
 
 

BAB II  

LANDASAN TEORI  
2.1 TinjaXan TeoUi 

2.1.1 Technolog\ AccepWance Model (TAM) 

 DaOaP PeOaNXNaQ SeQeOLWLaQ PeQgeQaL faNWRU-faNWRU \aQg 

PePSeQgaUXKL QLaW XQWXN PeOaNXNaQ SePbeOLaQ XOaQg VecaUa 

RQOLQe, dLgXQaNaQ SeQdeNaWaQ PeOaOXL PRdeO Technolog\ 

Acceptance Model (TAM) \aQg WeOaK baQ\aN dLaSOLNaVLNaQ daOaP 

beUbagaL VWXdL SeULOaNX NRQVXPeQ dL dXQLa dLgLWaO. TAM 

PeUXSaNaQ adaSWaVL daUL Theor\ of Reasoned Action (TRA) \aQg 

dLNePbaQgNaQ ROeK FLVKbeLQ daQ AM]eQ (1975) daQ NePXdLaQ 

dLSeUOXaV ROeK DaYLV (1989). TAM PeUXSaNaQ VaOaK VaWX WeRUL 

\aQg SaOLQg beUSeQgaUXK daOaP bLdaQg VLVWeP LQfRUPaVL daQ WeOaK 

baQ\aN dLgXQaNaQ XQWXN PeQMeOaVNaQ VeUWa PePSUedLNVL 

SeQeULPaaQ SeQggXQa WeUKadaS WeNQRORgL LQfRUPaVL, WeUPaVXN 

daOaP NRQWeNV e-commerce. 

 MeQXUXW DaYLV (1989), WeUdaSaW dXa YaULabeO XWaPa daOaP TAM 

\aQg PePSeQgaUXKL QLaW SeULOaNX SeQggXQa, \aLWX PerceiYed 

UsefXlness (PU) daQ PerceiYed Ease of Use (PEOU). PU adaOaK 

VeMaXK PaQa VeVeRUaQg SeUca\a baKZa PeQggXQaNaQ VXaWX VLVWeP 

aNaQ PeQLQgNaWNaQ NLQeUMaQ\a, VedaQgNaQ PEOU PeUXMXN Sada 

WLQgNaW NePXdaKaQ \aQg dLUaVaNaQ daOaP PeQggXQaNaQ VLVWeP 

WeUVebXW. KePXdaKaQ SeQggXQaaQ WeNQRORgL MXga PeQMadL faNWRU 

SeQWLQg daOaP PePbeQWXN VLNaS daQ SeULOaNX NRQVXPeQ dLgLWaO. 

JLNa NRQVXPeQ PeUaVa baKZa aSOLNaVL PXdaK dLaNVeV, 

fLWXU-fLWXUQ\a LQWXLWLf, daQ SURVeV SePeVaQaQ WLdaN 

PePbLQgXQgNaQ, PaNa NePXQgNLQaQ beVaU PeUeNa aNaQ PePLOLNL 

QLaW \aQg OebLK WLQggL XQWXN PeQggXQaNaQQ\a NePbaOL. 

SebaOLNQ\a, MLNa VLVWeP dLUaVa UXPLW aWaX VeULQg PeQgaOaPL 
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gaQggXaQ WeNQLV, PaNa SeQggXQa PXQgNLQ aNaQ NeKLOaQgaQ PLQaW 

daQ beUaOLK Ne Oa\aQaQ OaLQ \aQg dLaQggaS OebLK XVeU-fULeQdO\. 

 PeQeOLWLaQ WeUdaKXOX PeQdXNXQg aVXPVL LQL. MeQXUXW VeQNaWeVK 

daQ DaYLV (2000), SeUVeSVL NegXQaaQ daQ NePXdaKaQ SeQggXQaaQ 

daSaW PePbeQWXN VLNaS SRVLWLf WeUKadaS VLVWeP daQ Sada aNKLUQ\a 

PeQdRURQg QLaW XQWXN WeUXV PeQggXQaNaQ WeNQRORgL WeUVebXW 

daOaP MaQgNa SaQMaQg. DaOaP VWXdL ROeK GefeQ eW aO. (2003), 

dLWePXNaQ baKZa daOaP NRQWeNV e-commerce, PU daQ PEOU 

PePLOLNL SeQgaUXK OaQgVXQg WeUKadaS QLaW beOL NRQVXPeQ NaUeQa 

beUKXbXQgaQ eUaW deQgaQ SeUVeSVL efLVLeQVL daQ NeQ\aPaQaQ. 

 LebLK OaQMXW, daOaP NRQWeNV SePbeOLaQ XOaQg (repXrchase 

intention), TAM MXga WeWaS UeOeYaQ. RepXrchase intention 

dLdefLQLVLNaQ VebagaL QLaW NRQVXPeQ XQWXN NePbaOL PePbeOL aWaX 

PeQggXQaNaQ SURdXN aWaX Oa\aQaQ daUL SeQ\edLa \aQg VaPa. PU 

daQ PEOU daOaP NRQWeNV LQL beUSeUaQ daOaP PePbeQWXN VLNaS 

daQ NeSeUca\aaQ SeQggXQa WeUKadaS aSOLNaVL aWaX SOaWfRUP dLgLWaO. 

JLNa SeQggXQa PeUaVa SXaV NaUeQa Oa\aQaQ PXdaK dLgXQaNaQ daQ 

PePbeULNaQ PaQfaaW Q\aWa, PaNa PeUeNa OebLK ceQdeUXQg XQWXN 

WeWaS VeWLa daQ PeOaNXNaQ SePbeOLaQ XOaQg dL PaVa PeQdaWaQg 

(HaQda\aQL eW aO., 2022). 

 SeOaLQ TAM, WeUdaSaW SXOa WeRUL SeULOaNX OaLQQ\a \aQg VeULQg 

dLgXQaNaQ daOaP SeQeOLWLaQ SeULOaNX NRQVXPeQ, \aLWX Theor\ of 

Planned BehaYior (TPB) \aQg dLNePbaQgNaQ ROeK AM]eQ (1991). 

TPB PePSeUOXaV TRA deQgaQ PeQaPbaKNaQ YaULabeO baUX \aLWX 

perceiYed behaYioral control, \aNQL SeUVeSVL VeVeRUaQg WeUKadaS 

NePXdaKaQ aWaX NeVXOLWaQ daOaP PeOaNXNaQ VXaWX WLQdaNaQ. 

DaOaP NRQWeNV beOaQMa RQOLQe, MLNa NRQVXPeQ PeUaVa baKZa 

PeUeNa PePLOLNL NRQWURO WeUKadaS SURVeV SePeVaQaQ, 

SeQgePbaOLaQ baUaQg, aWaX PeWRde SePba\aUaQ, PaNa KaO LQL MXga 

aNaQ PePSeQgaUXKL QLaW beOL PeUeNa. MeVNL beUbeda, baLN TAM 

26 
PeQgaUXK Effort E[pectanc\«., BagXV FaWLK D]XOfLTaU, UQLYeUVLWaV MXOWLPedLa NXVaQWaUa 
 



 
 

PaXSXQ TPB VaPa-VaPa PeQeNaQNaQ SeQWLQgQ\a SeUVeSVL daQ 

VLNaS SeQggXQa daOaP PePbeQWXN QLaW SeULOaNX. 

 SeOaLQ faNWRU-faNWRU VeSeUWL SeUVeSVL NegXQaaQ daQ NePXdaKaQ 

SeQggXQaaQ, NeSeUca\aaQ (trXst) MXga PePaLQNaQ SeUaQ SeQWLQg 

daOaP PePSeQgaUXKL QLaW NRQVXPeQ XQWXN PeOaNXNaQ SePbeOLaQ 

VecaUa RQOLQe. MeQXUXW APaUR daQ DXaUWe (2014), NeSeUca\aaQ 

PeUXSaNaQ eOePeQ NXQcL daOaP OLQgNXQgaQ dLgLWaO, dL PaQa 

LQWeUaNVL aQWaUa SeQMXaO daQ SePbeOL WeUMadL WaQSa NRQWaN fLVLN 

OaQgVXQg. TLQgNaW NeSeUca\aaQ \aQg WLQggL WeUKadaS SOaWfRUP, 

VLVWeP SePba\aUaQ, VeUWa NXaOLWaV SURdXN aWaX Oa\aQaQ \aQg 

dLWaZaUNaQ daSaW PeQLQgNaWNaQ Ne\aNLQaQ NRQVXPeQ XQWXN 

PeOaNXNaQ WUaQVaNVL. SebaOLNQ\a, MLNa NeSeUca\aaQ WeUVebXW 

UeQdaK, NRQVXPeQ ceQdeUXQg UagX daQ eQggaQ XQWXN beUWUaQVaNVL. 

 

2.1.2  EffoUW E[pecWanc\ 

Effort E[pectanc\ PeUXSaNaQ VaOaK VaWX NRQVWUXN XWaPa 

daOaP Unified Theor\ of Acceptance and Use of Technolog\ 

(UTAUT) \aQg dLdefLQLVLNaQ VebagaL WLQgNaW NePXdaKaQ \aQg 

dLUaVaNaQ ROeK SeQggXQa daOaP PeQggXQaNaQ VXaWX VLVWeP aWaX 

WeNQRORgL baUX. DeQgaQ NaWa OaLQ, LQL PeQceUPLQNaQ SeUVeSVL 

LQdLYLdX WeUKadaS NePXdaKaQ SeQggXQaaQ WeNQRORgL WeUVebXW 

(VeQNaWeVK eW aO., 2003).  

DaOaP NRQWeNV SeULOaNX NRQVXPeQ dLgLWaO, Effort 

E[pectanc\ PePaLQNaQ SeUaQ SeQWLQg daOaP PeQdRURQg adRSVL 

WeNQRORgL, NKXVXVQ\a daOaP platform e-commerce, aSOLNaVL 

PRbLOe, daQ beUbagaL VLVWeP LQfRUPaVL beUbaVLV daULQg. KRQVXPeQ 

ceQdeUXQg OebLK WeUWaULN XQWXN PeQcRba daQ WeUXV PeQggXQaNaQ 

VXaWX SOaWfRUP aSabLOa PeUeNa PeUaVa baKZa VLVWeP WeUVebXW WLdaN 

UXPLW, PXdaK dLSaKaPL, daQ WLdaN PePbXWXKNaQ XSa\a beVaU 

daOaP PeQgaNVeV PaXSXQ PeQgRSeUaVLNaQQ\a. KeWLNa SeUVeSVL 
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aNaQ NePXdaKaQ WeUVebXW WLQggL, PaNa QLaW SeQggXQa XQWXN WeUXV 

PeQggXQaNaQ aWaX baKNaQ PeOaNXNaQ SePbeOLaQ aNaQ PeQLQgNaW 

VecaUa VLgQLfLNaQ (VeQNaWeVK eW aO., 2003). 

Effort E[pectanc\ PeQMadL faNWRU SeQWLQg \aQg 

PePSeQgaUXKL QLaW beOL NRQVXPeQ. PeQeOLWLaQ ROeK OcWaOLQa eW aO. 

(2023) PeQXQMXNNaQ baKZa QLOaL KedRQLV daQ XWLOLWaULaQ PePLOLNL 

SeQgaUXK SRVLWLf daQ VLgQLfLNaQ WeUKadaS PaQfaaW \aQg dLUaVaNaQ, 

\aQg Sada gLOLUaQQ\a PePSeQgaUXKL QLaW beOL.NaPXQ, VWXdL LQL 

MXga PeQePXNaQ baKZa Effort E[pectanc\ WLdaN VecaUa VLgQLfLNaQ 

PePRdeUaVL KXbXQgaQ WeUVebXW, PeQXQMXNNaQ baKZa faNWRU OaLQ 

PXQgNLQ OebLK dRPLQaQ daOaP NRQWeNV LQL.  

SebaOLNQ\a, SeQeOLWLaQ ROeK LL (2023) daOaP NRQWeNV 

e-commerce OLQWaV baWaV dL CKLQa PeQePXNaQ baKZa EffRUW 

E[SecWaQc\ PePLOLNL SeQgaUXK SRVLWLf daQ VLgQLfLNaQ WeUKadaS QLaW 

beOL NRQVXPeQ. SWXdL LQL MXga PeQgLdeQWLfLNaVL baKZa NeSeUca\aaQ 

NRQVXPeQ PePedLaVL KXbXQgaQ aQWaUa Effort E[pectanc\ daQ QLaW 

beOL, PeQeNaQNaQ SeQWLQgQ\a PePbaQgXQ NeSeUca\aaQ XQWXN 

PeQLQgNaWNaQ QLaW beOL daOaP e-cRPPeUce OLQWaV baWaV.  

PeQeOLWLaQ OaLQ ROeK YXVf (2023) PeQeOLWL SeQgaUXK beUbagaL 

faNWRU WeUKadaS QLaW SeOaQggaQ daOaP PeQggXQaNaQ aSOLNaVL 

e-cRPPeUce. HaVLO SeQeOLWLaQ PeQXQMXNNaQ baKZa Effort 

E[pectanc\, beUVaPa deQgaQ faNWRU OaLQ VeSeUWL Performance 

E[pectanc\, Social InflXence, Facilitating Conditions, Hedonic 

MotiYation, Price ValXe, dan Habit, PePeQgaUXKL QLaW SeOaQggaQ 

XQWXN PeQggXQaNaQ aSOLNaVL e-commerce. 

 

2.1.3 PeUceiYed UVefXlneVV 

PerceiYed UsefXlness PeUXSaNaQ VaOaK VaWX faNWRU XWaPa 

\aQg PePSeQgaUXKL SeQeULPaaQ daQ SeQggXQaaQ WeNQRORgL ROeK 

SeQggXQa. KRQVeS LQL SeUWaPa NaOL dLSeUNeQaONaQ ROeK DaYLV 
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(1989) daOaP Technolog\ Acceptance Model (TAM), \aQg 

PeQdefLQLVLNaQ PU VebagaL VeMaXK PaQa VeVeRUaQg SeUca\a baKZa 

PeQggXQaNaQ VXaWX VLVWeP aNaQ PeQLQgNaWNaQ NLQeUMaQ\a. 

DefLQLVL LQL NePXdLaQ dLSeUOXaV ROeK VeQNaWeVK daQ DaYLV (2000) 

daOaP SeQgePbaQgaQ TAM 2, \aQg PeQ\aWaNaQ baKZa PU 

PeQceUPLQNaQ Ne\aNLQaQ SeQggXQa baKZa VLVWeP WeNQRORgL 

PePbeULNaQ PaQfaaW Q\aWa daOaP PeQLQgNaWNaQ efeNWLYLWaV, 

efLVLeQVL, daQ NXaOLWaV NeUMa.  

MeQXUXW KRXfaULV (2002), perceiYed XsefXlness aWaX 

NegXQaaQ \aQg dLUaVaNaQ ROeK NRQVXPeQ beUNaLWaQ deQgaQ 

SeUVeSVL PeUeNa WeUKadaS NeWeUaPSLOaQ daQ NeQ\aPaQaQ \aQg 

dLWaZaUNaQ ROeK VebXaK aSOLNaVL. KeWLNa SeQggXQa PeUaVaNaQ 

NePXdaKaQ daQ PaQfaaW daUL aSOLNaVL WeUVebXW, KaO LQL daSaW 

PeQLQgNaWNaQ NeQLNPaWaQ daOaP beUbeOaQMa VecaUa RQOLQe. DaOaP 

NRQWeNV e-commerce daQ Oa\aQaQ beUbaVLV dLgLWaO, PU MXga 

beUNaLWaQ deQgaQ SeUVeSVL baKZa VLVWeP WeUVebXW daSaW 

PeQLQgNaWNaQ KaVLO \aQg dLLQgLQNaQ SeQggXQa, VeSeUWL \aQg 

dLMeOaVNaQ ROeK GefeQ daQ SWUaXb (2000). WL[RP daQ TRdd (2005) 

WXUXW PeQaPbaKNaQ baKZa PU beUVLfaW eYaOXaWLf daQ dLSeQgaUXKL 

ROeK SeQgaOaPaQ VeUWa NXaOLWaV LQfRUPaVL \aQg dLbeULNaQ ROeK 

VLVWeP. SeOaLQ LWX, PeQXUXW AO-GaKWaQL eW aO. (2007), PU 

PeUXSaNaQ SeUVeSVL VXbMeNWLf \aQg bLVa beUbeda WeUgaQWXQg Sada 

SeQgaOaPaQ daQ OaWaU beOaNaQg bXda\a SeQggXQa. 

PeQeOLWLaQ WeUbaUX ROeK ZKaQg, AKPad, A]PaQ, daQ 

MLQg[La (2023) PeQXQMXNNaQ baKZa PU PePLOLNL SeQgaUXK 

VLgQLfLNaQ WeUKadaS QLaW beOL SeQggXQa SOaWfRUP liYe streaming. 

TePXaQ LQL PeQaQdaNaQ baKZa NRQVXPeQ ceQdeUXQg OebLK 

WeUWaULN XQWXN PeOaNXNaQ WUaQVaNVL NeWLNa PeUeNa PeUaVa baKZa 

SOaWfRUP WeUVebXW PaPSX PePbeULNaQ QLOaL WaPbaK aWaX PaQfaaW 

SUaNWLV daOaP SURVeV SePbeOLaQ PeUeNa. 
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SWXdL VeUXSa ROeK WaQg eW aO. (2023) daOaP UaQaK 

e-commerce beUbaVLV NeceUdaVaQ bXaWaQ PeQgXQgNaS baKZa 

VePaNLQ WLQggL SeUVeSVL SeQggXQa WeUKadaS NegXQaaQ VXaWX 

WeNQRORgL, VePaNLQ WLQggL SXOa NeceQdeUXQgaQ PeUeNa XQWXN 

PeQggXQaNaQ daQ PePaQfaaWNaQ WeNQRORgL WeUVebXW VecaUa 

NRQVLVWeQ. HaO LQL PeQXQMXNNaQ baKZa PU WLdaN KaQ\a beUSeUaQ 

daOaP WaKaS aZaO adRSVL WeNQRORgL, WeWaSL MXga daOaP PePbeQWXN 

OR\aOLWaV daQ NebeUOaQMXWaQ SeQggXQaaQ. DL VeNWRU SeOa\aQaQ 

NeVeKaWaQ, HXVVaLQ eW aO. (2025) MXga PeQePXNaQ baKZa PU 

PePLOLNL SeUaQ SeQWLQg daOaP PeQdRURQg WeQaga PedLV XQWXN 

PeQgadRSVL WeNQRORgL caQggLK, WeUXWaPa NeWLNa PeUeNa PeUaVa 

WeNQRORgL WeUVebXW PePXdaKNaQ SeNeUMaaQ daQ PeQLQgNaWNaQ 

efLVLeQVL NeUMa PeUeNa. 

MRQVXZe eW aO. (2004) PeQMeOaVNaQ baKZa perceiYed 

XsefXlness PeQceUPLQNaQ VeMaXK PaQa LQWeUQeW dLaQggaS 

beUPaQfaaW daOaP PePbeULNaQ SeQgaOaPaQ beOaQMa \aQg efeNWLf 

daQ efLVLeQ, \aQg Sada aNKLUQ\a PeQgaUaK Sada NeSXaVaQ 

SeQggXQa. ASOLNaVL \aQg beNeUMa VecaUa efLVLeQ aNaQ PePbeULNaQ 

beUbagaL NeXQWXQgaQ bagL SeQggXQa, VeSeUWL SeQgKePaWaQ ZaNWX 

daQ NePXdaKaQ daOaP PeQ\eOeVaLNaQ WUaQVaNVL deQgaQ OebLK ceSaW 

(DacK\aU & BaQMaUQaKRU, 2017). DeQgaQ dePLNLaQ, SeUVeSVL 

WeUKadaS NegXQaaQ aSOLNaVL PePLOLNL SeUaQ SeQWLQg daOaP 

PeQcLSWaNaQ SeQgaOaPaQ beOaQMa RQOLQe \aQg PePXaVNaQ. 

 

2.1.4 InfoUmaWion QXaliW\ 

MeQXUXW CKaLVLZaPRQgNRO eW aO. (2022), LQfRUPaWLRQ 

TXaOLW\ PeOLbaWNaQ bebeUaSa dLPeQVL VeSeUWL accXrac\, 

completeness, releYance, dan timeliness, \aQg VePXaQ\a 

beUNRQWULbXVL WeUKadaS NeSXaVaQ daQ NeSeUca\aaQ SeQggXQa 

WeUKadaS VLVWeP LQfRUPaVL. KegXQaaQ daUL information qXalit\ 

VaQgaW SeQWLQg daOaP NRQWeNV Oa\aQaQ dLgLWaO. PaWPa eW aO. (2021) 

30 
PeQgaUXK Effort E[pectanc\«., BagXV FaWLK D]XOfLTaU, UQLYeUVLWaV MXOWLPedLa NXVaQWaUa 
 



 
 

daOaP SeQeOLWLaQQ\a PeQePXNaQ baKZa information qXalit\ 

beUSeQgaUXK VLgQLfLNaQ WeUKadaS SeQgaOaPaQ SeOaQggaQ, SeUVeSVL 

QLOaL aWaV Oa\aQaQ, daQ NeSXaVaQ SeQggXQa. DeQgaQ adaQ\a 

LQfRUPaVL \aQg aNXUaW daQ VeVXaL NebXWXKaQ, SeQggXQa daSaW 

PePbXaW NeSXWXVaQ \aQg OebLK baLN, PeUaVa Q\aPaQ VaaW 

PeQggXQaNaQ aSOLNaVL, daQ OebLK PXQgNLQ XQWXN WeWaS VeWLa 

WeUKadaS Oa\aQaQ WeUVebXW. 

DaOaP NRQWeNV e-commerce, information qXalit\ beUSeUaQ 

beVaU daOaP PeQeQWXNaQ NebeUKaVLOaQ SOaWfRUP WeUVebXW daOaP 

PePbeULNaQ NeSXaVaQ NeSada SeQggXQa. IQfRUPaVL PeQgeQaL 

PeQX, KaUga, eVWLPaVL ZaNWX SeQgLULPaQ, SURPR, daQ XOaVaQ 

SeOaQggaQ KaUXV dLVaMLNaQ VecaUa aNXUaW daQ UeaO-WLPe agaU daSaW 

PePbaQWX SeQggXQa PePLOLK Oa\aQaQ \aQg VeVXaL deQgaQ 

NeLQgLQaQQ\a. PeQeOLWLaQ ROeK TKXQgZKa (2022) MXga 

PeQXQMXNNaQ baKZa NXaOLWaV LQfRUPaVL daQ VLVWeP daOaP aSOLNaVL 

SeVaQ aQWaU PaNaQaQ beUSeQgaUXK WeUKadaS NeSXWXVaQ SeQggXQa 

XQWXN PeOaNXNaQ SePbeOLaQ XOaQg. AUWLQ\a, information qXalit\ 

\aQg baLN bXNaQ KaQ\a PeQLQgNaWNaQ NeSXaVaQ SeQggXQa VaaW LQL, 

WeWaSL MXga PePbeQWXN OR\aOLWaV SeOaQggaQ dL PaVa deSaQ. 

 

2.1.5 PeUceiYed RiVk 

PerceiYed risk PeUXSaNaQ SeUVeSVL LQdLYLdX WeUKadaS 

SRWeQVL NeUXgLaQ aWaX NeWLdaNSaVWLaQ \aQg PXQgNLQ WeUMadL VaaW 

PeOaNXNaQ VXaWX WLQdaNaQ, WeUXWaPa daOaP NRQWeNV SePbeOLaQ aWaX 

SeQggXQaaQ Oa\aQaQ dLgLWaO. DaOaP SeQeOLWLaQ-SeQeOLWLaQ 

WeUdaKXOX, VeSeUWL \aQg dLMeOaVNaQ ROeK MLWcKeOO (1999), perceiYed 

risk PeQcaNXS beUbagaL aVSeN VeSeUWL ULVLNR fLQaQVLaO, ULVLNR 

SURdXN, ULVLNR SULYaVL, KLQgga ULVLNR ZaNWX daQ NeQ\aPaQaQ. 

AUWLQ\a, NeWLNa VeVeRUaQg PeUaVa ada NePXQgNLQaQ NeUXgLaQ aWaX 

KaVLO \aQg WLdaN VeVXaL KaUaSaQ, PaNa WLQgNaW perceiYed risk aNaQ 
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PeQLQgNaW daQ daSaW PePSeQgaUXKL NeSXWXVaQ PeUeNa XQWXN 

PeOaQMXWNaQ aWaX PePbaWaONaQ VXaWX WUaQVaNVL. 

PerceiYed risk PePLOLNL SeUaQ VLgQLfLNaQ daOaP 

PePSeQgaUXKL QLaW beOL NRQVXPeQ. PeQeOLWLaQ ROeK YaQg eW aO. 

(2022) PeQgLQWegUaVLNaQ Theor\ of Planned BehaYior, Theor\ of 

PerceiYed Risk, daQ Elaboration Likelihood ModeO XQWXN 

PeQgaQaOLVLV faNWRU-faNWRU \aQg PePSeQgaUXKL QLaW beOL 

NRQVXPeQ WeUKadaS Oa\aQaQ SeVaQ aQWaU PaNaQaQ daULQg. HaVLO 

SeQeOLWLaQ PeQXQMXNNaQ baKZa SeUceLYed ULVN, \aQg PeQcaNXS 

ULVLNR SVLNRORgLV, fLQaQVLaO, daQ SURdXN, beUSeQgaUXK QegaWLf 

WeUKadaS QLaW beOL NRQVXPeQ. 

SePeQWaUa LWX, PRRQ eW aO. (2022) PeQ\aWaNaQ baKZa 

SeUceLYed ULVN PeUXSaNaQ SeUVeSVL baKZa beUbeOaQMa VecaUa daULQg 

PePLOLNL WLQgNaW ULVLNR \aQg OebLK WLQggL dLbaQdLQgNaQ deQgaQ 

SePbeOLaQ VecaUa OaQgVXQg dL WRNR fLVLN. OOeK NaUeQa LWX, LQdLYLdX 

\aQg PeUaVaNaQ WLQgNaW ULVLNR \aQg WLQggL ceQdeUXQg PeQgaOaPL 

KaPbaWaQ daOaP PePRWLYaVL dLUL XQWXN PeOaNXNaQ WLQdaNaQ 

WeUVebXW. KeUagXaQ \aQg WLPbXO aNLbaW SeUVeSVL ULVLNR LQL daSaW 

PePbXaW NRQVXPeQ eQggaQ aWaX baKNaQ PePbaWaONaQ QLaW XQWXN 

PeOaNXNaQ SePbeOLaQ PeOaOXL aSOLNaVL SeVaQ aQWaU PaNaQaQ 

daULQg. 

DaOaP eUa dLgLWaO VaaW LQL, NRQVXPeQ dLWXQWXW XQWXN OebLK 

ZaVSada daOaP PeOaNXNaQ WUaQVaNVL VecaUa daULQg. RLVLNR \aQg 

WLdaN dLLQgLQNaQ daSaW beUdaPSaN QegaWLf Sada Oa\aQaQ aSOLNaVL 

WeUNaLW. PeUceLYed ULVN PeQgacX Sada NeVXOLWaQ daQ NeNKaZaWLUaQ 

\aQg dLUaVaNaQ SeQggXQa VaaW PeOaNXNaQ SePeVaQaQ VecaUa 

daULQg, VeSeUWL SRWeQVL NeWeUOaPbaWaQ daOaP PeQeULPa baUaQg 

\aQg daSaW PeQLPbXONaQ NeWLdaNSXaVaQ WeUKadaS KaVLO \aQg 

dLSeUROeK (FRUV\WKe & SKL, 2003). HeUUeUR CUeVSR eW aO. (2009) 

PeQaPbaKNaQ baKZa ULVLNR fLQaQVLaO daQ NLQeUMa SURdXN PePLOLNL 

SeQgaUXK VLgQLfLNaQ WeUKadaS adRSVL e-commerce ROeK NRQVXPeQ. 
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MeUeNa PeQePXNaQ baKZa VePaNLQ WLQggL ULVLNR \aQg dLUaVaNaQ 

daOaP KaO NeXaQgaQ daQ NLQeUMa SURdXN, VePaNLQ UeQdaK QLaW 

NRQVXPeQ XQWXN beUbeOaQMa VecaUa daULQg. 

 

2.1.6 Social InflXence 

MeQXUXW VeQNaWeVK eW aO. (2003) daOaP PRdeO Unified 

Theor\ of Acceptance and Use of Technolog\ (UTAUT), VRcLaO 

LQfOXeQce adaOaK WLQgNaW dL PaQa VeVeRUaQg PeUaVa baKZa RUaQg 

OaLQ \aQg dLaQggaS SeQWLQg SeUca\a baKZa La VeKaUXVQ\a 

PeQggXQaNaQ VXaWX VLVWeP. HaO LQL beUaUWL, NeWLNa VeVeRUaQg 

PeUaVa baKZa OLQgNXQgaQQ\a PeQdXNXQg aWaX PeQggXQaNaQ 

VXaWX aSOLNaVL, PaNa beVaU NePXQgNLQaQ RUaQg WeUVebXW MXga aNaQ 

WeUdRURQg XQWXN PeQggXQaNaQQ\a. DZLYedL eW aO. (2017) 

PeQePXNaQ baKZa VRcLaO LQfOXeQce beUNRQWULbXVL VecaUa 

VLgQLfLNaQ WeUKadaS adRSVL Oa\aQaQ dLgLWaO, NKXVXVQ\a daOaP 

NRQWeNV PedLa VRVLaO daQ e-cRPPeUce. DePLNLaQ SXOa, SeQeOLWLaQ 

ROeK NXVeLU (2020) PeQ\aWaNaQ baKZa daOaP eUa dLgLWaO VaaW LQL, 

XOaVaQ SeQggXQa, UaWLQg, daQ WeVWLPRQL SeOaQggaQ PeQMadL beQWXN 

Q\aWa daUL VRcLaO LQfOXeQce \aQg PePSeQgaUXKL SeUVeSVL caORQ 

NRQVXPeQ. 

PeQeOLWLaQ ROeK KLP eW aO. (2021) PeQXQMXNNaQ baKZa 

VRcLaO LQfOXeQce VecaUa SRVLWLf PePSeQgaUXKL LQWeQVL SeQggXQaaQ 

aSOLNaVL food deliYer\, WeUXWaPa dL NaOaQgaQ SeQggXQa geQeUaVL 

PXda. KeWLNa VeVeRUaQg PeOLKaW baQ\aN RUaQg dL VeNLWaUQ\a 

PeQggXQaNaQ Oa\aQaQ WeUWeQWX, PeUeNa aNaQ OebLK WeUPRWLYaVL 

XQWXN PeQggXQaNaQQ\a NaUeQa LQgLQ PeQMadL bagLaQ daUL WUeQ 

WeUVebXW aWaX NaUeQa SeUca\a Sada SeQLOaLaQ RUaQg OaLQ. PeQeOLWLaQ 

ROeK SaQMa\a daQ TaULgaQ (2021) PeQXQMXNNaQ baKZa SeQgaUXK 

VRVLaO daUL OLQgNXQgaQ VeNLWaU, WeUPaVXN NeOXaUga daQ UeNaQ NeUMa, 

PePLOLNL daPSaN SRVLWLf WeUKadaS NeSXWXVaQ SePbeOLaQ NRQVXPeQ 

PeOaOXL aSOLNaVL Oa\aQaQ PaNaQaQ daULQg. DePLNLaQ SXOa, VWXdL 
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daUL NXUfadLOaK eW aO. (2022) PeQePXNaQ baKZa XOaVaQ SRVLWLf daQ 

UeNRPeQdaVL daUL SeQggXQa OaLQ dL SOaWfRUP dLgLWaO VecaUa 

VLgQLfLNaQ PeQLQgNaWNaQ NeSeUca\aaQ SeQggXQa baUX WeUKadaS 

Oa\aQaQ \aQg dLWaZaUNaQ. 

LebLK OaQMXW, social inflXence MXga daSaW PeQLQgNaWNaQ 

efeNWLYLWaV VWUaWegL SePaVaUaQ dLgLWaO. MeQXUXW SeQeOLWLaQ ROeK 

TaXfLN daQ WLdRdR (2021), eQdRUVePeQW ROeK VeOebULWL aWaX 

LQfOXeQceU PedLa VRVLaO PePLOLNL daPSaN \aQg NXaW WeUKadaS 

SeUVeSVL NXaOLWaV Oa\aQaQ, \aQg VecaUa WLdaN OaQgVXQg 

PeQLQgNaWNaQ QLaW beOL NRQVXPeQ WeUKadaS Oa\aQaQ SeVaQ aQWaU 

PaNaQaQ. BaKNaQ daOaP NRQWeNV SaQdePL COVID-19, dL PaQa 

LQWeUaNVL fLVLN dLbaWaVL, SeQgaUXK VRVLaO PeOaOXL PedLa dLgLWaO WeWaS 

WeUbXNWL PePLOLNL SeQgaUXK beVaU WeUKadaS SROa NRQVXPVL 

PaV\aUaNaW (PXUQRPR & SaQWRVR, 2020). 

 

2.1.7 TUXVW 

 MeQXUXW YeR eW aO. (2021), NeSeUca\aaQ daSaW dLSaKaPL VebagaL 

VXaWX NeadaaQ dL PaQa VeVeRUaQg PeUaVa \aNLQ baKZa VeVXaWX 

beUVLfaW SRVLWLf, aPaQ, daQ daSaW dLaQdaONaQ. DaOaP NRQWeNV 

WUaQVaNVL daULQg, NRQdLVL LQL PXQcXO NeWLNa NRQVXPeQ SeUca\a 

baKZa SLKaN SeQMXaO aNaQ PePeQXKL MaQML daQ NeZaMLbaQQ\a 

deQgaQ caUa \aQg daSaW dLSeUca\a.  TrXst aWaX NeSeUca\aaQ 

PeUXSaNaQ eOePeQ NXQcL daOaP PePbeQWXN KXbXQgaQ MaQgNa 

SaQMaQg aQWaUa NRQVXPeQ daQ SeQ\edLa Oa\aQaQ, NKXVXVQ\a daOaP 

eNRVLVWeP dLgLWaO. MeQXUXW GefeQ eW aO. (2003), trXst daOaP 

NRQWeNV e-cRPPeUce dLdefLQLVLNaQ VebagaL Ne\aNLQaQ NRQVXPeQ 

baKZa SeQMXaO daULQg aNaQ PePeQXKL NeZaMLbaQQ\a VecaUa aQdaO, 

MXMXU, daQ NRQVLVWeQ. TUXVW WLdaN KaQ\a PePSeQgaUXKL QLaW XQWXN 

PeOaNXNaQ WUaQVaNVL, WeWaSL MXga PeQeQWXNaQ aSaNaK NRQVXPeQ 

beUVedLa NePbaOL PeQggXQaNaQ Oa\aQaQ WeUVebXW dL PaVa 
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PeQdaWaQg. MeQXUXW PaYORX (2003), WUXVW adaOaK faNWRU PedLaVL 

\aQg SeQWLQg aQWaUa SeUVeSVL ULVLNR daQ QLaW beOL RQOLQe, NeWLNa 

WUXVW PeQLQgNaW, daPSaN QegaWLf daUL perceiYed risk daSaW 

dLPLQLPaONaQ. 

 SeOaLQ LWX, VWXdL ROeK KLP eW aO. (2008) PeQXQMXNNaQ baKZa trXst 

PePSeQgaUXKL NeSXaVaQ SeOaQggaQ daQ OR\aOLWaV daOaP Oa\aQaQ 

beUbaVLV Zeb. SePeQWaUa LWX, HaVaQ eW aO. (2022) PeQePXNaQ 

baKZa daOaP NRQWeNV aSOLNaVL SeVaQ aQWaU PaNaQaQ, WUXVW WLdaN 

KaQ\a beUNaLWaQ deQgaQ SeQ\edLa Oa\aQaQ aSOLNaVL, WeWaSL MXga 

deQgaQ UeVWRUaQ PLWUa daQ NXULU \aQg WeUOLbaW daOaP SURVeV 

SeQgaQWaUaQ. KeWLNa NeSeUca\aaQ WeUKadaS VeOXUXK eNRVLVWeP 

Oa\aQaQ LQL WeUbeQWXN, PaNa NRQVXPeQ aNaQ OebLK ceQdeUXQg XQWXN 

PeOaNXNaQ SePbeOLaQ XOaQg daQ PeUeNRPeQdaVLNaQQ\a NeSada 

RUaQg OaLQ. PeQeOLWLaQ ROeK HaVaQ eW aO. (2022) PeQePXNaQ baKZa 

WUXVW beUSeUaQ VebagaL PedLaVL aQWaUa NXaOLWaV Oa\aQaQ daQ QLaW 

SeULOaNX SeQggXQa, \aQg beUaUWL VePaNLQ WLQggL WLQgNaW 

NeSeUca\aaQ, VePaNLQ NXaW SeQgaUXK NXaOLWaV Oa\aQaQ WeUKadaS 

NeSXWXVaQ NRQVXPeQ XQWXN PeQggXQaNaQ NePbaOL aSOLNaVL 

WeUVebXW. DePLNLaQ MXga, VWXdL ROeK PXWUL daQ FaX]aQ (2020) 

PeQgXQgNaSNaQ baKZa WUXVW WeUKadaS SOaWfRUP VeUWa WeUKadaS 

PLWUa UeVWRUaQ beUNRQWULbXVL beVaU daOaP PeQLQgNaWNaQ NeSXaVaQ 

SeOaQggaQ daQ OR\aOLWaV PeUeNa WeUKadaS Oa\aQaQ SeVaQ aQWaU 

PaNaQaQ. 

 TrXst MXga WeUbeQWXN PeOaOXL beUbagaL eOePeQ OaLQ VeSeUWL 

NeMeOaVaQ LQfRUPaVL, UaWLQg daQ XOaVaQ SeQggXQa OaLQ, MaPLQaQ 

NeaPaQaQ WUaQVaNVL, VeUWa SeQgaOaPaQ SeOaQggaQ VebeOXPQ\a. 

MeQXUXW KLP eW aO. (2008), WUXVW VecaUa OaQgVXQg PePSeQgaUXKL 

NeSXaVaQ daQ OR\aOLWaV daOaP Oa\aQaQ beUbaVLV Zeb, WeUPaVXN 

e-commerce daQ Oa\aQaQ beUbaVLV aSOLNaVL. OOeK NaUeQa LWX, 

VWUaWegL SeQLQgNaWaQ WUXVW VaQgaW SeQWLQg, PLVaOQ\a PeOaOXL 
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SeQ\edLaaQ Oa\aQaQ SeOaQggaQ \aQg UeVSRQVLf, WUaQVSaUaQVL daOaP 

SURVeV WUaQVaNVL, daQ VLVWeP feedbacN \aQg adLO daQ WeUSeUca\a. 

2.1.8 RepXUchaVe InWenWion 

 DaOaP OaQVNaS bLVQLV \aQg VePaNLQ NRPSeWLWLf, SeUXVaKaaQ 

beUXSa\a PeQcLSWaNaQ NeXQggXOaQ dLbaQdLQgNaQ SaUa SeVaLQgQ\a. 

SaOaK VaWX VWUaWegL XWaPa XQWXN PeQcaSaL NeXQggXOaQ WeUVebXW 

adaOaK PeOaOXL SeQLQgNaWaQ OR\aOLWaV SeOaQggaQ, \aQg WeUceUPLQ 

daOaP QLaW PeUeNa XQWXN PeOaNXNaQ SePbeOLaQ XOaQg aWaX 

repXrchase intention. RepXrchase intention PeUXMXN Sada 

NeVedLaaQ NRQVXPeQ XQWXN NePbaOL PePbeOL SURdXN aWaX Oa\aQaQ 

daUL WRNR daULQg \aQg VaPa dL PaVa PeQdaWaQg, beUdaVaUNaQ 

SeQgaOaPaQ SRVLWLf VebeOXPQ\a (HeOOLeU eW aO., 2003). KRQVXPeQ 

\aQg SXaV deQgaQ Oa\aQaQ aWaX SURdXN ceQdeUXQg PePLOLNL QLaW 

OebLK WLQggL XQWXN PeOaNXNaQ SePbeOLaQ XOaQg, \aQg Sada 

gLOLUaQQ\a beUNRQWULbXVL Sada SURfLWabLOLWaV daQ NebeUKaVLOaQ 

MaQgNa SaQMaQg SeUXVaKaaQ (CKLX eW aO., 2008).  

 PeQeOLWLaQ WeUbaUX PePSeUNXaW SeQWLQgQ\a repXrchase intention 

daOaP NRQWeNV bLVQLV daULQg. SWXdL ROeK HaQ daQ LL (2021) 

PeQ\RURWL baKZa SeUaVaaQ VXbMeNWLf NRQVXPeQ WeUKadaS faVLOLWaV 

UaQWaL SaVRN, VeSeUWL NXaOLWaV Oa\aQaQ ORgLVWLN, VecaUa VLgQLfLNaQ 

PePSeQgaUXKL QLaW SePbeOLaQ XOaQg PeUeNa. SeOaLQ LWX, SeQeOLWLaQ 

ROeK HaVaQ eW aO. (2022) PeQePXNaQ baKZa NeSXaVaQ SeOaQggaQ 

\aQg dLSeUROeK PeOaOXL SeQgaOaPaQ SRVLWLf deQgaQ Oa\aQaQ daULQg 

beUNRQWULbXVL OaQgVXQg Sada SeQLQgNaWaQ repXrchase intention. 

LebLK OaQMXW, VWXdL ROeK KLP eW aO. (2023) PeQXQMXNNaQ baKZa 

NeSeUca\aaQ LQVWLWXVLRQaO daOaP eNRQRPL beUbagL PePLOLNL 

daPSaN VLgQLfLNaQ WeUKadaS QLaW SePbeOLaQ XOaQg NRQVXPeQ. 

TePXaQ LQL PeQeNaQNaQ baKZa PePbaQgXQ NeSeUca\aaQ PeOaOXL 

WUaQVSaUaQVL daQ NeaQdaOaQ Oa\aQaQ adaOaK NXQcL daOaP 

PeQdRURQg OR\aOLWaV SeOaQggaQ.  
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 SeOaLQ faNWRU-faNWRU WeUVebXW, SeQeOLWLaQ ROeK Lee daQ KLP 

(2023) PeQgXQgNaS baKZa VWUaWegL SePXOLKaQ \aQg efeNWLf VeWeOaK 

NegagaOaQ Oa\aQaQ e-cRPPeUce daSaW PeQLQgNaWNaQ 

SePbeUda\aaQ NRQVXPeQ daQ NeSXaVaQ PeUeNa, \aQg Sada 

aNKLUQ\a PeQdRURQg repXrchase intention. HaO LQL PeQXQMXNNaQ 

baKZa SeQaQgaQaQ NeOXKaQ SeOaQggaQ deQgaQ baLN WLdaN KaQ\a 

PePXOLKNaQ KXbXQgaQ \aQg UXVaN WeWaSL MXga daSaW PePSeUNXaW 

OR\aOLWaV SeOaQggaQ. DeQgaQ NaWa OaLQ, UeSXUcKaVe LQWeQWLRQ WLdaN 

KaQ\a VeNadaU LQdLNaWRU QLaW XQWXN PePbeOL NePbaOL, WeWaSL MXga 

ceUPLQaQ daUL NebeUKaVLOaQ SeUXVaKaaQ daOaP PePbaQgXQ 

KXbXQgaQ ePRVLRQaO daQ fXQgVLRQaO \aQg NXaW deQgaQ NRQVXPeQ 

dL eUa dLgLWaO \aQg NRPSeWLWLf. 

2.2 Model PeneliWian 

PeQeOLWLaQ LQL PeQgadRSVL PRdeO \aQg dLNePbaQgNaQ ROeK YeR 

eW aO. (2021) daOaP VWXdL PeUeNa \aQg beUMXdXO ³The role of food 

apps serYiti]ation on repXrchase intention: A stXd\ of 

FoodPanda.´ deQgaQ YaULabOe Effort E[pectanc\, PerceiYed 

UsefXlness, Information QXalit\, PerceiYed Risk, Social InflXence, 

daQ TrXst terhadap RepXrchase Intention in ShopeeFood DeliYer\ 

Apps. 
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GaPbaU 2.1 MRdeO PeQeOLWLaQ 
SXPbeU: DaWa OOaKaQ PeQXOLV, 2025 

 

2.3 HipoWeViV 

2.3.1 PengaUXh EIIRUW E[SHFWDQF\ TeUhadap RHSXUFKDVH  IQWHQWLRQ      

  Effort e[pectanc\ PeQgacX Sada NePXdaKaQ daOaP PeQggXQaNaQ 

VXaWX Oa\aQaQ aWaX WeNQRORgL NeWLNa Oa\aQaQ WeUVebXW dLgXQaNaQ. 

VeQNaWeVK eW aO. (2012) PeQdefLQLVLNaQ effort e[pectanc\ VebagaL 

WLQgNaW NePXdaKaQ VaaW PeQggXQaNaQ VebXaK VLVWeP. SePeQWaUa 

LWX, ZaUUad daQ DebabL (2012) PeQ\aWaNaQ baKZa NeVXOLWaQ daOaP 

PeQMeOaMaKL VLWXV daSaW PeQMadL KaPbaWaQ daOaP PeOaNXNaQ 

SePbeOLaQ VecaUa eOeNWURQLN. PeQggXQaaQ aSOLNaVL daSaW 

PePbeULNaQ NeQ\aPaQaQ bagL SaUa SeOaQggaQ, \aQg Sada 

gLOLUaQQ\a beUNRQWULbXVL WeUKadaS WeUcaSaLQ\a NeSXaVaQ PeUeNa. 

KeWLNa SeOaQggaQ PeUaVa SXaV, PeUeNa ceQdeUXQg XQWXN WeUXV 

PeQggXQaNaQ aSOLNaVL WeUVebXW dL PaVa PeQdaWaQg. OOeK NaUeQa 

LWX, WeUdaSaW KXbXQgaQ \aQg VLgQLfLNaQ aQWaUa eNVSeNWaVL WeUKadaS 

XSa\a (effort e[pectanc\) daQ QLaW XQWXN PeQggXQaNaQ NePbaOL 

aSOLNaVL dL PaVa deSaQ (WX & WX, 2018). 

   PKaP daQ AKaPPad (2017) PeQgXQgNaSNaQ baKZa 

NeQ\aPaQaQ daQ NePXdaKaQ SeQggXQaaQ VXaWX VLWXV aWaX aSOLNaVL 

daSaW PeQLQgNaWNaQ QLaW beOL SeOaQggaQ. MeUeNa PeQggaPbaUNaQ 

baKZa aSOLNaVL \aQg bXUXN daQ gagaO PePeQXKL eNVSeNWaVL 

SeOaQggaQ WeUNaLW NePXdaKaQ SeQggXQaaQ WLdaN aNaQ PaPSX 

PePbeULNaQ NeSXaVaQ. SebaOLNQ\a, aSOLNaVL \aQg PXdaK 

dLgXQaNaQ daSaW PeQLQgNaWNaQ NeSXaVaQ SeOaQggaQ daQ PePbXaW 

PeUeNa VeQaQg PeQggXQaNaQ VLVWeP WeUVebXW. CKeQ eW aO. (2018) 

PeQaPbaKNaQ baKZa aSOLNaVL PRbLOe \aQg PXdaK dLgXQaNaQ 

ceQdeUXQg PeQcLSWaNaQ ePRVL SRVLWLf Sada NRQVXPeQ, \aQg 

NePXdLaQ PeQdRURQg PeUeNa Ne daOaP SURVeV SePbeOLaQ. Effort 
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e[pectanc\ MXga PeQcaNXS VeMaXK PaQa aSOLNaVL daSaW PeQaULN 

SeQggXQa XQWXN WeUXV PeQggXQaNaQQ\a NaUeQa SeQgaOaPaQ \aQg 

PeQ\eQaQgNaQ (VLYeN eW aO., 2019). PeQgaOaPaQ SRVLWLf WeUKadaS 

effRUW e[SecWaQc\ PeQdRURQg SeOaQggaQ XQWXN WeUXV PeQggXQaNaQ 

WeNQRORgL WeUVebXW, VedaQgNaQ SeQgaOaPaQ \aQg bXUXN daSaW 

PeQgXbaK QLaW beOL daQ PeQdRURQg PeUeNa beUaOLK Ne SOaWfRUP 

OaLQ. 

   Ra\ eW aO. (2019) PeQePXNaQ baKZa SeUVeSVL NePXdaKaQ 

SeQggXQaaQ PePSeQgaUXKL NeSXWXVaQ NRQVXPeQ XQWXN 

PeQgadRSVL aSOLNaVL SeVaQ-aQWaU PaNaQaQ. SWXdL WeUVebXW 

PeQXQMXNNaQ baKZa NePXdaKaQ SeQggXQaaQ PePLOLNL NeWeUNaLWaQ 

SeQWLQg deQgaQ QLaW beOL NRQVXPeQ. TePXaQ VeUXSa MXga 

dLNePXNaNaQ ROeK LaX daQ DaYLd (2019) \aQg PeQePXNaQ 

SeQgaUXK SRVLWLf daUL NePXdaKaQ SeQggXQaaQ WeUKadaS QLaW 

SeULOaNX NRQVXPeQ MaOa\VLa daOaP PePeVaQ PaNaQaQ VecaUa 

RQOLQe. MRKd eW aO. (2011) PeQegaVNaQ baKZa NeQ\aPaQaQ daOaP 

SeQggXQaaQ daSaW PePSeQgaUXKL SeUVeSVL WeUKadaS NegXQaaQ. 

BaKNaQ, DaYLV eW aO. (1989) PeQ\aWaNaQ baKZa MLNa VXaWX LQRYaVL 

dLaQggaS beUgXQa, SeQggXQa aNaQ SeUca\a baKZa LQRYaVL WeUVebXW 

MXga PXdaK dLgXQaNaQ. OOeK NaUeQa LWX, SeUVeSVL WeUKadaS 

NePXdaKaQ SeQggXQaaQ aSOLNaVL PePLOLNL SeQgaUXK SeQWLQg 

WeUKadaS QLaW SePbeOLaQ, WeUPaVXN daOaP SeQggXQaaQ aSOLNaVL 

VeSeUWL FRRdSaQda. BeUdaVaUNaQ XOaVaQ OLWeUaWXU WeUVebXW, daSaW 

dLVLPSXONaQ baKZa effort e[pectanc\ PePLOLNL KXbXQgaQ SRVLWLf 

\aQg VLgQLfLNaQ daOaP PeQLQgNaWNaQ SeQgaOaPaQ SeQggXQa. MaNa 

daUL LWX, KLSRWeVLV \aQg dLaMXNaQ daOaP SeQeOLWLaQ LQL adaOaK: 

 

H1: Adan\a pengarXh positif effort e[pectanc\ terhadap 

repXrchase intention pelanggan di aplikasi ShopeeFood 
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2.3.2 PengaUXh PHUFHLYHG UVHIXOQHVV TeUhadap RHSXUFKDVH  IQWHQWLRQ 

   PerceiYed XsefXlness aWaX NegXQaaQ \aQg dLUaVaNaQ PeUXSaNaQ 

SeUVeSVL NRQVXPeQ WeUKadaS efeNWLYLWaV SeQggXQaaQ VLWXV Zeb, 

SOaWfRUP daULQg, aWaX aSOLNaVL daOaP PeOaNXNaQ SePbeOLaQ 

dLbaQdLQgNaQ deQgaQ PeWRde NRQYeQVLRQaO VeSeUWL beOaQMa 

OaQgVXQg dL WRNR (KRXfaULV, 2002). KRQVeS LQL beUSeUaQ SeQWLQg 

daOaP PePSeQgaUXKL QLaW beOL NRQVXPeQ VecaUa daULQg VeUWa 

PePLOLNL NeWeUNaLWaQ SRVLWLf deQgaQ SeULOaNX daQ VLNaS NRQVXPeQ 

(MRQLca eW aO., 2016). SeMaOaQ deQgaQ LWX, YeR eW aO. (2021) 

PeQ\aWaNaQ baKZa WeUdaSaW KXbXQgaQ aQWaUa SeUceLYed XVefXOQeVV 

daQ QLaW XQWXN PeOaNXNaQ SePbeOLaQ XOaQg daOaP NRQWeNV 

SeQggXQaaQ aSOLNaVL Oa\aQaQ SeQgLULPaQ PaNaQaQ. 

   SaaW LQL, baQ\aN SeUXVaKaaQ daQ SePaVaU beUfRNXV Sada 

SeQgePbaQgaQ VLWXV Zeb daQ aSOLNaVL \aQg fXQgVLRQaO dePL 

PeQLQgNaWNaQ NeQ\aPaQaQ daQ NegXQaaQ \aQg dLUaVaNaQ ROeK 

SeQggXQa. MeQXUXW Ma]]LQL eW aO. (2016), NegXQaaQ LQL WeUceUPLQ 

daUL Ne\aNLQaQ NRQVXPeQ baKZa SeQggXQaaQ SOaWfRUP dLgLWaO 

daSaW PeQLQgNaWNaQ efLVLeQVL, SURdXNWLYLWaV, VeUWa PePbeULNaQ 

SeQgaOaPaQ beUbeOaQMa \aQg OebLK PePXaVNaQ. HaO LQL VeMaOaQ 

deQgaQ WePXaQ DacK\aU daQ BaQMaUQaKRU (2017) \aQg 

PeQMeOaVNaQ baKZa WUaQVaNVL daULQg PePXQgNLQNaQ NRQVXPeQ 

XQWXN PeQ\eOeVaLNaQ beOaQMa PeUeNa OebLK ceSaW. SeOaLQ LWX, 

SeUceLYed XVefXOQeVV MXga dLSeQgaUXKL ROeK NePXdaKaQ 

SeQggXQaaQ (perceiYed ease of Xse) VebagaLPaQa dLMeOaVNaQ daOaP 

NeUaQgNa Theor\ of Acceptance Model (PL\aQaWK & SXWKaZaQ, 

2013), \aQg PeQ\aWaNaQ baKZa VePaNLQ PXdaK VLVWeP dLgXQaNaQ, 

PaNa VePaNLQ WLQggL SXOa QLaW NRQVXPeQ XQWXN PeQgadRSVLQ\a. 

FLWXU-fLWXU daOaP aSOLNaVL VeSeUWL PeVLQ SeQcaUL, QaYLgaVL PeQX, 

gUafLN, VeUWa Oa\aQaQ NXVWRPLVaVL daSaW PeQLQgNaWNaQ SeUVeSVL 

40 
PeQgaUXK Effort E[pectanc\«., BagXV FaWLK D]XOfLTaU, UQLYeUVLWaV MXOWLPedLa NXVaQWaUa 
 



 
 

NegXQaaQ daQ NeSXaVaQ SeQggXQa (SRQg & ZLQNKaQ, 2003; KLP & 

SRQg, 2010).  

   DL eUa dLgLWaO LQL, NRQVXPeQ PeQLOaL VLVWeP \aQg LQfRUPaWLf daQ 

UeVSRQVLf WeUKadaS NebXWXKaQ PeUeNa VebagaL VLVWeP \aQg 

beUgXQa. ASOLNaVL SePeVaQaQ PaNaQaQ \aQg PeQaZaUNaQ PaQfaaW 

SUaNWLV VeSeUWL NePXdaKaQ PePbaQdLQgNaQ SURdXN daQ KaUga aNaQ 

PeQLQgNaWNaQ NeVeQaQgaQ beUbeOaQMa VeUWa PePbaQWX NRQVXPeQ 

daOaP SeQgaPbLOaQ NeSXWXVaQ (TLeQ eW aO., 2019). PeQLOaLaQ LQL 

MXga beUdaPSaN WeUKadaS QLaW SePbeOLaQ XOaQg daQ OR\aOLWaV 

NRQVXPeQ (Pee eW aO., 2019). BebeUaSa SeQeOLWLaQ OaLQQ\a WXUXW 

PeQgXaWNaQ baKZa perceiYed XsefXlness PePLOLNL SeQgaUXK 

VLgQLfLNaQ WeUKadaS SXUcKaVe LQWeQWLRQ daOaP NRQWeNV e-commerce, 

NKXVXVQ\a Sada aSOLNaVL SePeVaQaQ PaNaQaQ RQOLQe (MRVOeKSRXU 

eW aO., 2018). OOeK NaUeQa LWX, daSaW dLaVXPVLNaQ baKZa VePaNLQ 

WLQggL SeUceLYed XVefXOQeVV \aQg dLUaVaNaQ, PaNa VePaNLQ beVaU 

SXOa NeceQdeUXQgaQ NRQVXPeQ XQWXN NePbaOL PeQggXQaNaQ 

aSOLNaVL SeQgLULPaQ PaNaQaQ. MaNa daUL LWX, KLSRWeVLV \aQg 

dLaMXNaQ daOaP SeQeOLWLaQ LQL adaOaK: 

H2: Adan\a pengarXh positif perceiYed XsefXlness terhadap 

repXrchase intention pelanggan di aplikasi pengiriman 

ShopeeFood 

 

2.3.3 PengaUXh InfoUmaWion QXaliW\ TeUhadap RepXUchaVe  
InWenWion      

   Information QXalit\ PeUXMXN Sada VeMaXK PaQa VLVWeP WeNQRORgL, 

VeSeUWL aSOLNaVL SeQgLULPaQ PaNaQaQ, PaPSX PeQ\edLaNaQ 

LQfRUPaVL \aQg beUPaQfaaW, UeOeYaQ, daQ PXdaK dLaNVeV bagL 

SeQggXQaQ\a (ZKaR, 2019). KXaOLWaV LQfRUPaVL \aQg baLN WLdaN 

KaQ\a PePbaQWX NRQVXPeQ daOaP SURVeV SeQgaPbLOaQ NeSXWXVaQ, 
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WeWaSL MXga daSaW PeQLQgNaWNaQ NeSXaVaQ VeUWa NeSeUca\aaQ 

SeQggXQa WeUKadaS SOaWfRUP. IQfRUPaVL \aQg OeQgNaS daQ aNXUaW 

PePXdaKNaQ NRQVXPeQ daOaP PePbaQdLQgNaQ SURdXN, 

PeQgXUaQgL NeUagXaQ, VeUWa PeQLQgNaWNaQ QLOaL SeUVeSVL WeUKadaS 

Oa\aQaQ. 

   KXaOLWaV LQfRUPaVL daUL VXaWX VLVWeP WeNQRORgL PeQcaNXS 

LQfRUPaVL WeQWaQg SURdXN, VLWXV Zeb, daQ aSOLNaVL. IQfRUPaVL 

SURdXN PeQcaNXS NePXdaKaQ daOaP PeQgaNVeV SeVaQ-SeVaQ 

WeUNaLW SURdXN daQ PePbaQWX NRQVXPeQ daOaP PeQgeYaOXaVL 

SURdXN (SKaK]ad eW aO., 2015). JLNa aSOLNaVL SeQgLULPaQ PaNaQaQ 

WLdaN PeQ\edLaNaQ LQfRUPaVL SURdXN \aQg PePadaL, KaO LQL daSaW 

PeQLQgNaWNaQ NeUagXaQ NRQVXPeQ WeUKadaS SURdXN WeUVebXW daQ 

Sada aNKLUQ\a PePbXaW PeUeNa PeQLQggaONaQ VLVWeP. SebaOLNQ\a, 

aSOLNaVL deQgaQ LQfRUPaVL \aQg OeQgNaS aNaQ PeQLQgNaWNaQ 

NeSXaVaQ SeQggXQa. OOeK NaUeQa LWX, SeQgaOaPaQ SePbeOLaQ 

NRQVXPeQ VecaUa eOeNWURQLN VaQgaW beUgaQWXQg Sada LQfRUPaVL 

\aQg WeUVedLa daOaP VLWXV Zeb aWaX aSOLNaVL. 

   DePLNLaQ SXOa, Lee eW aO. (2019) PeQePXNaQ baKZa NXaOLWaV 

LQfRUPaVL PePSeQgaUXKL SeULOaNX SePbeOLaQ beUNeOaQMXWaQ 

SeQggXQa daOaP PeQggXQaNaQ aSOLNaVL SeQgLULPaQ PaNaQaQ. 

OOeK NaUeQa LWX, SeQ\edLa Oa\aQaQ SeUOX PeQgKadLUNaQ VLVWeP 

beUNXaOLWaV \aQg PeQ\edLaNaQ LQfRUPaVL beUPaQfaaW XQWXN 

PePeQXKL eNVSeNWaVL NRQVXPeQ. LLWeUaWXU PeQXQMXNNaQ baKZa 

NXaOLWaV LQfRUPaVL PePLOLNL KXbXQgaQ \aQg VecaUa VLgQLfLNaQ 

SRVLWLf WeUKadaS QLaW beOL NRQVXPeQ daOaP SeQggXQaaQ aSOLNaVL 

SeQgLULPaQ PaNaQaQ. OOeK NaUeQa LWX, KLSRWeVLV beULNXW dLaMXNaQ: 

H3: Adan\a pengarXh positif information qXalit\ terhadap 

repXrchase intention pelanggan di aplikasi ShopeeFood 

 

42 
PeQgaUXK Effort E[pectanc\«., BagXV FaWLK D]XOfLTaU, UQLYeUVLWaV MXOWLPedLa NXVaQWaUa 
 



 
 

2.3.4 PengaUXh PHUFHLYHG RLVN TeUhadap RHSXUFKDVH  IQWHQWLRQ      

   PerceiYed risk PeUXMXN Sada NeWLdaNSaVWLaQ \aQg dLUaVaNaQ 

NRQVXPeQ WeUNaLW KaVLO daUL WUaQVaNVL RQOLQe daQ SRWeQVL 

NeWLdaNQ\aPaQaQ \aQg PXQgNLQ WLPbXO, VeSeUWL NeWeUOaPbaWaQ 

SeQgLULPaQ aWaX SURdXN \aQg WLdaN VeVXaL deQgaQ KaUaSaQ 

(FRUV\WKe & SKL, 2003). HaO LQL PePSeQgaUXKL NeSXWXVaQ 

SePbeOLaQ NRQVXPeQ, dL PaQa ULVLNR \aQg dLUaVaNaQ daSaW 

PeQXUXQNaQ QLaW PeUeNa XQWXN PeOaNXNaQ SePbeOLaQ NePbaOL 

VecaUa RQOLQe. KLaQ eW aO. (2018) PePbagL perceiYed risk daOaP 

dXa MeQLV XWaPa daOaP SURVeV SeQgaPbLOaQ NeSXWXVaQ SePbeOLaQ 

SeOaQggaQ. PeUWaPa, ULVLNR \aQg WeUNaLW deQgaQ SURdXN daQ 

Oa\aQaQ, VeSeUWL NeKLOaQgaQ fLWXU, NeWeUOaPbaWaQ SeQgLULPaQ, 

NeUXVaNaQ SURdXN, NeKLOaQgaQ XaQg, daQ KLOaQgQ\a NeVePSaWaQ. 

KedXa, ULVLNR \aQg WeUNaLW deQgaQ WUaQVaNVL RQOLQe, VeSeUWL ULVLNR 

NeaPaQaQ daQ SULYaVL. 

   FeQ, Ma\, daQ GKee (2012) PeQgLdeQWLfLNaVL eQaP MeQLV ULVLNR 

\aQg daSaW PePSeQgaUXKL SeQgaPbLOaQ NeSXWXVaQ NRQVXPeQ. 

PeUWaPa, performance risk, \aLWX SURdXN gagaO PePeQXKL VWaQdaU 

NXaOLWaV. KedXa, financial risk, \aNQL QLOaL baUaQg WLdaN VebaQdLQg 

deQgaQ KaUgaQ\a. KeWLga, fXnctional risk, SURdXN WLdaN VeVXaL 

deQgaQ eNVSeNWaVL NRQVXPeQ. KeePSaW, social risk, SePLOLKaQ 

SURdXN dLSeQgaUXKL ROeK WeNaQaQ VRVLaO. KeOLPa daQ NeeQaP 

adaOaK ULVLNR fLVLN daQ ULVLNR SVLNRORgLV. UQWXN PeQaULN NRQVXPeQ 

daQ PeQLQgNaWNaQ SeQMXaOaQ, SeUXVaKaaQ Oa\aQaQ SeQgaQWaU 

PaNaQaQ SeUOX PeQgXUaQgL ULVLNR-ULVLNR LQL daOaP aSOLNaVL 

PeUeNa. 

   DaOaP SeQeOLWLaQ \aQg dLOaNXNaQ ROeK Safa¶aWLQ eW aO. (2023), 

dLWePXNaQ baKZa perceiYed risk PePLOLNL SeQgaUXK SRVLWLf 

WeUKadaS repXrchase intention PeOaOXL PedLaVL NeSeUca\aaQ, \aQg 

PeQXQMXNNaQ baKZa PeVNLSXQ NRQVXPeQ PeQ\adaUL adaQ\a 
43 

PeQgaUXK Effort E[pectanc\«., BagXV FaWLK D]XOfLTaU, UQLYeUVLWaV MXOWLPedLa NXVaQWaUa 
 



 
 

ULVLNR VaaW beUWUaQVaNVL dL SOaWfRUP RQOLQe VeSeUWL TLNTRN SKRS, 

NeSeUca\aaQ \aQg NXaW daSaW PeQdRURQg PeUeNa XQWXN WeWaS 

PeOaNXNaQ SePbeOLaQ XOaQg. TePXaQ LQL VeMaOaQ deQgaQ VWXdL 

DXaQ eW aO. (2012), \aQg PeQXQMXNNaQ baKZa bebeUaSa dLPeQVL 

ULVLNR VeSeUWL ULVLNR SULYaVL, SVLNRORgLV, daQ NLQeUMa MXVWUX daSaW 

PeQLQgNaWNaQ SeUVeSVL QLOaL, \aQg Sada aNKLUQ\a PePSeUNXaW QLaW 

NRQVXPeQ XQWXN PePbeOL NePbaOL. DeQgaQ dePLNLaQ, daSaW 

dLVLPSXONaQ baKZa daOaP NRQWeNV WeUWeQWX, perceiYed risk daSaW 

PeQdRURQg repXrchase intention aSabLOa dLLPbaQgL deQgaQ 

NeSeUca\aaQ daQ SeUVeSVL QLOaL \aQg WLQggL. MaNa, KLSRWeVLV \aQg 

daSaW dLaMXNaQ adaOaK: 

H4: Adan\a pengarXh Negatif perceiYed risk terhadap repXrchase 

intention pelanggan di aplikasi ShopeeFood 

 

2.3.5 PengaUXh SRFLDO IQIOXHQFH TeUhadap RHSXUFKDVH  IQWHQWLRQ      

   Social inflXence PeUXSaNaQ faNWRU \aQg VLgQLfLNaQ daOaP 

PePSeQgaUXKL QLaW SeQggXQa XQWXN NePbaOL PeQggXQaNaQ 

aSOLNaVL SeQgLULPaQ PaNaQaQ. MeQXUXW YeR eW aO. (2021), 

PeQgaUXK VRVLaO PeQcaNXS bagaLPaQa VeVeRUaQg dLSeQgaUXKL ROeK 

RSLQL RUaQg OaLQ PeQgeQaL aSaNaK PeUeNa aNaQ PePbeOL PeOaOXL 

RQOLQe aWaX WLdaN (SaeLdeK eW aO., 2016). EPLO\ eW aO. (2018) 

PeQegaVNaQ baKZa WePaQ aWaX UeNaQ daOaP OLQgNaUaQ VRVLaO daSaW 

PePSeQgaUXKL SeULOaNX VeVeRUaQg XQWXN PeQggXQaNaQ VLVWeP 

baUX. SebXaK VLVWeP WeNQRORgL, VeSeUWL aSOLNaVL SeQgLULPaQ 

PaNaQaQ, daSaW dLSeQgaUXKL ROeK NRPeQWaU aWaX XOaVaQ RQOLQe 

\aQg beUfXQgVL VebagaL YaULabeO SeQdRURQg SeULOaNX SeQggXQa 

XQWXN PeQggXQaNaQ VLVWeP WeUVebXW (WaNefLeOd, 2016). 

OUaQg-RUaQg dL VeNLWaU daSaW OaQgVXQg PePSeQgaUXKL QLaW 

VeVeRUaQg XQWXN PePbeOL PaNaQaQ PeOaOXL SOaWfRUP SePeVaQaQ 
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PaNaQaQ RQOLQe, WeUXWaPa NaUeQa SeQggXQaaQ WeNQRORgL \aQg 

VaPa PePbeULNaQ SeUaVaaQ PePLOLNL NRPXQLWaV aWaX NeORPSRN 

VRVLaO \aQg VaPa. 

Pada eUa dLgLWaO, PeOLbaWNaQ VeOebULWaV RQOLQe XQWXN PeQMadL 

LQfOXeQceU dLgLWaO daQ PePSeQgaUXKL WLQdaNaQ SePbeOLaQ 

NRQVXPeQ VePaNLQ PeQMadL WUeQ \aQg dLadRSVL baQ\aN 

SeUXVaKaaQ. SeOebULWaV RQOLQe WeOaK PeQMadL dXWa PeUeN daQ 

NRPLWPeQ PeUeNa WeUKadaS RUgaQLVaVL XPXPQ\a PeQcaNXS baUaQg 

gUaWLV, MaPLQaQ "SeQgeQaOaQ", daQ MXPOaK bLa\a PLQLPXP (DXff\, 

2016). KRQVXPeQ ceQdeUXQg dLSeQgaUXKL ROeK LQfRUPaVL \aQg 

dLSeUROeK PeOaOXL LQWeUQeW, \aQg PePbaQWX PeUeNa daOaP 

PeQgaPbLO NeSXWXVaQ SePbeOLaQ. ZKaR (2020) MXga PeQePXNaQ 

baKZa SeQgaUXK VRVLaO PePLOLNL KXbXQgaQ SRVLWLf deQgaQ 

SeQggXQaaQ beUNeOaQMXWaQ, WeUXWaPa daOaP NRQWeNV SeQggXQaaQ 

aSOLNaVL SeVaQ RQOLQe. PeQeOLWLaQ ROeK AOaOZaQ (2019) MXga 

PeQgXQgNaSNaQ baKZa SeQgaUXK VRVLaO PePbeULNaQ daPSaN 

SRVLWLf WeUKadaS QLaW SeULOaNX beUNeOaQMXWaQ NRQVXPeQ daOaP 

beUbeOaQMa. OOeK NaUeQa LWX, KLSRWeVLV beULNXW dLaMXNaQ: 

H5: Adan\a pengarXh positif social inflXence terhadap repXrchase 

intention pelanggan di aplikasi ShoopeeFood 

 

2.3.6 PengaUXh TUXVW TeUhadap RHSXUFKDVH  IQWHQWLRQ      

  KeSeUca\aaQ aWaX trXst PeUXMXN Sada Ne\aNLQaQ VeVeRUaQg XQWXN 

PePSeUca\aL SeQ\edLa Oa\aQaQ daOaP PeQMaga KXbXQgaQ \aQg 

daSaW PeQcLSWaNaQ OR\aOLWaV SeQggXQa (KLP eW aO., 2008). DaOaP 

NRQWeNV LQL, NeSeUca\aaQ PePLOLNL SeUaQ \aQg SeQWLQg daOaP 

PeQeQWXNaQ SeULOaNX SePbeOLaQ NRQVXPeQ VecaUa RQOLQe. 

PeQeOLWLaQ \aQg dLOaNXNaQ ROeK CKLX eW aO. (2009) PeQXQMXNNaQ 

baKZa NeSeUca\aaQ PePLOLNL daPSaN SRVLWLf daOaP 
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PePSeQgaUXKL NeSXWXVaQ SePbeOLaQ VecaUa RQOLQe. KeSeUca\aaQ 

MXga beUSeUaQ beVaU daOaP PeQcLSWaNaQ UaVa aPaQ daQ NeSaVWLaQ 

bagL NRQVXPeQ, \aQg Sada gLOLUaQQ\a PeQdRURQg PeUeNa XQWXN 

PeOaNXNaQ WUaQVaNVL beUXOaQg. MeQXUXW SLOYa eW aO. (2019), 

NeSeUca\aaQ VaQgaW SeQWLQg XQWXN KaUaSaQ e-SePbeOLaQ. 

KeSeUca\aaQ adaOaK faNWRU NUXVLaO \aQg PeQdRURQg NRQVXPeQ 

XQWXN PeOaNXNaQ SePbeOLaQ deQgaQ Pe\aNLQNaQ baKZa WLdaN ada 

ULVLNR daOaP SURVeV SePbeOLaQ.  

   LXLV-AObeUWR eW aO. (2019) PeOaSRUNaQ baKZa ULVLNR \aQg OebLK 

UeQdaK PeQgKaVLONaQ WLQgNaW NeSeUca\aaQ \aQg OebLK WLQggL. 

IQfRUPaVL \aQg aNXUaW daQ Oa\aQaQ \aQg baLN PePbaQWX SeQMXaO 

PePbaQgXQ NeSeUca\aaQ dL aQWaUa NRQVXPeQ. TeUNadaQg, 

NeSeUca\aaQ PeQgKaVLONaQ NRQVXPeQ MaQgNa SaQMaQg aWaX 

SePbeOL \aQg OR\aO. SeQKXL daQ QLQg (2018) PeQMeOaVNaQ baKZa 

NeSeUca\aaQ adaOaK Ne\aNLQaQ VeVeRUaQg WeUKadaS SLKaN OaLQ aWaX 

PLWUa \aQg WLdaN dLNeQaO. TLdaN PXdaK bagL NRQVXPeQ XQWXN 

OaQgVXQg PePSeUca\aL SeQMXaO. SaPa KaOQ\a deQgaQ aSOLNaVL 

SeQgLULPaQ PaNaQaQ, WLdaN PXdaK bagL NRQVXPeQ XQWXN OaQgVXQg 

PePSeUca\aL Oa\aQaQ SeQgLULPaQ PaNaQaQ RQOLQe, NaUeQa baQ\aN 

faNWRU \aQg dLSeUWLPbaQgNaQ VebeOXP PeOaNXNaQ SePbeOLaQ 

Oa\aQaQ SeQgLULPaQ PaNaQaQ WeUVebXW. HaO LQL dLSeUNXaW ROeK YeR 

eW aO. (2021), \aQg PeQ\aWaNaQ baKZa NeSeUca\aaQ adaOaK faNWRU 

NUXVLaO \aQg PePSeQgaUXKL QLaW SePbeOLaQ XOaQg aWaX UeSXUcKaVe 

LQWeQWLRQ. JRaTXLP eW aO. (2018) MXga PeQePXNaQ baKZa WUXVW 

VecaUa VLgQLfLNaQ beUSeQgaUXK WeUKadaS QLaW NRQVXPeQ daOaP 

NeSXWXVaQ SePbeOLaQ RQOLQe. OOeK NaUeQa LWX, KLSRWeVLV beULNXW 

dLaMXNaQ: 

H6: Adan\a pengarXh positif trXst terhadap repXrchase intention 

pelanggan di aplikasi ShopeeFood 
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2.4 PeneliWian TeUdahXlX 

TabeO 2.1 TabeO PeQeOLWLaQ TeUdaKXOX 

No PeneliWi JXdXl PeneliWian TemXan InWi 

1 NgX\eQ eW aO. 

(2020) 

An Empirical StXd\ of 

CXstomers¶ Satisfaction and 

RepXrchase Intention on 

Online Shopping in Vietnam 

TeUdaSaW daPSaN 

SRVLWLf aQWaUa 

LQfRUPaWLRQ TXaOLW\ 

deQgaQ UeSXUcKaVe 

LQWeQWLRQ 

2 ZKaR eW aO. (2020) What factors determining 

cXstomer continXingl\ Xsing 

food deliYer\ apps dXring 

2019 noYel coronaYirXs 

pandemic period? 

SRcLaO LQfOXeQce 

PePLOLNL SeQgaUXK 

SRVLWLf daOaP 

PeQLQgNaWNaQ QLaW 

beOL 

3 AOaOZaQ (2019) Mobile food ordering apps: 

An empirical stXd\ of the 

factors affecting cXstomer 

e-satisfaction and continXed 

intention to reXse 

SRcLaO LQfOXeQce 

PePLOLNL SeQgaUXK 

SRVLWLf daOaP 

SeQgXQaaQ 

beUNeOaQMXWaQ 

4 YeR eW aO. (2021)  The role of food apps 

serYiti]ation on repXrchase 

intention: A stXd\ of 

FoodPanda 

TUXVW beUSeQgaUXK 

SRVLWLf WeUKadaS QLaW 

SePbeOLaQ NePbaOL 

5 JRaTXLP eW aO. 

(2018) 

Antecedents of online 

pXrchase intention and 

behaYioXr: UncoYering 

XnobserYed heterogeneit\ 

TUXVW beUdaPSaLN 

baLN WeUKadaS 

NeSXWXVaQ SePbeOLaQ 

RQOLQe NRQVXPeQ 

6 SeSWL & PXWX The Roles of TrXst Zithin IQfRUPaWLRQ TXaOLW\ 
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