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1. Introduction 

 In recent years, technological advances have become a special concern for business people and the public. Over 

time, technology has taken over most of human activities. Technological changes also indirectly change market conditions 

in Indonesia. Markets that were previously offline-oriented, which allowed consumers to meet sellers face-to-face, are now 

starting to turn into an online market. There are several problems when consumers make purchases through the 

marketplace. Based on a survey conducted by one of the dailysocial.id website sites, there are several obstacles faced by 

consumers when they make online purchase through the marketplace. Some of these obstacles include the time it takes for 

the marketplace to prepare ordered items too long, the payment process is complicated, the quality of the product does 

not match the advertisement, and the price offered is too high (Source: dailysocial.id, 2019). 

 Companies that are able to take advantage of problem issues in online shopping as evaluation materials to 

improve services will have opportunities to attract more consumers. The willingness of consumers to make decisions to 

buy products online is seen from how many problems or obstacles occur when they buy through certain marketplaces. If 

the problem or obstacle is felt to be low and the product offered is in accordance with consumer expectations, it can 

increase repurchase intention. 

 In the context of e-commerce, repurchase intention is an important aspect that can determine the success of a 

company because it is a determinant of the company's success, and also a tool for companies to expand their market share 

(Jia, Cegielski, & Zhang, 2014). Repurchase intention is an action taken by consumers after going through the purchase 

process, and future consumer behavior is influenced by consumer satisfaction and dissatisfaction after purchasing a 

product (Kotler and Keller, 2016). Repurchase intention can be used to predict whether consumers can become long-term 

customers and bring benefits to the company or not (Sudita and Ekawati, 2018). The success of the e-commerce business 

in generating consumer desire to repurchase intention is determined by how good the website quality is (Wuisan, Candra, 

Tanaya, Natalia & Bernardo, 2020). 

 Website quality can be defined as direct marketing because when visitors open the website or visit the website, 

visitors will experience the facilities and information directly about the products on the website (Ali, 2016). Website 

quality has a very important role for companies. The higher and better the quality of a website, the more users will access 

the website (Astuti and Sari 2016). Research conducted by Tandon, Kiran&Sah (2017) found that website quality 
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Abstract: 

Technological advance is a special concern for business people and the community. Over time, technology has taken over 

most of human activities. Technological changes also indirectly change market conditions in Indonesia. Markets that 

were previously offline-oriented, which allowed consumers to meet sellers face-to-face, are now starting to turn into an 

online market. This study aims to analyze the effect of website quality and perceived risk on repurchase intention 

mediated by trust. Consumers who have bought products from Lazada are the population in this study. The sampling 

technique is carried out using purposive sampling method with 230 respondents. The analysis technique used is Partial 

Least Square. The results of the analysis show that website quality has a positive and significant effect on trust and 

repurchase intention. Perceived risk has a negative and significant effect on trust and repurchase intention. Trust has a 

positive and significant effect on repurchase intention. Trust significantly mediates the effect of website quality on 

repurchase intention. Trust significantly mediates the effect of perceived risk on repurchase intention. Trust acts as a 

partial mediation variable. 
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positively affects repurchase intention. Research conducted by Wijaya, Felicia &Oktavia (2018) found that there is no 

significant effect between website quality on repurchase intention. 

 Repurchase intentions are also determined by the perceived risk factor. Perceived risk is a consumer's subjective 

assessment related to negative consequences and uncertainty that can occur due to wrong decision making (Rahardjo, 

2015). Higher risk has been shown to lead to lower repurchase intentions (Cho, Bonn, & Kang, 2014). The results of 

research conducted by Liang, Choi, &Joppe (2017) showed that perceived risk has a negative and significant effect on 

repurchase intention. This shows that the smaller the value of perceived risk when consuming a product, the level of 

repurchase intention towards the product will increase. Research conducted by Mao &Lyu (2017) obtained the results that 

there is no significant relationship between perceived risk and repurchase intention. 

 Based on the gap in the form of the inconsistency of the research, the researcher adds the trust variable as a 

mediating variable. The use of trust as a mediating variable because trust is a process that involves a person's willingness 

to have confidence that his transaction partner will provide what he expects (Sitorus&Mawardi, 2019). Trust is one of the 

factors that have major significance for building a successful e-commerce. The success of e-commerce is marked when the 

seller can increase trust in customers, resulting in repurchase intention for the products offered (Bulut, 2015). Consumer 

trust can be increased by providing a good quality website (Wilson &Keni, 2018). Consumers need a good quality website 

to be able to make them believe (Kurniawan, Kusumawati, &Priambada, 2018). Trust can also be increased by reducing the 

level of risk perceived by consumers (Durmus, Ulusu, &Akgun, 2017). Wuisan et al. (2020) in his research found that trust 

plays a role in mediating the relationship between website quality and repurchase intention. In addition, trust also plays a 

role in mediating the relationship between perceived risk and repurchase intention (Dewi&Rastini, 2016). 

 The problems faced by Lazada are there are many problems faced by consumers when they make purchases 

through the marketplace. These issues make consumers become more careful when deciding to buy online products. 

Improving the good performance of a marketplace and reducing risk needs to be done to provide evidence of how the 

performance of a marketplace is so that it will be able to increase consumer confidence in the products sold by the 

marketplace. 

 Trust is an important factor in the process of repurchase intentions, because in trust there is a level of confidence 

in other parties who will act as expected. Consumers are willing to make online purchasing behavior if the product offered 

is in accordance with expectations and information about the product can be trusted. 

 

2. Theoretical Review 

 

2.1. Website Quality 

 Website quality is one of the basic determinants of the success of online shopping (Tandon et al. 2017). According 

to Ali (2016) website quality is the overall advantage or effectiveness of a website in conveying the intended message to 

the audience and viewers. Wilson and Keni (2018) defined website quality as the advantage of a website that not only 

shows its beauty but also shows a high level of convenience, because this will affect the active perception of website users. 

 

2.2. Perceived Risk 

 Purchasing behavior will produce consequences that cannot be anticipated with certainty so that consumers will 

see risks in the buying process. Perceived risk is a subjective assessment by consumers related to negative consequences 

and uncertainty that can occur due to wrong decisions (Rahardjo, 2015). Jogiyanto (2012) defined perceived risk as a 

consumer's perceptions of uncertainty and unwanted consequences in carrying out an activity. Dewi and Rastini (2016) 

defined perceived risk as a negative benefit felt by consumers as a risk that consumers will get as a result of consuming or 

not consuming the product. 

 

2.3. Trust 

 Trust in general can be interpreted as trust in another party because that party can be trusted. According to 

Sumarwan (2014) trust is the belief that a product has various attributes and benefits from these attributes. Hasan (2013) 

defined trust as a perception of trust in the reliability of the company which is determined by systematic confirmation of 

the expectations of the company's offer. According to Martinez and Bosque (2013) consumer trust is defined as the belief 

that a product or service provider can be relied on to behave in such a way that the long-term interests of consumers can 

be met. 

 

2.4. Repurchase Intention 

 Repurchase intention is a psychological behavior and one of the main drivers that motivates buyers to continue 

buying products or services. According to Megantara and Suryani (2016), repurchase intention is the intention of a 

customer to buy a product that has been purchased in the past. Kotler and Keller (2016) defined repurchase intention as 

an action taken by consumers after going through the purchase process, and future consumer behavior is influenced by 

consumer satisfaction and dissatisfaction after purchasing a product. According to Widjajanta, Rahayu&Salsabila, (2020) 

repurchase intention is consumer behavior that is planned in decision making based on the results of an evaluation of a 

product or service that has been purchased by being influenced by consumer conditions. 
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 The hypotheses in this study are: 

 The success of the e-commerce business in generating consumer desire to repurchase intention is determined by 

how good the website quality is (Wuisan et al., 2020). According to Ali (2016) website quality is the overall advan

effectiveness of a website in conveying the intended message to the audience and viewers. Website quality has a very 

important role for companies. The higher and better the quality of a website, the more users will access the website (Astuti 

and Sari 2016). Research conducted by Tandon et al. (2017), Madariaga et al. (2018), Wilson and Keni (2018) and Wuisan 

et al. (2020) concluded that website quality has a positive and significant effect on repurchase intention. The hypothesis of

this research is: 

• H1: Website quality has a positive and significant effect on repurchase intention

 Perceived risk is a consumer's subjective assessment related to negative consequences and uncertainty that can 

occur due to wrong decision making (Rahardjo, 2015). Higher r

(Cho, Bonn, & Kang, 2014). Perceived risk in online shopping is felt to be an obstacle in conducting internet

transactions so that it will affect consumer choices to shop online (Fikri et al.,

repurchase intention can be increased by reducing the level of perceived risk felt by consumers, so that consumer interest 

in making repeat purchases of products will increase. Research conducted by Liang et al. (20

al. (2017), and Fikri et al. (2019) concluded that perceived risk has a negative and significant effect on repurchase 

intention. The hypothesis of this research is:

• H2: Perceived risk has a negative and significant effect on 

Website quality is one of the basic determinants of successful online shopping. Website quality can be defined as direct 

marketing because when visitors open the website or visit the website, visitors will experience the facilities and

information directly about the products on the website (Ali, 2016). Wilson &Keni (2018) explain that consumer trust can 

be increased by providing a good quality website. In this case, consumers usually rely on the same service provider 

because they feel this will continue to meet their needs, which in turn increases trust (Madariaga et al., 2018). Research 

conducted by Wuisan et al. (2020), Wilson and Keni (2018), Wijaya et al. (2018), Valueshi et al. (2016), Wang et al. (2015) 

concluded that website quality has a positive and significant effect on trust. The hypothesis of this research is:

• H3: Website quality has a positive and significant effect on trust

 Perceived risk is generally associated with uncertainty caused by the possibility of opportunistic be

sellers that can result in losses for consumers (Durmus et al., 2017). Jogiyanto (2012) explained perceived risk as a 

consumer's perceptions of uncertainty and unwanted consequences in carrying out an activity. Durmus et al. (2017) 

explained that trust can be increased by reducing the perceived risk perceived by consumers. Reduction of perceived risk 

leads to an increase in the probability of purchase so that a decrease in perceived risk is useful for increasing consumer 

trust. If consumers feel a high risk of a product, then they will not trust the product (Raharjdo, 2015). Research conducted 

by Ashghar and Nurlatifah (2020), Durmus (2017), Wu et al. (2015), Dewi and Rastini (2016) concluded that perceived 

risk has a negative and significant effect on trust. The hypothesis of this research is:

• H4: Perceived risk has a negative and significant effect on trust

Trust is one of the factors that have major significance for building a successful e

marked when the seller can increase trust in customers, which resulting in repurchase intention for the products offered 

(Bulut, 2015). Trust occurs when one party trusts another party which will influence consumer buying behavior (Chen, 

2012). Research conducted by Madariaga et al. (2018), Wilson and Keni (2018), Wuisan et al. (2020), Wijaya et al. (2018), 

Dewi and Rastini (2016), Bao et al. (2016), Matute et al. (2016) concluded that trust has a positive and significant effect o

repurchase intention. The hypothesis of this research is:

• H5: Trust has a positive and significant effect on repurchase intention

Trust is an important element of service marketing, as it determines business transactions and ensures long

profitable relationships between service providers and

increase consumer trust (Wilson &Keni, 2018). Consumer trust is a fundamental determinant of long

behavior that will affect the level of consumer repurchase intention for a product

considered a key prerequisite for successful e

reliability of service providers (Kaur and Quareshi, 2015). Research conducted by Wuisan et al., (2020), Wil
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Keni(2018), Wijaya et al., (2018) concluded that trust significantly mediates the effect of website quality on repurchase 

intention. The hypothesis of this research is: 

• H6: Trust mediates the effect of website quality on repurchase intention 

The concept of perceived risk has been defined historically with respect to uncertainty and anxiety about the unfavorable 

consequences of purchasing a product. The concept shows the level of consumer trust in organizations, which is very 

attractive in the online environment because of the perceived security risk, so that trust can be used as a means to 

minimize uncertainty (Madariaga et al., 2018). Every consumer when making a purchase must be based on trust, if 

consumers feel a high risk of a product, then consumer confidence will decrease so that consumers will not make 

purchases of the product or service (Raharjdo, 2015). Research conducted by Dewi and Rastini (2016), Mada et al. (2021) 

concluded that trust significantly mediates the effect of perceived risk on repurchase intention. The hypothesis of this 

research is: 

• H7: Trust mediates the effect of perceived risk on repurchase intention 

 

4. Method 

 This study uses a quantitative approach with the type of explanatory research. The research method uses a survey 

by distributing questionnaires. The population in this study are consumers who have bought products at Lazada with a 

sample of 230 respondents. 

 The sampling technique uses non-probability sampling with purposive sampling method, the sampling technique 

is based on certain considerations. The criteria that are used in the selection of the sample are 1) respondents who are 

domiciled in the city of Malang, both from within and from outside the city of Malang; 2) respondents who have bought 

products at Lazada at least once, and 3) respondents are at least 18 years old and above with consideration that they are 

considered to understand and be able to answer the questionnaire objectively. The data analysis technique was carried out 

using PLS or Partial Least Square. 

 

5. Result 

 

5.1. Outer Model Analysis 

 Convergent validity is tested using the loading factor value. The indicator is declared to meet convergent validity if 

the loading factor value is above 0.7. The results of the loading factor values are presented in Table 1 below. 

 

Variable Item Loading Factor Explanation 

Website Quality 

(WQ) 

WQ1 0,756 Valid 

WQ2 0,746 Valid 

WQ3 0,757 Valid 

WQ4 0,736 Valid 

WQ5 0,702 Valid 

WQ6 0,737 Valid 

WQ7 0,726 Valid 

WQ8 0,770 Valid 

WQ9 0,727 Valid 

Perceived Risk 

(PR) 

PR1 0,748 Valid 

PR2 0,737 Valid 

PR3 0,708 Valid 

PR4 0,816 Valid 

PR5 0,850 Valid 

PR6 0,745 Valid 

PR7 0,827 Valid 

Trust 

(T) 

T1 0,736 Valid 

T2 0,757 Valid 

T3 0,790 Valid 

T4 0,768 Valid 

Repurchase Intention 

(RI) 

RI1 0,886 Valid 

RI2 0,897 Valid 

RI3 0,875 Valid 

Table 1: Convergent Validity Test Results Based on Loading Factor Value 

Source: Primary Data Processed, 2021 

 

 Based on the results of the convergent validity analysis, it can be seen that all indicators in this study resulted in a 

loading factor greater than 0.7, thus all indicators are declared valid in measuring each variable. 

 Calculation of the reliability of the variable construct using discriminant reliability, composite reliability and 

Cronbach's alpha. The criterion for testing discriminant reliability is that the value is above 0.5, the value of composite 

reliability and the value of Cronbach's alpha is above 0.7. The results of the variable construct reliability values are 

presented in Table 2 below. 
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Variable AVE Composite 

Reliability 

Cronbach Alpha Explanation 

Website Quality (WQ) 0,548 0,916 0,897 Reliable 

Perceived Risk (PR) 0,604 0,914 0,890 Reliable 

Trust (T) 0,582 0,848 0,762 Reliable 

Repurchase Intention (RI) 0,785 0,917 0,863 Reliable 

Table 2: Reliability Test Results 

Source: Primary Data Processed, 2021 

 

 The table above shows as a whole by using the AVE calculation, composite reliability and Cronbach's alpha, it is 

concluded that all instrument items used to measure variables are declared reliable. 

 

5.2. Inner Model Analysis 

 The inner model (structural model) is tested by measuring the value of R-square (R2) which is the Goodness of Fit 

model test. Goodness of Fit is assessed using predictive relevance (Q2) obtained from the value of R-square (R2). Q2 is 

based on the coefficient of determination of all dependent variables. The calculation of Goodness of Fit in this study is 

shown in Table 3 below. 

 

Variable R2 

Trust (T) 0,394 

Repurchase Intention (RI) 0,499 

Q2 = 1-(1-R1
2)(1-R2

2) Q2 = 1-(1- 0,394) (1-0,499) 

Q2 =  0,696 

Table 3: Results of Goodness of Fit Model 

Source: Primary Data Processed, 2021 

 

 Q2 in this study is worth 0.696 so that the diversity of the Repurchase Intention variables can be explained by the 

overall model of 69.6%. The contribution of the diversity of Website Quality, Perceived Risk and Trust variables to 

Repurchase Intention as a whole is 69.6% while the remaining 30.4% is the contribution of other variables outside of this 

study. 

 

6. Hypothesis Testing 

 Hypothesis testing can be done by taking into account the level of significance and path coefficients between 

latent variables, and to test the proposed hypothesis, statistical analysis is carried out by including the tested variables 

together. Decision making is based on the direction of the relationship and the significance of the model in question. The 

following are the results of the calculation of the output of the hypothesis test which are presented in Table 4 below: 

 

Hypothesis Effect Original Sample T Statistics T-tabel Explanation 

H1 WQ�RI 0,504 8,594 1,960 Significant 

H2 PR�RI -0,124 2,039 1,960 Significant 

H3 WQ� T 0,507 9,880 1,960 Significant 

H4 PR�T -0,241 4,314 1,960 Significant 

H5 T�RI 0,211 3,384 1,960 Significant 

H6 WQ� T �RI 0,107 3,217 1,960 Significant 

H7 PR� T �RI -0,051 2,337 1,960 Significant 

Table 4:  Hypothesis Testing Results 

Source: Primary Data Processed, 2021 

 

 From the table above, the original sample value shows a positive and negative relationship between variables, 

while T-statistics is used to see the significance of the relationship between variables. The relationship is considered 

significant if the T-statistic > T-table (1.960). Thus, it can be concluded that H1, H2, H3, H4, H5, H6, H7 are acceptable. 

 

7. Discussion 

 Based on the results of the study, it is known that the majority of respondents are female with a percentage of 

60.9%, age in the range of 21-30 years old are 71.7% with a bachelor's degree last education of 53.9%, work as private 

employees with a percentage of 50.4%, and have income per month Rp. 3,000,000 to Rp. 6,000,000 with a percentage of 

45.2%. 

 The results show that website quality has a positive and significant effect on repurchase intention, it means that 

the higher the website quality from Lazada, the higher the repurchase intention of consumers. The results of the study are 

in accordance with the statement put forward by Wuisan et al. (2020) the success of the e-commerce business in 

generating consumer desire to repurchase intention is determined by how good the website quality is. Ali (2016) which 

explained website quality as the overall advantage or effectiveness of a website in conveying the intended message to the 

audience and viewers. A good quality website will provide a strong experience for consumers, this is what consumers need 
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to change shopping patterns from conventional (offline stores) to online store services so that it will give a positive 

impression and increase repurchase intention. The results of this study support previous research conducted by Tandon et 

al. (2017), Madariaga et al. (2018), Wilson and Keni (2018), Wuisan et al. (2020) which concluded that website quality has 

a positive and significant effect on repurchase intention. 

 The results show that perceived risk had a negative and significant effect on repurchase intention, it means that 

the smaller the level of perceived risk perceived by consumers when buying at Lazada, the higher the level of consumer 

repurchase intention. The results of this study are in accordance with the statement of Liang et al. (2017) repurchase 

intention can be increased by reducing the level of perceived risk felt by consumers so that consumer interest in 

repurchasing the product will be higher. The risk that consumers feel when buying products on Lazada will affect 

consumers' perceptions of Lazada to make the next purchase decision. If the risk perceived by consumers is low when 

buying products at Lazada, then consumers will tend to repurchase the product. The results of this study support previous 

research conducted by Liang et al. (2017), Cho et al. (2014), Tho et al. (2017), Fikri et al. (2019) which concluded that 

perceived risk has a negative and significant effect on repurchase intention. 

 The results of the study show that website quality has a positive and significant effect on trust, so that the higher 

Lazada's website quality will increase consumer trust in Lazada. The results of this study are in accordance with the 

statement of Wilson and Keni (2018) by providing a good quality website will increase consumer trust. In this case 

consumers usually rely on the same service provider because they feel this will continue to meet their needs which in turn 

will increase trust (Madariaga et al., 2018). Website quality has an influence on trust, namely through the general 

assessment of consumers about the ability of the Lazada website to provide services to consumers. This situation is in line 

with changes in people's consumption patterns from offline to online, if the service capabilities of the Lazada website are 

considered good by consumers and the information about the products provided is accurate then this will tend to increase 

consumer trust in Lazada. The results of this study support the previous research conducted by Wuisan et al. (2020), 

Wilson and Keni (2018), Wijaya et al. (2018), Valueshi et al. (2016), Wang et al. (2015) who concluded that website quality 

has a positive and significant effect on trust. 

 The results of the study show that perceived risk has a negative and significant effect on trust. In other word, the 

smaller the level of perceived risk perceived by Lazada consumers, it will increase consumer trust in Lazada. The results of 

this study are in accordance with the statement of Durmus et al. (2017) that trust can be increased by reducing the 

perceived risk perceived by consumers. Reducing consumer's perceived risk when making a purchase at Lazada leads to 

an increase in the probability of purchasing so that the decrease in perceived risk is useful for increasing consumer trust in 

Lazada. If consumers feel a high risk of a product, then they will not trust the product (Raharjdo, 2015). Reducing the level 

of risk is needed by consumers as a determinant of the attitude that will be chosen to change shopping patterns from 

conventional (offline stores) to switching to online store services so that it will give a positive impression and increase 

trust. The results of this study support previous research conducted by Ashghar and Nurlatifah (2020), Durmus et al. 

(2017), Wu et al. (2015), Dewi and Rastini (2016) who concluded that perceived risk has a negative and significant effect 

on trust. 

 The results of the study show that trust has a positive and significant effect on repurchase intention. It means that 

the higher the consumer's trust towards Lazada, the level of consumer repurchase intention will also increase. The results 

of this study are in accordance with Bulut's (2015) statement that the success of e-commerce is marked when the seller 

can increase consumer trust, so that repurchase intentions arise for the products offered. The Lazada website which is 

proven not to commit fraud and can meet consumer expectations regarding the products being sold is one of the factors 

for the high level of repurchase intention. This positive attitude will encourage consumers to continue to repurchase 

products from the Lazada website. Lazada's success in building consumer trust will reduce consumer concerns which 

ultimately leads to repurchase intention. The results of this study support previous research conducted by Madariaga et al. 

(2018), Wilson and Keni (2018), Wuisan et al. (2020), Wijaya et al. (2018), Dewi and Rastini (2016), Bao et al. (2016), 

Matute et al. (2016) who concluded that trust has a positive and significant effect on repurchase intention. 

 The results show that trust mediates the effect of website quality on repurchase intention. It means that the better 

the trust based on the better website quality from Lazada, the higher the repurchase intention of consumers towards 

Lazada. The results show that the indirect effect has a smaller value than the direct effect, so website quality is able to 

directly influence repurchase intention without going through trust, and in this study, trust has an influence as a partial 

mediation variable. Consumer trust is a fundamental determinant of long-term consumer behavior that will affect the level 

of consumer repurchase intention for a product (Dewi and Rastini, 2016). The role of trust not only has a direct effect on 

repurchase intention but can also mediate the relationship between website quality and repurchase intention. The results 

of this study support the previous research conducted by Wuisan et al. (2020), Wilson and Keni (2018), Wijaya et al. 

(2018) which concluded that trust significantly mediates the effect of website quality on repurchase intention. 

 

8. Research Implications 

 The theoretical implications that can be conveyed based on the results of this study indicate that website quality 

has a positive and significant effect on trust and repurchase intention, perceived risk has a negative and significant effect 

on trust and repurchase intention. Furthermore, it is found that trust not only has a direct effect on repurchase intention 

but also significantly mediates the effect of website quality and perceived risk on repurchase intention. The results of this 

study also strengthen and support the results of previous studies related to repurchase intention. 

 Trust not only has a direct effect on repurchase intention but also partially mediates the effect of website quality 

and perceived risk on repurchase intention. Trust can make a person consistent with something that is considered in 

accordance with his expectations, including making loyal customers. So that trust is very important to be considered by 
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Lazada management because based on research results it is proven that by increasing Lazada's website quality and 

reducing the level of perceived risk perceived by consumers, it can increase consumer trust which in turn will also 

increase repurchase intention from consumers. 

 Research limitations: (1) Limited research time. This happened because this research was conducted during the 

COVID-19 pandemic, thus limiting researchers to further maximize the search for respondent data. (2) Data collection 

using questionnaires filled out by respondents without being accompanied by researchers directly, so that it has an impact 

on the honesty and lack of understanding of respondents in understanding the question items on the questionnaire so that 

it is feared that the answers given are less precise. (3) The limitation of operational costs in this study is a separate 

obstacle for researchers so that researchers need to limit the extent to which this research is carried out.  

 

9. Conclusions and Suggestions 

 Based on the results of the study, the following conclusions can be drawn: website quality has a positive and 

significant effect on repurchase intention. The marketing strategy carried out through the creation of a good quality 

website will provide a strong experience for consumers, this is what consumers need to change shopping patterns from 

conventional (offline stores) to online store services so that it will give a positive impression and increase repurchase 

intention. 

 Perceived risk has a negative and significant effect on repurchase intention. Consumers with intention to buy are 

driven by how high the perceived risk is and the lower the level of perceived risk perceived by the consumer, the more 

likely the consumer will make a repeat purchase. 

 Website quality has a positive and significant effect on trust. The accuracy of the information provided by the 

website regarding the products sold will provide a strong experience for consumers and will increase consumer trust. 

Perceived risk has a negative and significant effect on trust. Reducing consumer perceptions of the level of risk when 

buying products through the website makes an important contribution in increasing consumer trust, this indicates that the 

better the consumer's assessment of the products sold, the higher the trust of consumers towards the website. 

 Trust has a positive and significant effect on repurchase intention. The honesty of the service provider (website) 

will give a good impression and experience on the website which will increase consumer trust. Success in building 

consumer trust will reduce consumer concerns which ultimately leads to repurchase intention. 

Trust mediates the effect of website quality on repurchase intention. Website quality can be improved by providing 

accurate information about the products being sold, so that it will lead to consumer trust in the products sold which in 

turn will affect the repurchase intention of consumers. 

 Trust mediates the effect of perceived risk on repurchase intention. Reducing the level of perceived risk perceived 

by consumers when purchasing products through the website is proven to be able to increase consumer trust which in 

turn leads to an increase in consumer repurchase intention. 

 Based on the conclusions above, some suggestions can be put forward as follows: Lazada needs to further improve 

website quality, especially for information indicators about products that have the lowest value based on research results 

and Lazada must continue to innovate so that it can offer better and more efficient services in order to maintain its 

competitive advantage. In addition, the researcher recommends that further researchers add the influence of other factors 

that influence repurchase intention, such as perceived quality, brand reputation and satisfaction. 
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