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ANALYSIS THE INFLUENCE OF TRUST IN ONLINE STORE AND PERCEIVED 

RISK TOWARDS ONLINE REPURCHASE INTENTION 

 

Abstrak 

Tujuan dari penelitian ini adalah untuk mengetahui pengaruh kepercayaan di toko online 

dan risiko yang dirasakan dari niat beli secara online terhadap semua konsumen yang tidak 

pernah membuat pembelian kembali atau transaksi online. Hipotesis dari penelitian ini 

diduga ada kepercayaan yang signifikan di toko online dan risiko yang dirasakan dari niat 

beli online. Populasi dalam penelitian ini adalah orang-orang yang tidak pernah melakukan 

pembelian online dari siswa dengan pekerja. Data dikumpulkan dari kuesioner. Metode 

purposive sampling digunakan untuk memilih sampel yang sesuai dengan 125 responden. 

Penelitian ini menggunakan beberapa tes analisis regresi (F-test, uji t, dan uji R2). Penelitian 

ini menghasilkan beberapa temuan. Temuan pertama adalah bahwa kepercayaan di toko 

online memiliki dampak yang signifikan terhadap niat pembelian kembali online. Yang 

kedua adalah temuan risiko yang dirasakan tidak secara signifikan mempengaruhi niat 

pembelian kembali online. Studi ini menunjukkan bahwa pemilik toko online yang lebih 

interaktif dan kreatif dalam menarik konsumen sehingga konsumen percaya produk yang 

dijual serta meminimalkan risiko untuk dapat diterima konsumen. 

Kata Kunci : belnaja online, kepercayaan, minat membeli kembali, resiko. 

 

Abstract 

The purpose of this study was to determine the effect of trust in the online store and the 

perceived risk of online purchase intention towards in all consumers who never make 

repurchases or transactions online. The hypothesis of this study is suspected there was 

significant trust in the online store and the perceived risk of the online purchase intention. 

The population in this study was people who never make purchases online from student up 

with workers. Data were collected from the questionnaires. Purposive sampling method 

used to select the appropriate sample with 125 respondents. This study uses multiple 

regression analysis tests (F-test, t test, and test R2). This research resulted in several 

findings. The first finding is that trust in the online store has significant effect on online 

repurchase intention. The second is a perceived risk finding did not significantly affect the 

online repurchase intention. This study suggests that online store owners more interactive 

and creative in attracting consumers so that consumers believe the products are sold as well 

as minimizing the risks to be acceptable to consumers. 

Keywords: online repurchase intention, online shopping, perceived risk, trust. 

 

1. INTRODUCTION 

The development of information technology today brought many positive benefits for the 

world of business and for the community/consumers. One form of information technology 

utilization is the ease of consumers buys products or services from the seller. Customers can 

purchase products or services without the time limit and the region. This is to encourage the 

many consumers and producers of transact in virtual world for online. Transaction system 
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shopping online would have a good and risk. The goodness that obtained among others is a 

consumer does not need the huge cost to look for products or services that is needed. Malice 

discounted rates through online media is the risk of the transaction that must be covered by 

consumers when purchasing through online media (Rofiq, 2007). 

The research done by Monsuwe et al (2004) explained that there are factors that determine 

how often consumers shopping online, namely trust factor because of the ideals of the 

success of doing business in the world online is customer trust. In fact, not a few peoples 

who make purchases through the internet due to the problem of trust. In doing transaction 

shopping in the internet, consumers expect the site that they visit to provide quality- quality 

of goods and services that number one, or guarantee consumers for interested and believe. 

Zeithaml et al (1996) in McGoldrick (2002:527) stated that the quality of service is very 

strong in affecting consumer intentions to buy. 

America became the second country with national Internet users in the world and many are 

involved with online shopping transaction. In contrast to China, this country is a country that 

has a number of Internet users is a lot but rarely involved with online shopping. According 

to the study Na Wang, et al, said that they rarely get involved with this because they are 

experiencing a lot of risk in online shopping. 

In Singapore, the risk of becoming one of the factors that influence consumer buying interest 

in online shopping. Customers purchase a variety of products and services. Despite the many 

risks experienced by customers, there is no doubt that Internet users still do online shopping. 

Customers often do online shopping on average performed by young people. (Kae, et al., 

2015). 

This study aims to determine the effect of trust in online store of online purchase intention 

on customer online shopping and investigate the effect of perceived risk on online purchase 

intention on customer online shopping. To strengthen this study, there are some literature 

reviews. Online shopping is a market place that can be accessed via the internet. For 

traditional consumer, buying a product of emotion to the store directly. However, not 

everyone has the time to shop at the store. Some of the differences between online shops 

with a real store are sometimes cheaper prices in the online store rather than a real store, but 

online stores are less quick in serving its customers when consumers asked about their 

products. Therefore, many advantages of shopping online, but sometimes there are also 

disadvantages. 
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According to Liang and Lai (2000), online shopping is the process of purchasing products or 

services through the internet. The uniqueness of the process of buying via internet is, when 

potential customers use the Internet and search for information related to the goods or 

services they need. More fully, the behavior of buying via the Internet is a consumer action 

from start to visit the online store is concerned, make an order to purchase a product or 

service, as well as a contract agreeing to receive and use the services via the Internet. Online 

shopping grows rapidly over the development of the Internet or other online media such as 

social media. Suppliers or sellers take advantage of these technologies to increase their 

turnover. Many factors that cause consumers to do shopping online besides not have much 

time, sometimes advertising factors also influence consumer buying interest in the product, 

the trust factor against the online store also affect the purchase, and so forth. 

Trust is the key to online transactions, online transactions will occur when there is trust 

between seller and buyer. In addition, the trust becomes one of the factors that influence 

consumer behavior and put aside the technology used in the online purchase transaction 

(Pavlou, 2003).  In Malaysia, the trust factor becomes a major factor why they do not do 

shopping online. Users are more likely to make online shopping transactions have a high 

level of confidence that the online site (Matehan, et al, 2011). Trust in online is "the 

willingness of buyers to rely on other parties and vulnerable to action from other parties in 

the process of online shopping, with the hopes that others will do the response is 

unacceptable and will gave them the promised products and services" (Mayer et al., 1995; 

McKnight 2002 in Zendehdel et al., 2011: 1126). 

The trust is actually a key that connects consumers with the dealer where the existence of the 

trust will link expertise, truth and goodness in the purchase process (Chiu, et al., 2009). 

Expertise means that the ability of agents to provide a proper confidence to consumers as its 

responsibility. Kindness means consumers will not act instead against the dealer who gave 

the trust and truth as a reality which must be traveled both parties doing transaction 

purchases. The absence of a trust will reduce the likelihood of consumers conducting 

transactions online because it is essentially consumers will not make a purchase with the 

online store they not trust. 

According Pavlou (2003) in Leonard (2012) risk is defined as a person's beliefs about the 

risks that are inherent in on-line transactions. E.g. concerns about the risk of fraud, of 

shipping the product, about the money transactions, and so forth.  Dowling & Staelin (1994) 

in the Shu-Hung and Bat-Erdence said that the risk is perception felt by consumer of 
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uncertainty between the advice and the consequences of buying products or services. The 

perceived risk is the uncertainty of consumers when they could not foresee the consequences 

of their purchasing decisions. The number of buyers perception of risks that affect the 

amount of trust in online purchases so that when the processing of information online, 

consumers assume that there is a high risk although the risk is low (Mukherjee and Nath, 

2003). 

Repurchase intention can be defined as the individual’s judgement about buying again a 

designated service from the same company, taking into account his or her current situation 

and likely circumstances (Lacey & Morgan, 2007). Customers’ repurchase is critical to the 

success and profitability of online shopping. Indeed, online customer retention has attracted 

considerable attention in recent years, partly because it is means of gaining competitive 

advantage. Some studied have conducted on determining the basic antecedent variables to 

online repurchase intention (Hocutt, 1998; Storbacka et al., 1994; Zahorik & Rust, 1992). 

Online repurchase intentions represent the customer’s self-reported likelihood of engaging in 

further repurchase behaviour (Seiders et al., 2005).  

Consequently, online shopping consumers will depend heavily on experience quality in 

which the experience quality can be obtained only through prior purchase experience. In the 

online shopping environment, consumers evaluate their online repurchase intention in terms 

of perceptions regarding product information, form of payment, delivery terms, service 

offered, risk involved, privacy, security, personalization, visual appeal, navigation, 

entertainment and enjoyment (Burke, 2002; Parasuraman & Zinkhan, 2002; Mathwick et al., 

2001). 

Research model was use in this study is the model of trust in online store and perceived risk 

towards online purchase intention. 

 

H1 

 

 

H2 
Perceived Risk 

Trust in online 
store 

Consumer Intention to 
Repurchase Online 
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2. METHODOLOGY 

In this study population size is taken not identified or unknown with certainty. The 

population in question is all people who ever purchased online. Since there is unknown 

number of population, the author decided to take 125 samples with the average age of 18-25. 

Sampling technique is the process of selecting items from the population so that the sample 

characteristics can be generalized to the population (Sekaran, 2013). Purposive sampling is a 

non-probability sampling design in which the required information is gathered from special 

or specific targets or groups of people on some rational basis (Sekaran, 2013). 

Primary data was collected by distributing questionnaire. Primary data is data obtained 

directly from the object to be studied. Primary data from this study came from 

questionnaires filled out by the respondent. The primary data source is the data that collected 

first-hand from the source of the data obtained directly from respondents by the researcher 

(Sekaran, 2013). The sample is a subset of the population, made up of some members of the 

population. This subset is taken because in many cases it is impossible to investigate all 

members of the population; therefore, we form a representative called a sample.  

Collecting data in this study using a questionnaire is to provide a list of questions to 

respondents and respondents choose the alternative answers that are already available. The 

answer to this question is closed ended-questionnaire, meaning an alternative answer to the 

question was provided and respondents were not given the opportunity to answer other than 

the answer provided. The questionnaires were adopted from the research by Bianchi and 

Andrews (2012). In this study, the questionnaire’s structure highlighted as the following : 

1. Section 1 is ratio data which is contains of costumer information about online purchasing. 

2. Section 2 is interval data which is contains of questions about trust in online store, 

perceived risk, and purchase intention 

3. Section 3 is nominal data which is contains of background information of the participants, 

such as gender, age, job, last education, monthly income and monthly expense.  

Methods of data collection in this study is to use the method personally administrated 

questionnaires, the researchers express themselves and take the questionnaire to the 

respondent 's own questionnaire that was filled out by the respondents, the main objective 

questionnaire so that the rate of return can be maintained in a relatively short period of time 

(Sekaran, 2013). Likert scale according Sugiyono (2008 ) is a Likert scale used to measure 

attitudes , opinions and perceptions person or a group of social phenomenon. Scale interval 

used in this study is Likert scale interval in the range 1-5. Likert scale is used to measure 
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attitudes, opinions , perceptions of a person or group social phenomenon. Likert scale is given 

in five options, on a scles of one to five, from strongly agree to strongly disagree.  

Descriptive analysis is a data analysis method by changing the raw data into a form that is 

more easily understood and interpreted (Zikmund, 2000). Descriptive analysis was part of a 

study of statistical tools, techniques, or procedures used to depict or describe a collection of 

data or observations. Quantitative analysis is a method of data analysis using mathematical 

calculations. In the quantitative analysis performed. 

The data analysis is a process of simplification of data into a form that is easier to read and 

interpret. Analysis of the data used in this study is a quantitative analysis, namely data 

processing in the form of figures using statistical methods. Methods of data analysis used in 

this research are multiple linear regression analysis using SPSS. Validity test used to know 

about the validity of questionnaire as measurement tool. To measure the validity can be 

done by performing a correlation between score grain questions with a total score of 

invalid constructs or variables. Significance of the test is done by comparing the “value of 

r” with “r count table”, if “r count” > “r table” and is positive, and then the variable is 

valid (Nunnally and Bernstein, 1994). 

Reliability is a tool to measure a questionnaire whether it is appropriate to use as a 

measurement tool or indicator of variables. The results were compared with another 

question, or measure the correlation between the answer and questions. SPSS provides 

facility to measure reliability using Cronbach Alpha statistical test (α). A questionnaire can 

be reliable if the result from test (α) is should not bellow 0.70 (Nunnally and Bernstein, 

1994). 

In this study used multiple linear regression analysis to figure out how big the influence of 

independent variable to dependent variable. Accuracy function regression in estimating the 

actual value can be measured from statistically test at least this can be measured by the value 

of the statistic value F test, T test, and the value of the determination coefficient (R2). The 

calculation referred to in a significant way in the test value F and t-test is in critical areas 

(regions where Ho is rejected). Statistical F test and t-test basically used to find out whether 

the regression model can be used to predict the dependent variable or not. If significant 

probability value > 0.05, so H0 accepted and H1 rejected. Its mean, there is no correlation 

between independent variable and dependent variable. If significant probability value < 0.05, 

so H0 rejected and H1 accepted. Its mean, there are a positive correlation between 

independent variable and dependent variable. Comparing between F value and F table, If F 
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value > F table, so H0 accepted and H1 Rejected. If F value < F table, so H0 rejected and H1 

accepted. Determination coefficient test (R2) is carried out to measure how far the ability of 

framework model for explains about variation by dependent variable. Value of determinant 

coefficient is between 0-1. 

Mean scale was used to measure online purchase intention. Range of scales was used to 

calculate the score of each aspect (Sugiyono, 2005). 

 

Which means, Rs = range of scales; m = the highest score; n = the lowest score that probably 

happened; b = amount of scale. By this formula, it will give result as the following; 

 

From the result of the formula above, the range of scale is 0,8. The classifications of scales 

range summarize in the table below. 

 

Table 1 

Classification of Scales Range 

Rating Scale 

Strongly disagree 1,00 < x ≤ 1,80 

Disagree 1,81 < x ≤ 2,60 

Normal 2,61 < x ≤ 3,40 

Agree 3,41 < x ≤ 4,20 

Very Agree 4,21 < x ≤ 5,00 

 

3. FINDING AND DISCUSSION 

Online shopping is no stranger to the society. The development of technology means more 

people know or do online shopping. Called online shopping is where consumers purchases 

online, from making a choice to purchasing products until payment. There are many reasons 

why consumers choose online shopping, such as saving time, less effort needed, and so 

forth. However, consumers are concerned about the risks that occur in online shopping. 
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Table 2 

Nominal Data Result 

Gender Quantity Percentage (%) 

Male 

Female 

64 

61 

49 

51 

Age   

<18 

18-25 

>25 

9 

115 

1 

7.2 

92 

0.8 

Occupation   

High School Student 

University Student 

Others 

9 

115 

1 

7.2 

92 

0.8 

Job   

University Student 

High School Student 

Entrepreneur 

120 

4 

1 

96 

3.2 

0.8 

 

Table 3 

Respondent Response 

Variable Statement Mean Valid Data 

      

Trust in 

online store 

The online store would like to be 

known as the vendors who keep 

their promises and commitments. 

The online store has a concern in 

serving customers. 

The online stores are trustworthy 

and honest. 

Information provided by 

the online store is adequate and 

quality. 

The online store sends the goods 

quickly and accurately. 

The online stores provide a 

guarantee to the products they sell. 

Overall per variable 

 

 

 3.8160 

 

 

3.4160 

 

3.3600 

 

3.4000 

 

 

3.3040 

 

3.1120 

 

3.4013 

 

 125 

 

 

125 

 

125 

 

125 

 

 

125 

 

125 

 

125 

Perceived 

Risk 

There is a feeling of insecurity 

when making purchases on the 

internet using my credit/debit card. 

There is insecurity when giving my 

personal details if requested by 

online stores. 

 2.4331 

 

 

2.7011 

 

 

 125 

 

 

125 
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There are many uncertainties 

associated with the use of the 

Internet to make a purchase. 

Overall per variable 

2.4666 

 

 

2.5336 

125 

 

 

125 

Repurchase 

Intention 

I plan to continue to use the internet 

to make purchases in the next six 

months. 

I intend to continue to use the 

internet to make purchases in the 

next six months. 

It is entirely possible that I will 

continue to use the internet to make 

purchases within six months. 

I would recommend online store to 

my friends. 

I will make another transaction with 

an online store if I need a product 

that I want to buy. 

I prefer to buy products / services 

via the internet as opposed the store. 

I buy products / services using the 

Internet as the process are easier. 

Overall per variable 

 3.787 

 

3.272 

 

3.5001 

 

 

3.328 

 

3.6667 

 

 

3.5566 

 

3.1114 

 

3.4602 

 125 

 

125 

 

125 

 

 

125 

 

125 

 

 

125 

 

125 

 

125 

Source: Processed data by the Author, 2016. 

Table 3 shows respondents’ answers to trust in online store. There are 6 questions given to 

respondents about trust in online store. It shows that the mean result of trust in online store 

variable is 3.4013, it means that respondents are agree that they have trust in online store. 

Perceived risk variable has 3 questions that given to respondents and has mean result 

2.5336, it means that respondents disagree with perceived risk. Respondents answer on 

purchase intention means that respondents agree with purchase intention. 

 

Table 4 

Result of Validity Test 

Variable Statement 
Component Cronbanch 

Alpha 1 2 3 

Trust in 

online store 

The online store would like to be 

known as the vendors who keep 

their promises and commitments. 

The online store has a concern in 

serving customers. 

The online stores are trustworthy 

and honest. 

Information provided by 

the online store is adequate and 

 .552 

 

 

.623 

 

.748 

 

.635 

 

 

 

 

 

 

 

.733 
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quality. 

The online store sends the goods 

quickly and accurately. 

The online stores provide a 

guarantee to the products they sell. 

 

 

.874 

 

.799 

 

 

 

Perceived 

Risk 

There is a feeling of insecurity 

when making purchases on the 

Internet using my credit/debit card. 

There is insecurity when giving my 

personal details if requested by 

online stores. 

There are many uncertainties 

associated with the use of the 

Internet to make a purchase. 

  .745 

 

 

.701 

 

 

.731 

.826 

Repurchase 

Intention 

I plan to continue to use the internet 

to make purchases in the next six 

months. 

I intend to continue to use the 

internet to make purchases in the 

next six months. 

It is entirely possible that I will 

continue to use the internet to make 

purchases within six months. 

I would recommend online store to 

my friends. 

I will make another transaction with 

an online store if I need a product 

that I want to buy. 

I prefer to buy products / services 

via the internet as opposed the store. 

I buy products / services using the 

Internet as the process are easier. 

.612 

 

 

.836 

 

 

.876 

 

 

.670 

 

.754 

 

 

.699 

 

.550 

 

 

 

 

 

 

 

 

 .913 

 

SPSS enables to measure the reliability of the statistical test Cronbach Alpha (α) and the 

alpha value should be more than 0.6 (Ghozali, 2009). Based on the theory and measurement 

of the data reliability in Table 5, it can be concluded that the reliability values of all 

variables are higher than 0.6. Then the reliability of all three variables can be accepted. 

Linear regression analysis is used in this study to prove a hypothesis about the effect of trust 

in the online store and perceived risk towards online purchase intention. Statistical 

calculations used in this research are multiple linear regression analysis by using SPSS. 

From the findings from multiple regression analysis with used SPSS program, we can get 

the equation as  . 
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Table 5 

Variable Dependent : Online Repurchase Intention 

Variable Independent 

Unstandardized 

Coefficient 
Standardize

d 

Coefficient 

T Sig. 
B Standard  

Error 

      

(Constant) 

Trust 

Perceived Risk 

2.231 

.302 

-.073 

.353 

.090 

.059 

 

.289 

-.113 

6.313 

3.351 

-1.312 

.000 

.001 

.192 

R Square 

Standard Error of Estimation 

F Test  

Significance F 

.096 

.62839 

6.454 

.002 

  

Source: Processed data by the Author, 2016. 

 

From the findings from multiple regression analysis used SPSS program, we can get the 

equation as follows: 

 

These findings will be explained more by using figure. 

 

  

  

 

 

 

 -  

 

The test results with SPSS for variable X1 (trust in online store) obtained t count = 3.351 

with a significance level of .001. By using the .05 limit, the significance value is lower than 

the level of 5%, which means that Ho refused and Ha accepted. Thus, the first hypothesis is 

accepted, it means trust in online store (X1) has significantly influence the online purchase 

intention. 

Based on results with SPSS for variable X2 (perceived risk) obtained t count = -1.312 with a 

significance level of 0.192. By using the 0.05 limit, the significance value is lower than the 

level of 5%, which means that Ho accepted and Ha refused. It means that the second 

Perceived Risk 

(X2) 

Online Repurchase 
Intention 

(Y) 

Trust in online store 

(X1) 
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hypothesis is rejected, it means trust perceived risk (X2) has insignificant influence the 

online purchase intention. 

F test used to determine whether a meaningful model describes the dependent variable 

(Janssens et al.: 2008.181). The results of statistical calculation shows the value F = 6.454 

with a significance of 0.002 <0.05. This means that the trust in the online store and the 

perceived risk is a suitable model to explain online purchase intention. In other words, this 

hypothesis is accepted (Sekaran, 2003). 

 

Table 6 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .309a .096 .081 .62839 

a. Predictors: (Constant), Trust, Perceived Risk 

The results of calculations using SPSS can be seen that the coefficient of determination 

(adjusted R Square) obtained at 0.081. This means that 8.1 % of online purchase intention 

can be explained by the variable trust in online store and perceived risk, while the remaining 

91.9 % of online purchase intention influenced by other variables not examined in this 

study. 

From the results of the regression analysis was made clear that trust in the online store has 

positive effect on online purchase intention. The higher value of customers’ trust, the higher 

interest in buying online. Costumers believe in the online store and vice versa. While the 

perceived risk negative and not significant.  

Online privacy concerns can be widely viewed as consumer anxiety over the handling of 

their personal data (Kim et al, 2008).  In this study, causes has no significant effect on 

perceived risk are consumer still apprehensive when they provide personal information to 

the seller and there is a feeling unsafe when using their credit card at the time of the 

transaction.  

The greater the perceived risk, the greater the possibility of involvement of economic actors 

in the use of the system (Engel et al, 1995). When perceived to be high risk, there is 

motivation to whether to avoid or minimize the risks of use through the search and 

evaluation of alternatives in the pre - use decision-making stage. It means that the higher the 
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risk to be acceptable to consumers, the lower interest in buying them to a product, 

conversely the lower the risk is acceptable to consumers the higher interest of the consumer 

buying a product. 

 

4. CONCLUSION  

Finally, the author will present the conclusions and limitations of research that would be 

useful for all parties. Conclusions based on the results of the data analysis will answer the 

problems that have been formulated according to the research objectives. Trust in online 

store has positively affected towards online purchase intention.  Trust in online store 

significant and positively affected towards online purchase intention. Moorman (1993) 

defines trust as an individual's willingness to rely on another party involved in the exchange 

because people have confidence in the other party. When one party has confidence that the 

other party involved in the exchange have the reliability and integrity, then it can be said 

there is confidence. The statement is relevant to the research conducted by Rosita (2014) 

study on consumer Kaspay.com in Indonesia. The study states that the trust variables 

significantly influence consumers to buy online. Other relevant research is research 

conducted by Nurrahmanto (2015) The results showed significant relationship between 

consumer trust to online purchase intention. 

There are four limitations for this study. First, the results of this study are based only on 

respondents' answers to questionnaires distributed and supported by in-depth interviews. 

Second, results are dominated by male respondents. Because they are more easily tempted 

by the products displayed in the online store. Third, in the questionnaire, respondents could 

answer also does not correspond to the actual situation. Last, the results are dominated by 

students. Other studies can have a variety of respondents, for example, high school students 

or workers as respondents. 
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