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ABSTRACT 

 

Nowadays, lots of companies compete to win their consumers'  hearts so 

they become loyal to the company. Innovation is always done by companies to 

provide the best service. The omnichannel concept is one of innovation that 

suitable for this era. Omnichannel is an operational concept within a company 

where companies can provide an excellent shopping experience for their 

customers because the existing channels are well connected and seamless. 

However, sometimes the reality is not the same that expected before. Even though 

companies have implemented this omnichannel system, sometimes they still fail 

to engage more customers. Therefore, the purpose of this study is to determine the 

factors that influence repurchase intention so that later it can help researchers and 

also from the managerial side to use existing factors to manage the strategy. 

This research was conducted by the author using the Gojek’s company as a  

case research and involving active Gojek consumers in Indonesia as the research 

sample. The researcher then found 221 sample data for further investigation. The 

analytical method used in this research is multiple regression analysis, path 

analysis, and descriptive analysis using SPSS version 25.0.  

The first finding of this study is that there are five factors that have a direct 

and significant influence on the level of customer satisfaction in using the services 

of the Gojek company, namely hedonic, utilitarian, habit, altruism, and social 

interaction, while the time saving factor has no effect on the level of satisfaction. 

Second, there are five factors that have a direct and significant effect on the level 

of customer trust in using the services of Gojek, namely hedonic, habit, altruism, 

and social interaction, while utilitarian and time saving factors have no significant 

effect on the level of consumer confidence. The last one is there are five factors 

that have a direct and significant effect on repeat purchasing activities carried out 

by Gojek service customers, namely utilitarian factors, habit, altruism, satisfaction 

and trust, while hedonic factors, time saving and social interaction do not have a 

direct effect on repurchasing activities. 

The results obtained can be used to help researchers and also the 

company's managerial side to use existing factors to manage their company's 

business strategy. Further research needs to be done because different situations 

and conditions can produce different results. 

Keywords - innovation, omnichannel, repurchase intention.   


