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 The purpose of this study was to analyze the relationship between E-Satisfaction, E-Word of Mouth 
and E-Trust on Repurchase Intention of Online Shop. The approach in the research used is a quanti-
tative approach using PLS-SEM SmartPLS software as a data processing tool. In this study, the data 
collection technique was carried out using an online questionnaire which was distributed to 150 
respondents’ consumers of online shops. Sampling system with snowball sampling method. Based 
on the results of hypothesis testing, it was found that this study found that satisfaction had a positive 
and insignificant effect on repurchase intention. This shows that the e-satisfaction of online shop 
consumers does not significantly affect the repurchase intention of these consumers towards e-com-
merce online shops. In addition, e-word of mouth has a positive and insignificant effect on repur-
chase intention. This shows that the higher the e-word of mouth perceived by e-commerce consum-
ers, the less significant customers will repurchase online. E-trust has a positive and significant effect 
on repurchase intention. This shows that the higher the e-trust perceived by online shop e-commerce 
consumers, the more customers will repurchase online. The novelty of this research is the new cor-
relation model of e-satisfaction, e-word of mouth and e-Trust on repurchase intention of online shops 
and the research can be a reference for further research to be applied in other places or countries.   
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1. Introduction 
 
In this digital era and industrial revolution, the increasing number of smart phones and cellular operators that provide internet 
services at low prices makes online business more fertile. According to Anser et al. (2021) many businesses are starting to 
use creative ways to promote their online stores. Starting from making artistic photos, interesting videos and other promotional 
content. Zainul (2019) and Zoghlami (2018) online business conditions in Indonesia are currently giving rise to an interesting 
phenomenon, namely the influence of influencers or celebrities who are getting stronger. Many online stores use their services 
to promote goods or services. Online shopping behavior has become a habit for many people, especially in the midst of the 
current pandemic. Moreover, Indonesia is the largest e-commerce market in Southeast Asia. According to Wearesocial and 
Hootsuite data, around 90% of internet users in Indonesia have shopped online. In 2019, the value of the e-commerce market 
capitalization in Indonesia reached USD 21 billion or around IDR 294 trillion (Ahmed & Zahid, 2014). The e-commerce 
industry in Indonesia is predicted to reach a value of USD 40 billion by 2022 (Zainul, 2019; Zoghlami et al., 2018). There are 
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several factors that influence the rapid development of e-commerce in Indonesia. One of the biggest factors is the rapid growth 
of the middle class in Indonesia, amounting to 25% of the total population or as many as 58.3 million people in 2021. This is 
also seen by the increase in public spending on online consumer goods shopping by 26% in 2020 compared to 2019. Apart 
from the increasing middle class, other factors that also support the development of e-commerce are the increasing level of 
internet penetration and mobile device users, allowing more people to access various online shopping platforms, starting from 
store websites online, marketplace applications and social media. Repurchase intention is customer satisfaction measured 
behaviorally by asking whether the customer will shop or use the company's services again. According to Ahmed and Zahid 
(2014) repurchase intention is defined as an individual's assessment of the repurchase of services or services from the same 
company by considering the current situation and the good atmosphere of the individual. In e-commerce applications, cus-
tomer repurchase interest will appear after making a purchase accompanied by a feeling of satisfaction in shopping using the 
application. Research on electronic word of mouth conducted by Ahmed and Zahid (2014) shows that electronic word of 
mouth has a positive and significant effect on repurchase intention at Citilink Indonesia. Similar research on electronic word 
of mouth was conducted. Consumer commitment with the desire to make repeat purchases can be influenced by satisfaction 
from previous purchases. Satisfaction is a key factor that can affect repurchase intention. Andika et al. (2020) explained that 
high satisfaction from a service causes consumers to always consider repeat purchases. Satisfaction in using e-commerce 
applications is called electronic satisfaction or e-satisfaction. Basically, there is no significant difference between electronic 
(e-satisfaction) and traditional customer satisfaction. Ahmad et al. (2017) explained that e-satisfaction occurs when products 
and services exceed consumer expectations, the level of buyer satisfaction after comparing the purchase experience and per-
ceived expectations with the post-purchase experience. Andika et al. (2020) showed that customer satisfaction has a positive 
and significant effect on repurchase intentions. Likewise, research conducted by Hasman et al. (2019) show that e-satisfaction 
has a positive and significant effect on repurchase intention. Trust has an important role in influencing the relationship between 
commitment and customer loyalty. E-commerce has a high potential risk from the transaction side, so that the factor of cus-
tomer trust in vendors is a key factor in e-commerce. Andika et al. (2020) found that trust influences repurchase intention. 
Trust in an online site with e-trust is important because logically consumers have a higher level of risk perception than non-
online transactions in terms of delivery, payment, and personal information (Yuliantoro et al., 2019). 
 
According to Ahmad et al. (2017) e-satisfaction can be defined as a holistic evaluation of the relationship between website 
users and e-retailers. E-satisfaction occurs when products and services exceed customer expectations. This is the level of 
buyer satisfaction after comparing the purchase experience and perceived expectations with the post-purchase experience 
(Ebrahim, 2020). Satisfaction is a psychological condition that results when a customer is satisfied, and he/she is no longer 
looking for an alternative other than the website he/she was using at that time. When the customer is not satisfied, then he/she 
will look for other alternatives and it will be an opportunity for competitors to take advantage of the situation. Online shopping 
on marketplace sites does not allow for personal contact between prospective buyers and sellers (Faircloth et al., 2001). Con-
sumers will only choose and consider purchasing products through images and information as stated on the website page only. 
The purchase will completely depend on the perception and trust of potential buyers on the site manager and the seller since 
one of the main foundations of online shopping is the level of consumer trust. The same thing was stated by others that 
customer trust in an online system (e-trust) is the main dimension of an online system. In interaction with an online shopping 
website, many studies have shown that e-trust or online trust is very important in online transactions. E-trust itself is defined 
as the basis for establishing relationships and maintaining relationships between customers and online sellers (Affandi et al., 
2020). E-trust in E-retailers happens when customers are willing to accept vulnerabilities in online transactions based on 
positive expectations about future actions (Ebrahim, 2020). E-trust is a trust that consumers must buy via the internet. Reluc-
tance to shop online can arise from uncertainty about settlement or perceived risks about payments and the security of personal 
information. Based on the above understanding, it can be concluded that e-trust or electronic trust is a trust that does not 
appear suddenly but must be built from the start. This trust will be a driving force in creating an effective relationship with 
customers (Nadaraja & Yazdanifard, 2013). In general, word of mouth or WOM is a marketing communication tool that is 
incorporated in the promotion mix (Stephen, 2016; Wanasida, 2021). Marketing communication as a communication that 
aims to build awareness, increase consumer interest and interest in a product or brand which in turn can make consumers take 
action to purchase the brand (Faircloth et al., 2001). e-word of mouth is a positive or negative statement about a product or 
company made by potential customers, current and former customers, which is available to many people and institutions 
through the internet (Hellier et al., 2003). Repurchase intention is an individual's assessment of the repurchase of services or 
services from the same company by considering the current situation and the good atmosphere of the individual. According 
to Anser et al. (2021) repurchase intention can be defined as customer satisfaction measured behaviorally by asking whether 
the customer will shop or use the company's services again. Affandi et al. (2020) describes four indicators in identifying 
repurchase intentions, namely transactional interest, referential interest, preferential interest and exploratory interest. The 
purpose of this study was to analyze the relationship between E-Satisfaction, E-Word of Mouth and E-Trust on Repurchase 
Intention of Online Shop. 
 

2. Method 
 

The research method used is a quantitative approach. The data in the form of numbers are then processed and analyzed to 
obtain scientific information behind these numbers (Purwanto et al., 2021). In this study, the data obtained by SEM-PLS 
Software. This study used PLS-SEM because the model tested was the development of the previous research model (Asbari 
et al., 2021). Analyzing data with PLS-SEM can be done in two ways, namely the Measurement Model which is often called 
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the Outer model and the Structural model called the Inner Model. In this study, the data collection technique was carried out 
using a questionnaire or online questionnaire which was distributed to 150 online shop consumer respondents. Sampling 
system with snowball sampling method. 
 
2.1 Validity test 
 
With the aim of knowing the validity or invalidity of the statement use in the questionnaire, the statement is declared valid if 
the statement used indicates something that will be measured (Latan et al., 2017). Validity testing focuses on all variables that 
have a unidimensional form. For this study, using convergent validity testing, namely through the Average variance extracted 
(AVE) value for each Latan et al. (2017). Validity of an indicator if the AVE value is equal to or more than 0.5 
 
2.2 Reliability Test 
 

To see the accuracy, and consistency of the model can be measured using the reliability test, in the SmartPLS 3.0 program 
there are two ways to test the instrument model, namely Cronbach's Alpha and Composite Reliability, but usually the results 
of Cronbach's Alpha test have a lower value, therefore Latan et al.  (2017) recommend that reliability test be carried out using 
Composite Reliability. Latan et al. (2017) say that the assumption of accurate parameter estimates is tested using Composite 
Reliability, in Composite Reliability testing there is the use of the Rule of thumb to measure the reliability of a variable. 
Composite Reliability is said to be valid if the value is more than 0.7 (Purwanto et al., 2021). 
 

2.3 Structural Model Test 
 

This is used to calculate the significance value of the relationship between variables directly without mediation. In the 
SmartPLS 3.0 program to view the magnitude of the value of the relationship between variables can be seen in the Sample 
Mean table in the Path coefficients. To see the relationship between variables is significant or not. We can see in the T-
Statistics table where the value must be more than > 1.96, or the P-Value (Betta) is less than <0.05 Latan, & Noonan (2017). 
 

2.4 R Square (Coefficient of Determination Test) 
 

The correlation test uses the coefficient of determination (R2) between the independent variable and the dependent variable 
with the aim of seeing whether there is a relationship between the Independent Variable and the Dependent Variable. The 
results of the coefficient of determination test (R2) also show how much the independent variable explains the independent 
variable. An independent variable is said to contain the information needed by the dependent variable if it has an R-Square 
value of 1 (one) or at least close to it, and vice versa (Purwanto et al., 2021). 
 

2.5 Quality Index 
 
The test is to assess the model in an overall way. The test is to assess the model in an overall way. The Quality Index is 
measured by looking at the value of GoF (Goodness of fit), the better the resulting model can be seen from the higher the GoF 
value, GoF Small = 0.10, GoF Medium = 0.25, GoF Large 0.36 (Purwanto et al., 2021). 
 
2.6 Hypothesis testing 
 
According to Hair et al. (2019) after a research model is believed to be fit, a hypothesis test can be carried out. The next step 
is to test the hypothesis that has been built in this study. Hypothesis testing using the Bootstrapping function on SmartPLS 
3.0. The hypothesis is accepted when the significance level is less than 0.05 or the t-value exceeds the critical value (Hair et 
al., 2014). The value of t statistics for the 5% significance level is 1.96.  
 

 

Fig 1. Research Model 
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Hypothesis 1: There is a positive influence between E-Satisfaction on Repurchase Intention of Online Shop. 

Hypothesis 2: There is a positive influence between E-Word of Mouth on Repurchase Intention of Online Shop. 

Hypothesis 3: There is a positive influence between E-Trust on Repurchase Intention of Online Shop. 

3. Result and Discussion 

3.1 Reliability test 

According to Hair et al. (2019), reliability is a measure of the internal consistency of indicators of a construct that shows the 
degree to which each of these indicators shows a general latent construct. According to Hair et al. (2019) the reliability re-
quirement is a measure of the stability and consistency of the results at different times. To test the reliability of the construct 
in this study used the value of composite reliability. A variable is said to meet construct reliability if it has a composite 
reliability value > 0.7 (Purwanto et al., 2019) and the Alpha Cronbach value > 0.7 has a good level of reliability for a variable. 

Table 1  
Reliability Testing Result  

Cronbach's Alpha rho_A Composite Reliability Average Variance Extracted (AVE) 
E-Satisfaction 0.978 0.979 0.988 0.976 
E-Trust 0.898 1.096 0.918 0.792 
E-Word of Mouth 0.995 1.016 0.996 0.985 
Repurchase Intention 0.988 0.994 0.992 0.977 

 
According to Table 1, it can be seen the results of the reliability test analysis using the SmartPLS tool which states that all 
composite reliability values are greater than 0.7, which means that all variables are reliable and have met the test criteria. 
Furthermore, the value of Cronbach’s omission also shows that all Cronbach’s Alpha values are more than 0.6 and this indi-
cates the level of reliability of the variable has also met the criteria.  
  
3.2 Convergent Validity 
 
Convergent validity is used to measure the correlation between item scores and construct scores, the higher the correlation 
the better the data validity (Purwanto et al., 2021). Measurement can be categorized as having convergent validity if the 
loading factor value is > 0.7. 
 

 
 

Fig. 2. Validity Testing 

3.3 Discriminant Validity 

Discriminant validity is a test of construct validity by predicting the size of the indicator from each block (Hair, 2019). One 
of the discriminant validities can be seen by comparing the AVE value with the correlation between other constructs in the 
model. If the AVE root value is > 0.50, it means that discriminant validity is reached (Hair, 2018). Discriminant validity was 
also carried out based on the Fornell Larcker Criterion measurement with the construct. If the correlation of the constructs on 
each indicator is greater than the other constructs, it means that latent constructs can predict indicators better than other con-
structs (Purwanto et al., 2020). 
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Table 2 
Discriminant validity Result  

E-Satisfaction E-Trust E-Word of Mouth Repurchase Intention 
E-Satisfaction 0.988 

  
 

E-Trust 0.703 0.890 
 

 
E-Word of Mouth 0.405 0.407 0.993  
Repurchase Intention 0.456 0.564 0.676 0.988 

 

Based on Table 2, it appears that each statement indicator has the highest loading factor value in the tested latent constructs 
than other latent constructs, meaning that each statement indicator can be predicted well by each latent construct in other 
words discriminant validity is valid. 

3.4 R Square Value 

The value of R square (R2) is a measure of the proportion of the variation in the value of the affected variable which can be 
explained by the variable that influences it. If in a study using more than two independent variables, then the adjusted R-
square (adjusted R2) is used. The value of r square adjusted is a value that is always smaller than r square. The R2 value is 
close to 1, with the limiting criteria being divided into 3 classifications, If the value of R2 = 0.67 Model is substance (strong), 
If the value of R2 = 0.33 the model is moderate (medium) and if the value of R2 = 0.19 the model is weak (bad) 

Table 3 
R Square Value   

R Square R Square Adjusted 
Repurchase Intention 0.215 0.187 

 
Based on table 3, the R Square of Repurchase Intention value is 0.187 or 18.7% means that the Repurchase Intention variable 
is influenced by the E-Satisfaction, E-Word of Mouth and E-Trust variable by 18.7%, while the remaining 82.3% is influenced 
by other variables not discussed in this study.  

3.5 Hypothesis testing 

According to Hair et al. (2019) after a research model is believed to be fit, a hypothesis test can be carried out. The next step 
is to test the hypothesis that has been built in this study. In this case, the bootstrapping method is applied to the sample. Testing 
with bootstrapping is intended to minimize the problem of abnormal research data.  

 

Fig. 3. Hypothesis Testing 

The last step of the test using the Smart Pls application is hypothesis testing and is carried out by looking at the results of the 
bootstrapping value. Hypothesis testing using the Bootstrapping function on SmartPLS 3.0. The hypothesis is accepted when 
the significance level is less than 0.05 or the t-value exceeds the critical value (Hair et al., 2014). The value of t statistics for 
the 5% significance level is 1.96. 
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Table 4 
Hypothesis Testing 

Correlation Original Sample (O) T Statistics P Values Note 
E-Satisfaction → Repurchase Intention 0.348 1.710 0.088 Not Significant 

E-Trust → Repurchase Intention 0.384 3.250 0.001 Significant 
E-word of mouth → Repurchase Intention 0.065 0.340 0.734 Not Significant 

 
3.6 Effect of E-Satisfaction on Repurchase Intention 
 
Based on the results of the hypothesis testing, the original sample value was positive 0.348 and the T value was 1.710 < 1.96 
and P value 0.088 > 0.050 so it was concluded that there was a positive but not significant relationship between E-Satisfaction 
and Repurchase Intention. This study found that satisfaction has a positive and insignificant effect on repurchase intention. 
This shows that the e-satisfaction felt by e-commerce online shop consumers will not significantly affect the e-repurchase 
intention of these consumers towards e-commerce online shops. Park and Oh (2012) stated that satisfaction increases future 
purchase intentions. In addition, the results of this study are not supported by research conducted by Pramono et al. (2021) 
and Salehnia et al. (2014) show that customer satisfaction has a positive and significant influence on purchase intention. 
Likewise, the research conducted by Wijaya et al. (2021) and Nagoya et al. (2021), who both conducted research on e-com-
merce, showed that e-satisfaction had a positive and significant effect on repurchase intention. 
 
3.7 Effect of E-Trust on Repurchase Intention 
 
Based on the results of the hypothesis testing, the original sample value was positive 0.384 and the T value was 3.250> 1.96 
and P value 0.001 < 0.050 so it was concluded that there was a positive and significant relationship between E-Trust and 
Repurchase Intention. This study found that e-trust has a positive and significant effect on repurchase intention. This shows 
that the higher the e-trust perceived by online shop e-commerce consumers, the more customers will repurchase online. The 
results of this study are supported by research from Park and Oh (2012) with the results that e-trust trust has a significant 
effect on repurchase intention at hotels in Lampung. Research conducted by Pramono et al. (2021) and Salehnia et al. (2014) 
shows that e-trust has a positive effect on online repurchase intention, which is indicated by a positive correlation coefficient. 
Susilo et al. (2020) and Rudyanto et al. (2020) in a study entitled the effect of consumer e-satisfaction and e-trust on online 
repurchase intention at Traveloka showed that e-trust has a positive and significant influence on online repurchase intention. 
 
3.8 Effect of E-Word of mouth on Repurchase Intention 
 
Based on the results of the hypothesis testing, the original sample value was positive 0.146 and the T value was 0.340< 1.96 
and the P value was 0.340> 0.050 so it was concluded that there was an insignificant relationship between E-Word of mouth 
and Repurchase intention. This study found that e-word of mouth had a positive and insignificant effect on repurchase inten-
tion. This shows that the higher the e-word of mouth perceived by e-commerce consumers, the less significant customers will 
repurchase online. The results of this study are supported by Pramono et al. (2021) and Salehnia et al. (2014) who formulated 
that e-word of mouth has a significant effect on repurchase intention. Research conducted by Wijaya et al. (2021) and Nagoya 
et al. (2021) who found that the more positive the e-word of mouth, the higher the intention to repurchase. 
 
E-satisfaction influences e-word of mouth. This shows that the e-satisfaction felt by online shop e-commerce consumers will 
affect the consumer's e-word of mouth towards the e-commerce online shop (Park et al., 2012). Respondents tend to recom-
mend to others after respondents feel satisfied shopping. The higher the customer satisfaction, the greater the chances of the 
customer to recommend (Wijaya et al., 2021; Nagoya et al., 2021). E-trust influences e-word of mouth. This shows that the 
e-trust perceived by online shop e-commerce consumers will affect the consumer's e-word of mouth towards the e-commerce 
online shop. Customers tend to recommend to others after customers feel trust in the online shop. The higher the trust, the 
greater the chance for customers to recommend. E-satisfaction influences repurchase intention. This shows that the e-satis-
faction felt by e-commerce online shop consumers will affect the e-repurchase intention of these consumers towards e-com-
merce online shops. Customers tend to repurchase on e-commerce, customers are satisfied with their online shopping. The 
higher the e-satisfaction, the greater the intention to repurchase. E-trust influences repurchase intention. This shows that the 
higher the e-trust perceived by online shop e-commerce consumers, the more customers will repurchase online (Stephen, 
2016; Wanasida, 2021). Customers tend to repurchase on e-commerce when customers trust. So the higher the e-trust, the 
greater the intention to repurchase. E-word of mouth influences repurchase intention. This shows that the higher the e-word 
of mouth perceived by online shop e-commerce consumers, the more customers will repurchase online. Customers tend to 
repurchase in e-commerce when customers get e-word of mouth. So that the higher the e-word of mouth, the greater the 
intention to repurchase. E-satisfaction influences repurchase intention through e-word of mouth. This shows that e-word of 
mouth can strengthen and can also weaken consumer repurchase intentions at online shops, in this study e-word of mouth 
reduces the effect of e-satisfaction on repurchase intention (Susilo et al., 2020; Rudyanto et al., 2020). e-trust influences 
repurchase intention through e-word of mouth. This shows that e-word of mouth can strengthen and can also weaken repur-
chase intention of consumers at online shops, in the path analysis in this study e-word of mouth strengthens the influence of 
e-trust on repurchase intention of commerce Online shop consumers. 
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3.9 Practical Implications 
 
The practical implications of the research results for online shop companies show that E-Satisfaction has no effect on Repur-
chase Intention, E-Trust has an effect on Repurchase Intention and E-word of mouth has an effect on Repurchase Intention. 
Therefore, the online shop is considered necessary to consider each variable in this study. All elements within the company 
must be able to work together in improving a good brand image so that the product can be trusted by consumers. In terms of 
eWOM, it can be concluded that the internet or social media item is a place to express consumer dissatisfaction based on the 
survey results this item has the lowest value of the other items. So to increase sales of a product, the online shop adds support 
through a chat room system by customer service so that customers get a lot of information from customer service, online 
shops, and online shops will be consistent in their commitment to work together with their customers to satisfy their desires 
in realizing best product. Based on the conclusions that have been described regarding the results of the research, suggestions 
that can be given are, in using E-Word of Mouth as one of the promotional media carried out, Lazada must be able to increase 
interaction between users so that users are more interested in making E-Purchase Decisions at online shops. Furthermore, to 
keep E-Trust good in the eyes of consumers, the online shop must be able to make deliveries according to the time that has 
been set and there are no delays that will lead to disappointment. Then to increase consumer interest, online shops must update 
the Marketplace so that consumers will find it easier and faster to find the products they need. 
 
3.10 Theoretical Implications 
 
The theoretical implications of the three variables tested are E-satisfaction has no effect on repurchase intention, E-trust in-
fluences repurchase intention and E-word of mouth has no effect on repurchase intention. Only two variables that affect 
repurchase intention in online shops are E-Trust and E-word of mouth. From the results of this study, it can be said that it 
strengthens the theory which states that each of these two factors affects repurchase intention. However, because e-satisfaction 
does not affect repurchase intention, it can be said that e-satisfaction does not strengthen the theory which states that e-
satisfaction affects repurchase intention. 
 
4. Conclusion 
 
This study has found that satisfaction has a positive and insignificant effect on repurchase intention. This shows that the e-
satisfaction felt by e-commerce online shop consumers will not significantly affect the e-repurchase intention of these con-
sumers towards e-commerce online shops. e-word of mouth has a positive and insignificant effect on repurchase intention. 
This shows that the higher the e-word of mouth perceived by e-commerce consumers, the less significant customers will 
repurchase online. e-trust has a positive and significant effect on repurchase intention. This shows that the higher the e-trust 
perceived by online shop e-commerce consumers, the more customers will repurchase online. This study has limitations, 
namely the limited number of respondents, the unit analysis is only on the online shop, so the results may not necessarily be 
applicable to other respondents and units of analysis. Suggestions for further research are increasing the number of respond-
ents, using other sampling methods, adding other variables, and using other units of analysis. 
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