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ABSTRAK 

 

Elissa Dewi Fautine (1807958), “Pengaruh Website Quality dan Corporate 

Reputation terhadap Online Repurchase Intention (Survei pada Konsumen 

Generasi Z Bukalapak di Indonesia)" di bawah bimbingan Dr. Lili Adi Wibowo, 

S.Pd., S.Sos., M.M. dan Dr. Puspo Dewi Dirgantari, S.Pd., M.T., M.M. 

 
Penelitian ini bertujuan untuk memperoleh gambaran dan pengaruh dari website 

quality dan corporate reputation terhadap online repurchase intention pada 

konsumen generasi Z Bukalapak di Indonesia. Penelitian ini menggunakan metode 

deskriptif dan verifikatif dengan pendekatan kuantitatif. Sampel penelitian ini 

berjumlah 200 responden yang merupakan konsumen generasi Z yang termasuk 

dalam followers akun resmi Instagram Bukalapak  di Indonesia. Data diolah secara 

statistik dengan metode Structural Equation Modeling (SEM). Hasil temuan pada 

penelitian ini menemukan bahwa gambaran website quality, corporate reputation 

dan online repurchase intention berada di kategori cukup baik. Website quality dan 

corporate reputation memiliki pengaruh positif terhadap online repurchase 

intention. Temuan ini menunjukkan bahwa penerapan website quality dan 

corporate reputation menciptakan online repurchase intention pada konsumen 

generasi Z Bukalapak di Indonesia. 

 
Kata Kunci: Website Quality, Corporate Reputation dan Online Repurchase 

Intention, E-commerce 
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ABSTRACT 

 

Elissa Dewi Fautine (1807958), "Website Quality and Corporate Reputation on 

Online Repurchase Intention (Survey of Consumers Generation Z Bukalapak in 

Indonesia)" under the guidance of Dr. Lili Adi Wibowo, S.Pd., S.Sos., M.M. and 

Dr. Puspo Dewi Dirgantari, S.Pd., M.T., M.M. 

 
This study aims to obtain an overview and influence of website quality and 

corporate reputation on online repurchase intention on generation Z consumers 

who use Bukalapak in Indonesia. This research uses descriptive and verifiable 

methods with a quantitative approach. The sample of this study amounted to 200 

respondents who are generation Z consumers who are included in the followers of 

Bukalapak's official Instagram account in Indonesia. The data is processed 

statistically with the Structural Equation Modeling (SEM) method. The findings in 

this study found that the picture of website quality, corporate reputation and online 

repurchase intention is in the category of quite good. Website quality and corporate 

reputation have a positive influence on online repurchase intention. This finding 

shows that the application of website quality and corporate reputation creates an 

online repurchase intention for generation Z consumers who use Bukalapak in 

Indonesia.  

 
Keywords: Website Quality, Corporate Reputation and Online Repurchase 

Intention, E-commerce 
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