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Abstract 
This research is aiming to analyse the influence of electronic service quality to eWOM and repurchase intention, and also the direct influence of eWOM to repurchase intention. Data applied are obtained from questionnaire distribution via online questionnaire platform assisted by Google Form, followed by short-link distribution via WhatsApp, LINE, and Twitter applications during April 2019. Purposive sampling is used as the sample taking method, where there are 458 qualified samples match to the special criteria specified by the researcher. Structural equation model (SEM) supported with LISREL software data are used for data analysis technique. The results of the research present the positive and significant influence of electronic service quality of pleasant and utilitarian dimensions to eWOM construct and repurchase intention. Meanwhile, eWOM also gives positive and significant influence to the repurchase intention. This research provides managerial implication suggesting e-commerce industry practitioners to render Tokopedia and also Instagram as the benchmark or standardization of electronic-based service quality by observing, and adopting mobile application service quality aspects maintained by those two as the main platform for both product, and service online review of the e-commerce, and also to establish virtual communities. In addition, it is significantly suggested for the next researchers to analyse the pleasant and utilitarian electronic service quality dimensions in the more specific contexts, as in the B2B e-commerce, B2C e-commerce, and G2C e-commerce.
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Background of the Research
In the middle of numbers of internet user growth in the whole world at present which has achieved 4,02 billion users, there are 3,19 billion active users, and 5,13 billion mobile phone users (Jakpat, 2018). Internet service is an inseparable modern human daily living part since its commercialization in the mids of 90’s (Rachbini and Hatta, 2018). 
One of interesting phenomenon in Indonesia is the significantly vast growth social media users in numbers. Facebook and Instagram are the two most popular platforms used by the Indonesian. In the beginning, Instagram only serves as a social media to provide entertainment, while Facebook to find information. However, Instagram currently has more contents related to the entertainment and information as well. Instagram becomes more popular in the second quarter of 2018, together with Facebook. These two social media become the daily consumption of their users in Indonesia (Jakpat, 2018).
In addition, Jakpat, (2018) in its report releases entitling ‘Indonesia Mobile Habit 2018, Jakpat Survey Report’ conveys that there are three main activities of Indonesian while accessing internet via mobile phone, namely using social media, chatting, and making a phone call friends / relatives. On the other side, majority of respondentt use smartphone for accessing social media, chatting, making a phone call, taking photograph /video, seting alarm, and for working purposes. 
In line with internet growth as described in the abovementioned, Indonesia has the biggest and fastest internet economic growth in South East Asia with the total internet economy of $27 billion, and combined annual growth of 49% for online consumer shopping in 2015 to 2018. Further, Indonesian digital economic is predicted to grow by $100 billion in 2025. This matter will be encouraged by the e-commerce, online travel, and ride hailing (Google Indonesia, 2018).

The main encouraging factor of Indonesian digital economy is the e-commerce. In 2018, Indonesia e-commerce market size is of $12 billion, and the combined annual growth projection (2015-2025) is of 41% (Google Indonesia, 2018). Technology development in e-commerce world is the new challenge and opportunity for practitioners to adjust and make use any available opportunities (Rachbini, 2017).

These phenomena give positive implication to e-commerce growth in Indonesia. There are four e-commerces with the most visitor and transaction numbers in Indonesia, namely Tokopedia, Bukalapak, Blibli, and Shopee occupying the 50 top sites in Indonesia (Alexa, 2018), where Tokopedia, Bukalapak, Blibli, and Shopee each set on the 6th, 7th, 29th, and 39th ranks. This matter explicitly presents that Indonesian e-commerce is competitive in visitor traffics from various online media, social media, and search engines. The abovementioned 50 top site lists also present the superiority of C2C e-commerce to B2C e-commerce. 

On the other side, the deeper analysis and comparison to some adjacent countries of South East Asia by Idea, (2018) an Indonesian e-commerce association, conveys the penetration fact that Indonesia e-commerce (13%) is still left behind by Phillipines (17%), Thailand (24%), Vietnam (26%), Malaysia (33%), and Singapore (51%). This represents that e-commerce consumer / purchasing penetration in Indonesia is still lower than in its adjacent countries of South East Asia. As such, this fact should be dealt with, and specially concerned by, the National e-commerce entrepreneurs / practitioners.
Two mandatory key aspects of service context to be optimized in the e-commerce and communication of digital world are electronic service quality and eWOM factors of customers. In e-commerce domain, the technology-, or public-based integrative services, called as the electronic service quality, becomes one of important determinants in influencing both eWOM, and customers’ repurchase intention. Electronic service quality plays the crucial role in influencing the satisfaction, which finally encourages the emerging of positive word of mouth (Sanayei and Jokar, 2013). The increase of a website qualities are set by some factors, including comfortability, design, informative information, transaction security, payment system, and customers communication, to encourage customers positive eWOM (Rezvani and Safahani, 2016). Meanwhile, repurchase intention basically refers to customers habit, where customers positively response the electronic service quality of a company, and intend to revisit, and consume the said company’s products (Cronin et al., 2000).

Some previous electronic service quality researches tend to specifically focus on certain devices, and industries, such as the mobile banking service quality (Arcand et al., 2017), social network of online shop (Rezvani and Safahani, 2016), while previous studies of eWOM researches focus in industries, such as the low cost airlines (Lerrthaitrakul and Panjakajornsak, 2014), and banking affairs (Sanayei and Jokar, 2013). In the meantime, this research tries to analyse deeper the electronic service quality, both as the main eWOM determinant, and the influencing factor of e-commerce context repurchase intention in Indonesia as one of developed countries in the South East Asia.
Literature Review and Hypothesis Development 
Electronic Service Quality

It is more difficult for consumers to assess the service quality than product quality, due to some certain special characteristic, namely, service quality is intangible, has some variables, susceptible to damage, and simultaneously produced and consumed (Schiffman and Wisenblit, 2015). Service quality is regarded as the key foundation of success (Wirtz and Lovelock, 2018). It is the important topic in marketing, and widely observed in traditional retail (Arcand et al., 2017). General service quality is defined as service global consumers assessment or attitude, resulted from the comparison of consumers expectation and perception to the actual service performance (Choudhury, 2013). Related to this conceptual definition, Parasuraman et al., (1988) developes SERVQUAL instrument, a five, designed-dimension, including reliability, tangibles, empathy, responsiveness, and assurance. SERVQUAL is the most used instrument at present to measure and operate service quality in traditional context (Choudhury, 2013). Initial conceptualization of service quality is inapplicable to the virtual environment (Bauer et al., 2005), where customers tend to have more interaction with technology than people, based on self-service logic (Arcand et al., 2017).
Website quality in electronic service environment as the technical interface becomes significantly important (Bauer et al., 2005), since technology replaces human interaction (Arcand et al., 2017). Technology is capable of providing services (Ganguli and Roy, 2011), as such the definition of electronic service quality needs to be reviewed (Arcand et al., 2017). Electronic service quality is defined as how far a website may efficiently and effectively facilitate purchasing, shopping, and delivery processes (George and Kumar, 2014). Electronic service quality is a comprehensive evaluation by consumers, and superiority of electronic service offering in virtual market (Santos, 2003).
Therefore, a new scale dimension should be developed (Arcand et al., 2017), by including also the ease of use, accessibility, and security (Ramseook-Munhurrun and Naidoo, 2011; Ganguli and Roy, 2011). Numbers of researchers have developed the new model to comprehend, and measure electronic service quality (Loiacono et al., 2007), and propose some dimensions, such as security, privacy, communication, enjoyment, etc. (Al-Dweeri et al., 2017).
Electronic service quality in this research is divided to two main dimensions, namely the utilitarian and pleasant ones, adopting previous study by Arcand et al., (2017). Multidimension scale, including security or privacy, practicity, and design/ aesthetics, have been specially so delivered (ad hoc) based on research trying to asses service quality, both based on website (Bressolles, 2006) and mobile context (Sagib and Zapan, 2014; Arcand et al., 2017).
Trust is closely related with security or privacy, and also practicity where they are considered as utilitarian factor, while commitment and satisfaction are encouraged by pleasant factor, such as enjoyment, and sociality (Arcand et al., 2017). It is somewhat interesting that some writers have integrated the model to some dimensions closely related to pleasant factor, or hedonis aspect. In this case, the applicable dimension to the e-commerce context is the social dimension (Hanafizadeh et al., 2014; Singh and Srivastava, 2014), and enjoyment (Chemingui and Iallouna, 2013).
Electronic Service Quality – Pleasant Dimension
Content and design should be “satisfactorily arranged“in the website page (Arcand et al., 2017). Accurate, and well-adjusted selected graphic set mark attract consumers’ attention to a website, so as it is necessary to increase the website design effectiveness, and the conversion performance as well (Hausman and Siepke, 2009). From customer relation perspectives, it is further found the contribution of content and design to mark identification by consumers through sense of belonging, and of resemblance. Consumers sense the mark attribute experience. For example, a consumer purchases Apple products as part of elegant and simplicity life style. Arcand et al., (2017), in his research, associates design as content and service aesthetics.
Internet technology has encouraged consumers to social era (Bernoff and Li, 2008), where each person may contribute, and interact with their consumers whom they do not acquaint by online (Cook, 2008). Aljukhadar and Senecal, (2011), online consumer segmented context presents that mostly consumers, called as social thrivers, are very possible to use the interactive web-based feature to socially interact. Nambisan and Watt, (2011) convey that sociality is the main dimension of service quality describing organization attitute supported through online community. 
Sociality is the social benefit obtained from interaction with others (for example consumers) through internet. Within the reference of mobile banking, connectivity enables users to interact by online with customer service representatives at any time as so required (Arcand et al., 2017). According to the context of this research, this matter is closely related to customer online interaction with customer service in electronic commerce domain. Sociality is able to increase customers’ perception on website and online relations (Cyr et al., 2007).
The next sub-dimension is the enjoyment. Enjoyment is defined as an intrinsic motivation based on pleasure, or in other words pleasure experienced while operating an electronic device (Giovannini et al., 2015). To catch the hedonis aspect or to establish enjoyment in website context, many researchers try to expand the technology acceptance model, and to include enjoyment as the additional antecedent of attitude to website (Van der Heijden, 2004).
Electronic Service Quality – Utilitarian Dimension 
Security / privacy aspect forms mostly electronic service quality construct (Arcand et al., 2017). Elbehiery et al., (2014) conveys that "security has no longer become the contemplation of any software designs, and development processes." On the contrary, this matter is considered as the basic dimension to encourage internet banking (Bolar, 2014), and mobile electronic adoption (Sreejesh et al., 2016), in online shopping domain (Shafiee and Bazargan, 2017). Security / privacy is the security / privacy perception related to information transmission through cellular device. In other words, before adopting mobile banking service, consumers shall consider its safety for use (Arcand et al., 2017). In this research, the said definition is closely related to the security perception evaluated by consumers before doing transaction through electronic commerce.
Arcand et al., (2017) in his study combines facility and benefit perceived by consumers to one sub-dimension called “practicity” to measure electronice service quality. This matter reflects hypertextual / hypermedia character in electronic environment, where informations and services mutually related as electronic content. Text and drawing convey information and serve as navigating signal based on hyperlink clickability, resulting the inseparable environment of content (information benefit) and service (content information ease of use) (Garrett, 2002) (Arcand et al., 2017). 
Encompassing ergonomic criteria used for interface design and inspection in human-computer interaction literature, the term practicity refers to that which is use-oriented and supports interactivity to enhance self-efficacy with the medium (Brangier et al., 2015). Practicity is defined as the combination of perceived efficacy, ease of use, and also content service by users (Arcand et al., 2017).
Electronic Word of Mouth (eWOM)
Schiffman and Wisenblit, (2015) convey that eWOM is the online word of mouth, as so communicated in social media, blog, brand community, chat rooms, and tweet. Electronic Word of Mouth (eWOM) is a statement conveyed by potential, actual, and ex-customers, both negative and positive statements, addressed to a company or product via internet (Hennig-Thurau et al., 2004). Schiffman and Wisenblit, (2015) also state that word of mouth is the best advertisement, since reference groups, i.e. neighbor, relatives, colleagues, and other consumers, met through internet in chat rooms, and social media, are considered as influencing one’s consumption behavior.
Generally, the early adopters will keep purchasing, and the other buyers will then started to follow their steps, especially when those consumers notice the information via word of mouth (Kotler and Armstrong, 2018). Unsatisfied consumers will differently response, negative statement of word of mouth often widely and vastly disseminated than positive words. On the other hand, if a new product may provide satisfaction in the market, it will turn to the growth phase, where selling will start to increase vastly. Positive word of mouth on good / qualified products may vastly disseminated (Kotler and Armstrong, 2018).

Recognizing and comprehending consumers motivation to eWOM will direct to better comprehension on information exchange behavior in Internet. Comprehending the motivation of eWOM may give benefit not only to researchers, but also sales person, and managers (Ismagilova et al., 2017). This matter may assist managers to increase readers’ involvement and assimilation of information (Burton and Khammash, 2010).

Repurchase Intention

Kotler and Armstrong, (2018) state that consumers determine marks, and establish intention for purchasing in evaluation process stage. In general, purchasing decision by consumer is based on the most preferred marks, however, there are two main factors emerging between purchase intention and purchase decision. The first factor is others’ attitude, and the second factor is the unpredictable situation. 

Meanwhile, online repurchase intention may be defined as customers decision to purchase products or services from the same company (Razak et al., 2014). Lately, customers retention has significant attraction since it represents competitive superiority. Numbers of researches focus on possible variables to determine repurchase intention (Shafiee and Bazargan, 2017).

Electronic Service Quality Influences Electronic Word of Mouth (eWOM)

 Electronic Word of Mouth (eWOM) is consumption experience shared by customers purchasing a product, experiencing to a service, or interacting with a mark. Some customers choose to share their consumption experience with their friends or post in their websites review, enabling to be viewed by others (Ismagilova et al., 2017). The paradigm of confirmation or disconfirmation suggests that customers evaluate products or services performance, and compare this evaluation with their prior expectation (Oliver, 1980). 

De Matos and Rossi, (2008) suggest some customers reasons to disseminate eWOM based on their satisfaction level. Firstly, customers are motivated to share their positive experience with others on product or service performance which beyond their expectation. Secondly, if customers expectation are non-fulfilled to cause dissatisfaction, they will be involved in eWOM to decrease and share negative emotion (Ismagilova et al., 2017). Traditional word of mouth keep developing to eWOM, this is surely logic where some researches find that consumers share the core motivation to be involved in product-, or service-related communication (Hennig-Thurau et al., 2004). 

Based on some previous researches on eWOM and traditional WOM, the main motivations to be involved in eWOM are altruism, self development, sentiment release, social benefit, and economic incentive. In addition, there are also some motives to use or obtain eWOM, including risk reduction, social acceptance, searching time reduction, information on products used, and social interaction benefits (Ismagilova et al., 2017).

When consumers are highly satisfied with the products or services motivated by their needs, they may share happiness with other consumers (Ismagilova et al., 2017). Recognizing motivation to be involved in eWOM enables the platform operator to design services with the more customers-oriented method (Hennig-Thurau et al., 2004).

Customers motivation to be involved in word of mouth is caused by their satisfaction in which refers to the characteristic of word of mouth (Parasuraman et al., 1988). The previous study of Sanayei and Jokar, (2013) successfully proves that electronic service quality plays important role in influencing consumers which finally encourage the positive word of mouth. In addition, service/ site quality affects positively and significantly to electronic word of mouth. Rezvani and Safahani, (2016) successfully prove this case, and convey that the more improved website quality by some factors, including comfortability, design, informative, security of transaction, payment system, and customers communication, verify the encouragement of positive eWOM by customers. In this case, the following are hypothesis proposed in this research:

H1
: Electronic Service Quality – Pleasant Dimension positively influences Electronic Word of Mouth (eWOM)

H2
: Electronic Service Quality – Utilitarian Dimension positively influences Electronic Word of Mouth (eWOM)

Electronic Service Quality Influences Repurchase Intention
Hellier et al., (2003) conveys that customer satisfaction is entirely associated to the repeat order intensity for the same supplier. The said quality provides satisfaction and encourages consumers to revisit the company website and will eventually grow loyalty to the company. Repurchasing consumers to the same company have tendency of loyal consumers, and give influence to the company success in the future (Gupta and Kim, 2007). 
Repurchase intention is basically customer behavior, where customer positively response the electronic service quality of a company, and intend to revisit, and also consume the products of the said company (Cronin et al.,, 2000). Kim, (2005) conveys that any company capable of providing high electronic service quality to satisfy consumer intention and need, will also encourage consumers to return to the company, in addition to obtain the competitive advantave compared to its competitor. A study by Shafiee and Bazargan, (2017) successfully proves that electronic service quality plays the role to, or positively and significantly, influence the electronic loyalty, which finally influence the online repurchase intention, where the said research defines electronic loyalty as customers attitude providing benefit to the electronic business, resulting the repurchase intention (Safa and Ismail, 2013). Therefore, the following are hypotheses proposed in this research:

H3
: Electronic Service Quality – Pleasant Dimension positively influences repurchase Intention

H4
: Electronic Service Quality – Utilitarian Dimension positively influences repurchase Intention
Electronic Word of Mouth (eWOM) Influences repurchase Intention

eWOM Communication is regarded as the most important source of information in the decision proses of consumers processing, so as it is very important for the company to manage it (Ismagilova et al., 2017). Internet environment provides many different ways for consumers to share their personal opinion and experience with others (Hennig-Thurau and Walsh, 2003). The question on why people provide and seek information from others through Internet has increased the curiousity of many researchers (Ismagilova et al., 2017). In specific, numbers of researchs have observed the motivation of senders and receivers to be involved in eWOM communication (Hennig-Thurau and Walsh, 2003; Hennig-Thurau et al., 2004; Magalhaes and Musallam 2014).

When considering numbers of information distributed by consumers through internet, Lee et al., (2008) finds that numbers of information received by consumers affect to consumers decision taking process to purchase a product and service. Consumers may determine their selection by following many people selection. This matter has been more encouraged by the lower consumers trust to advertisement, and limited time to compare the price and quality. The comfort while taking other consumers suggetions makes word of mouth is capable of increasing consumers purchasing intention (Kotler et al., 2017). 

Purchasing intention emerges when someone gets adequate information on a product intended (Danis et al., 2017). Purchasing intention is an attitude to response, or repurchase, an object (Assael, 1998). Schiffman and Kanuk, (2007) state that external influences, including the emerging of need to a product, product introduction, and evaluation of information, are matters that may direct to consumers purchasing intention.

 The researchers consider eWOM as the process of personal influence distribution, where communication between eWOM sender and receiver, may change the said eWOM receiver purchasing attitude and decision (Baber et al., 2016). eWOM Communication significantly influences consumers attitude (Ismagilova et al., 2017).

The company must encourage consumers to directly share their dissatisfaction related to the products and services through many different communication channels, and vastly response the said complaint (Ismagilova et al., 2017). Traditional WOM shifting to internet environment introduces new opportunities for the company to obtain the raw data in a very large number (Ismagilova et al., 2017). eWOM communication (such as tweet, online reviews, and blog) becomes the "Big Data" source for consumers actual sharing behavior (Dirsehan 2015). User applies the online platform and eWOM to make their order noticed, and to influence outcomes (Kietzmann et al., 2011). In this case, the following is the hypothese proposed in this research:

H5
: eWOM positively influences repurchase Intention
Research Methodology
Research Design
Research design in this study applies explanatory approach referring to research aiming to verify a hypothese which finally to refuse or support the empirical testing result of a research. 

Data Collection 

Sample taking by non-probability sampling refers to one of methods to obtain the respondent data. Non-probability sampling is more reliable than other approaches, and may give several important instructions to obtain potential information, and also relate to the population (Sekaran and Bougie, 2016). The researcher in this research applies purposive sampling as an approach to collect field data. 


This type of sample taking is limited to the type or certain individual capable of providing the intended information, both as they are the only person whom have the information, and whom are qualified to some criteria specified by the researcher. This kind of sampling design is called the purposive sampling (Sekaran and Bougie, 2016). As such, this research applies primary data, and the researcher takes a number of respondents selected based on certain criteria,  namely those ​e-commerce shoppers in Indonesia, such as BukaLapak, Tokopedia, Shopee, Blibli, and other e-commerces within the last one month.

Further, related to the determination of numbers of sample, Sekaran and Bougie, (2016) convey that the decision or consideration in determining the number of samples, including the purpose of research, believe interval, trust level, total variables in population, cost and time limitation, and also population size. In interpreting a research result, the sample size always plays the important role. Hair et al., (2010), conveys that the result of statistic testing is very sensitive to the sample size amount, and according to his opinion, the total ideal sample is minimal of 100-200 respondents, in case of structural equation modeling (SEM) application as data analysis technique. Therefore, the researcher minimally tries to collect 200 respondents in this research by collecting data referring to the specified criteria as described in the abovementioned.

Research Questionaire 

Indicator applied in questionaire instrument on this research adopts and refers to some previous studies each by Arcand et al., (2017) for electronic service quality measuring; Gvili and Levy, (2017) for eWOM; and Bulut, (2015) for repurchase intention construct.

Questionaire is distributed by online questionnaire platform through Google Form assistance. Next, link dissemination is shared via WhatsApp, LINE, and Twitter application during April 2019. The researcher successfully collects 458 respondent answers (target 200 respondents) filling completely and appropriately the questionaire as per the specified criteria, in this case, the response rate obtained exceeds the target, namely of 229% (+129%). 

Result of research 

Respondents Characteristic 

Respondents characteristics in this research are female (56,8%), and male (43,2%). Meanwhile, majority of respondents based on age in this research includes millennial category, namely those between 20 – 39 years old (63,8%), and 40 – 54 years old (27,1%). Further, majority of respondents based on their last education are postgraduated (S2/S3) (48,9%), and Graduated (S1) (27,9%). 

Meanwhile, based on their domicile, majority of respondents live in JABODETABEK (76,6%), and West Java, Banten (10,5%) with monthly income >10 million (29,35), ≥ 2,5 million - 5 million (23,8%). On the other side, majority of respondents shop by online within the last one month in Tokopedia (31,4%), Shopee (29,9%), BukaLapak (14,2%), and Lazada (11,6%). 

In addition, majority of respondents, while online shopping, each within the last one month, use smartphone (via mobile application) of (76,4%), and via smartphone (via mobile site) of (10,3%). Furthermore, online shopping average per month within the last three month is of < 500 thousand Indonesia Rupiahs (50,0%) with online shopping frequency during the last one month of 1 time (36,2%), and 2 times (29,5%). Last, majority of respondents in this research presents (40,0%) respondents read online review/comment related to both products and services in Instagram as the main platform.
Table 1. Validity and Reliability Test Result
	Construct
	Indicator
	Loading Factor
	Construct Reliability
	AVE

	Electronic Service Quality - Pleasant
	Place where I do my online shopping (within the last one month)…
	
	0,90
	0,60

	
	Very pleasing
	SQP1
	0,72
	
	

	
	Very comfortable
	SQP2
	0,74
	
	

	
	Professional design (for example the color, font size, graphic, animation).
	SQP3
	0,84
	
	

	
	Creative design 
	SQP4
	0,84
	
	

	
	Visually attractive design in overall 
	SQP5
	0,84
	
	

	
	Provide online chatting features.
	SQP6
	0,65
	
	

	Electronic Service Quality – Utilitarian
	Place where I do my online shopping (within the last one month)…
	
	0,89
	0,63

	
	Protect my private submitted information. 
	SQU1
	0,84
	
	

	
	Secure safe online transaction 
	SQU2
	0,87
	
	

	
	Secure confidential and private information.
	SQU3
	0,90
	
	

	
	Facilitate me to find products that I want.
	SQU4
	0,71
	
	

	
	online transactions via website or this application in overall are very easy.
	SQU5
	0,64
	
	

	eWOM
	I tend to share my consumption experience with my friends via internet after having e-commerce  transaction where I do the online shopping
	WOM1
	0,76
	0,87
	0,69

	
	When I receive valuable information from internet on e-commerce products or services where I do online shopping, I usually disseminate it to others.
	WOM2
	0,85
	
	

	
	When I receive information from internet on e-commerce products or services where I do online shopping, I tend to raise / express my opinion to others. 
	WOM3
	0,88
	
	

	Repurchase Intention
	I will do the repurchase at e- commerce, where I shop last time.
	RPI1
	0,91
	0,88
	0,72

	
	I will revisit the e commerce, where I shop last time, in the future.
	RPI2
	0,89
	
	

	
	I will recommend the e-commerce, where I shop last time, to people in my surrounding.
	RPI3
	0,74
	
	


Notes: All constructs using five-point Likert-type scale, from 1 “Strongly disagree” to 5 “Strongly agree”

Research Model Evaluation
The results of confirmatory factor analysis tests (CFA) present this research model with acceptable validity and reliability constructs, and also indicate good fit model, where all indicators applied to measure each variable are validly verified with the Loading Factor of larger than 0,60. Further, good fit model is also observable from CFI = 0,94, GFI = 0,80, NFI=0,94,  and RMSEA = 0,00. values. The said results also represent that the model in this research is appropriate to be used. In addition, Table 2 also presents the supported construct reliability value, where construct reliability on each variable is > 0,70 and average variance extracted (AVE) for each variable is ≥ 0.50 (Hair et al., 2010). 

Research Hypothese 

Structural equation model (SEM) analysis using LISREL presents H1 – H2, electronic service quality – Pleasant Dimension (t = 2,21 > 1,96), and electronic service quality – Utilitarian Dimension (t = 3,72 > 1,96), positively and significantly influence the eWOM . Meanwhile, H3 – H4, electronic service quality – Pleasant Dimension (t = 7,93 > 1,96), and electronic service quality – Utilitarian Dimension (t = 4,52 > 1,96), positively and significantly influence the repurchase intention. Further, H5, eWOM (t = 3.56 > 1,96) positively and significantly influence the repurchase intention. In this case, it may be concluded that electronic service quality – Pleasant and Utilitarian Dimensions significantly influence eWOM, and repurchase intention, while eWOM also significantly influences the repurchase intention. The following figure is SEM output from data processing results to know the thorough illustration on full structural model of this research:

Figure 1. Research Model (t-statistics)
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Data processing results, (2019)

Table 2. Hypothese Testing Results
	Hypothese
	Coefficient of Regression
	t-value
	Decision

	H1
	: Electronic Service Quality – Pleasant Dimension positively influences Electronic Word of Mouth (eWOM)
	0.15
	2.21
	Supported

	H2
	: Electronic Service Quality – Utilitarian Dimension positively influences Electronic Word of Mouth (eWOM)
	0.26
	3.72
	Supported

	H3
	: Electronic Service Quality – Pleasant Dimension positively influences repurchase Intention
	0.45
	7.93
	Supported

	H4
	: Electronic Service Quality – Utilitarian Dimension positively influences repurchase Intention
	0.25
	4.52
	Supported

	H5
	: eWOM positively influences repurchase Intention
	0.14
	3.56
	Supported


Data processing result, (2019)

Discussion 
The findings in this research present that electronic service quality – Pleasant and Utilitarian Dimensions significantly influence the eWOM construct and repurchase intention. Meanwhile, eWOM positively and significantly influences the repurchase intention. This research results support the findings of Ismagilova et al., (2017) which convey that eWOM is consumption experience shared by customer purchasing a product, having experience to a service, or interacting with the mark. Some customers choose to share their consumption experience with their friends or to post the same in the website review, noticeable by others. In this case, customers positive experiences on an electronic-based service influenced by numbers of factors (including security, privacy protection, high quality-, pleasant-, and sociable-design) are proven to be capable of encouraging customers to share their consumption experience via internet after making an e-commerce transaction. Referring to some previous eWOM and traditional WOM researches, the main motivation sto be involved in eWOM are the altruism (concern to others’ welfare), self development, sentiment release, social benefit, and economic incentive (Ismagilova et al., 2017). Rezvani and Safahani, (2016) in their previous study present and convey that the increase of a website qualities set by some factors, including comfortability, design, informative information, transaction security, payment system, and customers communication, encourage customers positive eWOM. In line with such matter, the findings in this research also present that respondents will do eWOM if the e-commerce, where customers do the shopping, may provide security, privacy protection, comfortability, professional-, attractive-, and creative-designs, and chatting feature facilities. Meanwhile, Sanayei and Jokar, (2013) successfully proof that Electronic service quality plays the crucial role in influencing the satisfaction, and finally encourages the emerging of positive word of mouth. In addition, service or site quality positively and significantly affects the electronic word of mouth. 
The next finding support the previous research by Cronin et al., (2000) conveying that Repurchase intention is basically customers behavior, where customers positively response the electronic service quality of a company, and intend to revisit, and also consume the said company products. If the abovementioned finding is related to this study, it is the matter of customers positively response to electronic service quality of an e-commerce, and intention to revisit, and also to consume the products via the questioned e-commerce. The intention to repurchase (repurchase intention) via certain e-commerce and to recommend the said e-commerce to others are proven to be influenced when customers have positive value and directly perceive that electronic service quality may protect customers private information, provide secure transaction, facilitation to find product, comfortability, creative and attractive design display, and also chatting features (online communication). In addition, this research is also consistent to support Shafiee and Bazargan, (2017) findings who successfully proof that electronic service quality positively and significantly influences the electronic loyalty, as it finally capable of influencing the online repurchase intention. Implisitly, electronic loyalty is established based on three main factors, namely repurchase, retention, and advocacy (give advocacy /recommendation to others). Kotler et al., (2017) conveys that loyalty, in the pre-connectivity era, is frequently only defined as the retention and repurchase. However, in this connectivity era, like nowadays, loyalty is also defined as the willingness to recommend the mark. Customers may not necessary purchase a certain mark continuously. However, if customers fond of a mark, they will be ready to recommend the same, even when they are not using that mark.

eWOM Communication is regarded as the most important source of information in the decision proses of consumers processing, so as it is very important for the company to manage the same (Ismagilova et al., 2017). The said theory supports the findings in this research presenting that eWOM positively and significantly influences the repurchase intention. Consumers may determine their selection by following many people selection. This matter has been more encouraged by the lower consumers trust to advertisement, and limited time to compare the price and quality. The comfort while taking other consumers suggetions makes word of mouth is capable of increasing consumers purchasing intention (Kotler et al., 2017). The company must encourage consumers to directly share their dissatisfaction related to the products and services through many different communication channels, and vastly response the said complaint (Ismagilova et al., 2017). Traditional WOM shifting to internet environment introduces new opportunities for the company to obtain the raw data in a very large number (Ismagilova et al., 2017). eWOM communication (such as tweet, online reviews, and blog) become the "Big Data" source for consumers actual sharing behavior (Dirsehan 2015). Users apply the online platform and eWOM to make their order heard, and to influence outcomes (Kietzmann et al., 2011). 
Managerial implication

Majority of respondents in this research do the online shopping in Tokopedia e-commerce (31,4%) using smartphone (via mobile application) (76,4%). In this case, practitioners of e-commerce industries in general, and the new players of e-commerce in specific, may establish Tokopedia as the benchmark or standardization of electronic-based quality services (mobile application service quality) by observing and adopting mobile application service quality aspect possessed by Tokopedia. From design, enjoyment, sociality, security aspects, and privacy protection of personal information, it is proven that they are capable to, and significantly affect, customers’ intention for repurchasing via e-commerce, and recommend the said e-commerce to other consumers. Second, majority of age-based respondents of this research are millennials category about 20 – 39 years old (63,8%), and Instagram is the main platform of customers selection in finding both products and services online information (40,0%). Therefore, e-commerce may facilitate and encourage consumers to make online review, or in other words, to share customers consumption experience through Instagram platform. Further, it is also expected the involvement of public figures, the model of millennial generations, to make the questioned online review for providing wider exposure. This is proven empirically for customers stimulating effect in order to repurchase through e-commerce. Third, virtual communities in C2C e-marketplaces may become the trigger to increase inter-customers and inter- admins of the relevant company with customers and sellers (Rachbini et al., 2019). Such matter is of course relevant, and applicable, to all e-commerces in general, and to increase interactive electronic service quality aiming to maintain customers repeat buying (repurchase intention). In this case, loyalty is one of necessary programs to be implemented. Tahal, (2014) in his research on customer loyalty program implementation of e-commerce successfully identifies, and obtains several important findings, namely the company reputation increases of 73%, brand awareness of 95%, profit of 77%, repeated purchases of 95%. In such case, loyalty program through incentive provision, such as discount on certain products, remuneration based on point collection, registration to door prize program, instant quantity discounts, voucher for next purchasing, flat discounts, and other incentives (Kohlmeyer, 2016) must be continuously applied on e-commerce. Loyalty programs give more benefits, such as sales revenues increase, and closer relationship between customers and marks (Khan, 2014). 

Conclusion and Suggestion
Some conclusions of this research are the significant influences of electronic service quality pleasant and utilitarian dimensions to eWOM construct and repurchase intention. Meanwhile, eWOM also positively and significantly influences the repurchase intention.

Further, this research, certainly have some limitations to be concerned by researchers in the future. First, this research only focus on respondents who have ever purchased or shopped in the e-commerce in Indonesia (general scope), it is non specific to B2B e-commerce, B2C e-commerce, or G2C e-commerce. Secondly, this research applies cross-sectional study approach.
It is significantly suggested for the next researchers to analyse the pleasant and utilitarian electronic service quality dimensions in the more specific context, as in the B2B e-commerce, B2C e-commerce, and G2C e-commerce, etc. In addition, researchers in the future are expected to do the research by applying longitudinal study approach to allow the analysis of findings / research result from one period to other period.
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