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ABSTRACT 

 

Penelitian ini bertujuan untuk melakukan pengujian pada keterkaitan antara 

variabel e-service quality, e-recovery service quality, e-satisfaction terhadap 

online repurchase intention dengan e-loyalty sebagai variabel mediasi (Studi Pada 

Pengguna Shopee Era New Normal di Sumatera Barat). Pengolahan data pada 

penelitian ini dilakukan melalui aplikasi Smart PLS 3.3. teknik pengambilan 

sampel penelitian ini menggunakan purposive sampling dengan jumlah sampel 

234 responden. Hasil penelitian menunjukkan bahwa e-service quality 

berpengaruh signifikan terhadap e-loyalty, e-recovery service quality tidak 

berpengaruh signifikan terhadap e-loyalty, e-satisfaction berpengaruh signifikan 

terhadap e-loyalty, e-loyalty berpengaruh signifikan terhadap online repurchase 

intention, e-service quality tidak berpengaruh signifikan terhadap online 

repurchase intention, e-recovery service quality tidak berpengaruh signifikan 

terhadap online repurchase intention, e-satisfaction berpengaruh signifikan 

terhadap online repurchase intention. e-service quality berpengaruh lansung 

terhadap online repurchase intention melalui e-loyalty sebagai variabel mediasi. 

e-recovery service quality tidak berpengaruh lansung terhadap online repurchase 

intention melalui e-loyalty sebagai variabel mediasi. e-satisfaction berpengaruh 

lansung terhadap online repurchase intention melalui e-loyalty sebagai variabel 

mediasi. 
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ABSTRACT 

 

The purpose of this study is to examine the connection between the 

variables of e-service quality, e-recovery service quality, e-

satisfaction on online repurchase intention to e-loyalty as a mediating 

variable (Study on Shopee Users in the New Normal Era in West 

Sumatra). Data processing in this study was carried out through the 

Smart PLS 3.3 application. The sampling technique of this study used 

purposive sampling with 234 respondents. The results show that e-

service quality has a significant effect on e-loyalty, e-recovery service 

quality has no significant effect on e-loyalty, e-satisfaction has a 

significant effect on e-loyalty, e-loyalty has a significant effect on 

online repurchase intention, e-service service quality has no 

significant effect on online repurchase intention, e-recovery service 

quality has no significant effect on online repurchase intention, e-

satisfaction has a significant effect on online repurchase intention. e-

service quality has a direct effect on online repurchase intention 

through e-loyalty as a mediating variable. e-recovery service quality 

has no direct effect on online repurchase intention through e-loyalty 

as a mediating variable. e-satisfaction has a direct effect on online 

repurchase intention through e-loyalty as a mediating variable. 
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