
IJISET - International Journal of Innovative Science, Engineering & Technology, Vol. 8 Issue 7, July 2021  

ISSN (Online) 2348 – 7968 | Impact Factor (2020) – 6.72 

www.ijiset.com  

The Effect of Perceived Usefulness, Perceived Ease 
Of Use, And Trust On Repurchase Intention On E-

Commerce Shopee 
 

Rafa Sayyidatul Wafiyyah1, Ni Made Wulandari Kusumadewi 2 

 
1 Department of Economics, Udayana University, Denpasar, Bali, Indonesia 

 
2 Department of Economics, Udayana University, Denpasar, Bali, Indonesia 

 
Abstract 

Current digital era affects people's lifestyles which also has an impact on changing traditional shopping 
to online. It makes e-commerce an option for shopping. Therefore, it is important for e-commerce to 
keep customers from making repeat purchases. The purpose of this study is to explain how effect of 
perceived usefulness, perceived ease of use, and trust on repurchase intention on e-commerce Shopee. 
The sample used was 100 respondents who were the population of the Undergraduate Student Program 
of Faculty of Economics and Business, Udayana University with predetermined criteria. Using 
Multiple Linear Regression analysis technique. Results showed that perceived usefulness, perceived 
ease of use, and trust had a positive and significant effect on repurchase intentions on Shopee e-
commerce. 
Keywords: TAM, Perceived usefulness, Perceived ease of use, Trust, Repurchase intention. 

1. Introduction 

The Internet enables a business environment without barriers such as barriers to communicating 
with consumers and employees created by geography, time zone, and location (Lee at al., 2011). E-
commerce is a business transaction using the internet as a medium. Transactions that occur between 
two parties, the exchange of goods and services or information using the internet as a medium for 
transactions are characteristics of e-commerce (Kusuma and Sari, 2012). The first platform most 
frequently used by internet users to buy necessities is occupied by Shopee according to the Indonesian 
Internet Service Providers Association (APJII) (databoks.katadata.co.id, 2020). Millennials and 
Generation Z are the largest online buying and selling market in Indonesia because their consumption 
and fulfillment of needs are high, according to the general chairman of the Indonesian E-commerce 
Associate (idEA) (lokadata.id, 2020). Therefore, students are a big part of millennials and Generation Z 
who dominate online shopping. Users will leave a Business to Concumer (B2C) website when they 
find the website difficult to use, the desired product is not found on the site, or what the site offers is 
unclear (Pearson et al., 2007). Positive experiences when using a service or product will lead to 
repurchase intentions or repurchase intentions online (Setyorini and Nugraha, 2016).  

Consumer repurchase intention is driven by the benefits that consumers feel when shopping online, 
which can be in the form of convenience in shopping, better shopping decisions, saving money and 
convenience in purchasing (Purnami and Nurcaya, 2015). Perceived usefulness was first developed by 
Davis in 1985 in the theory acceptance model, namely how the belief oh user’s attitude towards a 
certain system that his work performance will increase when using a certain system. In addition to 
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perceived usefulness, there is also perceived ease of use, belief in user’s attitude towards the ease of 
use of a particular system, and when a certain system is easier to use compared to other systems, the 
easier system will be more accepted. The customer’s intention to make repeat purchases will appear 
when customers feel it easy to find the desired product (Palma and Andjarwati, 2016). However, 
perceived ease of use has no significant effect on online repurchase intention in the research of 
Khairiyah et al. (2016) conducted on the Traveloka application. To increase customer repurchase 
intention, it is not enough to rely solely on perceived usefulness and perceived ease of use because it 
can only contribute to a certain extent, but trust and pleasure can contribute higher to customer 
repurchase intention (Chiu et al., 2009). Consumer trust when conducting online transactions is 
influenced by security in transacting on the website. The key factor in e-commerce is customer trust 
because transactions carried out in e-commerce have a fairly high potential risk (Purnami and Nurcaya, 
2015). 
 

2. Literature Review 

2.1 Technology Acceptance Model 

The technology acceptance model adopted from TRA model (Theory of Reasoned Action) explains the 
reactions and perceptions of technology users that affect their attitude in accepting the technology 
(Ajzen and Fisbein, 1980). User behavior or attitudes towards computer use can be explained by the 
TAM model, this model is considered the best to explain user behavior towards a new information 
technology (Venkatesh and Davis, 2000). This model can explain the behavior of technology users 
based on beliefs, attitudes, desires, and the relationship between user behavior (Yudha and Isgiyarta, 
2015). The attitude of perceived usefulness and perceived ease of use of users in using a system can be 
used as two beliefs in determining behavioral intention to use in the theory of technology acceptance 
model. Perceived usefulness is when person feels confident that the performance of his work will 
increase if it is done using a certain system. Perceived ease of use is when person feels confident 
working using particular system is easy and system that is easier to use than other systems will be more 
easily accepted by users (Davis, 1989). 

2.2 Perceived usefulness 

The perceived usefulness is where a person feels confident that the performance of his work will 
increase if it is done using a certain system compared to being done without using technology (Davis, 
1989). The perception of usefulness is when a customer can make a purchase in a short time, there is 
complete information on the website, and when the customer finds it easy to make payments or when 
transacting (Lagita and Briliana, 2018). The benefits felt by consumers are that they can shop more 
efficiently because they are not limited by distance and time, the convenience of customers in adjusting 
their needs when making purchases or transactions so that it is more practical, users can make 
purchases easier and faster and do not have to come directly to the store (Nofiyanti and Wiwoho, 2020). 
The more positive the perceived usefulness of consumers towards purchasing products online, the 
repurchase intention of consumers in buying these products will be higher (Purnami and Nurcaya, 
2015). 
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2.3 Perceived ease of use 

The perceived ease of use is when person feels confident working using particular system will not be 
difficult and a system that easier to use than other system will be more acceptable to users (Davis, 
1989). The time and energy needed by someone in using technology will decrease when there is ease of 
use in the technology system. This convenience means that one's work will be easier by using 
technology than without using technology or manually. The characteristics of ease of use are that users 
believe that the system is more flexible, the system is easy to understand and easy to operate (Purnama 
and Widiyanto, 2012). Someone believes that using an information technology system will not be a 
hassle and require great effort when using it (Yani et al., 2018). When it is easy for customers to get a 
product, the customer's repurchase intention will also increase (Palma and Andjarwati, 2016). 

2.4 Trust 

Consumer trust is a willingness to accept risks from other parties that the other party will meet 
expectations, even though both parties do not know each other (Yudha and Isgiyarta, 2015). When the 
customer trusts, he will continue to use the product or service until that level of trust is lost and 
changes to another product (Subagio et al., 2018). The higher the level of consumer confidence in 
purchasing products online, the higher the consumer's intention to make repeat purchases (Purnami and 
Nurcaya, 2015). 

2.5 Repurchase Intention 

Repurchase of certain services or products by considering the situation and level of preference in a 
person's planned decision is repurchase intention (Puspitasari and Briliana, 2017). Recommending to 
others and doing word of mouth are indicators that can be used in repurchase intention (Juniawati, 
2015). The type of consumer purchase in repurchase intention is closely related to customer loyalty, a 
condition where consumers make regular purchases, even spreading positive reviews to others who can 
support sales (Lagita and Briliana, 2018). 

3. Problem Formulation 

The hypotheses that can be built from this research are: 

1.) Perceived usefulness has a positive and significant effect on repurchase intention. 

2.) Perceived ease of use has a positive and significant effect on repurchase intention. 

3.) Trust has a positive and significant effect on repurchase intention. 

4. Research Methodology 

This research was conducted on active students of the undergraduate program of Faculty of Economics 
and Business Udayana University with a questionnaire method, questionnaire was measured using a 
Likert scale. The number of samples used as many as 100 respondents in accordance with 
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predetermined criteria. This study uses multiple linear regression analysis techniques, classical 
assumption test, and hypothesis testing. Multiple linear regression analysis was conducted to find out 
how independent variables influence perceived usefulness, perceived ease of use, and trust on 
dependent variable of repurchase intention. In classical assumption test to determine whether 
distribution of dependent variable and independent variable is normal or not, the normality test is used. 
Furthermore, a multicollinearity test was conducted to determine whether there was a relationship or 
correlation between independent variables in regression model. After that, to find out whether from one 
observation to another same variance was found in regression model, heretoscedastisity test was used. 
In hypothesis testing, the F test (model feasibility test) is carried out to determine whether independent 
variables jointly affect dependent variable or not, while the t test (Partial Test) is carried out to 
determine influence of independent variables individually on dependent variable.  

5. Analysis Result 

 Multiple linear analysis was used to determine effect of perceived usefulness (X1), perceived 

ease of use (X2), and trust (X3) on repurchase intention (Y). following table shows the results of 

multiple linear analysis. 

Table 1 
Multiple Linear Regression Analysis Result 

 
Model 

Unstandardized 
Coefficient 

Standardized 
Coefficient 

 

B Std. 
Error 

Beta T Sig. 

(Constant) -0,921 0,217  -0,757 0,451 
perceived usefulness 0,308 0,117 0,236 2,628 0,010 
Perceived ease of use 0,206 0,100 0,180 2,056 0,043 
Trust 0,512 0,083 0,488 6,174 0,000 
 
Discussion of Research Result 
1.) The effect of perceived usefulness on repurchase intention 
The result of multiple linear regression analysis show effect of perceived usefulness on repurchase 
intention, value of sig. t 0.010 with beta coefficient of 0.236. Value of sig. t 0.010 < 0.05 this result 
indicates that perceived usefulness consumers on Shopee has positive and significant effect on 
repurchase intention. It means that better perceived usefulness of consumers shopping using Shopee e-
commerce compared to shopping conventionally (coming directly to the store), the repurchase intention 
in Shopee e-commerce will increase. The result of this study are in accordance with hypothesis one 
(H1) which was proposed and studied, research by Rajalie and Briliana (2014) stated that perceived 
usefulness has a significant effect on repurchase intention. Purnami and Nurcaya (2015) also stated 
that, the more positive the perceived usefulness of consumers for purchasing products online, the 
higher online repurchase intention of consumers (intention to buy online products). This is also in line 
with the research of Nofiyanti and Wiwoho (2020) and Lagita and Briliana (2018). 
2.) The effect of perceived ease of use on repurchase intention 
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The result of multiple linear regression analysis show effect of perceived ease of use on repurchase 
intention, the value of sig. t 0.043 with beta coefficient of 0.180. Value of sig. t 0.043 < 0.05 this result 
indicates that perceived ease of use consumers on Shopee has a positive and significant effect on 
repurchase intention. It means that better perceived ease of use of consumers shopping using Shopee’s 
e-commerce compared to conventional shopping (coming directly to the store), the repurchase intention 
of Shopee's e-commerce will increase. The result of this study are in accordance with the second 
hypothesis (H2) that was proposed and studied, the research of Puspitasari and Briliana (2017) stated 
that perceived ease of use had a positive and significant effect on repurchase intention. The research of 
and Andjarwati (2016) also explains that the perceived ease of use of consumers in obtaining a product 
increase, the intention to repurchase also increases. In addition, study of Subagio et al. (2018), Juniwati 
(2015), Ali (2016), as well as research by Oktarini and Wardana (2018) state the same thing. 
 
3.) The effect of trust on repurchase intention 
The result of multiple linear regression analysis show effect of trust on repurchase intention, the value 
of sig. t 0.000 with a beta coefficient of 0.0488. Value of sig. t 0.000 < 0.05 this result indicates that 
trust consumers on Shopee has a positive and significant effect on repurchase intention. It shows that 
better trust of consumers shopping using Shopee e-commerce, repurchase intention in Shopee will 
increase. The result of this study are in accordance with the third hypothesis (H3) that was proposed 
and studied, the research of Puspitasari and Briliana (2017) stated that trust has a positive and 
significant effect on repurchase intention. Rajalie and Briliana’s research (2014) also states that trust 
has an influence on online repurchase intention, in the online consumer buying process, trust plays an 
important role. In addition, in the research of Oroh et al. (2015), Baskara and Sukaadmadja (2016), as 
well as research by Purnami and Nurcaya (2015) show the same thing. 

6. Conclusion 

Perceived usefulness consumers has a positive and significant effect on repurchase intention on 
Shopee. It means that better perceived usefulness of consumers shopping using Shopee e-commerce 
compared to conventional shopping (coming directly to the store), the repurchase intention in Shopee 
e-commerce will increase. In the perceived usefulness variable, the indicator that has the lowest 
average is “Shopee e-commerce has complete information for shopping". What companies can do is 
better educate customers or provide clearer information on how to shop on Shopee, so that consumers 
do not feel confused about how to shop or when using the Shopee application. 

Perceived ease of use consumers has positive and significant effect on repurchase intention on 
Shopee. It means that perceived ease of use of consumers shopping using Shopee’s e-commerce 
compared to conventional shopping (coming directly to the store), the repurchase intention of Shopee's 
e-commerce will increase. In the perceived ease of use variable, the indicator that has the lowest 
average is "Shop using Shopee e-commerce is easier than shopping traditionally (coming directly to the 
store)". What companies can do is to make more intensive promotions about the ease of shopping 
online using Shopee compared to shopping directly or traditionally, so that consumers will find it easier 
to shop online than traditional. In addition, companies must also highlight the advantages of online 
shopping, such as being able to do it anytime and anywhere, not limited by distance and time. 

Trust consumers has a positive and significant effect on repurchase intention on Shopee. It means 
that better trust of consumers shopping using Shopee e-commerce, repurchase intention in Shopee e-
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commerce will increase. Trust indicator variable that has the lowest average is "Use Shopee e-
commerce more often for shopping than shopping traditionally or directly". One of the things the 
company can do is consider the duration of the delivery of the ordered goods, because usually 
consumers will go shopping directly to the store or traditionally because there is no time to wait for the 
goods to arrive. In addition, the company can further improve the quality of the assessment of a product 
so that the product description provided by the store corresponds to the goods sold. 
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