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ABSTRACT 

Muhammad Alfian (2024). The Influence of Online Customer Experience on 

Purchase Intention and Revisit Intention with Second Order Analysis (A Study on 

Visitors of E-Commerce Sites Shopee.co.id and Tokopedia.com). Advisor: Dr. Nuril 

Huda. 

This study aims to analysis: (1) the influence of online customer experience on 

purchase intention. (2) the influence of online customer experience on revisit 

intention. And (3) the influence of purchase intention on revisit intention.  

This research uses a quantitative method. The population and sample in this study 

are visitors of e-commerce sites Shopee.co.id and Tokopedia.com in Indonesia with 

range of aged over 18 years who have visited the e-commerce sites Shopee.co.id 

and Tokopedia.com. The sampling technique in this study is purposive sampling 

with a sample size of 230 respondents, which 115 respondents from Shopee.co.id 

and 115 respondents from Tokopedia.com. Data were analyzed with Second Order 

using Structural Equation Modeling (SEM) based on Partial Least Square (PLS). 

The results of this study indicates that online customer experience has a positive 

and significant influence on purchase intention, online customer experience has a 

positive and significant influence on revisit intention, and purchase intention has a 

positive and significant influence on revisit intention. 

 

Keywords: Online Customer Experience, Online Purchase Intention, Online Revisit 

Intention 
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ABSTRAK 

Muhammad Alfian (2024). Pengaruh Online Customer Experience terhadap 

Purchase Intention dan Revisit Intention dengan Analisis Second Order (Studi Pada 

Pengunjung Situs E-Commerce Shopee.co.id dan Tokopedia.com). Pembimbing: 

Dr. Nuril Huda. 

Penelitian ini bertujuan untuk menganalisis: (1) pengaruh online customer 

experience terhadap purchase intention. (2) pengaruh online customer experience 

terhadap revisit intention. (3) pengaruh purchase intention terhadap revisit 

intention.  

Penelitian ini menggunakan metode kuantitatif. Populasi dan sampel pada 

penelitian ini adalah pengunjung situs e-commerce Shopee.co.id dan 

Tokopedia.com di Indonesia yang berusia 18 tahun ke atas yang pernah 

mengunjungi situs e-commerce Shopee.co.id dan Tokopedia.com. Teknik sampling 

dalam penelitian ini adalah purposive sampling dengan jumlah sampel sebanyak 

230 responden, 115 responden Shopee.co.id dan 115 responden Tokopedia.com. 

Data dianalisis dengan Second Order menggunakan Structural Equation Modeling 

(SEM) berbasis Partial Least Square (PLS). 

Hasil penelitian ini menunjukkan bahwa online customer experience berpengaruh 

positif dan signifikan terhadap purchase intention, online customer experience 

berpengaruh positif dan signifikan terhadap revisit intention, dan purchase intention 

berpengaruh positif dan signifikan terhadap revisit intention. 

 

Kata Kunci: Online Customer Experience, Online Purchase Intention, Online 

Revisit Intention 
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