
 

 

 
 

PENGARUH ELECTRONIC WORD OF MOUTH DAN KEPUASAN 

PELANGGAN TERHADAP NIAT BELI ULANG PELANGGAN  

SHOPEE DI JABODETABEK 

 

 

 

Disusun Oleh: 

Nama : Friesca Gracia Cung 

NIM : 20190161 

 

 

Skripsi 

Program Studi Manajemen 

Konsentrasi Pemasaran 

 

 

 

 

 

 

INSTITUT BISNIS dan INFORMATIKA KWIK KIAN GIE 

JAKARTA 

MARET 2023



https://v3.camscanner.com/user/download


 

 

ii 

 

ABSTRAK 

 

Friesca Gracia Cung/ 20190161/ 2023/ Pengaruh Electronic Word of Mouth dan Kepuasan 

Pelanggan Terhadap Niat Beli Ulang Pelanggan Shopee Di Jabodetabek/ Rita Eka 

Setianingsih, S.E., M.M. 

Di era teknologi yang semakin berkembang pesat, marketplace menjadi pilihan alternatif 

bagi masyarakat Indonesia dalam mencari dan membeli produk secara online. Shopee 

merupakan salah satu marketplace ternama di Indonesia. Terlepas dari kepopuleran Shopee 

di Indonesia, Shopee memilihi beberapa permasalahan, diantaranya Shopee masih kalah 

unggul dibandingkan Tokopedia dalam hal pengunjung web bulanan tertinggi pada kuartal 

I 2022. Selain itu, Shopee masih memiliki banyak komentar negatif dan munculnya 

ketidakpuasan pelanggan yang berakibat kepada menurunnya niat beli ulang. Oleh karena 

itu, penelitian ini bertujuan untuk mengetahui pengaruh electronic word of mouth dan 

kepuasan pelanggan terhadap niat beli ulang pelanggan Shopee. 

Teori yang dipakai dalam penelitian ini adalah electronic word of mouth, kepuasan 

pelanggan, dan niat beli ulang. Terdapat dua jenis variabel yang digunakan dalam penelitian 

ini, yaitu variabel independen dan dependen. Variabel independen dalam penelitian ini 

adalah electronic word of mouth dan kepuasan pelanggan, sedangkan variabel dependen 

dalam penelitian ini adalah niat beli ulang. 

Objek penelitian ini adalah marketplace Shopee. Metode penelitian yang digunakan adalah 

analisis regresi linier berganda. Data dikumpulkan dengan menyebarkan kuesioner secara 

online melalui Google Form kepada pelanggan yang pernah berbelanja online melalui 

Shopee minimal 2 (dua) kali dalam sebulan terakhir yang berdomisili di Jabodetabek dan 

berusia minimal 17 tahun sebanyak 116 responden. Pengambilan sampel dilakukan dengan 

menggunakan teknik judgment sampling. Prosedur pengolahan data menggunakan bantuan 

software SPSS versi 22. 

Hasil penelitian ini menunjukkan bahwa electronic word of mouth berpengaruh positif dan 

signifikan terhadap niat beli ulang serta kepuasan pelanggan berpengaruh positif dan 

signifikan terhadap niat beli ulang. 

Kesimpulan penelitian ini adalah electronic word of mouth terbukti berpengaruh positif dan 

signifikan terhadap niat beli ulang pelanggan Shopee, dimana electronic word of mouth ini 

memiliki pengaruh yang kuat terhadap niat pelanggan Shopee untuk melakukan pembelian 

ulang dan kepuasan pelanggan terbukti berpengaruh positif dan signifikan terhadap niat beli 

ulang pada Shopee, dimana kepuasan pelanggan ini memiliki pengaruh yang kuat terhadap 

niat pelanggan Shopee untuk melakukan pembelian ulang. 
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ABSTRACT 

 

Friesca Gracia Cung/ 20190161/ 2023/ The Influence of Electronic Word of Mouth and 

Customer Satisfaction on Repurchase Intentions of Shopee’s Customers in Jabodetabek/ 

Rita Eka Setianingsih, S.E., M.M. 

In an era of rapid technology, marketplaces are an alternative choice for Indonesians in 

finding and buying products online. Shopee is one of the leading marketplaces in Indonesia. 

Despite Shopee's popularity in Indonesia, Shopee has faced several problems, such as that 

Shopee is still outperformed by Tokopedia in terms of the highest monthly web visitors in the 

first quarter of 2022. In addition, Shopee still has a lot of negative comments and customer 

dissatisfaction which results in decreased repurchase intentions. Therefore, this study aims 

to determine the influence of electronic word of mouth and customer satisfaction on 

repurchase intention of Shopee’s customers. 

The theory used in this research are electronic word of mouth, customer satisfaction, and 

repurchase intention. There are two types of variables used in this study, namely independent 

and dependent variables. The independent variables in this study are electronic word of 

mouth and customer satisfaction, while the dependent variable in this study is repurchase 

intention. 

The research object is marketplace Shopee. The research method used is multiple linear 

regression analysis. Data was collected by distributing online questionnaires via the Google 

Form to customers who had shopped online through Shopee at least 2 (two) times in the last 

month who live in Jabodetabek and are at least 17 years old as many as 116 respondents. 

Sampling was carried out using judgment sampling technique. The data processing 

procedure uses the help of SPSS software version 22.  

The results of this study indicate that electronic word of mouth has a positive and significant 

effect on repurchase intention and customer satisfaction has a positive and significant effect 

on repurchase intention. 

The conclusion of this study is that electronic word of mouth has proven to have a positive 

and significant effect on the repurchase intention of Shopee customers, where electronic 

word of mouth has a strong influence on the intention of Shopee customers to repurchase 

and customer satisfaction has been shown to have a positive and significant effect on 

repurchase intention. on Shopee, where customer satisfaction has a strong influence on the 

intention of Shopee customers to make repeat purchases. 
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