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Abstract 

In the midst of increasingly fierce business competition, repurchase has 

become very important because consumer loyalty has become a valuable asset for 

companies. Especially companies that sell services, such as online travel agents 

(OTAs). A good OTA, is certainly the one that can provide the best service so as 

to leave a positive impression on customers. This study aims to ditermine the 

influence of E-WOM and E-Service Quality on Repurchase Intention through E-

trust as a mediation for Agoda OTA users in Malang. This research method is 

quantitative. The population in this study is Agoda users who have made at least 1 

transaction in the last 1 year who are in Malang. Sampling technique with 

purposive sampling. The number of samples studied was 154 respondents. The 

source of data for this research data is primary data. The data collection 

techniques uses the questionnaire methods. Data analysis techniques use the help 

of SmartPLS 4.0. The results showed that E-WOM had no effect on repurchase 

intentions, while e-service quality had an effect. E-WOM and e-service quality 

have an affect on e-Trust, but E-trust has no effect on repurchase intention, and e-

trust does not mediate the influence between E-WOM and e-service quality. 
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Abstrak 

Di tengah persaingan bisnis yang semakin ketat, pembelian ulang menjadi 

sangat penting karena loyalitas konsumen menjadi aset yang berharga bagi 

perusahaan. Terutama perusahaan yang menjual layanan, seperti online travel 

agent (OTA). OTA yang bagus tentunya yang bisa memberikan layanan terbaik 

sehingga meninggalkan kesan positif bagi pelanggan. Penelitian ini bertujuan 

untuk mengetahui pengaruh E-WOM dan E-Service Quality terhadap Repurchase 

Intention melalui E-trust sebagai mediasi pada pelanggan OTA Agoda di Malang. 

Metode penelitian ini ialah kuantitatif. Populasi dalam penelitian ini pelanggan 

Agoda yang melakukan transaksi minimal 1kali dalam 1 tahun terakhir 

yang  berada di Malang. Teknik pengambilan sampel dengan purposive sampling. 

Jumlah sampel yang diteliti sebanyak 154 responden. Sumber data penelitian ini 

ialah data primer. Teknik pengumpulan data menggunakan metode kuesioner. 

Teknik analisis data menggunakan bantuan SmartPLS 4.0. Hasil penelitian 

menunjukkan E-WOM tidak berpengaruh terhadap repurchase intention, 

sedangkan e-service quality berpengaruh. E-WOM dan e-service quality 

berpengaruh terhadap e-Trust, tetapi e-trust tidak berpengaruh terhadap 

repurchase intention, dan e-trust tidak memediasi pengaruh antara E-WOM dan e-

service quality. 

 

Kata kunci: E-WOM; E-Service Quality; Repurchase Intention; E-Trut 
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