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Abstract While the scale of the consulting market growth in quantity * quality, the consultant capacity is
becoming important in the digital industry. The preceding elements of trust formation to the consultant capacity
divided into ability, integrity, and benevolence of consultant. Also, the consultant capacity is to find out what
effect the overall trust and customer satisfaction and re-contract. The results of the analysis, consultant capacity
have positive(+) effects for the formation of the trust in the practice of consulting project, and consulting
service trust has positive(+) effect in the relationship between customer satisfaction and re-contract. In addition,
consulting service trust in consultant capacity appeared to has positive(+) mediating effects in the relationship
between customer satisfaction and re-contract intend.
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<Table 6> Result of Factor Analysis

Re-Con Custorrer <Table 8> Result of Consultant Capacity and Trust
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<Table 10> The Summary result of Consulting Services
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Mediated effect(Customer Satisfaction)
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<Table 11> The Summary result of Consulting
Services Trust

Mediated effect(Re-Contract Intention)
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<Table 12> Result of Hypothesis Verification

H Contents Result
Hl-1 Ability of Consultant will ha\.le a positive effect on adopt
the trust of consulting service.
Integrity of consultant will have a positive effect on
H1-2 . . adopt
the trust of consulting service
Benevolence of consultant will have a positive
H1-3 . . adopt
effect on the trust of consulting service.
The trust of consulting service will have a
H2-1 .. . . adopt
positive effect on customer satisfaction.
-2 ”[h.e.trust of consulting service will have a adopt
positive effect on recontract intention.
Ability of consultants will affect the
H3-1 |customer satisfaction on trust of consulting| adopt
services as an intermediary.
Sincere consultants will affect the customer
H3-2 |satisfaction on the trust of consulting| adopt
services as an intermediary.
Benevolence of consultants, will affect
H3-3 |customer satisfaction on the trust of| adopt
consulting services as an intermediary.
Ability of consultants will affect the
H3-4 |recontract intend on the trust of consulting| adopt
services as an intermediary.
Sincere consultants will affect the recontract
H3-5 |intend on the trust of consulting services as| adopt
an intermediary.
Benevolence of consultants will affect the
H3-6 |recontract intend on the trust of consulting| adopt
services as an intermediary.
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