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Abstract

This research aims to identify the influence privacy concerns, perceived risk, and trust on repurchase intention among Shopee
users through customer satisfaction. The type of research used is explanatory research. The sampling technique in this study uses
non-probability sampling with a purposive sampling method. The research instrument is a questionnaire distributed online with a
sample size of 384 respondents. The data analysis method used is Partial Least Square (PLS) Smart-PLS 4.0 software. The results
of this study indicate that: (1) Privacy Concern has no significant effect on Customer Satisfaction; (2) Perceived Risk has a
significant effect on Customer Satisfaction; (3) Trust has a significant effect on Customer Satisfaction; (4) Privacy Concern has no
significant Repurchase Intention; (5) Perceived Risk has no significant Repurchase Intention; (6) Trust has a significant effect on
Repurchase Intention; (7) Customer Satisfaction has a significant effect on Repurchase Intention.
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INTRODUCTION

The development of digital technology has brought significant
changes to people's activities, including consumption behavior.
Wider internet access has encouraged people to connect digitally in
various activities. APJII (2025) data shows that the number of
internet users in Indonesia will increase from 221 million in 2024
to 229 million in 2025, with a penetration rate of 80.66%. This
growth opens up enormous opportunities for the digital sector,

especially e-commerce, which is increasingly in demand due to its
convenience, efficiency, competitive prices, and logistical support.
The Covid-19 pandemic has also accelerated the adoption of online
shopping and corporate digital transformation (Pantano et al.,
2020), as well as bringing about long-term changes in consumer
behavior that demand a safe and convenient digital experience
(Sheth, 2020).
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East Java is a relevant region to study because it has the second-
largest population nationally and a highly heterogeneous market.

Based on data from BPS (2025), this province also has the second-
largest number of e-commerce businesses in Indonesia, reflecting
the strong dynamics of digital economic development. These
conditions make East Java a representative region for research on
e-commerce market growth and behavior.

Shopee has grown rapidly and become the e-commerce platform
with the highest number of visits in Indonesia. As of January 2025,
Shopee recorded 157.4 million visits, far surpassing Tokopedia,
Lazada, and Blibli (Ahdiat, 2025). Shopee's advantages are driven
by features that make it easy for consumers, such as free shipping,
a practical payment system, and attractive promotions and
discounts. The high penetration of the internet in Indonesia has
also strengthened its position as a platform that is in demand by
various segments of society while playing a role in empowering
MSMEs through the expansion of digital market access.

However, the growth of e-commerce has also been accompanied
by increasing public concern about personal data security (privacy
concerns). Data leaks that have occurred on several large platforms
such as Bukalapak (2019), Tokopedia and Lazada (2020), as well
as data misuse on the Shopee Pay-Later service in 2021 have raised
public concern (Malia, 2021). As the market leader, Shopee has
also come under scrutiny regarding data security issues, which
could ultimately affect consumer trust and decisions when
conducting digital transactions.

This study uses the Stimulus-Organism-Response (SOR) Theory to
explain how privacy concerns, perceived risk, and trust as stimuli
affect customer satisfaction as an organism, which ultimately
impacts repurchase intention as a user behavior response. The SOR
Theory asserts that consumer responses are not only triggered by
external factors directly, but through a psychological evaluation
process that affects the internal condition of users before behavior
is formed.

Privacy concerns refer to consumers' worries about how their
personal data is collected, used, and stored by digital platforms
(Alkis & Kose, 2022). In the context of Shopee, privacy policies
seek to protect user data, but individuals' perceptions of data
security still influence satisfaction and repurchase intent. Previous
studies have shown inconsistent results: Lolika (2021) found that
privacy concerns significantly affect customer satisfaction, while
Mofokeng (2021) stated the opposite; Similarly, regarding
repurchase intention, several studies show a significant influence
(Trivedi, 2018; Trivedi & Yadav, 2020; Lolika, 2021; Putri &
Fachira, 2023; Sutrisno, 2023), but Pangestu & Setiyaningrum
(2023) report no significant influence. These varying findings
indicate the need for further study.

Perceived risk describes consumers' perceptions of uncertainty and
potential losses when transacting online. According to Mitchell
(1999), consumers tend to avoid mistakes rather than pursue
profits, so high risks can reduce satisfaction. Shopee seeks to
reduce perceived risk through protection features such as money-
back guarantees and transparent rating systems. Research by
Ghotbabadi et al. (2016), Tandon et al. (2018), and Firdaus et al.
(2023) shows a significant effect of perceived risk on customer
satisfaction, but Bernarto et al. (2022) and Hipdlito et al. (2025)
found different results. Regarding the repurchase intention
variable, studies by Chen & Chen (2019), Lukito & Ikhsanb
(2020), and Diyanto et al. (2021) show a significant influence,

while the study by Nisaa & Susanto (2021) finds no significant
influence. This inconsistency emphasizes the urgency of further
research.

Trust is a crucial element in building sustainable relationships
between consumers and digital platforms. Shopee enhances trust
through its Shopee Guarantee feature, transparent reviews,
responsive customer service, and the presence of Shopee Mall as a
form of quality assurance. The influence of trust on customer
satisfaction has been proven in studies by Jin et al. (2016) and
Yulisetiarini et al. (2023), but this contradicts the findings of
Juwaini et al. (2022) and Wiwiek (2022), who state that there is no
significant influence. Regarding repurchase intention, most studies
show a significant influence (Sullivan & Kim, 2018; Zhu et al.,
2020; Yulisetiarini et al., 2021; Prahiawan et al., 2021; Rahmania
& Wahyono, 2022), although some studies such as Putri et al.
(2019) and Putri & Fachira (2023) show different results.

Customer satisfaction arises when consumers feel that their
expectations match the performance provided (Yulisetiarini et al.,
2023). When expectations regarding the goods or services
purchased are met, consumers will feel satisfied. Conversely, if
consumer expectations are not met, they will feel disappointed. On
digital platforms such as Shopee, customer satisfaction is
influenced by a smooth user experience, ease of navigation, speed
of service, transaction security, and the quality of the products or
services provided. The importance of customer satisfaction lies in
the company's ability to influence post-purchase behavior.
According to Miao et al. (2021), consumers who have a positive
experience after making a purchase will be motivated to make a
repurchase intention. In line with research conducted by
Yulisetiarini et al. (2017), Miao et al. (2021), Yulisetiarini et al.
(2023), Afinia & Tjahjaningsih (2024), and Soeharso (2024) state
that customer satisfaction has a significant effect on repurchase
intention. In contrast, research conducted by Chen & Chen (2017)
and Kusuma et al. (2021) found that customer satisfaction does not
have a significant effect on repurchase intention.

Repurchase intention is a psychological behavior and one of the
main drivers that motivate consumers to continue purchasing goods
or services (Trivedi, 2018). Repurchase intention on digital
platforms such as Shopee refers to consumers' tendency to make
repeat purchases in the future after making a previous transaction.
When Shopee successfully guarantees data security, minimizes the
risk of fraud, builds trust through quality services, and is able to
meet customer expectations, consumers' tendency to repurchase
will be higher.

Based on existing phenomena, even though Shopee continues to
experience an increase in the number of users, issues related to
privacy, transaction risks, and consumer trust are still important
concerns, while previous research results show a research gap. This
study was conducted to fill this gap by analyzing the influence of
privacy concerns, perceived risk, and trust on repurchase intention
among buyers who use Shopee through customer satisfaction.

LITERATURE REVIEW

Privacy Concern

Privacy concerns refer to the level of concern individuals have
about the collection, storage, and potential misuse of personal
information (Harborth & Pape, 2019). Individuals with high levels
of concern will be more cautious in using digital services because
they view personal data as sensitive information that must be
protected from unauthorized access, non-transparent use, and
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potential exploitation by third parties. In the context of economics
and business, privacy concerns are an important factor that
influences consumer trust and their willingness to participate in
online activities (Alhitmi et al., 2024).

Perceived Risk

Perceived Risk is defined as the uncertainty felt by consumers
when they cannot predict the consequences of their purchasing
decisions (Tho et al., 2017). This risk is subjective because it is
influenced by personal experience, available information, and the
level of trust in the service provider.

Trust

Trust is defined as an individual's willingness to depend on another
party with the belief that the party will act in the interests of the
trustor, despite uncertainty and limited control (Ashiq & Hussain,
2024). In the digital context, trust is a crucial element because it
reflects consumers' confidence in the security and reliability of
platforms when conducting online transactions, thus playing an
important role in reducing risk perception and encouraging user
engagement (Yusuf et al., 2023).

Customer Satisfaction

Customer satisfaction is the degree of conformity between
consumers' perceived performance and their expectations (Kotler
& Armstrong, 2018). This satisfaction is an important factor in
maintaining competitive advantage because it reflects the
accumulation of customer experiences (Tzavlopoulos et al., 2019).
Satisfied customers tend to make repeat purchases and share their
positive experiences with other consumers.

Repurchase Intention

Repurchase intention is a psychological behavior that encourages
consumers to repurchase the same product or service (Trivedi &
Yadav, 2018). In line with Prahiawan et al. (2021), this intention
reflects an individual's evaluation of their repurchase decision
based on the conditions and experiences they have encountered.
Satisfaction or dissatisfaction after purchase is a factor that
influences the emergence of this intention. Thus, repurchase
intention can be understood as the consumer's desire to make a
repeat purchase after experiencing the benefits and positive value
of the product or service.

Fig 1. Conceptual Framework
Hypothesis Development
The Influence of Privacy Concerns on Customer Satisfaction

Privacy concerns refer to the level of concern individuals have
about how their personal information is collected, used, and
disseminated by third parties (Xie & Karan, 2019). The higher the
privacy concerns of users, the lower their level of customer
satisfaction with digital platforms. Research conducted by Lolika

(2021) shows that privacy concerns have a significant effect on
customer satisfaction.

Therefore, the hypothesis in this study can be formulated as
follows:

Privacy concerns have a significant effect on customer
satisfaction.

The Influence of Perceived Risk on Customer Satisfaction

Perceived risk is the level of uncertainty felt by consumers due to
their inability to predict the impact or consequences of their
purchasing decisions (Schiffman & Wiseblit 2015:215).
Consumers perceive risk in the online transaction process, which
can reduce their level of satisfaction with the services provided.
Research conducted by Ghotbabadi et al. (2016), Tandon et al.
(2018), and Firdaus et al. (2023) shows that perceived risk has a
significant effect on customer satisfaction.

Based on the results of the above studies, the following hypothesis
can be formulated:

H2: Perceived risk has a significant effect on customer
satisfaction.

The Influence of Trust on Customer Satisfaction

Trust can be defined as consumer confidence in the integrity,
capabilities, and good intentions of sellers or platforms used in
digital transactions (Sun et al., 2023). When consumers feel
confident that a company is acting honestly, transparently, and
consistently, they tend to be more satisfied because their
experience meets or exceeds their expectations. Research
conducted by Jin et al. (2016) and Yulisetiarini et al. (2023) states
that trust has a significant effect on customer satisfaction.

Based on the results of the above research, the following
hypothesis can be formulated:

H3: Trust has a significant effect on customer
satisfaction.

The Influence of Privacy Concerns on Repurchase Intention

Privacy concerns in the digital realm are users' feelings about the
potential risks and discomfort associated with the collection, use,
and dissemination of their personal information by companies
(Bandara et al., 2021). Research conducted by Trivedi (2018),
Trivedi & Yadav (2020), Lolika (2021), Putri & Fachira (2023),
and Sutrisno (2023) found that privacy concerns have a significant
effect on repurchase intention.

Based on the results of previous studies, the following research
hypothesis can be formulated:

H4: Privacy concerns have a significant effect on
repurchase intention.

The Influence of Perceived Risk on Repurchase Intention

Perceived risk is consumers' subjective perception of various
possibilities and negative impacts that may occur when shopping
online. Consumers feel that online transactions are risky, so they
tend to be reluctant to make repurchase intentions. Conversely,
when companies succeed in minimizing consumers' perceived risk
through quality assurance and good reputation, this will encourage
repurchase intention. Research conducted by Chen & Chen (2019),
Diyanto et al. (2021), Lukito & lkhsanb (2020), Martin et al.
(2015), Rasum (2024), Tho et al. (2017) and Yuniarti et al. (2022)
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revealed that perceived risk has a significant effect on repurchase
intention.

Based on the results of the above studies, the following hypothesis
can be formulated:

H5 : Perceived risk has a significant effect on repurchase
intention.

The Influence of Trust on Repurchase Intention

Trust is consumers' belief that a digital platform provides reliable
services that meet their expectations without any intention to harm
consumers (Jayaputra et al., 2022). This trust is formed through the
accumulation of positive experiences of users when conducting
transactions and interacting with services on the selected platform.
The results of studies conducted by Dewi et al. (2020), Diyanto et
al. (2021), Yulisetiarini et al. (2021), Prahiawan et al. (2021),
Purnamasari & Suryandari (2023), Rahmania & Wahyono (2022),
and Sullivan & Kim (2018) show that trust has a significant effect
on repurchase intention.

Based on the above research results, the following hypothesis can
be formulated:

H6: Trust has a significant effect on repurchase
intention.

The Influence of Customer Satisfaction on Repurchase Intention

Customer satisfaction is the customer's perception of the
performance of a product or service in relation to their expectations
(Schiffman & Wiseblit 2015:13). Customer satisfaction can be said
to be one of the main factors in maintaining a sustainable
relationship between consumers and online shopping platforms.
When customer satisfaction is met based on previous purchasing
experiences, this will encourage repurchase intention. Research
conducted by Yulisetiarini et al. (2017), Miao et al. (2021),
Yulisetiarini et al. (2023), Afinia & Tjahjaningsih (2024), and
Soeharso (2024) states that customer satisfaction has a significant
effect on repurchase intention.

Based on the results of the above studies, the following hypothesis
can be formulated:

H7: Customer satisfaction has a significant effect on repurchase
intention.

RESEARCH METHOD

This research is designed to solve problem based on the
phenomena in the object study. The population of this study
includes people in East Java who have made transactions on
Shopee so that respondents have real experience and are able to
provide relevant answers. The sample was determined using a non-
probability sampling method with a purposive sampling technique,
namely selecting respondents who meet the criteria, namely
individuals who have made purchases on Shopee in the last six
months so that their shopping experience is still current. Variable
measurement used a 1-5 interval Likert scale because the research
indicators were based on the perceptions and attitudes of the
respondents. The collected data were analyzed with SEM-PLS
using the Smart-PLS 4.0 software.

DATA ANALYSIST
Characteristic of Respondents
This study obtained 384 respondents. Where males are 101
respondents (26,3%) and females are 283 respondents (73,7%). It

found 265 respondents were aged 17-24 (69%), 110 respondents
were aged 25-32 (28,6%), 4 respondents were aged 33-40 (1%),
and then there where 5 respondents aged over 40 years (1,3%). The
frequency of buyers who used Shopee in the last 6 months in the
study, with the majority using it more than 3 times, had a fairly
high percentage of 76%, followed by 2-3 times (22.9%) and 1 time
(1%). In terms of occupation, respondents were predominantly
students (69%), followed by private sector employees (19.8%),
entrepreneurs (4.9%), housewives (4.2%), and civil servants
(2.1%).

Validity Test
Tabel 1. Validity Test Result

Outer

. Information
Loading I

Variable Item

PC1 0.800 Valid

pPC2 0.786 Valid

Privacy Concern PC3 0.810 Valid

PC4 0.712 Valid

PC5 0.769 Valid

PR1 0.837 Valid

Perceived Risk PR2 0.835 Valid

PR3 0.724 Valid

T1 0.855 Valid

T2 0.848 Valid

T3 0.784 Valid

CS1 0.850 Valid

Customer

. . CSs2 0.866 Valid
Satisfaction

CS3 0.892 Valid

RI1 0.836 Valid

Repurchase RI2 0.862 Valid

Intention RI3 0.777 Valid

R14 0.732 Valid

Source: Processed Primary Data (2025)

Based on the table 1, all variables meet the requirements and are
considered valid. Therefore, the variables can be used for further
testing.

Reliability Test
Tabel 2. Reliability Test Result

Variable Cronbach’s Information
alpha

Privacy Concern 0.838 Reliable

Perceived Risk 0.724 Reliable

Trust 0.775 Reliable

Customer Satisfaction 0.838 Reliable

Repurchase Intention 0.816 Reliable
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Source: Processed Primary Data (2025)

Based on the table 2, shows the results of reliability testing om the
instrument variables which Cronbach’s alpha value is 0,838; 0,724;
0,775; 0,838; 0,816. This proves that the research instrument in the
form questionnaire is reliable.

Hypothesis Test

Hypothesis testing was carried out using the bootstrap resampling
method using Smart-PLS software. The rule of thumb for the
support of a research hypothesis is if the probability value (p-
value) is less than 0.05 or 5% (Hair et al., 2022).

1. Testing Influence Direct

The result of hypothesis testing are presented in the following
table.

Tabel 3. Hypothesis Test Influence Direct Result

Variables Path Coefficients P-Values

PC — CS 0,059 0,088

that, partially, perceived risk does not have a significant
effect on repurchase intention.
The Effect of Trust on Repurchase Intention
Based on the test results, the path coefficient value is
0.242 with a p-value of 0.000. Because the p-value is
smaller than a (0.000 < 0.05), HO is accepted. This
shows that trust has a significant partial effect on
repurchase intention.
The Effect of Customer Satisfaction on Repurchase
Intention
Based on the test results, the path coefficient value is
0.554 with a p-value of 0.000. Because the p-value is
smaller than a (0.000 < 0.05), HO is accepted. This
shows that customer satisfaction has a significant partial
effect on repurchase intention.

2. Testing Influence Indirect

The result of hypothesis testing are presented in the following
table.

Tabel 4. Hypothesis Test Influence Indirect Result

PR — CS 0,101 0,019

Variables Path Coefficients P-Values

T—CS 0,668 0,000

PC — CS —RI 0,033 0,095

PC — RI -0,064 0,107

PR —CS —RI 0,056 0,023

PR — RI 0,068 0,069

T—CS—RI 0,370 0,000

T — RI 0,242 0,000

CS — RI 0,554 0,000

Source: Processed Primary Data (2025)

Based on statistical hypothesis testing in the table 3., what obtained
the following results.

a. The Effect of Privacy Concerns on Customer Satisfaction
Based on the test results, the path coefficient value is
0.059 with a p-value of 0.088. Because the p-value is
greater than a (0.088 > 0.05), HO is rejected. This means
that privacy concerns do not have a significant effect on
customer satisfaction.

The Effect of Perceived Risk on Customer Satisfaction
Based on the test results, the path coefficient value is
0.101 with a p-value of 0.019. Because the p-value is
smaller than a (0.019 < 0.05), HO is accepted. This
means that perceived risk has a significant effect on
customer satisfaction.

The Effect of Trust on Customer Satisfaction

Based on the test results, the path coefficient value is
0.668 with a p-value of 0.000. Because the p-value is
smaller than o (0.000 < 0.05), HO is accepted. This
means that trust has a significant partial effect on
customer satisfaction.

The Effect of Privacy Concern on Repurchase Intention
Based on the test results, the path coefficient value is -
0.064 with a p-value of 0.107. Because the p-value is
greater than a (0.107 > 0.05), HO is rejected. This means
that privacy concern does not have a significant effect on
repurchase intention.

The Effect of Perceived Risk on Repurchase Intention
Based on the test results, the path coefficient value is
0.068 with a p-value of 0.069. Because the p-value is
greater than o (0.069 > 0.05), HO is rejected. This means

Source: Processed Primary Data (2025)

Based on statistical hypothesis testing in the table 4, what obtained
the following results.

a. The Effect of Privacy Concerns on Customer Satisfaction
Through Repurchase Intention
Based on the test results, the p-value is 0.095 > 0.05.
This means that the variable of privacy concerns does not
have a significant effect on repurchase intention through
customer satisfaction.
The Effect of Perceived Risk on Customer Satisfaction
Through Repurchase Intention
Based on the test results, the p-value is 0.023 < 0.05.
This means that the perceived risk variable has a
significant effect on repurchase intention through
customer satisfaction.
The Effect of Trust on Customer Satisfaction Through
Repurchase Intention
Based on the test results, the p-value is 0.000 < 0.05.
This means that the trust variable has a significant effect
on repurchase intention through customer satisfaction.

DISCUSSION

The results of the study through bootstrapping analysis show that
privacy concerns do not have a significant effect on customer
satisfaction, even though descriptive analysis shows that
respondents' level of concern about misuse of personal data is high.
This finding is in line with the concept of the privacy paradox,
which is a condition where users remain satisfied despite having
privacy concerns, because the functional aspects of the platform—
such as ease of use, product completeness, and various
promotions—provide greater value in shaping satisfaction than
concerns about personal data protection. This finding differs from
research conducted by Lolika (2021), which shows that privacy
concerns have a significant influence on customer satisfaction.
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However, it is in line with research conducted by Mofokeng
(2021), which states that privacy concerns do not have a significant
influence on customer satisfaction. The implication for e-
commerce platform managers such as Shopee is that even though
users remain satisfied with the services provided, they still need to
pay attention to and improve data privacy protection, even though
users feel satisfied.

The analysis results show that perceived risk has a significant
effect on customer satisfaction. These findings illustrate that the
perception of risk felt by buyers who use Shopee plays an
important role in shaping their satisfaction. Although Shopee offers
convenience and efficiency in shopping, perceptions of potential
risks remain a psychological factor that influences users' evaluation
of service quality. This finding confirms that in the digital world,
the risks that affect customer satisfaction are not only material
risks, but also psychological and social risks that are often
unrecognized but have a significant impact. The results of this
study are in line with research conducted by Ghotbabadi et al.
(2016), Tandon et al. (2018), and Firdaus et al. (2023), which
shows that perceived risk has a significant effect on customer
satisfaction.

The results of the study show that trust has a significant effect on
customer satisfaction, confirming that the level of consumer trust is
a fundamental factor that shapes their positive experience when
using Shopee. The research results showing that trust has a
significant effect on customer satisfaction are in line with the SOR
(Stimulus-Organism-Response) Theory, which explains that
positive stimuli from the Shopee service environment, such as
product suitability, fairness in problem solving, and commitment to
data security, form internal psychological conditions in the form of
trust. This trust then results in a final response in the form of
increased customer satisfaction. Empirically, these results are in
line with research conducted by Jin et al. (2016) and Yulisetiarini
et al. (2023), which states that trust has a significant effect on
customer satisfaction.

The results show that privacy concerns do not significantly affect
repurchase intention, even though most respondents expressed
relatively high levels of privacy concerns. This indicates that
privacy concerns are not strong enough to deter consumers from
making repeat purchases on Shopee. In other words, even though
consumers feel that their personal data is vulnerable, this factor is
not a major consideration in their decision to make repeat
purchases. Overall, even though privacy concerns are relatively
high, this factor is not a determinant in repurchase intention.
Consumers are rational and tend to prioritize benefits over privacy
risks, so privacy concerns are not proven to significantly affect
repurchase intention. The results of this study are in line with those
of Pangestu & Setiyaningrum (2023), who stated that privacy
concerns do not significantly affect repurchase intention. However,
this differs from the findings of Trivedi (2018), Trivedi & Yadav
(2020), Lolika (2021), Putri & Fachira (2023), and Sutrisno (2023),
who found that privacy concerns significantly influence repurchase
intention.

The results of the study indicate that perceived risk does not have a
significant effect on repurchase intention. This suggests that even
though users have certain concerns regarding financial, social, and
convenience risks when transacting, these factors are not strong
enough to influence their decision to make repeat purchases.
Consumers will continue to make transactions on Shopee because
they consider the benefits and convenience provided by the

platform to be far greater than the risks they perceive. These
research results are in line with studies conducted by Hidayat
(2022) and Nisaa & Susanto (2021), which state that perceived risk
does not have a significant effect on repurchase intention.
However, this contrasts with the results of studies conducted by
Chen & Chen (2019), Diyanto et al. (2021), Lukito & Ikhsanb
(2020), Martin et al. (2015), Rasum (2024), Tho et al. (2017), and
Yuniarti et al. (2022) revealed that perceived risk has a significant
effect on repurchase intention.

The results show that trust has a significant effect on repurchase
intention, which means that the higher the level of consumer trust
in Shopee, the greater their desire to make repeat purchases on the
same platform. Trust makes consumers feel secure, confident in the
quality of service, and comfortable making transactions, so they
have no compelling reason to switch to another platform.

Trust in the suitability of products available on Shopee is one of
the elements that strengthens the relationship between Shopee and
its consumers. When consumers feel that their chosen platform
offers a diverse, relevant, and complete range of products, they
tend to rely on that platform as their primary shopping choice. The
transaction protection system (Shopee Guarantee), help center, and
responsive customer service offered by Shopee are also among the
considerations for consumers. This trust will encourage them to
continue making purchases on the same platform. These findings
are in line with the results of studies conducted by Dewi et al.
(2020), Diyanto et al. (2021), Yulisetiarini et al. (2021), Prahiawan
et al. (2021), Purnamasari & Suryandari (2023), Rahmania &
Wahyono (2022), and Sullivan & Kim (2018), which show that
trust has a significant effect on repurchase intention.

The results of the study show that customer satisfaction has a
significant effect on repurchase intention, which means that the
level of satisfaction felt by consumers is the main driver of the
desire to shop again at Shopee. The satisfaction formed when they
have made a purchase at Shopee will encourage repeat purchasing
behavior. These research results are in line with the findings of
Yulisetiarini et al. (2017), Miao et al. (2021), Yulisetiarini et al.
(2023), Afinia & Tjahjaningsih (2024), and Soeharso (2024), who
stated that customer satisfaction has a significant effect on
repurchase intention. Therefore, it can be said that customer
satisfaction is a vital element in retaining customers amid
increasingly fierce competition among e-commerce platforms.

CONCLUSION

Based on the analysis results, this study shows that privacy
concerns do not significantly affect customer satisfaction or
repurchase intention, so concerns about the use of personal data are
not a determining factor in shaping satisfaction or repurchase
intention. Meanwhile, perceived risk significantly affects customer
satisfaction, but does not directly affect repurchase intention; its
influence arises through increased user satisfaction. On the other
hand, trust has been proven to have a significant direct and indirect
effect on customer satisfaction and repurchase intention, making
trust in the Shopee platform and system an important aspect in
shaping the user experience. In addition, customer satisfaction is
also a key factor that drives repurchase intention, confirming that
satisfaction during transactions is the main determinant of users'
decisions to return to shop at Shopee.

Based on the results of this study, several suggestions can be made.
First, future researchers are advised to expand the scope of
variables such as service quality and customer experience, and
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consider using mixed methods to understand the psychological
factors related to privacy concerns and risk perception. The
research also needs to be expanded to other e-commerce platforms
so that the results obtained are more varied and can be generalized
properly. Second, for Shopee, it is important to improve
transparency and education regarding the management of
consumer personal data, accompanied by strengthening the
accuracy of product information, seller regulations, and logistics
service quality in order to create a safer, more reliable, and
consistent shopping experience for users.
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