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ABSTRACT 
 

This research is a quantitative study with an explanatory approach, which uses previous research as the primary 

material for creating hypotheses, adding novelty elements that are different from previous studies, and testing the 

hypotheses that researchers make. The primary material that researchers mean in this study is research. The data 

used in this study is primary data that researchers obtained from Gacoan noodle customers spread across several 

corners of Indonesia, with the minimum criteria of having shopped more than three times, with a many of 400 

customers. The data used in this study were analysed using the innovative PLS 4.0 analysis tool. The result in this 

article shows that each hypothesis in this study can be proven. The first hypothesis in this study is that the 

Customer Trust variable can have a positive relationship direction and a significant influence on 

Employee Performance. Based on the third table above, the Customer Trust variable can have a positive 

relationship direction and a considerable impact on Repurchase Intention because the P-values are 

positive and below the significance level of 0.05, namely 0.011. These results show that the higher the 

Customer Trust, the more likely it is to lead to purchasing decisions, increase customer loyalty, and 

increase customer comfort. These indicators will ultimately have a good impact and significantly 

influence Repurchase Intention. The following hypothesis used in this study is that the Security 

Perception variable can moderate the influence of the Customer Trust variable on the Repurchase 

Intention variable. This is because the P-values are positive and below the significance level of 0.05, 

which is 0.000, more significant than the direct testing of 0.011. Increasing Security Perception can 

further increase Customer Trust because Customers feel safe and comfortable. Ultimately, these rights 

can have a more significant effect on Repurchase Intention. 
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Introduction 
 

Repurchase Intention or Repurchase Interest indicates the buyer's desire to make repeat visits in the 

future. Repurchase behaviour is often associated with loyalty. However, the two are different; repurchase 

behaviour usually involves repurchasing the same brand repeatedly, while loyalty reflects a 

psychological commitment to a particular brand. [1]. According to [2]Purchase intention is the stage of 

the respondent's tendency to act before the purchase decision is carried out. There is a difference between 

actual purchases and repurchase interest. If actual purchases are purchases that consumers make, then 

repurchase interest is the intention to make repeat purchases on future occasions. 

According to Keller's theory [3], Purchase interest is how likely consumers will be attached to the 

purchase interest. According to [4]Interest is an adequate response or process of feeling or liking a 

product, but not deciding to buy. [5]. According to [6] Purchase interest is the stage of a respondent's 

tendency to act before the purchase decision is implemented. There is a difference between actual 

purchases and repurchase interest. If actual purchases are purchases that consumers make, then 

repurchase interest is the intention to create a repurchase at a future opportunity. [7]. According to 
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[8]Repurchase interest is customer behaviour in which customers respond positively to a company's offer 

and are interested in making repeat visits or re-consuming the company's products. [9]. 

According to [10], repeat purchase is a purchasing activity carried out more than once or several 

times. The satisfaction obtained by a consumer can encourage someone to make repeat purchases and 

become loyal to the product or the store where they bought the goods, so that consumers can tell good 

things. Two factors influence repeat purchase interest, namely feelings and emotions. Buying goods or 

services strengthens the purchase interest if someone feels happy and satisfied. [11]. Buying behaviour 

arises because an interest in buying precedes it; one of the reasons for the interest in buying is the 

perception that the product has good quality. According to [12]Repeat purchase interest can be identified 

through the following indicators [13]: 1. Transactional interest, namely, a person's tendency to buy a 

product. 2. Referential interest, namely, a person's tendency to refer to others. 3. Preferential interest is 

an interest that describes the behaviour of someone with a primary preference for a product; this 

preference can only be replaced if something happens to the preferred product. 4. Explorative interest, 

this interest describes the behaviour of someone who always seeks information about the product they 

request and seeks information to support the positive characteristics of the same product. 

According to [14]Repurchase interest can be identified through the following indicators: a. 

Transactional interest, namely, a person's tendency always to repurchase a product that has been 

consumed. b. Referential interest: namely, a person's tendency to reference a product that has been 

purchased, so that it is also purchased by others, concerning the experience of its consequences. c. 

Preferential interest: namely, an interest that describes a person's behaviour who always has a primary 

preference for a product that has been consumed. This preference can only be replaced if something 

happens to the preferred product. d. Explorative interest describes a person's behaviour who always seeks 

information about the product he is interested in and seeks information to support the positive qualities 

of the product they subscribe to.[15], Repurchase Interest can be increased by considering factors, 

including psychological factors which are driving factors originating from within the consumer, namely 

motivation, perception, knowledge and attitude, in addition to social factors which are a process where a 

person's behavior is influenced by family, social status and reference groups, then empowerment of the 

marketing mix consisting of products, prices, promotions and also distribution [16]. Consumer buying 

interest is a consumer's desire to fulfil the needs and desires hidden in the consumer's mind. Consumer 

buying interest is always hidden in each individual, where no one can know what the consumer wants 

and expects [17]. 

Berdasarkan paparan di atas, peneliti meyakini minat beli ulang atau dikenal dengan istilah 

repurchase intetntio dapat dipengaruhi oleh Kepercayaan Konsumen. Kepercayaan diidentifikasi sebagai 

elemen yang kritis dalam hubungan yang penting, mereka membangun kepercayaan melalui jaringan 

pertemanan dan kekeluargaan.( (Kesuma, Amri and Shabri, 2015) Kepercayaan adalah suatu kesadaran 

dan perasaan yang dimiliki oleh konsumen untuk mempercayai sebuah produk, dan digunakan penyedia 

jasa sebagai alat untuk menjalin hubungan jangka panjang dengan konsumen. (Diza, Moniharapon and 

Ogi, 2016) Kepercayaan adalah faktor penting dalam membangun komitmen antara perusahaan dan 

pelanggan. Kepercayaan adalah kekuatan bahwa suatu produk memiliki atribut tertentu sebagai semua 

pengetahuan yang dimiliki oleh konsumen, dan semua kesimpulan yang dibuat oleh konsumen tentang 

objek, atribut dan manfaatnya. (Sangadji, 2013, p. 201). Dari pernyataan diatas dapat disimpulkan bahwa 

Kepercayaan adalah sebuah faktor penting dalam membangun sebuah komitmen antara perusahaan dan 

pelanggan yang di dasarkan atas kesadaran dan perasaan untuk mempercayai sebuah produk sehingga 

dapat menjadi alat untuk membentuk sebuah hubungan jangka panjang antar kedua pihak. 

According to [18]A very important factor that can influence purchasing interest, which can then 

trigger online purchasing decisions by consumers, is the trust factor. Trust is a key factor in every online 

buying and selling transaction. Only customers who have trust will go through transactions via the 

internet. According to [19]Trust has a profound impact on behaviour. People will gain trust and attitudes 

influencing purchasing behaviour through actions and learning processes. According to [20] Trust is a 

descriptive thought that someone has about something. Trust can be in the form of knowledge, opinion 

or simply belief. According to [21]Trust is complex because individuals do not know other motives and 

interests. [22]Define trust as the willingness of consumers to accept vulnerability in making online 

transactions based on their positive expectations about their future online shopping behaviour. 

According to Ling, Lau in [23]Trust indicators include security, privacy and reliability. The three 

factors can be explained as follows: 1. Security is the extent to which customers believe online shopping 

is safe to send sensitive information in business transactions. Security is essential in influencing attitudes 

and buying intentions because it reduces the risk of transmitting information such as credit card numbers 

and other sensitive data. 2. Privacy is defined as maintaining all consumer behaviour related to the online 

store's performance during transactions. 3. Company reliability can affect consumer trust. In the web-
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shopping environment, most consumers assume that large companies have a better ability to increase 

their online trust. It also suggests that a company with a positive reputation increases consumer trust.  

There are several previous studies. [24], [25] & [26] showing that the Trust variable can have a 

positive relationship direction and significant influence on Repurchase Intention, commonly known as 

Repurchase Intention. Different from the studies [24], [25] & [26]. This article adds the Security 

Perception variable as a moderating variable, which is believed to strengthen the influence of the 

Repurchase Intention variable on Repurchase Intention, commonly known as Repurchase Intention. 

 

 

Research Method 
 

 

 
 

Noted: 

CT: Customer Trust 

RI: Repurchase Intention 

SP: Security Perception 

Based on the first image compiled through very mature considerations, this study aims to analyse the influence 

of the Customer Trust variable, which can have a positive relationship direction and significant impact on 

Repurchase Intention. [27]. The research objectives that the author mentioned above are in line with several previous 

studies, namely [24], [25] & [26], which both analyse the influence of the Customer Trust variable on Repurchase 

Intention. Unlike the three studies, this article adds the Security Perception variable as a moderating variable. 

[28]This research is a quantitative study with an explanatory approach. It uses previous research as the primary 

material for creating hypotheses, adding novelty elements different from earlier studies, and testing the hypotheses 

researchers create. [29] The primary material that researchers mean in this study is research [24], [25], and [26]. The 

data used in this study is primary data that researchers obtained from Gacoan noodle customers spread across several 

corners of Indonesia, with the minimum criteria of having shopped more than three times and a total of 400 

customers. [28]. The data used in this study were analysed using the innovative PLS 4.0 analysis tool with the 

following hypotheses. 

 

Hypothesis: 

H1: The Influence of  Customer Trust on Repurchase Intention 

H2: Security Perception Can Moderate the Influence of  Customer Trust on Repurchase Intention 

 

 

Result and Discussion 
 

Background Analysis 

Repurchase Intention or Repurchase Interest indicates the buyer's desire to make repeat visits in the 

future. Repurchase behaviour is often associated with loyalty. However, the two are different; repurchase 

behaviour usually involves repurchasing the same brand repeatedly, while loyalty reflects a 

psychological commitment to a particular brand. [1]. According to [2]Purchase intention is the stage of 

the respondent's tendency to act before the purchase decision is carried out. There is a difference between 

actual purchases and repurchase interest. If actual purchases are purchases that consumers make, then 

repurchase interest is the intention to make repeat purchases on future occasions. 

According to Keller's theory [3]Purchase interest is how likely consumers are to be attached to the 

purchase. According to [4]Interest is an adequate response or process of feeling or liking a product, but 

not deciding to buy. [5]. According to [6] Purchase interest is the stage of the respondent's tendency to 

act before the purchase decision is implemented. There is a difference between actual purchases and 

repurchase interest. If actual purchases are purchases that consumers make, then repurchase interest is 

the intention to create a repurchase at a future opportunity. [7]. According to [8]Repurchase interest is 

customer behaviour in which customers respond positively to a company's offer and are interested in 

making repeat visits or re-consuming the company's products. [9]. 

CT 

SP 

RI  
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According to [10], repeat purchase is a purchasing activity carried out more than once or several 

times. The satisfaction obtained by a consumer can encourage someone to make repeat purchases and 

become loyal to the product or the store where they bought the goods, so that consumers can tell good 

things. Two factors influence repeat purchase interest, namely feelings and emotions. Feeling happy and 

satisfied with buying goods or services will strengthen their interest. [11]. Buying behaviour arises 

because an interest in buying precedes it; one of the reasons for the interest in buying is the perception 

that the product has good quality. According to [12] Repeat purchase interest can be identified through 

the following indicators. [13]1. Transactional interest, namely, a person's tendency to buy a product. 2. 

Referential interest, namely, a person's tendency to refer to others. 3. Preferential interest is an interest 

that describes the behaviour of someone with a primary preference for a product; this preference can only 

be replaced if something happens to the preferred product. 4. Explorative interest, this interest describes 

the behaviour of someone who always seeks information about the product they request and seeks 

information to support the positive characteristics of the same product. 

According to [14]Repurchase interest can be identified through the following indicators: a. 

Transactional interest, namely, a person's tendency always to repurchase a product that has been 

consumed. b. Referential interest: namely, a person's tendency to reference a product that has been 

purchased, so that it is also purchased by others, concerning the experience of its consequences. c. 

Preferential interest: namely, an interest that describes a person's behaviour who always has a primary 

preference for a product that has been consumed. This preference can only be replaced if something 

happens to the preferred product. d. Explorative interest describes a person's behaviour who always seeks 

information about the product he is interested in and seeks information to support the positive qualities 

of the product they subscribe to.[15], Repurchase Interest can be increased by considering factors, 

including psychological factors which are driving factors originating from within the consumer, namely 

motivation, perception, knowledge and attitude, in addition to social factors which are a process where a 

person's behavior is influenced by family, social status and reference groups, then empowerment of the 

marketing mix consisting of products, prices, promotions and also distribution [16]. Consumer buying 

interest is a consumer's desire to fulfil the needs and desires hidden in the consumer's mind. Consumer 

buying interest is always hidden in each individual, where no one can know what the consumer wants 

and expects [17]. 

Berdasarkan paparan di atas, peneliti meyakini minat beli ulang atau dikenal dengan istilah 

repurchase intetntio dapat dipengaruhi oleh Kepercayaan Konsumen. Kepercayaan diidentifikasi sebagai 

elemen yang kritis dalam hubungan yang penting, mereka membangun kepercayaan melalui jaringan 

pertemanan dan kekeluargaan.( (Kesuma, Amri and Shabri, 2015) Kepercayaan adalah suatu kesadaran 

dan perasaan yang dimiliki oleh konsumen untuk mempercayai sebuah produk, dan digunakan penyedia 

jasa sebagai alat untuk menjalin hubungan jangka panjang dengan konsumen. (Diza, Moniharapon and 

Ogi, 2016) Kepercayaan adalah faktor penting dalam membangun komitmen antara perusahaan dan 

pelanggan. Kepercayaan adalah kekuatan bahwa suatu produk memiliki atribut tertentu sebagai semua 

pengetahuan yang dimiliki oleh konsumen, dan semua kesimpulan yang dibuat oleh konsumen tentang 

objek, atribut dan manfaatnya. (Sangadji, 2013, p. 201). Dari pernyataan diatas dapat disimpulkan bahwa 

Kepercayaan adalah sebuah faktor penting dalam membangun sebuah komitmen antara perusahaan dan 

pelanggan yang di dasarkan atas kesadaran dan perasaan untuk mempercayai sebuah produk sehingga 

dapat menjadi alat untuk membentuk sebuah hubungan jangka panjang antar kedua pihak. 

According to [18]A very important factor that can influence purchasing interest, which can then 

trigger online purchasing decisions by consumers, is the trust factor. Trust is a key factor in every online 

buying and selling transaction. Only customers who have trust will go through transactions via the 

internet. According to [19]Trust has a profound impact on behaviour. People will gain trust and attitudes 

influencing purchasing behaviour through actions and learning processes. According to [20] Trust is a 

descriptive thought that someone has about something. Trust can be in the form of knowledge, opinion 

or simply belief. According to [21]Trust is complex because individuals do not know other motives and 

interests. [22]Define trust as the willingness of consumers to accept vulnerability in making online 

transactions based on their positive expectations about their future online shopping behaviour. 

According to Ling, Lau in [23]Trust indicators include security, privacy and reliability. The three 

factors can be explained as follows: 1. Security is the extent to which customers believe online shopping 

is safe to send sensitive information in business transactions. Security is essential in influencing attitudes 

and buying intentions because it reduces the risk of transmitting information such as credit card numbers 

and other sensitive data. 2. Privacy is defined as maintaining all consumer behaviour related to the online 

store's performance during transactions. 3. Company reliability can affect consumer trust. In the web-

shopping environment, most consumers assume that large companies have a better ability to increase 

their online trust. It also suggests that a company with a positive reputation increases consumer trust.  



Jurnal Teknologi dan Manajemen Industri Terapan (JTMIT) Vol. 4, No. 1, Maret 2025 pp. 90 - 96 
P-ISSN: 2829-0232  E-ISSN: 2829-0038   

94 

There are several previous studies. [24]; [25] & [26] This shows that the trust variable can have a 

positive relationship direction and significant influence on repurchase intention, commonly known as 

repurchase intention. Different from the studies [24]; [25] & [26] This article adds the Security 

Perception variable as a moderating variable, which is believed to be able to strengthen the influence of 

the Repurchase Intention variable on Repurchase Intention, commonly known as Repurchase Intention. 

 

Validity Test 

 Several stages must be passed using the innovative PLS 4.0 analysis tool. Some of the stages that 

researchers mean are the validity test stage, the reliability test stage, and the path efficiency stage. The 

validity test stage ensures whether the data collected through the online questionnaire is valid. To find 

out, here are the results of the validity test in this article [30]: 

 
Table 1. Validity Test 

Variable Question Item  
Loading 

Factor 

Customer Trust (X) 

Customer Trust Can Influence Purchase Decisions 0.871 

Customer Trust Can Increase Customer Loyalty Towards 

Products 
0.913 

Customer Trust Can Increase Customer Comfort 0.886 

Customer Trust Can Influence Repurchase Intention 0.892 

Repurchase Intention 

(Y) 

Repurchase Intention Begins With Purchase Decisions First 0.922 

Repurchase Intention Can Be Influenced By Customer Loyalty 0.931 

Repurchase Intention Can Be Influenced By Customer Trust 0.945 

Repurchase Intention Can Be Influenced By Customer Comfort 0.952 

Security Perception (Z) 
Security Perception Can Increase Customer Trust 0.966 

Security Perception Can Influence Repurchase Intention 0.988 

Valid > 0.70 

 

Reliability Test 

 Ten questions have been answered: four on Customer Trust variables, four on Repurchase Intention 

variables, and two on Security Perception variables. The loading factor value for each question is above 

the minimum to be considered valid, which is 0.70. Thus, it can be concluded that the data used in this 

study is valid. The next stage is the reliability test stage, which determines whether the variables used in 

this study are reliable. The following are the results of the reliability test in this article. [31]. 
 

Table 2. Reliability Test 

Variable Composite Reliability Cronbach Alfa Noted 

Customer Trust 0.908 0.865 Reliable 

Repurchase Intention  0.944 0.896 Reliable 

Security Perception 0.989 0.955 Reliable 

Reliable > 0.70 

 

Path Coefisien 

 The Customer Trust, Repurchase Intention, and Security Perception variables used in this article 

were determined to be reliable because the Composite Reliability and Cronbach's Alpha values for each 

variable were above the minimum value for the variable to be considered trustworthy. The next stage is 

the Path Coefficient stage, which proves the hypothesis used in this study. The following are the results 

of the Path Coefficient test in this article. [32]. 
 

Table 3. Path Coefficient 

 

Direct Influence 

Variable P-Values Noted 

CT->RI 0.011 Accepted 

Indirect Influence SP* CT->RI 0.000 Accepted 

Accepted and Significant Level < 0.05 
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Path coefficients ensure that each hypothesis in this study can be proven. The first hypothesis in 

this study is that the Customer Trust variable can have a positive relationship direction and a significant 

influence on Employee Performance. Based on the third table above, the Customer Trust variable can 

have a positive relationship direction and a considerable impact on Repurchase Intention because the P-

values are positive and below the significance level of 0.05, namely 0.011. These results are in line with 

the three previous studies, namely [24], [25] & [26]. These results show that the higher the Customer 

Trust, the more likely it is to lead to purchasing decisions, increase customer loyalty, and increase 

customer comfort. These indicators will ultimately have a good impact and significantly influence 

Repurchase Intention. The following hypothesis used in this study is that the Security Perception variable 

can moderate the influence of the Customer Trust variable on the Repurchase Intention variable. This is 

because the P-values are positive and below the significance level of 0.05, which is 0.000, more 

significant than the direct testing of 0.011. Increasing Security Perception can further increase Customer 

Trust because Customers feel safe and comfortable. Ultimately, these rights can have a more significant 

effect on Repurchase Intention. 

 

 

Conclusion 
 

Path coefficients ensure that each hypothesis in this study can be proven. The first hypothesis in 

this study is that the Customer Trust variable can have a positive relationship direction and a significant 

influence on Employee Performance. Based on the third table above, the Customer Trust variable can 

have a positive relationship direction and a considerable impact on Repurchase Intention because the P-

values are positive and below the significance level of 0.05, namely 0.011. These results show that the 

higher the Customer Trust, the more likely it is to lead to purchasing decisions, increase customer loyalty, 

and increase customer comfort. These indicators will ultimately have a good impact and significantly 

influence Repurchase Intention. The following hypothesis used in this study is that the Security 

Perception variable can moderate the influence of the Customer Trust variable on the Repurchase 

Intention variable. This is because the P-values are positive and below the significance level of 0.05, 

which is 0.000, more significant than the direct testing of 0.011. Increasing Security Perception can 

further increase Customer Trust because Customers feel safe and comfortable. Ultimately, these rights 

can have a more significant effect on Repurchase Intention. 

 

 

References 
 

[1] T. Fitria, C. Yohana, And B. Saidanai, “Pengaruh Pengalaman Pelanggan Terhadap Niat 

Membeli Kembali Dengan Kepuasan Pelanggan Sebagai Variabel Intervening: Studi Pada 

Pengguna E-Commerce X Di Dki Jakarta,” J. Bisnis, Manajemen, Dan Keuang., Vol. 2, No. 2, 

Pp. 592–610, 2021. 

[2] R. S. Ayaumi And N. S. Komariah, “Pengaruh Customer Experience Dan Trust Terhadap Minat 

Beli Ulang Layanan Pesan Antar Gofood Saat Pandemi Covid-19 Pada Generasi Z,” J. Ilm. 

Manaj. Ubhara, Vol. 3, No. 2, P. 181, 2021, Doi: 10.31599/Jmu.V3i2.940. 

[3] S. D. Yanti, S. Astuti, And C. Safitri, “Pengaruh Pengalaman Belanja Online Dan Kepercyaan 

Terhadap Minat Beli Ulang Di Tiktok Shop (Studi Kasus Mahasiswa Fkip Uhamka 2018),” J. 

Emt Kita, Vol. 7, No. 1, Pp. 47–61, 2023, Doi: 10.35870/Emt.V7i1.728. 

[4] P. K. Keller, Marketing Management (I. Pearson Education (Ed.). Pearson Education Limited, 

2016. 

[5] Kotler, Marketing Management, 15th Edition. Yogyakarta: Pearson Education, Inc., 2016. 

[6] P. Kotler, Prinsip-Prinsip Pemasaran. Diterjemahankan Oleh Bob Sabran. Ed. 12 Jd. 1. Jakarta: 

Erlangga, 2008. 

[7] P. T. Kotler, Manajemen Pemasaran. Jilid Iiedisi Ketiga Belas.B. Sabran (Trans.). Jakarta: 

Erlangga, 2017. 

[8] Arianty, Manajemen Pemasaran. Medan: Medan Perdana Publishing, 2016. 

[9] G. Adela And M. Tecoalu, “Pengaruh Pemasaran Emosional Terhadap Keputusan Pembelian 

Melalui Mediasi Citra Merek Pada Produk Nike,” J. Manaj. Bisnis, Vol. 12, No. 2, P. 143, 2017. 

[10] R. A. Oetomo, “Analisis Pengaruh Keragaman Menu, Persepsi Harga Dan Lokasi Terhadap 

Minat Beli Ulang Konsumen (Studi Pada Restoran Waroeng Taman Singosari Semarang) 

(Doctoral Dissertation, Fakultas Ekonomika Dan Bisnis).,” Universitas Diponegoro, 2012. 

[11] B. Saidani, “Pengaruh Kualitas Produk Dan Kualitas Layanan Terhadap Kepuasan Konsumen 

Dan Minat Beli Pada Ranch Market,” Journal.Unj, Vol. 3, No. 1, P. 14, 2012. 



Jurnal Teknologi dan Manajemen Industri Terapan (JTMIT) Vol. 4, No. 1, Maret 2025 pp. 90 - 96 
P-ISSN: 2829-0232  E-ISSN: 2829-0038   

96 

[12] E. Gulo, “Hubungan Antara Kepercayaan Konsumen Dengan Kepuasan Konsumen Dalam 

Berbelanja Online Pada Mahasiswa Fakultas Psikologi Stambuk 2019 Universitas Medan Area 

Universitas Medan Area Skripsi Oleh,” Universitas Medan Area Medan, 2022. 

[13] F. Afredo, “Pengaruh Keunikan Produk, Variasi Rasa Produk Dan Kepercayaan Terhadap 

Keputusan Pembelian Produk Fake Plastic Treez Di Lisung The Dago Boutique Resto,” Sekolah 

Tinggi Ilmu Ekonomi Stan – Indonesia Mandiri Bandung, 2022. 

[14] S. Alizar, “Hubungan Antara Konsep Diri Dan Kepercayaan Diri Dengan Kemampuan 

Komunikasi Interpersonal Siswa Smk Negeri Se-Wilayah Semarang Timur,” 2019. 

[15] M. Siregar, “Hubungan Antara Kepercayaan Pelanggan Dengan Loyalitas Pelanggan Terhadap 

Online Shop,” J. Penelit. Pendidikan, Psikol. Dan Kesehat., Vol. 2, No. 1, Pp. 83–88, 2021. 

[16] J. Munatsir, “Pengaruh Pengalaman Berbelanja, Kepercayaan Konsumen Dan Promosi Terhadap 

Minat Beli.,” Fak. Ekon. Dan Bisnis Univ. Brawijaya, Vol. 2, No. 1, Pp. 1–21, 2019. 

[17] L. P. E. Ulansari And I. G. A. P. Yudantara, “Pengaruh Persepsi Manfaat , Persepsi Kemudahan 

, Persepsi Kepercayaan , Dan Norma Subjektif Terhadap Minat Menggunakan Sistem Informasi 

Pembayaran Elektronik (E-Payment),” J. Ilm. Akunt. Dan Humanika, Vol. 11, No. 2, Pp. 312–

321, 2021. 

[18] I. P. T Baskara, “Analisis Pengaruh Kepercayaan, Keamanan, Kualitas Pelayanan Dan Persepsi 

Akan Resiko Terhadap Keputusan Pembelian Melalui Situs Jejaring Sosial. Studi Pada 

Mahasiswa Di Kota Semarang,” Universitas Dian Nuswantoro, 2014. 

[19] K. C. Ling, “The Effects Of Shopping Orientations, Online Trust And Prior Online Purchase 

Experience Toward Customers’ Online Purchase Intention,” Int. Bus. Res., Vol. 3, No. 3, P. 63, 

2010. 

[20] H. Simamora, Manajemen Sumber Daya Manusia. Yogyakarta: Ykpn, 2006. 

[21] C. S. De Almeida Et Al., “Kumbang Tanduk Sebagai Ide Dasar Penciptaan Kriya Logam Tugas,” 

Rev. Bras. Linguística Apl., Vol. 5, No. 1, Pp. 1689–1699, 2016. 

[22] K. M. Kimery, “Third-Party Assurances: The Road To Trust In Online Retailing. In Proceedings 

Of The 35th Annual Hawaii International Conference On System Sciences,” In In Proceedings 

Of The 35th Annual Hawaii International Conference On System Sciences, 2002, P. 14. 

[23] H. F. Rahman, “Pengaruh Kepercayaan, Customer Experience, Dan Complaint Handling 

Terhadap Customer Satisfaction Pada Nasabah Yang Menabung Di Bank Bni Syariah Kota 

Depok,” 2019. [Online]. Available: 

Http://Scioteca.Caf.Com/Bitstream/Handle/123456789/1091/Red2017-Eng-

8ene.Pdf?Sequence=12&Isallowed=Y%0ahttp://Dx.Doi.Org/10.1016/J.Regsciurbeco.2008.06.

005%0ahttps://Www.Researchgate.Net/Publication/305320484_Sistem_Pembetungan_Terpusa

t_Strategi_Melestari 

[24] R. N. Ginting, “Pengaruh Customer Experience Dan Kepercayaan Terhadap Repurchase 

Intention Maxx Coffe Arya Duta Hotel Medan,” Universitas Medan Area Medan, 2024. 

[25] Mariati Tirta Wiyata, “Pengaruh Customer Experience, Ease Of Use, Dan Customer Trust 

Terhadap Repurchase Intention Konsumen Situs Jual Beli Online Shopee,” Cakrawala Repos. 

Imwi, Vol. 3, No. 1, Pp. 11–21, 2020, Doi: 10.52851/Cakrawala.V3i1.36. 

[26] K. F. S. Dan Catherine, “Pengaruh Customer Experience Dan Kepercayaanterhadap Kepuasan 

Konsumen Di Tx Travel Klampis,” Jur. Manaj. Perhotelan, Vol. 2, No. 1, P. 24, 2019. 

[27] Jonathan Sarwono, Meode Penelitian Kualitatif Dan Kuantitatif. Bandung: Graha Ilmu, 2016. 

[28] Sugiyono, Metode Penelitian Kuantitatif, Kualitatif, R&D. 2019. 

[29] S. Abdurahman, Metodologi Penelitian. Jakarta: Sinar Grafika, 2016. 

[30] M. Sarstedt, C. M. Ringle, D. Smith, R. Reams, And J. F. Hair Jr, “Partial Least Squares 

Structural Equation Modeling (Pls-Sem): A Useful Tool For Family Business Researchers,” J. 

Fam. Bus. Strateg., Vol. 5, No. 1, Pp. 105–115, Mar. 2014. 

[31] I. Ghozali, Aplikasi Analisis Multivariete Dengan Program (Ibm. Spss). Diponergoro: Univrsitas 

Dipenogoro, 2016. 

[32] Hair, Multivariate Data Analysis, Seventh Edition. Prentice Hall: New Jersey, 2010. 

 

 

 


