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ABSTRAK 

CLAUDY MERY SYAMRI. Pengaruh Keamanan Digital dan Jaminan 

Pasca-Pembelian terhadap Kepercayaan dan Niat Pembelian Ulang di E-commerce. 

Dibimbing oleh MEGAWATI SIMANJUNTAK. 

Pertumbuhan pesat e-commerce di Indonesia menuntut analisis mendalam 

mengenai faktor penentu loyalitas pelanggan di tengah risiko transaksi digital. 

Penelitian ini menganalisis pengaruh keamanan digital dan jaminan pasca-

pembelian terhadap kepercayaan serta niat pembelian ulang. Berdasarkan analisis 

SEM terhadap 301 responden, ditemukan bahwa kepercayaan konsumen secara 

signifikan hanya dipengaruhi oleh kebijakan pengembalian dan garansi, sedangkan 

niat pembelian ulang didorong secara langsung oleh keamanan web, garansi, dan 

transparansi. Temuan utama studi ini menunjukkan bahwa kepercayaan konsumen 

tidak berpengaruh signifikan terhadap niat pembelian ulang dan gagal berperan 

sebagai mediator. Hasil ini mengindikasikan bahwa perilaku pembelian ulang 

konsumen Indonesia lebih didominasi oleh pertimbangan fungsional dibandingkan 

faktor emosional. Penelitian ini memberikan wawasan bagi konsumen agar lebih 

selektif memprioritaskan fitur proteksi dan kejelasan jaminan layanan dalam 

bertransaksi guna memitigasi risiko kerugian.  

Kata kunci:  e-commerce, jaminan pasca-pembelian, keamanan digital, 

kepercayaan, niat pembelian ulang 

ABSTRACT 
CLAUDY MERY SYAMRI. The Influence of Digital Security and Post-

Purchase Guarantees on Trust and Repurchase Intention in E-commerce. Supervised 

by MEGAWATI SIMANJUNTAK. 

TThe rapid growth of e-commerce in Indonesia demands an in-depth analysis of 

loyalty determinants amidst digital transaction risks. This study analyzes the 

influence of digital security and post-purchase guarantees on trust and repurchase 

intention. Based on SEM analysis of 301 respondents, it was found that consumer 

trust is significantly influenced only by return policies and warranties, while 

repurchase intention is directly driven by web security, warranties, and 

transparency. The key finding indicates that consumer trust does not significantly 

affect repurchase intention and fails as a mediator. This result implies that 

repurchase behavior among Indonesian consumers is dominated more by functional 

considerations than emotional factors. This study provides insights for consumers 

to be more selective in prioritizing protection features and service guarantees to 

mitigate potential transaction risks. 

Keywords: digital security, e-commerce, post-purchase guarantee, repurchase 

intention, trust 
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