ABSTRAK

Belanja online adalah suatu bentuk perdagangan elektronik yang memungkinkan konsumen untuk langsung membeli barang atau jasa dari seseorang penjual melalui internet tanpa jasa perantara. Penelitian ini bertujuan untuk menganalisis pengaruh persepsi resiko terhadap minat pembelian ulang melalui kepercayaan online dan persepsi kegunaan pada TokoPedia. Jenis penelitian ini adalah kuantitatif dengan menggunakan metode survey. Teknik pengambilan sampel menggunakan non probability sampling dengan metode purposive sampling, dan jumlah sampel yang digunakan adalah 100 responden. Teknik analisis menggunakan regresi linier berganda dan uji sobel. Hasil penelitian menunjukan bahwa variabel persepsi resiko berpengaruh positif terhadap kepercayaan online, persepsi resiko berpengaruh positif terhadap persepsi kegunaan, persepsi resik dan kepercayaan online berpengaruh positif terhadap minat beli ulang, persepsi kegunaan tidak berpengaruh terhadap minat beli ulang, kepercayaan online memediasi persepsi resiko terhadap minat beli ulang, serta persepsi kegunaan tidak memediasi persepsi resiko terhadap minat beli ulang.
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ABSTRACT
	
[bookmark: _GoBack]
Online shopping is a form of electronic commerce that allows consumers to directly buy goods or services from a seller via the internet without intermediary services. This study aims to analyze the effect of perceived risk on repurchase interest through online trust and perceived usefulness at TokoPedia. This type of research is quantitative using a survey method. The sampling technique used non-probability sampling with purposive sampling method, and the number of samples used was 100 respondents. The analysis technique used multiple linear regression and multiple test. The results showed that the risk perception variable had a positive effect on online trust, perceived risk had a positive effect on perceived usefulness, perceived risk and online trust had a positive effect on repurchase interest, perceived usefulness had no effect on repurchase interest, online trust mediated risk perception on purchase intention. repurchase, and perceived usefulness does not mediate risk perceptions of repurchase intention.
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