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ANALISIS PERCEIVED VALUE DAN TRUST TO
E-GROCERY TERHADAP E-GROCERY REPURCHASE

INTENTION: TELAAH PADA APLIKASI SAYURBOX

Felicia Fellita Ratutansa
ABSTRAK

Semakin tingginya minat dalam berbelanja online, membuat semakin banyak
platform e-commerce dan marketplace bermunculan dan bersaing. Semenjak
Covid-19 dikatakan 60% konsumen di Indonesia memilih untuk terus
menggunakan cara belanja baru yaitu dengan omnichannel. Namun, disaat setiap e-
commerce mengalami kenaikan karena perilaku belanja online salah satu platform
e-grocery mengalami penurunan yaitu aplikasi Sayurbox. Penelitian ini bertujuan
untuk mengetahui penyebab konsumen tidak berbelanja kebutuhan sehari-hari
menggunakan Aplikasi Sayurbox. Metode yang digunakan dalam penelitian ini
adalah deskriptif kuantitatif serta non-probability sampling dengan menggunakan
data dari 200 responden Gen Z dengan rentang umur 18-25 tahun yang pernah
berbelanja kebutuhan sehari-hari menggunakan aplikasi Sayurbox, tetapi sudah
tidak menggunakan 3 bulan terakhir. Kemudian diolah menggunakan SmartPLS
versi 4. Temuan dari penelitian ini adalah perceived price fairness memiliki
pengaruh positif terhadap perceived value lalu efficiency, product excellence,
service excellence memiliki pengaruh yang positif terhadap online shopping
satisfaction, online shopping satisfaction memiliki pengaruh yang positif terhadap
trust to e-grocery, trust to e-grocery memiliki pengaruh positif terhadap e-grocery
repurchase intention. Lalu perceived value tidak memiliki pengaruh terhadap e-
grocery repurchase intention. Berdasarkan hasil penelitian dinyatakan bahwa
pengaruh terbesar ada pada online shopping satisfaction terhadap trust to e-grocery,
oleh karena itu implikasi yang dapat diterapkan pada Aplikasi Sayurbox adalah
dengan meningkatkan kegiatan sales promotion untuk meningkatkan kepuasan
pelanggan.

Kata kunci: e-grocery, minat pembelian ulang, belanja online, Generasi Z
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ANALYSIS OF THE INFLUENCE OF PERCEIVED VALUE
AND TRUST TO E-GROCERY ON REPURCHASE INTENTION:
ASTUDY OF THE SAYURBOX APPLICATION

Felicia Fellita Ratutansa

ABSTRACT (English)

The increasing interest in online shopping has made more and more e-
commerce platforms and marketplaces emerge and compete. Since Covid-19,
it is said that 60% of consumers in Indonesia choose to continue using a new
way of shopping, namely with omnichannel. However, when every e-
commerce has increased due to online shopping behavior, one of the e-
grocery platforms has decreased, namely the Sayurbox application. This
study aims to determine the causes of consumers not shopping for daily
necessities using the Sayurbox application. The method used in this research
is descriptive quantitative and non-probability sampling using data from 200
Gen Z respondents with an age range of 18-25 years who have shopped for
daily necessities using the Sayurbox application, but have not used the last 3
months. Then processed using SmartPLS version 4. The findings of this study
are perceived price fairness has a positive influence on perceived value, then
efficiency, product excellence, service excellence have a positive influence on
online shopping satisfaction, online shopping satisfaction has a positive
influence on trust to e-grocery, trust to e-grocery has a positive influence on
e-grocery repurchase intention. Then perceived value has no influence on e-
grocery repurchase intention. Based on the results of the study, it is stated
that the biggest influence is on online shopping satisfaction.

Keywords: e-grocery, repurchase intention, online shopping, Generation Z
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