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ABSTRAK 

Perkembangan internet yang begitu pesat di Indonesia memicu 

berkembangnya E-Commerce. Perkembangan E-Commerce ini merupakan 

fenomena yang menarik untuk di cermati terutama dengan berkembangnya 

perusahaan-perusahaan E-Commerce di berbagai bidang seperti bidang 

Transportasi. Persaingan perusahaan-perusahaan E-Commerce di bidang 

transportasi yang  begitu sangat pesat, menuntut setiap perusahaan memahami 

berbagai aspek penting yang dapat mempengaruhi niat pelanggan untuk 

melakukan  pembelian kembali. Tujuan penelitian ini yaitu untuk mengetahui 

apakah Perceived Ease of Use, Perceived Usefulness dan Price berpengaruh 

terhadap Repurchase intention jasa Gojek di Kota Surabaya. Penelitian ini adalah 

penelitian kuantitatif dengan teknik pengumpulan data yang dilakukan 

menggunakan metode penyebaran kuesioner. Populasi dalam penelitian ini adalah 

pengguna Gojek di Kota Surabaya. Peneliti menggunakan metode purposive 

sampling. Jumlah sampel yang akan diteliti sebesar 96 responden dengan kriteria 

sudah melakukan pemesanan jasa Gojek minimal sekali. Data penelitian diolah 

menggunakan SPSS versi 23. Hasil analisis data menunjukkan bahwa semua item 

pernyataan masing masing variabel dalam kuesioner dinyatakan valid dengan 

rhitung > rtabel sebesar 0,1654, semua variabel dinyatakan reliabel dengan nilai 

cronbac’h alpha > 0,60. Hasil P-P Plot Uji Normalitas menunjukkan bahwa data 

yang digunakan dalam penelitian berdistribusi normal. Hasil Uji Multikolinearitas 

menunjukkan tidak terjadi gejala multikolinearitas antar variabel independen pada 

model regresi dengan nilai tolerance ≥ 0,10 dan VIF ≤ 10. Hasil Uji 

Heteroskedastisitas menunjukkan tidak terjadi gelaja heterokedastisitas pada 

model regresi karena tidak ada bentuk pola yang jelas dan adanya sebaran titik- 

titik di atas dan di bawah angka 0 pada sumbu Y. Hasil persamaan regresi linear 

berganda dalam penelitian ini adalah Y = 4.364 + 0.046.X1 + 1.102.X2 + 

0.415.X3, besarnya pengaruh Perceived Ease of Use, Perceived Usefulness dan 

Price terhadap Repurchase Intention jasa Gojek di Kota Surabaya, berdasarkan 

nilai Adjusted Rsquare adalah sebesar 72,6%. %. Hasil analisis data Uji t 

menunjukkan bahwa (1) Perceived Ease of Use tidak berpengaruh terhadap 

Repurchase intention dengan thitung 1,186 < t tabel 1,986  dan signifikansi 0,239 

> 0,050, (2) Perceived Usefulness berpengaruh signifikan terhadap Repurchase 

Intention dengan thitung 12,220 > 1,986 dan signifikansi 0,000 < 0,050., (3) Price 

berpengaruh signifikan terhadap Repurchase Intention dengan thitung 4,734 > 

1,986 dan signifikansi 0,000 < 0,050. 

 

Kata kunci:  Perceived Ease of Use,  Perceived Usefulness, Price,  Repurchase  

Intention 
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ABSTRACT 

The rapid development of the internet in Indonesia has triggered the 

development of E-Commerce. The development of E-Commerce is an interesting 

phenomenon to observe, especially with the development of E-Commerce 

companies in various fields such as the transportation sector. Competition 

between E-Commerce companies in the transportation sector requires every 

company to understand various important aspects that can influence customers' 

intentions to make repeat purchases. The purpose of this research was to 

determine whether perceived ease of use, perceived  usefulness and price influence 

on Repurchase intention Gojek services in the city of Surabaya. This research is 

quantitative research with data collection techniques carried out using the 

questionnaire distribution method. The population in this study were Gojek users 

in the city of Surabaya. Researchers use methodspurposive sampling. The number 

of samples to be studied is 96 respondents with the criteria of having ordered 

Gojek services at least once. The research data was processed using SPSS version 

23. The results of data analysis showed that all statement items for each variable 

in the questionnaire were declared valid with rcount > rtable of 0.1654, all 

variables were declared reliable with a cronbac'h alpha value > 0.60. The results 

of the P-P Normality Test Plot showed that the data used in the study were normally 

distributed. The results of the Multicollinearity Test showed that there were no symptoms 

of multicollinearity between independent variables in the regression model with a 

tolerance value of ≥ 0.10 and a VIF of ≤ 10. The results of the Heteroscedasticity Test 

showed that there was no heteroscedasticity in the regression model because there was 

no clear pattern shape and the distribution of dots above and below the number 0 on the 

Y axis. Results of the multiple linear regression equation in this study were Y = 4.364 + 

0.046.X1 + 1.102.X2 + 0.415.X3, the magnitude of the effectperceived ease of 

use, perceived usefulness andprice to Repurchase Intention Gojek services in the 

city of Surabaya, based on the Adjusted Rsquare value, is 72.6%. %. The results 

of the t test data analysis show that (1) Perceived ease of use had no effect on 

Repurchase intention with tcount 1.186 < 1.986 and a significance 0.239 > 0.050, 

(2) Perceived usefulness significant effect on Repurchase Intention with tcount 

12.220 > 1.986 and had a significant 0.000 < 0.050., (3) Price had a significant 

effect on Repurchase Intention with tcount 4.734 > 1.986 and significance 0.000 < 

0.050. 

Keywords: Perceived Ease of Use, Perceived Usefulness, Price, Repurchase    

Intention 
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