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Pengaruh E-Trust dan E-Service Quality Terhadap Online Repurchase Intention 

Melalui E-Satisfaction (Pada Mahasiswa S1 FISIP yang Pernah Berbelanja di 

Lazada) 

ABSTRAKSI 

 Kemunculan e-commerce memudahkan konsumen yang hendak berbelanja yaitu 

dapat berbelanja dimana saja dan kapan saja, sehingga konsumen tidak perlu datang 

langsung ke toko. Lazada merupakan salah satu e-commerce yang diminati oleh 

masyarakat Indonesia. Tetapi menurut data jumlah pengunjung pada e-commerce 

Lazada selama tahun 2017-2020 mengalami keadaan yang menurun yang kemudian 

didukung dengan menurunnya tingkat engagement di Lazada selama tahun 2017-2019. 

Dapat diindikasikan bahwa ada penurunan pada online repurchase intention. Online 

repurchase intention ini diduga karena kepuasan (e-satisfaction) konsumen yang 

menurun. Kepuasan konsumen yang rendah ini kemungkinan diakibatkan oleh 

kepercayaan (e-trust) dan kualitas pelayanan (e-service quality).  

 Penelitian ini bertujuan untuk mengetahui pengaruh e-trust dan e-service quality 

terhadap online repurchase intention melalui e-satisfaction. Tipe penelitian ini adalah 

explanatory research dan teknik pengambilan sampling menggunakan pendekatan non 

probability sampling dan multistage sampling. Pengumpulan data menggunakan 

kuesioner dan google form. Sampel berjumlah 100 orang responden yang dibagikan 

kepada mahasiswa aktif S1 FISIP UNDIP angkatan tahun 2017 sampai tahun 2020. 

Penelitian ini menggunakan analisis kuantitatif dengan uji validitas, reliabilitas, 

koefisien korelasi, koefisien determinasi, analisis regresi sederhana, analisis regresi 

berganda, dan uji analisis jalur (path analysis).  

 Hasil penelitian menunjukkan bahwa secara parsial e-trust tidak berpengaruh positif 

terhadap e-satisfaction, e-service quality berpengaruh positif terhadap e-satisfaction, 

e-trust tidak berpengaruh positif terhadap online repurchase intention, e-service 

quality berpengaruh positif terhadap online repurchase intention, dan e-satisfaction 

berpengaruh positif terhadap online repurchase intention. Uji pengaruh tidak langsung 

e-trust tidak berpengaruh secara tidak langsung terhadap online repurchase intention 

melalui e-satisfaction dan e-service quality tidak berpengaruh secara tidak langsung 

terhadap online repurchase intention melalui e-satisfaction. Secara simultan variabel 

e-trust, e-service quality, dan e-satisfaction berpengaruh sebesar 43,2% terhadap 

variabel online repurchase intention. Peneliti menyarankan agar Lazada meningkatkan 

e-service quality dan e-satisfaction dan memberikan kepercayaan lebih kepada 

konsumen. 

 

Kata kunci : E-Trust, E-Service Quality, E-Satisfaction, Online Repurchase 

Intention. 
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The Effect of E-Trust and E-Service Quality On Online Repurchase Intention 

Through E-Satisfaction (On S1 FISIP Students Who Have Shopped on the 

Lazada) 

ABSTRACT 

 The appearance of e-commerce makes it easier for consumers who want to shop, 

that is, they can shop anywhere and anytime, so that consumers do not need to come 

directly to the store. Lazada is one of the e-commerce that is in demand by the people 

of Indonesia. However, according to data on the number of visitors to Lazada's e-

commerce during 2017-2020, the situation decreased which was then supported by a 

decrease in the level of engagement on Lazada during 2017-2019. It can be indicated 

that there is a decrease in online repurchase intention. This online repurchase intention 

is thought to be due to decreased e-satisfaction. Low customer goals are probably 

caused by e-trust and e-service quality. 

 This study aims to determine the effect of e-trust and e-service quality on online 

repurchase intention through e-satisfaction. This type of research is explanatory 

research and the sampling technique used is non-probability sampling and multistage 

sampling. Collecting data using a questionnaire and google form. A sample of 100 

respondents was distributed to active students of S1 FISIP UNDIP class of 2017 to 

2020. This study uses quantitative analysis with validity, reliability, correlation 

coefficient, coefficient of determination, simple regression analysis, multiple 

regression analysis, and path analysis test (analysis). track). 

 The results showed that partially e-trust had no positive effect on e-satisfaction, e-

service quality had a positive effect on e-satisfaction, e-trust had no positive effect on 

online repurchase intention, e-service quality had a positive effect on online 

repurchase intention, and e-satisfaction has a positive effect on online repurchase 

intention. The test of the indirect effect of e-trust has no indirect effect on online 

repurchase intention through e-satisfaction and the quality of e-service has no indirect 

effect on online repurchase intention through e-satisfaction. Simultaneously, the 

variables e-trust, e-service quality, and e-satisfaction have an effect of 43.2% on the 

online repurchase intention variable. Researchers suggest that Lazada improve the 

quality of e-service and e-satisfaction and give more trust to consumers. 

 

Keywords : E-Trust, E-Service Quality, E-Satisfaction, Online Repurchase 

Intention. 
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