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ABSTRACT 

Juludin Agamu Rabika Jr. 2026. The Effect of Perceived Value and Price Promotion 

on Repurchase Intention with E-Trust as a Mediating Variable in TikTok Shop 

(A Study of Generation Z TikTok Shop Users in Banjarmasin City). 

Supervisor: Sudirwo, S.E., M.M.; Examiner I: Dr. R.R. Yulianti 

Prihatiningrum, S.E., M.Si., CMA, CPM (Asia); Examiner II: Dr. Hastin Umi 

Anisah, S.E., M.M. 

The development of social commerce has encouraged changes in consumer 

behavior in online shopping. TikTok Shop, as a platform that integrates social media 

and e-commerce, offers various features that may affect consumer behavior, 

including Perceived Value, Price Promotion, and E-Trust. These factors are 

considered important in encouraging consumers' Repurchase Intention. This study 

aims to analyze the effects of Perceived Value and Price Promotion on Repurchase 

Intention with E-Trust as a mediating variable among Generation Z TikTok Shop 

users in Banjarmasin City. 

This study employed an explanatory research design with a quantitative 

approach. The sampling technique used was purposive sampling, involving 225 

Generation Z respondents residing in Banjarmasin City who had previously made 

purchases through TikTok Shop. Data were collected through questionnaires and 

analyzed using Structural Equation Modeling–Partial Least Squares (SEM-PLS) 

with the assistance of SmartPLS 4.0 software. 

The results indicate that: (1) Perceived Value has a positive and significant 

effect on Repurchase Intention; (2) Price Promotion has a positive and significant 

effect on Repurchase Intention; (3) Perceived Value has a positive and significant 

effect on E-Trust; (4) Price Promotion has a positive and significant effect on E-

Trust; (5) E-Trust has a positive and significant effect on Repurchase Intention; (6) 

E-Trust significantly mediates the effect of Perceived Value on Repurchase 

Intention; and (7) E-Trust significantly mediates the effect of Price Promotion on 

Repurchase Intention. These findings indicate that enhancing consumers' perceived 

value, implementing effective price promotions, and strengthening trust in the 

platform are important factors in encouraging Repurchase Intention on TikTok 

Shop. 

 

Keywords: Perceived Value, Price Promotion, E-Trust, Repurchase Intention, 

TikTok Shop, Generation Z. 
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ABSTRAK 

Juludin Agamu Rabika Jr. 2026. The Effect of Perceived Value and Price Promotion 

on Repurchase Intention with E-Trust as a Mediating Variable in TikTok Shop 

(A Study of Generation Z TikTok Shop Users in Banjarmasin City). 

Pembimbing: Sudirwo, S.E., M.M.; Penguji I: Dr. R.R. Yulianti 

Prihatiningrum, S.E., M.Si., CMA, CPM (Asia); Penguji II: Dr. Hastin Umi 

Anisah, S.E., M.M. 

Perkembangan social commerce telah mendorong perubahan perilaku 

konsumen dalam berbelanja secara daring. TikTok Shop sebagai platform yang 

mengintegrasikan media sosial dan e-commerce menawarkan berbagai fitur yang 

dapat memengaruhi perilaku konsumen, termasuk perceived value, price 

promotion, dan e-trust. Faktor-faktor tersebut diperkirakan berperan dalam 

mendorong repurchase intention konsumen. Penelitian ini bertujuan untuk 

menganalisis pengaruh perceived value dan price promotion terhadap repurchase 

intention dengan e-trust sebagai variabel mediasi pada Generasi Z pengguna 

TikTok Shop di Kota Banjarmasin. 

Penelitian ini merupakan penelitian eksplanatori dengan pendekatan 

kuantitatif. Teknik pengambilan sampel menggunakan purposive sampling dengan 

jumlah responden sebanyak 225 Generasi Z yang berdomisili di Kota Banjarmasin 

dan pernah melakukan pembelian melalui TikTok Shop. Data dikumpulkan melalui 

penyebaran kuesioner dan dianalisis menggunakan Structural Equation Modeling–

Partial Least Square (SEM-PLS) dengan bantuan aplikasi SmartPLS 4.0. 

Hasil penelitian menunjukkan bahwa: (1) Perceived Value berpengaruh 

positif dan signifikan terhadap Repurchase Intention; (2) Price Promotion 

berpengaruh positif dan signifikan terhadap Repurchase Intention; (3) Perceived 

Value berpengaruh positif dan signifikan terhadap E-Trust; (4) Price Promotion 

berpengaruh positif dan signifikan terhadap E-Trust; (5) E-Trust berpengaruh 

positif dan signifikan terhadap Repurchase Intention; (6) E-Trust mampu 

memediasi secara signifikan pengaruh Perceived Value terhadap Repurchase 

Intention; dan (7) E-Trust mampu memediasi secara signifikan pengaruh Price 

Promotion terhadap Repurchase Intention. Temuan ini menunjukkan bahwa 

peningkatan nilai yang dirasakan konsumen, efektivitas promosi harga, dan 

kepercayaan terhadap platform menjadi faktor penting dalam mendorong niat 

pembelian ulang pada TikTok Shop. 

 

Kata Kunci: Perceived Value, Price Promotion, E-Trust, Repurchase Intention, 

TikTok Shop, Generation Z. 
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