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ABSTRAK 

 

Fitria (1805309) “Pengaruh E-service Quality dan Brand Image terhadap 

Online Repurchase Intention pada Anggota Komunitas Facebook SLASH 

JD.ID” di bawah bimbingan Dr. Lili Adi Wibowo, S.Pd., S.Sos., M.M. dan Dr. 

Puspo Dewi Dirgantari, S.Pd., MT., M.M. 

 

Penelitian ini bertujuan untuk memperoleh gambaran dan pengaruh e-service 

quality dan brand image terhadap online repurchase intention pada anggota 

komunitas Facebook SLASH JD.ID. Jenis penelitian yang digunakan adalah 

deskriptif verifikatif. Metode yang digunakan simple random sampling dengan 

ukuran sampel sebanyak 200 responden. Teknik analisis penelitian ini adalah 

analisis Structural Equation Model (SEM) dengan menggunakan program AMOS 

for Windows. Hasil temuan penelitian ini menunjukkan bahwa gambaran e-service 

quality, brand image dan online repurchase intention berada pada kategori baik, 

berpengaruh secara positif dan signifikan. Temuan pada penelitian ini menegaskan 

bahwa keberadaan e-service quality dan brand image pada e-commerce JD.ID 

mampu menaikkan tingkat online repurchase intention. 

 

Kata kunci: E-service Quality, Brand Image, Online Repurchase Intention, E-

commerce. 
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ABSTRACT 

 

Fitria (1805309) ”The Influence of E-service Quality and Brand Image Towards 

Online Repurchase Intention on Facebook Community members SLASH JD.ID” 

under the guidance of Dr. Lili Adi Wibowo, S.Pd., S.Sos., M.M and Dr. Puspo 

Dewi Dirgantari, S.Pd., MT., M.M. 

 

This research was conducted to obtain an overview and influence of e-service 

quality and brand image towards online repurchase intention on JD.ID e-commerce 

consumers in Indonesia. The type of research used is descriptive verification. The 

method used is simple random sampling with a sample size of 200 respondents. The 

analysis technique of this research is Structural Equation Model (SEM) analysis 

using the AMOS for windows program. The findings of this study indicate that e-

service quality, brand image and online repurchase intention in the good category, 

have a positive and significant effect. The findings in this study confirm that the 

existence of e-service quality and brand image can increase the level of online 

repurchase intention in JD.ID e-commerce. 

 

Keywords: E-service Quality, Brand Image, Online Repurchase Intention. 
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