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ABSTRAK 
 
Annisa Dayani, 2022; Pengaruh E-Service Quality dan Brand Trust terhadap 
Repurchase Intention dengan Customer Satisfaction sebagai Intervening pada 
pengguna aplikasi Halodoc. Skripsi, Jakarta: Konsentrasi Manajemen Pemasaran, 
Program Studi Manajemen, Jurusan Manajemen, Fakultas Ekonomi, Universitas 
Negeri Jakarta. Tim Pembimbing: Agung Kresnamurti Rivai P SE, MM. & Shandy 
Aditya, BIB, MPBS. 

Tujuan dari penelitian ini adalah untuk mengetahui pengaruh variabel e-service 
quality, brand trust dan customer satisfaction secara langsung terhadap repurchase 
intention. Serta pengaruh tidak langsung antara e-service quality dan brand trust 
terhadap repurchase intention melalui variabel customer satisfaction sebagai 
intervening. Penelitian menggunakan pendekatan kuantitatif dan metode 
pengumpulan data menggunakan metode survei dengan instrumen berupa 
kuesioner. Objek penelitian adalah 245 pengguna aplikasi Halodoc, yang pernah 
bertransaksi pada aplikasi Halodoc minimal satu kali dalam satu tahun terakhir. 
Teknik analisis data menggunakan SPSS versi 23 dan  analisis SEM menggunakan  
LISREL 8.8 untuk mengolah dan menganalisis data hasil penelitian. Hasil uji 
hipotesis menunjukkan bahwa: (1) e-service quality berpengaruh positif dan 
signifikan terhadap repurchase intention (2) brand trust berpengaruh positif dan 
signifikan terhadap repurchase intention (3) e-service quality berpengaruh positif 
dan signifikan terhadap customer satisfaction (4) brand trust berpengaruh positif 
dan signifikan terhadap customer satisfaction (5) customer satisfaction 
berpengaruh positif dan signifikan terhadap repurchase intention (6) e-service 
quality berpengaruh signifikan terhadap repurchase intention dimediasi customer 
satisfaction (7) brand trust berpengaruh signifikan terhadap repurchase intention 
dimediasi customer satisfaction. 

Kata Kunci : E-Service Quality, Brand Trust, Customer Satisfaction, Repurchase 
Intention, Halodoc.
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ABSTRACT 
 

Annisa Dayani, 2022; The Influence of E-Service Quality and Brand Trust on 
Repurchase Intention with Customer Satisfaction as Intervening for Halodoc 
Application Users. Thesis, Jakarta: Marketing Management Concentration, 
Management Study Program, Management Department, Faculty of Economics, 
State University of Jakarta. Advisory Team: Agung Kresnamurti Rivai P SE, MM. 
& Shandy Aditya, BIB, MPBS. 
 
The purpose of this study was to determine the direct effect of e-service quality, 
brand trust, and customer satisfaction variables on repurchase intention. As well 
as the indirect effect between e-service quality and brand trust on repurchase 
intention through customer satisfaction as an intervening variable. The research 
uses a quantitative approach, and the data collection method uses a survey method 
with an instrument like a questionnaire. The object of research is 245 users of the 
Halodoc application who have transacted on the Halodoc application at least once 
in the past year. The data analysis technique used SPSS version 23 and SEM 
analysis used LISREL 8.8 to process and analyze the research data. The results of 
the hypothesis test show that: (1) e-service quality has a positive and significant 
effect on repurchase intention, (2) brand trust has a positive and significant effect 
on repurchase intention, (3) e-service quality has a positive and significant effect 
on customer satisfaction (4) brand trust has a positive and significant effect on 
customer satisfaction (5) customer satisfaction has a positive and significant effect 
on repurchase intention (6) e-service quality has a significant effect on repurchase 
intention mediated by customer satisfaction (7) brand trust has a significant effect 
on repurchase intention mediated by customer satisfaction. 
 
 

Keyword : E-Service Quality, Brand Trust, Customer Satisfaction, Repurchase 
Intention, Halodoc. 
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