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ABSTRACT 

This study examines four variables between e-trust, post-purchase experience, customer satisfaction, and repurchase 
intention. The objective is to analyze and explain the effect of e-trust and post-purchase experience on repurchase 
intention by testing customer satisfaction as an intervening variable. The object of research is personal shoppers also 
known as Jasa Titip through Instagram, namely the @jastipmlg. 100 respondents in this study are followers and 
customers who make repurchases. The analysis technique uses descriptive analysis and linear regression to confirm the 
structural equation model that is built. The quantitative approach was chosen to explain the influence of the research 
variables. The results of this study found that e-trust and post-purchase experience affect repurchase intention through 
customer satisfaction. This study examines four variables between e-trust, post-purchase experience, customer 
satisfaction, and repurchase intention. The objective is to analyze and explain the effect of e-trust and post-purchase 
experience on repurchase intention by testing customer satisfaction as an intervening variable. The object of research 
is personal shoppers also known as Jasa Titip through Instagram, namely the @jastipmlg. 100 respondents in this study 
are followers and customers who make repurchases. The analysis technique uses descriptive analysis and linear 
regression to confirm the structural equation model that is built. The quantitative approach was chosen to explain the 
influence of the research variables. The results of this study found that e-trust and post-purchase experience affect 
repurchase intention through customer satisfaction.  
 

 

KEYWORDS: Repurchase Intention, Customer Satisfaction, e-Trust, Post-purchase intention, online purchase 

1. INTRODUCTION 
Customer retention is often seen as a means of gaining 

competitive advantage (Tsai & Huang, 2007). However, only 

about 1% of online visitors return to make repeat purchases 
(Gupta & Hee-Woong, 2007). Therefore, it is important to 

study online customer repurchase behavior (Qureshi et al., 

2009). 
The rise of online shopping consumption has made the 

emergence of resellers increase. One of the types of Resellers 

in Indonesia is a personal shopper also known as “Jasa Titip” 

using the platform Instagram. Currently, Instagram is not only 
a place to upload photos but also a means for doing digital 

marketing activities. According to Muslicha and Irwansyah 

(2020), social media platforms have developed as a form of 
global communication and bridge the relationship between 

people and products. 

Back to the research object, personal shoper or "Jasa 
Titip" or called Jastip is a business that is carried by one who 

will be traveling to outside the city or outside the country to 

buy the product that is desired by consumers but with an extra 

price (Hapsari & Saudi, 2018) 
According to Hapsari & Saudi (2018), this business is 

quite attractive because sellers do not need a large amount of 

capital and can be used as a part-time business. The success of 
Jastip depends on consumer trust. If consumers trust the seller, 

they likely to get loyal customers so that sellers have the 
opportunity to get repeat orders. According to Pleessis (2010), 

consumers are satisfied with the performance of shopping 

online has influence positively the repurchase intention. It 
shows that trust is an important variable in repurchase 

decisions. 

Furthermore, researchers also realized that the online 
shopping process was not completed finish with payment. 

Shopping online is closely related to the packaging of goods, 

delivery up to get into consumers, where the activity is called 

post-purchase logistics. Ho and Wu (1999) found that logistics 
specifications are the most important factors in determining 

customer satisfaction in electronic business. Referring to 

previous research by Cao et al. (2017), found that post-
purchase shipping and tracking impact on customer 

satisfaction that they do in China and Taiwan. So, the 

researchers concluded that to find out customer satisfaction in 
online shopping, it is very important to include the post-

purchase experience that customers feel. 

Event post-purchase includes aid products, service 

customers, shipping, tracking, repair, and return of goods ( 
Zoltners et al., 2004; Chauhan and Rambabu, 2017). In 

addition to affecting customer satisfaction, previous research 

has also proven that post-purchase experience influences 
repurchase intention. Experience post-purchase or post-
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purchase experience contributed very big in developing the 
intention of repeat order (Park et al, 2012). 

From that, the researchers want to know the latest 

variables that influence repurchase intention, especially against 

this phenomenon of shopping online with Instagram as a 
personal shopper (jasa titip). Researchers obtain that there is a 

relationship between the variables of e- trust, post-purchase 

experience, and customer satisfaction that became the potential 
to have the effect that significant to the repurchase intention. 

Thus, the study is trying to look for relationships e-trust and 

post-purchase experience that is given by @jastipmlg through 
the platform of social media Instagram to Repurchase Intention 

with considering a variable Customer Satisfaction as variable 

intervening. 

2. THEORETICAL BACKGROUND 

2.1 E-Trust 

Trust refers to someone's belief that other people are 

not going to act as opportunistic by taking advantage of 
situations (Beldad, De Jong, and Steehouder, 2010; Koller, 

1988; Qureshi et al., 2009). Trust in an online site is known as 

e- trust. According to Kim et al. in Anindea (2016), e-Trust is 
defined as the beginning of the basis of relationship formation 

and maintenance between customers and sellers online. In 

general, customers online expect a high level of quality web 

sites, the quality of information, and the quality service of the 
website and the seller (Kim et al., 2004). The indicators of e-

trust in this study trust in the web and trust in sellers. To 

measure trust in the website the researcher uses website 
reputation and the size of the website company. Meanwhile, 

the seller's reputation and the size of the seller's company are 

used to measure the indicators of trust in the seller. 

According to Shiau & Luo (2012) trust is an important 
variable of satisfaction, trust can create a favorable feeling that 

customer needs can be met by the website and the seller. So in 

this study, the trust variable is e-trust, which includes trust in 
websites and trust in sellers that affect customer satisfaction. 

2.2 Post-purchase Experience 

Post-purchase Experience is an experience that begins 
after the purchase is made and ends with the consumption or 

return of the product (Kumar & Ayush, 2017). The experience 

of post-purchase contributes very largely in developing the 

intention of repeat order (Park et al., 2012) experience after 
doing decision purchases via e-commerce or shopping online 

is more specific to the post-purchase logistics. 

On the other hand, from the results of previous studies 
by Cao et al. (2018) confirm that post-purchase logistics 

services such as shipping, tracking, and returns are useful in 

predicting customer satisfaction for online shoppers. So, the 

researchers found that post-purchase experience affects 
customer satisfaction. Post-purchase Experience includes aid 

products, customer services, shipping, tracking, repair, and 

return of goods (Zoltners et al., 2004; Chauhan and Rambabu, 
2017). In this research, indicator activities of post-purchase 

include Customer Service, Shipping, Tracking, and Return. 

2.3 Customer Satisfaction 
Customer satisfaction is a feeling of pleasure or 

disappointment for someone who comes from a comparison 

between his impression of the product compared to his 

expectations (Samuel & Foedjiawati., 2005). Customer 
satisfaction has been found to have a direct and positive effect 

on customer purchase intentions and repetitive behavior (eg, 

Tsiotsou, 2006; Chiou and Pan, 2009). In the context of online 
media, users seem to decide whether to continue using media 

based on their satisfaction with previous user experiences (e.g., 

Hu, Kettinger, & Poston, 2015; Venkatesh, Thong, Chan, Hu, 
& Brown, 2011). 

According to the definition of Anderson and 

Srinivasan (2003) satisfaction can be defined as the 

satisfaction of consumers concerning the experience of 
purchase before the web site retail. Similar to the idea that Lin 

& Wang (2006) said that satisfaction is the evaluation of post-

purchase customer and respond effectively to experience the 
purchase as a whole. Some attribute of satisfaction of 

consumers who associated with this research is an attribute that 

is associated with the product, the attributes are associated 

with the service, and attributes are associated with the 
purchase. 

2.4 Repurchase Intention 

Repurchase Intention is the attitude of a positive 
consumer to the retailer that will result in the purchase of a 

recurring (repeat buying behavior). Zhou et.al. (2009) and Kim 

et al, (2012), the intention of buying back may mean 
consumers are interested to do purchase by using shopping 

online, shopping online consumers will be reviewed back in 

the future and consumers keen to recommend shopping online 

because they also use shopping online. In past research, Wen 
et al. (2011) shown that satisfaction is positively related to 

repurchase intention. Pee et al (2018) prove similarly that 

dissatisfied consumers ultimately reduce repurchase intentions.
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3.METHODOLOGY 

3.1 Research Framework 

The research framework is as shown in Figure 3.1 
 

 
3.2 Hypotheses 
The purpose of this study is to investigate the effects 

of e-trust and post-purchase intention on repurchase intention 

through customer satisfaction. After reviewing the relevant 
literature, the hypotheses for the study are constructed as 

follows: 

H1: e-trust and post-purchase experience are significant to 

customer satisfaction 
H2: e-trust and post-purchase experience are significant to 

repurchase intention 

H3: Customer satisfaction is significant to repurchase intention 
H4: e-Trust and post-purchase experience are significant to 

repurchase intention through customer satisfaction 

3.3 Methodology 

3.3.1 Subject and Procedure 
We utilized the survey questionnaire and repurchase 

intention as the product being studied. The population in this 

study was all @jastipmlg Instagram followers were on June 
13, 2020, there were 10,214 followers. The Slovin formula is 

used to determine the sample by considering the error rate of 

10%, to obtain a sample size of 100 respondents. Respondents 
were identified as suitable candidates for participation in this 

study if they met the eligibility criteria that they follow 

account @jastipmlg and had purchased at least one time. 

Anonymous questionnaires were given to 100 participants. 

3.3.2 Instrumentation 

The questionnaire was designed based on a five-point 

Likert scale and was adopted from previous studies with high 
levels of reliability (Cronbach’s α above 0.6). The 

questionnaire consisted of two parts. Part I gathered 

demographic data. Part II consisted of multiple questions 
relating to variables and indicators. The structure of the 

variables, indicators, and the number of research instruments is 

presented in table 3.1 below. 
 
 

Table 3.1 Instrument Research 

 

 

 

 
 

 

 
 

 

 

 

Variable and Indicator Amount of Instrument 
e-Trust (X1)  

Trust in web (X1,1) 3 

Trust in seller (X1,2) 3 

Post Purchase Experience (X2)  

Customer Service (X2,1) 3 

Shipping (X2,2) 3 

Tracking (X2,3) 3 

Return (X2,4) 2 

Customer Satisfaction (Y1)  

Attributes related to the product (Y 1.1) 5 

Attributes related to service(Y1.2) 5 

Attribute related to purchase (Y 1.3) 5 

Repurchase Intention (Y2)  

Interest (Y 2.1) 1 

Revisited in the future (Y 2.2) 2 

Recommendation (Y 2.3) 2 

Total 28 

e-Trust (X1) 
 trust in web 
 trust in seller 

 
Customer Satisfaction (Y1) 
 Attributes related to the product 
 Attributes related to service 
 Attributes related to purchase 

 

Post -Purchase 
Experience (X2) 
 Customer Service 
 Shipping 
 Tracking 

 Return 

Repurchase Intention 
(Y2) 
 Interest 
 Revisited in the future 

 Recommendation 
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3.3.3 Validity and Reliability of Instrument 
Analysis of data processing using the SPSS program. 

There are four research variables with 12 indicators and 28 

instrument items. The results of the validity and reliability 

testing for 28 items proved to be valid, as evidenced by the 
probability of each instrument not exceeding the 5% error rate, 

meaning that the respondent understood the meaning of the 

measurements contained in the questionnaire (See Appendix). 
The results of the research instrument reliability test showed a 

good level of reliability as evidenced by the Cronbach Alpha 

value resulting in value above the Standard Cronbach Alpha 
(0.6). So, all variables were said to be reliable. In addition to 

Factor Analysis and Reliability Analysis, the data collected 

from the instruments were analyzed using the SPSS software 
for descriptive statistics, and Regression Analysis. 

4. ANALYSIS AND RESULT 

4.1 Description of Respondent 

Instagram account @jastipmlg is a business account 
that provides personal shopper for consumers in Malang and 

outside Malang. This personal shoper means a shopping 

service for fashion goods in the ZARA, Uniqlo, Pull and Bear, 
Stradivarius, Berskha, and other brands in malls in Surabaya. 

Researchers measure the services of @jastipmlg about e-trust, 

post-purchase experience, and customer satisfaction as 
intervening variables on repurchase intention. 

 The data collected were 100 questionnaires. Respondent 

profiles are presented in Table 4.1. 
 
 

 

Table 4.1 Profile Respondent 

Age  % 
13-17 y.o  13 
18-24 y.o  45 
25-34 y.o  38 
35-44 y.o  4 
Gender  % 
Female  100 

 

  

Most respondents are female, in the range of 18 to 24 

years, meaning that respondents at the age often use online 

shopping applications through the Instagram platform. 

4.2 Result of Descriptive Analysis 

The results of the descriptive analysis for each 

research variable, indicator, and 66 research instruments are 

presented in the appendix. The description of respondents' 
perceptions can be analyzed from the average value generated 

by the indicators and instrument items. The indicator that best 

describes the e-trust variable is trust in the web, especially on 
customer trust in product photos posted by @jastipmlg. The 

indicator that best describes the post-purchase experience 

variable is customer service, especially the ease of finding the 
admin number. For the satisfaction variable, the indicator that 

best describes is the attribute related to the product, especially 

the quality of the product with photos posted @jastipmlg. On 

the repurchase intention variable, the indicator that can explain 

the interest in repurchasing is the recommendation, especially 
a statement giving a good review of @jastipmlg. 

4.3 Result of Regression Analysis of E- Trust, Post-

Purchase Experience, Customer Satisfaction, and 

Repurchase Intention 
The regression results summary is shown in Figure 4.1 

and Table 4.3. All models were statistically significant (p < 

0.05) and a total of two regression equations are reported here. 
All the regression coefficients were positive indicating that 

customers had a higher level of repurchase intentions when 

they trust, had good post-purchase experience and satisfaction 
with @jastipmlg. 

 

 

Figure 4.1 

e-Trust 

Customer 

Satisfaction 

Post-purchase 

experience 

Repurchase 

Intention  

 = 0,262 

(p = 0,006)  

 

 = 0,319 
 

(p =0,001)  
 

 = 0,477 

(p = 0,000)  
 

 = 0,699 

(p = 0,000)  
 

 =0,534 

(p = 0,000)  
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Table 4.3 
 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
The analysis of this research shows that the e-trust and 

post-purchase experience paths affect repurchase intention 
through customer satisfaction. However, when compared to the 

post-purchase experience path to repurchase intention through 

customer satisfaction, it has a total coefficient value (0.692) 

that is higher than the total e-trust coefficient value on 
repurchase intention through customer satisfaction (0.660). 

These results prove that in repurchase intention, consumers 

tend to be influenced by post-purchase experiences through 
customer satisfaction. 

Post-purchase experience included customer services, 

shipping, tracking, and return provided by @jastipmlg is 

considered good by the customer. The results indicated that 
 customer repurchase interest was most influenced by 

the post-purchase service @jastipmlg. Jastip needs to be 

oriented not only to pre-purchase activities such as product 
posting, communication on promotion, and admin job. But also 

pay attention to post-purchase activities. The basic thing to 

note is a convenience for customers in contacting Customer 
Services. The availability and ability of customer services to 

help and solve customer problems are also important things 

that can be done to increase customer satisfaction which in 

turn increases repurchase intention. 
This statement is strengthened by the results which 

show that the coefficient of the value obtained from the 

indirect effect of post-purchase experience on repurchase 
intention through customer satisfaction (0,692) is greater than 

the coefficient value of direct influence, namely post-purchase 

experience on repurchase intention (0,319). 
Based on the statistical analysis of the R2 

determination test appendix B, it can be explained that the 

variables of e-trust, post-purchase experience, and customer 

satisfaction have a joint effect of 0.803 or 80.3% on repurchase 
intention, while the remaining 19.7% is influenced by other 

variables not discussed in this study. 

As for the post-purchase experience variable, the 
indicator that best describes is Customer Service. The 

statement item "easy to find admin number @jastipmlg" gets 

the highest score of 4.09 (appendix) indicating that 

respondents agree that admin number @jastipmlg is easy to 
find. Meanwhile, for the Customer Satisfaction variable, the 

indicator that shows the most is in the statement item "Product 

quality is the same as posted by @ jastipmlg". 

5. CONCLUSION 

The research results prove that e-trust and post-

purchase experience have an effect on customer satisfaction 
and ultimately have an impact on repurchase intention. Post-

purchase experience has a direct impact on repurchase 

intention but has a greater impact on the indirect path, which is 

the post-purchase experience on repurchase intention through 
customer satisfaction. 

Customer service is the indicator that best describes 

the post-purchase intention variable. The ease of obtaining an 
admin number is what best describes customer service which is 

considered by customers well. While the Customer satisfaction 

  Variable Coefficients result 
Independent  Mediation  Dependent direct indirect Total  
e-Trust (X1)  Customer 

Satisfaction 
(Y1) 

 - 0,262  0,283 H1 
Significant 

Post-purchase 
Experience (X2) 

 Customer 
Satisfaction 

(Y1) 

 - 0,534  0,326 H1 
Significant 

e-Trust(X1)    Repurchase 
Intention 

(Y2) 

0,477  0,543 H2 
Significant 

Post-purchase 
Experience (X2) 

   Repurchase 
Intention 

(Y2) 

0,319  0,205 H2 
Significant 

  Customer 
Satisfaction 

(Y1) 

 Repurchase 
Intention 

(Y2) 

0,699  0,735 H3 
Significant 

e-Trust (X1)  Customer 
Satisfaction 

(Y1) 

 Repurchase 
Intention 

(Y2) 

 0,262 x 
0,699 =  
0,183 

0,660 H4 
Significant 

Post-purchase 
Experience (X2) 

 Customer 
Satisfaction 

(Y1) 

 Repurchase 
Intention 

(Y2) 

 0,534 x 
0,699 = 
0,373 

0,692 H4 
Significant 
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variable is determined by the attributes related to the product, 
especially regarding the quality of the product received with 

the photo at the beginning. For further research, it is advisable 

to conduct an in-depth study of customer service such as the 

ability of fast response, and the ability of the admin to solve 
problems. The researcher also suggests trying this research 

model for other online purchases, apart from the Instagram 

platform.
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APPENDIX A Exploratory factor analysis results 

`No Instrument 

Score 

Average SA (5) A (4) U (3) D (2) SD(1) 

F % F % F % F % F % 

1 The @jastipmlg account posted photos of real products as I received them (X1.1.1) 28 28 52 52 20 20 0 0 0 0 4,08 

2 The @jastipmlg account can be relied upon to find fashion products (X1.1.2) 24 24 48 48 27 27 1 1 0 0 3,95 

3 I visited @jastipmlg to see the shop promo I was looking for (X1.1.3) 24 24 49 49 20 20 6 6 1 1 3,89 

Avg Score trust in web (X1.1) 3,97 

4 
I rely on admin @jastipmlg to get information on the product I want to buy 
(X1.2.1) 23 23 46 46 30 30 1 1 0 0 3,91 

5 
Admin @jastipmlg keeps promises according to commitments to customers 
(X1.2.2) 16 16 46 46 32 32 6 6 0 0 3,72 

6 Admin @jastipmlg still takes care of customers (X1.2.3) 22 22 48 48 26 26 4 4 0 0 3,88 

Avg score trust in seller (X1.2) 3,84 

Avg score e-trust (X1) 3,90 

`No Instrument 

Score 

Average SA (5) A (4) U (3) D (2) SD(1) 

F % F % F % F % F % 

1 Easily find @jastipmlg admin number to ask about jastip services (X2.1.1) 26 26 57 57 17 17 0 0 0 0 4,09 

2 Admin @jastipmlg is willing to help customers (X2.1.2) 21 21 54 54 21 21 4 0 0 0 3,92 

3 Admin @jastipmlg helps in solving customer problems (X2.1.3) 21 21 46 46 30 30 3 3 0 0 3,85 

Avg score Customer Service (X2.1) 3,95 

4 @jastipmlg deliver products according to the agreed time (X2.2.1) 24 24 46 46 29 29 1 1 0 0 3,93 

5 I often receive free / discounted shipping (X2.2.2) 13 13 34 34 39 39 13 13 1 1 3.45 

6 @jastipmlg gives me flexibility to choose delivery date (X2.2.3) 18 18 45 45 34 34 3 3 0 0 3,78 

Avg score Shipping (X2.2) 3,86 

1 @jastipmlg notified me that the item was delivered (X2.3.1) 21 21 51 51 28 28 0 0 0 0 3.93 

2 @jastipmlg help me to do tracking during delivery (X2.3.2) 19 19 42 42 36 36 3 3 0 0 3,77 

3 I can track my shipment with my mobile device (X2.3.3) 25 25 40 40 33 33 2 2 0 0 3,86 

Avg score Tracking (X2.3) 3,82 

4 Easy for me to make returns / exchanges (X1.4.1) 17 17 40 40 37 37 6 6 0 0 3,68 

5 @jastipmlg has a clear return policy (X1.4.2) 13 13 31 31 47 47 9 9 0 0 3,48 

Avg score Return (X2.4) 3,58 

Avg score Post-purchase Experience (X2) 3,79 
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 `No Instrument 

Score 

Average SA (5) A (4) U (3) D (2) SD (1) 

F % F % F % F % F % 

1 Same product quality as posted by @ jastipmlg (Y1.1.1) 30 30 47 47 22 22 1 1 0 0 4,06 

2 Products from @jastipmlg are neatly packaged as expected (Y1.1.2) 23 23 49 49 26 26 2 2 0 0 3,93 

Avg score Attributes related to the product (Y1.1) 4,00 

3 The services provided by @jastipmlg are very good (Y1.2.1) 26 26 51 51 23 23 0 0 0 0 4,03 

4 
I get a bonus or discount from @jastipmlg outside of store promos 

(Y1.2.2) 
24 24 31 31 38 38 6 6 1 1 3,71 

Avg score Attributes related to service (Y1.2) 3,87 

7 
I received a payment confirmation for the transaction I made with 
@jastipmlg (Y1.3.1) 28 28 42 42 28 28 2 2 0 0 3,96 

8 Ease of transactions @jastipmlg with various payment methods (Y1.3.2) 25 25 41 41 33 33 1 1 0 0 3,90 

Avg score Attributes related to purchase (Y1.3) 3,93 

Avg score Customer Satisfaction (Y1) 3,93 

 

`No Instrument 

Score 

Average SA (5) A (4) U (3) D (2) SD (1) 

F % F % F % F % F % 

1 I want to reuse personal shopper via @jastipmlg (Y2.1.1) 38 38 34 34 27 27 1 1 0 0 4,09 

Avg score Interest (Y2.1) 4,09 

3 I visited @jastipmlg to make purchases of fashion products (Y2.2.1) 30 30 41 41 27 27 2 2 0 0 3,99 

4 I plan to reuse personal shoppers via @jastipmlg in the future (Y2.2.2) 30 30 40 40 29 29 1 1 0 0 3,99 

Avg score Revisited in the future (Y2.2) 3,99 

7 I recommend @jastipmlg to make purchases of fashion products (Y2.3.1) 31 31 43 43 21 21 5 5 0 0 4,00 

8 I will leave a good review of @jastipmlg (Y2.3.2) 37 37 41 41 18 18 4 4 0 0 4,11 

Avg score Recommendation (Y2.3) 4,06 

Avg score Repurchase Intention (Y2) 4,03 

APPENDIX B R SQUARE 

Correlation Variable r Square (r2) 
E-trust & Post-purchase experience Customer satisfaction 0.737 
E-trust & Post-purchase experience Repurchase intention 0.731 
Customer satisfaction  Repurchase intention 0.699 
E-trust & Customer satisfaction  Repurchase intention 0.772 
Post-purchase experience & Customer satisfaction  
Repurchase intention 

0.728 

E-trust, post-purchase experience & Customer satisfaction 
 Repurchase intention 

0,803 
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