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ABSTRAKSI

Berdasarkan data dari APJII tahun 2017 pengguna internet mengalami peningkatan
sebanyak 55% dan konten komersial yang sering dikunjungi tahun 2016 ialah
online shopping sebesar 62%. Kondisi ini memicu perusahaan untuk menjual
produk secara online. Salah satu bisnis online tersebut adalah Hijab Alila. Namun
berdasarkan data tahun 2014-2018 belum mencapai target penjualan, bahkan
penjualan masih mengalami fluktuaktif.

Penelitian ini bertujuan untuk menjelaskan pengaruh website quality dan e-
service quality terhadap e-repurchase intention melalui e-word of mouth (e-wom)
sebagai variabel intervening. Sampel dalam penelitian ini adalah 100 orang
muslimah yang pernah membeli produk Hijab Alila minimal 2 kali secara online.

Hasil penelitian ini menunjukkan bahwa variabel website quality dan e-
service quality berpengaruh terhadap e-word of mouth (e-wom). Variabel e-website
quality dan e-service quality berpengaruh terhadap e-repurchase intention. Variabel
e-word of mouth (e-wom) berpengaruh terhadap e-repurchase intention. Sedangkan
variabel e-website quality, e-service quality, dan e-word of mouth (e-wom) secara
simultan tidak berpengaruh signifikan terhadap e-repurchase intention. Maka
peneliti memberikan saran terhadap Hijab Alila agar dapat menetapkan jadwal
mengenai informasi produk terbaru secara berkala agar produk-produk terbaru
dapat dilihat satu-satu oleh pelanggan dan memberikan pelatihan kepada karyawan
mengenai cara mengatasi keluhan pelanggan.

Kata kunci: e-repurchase intention, e-service quality, e-website quality, e-word of

mouth
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ABSTRACT

Base on data from APJII in 2017 internet users increased by 55% and commercial
content frequently visited in 2016 was online shopping by 62%. This condition
triggers companies to sell products online. One such online business is Hijab Alila.
However, based on data from 2014-2018 it has not reached its sales target, even
sales are still experiencing fluctuations.

This study aims to explain the effect of website quality and e-service
quality on e-repurchase intention through e-word of mouth as an intervening
variable. The sample in this study was 100 Muslim women who had bought Hijab
Alila products at least 2 times online.

The results of this study indicate that the variable website quality and e-
service quality affect e-word of mouth. Variable e-website quality and e-service
quality affect e-repurchase intention. The e-word of mouth variable influences e-
repurchase intention. While e-website quality, e-service quality, and e-word of
mouth variables simultaneously have no significant effect on e-repurchase
intention. So researchers provide advice on Hijab Alila in order to set a schedule
for the latest product information on a regular basis so that the latest products can
be seen one-on-one by customers and provide training to employees on how to
resolve customer complaints.

Keywords: e-repurchase intention, e-service quality, e-website quality, e-word of

mouth
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