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Abstract: This study aims to analyze the effect of e-service quality on customer trust and
repurchase intention, customer trust on repurchase intention, mediation of customer trust in e-
service quality on repurchase intention and the effect of e-service quality on moderated
customer trust by e-WOM on e-commerce in Indonesia. This research is quantitative research
by distributing questionnaires to respondents. The population in this study are Generation Z e-
commerce customers in Indonesia. The sample selection method uses non-probability sampling
with convenience sampling. The sample of this research is 203 respondents. Data analysis used
the PLS Structural Equation Modeling (SEM) method. The results of this study indicate that e-
service quality has a positive and significant effect on customer trust and repurchase intention,
customer trust has a positive and significant effect on repurchase intention, e-service quality
has a positive and significant effect on repurchase intention through customer trust and e-WOM
is unable to moderate the effect of e-service quality on customer trust.
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1. Introduction

Indonesia will have a demographic bonus from 2030 to 2040. The demographic bonus is
defined as a population of productive age greater than non-productive age. In 2030 the
Indonesian population of productive age will be more than 60% of the total population
(Kominfo 2020). One of these demographic bonuses is Generation Z. Based on the 2020
population census, generation Z occupies the largest portion in Indonesia, namely 27.94% (BPS
2022). Generation Z are individuals born between 1995 and 2012 (Barhate and Dirani 2022;
Maioli 2017).

Generation Z has different characteristics from previous generations, they were born when
technology was widely used, and they did not know a world without the internet (Twenge
2010). The results of a survey conducted by the Alvara Research Center show that the
generation that uses the internet the most in Indonesia is Generation Z, with a percentage of
97.7%.

In line with the increasing number of Generation Z in Indonesia, the Internet development in
Indonesia has also increased rapidly, evidenced by the number of Internet users in Indonesia,
which has continued to increase over the past five years. Internet users in Indonesia have grown
by 54.25% in the last five years. In January 2022, the number of internet users reached 204.7
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million people, with an internet user penetration of 73.7% of the total population of Indonesia
(Annur 2022). The increase also occurred in transactions through e-commerce. E-commerce
transactions in Indonesia grew by 50.58% from 2020 to 2021. In 2021, the number of e-
commerce transactions in Indonesia will reach 401 trillion rupiahs (Elena 2022). Generation Z
transactions in e-commerce contributed 36% of all transactions in 2020 (Alinea 2020).
Generation Z's contribution to e-commerce transactions in Indonesia will continue to increase
due to demographic bonuses in Indonesia from 2030 to 2040.

Competition in e-commerce is fierce. This can be seen from the number of visits to Indonesia's
top five e-commerce sites, namely Tokopedia, Shopee, Bukalapak, Lazada and Blibli, which
have fluctuated from 2018 to 2021. There has even tended to be a decrease in visits to the top
five e-commerce sites in Indonesia, from 381.08 million in 2018 to 357.46 million in 2021
(Iprice 2021).

The decrease in the number of visits to e-commerce is in contrast to the increase in internet
users and an increase in e-commerce transactions in Indonesia. This indicates that customers
still have low repurchase intention in the same e-commerce. Low customer repurchase
intention is an indication of low customer loyalty. Based on survey results from Surveysensum,
42% of customers still frequently switch from one e-commerce to another (Kompas 2022).
Repurchase intention in e-commerce is a customer intention that will cause repurchasing
behaviour as described in the Theory of Planned Behavior (TPB). Intention shows how hard
someone dares to try, intention shows how much effort someone plans to make, and intention
relates to subsequent behaviour (Ajzen 1991).

Customer repurchase intention in e-commerce is influenced by e-service quality. Rohwiyati
and Praptiestrini (2019) explain that increasing e-service quality will increase customer
repurchase intention. Lestari and Ellyawati (2019) and Hongdiyanto et al. (2020) also revealed
that customer repurchase intention is significantly influenced by e-service quality. However,
oleh Yunus, Fauzi, and Rini (2021) research shows different results and proves that e-service
quality has no significant effect on customer repurchase intention. Then, Ikhsan and Lestari
(2021) put forward different results, which explained that e-service quality has a negative effect
on customer repurchase intention.

E-service quality can also affect customer trust in e-commerce. Good e-service quality will
increase customer trust in e-commerce (Pratiwi, Sunaryo, and Mugiono 2021). Tran and Vu
(2019) also explained that customer trust in online shopping would increase if the e-service
quality of e-commerce is considered reasonable by customers. Customer trust can also mediate
the relationship between e-service quality and customer repurchase intention (Pratiwi et al.
2021; Tran and Vu 2019). Liu and Tang (2018) and Zhu, Kowatthanakul, and Satanasavapak
(2020) explain that high customer trust in e-commerce is required to increase customer
repurchase intention. However, research conducted by Ikhsan and Lestari (2021) and Ariyanti,
Maihan, and Lestari (2021) revealed different results. It proved that customer trust did not
significantly impact e-commerce customer repurchase intention.

There are not many studies that use e-WOM as a moderating variable, so a more profound
study is needed. E-WOM is expected to increase the effect of e-service quality on customer
trust so that it will have an impact on increasing customer repurchase intention in e-commerce
in Indonesia.

This study aims to analyze the effect of e-service quality on customer trust and repurchase
intention, customer trust on repurchase intention, mediation of customer trust in e-service
quality on repurchase intention and the effect of e-service quality on customer trust moderated
by e-WOM on e-commerce in Indonesia.
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2. Literature Review

Theory of Planned Behaviour

The Theory of Planned Behaviour focuses on a person's intention to perform a behaviour
because the intention is an intermediate variable that causes behaviour from an attitude or other
variables. The intention mediates the influence of various motivational factors that impact
behaviour. Intention also shows how hard someone dares to try, intention shows how much
effort someone plans to do, and intention is closely related to subsequent behaviour. Intentions
can be expressed through the Theory of Planned Behaviour (TPB), namely beliefs or attitudes
towards behaviour, subjective norms and behavioural control (Ajzen 1991). The formation of
intention plays a distinctive role in directing action, namely connecting deep considerations
that are believed and desired by someone with specific activities (Ajzen 1991).

Repurchase Intention

Repurchase intention is a customer's evaluation of repurchasing products or services from the
same seller or not, taking into account the current situation and the possibility of future events
(Hellier et al. 2003). According to Dharmmesta and Handoko (2000) repurchase intention is a
transaction made for the same product or service and then will repurchase. The first step for e-
commerce is how to encourage customers to make purchases on e-commerce, and then the next
step is how to encourage customers to make repeat purchases (Novitasari et al. 2022).
Repurchase intention is important in maintaining a company's image and success of a company.
Pappas et al. (2014) explained three indicators of repurchasing requests in e-commerce: (1)
Intention to continue shopping in e-commerce in the future. (2) Will continue shopping on e-
commerce in the future. (3) Will regularly use e-commerce in the future.

E-Service Quality

Parasuraman, Zeithaml, and Malhotra (2005) explain that e-service quality is the ability of a
website to facilitate online shopping, effective and efficient transactions and delivery. This
understanding explains the concept of e-service quality, from the pre-purchase process (ease
of use, product information, ordering information, and personal data protection) to the post-
purchase process (delivery and return policy).

According to Ladhari (2010) the indicators used for measuring e-service quality are: (1)
Reliability/fulfilment, one of the main dimensions in traditional service quality instruments,
refers to service performance according to promises in a precise and timely manner. (2)
Responsiveness is a response that refers to the willingness to help customers or users,
responsiveness to customer questions and problems, and the existence of alternative
communication channels provided by the website. (3) Ease of use/ability, leading to easy access
to existing information. This is a crucial reason for customers to make virtual shopping
decisions. Ease of website use is essential in e-service quality because the e-commerce
ecosystem can make customers feel challenged to use e-commerce. (4) Privacy/security,
leading to the protection of customer personal and financial information. The intended
protection is measured as the website's ability to feel safe by customers. This indicator is very
suitable because the potential risk of financial loss and fraud in virtual transactions is relatively
high. Security is a crucial influence on the intention to revisit a website and make a purchase.
(5) Web design refers to online catalogues' aesthetic features, content and structure. Web design
has an essential role in attracting and retaining visitors, and content that has an equally
important role. (6) Information quality refers to the availability and accuracy of information
customers obtain when visiting the website.
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E-service quality can affect customer trust in e-commerce. Good e-service quality can increase
customer trust in e-commerce (Pratiwi et al. 2021). Tran and Vu (2019) also explained that
customer trust in online shopping would increase if the e-service quality of e-commerce is
considered reasonable by customers. E-service quality can also affect customer repurchase
intention in e-commerce. Rohwiyati and Praptiestrini (2019) explain that increasing e-service
quality will increase customer repurchase intention. Lestari and Ellyawati (2019) and
Hongdiyanto et al. (2020) also revealed that customer repurchase intention is significantly
influenced by e-service quality.

Hypothesis 1: E-service quality has a positive effect on customer trust

Hypothesis 2: E-service quality has a positive effect on repurchase intention

Customer Trust

Customer trust is a person's desire to involve himself with others engaged in exchanges caused
by someone having faith in different parties (Moorman, Deshpande, and Zaltman 1993).
Customer trust leads to a person's belief that other people will behave based on their
expectations and the hope that other people who have been chosen to be trusted will not act
opportunistically by taking advantage of the situation (Kamtarin 2012).

McKbnight, Choudhury, and Kacmar (2002) explained that the indicators used to measure
customer trust are: (1) Trusting Belief is how high a person believes and feels trust in other
people in certain situations. Trusting Belief is the opinion of someone who believes (customers)
in a trusted party (online shop seller) where the seller has characteristics that can provide
benefits to customers. (2) Trusting Intention is done intentionally in which a person is willing
to depend on other parties in certain situations; this happens individually and leads directly to
other people. The element that forms trusting Intention is the willingness to depend, namely,
the individual's willingness to depend on e-commerce.

Liu and Tang (2018) and Zhu, Kowatthanakul, and Satanasavapak (2020) explain that high
customer trust in e-commerce is required to increase customer repurchase intention. However,
research conducted by Ikhsan and Lestari (2021) and Ariyanti, Maihan, and Lestari (2021)
revealed different results. It proved that customer trust did not significantly impact e-commerce
customer repurchase intention. Customer trust can also mediate the relationship between e-
service quality and customer repurchase intention (Pratiwi et al. 2021; Tran and Vu 2019). Tran
and Vu (2019) explain that e-service quality significantly influences repurchase intention
through customer trust.

Hypothesis 3: Customer trust has a positive effect on repurchase intention

Hypothesis 4: E-service quality has a positive effect on repurchase intention through customer
trust

E-Word of Mouth (WOM)

E-WOM is a sentence or discussion about a product, service or organization, whether positive
or negative and can be accessed by the whole community online (Hennig-Thurau et al. 2004).
According to Litvin, Goldsmith, and Pan (2008) E-WOM is the entire non-formal
communication intended for customers through internet media relating to the use or
specifications of products, both in the form of goods and services as well as sellers.

Generally, word of mouth, or WOM, can be interpreted as a marketing communication tool
incorporated into the promotion mix (Prahiawan et al. 2021). Marketing communication aims
to build awareness and increase customer intention in a product or brand, which in turn can
make customers take action to buy the brand. E-WOM is a positive or negative statement about
a product or company created by a potential customer, which is available to many people and
institutions via the Internet (Prahiawan et al. 2021).
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According to Lin, Wu, and Chen (2013), indicators for measuring e-WOM are (1) Quality of
e-WOM, Quality of e-WOM Related to the quality of the content of the reviews read by
customers and how easily customers can understand these reviews. (2) The number of e-WOM,
The number of e-WOM is related to the number of comments posted and can represent product
performance. The number of comments also describes the popularity of the product. (3)
Sender's expertise is the sender of the message when making comments that are used to attract
customers to make decisions.

E-WOM that is positive and has good quantity and quality will strengthen the effect of e-service
quality on trust with customers because, with the help of E-WOM, customers will quickly find
out about the quality of online services provided by e-commerce. Therefore it will have an
impact on increasing customer trust in e-commerce.

Hypothesis 5: E-WOM moderates the effect of e-service quality on customer trust

Research Model
The research model is shown in Figure 1 below:

H5
H4
E-Service HI @ H3 Minat Beli
Quality Konsumen Ulang
H2

Figure 1. Research Model
3. Method

Research design

This research is quantitative research by distributing questionnaires to respondents. This
research is cross-sectional research. The research was conducted in Indonesia from January to
May 2022.

Population and Sample

The population in this study is the top 5 e-commerce customers in Indonesia (Tokopedia,
Shopee, Bukalapak, Lazada and Blibli) who fall into the Z generation category (born 1995-
2012). The sample selection method uses non-probability sampling with convenience
sampling.

Because the population size is uncertain, determine the number of samples using
recommendations from Roesco. This explains that the number of samples is at least 10-20 times
the variable under study (Sugiyono 2010). So, the minimum sample in this study with four
variables is 4x20 = 80 respondents. Because this study tested models and hypotheses using
SEM PLS, Hair et al. (2010) recommend a sample size of 100-200 respondents. So, in this
study, 500 questionnaires were distributed throughout Indonesia following the weight of the
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population based on the 2020 population census on six major islands in Indonesia (56.10% in
Java, 21.68% in Sumatera, 7.36% in Sulawesi, 6.15 % in Kalimantan, 5.57% in Bali-Nusa
Tenggara and 3.17% in Papua-Maluku). Questionnaires that were filled out and met the criteria
and continued for data processing in this study totalled 203.

Variable Measurement

Each variable is measured by distributing questionnaires to respondents using a 5-point Likert
scale (where 1-5 indicates strongly disagree to agree with the statements submitted strongly).
The variable of repurchase intention is measured using three indicators proposed by Pappas et
al. (2014): Intention to continue shopping in e-commerce in the future, will continue shopping
in e-commerce in the future and will regularly use e-commerce in the future. The e-service
quality variable is measured using six indicators proposed by Ladhari (2010):
Reliability/fulfilment, Responsiveness, Ease of use/ability, Privacy/security, Web design and
Information quality. The customer trust variable is measured using two indicators by
McKbnight, Choudhury, and Kacmar (2002): Trusting Belief and Trusting Intention. The e-
WOM variable is measured using three indicators proposed by Lin, Wu, and Chen (2013): e-
WOM quality, e-WOM quantity and Sender's expertise.

Data Analysis

The descriptive analysis used in this study is an analysis of the characteristics of the
respondents and an analysis of the respondents' responses.

Then a questionnaire feasibility test consisted of: (a) Validity test, a validity test conducted to
measure the accuracy of research instruments or questionnaires. The questionnaire is valid if
the questions or statements can reveal something that the questionnaire will measure. The
accuracy value of the questionnaire can be measured using the correlation coefficient. The
questionnaire is excellent and valid if the correlation coefficient is > 0.3 (Robinson 2018). (b)
Reliability Test is a questionnaire test conducted to measure the consistency of respondents'
answers. The reliability test was carried out with the Cronbach Alpha statistical test. The
questionnaire is reliable if the Cronbach Alpha value is > 0.70 (Robinson 2018).

After that, the PLS-SEM Model test was carried out by testing the outer model and inner model.
The outer model consists of Outer loading, Composite reliability (CR) and Average Variance
Extracted (AVE). While the Inner model consists of R? and Q.

Then a hypothesis test is carried out by looking at the P-values from bootstrapping on the PLS-
SEM used as an alternative in determining whether the hypothesis is accepted or rejected. The
criteria for the P value in testing the hypothesis are as follows: (a) P-values < o = 0.05, the
hypothesis is accepted. This means that partially exogenous variables have a significant
influence on endogenous variables. (b) P-values > a = 0.05, the hypothesis is rejected. This
means that partially exogenous variables do not significantly affect endogenous variables.

4. Result and Discussion

Characteristics of Respondents
The characteristics of the respondents in this study are shown in Table 1.

Table 1. Characteristics of Respondents

Characteristics Category Quantity Percentage
Gender Man 110 54.19%
Woman 93 45.81%
High School 65 32.02%
Education Diploma 36 17.73%
Bachelor 102 50.25%
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Characteristics Category Quantity Percentage
Civil Servant 87 42.86%
Employee 72 35.47%
Student 26 12.81%
Entrepreneur 10 4.93%
House Wives 7 3.45%
Freelance 1 0.49%
Bukalapak 2 0.99%
E-Commerce Lazada 14 6.90%
Shopee 138 67.98%
Tokopedia 49 24.14%
1time 7 3.45%
Frequency 2-3 t!mes 32 15.76%
4-5 times 8 3.94%
> 5 times 156 76.85%
Clothes 95 46.80%
Beauty product 22 10.84%
Product House equipment 20 9.85%
Hobby 14 6.90%
Others 52 25.62%
< 100.000 26 12.81%
Transaction per 100.000-300.000 121 59.61%
Product >300.000-500.000 33 16.26%
>500.000-1.000.000 9 4.43%
> 1.000.000 14 6.90%
Total 203 100%

Source: Processed Data, 2022

Validity and Reliability Test Results
The results of testing the validity of each statement item and the reliability of each variable are
shown in Table 2 below:

Table 2. Validity and Reliability Test Results

Variable Item C‘zfg'gt(;;’” Validity A%ﬁ;?i%r}%) Reliability
ES11 0.683 Valid
ES12 0.739 Valid
ES13 0.629 Valid
ES14 0.725 Valid
ES21 0.679 Valid
ES22 0.693 Valid
ES23 0.659 Valid
E-Service ES31 0.695 Val!d _
Quality ES32 0.802 Valid 0.949 Reliabel
ES33 0.721 Valid
ES41 0.640 Valid
ES42 0.715 Valid
ES51 0.760 Valid
ES52 0.691 Valid
ES61 0.751 Valid
ES62 0.782 Valid
ES63 0.686 Valid
EwW11 0.537 Valid
EW12 0.339 Valid
EW21 0.690 Valid .
E-WOM EW22 0.581 valid 0.782 Reliabel
EW31 0.534 Valid
EW32 0.618 Valid
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. Correlation - Cronbach's .
Variable Item (>0.30) Validity Alpha (>0.70) Reliability

CT11 0.717 Valid
CT12 0.833 Valid

C‘fﬁ:g;‘e’ CT13 0.789 Valid 0.905 Reliabel
CT21 0.733 Valid
CT22 0.737 Valid
RI11 0.734 Valid

Repurchase RI21 0.749 Valid .

Intention RI31 0.742 Valid 0.882 Reliabel

RI32 0.756 Valid

Source: Processed Data, 2022

Table 2 shows that all statement items in this study are valid because the correlation value of
all items is greater than 0.30. The Cronbach's Alpha value for each variable in this study was
greater than 0.70, meaning each variable was reliable.

PLS-SEM Model Test Results
The results of the PLS Structural Equation Modeling (SEM) test in this study are shown in
Figure 2 and Table 3.

EWA EW2 EW3

N1/

na1s 0886 g7

ES1
ES2
ES3
ES4 ) CT2
ESS

ES6 RI

0.875 —r

—0.891—p RI2

0.903
—
RIZ
Moderating Effect Minat Beli Ulang

1

Figure 2. PLS-SEM Model Test Results
Source: Processed Data, 2022

Based on the PLS-SEM model test, it can be seen that (Table 3) each indicator in this study has
a loading factor value greater than 0.60. so that all indicators can be said to be valid. The
Composite Reliability value for each research variable is greater than 0.70. meaning that all
variables in this study are reliable. The AVE value for each research variable is greater than
0.50. meaning that all variables in this study are valid.

The R square value shows a moderate relationship between exogenous variables and
endogenous variables. It can be explained that the R Square value of 0.728 or 72.8% of the
customer trust variable can be explained by the e-service quality and e-WOM variables. While
the remaining 27.2% is explained by other factors not examined by this study. While the test
results on the repurchase intention variable obtained an R Square value of 0.652 or 65.2%, the
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e-service quality and customer trust variables can explain the repurchase intention variable.
While the remaining 41.1% is explained by other factors not examined in this study. Then, the
Q square value is above 0.00, meaning that this research model has a good observation value
or the model has a predictive relevance value.

Table 3. PLS-SEM Model Test Results

. Average
Variable Indicators Loading ggnqe?tﬁf::; Variangce R SqL?are
Factor >0.60 (CR) >0.70 Extrac)t%dS(AVE) Square >0
ES1 0.883
ES2 0.823
E-Service ES3 0.865
Quality Es4 0.795 0.940 0.722
ES5 0.840
ES6 0.890
EW1 0.818
E-WOM EW2 0.866 0.865 0.682
EWS3 0.792
Customer CT1 0.925
Trust CT2 0.942 0.933 0.874 0.728 0.622
Repurchase RI1 0.879
InF;ention RI2 0.890 0.920 0.792 0.652 0.506
RI3 0.901
Source: Processed Data, 2022
Hypothesis Test Results
The results of hypothesis testing in this study are shown in Table 4.
Table 4. Hypothesis Test Results
Hypothesis Variable Relationship S;)mrgllen?é) T Statistics VaIIDues Results
H1 E-Service Quality -> 0.544 6.986 0.000  Significant
Customer Trust
H2 E-Service Quality -> 0.443 4518 0.000  Significant
Repurchase Intention
H3 Customer Trust -> 0.403 4.222 0.000  Significant
Repurchase Intention
E-Service Quality ->
H4 Customer Trust -> 0.219 4.028 0.000 Significant
Repurchase Intention
E-wom Moderation on e-
H5 service quality -> Customer 0.021 0.859 0.391 Insignificant

Trust

Source: Processed Data, 2022

Discussion

Effect of E-Service Quality on Customer trust
E-Service quality positively and significantly affects e-commerce customer trust in Indonesia.
That is, the better the e-service quality received by customers, the higher the trust of Generation
Z customers in e-commerce in Indonesia. The results of this study support the results of
research conducted by Pratiwi, Sunaryo, and Mugiono (2021) and Tran and Vu (2019), which
explain that good e-service quality can increase customer trust.
E-Service quality is the ability of e-commerce websites to facilitate online transactions,
including effective and efficient delivery of goods purchased online (Parasuraman et al. 2005).
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E-Service quality will shape the attitude toward behaviour, which is an indicator of the Theory
of Planned Behaviour (TPB) put forward by Ajzen (1991). In this study, attitude is represented
by customer trust in e-commerce. E-Service quality that is received and felt by e-commerce
customers will shape customer attitudes in the form of customer trust, which will determine
further behaviour. From this study, it was found that e-service quality is an antecedent of
attitude towards TPB.

Effect of E-Service Quality on Repurchase Intention

E-Service quality has a positive and significant effect on the repurchase intention of Generation
Z customers in e-commerce in Indonesia. The better the e-service quality, the higher the
intention to repurchase Generation Z customers in e-commerce in Indonesia. The results of this
study are in line with the results of research conducted by Rohwiyati and Praptiestrini (2019),
Lestari and Ellyawati (2019) dan Hongdiyanto et al. (2020), which explains that e-service
quality has a positive and significant influence on customer repurchase intention. However, the
results of this study are not in line with the results of research conducted by. Yunus, Fauzi, and
Rini (2021)prove that e-service quality does not significantly impact customer repurchase
intention.

Repurchase intention is a customer's desire to re-transact a product or service because they are
satisfied with the goods or services in previous transactions. Repurchase intention is an
indicator of intention in the Theory of Planned Behaviour (TPB). From the results of this study,
it was found that there was a direct effect of e-service quality on intentions represented by the
repurchase intention of Generation Z customers in e-commerce.

The Effect of Customer Trust on Repurchase Intention

Customer trust has a positive and significant effect on the repurchase intention of Generation
Z customers in e-commerce in Indonesia. That is, the higher customer trust, the higher the
intention to repurchase Generation Z customers in e-commerce in Indonesia. The results of this
study support the results of research conducted by Liu and Tang (2018) dan Zhu,
Kowatthanakul, and Satanasavapak (2020), which prove that customer trust has a positive and
significant influence on repurchase intention. However, the results of this study do not support
the results of research conducted by Ikhsan and Lestari (2021) dan Ariyanti, Maihan, and
Lestari (2021), which prove that customer trust has no significant effect on repurchase
intention.

Customer trust is a positive attitude of customers towards a product, and these customers
believe that the seller will meet customer expectations. In the Theory of Planned Behaviour
(TPB), customer trust is a representation of attitude toward behaviour which will affect the
intention represented by repurchase intention and ultimately impact customer behaviour in
repurchasing.

Effect of E-Service Quality on Repurchase Intention through Customer Trust

E-service quality significantly affects repurchase intention through Generation Z customer trust
in e-commerce in Indonesia. That is, customer trust can mediate the effect of e-service quality
on repurchase intention. Good e-service quality will increase customer trust so that customers
who trust e-commerce will have a high repurchase intention. This study's results align with the
results of research conducted by Pratiwi et al. (2021) dan Tran and Vu (2019), which explain
that customer trust can mediate the effect of service quality on repurchase intention.

The results of this study support the theory put forward by Baron and Kenny (1986)regarding
partial or partial mediation, that is if the effect of the independent variable on the dependent
variable decreases but is not equal to zero by entering the mediating variable into the equation.
So, customer trust in this study is a partial mediating variable in the relationship between e-
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service quality and repurchase intention because there is a significant direct effect between e-
service quality and repurchase intention.

Effect of E-Service Quality on Customer Trust moderated by E-WOM

E-WOM cannot moderate the effect of e-service quality on Generation Z customer trust in e-
commerce in Indonesia. This is supported by statistical analysis of hypothesis testing in this
study because E-WOM is an antecedent variable of customer trust. Therefore, the effect of E-
WOM as a moderating variable is not significant.

In addition, the cause of E-WOM does not moderate the effect of e-service quality on customer
trust because Generation Z is a generation that understands information technology and spends
a lot of time using social media, so they read and see E-WOM a lot about e-commerce.
Therefore E-WOM is an antecedent of customer trust, not a moderation. Positive e-WOM will
have a direct effect on increasing customer trust.

In the Theory of Planned Behavior (TPB), there are indicators of subjective norms which can
be interpreted as social influences that cause a person to take action or behave (Ajzen 1991).
E-WOM in research can represent subjective norms on TPB. This study found that E-WOM
influences customer trust, which represents an attitude towards TPB. That is, subjective norms
influence the attitude of TPB.

5. Conclusions

Generation Z can use information technology in various activities, including online trading or
e-commerce. From this study, for Generation Z customers in Indonesia, e-service quality is
important in increasing customer trust and repurchase intention. Then, high customer trust will
generate Generation Z customer repurchase intention in e-commerce in Indonesia. Customer
trust can also partially mediate the effect of e-service quality on repurchase intention. This
study also found that E-WOM is not a moderating variable between e-service quality and
customer trust but functions as an antecedent of customer trust. Then, E-service quality is an
antecedent of attitude on the Theory of Planned Behavior (TPB), which in this study is
represented by customer trust. Then, E-WOM in this study represents a subjective norm on
TPB that has a direct influence on the attitude of customer trust.

Acknowledgements

Thanks to Prof. Dr. Teddy Chandra S.E., M.M. and Dr. Yanti Mayasari Ginitng, S.Sos., M.Sc
as a lecturer at the Business and Technology Institute Pelita Indonesia Pekanbaru, who has
provided a lot of guidance on this research, so that this research can be completed. Thank you
also to all the respondents who contributed to this research.

References

Ajzen, Icek. 1991. “The Theory of Planned Behavior.” Organizational Behavior And Human
Decision Processes 33:179-211. doi: 10.47985/dcid].475.

Alinea. 2020. “Transaksi E-Commerce Didominasi Generasi Z Dan Milenial.” Retrieved
(https://wwwe.alinea.id/gaya-hidup/transaksi-e-commerce-didominasi-generasi-z-dan-
milenial-b1ZRL9woj).

Annur, Cindy Mutiara. 2022. “There Are 204.7 Million Internet Users in Indonesia in Early
2022 Retrieved September 22, 2022
(https://databoks.katadata.co.id/datapublish/2022/03/23/ada-2047-juta-pengguna-
internet-di-indonesia-awal-2022).

Ariyanti, Ema Wahyuni, Andhika Auliya Maihan, and Indriyani Dewi Lestari. 2021.

Proceeding 3 International Conference on Business & Social Sciences (ICOBUSS) 87
Surabaya, October 28-29', 2023

3" INTERNATIONAL CONFERENCE ON

INNOVATION AND RESILIENCE IN MANAGING BUSINESSES

Py



e-ISSN 2746-5667

CI\C OBUSS
o s o

BUSINESS & SOCIAL SCIENCES

“Repurchase Intention Analysis Through Satisfaction And Trust Of Shopee Users.”
Interdiciplinary Social Studies 1(3):305-12.

Barhate, Bhagyashree, and Khalil M. Dirani. 2022. “Career Aspirations of Generation Z: A
Systematic Literature Review.” European Journal of Training and Development 46(1—
2):139-157. doi: 10.1108/EJTD-07-2020-0124.

Baron, Reuben M., and David A. Kenny. 1986. “The Moderator-Mediator Variable Distinction
in Social Psychological Research: Conceptual, Strategic, and Statistical Considerations.”
Journal of Personality and Social Psychology 51(6):1173-82.

BPS. 2022. “Tingkat Partisipasi Angkatan Kerja (TPAK) Indonesia (Agustus 2019-Agustus

2022).” Retrieved January 217, 2023
(https://databoks.katadata.co.id/datapublish/2022/11/09/tingkat-partisipasi-angkatan-
kerja-ri-terus-meningkat-dalam-3-tahun-terakhir#:~:text=Berdasarkan gender%2C

TPAK laki-laki,kerja terhadap penduduk usia kerja.).

Dharmmesta, Basu Swastha, and T. Hani Handoko. 2000. Marketing Management: Customer
Behavior Analysis. 1st ed. Yogyakarta: BPFE.

Elena, Maria. 2022. “BI Records E-Commerce Transaction Value to Reach Rp401 Trillion in
2021 Retrieved September 22, 2022
(https://ekonomi.bisnis.com/read/20220127/9/1494047/bi-catat-nilai-transaksi-e-
commerce-tembus-rp401-triliun-pada-2021).

Hair, Joseph F., William C. Black, Barry J. Babin, and Rolph E. Anderson. 2010. Multivariate
Data Analysis. 7th ed. Harlow: Pearson Education Limited.

Hellier, Phillip K., Gus M. Geursen, Rodney A. Carr, and John A. Rickard. 2003. “Customer
Repurchase Intention.” European Journal of Marketing 37(11/12):1762-1800. doi:
10.1108/03090560310495456.

Hennig-Thurau, Thorsten, Kevin P. Gwinner, Gianfranco Walsh, and Dwayne D. Gremler.
2004. “Electronic Word-of-Mouth via Customer-Opinion Platforms: What Motivates
Customers to Articulate Themselves on the Internet?”” Journal of Interactive Marketing
18(1):38-52. doi: 10.1002/dir.10073.

Hongdiyanto, Charly, Metta Padmalia, Gladys Greselda Gosal, and Devi Vionita Wahanadie.
2020. “The Influence of E-Service Quality and E-Recovery Towards Repurchase
Intention on Online Shop in Surabaya: The Mediating Role of Customer Loyalty.”
DeReMa (Development Research of Management): Jurnal Manajemen 15(2):209. doi:
10.19166/derema.v15i2.2440.

Ikhsan, and Rahayu Lestari. 2021. “Effect of Promotion, Perceived Value, E-Service Quality
and E-Trust on E-Repurchase Intention and E-Loyalty of Tokopedia E-Commerce
Customers in Banda Aceh City.” MANEGGIO: Jurnal llmiah Magister Manajemen
4(September):205-14.

Iprice. 2021. “Map Of E-Commerce In Indonesia.” Retrieved September 13, 2021
(https://iprice.co.id/insights/mapofecommerce/).

Kamtarin, Milad. 2012. “The Effect of Electronic Word of Mouth, Trust and Perceived Value
on Behavioral Intention from the Perspective of Customers.” International Journal of
Academic Research in Economics and Management Sciences 1(4).

Kominfo. 2020. “Komitmen Pemerintah Wujudkan Bonus Demografi Yang Berkualitas.”
Retrieved February 2, 2022
(https://www.kominfo.go.id/content/detail/27423/komitmen-pemerintah-wujudkan-
bonus-demografi-yang-berkualitas/O/berita#:~:text=Bonus demografi yang dimaksud
adalah,dari total jJumlah penduduk Indonesia.).

Kompas. 2022. “Hasil Survei: 42 Persen Pengguna E-Commerce Miliki Loyalitas Rendah.”
Retrieved May 3, 2023 (https://money.kompas.com/read/2022/02/17/104500526/hasil-
survei-42-persen-pengguna-e-commerce-miliki-loyalitas-rendah?page=all).

Proceeding 3 International Conference on Business & Social Sciences (ICOBUSS) 88
Surabaya, October 28-29', 2023

3" INTERNATIONAL CONFERENCE ON

INNOVATION AND RESILIENCE IN MANAGING BUSINESSES

Py



e-ISSN 2746-5667

CI\C OBUSS
o s o

BUSINESS & SOCIAL SCIENCES

Ladhari, Riadh. 2010. “Developing E-Service Quality Scales: A Literature Review.” Journal
of Retailing and Customer Services 17(6):464—77.

Lestari, Veronika Trivia, and Jeanne Ellyawati. 2019. “Effect of E-Service Quality on
Repurchase Intention: Testing the Role of e-Satisfaction as Mediator Variable.”
International Journal of Innovative Technology and Exploring Engineering 8(7C2):158—
62. doi: 10.35940/ijitee.g5400.0881019.

Lin, Chinho, Yi-Shuang Wu, and Jeng-Chung Victor Chen. 2013. “Electronic Word-of-Mouth:
The Moderating Roles of Product Involvement and Brand Image.” Proceedings of
International Conference on Technology Innovation and Industrial Management 29-47.

Litvin, Stephen W., Ronald E. Goldsmith, and Bing Pan. 2008. “Electronic Word of Mouth in
Hospitality and Tourism Management.” Tourism Management 29(3):458-68. doi:
10.1016/j.tourman.2007.05.011.

Liu, Yi, and Xinlin Tang. 2018. “The Effects of Online Trust-Building Mechanisms on Trust
and Repurchase Intentions: An Empirical Study on EBay.” Information Technology and
People 31(3):666-87. doi: 10.1108/1TP-10-2016-0242.

Maioli, Dr. Esteban. 2017. “New Generations and Employment — An Exploratory Study about
Tensions Between the Psycho-Social Characteristics of the Generation Z and
Expectations and Actions of Organizational Structures Related with Employment
(CABA, 2016).” Journal of Business 2(1):01. doi: 10.18533/job.v2i1.53.

McKnight, D. Harrison, Vivek Choudhury, and Charles Kacmar. 2002. “The Impact of Initial
Customer Trust on Intention to Transact with a Website: A Trusting Building Model.”
The Journal of Strategic Information Systems 11(3-4):297-323.

Moorman, Christine, Rohit Deshpande, and Gerald Zaltman. 1993. “Factors Affecting Trust in
Market Research Relationships.” Journal of Marketing 57(1):81. doi: 10.2307/1252059.

Novitasari, Dewiana, Bonar Bangun Jeppri Napitupulu, Siti Abadiyah, Nelson Silitonga, and
Masduki Asbari. 2022. “Linking between Brand Leadership , Customer Satisfaction , and
Repurchase Intention in the E-Commerce Industry.” International Journal of Social and
Management Studies 03(01):280-89.

Pappas, Ilias O., Adamantia G. Pateli, Michail N. Giannakos, and Vassilios Chrissikopoulos.
2014. “Moderating Effects of Online Shopping Experience on Customer Satisfaction and
Repurchase Intentions.” International Journal of Retail and Distribution Management
42(3):187-204. doi: 10.1108/IJRDM-03-2012-0034.

Parasuraman, A., Valarie A. Zeithaml, and Arvind Malhotra. 2005. “E-S-QUAL a Multiple-
Item Scale for Assessing Electronic Service Quality.” Journal of Service Research
7(3):213-33. doi: 10.1177/1094670504271156.

Prahiawan, Wawan, Mochammad Fahlevi, Juliana Juliana, John Tampil Purba, and Sri Apri
Anti Tarigan. 2021. “The Role of E-Satisfaction, e-Word of Mouth and e-Trust on
Repurchase Intention of Online Shop.” International Journal of Data and Network
Science 5(4):593-600. doi: 10.5267/j.ijdns.2021.8.008.

Pratiwi, Lusiana, Sunaryo, and Mugiono. 2021. “The Effect of E-Service Quality on e-Loyalty
Mediated by e-Trust and Brand Image Variables: A Study on OVO E-Wallet Application
Users in Malang City.” International Journal of Research in Business and Social Science
(2147- 4478) 10(6):56-62.

Robinson, Mark A. 2018. “Using Multi-item Psychometric Scales for Research and Practice in
Human Resource Management.” Human Resource Management (57):739-50. doi:
10.1002/hrm.21852 SPECIAL.

Rohwiyati, Rohwiyati, and Praptiestrini Praptiestrini. 2019. “The Effect of Shopee E-Service
Quality and Price Perception on Repurchase Intention: Customer Satisfaction as
Mediation Variable.” Indonesian Journal of Contemporary Management Research
1(1):47. doi: 10.33455/ijcmr.v1i1.86.

Proceeding 3 International Conference on Business & Social Sciences (ICOBUSS) 89
Surabaya, October 28-29', 2023

3" INTERNATIONAL CONFERENCE ON

INNOVATION AND RESILIENCE IN MANAGING BUSINESSES

Py



©STIESIA QOBuss 3'Y INTERNATIONAL CONFERENCE ON
R BUSINESS & SOCIAL SCIENCES

e-ISSN 2746-5667 INNOVATION AND RESILIENCE IN MANAGING BUSINESSES

Sugiyono. 2010. Metode Penelitian Pendidikan Pendekatan Kuantitatif, Kualitatif, Dan R&D.
Bandung: Alfabeta.

Tran, Van Dat, and Quang Huy Vu. 2019. “Inspecting the Relationship among E-Service
Quality, e-Trust, e-Customer Satisfaction and Behavioral Intentions of Online Shopping
Customers.” Global Business and Finance Review 24(3):29-42. doi:
10.17549/gbfr.2019.24.3.29.

Twenge, Jean M. 2010. “A Review of the Empirical Evidence on Generational Differences in
Work Attitudes.” Journal of Business and Psychology 25(2):201-10. doi:
10.1007/s10869-010-9165-6.

Yunus, Mahyunnisa, Amrin Fauzi, and Endang Sulistya Rini. 2021. “The Effect Of E-Service
Quality And Customer Satisfaction On Repurchase Intention Through Online Customer
Review As Intervening In The Marketplace Shopee.” JRSSEM 01(6):669-79.

Zhu, Bing, Suwanna Kowatthanakul, and Punnaluck Satanasavapak. 2020. “Generation Y
Customer Online Repurchase Intention in Bangkok: Based on Stimulus-Organism-
Response (SOR) Model.” International Journal of Retail and Distribution Management
48(1):53-69. doi: 10.1108/1IJRDM-04-2018-0071.

Proceeding 3 International Conference on Business & Social Sciences (ICOBUSS) 90

Surabaya, October 28-29', 2023



