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ABSTRAK

NIMAS AURALIA DAMAYANTI, 19042010167, Pengaruh Electronic Word
of Mouth (E-WOM) dan Kemudahan Penggunaan terhadap Repurchase
Intention (Studi pada Pelanggan TikTok Shop di Kota Surabaya)

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh Electronic
Word of Mouth dan Kemudahan Penggunaan terhadap Repurchase Intention.
Penelitian ini menggunakan pendekatan kuantitatif dengan metode survey.
Populasi penelitian ini ialah pelanggan TikTok Shop di Kota Surabaya. Sampel
penelitian berjumlah 150 responden, yang diambil menggunakan teknik purposive
sampling dengan kriteria pengguna TikTok yang berdomisili di Surabaya dan
telah melakukan pembelian minimal 2x pada TikTok Shop. Teknik analisis
menggunakan regresi linier berganda dengan menggunakan SPSS 26. Hasil
penelitian ini menunjukkan bahwa secara simultan terbukti dengan Fhitung 41,530 >
Ftabel 3,06 dengan nilai sign. 0,000 sehingga, variabel Electronic Word of Mouth
dan Kemudahan Penggunaan berpengaruh signifikan terhadap Repurchase
Intention. Secara parsial pada variabel Electronic Word of Mouth terbukti thitung
2,238 > ttabel 1,976 dengan nilai sign. 0,027 sehingga, Electronic Word of Mouth
berpengaruh positif dan signifikan terhadap Repurchase Intention. Secara parsial
pada variabel Kemudahan Penggunaan thitung 8,717 > ttabel 1,976 dengan nilai sign.
0,000 sehingga, Kemudahan Penggunaan berpengaruh positif dan signifikan
terhadap Repurchase Intention.

Kata Kunci :.Electronic Word of Mouth (E-WOM), Kemudahan Penggunaan,
Repurchase Intention
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ABSTRACT

NIMAS AURALIA DAMAYANTI, 19042010167, Effect of Electronic Word of
Mouth (E-WOM) and Ease of Use on Repurchase Intention (Study on TikTok
Shop Customers in Surabaya City)

This study aims to determine and analyze the effect of Electronic Word of Mouth
and Ease of Use on Repurchase Intention. This research uses a quantitative
approach with a survey method. The population of this research is TikTok Shop
customers in Surabaya City. The research sample consisted of 150 respondents,
who were taken using a purposive sampling technique with the criteria of TikTok
users who are domiciled in Surabaya and have made at least 2x purchases at the
TikTok Shop. The analysis technique uses multiple linear regression using SPSS
26. The results of this study indicate that simultaneously it is proven by Fcount
41.530 > Ftable 3.06 with a sign value. 0.000 so that the Electronic Word of
Mouth and Ease of Use variables have a significant effect on Repurchase
Intention. Partially on the Electronic Word of Mouth variable it is proven that
tcount is 2.238 > ttable 1.976 with a sign value. 0.027 so that Electronic Word of
Mouth has a positive and significant effect on Repurchase Intention. Partially on
the Ease of Use variable tcount 8.717 > ttable 1.976 with a sign value. 0.000 so,
Ease of Use has a positive and significant effect on Repurchase Intention.

Keywords :.Electronic Word of Mouth (E-WOM), Ease of Use, Repurchase
Intention
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