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ABSTRAK

Dinda Ade Dalilah (2005786) “Pengaruh Authenticity Guarantees dan Shopping
Experience Terhadap Online Repurchase Intention Melalui Consumer Trust in
Online Seller (Survei Pada Konsumen Produk Fragrance Carl & Claire di
Indonesia)”. Di bawah bimbingan Prof. Dr. Hj. Ratih Hurriyati, M.P. dan Dr.
Lisnawati, S.Pd., M.M.

Penelitian ini bertujuan memperoleh gambaran dan pengaruh authenticity
guarantees dan shopping experience terhadap online repurchase intention melalui
consumer trust in online seller pada konsumen produk fragrance Carl & Claire di
Indonesia. Penelitian ini menggunakan metode deskriptif dan verifikatif dengan
pendekatan kuantitatif. Sampel berjumlah 346 responden pada Pengikut Instagram
Carl & Claire di Indonesia dengan menggunakan teknik purposive sampling. Data
diolah secara statistik dengan menggunakan metode Structural Equation Modeling
(SEM). Hasil temuan pada penelitian ini menemukan bahwa gambaran authenticity
guarantees, shopping experience, consumer trust in online seller, dan online
repurchase intention, dan berada pada kategori baik. Hasil peneltian menunjukkan
adanyan pengaruh yang signifikan antara authenticity guarantees terhadap online
repurchase intention, pengaruh signifikan antara shopping experience terhadap
repurchase intention, pengaruh signifikan antara authenticity guarantees terhadap
consumer trust in online seller, pengaruh signifikan antara authenticity guarantees
dan shopping experience terhadap online repurchase intention melalui consumer
trust in online seller, dan shopping experience tidak berpengaruh langsung terhadap
consumer trust in online seller.

Kata kunci: Authenticity Guarantees, Shopping Experience, Consumer Trust in
Online Seller, Online Repurchase Intention
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ABSTRACT

Dinda Ade Dalilah (2005786) "The Influence of Authenticity Guarantees and
Shopping Experience on Online Repurchase Intention Through Consumer Trust
in Online Seller (Survey on Consumers of Carl & Claire Fragrance Products in
Indonesia).” Under the guidance of Prof. Dr. Hj. Ratih Hurriyati, M.P. and Dr.
Lisnawati, S.Pd., M.M.

This study aims to describe and analyze the influence of authenticity guarantees
and shopping experience on online repurchase intention through consumer trust in
online sellers among consumers of Carl & Claire fragrance products in Indonesia.
The research employs a descriptive and verificative method with a quantitative
approach. The sample consists of 346 respondents, selected using purposive
sampling from Carl & Claire's Instagram followers in Indonesia. The data is
statistically processed using Structural Equation Modeling (SEM).

The findings reveal that the levels of authenticity guarantees, shopping experience,
consumer trust in online sellers, and online repurchase intention, are all
categorized as good. The study results indicate a significant influence of
authenticity guarantees on online repurchase intention, a significant influence of
shopping experience on repurchase intention, a significant influence of authenticity
guarantees on consumer trust in online sellers, and a significant influence of both
authenticity guarantees and shopping experience on online repurchase intention
through consumer trust in online sellers. However, shopping experience does not
directly influence consumer trust in online sellers.

Keywords: Authenticity Guarantees, Shopping Experience, Consumer Trust in
Online Seller, Online Repurchase Intention
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