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ABSTRACT 

 

 

 

THE IMPACT OF CUSTOMER VALUE, E-SERVICE QUALITY AND 

CUSTOMER TRUST TOWARDS REPURCHASE INTENTION BEHAVIOR ON 

ONLINE TRAVEL AGENCY 

IN CASE OF TIKET.COM 

 

 

By 

 

Chrisya Virginia 

Irma Martlani Namangwulan, B.Sc.,MBA 

 

 

SWISS GERMAN UNIVERSITY 

 

The aim of this study is identify which factors will make customer intent to 

repurchase on Online Travel Agency. This study aims for which independent variable, 

which are Customer Value, E-Service Quality and Customer Trust that will affect the 

repurchase intention to the customer in order to make customer willing to repurchase 

again. This study is using Multiple Linear Regression model. The method in this 

research is using quantitative research methods. The sampling method of this research 

is nonprobability purposive sampling. Data collected through questionnaires to 200 

respondents with 30 items of statement. Data processing techniques using validity and 

reliability analysis, classical assumption test, and hypotheses test. The results showed 

that the effect of customer value, e-service quality and Customer Trust towards 

repurchase intention behavior is 71.1%. Based on the partial results of hypotheses 

testing, sub-variable customer value, e-service quality and customer trust have an 

effect on repurchase intention behavior, in the amount of 56.3% for customer value, 

23.4% for e-service quality and 14.7% for customer trust. Based on the results of this 

study, author recommends Tiket.com to maintain and increase the ability to deliver 

customer value, increase the speed of website, and improve its reliability in order to 

maintain the trust of customers.  

Keywords: Customer Value, E-Service Quality, Customer Trust, Repurchase Intention, 

Online Travel Agency  
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