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ABSTRAK 

 
Hosea Otniel Sianturi, NIM D1A215044, 2022. Pengaruh Kepercayaan dan 

Kualitas Produk terhadap Minat Beli Ulang Pada Marketplace Shopee di 

Banjarmasin. Dibimbing oleh : Setio Utomo 

Tujuan dari penelitian ini adalah untuk menguji pengaruh Kepercayaan dan 

Kualitas Produk terhadap Minat Beli Ulang Pada Marketplace Shopee di Banjarmasin 

baik secara parsial dan simultan. 

Penelitian ini menggunakan pendekatan kuantitatif. Jumlah sampel yang 

diambil sebanyak 120 responden dengan non probability sampling dengan 

pendekatan purposive sampling. Teknik pengumpulan data menggunakan kuesioner 

(angket), sedangkan analisis data menggunakan regresi linier berganda. 

Hasil penelitian menunjukkan bahwa terdapat pengaruh signifikan secara 

parsial kepercayaan terhadap Minat Beli Ulang Pada Marketplace Shopee di 

Banjarmasin, terdapat pengaruh signifikan secara parsial kualitas produk terhadap 

Minat Beli Ulang Pada Marketplace Shopee di Banjarmasin dan terdapat pengaruh 

signifikan secara simultan kepercayaan dan kualitas produk terhadap Minat Beli 

Ulang Pada Marketplace Shopee di Banjarmasin 

 

Kata Kunci : Kepercayaan, Kualitas Produk, Minat Beli Ulang 
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ABSTRACT 

 
 

Hosea Otniel Sianturi, NIM D1A215044, 2022. The Influence of Trust and 

Product Quality on Repurchase Interest in the Shopee Marketplace in Banjarmasin. 

Supervised by : Setio Utomo 

The purpose of this study was to examine the effect of Trust and Product 

Quality on Repurchase Interest at the Shopee Marketplace in Banjarmasin, either 

partially or simultaneously. 

This study uses a quantitative approach. The number of samples taken as many 

as 120 respondents with non-probability sampling with a purposive sampling 

approach. The data collection technique used a questionnaire (questionnaire), while 

the data analysis used multiple linear regression. 

The results show that there is a partially significant effect of trust on Shopee 

Marketplace Birthday Buying Intentions in Banjarmasin, there is a partially 

significant effect of product quality on Shopee Marketplace Birthday Buying 

Intentions in Banjarmasin and there is a simultaneous significant effect of trust and 

product quality on Repurchase Intentions. Year at Shopee Marketplace in 

Banjarmasin 

 

Keywords: Trust, Product Quality, Repurchase Interest 
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