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Abstract: 
The Covid-19 outbreak, which has still not completely faded, has made major changes in various lives, 

including in the business world, where e-commerce has proven to have brought profits to most companies and 

has even been able to expand. This study investigates and explains the perspective of customer behavior based 

on the effect of clauseality of the product description on repurchase intention by perceived value for customers 

who shop online through e-commerce platforms. The quantitative approach used in this research is through the 

distribution of questionnaires that have been designed to respondents with the criteria. Analyze the data using a 

multiple linear regression which tests.  Based on the results it shows that the product description has a positive 

and significant effect on cognitive and affective online customer experience and perceived value. In addition, 

the two dimensions of online customer experience also show positive and significant results on perceived value. 

The perceived value on customer satisfaction and repurchase intention also shows the same. The implications of 

the results of this study can be seen that perceived value has an important role in controlling customer 

behavior. This study suggests online shoppers to pay attention to product descriptions on e-commerce. The firm 

provide adequate service values to maintain customer satisfaction and loyalty. 
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I. Introduction 
A survey conducted by the Central Statistics Agency (BPS) in Fadly, HD, & Sutama, S. (2020) records 

“E-commerce users, namely 3,504 heads of families (KK) in 101 regions throughout all provinces in Indonesia. 

From these data, it can be concluded that only about 15.08% of the total use e-commerce businesses are 

inversely proportional to those who do not use e-commerce businesses, namely 84.92%.“ Electronic commerce 

via the Internet or shopping online was initiated for the first time in 1995 (Laudon & Traver, 2017). E-

commerce is a global phenomenon that has an impact on social and economic life in people around the world 

(Laudon & Traver, 2017). shopping Online is an alternative for customers because it has advantages 

inconvenience compared to conventional shopping which is usually associated with anxiety about crowds, 

traffic jams on the way, limited time, looking for a parking space, and so on. Internet retailers or stores are 

online now one of the fastest-growing sectors in the world, and of course, this has an impact on traditional 

stores (Kidane & Sharma, 2016). 

E-commerce is buying and selling a product through internet media. A person or organization can 

make sales or purchases through internet media. E-commerce in Indonesia began to develop in 2011 and 

evolved. Social restrictions during the Covid-19 pandemic were also one of the factors that made the 

development of e-commerce more rapid. In Indonesia, e-commerce transactions were recorded in 2019 of Rp. 

205.5 trillion, then increased in 2020 to Rp. 266.3 trillion, predicted that in 2021 it would grow to Rp. 395 

trillion, or an increase of 48.4% (BI 2021). Intense competition occurs in Indonesia's five most popular e-

commerce sites, namely Tokopedia, Shopee, Bukalapak, Lazada, and Blibli. The number of visits to e-

commerce websites is one of the benchmarks for the success of ecommerce in Indonesia. With the high number 

of visits, the opportunities for consumers to transact will also be higher. 

However, with the growing market and supported by increasing users of digital technology that is 

directly accessed via smartphones, more than half of Indonesians already have smartphones (Ministry of 

Communication and Information Technology, 2017). Meanwhile, in 2020 alone, the value of Indonesian 

people's online shopping transactions has increased by 266.3 trillion idr compared to 2019 which reached 205.5 

trillion idr (Jayani, 2021). Understanding customer behavior in e-commerce adoption can be a powerful tool to 
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help decision makers develop superior strategies to compete in the digital era and recognize changing customer 

behavior (Lestari, 2019), so customer behavior is an interesting topic to study. 

Product description in an online context is a form of presenting the function and performance of the 

product to consumers (Yao and Shao, 2021). Therefore, Tokopedia and Shopee provide a guide for making 

product descriptions for sellers, which contains product details, such as specifications, advantages, 

completeness, warranty, and color. Consumer involvement will be formed with product descriptions that are 

easy to understand and provide information related to consumer needs. Consumer involvement directly affects 

information processing and cognitive resources (Yao and Shao, 2021; Petty et al., 1983). Furthermore, in the 

presence of con sumer involvement conditions, vivid descriptions positively influence consumers’ attitudes 

towards utility (utilitarian), increasing consumers’ purchase intention. (Yao and Shao, 2021). Consumer 

knowledge related to products is also based on the completeness of the data presented by the seller to marketing 

or educational sentences in the product description so that it is more informative and complete. The quality of a 

good product description can attract consumers’ attention psychologically and emotionally, thus leading to 

positive feelings toward the product (Mou et al., 2020). Through product description, basic information about 

the product, emails from the retailer, providing feedback, and detailed product preferences can be given (Prasad 

et al., 2019). 

 

II. Literature Review 
Product Description 

Product description which can be a brief explanation of information on an online product that is used 

by marketers to help consumers evaluate a product and make purchasing decisions (Smith et al, 2005). While 

the importance of online reviews is widely recognized, several studies have examined whether and how online 

reviews can encourage consumers to develop online impulse buying behavior. Therefore, before making a 

shopping decision, many consumers prefer to have access to online reviews to check what other consumers 

think about an online store, product, or service (Sarah et al, 2021; Zhang et al 2018). Wells et al (2011) 

information on an online product has encouraged and formed the emotional side of customers to decide to buy 

impulsively. Through product descriptions available on online shopping, it can shape customers' emotions in 

responding when they see the various attached products before making an online purchase (Ha et al, 2010; Mou 

et al, 2019). 

Thus, the cognitive side can be influenced by the availability of information from an online product 

that will direct customers during navigation (Liu et al, 2013; Micu et al, 2019). While the affective side will 

respond in terms of feeling, mood, and emotion (Micu et al, 2019). This is what academics mean to involve 

customers in the value creation of an online product. Meanwhile, cognitive and affective cannot be separated to 

form a positive customer experience. Confirmed by According to Micu et al (2019) what is referred to as online 

customer experience is an internal and subjective response that customers have to direct or indirect contact with 

the company. Considering the relevance of the customer experience, which is formed through the perception of 

various touchpoints along the customer journey (Kuehnl et al, 2019), in the sense that product information 

(product description) enters the customer journey in finding the right product on the e-commerce platform. 

Therefore, in this study to design a hypothesis based on some of the existing literature as follows: 

 

H1a : Product Description has a positive and significant effect on Cognitive Online Customer Experience. 

H1b : Product Description has a positive and significant effect on the Affective Online Customer Experience. 

H2    : Product Description has a positive and significant effect on Perceived Value. 

 

Customer Experience 

The discussion about customer experience is a fundamental component of customer behavior which 

involves the customer journey (Kuehnl et al, 2019). Even retailers provide customer experience and value as a 

strategic step to compete in e-markets (Kusumawati & Rahayu, 2020; Lloyd et al, 2011; Marbach et al, 2016). 

With it, online customers who have accessed and made purchases have had experiences that are tailored to the 

perceived value. The suitability of these values will be able to assess the customer experience both in terms of 

cognitive and affective. Of course, with the availability of value provided by retailers to customers, evaluations 

can be made which have been discussed in various marketing strategy literature (Klaus, 2013; Pandey & 

Chawla, 2018; Tynan & McKechnie, 2009). Referring to the utilization theory, customers perceive the brand 

value of various cues (Kim et al, 2019) and these cues can be felt after getting an experience with the customer. 

In addition, several characteristics of online shopping, such as the level of interactivity, two-way 

communication, flexibility to display product choices and the richness of customer behavioral data, affect the 

online shopping experience (Cao et al, 2018; Pandey & Chawla, 2018). This has led to the emergence of 

studies, focusing on the importance of online customer experience (Trevinal & Stenger, 2014; Martin et al, 

2015). Therefore, the level of perceived customer experience can affect customer perceptions of product value 
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(Shobeiri et al, 2018; Trevinal & Stenger, 2014). Jiang et al (2018) state that customer experience conveys cues 

to customers, such as social benefit cues and quality cues, which lead to increased customer value perceptions. 

Based on this, this study designed the following hypotheses: 

 

H3a : Cognitive Online Customer Experience has a positive and significant effect on Perceived Value. 

H3b : Affective Online Customer Experience has a positive and significant effect on Perceived Value. 

 

Perceived Value 

In recent years, perceived value has attracted considerable attention as an important construct in 

predicting consumer buying behavior (Anderson & Srinivasan, 2003). When customers contemplate a possible 

purchase, the tradeoffs they feel generally include relevant past perceptions of the buying experience. So from 

the perceived value that exists and is obtained after making a purchase, the customer already has experience. In 

the context of shopping, Lloyd and Luk (2011) list price, service quality, and product quality as the three main 

drivers of customer perceived value. Other researchers found that customer perceived value can be influenced 

by other monetary and non-monetary factors, namely rational, emotional, social and psychological factors, such 

as the shopping environment of the store (Izogo & Jayawardhena, 2018) and the risks inherent in purchasing 

(Chung & Koo, 2018). 2015). 

Whereas the conventional wisdom is that perceived value is subject to consumption experience and 

therefore many measurement scales for perceived value are transaction-based. Perceived value is a well-

established multi-dimensional construct with a strong theoretical foundation (Akman et al, 2019; Chen et al, 

2018; Chen et al, 2018). From this perspective, perceived value plays a central role for satisfaction as well as 

repurchase (Chen et al, 2018). Furthermore, hedonic values and utilitarian values are important outcomes that 

influence consumer decisions in the future through feedback loops in the consumer decision process (Kim, 

2019). When the perceived value fit required to obtain a product or service exceeds the customer's tolerance, the 

value of the product or service increases, thereby affecting the customer's willingness to make a purchase (San-

Martin et al, 2017). Similar empirical results have supported such a perspective by showing that perceived value 

leads to repurchase intention (Chen et al, 2018; Chen et al, 2018; Jiang et al, 2018; Kim et al, 2019). Indeed, 

online shoppers develop repurchase intentions towards online shopping platforms if they can provide high 

utilitarian and hedonic values which will affect the level of satisfaction. Thus, in this study, the following 

hypotheses are designed: 

H4: Perceived Value has a positive and significant effect on E-Satisfaction. 

H5: Perceived Value has a positive and significant effect on Repurchase Intention. 

H6: Perceived Value mediates the effect of Cognitive Online Customer Experience on E-Satisfaction. 

H7: Perceived Value mediates the effect of Affective Online Customer Experience on Repurchase Intention. 

 

E-Customer Satisfaction 

Previous studies that have discussed online customer experience have identified satisfaction and 

loyalty intentions as a result of online customer experience (Izogo and Jayawardhena, 2018; Mou et al, 2019). 

The online customer experience literature shows that repurchase intention is a behavioral result of the shopping 

experience, which emphasizes the importance of experience for customer loyalty (Khodadi et al, 2016). 

Customer psychologists and brand marketers often emphasize the importance of customers developing strong, 

meaningful, and emotional relationships with brands (Schmitt et al., 2015), which can lead to product use 

experiences to express customer satisfaction (Chen, 2018). With that, physical contact with the product can be a 

major source of information for consumers, especially before making a purchase decision. These contacts may 

prove important for weighing alternatives, setting preferences, and making choices (Chiu et al, 2018; Park et al., 

2012). In accordance with previous research, it is argued that customers who are satisfied with the company are 

more likely to engage in intending to make repeat purchases (Brusch et al, 2019). 

Regarding the relationship between satisfaction and customer participation behaviors such as civic 

virtue and co-creation, the literature provides theoretical reasons for positive and negative relationships (Rita et 

al, 2019). Customers will be motivated to reciprocate favorable treatment through the company with useful 

suggestions and ideas to improve existing products and services that are beneficial to customers (Sandrin et al, 

2017). However research on customer complaining behavior would imply that customer satisfaction is 

negatively related to participatory behavior, as more dissatisfied customers will be more likely to relieve their 

dissatisfaction through providing improvement suggestions and will also have more ideas about how the 

company can improve its products or services (Antwi, 2021; Chiu & Cho, 2019; Lin & Lekhawipat, 2014). 

However, this does not mean that the involvement of the customer will affect the repurchase because the 

customer will consider his intention to repurchase. This is the design of this research hypothesis as follows: 

H8: E-Satisfaction has a positive and significant effect on Repurchase Intention. 
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III. Research Methodology 
This study uses a quantitative approach through distributing questionnaires to customer of e-commerce 

on the largest platforms in Indonesia such as Shopee with a total sample of 120 “student STIA Malang” the e-

customerce. Shopee by providing access services to all regions of Indonesia through free shipping offers. There 

is no doubt that ownership of a more advanced technology infrastructure and business model design may be 

able to occupy the top e-commerce position in Indonesia, which incidentally has the largest market share in 

Southeast Asia (Deloitte, 2021). 

Based on this interest, this research designs a construct model by integrating several variables and then 

distribute the questionnaire to customers who have made purchases at Shopee. Therefore, this study adopted 

purposive sampling with the provisions and criteria that have been determined as the research sample. As stated 

by Creswell & Creswell (2018), purposive sampling has criteria to be met which not all samples can be taken, 

so it is more specific to certain samples. The distribution of the questionnaires which had taken more than two 

months had successfully collected the aforementioned sample. 

The questionairs was designed based on previous research in similar contexts and adopting the 

measures of construct. For instance, product description was measured from three items that developed by 

Smith et al (2008). Online customer experience, which is between cognitive (two items) and affective (eight 

items), each is measured based on Novak et al (2000). While perceived value was measured from four items 

that developed by Anderson & Srinivasan (2003). Other than that, e-customer satisfaction in this study was 

measured from four items that developed by Khalifa & Liu (2007). Finally, repurchase intention was measured 

from four items that developed by Khalifa & Liu (2007). All of the adapted items were measured on a Likert 

scale ranging from strongly disagree to strongly agree. 

 

IV. Research And Results 
Of course, there are quite a few students at the Malang College of Administrative Sciences (STIA) 

who use digital E-Commerce services, because this service has become increasingly trendy during the Covid-19 

era. In fact, in almost all parts of the world, humans during the terrible period of "Covid-19" were helped by this 

service. This study presents demographic data (see Table 1) as many as 120 online purchasing customers who 

are used as respondents which shows that female respondents are the most dominant (n = 61, 50.8%) and male 

(n = 59, 49.2 %). Of all respondents also gave statements about "spending money on online shopping" to see the 

amount of money spent on e-commerce platforms which showed that the most dominant was in the nominal 

range of 500,000 idr to 1,000,000 (n = 47, 39.2%) and at most the fewest spent nominal expenditures of more 

than three million idr (n=12.5%). For more details descriptive statistics of this study complete survey data are 

shown in Table 1. 

 

 
 

This study also measures the validity and reliability assumptions which are the basis for the feasibility 

and validity of the data in the quantitative approach, through PLS-SEM which is used to confirm these 

assumptions. According to Hair et al (2014), the use of PLS-SEM is recommended because composite 

reliability and Cronbach's greatly determine reliability, so all items must be greater than 0.70. Therefore, this 

research data has been processed and shows that all variables have a high composite reliability value of more 

than 0.8: Product Description (0.882), Cognitive Experience (0.897), Affective Experience (0.951), Perceived 

Value (0.924), Customer E -Satisfaction (0.911), and Repurchase Intention (0.866). Furthermore, Cronbach's 

for all variables has a value of more than 0.7: Product Description (0.798), Cognitive Experience (0.771), 

Affective Experience (0.940), Perceived Value (0.885), Customer E-Satisfaction (0.869), and Repurchase 

Intention (0.793). 
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The second hypothesis, which is tested is the relationship between Product Description and Affective 

Online Customer Experience which shows positive and significant results (ß=0.640; p-value<0.05) so that H2 is 

accepted. Furthermore, in the third hypothesis the relationship between Product Description and Perceived 

Value shows a positive and significant relationship (ß = 0.241; p-value <0.05) so that H3 is accepted. In 

addition, in the fourth hypothesis, the relationship between Cognitive Online Customer Experience and 

Perceived Value shows a positive and significant relationship (ß = 0.168; p-value <0.05) so that H4 is accepted. 

Thus, all these values are considered acceptable and ensure adequate reliability. However, this study 

must also ensure the validity of showing that a set of indicators represent the same basic construct, which can be 

demonstrated through its dimensional units. The validity of the discriminant variable is proven by calculating 

the average extraction value (AVE) and the values obtained between variables (Hair et al, 2019). In this study, it 

can be seen that the overall AVE value variable is greater than 0.6: Product Description (0.714), Cognitive 

Experience (0.814), Affective Experience (0.708), Perceived Value (0.757), Customer E-Satisfaction (0.718), 

and Repurchase Intention (0.620). According to Chin (1998) has explained that AVE is a measure of 
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communality for each latent variable and shows adequate results because all variants show exhibit values above 

0.5 each. Thus, the measurement of the construct of this study is strongly indicated. 

 

 
 

The direct relationship between Affective Online Customer Experience and Perceived Value shows 

positive and significant results (ß= 0.419; p-value <0.05) so H5 is accepted. Then in the sixth hypothesis, the 

relationship between Perceived Value and Customer E-Satisfaction shows positive and significant results (ß = 

782; p-value <0.05), then H6 is accepted. In the seventh hypothesis, namely the relationship between Perceived 

Value and Revisit Intention, it shows positive and significant results (ß=0.248; p-value<0.05), with this H7 is 

accepted. And the last hypothesis, namely the eight relationships between Customer E-Satisfaction and Revisit 

Intention showed positive and significant results (ß=0.654; p-value <0.05), with this H8 accepted. This study 

also provides test results for the role of Cognitive Online Customer Experience, Affective Online Customer 

Experience, Perceived Value and Customer E-Satisfaction. In each of the results of testing the hypothesis, all of 

them showed positive and significant results (p-value <0.05). Table 3 below has been presented in greater detail 

in its entirety and also includes the role of mediation, the implications of which will also be discussed later. 

 

V. Discussion 
The most successful product, however, is Storyblok, which became a spin-off in 2017. Storyblok is a 

novel content management system (CMS) that adopts a unique component-based approach, also referred to as 

“headless CMS.” The user-friendly and powerful IT solution makes content accessible via an application 

programming interface (API) for display on any device and channel. It allows users to publish and repurpose 

their content across multiple channels to deliver content on any platform, such as corporate websites, e-

commerce sites, mobile apps, and screen displays (Mou et al, 2019; Chiu & Cho, 2019; Micu et al, 2019; Mou 

et al, 2019; Mou et al, 2020; Sandrin et al, 2017). The pandemic’s impact on in-person sales. Because operated 

the largest e-commerce website on their island, transitioning into a full online operation was seamless. The 

social distancing associated with COVID-19 elevated the website's significance and moved consumers from the 

store onto online shopping. This shift amplified the importance of having a transactional website that was the 

foundation for any digital marketing activities. 

The suitability of the information and after experiencing the purchase experience can foster trust from 

the information provided (Kim, 2019). Of course product information can have a binding influence on online 

customer experience from after making a purchase. Another correlation can be understood that product 

descriptions increase repurchase intentions and even though they have not had experience, which means that 

through product descriptions they can also grow purchase intentions (Ha et al, 2010; Liu et al, 2013 Micu et al, 

2019). As confirmed by Wells et al (2011) attributes on e-commerce platforms, such as appropriate information, 

visual appeal, and ease of use of the site, affect consumers' emotions and personality in triggering impulsive 

online shopping decisions. With that, online customers pay close attention to product descriptions before 

deciding which products to buy in online stores. 

Meanwhile, through information from a product, consumers can imagine the need for the product and 

thereby stimulate the experience, while customers do not necessarily have a shopping goal after (Sarah et al, 
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2021). Regarding the product description, it have also investigated whether it affects customer perceived value 

has been confirmed in this study. The second hypothesis has shown that the product description has a positive 

and significant effect on the perceived value of online customers in Indonesia. These results seem to indicate 

that the impact of perceived value is more complex and can be controlled by various factors. This indicates that 

the higher the quality of the product description can increase the potential value of the product and increase the 

relationship between the product and the consumer to a certain extent (Mou et al, 2019). Such potential value is 

conducive to promoting consumer engagement in the product, and making consumers move from product 

abandonment to cognitive self-identification (Liu et al, 2013; Micu et al, 2019). 

E-commerce which has been considered as a platform that provides many benefits with the availability 

of products, will be motivated to make repeat purchases (Ha et al, 2010). However, it depends on the level of 

satisfaction from customers (Izogo & Jayawardhena, 2018). Moreover, there is a discrepancy in the perceived 

value expectations of a product that has been purchased, has a negative impact on the emotions and feelings of 

customers (Sandrin et al, 2017). Therefore, it often happens that various customers are reluctant to repurchase 

the product at the same online store. However, on the contrary, even exceeding expectations from what is 

expected, customers have high satisfaction (Chiu & Cho, 2019; Khodadi et al, 2016; Kusumawati & Rahayu, 

2020), so that the online store will stick to the minds of customers who will later buy again ( Pandew & Chawla, 

2018). Or even more customers will recommend to their closest friends and maybe their families to buy a 

certain product at the online store (Rita et al, 2019). This customer behavior is currently a major concern for 

academics and practitioners regarding perceived value to satisfaction (Anderson & Srinivasan, 2003; Paulsen et 

al, 2019). This is academics and practitioners have been convinced by the satisfaction of the suitability of 

values, providing continuity of customers in buying a product. As stated by Kim et al (2019), satisfaction will 

lead to customer loyalty in making purchases. Meanwhile, Perea y Monsuwé (2004) has confirmed that 

perceived value is the main performance of customers to buy products on online platforms. These benchmarks 

are of great concern to control satisfaction and repurchase intention. 

 

VI. Conclusion 
Transactional e-commerce site. Manufacturing companies, travel services, e-retailers, which make 

products marketed available online, for example, e-commerce sites, such as shopee.co.id, tokopedia.com and so 

on”  In this study, configure several variables that explain customer behavior that has developed in the current 

era which has discussed e-markets and e-commerce. This research was conducted based on the phenomenon 

that exists in Indonesia which incidentally becomes the largest market share in Southeast Asia. On the other 

hand, in Indonesia, e-commerce giants have also grown up that compete with each other and show off by 

carrying out various appropriate strategies to capture market share. Accompanied by a shift in purchasing 

behavior of customers who have started to avoid shopping offline and also the Indonesian people from year to 

year have increased in the use of smartphones and the internet. Therefore, this research was conducted by 

integrating several variables, such as product description, online customer experience, perceived value, 

satisfaction, and repurchase intention. The results of this study have shown that all hypotheses can be accepted 

in the sense that the clauses designed have answered the hypothesis, which are positive and significant. 

However, this research is still considered to have shortcomings so that further research can be carried out by 

other studies, where this study only analyzes the effect of product description on repurchase intention through 

the role of perceived value from the perspective of online customer experience and satisfaction. Meanwhile, 

clauseality analysis can be carried out from another perspective which according to this research can be a 

further suggestion, namely the need to add variables of perceived risk and benefits using an e-commerce 

platform or maybe even a comparative study between developing and developed countries which will later be 

able to see their respective technological infrastructure country. The rest, further research can also be done 

based on these considerations. 

 

Funding: 

This research received no specific grant from any funding agency in the public, commercial, or not-

for-profit sectors. 

 

Conflict of Interest: 

The authors declare that the research was conducted in the absence of any commercial or financial 

relationships that could be construed as a potential conflict of interest. 

 

References 
[1] Akram, U., Hui, P., Khan, M. K., Tanveer, Y., Mehmood, K., & Ahmad, W. (2018). How Website Quality Affects Online Impulse 

Buying: Moderating Effects Of Sales Promotion And Credit Card Use. Asia Pacific Journal Of Marketing And Logistics, Vol. 30 

No. 1, Pp. 235-256. 

https://www.emerald.com/insight/search?q=To%C3%B1ita%20Perea%20y%20Monsuw%C3%A9


Repurchase Intention On Digital E…….. 

DOI: 10.9790/487X-2606014857                    www.iosrjournals.org                                        55 | Page 

[2] Akman, H., Plewa, C., & Conduit, J. (2019). Co-Creating Value In Online Innovation Communities. European Journal Of 

Marketing, Vol. 53 No. 6, Pp. 1205-1233. 

[3] Anderson, R. E., & Srinivasan, S. S. (2003). E‐Satisfaction And E‐Loyalty: A Contingency Framework. Psychology & 

Marketing, Vol. 20 No. 2, Pp. 123-138. 

[4] Antwi, S. (2021). I Just Like This E-Retailer: Understanding Online Consumers Repurchase Intention From Relationship Quality 
Perspective. Journal Of Retailing And Consumer Services, Vol. 61, Pp. 102568. 

[5] Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What Is It? How Is It Measured? Does It Affect 

Loyalty?. Journal Of Marketing, Vol. 73 No. 3, Pp. 52-68. 
[6] Brusch, I., Schwarz, B., & Schmitt, R. (2019). David Versus Goliath-Service Quality Factors For Niche Providers In Online 

Retailing. Journal Of Retailing And Consumer Services, Vol. 50, Pp. 266-276. 

[7] Cao, Y., Ajjan, H., & Hong, P. (2018). Post-Purchase Shipping And Customer Service Experiences In Online Shopping And Their 
Impact On Customer Satisfaction: An Empirical Study With Comparison. Asia Pacific Journal Of Marketing And Logistics, Vol. 

30 No. 2, Pp. 400-416. 

[8] Chang, S. H., Chih, W. H., Liou, D. K., & Yang, Y. T. (2016). The Mediation Of Cognitive Attitude For Online Shopping. 
Information Technology & People, Vol. 29 No. 3, Pp. 618-646. 

[9] Chen, C. C., Hsiao, K. L., & Wu, S. J. (2018). Purchase Intention In Social Commerce: An Empirical Examination Of Perceived 

Value And Social Awareness. Library Hi Tech, Vol. 36 No. 4, Pp. 583-604. 
[10] Chen, H.-J. (2018). What Drives Consumers’ Mobile Shopping? 4ps Or Shopping Preferences?. Asia Pacific Journal Of Marketing 

And Logistics, Vol. 30 No. 4, Pp. 797-815. 

[11] Chen, T., Drennan, J., Andrews, L., & Hollebeek, L. D. (2018). User Experience Sharing: Understanding Customer Initiation Of 
Value Co-Creation In Online Communities. European Journal Of Marketing, 52(5/6), Pp. 1154-1184. 

[12] Chiu, W., & Cho, H. (2019). E-Commerce Brand: The Effect Of Perceived Brand Leadership On Consumers’ Satisfaction And 

Repurchase Intention On E-Commerce Websites. Asia Pacific Journal Of Marketing And Logistics, Vol. 33 No. 6, Pp. 1339-1362. 
[13] Chiu, W., Kim, T. And Won, D. (2018). Predicting Consumers’ Intention To Purchase Sporting Goods Online: An Application Of 

The Model Of Goal-Directed Behavior. Asia Pacific Journal Of Marketing And Logistics, Vol. 30 No. 2, Pp. 333-351. 

[14] Chung, N., & Koo, C. (2015). The Use Of Social Media In Travel Information Search. Telematics And Informatics, Vol. 32 No. 2, 
Pp. 215-229. 

[15] Craven, M., Mysore, M., Singhal, S., Smit, S., & Wilson, M. (2020). Covid-19: Implications For Business. Mckinsey & Company. 

Accessed On 27 March 2021 Through [Https://Www.Mckinsey.Com/Business-Functions/Risk/Our-Insights/Covid-19-
Implications-For-Business] 

[16] Creswell, J. H. & Creswell, J. D. (2018). Research Design: Qualitative, Quantitative, And Mixed Methods Approaches (Fifth 

Edition). Thousand Oaks, Ca: Sage 
[17] Das Guru, R. R. D., & Paulssen, M. (2020). Customers’ Experienced Product Quality: Scale Development And 

Validation. European Journal Of Marketing, Vol. 54 No. 4, Pp. 645-670. 

[18] Deloitte. (2021), Deloitte Indonesia Perspectives: February 2021 Second Edition, Jakarta, Deloitte Indonesia. 
[19] Jayani, D. H. (2021), “E-Commerce Transaction Value Reaches Idr 266.3 Trillion In 2020”, Accessed On 22 June 2021 Through 

[Https://Databoks.Katadata.Co.Id/Datapublish/2021/01/29/Nilai-Transaksi-E-Commerce-Mencapai-Rp-2663-Triliun-Pada-2020]. 

[20] Giuffrida, M., Mangiaracina, R., Perego, A., & Tumino, A. (2020). Cross-Border B2c E-Commerce To China: An Evaluation Of 

Different Logistics Solutions Under Uncertainty. International Journal Of Physical Distribution & Logistics Management, Vol. 50 

No. 3, Pp. 355-378. 

[21] Ha, H. Y., Janda, S., & Muthaly, S. K. (2010). A New Understanding Of Model In E‐Re‐Purchase Situation. European Journal 

Of Marketing, Vol. 44 No. 7/8, Pp. 997-1016. 

[22] Ha, H. Y., Muthaly, S. K., & Akamavi, R. K. (2010). Alternative Explanations Of Online Repurchasing Behavioral Intentions: A 
Comparison Study Of Korean And Uk Young Customers. European Journal Of Marketing, Vol. 44 No. 6, Pp. 874-904. 

[23] Hair, J. F., Ringle, C. M., & Sarstedt, M. (2014). Partial Least Squares Structural Equation Modeling: Rigorous Applications, 

Better Results And Higher Acceptance. Long Range Planning, Vol. 46 No. 1-2, Pp. 1-12. 
[24] Hair, J. F., Sarstedt, M., & Ringle, C. M. (2019). Rethinking Some Of The Rethinking Of Partial Least Squares. European Journal 

Of Marketing, Vol. 53 No. 4, Pp. 566-584. 

[25] Izogo, E. E., & Jayawardhena, C. (2018). Online Shopping Experience In An Emerging E-Retailing Market. Journal Of Research In 
Interactive Marketing, Vol. 12 No. 2, Pp. 193-214. 

[26] Jiang, K., Luk, S. T. K., & Cardinali, S. (2018). The Role Of Pre-Consumption Experience In Perceived Value Of Retailer Brands: 

Consumers' Experience From Emerging Markets. Journal Of Business Research, Vol. 86, Pp. 374-385. 
[27] Kaur, G., & Quareshi, T. K. (2015). Factors Obstructing Intentions To Trust And Purchase Products Online. Asia Pacific Journal 

Of Marketing And Logistics, Vol. 27 No. 5, Pp. 758-783. 

[28] Kawaf, F., & Tagg, S. (2017). The Construction Of Online Shopping Experience: A Repertory Grid Approach. Computers In 
Human Behavior, Vol. 72, Pp. 222-232. 

[29] Khalifa, M., & Liu, V. (2007). Online Consumer Retention: Contingent Effects Of Online Shopping Habit And Online Shopping 

Experience. European Journal Of Information Systems, Vol. 16 No. 6, Pp. 780-792. 
[30] Khodadadi, P., Abdi, F., & Khalili-Damghani, K. (2016). An Integrated Model Of Customer Experience, Perceived Value, 

Satisfaction, And Loyalty In Electronic Stores. International Journal Of Enterprise Information Systems (Ijeis), Vol. 12 No. 4, Pp. 

31-46. 
[31] Klaus, P. (2013). The Case Of Amazon. Com: Towards A Conceptual Framework Of Online Customer Service Experience (Ocse) 

Using The Emerging Consensus Technique (Ect). Journal Of Services Marketing, Vol. 27 No. 6, Pp. 443-457. 

[32] Kim, J. H. (2019). Imperative Challenge For Luxury Brands: Generation Y Consumers’ Perceptions Of Luxury Fashion Brands’e-
Commerce Sites. International Journal Of Retail & Distribution Management, Vol. 47 No. 2, Pp. 220-244. 

[33] Kim, M. (2019). Digital Product Presentation, Information Processing, Need For Cognition And Behavioral Intent In Digital 

Commerce. Journal Of Retailing And Consumer Services, Vol. 50, Pp. 362-370. 
[34] Kim, S., Ham, S., Moon, H., Chua, B. L., & Han, H. (2019). Experience, Brand Prestige, Perceived Value (Functional, Hedonic, 

Social, And Financial), And Loyalty Among Grocerant Customers. International Journal Of Hospitality Management, Vol. 77, Pp. 

169-177. 
[35] Kotler, P., & Armstrong, G. (2012). Principles Of Marketing (Fourteenth Ed.), Pearson Education. 

[36] Kuehnl, C., Jozic, D., & Homburg, C. (2019). Effective Customer Journey Design: Consumers’ Conception, Measurement, And 

Consequences. Journal Of The Academy Of Marketing Science, Vol. 47 No. 3, Pp. 551-568. 

https://databoks.katadata.co.id/datapublish/2021/01/29/nilai-transaksi-e-commerce-mencapai-rp-2663-triliun-pada-2020


Repurchase Intention On Digital E…….. 

DOI: 10.9790/487X-2606014857                    www.iosrjournals.org                                        56 | Page 

[37] Kusumawati, A., & Rahayu, K. S. (2020). The Effect Of Experience Quality On Customer Perceived Value And Customer 

Satisfaction And Its Impact On Customer Loyalty. The Tqm Journal, Vol. 32 No. 6, Pp. 1525-1540. 

[38] Lemon, K. N., & Verhoef, P. C. (2016). Understanding Customer Experience Throughout The Customer Journey. Journal Of 
Marketing, Vol. 80 No. 6, Pp. 69-96. 

[39] Lestari, D. (2019). Measuring E-Commerce Adoption Behaviour Among Gen-Z In Jakarta, Indonesia. Economic Analysis And 

Policy, Vol. 64, Pp. 103-115. 
[40] Lin, C., & Lekhawipat, W. (2014). Factors Affecting Online Repurchase Intention. Industrial Management & Data Systems, Vol. 

114 No. 6, Pp. 597-611. 

[41] Liu, Y., Li, H., & Hu, F. (2013). Website Attributes In Urging Online Impulse Purchase: An Empirical Investigation On Consumer 
Perceptions. Decision Support Systems, Vol. 55 No. 3, Pp. 829-837. 

[42] Lloyd, A. E., Yip, L. S., & Luk, S. T. (2011). An Examination Of The Differences In Retail Service Evaluation Between Domestic 

And Tourist Shoppers In Hong Kong. Tourism Management, Vol. 32 No. 3, Pp. 520-533. 
[43] Marbach, J., Lages, C. R., & Nunan, D. (2016). Who Are You And What Do You Value? Investigating The Role Of Personality 

Traits And Customer-Perceived Value In Online Customer Engagement. Journal Of Marketing Management, Vol. 32 No. 5-6, Pp. 

502-525. 
[44] Mann, M. K., & Liu-Thompkins, Y. (2019). Shopping Online? The Role Of Imagination And Gender. European Journal Of 

Marketing, Vol. 53 No. 12, Pp. 2604-2628. 

[45] Martin, J., Mortimer, G., & Andrews, L. (2015). Re-Examining Online Customer Experience To Include Purchase Frequency And 
Perceived Risk. Journal Of Retailing And Consumer Services, Vol. 25, Pp. 81-95. 

[46] Micu, A. E., Bouzaabia, O., Bouzaabia, R., Micu, A., & Capatina, A. (2019). Online Customer Experience In E-Retailing: 

Implications For Web Entrepreneurship. International Entrepreneurship And Management Journal, Vol. 15 No. 2, Pp. 651-675. 
[47] Ministry Of Communication And Informatics. (2017), Survey On The Use Of Ict: And Its Implications For Socio-Cultural Society, 

Research And Development Of Ministry Of Communication And Informatics. 

[48] Mou, J., Cohen, J., Dou, Y., & Zhang, B. (2019). International Buyers’ Repurchase Intentions In A Chinese Cross-Border E-
Commerce Platform: A Valence Framework Perspective. Internet Research, Vol. 30 No. 2, Pp. 403-437. 

[49] Mou, J., Cui, Y., & Kurcz, K. (2020). Trust, Risk And Alternative Website Quality In B-Buyer Acceptance Of Cross-Border E-

Commerce. Journal Of Global Information Management (Jgim), Vol. 28 No. 1, Pp. 167-188. 
[50] Mou, J., & Shin, D. (2018). Effects Of Social Popularity And Time Scarcity On Online Consumer Behaviour Regarding Smart 

Healthcare Products: An Eye-Tracking Approach. Computers In Human Behavior, Vol. 78, Pp. 74-89. 

[51] Mou, J., Zhu, W., & Benyoucef, M. (2019). Impact Of Product Description And Involvement On Purchase Intention In Cross-
Border E-Commerce. Industrial Management & Data Systems, Vol. 120 No. 3, Pp. 567-586. 

[52] Novak, T. P., Hoffman, D. L., & Yung, Y. F. (2000). Measuring The Customer Experience In Online Environments: A Structural 

Modeling Approach. Marketing Science, Vol. 19 No. 1, Pp. 22-42. 
[53] Pandey, S., & Chawla, D. (2018). Online Customer Experience (Oce) In Clothing E-Retail: Exploring Oce Dimensions And Their 

Impact On Satisfaction And Loyalty–Does Gender Matter?. International Journal Of Retail & Distribution Management, Vol. 46 

No. 3, Pp. 323-346. 
[54] Pappas, I. O., Kourouthanassis, P. E., Giannakos, M. N., & Chrissikopoulos, V. (2017). Sense And Sensibility In Personalized 

E‐Commerce: How Emotions Rebalance The Purchase Intentions Of Persuaded Customers. Psychology & Marketing, Vol. 34 

No. 10, Pp. 972-986. 

[55] Park, E. J., Kim, E. Y., Funches, V. M., & Foxx, W. (2012). Apparel Product Attributes, Web Browsing, And E-Impulse Buying 

On Shopping Websites. Journal Of Business Research, Vol. 65 No. 11, Pp. 1583-1589. 
[56] Paulssen, M., Brunneder, J., & Sommerfeld, A. (2019). Customer In-Role And Extra-Role Behaviours In A Retail Setting: The 

Differential Roles Of Customer-Company Identification And Overall Satisfaction. European Journal Of Marketing, Vol. 53 No. 12, 

Pp. 2501-2529. 
[57] Perea Y Monsuwé, T., Dellaert, B. G., & De Ruyter, K. (2004). What Drives Consumers To Shop Online? A Literature 

Review. International Journal Of Service Industry Management, Vol. 15 No. 1, Pp. 102-121. 

[58] Rita, P., Oliveira, T., & Farisa, A. (2019). The Impact Of E-Service Quality And Customer Satisfaction On Customer Behavior In 
Online Shopping. Heliyon, Vol. 5 No. 10, Pp.  E02690. 

[59] Sandrin, E., Trentin, A., Grosso, C., & Forza, C. (2017). Enhancing The Consumer-Perceived Benefits Of A Mass-Customized 

Product Through Its Online Sales Configurator: An Empirical Examination. Industrial Management & Data Systems, Vol. 117 No. 
6, Pp. 1295-1315. 

[60] San-Martín, S., Gonzalez-Benito, O., & Martos-Partal, M. (2017). To What Extent Does Need For Touch Affect Online Perceived 

Quality?. International Journal Of Retail & Distribution Management, Vol. 45 No. 9, Pp. 950-968. 
[61] Sarah, F. H., Goi, C. L., Chieng, F., & Taufique, K. M. R. (2021). Examining The Influence Of Atmospheric Cues On Online 

Impulse Buying Behavior Across Product Categories: Insights From An Emerging E-Market. Journal Of Internet Commerce, Vol. 

20 No. 1, Pp. 25-45. 
[62] Schmitt, B. H. (2010), Customer Experience Management: A Revolutionary Approach To Connecting With Your Customers, John 

Wiley & Sons. 
[63] Schmitt, B., Brakus, J. J., & Zarantonello, L. (2015). From Experiential Psychology To Consumer Experience. Journal Of 

Consumer Psychology, Vol. 25 No. 1, Pp. 166-171. 

[64] Shobeiri, S., Mazaheri, E., & Laroche, M. (2018). Creating The Right Customer Experience Online: The Influence Of 
Culture. Journal Of Marketing Communications, Vol. 24 No. 3, Pp. 270-290. 

[65] Singh, R., & Söderlund, M. (2020). Extending The Experience Construct: An Examination Of Online Grocery Shopping. European 

Journal Of Marketing, Vol. 54 No. 10, Pp. 2419-2446. 
[66] Smith, D., Menon, S., & Sivakumar, K. (2005). Online Peer And Editorial Recommendations, Trust, And Choice In Virtual 

Markets. Journal Of Interactive Marketing, Vol. 19 No. 3, Pp. 15-37. 

[67] Smith, R. E., Chen, J., & Yang, X. (2008). The Impact Of Advertising Creativity On The Hierarchy Of Effects. Journal Of 
Advertising, Vol. 37 No. 4, Pp. 47-62. 

[68] Trevinal, A. M., & Stenger, T. (2014). Toward A Conceptualization Of The Online Shopping Experience. Journal Of Retailing And 

Consumer Services, Vol. 21 No. 3, Pp. 314-326. 
[69] Tynan, C., & Mckechnie, S. (2009). Experience Marketing: A Review And Reassessment. Journal Of Marketing Management, Vol. 

25 No. 5-6, Pp. 501-517. 

[70] Wells, J. D., Parboteeah, V., & Valacich, J. S. (2011). Online Impulse Buying: Understanding The Interplay Between Consumer 
Impulsiveness And Website Quality. Journal Of The Association For Information Systems, Vol. 12 No. 1, Pp. 3. 

https://www.emerald.com/insight/search?q=To%C3%B1ita%20Perea%20y%20Monsuw%C3%A9


Repurchase Intention On Digital E…….. 

DOI: 10.9790/487X-2606014857                    www.iosrjournals.org                                        57 | Page 

[71] Zhang, K. Z., Xu, H., Zhao, S., & Yu, Y. (2018). Online Reviews And Impulse Buying Behavior: The Role Of Browsing And 

Impulsiveness. Internet Research, Vol. 28 No. 3, Pp. 522-543. 

[72] Zhu, W., Mou, J., & Benyoucef, M. (2019). Exploring Purchase Intention In Cross-Border E-Commerce: A Three Stage 
Model. Journal Of Retailing And Consumer Services, Vol. 51, Pp. 320-330. 


