceived
reputation, and distrust in vendor behavior. The sample used was 150
respondents by using sampling technique: purposive sampling and used SEM
analysis technique with the help of LISREL 8.70 program. The results showed
that there is positive influence between perceived website usability, perceived
expertise in order fulfillment, and perceived reputation against online
relationship quality. Then perceived website usability and online relationship
quality also have a positive influence on online repurchase intention. Next
distrust in vendor behaviour have negative influence on online relationship
quality

Keywords: perceived website usability, perceived expertise in order

fulfillment, perceived reputation, distrust in vendor behaviour,
online relationship quality and online repurchase Intention.
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