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	This study was conducted to determine and analyze the influence of E-service quality and E-recovery seller service on online repurchase intention with the E- loyalty variable as a mediating variable on TikTok Shop. The results of this study show the influence of E-Service Quality on E-loyalty, there is an influence of E-recovery seller service on E- loyalty, there is an influence of E-service quality on online repurchase intention, there is an influence of E-recovery Service Quality on Online Repurchase Intention, there is an influence of E-loyalty on online repurchase intention, there is an indirect influence of E-service quality on online repurchase intention through E-loyalty as a mediating variable, there is no indirect influence of E- service quality on online repurchase intention through E-loyalty as a mediating variable. It is hoped that TikTok will improve and pay more attention to the quality of e-service quality, e-recovery services so that TikTok buyers or visitors will increase so that consumers are loyal and make repeat purchases on the TikTok Shop application.	



INTRODUCTION
The rapid development of information technology has brought the world into a new era, namely the internet era. Since the discovery of computers, this data processing media has become the first media used to access the internet. Then continued with the discovery of mobile phones that
have made it easier for customers to access online shopping platforms using the internet. The rapid development of information technology has brought the world into a new era, namely the internet era. Since the discovery of computers, this data processing media has become the first media used to access the internet. Then continued with the discovery of mobile phones that have made it easier for customers to access online shopping platforms using the internet.
According to application research company Business of Apps, TikTok became the most downloaded application in Indonesia in 2023. It is recorded that the short video platform under the auspices of ByteDance has been downloaded 67.4 million times in Indonesia throughout last year. TikTok Shop is increasingly popular with online consumers in Indonesia. In fact, this feature is starting to compete with a number of e-commerce platforms such as Tiktok shop to Tokopedia. Through TikTok's social commerce feature, users and creators can promote and sell products through the short video application. Meanwhile, a digital survey from Telkomsel, t- Survey.id, revealed a number of reasons why consumers in Indonesia choose TikTok Shop for shopping rather than other platforms. Online Repurchase Intention or repurchase intention, comes from the word intention, intention is a person's feeling in feeling attracted to a particular object. Repurchase intention is an intention that arises after the alternative evaluation process. The evaluation in question is when a customer makes a plan related to product choices based on the brand or interest in a product that will be purchased (Kotler et al., 2017).
E-Service Quality is one of the determining factors of the existence of a customer-oriented company or industry, especially in the midst of increasingly strong competition. Customers will more easily turn to similar industries with quality that they feel is better. Service is a form of totality in the form of features and characteristics of products or services that depend on their ability as an effort to obtain satisfaction of stated or implied needs (Kotler & Keller, 2018).
Kotler and Keller (2019) explain that loyalty is a commitment held firmly by consumers or users of products or services they like to make purchases or use those goods or services in the future.
TikTok Shop is a social e-commerce that allows users and creators to promote and sell products while shopping. By selling online on TikTok Shop, business people can earn money from TikTok and make a profit, considering that the number of users of this application is also increasing. The TikTok application is increasingly popular with many people because it is considered a multifunctional platform. In addition to getting various entertainment content, users do not need to switch to using other marketplace applications to shop and complete transactions like other marketplaces. TikTok Shop also offers a variety of brands and products for sale.
The first hypothesis states that E-Service Quality is related to E-loyalty. The same research conducted by Asgari et al. (2014) namely the dimensions of the E-Service Quality variable have a positive relationship and influence on the E-loyalty of Hekmat Iranian Bank consumers.
H1: It is suspected that E-Service Quality has an effect on E-loyalty among teenagers from Pulau Mainan 1 who shop at TikTok Shop.
E-service quality has a direct effect on increasing online repurchase intentions. This result is in line with research by (Rita et al., 2019). This finding illustrates the importance of retaining consumers through online services so that customers will make repeat purchases.
H3: It is suspected that E-Service Quality has an effect on Online Repurchase Intention among teenagers from Pulau Mainan 1 who shop at TikTok Shop.
H4: It is suspected that E-recovery seller service has an effect on Online Repurchase Intention among teenagers from Pulau Mainan 1 who shop at TikTok Shop.
E-loyalty has a significant influence on Online Repurchase Intention.
H5: It is suspected that E-loyalty has an effect on Online Repurchase Intention among teenagers from Pulau Mainan 1 who shop at TikTok Shop.
E-Service Quality influences Online Repurchase Intention through E-loyalty as a mediating variable. Based on the research, hypothesis 6 is:
H6: It is suspected that E-Service Quality has an effect on Online Repurchase Intention through E- loyalty as a mediating variable for teenagers on Pulau Mainan 1 who shop at TikTok Shop.

RESEARCH METHODS
This study will use quantitative methods. Quantitative methods are an approach taken in empirical studies to collect data, analyze and display data in numerical form rather than narrative (Sekaran & Bougie, 2016). This study measures the analysis of the influence of E-Service Quality and E- recovery seller service on Online Repurchase Intention with the E-loyalty variable as a mediating variable on TikTok Shop. This study will use the Partial Least Square (SmartPLS) tool. According to Jogiyanto and Abdillah (2015), PLS is a variant-based structural equation analysis (SEM) that can simultaneously test measurement models (test validity and reliability) as well as structural testing for causality tests (hypothesis testing with prediction models).
This research is a descriptive research, because this research will provide information on existing and ongoing phenomena at the time the research is taking place. Descriptive research is conducted in order to understand and be able to describe the characteristics of each variable in a situation being studied (Sekaran & Bougie, 2016). Descriptive research is conducted in order to understand and be able to describe the characteristics of each variable in a situation being studied (Sekaran & Bougie, 2016). For the observation unit in the study, namely a survey on TikTok Shop Users, a case study of teenagers on Pulau Mainan 1. Researchers collected data by distributing questionnaires to samples on the object of this study.
This type of research is quantitative causality research. According to Irawan (2006) causality research is research that aims to test a variable against another variable, the value tested is the regression coefficient. The design of causality research can be in the form of the influence of independent variables on dependent variables, or by involving mediating variables, and control variables. Based on this explanation, this study wants to find out E-Service Quality and E-recovery seller service on Online Repurchase Intention with e-loyalty as a mediating variable on TikTok Shop.
RESULTS AND DISCUSSION
Based on the results of Smart PLS research on the variables of E-Service Quality , E- recovery seller service on Online Repurchase Intention with E-loyalty as a Mediating Variable, the discussion of this research is as follows.

Table 4.21
Summary of hypothesis testing results

	No
	Hypothesis
	Information
	Results

	1. 
	It is suspected that E-Service Quality has
an	effect	on	E-loyalty	among teenagers on Pulau Mainan 1 who shop at the Tiktok shop.
	The influence of E-Service Quality
on E-loyalty
	
Accepted

	2. 
	It is suspected that the E-recovery seller service has an influence on E- loyalty among Pulau Mainan 1 teenagers who shop at the Tiktok
Shop.
	The influence of E-recovery seller service on E-loyalty
	

Accepted

	3. 

	It is suspected that E-Service Quality has an effect on Online Repurchase
Intention among teenagers on Pulau Mainan 1 who shop at TikTok Shop.
	The influence of E-Service Quality
on Online Repurchase intention.
	
Accepted

	4. 
	It is suspected that the E-recovery seller service has an influence on Online Repurchase Intention among teenagers on Pulau Mainan 1 who
shop at TikTok Shop.
	The influence of e-recovery seller service quality on Online Repurchase Intention.
	

Accepted

	5. 
	It is suspected that E-loyalty has an influence on Online Repurchase Intention among teenagers on Pulau Mainan 1 who shop at tiktok Shop.
	The influence of E-loyalty on Online Repurchase Intention.
	
Accepted

	6. 
	It is suspected that E-Service Quality has an effect on Online Repurchase Intention through E-loyalty as a mediating variable on adolescents in
Pulau Mainan 1. tiktok Shop.
	There is an indirect influence of E- Service Quality on Online Repurchase Intention through E- loyalty as a mediating variable.
	

Accepted

	7. 
	It is suspected that E-recovery seller service has an impact on Online Repurchase Intention through E-
loyalty as a mediating variable in purchases at tiktok Shop.
	There is no influence of E-Service Quality on Online Repurchase Intention through E-loyalty as a mediating variable.
	

Rejected


Source: smartPLS 4.0 data processing (2024) .
After hypothesis testing, hypothesis 1 is accepted because there is a positive and significant influence on the E-Service Quality variable on E-loyalty in teenagers of Pulau Mainan 1 who shop at TikTok Shop. This is because the coefficient value of E-Service Quality on E-loyalty is 0.503, meaning that E- Service Quality has a positive effect on E- loyalty in teenagers of Pulau Mainan 1 who shop at TikTok Shop. To see whether the hypothesis is accepted or rejected, see the t-table 1.654 at alpha 5%. Judging from the t- statistic value of 4.623, the t-statistic value> t-table is 4.623> 1.6542. To see the p-values smaller than alpha 5% or 0.05, it is known that the p-Values value of E-Service Quality on E-loyalty is 0.000 <0.05, so it can be concluded that the E-Service Quality variable has a positive and significant effect on E-loyalty in teenagers of Pulau Mainan 1 who shop at TikTok Shop. This means that the better the E-Service Quality provided by TikTok Shop, the more loyal the customers will be. TikTok users will be loyal if TikTok provides good E- Service Quality when they use the marketplace site.

1. The Influence of E-recovery Seller Service Quality on E-loyalty
From testing hypothesis 2 on the variable e-recovery seller service Quality on E- loyalty, it can be seen that the coefficient value of E-recovery seller service Quality on E- loyalty is 0.49102, meaning that e-recovery seller service quality has a positive effect on E- loyalty in teenagers of Pulau Mainan 1 who shop at TikTok Shop. To see whether the hypothesis is accepted or rejected, see the t-table 1.654 at alpha 5%. Judging from the t- statistic value of 4.519, the t-statistic value> t-table is 4.519> 1.6542. To see the p-values smaller than alpha 5% or 0.05, it is known that the p-value of e- recovery seller service on E-loyalty is 0.0001> 0.05, it can be concluded that the e-recovery seller service variable has a significant positive effect on E- loyalty in teenagers of Pulau Mainan 1 who shop at TikTok Shop. This means that e-recovery seller service has a significant effect on E-loyalty among teenagers on Pulau Mainan 1 who shop at TikTok Shop.
2. The Influence of E-Service Quality on Online Repurchase Intention
In hypothesis 3 in this study, the E-Service Quality variable has an effect on Online Repurchase Intention. It can be seen that the coefficient value of E-Service Quality on Online Repurchase Intention is 0.59811, meaning that E-Service Quality has a positive effect on Online Repurchase Intention on teenagers of Pulau Mainan 1 who shop at TikTok Shop. To see whether the hypothesis is accepted or rejected, see the t-table 1.654 at alpha 5%. Judging from the t-statistic value of 10.604, the t-statistic value> t-table is 10.604 <1.6542.
3. The Influence of E-recovery Seller Service on Online Repurchase Intention The results of testing hypothesis 4, it can be seen that the coefficient
value of e- recovery seller service on Online Repurchase Intention is 0.230, meaning that e-recovery seller service has a positive effect on Online Repurchase Intention on teenagers of Pulau Mainan 1 who shop at TikTok Shop. To see whether the hypothesis is accepted or rejected, see the t-table 1.654 at alpha 5%. Judging from the t-statistic value of 2,530, the t-statistic value> t-table is 2,530 <1.654. To see the p-values smaller than alpha 5% or 0.05, it is known that the p-value of e-recovery seller service on Online Repurchase Intention is 0.0114> 0.05, it can be concluded that the e- recovery seller service quality variable has a positive and significant effect on Online Repurchase Intention on TikTok Shop users.
4. The Influence of E-loyalty on Online Repurchase Intention
Research on the hypothesis of 5 E-loyalty variables on Online Repurchase Intention with a coefficient value of 0.171 means that E-loyalty has a positive and significant effect on Online Repurchase Intention on Tiktok shop users. To see whether the hypothesis is accepted or rejected, see
the t-table> 1.654 at alpha 5%. Judging from the t- statistic value of 1.661,
the t-statistic value> t-table is 1.661> 1.6542. To see the p-values smaller than alpha 5% or 0.05, it is known that the p-value of E-loyalty on Online Repurchase Intention is 0.049 <0.05. This means that E-loyalty has a positive and significant effect on Online Repurchase Intention on purchases at TikTok Shop.
5. The Influence of E-Service Quality on Online Repurchase Intention through the E-loyalty variable
Based on the table above, it can be seen that there is no indirect effect of E-Service Quality on Online Repurchase Intention through the E-loyalty variable, it can be seen from the t-statistic value (1.523) < t-table (1.654) and the value of the P-value (0.127)> 0.05. This means that there is an effect of E-Service Quality on Online Repurchase Intention through E-loyalty as a mediating variable on purchases at TikTok Shop.
6. The Influence of E-recovery Seller Service on Online Repurchase Intention through the E- loyalty Variable
Based on the table above, it can be seen that the indirect effect of e- recovery seller service quality on Online Repurchase Intention can be seen from the t-statistic value (1,500) < t-table (1.654) and the value of the P- value (0.133) > 0.05, it can be concluded that there is no effect of e-recovery seller service quality on Online Repurchase Intention through E-loyalty as a mediating variable on purchases at TikTok Shop.
CONCLUSION AND SUGGESTIONS
Conclusion
The following is the conclusion of the research that has been conducted on teenagers on Pulau Mainan 1 who shop at TikTok Shop:
1. The E-Service Quality variable has a positive and significant effect on E-loyalty on purchases at TikTok Shop. This explains that the better and more qualified the service provided by TikTok Shop, the more loyal TikTok Shop users will be to TikTok Shop by not switching to other e-commerce.
2. The variable E-recovery seller service has a positive and significant effect on E- loyalty of Tiktok shop users in the new normal era in West Sumatra. This means that e-recovery seller service has a positive effect on E-loyalty in purchases at Tiktok shop but E- recovery seller service is significant on E-loyalty of Tiktok shop users.
3. The E-Service Quality variable has a positive and significant effect on Online Repurchase Intention on purchases at Tiktok shop. This means that the E- Service variable has a positive and significant effect on Tiktok shop users, so that e-service quality has an effect on Online Repurchase Intention on purchases that shop at Tiktok shop.
4. The variable e-recovery seller service has a positive and significant effect on Online Repurchase Intention in teenagers of Pulau Mainan 1 who shop at Tiktok shop. This means that the variable E-recovery seller service has a positive and significant effect on Online Repurchase Intention on purchases at Tiktok shop.
5. The E-loyalty variable has a positive and significant effect on Online Repurchase Intention on purchases at Tiktok shop. This means that the higher the E-loyalty felt by Tiktok shop consumers, the higher the Online Repurchase Intention of consumers.
6. The E-Service quality variable has a direct effect on Online Repurchase Intention through E-loyalty as a mediating variable on purchases at Tiktok shop. So it can be concluded that there is a mediating effect on the Online Repurchase Intention variable on the relationship between E-Service quality and E-loyalty. This shows that Online Repurchase Intention on purchases at Tiktok shop is influenced by e-service quality and E-loyalty on Tiktok shop users.
7. The variable E-recovery seller service quality does not have a direct effect on Online Repurchase Intention through E-loyalty as a mediating variable in adolescents of Pulau Mainan who shop at Tiktok shop. So it can be concluded that there is no mediating effect on the variable Online Repurchase Intention on the relationship between E-recovery seller service quality and E-loyalty. This shows that Online Repurchase Intention of purchases at Tiktok shop is not influenced by E-recovery seller service and E-loyalty on Tiktok shop users during the new normal era in West Sumatra.
Based on the results of this study, here are suggestions for further researchers:
1. It is expected for TikTok to further improve and pay attention to e-service quality, e- recovery seller service so that buyers or visitors to TikTok increase, making consumers loyal and making repeat purchases on the TikTok shop application. In addition, it is necessary to study other variables to influence loyalty to consumers of online shopping sites.
2. In this study, there is 1 hypothesis that is rejected, namely the influence of e- recovery seller service on online repurchase intention through e-loyalty as a mediating variable. It is expected that there needs to be adequate e-recovery seller service such as fast and responsive recovery, compensation for customer problems, and the availability of call services. This is expected to reduce customer disappointment.
3. It is recommended for further research to add other variables such as e-trust, perceived value, and system quality, e-satisfaction in order to obtain more varied research results.
4. It is hoped that further research will increase the number of samples of TikTok shop customers in Indonesia.
REFERENCES
Alfazri, f. A., Wati, l., & . (2021). The Influence of E-Service Quality and E- recovery Seller Service Quality on E-Satisfaction of Tokopedia Site and Application Users (Case Study: Bung Hatta University Students).
Annur, Cindy Mutia. (2023). Internet users in Indonesia will reach 213 million people by early 2023. https://wearesocial.com/id/blog/2023/01/digital-2023/
Ardiansyah, a. N. (2023). The influence of website quality, E-Service Quality, product quality on repurchase intention in an Islamic business perspective (study on consumers of Lazada fashion products in Bandar Lampung City).
Dewi, Putri Puspita, T. S. (2022). The effect of e-recovery seller service quality on repurchase intention with e-customer satisfaction as an intervening variable.
Dinda Haryati, Usep Suhud, A. MS (2023). The influence of service quality and brand image on consumer trust and repurchase intention on social commerce TikTok in DKI Jakarta: a case study on TikTok Shop customers. 2(1), 96–107.
Girsang, r. (2022). The Influence of E-Service Quality and e-satisfaction on repurchase intention of students using the Tiktok shop application at the Faculty of Economics, Saint Thomas Catholic University, Medan.
Hair jr, j. F. (2010). Multivariate data analysis. Seventh. 176.
Ike Puspitayanti, Sunarno, & Mochamad Edris. (2023). The influence of E- RECOVERY SELLER SERVICE quality and E-Service Quality on loyalty through Tokopedia customer satisfaction. Journal of finance and digital business, 2(3), 257–272. https://doi.org/10.55927/jfbd.v2i3.5958
Dataword. (2023). The most downloaded application in Indonesia 2023.
Keller, Kotler and. (2018). The process of repurchasing the same or different products.
Ladhari. (2010). Electronic service quality refers to how companies provide facilities for shopping transactions, purchasing and product delivery.
Niland, n., pearce, a. P., naumann, d. N., o'Reilly, d., series, p. B., sataloff, r. T., Johns, M. M., boarding house, k. M., orsini, r. J., medicine, t., kalkman, j. P., sataloff, r. T., Johns, M. M., boarding house, k. M., maiti, bidinger, assistance, h., mitigation, t. O., eroukhmanoff, c., & slipperya, d. (2020). The influence of E- Service Quality on consumer satisfaction and repurchase intention at AkuniwaShop Klaten stores in the Tiktok shop marketplace. Global health, 167(1), 1–5. https://www.e-ir.info/2018/01/14/securitisation-theory- an- introduction/
Nurdhafi, g. W. (2019). The Influence of E-Service Quality and e-recovery on Online Repurchase Intention with E-loyalty as an intervening variable on FE UST Yogyakarta students who use Tiktok shop. 1–154.
Parasuraman, et al. (2005). Overcoming failures and problems in customer service. Rachmi Indrianti. (2022). Analysis of the relationship between E-Service Quality, e-
recovery seller service quality, e-satisfaction on Online Repurchase Intention with E-loyalty as a mediating variable (study on Tiktok shop users in the new normal era in West Sumatra).
Supriyadi. (2020). The effect of customer handling (e-recovery) and electronic customer satisfaction (customer e-statistics) on online repurchase intensity (online repurchase. 6681(3), 604–616.
Winnie. (2014). Loyalty related to consumer desires.
Oktavian s, cornelius abi. "the effect of service quality and service recovery on consumer loyalty and repeat purchases in online business." (2020).
Fitriana, d. A., & edris, m. (2023). The effect of e-trust and e-recovery on loyalty through consumer satisfaction of Tiktok shop users in Pati Regency. Journal of
finance and digital business, 2(3), 273-284.
Katiandagho, n. J., & hidayatullah, s. (2023). The influence of viral marketing, celebrity endorser, price, and service quality on purchasing decisions of TikTok Shop users. Management science: Unsera management journal, 9(1), 13-27 .
Hikmah, an, & riptiono, s. (2020). The influence of customer engagement and E- Service Quality on Online Repurchase Intention with customer satisfaction.
Wiska, Mayroza, Fenisi Resty, and Hidayatul Fitriani Hidayatul Fitriani. "Analysis of Content Marketing and Electronic Word of Mouth (E-Wom) on Generation Z Purchasing Decisions on Tik-Tok Social Media (Case Study of Generation Z Dharmasraya Regency)." Dewantara Management 6.2 (2022): 153-162.
Rilas, a., Wiska, m., & Resty, f. (2022). The effect of service quality and customer satisfaction on customer loyalty at Oto Bank Nagari, Koto Baru branch. Bung Hatta University Management Journal, 17(1), 93-102.
Wiska, m. (2019). The effect of price, product quality and sales promotion on Telkomsel customer loyalty in Padang City. Journal of Residue, 2(12), 37-44.
Rilas¹, Aldia, Mayroza Wiska, and Fenisi Resty. "The Influence of Service Quality and Customer Satisfaction on Customer Loyalty at Oto Bank Nagari, Koto Baru Branch (Case Study of Dharmasndonesia University Students) (2021)."
Mukti, AH The Influence of Price, Quality of Service, Advancement and Customer Satisfaction on Customer Loyalty.
Putri, Tiara Brescia, Citra Savitri, and Syifa Pramudita Fadilla. "The Influence of Marketing Content and E- Wom on Tiktok Shop Social Media on Generation Z Purchasing Decisions in Karawang Regency." Al-Kharaj: Journal of Economics, Finance & Sharia Business 6.2 (2024): 2442-2454.
Wibowo, IF, Gusteti, Y., & Purwanto, K. (2022). THE EFFECT OF SALES CHANNELS AND PRODUCT
QUALITY ON CUSTOMER LOYALTY (Case Study of Mr. Tarwoto's Tofu Factory in Nagari Kurnia Selatan, Sungai Rumbai District). DEWANTARA MANAGEMENT, 6(3), 214-228.
Purwanto, K. (2020). The influence of price perception and service quality on student satisfaction. J- mabisya, 1(1), 72-86.
Putra, YM, Ermawaty, E., Purwanto, K., Resty, F., & Ferdinal, A. (2023). The influence of service quality, credit procedures and interest rates on customer decisions to take credit at PT. BPR LPN Tarantang. Dewantara Management, 7(1), 141-154.
Aryani, L., & Resti, AA The Effect of Price, Promotion and E-Service Quality on Consumer Repurchase Interest on the Grab Application.
[bookmark: _Hlk177116474]Vol .9. No.3 Oktober 2024          					                        295
image1.jpeg





Jurnal Penelitian Ilmu Manajemen (JPIM


)


 


https://jurnalekonomi.unisla.ac.id/index.php/jpim


 


e


-


ISSN 2621


-


881X


 


p


-


ISSN


 


2502


-


3780


 


Wiladatul


 


Qhairi


 


,


 


Fenisi


 


Resty,


 


Mayroza


 


Wiska


 


 


Vol .9. No.


3


 


Oktober


 


2024          


 


 


 


 


 


       


           


      


296


 


 


 


 


ANALYSIS OF E


-


SERVICE QUALITY AND E


-


RECOVERY


 


SELLER SERVICE ON ONLINE REPURCHASE INTENTION


 


WITH E


-


LOYALITY AS A MEDIATION VARIABLE ON TIKTOK


 


SHOP


 


 


Wiladatul


 


Qhairi


1


 


,


 


Fenisi


 


Resty


2


,


 


Mayroza


 


Wiska


3


 


1)2)


3)


 


Universitas


 


Dharmas 


Indonesia,


 


Jl. Lintas


 


Sumatera


 


No.KM


 


18,


 


Koto


 


Baru, Koto


 


Padang,


 


Kabupaten Dharmasraya, Sumatera Barat 27581


 


*)


Corresponding


 


Author:


 


Wiladatul


 


Qhairi1 ,


 


Fenisi


 


Resty2,


 


Mayroza


 


Wiska3


 


 


 


Keywords:


 


Abstrac


t


 


 


 


E


-


SERVICE QUALITY, 


 


RECOVERY SELLER 


SERVICE


,


 


REPURCHASE 


INTENTION


,


 


E


-


LOYALITY


 


This study was conducted to determine and analyze the


 


influence


 


of


 


E


-


service


 


quality and


 


E


-


recovery


 


seller


 


service


 


on


 


online


 


repurchase


 


intention


 


with


 


the


 


E


-


 


loyalty


 


variable


 


as


 


a


 


mediating


 


variable


 


on


 


TikTok


 


Shop. The results of this 


study show the influence of


 


E


-


Service Quality on E


-


loyalty, 


there is an influence of


 


E


-


recovery


 


seller


 


service


 


on


 


E


-


 


loyalty,


 


there


 


is


 


an


 


influence


 


of


 


E


-


service


 


quality


 


on


 


online


 


repurchase


 


intention, there is an influence of E


-


recovery 


Service


 


Quality on Online Repurchase Intention, there is an


 


influence of E


-


loyalty on online repurchase intention,


 


there 


is an indirect influence of E


-


servic


e quality on


 


online


 


repurchase


 


intention


 


through


 


E


-


loyalty


 


as


 


a


 


mediating 


variable, there is no indirect influence of E


-


 


service quality 


on online repurchase intention through


 


E


-


loyalty


 


as


 


a


 


mediating


 


variable.


 


It


 


is


 


hoped


 


that


 


TikTok


 


will improve 


and pay more attention to the


 


quality of e


-


service quality, e


-


recovery services so that


 


TikTok


 


buyers


 


or


 


visitors


 


will


 


increase


 


so


 


that


 


consumers


 


are


 


loyal


 


and


 


make


 


repeat


 


purchases


 


on


 


th


e 


TikTok


 


Shop


 


application.


 


 


 


INTRODUCTION


 


The 


rapid development of information technology has brought the world into a


 


new


 


era,


 


namely


 


the


 


internet


 


era.


 


Since


 


the


 


discovery


 


of


 


computers,


 


this


 


data


 


processing 


media has become the first media


 


used to access the internet. Then


 


continued


 


with the


 


discover


y


 


of mobile


 


phones that


 


have made it easier for customers to access online shopping platforms using the


 


internet. The rapid development of information technology has brought the world


 


into a 


new era, namely the internet era. Since the discovery of computer


s, this data


 


processing 




Jurnal Penelitian Ilmu Manajemen (JPIM )   https://jurnalekonomi.unisla.ac.id/index.php/jpim   e - ISSN 2621 - 881X   p - ISSN   2502 - 3780  

Wiladatul   Qhairi   ,   Fenisi   Resty,   Mayroza   Wiska  

  Vol .9. No. 3   Oktober   2024                                                296         ANALYSIS OF E - SERVICE QUALITY AND E - RECOVERY   SELLER SERVICE ON ONLINE REPURCHASE INTENTION   WITH E - LOYALITY AS A MEDIATION VARIABLE ON TIKTOK   SHOP     Wiladatul   Qhairi 1   ,   Fenisi   Resty 2 ,   Mayroza   Wiska 3   1)2) 3)   Universitas   Dharmas  Indonesia,   Jl. Lintas   Sumatera   No.KM   18,   Koto   Baru, Koto   Padang,   Kabupaten Dharmasraya, Sumatera Barat 27581   *) Corresponding   Author:   Wiladatul   Qhairi1 ,   Fenisi   Resty2,   Mayroza   Wiska3      

Keywords:  Abstrac t  

    E - SERVICE QUALITY,    RECOVERY SELLER  SERVICE ,   REPURCHASE  INTENTION ,   E - LOYALITY  This study was conducted to determine and analyze the   influence   of   E - service   quality and   E - recovery   seller   service   on   online   repurchase   intention   with   the   E -   loyalty   variable   as   a   mediating   variable   on   TikTok   Shop. The results of this  study show the influence of   E - Service Quality on E - loyalty,  there is an influence of   E - recovery   seller   service   on   E -   loyalty,   there   is   an   influence   of   E - service   quality   on   online   repurchase   intention, there is an influence of E - recovery  Service   Quality on Online Repurchase Intention, there is an   influence of E - loyalty on online repurchase intention,   there  is an indirect influence of E - servic e quality on   online   repurchase   intention   through   E - loyalty   as   a   mediating  variable, there is no indirect influence of E -   service quality  on online repurchase intention through   E - loyalty   as   a   mediating   variable.   It   is   hoped   that   TikTok   will improve  and pay more attention to the   quality of e - service quality, e - recovery services so that   TikTok   buyers   or   visitors   will   increase   so   that   consumers   are   loyal   and   make   repeat   purchases   on   th e  TikTok   Shop   application.    

  INTRODUCTION   The  rapid development of information technology has brought the world into a   new   era,   namely   the   internet   era.   Since   the   discovery   of   computers,   this   data   processing  media has become the first media   used to access the internet. Then   continued   with the   discover y   of mobile   phones that   have made it easier for customers to access online shopping platforms using the   internet. The rapid development of information technology has brought the world   into a  new era, namely the internet era. Since the discovery of computer s, this data   processing 

