ABSTRACT

This study aimed to analyze the factors that influence repurchase intention
using utilitarian value, hedonic value, and social value as independent variables,
also consumers satisfaction as intervening variables, a study on e-commerce
Shopee’s consumers of college students in Semarang City.

Non probability sampling is used for sampling. Data was collected from
150 respondents selected using criteria that should have made online purchase of
products on e-commerce Shopee at least once. This study used SEM (Structural
Equation Model), with AMOS version 23.0.

The results show that utilitarian value did not has positive influence on
consumers satisfaction and repurchase intention. Meanwhile, hedonic value did
not has positive influence on consumers satisfaction, but have positive influence
on repurchase interest. Then, social value also did not has positive influence on
consumers satisfaction. And consumers satisfaction has positive influence on
repurchase intention.
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