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ABSTRACT  
This study focuses on online retail consumers who actively make purchases through 

the leading e-commerce platform, namely Shopee. This study emphasizes more on 
consumer experience and psychological factors that influence their purchasing decisions. 
The purpose of this study is to investigate online retailers, perceived risk, and trust on 
online retail consumers' repurchase intention, by mediating the role of trust. This study 
aims to provide a better understanding of the factors that influence consumer repurchase 
intention in the context of e-commerce, so that it can provide valuable input for business 
practices in improving their marketing strategies and brand management. The sampling 
technique used is non-probability sampling that has and uses the online retail shopee. In 
this study, data was collected from 125 respondents who met the criteria. The results of 
the analysis show that online retailers on trust and trust on repurchase intention have a 
significant influence. The implications of this finding are that increasing repurchase 
intention through planned and consistent branding efforts can be the key to increasing 
consumer trust and preference. 
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INTRODUCTION 

In the era of rapidly developing e-commerce, repurchase intention has become a major 
concern for researchers and business practitioners. Repurchase intention is an important 
indicator of consumer satisfaction and brand loyalty in the context of online retailers  
(Kim et al., 2009; Thamanda et al., 2024). Accurate measurement of repurchase intention 
is crucial in evaluating the performance and success of marketing strategies in a 
competitive online retailer environment (Imran et al., 2020; Meidiyanty et al., 2023; Sun 
et al., 2020). The importance of online retailers is increasingly under the spotlight as 
consumers become more aware of the importance of transparency and integrity in their 
interactions with online retailer platforms (Diatmono et al., 2020; Hair, Risher, et al., 
2019; Imran et al., 2020). Online retailers provide an engaging experience when shopping 
online (Malaquias & Hwang, 2019; Mariam et al., 2020; Sukarno et al., 2020; Thamanda 
et al., 2024).  

Perceived risk by consumers in the context of online purchases is a key factor 
influencing repurchase intention (Fachridian et al., 2024; Godey et al., 2018; Pratama et 
al., 2023b). Online shopping has many advantages, such as convenience and comfort, but 
it is also very vulnerable to Perceived risk, namely uncertainty and unfavorable 
consequences (Pratama et al., 2023a; Quareshi & Khanam, 2015; Rumaidlany et al., 
2022). In an online retailer environment full of uncertainty, consumers tend to look for 
solutions that provide a sense of security and reduce risk in their transactions (Bachtiar et 
al., 2023; K. Kurniawati et al., 2024; Zhang et al., 2021). Consumer trust in online retailer 
platforms is a key element in building long-term relationships between consumers and 
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brands (Nurcahyani et al., 2023; Rizky et al., 2023; Sarstedt et al., 2017). High trust can 
increase consumer loyalty and strengthen repurchase intention (Z. Huang & Benyoucef, 
2013; Sutriani et al., 2024; Yunus et al., 2023). 

Previous research has examined many variables that are relevant to this research. For 
example, research by Park & Yoo (2020) and (Mariam et al., 2023; Megawaty et al., 2024; 
Sinurat et al., 2024) has revealed the important role of Trust in the context of online 
retailers, while research by (Godey et al., 2018) highlights the impact of perceived risk on 
consumer behavior in an e-commerce environment. Consumer perceptions of online 
retailers and their impact on their purchasing decisions (Amalia et al., 2024; Ghazmahadi 
et al., 2020; Kalim et al., 2024; Mariam et al., 2022). Previous research objects also 
include concepts related to the variables to be studied. The design features of online 
retailers' platforms in building consumer trust (Khasanah et al., 2021; Mulyadi et al., 
2020; Situmorang et al., 2023; Takaya et al., 2019). The influence of online reviews on 
consumer behavior in the context of e-commerce (Chandra et al., 2019; Mariam et al., 
2021; Ramli et al., 2020; Utama et al., 2020). 

Although there have been previous studies covering the variables to be studied, there 

are still research gaps that need to be explored further. Based on previous studies, the gaps 
that can be identified in the form of repurchase intention variables in the context of online 
retailers, perceived risk, and trust have not been comprehensively studied before and the 
direct relationship between online retailers, perceived risk, and trust in the context of 
repurchase intention is rarely carried out in previous studies and research that integrates 
these variables in the context of online retail consumers is still limited, so this study will 
provide a significant contribution in expanding the understanding of the factors that 
influence repurchase intention in the e-commerce environment. 

The object of this research focuses on active online retail consumers.make purchases 
through leading e-commerce platforms. Previous studies may have focused more on 
specific aspects of the online retail industry, such as the technological aspect or the 
marketing aspect. However, this study places more emphasis on consumer experience and 
the psychological factors that influence their purchasing decisions. The purpose of this 
study is to investigate the influence of online retailers, perceived risk, and trust on online 
retail consumers' repurchase intention, with the mediating role of trust. This study aims 

to provide a better understanding of the factors that influence consumer repurchase 
intention in the context of e-commerce, so that it can provide valuable input for business 
practitioners in improving their marketing strategies and brand management. 

 

LITERATURE REVIEW 

Repurchase Intention 

The importance of consumer repurchase intention as a success factor in e-commerce 
(Febriani et al., 2023; Y. K. Liao et al., 2021; Miaty et al., 2024; Supiati et al., 2021). 
Repurchase intention is actually predicted from actual behavior (Nurdiansyah et al., 2020; 
Ramli, 2019; Steven et al., 2023; Takaya et al., 2020). In addition, they stated that 
customer trust is one of the reasons for repurchase intention. According to Expectancy 
Confirmation Theory(Bhattacherjee, 2001; C. Liao et al., 2017)that purchase intention 
occurs based on the level of customer satisfaction with the previous use of the product, 
after making a comparison between the price and function of the product determines their 
desire to repurchase and continue to use the service. This shows that satisfaction and trust 

are important factors that influence consumer repurchase intention. Therefore, 
repurchase intention allows consumers to make another purchase after feeling satisfied 
with the previous purchase. Meanwhile, according to(Korir et al., 2012)Consumer 
repurchase intention is a complex and subjective process. During this process, customers 
are influenced differently by different times and stimuli (i.e. cultural, psychological, 
personal, technical, and product characteristics). Therefore, it is difficult to know which 
stimuli are stronger at a particular time. 

Online Retailers 
The Ethics of Online Retail, CPEOR (Customer Perception Ethics of Online Retail) is 

defined as the principles and responsibilities of the company behind the website to deal 
with customers in a safe, confidential, fair and honest manner to protect the interests of 
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customers and increase customer trust in e-commerce companies for acting fairly and 
honestly during the transaction process (Novianti & Ramli, 2023; Ramli, 2020a; Roman, 
2007). Research on e-commerce ethics is quite new, because(Vuorinen, 2007)In addition 
to discussing online business ethics and also discussing the importance of web ethics, 
where it is said that online business ethics produce a code of ethics because sites use 
various forms on their digital objects. In addition, several studies have identified the 
influence of online retailers based on shopping sites and word of mouth 
promotions.(Román & Cuestas, 2008)website trust and consumer loyalty(Limbu et al., 
2011). 

Perceived Trust 
Perceived trust as the credibility and goodness of online shopping as experienced by 

consumers such as trust related to feelings, expectations, promises fulfilled, beliefs related 
to online interactions, intentions, and behavior (Herzallah et al., 2022; Sylvia & Ramli, 
2023; Sylvyani & Ramli, 2023). Perceived trust is the most important predictor of positive 
attitudes towards purchasing behavior, which in turn can positively influence purchase 
intentions on customer attitudes towards the company and ultimately increase purchase 

intentions for its products or services (Bugshan, 2020; Gunawan & Ramli, 2023; Mulya 
& Ramli, 2023; Sari & Ramli, 2023). Perceived trust is critical in building long-term 
relationships, according to consumer behavior and marketing literature (Harahap & 
Ramli, 2023; Hussein & Hapsari, 2021; Mariam & Ramli, 2022, 2023). 

Perceived Risk 
Perceived riskis a combination of the perception of the possibility that something will 

go wrong and the perception of the seriousness of the consequences.According toMeuter 
et al., (2000)Perceived risk will be higher if it is negatively associated with shopping 
outcomes and consumer satisfaction.Bianchi & Andrews (2012)states that perceived risk 
is the lack of trust in online sites that influences consumer attitudes towards online 
shopping. Perceived risk is a subjective assessment of the potential losses that may occur 
and the public's negative perception of online shopping (Y.-T. Huang & Jian, 2015; 
Ramli, 2012; Salma & Ramli, 2023). Perceived risk as consumers' belief that they will 
experience unfavorable and unpredictable outcomes when making online purchases 
(Kadir & Ramli, 2024; Mariam & Ramli, 2021; Pelaez et al., 2019; Rinaldi & Ramli, 

2023). 

Trust 

Trustis an important role in purchasing decisions(Lăzăroiu et al., 2020)and become a 
tool to assess a person's relationship with other people who will carry out certain 
transactions in an unpredictable environment.(Ba & Pavlou, 2002). Trust is an important 
factor in e-commerce business because it helps keep things simple letting buyers privately 
weed out the actions of online sellers they don't want to understand (Eki & Ramli, 2024; 
Maharani & Ramli, 2024; Ramli, 2020b; Sullivan & Kim, 2018). such as the intention to 
buy more products, preferring to buy the product compared to competitors and the 
willingness to recommend the product to other potential customers (Dewi & Ramli, 2023; 
Indriani & Ramli, 2024; Ramli & Mariam, 2020; Samuel & Ramli, 2024). 

The Relationship Between Online Retailers and Repurchase Intention 
According to(Hair, Sarstedt, et al., 2019)that online retailers are increasingly under the 

spotlight as consumers become more aware of the importance of transparency and 
integrity in their interactions with online retail platforms. Previous research has shown 

that consumers' perceptions of online retailers significantly influence their shopping 
decisions (E. Kurniawati & Ramli, 2024; Ramli & Novariani, 2020; Riegner et al., 2020). 
Previous researchers found that online retailers play an important role in determining 
consumers' desire to repurchase goods purchased online. The results of previous research 
conducted (Gholamzadeh, 2014) stated that online retailers significantly influence 
repurchase intention.(Limbu et al., 2012)explains that there is a direct relationship 
between online retailers and repurchase intention. Based on the explanation above, the 
hypothesis that can be proposed is H1.Online retailersinfluence on repurchase intention 
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Relationship Between Perceived Risk and Repurchase Intention 

According toZhang et al., (2017)perceived risk is full of uncertainty, consumers tend 
to look for ways to make their transactions safer and reduce losses when repurchasing. 
Furthermore, perceived risk is the consumer's belief that consumers will experience 
unfavorable and unpredictable results when making repurchase intentions online.(S. Park 
& Tussyadiah, 2017). Perceived risk can shape consumer attitudes and influence 
repurchase intentions (Kim et al., 2008; Yoon and Chung, 2018). This is because 
consumers will avoid the risks that will occur when transacting online (Arbol & Ramli, 
2024; Chang, 2011; Mariam & Ramli, 2020; Rahmawati & Ramli, 2024). The results of 
previous research conducted by Godey et al., (2016)states that perceived risk by 
consumers in the context of online purchases is the main key that influences consumer 
repurchase intention. Based on the explanation above, the hypothesis that can be 
proposed is. H2. Perceived Risk has an effect on repurchase intention. 

The Relationship Between Online Retailers and Trust 
When shopping online, consumers are faced with concerns about possible losses. 

According to(M. Park & Yoo, 2020)Trust is very important in online retailers, because it 

is essential to build long-term relationships between consumers and brands..According to 
previous researchYang et al., (2015)Consumer perceptions of online retailers that provide 
convenience and maintain personal information to reduce the risks that will occur can 
increase consumer trust. Online retailers provide a sense of trust to consumers for advice 
and information that has been tailored to consumer needs (Roggeveen et al., 2021) So 
based on the explanation above, the hypothesis that can be proposed is as follows: 
H3. Online retailers influence trust 

The Relationship Between Perceived Risk and Trust 
Perceived riskis one of the obstacles for consumers to accept new features. When 

deciding to use the feature or not, consumers compare the dangers that will arise with the 
ease of the feature. Previous research says that there is a relationship between perceived 
risk and perceived trust because user trust can increase if the perceived risk is as low as 
possible(Malaquias & Hwang, 2019). Finally, consumers do not want to use the new 
features, which results in consumer distrust of online retail.(Gregg & Walczak, 2008). 
Therefore, previous research argues that perceived risk has a negative impact on consumer 

trust.(Eid, 2011)So based on the explanation above, the hypothesis that can be put 
forward is as follows: H4. Perceived risk has an effect on trust. 

The Relationship Between Trust and Repurchase Intention 
According toSiau & Shen (2003)Trust between e-commerce relationships can be 

established between consumers and sellers if both parties believe in each other's honesty, 
which results in consumers returning to make repeat purchases, trust will increase when 
the trusted party shows behavior in accordance with consumer expectations. According 
to previous research, trust has a positive impact on consumers to make repeat 
purchases.(Elliott & Speck, 2005). High trust can increase customer loyalty and increase 
repurchase intention (Z. Huang & Benyoucef, 2013; Imran & Ramli, 2019). So based on 
the explanation above, the hypothesis that can be proposed is as follows: 
H5. Trust plays a mediating role in repurchase intention. 

 

METHODS 

This research is quantitative using purposive sampling method where this type of 
research is descriptive. This study aims to determine the form of relationship between 4 
variables, namely online retailers, perceived risk, repurchase intention and trust. The 
operationalization of variables in this study refers to several previous studies. The 
independent (exogenous) variable in this study is online retailers which are adapted 
from(Nardal, S., & Sahin, 2011; Roman, 2007)consists of 9 questions, perceived risk 
adapted from(Featherman & Pavlou, 2003; Yang et al., 2015). Consisting of 8 questions. 
The dependent variable (endogenous) in this study is repurchase intention which is 
adapted from(Wang et al., 2023). Consisting of 3 questions. The mediator variable in this 
study is trust which is adapted from(Jou et al., 2024). Consists of 5 questions. Thus, the 
total items used in this questionnaire are 25 indicators. The data collection for this study 
used a survey with a questionnaire, which is a method or method of collecting data by 
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sharing statements with respondents using a Google form and distributed through social 
media such as Whatsapp and Instagram. The sampling technique used is non-probability 
sampling, which is a sampling technique that does not provide the same opportunity or 
chance for each member of the population to be selected as a sample. The type of non-
probability sampling that will be used to collect data is purposive sampling, which is 
determining the sample based on certain criteria that will be used and in accordance with 
the objectives, with the following criteria: Shopee application e-commerce consumers, 
Aged 17-45 years. Have used the Shopee application for at least 6 months, and have made 
at least 2 purchases. The number of samples needed for this study is around 125 
respondents, which has been determined based on the size recommended by(Magno et 
al., 2022)with the formula N = 5 x n. With N = Number of questionnaires (then N = 25 
x 5 = 125). This study uses a quantitative method with a cross-sectional survey. The 
survey was conducted online to collect data from respondents who actively shop on online 
retail platforms. This approach allows for a deeper understanding of the relationship 
between the variables studied. 

Based on the previous hypothesis, the research model can be illustrated as shown in 

Figure 1 below: 
 

   

 H3 H4  

 

 

 H1  H5 H2 

 

 

 

 

 

 

Picture 1. Research Model 

In this study, structural equation modeling (SEM) data analysis, which is a combination 
of factor analysis and regression analysis, was used. Smart PLS software was used to 
manage and analyze the data in this study. Data analysis consisted of two stages. The first 
stage is the outer model, where the validity test was carried out by testing Convergent 
Validity and Discriminant Validity. The Convergent Validity test was carried out by 
ensuring the loading factor value >0.70 and Average Variance Extracted (AVE) 
>0.50(Hair et al., 2013). Discriminate Validity Test involves a correlation standard 
between constructs and measurement items that are greater than other constructs. 

Furthermore, a reliability test is conducted using Cronbach alpha and composite 
reliability with a reliability standard of ≥ 0.70(Hair et al., 2013). The second stage is the 
inner model, where the R-square value is used to assess the strength of the model, with 
certain values indicating different levels of strength if the R-square value is 0.75, 0.50, 0.25 
it can be concluded that the inner model is strong, moderate and weak. In addition, the 
hypothesis is tested by comparing the path coefficient value at the 5% level of > 0.05 to 
determine whether the hypothesis is accepted or not.(Hair et al., 2013). 
 

RESEARCH RESULT 

Demographic Test 
Based on the results of the distribution of questionnaires conducted online via google form 
with respondent data that meets the criteria of 125 respondents. Demographic data from 
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125 respondents shows the composition of the majority of men (55.5%), women (44.5%). 
For the age range of 17-25 years (79.1%), age 26-35 years (17.1%) and age 36-45 years 
(3.9%). Then the type of work of the majority of respondents is undergraduate students, 
with the majority of student status (55.8%), respondents with private employee status 
(38.8%), civil servant respondents (3.1%). Domicile data, Jakarta (81.4%), Bekasi (9.3%), 
Tangerang (6.2%). Respondents' income is below Rp. 1,000,000 (45.7%), Rp. 1,000,000 - 
Rp. 3,000,000 (17.8), respondents' income is Rp. 3,000,000 - Rp. 5,000,000 (29.5) and 
respondents' income with income above Rp. 5,000,000 (7%). All respondents are users of 
the Shopee shopping site, and have a Shopee shopping application/account 

Validity and Reliability Test 

Table1. Construct Reability And Validity 

Constructs 
Cronbach's 

alpha 

Composite 

reliability (rho_a) 

Composite 

reliability (rho_c) 

Average variance 

extracted (AVE) 

Online 

Retailers  
0.945 0.947 0.954 0.722 

Trust 0.916 0.920 0.937 0.749 

Repurchase 

Intention 
0.779 0.901 0.846 0.647 

Perceived Risk 0.896 0.904 0.920 0.658 

Source: data processed by the author, 2024 
In table 1, the reliability test shows that all research variables meet the established 

standards. Cronbach's alpha and composite reliability for each variable are greater than 
0.70.(Hair et al., 2013)which shows good internal consistency in measurement. 
Specifically. Online retailers have a Cronbach's alpha value of 0.945 and a composite 
reliability of 0.945; Trust with values of 0.916 and 0.937;Repurchase Intentionwith values 
of 0.779 and 0.846; as well asPerceived Riskwith values of 0.896 and 0.920. These values 
indicate a high level of consistency in each variable, and it can be concluded that all 
indicators and questionnaires used have a good level of reliability, supporting the validity 
and consistency of measurement in this study. Furthermore, table 2 also explains the 
construct validity test evaluated through the Average Variance Extracted (AVE). The 
values (AVE) obtained (Online Retailers = 0.722, Trust = 0.749, Repurchase Intention = 

0.647 and Perceived Risk = 0.658) exceed the limit of 0.50, which indicates that each 
variable has a fairly high level of variance explained by its own indicators. 

Overall, the results of the validity and reliability tests indicate that the measurement 
tools used in this study have a high level of consistency and can be relied on to measure 
the construct variables studied. In addition, guaranteed construct validity provides 
confidence that the device can actually measure the variables to be observed. 

Hypothesis Test (t-Test) 

Table 2. Hypothesis Testing 

Hypothesis 
Hypothesis 

Statement 

Original 

Sample 

T 

Statistics 
P values Information 

H1 

ONLINE 

RETAILERS-> 

REPURCHASE 

INTENTION 

-0.064 0.409 0.683 
Data Does Not 

Support Hypothesis 

H2 

PERCEIVED RISK-

> REPURCHASE 

INTENTION 

0.113 1,379 0.168 
Data Does Not 

Support Hypothesis 

H3 

ONLINE 

RETAILERS-> 

TRUST 

0.858 22,894 0.000 
Data Supports 

Hypothesis 

H4 
PERCEIVED RISK-

> TRUST 
-0.053 0.938 0.348 

Data Does Not 

Support Hypothesis 

H5 

TRUST-> 

REPURCHASE 

INTENTION 

0.773 5.321 0.000 
Data Supports 

Hypothesis 
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The results of the hypothesis test show significant findings in the relationship between 
variables in this study. Online Retailers affect Repurchase Intention (H1) and Perceived 
Risk affects Repurchase Intention (H2) did not get significant support (T = 0.409, p = 
0.683) and (T = 1.379, p = 0.168), identifying a more limited impact on the Repurchase 
Intention stage. Furthermore, Online Retailers mediate Trust (H3) is strongly supported, 
indicating that Online Retailers have a significant positive impact on Trust (T = 22.894, 
p = 0.000). Then Perceived Risk mediates Trust (H4) does not get significant support (T 
= 0.938, p = 0.348), identifying a more limited impact on the Trust stage. Finally, Trust 
influences Repurchase Intention (H5) which is also significantly supported (T=5.321, 
p=0.000), confirming that Trust influences consumer Repurchase Intention. 

Coefficient of Determination Test (R2) 

Table3. R-square 
 R-square R-square adjusted 

TRUST 0.774 0.770 

REPURCHASE INTENTION 0.464 0.451 

Source: data processed by the author, 2024 

 
Based on table 2. The R-Square analysis in this study provides insight into how much 
variation in the mediating variable (Trust) has an R-Square value of 0.774, which means 
that around 77.4% of the variation in Trust can be explained by the independent variables 
in this study. Meanwhile, the Adjusted R-Square value of 0.770 provides an adjustment 
to the number of independent variables used in the model, and this result indicates around 
77%. With this value, structural capital shows a substantial level of explanation and meets 
the criteria for predictive power which is considered moderate to substantial. 
In the Repurchase Intention variable, the R-Square value of 0.464 indicates that around 
46.4% of the variation in repurchase intention can be explained by the measured 
independent variables. Meanwhile, the adjusted R-Square value of 0.451 illustrates the 
adjustment to the number of independent variables, with around 45.1%. With this value, 
structural capital shows a substantial level of explanation and meets the criteria for 
predictive power which is considered moderate to substantial. 

 

DISCUSSION 
If we look at the demographic aspect, the respondent data shows that the majority of 
respondents are male (55.5%) and female (44.5%), so there is no significant difference in 
the perception of online retailers towards repurchase intention between the two genders. 
Not only seen from gender but also when viewed from the dominant age of respondents 
is 17-25 years (79.1%), which shows that online retail, especially Shopee, is a platform 
that can be used by several groups. The findings regarding Online Retailers influencing 
Repurchase Intention (H1) show that there is no influence of online retailers on 
repurchase intention. This means that the behavior of online retailers in making consumer 
decisions can not only be influenced by the interaction and communication between 
sellers and consumers. Online retailers cannot influence the decision of repurchase 
intention because online retailers Shopee makes consumers not want to make transactions 
again. This means that the existence of online retailers Shopee who cannot provide 
satisfaction when consumers shop which results in consumers not wanting to make repeat 
purchases. This finding is inconsistent with research by (Ardhana et al., 2024; Arifah et 
al., 2024; Gholamzadeh, 2014; Hair et al., 2020; Saputra et al., 2024), which emphasized 
that shopping and marketing activities in the online retailer Shopee can influence 
repurchase intention. 
 
The findings regarding Received Risk affecting Repurchase Intention (H2) show that there 
is no influence of perceived risk on repurchase intention. This means that consumer 
perceived risk can make consumers more careful when choosing online retail on Shopee, 
where online retail is full of uncertainty that makes consumers tend to look for ways to 
make transactions safer and reduce losses that will occur when repurchasing. Perceived 
risk cannot affect repurchase intention in online retail Shopee because when consumers 

Online Retailer, 
Risk, Repurchase 

and Trust 

 
 

 
 
 

 

_____1871 



want to buy goods, they tend to make repeat orders rather than looking for the desired 
goods again. This finding is not in line with research by Choi et al., (2013) and research 
by Zhang et al., (2017). This finding confirms that perceived risk can shape consumer 
repurchase intention, which makes a positive contribution to building purchase intention. 
 
Furthermore, the findings on Online Retailers Affecting Trust (H3) show that online 
retailers have an impact on trust. In other words, consumers tend to trust and consider 
opinions and reviews posted on online retailers as important. They also tend to trust 
recommendations from people who are considered to have expertise in the repurchase 
intention decision process. Because online retailers promote their products well, online 
retailers can influence consumer trust. Although online retailers can increase consumer 
trust and influence their purchasing decisions, the complexity lies in the long-term 
relationship between consumers and brands. In addition to promoting products well and 
establishing long-term relationships, online retailers always provide comfort and maintain 
consumers' personal information which makes consumers want to make repeat purchases. 
This is in line with research showing that online retailers influence trustPark & Yoo 

(2020)and researchYang et al., (2015), which confirms that online retailers Shopee can 
influence consumer trust. 
Then, the findings regarding Perceived Risk influencing Trust (H4) show that there is no 
influence between perceived risk and trust. This means that consumer perceived risk 
makes consumers lose confidence in making transactions at online retailer Shopee, 
making consumers switch to using other online retailers. In other words, when consumers 
feel that online retailer Shopee is no longer trustworthy or lack confidence in making 
transactions again, this will not affect their perception of the products promoted by online 
retailer Shopee. This finding is not in line with researchMalaquias & Hwang (2019). We 
hypothesize that perceived risk has an effect on trust, but the results do not support it. 
This may be because respondents do not feel the direct antecedents of perceived risk and 
trust in online retail shopee(Lee & Song, 2013)This confirms that perceived risk has a 
positive impact on consumer trust. 
 
Finally, the findings on Trust mediating Repurchase Intention (H5) show that perceptions 

of consumer trust have a significant impact on repurchase intention. In other words, when 
consumers have a good perception of Shopee online retail, both in terms of reputation, 
price and quality of the products offered, consumers tend to like Shopee online retail 
because the prices tend to be cheaper and have good quality. Consumer trust can influence 
their decision to make repeat purchases at the same online retail. In other words, 
consumer trust provides a positive impetus for consumers to make repeat purchases at 
Shopee online retail. By considering demographic factors, the results of the respondent 
demographics support the findings that trust has a mediating influence on repurchase 
intention. Of the 125 respondents, the majority of them are Shopee users (100%). This 
finding is in line with the results of the study(Elliott & Speck, 2005)which highlights the 
positive role of trust and repurchase intention especially in the context of online retail. 

 

CONCLUSION 
This study has important value in increasing understanding of factors that influence 
consumer perceptions of online retailers, perceived risk on repurchase intention in a 

model and also highlights the role of trust in mediating repurchase intention especially in 
the context of online retail. This study aims to investigate the role of perceived risk in the 
relationship between online retailers, repurchase intention and trust. The results of the 
study indicate that online retailers do not affect repurchase intention, the role of perceived 
risk does not affect repurchase intention, online retailers affect trust, perceived risk does 
not affect trust and the role of trust has a mediating effect on repurchase intention. 
Therefore, online retailers must focus on strategies and minimize the risks that consumers 
will experience when making transactions to provide a sense of security to build positive 
consumer perceptions to make repeat purchases. 

 
This study provides valuable insights where, the selection of samples that are not limited 
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to online retail users shopee and make purchase transactions. In addition, the 
measurement of variables there are external factors, such as competition between online 
retailers, changes in consumer preferences or changes in the global market that can also 
affect consumer repurchase intentions that cannot be controlled are also important aspects 
that must be considered in evaluating the results of this study. When online retail Shopee 
understands the limitations of this study, they can take more convincing actions to 
strengthen their position in the market and achieve long-term success. By understanding 
these limitations, they can develop more efficient strategies to respond to market 
dynamics and changing consumer needs. 
 

Managerial Implications 
The findings of this study provide substantial managerial implications for online retailers 
shopee. Increasing repurchase intention through planned and consistent branding efforts 
can be the key to increasing consumer trust and preference. Perceived risk by consumers 
can be minimized byupdating the features contained in online retail. Shopee can be a great 
tool to increase consumer interaction and engagement. Therefore, online retail shopee 

can use it better to increase customer repurchase intention and influence their purchasing 
decisions. In addition, the security of personal data in online transactions shopee is 
guaranteed confidentiality which can make consumers feel safe when making 
transactions, and make consumers visit online retail shopee to make repeat purchases. 
 
 

BIBLIOGRAPHY 
[1] Alqatawenh, A. S. (2018). Transformational leadership style and its relationship 

with change management. Business: Theory and Practice, 19, 17–24. 

https://doi.org/10.3846/btp.2018.03 
[2] Amalia, D., Ramli, A. H., & Larasati, A. (2024). Hedonic Motive , Utilitarian 

Motive , Shopping Intention Dan Impulsive Buying Pada E-Commerce Shopee. 
Jurnal Bisnisman: Riset Bisnis Dan Manajemen, 06(01), 132–147. 

https://doi.org/https://doi.org/10.52005/bisnisman.v6i1.200 
[3] Arbol, D. M., & Ramli, A. H. (2024). Trust , Perceived Behavioral Control , 

Perceived Value and Efect Moderation of Optimism-Pessimism Level on 
Behavioral Intention. Jurnal Ilmiah Manajemen Kesatuan, 12(3), 701–718. 

https://doi.org/10.37641/jimkes.v12i3.2567 
[4] Ardhana, N. A., Mariam, S., & Ramli, A. H. (2024). The Role of Corporate 

Image , Quality Service and Customer Satisfaction On Intention Behavior and 
Customer Loyalty. Jurnal Ilmiah Manajemen Kesatuan, 12(5), 1715–1730. 

https://doi.org/10.37641/jimkes.v12i5.2825 
[5] Arifah, M. S., Mariam, S., & Ramli, A. H. (2024). The Influence of the Usefulness 

of Electronic Word of Mouth Information on Tourists ’ Visiting Intentions. Jurnal 

Ilmiah Manajemen Kesatuan, 12(5), 1731–1746. 

https://doi.org/10.37641/jimkes.v12i5.2826 
[6] Ba, S., & Pavlou, P. A. (2002). Evidence of the Effect of Trust Building 

Technology in Electronic Markets: Price Premiums and Ba & Pavlou/Trust 
Building Technology in Electronic Markets MIS Q rterjy EVIDENCE OF THE 
EFFECT OF TRUST BUILDING TECHNOLOGY IN ELECTRONIC 
MARKETS: PRICE PREMIUM. Source: MIS Quarterly, 26(3), 243–268. 

[7] Bachtiar, I. H., Supiati, Gazali, Safrin, A., Ramli, A. H., & Mariam, S. (2023). 
Pelatihan Pencatatan Keuangan Usaha Dalam Rangka Pemberdayaan Pelaku 
Ekonomi Kreatif Di Desa Pabben-Tengang. Jurnal Pengabdian Masyarakat 

AbdiMas, 9(3), 442–446. https://doi.org/10.47007/abd.v9i05.6729 

[8] Bagga, S. K., Gera, S., & Haque, S. N. (2023). The mediating role of 
organizational culture: Transformational leadership and change management in 
virtual teams. The Mediating Role of Organizational Culture: Transformational 

Leadership and Change Management in Virtual Teams, 28(2), 120–131. 

https://doi.org/10.1016/j.apmrv.2022.07.003 
[9] Bhattacherjee, A. (2001). Bhattacherjee/lnformation Systems Continuance MIS 

Online Retailer, 

Risk, Repurchase 
and Trust 

 

 
 
 

 
 

_____1873 



Qarterjy UNDERSTANDING INFORMATION SYSTEMS 
CONTINUANCE: AN EXPECTATION-CONFIRMATION MODEL1 
Motivation for the Study. MIS Quarterly, 25(3), 351–370. 

[10] Bianchi, C., & Andrews, L. (2012). Risk, trust, and consumer online purchasing 
behaviour: A Chilean perspective. International Marketing Review, 29(3), 253–275. 

https://doi.org/10.1108/02651331211229750 
[11] Bugshan, H. and A. R. (2020), “Sharing social trading information and its impact 

on consumers”, T. F. and S. C. V. 153 N. 2, p. 119875. (2020). Sharing social 
trading information and its impact on consumers. Technology Forecasting and Social 

Change. 

[12] Chandra, K., Takaya, R., & Ramli, A. H. (2019). The Effect Of Green Brand 
Positioning, And Green Brand Knowledgeon Brand Image, And Green Purchase 
Intentionin Green Products Consumers. International Journal of Business and 

Management Invention (IJBMI) ISSN, 8(07), 47–52. www.ijbmi.org 

[13] Chang, C. (2011). The Effect of the Number of Product Subcategories on 
Perceived Variety and Shopping Experience in an Online Store. Journal of 

Interactive Marketing, 25, 159–168. https://doi.org/10.1016/j.intmar.2011.04.001 

[14] Dewi, N. P. K., & Ramli, A. H. (2023). E-Service Quality, E-Trust dan E-
Customer Satisfaction Pada E-Customer Loyalty dari Penggunaan E-Wallet 
OVO. Jurnal Ilmiah Manajemen Kesatuan, 11(2), 321–338. 

https://doi.org/10.37641/jimkes.v11i2.2000 
[15] Diatmono, P., Mariam, S., & Ramli, A. H. (2020). Analysis of Human Capital in 

Talent Management Program, Training and Development to Improve Employee 
Competence Case Study in BSG Group. Business and Entrepreneurial Review, 20(1), 

45–66. https://doi.org/10.25105/ber.v20i1.6812 
[16] Eid, M. I. (2011). Determinants of e-commerce customer satisfaction, trust, and 

loyalty in Saudi Arabia. Journal of Electronic Commerce Research, 12(1), 78–93. 

[17] Eki, E., & Ramli, A. H. (2024). The effect of implementing remote work policies 
post-Covid-19 on private bank back office employees. Jurnal Manajemen Strategi 

Dan Aplikasi Bisnis, 7(2), 315–331. https://doi.org/DOI: 

https://doi.org/10.36407/jmsab.v7i2.1331 

[18] Elliott, M. T., & Speck, P. S. (2005). Factors that affect attitude toward a retail 
web site. Journal of Marketing Theory and Practice, 13(1), 40–51. 

https://doi.org/10.1080/10696679.2005.11658537 
[19] Fachridian, A., Ramli, A. H., & de Araujo, L. M. (2024). IMPLEMENTATION 

OF ORGANIZATIONAL AGILITY STRATEGIES TO MEET THE 
CHALLENGES OF DIGITAL TRANSFORMATION IN GOVERNMENT 
ORGANIZATIONS. Media Ekonomi Dan Manajemen, 39(2), 215–233. 

https://doi.org/http://dx.doi.org/10.56444/mem.v39i2.4575 
[20] Featherman, M. S., & Pavlou, P. A. (2003). Predicting e-services adoption: A 

perceived risk facets perspective. International Journal of Human Computer Studies, 

59(4), 451–474. https://doi.org/10.1016/S1071-5819(03)00111-3 

[21] Febriani, F. A., Ramli, A. H., & Reza, H. K. (2023). Pengaruh Budaya Organisasi 
Terhadap Kinerja Karyawan Melalui Keterikatan Karyawan. Jurnal Ilmiah 

Manajemen Kesatuan, 11(2), 309–320. 

https://doi.org/10.37641/jimkes.v11i2.1999 
[22] Ghazmahadi, Basri, Y. Z., Kusnadi, & Ramli, A. H. (2020). The Influence Of 

Strategic Management Information System, Strategic Partnership On 
Organizational Performance Mediated By Organizational Culture In 
Occupational Safety and Health (OSH) Service Centre In Indonesia. 
INTERNATIONAL JOURNAL OF CREATIVE RESEARCH AND STUDIES, 4(1), 

32–39. 
[23] Gholamzadeh,  et al. (2014). The impact of leadership styles on organizational 

culture in Mapsa company. Management Science Letters, 4(9), 2161–2170. 

https://doi.org/10.5267/j.msl.2014.7.030 
[24] Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., & 

Online Retailer, 
Risk, Repurchase 

and Trust 

 
 

 
 

 
 

1874_____ 



Singh, R. (2018). Social media marketing efforts of luxury brands: Influence on 
brand equity and consumer behavior. Journal of Business Research, 69(12), 5833–

5841. https://doi.org/10.1016/j.jbusres.2016.04.181 
[25] Gregg, D. G., & Walczak, S. (2008). Dressing your online auction business for 

success: An experiment comparing two ebay businesses. MIS Quarterly: 

Management Information Systems, 32(3), 653–670. 

https://doi.org/10.2307/25148860 
[26] Gunawan, T., & Ramli, A. H. (2023). The Influence Of Firm Size , Leverage , 

Liquidity , Cash Turnover On Profitability. Jurnal Ilmiah Akuntansi Kesatuan, 

11(3), 638–652. https://doi.org/10.37641/jiakes.v11i3.2383 

[27] Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Partial Least Squares Structural 
Equation Modeling: Rigorous Applications, Better Results and Higher 
Acceptance. Long Range Planning, 46(1–2), 1–12. 

https://doi.org/10.1016/j.lrp.2013.01.001 
[28] Hair, J. F., Ringle, C. M., & Sarstedt, M. (2020). Handbook of Market Research. 

In Handbook of Market Research (Issue July). https://doi.org/10.1007/978-3-319-

05542-8 
[29] Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and 

how to report the results of PLS-SEM. European Business Review, 31(1), 2–24. 

https://doi.org/10.1108/EBR-11-2018-0203 
[30] Hair, J. F., Sarstedt, M., Cheah, J., Becker, J., & Ringle, C. M. (2019). How to 

specify , estimate , and validate higher-order constructs in. Australasian Marketing 

Journal (AMJ), 27(3), 197–211. https://doi.org/10.1016/j.ausmj.2019.05.003 

[31] Harahap, R. O., & Ramli, A. H. (2023). Pengaruh Work-Life Balance Terhadap 
Perceived Work Productivity Pada Non-Government Organization. Jurnal 

Pengabdian Kepada Masyarakat Nusantara (JPkMN), 4(3), 2915–2922. 

https://doi.org/https://doi.org/10.55338/jpkmn.v4i2.1659 
[32] Herzallah, D., Leiva, F. M., & Cabanillas, F. L. (2022). To buy or not to buy, that 

is the question: understanding the determinants of the urge to buy impulsively on 
Instagram Commerce. Journal of Research in Interactive Marketing, 16(4), 477–493. 

https://doi.org/10.1108/JRIM-05-2021-0145 

[33] Huang, Y.-T., & Jian, S.-P. (2015). From Customer Satisfaction to Band Loyalty : 
A Mediation Model of Brand Trust and Brand Love. Marketing Review, 12(2), 161–

188. 
[34] Huang, Z., & Benyoucef, M. (2013). From e-commerce to social commerce: A 

close look at design features. Electronic Commerce Research and Applications, 12(4), 

246–259. https://doi.org/10.1016/j.elerap.2012.12.003 
[35] Hussein, A. S., & Hapsari, R. (2021). The Impact of Interactivity, Perceived 

Effectiveness, Trust, and Experiential Marketing on Online Transportation 
Customer Loyalty. Jurnal Manajemen Teori Dan Terapan| Journal of Theory and 

Applied Management, 14(3), 324. https://doi.org/10.20473/jmtt.v14i3.30111 

[36] Imran, B., Arvian, D., & Ramli, A. H. (2020). Work Life Balance Effect (Case 
Investigation on PT PJB Power Plant Maintenance Unit). Proceedings of the 

International Conference on Management, Accounting, and Economy (ICMAE 2020), 

151(Icmae), 68–71. https://doi.org/10.2991/aebmr.k.200915.017 

[37] Imran, B., & Ramli, A. H. (2019). Kepuasan Pasien, Citra Rumah Sakit Dan 
Kepercayaan Pasien Di Provinsi Sulawesi Barat. Prosiding Seminar Nasional Pakar, 

1–7. https://doi.org/10.25105/pakar.v0i0.4328 
[38] Indriani, S., & Ramli, A. H. (2024). Earnings Management , Leverage , Good 

Corporate Governance , And Tax Avoidance. Jurnal Ilmiah Akuntansi Kesatuan, 

12(1), 93–106. https://doi.org/10.37641/jiakes.v11i3.2064 

[39] Jou, Y. T., Saflor, C. S., Mariñas, K. A., Manzano, H. M., Uminga, J. M., Verde, 
N. A., & Dela Fuente, G. (2024). An Integrated Multi-Criteria Decision Analysis 
and Structural Equation Modeling Application for the Attributes Influencing the 
Customer’s Satisfaction and Trust in E-Commerce Applications. Sustainability 

(Switzerland) , 16(5). https://doi.org/10.3390/su16051727 

Online Retailer, 
Risk, Repurchase 

and Trust 

 

 
 

 
 
 

_____1875 



[40] Kadir, I., & Ramli, A. H. (2024). The Role of Transformational Leadership and 
Performance Incentives on Job Performance Mediated by Mediating Work 
Engagement in Hospitals. Journal of Research Administration, 6(1), 5827–5847. 

https://journalra.org/index.php/jra/article/view/1812 
[41] Kalim, M. N., Prasetyo, W. B., Ramli, A. H., & Mariam, S. (2024). Perceived 

Value , E-Trust , E-Satisfaction , and E-Loyalty on Online Trip Clients in Jakarta. 
Majalah Ilmiah Bijak, 21(1), 86–102. 

https://ojs.stiami.ac.id/index.php/bijak/article/view/3673 
[42] Khasanah, S., Abduh, S., Tanti, E., & Ramli, A. H. (2021). The Effect of 

Organizational Culture , Job Satisfaction and Compensation Mediated by 
Motivaton on Women Navi’s Performance at The Indonesian Navy 
Headquarters. INTERNATIONAL JOURNAL OF CREATIVE RESEARCH AND 

STUDIES, 5(5), 106–115. 

[43] Kim, J., Ma, Y. J., & Park, J. (2009). Are US consumers ready to adopt mobile 
technology for fashion goods?: An integrated theoretical approach. Journal of 

Fashion Marketing and Management, 13(2), 215–230. 

https://doi.org/10.1108/13612020910957725 
[44] Korir, J., Korir, K., Musyoki, J., & William, B. (2012). Determinants of 

Consumer Purchase Decisions in Zero Rated Hotels in Eldoret. International 

Journal of Business and Social Science, 3(21), 158–163. 

[45] Kurniawati, E., & Ramli, A. H. (2024). The Influence of Procedural Justice, 
Organizational Trust, and Organizational Commitment on Work Engagement. 
Jurnal Ilmiah Manajemen Kesatuan, 12(3), 755–772. 

https://doi.org/10.37641/jimkes.v12i3.2336 
[46] Kurniawati, K., Elistia, E., Mariam, S., & Ramli, A. H. (2024). THE 

INFLUENCE OF TRANSFORMATIONAL LEADERSHIP ON 
ORGANIZATIONAL CULTURE, CHANGE MANAGEMENT AND 
TURNOVER INTENTION. Dinamika Kreatif Manajemen Strategis, 06(1), 177–

207. https://journalpedia.com/1/index.php/dkms/index 

[47] Lăzăroiu, G., Neguriţă, O., Grecu, I., Grecu, G., & Mitran, P. C. (2020). 
Consumers’ Decision-Making Process on Social Commerce Platforms: Online 

Trust, Perceived Risk, and Purchase Intentions. Frontiers in Psychology, 11(May), 

1–7. https://doi.org/10.3389/fpsyg.2020.00890 
[48] Lee, J. H., & Song, C. H. (2013). Effects of trust and perceived risk on user 

acceptance of a new technology service. Social Behavior and Personality, 41(4), 587–

597. https://doi.org/10.2224/sbp.2013.41.4.587 
[49] Liao, C., Lin, H. N., Luo, M. M., & Chea, S. (2017). Factors influencing online 

shoppers’ repurchase intentions: The roles of satisfaction and regret. Information 

and Management, 54(5), 651–668. https://doi.org/10.1016/j.im.2016.12.005 

[50] Liao, Y. K., Wu, W. Y., Truong, G. N. T., Binh, P. N. M., & Van Vu, V. (2021). 
A model of destination consumption, attitude, religious involvement, satisfaction, 
and revisit intention. Journal of Vacation Marketing, 27(3), 330–345. 

https://doi.org/10.1177/1356766721997516 
[51] Limbu, Y. B., Wolf, M., & Lunsford, D. (2012). Perceived ethics of online 

retailers and consumer behavioral intentions: The mediating roles of trust and 

attitude. Journal of Research in Interactive Marketing, 6(2), 133–154. 

https://doi.org/10.1108/17505931211265435 
[52] Limbu, Y. B., Wolf, M., & Lunsford, D. L. (2011). Consumers’ perceptions of 

online ethics and its effects on satisfaction and loyalty. Journal of Research in 

Interactive Marketing, 5(1), 71–89. https://doi.org/10.1108/17505931111121534 

[53] Magno, F., Cassia, F., & Ringle, C. M. M. (2022). A brief review of partial least 
squares structural equation modeling (PLS-SEM) use in quality management 
studies. TQM Journal. https://doi.org/10.1108/TQM-06-2022-0197 

[54] Maharani, R., & Ramli, A. H. (2024). The Roles of Family-Supportive Supervisor 
Behaviour, Work-Life Balance, Job Satisfaction, Motivation, and Job 
Performance Among Married Private Employees. Journal of Human Resource 

Online Retailer, 
Risk, Repurchase 

and Trust 

 
 

 
 

 
 

1876_____ 



Management, XXVII(1), 39–54. https://doi.org/10.46287/PKYK4429 

[55] Malaquias, R. F., & Hwang, Y. (2019). Mobile banking use: A comparative study 
with Brazilian and U.S. participants. International Journal of Information 

Management, 44(May 2018), 132–140. 

https://doi.org/10.1016/j.ijinfomgt.2018.10.004 
[56] Mariam, S., Aryani, F., Mustikasari, D. S., & Ramli, A. H. (2021). Determinant 

of Net Interest Margin Banking In Indonesia, During The Period 2009 - 20018. 
Ilomata International Journal of Management, 2(4), 300–308. 

https://doi.org/10.52728/ijjm.v2i4.385 
[57] Mariam, S., Febrian, E., Anwar, M., Sutisna, Imran, B., & Ramli, A. H. (2020). 

Unique Capability for Poultry Distributor Companies. Proceedings of the 

International Conference on Management, Accounting, and Economy (ICMAE 2020), 

151(Icmae), 54–58. https://doi.org/10.2991/aebmr.k.200915.014 

[58] Mariam, S., Panji Kresna, E., & Ramli, A. H. (2022). The Effect of Diferentiation, 
Price, and Facility on Customers’ Satisfaction (Case Study on Goen Authentic In 
East Jakarta). Majalah Ilmiah Bijak, 19(1), 96–106. 

https://doi.org/10.31334/bijak.v19i1.2193 
[59] Mariam, S., Putra, A. H. P. K., Ramli, A. H., & Aryani, F. (2023). Analysis of 

the Effect of Debt Level , Market Orientation , and Financial Literacy on 

Microenterprise Financial Performance : The Mediating Role of Consumer 
Behaviour. ATESTASI: JURNAL ILMIAH AKUNTANSI, 6(2), 469–494. 

https://doi.org/doi.org/10.57178/atestasi.v6i2.706 : 2621-1963 : 2621-1505 
[60] Mariam, S., & Ramli, A. H. (2021). Effect of Resources on Competitive Strategies 

Through Unique Capability in Chicken Distributor Companies in Dki Jakarta 
Province. ICSTIAMI 2019, July 17-18, Jakarta, Indonesia. 

https://doi.org/10.4108/eai.17-7-2019.2302897 
[61] Mariam, S., & Ramli, A. H. (2022). Pengenalan Digital Marketing E-Katalog bagi 

UMKM Binaan Jakpreneur. Jurnal Komunitas : Jurnal Pengabdian Kepada 

Masyarakat, 5(1), 74–83. https://doi.org/10.31334/jks.v5i1.2429 

[62] Mariam, S., & Ramli, A. H. (2023). Pelatihan Dan Pendampingan Membangun 
Praktik Digital Marketing Unggul Untuk Peningkatan Pemasaran UMKM Di 

Kota Jakarta Barat. Indonesian Collaboration Journal of Community Services, 3(4), 

379–390. https://doi.org/https://doi.org/10.53067/icjcs.v3i4.149 
[63] Mariam, S., & Ramli, A. H. (2020). Peran Mediasi Strategic Change 

Management pada Usaha Mikro Kecil dan Menengah dalam Kondisi Pandemik 
Covid-19. Prosiding Seminar Stiami, 7(2), 46–52. 

https://ojs.stiami.ac.id/index.php/PS/article/view/954 
[64] Megawaty, M., Hendriadi, H., Toaha, M., Kausar, A., Ramli, A. H., & Mariam, 

S. (2024). Pendampingan Peningkatan Kapasitas Usaha Kerajinan Kue 
Tradisional di Kelurahan Lembo. Jurnal Komunitas : Jurnal Pengabdian Kepada 

Masyarakat, 6(2), 290–298. 

https://ojs.stiami.ac.id/index.php/jks/article/view/3791 
[65] Meidiyanty, E., Ramli, A. H., & Mariam, S. (2023). Peran Mediasi Dari Inovasi 

Karyawan Pada Hubungan Antara Internet Banking dan Kinerja Karyawaan. 
Jurnal Bisnisman: Riset Bisnis Dan Manajemen, 5(2), 106–117. 

https://doi.org/https://doi.org/10.52005/bisnisman.v5i2.162 
[66] Meuter, M. L., Ostrom, A. L., Roundtree, R. I., & Bitner, M. J. (2000). Self-

service technologies: Understanding customer satisfaction with technology-based 
service encounters. Journal of Marketing, 64(3), 50–64. 

https://doi.org/10.1509/jmkg.64.3.50.18024 
[67] Miaty, I. J., Muslim, M., & Ramli, A. H. (2024). The Influence of Hospitality 

Marketing Performance On The Lack of Visitors In The Hospitality Business. 
Jurnal Ilmiah Manajemen Kesatuan, 12(4), 1065–1080. 

https://doi.org/10.37641/jimkes.v12i4.2171 
[68] Mulya, M. R. Z., & Ramli, A. H. (2023). Pengaruh Agile Work Practice Terhadap 

Safety Compliance dan Emotional Fatigue Melalui Job Demand pada Wartawan 

Online Retailer, 
Risk, Repurchase 

and Trust 

 
 

 
 

 
 

_____1877 



Indonesia. Jurnal Aplikasi Manajemen Dan Bisnis, 9(3), 1020–1027. 

https://doi.org/http://dx.doi.org/10.17358/jabm.9.3.1020 
[69] Mulyadi, H., Basri, Y. Z., Ramli, A. H., & Takaya, R. (2020). Influence of 

Competency , Organization Learning On Strategic Change Management and Its 
Implications on Military Sealift Command. International Journal of Business and 

Management Invention, 9(10), 13–21. https://doi.org/10.35629/8028-0910011321 

[70] Nardal, S., & Sahin, A. (2011). (2011). Ethical Issues in E-Commerce on the Basis 
of Online Retailing. Journal of Social Sciences, 7(2), 190–198. 

https://doi.org/10.3844/jssp.2011.190.198 
[71] Novianti, I. E., & Ramli, A. H. (2023). The influence of intrinsic and extrinsic 

motivation on employee engagement And Job Satisfaction In The Snack Food 
Industry. Jurnal Ilmiah Manajemen Kesatuan, 11(3), 1389–1400. 

https://doi.org/10.37641/jimkes.v11i3.2306 
[72] Nurcahyani, W., Ramli, A. H., Larasati, A., & Reza, H. K. (2023). Influence 

Audit Fee , Tenure Audit And KAP Rotation On Audit Quality Empirical Study 
on BUMN Banking in Indonesia. Jurnal Ilmiah Akuntansi Kesatuan, 11(3), 613–

624. https://doi.org/10.37641/jiakes.v11i3.1259 
[73] Nurdiansyah, R., Mariam, S., Ameido, M. A., & Ramli, A. H. (2020). Work 

Motivation, Job Satisfaction and Employee Performance. Business and 

Entrepreneurial Review, 20(2), 153–162. https://doi.org/10.25105/ber.v20i2.8006 

[74] Park, M., & Yoo, J. (2020). Effects of perceived interactivity of augmented reality 
on consumer responses: A mental imagery perspective. Journal of Retailing and 

Consumer Services, 52(August 2019), 101912. 

https://doi.org/10.1016/j.jretconser.2019.101912 
[75] Park, S., & Tussyadiah, I. P. (2017). Multidimensional Facets of Perceived Risk 

in Mobile Travel Booking. Journal of Travel Research, 56(7), 854–867. 

https://doi.org/10.1177/0047287516675062 
[76] Pelaez, A., Chen, C. W., & Chen, Y. X. (2019). Effects of Perceived Risk on 

Intention to Purchase: A Meta-Analysis. Journal of Computer Information Systems, 

59(1), 73–84. https://doi.org/10.1080/08874417.2017.1300514 

[77] Pratama, R. A., Prasetyo, W. B., & Ramli, A. H. (2023a). E-Loyalty In Online 

Shopping. JIMKES Jurnal Ilmiah Manajemen Kesatuan, 11(3), 1377–1388. 

https://doi.org/10.37641/jimkes.v11i3.2313 
[78] Pratama, R. A., Prasetyo, W. B., & Ramli, A. H. (2023b). E-Service Quality, E-

Trust, E-Satisfaction And E-Loyalty In Online Shopping. Jurnal Ilmiah Manajemen 

Kesatuan, 11(3), 1377–1388. https://doi.org/10.37641/jimkes.v11i3.2313 

[79] Quareshi, G. K., & Khanam, T. (2015). Factors obstructing intentions to trust and 
purchase products online. Asia Pacific Journal of Marketing and Logistics, 27(5), 758–

783. 
[80] Rahmawati, A., & Ramli, A. H. (2024). E-Trust , Perceived Ease Of Use , E-

Satisfaction And E-Loyalty For Users Of The Tiktok Shop Application. Jurnal 

Ilmiah Manajemen Kesatuan, 12(1), 279–294. 

https://doi.org/10.37641/jimkes.v12i1.2209 
[81] Ramli, A. H. (2012). Pengaruh fasilitas pendukung fisik di rumah sakit Stella 

Maris terhadap citra rumah sakit Stella Maris di Makassar. Progresif Journal, 5(2), 

1–22. 
[82] Ramli, A. H. (2019). Compensation, Job Satisfaction and Employee Performance 

in Health Services. Business and Entrepreneurial Review, 18(2), 177–186. 

https://doi.org/10.25105/ber.v18i2.5335 
[83] Ramli, A. H. (2020a). Employee Innovation Behavior in Health Care. Proceedings 

of the International Conference on Management, Accounting, and Economy (ICMAE 

2020), 151(Icmae), 31–34. https://doi.org/10.2991/aebmr.k.200915.008 

[84] Ramli, A. H. (2020b). The mediator role of leader-member exchange in empirical 
test. Jurnal Manajemen Dan Pemasaran Jasa, 13(1), 127–136. 

https://doi.org/10.25105/JMPJ.V13I1.6152 
[85] Ramli, A. H., Arsil, Takaya, R., & Mariam, S. (2020). Professional Identity in 

Online Retailer, 
Risk, Repurchase 
and Trust 

 

 
 

 
 

 

1878_____ 



Private Hospital. Proceedings of the International Conference on Management, 

Accounting, and Economy (ICMAE 2020), 151(ICMAE), 167–171. 

https://doi.org/10.2991/aebmr.k.200915.039 
[86] Ramli, A. H., & Mariam, S. (2020). Organisational commitment and job 

performance in banking industry. International Journal of Scientific & Technology 

Research, 9(3), 1708–1713. 

[87] Ramli, A. H., & Novariani, F. (2020). Emotional Intelligence, Organizational 
Commitment and Job Performance in the Private Hospital. Proceedings of the 

International Conference on Management, Accounting, and Economy (ICMAE 2020), 

151(Icmae), 280–284. https://doi.org/10.2991/aebmr.k.200915.063 

[88] Riegner, C., Brach, S., & Hoyer, W. D. (2020). Advances in Business, 
Management and Entrepreneurship. In Advances in Business, Management and 

Entrepreneurship. https://doi.org/10.1201/9781003131465 

[89] Rinaldi, G., & Ramli, A. H. (2023). Pengaruh Tranformational Leadership 
Terhadap Turnover Intention Pada Karyawan Perusahaan Swasta di Jakarta. 
Jurnal Pengabdian Kepada Masyarakat Nusantara (JPkMN), 4(4), 3088–3094. 

https://doi.org/http://doi.org/10.55338/jpkmn.v4i4. 1699 
[90] Rizky, A. O., Ramli, A. H., & Mariam, S. (2023). LEADER-MEMBER 

EXCHANGE , COMMUNICATION SATISFACTION , JOB 
SATISFACTION , EMPLOYEE ENGAGEMENT DAN EMPLOYEE 
PERFORMANCE. JURNAL LENTERA BISNIS, 12(September), 667–682. 

https://doi.org/10.34127/jrlab.v12i3.891 
[91] Roman, S. (2007). The ethics of online retailing: A scale development and 

validation from the consumers’ perspective. Journal of Business Ethics, 72(2), 131–

148. https://doi.org/10.1007/s10551-006-9161-y 
[92] Román, S., & Cuestas, P. J. (2008). The perceptions of consumers regarding 

online retailers’ ethics and their relationship with consumers’ general internet 
expertise and word of mouth: A preliminary analysis. Journal of Business Ethics, 

83(4), 641–656. https://doi.org/10.1007/s10551-007-9645-4 

[93] Rumaidlany, D., Mariam, S., & Ramli, A. H. (2022). Pengaruh Brand Image Dan 
Brand Awareness Terhadap Keputusan Pembelian Pada Mc Donald’S Di 

Palmerah Jakarta Barat. Jurnal Lentera Bisnis, 11(2), 102. 

https://doi.org/10.34127/jrlab.v11i2.567 
[94] Salma, A. N., & Ramli, A. H. (2023). Pengaruh Ethical dan Transformational 

Leadership Terhadap Employee Creativity , OCB dan Work Engagement Pada 
UMKM. Jurnal Pengabdian Kepada Masyarakat Nusantara (JPkMN), 4(3), 2946–

2953. https://doi.org/https://doi.org/10.55338/jpkmn.v4i2.1675 
[95] Samuel, L., & Ramli, A. H. (2024). Pengaruh Kepemimpinan Digital dan 

Pemberdayaan Karyawan Terhadap Kinerja Karyawan Dimediasi oleh 
Komitmen Organisasi Pada Industri Manufaktur. Journal of Economics and Business 

UBS, 13(1), 282–295. https://doi.org/https://doi.org/10.52644/joeb.v13i1.1501 

[96] Saputra, R. H., Mariam, S., & Ramli, A. H. (2024). The Effect Of Service Quality 
And Customer Satisfaction On Customer Loyalty In Coffee Shop. Jurnal Ilmiah 

Manajemen Kesatuan, 12(5), 1697–1714. 

https://doi.org/10.37641/jimkes.v12i5.2824 

[97] Sari, P. I. P., & Ramli, A. H. (2023). The Effect Of Leverage , Company Size , 
Company Risk On Tax Avoidance In 2020-2022 Case Study of a Manufacturing 
Company in the Raw Materials Sector. Jurnal Ilmiah Akuntansi Kesatuan, 11(3), 

625–636. https://doi.org/10.37641/jiakes.v11i3.2074 
[98] Sarstedt, M., Ringle, C., & Hair, J. (2017). Treating Unobserved Heterogeneity 

in PLS-SEM: A Multi-method Approach. Treating Unobserved Heterogeneity in PLS-

SEM: A Multi-Method Approach, 1–414. https://doi.org/10.1007/978-3-319-

64069-3 
[99] Siau, K., & Shen, Z. (2003). Building customer trust in mobile commerce. 

Communications of the ACM, 46(4), 91–94. 

https://doi.org/10.1145/641205.641211 

Online Retailer, 

Risk, Repurchase 
and Trust 

 

 
 
 

 
 

_____1879 



[100] Sinurat, A. E. T., Ramli, A. H., & Purnomo, S. H. (2024). Pengaruh E-Service 
Quality , E-Trust , E-Customer Satisfaction Terhadap E-Customer Loyalty Pada 
Marketplace Shopee. Jurnal Bisnisman: Riset Bisnis Dan Manajemen, 5(3), 80–102. 

https://doi.org/https://doi.org/10.52005/bisnisman.v5i03 
[101] Situmorang, N., Ramli, A. H., & Reza, H. K. (2023). PENGARUH 

PENGEMBANGAN KARIR TERHADAP TURNOVER INTENTION 
MELALUI KINERJA KARYAWAN YANG DIMODERASI OLEH 
BUDAYA ORGANISASI. Jurnal Lentera Bisnis, 12(September), 633–646. 

https://doi.org/10.34127/jrlab.v12i3.890 
[102] Steven, J., Ramli, A. H., & Mariam, S. (2023). E-Service Quality , E-Wallet Dan 

Kepercayaan Terhadap Minat Beli Pada Pengguna Pembayaran Non Tunai 
Aplikasi Shopee. Jurnal Ilmiah Manajemen Kesatuan, 11(2), 267–278. 

https://doi.org/10.37641/jimkes.v11i2.1997 
[103] Sukarno, D. B., Umar, H., & Ramli, A. H. (2020). The Effect of Corporate 

Enterpreneurship, Organizational Culture Through Innovation of Firm 
Performance in The Strategic Industry of State Deffense. American Research Journal 

of Business and Management, 6(1), 1–5. https://doi.org/10.21694/2379-1047.20008 

[104] Sullivan, Y. W., & Kim, D. J. (2018). Assessing the effects of consumers’ product 
evaluations and trust on repurchase intention in e-commerce environments. 
International Journal of Information Management, 39(July 2017), 199–219. 

https://doi.org/10.1016/j.ijinfomgt.2017.12.008 
[105] Sun, Y., Yang, C., Shen, X. L., & Wang, N. (2020). When digitalized customers 

meet digitalized services: A digitalized social cognitive perspective of 
omnichannel service usage. International Journal of Information Management, 

54(July), 102200. https://doi.org/10.1016/j.ijinfomgt.2020.102200 

[106] Supiati, S., Hafidah, A., & Ramli, A. H. (2021). Analysis of Market Retribution 
Management Systems in Efforts of Increasing Regional Original Income in The 
Office of Pd. Makassar Raya Market, Makassar City. Business and Entrepreneurial 

Review, 21(1), 23–46. https://doi.org/10.25105/ber.v21i1.9224 

[107] Sutriani, S., Muslim, M., & Ramli, A. H. (2024). The Influence Of Experience, 
Satisfaction And Service Quality On Word Of Mouth Intentions And Customer 
Loyalty. Jurnal Ilmiah Manajemen Kesatuan, 12(4), 1037–1052. 

https://doi.org/10.37641/jimkes.v12i4.2605 
[108] Sylvia, S., & Ramli, A. H. (2023). The Influence Of E-WOM On Purchase 

Intention With Brand Image As A Mediator Variable. Jurnal Ilmiah Manajemen 

Kesatuan, 11(3), 1535–1544. https://doi.org/10.37641/jimkes.v11i3.2307 

[109] Sylvyani, N. R., & Ramli, A. H. (2023). Transformational Leadership , 
Knowledge Sharing Dan Organizational Commitment Terhadap Job 
Satisfaction. Jurnal Ilmiah Manajemen Kesatuan, 11(2), 339–352. 

https://doi.org/10.37641/jimkes.v11i2.2001 
[110] Takaya, R., Arsil, & Ramli, A. H. (2020). Perceived Organizational Support and 

Turnover Intention. Proceedings of the International Conference on Management, 

Accounting, and Economy (ICMAE 2020), 151(Icmae), 59–63. 

https://doi.org/10.2991/aebmr.k.200915.015 
[111] Takaya, R., Ramli, A. H., & Lukito, N. (2019). The effect of advertisement value 

and context awareness value on purchase intention through attitude brands and 
advertising attitude in smartphone advertising. International Journal of Creative 

Research and Studies, 3(3), 106–118. http://www.ijcrs.org/issue-details/191 

[112] Thamanda, D. R., Mariam, S., & Ramli, A. H. (2024). The Influence of 
Promotion and Perceived Trust on Purchase Intention in Beauty Product E-
Commerce. Jurnal Ilmiah Manajemen Kesatuan, 12(4), 1295–1316. 

https://doi.org/10.37641/jimkes.v12i4.2641 
[113] Pamungkas, B., Said, J., Mohammed, N., Djanegara, M. S., Magdalena, M., 

Maulina, D., ... & Sarah, S. (2024). Enhancing the Competitiveness of Malaysian 
and Indonesian MSME Through Governance and Digitalization. 

[114] Marpaung, A. M., Marpaung, B. S., & Rahmawati, D. (2023). Effect of earning 
per share, debt to equity ratio and cash ratio to the dividend payout ratio. Journal 

Online Retailer, 

Risk, Repurchase 
and Trust 

 
 

 
 

 
 

1880_____ 



of Economics, Finance and Management Studies, 6(8), 3644-3653. 

[115] Mekaniwati, A., Bon, A. T., Rainanto, B., & Lulaj, E. (2023). Sustainable 
Performance for Batik Small and Medium Enterprises Viewed from Dynamic 
Capabilities, Marketing Orientation and Green Marketing. CEMJP, 31(2), 639-

652. 
[116] Rainanto, B. H., Bon, A. T., & Purba, J. H. V. (2022). Developing the conceptual 

model of sustainable industrial performance in the hospitality 
industry. International Journal of Global Optimization and Its Application, 1(2), 80-89. 

[117] Muktiadji, N., & Pamungkas, B. (2022). The Effect of Financial Ratio on Stock 
Price of Banks Listed on the Indonesia Stock Exchange (IDX). Asian Journal of 

Economics, Business and Accounting, 22(24), 232-240. 

[118] Sitanggang, T., Aryati, T., Pamungkas, B., & Agoes, S. (2022). The Role of the 
Audit Committee to Increase the Influence of Audit Quality and Internal Control 
on Earning Management. Technium Soc. Sci. J., 29, 399. 

[119] Hasibuan, D. H., & Hilary, V. (2021). Does Corporate Social Responsibility 
Enhance the Impact of Financial Performance On Firm Value?. World, 2. 

[120] Hidayah, N. N., Amyar, F., & Hasibuan, D. H. (2022). Government Audit 
Quality: Audit Expectation–Performance Gap. Asian Journal of Economics, Business 

and Accounting, 373-386. 

[121] Amyar, F., Rahma, A., Azis, N., & Suwarno, S. (2023). The Effect of Auditor’s 
Professional Skepticism and Whistleblowing System on Fraud Detection: 
Evidence from Indonesian Public Sector Audit. Research Horizon, 3(4), 477-486. 

[122] Setiawan, H., & Hadjidah, N. (2022). Analysis of Fundamental Factors to 
Improve the Performance of Hospitality and Tourism Companies: Case Study of 
Companies Listed on IDX Before and After COVID-19. Journal of Economics, 

Finance and Accounting Studies, 4(3), 25-35. 

[123] Rahayu, S., Limakrisna, N., & Purba, J. H. V. (2023). The Influence Of Perceived 
Price And E-Service Quality On Customer Satisfaction And Their Impact On 
Customer Loyalty In Using Go-Jek Services In Dki Jakarta Province. International 

Journal of Economy, Education and Entrepreneurship (IJE3), 3(1), 132-151. 

[124] Utama, R., Basri, Y. Z., & Ramli, A. H. (2020). The Influence of Service Quality 

And Product Quality on Customer Loyalty with Customer Satisfaction as 
Mediating on The Purchase Of Indonesian Navy Ships. International Journal of 

Creative Research and Studies, 4(6), 56–67. 

[125] Vuorinen, J. (2007). Ethical codes in the digital world: Comparisons of the 
proprietary, the open/free and the cracker system. Ethics and Information 

Technology, 9(1), 27–38. https://doi.org/10.1007/s10676-006-9130-2 

[126] Wang, J., Xu, S., Zhang, S., Sun, C., & Wu, L. (2023). Green Food Repurchase 

Intention. 1–16. 

[127] Yang, Q., Pang, C., Liu, L., Yen, D. C., & Michael Tarn, J. (2015). Exploring 
consumer perceived risk and trust for online payments: An empirical study in 
China’s younger generation. Computers in Human Behavior, 50, 9–24. 

https://doi.org/10.1016/j.chb.2015.03.058 
[128] Yunus, R. R. S., Septyanto, D., & Ramli, A. H. (2023). Analysis of Factors 

Affecting Customer Satisfaction and Customer Loyalty in the Shopee 
Marketplace. Majalah Ilmiah Bijak, 20(2), 293–310. 

https://doi.org/https://doi.org/10.31334/bijak.v20i2.3427 
[129] Zhang, B., Zhang, Y., & Zhou, P. (2021). Consumer attitude towards 

sustainability of fast fashion products in the uk. Sustainability (Switzerland), 13(4), 

1–23. https://doi.org/10.3390/su13041646 
 

 

 

 

 

 

Online Retailer, 
Risk, Repurchase 

and Trust 

 
 
 

 
 

 

_____1881 



 

VARIABLE OPERATIONAL APPENDIX 

 

Online Retailers 

1 The experience policy of this online retailer shopee is very easy to understand 

2 Shoppe always displays terms and conditions before a purchase transaction occurs. 

3 Online retailers in shopee provide a safe offer for making transaction payments 

4 I believe online retailers in shopee are trustworthy 

5 The security of personal data in online transactions is guaranteed to be 
confidential. 

6 Online retailers in shopee provide attractive offers 

7 I believe online retailers in shopee give the same price 

Perceived Risk 

8 Online shopping on the Shopee site takes a lot of time, because it is difficult to find 
a suitable site for shopping. 

9 When making payment transactions on Shopee, consumers will have difficulty 
requesting a refund if they buy the wrong product. 

10 In my opinion, using a credit card to make billing transactions on the Shopee 
platform is not safe. 

11 Shopee app does not have service recovery tracking mechanism 

12 When making transactions on Shopee, there is a possibility that a virus will infect 
the device used when making the transaction. 

13 Purchasing goods on an untrusted Shopee site can result in the leakage of 
consumers' personal data. 

14 Every time you make a transaction payment on Shopee, you will always be 
charged additional fees and services. 

Repurchase Intention 

15 I made repeat purchases for the needs I need on Shopee 

16 In my opinion, I prefer online shopping compared to offline shopping. 

17 I will use this shopee shopping site regularly 

Trust 

18 I believe that the shopee shopping site is safe and provides satisfactory service. 

19 I am sure and believe that the Shopee shopping site cares about customer trust. 

20 I am sure that shopping on the Shopee site will always respect the complaints of 
its users. 

21 I believe that the online shopping site Shopee will keep its users' personal data 
confidential. 
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