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ABSTRAK 
 

 Penelitian ini bertujuan untuk menjelaskan Pengaruh kepercayaan dan 
ease of use terhadap minat beli ulang pada marketplace Shopee di Kota Sungai 
Penuh dengan kepuasan pelanggan sebagai variabel intervening. Penelitian ini 
menggunakan metode pengumpulan data dengan menyebarkan kuesioner. Teknik 
penarikan sampel yang digunakan adalah purposive sampling dengan jumlah 
sampel sebanyak delapan puluh responden. Metode analisis data dalam penelitian 
ini menggunakan program PLS meliputi: Measurement Model Assessment, 
Analisis Deskriptif, R Square, Q Square dan Structural Model Assessment. Dari 
hasil pengujian dapat disimpulkan bahwa kepercayaan tidak berpengaruh terhadap 
Minat Beli Ulang, ease of use berpengaruh positif terhadap minat beli ulang, 
kepercayaan tidak berpengaruh terhadap kepuasan pelanggan, ease of use 
berpengaruh positif terhadap kepuasan pelanggan, kepuasan pelanggan 
berpengaruh positif terhadap minat beli ulang, kepuasan pelanggan tidak 
memediasi antara kepercayaan terhadap minat beli ulang dan kepuasan memediasi 
antara ease of use terhadap minat beli ulang. 
 
Kata Kunci: Kepercayaan, Ease of Use, Kepuasan pelanggan, Minat Beli 

Ulang 
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ABSTRACT 

 
This study aims to explain the effect of trust and ease of use on repurchase 
intention in the Shopee marketplace in Sungai Penuh City with customer 
satisfaction as an intervening variable. This study uses data collection methods by 
distributing questionnaires. The sampling technique used is purposive sampling 
with a total sample of eighty respondents. Data analysis methods in this study 
using the PLS program include: Measurement Model Assessment, Descriptive 
Analysis, R Square, Q Square and Structural Model Assessment. From the test 
results it can be concluded that trust has no effect on repurchase intention, ease of 
use has a positive effect on repurchase intention, trust has no effect on customer 
satisfaction, ease of use has a positive effect on customer satisfaction, customer 
satisfaction has a positive effect on repurchase intention, customer satisfaction 
does not mediate between trust in repurchase intention and satisfaction mediates 
between ease of use and repurchase intention. 
 
Keywords: Trust, Ease of Use, Customer Satisfaction, Repurchase Intention. 
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