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ABSTRACT: The digital era makes it easier to purchase goods and services. The development of online services makes ordering
goods and services faster and more time-efficient. One is online travel media, which can help prepare everything related to tourism
travel. However, consumers' intentions to repurchase online travel media services need to be supported by e-service quality, e-
trust, e-satisfaction from the website, and e-word of mouth conveyed by consumers.

This research aims to determine the influence of e-service quality, e-trust, e-satisfaction, and e-word of mouth on
repurchase intention on the online travel media Traveloka. The population of this research is Traveloka customers who have made
transactions on Traveloka via the traveloka.com application or website. Data collection used an online survey method with a
purposive sampling technique. The research sample was 300 respondents with the characteristics of all Indonesian people who
had purchased through Traveloka and were over 18 years old. Data analysis uses Structural Equation Modeling (SEM-PLS) with the
help of SmartPLS 3.2.9 software.

The research results show that of the nine hypotheses proposed, seven were accepted, and two were rejected. E-Service
Quality has positively and significantly influenced e-satisfaction and e-WOM but does not directly influence Repurchase Intention.
E-Trust is proven to have a positive and significant influence on e-Satisfaction and e-WOM but does not directly influence
Repurchase Intention. E-Satisfaction is proven to positively and significantly influence e-WOM and Repurchase Intention. e-WOM
is proven to have a positive and significant influence on Repurchase Intention.
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INTRODUCTION

The development of the digital revolution began at the beginning of the twenty-first century and has changed almost every aspect
of daily life. The power of the World Wide Web and global e-commerce has become very real as the number of people connected
to the Internet increases yearly (Siu & Mou, 2005), including in Indonesia. The Internet is now the primary means of travel shopping
in most countries and has changed how tourism information is distributed (Buhalis and Law, 2008). In 2010, the global online
travel segment represented 30% of the total travel market (Phocus Wright, 2011). This increase in internet users is in line with the
development of e-commerce, which impacts human lifestyles in the modern era.

The rapid development of information technology means that researchers often use electronic service quality in the
context of digital services (Chan et al., 2022; Anser et al., 2021; Dalbehera, 2020). The massive development of online business
activities worldwide has made electronic service quality an integral part of organizational life today (Oliveira et al., 2016). Various
e-commerce offer convenience in shopping for products and services online in various fields, including tourism. We can order
travel tickets and hotel bookings via online travel media in the current internet era. Ordering online allows travelers to check and
book services faster and more efficiently. On this service site, tourists can check prices and order travel tickets and hotel booking
services according to their wishes.

The increasing number of internet users increases hotel bookings through online media. The trend of booking hotels
online via the Internet and gadgets is increasing yearly. Statistics Brain (2023) reports that the number of travel bookings made
onthe Internet each year is 148.3 million, of which 57% make travel reservations via the Internet, and 65% make hotel reservations
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on the same day on smartphones. Many online sites provide information about travel tickets and hotel deals, for example,
traveloka.com, tiket.com, agoda.com, booking.com, trivago.com, tripadvisor.com, nusatrip.com, and others.

In electronic commerce (e-commerce), businesses seek to gain a competitive advantage by interacting with customers. Businesses
with the most experience and success in using e-commerce are starting to realize that the main determinants of success or failure
are not only the presence of a website and low prices but also the quality of electronic services (e-service quality), electronic trust
(e-Trust) that will contribute to customer satisfaction (e-Satisfaction), electronic word-of-mouth (e-WOM) and generate
repurchase intention (Zeithaml, 2002; Rita et al., 2019). This research proposes to determine decisions regarding the intention to
rebook travel tickets and online hotel bookings based on online service quality (e-Service Quality), online trust (e-Trust), customer
satisfaction (e-satisfaction), and online comments from previous guests (eWOM) on Traveloka's online travel media.

THEORETICAL FRAMEWORK

This research examines the relationship between e-Service Quality, e-Trust, e-Satisfaction, and e-WOM on Repurchase intention.
Three dimensions of e-Service Quality, namely website design, security/privacy, and compliance, influence overall e-Service
Quality (Rita et al., 2019). e-Service Quality is statistically significantly related to customer behavior. E-Satisfaction can be achieved
because the company can provide e-Service Quality that can meet consumer needs. Thus, the company tries to improve e-Service
Quality to obtain e-Satisfaction. Pandjaitan et al. (2021) stated that website quality positively relates to e-satisfaction and e-loyalty.

Furthermore, e-trust is the most essential component that impacts the achievement of e-commerce exchanges. In e-
commerce, e-trust will advance due to the high level of uncertainty and danger (Molm et al., 2000). As a result of such uncertainty,
the seller's behavior or practices, perceived risk, loss of individual information through programmers, attacks, and consumer
rejection (Mcknight et al., 2002). Therefore, e-trust is very necessary to provide e-satisfaction to customers. Sundaram et al. (2017)
stated that customer e-trust significantly and positively influences e-satisfaction.

In addition, Kartika and Shihab (2019) concluded that e-Service Quality, e-Satisfaction, and e-Trust are the drivers of
positive e-WOM. Before purchasing, consumers rely on e-WOM information by looking for product reviews or consulting content
on bulletin boards. E-WOM as a personal source is generally considered more credible than non-personal or commercial sources
(Bi et al., 2019). Consumers often rely on informal e-WOM when seeking information about products and services for their
purchases (Abd-Elaziz et al., 2015; Othman et al., 2019).

Fang et al. (2016) stated that e-WOM is influenced by commitment, trust, and customer satisfaction. The e-customer
satisfaction variable directly influences e-WOM (Kencana, 2019). Furthermore, Ranaweera and Prabhu (2003) concluded that
consumer satisfaction and trust significantly influence positive e-WOM. Likewise, Muchlis et al. (2021) concluded that e-
satisfaction affects e-WOM.

Conceptualizing trustworthiness in e-WOM may require an integrated assessment of all aspects of the system, going
beyond the reviewer's knowledge to include site details, content management, and other factors (Pyle et al., 2021). Trust will also
arise after customers see review comments from other customers. Research shows consumer satisfaction and trust significantly
influence positive word-of-mouth (Ranaweera & Prabhu, 2003). Higher levels of trust are also seen when a series of positively
framed reviews focus on interpersonal services in the form of e-WOM (Sparks & Browning, 2011).

Furthermore, Hellier et al. (2023) developed a general service sector model of repurchase intentions from the consumer theory
literature. The model explains how customers' repurchase intentions are influenced by seven crucial factors: service quality, equity
and value, customer satisfaction, past loyalty, expected switching costs, and brand preference. The results of the analysis found
that there was a positive relationship between electronic service quality and repurchase intention. Wiatna and Sanaji (2022)
revealed a significant favorable influence between e-Service Quality and Repurchase intention.

Likewise, there is a significant favorable influence between e-satisfaction and Repurchase intention, and e-satisfaction
positively mediates the influence of e-service Quality on Repurchase intention (Wiatna & Sanaji, 2022). Furthermore, Ali and
Bashin (2019) stated that e-satisfaction positively affects repurchase intention. However, Hellier et al. (2003) stated that past
purchase loyalty, which is related to repurchase intentions, is not directly related to customer satisfaction.

Comments generated by online users significantly influence sales (Duverger, 2013). The presence of online reviews can
increase product sales, regardless of their nature (positive vs. negative feedback) (Mitchell & Khazanchi, 2010). Sparks and
Browning (2011) and Liu (2006) observed that online reviews vary not only in their content (e.g., general or detailed) but especially
in their polarity (positive vs. negative comments). Consumers are more influenced by initial negative information, especially when
the entire set of reviews is negative. However, positively framed information and numerical ranking details increase Repurchase
intention (Sparks & Browning, 2011).

Based on this framework, the hypothesis of this research is:
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Figure 1. Theoretical Framework
H1: e-Service Quality affects e-Satisfaction
H2: e-Service quality affects Repurchase Intention.
H3: e-Service Quality affects e-WOM
H4: e-Trust affects e-Satisfaction
H5: e-Trust affects Repurchase Intention
H6: e-Trust affects e-WOM
H7: e-Satisfaction affects e-WOM
H8: e-Satisfaction affects Repurchase Intention
H9: eWOM affects Repurchase intention

lll. METHODOLOGY
A. Population and Sample
The population in this study is all users who have made online purchases via the Traveloka site throughout Indonesia and are 18
years old. The sampling method used in this research is non-probability sampling with a purposive sampling technique.
Determination of sample size based on Hair et al. (2014). The number of indicators in this study is 30, so based on the calculation
formula of Hair et al. (2014), the maximum sample size for this research is 300.

Furthermore, the number of respondents will be divided proportionally based on the population of each region in
Indonesia, namely Western Indonesia with 242 respondents, Central Indonesia with 48 respondents, and Eastern Indonesia with
10 respondents.

B. Measurement

This study used questionnaire items that have been adapted from previous research. The e-service quality variable was adapted
from Ladhari (2010) and consisted of eleven questionnaires. The e-trust variable was adapted from Srivastava and Nair (2010) and
consists of five questionnaires. The e-satisfaction variable was adapted from Parnataria dan Abror (2019) and consists of four
questionnaires. The e-WOM variable was adapted from Mahrinasari et al. (2017) and consisted of six questionnaires. The
Repurchase intention variable was adapted from Venkatesh et al. (2003) and consisted of four questionnaires. All questionnaire
items were measured on a 5-point Liket scale, with 1 being strongly disagree and 5 being strongly agree

C. Data Analysis

The method used for data analysis and hypothesis testing in this research is the Structural Equation Model-Partial Least Square
(SemPLS). The analysis using SEM-PLS typically consists of two sub-modes: the measurement model (outer model) and the
structural mode (inner model) (Hair et al., 2018). The outer mode describes the relationships betveerateht variablesand indicator
variables,the inner model describes the relationships between latentvariables, and finally, there is the hypothesis testing model.
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IV. RESULTS AND DISCUSSION

A. Results

Based on the results of descriptive tests, respondent profile data (Table 1) related to the length of time they have used Traveloka
and their desire to use Traveloka again, it can be seen that Traveloka customers, on average, have used Traveloka for more than
two years (73.7%) and the majority want to use Traveloka again. (76.7%). It means the Indonesian people already know Traveloka.

Table 1. Profile of respondents based on length of use and desire to use Traveloka again

No Frequency No | Willingness Frequency
. to use
Duration Traveloka in
Total Percentage the future Total Percentage

1 <1 Tahun 40 13.3 1 Yes 230 76.7
2 1-2Tahun 39 13.0 2 No 3 1.0
3 >2 Tahun 221 73.7 3 May be 67 22.3

Total 300 100 Total 300 100

Source: Data Analysis (2023)

Furthermore, the results of the convergent validity test, expressed in the loading factor, AVE, and Cronbach's Alpha values, are
presented in Table 2. The cross-loading values of the variables in this study show that all indicators of each latent variable have a
value greater than the other latent variables. All indicators used in this research were declared valid based on discriminant validity
testing. Apart from that, the cross-loading results of each indicator have a value of > 0.7, which means that each latent variable
already has a good measure of discriminant validity by the provisions of Hair et al. (2019). Average Variance Extracted (AVE) value
must be greater than 0.5 (Ghozali, 2021; Hair et al., 2014). Table 2 above shows that all research variables have a Cronbach's alpha
value of >0.7 and a composite reliability value of >0.7 (Hair et al., 2014). The measuring instrument is reliable and reliable for
measuring research variables.

Table 2. Convergent Validity Test Results

Variable Indicator Item Loading AVE Composite Cronbach's
Factor Reliability Alpha
e-ServQual ESQl The Traveloka application is | 0.766
effortless to access
ESQ2 The Traveloka application is | 0.810
high-speed in making
transactions
ESQ3 The  Traveloka application | 0.824
operates well
ESQ4 The Traveloka application makes | 0.811
the ordering or booking process
very easy
ESQ5 The offers provided by the | 0.777
Traveloka application are true
ESQ6 Security in making transactions | 0.792 0.615 | 0.941 0.942
on the Traveloka application can
be trusted
ESQ7 Traveloka is very fast in resolving | 0.793
customer complaints
ESQ8 Traveloka is very responsible for | 0.804
all system problems
ESQ9 Traveloka provides a money- | 0.706
back guarantee
ESQ10 Traveloka provides consumer | 0.748
services through online media
ESQ11 Traveloka provides customer | 0.481
service via telephone
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Variable

Indicator

Item

Loading
Factor

AVE

Composite
Reliability

Cronbach's
Alpha

e-Trust

ETR1

My choice to make a booking on
the Traveloka online application
was a wise choice

0.897

ETR2

I am satisfied after making a
booking on the Traveloka
application

0.872

ETR3

| am satisfied with the products
and services offered by the
Traveloka application

0.907

ETR4

Overall, | am satisfied with my
last online booking experience
on the Traveloka application

0.812

ETR5

| feel safe providing
privacy/personal  information
via the Traveloka application

0.811

0.741

0.935

0.930

e_
Satisfaction

ESAT1

| am not worried about using the
Traveloka application because
transactions will be guaranteed

0.890

ESAT2

| am not worried about using the
Traveloka application because
now transactions will be safe

0.947

ESAT3

| feel safe sending sensitive
information via the Traveloka
application

0.940

ESAT4

I am sure the Traveloka

application won't

0.915

0.853

0.959

0.912

e-WOM

EW1

When ordering on the Traveloka
application online. | look for
other people's comments or
reviews online.

0.638

EW2

| feel more comfortable ordering
on the Traveloka application
when | get other people's
opinions about Traveloka via the
Internet.

0.774

EW3

| feel happy when | can tell other
people about booking on the
Traveloka application

0.868

EW4

I am delighted with the booking
on the Traveloka application. So,
| want to help Traveloka become
successful.

0.843

EW5

| recommend to those closest to
you to visit the Traveloka online
site

0.835

EW6

Overall. Electronic word of
mouth (e-WOM — customer
comments on the web) is an
essential source of information
for me.

0.695

0.608

0.902

0.872

Repurchase
Intention

RI1

I want to make a transaction
using

0.851

RI2

Traveloka application shortly

0.890

0.782

0.935

0.907
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Variable Indicator Item Loading AVE Composite Cronbach's
Factor Reliability Alpha
RI3 I will most likely use the | 0.913
Traveloka application again to
make purchases
RI4 I will often use the Traveloka | 0.881
application in the future

Source: Data Analysis (2023)

a. Outer Model Testing (Measurement Model)

This research model was analyzed using the Partial Least Square (PLS) method and assisted by SmartPLS 3.0 software. According
to Hair et al. (2019), PLS is an alternative Structural Equation Modeling (SEM) method that can solve complex relationship problems
between variables. However, the sample size is small (30-100 samples) and has non-parametric assumptions, meaning that the
data does not refer to one particular distribution. Convergent validity is completed by looking at the dependency of the items
indicated by the factor loading values. The loading factor can be a range that shows the correlation between an issue item's score
and the indicator construct's score that measures that construct. Loading Factor values greater than 0.7 are claimed to be valid.
However, in line with Hair et al. (2019), for the initial examination of the factor loading matrix, approximately 0.3 meets the
minimum limit for factor loadings, approximately 0.4 is considered better, and most are considered significant for loading
problems greater than 0.5. In this study, the factor loading limit used was 0.7.
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Figure 2. Convergent Validity Testing
Source: Data Analysis (2023)

Based on the test results of the PLS model shown in the image above. All indicators have a loading factor value above 0.5.
Therefore. This model has met the requirements for convergent validity. The value of loadings, Cronbach's alpha, composite
reliability, and AVE for each complete construct can be seen in Table 2 and Figure 2.

b. R-square and Predictive Relevance Testing Results

The R Square value and significance test value obtained are shown in the table below.

Table 3. R Square (R2) and Predictive Relevance Test Results (Q2)

R Square | R Square Adjusted SSO SSE Q2 (=1-SSE/SSO)
E-Satisfaction 0.666 0.664 1.200.000 322.719 0.731
E-WOM 0.609 0.605 1.800.000 975.670 0.458
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Repurchase Intention | 0.715 0.711 1.200.000 455.078 0.621
E-Trust 1.500.000 590.993 0.606
E-Service Quality 3.000.000 1.419.060 0.527

Source: Data Analysis (2023)

The data presented in Table 3 shows that e-service quality and e-trust can explain the variability of the e-satisfaction construct by
66.6%, and the remaining 33.4% is explained by other constructs outside those examined in this research. Meanwhile, e-service
quality, e-trust, and e-satisfaction can explain 60.6% of the variability in the e-word-of-mouth construct, and the remaining 39.4%
is explained by other contracts outside those examined in this research. Next is e-service quality, e-trust, e-satisfaction, and e-
word of mouth, which could explain 71.5% of the variability in the repurchase intention construct, and the remaining 28.5% was
explained by other constructs outside those examined in this study.

Predictive Relevance is used to see how good the observation value produced using the blindfolding procedure is by
looking at the Q2 value. If Q2 > 0 indicates that the model has good predictive Relevance, and if the model Q2 < 0 indicates that
the model does not have good predictive Relevance. Q2 predictive relevance values of 0.02, 0.15, and 035 indicate that the model
is weak, moderate, and strong (Hair et al., 2014). The results of this research have a Q2 predictive relevance value of more than
0.35, which shows that the model is strong.

c. Hypothesis testing

This research hypothesis testing was carried out with the help of SmartPLS (Partial Least Square) 3.2.9 software. These
values can be seen from the bootstrapping results. The rules of thumb used in this research are t-statistics > 1.96 with a significance
level of p-value < 0.05 (5%) (Hair et al., 2014), and the beta coefficient is positive. The hypothesis testing values for this research
are shown in Table 4. Based on the results of the hypothesis testing, seven hypotheses are supported, and two hypotheses are
not supported.

Table 4. Hypothesis Testing Results

Hipotesis Original Sample T Statistics P Values Information
e-servqual -> e-satisfaction 0.640 10.437 0.000 Supported
e-servqual -> repurchase intention 0.033 0.481 0.612 not supported
e-servqual -> ewom 0.173 2.207 0.023 Supported
e-trust -> e-satisfaction 0.224 3.522 0.000 Supported
e-trust -> repurchase intention 0.080 1.632 0.098 not supported
e-trust -> ewom 0.344 5.456 0.000 Supported
e-satisfaction -> ewom 0.344 4931 0.000 Supported
e-satisfaction -> repurchase intention 0.325 4.699 0.000 Supported
ewom -> repurchase intention 0.489 8.480 0.000 Supported

Source: Data Analysis (2023)

B. Discussion

Based on the results of hypothesis testing, e-Service Quality has a positive and significant influence on e-Satisfaction and e-WOM.
The previous study results state that e-Service Quality has a significant and positive effect on e-Satisfaction (Al Dweeri et al., 2019;
Rita et al., 2019; Wiatna & Sanaji, 2022) and e-WOM (Kencana, 2019). However, Juwaini et al. (2022) stated that e-Service Quality
has a positive but insignificant effect on e-Satisfaction.

Furthermore, the results of hypothesis testing also show that e-Service Quality has a positive but insignificant effect on
Repurchase Intention. The results of this study do not support previous research that e-service Quality has a significant and
positive effect on Repurchase Intention (Miao et al., 2021; Wiatna & Sanaji, 2022).

Likewise, the research results show that e-trust significantly and positively influences e-satisfaction and e-WOM. These
results are supported by Sundaram et al. (2017), who that e-trust significantly and positively influences e-satisfaction. As well as,
e-Trust positively and significantly influences e-WOM (Kartika and Shihab. 2019; Muchlis et al., 2021; Ranaweera & Prabhu, 2003;
Parnataria & Abror, 2019).

The research results also show that e-trust positively but insignificantly influences Repurchase Intention. These results do not
follow the statement that e-trust positively and significantly influences Repurchase Intention (Miao et al., 2021; Muchlis et al.,
2021).
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Furthermore, the results of hypothesis testing show that e-satisfaction has a significant and positive influence on e-
WOM and Repurchase Intention. Study results support that e-Satisfaction positively and significantly influences e-WOM
(Parnataria & Abror, 2019; Kartika & Shihab, 2019; Muchlis et al., 2021) and Repurchase Intention (Miao et al., 2021; Muchlis et
al., 2021; Wiatna & Sanaji, 2022).

Likewise, the research results show that e-WOM positively and significantly influences Repurchase Intention. It means
that the more comments or reviews given by Traveloka online travel media users, the more impact it will have on their desire to
make repeat purchases on Traveloka online travel media. Research results state that e-WOM positively and significantly influences
Repurchase Intention (Spark & Browning, 2011).

V. CONCLUSIONS

Based on research, of the nine hypotheses proposed, seven hypotheses were accepted, and two hypotheses were rejected. E-
Service Quality has positively and significantly influenced E-Satisfaction and E-WOM but does not directly affect Repurchase
Intention. E-Trust is proven to have a positive and significant influence on e-Satisfaction and e-WOM but does not directly
influence Repurchase Intention. E-Satisfaction is proven to positively and significantly influence e-WOM and Repurchase Intention.
E-WOM is proven to have a positive and significant influence on Repurchase Intention.

From this research, Traveloka service providers are advised to update and innovate to make the Traveloka application
easier to use and improve features to increase the benefits. Besides that, it will be better to conduct marketing communications
to increase positive testimonials about Traveloka and use brand ambassadors and influencers as marketing strategies.

Apart from that, the e-Trust variable should be essential for Traveloka service providers to focus on. It is to protect and
build their users' trust in protecting personal data privacy. Companies must improve the security of their extensive data systems
with stronger data encryption techniques such as blockchain, establish two-step verification during transactions, and tighten
internal company regulations to avoid deliberate customer data leakage.

This research only uses e-service quality, e-trust, e-satisfaction, and e-WOM in determining repurchase intention.
Therefore. Future researchers can use other variables to determine repurchase intention, such as e-loyalty, e-security, perceived
usefulness, and other exciting variables, to provide more optimal results.

The limitation of this research is that it only focuses on one online travel media object, namely Traveloka. Therefore, future
researchers can use other objects like ticket.com, booking.com, nusatrip.com, and others to provide different and more exciting
results.

REFERENCES

1) Abd-Elaziz. M. E., Aziz. W. M., Khalifa. G. S., and Abdel-Aleem, M. 2015. Determinants of Electronic word of mouth
(EWOM) influence on hotel customers' purchasing decisions. Journal of the Faculty of Tourism and Hotels. Fayoum
University. 9(2/2):194-223.

2) Al-Dweeri, R. M., Ruiz Moreno. A., Montes. F. J. L., Obeidat. Z. M., and Al-Dwairi, K. M. 2019. The Effect of E-Service
Quality on Jordanian Student's ELoyalty: An Empirical Study in Online Retailing. Industrial Management and Data Systems.
119(4): 902-923. https://doi.org/10.1108/Imds-12-2017-0598

3) Ali. A, and Bhasin. J. 2019. Understanding Customer Repurchase Intention in E-commerce: Role of Perceived Price.
Delivery Quality and Perceived Value. Jindal Journal of Business Research, 8(2): 142—157.
azahttps://doi.org/10.1177/2278682119850275

4) Anser, M. K., Tabash, M. I., Nassani, A. A., Aldakhil, A. M., and Yousaf, Z. (2021). Toward the e-loyalty of digital library
users: investigating the role of e-service quality and e-trust in the digital economy. Hi-Tech Library.
https://doi.org/10.1108/LHT-07-2020-0165

5) Ms, N. C., Zhang, R., & Ha, L. (2019). Does valence of product review matter?: The mediating role of self-effect and third-
person effect in sharing YouTube word-of-mouth (v-WOM). Journal of Research in Interactive Marketing. 13(1): 79-95.
https://doi.org/10.1108/JRIM-04-2018-0049

6) Buhalis, D., and Law, R. Progress in information technology and tourism management: 20 years on and 10 years after the
Internet—The state of tourism research. Tourism Management 29(4): 609-623.
https://doi.org/10.1016/j.tourman.2008.01.005.

7) Chan, V. H. Y., Chiu, D. K. W., and Ho, K. K. W. 2022. Mediating effects on the relationship between perceived service
quality and public library app loyalty during COVID-19. Journal of Retailing and Consumer Services. 67 2022: 102960.
https://doi.org/10.1016/j.jretconser.2022.102960

JEFMS, Volume 06 Issue 10 October 2023 www.ljefm.co.in Page 4876



http://www.ijefm.co.in/
https://doi.org/10.1016/j.tourman.2008.01.005

Influence of E-Service Quality, E-Trust, E-Satisfaction, and E-WOM on Repurchase Intention at Travel Media Online
(Traveloka) in Indonesia

8) Dalbehera, S. 2020. Measuring Service Quality in Digital Library Services by The Research Scholars of SOA. University of
Odhisa Using E-S-Qual Model. International Perspectives on Improving Student Engagement: Advances in Library
Practices in Higher Education Innovations in Higher Education Teaching and Learning. 26: 111-126.

9) Duverger, P. 2013. Curvilinear effects of user-generated content on hotels' market share: a dynamic panel-data analysis.
J. Travel Res. 52(4): 465—-478.

10) Fang.J., Wen, C., George, B., and Prybutok, V. 2016. Consumer heterogeneity, perceived value, and repurchase decision-
making in online shopping: The role of gender, age, and shopping motives. Journal of Electronic Commerce Research,
17(2): 116-137

11) Hellier, P. K., Geursen, G. M., Carr, R. A., and Rickard, J. A. 2003. Customer Repurchase Intention: A General Structural
Equation Model. European Journal of Marketing. 37: 1762-1800. https://doi.org/10.1108/03090560310495456

12) Juwaini, A., Chidir, G., Novitasari, D., Iskandar, J., Hutagalung, D., Pramono, T., Maulana, A., Safitri, K., Fahlevi, M.,
Sulistyo, A.B., and Purwanto, A. 2022. The role of customer e-trust, customer e-service quality, and customer e-
satisfaction on customer e-loyalty. International Journal of Data and Network Science, 6: 477-486.

13) Kartika Y, M. S., Shihab. 2019. Building positive e-wom through e-service quality, trust, and satisfaction. Journal of
Entrepreneurship. Management. and Industry (JEMI) 2 (4):195-204. http://doi.org/10.36782/jemi.v2i4.1942.

14) Kencana. R. 2019. The Influence of E-Service Quality on E-Word of Mouth on the Tokopedia Online Shopping Site with E-
Customer Satisfaction as a Mediating Variable. Brawijaya University FEB Student Scientific Journal 7(2): 1-14.

15) Ladhari, R. 2010. Developing e-service quality scales: A literature review. Journal of Retailing and Consumer Services. 17:
464-477.

16) Mahrinasari, M.S., Marquette, C., and Aristocrat, S. 2017. Impact of electronic word-of-mouth communication on building
brand equity: an Indonesian perspective. J. Global Business Advancement, 10(5): 527-545.

17) McKnight, D. H., Choudhury, V., and Kacmar, C. 2002. The Impact of Initial Consumer Trust on Intention to Transact with
a Website: A Trusting Building Model. The Journal of Strategic Information Systems. 11(3-4): 297-323

18) Miao, M., Jalees, T., Zaman, S. I., Khan, S., Hanif, N. U, and Javed, M. K. 2021. The influence of e-customer satisfaction, e-
trust and perceived value on consumers repurchase intention in B2C e-commerce segment. Asia Pacific Journal of
Marketing and Logistics, 34 (10): 2184-2206. https://doi.org/10.1108/APJML-03-2021-0221.

19) Mitchell, A., and Khazanchi, D. 2010. The importance of buzz: Can online word of mouth increase product sales?.
Marketing Research. 22(2): 20-25

20) Molm, L. D., Takahashi, N., and Peterson, G. 2000. Risk and Trust in Social Exchange: An Experimental Test of a Classical
Proposition. American Journal of Sociology. 105(5): 1396-1427

21) Muchlis. Wijayanto, G., and Komita, S. E. 2021. The Influence of E-Satisfaction and E-Trust on Repurchase Intention
through E-Word of Mouth (E-Wom) as an Intervening Variable for Bukalapak E-Commerce in the Millennial Generation.
Tips Economic Journal. 32(1): 18-29

22) Oliveira, Q., Thomas, M., Baptista, G., and Campos, F. 2016. Mobile payment: understanding the determinants of
customer adoption and intention to recommend the technology. Computers in Human Behavior. 61: 404-414

23) Othman, B., Aaron, A., Ismail, DA., Sadq, ZM., Ali, S., and Ramsey, T. S. 2019. Malaysian consumer behavior towards
internet banking: An application of technology acceptance model. International Journal of Psychosocial Rehabilitation.
23(2). 689-703. https://doi.org/10.37200/1JPR/V2312/PR190324

24) Pandjaitan, D.R.H., Mahrinasari, M., and Bramsah, M. 2021. Website quality, E-satisfaction, and E-loyalty of users based
on the virtual distribution channel. Journal of Distribution Science. 19(7): 113-121.
http://dx.doi.org/10.15722/jds.19.7.202107.113.

25) Parnataria, T.P., and Abror, A. 2019. The Influence of Customer Satisfaction and Trust on e-WOM: Commitment as an
Intervening Variable (Study of Padang State University Students). Journal of Management and Entrepreneurship Studies.
1(3): 26-41

26) Phocuswright. 2011. Truth. Myth and Pith: phocuswright's 2011 Travel Industry Trends http://www.phocuswright.com/.
Accessed on December 21st. 2017

27) Pyle, M. A., Smith, A. N., Chevtchouk, Y. 2021. In eWOM we trust: Using naive theories to understand consumer trust in
a complex eWOM market space. Journal of Business Research. 122: 145-158.
https://doi.org/10.1016/j.jbusres.2020.08.063

JEFMS, Volume 06 Issue 10 October 2023 www.ljefm.co.in Page 4877



http://www.ijefm.co.in/
https://doi.org/10.1016/j.jbusres.2020.08.063

Influence of E-Service Quality, E-Trust, E-Satisfaction, and E-WOM on Repurchase Intention at Travel Media Online
(Traveloka) in Indonesia

28) Ranaweera, C., and Prabhu, J. C. 2003. The influence of satisfaction, trust and switching barriers on customer retention
in a continuous purchasing setting. International Journal of Service Industry Management 14(4): 374-395.
https://doi.org/10.1108/09564230310489231

29) Rita, P., Oliveira, T., and Farisa, A. 2019. The impact of e-service quality and customer satisfaction on customer behavior
in online shopping. Heliyon 5 (e02690): 1-14. https://doi.org/10.1016/j.heliyon.2019.e02690

30) Siu, N. Y. M., and Mou, J. C. W. 2005. Measuring Service Quality in Internet Banking. Journal of International Consumer
Marketing. 17(4): 99-116. https://doi.org/10.1300/j046v17n04_06

31) Sparks, B. A., and Browning, V. 2011. The impact of online reviews on hotel booking intentions and perception of trust.
Tourism Management. 32(6): 1310-1323

32) Srivastava, N., and Nair, S. 2010. Emotional Intelligence & Managerial Effectiveness: Role of Rational Emotive Behavior.
Indian Journal of Industrial Relations 46(2):313-327. DOI:10.2307/41149449.

33) Brain Statistics. 2023. |Internet Travel & Hotel Booking Statistics. Accessed May 18th 2017 from
http://www.statisticbrain.com/internet-travel-hotel-booking-statistics/

34) Sundaram, V., Ramkumar, D., and P. Shankar. 2017. Impact of E-Service Quality on Customer Satisfaction and Loyalty:
An Empirical Study in India Online Business. PERFORMANCE 21(1):48-69. https://doi.org. 10.24002/kinerja.v21i1.1034.

35) Venkatesh, V., Morris, M. G., Davis, G. B., and Davis, F. D. 2003. User Acceptance of Information Technology: Toward a
Unified View. MIS Quarterly. 27(3): 425-478.

36) Wiatna, R. A., and Sanaji, S. 2022. The Influence of E-Service Quality on Repurchase Intention through E-Satsifaction
among E-Grocery Application Users. Nomicpedia: Journal of Economics and Business Innovation. 2(2): 142—-158. Retrieved
from https://journal.inspirasi.or.id/nomicpedia/article/view/184

37) Zeithaml. VA 2002. Service excellence in electronic channels. Managing Service Quality 12(3): 135-138.

@ @ @ There is an Open Access article, distributed under the term of the Creative Commons Attribution
—Non Commercial 4.0 International (CC BY-NC 4.0
(https://creativecommons.or/licenses/by-nc/4.0/), which permits remixing, adapting and
building upon the work for non-commercial use, provided the original work is properly cited.

JEFMS, Volume 06 Issue 10 October 2023 www.ljefm.co.in Page 4878



http://www.ijefm.co.in/

