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Abstract  

E-commerce in Indonesia is experiencing rapid development. This must be maintained for the country’s benefit and to increase 

the prosperity of the people. Most existing research concerning e-commerce is under the context of developed countries that 
have adopted information technology earlier than developing countries, such as Indonesia. The purpose of this study is to know 

the critical components of e-commerce service quality that can affect the level of customer satisfaction and loyalty in 

developing countries such as Indonesia using dimensions that researchers have tested in developed countries. Data collection 

was carried out using an online survey to all Indonesian citizen over the age of 15 years old. To examine the interrelationships 
among service quality variables and their dimensions, confirmation, consumer satisfaction, and repurchase intention, partial 

least squares (PLS) performed for the data analysis. The Smart Partial Least Square (SmartPLS 3.0) revealed a positive 

relationship among service quality, confirmation, satisfaction, and repurchase intention. A positive and significant correlation 

was also found between website design, information usefulness, privacy & security towards service quality. On the other hand, 

fulfillment and ease of ordering produced an insignificant relationship with service quality. 
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1. Introduction  

The rapid growth and development of information and 

communication technology, changing human lifestyles. 

It also has an impact on changing marketing and 

commercial activities. Encourage companies and 

business people to utilize and develop e-commerce to 

facilitate and support customer relationships. Humans 

now prefer to shop for goods or services through online 

purchase transactions compared to conventional 

markets. The convenience is obtained because they can 

do it wherever they are, including choosing goods 

online, placing their order, making payments with 

online payments that have been widely available, and 

waiting for goods to be delivered to their homes. One 

of the countries with growing internet penetration in 

Indonesia also impacts the rapid growth of e-

commerce. In 2018, Statista stated that internet 

penetration in Indonesia reached more than 50%, with 

104.96 million internet users. In 2021 Indonesia was 

projected to become one of the largest online market 

countries in the world, with internet users reaching 

133.39 million. According to Statista, Indonesia 

currently has around 28.2 million e-commerce 

consumers and is projected to grow annually by 3-4% 

for the following year [1]. The biggest consumers for 

online purchases are aged between 25-34, with the 

number of shoppers reaching 12.8 million users. 

Moreover, Forrester revealed that online consumers 

increase their purchases in specific product categories 

and increase their product purchases in a broader 

category than before [2]. 

Indonesia shows the rapid development of digital 

technology. Indonesia can achieve economic growth of 

around $ 150 billion by optimizing digital technology 

with an annual impact by 2025 [3]. Countries with rapid 

technological growth will reap long-term economic 

benefits. From a socio-economic point of view, 

Indonesia is still in a very early stage of digitization, but 

it has unique characteristics. Despite the fragile and 

backward information and communication technology 

infrastructure, Indonesian Internet users are among the 

world's most active users. However, Internet users in 

Indonesia are very excited about the technology. 

At present, e-commerce in Indonesia is experiencing 

rapid development. This must be maintained for the 

country's benefit and to increase the prosperity of the 

people. E-commerce generally refers to tools that help 

facilitate the buying and selling products or services 

through the Internet and technology. E-commerce 

activities include selling goods and services, including 

tickets, entertainment, travel, and others [4]. 

Indonesia's e-commerce market offers many 

opportunities and generated around $ 2.5 billion in 

investments in 2015. According to Australia Trade and 

Austrade in 2018, Indonesia's number of online 

shoppers will increase to 199 million by 2025 [1]. With 

local e-commerce dominating the market like 

Tokopedia, Traveloka, Bukalapak, and GoJek. 

Moreover, many local markets and malls will try online 
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markets such as Shopee, Blibli, JD, Lazada, and many 

more, which will animate and become competitors to 

be reckoned with. 

Using e-commerce for shopping generally has unique 

characteristics compared to offline stores. E-commerce 

developers must be careful with behavior to provide a 

reliable platform, and the government must support the 

development of e-commerce itself [5]. The rapid 

growth of e-commerce in Indonesia is supported by the 

increasing penetration of smartphones, the ease of 

investment for foreign investors, and the advent of user-

friendly digital money for consumers [6]. 

As a result of the discussion that has been explained, 

the objectives of this study are as follows: (1) knowing 

the critical components of e-commerce service quality 

that can affect the level of customer satisfaction in a 

developing country such as Indonesia, (2) 

understanding the extent to which customer satisfaction 

can predict the possibility of customer repurchase 

intention in e-commerce platform, and (3) to test 

instruments of service quality that widely used in a 

developed country, apply it in the new cultural setting 

such as Indonesia as developing country. This research 

provides understanding, suggestion, and insight to 

decision-makers, such as business people or owners, 

governments, and individuals interested in consumer e-

commerce behavior. This paper is organized as follows: 

Section 1 introduces the problem and the author's 

interests. The literature review is provided in section 2. 

Section 3 presents the research model, hypothesis 

development, and research methodology, including 

samples, procedures, and measurement items. Section 

4 presents the study results containing the results of the 

validity and reliability tests and the results of 

hypothesis testing. The last section, section 5, will 

discuss the study results and the conclusion. 

2. Literature Review 

Research on consumer post-purchase behavior is a 

theme that is widely praised in the consumer behavior 

literature [7]. In this research literature, research 

frameworks are commonly used in the context of post-

consumer purchases to examine customer satisfaction, 

and repurchase options are expectation-confirmation 

theory (ECT) [7], [8], [9]. The expectation-

confirmation theory (ECT) has been widely adopted 

and used by researchers to study and test the level of 

consumer satisfaction and behavioral intentions [10], 

[11]. The ECT can explain that consumers' intention to 

repurchase products and further use of services will 

largely be determined based on the previous purchase 

or use. By using ECT, customer satisfaction can reflect 

expectations before purchase and confirmation after 

receiving the purchase results. 

In the past decade, the expectation-confirmation model 

(ECM) has received much consideration and attention 

from IS researchers in matters of post-adoption 

behavior. ECM is the result of the adoption and 

development of ECT, which conveys that the 

expectations and quality of service that is suitable can 

result in customer satisfaction and will undoubtedly 

increase their repurchase intentions. The level of 

customer satisfaction will affect the intention of the 

customer's sustainability behavior. As a result, satisfied 

customers will satisfy, and otherwise, customers will 

leave, and perhaps many will move to competitors [10]. 

The expectation-confirmation theory (ECT) has been 

widely adopted and used by researchers to study and 

test the level of consumer satisfaction and behavioral 

intentions [10], [11]. The ECT can explain that 

consumers' intention to repurchase products and the 

further use of services will largely be determined based 

on the previous purchase or use of the product or 

service. In ECT, post-adoption of consumer behavior 

such as satisfaction is placed as a function of 

expectations and confirmation. Expectations can be 

interpreted as references that customers can use to make 

an initial assessment of a product or service that they 

want or have purchased [10]. Confirmation refers to the 

evaluation and assessment of consumers of products, 

services, or forms of technology, which can be 

compared with initial expectations. Figure 1 illustrates 

the primary constructs and relationships in ECT. 

 

Figure 1. Expectation-Confirmation Model [12] 

Oliver [10] explained that there have been 3 levels of 

confirmation. First, once a product, service, or 

technology can exceed a person' initial expectations, 

confirmation is positive, which can increase 

satisfaction when purchase. The second is that the 

opposite; if a product, service, and technology don't 

meet a person' initial expectations, the confirmation are 

going to be negative and cut back satisfaction. Thirdly, 

confirmed expectations happen when a product, 

service, and technology show a similar level as initial 

expectations. In shock therapy within the IS literature, 

confirmation is commonly used. Therefore, in the gift 

study, we are going to use confirmation to clarify the 

confirmation contained in the ECT. 

The ability to predict from this theory has been widely 

used in a wide range of product and service continuance 

contexts. The process of how consumers can reach the 

level of repurchase intentions in the ECT framework is 

as follows [12]. Consumers form initial expectations of 

the product or service before buying in the first process. 

Second, they create a perception of the results or 

performance. Third, determine the value of the effects 
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of goods or services received and conclude the attitude 

of the assessment, whether their expectations are 

confirmed. Fourth, they determine the level of 

satisfaction or dissatisfaction from confirmation results 

in the third process. Finally, satisfied customers will 

form a repurchase intention, while dissatisfied 

consumers will stop using them. 

In the past decade, the expectation-confirmation model 

(ECM) has received a lot of thought and a focus from 

IS researchers in matters of post-adoption behavior. 

ECM is that the results of the adoption and 

development of ECT. The ECM model of IS 

continuance (see Figure 2) proposes that users' 

intentions to continue mistreatment IS are directly 

influenced by their perceptions of the expected 

advantages from using IS and also the level of 

satisfaction received supported previous user expertise 

[12]. 

 

Figure 2. A Post-Acceptance Model of IS Continuance [25] 

Conceptually, ECM depends on attributes of the 

expertise response (confirmation), expectations of 

profit (perceived usefulness), and emotional responses 

(satisfaction) to form selections concerning the any use 

of IS. Confirming expectations before use could be a 

essential issue that unambiguously distinguishes ECM 

from different models that specify IT usage behavior, 

equivalent to TAM, TPB, and others. 

Furthermore, many studies use the ECM approach, but 

most of it is done in developed countries. We want to 

use that gap as a motivation to apply the ECT model to 

research one of the developing countries, Indonesia. A 

full description of the development of e-commerce in 

Indonesia will be presented in the next section. 

2.1 Research Model 

We propose a research model (see Figure 3), which 

explains the relationships of service quality and its five 

attributes; website design, ease of ordering, fulfillment, 

information usefulness, privacy & security. The 

following relationship is between service quality and 

confirmation, from service quality and confirmation to 

consumer satisfaction — finally, the connection 

between satisfaction and service quality toward 

repurchase intention. The relationships among 

variables displayed in the research model will be in 

seven different hypotheses, further explained in the 

next section. 

 

Figure 3. Research Model 

2.2 Sample and Procedure 

The subject of this research is aimed at specific groups 

as respondents who will provide the information 

needed for this study and according to specified criteria. 

The criteria required for respondents in this study are 

internet users in Indonesia who have visited, shopped, 

or used services provided by e-commerce sites, at least 

in the last six months, to ensure respondents remember 

their experience in using online service sites. The target 

population of this study is all Indonesian citizens aged 

over 15 years of age who understand their buying 

experience in e-commerce. Data collection was carried 

out using an online survey provided through Google 

Docs. 

Pretest has been done to get more accurate results and 

reduce the potential for ambiguity by inviting three 

doctoral students to test the content and give 

suggestions for language and the significance of the 

questions. Furthermore, the pilot study was carried out 

by examining the administrative instruments and 

procedures. Data collection for the pilot study was 

carried out one week and got 49 valid answers to be 

processed. Statistical analysis shows that the AVE 

value of all constructs is above the threshold of 0.5 and 

the value of Cronbach's alpha and composite reliability 

above the threshold of 0.6 and hence acceptable [13]. 

Data collection for hypothesis testing was carried out 

using the same procedure as the pilot study. Within two 

months, a total of 463 answers were collected. After 

removing samples with no usage experience and 

missing data, we obtained 368 responses that could be 

used. 

This study has nine variables construct, every of that 

has many things measured employing a seven-point 

Likert-type scale (1 = powerfully disagree and seven = 

strongly agree). To look at the interrelationships among 

service quality variables and their dimensions, 

confirmation, client satisfaction, and repurchase 

intention, a partial statistical method (PLS) were 

performed for the info analysis. We tend to use PLS to 

assess capital measuring and construction. We tend to 

select PLS to research the data and look at the model 

because it fits with the idea development research, 
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which emphasizes its prophetic power during this study 

[13], [14]. Structural models are analyzed through 3 

stages (outer model analysis, inner model analysis, and 

hypothesis analysis). SmartPLS has received attention 

and recognition from teachers since then have the 

ability to research numerous sorts of knowledge (ratios, 

intervals, Likert scales, etc.), is simple to use by users, 

exclusive features, and doesn't need alternative 

assumptions, equivalent to normality and enormous 

sample sizes [15]. 

 The outer model analysis is applied to verify that the 

planned construction is valid and reliable. Outer model 

analysis may be tested victimization validity indicators, 

discriminant validity, and unidimensionality. 

Convergent validity here is measured by watching the 

common Variance Extracted (AVE) value. This 

research uses cross loading to live discriminant validity. 

This study checked out the worth of Cronbach alpha 

and composite reliability to check internal consistency. 

the internal model testing ensures that the structural 

model is solid and appropriate. 

2.3 Hypotheses Development of E-commerce Service 

Quality 

All components, attributes, and scale emphasize 

important aspects of e-commerce service quality. Still, 

they have been developed and adopted in various 

countries, especially developed countries, before 

Indonesia, as a developing country. We assume that the 

customer's initial point of view is a primary essential 

factor for assessing service quality. The application of 

service quality will be very different for consumers in 

developed and developing countries. Therefore, 

conclude from previous studies, this study will identify 

website design, ease of ordering, fulfillment, 

information usefulness, privacy & security as essential 

factors related to e-commerce service quality. We adopt 

three comprehensive factors from Wolfinbarger and 

Gilly [16]: website design, fulfillment, and privacy & 

security, and use two new factors developed from 

Tandon et al. [17] research that also uses developing 

countries to be examined in their research. 

Consistently, many beneficial factors lead them to do 

online shopping. From here, we consider using the ease 

of ordering as one new factor supporting service 

quality. Finally, to measure and assess each of the 

contributions of these factors, e-commerce website 

quality in the consumer's perspective is conceptualized 

as a unity of five elements (website design, ease of 

ordering, fulfillment, information usefulness, and 

privacy & security), and we propose the following 

hypothesis. 

a) Hypothesis 1a (H1a). Website design affects e-

commerce service quality. 

b) Hypothesis 1b (H1b). Ease of ordering affects e-

commerce service quality. 

c) Hypothesis 1c (H1c). Fulfillment affects e-

commerce service quality. 

d) Hypothesis 1d (H1d). Information usefulness 

affects e-commerce service quality. 

e) Hypothesis 1e (H1e). Privacy & security affects e-

commerce service quality. 

2.4 Hypotheses Development of Expectation-

confirmation Model 

In the initial construction stated by Bhattacherjee [12], 

ECM connects the user's initial expectations and 

confirmation toward the perceived usefulness, which is 

part of the structure of the TAM (technology 

acceptance model), also correlates with user 

satisfaction. ECM, which is widely used in IS 

continuance research, has experienced much 

development from researchers. ECM places customer 

satisfaction determined by expectation confirmation 

[18]. Previous studies have produced many similar 

conclusions about the relationship of confirmation and 

satisfaction, which confirmation has a positive 

relationship with satisfaction [12], [19], [20], [21]. 

While the actual use of technology produces 

satisfaction balanced with initial expectations, the 

existing confirmation will result in user satisfaction. 

Otherwise, dissatisfaction will result from unfulfilled 

expectations [21]. The same can be applied to the e-

commerce context. The level of satisfaction can be 

determined from the initial expectations confirmed. 

Thus, we propose the following hypothesis: 

a) Hypothesis 2 (H2). A confirmation has a positive 

association with customer satisfaction. 

Service quality is a significant predictor of user 

satisfaction [22]. Previous research conceptualizes 

service quality as user perceptions of service perfection. 

It illustrates the difference between expectations and 

the system's actual performance in the context of 

quality [23], [24], [25]. Research from Lai [22] 

revealed that service quality affects confirmation. 

Confirmation requires the results of using the 

expectations of the entire system to illustrate the results 

of the final satisfaction. Therefore, 

b) Hypothesis 3 (H3). A confirmation has a positive 

association with overall e-commerce service quality. 

2.5 Hypotheses Development of Consumer Satisfaction 

Customer satisfaction is defined as consumer responses 

from evaluations based on their emotional responses 

[10]. This illustrates customer confidence in the 

possibility of service that leads to positive results. 

Previous research explains a significant relationship 

between service quality and customer satisfaction and 

the relationship influencing the actual use of online 

services [26], [27], [28]. Gounaris et al. [26] revealed a 

positive influence between service quality and 

customer satisfaction. Bansal et al. [29] found that the 
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characteristics of the website, the specific value of the 

website, its relative value became essential drivers of 

satisfaction on the site. 

It is imperative to find and know which factors of e-

commerce service quality have the most positive 

influence on customer satisfaction. In their research, 

Shankar et al. [30] explained that customer satisfaction 

is a specific relationship built from a series of effects 

that differ from customer experience when using online 

services or transacting within a certain period. Prior 

customer experience with platform services 

dramatically influences their choice of loyalty. Such 

services will vary and differ among countries. Recent 

research uses identify website design, ease of ordering, 

fulfillment, information usefulness, privacy & security 

as essential factors that affect service quality because 

customers in Indonesia who are just implementing e-

commerce will be the factors that determine subsequent 

satisfaction. Therefore, the following hypothesis is 

provided to investigate the relationship between service 

quality and customer satisfaction in e-commerce. 

a) Hypothesis 4 (H4). E-commerce service quality has 

a positive association with customer satisfaction. 

2.6 Hypotheses Development of Repurchase Intention 

Repurchase intention is consumers' assessment of 

choosing to buy back at a company [31]. Customer 

repurchase intention is a customer's assessment of the 

company after making a transaction and feeling their 

satisfaction and needs are met. Future repurchase 

intention is greatly influenced by customer satisfaction 

[32]. Bhattacherjee [12] states that satisfaction 

influences the use of IS, system success [33], attitude 

toward technology [34], and technology acceptance 

[35]. Satisfaction is also a determinant factor in post-

adoption behavior [12]. Several studies have found a 

positive relationship between customer satisfaction and 

repurchase intention [16], [27]. Thus, the following 

hypothesis is proposed: 

a) Hypothesis 5 (H5). Customer satisfaction has a 

positive association with repurchase intention. 

High service quality can confirm an honest repurchase 

intention, whereas a coffee service quality will cut back 

the likelihood of shoppers creating repurchase 

intention. Shin et al. [36] conclude that platform quality 

is crucial for increasing repurchase intention from a 

consumer perspective. Lee and statue maker [37] 

analysis found overall service quality and customer 

satisfaction regarding repurchase intention. Chang and 

Wang [39] examine the link between service quality 

and customer satisfaction and notice a significant 

impact on repurchase intention. Chau and Kao [38] 

over that the factors in commission quality have a 

significant influence and a positive relationship on 

customer satisfaction and repurchase intention. Thus, 

we tend to propose the subsequent hypothesis: 

b) Hypothesis 6 (H6). E-commerce service quality has 

a positive association with repurchase intention. 

Many previous studies have over that service quality 

could be a decisive variable for future client behavior. 

This study can live the link between service quality and 

repurchase intention with customer satisfaction as a 

mediating variable. Previous analysis has explained 

that service quality is one predictor of repurchase 

intention [28], [36] and a significant indicator of 

customer satisfaction [36], [37], [40]. Gounaris et al. 

[26] justify that satisfaction mediates service quality on 

customer activity intention. Udo et al. [28], within their 

research in the United States, examined the relationship 

between service quality and repurchase intention with 

the mediation of satisfaction and resulted in an 

exceedingly stronger relationship than the direct 

relationship between service quality and repurchase 

intention. Shin et al. [36] ensure that service quality will 

affect repurchase intention by increasing client 

satisfaction in online transactions. This study aims for 

a right away and indirect relationship between service 

quality and repurchase intention. The last hypothesis 

we tend to propose is as follows: 

c) Hypothesis 7 (H7). E-commerce service quality has 

a positive association with repurchase intention 

mediates by customer satisfaction. 

3. Results and Discussion 

The demographics of respondents in this research 

showed that the number of female respondents was 

higher (60.6%) than male respondents (39.4%). 

Respondents aged 24-27 years dominated with the 

number of respondents up to 48.6%, and respondents 

who are workers or employees became the most with 

57.1% compared with student respondents (32.3%) and 

entrepreneurs (10.6%). Those with an average salary of 

2-4 million rupiahs were the most respondents (41.3%). 

Most of the respondents used bank transfer / ATM / 

mobile banking (75%) to make payment transactions in 

e-commerce compared to other payment methods. 

Besides, payment through e-money is a new emerging 

trend and is the second most widely used payment 

method (10.1%). This trend is felt to continue to 

increase along with increasing public knowledge about 

e-money, promos offered, and public facilities that 

require using e-money. Based on the data in this study, 

Instagram, YouTube, and WhatsApp have become the 

favorite social media platforms. Shopee is the most 

widely used e-commerce platform by shoppers in 

Indonesia (74.7%), with fashion (75.8%) being the 

most purchased item through e-commerce platforms. 

3.1 Validity and Reliability of Measures 

This takes a look at makes use of 3 measurements to 

evaluate discriminant validity; Fornell-Larcker 

criterion, cross-loadings, and heterotrait-monotrait 

(HTMT) ratio of correlations criterion. Discriminant 
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validity guarantees that constructs measured 

empirically are precise and constitute a phenomenon of 

hobby that different measurements withinside the 

structural equation version aren't captured. 

Discriminant validity is shaped if the variance 

withinside the measured latent variable is more 

significantly related to the indicator variable than its 

department with different constructs at the identical 

version [41]. 

 

Table 1. Fornell-Larcker Criterion 

 CON FUL INF ORD PS REP SAT SERV WD 

CON 0.852         

FUL 0.435 0.844        

INF 0.405 0.603 0.864       

ORD 0.152 0.347 0.412 0.864      

PS 0.287 0.437 0.455 0.333 0.754     

REP 0.590 0.446 0.456 0.222 0.301 0.850    

SAT 0.715 0.461 0.439 0.221 0.261 0.700 0.867   

SERV 0.604 0.541 0.561 0.288 0.398 0.543 0.607 0.906  

WD 0.462 0.681 0.627 0.356 0.391 0.448 0.520 0.603 0.834 

Table 1 shows the square root of AVEs (in bold) 

compared to correlations from other constructs. Since 

the square root of AVEs is higher than the correlation 

among other constructs, it qualifies as discrimination. 

The second approach is the heterotrait-monotrait 

(HTMT) ratio of correlations. If the HTMT value is 

lower than 0.90, discriminant validity has been formed 

between the two reflective constructs [42]. 

Table 2. Heterotrait-Monotrait (HTMT) Ratio 

 CON FUL INF ORD PS REP SAT SERV WD 

CON          

FUL 0.498         

INF 0.474 0.711        

ORD 0.177 0.410 0.494       

PS 0.328 0.495 0.540 0.432      

REP 0.672 0.509 0.535 0.263 0.353     

SAT 0.811 0.524 0.510 0.255 0.294 0.787    

SERV 0.682 0.614 0.650 0.332 0.451 0.615 0.680   

WD 0.524 0.774 0.730 0.410 0.446 0.506 0.585 0.675  

As shown in Table 2, all constructs have HTMT values 

below 0.09. Thus, the discriminant validity 

requirements of the measurements have been met. The 

third approach to measure discriminant validity is 

cross-loadings. According to Chin [13], each loading 

indicator must be greater than all cross-loadings. 

3.2 Path Analysis and Hypothesis Testing 

After measuring the proposed construct's validity and 

reliability, the research model's path relationships have 

been analyzed using smartPLS 3 software. Empirical 

data support most conceptual models proposed. Path 

analysis provides support for several hypotheses from 

this research. This research has ten hypotheses with the 

proposed direct relationship; 8 of them generate support 

from the proposed theory. The results of the hypothesis 

test are summarized in Table 3. 

Table 3. Results of Hypothesis Testing 

Hypotheses 

Independent 

variable 

Dependent 

variable 

Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values Results 

H1a WD SERV 0,233 0,231 0,059 3,971 0,000 Support 

H1b ORD SERV 0,024 0,022 0,041 0,586 0,558 Reject 

H1c FUL SERV 0,074 0,075 0,056 1,303 0,193 Reject 

H1d INF SERV 0,176 0,177 0,055 3,210 0,001 Support 

H1e PS SERV 0,082 0,085 0,038 2,178 0,032 Support 

H2 CON SERV 0,366 0,366 0,047 7,794 0,000 Support 

H3 CON SAT 0,548 0,574 0,046 11,984 0,000 Support 

H4 SERV SAT 0,276 0,276 0,051 5,465 0,000 Support 

H5 SAT REP 0,586 0,589 0,050 11,623 0,000 Support 

H6 SERV REP 0,187 0,186 0,041 4,582 0,000 Support 
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In Figure 4, we can see that the conceptual model can 

explain 53.9% (R2) of the variation in service quality 

with predictive relevance Q2 of 0.363, which indicates 

that the model has a relevant prediction. The hypothesis 

of website design (p value= 0.000<0.05), information 

usefulness (p value= 0.001<0.05), privacy & security (p 

value= 0.032<0.05), and confirmation (p value= 

0.000<0.05) are statistically significant and support the 

proposed model. While the hypothesis for ease of 

ordering (p value=0.558>0.05) and fulfillment (p 

value=0.193>0.05) shows results that are not 

statistically significant and does not support the 

proposed model. Therefore, Hypotheses H1a, H1d, 

H1e, and H3 are supported. However, H1b and H1c are 

not supported. 

 

Figure 4.  Results of the path analysis. Notes: *:p<0.05, **:p<0.01, ***:p<0.001 

The conceptual model explained 56% of the variations 

in satisfaction with predictive relevance Q2 of 0.415. 

The hypothesis of confirmation (p value= 0.000<0.05), 

and service quality (p value= 0.000<0.05) is 

statistically significant and support the proposed model. 

Therefore, H2 and h4 are supported to explain 

satisfaction. 

The conceptual model explained 51.2% of the 

variations in repurchase intention with predictive 

relevance of Q2 of 0.433. The hypothesis of satisfaction 

(p value= 0.000<0.05), and service quality (p value= 

0.000<0.05) is statistically significant and support the 

proposed model. Therefore, H5 and H6 are supported 

to explain satisfaction. 

Table 4. Results of indirect effects 

 
Original 

Sample (O) 

Sample 

Mean 

(M) 

Stand

ard 

Devia

tion 

(STD

EV) 

T 

Statisti

cs 

(|O/ST

DEV|) 

P 

Values 
Results 

SERV → SAT → REP 0.162 0.165 0.031 5.168 0.000 Support 

CON → SERV → SAT 0.101 0.100 0.022 4.545 0.000  

Table 4 shows the mediating effects of service quality, 

satisfaction, and repurchase intention with satisfaction 

as the mediating variable. The direct relationship 

between service quality and repurchase intention shows 

significant results (p <0.01), and we can see the results 

if using satisfaction as a mediating variable, showing 

the same results that are significantly related (p <0.01). 

In this case, the results indicate that satisfaction has a 

partial mediation effect on the relationship between 

service quality and repurchase intention. Service 

quality and repurchase intention have a significant 

relationship directly or indirectly with satisfaction as a 

mediating variable. Thus, for H7, we can conclude that 

the relationship between service quality and repurchase 

intention will remain significant even without using 

satisfaction as a mediating variable. 

4. Conclusion 

This research examines and investigates the 

relationships between variables that make up service 

quality such as website design, ease of ordering, 

fulfillment, information usefulness, and privacy & 

security that has been used by previous researchers and 

apply them in developing countries, Indonesia because 

many of the earlier studies were conducted in 

developed countries. The tests performed in this study 

are: three of the five dimensions of service quality had 

a significant relation with overall service quality, 

website design, information usefulness, and privacy & 
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security. Each has a positive effect on overall service 

quality. The other dimensions, namely fulfillment and 

ease of ordering do not affect service quality. The other 

relationship is confirmation positively related to each 

variable overall service quality and satisfaction. Overall 

service quality was positively correlated with each 

satisfaction and repurchase intention variable. The last 

variable, satisfaction, is positively related to repurchase 

intention.  

5. Limitations 

The limitations of the present study are time and 

geographical constraints. Further research can widen 

from this research. Increasing the sample and 

conducting research in several developing countries 

will clarify more complex. Use additional dimensions 

that already exist or try to use new aspects generated by 

yourself to find results that can better explain the 

quality of service, satisfaction, or repurchase intention. 

In this study, respondents who can fill out 

questionnaires do not have purchasing experience on e-

commerce sites. In subsequent studies, it is better to use 

more respondents, and all have purchasing experience 

in e-commerce to get more precise results about service 

quality dimensions. 

This research only focuses on service quality and 

consumer behavior in the direction of repurchase 

intention. In developing countries, e-commerce 

technology is still very much able to go further, and 

there are still many aspects that have just been applied. 

However, there is still minimal research, such as the use 

of e-money in online buying and selling transactions 

and daily payments, which will be very interesting to 

investigate the application and user behavior in life. 
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