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ABSTRACT 

This research seeks to explore the impact of E-Service Quality and Brand Trust on customers' Repurchase Intentions 

for store products within TikTok Shop E-Commerce. The object of this study is Dopestore Products in TikTok Shop E-

Commerce with the observation unit of Dopestore consumers in TikTok Shop E-Commerce. The methodology of this 

study employs a descriptive approach. Data gathering techniques include fieldwork, surveys, and literature review. The 

sample size consists of 150 respondents. The findings reveal that E-Service Quality and Brand Trust affect Repurchase 

Intention. Hypothesis testing results show that E-Service Quality has a notable impact on Repurchase Intention. 

Similarly, Brand Trust significantly influences Repurchase Intention. Furthermore, the combined effect of E-Service 

Quality and Brand Trust on Repurchase Intention is both impactful and meaningful. These findings support the notion 

that E-Service Quality contributes to shaping Repurchase Intention. 
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1. INTRODUCTION 

Online shopping platforms serve as a solution for individuals to make purchases while avoiding crowds. These 

platforms offer a highly accessible system, especially for conducting various online buying and selling transactions. 

Additionally, online shopping platforms have transformed consumer purchasing habits, shifting from in-store shopping 

to digital transactions through websites or apps to fulfill their needs. As a result, individuals are now accustomed to 

shopping digitally via websites or apps, allowing users to make purchases conveniently without leaving their homes, 

saving both time and effort. 

The number of e-commerce users in Indonesia is projected to grow steadily from around 38.72 million in 2020 to 

approximately 99.1 million by 2029. This trend reflects the country’s increasing internet penetration, digital adoption, 

and shift in consumer behavior toward online shopping. It highlights the growing potential of Indonesia’s digital 

economy. 

based on the above data Official Statistics news Statistics No. 02/ 15/ Composition of best-selling product categories 

in Indonesia consumers to buy fashion items through e-commerce platforms product choices, brand choices, decisions 

Santoso & Triwij No. 15/02/Tes. XXVI from the Central Statistics Agency, shows that fashion ranks second among the 

most sold product categories on Indonesian e-commerce, which is 15.04%. Several factors influence Indonesian 

consumers to buy goods through e-commerce platforms, including a variety of product choices, brand choices, virtual 

stores, and purchasing decisions (Santoso & Triwijayati, 2018). In addition, other factors that influence consumers to 

buy fashion products boldly include other brand images, fashion lifestyles, affordable prices, convenience, time 

efficiency, celebrity endorsements, free shipping promotions, product ratings and reviews, and promotional campaigns 

and brand ambassadors (Mufidah Hanik, 2022; Yudhistira & Patrikha, 2021).  

TikTok functions as a social platform that allows users to create short videos, featuring various interesting elements 

such as music, stickers, filters, and editing tools (Almaidah Bahri, Chella Meira Damayanti, Yosephine Helena Sirait, 

2022). In addition, this application also functions as a promotional media, which provides interesting content to meet 

certain needs and goals. According to the intelligence site data.ai (2023), TikTok ranks first as the most widely used 

application based on the number of downloads. 

Dopestore is a online shop in Bandung which sells shoe products. In marketing, as online shop Dopestore carries 

out marketing or promotional activities online through The utilization of social media. The social media used by 

Dopestore as promotional media are Instagram, WhatsApp, Tiktok. and also e-commerce platforms such as Shopee to 

simplify the product sales process. In about 5 years since the account was created, the Tiktok account @dopestore.id 

now has 789 followers, with 50 uploads getting 153,500 likes. 
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The use of appropriate media also has an influence on the development of a brand, especially for business people 

online or online shop. Existence online shop increasing all the time, a challenge for business people online shop also 

increasingly diverse. The level of awareness of the target market or consumers towards a brand is very important for a 

company or businessman. The more the brand is known by many people, the higher the chance of purchasing decisions. 

Dopestore is a business operating in the field fashion which sells a variety of men's and women's shoes. When running 

a business, it is not always smooth and obstacles often arise. One of them is a decline in sales of a product, as experienced 

by Dopestore. The following is the amount of sales decline at Dopestore. 

 

Figure 1. Annual Sales Turnover Data Graph 

Based on Figure 1 above, it can be seen that sales from Dopestore experienced a decline in sales from 2019-2023 

consecutively and always did not reach the target. If things like this are not handled immediately it will get worse for 

Dopestore. Not only determining promotional strategies so that sales increase, every businessman or company must also 

think about it positioning which will be created from a brand that is created. Therefore, the innovative marketing 

approach both in terms of strategy and implementation is carried out by e-commerce, online shop and business people 

make target consumers feel always connected without any limitations in communication facilities and improve. 

In connection with this presentation, on this occasion, researchers assess the importance of conducting Research 

aimed at exploring and comprehending the impact of Online Service Quality and Brand Confidence. What TikTok Shop 

has done is to create satisfaction for consumers, where satisfaction will influence repeat purchase decisions. Based on 

the background and explanation above, on this occasion the research carried out was entitled "Influence Online Service 

Quality And Brand Confidence To Repeat Purchase Decisions Dopestore Items On E- Commerce TikTok Shop”. 

Quality of products and services with dimensions Information Quality, Security,Website Functionality,Customer 

Realationship, Responsiveness dan Fulfillment , profitability company, as well Repurchase intention are three 

interrelated things. The higher the quality level, the higher the level Repurchase intention produced (Keller, 2014). 

Brand Trust represents a brand's value, which can be established through various factors that contribute to consumer 

satisfaction. Each consumer associates brand trust with their personal experiences with the brand, encompassing aspects 

such as Brand Reliability and Brand Intentions. Thus we proposed these hypotheses: 

H1: Online Service Quality has a positive and significant impact on Repeat Purchase Decisions 

H2: Brand Confidence has a positive and significant impact on Repeat Purchase Decisions 
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Figure 2. Research Design 

2. RESEARCH METHODS AND RESULTS 

In this study, the author selected Dopestore as the research subject due to the presence of a particular phenomenon 

or issue. There are several variable studies to find out what the picture is e-service quality, brand trust, to repurchase 

intention At Dopestore, the methods used are descriptive and verification methods. Research data was collected using 

the questionnaire method, data instrument testing, and analysis was carried out by hypothesis testing (F test) to test the 

goodness of fit model and t-test. The technique used is non-probability sampling 

The findings from the F test, assisted by computer processing using SPSS software version 25.0, yielded the F 

coefficient value as shown below: 

Table 1. F Test Model Test 

Model  Sum of Squares df Mean Square F Say. 

1 Regression 1151.158 2 575.579 37.782 .000b 

Residual 2239.436 147 15.234   

Total 3390.593 149    

Dependent Variable: Consumer satisfaction (Y); Predictors: (Constant), Brand trust (X2), E-service quality (X1) Source : Data has been processed 

Utilizing SPSS for calculation, F is obtained at 37.782. Meanwhile, the critical value is the F statistic with the 

numerator's degrees of freedom 2 and denominator 147 at α (0.05) of 3.06. Thus, F (37.782) > F (3.06), clearly rejecting 

H0 and accepting H1. This shows that the research model examining the effect of E-Service Quality (X1) and Brand 

Trust (X2) is relevant and aligns with Repurchase Intention in TikTok Shop E-Commerce. 

To assess the acceptance or rejection of the hypothesis, a two-tailed test is conducted using the following 

hypothesis: 

Hypothesis 1 : E-Service Quality exerts a favorable and meaningful influence on Repurchase Intention. 

Table 1. T-test model test 

 

Unstandardized Coefficients 

Standardized 

Coefficients 
 

t 

 

Say. 
Model  B Std. Error Beta 

1 (Constant) 14.608 1.582  9.231 .000 

E-service quality (X1) .125 .049 .212 2.559 .012 

Brand trust (X2) .195 .037 .433 5.226 .000 

a. Dependent Variable: Consumer satisfaction (Y) 
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Based on the t-test calculation, the computed t value for E-Service Quality is 2.559, exceeding the critical t value of 

1.976. Consequently, Ha is accepted, indicating a significant positive relationship between E-Service Quality and 

Repurchase Intention. 

Hypothesis 2 : Brand Trust positively and significantly influences Repurchase Intention. 

From Table 1 above, the t value for Brand Trust = 5.226 is greater than the t table value of 1.976, leading to the 

acceptance of Ha and the rejection of Ho. This indicates a significant relationship between Brand Trust and Repurchase 

Intention. 

The findings from this research support the hypothesis presented by the author, demonstrating that E- Service Quality 

significantly influences Repurchase Intention. Likewise, Brand Trust positively affects Repurchase Intention. 

Additionally, the influence of E-Service Quality and Brand Trust contributes to reinforcing Repurchase Intention. The 

outcomes highlight that E-Service Quality impacts Repurchase Intention. This suggests that as e- service quality 

enhances, the likelihood of repurchasing increases. The descriptive analysis of the E-Service Quality variable reveals 

that the most impactful indicator related to Repurchase Intention is trust. Based on real-world observations, this occurs 

because consumers tend to use e-wallets they trust. Meanwhile, consumer trust does not emerge instantly but results 

from several considerations. 

3. CONCLUSION 

The findings from this research correspond with the hypothesis presented by the author, indicating that E- Service 

Quality positively and significantly influences Repurchase Intention. Similarly, Brand Trust also has a positive and 

significant impact on Repurchase Intention. Moreover, the combined influence of E- Service Quality and Brand Trust 

plays a crucial role in boosting Repurchase Intention. The results confirm E-Service Quality's influence on Repurchase 

Intention. 

Additionally, the research results indicated a positive relationship between Brand Trust and Repurchase Intentions. 

This corresponds with a study by Itsna Ainin titled "Analysis of the Effect of Decisions and Brand Trust on Repurchase 

Intentions (Case Study in Young Female Semarang)," showing that Brand Trust has a positive and significant impact 

on Repurchase Intentions 
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