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Abstract:  In this study the aim was to find the effect of web quality and trust on repurchase through the mediation of customer 

satisfaction”Tokopedia e-commerce as the object of this research. This research was conducted on 181 respondents in the work 

environment, college and researchers' homes in the Depok and Jakarta areas who are Tokopedia users who have at least shopped at 

Tokopedia twice. Determining the number of samples using the non-probability sample technique through a purposive sampling 

approach. The approach used in this study is SEM (Structural Equation Model) with the help of AMOS 26. The results of this study 

state that web quality and trust have a positive and significant influence on customer satisfaction. Customer satisfaction also has a 

positive and significant influence on repeat purchases. Directly web quality and trust do not have a positive and significant effect 

on repurchase, but web quality and trust have a positive and significant effect on repurchasing through the mediation of customer 

satisfaction. 
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I. INTRODUCTION 

development of internet technology today has made business competition not only on a local scale but has become a global scale, 

advances in information and digital technology can change consumer tastes very quickly.  The development of internet users has 

continued to grow in the last four years, Indonesia in early 2022 is one that has the largest number of internet users today.“Quoted 

from (www.katadata.co.id) there were 204.7 million internet users in Indonesia in January 2022. That number increased by 1.03% 

from 2021. There are 202.6 million internet users in Indonesia in 2021. 

 

The growth of internet use in Indonesia is also caused by the Covid-19 pandemic which has become a global disaster several years 

ago. Worldwide pandemics have a deeply troubling history. COVID-19 outbreaks in a country can be prevented by certain actions, 

such as hand washing and physical distancing. The most common action taken is "Stay at Home" including by the Indonesian 

government to suppress the disease by starting a "Stay at Home" policy (Sumaedi et al., 2020). Social distancing restrictions and 

lockdowns have disrupted consumers' buying and shopping habits (Anas, Khan, and Rahman, 2021). The Covid-19 pandemic has 

changed the way people live a lot. One of them is in terms of shopping for needs. Throughout 2021, e-commerce transactions reached 

Rp. 401 trillion, an increase from the number of e-commerce transactions in the country in 2020 of Rp. 266.3 trillion and in 2022 it 

is estimated that this could increase to Rp. 526 trillion. 

 

The increase in people using the internet in Indonesia is directly proportional to the increase in consumers shopping online in 

Indonesia. The amount of enthusiasm for online shopping by the community also has an impact on e-commerce platforms. Quoted 

from www.katadata.co.id In the third quarter of 2021, it was noted that Tokopedia is an e-commerce platform created by the nation's 

children or originally made by Indonesians that is visited by the most people in Indonesia. Tokopedia is the largest online buying and 

selling company in Indonesia. Officially launched in 2009 and then PT. Tokopedia has succeeded in becoming one of the fastest 

growing online companies in Indonesia. 

 

The number of e-commerce visitors each month in the third quarter of 2021, Tokopedia was visited 158.1 million times. 

Meanwhile, Shopee, Bukalapak, Lazada and Blibli rank 2 to 5 respectively. Shopee has 134.4 million monthly visitors, Bukalapak 

30.1 million, Lazada 28 million, and Blibli 16.3 million visitors. However, by becoming the most visited e-commerce store, 

Tokopedia's position as a Top Brand is still not safe. In the last 5 years, based on data obtained from www.topbrand.com, Tokopedia's 

position is still very volatile, even with the top brand index value being too far from The first rank Shopee. In 2018 Tokopedia was 

ranked 2nd with a brand index of 18.5% and in 2019 it decreased to 3rd place and a decrease in brand index to 13.4%. In 2020 

Tokopedia is still ranked 3rd despite experiencing a brand index increase of 15.8%. In 2021 Tokopedia's position will increase to 

rank 2 and the brand index to 16.7%, even so, the increase in the Tokopedia brand index is now no higher than in 2018. The difference 
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with the competitor above, namely Shopee, has experienced a significant increase every year. For this reason, it is necessary to find 

out what factors influence the decision to purchase products at Tokopedia. 

In a constantly changing and dynamic business environment due to exposure to current internet technology developments, 

companies need to clearly understand and predict how consumers act when buying different services and products to meet their needs. 

So, in order to create a competitive advantage in the market, some companies focus on creating a superior brand image in the minds 

of consumers to influence their buying behavior. Making process“Consumer decisions can be said to be the phases passed by 

consumers/customers in making final purchasing decisions.”Consumers go through different phases before reaching a conclusion. 

Seeing the large number of Tokopedia e-commerce visitors in the midst of many competitors made researchers want to analyze 

further about what influences a consumer's decision to ultimately make a repurchase.  

II. LITERATURE REVIEWS 

Consumer Behaviour  

 Kotler and Keller (2016)“said that consumer behavior is the science of the behavior of groups, organizations and individuals in 

buying, selecting and using ideas, services and products to satisfy the wants and needs of customers. While the opinion of Malau 

(2017) consumer behavior is behavior regarding groups, organizations, or individuals and the ways they use to select, secure, use, 

and dispose of products, services, experiences, or ideas for satisfaction. Malau (2017) also stated that there are factors that influence 

consumer behavior such as social, cultural, psychological and personal factors. 

Repurchase Decision 

Repeat purchase“according to Kotler and Keller (2016) is the action of consumers/customers after purchase, whether there is satisfaction 

or not after consumers make a purchase of a product will affect their further behavior, if they are satisfied they will show a greater 

possibility to repurchase the product. Repurchase intention shows how consumers want to return to visit in the future. Repeat purchase 

behavior is often associated with loyalty. But the two are very different. Repurchasing behavior only involves repurchasing the same 

brand repeatedly, whereas brand loyalty reflects a psychological commitment to a particular brand. 

Website Quality 

Website is a collection of information in the form of images, scripts, text, sounds, animations,“and or a combination of all of them, 

which are dynamic or static which make up a series that are interrelated, linked by page links (Bekti in Permana, 2020). From the 

explanation above, the website clearly plays a very important role for e-commerce as Saidani, Lusiana, and Aditya, (2019) stated that 

in e-commerce, the website has a very important role in attracting and maintaining consumer interest/ customers on a website. In line 

with the opinion of Kotler & Keller in Tatang et al. (2017) that consumers/customers expect sites that have high quality when 

shopping online. 

Trust 

According to Barnes in Chulaifi, (2018) trust is faith or belief that someone will get something they are looking for from“exchange 

partner. Trust also involves how a person wants to behave specifically because he believes his partner will provide what he expects 

and a hope that someone generally has that a word, promise or statement from another person can be trusted. Trust can also be 

interpreted as how consumers/customers both accept things that are vulnerable by making online transactions based on their positive 

expectations regarding online shopping behavior in the future (Suryani in Priskilia, 2018). Trust is the willingness of consumers to 

receive”the benefits as well as the risks. To receive benefits from the brand and get positive value for consumers (Sihite, 2015). 

Customer Satisfaction 

According to Kotler and Keller (2016)“Consumer/customer satisfaction is the consumer's pleasure and disappointment that arises 

after comparing the results of the actual product to the expected performance. If performance is below expectations, the consumer is 

dissatisfied. Consumer/customer satisfaction can be felt after they compare their experiences in buying goods/services from sellers 

or suppliers of goods/services with their expectations (Pratama & Sabar, 2019). A similar statement was also put forward by Zeithaml 

and Bitner in Praestuti (2020) which stated that consumer satisfaction is a response or response regarding fulfillment of needs. 

 

Hypothesis 

The Effect of Website Quality on Customer Satisfaction. Previous research by Saidani, Lusiana, Aditya. (2019) who obtained web 

quality results that had a positive effect on customer satisfaction.”  H1: Web quality has a positive and significant influence on 

customer satisfaction 

The Effect of Trust on Customer Satisfaction. Previous research by Findy Meileny, Tri Indra Wijaksana (2020) found“the result 

that trust has a positive and significant influence on customer satisfaction. H2: Trust has a positive and significant influence on 

customer satisfaction” 

The Effect of Customer Satisfaction on Repurchase Intentions. Research results by Tandon, Aakash ,Anu. Aggarwal (2020), 

Colin CHLaw, Yahua Zhang, Jeff Gow. (2022), Kun-Huang Huarng, Ming-Feng Yu. (2018), Shrawan Kumar Trivedi, Mohit Yadav 

(2020) who obtained the result that customer satisfaction has a positive and significant effect on repeat purchases. H3: Customer 

satisfaction has a positive and significant influence on repurchase intention 

The Influence of Website Quality on Repeat Purchases Through Mediation of Customer Satisfaction. The results of this study 

are in line with research conducted by Basrah Saidani, Lisa Monita Lusiana, Shandy Aditya. (2019), Nanang Cendriono, Titin Eka 

Ardiana. (2018) who obtained the result that customer satisfaction succeeded in mediating web quality variables on repurchasing 

decisions. H4: Web quality“has a positive and significant influence on repurchase intention through the mediation of customer 

satisfaction” 
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The Effect of Trust on Repeat Purchases Through Mediation of Customer Satisfaction. Previous research by Asri et al (2022) 

states“that the variable customer satisfaction can mediate the effect”indirectly from experience and customer confidence in 

repurchasing intentions. H5: Trust“has a positive and significant effect on repurchase intention through mediation of customer 

satisfaction” 

 

Framework 

Refers toprevious studies and research, the researcher made the following framework of though 

Source: Processed by Researchers 

Figure 1. Thinking Framework 

 

III. RESEARCH 

The method in this research is quantitative. The sampling design is a non-probability sample and a purposive sampling approach. The 

considerations that the researchers used in selecting the sample were Tokopedia users who had made transactions at least twice in the 

last six months. The number of research samples refers to Hair et al. (2016) the size of the research sample (number of indicators) x 

(5 to 10 times), so the number of samples can be known as 20 x 10 = 200 respondents. 

To obtain data and information from Tokopedia users, researchers collected data by means of surveys, distributing questionnaires 

directly and distributing questionnaires online using Google forms via (social media, e-mail and SMS). The questionnaire that will 

be distributed is also based on certain considerations, namely Tokopedia users who have shopped at least two (2) times at Tokopedia. 

Data analysis in this study is a structural equation or it can be called Structural Equation Modeling (SEM) and the data is processed 

using AMOS 26. 

IV. RESULTS AND DISCUSSION 

Descriptive Analysis 

The majority of respondents from the results of distributing research questionnaires were male (56%) aged 26-35 years (77.3%) 

and the majority of respondents in this study worked as employees (76.2%). 

Instrument Test 

Validity and reliability tests were carried out with the aim of knowing whether a questionnaire was valid or not valid. The minimum 

indicator requirements are considered valid if the loading factor value is > 0.5 (Tentama & Subardjo, 2018). To shorten it, web 

quality will be written with (KW), Trust (K), Customer satisfaction (KP) and Repurchase (PU). the results of the validity test using 

AMOS 26 obtained factor loading values for all indicators for each variable ≥ 0.50, so that all indicators are confirmed to be valid 

and can be used for the next test. The reliability test using AMOS 26 obtained the construct reliability value for each variable ≥ 

0.70, so that it can be continued to the next stage because each variable is reliable. 

Data Quality Test 

Test the quality of the data with two methods, namely the normality and outlier tests. The normality and outlier tests aim to analyze 

the spread of the data and find out whether the assumptions are met so that the data can be processed to the next stage. Based on 

the test using AMOS 26, it is found that the normality test through the multivariate is in the range of ± 2.58, which is at 2.509. So 

it can be said that the existing data is normal and worthy of further analysis. 

The results of the multivariate outliers can be seen by looking at the results of the AMOS 26 Mahalanobis Distance. The condition 

used is significance <0.01. This distance is evaluated using X2 in degrees of freedom equal to the total measured variable used in 

the study. In this study, 20 indicators were used, and using Microsoft Excel in Insert – Function – CHIINV, enter the probability 

and number of variables, so that a Chi-square value of 37.566 is obtained. The value of the mahalanobis distance is considered an 

outlier data if it is greater than the Chi-square value. Based on the results above, the highest Mahalanobis distance value was 36.165, 

so it was concluded that the data in this study did not exceed the value of 37.566, thus there were no outlier data. 

Website Quality (X1)

1. Website Design

2. Website Recommendations

3. Web Convenience

4. Website Content

5. Website UI/UX

6. Availability of goods on the Website

(Chiu et al 2012, Rita et al 2018,  Tandon 

et al 2020).

Trust  (X2)

1. Information truth

2. Personal data security

3. Information Honesty

4. Transaction security

5. Keeping promises

(Chiu et al 2012, Priskilia 2018, Rita et al 

2019, Priambudi 2019). 

Customer Satisfaction (Y1)

1. shopping experience

2. Provide a testimonial space

3. Service quality

4. Fulfillment

5. The right choice

(Keni & Sandra, 2021).

Repurchase (Y2)

1. Shop back

2. Recommend product

3. Make the product your first choice

4. Looking for information about the 

product

(Suryani & Rosalina, 2019). 

H1

H2

H5

H4

H3
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Goodness of Fit Test 

Source: AMOS 26 

Figure 2. Structural Equation Model 

 

 

Table 1. Goodness of Fit 

Source: Processed by Researchers 

 

The chi square value from the results above is said to be not fit because it is still above the chi table value and there are many 

other indicators that are not yet fit, the results in the table above cannot be said to meet the requirements which make the next step 

the model must be modified. In the above model a lot of indicators”that do not fit, for that modification needs to be done by 

connecting the value of measurement error on each indicator through”“modification indices” available in AMOS 26. 

 

Table 2. Modified Goodness of Fit 

Source: Processed by Researchers 

 

No Goodness of Fit Index Hasil Model Cut off Value Kesimpulan

1 Chi Square 347,739
Diharapkan lebih kecil 

dari 185.256 (df =143)
tidak fit

2 Probability Significance 0,000 ≥ 0,05 tidak fit

3 RMSEA 0,078 ≤ 0,08 fit

4 GFI 0,844 ≥ 0,90 tidak fit

5 AGFI 0,801 ≥ 0,90 tidak fit

6 CMIN/DF 2,108 ≤ 2,00 tidak fit

7 TLI 0,888 ≥ 0,90 tidak fit

8 CFI 0,903 ≥ 0,90 Fit

No Goodness of Fit Index Hasil Model Cut off Value Kesimpulan

1 Chi Square 174,868
Diharapkan lebih kecil 

dari 185.256 (df =143)
Fit

2 Probability Significance 0,036 ≥ 0,05 Fit

3 RMSEA 0,035 ≤ 0,08 fit

4 GFI 0,917 ≥ 0,90 Fit

5 AGFI 0,878 ≥ 0,90 tidak fit

6 CMIN/DF 1,223 ≤ 2,00 Fit

7 TLI 0,977 ≥ 0,90 Fit

8 CFI 0,983 ≥ 0,90 Fit

http://www.ijcrt.org/


www.ijcrt.org                                                        © 2023 IJCRT | Volume 11, Issue 3 March 2023 | ISSN: 2320-2882 

IJCRT2303110 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org a929 
 

 

Figure 3. Modified Structural Equation Model  
Source: AMOS 26 

The Chi-square value meets the eligibility requirements of Goodness of Fit even though the AGFI value is still in the unfit 

or marginal category, but the model is still acceptable. According to Hair et. al in Junaidi (2021) is like a model if at least one of 

the indicators for the feasibility test of the model is met. If the model feasibility test can meet all or more than one indicator, then 

the model is better than only one indicator that is fulfilled. The goodness of fit indicator is considered sufficient to assess the 

feasibility of a model if 4-5 indicators are fit.The entire GOF table above the majority of assessment indicators shows that this 

research model is good. On that basis, the model in this study is acceptable because only one does not meet the fit criteria. 

Hypothesis Test 

Criteria for testing the hypothesis according to Ghozali (2017)“if the critical ratio (CR) is > 1.96 and the p-value is at a 

significance level (a = 5%) or <0.05, then the exogenous variable has an influence on the endogenous variable, but the CR value 

is <1.96 and the p-value is > 0.05, the exogenous variable has no effect on the endogenous variable. CR (***) means a very low 

value <0.001.  

Table 3. Hypothesis Test 

Path Estimate S.E C.R P Result 

Customer Satisfaction < Web Quality 0,384 0,116 3,296 *** Significant 

Customer Satisfaction < Trust 0,526 0,116 4,541 *** Significant 

Repurchase < Customer Satisfaction 0,809 0,111 7,266 *** Significant 

Repurchase < Web Quality -0,056 0,095 -0,593 0,553 Not Significant 

Repurchase < Trust 0.01 0,096 0,105 0,917 Not Significant 

Source: Processed by Researchers 

 

H1 The results of the hypothesis test show that there is a positive and significant influence between web quality on customer 

satisfaction. The results obtained from testing this hypothesis are a CR value of 3.296 and a probability close to 0.001, so the 

required criteria are CR > 1.96 and a significance P < 0.05 are met. 

Hypothesis Test 2 

H2 shows that there is a positive and significant influence between trust and customer satisfaction. The result of this test 

is that the CR value is 4.541 and the probability is close to 0.001, so the required criteria are CR > 1.96 and the significance of P 

<0.05 is fulfilled. 

Hypothesis Test 3 

H3 shows the result that there is a positive and significant effect between customer satisfaction on repeat purchases. The 

results of the test above are a CR value of 7.266 and a probability close to 0.001, so the required criteria are CR > 1.96 and a 

significance of P <0.05 are met. 

Hypothesis Test 4 

H4 states that there is no direct positive and significant effect between web quality on repurchase. The results obtained 

from testing this hypothesis are a CR value of -0.593 and a probability of 0.553 so that it does not meet the required criteria, namely 

CR > 1.96 and a significance P < 0.05. However, the results of hypothesis testing 4 cannot be concluded because it is necessary to 

carry out a mediation test or an indirect test. 

Hypothesis Test 5 

H5 states that there is no direct positive and significant effect between trust in repurchasing. The results obtained from 

testing this hypothesis are a CR value of 0.105 and a probability of 0.917 so that it does not meet the required criteria, namely CR > 

1.96 and a significance P < 0.05. However, the results of hypothesis testing 5 cannot be concluded because it is necessary to carry 

out a mediation test or an indirect test. 
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Mediation Test  

 The mediation test can be carried out with the Sobel Test, (Ghozali, 2018). This test is intended to test the indirect effect 

between variable x on variable y through the mediating variable, the Sobel test criteria is to compare the z count with the z table if 

the z count value is > from the z table, it can be concluded that there is an influence of the mediating variable. 

 

Source: Processed by Researchers 

Figure 4. Sobel test formula 

 

 

Table 4. Sobel Test of Web Quality on Repeat Purchases Through Customer Satisfaction  

Source: Processed by Researchers 
From the calculation above, the calculated z value is 3.01, which exceeds the z table value of 2.60. So it can be concluded 

that customer satisfaction is well able to influence and mediate the effect of web quality on repeat purchases. 

 

Table 5. Sobel Test of Trust in Repurchasing Through Customer Satisfaction 

Source: Processed by Researchers 
 

From the calculation above, the calculated z value is 3.85 and this value exceeds the z table value of 2.60. So it can be 

concluded that customer satisfaction is well able to influence and mediate the effect of trust on repeat purchases. 

 

Discussion 

Relationship Between Web Quality To Customer Satisfaction Results“research found a positive and significant effect between 

web quality on Tokopedia customer satisfaction, for this reason H1 in this study was accepted because of the relationship between 

variables. The results of this study are the same as the research conducted by Saidani, Lusiana, Aditya. (2019)”who get the result 

that web quality has a positive effect on customer satisfaction. New customer satisfaction can be felt after the customer compares 

his experience in buying goods/services from sellers or suppliers of goods/services with his expectations (Pratama & Sabar, 2019). 

Thus, it can be concluded that having a good and attractive website design, as well as features that make it easy for consumers and 

the correctness of the products displayed on the website can be one of the emergences of customer satisfaction, especially loyal 

Tokopedia customers. 

Relationship Between Trust To Customer Satisfaction Results“this study resulted that there was a positive and significant 

influence between trust and Tokopedia customer satisfaction, so H2 in this study was accepted. The results of this study are in line 

with research conducted by Findy Meileny, Tri Indra Wijaksana (2020) which found that trust has a positive and significant effect 

on customer satisfaction. Trust creates a sense of security and credibility, reducing consumer perceptions of risk in return.”Trust 

will affect consumer satisfaction. Trust in a brand is an experience based on the consumer's experience of a brand that will influence 

the consumer's decision-making process, and satisfaction with the brand (Sihite, 2015). So it can be concluded that trust is one of 
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the factors forming Tokopedia customer satisfaction where the trust held by consumers as a form of Tokopedia's responsibility to 

its consumers such as ensuring transaction security and protecting consumer data forms customer satisfaction for Tokopedia. 

Relationship Between Customer Satisfaction To Repurchase The research above resulted in a positive and significant influence 

between customer satisfaction and repeat purchases at Tokopedia, so H3 in this study was accepted. The results of this study are in 

line with research conducted by Abhishek Tandon, Aakash Aakash, Anu G. Aggarwal (2020), Colin CHLaw, Yahua Zhang, Jeff 

Gow.”(2022), Kun-Huang Huarng, Ming-Feng Yu. (2018), Shrawan Kumar Trivedi, Mohit Yadav (2020) who obtained the result 

that customer satisfaction has a positive and significant effect on repeat purchases. Thus, it can be concluded that customer 

satisfaction is one of the factors forming interest in repurchasing at Tokopedia. Services provided by Tokopedia such as space for 

consumers to provide testimonials, the large selection of goods and services needed by consumers directly make consumers feel 

satisfied and feel that shopping through Tokopedia is the right choice because Tokopedia can always meet their needs. 

The Relationship Between Web Quality To Repurchase The results of the study stated that there was no direct positive and 

significant effect between web quality on repurchasing at Tokopedia, so H4 in this study was rejected. Thus, it can be concluded 

that web quality is not directly a factor in forming interest in repurchasing at Tokopedia. However, the results of the mediation test 

in the study show that there is a positive and significant influence between web quality on repurchasing at Tokopedia through 

customer satisfaction as mediation. The results of this study are in line with research conducted by Basrah Saidani, Lisa Monita 

Lusiana, Shandy Aditya. (2019), Nanang Cendriono, Titin Eka Ardiana. (2018) who obtained the result that customer satisfaction 

succeeded in mediating web quality variables on repurchasing decisions. 

The Relationship Between Trust To Repurchase The results above show no“there is a direct positive and significant effect 

between trust in repurchasing at Tokopedia, so H5 in this study is rejected. Thus, it can be concluded that direct trust is not enough 

to make consumers shop again at Tokopedia. So that trust is not a factor forming interest in repurchasing at Tokopedia. 

However, the results of the mediation test in the study showed that there was a positive and significant influence between trust in 

repurchasing”in Tokopedia through the variable customer satisfaction as mediation in accordance with previous research conducted 

by Asri et al (2022) which stated that the variable customer satisfaction can mediate the indirect effect of experience and customer 

trust in Lazada. customer repurchase intention. 

 

V. CONCLUSION 

Based on the results of research on the Effect of Web Quality and Trust on Repurchase Decisions at Tokopedia E-Commerce 

With Customer Satisfaction as Mediation, several conclusions can be drawn as follows. 

1. Web quality has a positive and significant impact on customer satisfaction. Web quality has a great influence on customer 

satisfaction. Tokopedia management needs to pay more attention to the quality of the content displayed on the Tokopedia website 

or platform and to create a design or UI/UX that is easy for consumers to understand. No less important is providing the truth on 

the Tokopedia website or platform, which means that what is displayed is true and can be purchased by consumers. The better the 

quality of the Tokopedia website, the better consumers will be in determining their attitude to return to shopping at Tokopedia. 

2. Trust has a positive and significant influence on customer satisfaction. Trust has a great influence on customer 

satisfaction. Trust is something that is very vulnerable and can easily disappear if it is not properly maintained, for that Tokopedia 

needs to take good care of it. The promises made through promotional media, the security of consumer transactions and the 

confidentiality of consumer personal data must be properly maintained by Tokopedia, providing honest information will increase 

consumer confidence in Tokopedia and simultaneously increase consumer satisfaction with Tokopedia. 

3. Customer satisfaction has a positive and significant influence on repurchase intention. Customer satisfaction has a major 

influence on repeat purchases, meaning that the greater the customer satisfaction, the greater the possibility for consumers to make 

repeat purchases at Tokopedia. Consumer satisfaction with the current features and the services currently provided must be 

maintained and improved so that customers feel more satisfied and want to continue making purchases at Tokopedia. 

4. Web quality does not have a direct positive effect on repurchase intention, both the website design and the ease of users 

browsing the Tokopedia website are not enough to make consumers repurchase again at Tokopedia. However, web quality is able 

to influence customer decisions to make repeat purchases through the mediation of customer satisfaction. This means that a good 

web design, ease of access must be able to make consumers feel satisfied, only then will consumers want to make purchases again 

at Tokopedia. 

5. Trust does not have a direct positive effect on repurchase intention, the promises made by Tokopedia have not been able 

to make consumers directly repurchase at Tokopedia. However, if customers are satisfied with the promises made by Tokopedia, 

then there is a desire for consumers to make purchases again at Tokopedia. As the results of the research above conclude that 

customer satisfaction is able to mediate the relationship between trust and repurchase. 
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