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ABSTRAK 

 

ANALISIS PERANAN MODERASI TRUST PROPENSITY TERHADAP 
PERILAKU BERBELANJA ONLINE 

(STUDI KASUS PADA PRODUK FASHION) 
 

YENI PRATIWI 

F0213107 

 

Penelitian ini bertujuan untuk (1) menganalisis pengaruh consumer 
satisfaction pada repurchase intention produk fashion secara online, (2) 
menganalisis pengaruh perceived benefit konsumen pada satisfaction dalam 
berbelanja produk fashion  online, (3) menganalisis pengaruh perceived benefit 
konsumen pada repurchase intention produk fashion secara online, (4) 
menganalisis pengaruh perceived risk konsumen pada satissfaction dalam 
berbelanja produk fashion  online, (5) menganalisis pengaruh perceived risk 
konsumen pada repurchase intention produk fashion secara online, (6) 
menganalisis  pengaruh moderasi trust propensity konsumen pada hubungan 
antara perceived risk konsumen dengan satisfaction dalam berbelanja produk 
fashion secara online, dan (7) menganalisis pengaruh moderasi trust propensity 
konsumen pada hubungan antara perceived risk konsumen dengan repurchase 
intention produk fashion secara online. 

 

  Populasi dalam penelitian ini adalah mahasiswa dan masyarakat umum 

di Surakarta. Sampel yang digunakan dalam penelitian ini masing-masing 

sebanyak 220 orang. Teknik pengambilan sampel menggunakan metode 

multistage random sampling dan purposive sampling. Pengujian hipotesis dalam 

penelitian ini menggunakan Stuctural Equation Modeling (SEM) dengan bantuan 

program Partial Least Square (PLS). 

 

Hasil penelitian menunjukkan bahwa perceived benefits berpengaruh 

pada kepuasan konsumen dan niat pembelian ulang, sementara perceived risks 

berpengaruh pada kepuasan pelanggan, namun tidak berpengaruh pada niat 

pemelian ulang produk fashion yang dibeli secara online. Selain itu terdapat efek 

moderasi trust propensity pada pengaruh antara perceived benefits pada 

kepuasan pelanggan terhadap produk fashion yang dibeli secara online. 

 

 

Kata Kunci: Perceived Benefits, Perceived Risks, Costumer Satisfaction,Trust 

Propensity, Repurchase Intention 
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ABSTRACT 

ANALYSIS OF THE ROLE OF TRUST PROPENSITY AS MEDIATOR OF 

SHOPPING ONLINE BEHAVIOR 

(CASE STUDY OF FASHION PRODUCT) 

 

 

YENI PRATIWI 

F0213107 

 
 

This study aims to analyze (1) the effect of consumer satisfaction on 
repurchase intention fashion products online, (2) the effect of consumer’s 
perceived benefits on satisfaction in shopping for fashion products online, (3) the 
effect of consumer’s perceived benefits on repurchase intention fashion products 
online (4) the effect of the perceived risks of consumers in satisfaction in 
shopping for fashion products online, (5) the effect of the perceived risks of 
consumers on repurchase intention fashion products online, (6) the effect of 
moderating trust propensity of consumers to the relationship between consumer’s 
perceived risks on consumer satisfaction in shopping online of fashion products, 
and (7) the moderating influence of trust propensity of consumers on the 
relationship between perceived risks on repurchase intention consumers with 
fashion products online. 
 

The populations of this research are students and society of Surakarta 
The sample used in this research were each 220 persons. The sample retrieved 
by using multistage random sampling and purposive sampling method. 
Hypoteshis in this research are tested by using Stuctural Equation Modeling 
(SEM) with Partial Least Square (PLS) program. 
 
 Results indicate that the perceived benefits effect on customer 
satisfaction and repurchase intention, while the perceived risks affect the 
customer satisfaction, but has no effect on the repurchase intention of fashion 
products purchased online. In addition there is a propensity trust moderating 
effect on the influence of perceived benefits of customer satisfaction to the 
fashion products purchased online. 
 
Keywords:  Perceived Benefits, Perceived Risks, Costumer Satisfaction,Trust 
Propensity, Repurchase Intention 
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