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Abstract: The purpose of this research is to examine Sustainable Development Goal (SDG) 

11 on sustainable cities and communities by identifying factors influencing Fixed Broadband 

Internet users in Jakarta. This quantitative study, with an unknown population, surveyed 222 

respondents using a Likert-scale questionnaire (1-5). Hypothesis testing was conducted using 

the Structural Equation Model (SEM) with Smart PLS. The results indicate that e-WOM 

significantly affects Consumer Satisfaction, Consumer Experience significantly affects 

Consumer Satisfaction, e-WOM significantly affects Repurchase Intention, Consumer 

Experience significantly affects Repurchase Intention and Sustainability, and Consumer 

Experience influences Repurchase Intention through Consumer Satisfaction as a mediator. 

Additionally, Customer Satisfaction significantly affects Repurchase Intention, which in turn 

influences Sustainability. 

 

Keyword: Consumer Experience, e-WOM, Consumer Satisfaction, Repurchase Intention, & 

Sustainability. 

 

 

INTRODUCTION 

Internet access has become a fundamental necessity, enabling various activities such as 

online learning, remote work, and shopping. In 2024, Indonesia had 221,563,479 Internet users. 

The Indonesian Internet Service Providers Association (APJII) identified the most widely used 

Fixed Broadband Internet providers in 2023. 

Fixed Broadband Internet utilizes physical cables, including fiber optics and copper 

wires, to ensure a stable connection. However, Jakarta faces infrastructure challenges, 

particularly with the disorderly arrangement of cables, prompting initiatives to transition to 

underground cabling for safety and sustainability. Supporting SDG 11, service providers must 

address both high-speed access and environmental considerations. (Riyanto, 2024). 

 

METHOD 

This study employs a quantitative approach by surveying 222 Fixed Broadband Internet 

users in Jakarta using a Likert-scale questionnaire (1-5). Data analysis was conducted through 

https://dinastipub.org/DIJDBM
https://doi.org/10.38035/dijdbm.v5i5
https://creativecommons.org/licenses/by/4.0/
mailto:dedynamoza@gmail.com
mailto:Sonny_indrajata@mercubuana.ac.id
mailto:dedynamoza@gmail.com


https://dinastipub.org/DIJDBM, (size 10)                                                         Vol. 6, No. 2, February 2025 

 

197 | Page 

Structural Equation Modeling (SEM) with Smart PLS to evaluate relationships between 

eWOM, Consumer Experience, Consumer Satisfaction, Repurchase Intention, and 

Sustainability. Hypothesis testing examined the direct and indirect effects of these variables, 

aiming to determine their significance in influencing consumer behavior and sustainability 

outcomes. 

 

RESULTS AND DISCUSSION 

Hypothesis testing results show that eWOM and Consumer Experience significantly 

influence Consumer Satisfaction, with path coefficients of 0.268 and 0.477, respectively. 

eWOM and Consumer Experience also significantly impact Repurchase Intention, with 

coefficients of 0.184 and 0.354. Additionally, eWOM and Consumer Experience positively 

affect Sustainability, with coefficients of 0.168 and 0.312. Consumer Experience impacts 

Repurchase Intention through Consumer Satisfaction with a coefficient of 0.196. Furthermore, 

Consumer Satisfaction significantly influences Repurchase Intention (0.411), and Repurchase 

Intention significantly enhances Sustainability (0.402), all with statistical significance (p < 

0.05). 

 
Table 1. Direct & Indirect Hypothesis Testing Results 

Influence Between Variables 
Original 

sample 
t statistics P values Conclusion 

eWOM -> Customer Satisfaction 0.268 3.498 0.001 H1 accepted 

Consumer Experience -> Customer 

Satisfaction 
0.477 6.177 0.000 H2 accepted 

eWOM -> Repurchase Intention 0.184 3.370 0.001 H3 accepted 

Consumer Experience -> Repurchase 

Intention 
0.354 5.710 0.000 H4 accepted 

eWOM -> Sustainability 0.168 2.611 0.009 H5 accepted 

Consumer Experience ->  

Sustainability 
0.312 4.058 0.000 H6 accepted 

Consumer Experience  -> Customer 

Satisfaction  -> Repurchase Intention 
0.196 4.963 0.000 H7 accepted 

Customer Satisfaction -> Repurchase 

Intention 
0.411 6.750 0.000 H8 accepted 

Repurchase Intention -> 

Sustainability 

0.402 

 
5.347 0.000 H9 accepted 

Source: Researcher's Smart PLS Output (2024) 

 

CONCLUSION 

This study highlights the significant role of eWOM and Consumer Experience in 

influencing Consumer Satisfaction, Repurchase Intention, and Sustainability. The findings 

confirm that positive eWOM and enriched Consumer Experience lead to greater Consumer 

Satisfaction, which in turn enhances Repurchase Intention. Furthermore, Repurchase Intention 

contributes significantly to Sustainability. These relationships indicate that companies should 

focus on improving customer interactions and fostering strong brand engagement to drive 

sustainability efforts. Future research could explore additional influencing factors, such as 

service reliability and long-term customer loyalty, to strengthen the model. The study provides 

valuable insights for Internet service providers, policymakers, and researchers in the field of 

marketing and sustainability. 
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