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Effect of E-Service Quality on E-Repurchase Intention
in Indonesia Online Shopping: E-Satisfaction
and E-Trust as Mediation Variables

Ismawati Purnamasari and Retno Tanding Suryandari

ABSTRACT

The purpose of this study is to develop new knowledge in understanding the
effect of electronic service quality on customer satisfaction, customer trust
and customer purchase intention and to understand the mediating role of
customer satisfaction and customer trust in the relationship between service
quality and purchase intention in online shopping in Indonesia. The result is
expected to be a better strategy in developing service quality electronically
which has an impact on customer behavior. This study uses a sample of 264
online consumers in Indonesia. Analysis data using SmartPLS 4 software
shows that the quality of e-service has a positive and significant effect on e-
satisfaction, e-trust and e-repurchase intention. E-satisfaction and e-trust
are also able to mediate the relationship between e-service quality and e-
repurchase intention. In addition, the study also found that e-satisfaction has
a significant and positive effect on e-trust. Overall the quality of electronic
services is statistically significant and positive relationship with customer
behavior. Future research is expected to be able to consider various product
segments and other types of industries to ensure that the measurement works
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I. INTRODUCTION

In Indonesia, the growth of internet users continues to
increase every year, in 2020 internet users in Indonesia will
reach 73.7% of the total population of Indonesia or equivalent
to 196.7 million users (APJII, 2020). The high number of
internet users in Indonesia makes Indonesia one of the largest
online markets in the world (Rita ef al., 2019). Indonesia has
around 28.2 million online shoppers and is projected to
increase 3-4% annually in the following years (Statista,
2018). To facilitate the ease of shopping online, there are
many e-commerce in Indonesia, as for the six most popular e-
commerce in Indonesia according to Statista (2021),
including: Tokopedia, Shopee, Lazada, Bukalapak, Blibli and
JD.Id.

A strategy that focuses on excellent service is an important
key in a competitive e-environment (Rita et al., 2019). This
refers to the website's ability to facilitate transactions
efficiently and effectively to make purchases, sales, delivery
of products and services and so on (Anggraeni & Yasa, 2012).
Meanwhile, online customer satisfaction or e-satisfaction is
the accumulation of satisfaction obtained by consumers on
every purchase, and the experience of consuming goods or
services from time to time on online sites (Firmansyah & Alj,
2019). Then online consumer trust or e-trust can be defined
as trust in online risk or consumer attitudes to accept
vulnerabilities during online transactions (Santoso & Farida,
2020). Consumers are generally not only quite satisfied with
the products they consume, but also they expect good and
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satisfying service from each e-commerce (Suhaily &
Soelasih, 2017). Of course there are things that make
consumers have strong reasons for using the platform as a
mainstay application to meet their needs.

The use of strategy is important in marketing (Rita et al,
2019). The strategy cannot work well if it is not balanced with
service quality and satisfaction in shopping online (Suhaily &
Soelasih, 2017). Not only satisfaction, but also what kind of
services are offered so that trust and the desire to reuse the
platform are built. To understand this, an in-depth study is
needed to understand how e-commerce builds trust in its
consumers. Previous research on marketing has studied e-
service quality.

However, the cultural shift due to the massive internet
users provides the potential for the online market (Jonathan,
2013) so it is necessary to study the quality of services
electronically. With this research, it is hoped that it can
become a reference for the increasingly competitive online
business world today. This study examines the dimensions of
service quality electronically which will certainly be more
compatible to be used as a reference in designing online
marketing strategies.

In addition, customer satisfaction and customer trust as
well as online repurchase intentions will be studied further in
this study so that it can be seen the relationship with e-service
quality.
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II. LITERATURE REVIEW

A. ES-QUAL

ES-QUAL (Electronic Service Quality) is a measurement
dimension for service quality research that is more focused
on electronic services. ES-QUAL is an extension of
SERVQUAL (Tyran & Ross, 2006). ES-QUAL has seven
dimensions, namely efficiency, fulfillment, system
availability, privacy, responsiveness, compensation and
contact (Parasuraman et al., 2005).

B. E-Service Quality

In ES-QUAL theory, e-service quality is a customer
assessment of the services provided online including the
extent to which sellers can accommodate effective purchases,
responsive and fast product delivery with quality service
(Wilis & Nurwulandari, 2020). E-service quality has an
important role in creating perceived value online in the
shopping environment (Rita et al., 2019).

C. E-Satisfaction

E-satisfaction can be defined as the accumulation of
satisfaction felt by consumers on every purchase or
consumption of a product from time to time on online sites
(Trivedi & Yadav, 2020). Consumer satisfaction is
determined by consumer evaluation of the expectations and
product performance perceptions (Martinez & Bosque,
2013).

D. E-Trust

While e-trust is the consumer's belief in the quality and
reliability of the goods or services offered and also his belief
about the nature of trustworthiness, honesty, and virtue
possessed by e-commerce companies (Firmansyah & Ali,
2019). E-trust is very important because logically online
consumers will have a higher level of risk than those who
have offline transactions, both in shipping, payment and
personal information. Therefore, online consumers will only
transact with trusted e-commerce (Giovanis &
Athanasopoulou, 2014).

E. E-Repurchase Intention

E-repurchase intention is customer interest in making
online purchases to revisit the online shopping site in the
future (Kim et al, 2012). Repurchase intention itself is
defined as a consumer's intention to repurchase a product
twice or better with the same or different product (Santoso &
Farida, 2020). E-repurchase intention is customer interest in
making online purchases to revisit the online shopping site in
the future (Kim et al., 2012). Repurchase intention itself is
defined as a consumer's intention to repurchase a product
twice or better with the same or different product (Santoso &
Farida, 2020). E-repurchase intention is customer interest in
making online purchases to revisit the online shopping site in
the future (Kim ef al., 2012). Repurchase intention itself is
defined as a consumer's intention to repurchase a product
twice or better with the same or different product (Santoso &
Farida, 2020).

F. Hypothesis Development

Consumer satisfaction is an indication of consumer
confidence in a service that leads to a positive assessment
(Shin et al., 2013). According to Kotler and Keller (2016),
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satisfaction is one of the most important measures of service
success in an online business environment.There is a
significant relationship between the quality of electronic
services and online customer satisfaction (Blut et al., 2015).
Saodin et al. (2019) argue that e-service quality has a positive
effect on satisfaction directly and indirectly on satisfaction.

HIi: E-service quality has a positive effect on e-
satisfaction.

Alrubaiee & Alkaa'ida (2011) observed that service quality
has a direct positive effect on trustconsumer. Shopping over
the internet involves trust is between the customer and the
computer system (Lee & Turban, 2001). Trust reduce
uncertainty when the level of security mechanisms is
insufficient (Wu et al., 2018). Previous studies have shown
that e-service quality positively affects e-trust (Saodin et al.,
2019).

H?2: E-service quality has a positive effect on e-trust.

Consumer satisfaction is the main key influencing
consumer repurchase behavior in the future according to
Kotler & Armstrong (2012). Repurchase intention shows an
individual's willingness to buy other products from the same
company more than previous experiences (Filieri & Lin,
2017). Consumers who are satisfied with the services
provided by service providers will increase the level of use
and use intentions in the future (Henkel et al., 2006). Several
studies have found evidence of a positive relationship
between customer satisfaction and repurchase intentions
(Pham and Ahammad, 2017).Satisfied online consumers are
likely to shop again or even recommend online sellers to
others (Pereira et al., 2017).

H3: E-satisfaction has a positive effect on e-repurchase
intention.

Chek and Ho (2016) found evidence of a positive
relationship between trust and repurchase. Trust is the main
factor for consumers to decide to purchase products from
online stores (Fortes et al., 2017). According to Wu et al.
(2018), trust can be seen as a belief, belief, sentiment, or hope.
Oliveira et al. (2017) measured three dimensions of customer
trust (competence, integrity, and benevolence) and found that
customers with high overall trust exhibit higher repurchase
intentions for e-commerce.

H4: E-trust has a positive effect on e-repurchase intention.

Research conducted by Saleem et al. (2016) found that
customer satisfaction was able to mediate the effect of e-
service quality on e-repurchase intention of airline users in
Pakistan. Research by Raihana and Setiawan (2018) on
consumers of The Night Market Cafe & Co. found that
consumer satisfaction was able to mediate service quality on
consumers' repurchase intentions.

H5: E-satisfaction mediates the relationship between e-
service quality and e-repurchase intention.

E-trust can mediate between e-service quality and e-
repurchase intention. This is in accordance with previous
research conducted by Zhou ef al. (2009) which resulted that
service quality had a positive effect on repurchase intention
through trust. It is also supported by research conducted by
Trivedi and Yadav (2020) which says that e-trust mediates
between service quality in e-commerce and repurchase
intention.

H6: E-trust mediates the relationship between e-service
quality and repurchase intention.
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Consumer satisfaction shows the positive experiences
experienced by consumers when making transactions will
form consumer confidence (Al-Dweeri et al., 2017). In
addition, according to Ghane et al. (2011) customer
satisfaction is closely related to interpersonal trust and is
considered an antecedent of trust. According to Ghane et al.
(2011) e-satisfaction directly and positively affects e-trust.

H7: E-satisfaction has a positive effect on e-trust.

Service quality is proven to have an effect on the
occurrence of customer repurchase interest (Saodinet et al.,
2019). The same thing also happened to Liu's (2012) research
that the quality of electronic services had a significant
positive effect on online repurchase intentions.

H8: E-service quality has a positive effect on e-repurchase
intention.

HS

E-Satisfaction

E-Service

Quality

E-Repurchase
Intention

H6

Fig. 1. Conceptual Model.

III. METHODS

This study uses a quantitative approach, with explanatory
research (Alam, 2020). Explanatory research is an attempt to
explain the variables and relationships between exogenous
variables, namely: e-service quality with endogenous
variables, namely; e-satisfaction, e-trust and e-repurchase
intention (Rita et al., 2019; Trivedi & Yadav, 2020; Al-
Dweeri et al., 2017). The object of this research is online
customers in Indonesia. Sampling in this study using
purposive samples method because the population is large
and the exact number is not known. The number of samples
is determined by looking at the minimum sample limit that
must be taken based on Ferdinand (2013), this study uses 36
statement indicator items, then the minimum number of
samples required is 36 X 5 = 180 samples. In this study, a
sample of 264 samples will be taken so that the data obtained
is more accurate by distributing questionnaires through the
google form. Questionnaires were distributed through social
media groups with group members containing samples in
accordance with the research criteria, namely Indonesian
residents who had made online transactions at least once in
the last six months on e-commerce in Indonesia. The scale
applied in this study is a 7-point Likert scale from 1-strongly
disagree, 2-moderately disagree, 3-disagree, 4-neutral, 5-
moderately agree, 6-agree and 7-strongly agree. The
demographic variables asked were gender, age, occupation,
income, education and domicile.

The research hypotheses were tested using the Structural
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Equation Model (SEM) approach by using SmartPLS 4
software for data analysis. PLS-SEM was chosen to test the
hypothesis because it can handle several dependent and
independent variables (Hair ef al., 2014). Technical analysis
using the PLS-SEM technique was carried out in two stages.
The first stage is the evaluation of the measurement model
through testing the validity and reliability of the construct.
The second stage evaluates the structural model to determine
the direct and indirect effects of the model used in the
research.

IV. RESULTS AND DISCUSSION

The data analysis used in this study includes testing the
measurement model (outer model) and testing the structural
model (inner model). The outer model test is done by
calculating construct validity, discriminant validity and
construct reliability.Convergent validity is known through the
value of loading factor and Average Variance Extracted
(AVE), while discriminant validity is known through the
value of cross loading. The results of the validity test are
presented in Table I.

An instrument is said to meet the convergent validity test
if it has a loading factor and the Average Variance Extracted
(AVE) is above 0.5. Based on Table I, it can be seen that all
indicators produce loading factor value and Average
Variance Extracted (AVE) value greater than 0.5 so that all
indicators are declared valid to measure the variables.

Discriminant validity is calculated using cross loading with
the criterion that if the value of cross loading in a
corresponding variable is greater than the correlation value of
indicators on other variables or dimensions, then the indicator
is declared valid in measuring the corresponding variable.

Composite reliability test the value of the reliability of the
indicators on a variable. A variable is said to meet composite
reliability if it has a composite reliability value of 0.7. The
value of composite reliability for each variable can be seen in
Table II. which shows the value of composite reliability and
Cronbach's alpha has met the requirements of more than 0.7,
so that all latent variables used in the research are in
accordance with the reliability test.

In testing the structural model (inner model) was tested for
significance to test whether there was an effect of exogenous
variables on endogenous variables. Goodness of Inner Model
is used to determine the ability of endogenous variables to
explain the diversity of exogenous variables. The Goodness
of Inner Model in this research can be shown through R-
Squares in Table III. Based on the results of R-squares e-
repurchase intention worth 0.833 or 83.3%. This shows that
the diversity of e-satisfaction and e-trust variables can affect
e-repurchase intention by 83.3%, the remaining 16.7% is
influenced by other variables outside the study. R Square
Result e-satisfaction of 0.782 or 78.2% where e-service
quality can affect e-satisfaction of 78.2%, the remaining
22.8% is the contribution of other variables that are not
discussed. R Square Result e-trust of 0.869 or 86.9% where
e-service quality and e-satisfaction can affect e-trust of
86.9%, the remaining 13.1% is the contribution of other
variables that are not discussed.

Hypothesis testing is used to determine causality
developed in the research model can be shown in Table I'V.
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TABLE I: VALIDITY TEST RESULTS

Average Variance

Variable Indicator Loading Factor Extracted (AVE) Cross Loading Results
ESQ1 0.742 0.621 0.742 Valid
ESQ2 0.848 - 0.848 Valid
ESQ3 0.817 - 0.817 Valid
ESQ4 0.787 - 0.787 Valid
ESQ5 0.790 - 0,790 Valid
ESQ6 0.776 - 0.776 Valid
ESQ7 0.708 - 0.708 Valid
ESQ8 0.840 - 0.840 Valid
E-Service Quality ESQ9 0.841 - 0,841 Valid
ESQ10 0.820 - 0.820 Valid
ESQ11 0.633 - 0.633 Valid
ESQ12 0.855 - 0.855 Valid
ESQ13 0.732 - 0.732 Valid
ESQ14 0.852 - 0.852 Valid
ESQ15 0.744 - 0.744 Valid
ESQl6 0.785 - 0.785 Valid
ESQ17 0.793 - 0.793 Valid
ES1 0.796 0.706 0.813 Valid
ES2 0.837 - 0.827 Valid
E-Satisfaction ES3 0.845 - 0.848 Valid
ES4 0.882 - 0.883 Valid
ESS 0.804 - 0.815 Valid
ES6 0.874 - 0.868 Valid
ET1 0.823 0.647 0.823 Valid
ET2 0.918 - 0.918 Valid
ET3 0.536 - 0.536 Valid
ET4 0.795 - 0.795 Valid
E-Trust ET5 0.932 - 0.932 Valid
ET6 0.597 - 0.597 Valid
ET7 0.836 - 0.836 Valid
ET8 0.859 - 0.859 Valid
ET9 0.850 - 0.850 Valid
RI1 0.917 0.887 0.917 Valid
E-Repurchase Intention RI2 0.966 ) 0.966 Val%d
RI3 0.921 - 0.921 Valid
RI4 0.963 - 0.963 Valid
TABLE II: RELIABILITY TEST RESULTS TABLE III: R SQUARE
Variable Corpp(?s‘ite Cronbach Results Variable . R Square R Square Adjusted
Reliability Alpha E-Repurchase Intention 0.833 0.167
E-Repurchase Intention 0.969 0.957 Reliable E-Satisfaction 0.782 0.218
E-Satisfaction 0.935 0.916 Reliable E-Trust 0.869 0.131
E-Service Quality 0.965 0.961 Reliable Total 2,484 -
E-Trust 0.941 0.928 Reliable
TABLE IV: PATH COEFFICIENTS
Original Sample S:}i?:ggi T Statistics P Values Results
Sample (O)  Mean (M) (STDEV) (O/STDEV)
Direct Effect
E-Satisfaction -> E-Repurchase Intention 0.551 0.553 0.084 3.252 0.000 significant
E-Satisfaction -> E-Trust 0.800 0.796 0.056 7.209 0.000 significant
E-Service Quality -> E-Repurchase Intention 0.200 0.201 0.062 6.499 0.001 significant
E-Service Quality -> E-Satisfaction 0.884 0.884 0.020 9.945 0.000 significant
E-Service Quality -> E-Trust 0.147 0.151 0.064 2316 0.021 significant
E-Trust -> E-Repurchase Intention 0.190 0.186 0.071 2.670 0.008 significant
Indirect Effect
E-Service Quality -> E-Satisfaction -> E-Repurchase Intention 0.649 0.647 0.048 5.957 0.000 significant
E-Service Quality -> E-Trust -> E-Repurchase Intention 0.707 0.703 0.050 5.332 0.000 significant

Based on the results of the research data analysis, it was
found that the T-statistical value e-satisfaction effect on e-
repurchase intention is 3.252 with p value of 0.000 where
<0.05. This study finds that e-satisfaction has a positive and
significant effect on e-repurchase intention. This shows that
the e-satisfaction felt by e-commerce consumers will affect
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the e-repurchase intention of these consumers. For this
reason, the level of satisfaction felt by consumers directly
affects how high the consumer's intention to make repeat
purchases is. Satisfaction felt by consumers affects consumer
intentions to repurchase. Likewise, research conducted by
Hasman et al. (2019), and Yaqin (2020), who both conducted
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research on e-commerce showed that e-satisfaction had a
positive and significant effect on e-commerce purchase
intention. In addition, Pham and Ahammad (2017) have
found evidence regarding a positive relationship between
customer satisfaction and repurchase intentions.

Based on the results of the research data analysis, it was
found that the T-statistical value e-satisfaction effect on e-
trust is 7.209 with p value of 0.000 where <0.05. This can be
interpreted that e-satisfaction has positive and significant
effect on e-trust. This means that the higher consumer
satisfaction with e-commerce, the higher consumer
confidence. For this reason, e-commerce must improve
service quality in order to meet customer satisfaction. These
results are supported by Al-dweeri et al. (2017) who revealed
that e-satisfaction positive and significant effect on e-trust.

Based on the results of the research data analysis, it was
found that e-service quality positive and significant effect on
e-repurchase intention with T-statistical is 6.499 and p value
is 0.001 where <0.05. This can be interpreted that. The results
of this study are supported by research from Saodin et al.
(2019) which shows that e-service quality positive and
significant effect on e-repurchase intention. E-service quality
is an important strategy in online marketing. In online sales,
good service quality is able to create satisfaction, trust and
maintain a competitive advantage in business. This is one of
the important factors in maintaining long term relationships
with customers. The service on the website is good,
informative, easy to use, able to make customers to make
repeat purchases. Therefore, the quality of service has
become an important factor in determining the success or
failure of an online business by influencing the online
shopping experience of customers and having a very large
effect on repurchase.

Based on the results of the research data analysis, it was
found that the T-statistical value e-service quality affect e-
satisfaction is 9.945 with p value of 0.000 where <0.05. This
can be interpreted that e-service quality positive and
significant effect on e-satisfaction.Thus, it can be concluded
that the better e-service quality will result in increased e-
satisfaction. According to Saodin et al. (2019) e-service
quality is the result of an evaluation process where customer
expectations are compared with the perceived or received
service, so e-service quality positive and significant effect on
e-satisfaction.

Based on the results of the research data analysis, it was
found that the T-statistical value e-service quality affect e-
trust is 2.316 with p value of 0.048 where <0.05. This can be
interpreted that e-service quality positive and significant
effect on e-trust. Online consumers tend to want that online
sellers are willing and able to react in the interests of
consumers, maintain honesty in transactions, must be able to
provide goods and/or services as promised, and have good
electronic services, so that they are comfortable making
transactions (Prisanti et al, 2017). This is in line with
research conducted by Purnamasari (2018) on online retail
that e-service quality has a significant effect on e-trust in
online retail.

Based on the results of the research data analysis, it was
found that the T-statistical value e-trust affect e-repurchase
intention is 2.670 with p value of 0.008 where < 0.05.This
study found that e-trust has a positive and significant effect
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on e-repurchase intention. This shows that the higher the e-
trust perceived by e-commerce customers, the customers will
do e-repurchase intention. Yulfikasari et al. (2021) in their
research also revealed the same thing that e-trust affect e-
repurchase intention on e-commerce.

Based on the results of research data analysis, it was found
that the effect of e-service quality to e-repurchase intention
through e-satisfaction obtained p-value 0.000, which is
smaller than 0.05. Therefore, e-satisfaction is stated to be able
to mediate the effect of e-service quality to e-repurchase
intention. The results of this study are in line with the research
conducted by Saleem et al. (2016) found that customer
satisfaction was able to mediate the effect of e-service quality
on e-repurchase intention of airline users in Pakistan.
Research by Raihana and Setiawan (2018) finds that
consumer satisfaction is able to mediate service quality on
consumers' repurchase intentions. Customer satisfaction and
repurchase intention can be increased by offering superior
service quality, when customers are satisfied with the product
or service they purchased, they tend to buy again from the
same supplier (Cronin et al., 2000).

Based on the results of research data analysis, it was found
that the effect of e-service quality to e-repurchase intention
through e-trust obtained p-value 0.000 which is smaller than
0.05. This shows that there is a significant effect of e-service
quality to e-repurchase intention through e-trust. Therefore,
e-trust is said to be able to mediate the effect of e-service
quality to e-repurchase intention. The above results are in
accordance with previous research conducted by Santoso and
Farida (2020) that the effect of e-trust mediation in the
relationship of e-service quality to e-repurchase intention is
significant. Thus, it can be said that e-trust can mediate
between e-service quality and e-repurchase intention.
According to Zhou et al. (2009), service quality had a positive
effect on repurchase intention through trust.

V. CONCLUSIONS

This study shows that e-service quality influences e-
satisfaction, e-trust and e-repurchase intention in online
shopping in Indonesia. Based on the testing and analysis of
research data, it can be concluded that e-service quality has a
positive and significant effect on e-satisfaction, e-trust and e-
repurchase intention. This shows that the better e-service
quality given to consumers, the higher the e-satisfaction, e-
trust and e-repurchase intention felt by consumers. In
addition, e-satisfaction and e-trust have a positive and
significant effect on e-repurchase intention. This shows that
the higher consumer e-satisfaction and consumer e-trust make
the higher the level of consumer e-repurchase intention. In
addition, the study found that e-satisfaction has a positive and
significant effect on e-trust. This shows that the higher e-
satisfaction perceived by consumers make the higher the level
of consumers e-trust. In the indirect relationship, e-service
quality has a positive effect on e-repurchase intention through
e-satisfaction and e-trust. This shows that the positive
relationship between e-service quality and e-repurchase
intention can be mediated by e-satisfaction and e-trust. The
implications of the results of this study indicate that e-service
quality provided by e-commerce will affect consumer
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behavior in the future. To increase online consumer
satisfaction, trust and repurchase, e-commerce must consider
the quality of service electronically better. Future research is
expected to be able to consider various product segments and
other types of industries to ensure that the measurement
works well. In other industrial studies, measurements may
need to be adjusted. Future research can also use different
methodologies to enrich similar knowledge.

REFERENCES

Alam, M. Z., Hoque, M. R., Hu, W., & Barua, Z. (2020). Factors influencing
the adoption of mHealth services in a developing country: A patient-
centric study. International Journal of Information Management, 50,
128-143. https://doi.org/10.1016/j.ijinfomgt.2019.04.016

Al-Dweeri, R. M., Obeidat, Z. M., Al-dwiry, M. A., Alshurideh, M. T., &
Alhorani, A. M. (2017). The Impact of E-Service Quality and E-
Loyalty on Online Shopping: Moderating Effect of E-Satisfaction and
E-Trust. International Journal of Marketing Studies, 9(2), 92.
https://doi.org/10.5539/ijms.v9n2p92

Alrubaiee, L., & Alkaa’ida, F. (2011). The Mediating Effect of Patient
Satisfaction in the Patients’ Perceptions of Healthcare Quality — Patient
Trust Relationship. International Journal of Marketing Studies, 3(1).
https://doi.org/10.5539/ijms.v3n1p103

Anggraeni, N. M. S, & Yasa, N. N. K. (2012). E-Service Quality Terhadap
Kepuasan dan Loyalitas Pelanggan dalam Penggunaan Internet
Banking. Jurnal Keuangan dan Perbankan, 16(2), 329-343.

APIJIL (2020). Survei Pengguna Internet Indonesia 2020. (74™ Ed). Buletin
APJIL

Blut, M., Frennea, C. M., Mittal, V., & Mothersbaugh, D. L. (2015). How
procedural, financial and relational switching costs affect customer
satisfaction, repurchase intentions, and repurchase behavior: A meta-
analysis. International Journal of Research in Marketing, 32(2), 226—
229. https://doi.org/10.1016/j.ijresmar.2015.01.001.

Chek, Y. L., & Ho, J. S. Y. (2016). Consumer Electronics E-retailing: Why
the Alliance of Vendors’ E-service Quality, Trust and Trustworthiness
Matters. Procedia - Social and Behavioral Sciences, 219, 804-811.
https://doi.org/10.1016/j.sbspro.2016.05.083.

Cronin, J., Brady, M. K., & Hult, G. M. (2000). Assessing the effects of
quality, value, and customer satisfaction on consumer behavioral
intentions in service environments. Journal of Retailing, 76(2), 193—
218. https://doi.org/10.1016/s0022-4359(00)00028-2.

Ferdinand. (2013). Metode Penelitian Manajemen: Pedoman Penelitian
untuk Skripsi, Tesis dan Disertai Ilmu Manajemen. Semarang:
Universitas Diponegoro.

Filieri, R., & Lin, Z. (2017). The role of aesthetic, cultural, utilitarian and
branding factors in young Chinese consumers’ repurchase intention of
smartphone brands. Computers in Human Behavior, 67, 139-150.
https://doi.org/10.1016/j.chb.2016.09.057

Firmansyah, N., & Ali, H. (2019). Consumer Trust Model: The Impact of
Satisfaction and E-Service Quality Toward Repurchase Intention in E-
Commerce. Saudi Journal of Humanities and Social Sciences, 4(8),
552-559.

Fortes, N., Rita, P., & Pagani, M. (2017). The Effect of Privacy Concerns,
Perceived Risk and Trust on Online Purchasing Behaviour.
International Journal of Internet Marketing and Advertisement, 11(4),
307-329. https://doi.org/10.1504/1JIMA.2017.087269.

Ghane, S., Fathian, M. & Golamian, M.R. (2011). Full Relationship Among
E-Satisfaction, E-Trust, E-Service Quality, and E-Loyalty: The Case of
Iran E-Banking. Journal of Theoretical and Applied Information
Technology, 33(1).

Giovanis, A. N., & Athanasopoulou, P. (2014). Gaining customer loyalty in
the e-tailing marketplace: the role of e-service quality, e-satisfaction
and e-trust. International Journal of Technology Marketing, 9(3), 288.
https://doi.org/10.1504/ijtmkt.2014.063857

Hair, J. F., Hult, G. M., Ringle, C. M. & Sarstedt, M. (2014). A Primer on
Partial Least Squares Structural Equation Modeling (PLS-SEM). Los
Angeles: SAGE Publication.

Hasman, H. C. P., Ginting, P., Rini, E. S. (2019). The Influence of E-Service
Quality on E-Satisfaction And Its Impact on Repurchase Intention in
Using E-Commerce Applications on Students of Universitas Sumatera
Utara. International Journal of Research and Review, 6(10), 299-307.

Henkel, D., Houchaime, N., Locatelli, N., Singh, S., Zeithaml, V.A., &
Bitterner. (2006). The impact of Emerging WLANs on Incumbent
Cellular Service Providers in The U.S. Singapore: McGraw-Hill.

1DOI: http://dx.doi.org/10.24018/ejbmr.2023.8.1.1766

RESEARCH ARTICLE

Jonathan, H. (2013). Analisis Pengaruh E-Service Quality Terhadap
Customer Satisfaction Yang Berdampak Pada Customer Loyalty PT
Bayu Buana Travel Tbk. Journal The Winners, 14(2): 104-112.
https://doi.org/10.21512/tw.v14i2.650.

Kim, C., Galliers, R. D., Shin, N., Ryoo, J. H., & Kim, J. (2012). Factors
influencing Internet shopping value and customer repurchase intention.
Electronic Commerce Research and Applications, 11(4), 374-387.
https://doi.org/10.1016/j.elerap.2012.04.002

Kotler, P & Armstrong, G. (2012). Principles of Marketing. New Jersey:
Prentice Hall.

Kotler, P., & Keller, K. L. (2016). Marketing Management (Ed 15). England:
Pearson.

Lee, M. K., & Turban, E. (2001). A Trust Model For Consumer Internet
Shopping. International Journal of Electronic Commerce, 6(1), 75-91.
https://doi.org/10.1080/10864415.2001.11044227.

Liu, T. H. (2012). Effect of E-service Quality on Customer Online
Repurchase Intention. Lynn University: SPIRAL.

Martinez, P. & Bosque, I. R. (2013). CSR and Customer Loyalty: The Roles
of Trust, Customer Identification with The Company and Satisfaction.
International  Journal — Hospital ~ Management, 35, 89-99.
https://doi.org/10.1016/j.ijhm.2013.05.009.

Oliveira, T., Alhinho, M., Rita, P., & Dhillon, G. (2017). Modelling and
testing consumer trust dimensions in e-commerce. Computers in
Human Behavior, 71, 153-164.
https://doi.org/10.1016/j.chb.2017.01.050.

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005). E-S-QUAL.
Journal of Service Research, 7(3), 213-233.
https://doi.org/10.1177/1094670504271156.

Pereira, H. G., Salgueiro, M. D. F., & Rita, P. (2016). Online purchase
determinants of loyalty: The mediating effect of satisfaction in tourism.
Journal of Retailing and Consumer Services, 30, 279-291.
https://doi.org/10.1016/j.jretconser.2016.01.003.

Pham, T. S. H., & Ahammad, M. F. (2017). Antecedents and consequences
of online customer satisfaction: A holistic process perspective.
Technological Forecasting and Social Change, 124, 332-342.
https://doi.org/10.1016/j.techfore.2017.04.003.

Prisanti, D.M., Suyadi, I., & Arifin, Z. (2017). Pengaruh E-Service Quality
Dan E- Trust Terhadap E-Customer Satisfaction Serta Implikasinya
Terhadap Ecustomer Loyalty. Journal Of Business Studies, 2(1), 19—
38.

Purnamasari, D. (2018). The Roles of E-Service Quality , E-Trust , and E-
Satisfaction on Online Retail Loyalty. Industrial Research Workshop
and National Seminar, 1(2), 634-641.

Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality
and customer satisfaction on customer behavior in online shopping.
Heliyon, 5(10), ¢02690.
https://doi.org/10.1016/j.heliyon.2019.02690.

Raihana, Z., & Setiawan, P. Y. (2018). Anteseden Kepuasan Pelanggan dan
Dampaknya Pada Niat Pembelian Ulang. E-Jurnal Manajemen
Universitas Udayana, 7(4), 1892.
https://doi.org/10.24843/ejmunud.2018.v07.104.p07.

Saleem, M. A., Zahra, S., & Yaseen, A. (2017). Impact of service quality and
trust on repurchase intentions — the case of Pakistan airline industry.
Asia Pacific Journal of Marketing and Logistics, 29(5), 1136-1159.
https://doi.org/10.1108/apjml-10-2016-0192.

Santoso, V.A. & Farida, N. (2020). Pengaruh Website Design dan E-Service
Quality Terhadap E-Repurchase Intention Melalui E-Trust (Studi Pada
Pelanggan Lazada di FISIP Universitas Diponegoro). Jurnal
Administrasi Bisnis, 9(4), 634-643.
https://doi.org/10.14710/jiab.2020.28973.

Saodin, Suharyono, Arifin, Z., & Sunarti. (2019). The Influence of E-Service
Quality Toward E-Satisfaction, E-Trust, E-Word of Mouth and Online
Repurchase Intention: A Study on the Consumers of the Three-Star
Hotels in Lampung. Russian Journal of Agricultural and Socio-
Economic Sciences, 93(9), 27-38. https://doi.org/10.18551/rjoas.2019-
09.03.

Shin, J. I., Chung, K. H., Oh, J. S., & Lee, C. W. (2013). The effect of site
quality on repurchase intention in Internet shopping through mediating
variables: The case of university students in South Korea. International
Journal  of  Information  Management,  33(3), 453-463.
https://doi.org/10.1016/j.ijinfomgt.2013.02.003.

Statista. (2018, July). Number of Digital Buyers in Indonesia from 2016-
2022. http://www.statista.com.

Statista. (2021, December).
http://www.statista.com.

Suhaily, L., & Soelasih, Y. (2017). What Effect Repurchase Intention of
Online Shopping. International Bussiness Research, 10(12), 1913—
2012. https://doi.org/10.5539/ibr.v10n12p113.

E-commerce in Indonesia.

Vol 8 | Issue 1 | January 2023



European Journal of Business and Management Research
www.ejbmr.org

Trivedi, S. K., & Yadav, M. (2020). Repurchase in Y Generation: Mediation
Of Trust and E-Satisfaction. Journal Marketing Intelligence &
Planning, 38(4), 401-415. https://doi.org/10.1108/MIP-02-2019-0072.

Tyran, C. K., & Ross, S.C. (2006). Service Quality Expectations And
Perceptions: Use Of The SERVQUAL Instrument For Requirements
Analysis.  Issues in  Information  Systems, 7(1), 357-362.
https://doi.org/10.48009/1_iis_2006_357-361.

Wilis, R.A. & Nurwulandari, A. (2020). The Effect of E-Service Quality, E-
Trust, Price and Brand Image Towards E-Satisfaction and Its Impact on
E-Loyalty of Traveloka's Customer. Jurnal limiah MEA (Manajemen,
Ekonomi, dan Akuntansi), 4(3), 1061-1099.

Wu, J. J., Hwang, J. N., Sharkhuu, O., & Tsogt-Ochir, B. (2018). Shopping
online and off-line? Complementary service quality and image
congruence. Asia Pacific Management Review, 23(1), 30-36.
https://doi.org/10.1016/j.apmrv.2017.01.004.

Yagqin, A. (2020). Peran E-Satisfaction Sebagai Mediasi Pada E-Wom (Studi
Pada Pelanggan Olx). Jurnal Ilmu Manajemen, 8, 506-516.

Yulfikasari, Muchlis, N., Arman & Samsualam. (2021). Kualitas Pelayanan
Terhadap Kepuasan dan Kepercayaan Pasien Rawat Inap di Rumah
Sakit DR Sumantri Pare-Pare. Journal of Muslim Community Health
(JMCH), 2(3),154-164.

Zhou, T., Lu, Y., & Wang, B. (2009). The Relative Importance of Website
Design Quality and Service Quality in Determining Consumers’ Online
Repurchase Behavior. Information Systems Management, 26(4), 327—
337. https://doi.org/10.1080/10580530903245663.

1DOI: http://dx.doi.org/10.24018/ejbmr.2023.8.1.1766

RESEARCH ARTICLE

Vol 8 | Issue 1 | January 2023



