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ABSTRAK 

Penelitian ini bertujuan untuk menguji Peran Kepuasan Pelanggan dan Customer 

Experience dalam Memediasi Pengaruh E-Service Quality Terhadap Niat Beli 

Ulang Aplikasi Streaming Netflix di Kota Malang. Penelitian ini menggunakan 

pendekatan kuantitatif dengan metode survei melalui penyebaran kuisioner kepada 

246 responden yang telah berlangganan aplikasi Netflix minimal satu kali dalam 

enam bulan terakhir. Data dianalisis menggunakan metode Structural Equation 

Modeling-Partial Least Squares (SEM-PLS) untuk menguji hubungan antar 

variabel. Hasil penelitian menunjukkan bahwa e-service quality berpengaruh 

signifikan terhadap niat beli ulang, baik secara langsung maupun melalui customer 

experience dan kepuasan pelanggan yang memainkan peran penting dalam 

membangun niat beli ulang pelanggan. 

Kata kunci: Kualitas Layanan Elektronik, Pengalaman Pelanggan, Kepuasan 

Pelanggan, Niat Beli Ulang.  
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ABSTRACT 

This study aims to examine the role of customer satisfaction and customer 

experience in mediating the influence of e-service quality on the intention to 

repurchase the Netflix streaming application in Malang City. This study uses a 

quantitative approach with a survey method by distributing questionnaires to 246 

respondents who have subscribed to the Netflix application at least once in the last 

six months. Data were analyzed using Structural Equation Modeling-Partial Least 

Squares (SEM-PLS) to test the relationships among variables. The results indicate 

that e-service quality significantly influences repurchase intention, both directly 

and through customer experience and customer satisfaction, which play a crucial 

role in fostering customers' repurchase intention. 

Keywords— E-Service Quality, Customer Experience, Customer Satisfaction, 

Repurchace Intention. 
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