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INTISARI

Oleh:
Christian Immanuel Mardi Putra
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Pembimbing: Drs. Budi Suprapto, MBA., Ph.D.

Perkembangan teknologi yang pesat telah secara signifikan memengaruhi
berbagai aspek kehidupan, termasuk aktivitas bisnis. E-commerce muncul sebagai
strategi adaptasi utama bagi bisnis dalam merespons kemajuan teknologi,
memungkinkan organisasi untuk meningkatkan efisiensi, memperluas jangkauan
pasar, dan meningkatkan pengalaman pelanggan. Namun, di negara-negara
berkembang, adopsi e-commerce menghadapi tantangan seperti infrastruktur
teknologi, akses internet, dan rendahnya kepercayaan pelanggan. Social Commerce
(S-commerce), yang mengintegrasikan elemen media sosial ke dalam platform e-
commerce, menawarkan peluang bisnis baru, terutama di pasar berkembang seperti
Indonesia, di mana platform seperti TikTok Shop telah mendapatkan popularitas
besar. Penelitian ini menggunakan pendekatan kuantitatif dengan metode Partial
Least Squares Structural Equation Modeling (PLS-SEM) untuk menganalisis
hubungan antara perceived technology, keamanan, perceived reputation, perceived
risk, pengetahuan s-commerce, dan online repurchase behaviour sebelumnya
terhadap online trust, serta dampak perceived technology dan prior online purchase
experience terhadap online repurchase intention. Hasil penelitian menunjukkan
bahwa perceived technology dan perceived reputation memiliki pengaruh positif
terhadap online trust, sementara perceived risk memiliki pengaruh negatif. Online
trust secara signifikan memediasi hubungan antara perceived technology dan
online repurchase intention, tetapi tidak memiliki pengaruh mediasi yang
signifikan terhadap hubungan antara prior online purchase experience dan online
repurchase intention. Penelitian ini menyoroti pentingnya online trust dalam
memengaruhi perilaku pembelian konsumen pada platform s-commerce.
Kepercayaan membantu mengurangi kekhawatiran konsumen tentang risiko dan
keamanan data, sehingga mendorong partisipasi lebih besar dalam aktivitas online.
Dalam temuan ini menunjukkan pentingnya dalam bisnis untuk fokus pada
pembangunan dan pemeliharaan kepercayaan konsumen melalui transparansi,
keamanan data, dan komunikasi yang efektif untuk memastikan kesuksesan jangka
panjang di pasar digital yang sangat kompetitif.

Kata kunci: E-Commerce, Social Commerce, Online Trust, Online Repurchase
Intention, Perceived Technology, Concumer Behaviour, PLS-SEM.
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ABSTRACT

By:
Christian Immanuel Mardi Putra
225027222
Pembimbing: Drs. Budi Suprapto, MBA., Ph.D.

The rapid of technology has significantly influenced various aspects of life,
including business activities. E-commerce has emerged as a key adaptation
strategy for businesses in response to technological advancements, enabling
organizations to increase efficiency, expand market reach, and improve customer
experiences. However, in developing countries, e-commerce adoption faces
challenges such as technological infrastructure, internet access, and low consumer
trust. Social commerce (S-commerce), which integrates social media elements into
e-commerce platforms, offers new business opportunities, especially in developing
markets like Indonesia, where platforms like TikTok Shop have gained immense
popularity. This study employs a quantitative approach using Partial Least Squares
Structural Equation Modeling (PLS-SEM) to analyze the relationships between
perceived technology, security, perceived reputation, perceived risk, s-commerce
knowledge, and prior online purchase experience on online trust, as well as the
impact of perceived technology and prior online purchase experience on online
repurchase intention. Results indicate that perceived technology and perceived
reputation have positive effects on online trust, while perceived risk has a negative
effect. Online trust significantly mediates the relationship between perceived
technology and online repurchase intention, but has no significant mediating effect
on the relationship between prior online purchase experience and online
repurchase intention. The study highlights the importance of online trust in
influencing consumer purchasing behavior on s-commerce platforms. Trust helps
reduce consumer concerns about risks and data security, encouraging greater
participation in online activities. These findings underscore the need for businesses
to focus on building and maintaining consumer trust through transparency, data
security, and effective communication to ensure long-term success in the highly
competitive digital marketplace.

Kata kunci: E-Commerce, Social Commerce, Online Trust, Online Repurchase
Intention, Perceived Technology, Consumer Behavior, PLS-SEM.
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