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ABSTRACT 
The development of business through internet media (e-business) is increasingly prevalent 
throughout the world. Information and communication technology has also caused borderless 
relations and caused significant social, economic and cultural changes to occur so quickly. 
This study aims to examine and explain the effect of electronic service quality on electronic 
satisfaction, electronic trust, e-word of mouth and online repurchase intention. The survey 
method was used in this study and for the study sample there were 142 respondents who 
were hotel consumers who had stayed at one of the three-star hotels in Lampung Province, 
Indonesia. The research location is 15 three star hotels in Lampung Province, which consists 
of 13 districts and 2 cities. The questionnaire is the main instrument for collecting primary 
data. The data analysis used is descriptive statistics and Generalized Structured Component 
Analysis (GSCA). The results of this study are two hypotheses is not significant, namely e-
satisfaction and e-trust has no significant effect on e-wom. The new finding in the results of 
this study is that there is a significant effect between e-wom on online repurchase intention, 
where prior study has no effect between the two variables on online repurchases on the hotel 
website. The new finding of this study are significant effect between e-wom on the online 
repurchase intention, which was not previously found related to online purchases on the 
hotel website. 
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Indonesia’s e-commerce has grown rapidly, this proven by the increasing of e-
commerce retail sales year-over-year. The development of the internet on e-commerce 
market, directly or indirectly has changed the way people think and work time after time 
(Khan, Mahapatra, and Sreekumar, 2009). Life before the internet was people did traditional 
marketing which seller and buyer met one another, negotiated, and did transaction. However, 
the development of the internet has changed the way people run a business; they can run 
online business through the internet. Laudon and Traver (2002) defined e-commerce as the 
use of internet and websites for business transactions. E-commerce uses a website to 
transact or facilitate the sale of the products and online service. Information and 
Communications Technology (ICT), internet, and website are the important tools in e-
commerce, and they have big impacts on the business world. 

The high competition among hotels nowadays needs a reliable strategy to attract the 
customers by giving free promo airport shuttle, discount, and many more. These have been 
applied by many e-commerce on hotel industries either one-star or five-star hotels. In a 
customer-oriented business, the service quality contributes the success of the company. If it 
is not prioritized, the customers will move to others. The hotel practitioners see the internet 
as a tool to market the products, without geographical boundaries and time constraints 
(Huizingh, 2000). Through the internet, the consumers will easily get the information and 
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capable to communicate with the service providers directly whenever and wherever. Walsh, 
Hennig-Thurau, Bornemann and Sassenberg (2010) have stated that the internet provides 
many ways to acquire information related to products or services from other consumers. 

A study from Lee, Guillet and Law (2012) following the footsteps of airlines, the hotel 
industry recently uses more internets for its distribution. In Indonesia, Online travel Agent 
(OTA) such as Traveloka, Tiket.com, pegi-pegi and others, had grown rapidly (jpnn.com). 
Therefore, a good OTA must be able to improve service to the consumers in order that they 
will repurchase intention. Website and social media are part of the internet which capable to 
create a new era for the company to interact and engage their customers (Godey et al., 
2016). Through the rapid expansion in the use of mobile devices and the wireless networks 
development penetrating cellular services in every aspect of life. Various cellular services 
(mobile applications, cellular instant messaging, mobile banking service and entertainment) 
have changed the way people shop, interact and even live. It is because the internet is 
crucial in disseminating an effective information about both product and services, therefore e-
word of mouth considered as an influential market in terms of social networking sites 
(Murtiasih, Sucherly and Siringoringo, 2013). Before buying any kinds of product or service, 
consumers seek for information on the internet. Internet provides different platform for blogs, 
forum discussion, shopping/ reviews/ websites (Erkan and Evans, 2014 ). 

At a recent time, many hotels especially four-star and five-star hotels have already 
provide online ordering service. However, small to medium sized hotels (motels or inns) are 
still booked manually by phone because the owner feel that the online ordering service is not 
needed yet. The use of information technology has not only changed the nature of services, 
but also it has changed the process of providing services. E-service quality can be defined as 
a measurement of the effectiveness and efficiency of the website performance which can be 
accepted by customers with its function to support them in getting information, precise in 
doing transaction, success to deliver the product and service (Zeithaml, Parasuraman and 
Malhotra, 2002). The capability of hotel industry to give qualified online service will be able to 
improve customer satisfaction. This was confirmed by Swaid and Wigand (2007) who 
indicated that by giving superior e-servqual, consumer satisfaction and loyalty will increase. 
Both consumer satisfaction and trust has a positive influence toward positive WOM for hotel 
consumers. Repurchase intention appears due to consumer satisfaction, showing loyalty and 
provide positive recommendations (positive WOM). This is in line with Kurtz and Clow 
(1998). 

Several studies showed that by improving service quality and customer satisfaction 
would affect hotel performance (Babakus et al, 2004). Therefore, maximizing customer 
satisfaction is one of the key factors to be successful. In order to maintain the quality of long 
term relationship, the website reservation must prioritize customer satisfaction. Zhang (2009) 
has found that conducting transactions online was very vulnerable and difficult to acquire. 
Moreover, trust allowed companies to trust others in organizing and using resources 
effectively in creating added value (Jasfar, 2002). 

The competition among hotels in Lampung is getting tighter recently, mainly due to the 
fact that in 2017, some hotels open some branches there. This situation forced a three-star 
hotel management to further improve the quality of the services to customers in order to 
maintain a large number of customers. Lampung currently has 15 three-star hotels which use 
website as a marketing tool. The website serves as a tool to introduce the hotel products to 
consumers as well as promoting the special event offered. Furthermore, a website is used for 
communication between hotel and consumer, where consumer can make internet booking 
and can give question or criticism as an input. Thus, this study wants to reveal whether the 
phenomenon occurred is a gap between consumer expectations and perceptions, especially 
on three-star hotel booking websites in Lampung. 
 

LITERATURE REVIEW 
 

E-ServQual was developed in order to evaluate a service from internet network. E-
Service Quality can be defined as an extension of a site to facilitate some activities such as 
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shopping, purchasing and distributing effectively and efficiently (Chase, Jacobs, and 
Aquilano, 2006). E-service quality has an important role to create perceived value in online 
shopping environment. Value perceived by consumers is the evaluation by comparing 
benefits that they obtain from a service provided and their sacrifice to obtain the products. 

The measurement of e-service quality variables in this inquiry refers to a study from 
Wolfinbarger and Gilly (2003), which was frequently used in B2C and C2C e-commerce 
studies. The following are the eight e-service quality indicators which were later adopted in 
accordance with those applied to three-star hotels: 

1) The appearance of the website, 2) ease of use of web, 3) suitability of the product 
information presented and accuracy, 4) having a high technical function, 5) including website 
facility which provides a sense of security, either in terms of payments, or personal data from 
the consumers, 6) ability in providing service properly, 7) including company shrewdness in 
solving problems, 8) individual desires to help and answer questions from consumers. 

E-satisfaction can be defined as an accumulation of satisfaction acquired by the 
consumers on every purchase, and experience to consume goods or services time after time 
on an online site (Kim et al., 2009). Moreover, Zeithaml et al. (2013) have stated that this 
satisfied consumer has a tendency to repurchase, and recommend goods or services. 
Meanwhile, dissatisfied customers will be more likely to move to other brands which means 
that they will not remain stay to this brand anymore (Anderson and Srinivasan, 2003). The 
factors which influence e-satisfaction in this study are taken from the results of the previous 
studies such as e-trust and service quality (Kim, Jin and Swinney, 2009; Liao et al., 2011). 

Yeh and Li (2009) has evaluated the user satisfaction with web-based self-service in 
three dimensions including information system and services. Lee (2005) has stated that e-
satisfaction is customer satisfaction with previous buying experience or behavior toward a 
website. A study of online consumers from Lin and Lekhawipat (2014) has revealed that the 
efficiency of shipping and website design had significant impact on e-satisfaction. In an 
online based business ventures, the efforts in order to satisfy the customers will be different. 
Furthermore, a marketer’s duty is to adjust the difference so that the satisfaction with an 
online-based business can be achieved. 

Olorunniwo et al., (2006) dan Cronia et al., (2000) have stated that e-satisfaction is 
measured based on five indicators as follows: 1) Suitability of benefits and sacrifice, 2) 
service capability in accordance with expectations, 3) delighted experience in using services, 
4) right choices, and 5) overall satisfying service. Satisfied and guaranteed customers when 
accessing online services will increase the trust to reuse the service. It can be said that their 
satisfaction plays a positive and significant role toward the trust (Yeh and Li, 2009). 

E-trust is crucial because logically online consumers will have a higher level of risk than 
those who have non-online transactions, in terms of shipping, payment and personal 
information. Therefore, online consumers will only transact with trusted e-commerce 
business. A study from Kim et al (2009) and Liao (2012) showed that e-trust as an important 
factor to shape e-loyalty through e-satisfaction. Therefore, this study will use e-trust as one of 
the factors to shape e-satisfaction and e-loyalty. 

E-trust can be defined as a trust toward expectations in an online risk situation or 
consumers’ attitude to receive vulnerabilities during the online transactions (Corritore et al., 
2003). Komiak and Benbasat (2004) have seen trust from an emotional point of view. They 
defined trust as the degree to which a person feels safe and confident to someone. 
Meanwhile, Eid (2011) have seen beliefs from emotional view and cognitive dimension, and 
defined trust as a person’s willingness to receive vulnerability as a positive expectation, 
regarding intentions or behavior in specific situations on interdependence and risk. E-trust 
can be defined as the basis of the formation and maintenance relationship between 
customers and online sellers (Kim et al., in Giovanis and Athanasopoulou, 2014). 

According to Jalilvand and Samiei (2012), e-word of mouth (e-WOM) as “negative or 
positive statements made by actual, potential or previous consumers related to product or 
company where the information is available for the people or institutions through the internet 
media”. E-word of mouth (e-WOM) is considered to be the evaluation of face-to-face 
traditional communication to be more sophisticated through cyberspace, or an electronic 
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media in computer networks that is widely used either for one way or reciprocal online 
communication. Gruen et al., (2006) has defined e-WOM as a mean of communication for 
sharing information related to product or service which has been consumed by consumers 
who do not know and meet before. A study from Jalilvand et al., (2012) showed that e-WOM 
influenced a consumer behavior before he decided to buy a product or service. 

According to Dellarocas (2003), e-WOM message is important as a media for the 
consumer, in order to get the information related to product and service quality. Furthermore, 
this message is effective in reducing risk and uncertainty experienced by consumers when 
purchasing a product or service, therefore the purchase interest and buying decision of the 
consumers can be influenced (Goyette et al., 2012). Jeong and Jang (2011) has proved that 
no matter how sophisticated the product, and how promising it was, it would be meaningless 
if the consumers were not satisfied. By satisfying them, both companies and consumers 
would have a harmonious relationship, thus, a repeating order would occur. 

Repurchase intention can be defined as an intention to repurchase a product twice or 
more either the same or different product (Weisberg et al., 2011). Repurchasing includes two 
characteristics such as intention and behavior. It is closely related to consumer’s attitudes 
toward objects and previous behavior. A study from Astuti and Reusfian (2013) found that 
satisfaction was not directly related to repurchase. However, consumer satisfaction 
influenced repurchase behavior from psychological research view, in which satisfaction 
encouraged intention, while intention encouraged behavior. Therefore, repurchasing is one 
indicator of satisfaction and also the effect of purchases. 

Chang, Lee, Chien, Huang and Chen (2010) have stated that there is a positive 
relationship between consumer experience toward a product and their tendency to 
repurchase a good product. Consumer intention in online purchases is the activity to 
purchase at an online store. The variable measurement of online repurchase intention based 
on customer behavior in purchasing, is showed by the high frequency of reservation or 
repurchasing, continuing to have a relationship with a service provider company, not willing 
to move to other companies. 

According to Zhou et al., (2009) and Kim and Lennon (2013), online repurchase 
intention was measured based on: 1) I will repurchase on the website, 2) I will revisit the 
website, 3) I intend to recommend the online shopping sites to other people. This continuing 
relationship is characterized by maintaining relationship with three-star hotels unaffected by 
other persuasion. The intensity of reservation in hospitality services can be analogous to the 
repurchasing behavior for the companies. Thus, consumers’ online repurchasing at the hotel 
is indicated by an increase in reservations. 

Based on the literature review, the hypotheses of this study are formulated as follows. 
H1: E-Service quality has significant effect on e-Satisfaction; 
H2: e-Service quality has significant effect on e-Trust; 
H3: E-Service quality has significant effect on e-Word of mouth; 
H4: E-service quality has significant effect on Online repurchase intention; 
H5: E-satisfaction has significant effect on e-Trust; 
H6: E-satisfaction has significant effect on e-Word of mouth; 
H7: E-satisfaction has significant effect on Online repurchase intention; 
H8: E-trust has significant effect on e-Word of mouth; 
H9: E-trust has significant effect on Online repurchase intention; 
H10: E-word of mouth has significant effect on Online repurchase intention. 

 
METHODS OF RESEARCH 

 
This study used a quantitative approach, with explanatory research (Neuman, 2006; 

Ferdinand, 2002; Singarimbun and Effendi, 2009). Explanatory research is an attempt to 
explain the variables and the relationship between exogenous variables, namely: e-service 
quality with endogenous variables, namely; e-satisfaction, e-trust, e-word of mouth and 
online repurchase intention. Cooper and Schindler (2006) have stated that a study which 
based on theory or hypothesis that will be used to test a phenomenon that occurs classified 
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into explanatory research. The object of this research was a three-star hotel in Lampung 
Province. This research is about reservations (reorder) online through the hotel website. 

In this study, samples were taken by purposive sampling, which is sampling with goals 
that have been determined with certain considerations. Lemeshow (1997) formula was used 
to determine the size of the sample. The total samples were 142 customers re-order in three-
star hotels in Lampung Province and were over 17 years old. Furthermore, a set of 
questionnaires adopted from prior studies was used to collect the respondents’ demographic 
information and respondents answers. The questionnaire was disseminated through Google 
forms, with details of eight indicators on e-service quality, five indicators on e-satisfaction, six 
indicators on e-trust, five indicators on e-wom, and five indicators to assess online 
repurchase intention were used. The scaling applied in this study is a 5-point Likert scale of 
1-strongly agree, 2-agree, 3-neutral, 4-disagree, and 5-strongly disagree. The demographic 
variables questioned are gender, age, status, and education background of the respondents. 
Validity and reliability testing was conducted prior to using the instrument for data collection. 
Inferential statistical was used to prove the hypothesis proposed in this study by using 
Generalized Structured Component Analysis (GSCA). 
 

RESULTS AND DISCUSSION 
 

Hypothesis testing by using the testing criteria states that if the critical ratio (CR) ≥ t-
table (t = 2.00, alpha= 5%), then it is stated that exogenous variables have significant effects 
on endogeneous variables. The testing results of the direct correlation are presented in Table 
1 as follows. Meanwhile, the results of the research can be described as shown in Figure 1. 
 

Table 1 – The result of hypothesis testing 
 

Exogeneous Endogeneous Estimate SE CR Conclusion 

e-Service quality e-Satisfaction 0.816 0.014 59.87* Accepted 

e-Service quality e-Trust 0.719 0.060 11.95* Accepted 

e-Service quality e-Word of mouth 0.538 0.149 3.62* Accepted 

e-Service quality Online repurchase intention 0.138 0.040 3.48* Accepted 

e-Satisfaction e-Trust 0.190 0.065 2.92* Accepted 

e-Satisfaction e-Word of mouth 0.196 0.107 1.83 Rejected 

e-Satisfaction Online repurchase intention 0.382 0.034 11.18* Accepted 

e-Trust e-Word of mouth 0.180 0.113 1.59 Rejected 

e-Trust Online repurchase intention 0.146 0.038 3.81* Accepted 

e-Word of mouth Online repurchase intention 0.233 0.050 4.62* Accepted 
 

Source: GeSCA analysis. 

 

 
 

Figure 1 – The results of the research 
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H1: E-Service quality has significant effect on e-Satisfaction. 
The results of GSCA analysis were obtained from the estimate value of 0.816 and the 

value of CR of 59.87* (starred). This means that the value of CR > t-table (t = 2,00, alpha = 
5%), The decision is that the proposed H1 was empirically proven so that the hypothesis that 
has been formulated can be accepted in this research. This implies that e-service quality has 
significant effects on e-satisfaction. The estimated value with a positive sign indicates that 
the higher the e-service quality is felt by the respondents, the more satisfied they are with the 
re-reservation of a three-star hotel. 

The results of this study also support the opinion of Parasuraman et al. (1988) who 
used the SERVQUAL model to measure customer perceptions and expectations, which the 
results of these measurements to determine the level of customer satisfaction. The findings 
of this study support the research conducted by Alireza et al. (2011) that directly service 
quality affects on customer satisfaction. Hu & Huang (2011) and Alvin (2013) who stated that 
service quality has a positive and significant effect on satisfaction. Thus e-service quality and 
e-satisfaction are reflections of what respondents felt during interacting with the hotel 
website. 

H2: e-Service quality has significant effect on e-Trust. 
The results of GSCA analysis were obtained from the estimate value of 0.719 and the 

value of CR of 11.95* (starred). This means that the value of CR > t-table (t = 2,00, alpha = 
5%), The decision is that the proposed H2 was empirically proven so that the hypothesis that 
has been formulated can be accepted in this research. This implies that e-service quality has 
significant effects on e-trust. The estimated value with a positive sign indicates that the 
higher the e-service quality is felt by the respondents, the greater the trust they are with the 
re-reservation of a three-star hotel. 

The results of this study support the opinion that e-trust is the assessment of 
customers that service providers can be trusted (Gronroos, 2000; Gefen, 2000). The results 
of this study support and confirm the results of research by Corritore, et al. (2003) and Çerri 
(2012). This assessment can be used by comparing customer expectations with reality, or by 
comparing between three-star hotels and other three-star hotels. 

H3: E-Service quality has significant effect on e-Word Of mouth. 
The results of GSCA analysis were obtained from the estimate value of 0.538 and the 

value of CR of 3.62* (starred). This means that the value of CR > t-table (t = 2,00, alpha = 
5%), The decision is that the proposed H3 was empirically proven so that the hypothesis that 
has been formulated can be accepted in this research. This implies that e-service quality has 
significant effects on e-wom. The estimated value with a positive sign indicates that the 
higher the e-service quality is felt by the respondents, then the customer will recommend 
online reservations for three-star hotels to others via e-wom. 

The results of this study confirm and expand the concept of Gronroos et al., (2000), 
namely quality E-service quality will leave a positive impression embedded in the minds of 
customers. The results of this study support the study conducted by Wang et al. (2003) and 
Alireza, et al. (2011). E-wom is the perception of a word of mouth / bitterness that is 
embedded in the minds of customers and works as a connector for information that 
influences the perception of a hotel website. 

H4: E-service quality has significant effect on Online repurchase intention. 
The results of GSCA analysis were obtained from the estimate value of 0.138 and the 

value of CR of 3.48* (starred). This means that the value of CR > t-table (t = 2,00, alpha = 
5%), The decision is that the proposed H4 was empirically proven so that the hypothesis that 
has been formulated can be accepted in this research. This implies that e-service quality has 
significant effects on online repurchase intention. The estimated value with a positive sign 
indicates that the higher the e-service quality is felt by the respondents, then the customer 
will conduct an online repurchase intention. 

The results of this study support prior study conducted by Hume and Mort (2010) which 
states that service quality has a significant effect on repurchase intention. Liu (2012) states 
that electronic service quality has a significant positive effect on online repurchase intentions. 
Creating and developing online repurchase intentions requires a long process that takes a 
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long time, starting from the first time buyers and to the next stage, making online repurchase 
intentions and customers who can persuade / influence other customers. 

H5: E-satisfaction has significant effect on e-Trust. 
The results of GSCA analysis were obtained from the estimate value of 0.190 and the 

value of CR of 2.92* (starred). This means that the value of CR > t-table (t = 2,00, alpha = 
5%), The decision is that the proposed H5 was empirically proven so that the hypothesis that 
has been formulated can be accepted in this research. This implies that e-satisfaction has 
significant effects on e-trust. The estimated value with a positive sign indicates that the 
higher the e-satisfaction is felt by the respondents, the greater the trust they are with the re-
reservation of a three-star hotel. 

The results of this study support the opinion of Oliver (1997). According to Siddiqi 
(2011), to gain trust, one group must believe that another group will take action that produces 
positive results for it. Therefore, in building customer trust, we need positive perceptions of 
results and to continue in the future. The results of this study support and confirm the results 
of the study by Kassim and Abdullah (2010), Cerri (2012) and Yap et al. (2012) which states 
that electronic satisfaction affects electronic trust. The respondent's trust in the hotel website 
is high, because the company applies strict staffing rules, to ensure the comfort and security 
of customer data. To avoid losses experienced by customers. 

H6: E-satisfaction has significant effect on e-Word of mouth. 
The results of GSCA analysis were obtained from the estimate value of 0.196 and the 

value of CR of 1.83. This means that the value of CR < t-table (t = 2,00, alpha = 5%), The 
decision is that the proposed H6 was empirically proven so that the hypothesis that has been 
formulated can be rejected in this research. This implies that e-satisfaction has no significant 
effects on e-wom. 

The results of this study confirm the research conducted by Swanson and Hsu (2009), 
Yang (2017), Serra-Cantallops, Ramon-Cardona & Salvi (2018) and Anastasiei & 
Dospinescu (2019) which states that e-satisfaction is not a guarantee for consumers to do e-
wom. The findings of this study are different from the research conducted by Dabholkar, et 
al. (2000), Hennig-Thurau et al. (2004), Brown et al. (2005), Olorunniwo et al. (2006) which 
states that e-satisfaction affects e-wom. 

H7: E-satisfaction has significant effect on Online repurchase intention. 
The results of GSCA analysis were obtained from the estimate value of 0.382 and the 

value of CR of 11.18* (starred). This means that the value of CR > t-table (t = 2,00, alpha = 
5%), The decision is that the proposed H7 was empirically proven so that the hypothesis that 
has been formulated can be accepted in this research. This implies that e-satisfaction has 
significant effects on online repurchase intention. The estimated value with a positive sign 
indicates that the higher the e-satisfaction is felt by the respondents, then the customer will 
conduct an online repurchase intention. 

The results of this study support prior study by Chamcuntra and Fongsuwan (2014) 
which states that satisfaction increases purchase intention in the future. Besides that it also 
supports study conducted by Kassim and Abdullah (2010), Zeng et al. (2009), Choi, Kim and 
Lennon (2000), Cyr (2008) and Wen et al. (2011) that customer satisfaction with a service is 
positive, thus encouraging online repurchases intention. 

H8: E-trust has significant effect on e-Word of mouth. 
The results of GSCA analysis were obtained from the estimate value of 0.180 and the 

value of CR of 1.59. This means that the value of CR < t-table (t = 2,00, alpha = 5%), The 
decision is that the proposed H8 was empirically proven so that the hypothesis that has been 
formulated can be rejected in this research. This implies that e-trust has no significant effects 
on e-wom. 

The results of this study support the prior study by Virgilio & Antonelli (2017) which 
states that trust in online purchasing is the key to electronic communication by word of mouth 
(e-word of mouth), if customer trust is low then a negative impact on e- wom. The findings of 
this study are different from the results of study conducted by Sichtmann (2007) which states 
that customer trust is an important factor and trust has a significant effect on word of mouth 
behavior on online purchases. 
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H9: E-trust has significant effect on Online repurchase intention. 
The results of GSCA analysis were obtained from the estimate value of 0.146 and the 

value of CR of 3.81* (starred). This means that the value of CR > t-table (t = 2,00, alpha = 
5%), The decision is that the proposed H9 was empirically proven so that the hypothesis that 
has been formulated can be accepted in this research. This implies that e-trust has 
significant effects on online repurchase intention. The estimated value with a positive sign 
indicates that the higher e-trust of respondents, then the customer will conduct an online 
repurchase intention. 

The results of this study support prior studies by Flavian et al. (2006), Gefen (2002), Li 
et al. (2006), Lim et al. (2006) and Qureshi et al. (2009) which states that trust has been 
found to be the main predictor of online repurchase intention. 

H10: E-word of mouth has significant effect on Online repurchase intention. 
The results of GSCA analysis were obtained from the estimate value of 0.233 and the 

value of CR of 4.62* (starred). This means that the value of CR > t-table (t = 2,00, alpha = 
5%), The decision is that the proposed H10 was empirically proven so that the hypothesis 
that has been formulated can be accepted in this research. This implies that e-wom has 
significant effects on online repurchase intention. 

Matute, Polo-Redondo and Utrillas (2016) suggest that WOM is a person-to-person 
communication tool, between communicators and recipients, who consider information 
received about a brand, product, or service. Likewise, WOM has been defined as 
communication between consumers about a product, service, or company where the sources 
are considered independent of commercial influence (Litvin et al., 2008). 

Empirically, the results of this study are new findings because there are no empirical 
studies that examine the effect of e-wom on online repurchase intention, especially on online 
purchasing services on hotel web sites. 
 

CONCLUSION 
 

This study has the main objective to investigate the extent to which online marketing 
can provide satisfaction and trust to customers, so they make repeat purchases. Of the six 
variables with ten tested hypotheses, there is one hypothesis was found, e-wom has a 
significant effect on online repurchase intention, shows that if consumers feel satisfied and 
believe in a service, they are happy to recommend the service to others (e-wom). The effect 
is that the customer will repurchase the service. 

This study examines the behavior of customers, especially consumers of three-star 
hotels who visit in Lampung Province in relation to e-service quality and e-satisfaction 
obtained during interaction with three-star hotels in Lampung Province. Customer behavior 
includes aspects of e-satisfaction, e-trust, e-word of mouth, and online repurchase intention. 
The results of this study are expected to enrich the literature relating to customer behavior. 
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