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Abstract 

The purpose of this study is to explain the role of customer satisfaction in mediating e-service quality and brand trust 
on reuse intention in the Traveloka application.  The theories used are the Techlonogy Acceptance Model (TAM) and 
Expectancy Disconfirmation Theory (EDT). This research is a type of quantitative research that is associative in nature. 
The population in this study are all Traveloka application users who have transacted at least three (3) times in one year. 
The sampling technique used purposive sampling with a total sample member of 205 respondents. Respondent data 
collection was carried out by distributing questionnaires. The data analysis technique in this study used PLS-based SEM. 
The results showed that all variables had a positive and significant effect. Customer satisfaction acts as a partial 
mediation in mediating the effect of e-service quality and brand trust on reuse intention on the Traveloka application. 
The results of this study can provide an empirical contribution about the relationship between the variables of e-service 
quality, brand trust, customer satisfaction, and reuse intention for the development of the Technology Acceptance Model 
(TAM) and Expectancy Disconfirmation Theory (EDT). Traveloka management can implement a marketing strategy that 
emphasizes service quality and information accuracy to increase customer intention to reuse the Traveloka application. 
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1. Introduction

To create reuse intentions, companies that sell their products online certainly need to pay attention to the quality of 
digital services provided to customers. Hasman et al. (2019) state that e-service quality shows the company's ability to 
provide customer needs by utilizing the internet network. The quality of service on the internet network is an important 
factor in determining the success or failure of an e-commerce (Rohwiyati and Praptiestrini, 2019). Based on research 
from Sulistianingsih and Trishananto (2021), Pratiwi et al (2022), and Sembiring et al. (2023) state that e-service 
quality has a positive and significant effect on reuse intention. Different results were found by Waluya et al. (2019) and 
Ginting et al. (2022) which state that e-service quality has no significant effect on reuse intention. 

Apart from e-service quality, a key factor in online buying and selling activities is trust (Masarianti and Darwini, 2019). 
Transactions in online shopping systems between sellers and buyers make trust an important role. According to 
Yolandari and Kusumadewi (2018), trust in brands is very important to maintain long-term online buying and selling 
relationships. Based on the results of research by Narahdita et al. (2020), Nelwan et al. (2021), and Febriani and Ardani 
(2021), show that trust has a significant positive effect on reuse intention. Different results were found in research by 
Masarianti and Darwini (2019) and Ikhsan and Lestari (2021), trust does not have a significant effect on reuse intention 
in the marketplace. 

The results of previous studies find that there are gaps in research results regarding the effect of e-service quality and 
brand trust on reuse intention, therefore, to support the formation of reuse intention it is also important to pay attention 
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to customer value and customer satisfaction. Based on the results of this study, to increase the intention to reuse it is 
important to create customer satisfaction (Rafiah, 2019). Satisfied customers will usually have a positive impression 
which will then trigger the intention to reuse. According to Lestari and Ellyawati (2019), and according to Ginting et al. 
(2022), state that customer satisfaction is able to mediate the effect of e-service quality on repurchase intention. These 
results indicate that in this study customer satisfaction is able to mediate the effect of e-service quality on reuse 
intention. Research by Devi and Sulistyawati (2018), Sumara and Salim (2018), and Jayaputra and Kempa (2022), found 
that customer satisfaction is able to mediate the effect of trust on repurchase intention. These results indicate that in 
this study customer satisfaction is able to mediate the effect of brand trust on reuse intention. 

Consumers will reuse and repurchase a product or service when the company is able to fulfill desires and is able to 
satisfy customers (Lestari and Hamid, 2020). This statement is in accordance with previous research, namely according 
to Hasman et al. (2019), Rohwiyati and Praptiestrini (2019), and Rahayu and Saodin (2021), customer satisfaction has 
a positive and significant effect on repurchase intention or in this study is the intention to reuse. Different results were 
found in the research of Ongkowijoyo (2022), and Yusus (2022) which stated that customer satisfaction does not have 
a significant effect on customer intention to repurchase, which in this study is reuse intention. 

2. Literature Review and Hypothesis Development 

Hasman et al. (2019) state that e-service quality shows the company's ability to provide customer needs by utilizing the 
internet network. The quality of service on the internet network is an important factor in determining the success or 
failure of an e-commerce (Rohwiyati and Praptiestrini, 2019). Based on research from Sulistianingsih and Trishananto 
(2021), Pratiwi et al. (2022), and Sembiring et al. (2023) state that e-service quality has a positive and significant effect 
on reuse intention. These results indicate that the better the quality of the e-service provided, the more customers' 
intention to reuse a product or service increases. Different results were found by Waluya et al. (2019) and Ginting et al. 
(2022) which state that e-service quality has no significant effect on reuse intention.  

2.1. H1: E-service quality has a positive and significant effect on reuse intention. 

The key factor in online buying and selling activities is trust (Masarianti and Darwini, 2019). According to Yolandari and 
Kusumadewi (2018), trust in brands is very important to maintain long-term online buying and selling relationships. 
Based on the results of research by Narahdita et al. (2020), Nelwan et al. (2021), Febriani and Ardani (2021), Prayudi 
et al. (2022), and Lufiati and Suparna (2023), show that trust has a significant positive effect on reuse intention. These 
results identify that the higher the customer's trust in a brand, the higher the intention to reuse a product or service. 
Different results were found in research by Masarianti and Darwini (2019) and Ikhsan and Lestari (2021), trust does 
not have a significant effect on reuse intention in the marketplace. Based on the results of empirical studies, the 
following hypothesis can be formulated: 

2.2. H2: Brand trust has a positive and significant effect on reuse intention. 

Reuse intention occurs after getting what is expected more than expectations (Prakosa and Wintaka, 2020). According 
to Zhang and Kim (2021), reuse intention arises when the performance of the product/service is in accordance with the 
expected benefits so that this determines consumer satisfaction and generates reuse intention. Consumers will reuse 
and repurchase a product or service when the company is able to fulfill desires and is able to satisfy customers (Lestari 
and Hamid, 2020). Based on Hasman et al. (2019), Rohwiyati and Praptiestrini (2019), Rahayu and Saodin (2021), 
Natalia and Suparna (2023), and Dwijayanti et al. (2023), customer satisfaction has a positive and significant effect on 
repurchase intentions or reuse intentions. This identifies that the higher the customer satisfaction, the higher the 
customer's intention to reuse a product or service.  Different results were found in the research of Ongkowijoyo (2022), 
and Yusuf (2022) which stated that customer satisfaction does not have a significant effect on consumer intention to 
repurchase, which in this study is the intention to reuse.  

2.3. H3: Customer satidfaction has a positive and significant effect on reuse intention. 

Good service quality will create customer satisfaction (Lestari and Ellyawati, 2019). Research by Hasman et al. (2019) 
states that e-service quality has a positive and significant effect on customer satisfaction. The same results were 
obtained from the research of Rohwiyati and Praptiestrini (2019), Rahayu and Saodin (2021), and Morsi (2023), that e-
service quality has a positive and significant effect on customer satisfaction. These results identify that the better the 
quality of e-service provided, the higher customer satisfaction. Different results were found in the research of Ciputra 
and Prasetya (2020), namely e-service quality has no significant effect on customer satisfaction. 
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2.4. H4: E-service quality has a positive and significant effect on customer satisfaction. 

According to Yolandari and Kusumadewi (2018) trust is very important for long-term online business relationships. 
Building trust has an impact on customer satisfaction (Yolandari and Kusumadewi, 2018). This theory is supported by 
the results of research from Diputra and Yasa (2021), Hamzah (2021), and Rahmawati (2021), namely brand trust has 
a positive and significant effect on customer satisfaction. This identifies that the higher the customer's trust in the brand, 
the higher the customer satisfaction. Different results were found in the research of Kartika and Soenarmi (2019), 
namely trust has a positive but insignificant effect on customer satisfaction. Based on the results of empirical studies, 
the following hypothesis can be formulated: 

2.5. H5: Brand trust has a positive and significant effect on customer satisfaction 

Zeithaml et al. (2018) state that customer satisfaction or customer satisfaction is a reaction to the satisfaction of 
customer desires for a product or service that satisfies according to the customer's own expectations. According to 
Zhang and Kim (2021), reuse intention arises when the performance of the product/service is in accordance with the 
expected benefits so that this determines consumer satisfaction and gives rise to reuse intention. This theory is in line 
with the results of research by Lestari and Ellyawati (2019), Anggraini et al. (2020), Jasin and Firmansyah (2022), 
Dayani et al. (2022) and Ginting et al. (2022), state that customer satisfaction can mediate the effect of e-service quality 
on repurchase intention. These results indicate that the effect of e-service quality is stronger on reuse intention with 
the mediation of customer satisfaction. Based on the results of empirical studies, the following hypothesis can be 
formulated: 

2.6. H6: Customer satisfaction is able to positively and significantly mediate the effect of e-service quality on 
reuse intention. 

According to Lestari and Hamid (2020), consumers will reuse and repurchase a product or service when the company 
is able to fulfill desires and be able to satisfy customers. Research by Devi and Sulistyawati (2018), Sumara and Salim 
(2018), and Jayaputra and Kempa (2022), found that customer satisfaction can mediate the effect of trust on repurchase 
intention. These results indicate that the effect of brand trust is stronger on reuse intention with mediation from 
customer satisfaction.  

H7: Customer satisfaction can positively and significantly mediate the effect of brand trust on reuse intention. 

3. Methods 

The subjects of this research are Traveloka customers who have made transactions on the Traveloka application at least 
3 times within 1 year with a minimum age of 18 years and reside in Denpasar. The research objects studied include the 
quality of electronic services provided by Traveloka to customers, customer trust in Traveloka, customer satisfaction, 
and customer reuse intentions in the Traveloka application. The population in this study are all Traveloka customers in 
Denpasar who have shopped at Traveloka e-commerce at least 3 times within one year, which is infinite. According to 
Hair et al. (2017: 176), if the population is unknown, you can calculate the sample size by (5-10) times the number of 
variable measurement indicators. The variable measurement indicators used in this study totaled 31 so that the sample 
size was in the range of 155 to a maximum of 310 respondents. This study used the maximum sample, namely 310 
respondents to avoid a sample shortage when there were questionnaire answers that did not meet the research criteria. 
The sampling method used in this research is nonprobability sampling. The nonprobability sampling technique chosen 
is purposive sampling, which is a sampling technique with certain considerations (Sugiyono, 2021: 144). The sample 
criteria in this study are as follows: 

 At least 18 years old 
 The last education is high school / equivalent 
 Reside in Denpasar 
 Have transacted in the Traveloka application at least 3 times within 1 year 

Data analysis was carried out using the Partial Least Square (PLS) method using SmartPLS software version 3. PLS is 
one of the methods of solving Structural Equation Modeling (SEM) which in this case is more compared to other SEM 
techniques. 
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4. Result and Discussion 

4.1. Evaluation of the structural model or inner model 

Inner model analysis is a structural model that ensures that the structural model is strong and accurate. The following 
Figure 1 is a path diagram of the structural model (inner model). 

 

Figure 1 Structural Model  

4.2. R-square 

The calculation of the R-Square (R2) value aims to see how much the correlation value of the endogenous variables 
resulting from the PLS estimation of each path (Hair et al., 2017: 213). The R-square (R2) value ranges from 0 to 1, 
assuming the higher the R-square value, the better the research structural model. The results of the R-square value can 
be seen in Table 1. 

Table 1 R-Square 

 Variable R Square 

Customer satisfaction 0.560 

Reuse intention   0.709 

Primary Data, 2024 
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Based on Table 1, the R-square value of the customer satisfaction variable is 0.560. This means that 56 percent of the 
variability of the customer satisfaction construct can be explained by the e-service quality and brand trust variables, 
while the remaining 44 percent of the customer satisfaction variable is explained by other variables outside the model. 
Likewise, the reuse intention variable has an R-square value of 0.709. This means that 70.9 percent of the variability of 
the reuse intention construct can be explained by the e-service quality, brand trust, and customer satisfaction variables, 
while the remaining 29.1 percent of the reuse intention variable is explained by other variables outside the model.  

4.3. Q-Square predictive relevance 

Inner model testing is done by looking at the Structural Model Evaluation value through Q-Square Predictive Relevance 
(Q2) Q-Square Predictive Relevance (Q2) is a measure of how well the observations made give results to the research 
model. The Q-Square Predictive Relevance (Q2) value ranges from 0 (zero) to 1 (one). The closer to 0 the Q-Square 
Predictive Relevance (Q2) value is, it indicates that the research model is getting worse, on the other hand, the further 
away from 0 (zero) and the closer to the value of 1 (one), this means that the research model is getting better. The model 
of the effect of e-service quality, brand trust, and customer satisfaction on reuse intention provides an R-square value 
as listed in Table 1. 

Q2 = 1 – ( 1 – R21) ( 1 – R22)  

  = 1 – (0.440) (0.291) 

  = 1 – 0.128 = 0.872 

The result of the Q2 calculation is 0.872, meaning that 87.2 percent of the reuse intention variable in the Traveloka 
application has a relevant predictive value of 87.2 percent because it can explain the information in this study and is 
classified as very strong. 

4.4. Goodness of Fit (GoF) 

This GoF value is obtained from the square root of the product of the average variance extracted (AVE) value and the 
average R-square (R2) value. The GoF criteria are in the value range 0 (zero) - 1 (one) with the interpretation of the 
value, namely 0.1 (small GoF), 0.25 (moderate GoF), and 0.36 (large GoF). The following is the calculation of Goodness 
of Fit in testing the structural model. 

𝐺𝑜𝐹  = √𝐴𝑉𝐸 × 𝑅2   

  𝐴𝑉𝐸  = average AVE = 0,845 

  𝑅2  = average 𝑅2     = 0,635 

𝐺𝑜𝐹  = √𝐴𝑉𝐸 × 𝑅2   

𝐺𝑜𝐹  = √0,845 × 0,635   

𝐺𝑜𝐹  = 0,732 

Based on the results of these calculations, the GoF value is 0.732, which means that the research model already has a 
large GoF value. This value affects the goodness of the structural model in this study. The overall test of the structural 
model (inner model) obtained good results, so that this structural model was declared good and was able to provide 
predictive power for the influence of exogenous variables on endogenous variables in this study. 

4.5. Hypothesis Testing 

Based on the results of the PLS analysis, it shows the direction and influence of each independent variable on the 
dependent variable. These results can be described as follows: 



World Journal of Advanced Research and Reviews, 2024, 23(03), 2113–2124 

2118 

Table 2 Hypothesis Testing 

Hypothesis Original Sampel (O) p values Result 

E-service quality -> Reuse intention 0.183 0.002 Accepted 

Brand trust -> Reuse intention 0.307 0.000 Accepted 

Customer satisfaction -> Reuse intention 0.457 0.000 Accepted 

E-service quality -> Customer satisfaction 0.495 0.000 Accepted 

Brand trust -> Customer satisfaction 0.326 0.000 Accepted 

E-service quality -> Customer satisfaction -> Reuse intention 0.226 0.000 Accepted 

Brand trust -> Customer satisfaction -> Reuse intention 0.149 0.000 Accepted 

Primary Data, 2024 

4.6. E-service quality on reuse intention   

Based on Table 2, it can be seen that the results of the effect of e-service quality on reuse intention produce an original 
sample value of 0.183, which shows a positive number, so it can be explained that e-service quality on reuse intention 
has a positive effect. The pvalues value of 0.002 <0.05 indicates that e-service quality has a positive and significant 
effect on reuse intention or H1 is accepted. This result also means that the higher the value of the e -service quality 
variable, the value of the reuse intention variable will also increase significantly.  

4.7. Brand trust on reuse intention 

Based on Table 2, it can be seen that the results of the effect of brand trust on reuse intention produce an original 
sample value of 0.307, which shows a positive number, so it can be explained that brand trust on reuse intention has 
a positive effect. The pvalues value of 0.000 <0.05 indicates that brand trust has a positive and significant effect on 
reuse intention or H2 is accepted. This result also means that the higher the value of the brand trust variable, the 
value of the reuse intention variable will also increase significantly.  

4.8. Customer satisfaction on reuse intention   

Based on Table 2, it can be seen that the results of the effect of customer satisfaction on reuse intention produce an 
original sample value of 0.457, which shows a positive number, so it can be explained that customer satisfaction on 
reuse intention has a positive effect. The pvalues value of 0.000 <0.05 indicates that customer satisfaction has a 
positive and significant effect on reuse intention or H3 is accepted. This result also means that the higher the value 
of the customer satisfaction variable, the value of the reuse intention variable will also increa se significantly.  

4.9. E-service quality on customer satisfaction 

Based on Table 2, it can be seen that the results of the effect of e-service quality on customer satisfaction produce an 
original sample value of 0.495, which shows a positive number, so it can be explained that e-service quality on 
customer satisfaction has a positive effect. The pvalues value of 0.000 <0.05 indicates that e -service quality has a 
positive and significant effect on customer satisfaction or H5 is accepted. This result also means t hat the higher the 
value of the e-service quality variable, the value of the customer satisfaction variable will also increase significantly.  

4.10. Brand trust on customer satisfaction  

Based on Table 2, it can be seen that the results of the effect of brand trust on customer satisfaction produce an 
original sample value of 0.326, which shows a positive number, so it can be explained that brand trust on customer 
satisfaction has a positive effect. The pvalues value of 0.000 <0.05 indicates that brand trust has a  positive and 
significant effect on customer satisfaction or H5 is accepted. This result also means that the higher the value of the 
brand trust variable, the value of the customer satisfaction variable will also increase significantly.  

4.11. Customer satisfaction mediate E-service quality on reuse intention 

Based on Table 2, it can be seen that the results of the effect of e-service quality on reuse intention through customer 
satisfaction as mediation produce an original sample value of 0.226, which shows a pos itive number, so it can be 
explained that e-service quality on reuse intention through customer satisfaction as mediation has a positive effect. 
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The pvalues of 0.000 <0.05 indicate that e-service quality has a positive and significant effect on reuse intention 
through customer satisfaction as a mediating variable or H6 is accepted. This result also means that the higher the 
value of the e-service quality variable, the value of the reuse intention variable through customer satisfaction will 
also increase significantly.  

4.12. Customer satisfaction mediate brand trust on reuse intention 

Based on Table 2, it can be seen that the results of the effect of brand trust on reuse intention through customer 
satisfaction as mediation produce an original sample value of 0.149, which shows a positive number, so that it can be 
explained that brand trust on reuse intention through customer satisfaction is significant.  

4.13. Testing the Role of Mediating 

The role of mediating shows the relationship between independent and dependent variables through connecting or 
mediating variables. The effect of variables on dependent variables does not occur directly but through a transformation 
process represented by the mediating variable. Calculating VAF with the formula is as follows: 

VAF= (indirect effect)/(direct effect+indirect effect) 

If the VAF value is above 80 percent, it shows the role of M as a full mediator (full mediation). M is categorized as a 
partial mediator if the VAF value ranges from 20 percent to 80 percent, but if the VAF value is less than 20 percent, it 
means that there is almost no mediation effect. 

The role of customer satisfaction in mediating the effect of e-service quality on reuse intention is as follows: 

VAF= (Indirect effect)/(Direct effect+Indirect effect) 

= 0.226/(0.183+0.226) 

= 0.552 (55.2%) 

Based on the VAF test, the calculated value of 55.2 percent, which is between 20 percent and 80 percent, can be 
categorized as a partial mediation. Based on these results, customer satisfaction partially mediates the effect of e-service 
quality on reuse intention, which means that e-service quality can effect reuse intention with or without going through 
customer satisfaction. 

The role of customer satisfaction in mediating the effect of brand trust on reuse intention is as follows: 

VAF = (Indirect effect) / (Direct effect + Indirect effect) 

= 0.149 / (0.307 + 0.149) 

= 0.326 (32.6%) 

Based on the VAF test, the calculated value of 32.6 percent, which is between 20 percent and 80 percent, can be 
categorized as a partial mediation. Based on these results, customer satisfaction partially mediates the effect of brand 
trust on reuse intention, which means that brand trust can effect reuse intention with or without going through 
customer satisfaction. 

5. Conclusion 

E-service quality and brand trust can affect customer satisfaction and can affect reuse intention. The results of the 
mediation test in this study also obtained empirical evidence stating that customer satisfaction can mediate the 
influence of e-service quality and brand trust on reuse intention. Technology Acceptance Model (TAM) formed by the 
perception of benefits and perception of ease is related to Expectancy Disconfirmation Theory (EDT) regarding a 
person's satisfaction and dissatisfaction will form an intention. Intention then affects how a person behaves. With this 
theory as the basis for the current study, it can analyze the influence of intention on the behavior of decisions to reuse 
an application. 
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5.1. Managerial Implication 

This research is expected to be a consideration and input for e-commerce parties, especially Traveloka in improving 
customer satisfaction and reuse intention on the application. A deep understanding of how e-service quality and brand 
trust affect reuse intention through customer satisfaction can help management optimize marketing, operational, and 
risk management strategies. Management can conduct consistent marketing campaigns on social media by highlighting 
positive testimonials from satisfied tourists. Management must focus on aspects such as service quality, product 
reliability, effectiveness of application use, security, and building customer trust so that it can help build customer 
satisfaction. 

Compliance with ethical standards 

Disclosure of conflict of interest 

No conflict of interest to be disclosed.  

References 

[1] Anggita, M. dan Trenggana, A. F. M. (2020). Pengaruh Customer Engagement dan E-Service Quality Terhadap Niat 
Beli Ulang dengan Kepuasan Pelanggan Sebagai Variabel Mediator Tiket.com. ProBank. Vol. 5(1), 83–99. 

[2] Anggraini, L., Syafriani, O., dan Yeni, H. (2020). Pengaruh E-Service Quality, Media Advertising Terhadap 
Kepuasan Pelanggan dan Niat Membeli Kembali Pada Travel Agent Online “Traveloka.Com”. Jurnal Penelitian dan 
Kajian Ilmiah. Vol. 15(2), 15-24. 

[3] Ardianto, Y., Thalib, S., dan Riskarini, D. (2021). Analisis Repurchase Intention Melalui Customer Satisfaction 
Dilihat dari Experiental Marketing dan Servicescape. Jurnal Riset Bisnis. Vol 4(2), 155-172. 

[4] Aslam, W., Ham, M., dan Farhat, K. (2018). Influencing Factors of Brand Perception on Consumers’ Repurchase 
Intention: An Examination of Online Apparel Shopping. Management : Journal of Contemporary Management 
Issues, 23 (2), hal.87-101. 

[5] Aziz, F. I. dan Sudarwanto, T. (2020). Pengaruh Dimensi Experiential Marketing terhadap Kepuasan Pelanggan di 
Mulyo Redjo Jombang. BIMA: Journal of Business and Innovation Management, 3(1), hal.113-126. 

[6] Bernarto, I., Wilson, N., dan Suryawan, I. N. (2019). Pengaruh Website Design Quality, Service Quality, Trust dan 
Satisfaction terhadap Repurchase Intention (Studi Kasus: Tokopedia.com). Jurnal Manajemen Indonesia, 19(1), 
hal. 80-90. 

[7] Candra, S., Nuruttarwiyah, F., Hapsari, I.H. 2020. Revisited the Technology Acceptance Model with E-Trust for 
Peer to Peer Lending in Indonesia (Persepective from Fintech Users).  . Vol. 11(4), 710-721. 

[8] Chandra, W. dan Wirapraja, A. (2020). The Effect of Application Usability, Service Quality, and E-Satisfaction on 
Purchase Intention of GoFood Customers. Indonesian Journal of Information Systems (IJIS). Vol. 3(1), 112-132. 

[9] Choi, D., Chung, C. Y., dan Young, J. (2019). Sustainable Online Shopping Logistics for Customer Satisfaction and 
Repeat Purchasing Behavior Evidence from China. MDPI : Sustainability. Vol. 11(20), 5626. 

[10] Ciputra, W. dan Prasetya, W. (2020). Analisis Pengaruh E-Service Quality, Perceived Value terhadap Customer 
Satisfaction, Trust, dan Customer Behavioral Intention (Survei pada Customer Toko Online www.blibli.com). 
COMMENTATE: Journal of Communication Management. Vol. 1 (2), 109 -128. 

[11] Darmawan, M.H. dan Yasa, NNK. (2022). The Role of Experiential Value in Mediate Experiential Marketing on 
Repurchase Intention. International Research Journal of Management, IT & Social Sciences. Vol. 9 (1), 168-180. 

[12] Davis, F.D. (1989). Perceived Usefulness, Perceived Ease of Use, and User Acceptance of Information Technology. 
MIS Quarterly. Vol.13 (13), 319-340.  

[13] Dayani, A., Rivai, A., dan Aditya, S. (2022). The Impact of E-Service Quality and Brand  Trust on Repurchase 
Intention with Customer Satisfaction as Intervening for Telemedicine Application Users. Jurnal Dinamika 
Manajemen dan Bisnis. Vol.5 (2), 2614-1353. 

[14] Devi, P. dan Sulistyawati, E. (2018). Peran Customer Satisfaction Memediasi Pengaruh Online Trust terhadap 
Repurchase Intention (Studi pada Konsumen Florist Online di Kota Denpasar). E-Jurnal Manajemen UNUD, Vol. 
7(6), 2856-2886. 

https://hrcak.srce.hr/management
https://hrcak.srce.hr/management


World Journal of Advanced Research and Reviews, 2024, 23(03), 2113–2124 

2121 

[15] Diputra, I.G.A.W. dan Yasa, N.N.K. (2021). The Influence Of Product Quality, Brand Image, Brand Trust On 
Customer Satisfaction And Loyalty. American International Journal of Business Management (AIJBM). Vol. 4(1), 
25-34. 

[16] Dwijayanti, N.M.A.M., Suasana, I.G.A.K.G., Giantari, I.G.A.K., dan Suparna, G. (2023). The Role of Satisfaction 
Mediates The Effect of Perceived Usefulness and Perceived Ease of Use on The Intension of Reuse Shopeepay. 
American Journal of Humanities and Social Sciences Research (AJHSSR). Vol. 7(8), 01-14. 

[17] Fared, M. A., Darmawan, D., dan Khairi, M. (2021). Contribution of E-Service Quality to Repurchase Intention with 
Mediation of Customer Satisfaction: Study of Online Shopping Through Marketplace. Journal of Marketing and 
Business Research. Vol. 1(2), 93-106. 

[18] Febriani, N. dan Ardiani, I. The Influence of Customer Experience, Ease of Use, and Trust on Repurchase Intention 
(Case Study of Tokopedia Consumers in Denpasar). American Journal of Humanities and Social Sciences Research 
(AJHSSR). Vol. 5(2), 378-383. 

[19] Febrini, I. Y., Widowati, R., dan Anwar, M. (2019). Pengaruh Experiential Marketing terhadap Kepuasan 
Pelanggan dan Niat Beli Ulang di Warung Kopi Klotok, Kaliurang, Yogyakarta. Jurnal Manajemen Bisnis, 10(1), 
hal.35–54.  

[20] Firmansyah, N. dan 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. Vol. 4 (8), 552-559. 

[21] Ghozali, I. (2014). Srtuctural Equation Modeling, Metode Alternatif dengan Partial Least Square (PLS). Badan 
Penerbit Unversitas Diponegoro. 

[22] Ghozali, I. dan Latan, H. (2015). Partial Least Squares Konsep Teknik dan Aplikasi dengan Program Smart PLS 3.0. 
Semarang: Universitas Diponegoro Semarang. 

[23] Ginting, Y., Chandra, T., Miran, I., dan Yusriadi. (2022). Repurchase Intention of E-Commerce Customers in 
Indonesia: An Overview of The Effect of E-Service Quality, E-Word Of Mouth, Customer Trust, and Customer 
Satisfaction Mediation. International Journal of Data and Network Science. Vol. 7(1), 329-340. 

[24] Hair, Jr. J, F., Matthews, L. M., Matthews, R. L. dan Sarstedt, M. (2017). PLS-SEM or CB-SEM: Updated Guidelines 
on Which Methods to use. Int. J. Multivariate Data Analysis, 1 (2), pp. 107-123. 

[25] Hairani, R. (2023). Dorong Pariwisata Berkelanjutan, Traveloka jadi Affiliate Member UNWTO. Radio Republik 
Indonesia (RRI). 

[26] Hamzah, A. (2021). Kualitas Pelayanan Terhadap Kepuasan Pelanggan Toko Online Lazada (Studi Kasus : 
Masyarakat Kecamatan Sukarami Palembang). Jurnal Manajemen. Vol. 9(1), 1-161. 

[27] Hartono, K. B. dan Salim, L. (2020). Pengalaman Pemasaran dan Kualitas Layanan terhadap Loyalitas Pelanggan 
dengan Kepuasan Pelanggan dan Kepercayaan sebagai Variabel Mediasi. Jurnal Ekonomi dan Bisnis, 23(2), hal.20-
30.  

[28] Hasman, H. C. P., Ginting, P., dan 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), hal. 299–307. 

[29] Heryanto, Hidayati, T., dan Wahyuni, S. (2021). Pengaruh Experiential Marketing dan Kualitas Pelayanan 
Terhadap Kepuasan Konsumen dan Word of Mouth. Syntax Literate: Jurnal Ilmiah Indonesia. Vol. 6 (1), 2541-
0849. 

[30] Ikhsan dan Lestari, R. (2021). Pengaruh Promotion, Perceived Value, E- Service Quality, dan E-Trust Terhadap E-
Repurchase Intention dan E-Loyalti Konsumen E-Commerce Tokopedia di Kota Banda Aceh. Jurnal Ilmiah 
Magister Manajemen. Vol. 4(2), 124-138. 

[31] Jasin, M. dan Firmansyah, A. (2022). The Role of Service Quality and Marketing Mix on Customer Satisfaction and 
Repurchase Intention of SMEs Products. Uncertain Supply Chain Management. Vol. 11(23). 383–390. 

[32] Jayaputra, R. dan Kempa, S. (2022). Pengaruh E-Service Quality dan E-Trust terhadap Repurchase Intention 
melalui E-Customer Satisfaction pada Pengguna Shopee Food. AGORA. Vol. 10(1), 12087-22841. 

[33] Jovianggi, B. dan Soelasih, Y. (2020). Analisis Atribut Toko Online Terhadap Repurchase Intention Dengan 
Mediasi Customer Satisfaction Di Indonesia. JMM : Jurnal Manajemen Maranatha. Vol. 20(1), 41-50. 

http://m.growingscience.com/beta/ijds/5792-repurchase-intention-of-e-commerce-customers-in-indonesia-an-overview-of-the-effect-of-e-service-quality-e-word-of-mouth-customer-trust-and-customer-satisfaction-mediation.html
http://m.growingscience.com/beta/ijds/5792-repurchase-intention-of-e-commerce-customers-in-indonesia-an-overview-of-the-effect-of-e-service-quality-e-word-of-mouth-customer-trust-and-customer-satisfaction-mediation.html
http://m.growingscience.com/beta/ijds/5792-repurchase-intention-of-e-commerce-customers-in-indonesia-an-overview-of-the-effect-of-e-service-quality-e-word-of-mouth-customer-trust-and-customer-satisfaction-mediation.html
http://m.growingscience.com/beta/ijds/


World Journal of Advanced Research and Reviews, 2024, 23(03), 2113–2124 

2122 

[34] Kartika, C. dan Soenarmi. (2019). Pengaruh Servicescape, Quality Communication Service dan Trust Customer 
Terhadap Customer Satifaction dan Dampaknya Pada Relationship Intention Nasabah Bank Syariah di Surabaya. 
Conference on Innovation and Applicationof Science and Technology (CIASTECH). Vol. 4(3), 22-36. 

[35] Khoirunnisa, A. dan Astini, R. (2021). The Effects of Experiential Marketing and Social Media Marketing on 
Repurchase Intention with Brand Trust as Variable Mediation for Wearing Klamby Hijab Fashion Products. 
European Journal of Business and Management Research, 6(6), hal.2507-1076. 

[36] Kotler, P. dan Keller, K. L. (2012). Marketing Management (14th ed.). Prentice Hall. 

[37] Kotler, P. dan Keller, K.L. (2019). Marketing Management. 4th Edition. 

[38] Lestari, V. T. dan Ellyawati, J. (2019). Effect of E-Service QualityOn Repurchase Intention: Testing The Role of E-
Satisfaction as Mediator Variable. International Journal of Innovative Technology and Explor-ing Engineering. Vol. 
8(7C2), 158–162. 

[39] Lestari, I. dan Hamid, R. S. (2020). Analisis Tingkat Kepercayaan Dan Kepuasan Pelanggan Terhadap Niat Untuk 
Menggunakan Kembali Layanan Transportasi Online Di Era Pandemi Covid-19. Equilibrium : Jurnal Ilmiah 
Ekonomi, Manajemen dan Akuntansi. Vol. 9(1), 27–35. 

[40] Lufiati, L.O. dan Suparna, G. (2023). The Influence of Digital Marketing on Repurchase Intentions Mediated by 
Trust in the Shopee Marketplace in Denpasar City. International Journal of Social Science And Human Research. 
Vol. 6(8), 4788-4794. 

[41] Malhotra, N., Sahadev, S., dan Purani, (2017). Psychological Contract Violation and Customer Intention to Reuse 
Online Retailers: Exploring Mediating and Moderating Mechanisms. Journal of Business Research. Vol. 7(5), 17-
28. 

[42] Masarianti, I. G. A. A. A. dan Darwini, S. (2019). Pengaruh Trust dan Easy of Use terhadap Niat Beli Ulang pada 
Marketplace Traveloka di Kota Mataram. Jurnal Riset Manajemen, 19(1), hal.20-32. 

[43] Morsi, S. (2023). Evaluation of E-Service Quality and Its Impact on Customer Satisfactions for Mobile Commerce 
Applications in Egypt. Journal of System and Management Sciences. Vol. 13 (4), 370-388. 

[44] Mowen, J.C., dan Minor, M. (2012). Comsumer Behavior. 11st Edition Boston: Prentice Hall. 

[45] Muharam, M. dan Endraria. (2021). E-Service Quality, Customer Trust and Satisfaction : Market Place Consumer 
Loyalty Analysis. Jurnal Minds : Jurnal Manajemen Ide dan Inspirasi. Vol. 8 (2), 237-254. 

[46] Mutahar, A. M., Daud, N. M., Mara, U. T., Ramayah, T., Isaac, O., Aldholay, A. H., dan Mara, U. T. (2018). The Effect 
of Awareness and Perceived Risk on The Technology Acceptance Model (TAM). Mobile banking in Yemen. Int. J. 
Services and Standards. Vol. 12(2), 180– 204. 

[47] Nandankar, S., Sachan, A., Mukherjee, A., dan Adhikari, A. (2021). Quality Paper Electronic Service Quality (E-SQ) 
Measurement: A Cross-Functional Review. International Journal of Quality and Reliability Management. Vol. 40 
(1), 148-168. 

[48] Narahdita, A., Aisjah, S., dan Kusniah, N. (2020). Trust and Perceived Benefit as Antecedents of Reuse Intention 
in Mobile Payment Services. Journal of Applied Management (JAM). Vol. 18 (4), 1693-5241. 

[49] Natalia, N.K.T. dan Suparna, G. (2023). The Role of Customer Satisfaction in Mediating The Effect of Product 
Quality and Service Quality on Customers’ Repurchase Intention of a Coffee Shop in Bali, Indonesia. European 
Journal of Business and Management Research. Vol. 8(5), 132-136. 

[50] Nelwan, J., Yasa, N., Sukaatmadja, I., dan Ekawati, N. (2021). Antecedent Behaviour and Its Implication on The 
Intention to Reuse The Internet Banking and Mobile Services. International Journal of Data and Network Science. 
Vol. 5(3), 451-464. 

[51] Ngatno. (2015). Analisis Data Variabel Mediasi dan Moderasi Dalam Riset Bisnis Dengan Program SPSS (1st ed.) . 
Yogyakarta: CV Farisma Indonesia. 

[52] Ojochide, P., Mubo, A., Oluwaseyi, P., Bunmi, A., dan Ineba, D. (2023). E-Service Quality and Customer Loyalty in 
The E-Commerce Market, South West, Nigeria: Post-COVID-19. Innovative Marketing. Vol. 19(3), 114-122. 

[53] Oliver, R.L. (1993). Cognitive, Affective, and Attribute Bases of the Satisfaction Response. Journal of Consumer 
Research. Vol. 20(3), 418. 

[54] Oliver, R.L. (2014). Satisfaction: A Behavioral Perspective on the Consumer. Routledge. 



World Journal of Advanced Research and Reviews, 2024, 23(03), 2113–2124 

2123 

[55] Ongkowijoyo, T.E. (2022). The Effect of Price and Product Quality on Consumer Satisfaction and Repurchase 
Interest at Cipork Keriyuk (Cab. G-Walk).  International Journal of Review Management Business and 
Entrepreneurship. Vol. 2(1), 11-23. 

[56] Pade, A. L. dan Prayoga, J. W. (2022). Subjective Norms Are Not Important for Millennials in Determining Their 
Interest in Technology: TAM and TPB Models Examines. JESI (Jurnal Ekonomi Syariah Indonesia). Vol. 12(2), 143- 
162. 

[57] Parasuraman, A., Zeithaml, V. A., dan Malhotra, A. (2005). E-SQUAL: A Multiple –Item Scale for Assesing Electronic 
Service Quality. Journal of Service Research. Vol. 7(10), 1-21. 

[58] Pelealu, D. R. (2021). Analisis Customer Loyalty yang Diprediksi oleh Servqual, Service Innovation dan Brand 
Image melalui Customer Satisfaction. Revitalisasi: Jurnal Ilmu Manajemen, 10(1), hal.141-156. 

[59] Prabawa, I.M.A., Ekawati, N.W., Yasa, N.N.K., dan Suparna, G. (2022). The Role of Consumer Satisfaction in 
Mediating The Effect of Customer Experience and Brand Image on Repurchase Intention : A Study on OLX Autos 
Dealer indonesia. RJOAS. Vol. 12 (132), hal. 12-32. 

[60] Prakosa, A. dan Jati Wintaka, D. (2020). Analisis Faktor-Faktor Yang Mempengaruhi Minat Penggunaan Ulang E-
Wallet pada Generasi Milenial di Daerah Istimewa Yogyakarta. Bisman (Bisnis Dan Manajemen): The Journal Of 
Business And Management . Vol. 3(1), 72-85. 

[61] Pratiwi, D., Rahmiati, dan Abror. (2022). The Influence of Ease of Use, E-Service Quality and Perceived Usefulness 
as an Intervening Variable an Intention to Reuse Zalora Online Fashion Application. Banking and Management 
Review. Vol. 11 (1), 2828-4313. 

[62] Prasetya, D. E. dan Farida, N. (2021). Pengaruh Brand Image dan Service Quality terhadap Repurchase Intention 
melalui Cutomer Value sebagai Variabel Intervening (Studi pada Pengguna Jasa Bus PT. Pahala Kencana Cabang 
Kudus Jurusan Kudus-Jakarta Kelas Eksekutif). JIAB : Jurnal Ilmu Administrasi Bisnis. Vol. 10(1), 697-706. 

[63] Prayudi, I.G., Sukaatmadja, I.P.G., Yasa, N.N.K., dan Giantari, I.G.A.K. (2022). The Role of Trust in Mediation the 
Effect of Perception of Ease of Use and Perception of Usefulness on Intention to Re-Using the Mobile Banking 
Service. International Research Journal of Management, IT & Social Sciences. Vol. 9 (4), 482-493.   

[64] Rafiah, K.K. (2019). Analisis Pengaruh Kepuasan Pelanggan dan Kepercayaan Pelanggan terhadap Loyalitas 
Pelanggan dalam Berbelanja melalui E-commerce di Indonesia. Al Tijarah. Vol. 5(1), 46-56. 

[65] Rahayu, K. S. dan Saodin, S. (2021). E-Servqual on E-Trust, E-Satisfaction and Online Repurchase Intention. 
Review of International Geograohical Education (RIGEO), 11(4), 1426–1439. 

[66] Rahayu, S. dan Sutejo, L. W. (2022). Analisis Pengaruh Brand Trust dan Desain Produk dalam Meningkatkan 
Keputusan Pembelian pada Toko Miniso Passific Mall Tegal. Jurnal Strategik, 10(1). 

[67] Rahmawati. (2021). Analisis Pengaruh Kualitas Pelayanan, Kepuasan Pelanggan Dan Kepercayaan Terhadap 
Loyalitas Pelanggan Traveloka (Studi Pada Pengguna Traveloka di DKI Jakarta). Tesis. Sekolah Tinggi Ilmu 
Ekonomi Indonesia Jakarta. 

[68] Rahmanda, F. dan Farida, N. (2021). Pengaruh Brand Image dan Customer Experience terhadap Repurchase 
Intention dengan Brand Trust sebagai Variabel Intervening pada J.Co Donuts & Coffee Paragon Mall dan Java 
Supermall Semarang. Jurnal Ilmu Administrasi Bisnis, 10(1), hal. 866-878. 

[69] Rido, M.C.W., Wardana, I.M., Giantari, I.G.A.K., dan Suparna, G. (2023). The Role of Perceived Risk and Perceived 
Ease of Use Mediates the Effect of Service Quality on Mobile Banking Use (Study on BNI Mobile Banking Users in 
Denpasar City). International Journal of Economics and Management Studies. Vol 10(7), 1-12.  

[70] Rohwiyati, R. dan Praptiestrini, P. (2019). The Effect of Traveloka E-Service Quality and Price Perception on 
Repurchase Intention: Customer Satisfaction as Mediation Variable. Indonesian Journal of Contemporary 
Management Research, 1(1), hal. 47-54. 

[71] Ramadhan, R. dan Samsudin, A. (2023). Analisis Pengaruh Experiential Marketing, Emotional Branding, dan 
Service Quality terhadap Kepuasan Konsumen Uniqlo Store Ciputra World Mall Surabaya. Al-Kraraj : Jurnal 
Ekonomi, Keuangan dan Bisnis Syariah. Vol. 5 (6), 2767-2776.  

[72] Safitri, A., Kusumastuti, E., dan Haryanti, T. (2022). Pengaruh E-Service Quality terhadap Kepuasan Konsumen 
Shopee Indonesia (Studi pada Mahasiswa di Kota Purwekerto). Jurnal Pustaka Aktiva. Vol. 2(1), 12-20. 

[73] Safitri, A., Rizan, M., dan Rahmi. (2023). E-Service Quality, Rates dan Customer Trust bagi Repurchase Intention 
Jasa Kurir. E-JE : Jurnal Ekonomi. Vol. 28 (2), 234-254. 



World Journal of Advanced Research and Reviews, 2024, 23(03), 2113–2124 

2124 

[74] Sari, P.S., Respati, N.N.R., dan Yasa, N.N.K. (2023). Pengaruh Experiential Marketing, Brand Image, Price 
Perception terhadap Customer Satisfaction pada Konsumen Starbucks Reserve Dewata. E-Jurnal Ekonomi Dan 
Bisnis Universitas Udayana. Vol. 12 (2), 327-336. 

[75] Sembiring, O., Ratnawati, A., dan Prabandari, S. (2023). The Influence of Electronic Service Quality, Electronic 
Trust and Social Influence on The Intention to Reuse BRImo through The Mediation of User Behavior. The 
International Journal of Social Science World. Vol. 5 (2), 249-262. 

[76] Sharma, P., Srivastava, A., Sharma, V., Singh, N., dan Nijjer, S. (2023). Understanding Consumer Repurchase 
Intentions Towards Luxury Retail Brands: Evidence from An Emerging Market. Journal of Retailing and Consumer 
Services. Vol. 76 (2024), 0969-6989. 

[77] Sherissa, L. dan Anza, F.A. (2022). Analisis E-Service Quality pada Aplikasi Peduli Lindungi Selama Masa Pandemi 
COVID-19 di DKI Jakarta. PUBLISIA: Jurnal Ilmu Administrasi Publik, 7(1), hal. 26-36. 

[78] Sugiyono. (2021). Metode Penelitian Kuantitatif, Kualitatif, dan R dan D. Bandung: CV. Alfabeta. 

[79] Sulistianingsih, I. dan Trishananto, Y. (2021). Faktor yang Mempengaruhi Minat Menggunakan Ulang E-Banking. 
Indonesian Journal of Economics, Entrepreneurship and Innovation. Vol.2 (1), 07-17. 

[80] Sumara, R. dan Salim, L. (2018). Service Quality, Customer Satisfaction, Brand Trust and Repurchase Intention. 
Jurnal Ilmiah Ekonomi. Vol. 15 (2), 2549-8991. 

[81] Thamrin, A. dan Francis, T. (2012). Manajemen Pemasaran. PT Raja Grafindo Persada: Jakarta. 

[82] Tira, A. C. D. H., Wardana, I. M., dan Setiawan, P. Y. (2016). Aplikasi Model TAM pada Penggunaan E-newspaper 
di Kota Denpasar. E-Jurnal Ekonomi dan Bisnis Universitas Udayana. Vol. 5(6), 1485-1512. 

[83] Trivedi, S. K. dan Yadav, M. (2018). Predicting Online Repurchase Intentions with E-Satisfaction as Mediator: A 
Study on Gen Y. VINE Journal of Information and Knowledge Management Systems, 48(3), hal. 427–447. 

[84] Waluya, B., Ridwanudin, O., dan Utami, W. (2019). Effect of E-Service Quality on the Intention to Reuse Website 
of Ota in Buying Aircraft Tickets. International Journal of Academic Research in Business and Social Sciences. Vol. 
9(3), 2222-6990. 

[85] Wicaksono, S. R. (2022). Teori Dasar Technology Acceptance Model. Jawa Timur: CV Seribu Bintang. 

[86] Wida, P. A. M. W., Yasa, N. N. K., dan Sukaatmadja, I. P. G. (2020). Aplikasi Model TAM (Technology Acceptance 
Model) pada Perilaku Pengguna Instagram. JUIMA : Jurnal Ilmu Manajemen. Vol. 6(2). 

[87] Wilis, R.A. dan 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 Ilmiah MEA (Manajemen, Ekonomi, dan 
Akuntansi), 4(3), hal. 1061-1099. 

[88] Wuisan, D. S. S., Chandra, D., Maisie, A. T., Natalia, V., dan Bernarto, I. (2020). Pengaruh Website Design Quality 
dan E-Service Quality terhadap Repurchase Intention Sociolla Trust sebagai Variabel Mediasi. Computatio: 
Journal of Computer Science and Information Systems, 4(1), hal. 55–67. 

[89] Yolandari, N. L. D. dan Kusumadewi, N. M. W. (2018). Pengaruh Pengalaman Pelanggan dan Kepercayaan 
terhadap Niat Beli Ulang secara Online melalui Kepuasan Pelanggan (Studi pada Situs Online Berrybenka.com). 
E-Jurnal Manajemen Universitas Udayana, 7(10), hal. 5343 – 5378. 

[90] Yusuf, J.C. (2022). Pengaruh Kepuasan Konsumen terhadap Minat Beli Ulang di Traveloka. Jurnal Hospitality dan 
Manajemen Jasa. Vol. 9(1), 121-131. 

[91] Zahra, N.S., Fadillah, A.F., Anjani, A.F., dan Yusuf, A. (2024). Upaya Meningkatkan E-Satisfaction melalui E-Service 
Quality dan E-Trust pada Pengguna Halodoc. JEMATech. Vol. 7(1), 2622-8122. 

[92] Zeithaml, V. A., Bitner, M. J., dan Gremler, D. D. (2018). What Are Services? (7th ed.). Mc Graw Hill Education. 

[93] Zeqiri, J., Dania, T., Adriana, L., Gagica, A., dan Gleason, K. (2023). The Impact of E-Service Quality on Word of 
Mouth: A Higher Education Context. The International Journal of Management Education. Vol. 21 (2023), 1472-
8117. 

[94] Zhang, Y.B. dan Kim, H.K. (2021). A Study on The Factors Affecting Satisfaction and Reuse Intention Among 
Customers Using O2O Delivery Platform in China. Journal of System and Management Sciences. Vol. 11(3), 58–74. 

[95] Zinedine , J., Claudia, R., dan  Remiasa, M. (2023). Pengaruh Service Quality terhadap Customer Satisfaction dan 
Dampaknya Pada Reuse Intention Bus Pariwisata Di Kota Surabaya.  Jurnal Keuangan dan Bisnis. Vol. 21(2),  116-
131 


