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The main aim of this thesis is to evaluate how Elements of User Experience and E-Trust such as
Information Quality, Website Design, E-Trust Elements has an effect on customers' intention to
repurchase from the same e-commerce stores.

The research paper consists of three main parts: literature review, methodological part, and the
research results and analysis. The conclusions and recommendations are suggested in the end of
the paper. The literature analysis reviewed the Customer and User Experience perception in E-
commerce, Usability and Website Quality Elements, E-Trust and E-Satisfaction perception, and
Influencing factors of Intention to Repurchase from electronic stores.

After reviewing the literature, the study conducted empirical research on the influence and impact
of the Website Quality Elements and Usability of the “Pigu.lt” e-store using an electronic good
product page example. During the quantitative research, 260 respondents provided answers to the
prepared questionnaire. The conducted research revealed that User Experience and E-Trust
Elements have a relationship with a Website’s Usability aspects, E-Trust and E-Satisfaction, and
that E-Trust and E-Satisfaction impact the Intention to Repurchase.

The conclusions and recommendations summarize the main aspects of the literature review and
the research results. The research results contribute to e-commerce businesses with useful insights
for improving e-stores and increasing overall Online Customer Experience followed by a growing
number of repeat purchases.
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Pagrindinis $io darbo tikslas — jvertinti, kaip vartotojo patirties elementai ir el. pasitikéjimas, pvz.,
informacijos kokybé, svetainés dizainas, el. pasitikéjimo elementai, turi jtakos Vvartotojui
pakartotiniam ketinimui pirkti i$ ty paciy el. prekybos parduotuviy.

Darbg sudaro trys pagrindinés dalys: literatiiros apzvalga, metodiné dalis ir tyrimo rezultatai bei
analizé. ISvados ir rekomendacijos pateikiamos straipsnio pabaigoje. Literatliros analizéje
apzvelgiami aspektai yra vartotojy patirtis ir internetinio vartotojo patirtis e-komercijoje,
naudojimo patogumo ir svetainés kokybés elementai, e-pasitikéjo ir e-pasitenkinimo suvokimas,
pakartotinio ketinimo pirkti i§ el. parduotuviy jtakos veiksniai.

Apzvelgus | analizuotg literatiirg, atliktas empirinis tyrimas remiantis ,,Pigu.lt“el. parduotuvés
elekronikos prekés produkto pulsapio pavyzdziu. Kiekybinio tyrimo metu 260 respondentai
pateiké atsakymus ] parengta anketg. Atliktas tyrimas atskleidé, kad yra inernetinio vartotojo
patirties ir e-pasitikéjimo elementy rySys su el. Svetainés naudjimo patogumo aspektais, e-
pasitikéjimu ir e-pasitenkinimu, taip pat kad e-pasitikéjimas ir e-pasitenkinimas daro jtaka
pakartoniniam ketinimui pirkti.

ISvadose ir rekomendacijose apibendrinami pagrindiniai literattiros apZvalgos aspektai ir atlikto
tyrimo rezultatai. Tyrimo rezultatai padeda elektroninés prekybos verslams rasti naudingy jzvalgy,
kaip tobulinti elektronines parduotuves ir didinti bendrg internetiniy vartotojy patirt, kas didinta
pakartotiniy pirkimy skaiciy.
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INTRODUCTION

The number of Internet users in the world is growing every year. The growth of Internet
users is a great opportunity for businesses to reach more customers via the Internet (Hudak, et al.,
2017), and also to create alternatives to traditional businesses such as e-commerce. Online
customer activities and shopping include a variety of products and services (online banking,
bookings e.g. theater or travel, access to news information, and social networking for both work
and leisure (Rose et al., 2011). Also, the e-commerce features were defined as an easier approach
to customers such as non-cash and credit card payment, 24/7 service availability, additional online
advertising possibility, live customer support, inventory management, and most importantly for
each business - improved sales (Mazorenko, 2021). With all mentioned factors an e-store becomes
a direct and fast way to sell products or services and interact with customers by using the World
Wide Web.

Because of it is ease of implementation e-commerce has become one of the biggest parts
of the global economy and is already integrated into people’s economic and social lives. One of
the biggest growth of e-commerce was during the recent world pandemic, COVID-19, when 67%
(NielsenlQ, 2021) of all consumers changed their habits of shopping and recognized the
importance of e-commerce immediately after the pandemic broke (Kawasaki et al., 2022). When
the pandemic slowed down and customers returned to regular stores, many customers became real
e-shoppers, and gained the habit of purchasing goods and services online and learned to compare
websites because 97 % of consumers do online research before they purchase anything on online
stores (Gurav et al., 2023). Therefore, now e-commerce businesses have to find ways to retain

customers and make them willing to purchase again from their e-stores.

Importance of the topic: Knowing the perspective and possibilities to sell online, many
companies are willing to open their e-stores. With the high market, online shoppers have become
more demanding, and their spectrum of products and services has also grown stronger (Diaz et al.,
2017). Numerous websites are available for customers; however, online sellers usually lack
knowledge of how to build quality e-stores which would create a negative experience for
customers (Barari et al., 2020). Negative online Customer Experience leads to negative brand
experience (Lee et. al, 2018), to negative word of mouth (WOM) (Chetioui et. al, 2020) and

eventually to not growing sales and repurchases (Micu et al., 2019). When considering the
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Customer Experience in an e-store, it is necessary to evaluate User Experience (UX) and Website’s
Usability, because these elements are part of the whole Customer Experience Journey and the
quality of User to Seller interaction through the website is a crucial aspect in the e-commerce
business (Hassan and Galal-Edeen, 2017). Overall, if the purchase process for the customer is
simplified, it will improve the intention to buy from online stores (Higueras-Castillo, et al., 2023).
Because of that is it important to identify key elements which are necessary for a successful online

store’s website (Ertemel et. al, 2021) and overall positive Online Customer Experience.

Before buying from one or another e-store Users are eager to find out whether the website,
they are buying from, is trustworthy or not. With the knowledge of E-Trust importance for
customers, e-retailers should create trustworthy websites with the elements oriented to Website
Security (Seckler et al., 2011; Khan, 2019) and Website Quality (Peiris et al., 2015). Researchers
agree that E-Commerce growth will be challenging for companies if fundamental website security
for customers is not ensured (Khan et al., 2019) and if online transactions will be associated with
potential risk (Dutta and Bhat, 2016). Also, when trying to create E-Trust it is also important for
businesses to invest in a website’s quality, usability, and credibility aspects (Peiris, Kulkarni, and
Mawatha, 2015), to add to the elements of the website such as positive reviews (Soares et al.,
2020), live and quick customer support (Dutta and Bhat, 2016) because all these elements will
build an immediate E-Trust feeling. Therefore, each E-Commerce business should acknowledge
and implement key elements for developing e-trust and because it can have a greater impact on
future sales (Dutta and Bhat, 2016).

With growth of E-Commerce the Human-Computer Interaction (HCI) research field
growing as well, many researchers started to analyze E-Commerce as a separate economic element.
Many authors want to know key factors which are necessary for successful online business growth
and development. Authors in their findings agree (Zhou and Zhang, 2009; Dutta and Bhat, 2016)
that Online Customer Experience is based on quality website, digital safety, positive online
reputation, and eWOM. Others researched integrating affective and cognitive trust technologies,
perception of the ease of use of the interface of websites, and also trust (Peiris et al., 2015). The
newest post-pandemic studies appeared with research about the effect on customer behavior and
attitude in e-commerce (Kawasaki et al., 2021; Chauhan and Akhtar, 2022; Fernandez-Bonilla et
al., 2022; Roy et al., 2022; Halim et al., 2022; Ponsignon, 2022), which has changed in advance
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for e-retailers and customers' perception of E-Trust (Al-Azzawi et al., 2021). Eventually, it is
noted, that online store users may face simple problems like unclear information, a poorly
organized website layout, and inefficient website features and these issues are not due to
technology but Website Quality Elements (Usas et al., 2023). Limitations of reviewed studies and
variety of study fields, regions show direction for future studies. Also, Usas et al., (2023) indicate
that researchers often do not consider both factors E-Trust and E-Satisfaction at the same time in
their studies as the same important factors for online business to succeed. In the reviewed literature
there are no studies identified which researching only functional User Experience Elements and

also including E-trust Elements.

The relevance of the topic: If customers have positive and trustworthy online shopping
experience, they are more likely to return for the next purchase, therefore, Online Customer
Experience has to be created in e-commerce stores through positive User Experience and E-Trust

elements.

Thesis problem: What are key elements of User Experience and E-Trust for the intention
to repurchase goods from e-commerce stores?

Thesis aim: To evaluate how Elements of User Experience and E-Trust such as
Information Quality, Website Design, E-Trust Elements has effect on customers' intention to
repurchase from the same e-commerce stores.

Thesis goals:

1. Introduce and compare literature analysis of previous research about Customer Experience,

User Experience, Usability, E-Trust, and Intention to Repurchase online;

2. Analyze previous research and introduce key elements of E-Trust that lead to positive User

Experience and Intention to repurchase.

3. Based on the literature review establish elements of the User Experience and E-Trust
affecting the impact on intention to repurchase;

4. Establish a research conceptual model and research hypotheses;

5. Conduct empirical research by using User Experience and E-Trust elements of the e-
commerce stores;

6. Based on the conducted empirical research identify if User Experience and E-Trust

Elements of the e-commerce store have influenced the intention to repurchase online;



7. Based on the conducted empirical research identify factors impacting the intention to
repurchase online;
8. Based on study findings, provide recommendations for e-commerce businesses and work

limitations.

Process and structure of the thesis: The thesis contains three main parts: literature review,
methodology of the research, and empirical data analysis. In the beginning, the goals and
objectives were set for the thesis, then literature analysis was performed to review the main aspects
of User Experience and E-Trust in the research field. In the literature analysis, the main
components of the research were presented: Customer Experience, User Experience, Usability, E-
Trust, Website Quality Elements, and Intention to Repurchase. Next, the methodology for the
empirical research was established with a conceptual model and hypotheses. The online survey
was performed and data was collected from respondents and analyzed through a statistical analysis
program ,,IBM SPSS*. There the statistical analysis was conducted by checking the reliability of
the variables and normality test, correlation, and regression analysis. After data analysis, an
interpretation of the results was presented followed by conclusions and recommendations for e-

commerce businesses.

1. THEORETICAL ASPECTS OF CUSTOMER AND USER
EXPERIENCES

1.1.  Perceptions of Customer Experience in E-Commerce

First, when Schmitt (1999) to introduced the term of Customer Experience, since then
numerous studies have been conducted in-depth to understand the influencing factors of Customer
Experience in traditional commerce (Bustamante and Rubio, 2017; Godovykh and Tasci, 2020,
Chauhan and Akhtar, 2021). Many successful companies like “IKEA”, “McDonald’s”, and
“Apple” for years employed different techniques to increase overall customer satisfaction (Palmer,
2010). As business shifts into the digital world Customer Experience also needs to be transformed

into Digital Customer Experience (Silalahi and Rufaidah, 2018) or adding new factors to Customer



Experience. Researchers (Abdillah et al., 2023) have also begun assessing Customer Experience
consistently when considering how online shopping involves the customer's overall experience
and which factors influence their decision to continue buying from a particular e-retailer.

Therefore, a positive Customer Experience is crucial in both offline and online commerce.

Before starting with Digital Customer Experience, every business first has to consider
overall Customer Experience and then focus on Digital Marketing decisions. It is because authors
(Godovykh and Tasci, 2020; Jain et al., 2017) described Customer Experience as a multistep
holistic concept involving value for customers in different purchasing stages: pre-, during, and
post-purchase. It shows, that the customer is going through different stages and completes the
Customer Journey with different touchpoints, for example, search, purchase, consumption, and
after-sale encounters, typically involving multiple channels and multiple touchpoints (McColl-
Kennedy et al., 2015). Customer Experience is a complex process and not only customer
satisfaction and service quality, but the researcher (Klaus, 2015) also suggested the three
dimensions of Customer Experience: brand experience, service experience, and post-purchase
experience, all dimensions have a positive and significant impact on customer’s behavior. Overall,
Customer Experience is a multifaceted concept that extends beyond customer satisfaction and
service quality, Customer Experience includes various touchpoints offline and online which have

an impact on customer decisions.

Eventually, customer-oriented factors of the Customer experience through a personal
shopping journey can build long-lasting relationships with the brand or product. In order to reach
that goal companies should start from the essential part - customer journey and customer shopping
experience (Grewal and Roggeveen, 2020) across channels (Verhoef, 2009). Customer journey
management involves understanding and managing customers’ experiences throughout their
shopping journey (Grewal and Roggeveen, 2020). The customer journey map displays Customer
Experience in every stage and every customer’s touchpoint can play a determinant role when it
comes to customer satisfaction or dissatisfaction (Aichner and Gruber, 2017). Understanding the
customer journey is a complex task (Mario D’Arco, 2019), because companies have to design,
manage and monitor customer experience (Lemon and Verhoef, 2016) throughout the whole
shopping process which starts from brand awareness and goes through the stages of consideration,
purchase, retention, advocacy (loyalty). Understanding the customer journey is crucial for
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designing and managing the Customer Experience throughout the offline and online shopping

process because the final goal is a satisfied customer and finalized purchase.

Understanding Customer Experience from a holistic perspective requires examination of
any experience in the context of marketing and branding (Lee et al., 2018). The graphic (Figure 1)
demonstrates the dependency of each experience dimension including online and offline customer
Experiences. The essential assumption of Lee et al., 2018 study is that User Experience, Customer
Experience and Brand Experience are conceptually connected and researchers perceived Brand
Experience as the whole Experience dimension. Lee et al., (2018) study’s result proved that the
User Experience dimension had a strong effect on Customer Experience, same as Moczarny et al.
(2012) showed the connection between User Experience and Usability. According to reviewed
literature, when considering all experience dimensions understanding the relation is important
because later when making business growth decisions the marketing strategies could be adapted

for every level separately.

Figure 1. Customer Journey through Experiences Dimensions

User
Experience

Customer

Online Customer Journey

Experience

Customer
Experience

Brand
Experience

Source: Developed by the author based on Moczarny et al., 2012; Lee et al., 2018; Roy et al., 2022.
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Digital Customer Experience is a separate space which includes all the online interactions
a customer has with the brand through a wide range of digital functions (new technologies and all
IT, tech solutions, Artificial Intelligence (Al)) and strategies in multi-experience channels such as
websites, mobile apps, and social media (Behare, 2018; Chauhan and Akhtar, 2022). Today,
customers are interacting with companies through multiple channels and touchpoints (Weber amd
Chatzopoulos, 2019). From E-Commerce perspective, customers engage with companies through
diverse online and offline channels and touchpoints, giving rise to a multifaceted Customer
Journey involving dimensions of Brand Experience, Customer Experience, Online Customer
Experience, and User Experience and Usability (Figure 1), created by the author based on
Moczarny et al., 2012; Lee et al., 2018; Roy et al., 2022). Pine and Gilmore, 2013 noted that with
new technologies and high supply in the market, today’s economy is turning into an experience
economy, and understanding customers and how to create positive experience (Gentile, et al. 2007)
during the shopping process becomes a priority for each company. Therefore, Customer
Experience became even more complex because businesses had to learn how to distinguish the

differences of experiences terms also from online perspective.

Customer Experience is all about overall customer satisfaction. A satisfying experience is
generally one that addresses the particular human needs of the user (Hassenzahl et al., 2010). Pine
and Gilmore (1999) found that customers rather are searching for satisfying experiences and value
than high-quality products or services and that customers want to create holistic and long-lasting
experiences with brands (Bustamante and Rubio, 2017). Lotfabadi et al., (2024) evaluated
Customer Satisfaction through values and showed that customers more satisfied by creating value
for their customers. Also, other studies proved that Customers Experience is about receiving value
with a positive experience and the main aim is to provide satisfaction across the channels (Gentile
et al., 2007; Verhoef, 2009). Important to understand, that while positive experiences foster
customer loyalty and retention, however, negative experiences can adversely affect companies’
sales and result in negative word-of-mouth (Patil and Rane, 2023). Yassine (2022) also highlight
that Customer satisfaction and customer delight had significant effects on customer retention and
loyalty. Therefore, a satisfying customer Experience is anymore not an option for business (Patil
and Rane, 2023) and has to be provided by every company. Researchers (Rita et al., 2019) agree,
that In digital space the biggest challenge for online shopping is to provide and maintain customer

satisfaction and it has to be seriously considered.
12



In conclusion, the evolution of Customer Experience has seen extensive research exploring
its influencing factors in traditional and digital business. Successful companies prioritize
techniques for enhanced customer satisfaction, acknowledging the shift to Digital Customer
Experience (Palmer, 2010; Rita et al., 2019). Before focusing into the digital space, businesses
must consider the holistic nature of overall Customer Experience, involving multiple stages and
touchpoints during customer decision making process and creating Customer Satisfaction across
the channels (Gentile et al., 2007; Verhoef, 2009). Understanding and managing overall Customer
Experience (Figure 1) is crucial for building lasting customer relationships and returning
customers. In today's experience economy, Digital Customer Experience plays an even more

important role and demanding to develop new strategies.

1.2.  Perception of User Experience in E-Commerce

The multi-channel purchasing has transformed Customer Experience, when this process
includes online channels Customer experience becomes Online Customer Experience (OCX)
(Figure 1). Kumar and Ayodeji (2021) in their study concluded that there is no more one-website-
purchasing experience because the process becomes the whole digital experience because
customers are also buying through social media and social media also could lead to direct e-
commerce sales. Other authors (Mahnke et. al, 2015; Ertemel et. al. 2021) Online Customer
Experience perceived it as a flow state, an enjoyable and engaging experience, and it has to
continue in the whole multi-channel purchasing journey to understand consumer buying behavior
better and ensure a favorable purchasing experience. According to Petre et al. (2006), customers’
experience with e-commerce extends beyond the interaction with a website to influence their
perceptions of value and service quality. From an e-commerce perceptive it is natural that
customers are using many channels before buying one product or service and the e-retailer has to

ensure a positive Online Customer Experience on their purchasing journey.

As the Online Customer Experience term is relatively new and authors argued on
perceptions of Online Customer Experience. Trevinal and Stenger (2014) explained Online
Customer Experience as an “online shopping experience” and introduced four core dimensions:
the physical, ideological, pragmatic, and social, with the connection between the flow concept and
the “traditional” dimensions of experience, and specific shopping values. However, for example,

Bleier et. al, (2019) argue in the research “How to create an effective web page” used the term of
13



“Online Customer Experience” and did not include all other digital channels but focused only on
the quality website creation. Therefore, it is obvious that the explanation of the term Online
Customer Experience in literature is still not unified, however, more often in literature, Online
Customer Experience is referred to as a multi-channel online customer experience in the perception

of User Experience.

The Customer at some point in the Customer Journey becomes a also User when using
products and services. The User Experience history can be traced to Norman’s paper and new
perception of User Experience (Norman and Draper, 1986). With the technology development
User Experience in literature becomes a buzzword in Human-Computer Interaction (HCI) science
because this term more often emphasized as an aspect of technology usage (Luther et. al, 2020).
The research field of User Experience grew rapidly over the past twenty years, and authors
(Moczarny et al., 2012;; Hassan and Galal-Edeen, 2017; Van de Sand et al., 2019) have done
studies and reviews for User Experience as an e-commerce discipline. However, in literature User
Experience can be also mentioned not only in e-commerce perspective but also as a usage of
different products, for example, healthcare systems (medical devices), electronics (phones) or even
toys (Lego). (Lv and Peng, 2010; Park et. al, 2011; Abeele et. al, 2011; Halim et. al, 2022).
Different perceptions of the authors of User Experience are found in reviewed literature (Table 2.)
and broad understanding of User Experience proves that clear definition of User Experience is
needed for businesses when willing to apply effective marketing strategies in e-commerce.

Table 1. Definition and perception of User Experience in Literature

Author, Year Definition and perception of UX

1ISO 9241-210:2019 e “User’s perceptions and responses that result from the use and/or
anticipated use of a system, product or service”

e “Users’ perceptions and responses include the users’ emotions,
beliefs, preferences, perceptions, comfort, behaviors, and
accomplishments that occur before, during and after use.”

e  User experience is a consequence of brand image, presentation,
functionality, system performance, interactive behavior, and
assistive capabilities of a system, product or service.

e [t also results from the user’s internal and physical state resulting
from prior experiences, attitudes, skills, abilities and personality;
and from the context of use.
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Hassenzahl and Tractinsky,

“Facets of UX:

e Beyond the instrumental (holistic, aesthetic, hedonic);

2006 e Emotion and affects (subjective, positive, antecedents and
consequences);

e Experimental (dynamic, complex, unique, situated, temporarily-
bounded).”

Moczarny et al., 2012 e “Focuses on well-being, and not performance, as an outcome of
human-product interaction”

e supplements attention on the product itself (e.g. functions,
applications, interaction) with an approach that takes cognizance of
human emotions and experiences;

e engaged with an interactive environment, users will leave it with

positive or negative emotions towards a brand;”

Albert and Tullis, 2013

“Defining UX with main characteristics:

a user is involved,;
user is interacting with the product, system, and website interface;
user’s experience is of interest and measurable and observable.”

Hsua and Chen, 2018

“holistic experience, involves a person — not just a customer
more than one level, interaction between this person and the firm or
its product or service.

e creation of value by selling memorable experiences in every step of

product or service”
Luther et al., 2020 e “emotional factors and aims at a positive and confidence-building

experience with the medium

e consequence of a user’s internal state (predispositions, expectations,
needs, motivation, mood, etc.),

e characteristics of the designed system (e.g., complexity, purpose,
usability, functionality, etc.)

e context (or the environment) within which the interaction occurs

(e.g., organizational/social setting, meaningfulness of the activity,
voluntariness of use, etc.).”

Source: Developed by the author based on reviewed researches

In most reviewed literature User Experience is perceived as human-product interaction and

also on the emotional level (involving user’s beliefs, preferences, perceptions, comfort,

behaviours, expectations, motivation etc.) (ISO 9241-210:2019; Hassenzahl and Tractinsky, 2006;

Luther et. al, 2020). Researchers explain (Moczarny et al., 2012) that User Experience is the

addition of human emotions and experiences to the focus on the product itself (e.g., functionality,

usability, complexity etc.) (1SO 9241-210:2019). User Experience goes beyond the instrumental

aspect, it is perceived as a holistic experience involving the user as a person (Hassenzahl and

Tractinsky, 2006; Hsua and Chen, 2018). Aesthetics and hedonic elements were recognized as a
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quality aspects of technology use (Hassenzahl and Tractinsky, 2006). User Experience is perceived
as a process of adding value by providing positive (or negative) experiences when interacting with
the product (Hsua and Chen, 2018). Albert and Tullis (2013) added that the User Experience is
measurable and observable. When researching User Experience on websites, Jongmans et. al
(2022) exclude two essential constructs of web user experience, usability and pleasure. In general,
User Experience is a broad term that covers many methodologies including such as user

acceptance, user satisfaction, usability, and user motivation (Khaleel et al., 2018).

In conclusion, the evolution of Customer Experience and User Experience in E-Commerce
underscores the dynamic integration of online channels and user perceptions. Kumar and Ayodeji
(2021) highlighted the transformation of the purchasing experience into a holistic digital journey,
incorporating a diversity of online channels. Online Customer Experience (Mahnke et al. 2015;
Ertemel et al., 2021), is seen as a “flow state” that extends across multi-channel purchasing
journeys and has to satisfy customers all the way. The definition of Online Customer Experience
is emphasized by mentioning different dimensions (Trevinal and Stenger, 2014) and also focusing
on the Website’s Quality (Bleier et al., 2019). Therefore, User Experience is vital for all kinds of
services and products, but from an e-commerce perspective, website User Experience is even more
important because there is no physical format of the website and it is a “self-service” product, and

the User should be engaged from the first sight.

1.2.1. Perception of Usability

Narrowing down the Customer Experience is important to understand what is the User
Experience of the website and the perception of the Website’s Usability. Studies have been done
(Moczarny et. al, 2012; Hassan and Galal-Edeen, 2017) in the e-commerce field about website
success and they included both User Experience and Usability because normally website is
considered a face of the e-commerce business. Because of different perceptions in the literature of
User Experience and Usability authors (Moczarny et. al, 2012; Hassan and Galal-Edeen (2017)
raised questions about the relationship between Usability and User Experience. The graphic
(Figure 2) illustrates the relationship and explanation of elements of both User Experience and
Usability. Therefore, Usability in e-commerce is mainly about website elements and is the main

part of the whole User Experience.
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Figure 2. User Experience and Usability relation

User friendliness during use:
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(Effectiveness);

Visual appeal and Functionality (Effectiveness).

aesthetics;

Service Quality of the
website;

Source: Developed by the author based on Moczarny et. al, 2012; Hassan and Galal-Edeen 2017.

By evaluating the website’s elements Moczarny et. al, (2012) used certain Usability and
User Experience factors (Figure 2). While Usability elements are oriented to website functionality
and ease of use (navigation, information structure, value of content etc.), User Experience is
evaluation of perception is about how users react on Usability. (Moczarny et. al, 2012; Albert and
Tullis, 2013, Hassan and Galal-Edeen, 2017). Hamid et. al (2020) investigated Usability through
Nielsen’s heuristic approach while fulfilling usability requirements of e-commerce websites and
concluded that the website should be consistent and use standards in design and content. The main
attributes of perceived user-friendliness of websites were found to be web layout (e.g., navigation
bar design and page arrangement) and performance (e.g., browser-related and error management
issues) (Dianat et al., 2019). Overall, the key elements of Usability should make the website easy

to use for all users because Usability is crucial to the evaluation of the entire User Experience.

Dimensions and Attributes of Usability. There are widely used generic User Experience and
Usability dimensions that can be used with various product kinds including websites. Usability
dimensions first were introduced by Nielsen (1993) and it was suggested to use five qualities of
product Usability: learnability, efficiency, memorability, errors (low rate, easy to recover),
and satisfaction. Over the years research field offered more models of Usability dimensions
adapted for e-commerce, one of them was the “SE” Usability model offered by Quesenbery (2003).
This simplified “5SE” model has five dimensions: effective, efficient, engaging, error tolerant,

and easy to learn. The “5E” model helps the design team fit the goals to the environment of the
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reader. (Quesenbery, 2003; Albers, 2013). Usability models such as “5E” for e-commerce websites
create simpler way consider the most important elements when creating websites. By adopting
these model’s e-commerce websites would simplifies the design process, ensuring user-friendly

and efficient websites.

When reviewing academic literature there was found multiple discussions of the qualities
of Usability. Morvile (2010) for website architectures suggested author suggested constructing
website infrastructure with seven qualities: usable, useful, desirable, accessible, credible,
valuable, and findable and presented in a “honeycomb”. There are different suggestions for
Usability attributes: efficient, effective, learnable, memorable, navigation, user friendly,
functionality, accessibility, atmosphere, visual design, interaction and feedback, satisfaction, error
tolerance etc. (Rasita et. al, 2010). Variety of Usability attributes are offered by authors and most
of them can be used for improvements of User Experience design in areas such as navigation, user
satisfaction, and error tolerance. The authors insights offer valuable guidance for improving User

Experience design, especially in navigation, user satisfaction, and error tolerance.

In summary, exploring usability dimensions and attributes reveals a well-established
framework introduced by Nielsen in 1993, covering learnability, efficiency, memorability, error
management, and satisfaction. Quesenbery's "5E" Usability model tailored for e-commerce
simplifies the design process, focusing on effectiveness, efficiency, engagement, error tolerance,
and ease of learning, as proposed by Quesenbery (2003) and supported by Albers (2013).
Academic literature explained Usablity with "honeycomb™ model Morville (2010) and Rasita et
al. (2010) comprehensive list of attributes, further enriches the understanding of usability qualities.
These diverse insights, spanning various authors and years, provide valuable guidance for
enhancing User Experience design, particularly in critical areas such as navigation, user
satisfaction, and error tolerance, facilitating the creation of user-friendly and efficient e-commerce

websites.

1.2.2. Elements of Website’s Quality
In literature about E-commerce growth, Website Quality is often identified as a key factor of

customer satisfaction, in other words, the success of a website is decided by its users rather than
its technical website quality (Bai et al., 2008; Abou-Shouk and Khalifa, 2017; Maraga and Rashed,
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2018). Online satisfaction by researchers is often referred as E-Satisfaction. In researches the
significant relationship between website quality and e-satisfaction and this directly is influencing
online services (Tandon et al., 2017). Online Information, Design, Ease-of-use, Website’s
Interactivity and Responsiveness, Visual Appeal, Innovation is also considered as a important
factors of customer satisfaction and further purchase intentions. (Abou-Shouk and Khalifa, 2017)
is revealed that the ease of use of a website has a significant impact on customer satisfaction. Other
authors (Lin, 2007) highlight that customer satisfaction and can be achieved effectively through
System Quality (Web Design, Interactivity), Information Quality (Informativeness, Security),
Service Quality (Responsiveness, Trust, Empathy). Maraga and Rashed, (2018) mentioned
Content (Credibility, Sufficient, Usefulness) Organization (Navigation, Readability) and
Perceived Ease of Us. Website quality will affect perceived ease of use and perceived usefulness
(Zhou and Zhang, 2009). E-Satisfaction is important for E-commerce growth which could to be

improved with Website Quality Elements.

By exploring Website Quality in literature researchers often describe it with dimensions in
the digital environment. Zhou and Zhang (2009) for their research used three dimensions - System
Quiality, Information Quality, and Service Quality, which are considered as the main pillars of
the e-commerce website. Three dimensions also mentioned by other authors (Rita et al., 2019;
Aditya et al., 2023) such as E-Service Quality, Website Design, Security-Privacy, which also
influence overall E-Service. Artiono and Ariyanti (2016) identified five dimensions of Website
Quality, which include Information, which encompasses content quality, usefulness,
completeness, accuracy, and relevance; Security, which involves trust, privacy, and security
measures; Easy of use (Ease), covering operational simplicity, clarity, and speed; Enjoyment
(Leisure), which includes visual and emotional appeal, creative design, and attractiveness; and
Service Quality (Quality of service), encompassing online completeness and customer service.
The diversity of dimensions of Website Quality reviewed in the literature underscores the

multifaceted presentation in shaping the overall User Experience and success of online businesses.

Learning key factors for improving e-commerce websites is one step towards website
success. Therefore, in literature, there are list of elements, for example, Sudiana et al. (2021)
identified in the research 43 key success factors for a positive user experience on e-commerce

websites and highlighted the most important such as visual design, information quality, and easy
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navigation. Also, Hasan (2023) in Table 2 evaluated User Experience through Utilitarian and

Hedonic perspectives. In User Experience on e-commerce websites, utilitarian elements like clear

information and fast navigation are crucial for practical User’s needs, while hedonic aspects such

as visual appeal and positive emotions and balancing both types of quality will enhance overall

satisfaction Hasan (2023). Understanding and implementing key factors identified in the literature,

such success factors for positive user experiences and achieving success in e-commerce websites

Table 2. Suggested Utilitarian and Hedonic User Experience evaluation criteria

“Metrics to evaluate utilitarian quality

Metrics to evaluate hedonic quality

el N

o

© ®

11.
12.
13.

14.
15.

16.

17.
18.
19.
20.
21.
22.

23.
24,

25.

“Obvious navigation;

Logical and clear structure;

Effective internal search engine;

A progress indicator is displayed at the top
of the checkout pages;

"Call to action buttons” (i.e., ,,add to cart"
or "buy now") are displayed clearly;

Clear advertising of new products;
Detailed information about the product is
provided;

Up-to-date content;

Clear presentation of order charges;

. Accurate presentation about the delivery

dates;

Related products are recommended clearly;
Quick downloading of the website’s pages.
Accessible shopping cart from all the sites’
pages;

Simple registration;

Alternative methods for the delivery of the
order are provided,

Alternative methods for the payment are
provided:;

Consistent interface;

Easy-to-order process;

Easy to learn;

Efficiency;

Availability of privacy policy;

Clear presentation of the shipping, return or
exchange policy;

Visible contact information;

Informative frequently asked questions
(FAQ) section;

If an error occurs, simple and clear error
messages are displayed to get out of the

“Enjoyable experience;

Being pleased to interact with the website;
Visually attractive interface;

Meeting expectations;

Exciting website;

Interesting website;

Motivating website;

Creative website;

Inventive website;

. Having innovative features;
. Having desirable design elements which

evoke emotion and gratitude;

. Having novel functionality;
. Allowing users to engage in their tasks.”
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error;

26. Secure website (i.e., security logos are
displayed);

27. Foreign language and currency support.”

Source: Hasan, 2023

To sum up, the literature consistently underscores the important role of Website Quality in
shaping customer satisfaction in of E-commerce. Researchers emphasize that a website's
satisfaction depends on Users' perception of the performance of the e-commerce website. E-
Satisfaction, intricately linked to Website Quality, is influenced by critical dimensions such as
System Quiality, Information Quality, and Service Quality (Zhou and Zhang, 2009; Rita et al.,
2019; Aditya et al., 2023) Additional elements, including E-Service Quality, Website Design, and
Security-Privacy, contribute significantly to the overall E-Service experience. Diverse dimensions,
articulated by scholars like Artiono and Ariyanti (2016), including Information, Security, Ease of
Use, Enjoyment, and Service Quality, highlight the nuanced facets of Website Quality.
Recognizing and implementing these fundamental factors, as outlined by researchers such as
Sudiana et al. (2021) and Hasan (2023), emerges as crucial for elevating E-commerce websites

and ensuring enduring success.

1.2.3. Perception of Website’s User Experience Design

In the e-commerce business, the main face in the e-commerce is website. When crafting a
successful website design companies should use structure and specific paths. Numerous researches
have been conducted on the main components of generic website design (Garret, 2011; Kim et al.,
2019; Dianat et. al, 2019; Hamid et. al, 2020; Syahrina et al., 2020; Agusdin et. al., 2021). For
example, authors (Syahrina and Kusumasari, 2020; Agusdin et. al, 2021) in their study about web
design adopted five planes framework (“The Elements of User Experience”) introduced by Garret
(2011). This web designing method consists of several phases: strategy plane, scope plane,

structure plane, skeleton plane, and surface plane (Figure 3):

Figure 3. Web Design “Five planes” website framework by Garrett
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According to Garrett (2011) with this method the process begins from the bottom with
strategy and defies the objectives of the product or service and research on user need. Next, the
scope specified the detailed features which have to be included in to the design with functional
specification and content requirements. The structure phase focuses on determining user
navigation within the User Experience with interaction design and information architecture. The
skeleton phase involves creating the design elements of navigation, information interface. The
surface represents the final sensory (visual) web designing stage, bringing everything together to
produce the final product. (Garrett, 2011; Syahrina et al., 2020; Agusdin et. al., 2021). During the
several studies (Syahrina et. al, 2020; Agusdin et. al, 2021) it was proved that “five planes”
website-building strategy is working effectively e.g., answering user needs and meeting the
objective of the product. With this Garrett’s (2011) web designing structure the focus is on the
foundation, successful User Experience should be created of site or business objectives and user

needs.

Although newer studies of the website design classified web creation process through
design stages such as information design, navigation design, and graphic design (Kim et. al,

2019). When information and navigation design is based for the entire website and individual
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pages, and graphic design focuses on visual elements such as color, image, typography, and layout
(Kim et. al, 2019). According to Dianat et. al (2019 study results two main web design attributes
for perceived usability i.e. web layout (e.g. navigation bar design and page arrangement) and
performance (e.g. browser-related and error management issues). User satisfaction was also
influenced only by the Web design attributes and not by the personal characteristics of the users.
(Dianat et al., 2019). Martinez-Sala et al. (2020) offered a three-dimensional approach of website
creation parameters of usability, graphic design, and navigability and connected both User
Experience and Usability dimensions and used a term of User Usable Experience (UUX).
Researchers (Dianat et al., 2019) suggest that web designers should focus design attributes created

for users’ personal characteristics because it increases overall user Satisfaction and Usability.

Table 3. Suggested effective Website Design “C7” model

Effective website design elements 7C model:

e Context: layout design;

o Content: text, pictures, voice, and video in website.;

o Community: communication among users.

o Customization: the ability of website to deliver information to the various
users or allow users to personalize the site.

e Communication: how the site allows communication with the user; users
with the site: or two-way communication.

o Connection: the degree of relationship the site with other sites.

o Commerce: the ability of the site to allow for commercial transactions.

Source: Developed by author based on Kim and Niehm (2009); Artiono and Ariyanti, 2016;

Effective website design is important for creating a positive User Experience and
maximizing user engagement. The 7C model, developed by Kim and Niehm (2009) and Artiono
and Ariyanti (2016), underlines seven key components that contribute to a well-rounded and
appealing website: Context, content, community, customization, communication, connection,
commerce. Abou-Shouk and Khalifa (2017) highlight the importance oif a simple layout, text
displayed legibly with an appropriate font and print size, identifiable images or symbols, and
suitable color of animation are important features of a website’s visual appeal. Overall, website
design includes the main elements of web design: design of information architecture (layout), clear

delivery of information (structure), visual design related to aesthetic design (visuals), navigation
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design (ease of use) and all of these elements have to be considered during the website creation

process.

1.3.  E-trust influencing factors in E-Commerce

In the growing e-commerce market, understanding how to build consumer trust in e-
commerce is one more necessary aspect for business development. Historically, human behavior
and rationality, including trust, were researched in different sciences: psychology, sociology,
economics, and neuroscience, because of the need of understand human emotions and also trust’s
impact in humans' decision-making processes (Evans and Krueger, 2009; Rilling and Sanfey,
2011; Abu-Shamaa and Abu-Shanab, 2015). Some researchers (Fernandez-Bonilla et al., 2022)
have identified consumer trust as the main element lacking in e-commerce platforms and also
indicated that it is a barrier for customers to adopt e-commerce platforms (Fan et. al, 2020). In the
reviewed literature, consumer trust is described as an essential element in e-commerce and lack of
trust creates doubts for consumers, and it affects their purchase intentions (Virgilio and Antonelli,
2017). Researchers ((Zhou and Zhang, 2009; Lu et al., 2011; Kim and Park, 2013; Soleimani,
2021; Maraga and Rashed, 2018) believe that trust develops when there is a potential of risk and
uncertainty, and trust directly affects the customer’s intentions. Therefore, Fan et al. (2020) noted
the importance of the study field of consumer trust in e-commerce and the findings were used to

enable the development of consumer e-trust.

In the academic literature, trust could be perceived as a multidimensional feeling that
comes from personal beliefs and values. Researchers agree on two main dimensions of trust:
cognitive (rational reasons) and affective (emotional) (Michell et al., 1998; Kim and Park, 2013).
In the context of e-commerce research, Aiken and Boush (2006) mentioned in addition one more
dimension i.e., behavioral dimension. The cognitive trust component involves consumer
judgments of a firm's level of honesty and reliability (Aiken and Boush, 2006). Affective trust is
a customer’s belief related to privacy and security and emotions based on the level of care and
concern shown by the firm, and it could have negative emotional implications for sharing personal
information. (Aiken and Boush, 2006; Kim and Park, 2013) Behavioral trust relates to consumers'
willingness to provide various kinds of personal information (Aiken and Boush, 2006). Authors

(Kim and Park, 2013, Oliveira et al., 2017) also agree that cognitive trust has three dimensions,
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including honesty (integrity), benevolence, and competence. Dimensions of trust show the

elements needed to construct and identify trust between companies and customers.

Understanding the trustworthiness attributes of customers’ trust can provide vulnerable
insights and factors that can possibly can create trust and improve the customer’s intentions to
make an online transaction (Soleimani, 2021). Many authors (Yousafzai et al, 2003; Pestek et al,
2011; Kim and Park, 2013; Bhat and Darzi, 2020; Fan et al., 2020; Soleimani, 2021) research trust
attributes and types in e-commerce and although the research field vary the components are
repeating and are similar (Table 3). Based on the literature, customer concerns, disposition to trust,
trusting beliefs, familiarity, calculative-based trust, accessibility of information, and other similar
terms were considered as the main antecedents for this category (Soleimani, 2021). Also
highlighted key elements such as reputation, information quality, security, and privacy in
influencing consumer trust (Kim and Park, 2013), Yousafzai et al., 2003), Pestek et al., 2011),
Bhat and Darzi, 2020), Fan et al., 2020; Soleimani, 2021). Exploring trust attributes like customer

concerns and familiarity provides insights for improving e-trust.

Table 4. E-trust factors and attributes proposed by researchers in literature

Author, Year Proposed e-trust factors and attributes: | Research field

Kim and Park, 2013 Reputation of the firm; Trust elements on E-
Size of the firm; commerce’s in Korea.
Information quality;
Transaction safety;
Communication;
Economic feasibility,

WOM referrals

Yousafzai et al, 2003 Security; E-trust for electronic
Privacy; banking services.

Competence;
Benevolence;

Integrity.

Pestek et al, 2011 Website usability; Model of trust on e-
Privacy; transactions
Security;

Expected product performance;
Loyalty;

Electronic management of customer
relations (e-CRM).
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Soleimani, 2021 Types and attributes: Trust in e-commerce

e Customer (Access to information, models review in literature
calculative-based trust, customer
concerns, disposition to trust,
familiarity, initial trust, trusting
belief);

e Environment (Culture, WOM,
perceived size);

e Seller (Communication and
interaction, institutional-based trust,
reputation);

e Technology (Third-party institution’s
certification, website quality).

Fanetal., 2020 Factors and attributes: Consumer Trust in E-

Commerce
e Consumer-Related Factors:

(Propensity to trust, Demographic
variables, Geographical location,
Internet experience, Use of
technology)

e Business Related Factors:
Familiarity, brand experience,
Reputation, recommendation, Word-
of-mouth, perceived integrity)

e Technology-Related Factors:
Privacy assurance, High-security
measures, Reliable system,
Information Quality

Bhat and Darzi, 2020 e Web information; E-services quality
e Reliability; determinants on e-trust.
e Interactivity;
e Security.

Source: Developed by the author based on reviewed researches

Website quality is about right implementing the Usability elements on the website. Every
e-seller’s main goal is to influence customer’s trust (Bojang et al., 2017) and at the same time to
increase user satisfaction (Dianat et. al, 2019). Garret’s (2011) “Five planes” website building
model suggested a framework and when building a website, the specific elements should be
included. Researchers concluded in their study that customers prefer websites when the content is
useful and informative, navigation is convenient, and design is interesting and appealing, also
companies should pay attention to the security and privacy of the customer (Hashmi et al., 2019).

Some authors (Pestek et al, 2011; Bojang et al., 2017) concentrated on website quality elements
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that build trust and make a good first impression. This means that that website quality should be
based on the content, structure, navigation, and functionality (Bojang et al., 2017) and this every

element has to be considered while creating websites:

e Content: content should be engaging, relevant and appropriate for the consumer: website
should provide clear information, recommendations and healthy tips, not promising
what not possible to keep; Information structure also should include effective number
of hyperlinks; An “About us” page on the site would explain a lot about the vendor and
business itself, website should provide mailing addresses and and telephone numbers of
the company; The online customer service and should be easily accessible to the customers,
company can as well include some cues on the site; Security policy as well as standard
terms concerning purchase agreements; Sales promotion displayed clear on the website,
personalized content can also help users to feel what they are at the right website (Tarafdar
and Zhang, 2005; Pestek et al, 2011; Akram et al, 2017);

e Structure: consistency and standards are important for website’s structure, websites
should maintain consistency in action buttons, icons, form controls, content, and heading
styles; Structure errors are primarily website incompleteness, for example, use of illegible
letters, variegation, use of unnecessary images (and other files), use of hidden and
nonexistent links, unnecessary pop-up windows, etc. (Pestek et al., 2011; Hamid et al.,
2020);

e Navigation: The perceived ease of navigating the website makes easier purchases through
the website; The use of graphics multimedia and other interactive elements also could
make the website more interesting and easier to use for the user; Negative characteristics
of navigation are mainly reflected in the inconsistency, and poor structure organization,
which greatly affect user trust. (PeStek et al., 2011; Dianat et al., 2019);

e Functionality: If the website does not support the basic technical requirements i.e., fast
loading, users will access the website with difficulties which can lead to user’s withdrawal
and lost conversions; design elements should not be overused that may cause slow website

loading; Website errors impact on building trust (Pestek et al., 2011).
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E-trust elements on the website. Customers seek accurate and complete information in e-
stores during their decision-making process, and other customers' reviews and ratings online are
becoming a form of electronic word of mouth (e-WOM) (Prastiwi et. al, 2022). In the consensus
of the reviewed literature, trust elements refer to reviews and ratings, and the five-star rating
system can assist users in making purchasing decisions (Prastiwi et al., 2022, Peters and Bodkin,
2022). It is because reviews and ratings are more likely to provide information about the product's
features, utility, and the value obtained in return for the money spent, describing the overall user's
experience (Gurav et al., 2023). Recent studies (Prastiwi et al., 2022; Peters and Bodkin, 2022)
reveal that online consumer reviews and five-star rating systems significantly impact trust and
enhance the overall online shopping experience. In research about hotel bookings, Li et al. (2017)
highlighted that positive information and numerical rating details increase booking intentions and
consumer trust; however, negative information online can influence customers' hotel booking

intentions.

1.4.  Influencing factors of intention to repurchase online

E-commerce allows the process of purchasing goods and services via the Internet directly
from the seller and different industries adopted e-shops and made as a primary or secondary sales
channel (Rose et. al, 2011). A customer's intention to buy online refers to the motivation and
stimulus which are created by the e-sellers (Napawut et al., 2022). Authors (Aren et al., 2013;
Stravinskiene et al., 2013; Cho and Sagynov., 2015; Hajli, 2015; Abu-Shamaa and Abu-Shanab,
2015; Xuetal., 2020; Tam et al., 2022; Napawut et al., 2022) have done studies in different product
and service categories and regions and found that there are repeating factors that are influencing
to buy online (Table 4.). For example, intention factors on buying online hedonism (online games,

luxury products) and utilitarian (groceries) also differ.

Table 5. Factors influencing intention to buy online proposed by researchers in literature

Author, Year Factors influencing intention to Research Field
buy online
Napawut et al., 2022 e Content marketing Effect of E-WOM on the
e E-Promotion Relationship Between Digital
e E-WOM Marketing Activities and
Intention to Buy Via Shopee
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Abu-Shamaa and Abu- e Perceived usefulness Intention to buy from online
Shanab, 2015 e Perceived ease of use stores: An empirical study in
e Technology trust Jordan
e Shopping site trust
Xu et al., 2020 e Rewards Online Purchase Intention
e Competition Through Gamification in
e Autonomy China
e Absorbtion
Tam et al., 2022 e Brand Awareness Intention to
e Brand Image buy low-cost airline flights
e \Website quality online
e Visual appeal
Stravinskiene et al., e Person-related factors Factors that influence
2013 e Product consumers’ intent to buy
e Price counterfeits
e Place/Situational factors
e Luxury good advertisement
Choetal., 2015 e Perceived Product Effects Of Factors On
Information Perceived Usefulness, Ease
e Price Perception Of Use, Trust, And Intention
e Convenience Perception To Purchase
e Perceived Product and
Service Quality
e Perceived Desire to Shop
without a Salesperson
Aren et al., 2013 e Perceived Ease-of-Use Repurchase intention at the
e Perceived Usefulness same e-shop
e Tust
Hajli, 2015 e Recommendations and Consumers’ Intention to Buy
referrals; on social commerce
e Ratings and reviews;
e Forums and communities;
e Trust.

Source: Developed by the author based on reviewed researches

Based on reviewed literature (Table 5) influencing factors on intention to buy online could
be analyzed as separate categories Aren et al., 2013; Stravinskiene et al., 2013; Cho et al., 2015;
Hajli, 2015; Abu-Shamaa and Abu-Shanab, 2015; Xu et al., 2020; Tam et al., 2022; Napawut et
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al., 2022): Marketing Factors, User experience factors, Insentrive factors, Product- related factors,
Person-related factors, and Trust factors:
e Marketing Factors: Content marketing, E-promotion, E-WOM, Brand Image,
Brand awareness; Rewards, Competition, Autonomy, Absorption;
e User Experience Factors: Perceived usefulness, Perceived ease of use, Shopping
site trust, Website quality, Visual appeal;
e Product-related factors: Product attributes, Place/situational factors, Product
information, Price;
e Person-related factors: Convenience perception, Perceived product and service
quality, Perceived Price, Perceived desire to shop without a salesperson;
e Trust Factors: Trust on the e-store, Technology trust; Recommendations and
referrals, Ratings and reviews Forums and communities.

In Conclusion, by categorizing influence factors, it is possible to better understand the
different aspects that influence consumers' intention to buy online, and e-commerce can easier
create Marketing strategies, build websites and analyze their customers. Researchers (Aditya et
al., 2023; Huarng and Yu, 2019, Prahiawana et al., 2021) highlight that Intention to repurchase is
depending on overll Satisfaction. Hasbullah et al., (2016) study finding confirmed that website
usability was perceived to be the most important factor same as trust factors (Abu-Shamaa and
Abu-Shanab, 2015; Pardede et al., 2018; Sullivan and Kim, 2018; Guo and Xia, 2023; Nurjanah
et al., 2023) because E-trust is considered as an important factor affecting the success (or failure)
of online shopping. Marketing decisions (e-promotions, rewards, etc.) (Akram et al, 2017) for
every e-commerce product also should be based on business category and the elements, because
not every brand. By learning customers' motivation to shop online companies will gain a deeper

understanding of how to convert customer traffic to sales.

2. METHODOLOGY OF RESEARCHING THE IMPACT ON
INTENTION TO REPURCHASE ON E-COMMERCE STORE

2.1. Empirical Research Background, Purpose and Objectives

In-depth Analysis of E-Commerce trends in Lithuania the is a common positive growth of
online shoppers as well as e-store numbers (EcommerceBD.com, 2022). For this research because
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of it’s popularity in Lithuania as a research object was selected “Pigu.It” online store. “Pigu.It” is
the leading online store in the Lithuanian e-commerce market (Table 6) by online net sales revenue
in e-commerce over the last and previous years 126.8 million Euros in 2022, followed by barbora.lt
with sales totaling 84.0 million Euros, and Senukai.lt with sales amounting to 62.4 million Euros
(Statista Research Department, 2023; EcommerceBD.com (2022). “Pigu.lt” is also the most
popular website by visitors indexed 82 229 920 visitors in 2022, followed by Senukai.lt with 66
488 860 indexed visitors and Telia.lt 30 501 142 indexed visitors (BPN Intence, September 2023;
ecom100.1t, 2022):

Table 6. Most popular websites in Lithuania by revenue and visitors

Most popular websites by revenue Most popular websites by visitors
EcommerceBD.com (2022) BPN Intence (2022)

1. pigu.lt 1. Pigu.lt

2. Barbora.lt 2. Senukai.lt

3. Senukai.lt 3. Telialt

4. Eurovaistine.lt 4. Varle.lt

5. Varle.lt 5. Topocentras.It

Source: Developed by the author based on EcommerceBD.com and BPN Intence data

“Pigu.It” could be also considered not only as an online store, but as market place because
of the specific website elements. However, in this research “Pigu.lt” will be considered as “e-
commerce store” or “online store” as typically Lithuanian market understands it as an online store.
Also the website elements for this research are typically found on both marketplaces and online
stores, not to differentiate the type of the store for during the research process. In addition, different
sources and E-commerce Statistical Databases such as Ccommercedb.com (2023), also uses the
term “e-commerce store” when presenting Lithuanian e-commerce market and “Pigu.lt”.
Researchers (Davidavi¢iené and Tolvaisas, 2011) on previous studies did not differentiate between
online store and the marketplace definition when analyzing “Pigu.lt” case. Competition Council
of the Republic of Lithuania (2023) in their survey’s results also concluded that in Lithuania there
are 5 marketplaces (including “Pigu.It”) that use hybrid selling platforms and they compete with
other distributors on their platform, which makes a “Pigu.1t” online store.

When choosing the category of procucts for this research the online sales in Lithuania were
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considered. The ECDB (EcommerceBD.com, 2022) presented seven markets within the
Lithuanian eCommerce market, where the largest was Hobby and Leisure (25.7%) of the total,
next in line are Electronics (20.9%), Fashion (17.8%), Furniture and Homeware (11.7%), Care
Products (9.4%), DIY (9.2%), and Grocery at the remaining the smallest (5.3%). According to the
statistics Electronics are taking the highest numbers in online shopping in Lithuania and because

of it’s popularity this product category was selected as a research object.

Purpose of the research
The purpose of the research is empirically to analyze if the relationship exists between
different Website quality elements such as Website Design, Website Information, and Website

Trust Elements and E-trust, E-Satisfaction, Perceived Eease-of-Use, and Perceived Usefulness.

Objectives of the empirical research:

Construct a conceptual research model based on literature review;
Develop hypotheses based on the findings of previous researches;
Establish a data collection framework;

Collect data by conducting empirical research method;

Test hypotheses by performing statistical methods (correlation, regression);

o ok~ wnE

Analyze the results and based on them make recommendations for e-commerce businesses.

2.2.  Conceptual model and hypotheses of the research

In this research functional User Experience website characteristics as independent
variables will be investigated while trying to relate them with the customer intentions on the online
store. Based on the theoretical aspects (Karahan, 2022; Vasquez and Martinez, 2020; Nurjanah,
2022) of repurchasing from an e-store several factors have been selected to create the research
conceptual model (Fig. 4). Usability Elements (Pastek et al., 2011) related to Website Quality
(Zhou and Zhang, 2009) such as Website Information Quality, Website Design and Product
Information Quality (Liu and Zhang, 2014) Website Trust Elements are repeating in reviewed
literature and as the main important for satisfied customer experience online. Also in this research
intention to repurchase will be evaluated through User Experience (UX) evaluation criteria (Hasan,

2022) such as Perceived Ease-of-Use and Perceived Usefulness which are mentioned in the
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reviewed literature are likely to enhance user satisfaction, trust and willingness to use a website
(Aren et al., 2013; Abu-Shamaa and Abu-Shanab, 2015; Maraga and Rashed, 2018). According to
some authors (Lu et al., 2011; Kim and Park, 2013; Soleimani, 2021) factors such as E-Trust lead
to intentions to purchase and it is explained that trust that directly affects the customer’s intentions.
Also Mamakou et. al, (2023) explain that E-Satisfaction performs then Customers experience
exceeds initial shopping expectations. Therefore, this research will determine the relationship of
different variables that affect the Intention to Repurchase goods on e-store. The conceptual
research model is depicted below (Fig. 4) also includes hypotheses, which are explained further.

Figure 4. Conceptual model of the research

Website .
. Perceived
Information HA1
R Ease of Use
Quality
H9
H3
E-Satisfaction
H2
H5
H10
Website HE H12
Design Perceived \ Intention to
H4 Usefulness Repur.chase
H11 / Online
H13
‘Website Trust
Elements

Source: Developed by the author based on Karahan (2022), Vasquez and Martinez (2020),
Nurjanah (2022).

Following the conceptual model visualization (Fig. 4) definitions the focus lies on the
relationships among variables and formulating hypotheses. Hypotheses of the research are formed
based on the analysis of scientific literature research and a formal statement compared with other
existing theories with simplified explanations (Sperry, 1970). The hypothesis shows the solution
to the problem (Singh, 2020), acts as a temporary solution, and helps the researcher to start his
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investigation (Singh, 2020). According to the conceptual model in this research, there are eight

constructs and thirteen hypotheses will be used for the empirical research.

2.2.1. Hypotheses Explanation

Information Quality and Perceived Ease-of-Use. High-quality information customers see
it as valuable when evaluating E-commerce Websites. The quality of the information, including
characteristics such as being up-to-date, accurate, useful, complete, and its presentation, is crucial
for customers (Lin, 2007). Researchers (Khaleel et al., 2005) also recognize the significance of
perceived ease of use, defined as the consumer's perception of the effort required to use a system
and ease of clarity of information, therefore, e-stores should prioritize user-friendly design and
clear interactions when shopping online. Other authors (Sun et. al, 2015; Zhou and Zhang (2009)
agree that Information Quality is an essential component of Website Quality evaluation which has
related to Perceived Ease-of-Use and eventually intention to purchase on the e-store. Based on

these theoretical arguments H1 hypothesis is formed:

Hzi: Information Quality on the e-store is positively related to Perceived Ease-of-Use.

Information Quality and Perceived Usefulness. Together with Ease-of-Use the Perceived
Usefulness is a determinant of technology usage (Peters and Bodkin, 2022). Usefulness as another
E-commerce Website’s Quality and Usability element evaluates the main user’s perception of how
much the usage of a system would improve the customer’s performance when shopping online
(Maraga and Rashed, 2018). Zhou and Zhang (2009) also study results showing that Information
Quality is the main factor affecting Perceived Usefulness and if Information Quality is poor, it will
be difficult for users to perceive the usefulness of the website. Researchers (Zhou and Zhang, 2009;
Peters and Bodkin, 2022) agree that perceived Usefulness also had moderating the relationship
between overall website quality, e-satisfaction and purchase intentions. Based on these theoretical

arguments H2 hypothesis is formed:

Hz: Information Quality on the e-store is positively related to Perceived Usefulness.
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Information Quality and E-Satisfaction. Information Quality during the shopping process
is likely to help customers easier to compare products, make decisions faster, and eventually lead
to E-Satisfaction. Lin's (2007) study suggested that improved information quality would lead
to high levels of customer satisfaction. Other authors (Ghasemaghaei and Hassanein, 2015)
analyzed the relationship between online Information Quality and consumer satisfaction, and the
results of their study show that indeed perceived Online Information Quality has a strong positive
influence on consumer satisfaction. However, Shodiq et al. (2018) in their study found that
Information Quality is less significant in Customer Satisfaction than Website Design and Service
Quality. Therefore, because of different opinions, there is a need to clarify if there is a relationship

between the above-mentioned variables, and the H3 hypothesis is proposed:

Hs: Information Quality on the e-store is positively related to E-Satisfaction.

Information Quality and E-Trust. To increase sales and decrease the intensity of risk,
companies should increase the level of online trust (Qalati et al., 2021). Kim and Peterson (2017)
suggest that if the information provided by the website is reliable and accurate it will increase the
consumer's trust. The results of Halik's (2020) study indicate that the quality of information has a
positive effect on trust, which means that the information distributed online and quality
information will increase customer’s motivation to buy. Wang et al., 2009 also agree in their
research that consumers with higher content satisfaction may believe that the information provided
is reliable, with high-quality website content and design, and that will make online consumers feel
that this website is trustworthy. Therefore, various information from online sellers must be detailed
about the quality of goods, prices, and discounts and this will make consumers more interested in
the online shopping process (Halik, 2020). Other research (Maity, 2014) findings also reveal that
information quality has significant effects online on WOM and e-trust. According to the reviewed

literature and suggestions by the authors H4 hypothesis is proposed:

Ha4: Information Quality on the e-store is positively related to E-Trust.

Website Design and Perceived Ease-of-Use. Website Design is likely is help customers
during their shopping process and lead to to Percieved Ease-of-Use. In their study, Khaleel et. al

(2005) Good user interface design plays an important role and is increasing User Experience.
35


https://www.sciencedirect.com/science/article/pii/S0378720615000695
https://www.researchgate.net/publication/338403234_INFLUENCE_OF_DESIGN_INFORMATION_QUALITY_AND_CUSTOMER_SERVICES_WEBSITE_ON_CUSTOMER_SATISFACTION#fullTextFileContent
https://www.researchgate.net/publication/348390115_Effects_of_perceived_service_quality_website_quality_and_reputation_on_purchase_intention_The_mediating_and_moderating_roles_of_trust_and_perceived_risk_in_online_shopping#fullTextFileContent
https://www.researchgate.net/publication/316146049_A_Meta-analysis_of_Online_Trust_Relationships_in_E-commerce
https://www.researchgate.net/publication/340590337_THE_IMPACT_ON_TRUST_AND_ONLINE_BUYING_DECISIONS_THROUGH_INFORMATION_QUALITY_CELEBRITY_ENDORSER_AND_PRICE_PERCEPTION_AT_INSTAGRAMS_IN_SURABAYA#fullTextFileContent
https://www.researchgate.net/publication/245528150_Information_quality_online_community_and_trust_A_study_of_antecedents_to_shoppers'_website_loyalty#fullTextFileContent
https://www.researchgate.net/publication/340590337_THE_IMPACT_ON_TRUST_AND_ONLINE_BUYING_DECISIONS_THROUGH_INFORMATION_QUALITY_CELEBRITY_ENDORSER_AND_PRICE_PERCEPTION_AT_INSTAGRAMS_IN_SURABAYA#fullTextFileContent
https://www.researchgate.net/publication/329687430_Quantifying_user_experience_in_using_learning_gamification_website#fullTextFileContent
https://www.researchgate.net/publication/329687430_Quantifying_user_experience_in_using_learning_gamification_website#fullTextFileContent

According to Kasinphila et. al, (2023) two critical components impact consumer perceptions of
online shopping: the website's "ease of use” and “information content”. Li and Yeh (2010)
researched mobile website design's influence on trust through ease of use, usefulness, and
customization and the results showed that certainly there is the influence of design aesthetics on

perceived ease of use. Thus, the H5 hypothesis is proposed for this research:

Hs: Website Design of the e-store is positively related to Perceived Ease-of-Use.

Website Design and E-Satisfaction. The design of an online retailer's website is one of the
most important factors when creating attitudes among users and it increases their desire to return
to the website (Kasinphila et al,. 2023). Therefore, according to Kassim and Abdullah's (2010)
study Website Design should prioritize a user-centric approach by ensuring that information is
displayed attractively displayed and organized for optimal accessibility for users. Tandon et al.
(2017) perceive Website Design as a Website Service Quality and added that Website Design
characteristics such as graphics, aesthetics, store layout, arrangement of hyperlinks, and proper
display of products all contribute to that Wesbsite Service Quality. In Rahi et. al, 2020 research
customer satisfaction played a mediating role in the conceptual model and results showed that
customer satisfaction significantly mediates the relationship with Web Design. Rahi et al. (2020)
also concluded that Website Design customer satisfaction are the key factors that influence on
behavioral intentions of users towards banking websites. Other researchers (Kasinphila et al. 2023)
added that eventually quality Website Design of this will lead users to a positive experience.

Therefore, based on theoretical researchers H6 hypothesis are proposed:

He: Website Design of the e-store is positively related to E-Satisfaction.

Website Design and E-Trust. The influence of Website Design on consumer Trust is one
of the critical aspects of online purchasing behavior (Kim and Peterson, 2017). Zhou and Zhang
(2009) consider Website Design is one of the Website Quality elements and confirm that Website
Quiality will affect user trust. If website quality is poor, users will feel that the site has no necessary
professional skills and won’t and fulfill its promises (Zhou and Zhang, 2009). As highlighted in

recent studies (Saoula et al., 2023) with visually appealing and creative Website Design positively
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shaping customer engagement and e-trust, also it makes customers less sensitive to product prices
and helps them for make a purchase decision faster. For example, the visual elements of a website,
including colors, patterns, and layout, have the potential to visual pleasure and improve their
understanding of the site (Guo et al., 2023). Saoula et al. (2023) study findings reveal significant
insights where Website Design positively develops e-trust among the customers and enhances the
chances of customer retention on the online store. Moreover, Guo et al., (2023) in their study used
Trust as a moderator and confirmed that trust could strengthen the relationship between website
design and satisfaction due to a positive evaluation of trustees. Based on the context above,

hypothesis H7 is proposed:

H7: Website Design of the e-store is positively related to E-Trust.

Website Trust Elements and E-Trust. Researchers (Prastiwi et. al, 2022; Gurav et al., 2023)
highlight that customers are looking for accurate and complete information in e-stores for
customers during their decision-making process and other customer reviews and ratings online are
becoming an electronic word of mouth (e-WOM). And it is because reviews and ratings are more
likely to give information about the product’s features, its utility, and the value obtained in return
for the money spent and describe the overall user’s experience Gurav et al., (2023). Recent studies
(Prastiwi et al., 2022; Peters and Bodkin, 2022) reveal that online consumer reviews and five-star
rating systems significantly impact trust and enhance the overall online shopping experience. In
the research about hotels booking Li et al., (2017) highlighted that positive information and
numerical rating details increase booking intentions and consumer trust, however, negative
information online can influence customer hotel booking intentions. Soares et al., (2022)
researched moderating effects of the relationship between online reviews and some product
characteristics on consumer’s trust and researchers suggest that online stores could benefit more
by promoting positive reviews for their customers. Trust and reviews are strongly associated with
each other confirm Podile et al., (2023) in their study. Therefore, based on the theoretical

arguments H8 hypothesis is formed:

Hs: Website Trust Elements on the e-store are positively related to E-Trust.
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Perceived Ease-of-Use, Perceived Usefulness and E-Satisfaction. In order to find key
factors affecting online customer satisfaction and repurchase intention there is a need to prove
which elements in online shopping process have the most influence. Authors (Tandon et al.,2017)
often investigate e-satisfaction through website quality dimensions, i.e. website functionality,
perceived usability (including ease of use), and perceived usefulness and others (Cuong, 2023)
through determinant website factors such as perceived ease to use, perceived usefulness, website
design quality, and price perception. Raihan and Soepatini, (2023) conducted research with the
aim of knowing the effect of customer satisfaction in building brand loyalty through customer
satisfaction, and the results showed that there is a considerable impact on satisfaction is provided
by the ease of use, seller reputation, and perceived usefulness. Other research (Tandon et al., 2017)
findings reveal that perceived usefulness and website functionality have a positive impact on
customer satisfaction, whereas perceived usability (ease of use of the website) had a significant
but negative impact on customer satisfaction. Also according to Cuong (2023) to research
conceptual model, perceived usefulness and perceived ease of use influence individuals’
behavioral intentions. Hence, based on reviewed literature and authors discussions the following

hypotheses H9 and H10 are proposed:

Ho: Perceived Ease-of-Use on the e-store is positively related to E-Satisfaction;

Hzio: Perceived Usefulness on the e-store is positively related to E-Satisfaction.

E-Trust and E-Satisfaction. Users always will expect to visit an easy-to-use, useful, and
trustworthy e-commerce website and when this expectation is met, users will be satisfied (Zhou
and Zhang, 2009). Authors (Ghane et al., 2011) investigated e-loyalty in online banking and
proposed in their conceptual model that e-trust affects e-satisfaction. The results of their study
(Ghane et al., 2011) revealed that e-trust is significantly affects customer e-satisfaction and online
retailers should realize that to build e-loyalty and e-satisfaction, there has to be a prior development
of e-trust. Zhou and Zhang (2009) also tested if e-trust will significantly affect user e-satisfaction
and among all investigated factors affecting satisfaction, trust has the largest effect. Horppu et al.,
(2014) investigated the opposite hypothesis that e-satisfaction has an effect on e-trust and also in
their results found that e-satisfaction has a positive effect on e-trust. A recent study (Juwaini et al.,

2022) also investigated if E-Trust has a direct and positive effect on E-Satisfaction and the results
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showed that E-Trust had a positive effect but not significant to E-Satisfaction and that E-Trust had
a negative but not significant effect on e-satisfaction. Also, Bulut, (2015) the study results revealed
that e-trust has the pivotal role on Intention to Repurchase online. Based on authors discussions
the following Hypothesis H11 is proposed:

Hi1: E-Trust on the e-store is positively related to E-Satisfaction;

E-Trust and Intention to Repurchase. Trust is a fundamental component of online shopping
and a lack of trust will prevent customers from re-engaging in online shopping transactions
(Nurjanah et al., 2023). In reviewed literature (Kassim and Abdullah, 2010; Fang et al., 2014;
Bulut, 2015; Pardede et al., 2018; Sullivan and Kim, 2018; Nurjanah et al., 2023; Guo and Xia,
2023; online trust is one of the main variables for the intention to purchase from the same online
store. The customers carry out repurchase intention if they feel the benefits and that they will
decide to repurchase on the same online store (Nurjanah et al., 2023). Several (Pardede et al., 2018;
Sullivan and Kim, 2018; Guo and Xia, 2023; Nurjanah et al., 2023) studies results proved that
online trust had a positive impact on repurchase intention. Researchers (Sullivan and Kim, 2018)
add that repeat consumers have a better perception on what to expect from the online store and it
can be directly turned into trust after the initial purchase. However, there was also a different
finding in Aditya at al., (2023) research where e-trust affect intention to repurchase wsa not

supported. Based on theoretical findings and discussions, the following hypothesis is proposed:

Hi2: E-Trust on the e-store is positive impact on Intention to Repurchase.

E-Satisfaction and Intention to Repurchase. If customers have already had a good shopping
experience on a website, they would likely would repurchase from the same website (Rita et al.,
2019). Researchers (Aditya et al., 2023) in their study have proven that E-satisfaction positively
and significantly influences e-WOM and Repurchase Intention. In another study (Tandon et al.,
2017) customer satisfaction played a mediating role between website service quality and
repurchase intentions in the context of online shopping and results stated that customer satisfaction
has a significant positive effect on repurchase intention. In the research on accommodation
services, it was also proven that customer satisfaction will affect continuous consumption behavior

(Huarng and Yu, 2019). Prahiawana et al., (2021) investigated if customers will shop or use the
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same website and if they were satisfied, this study results found that satisfaction has a positive but
insignificant effect on repurchase intention. Therefore, based on the theoretical arguments and

discussion H13 hypothesis is formed:

Ha13: E-Satisfaction on the e-store is positive impact on Intention to Repurchase.

2.3.  Methods and procedures for data collection

Research Method. Quantitative research method was chosen to collect data using an online
survey. Quantitative research will allow to achieve the set empirical research goals and to collect
data from respondents which is suitable for statistical analysis in this research. This method was
selected based on existing practice from similar studies related to consumers’ repurchasing
intention, where also online survey was conducted during the research process (Usas and Jasinkas,
2021; Vasanthakumar, 2023; Sari and Darma, 2022; Baia et. al, 2008; Priyadarshini et al., 2017,
Seckler et al., 2014; Mamakou et al., 2023; Sun et al., 2015; Nurjanah et al., 2022; Augustine and
Adnan, 2020). Also according to Dik¢ius (2011), a questionnaire is a convenient method because
respondents have a low probability of response errors which is the main goal of the research. Also,
this quantitative method allows to research different customer behaviors such as purchase
behavior; choice criteria; consumption behavior; consumer satisfaction; consumer needs;
consumer demographic data; and even consumer psychographic data (Dik¢ius, 2011) and this suits
with the main intention of this research.

The online survey was conducted on the "Google Forms™ platform. The survey was open
for answers in November and December 2023 until the required sample size was reached. The
online survey was distributed to the respondents through Social Media Channels such as Facebook,
Instagram, and personal Messenger texts. Before distributing the online survey, respondents were
informed about the research purpose, and what data would be used, how long it would take to
answer, that this survey is anonymous. Online store’s “Pigu.lt” main market is based in Lithuania;
therefore, the potential survey participants are also based in Lithuania. For that reason, the online
questionnaire was translated from English to Lithuanian language (Annex 1 and Annex 2) trying
to minimize the chance of incorrect interpretation of the answers and to get more precise data from
the native speakers.

The online questionnaire consisted of a total of 11 questions. Also participants only over
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18 years old were invited to complete the survey. All invited respondents were required to answer
a control question, asking whether they had online shopping experience on the “Pigu.lt” online
store. If the respondent answered “no” that he/she did not purchase on “Pigu.lt” online store and
this survey will be removed from the final survey results. The following questions (questions Nr.
4-9) were on a 5-point Likert scale ranging from “strongly disagree”, “disagree”, “neither agree
or disagree”, “agree “strongly agree”. Other question were nominal type (questions Nr. 2, 11, 12)
about shopping frequency and demographic questions. And question Nr. 3 was multiple-choice
question where respondents could select up to 3 answers when naming the most popular categories
they buy on “Pigu.It”.

In total, eight constructs (Table 7) by forming Likert scale questions were selected in this
research based on previous researches (Lin, 2007; Kassim and Abdullah, 2010; Prastiwi et. al,
2022; Li and Yeh, 2010; Peters and Bodkin, 2022; Mamakou et. al, 2023; Usas and Jasinskas,
2021; Nurjanah, 2022): Website Information, Website Design and Website Trust Elements and E-

trust, E-Satisfaction, Perceived Eease-of-Use, and Perceived Usefulness:

Table 7. Modified constructs for conducted online survey

Author, Year Construct
Website 1. The online retailer provides up-to-date information;
Information 2. The online retailer provides useful information;
Quality, 3. The online retailer provides complete information.
Lin, 2007
Website Design 1. The information on the site is attractively displayed;
2. The information on the site is well organized,;
Kassim and 3. The information on the site is easy to understand and follow;
Abdullah, 2010 4. The site layout and colors are appealing.
Website Trust 1. I think the reviews of the purchase experience with “pigu.lt” are accurate;
elements 2. In my opinion, the reviews of the purchase experience with “pigu.It" provide
relevant information about the products;
Prastiwi et. al, 3. In my opinion, the reviews of the purchase experience with “pigu.lt” provide
2022 honest testimonies;

4. 1 think the reviews of the purchase experience with “pigu.It” are very useful
before purchasing products;

5. Ratings (stars) given by other purchasers help me rate the “pigu.lt” product and
the seller;

6. Ratings (stars) given by other purchasers increase my knowledge of the
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products and sellers.

=

Perceived Ease of It is easy to get the e-store to do what | want;
use The interactions with the e-store are clear and understandable;
Li and Yeh, 2010 3. The e-store is easy to use.

N

=

Perceived
Usefulness

E-store provides good information about quality and price;

E-store Improves my performance in assessing the product quality and price;
3. E-store increases my effectiveness for product quality and price assessment
Peters and Bodkin, onling;

n

2022 4. Reviews on the e-store are useful for evaluating the product's quality and price.
E-Satisfaction 1. I am satisfied with my last Internet purchase;
Mamakou et. al, 2. | like to make purchases from this e-store;
2023 3. Overall, | am satisfied with the experience provided by this e-strore.
E-Trust 1. | feel comfortable relying on this e-store when | need to buy something;
Usas and Jasinskas, | 2. I’d trust this e-store’s administration to do the job right;
2021 3. | am quite certain what to expect from this e-store;
4. | believe this website shop will always act in my best interest.
Intention to 1. Prefer to shop online at the online store rather than offline;
Repurchase 2. Intend to revisit the online store in the future;
3. If I want to buy the product again, I will buy it in the online store;
Nurjanah, 2022 4. Have a high level of willingness to repurchase products in the online store;
5. Would recommend shopping online at the online store to others;
6. Will tell others about positive experiences when shopping online at the online

store.

Source: Developed by the author based on reviewed authors

Sampling Size. For the current research, the non-probability convenience sampling
method was chosen because the respondents will be reached through online social media platforms
and also this research was not provided with a budget for employing venues or different research
technology. By setting the sample size 10 similar topic researches (Usas and Jasinkas, 2021;
Vasanthakumar, 2023; Sari and Darma, 2022; Baia et al., 2008; Priyadarshini et al.,2017; Seckler
et al., 2014; Mamakou et al., 2023; Sun et al.,(2015; Nurjanah et al., 2022; Augustine and Adnan,
2020) (Table 8, Annex 3) on User Experience, Website Quality, and Repurchase Intention were
compared. To present the scope of the researched topic the countries (Lithuania, India, Indonesia,
Yemen, China, Switzerland, Greece, USA, and Malaysia) were also included. Based on
researchers examples, the average sample size of 10 researches was calculated and 258

respondents are required for to participate on the online survey:
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Table 8. Comparable researches Sampling Size Average

Author, Year Research Topic Research Method | Sampling | Country
Usas and Jasinkas, Website quality factors and Online Survey 154 Lithuania
2021 customer loyalty
Vasanthakumar, Website trust, consumer Online Survey 235 India
2023 satisfaction, loyalty and its

effects on online food

ordering services
Sari and Darma, Website Quality, Brand Online Survey 150 Indonesia
2022 Image, Brand Trust,

Repurchase Intentions,

Customer Satisfaction
Baia et al., 2008 The impact of website quality | Face-to-Face 180 China

on customer satisfaction and Survey

purchase intentions
Priyadarshini et al., | Effect of information quality, | Online Survey 385 India
(2017) attitude toward the website
Seckler etal., 2014 [ UX and Website Online Survey 221 Switzerlan

characteristics, Trust d
Mamakou et al., Satisfaction in e-commerce, e- | Online survey 310 Greece
(2023) service quality and UX
Sun et al., (2015) E-commerce service quality, Online survey 308 China and

website quality USA
Nurjanah et al., Repurchase Intention on Online survey 254 Indonesia
(2022) Online Marketplace, Trust
Augustine and Perceived Price, Website Online survey 384 Malaysia
Adnan, (2020) Trust, Online Reviews

Average: 258

Source: Developed by the author based on reviewed authors

Data Analysis and Statistical Processing Procedures. During the empirical study, the
collected data were processed using the IBM SPSS Statistics 29.0 program. To continue this
research, first, the reliability of the constructs had to be tested by using Cronbach's Alpha (a)
coefficient analysis (Piikénas, 2009). The value of this coefficient ranges from 0 to 1. If the value
of Cronbach's alpha coefficient is less than 0.6, then the reliability of the scale is too low, reliability

is not high if 0.6-0.7, but adequate for testing. Pakalniskiené (2012) suggests that a questionnaire
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is considered reliable if Cronbach's Alpha coefficient is higher than 0.6., If the Cronbach's Alpha
score is lower than 0.6 it indicates that the items do not correlate with each other and are not related
to the studied element. However, in most scientific studies Cronbach's Alpha is higher than 0.7.
(Pakalniskiené, 2012) The results are also questionable if Cronbach's Alpha is higher than 0.95
because the statements are considered too identical.

When calculating Cronbach's Alpha is also needed to generate new variables and calculate
the value of the construct. Individual statements are not analyzed, but an average is calculated for
each respondent from the statements in the construct. The main goal of this analysis is to
demonstrate that certain variables are related based on a common factor and to eliminate attributes
if needed that belong to multiple variables created or are not suitable according to the analysis.

Later, checking the normality of the interval variables is important in order to learn which
direction the research analysis can be conducted. In statistics, normality tests help us figure out if
a set of data follows a typical bell-shaped curve (normal distribution). These tests also help
estimate the likelihood of the data's underlying random variable being distributed in a normal way.
Shapiro-—Wilk and Kolmogorov-Smirnov test (K-S test) tests results can show if the data
distribution curve is normal or non-normal. This means that the variable fits the normal distribution
curve if the significance of Shapiro-Wilk and Kolmogorov-Smirnov tests is higher than 0.05 (p <
0.05), if lower non-normal distribution. In scientific literature, both tests are used in calculating
normality, but Shapiro-Wilk is considered more reliable when the sample size is bigger (< 50).
(Bilevic¢iené and JonuSauskas, 2011; Pakalniskiené¢, 2012).

The selected variables further are examined through correlation analysis. The correlation
coefficient does not indicate which variable is the cause and which one is the effect. Correlation
analysis shows the relationships between variables and if they are a in statistically significant
relationship. (Bilevi¢ien¢ and JonuSauskas, 2011). Commonly in statistics Pearson's or Spearman’s
correlation coefficient are used to assess the degree to which two variables are linearly related.
The Pearson correlation coefficient is calculated to assess the relationship of quantitative (ordinal)
variables, while the Spearman correlation coefficient is used to evaluate the relationship of two
scale or quantitative (ordinal) variables. The strength of the relationship between two scale
variables or ordinal variables with a non-normal distribution is assessed using the Spearman
correlation coefficient. According to Bilevi¢iené and JonuSauskas (2011) strength of correlation is

interpreted based on coefficients (Table 9):
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Table 9. Ranges and Strength of Correlation

Correlation Range Strength of Correlation
09to1.00r-0.9t0-1.0 Very Strong
0.7t00.90r-0.7t0-0.9 Strong
0.5t00.7 or-0.5t0 -0.7 Moderate
0.3to0.50r-0.3t0-0.5 Weak
Below 0.3 or above -0.3 Insignificant

Source: Developed by the author based on Bilevi¢iené and Jonusauskas (2011)

This coefficient evaluates the strength of the relationship based on the ranks of the variables
rather than their actual values. Therefore, which analysis Pearson's or Spearman’s correlation
coefficient will be used in this analysis it will depend on the normality test results, if normal
distribution - Pearson’s, if non-normal - Spearman's (Bileviciené and JonuSauskas (2011), because
the analyzing variables are measured in scale.

In order to find the impact of the variables on intention to repurchase on e-store is needed
to conduct the linear regression. When the correlation coefficient is calculated, the existence of
relationships is determined, the regression can be performed. According to Li et al., (2012) even
when a variables is not distributed normally, linear regression remains a statistically suitable

technique in studies of larger sample sizes.

3. RESULTS AND DISCUSSION OF AN EMPIRICAL STUDY ON USER
EXPERIENCE AND E-TRUST ELEMENTS' IMPACT ON REPURCHASE
INTENTION FROM E-COMMERCE STORES

3.1. Reliability of the constructs
In analyzing the results of the research on the Impact of Website Elements, Ease of Use,
Usability of the website, E-Trust, E-Satisfaction, and their influence on the Intention to Repurchase
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from the same electronic store, the internal reliability of the questionnaire scales was assessed. To
determine the suitability of the collected data for further analysis, Cronbach’s Alpha (o) was
calculated, as shown in Table 10 (Annex 4). This step aims to evaluate the internal consistency of
the scales used in the questionnaire:

Table 10. Reliability of the constructs by Cronbach Alpha

Construct Number of questions Cronbach Alpha (o)
Website Information Quality 3 0.758
Website Design 4 0.879
Website Trust elements 6 0.831
Ease of use 3 0.927
Usefulness 4 0.862
E-Satisfaction 3 0.872
E-Trust 4 0.839
Intention to repurchase 6 0.811

Source: Developed by the author based on the results of the "SPSS Statistics" program

The results of the Cronbach's Alpha analysis present the reliability of various constructs in
this study. Overall, all constructs are considered reliable, as the range of Cronbach’s Alpha values
spans from 0.758 to 0.927, falling within the brackets of acceptable reliability. In general, this
analysis confirms that there is a consistent internal reliability among the sets of questions
corresponding to each construct. Website Information Quality (a = 0.758), Website Design (o =
0.879), Website Trust Elements (o = 0.831), Ease of Use (a = 0.927), Usefulness (o = 0.862), E-
Satisfaction (o = 0.872), E-Trust (a. =0.839), Intention to Repurchase (o = 0.811). Therefore, from
the data provided in Table 10, it can be seen that the collected data is reliable and suitable for

further analysis.

Normality test of the constructs. It appears that for all the variables listed, including
Website Information Quality, Website Design, Website Trust Elements, Ease of Use, Usefulness,

E-Satisfaction, E-Trust, and Intention to Repurchase, the significance level (p-value) is less than
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0.05. This indicates that the data for each variable significantly deviates from a normal distribution
(Table 11, Annex 5):

Table 11. Normality test results of the constructs

Variable Sig. (p) Decision

Website Information Quality <.001 p < 0.05 Non-normal distribution
Website Design <.001 p<0.05 Non-normal distribution
Website Trust elements <.001 p<0.05 Non-normal distribution
Ease of use <.001 p<0.05 Non-normal distribution
Usefulness <.001p<0.05 Non-normal distribution
E-Satisfaction <.001p<0.05 Non-normal distribution
E-Trust <.001p<0.05 Non-normal distribution
Intention to repurchase <.001p<0.05 Non-normal distribution

Source: Developed by the author based on the results of the "SPSS Statistics" program

It appears that for all the variables Website Information Quality, Website Design, Website
Trust Elements, Ease of Use, Usefulness, E-Satisfaction, E-Trust, and Intention to Repurchase, the
significance level (p-value) is less than 0.05. This indicates that the data for each variable
significantly deviates from a normal distribution. To further assess the normality of the
distributions, you mentioned the use of the Kolmogorov-Smirnov and Shapiro-Wilk tests. If the p-
values from these tests are below 0.05, it supports the decision that the distributions are non-
normal. After this test is is clear that Spearman’s correlation coefficient will be used in this analysis

to find which factors are the most significant for the intention to repurchase on the same e-store.

3.2. Analysis of sample structure

The online survey, was conducted on “Pigu.It” shopping experience with a total of 260
participants. It provides a comprehensive examination of the respondent sample’s characteristics.
Respondents were asked to present data such as gender, age group, how often they make purchases
during the yrar, and the most often purchased product categories (Annex 6). This info helps to

understand the shopping habits and choices of the targeted group and also to make assumptions
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furher in the analysis, eventually to make conclusions and suggestions for e-commerce business.
The gender breakdown (Table 12) indicates a majority of female participants, accounting

for 64.6% (168, N=260), while male participants make up 35.4% (92, N=260) of the surveyed

group. The majority of female participants reflect the diversity of online shoppers in Lithuania and

underscores the active participation of women in the survey.

Table 12. Respondents by gender

Gender Frequency Percent
Woman 168 64.6 %
Man 92 354 %
Total N 260 100 %

Source: Developed by the author based on the results of the "SPSS Statistics” program

This proportion aligns with cultural norms emphasizing gender roles in the purchase
decision-making process, where women tend to be more involved in family-related decisions.
Insights from research (Bednarska-Wnuk and Noga, 2023) in the Polish market, which is similar
to Lithuanian culture, emphasize that women are more inclined to make purchase decisions
influenced by time-limited offerings, online promotions, special offers, and price consideration is
much higher than men. Furthermore, male-dominated decisions are shifting towards joint decisions
of household items such as automobiles, televisions, or financial planning. Men usually get
information quickly by noticing important details, while women prefer depth information searches.
Women often trust their instincts and are subjective and intuitive, while men tend to be more
analytical and logical, forming opinions based on other people's experiences rather than trying
things themselves (Bakshi, 2012). Researchers agree that understanding gender-based tendencies
is crucial for online marketers to better satisfy customers (Kusa et al., 2014; Bednarska-Wnuk and
Noga 2023; Bakshi, 2012), however, gender is not only one market segmentation variable, which
has an impact on the decisions (Bakshi, 2012) and needs to include more insights.

The age distribution of the survey participants illustrates distinct proportions across
different age groups Table 13. The 18-27 age group constitutes a relatively smaller presence,
representing 11.5% (30, N=260) of the respondents. In contrast, the 28-37 age group dominates,
comprising 61.5% (160, N=260), indicating a significant participation from individuals within this
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age range. The 38-47 age group accounts 17.3% (45, N=260) participation, the 48-57 age group
represents 6.9% (18, N=260), while participants aged 58 and above make up the lowest numbers
of 2.7% (7, N=260). According to Statista. com (2023) in the European Union, the most frequent
customers online are aged 25 to 34 which presents the most active age group and this age bracket

is similar and aligns with the survey respondents.

Table 13. Respondents by Age

Age Frequency Percent
18-27 30 11.5%
28-37 160 61.5 %
38-47 45 17.3%
48-57 18 6.9 %

58 and more 7 2.7%
Total N 260 100 %

Source: Developed by the author based on the results of the "SPSS Statistics™ program

In scientific literature age is also common research topic. For example, Knezevic et al.
(2020) were looking at generations purchase intentions. According to Knezevic et al. (2020)
presentation of age brackets for generations, this research also has a main focus on Generation Z,
Y (Millennials) with the highest number of respondents 73 % (aged 18-27 and 28-37 years groups),
while in generation X and Baby Boomers group has 27 % of respondents (38-47, 42-57 and over
58 years).

More researches are done (Law and Ng, 2016; Boardman and McCormick, 2019) which
indicates differences between online shopping experiences among age groups. For example, it is
noted that individuals aged 50 or under have a more positive attitude toward online purchases and
find it easier to navigate or find information on e-commerce platforms compared to those aged 51
or older (Law and Ng, 2016). The older groups have more challenges in adopting online purchasing
habits, requiring additional time and assistance (Law and Ng, 2016) and this fact indicates the
lower number of online shoppers in Lithuania as well. In online fashion research (Boardman and
McCormick, 2019) differences were noticed in how various age groups responded to product
presentations when consumers in their 30s and 50s took longer looking at the product presentation

and spent more time in their decision-making compared to consumers in their 20s and 60s, also
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individuals in their 20s showed low interest in looking at presented images. This finding shows
that Web Design is also an important factor for age groups when considering in creating online
shopping experiences.

Additionally, the survey corresponds Table 14 to the respondents' purchase frequency on
"Pigu.lt". This insight highlights how often this e-store is used during the year. 74.2% (193,
N=260) of respondents answered that they buy “4 or less times” per year and 25,8% (67, N=260)
buy “5 times and more”. According to Statista.com (2023) in Lithuania, nearly 24% of Internet
users have purchased online within the past three months in year of 2021 and approximately two-
thirds of Lithuanian Internet users purchased at least one time online over a year of 2022. It aligns

with the respondents' answers that online purchases are done every three months or less.

Table 14. Respondents Frequency of shopping frequency on “Pigu.lt” during one year

Times Frequency Percent

5 and more times 67 25.8 %
4 and less times 193 74.2 %
Total N 260 100 %

Source: Developed by the author based on the results of the "SPSS Statistics" program

Furthermore, the survey investigated the preferred product categories on "Pigu.lt”". The
survey question allowed respondents to give more than one answer. Table 15 presents a ranked list
and it gives insights into which category is the most popular among online shoppers. “Electronics
and Household Appliances” were dominating at 51.9% (136 mentions), followed by “Children and
Babies Items” at 29% (76 mentions). Other frequently chosen categories were “Perfumes and
Cosmetics” (68 mentions, 26%), “Sports, Leisure, Tourism” (64 mentions, 24.4%), and “Kitchen
and Household Goods” (58 mentions, 22.1%). This corresponds with the ECDB
(EcommerceBD.com, 2022) presented data where the largest e-commerce market in Lithuania was
Hobby and Leisure (25.7%) and second place -  Electronics (20.9%).

Table 15. The most popular "Pigu.lt" categories among respondents

Category Frequency Percent

Electronics and household appliances; 136 51.9%
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Children and babies items; 76 29%

Perfumes and cosmetics; 68 26%

Sports, leisure, tourism; 64 24.4%
Kitchen and household goods; 58 22.1%
Computer technology; 45 17.2%
Gifts, decorations, flowers; 38 14.5%
Furniture and home interior; 37 14.1%
Animal goods; 37 14.1%
Mobile phones, Photo and Video; 33 12.6%
Clothing, footwear, accessories; 33 12.6%
Other goods; 26 9.9%
For cars; 14 5.3%
Garden; 14 5.3%
Office, school, supply, creativity; 14 5.3%
Books; 9 3.4%
Sale (damaged packaging, goods in minus); 9 3.4%
Plumbing, repair, heating; 7 2.7%
Disinfectant medical goods; 4 1.5%
Smart home; 4 1.5%
Food products. 2 0.8%

Source: Developed by the author based on the results of Google Forms statistics

The Table 15 present a range of product categories, on the diverse preferences of online
shoppers on "Pigu.lt". Other categories include “Computer technology” (17.2%, 45 mentions),
“Gifts, decorations, flowers” (14.5%, 38 mentions), “Furniture and home interior” (14.1%, 37
mentions), “Animal goods” (14.1%, 37 mentions), “Mobile phones, Photo and Video” (12.6%),
and “Clothing, footwear, accessories” (12.6%). The least mentioned categories such as “Cars
items”, “Garden”, and “Office, school, supply, creativity”, also were selected. “Medical good” and
“Food” categories were mentioned poorly, which shows that “Pigu.lt” is not focusing on these
categories, and other platforms are used in the Lithuanian market. The data underscores the variety
of items purchased on the platform, providing information for understanding better consumer

behavior in online shopping.
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3.3. Hypotheses testing results
(Annex 7) To confirm if the Information Quality on the e-store is positively related to
Perceived Ease-of-Use the H1 hypothesis was proposed for correlation testing (Spearman): H1:
Information Quality on the e-store is positively related to Perceived Ease-of-Use;

Table 16. Correlation results between Website Information Quality and Perceived Ease-Of-Use

Spearman Perceived Ease-Of-Use
Website Information Correlation coefficient 0.432**
Quality

Sig. (p-value) <0.001

** Correlation is significant at the 0.01 level (2-tailed)
Source: Developed by the author based on the results of the "SPSS Statistics” program

The correlation analysis presented in the Table 16 supports the hypothesis (H1) that
“Information Quality on the e-store is positively related to Perceived Ease-of-Use”. The correlation
coefficient between Website Information Quality and Perceived Ease-of-Use is R = 0.432. The
positive coefficient sign indicates a positive relationship also as the Website Information Quality
on the e-store increases, the Perceived Ease-of-Use tends to increase as well. Statistical
significance with correlation coefficient a significance level (p-value) of less than 0.001. In this
case is indicated as “<0.001” and this suggests that the correlation is statistically significant.
According to Bilevic¢iené and JonuSauskas (2011) strength of correlation is weak (Table 16). In
summary, based on the provided correlation analysis, the results support the hypothesis and H1 is
accepted (R = 0.432, p = <0.001) that suggests a positive relationship between Information
Quality and Perceived Ease-of-Use and there is a statistically significant positive correlation

between these two variables.

Following hypothesis acceptance analysis for H2: Website Information Quality on the

e-store is positively related to Perceived Usefulness;

Table 17. Correlation results for Website Information Quality and Perceived Usefulness

Spearman Perceived Usefulness
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Website Information Correlation coefficient 0.501**
Quality

Sig. (p) (2 tailed) <0.001

** Correlation is significant at the 0.01 level (2-tailed)

Source: Developed by the author based on the results of the "SPSS Statistics" program

The correlation analysis supports the hypothesis that “Information Quality on the e-store
is positively related to Perceived Usefulness” (H2). The correlation coefficient R = 0.501 signifies
the positive relationship between the Website Information Quality on the e-store and the Perceived
Usefulness. The statistical significance of this correlation is reflected in a p-value of less than
0.001, suggesting a low probability of encountering that correlation through random chance.
Statistical significance is at the 0.01 level, further strengthening of the relationship. The correlation
coefficient (R = 0.501) with a statistically significant p-value of less than 0.001, indicates that as
the Information Quality on the e-commerce website improves, users are more likely to perceive
the e-store as more useful for enhancing their performance during online shopping. According to
Bileviciené and Jonusauskas (2011) strength of correlation is moderate (Table 17). In conclusion,
the results confirm the hypothesis and therefore H2 is accepted (R = 0.501, p = <0.001) and
suggests a positive relationship between Information Information Quality on the e-store and
Perceived Usefulness and there is a statistically significant positive correlation between these

two variables.

Following hypothesis acceptance analysis for H3: Website Information Quality on the

e-store is positively related to E-Satisfaction;

Table 18. Correlation results for Website Information Quality and E-Satisfaction

Spearman E-Satisfaction
Website Information Correlation coefficient 0.402**
Quality

Sig. (p) (2 tailed) <0.001

** Correlation is significant at the 0.01 level (2-tailed)

Source: Developed by the author based on the results of the "SPSS Statistics™ program
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The results of the analysis provide support for hypothesis (H3), which reveal a positive
relationship between Website Information Quality and E-Satisfaction. By employing Spearman's
test, a significant positive correlation coefficient 0.402 (p < 0.001) was obtained and H3 is
accepted (R = 0.402, p = <0.001). This acceptance of the hypothesis indicates that as the quality
of information on the e-store’s website increases, there is a corresponding rise in E-Satisfaction
among users. According to Bilevi¢iené and Jonusauskas (2011) strength of correlation is weak
(Table 18). The statistically significant correlation underscores the importance of focusing on
and enhancing the information quality provided on the website to positively influence customers'

satisfaction levels.

Analysis is followed by the hypothesis H4 testing, if Website Information Quality has is
relationship to E-Trust H4: Website Information Quality on the e-store is positively related to
E-Trust;

Table 19. Correlation results for Website Information Quality and E-Trust

Spearman E-Trust
Website Information Correlation coefficient 0.393**
Quality

Sig. (p) (2 tailed) <0.001

** Correlation is significant at the 0.01 level (2-tailed)

Source: Developed by the author based on the results of the "SPSS Statistics™ program

The analysis supports Hypothesis H4, which posited a positive relationship between
Website Information Quality and E-Trust in the context of the e-store. This analysis is using
Spearman’s test which revealed a significant positive correlation coefficient of 0.393 (p < 0.001)
between Website Information Quality and E-Trust (Table 19). Therefore, based on the results,
Hypothesis H4 is accepted (R = 0.393, p < 0.001). According to Bilevi¢iené and JonuSauskas
(2011) strength of correlation is weak. The correlation being statistically significant at the 0.01

level supports the hypothesis that Website Information Quality on the e-store is positively related
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to E-Trust. This suggests that as the quality of information on the e-store’s website improves, there

is a corresponding increase in E-Trust among users.

Following correlation analysis for H5: Website Design of the e-store is positively

related to Perceived Ease-of-Use;

Table 20. Correlation results for Website Design and Perceived Ease of Use

Spearman Perceived Ease of Use
Website Design Correlation coefficient 0.584**
Sig. (p) (2 tailed) <0.001

** Correlation is significant at the 0.01 level (2-tailed)

Source: Developed by the author based on the results of the "SPSS Statistics" program

The analysis supports Hypothesis H5, indicating a positive relationship between Website
Design of the e-store and Perceived Ease-of-Use. The Spearman’s test results show a significant
positive correlation coefficient (R = 0.584, p < 0.001), therefore, hypothesis H4 is accepted. This
acceptance of the hypothesis suggests that as the design of the e-store’s website improves, there is
a corresponding increase in Perceived Ease-of-Use among users. According to Bileviciené and
Jonusauskas (2011) strength of correlation is moderate (Table 20). The statistically significant
correlation emphasizes the importance of effective Website Design in influencing users’

perceptions of Ease-of-Use.

Following correlation analysis for H6: Website Design of the e-store is positively

related to E-Satisfaction;

Table 21. Correlation results for Website Design and E-Satisfaction

Spearman E-Satisfaction
Website Design Correlation coefficient 0.448**
Sig. (p) (2 tailed) <0.001
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** Correlation is significant at the 0.01 level (2-tailed)

Source: Developed by the author based on the results of the "SPSS Statistics” program

The analysis strongly supports Hypothesis H6, indicating a positive relationship between
the Website Design of the e-store and E-Satisfaction. The Spearman correlation coefficient shows
(R = 0.448, p < 0.001) a significant positive correlation. Therefore, H6 is accepted. This
acceptance of the hypothesis suggests that as the website design improves, there is a substantial
increase in E-Satisfaction among users. According to Bilevi¢iené and Jonusauskas (2011) strength
of correlation is weak (Table 21). The statistically significant correlation underscores the critical
role of website design in shaping users' satisfaction levels.

Following correlation analysis for H7: Website Design of the e-store is positively
related to E-Trust;

Table 22. Correlation results for Website Design and E-Trust

Spearman E-Trust
Website Design Correlation coefficient 0.458**
Sig. (p) (2-tailed) <0.001

** Correlation is significant at the 0.01 level (2-tailed)

Source: Developed by the author based on the results of the "SPSS Statistics™ program

The analysis strongly supports Hypothesis (H7), indicating a positive relationship between
the Website Design of the e-store and E-Trust. The correlation analysis shows a highly significant
positive correlation coefficient (R = 0.458, p < 0.001), therefore H7 is accepted. This acceptance
of the hypothesis suggests that as the website design improves, there is a substantial increase in E-
Trust among users. According to Bilevi¢iené and Jonusauskas (2011) strength of correlation is
weak (Table 22). The statistically significant correlation underscores the pivotal role of website
design in shaping users' trust levels. These findings provide valuable insights for e-commerce
businesses looking to enhance overall customer trust by focusing on and optimizing the design

aspects of their websites.
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Following correlation analysis for H8: Website Trust Elements on the e-store are

positively related to E-Trust;

Table 23. Correlation results for Website Trust Elements and E-Trust

Spearman E-Trust
Website Trust Elements Correlation coefficient 0.337**
Sig. (p) (2 tailed) <0.001

** Correlation is significant at the 0.01 level (2-tailed)

Source: Developed by the author based on the results of the "SPSS Statistics™ program

Hypothesis (H8) is supported by the analysis, as the results indicate a highly significant
positive relationship between Website Trust Elements on the e-store and E-Trust. The correlation
coefficient (R =0.337, p <0.001) is indicating a statistically significant association, therefore, H8
is accepted. This acceptance of the hypothesis suggests that as the trust elements on the e-store's
website improve, there is a notable increase in E-Trust among users. According to Bilevi¢iené and
Jonusauskas (2011) strength of correlation is weak (Table 23). The statistically significant
correlation underscores the importance of incorporating trust-building elements on the website to
positively influence users' trust levels in the online environment. These findings provide valuable

insights for e-commerce businesses looking to enhance E-Trust by focusing on and optimizing

trust elements on their websites.

Following correlation analysis for H9: Perceived Ease-of-Use on the e-store is

positively related to E-Satisfaction;

Table 24. Correlation results for Perceived Ease of Use and E-Satisfaction

Spearman

E-Satisfaction

Perceived Ease of Use

Correlation coefficient

0.523**

Sig. (p) (2 tailed)

<0.001

** Correlation is significant at the 0.01 level (2-tailed)




Source: Developed by the author based on the results of the "SPSS Statistics™ program

Hypothesis H9 is supported by the analysis, as the results indicate a highly significant
positive relationship between Perceived Ease-of-Use on the e-store and E-Satisfaction. The
correlation coefficient is positive (R = 0.523, p < 0.001) and signifies a moderate and statistically
significant association, and Hypothesis H9 is accepted. This acceptance of the hypothesis suggests
that as the Perceived Ease of Use on the e-store improves, there is a substantial increase in E-
Satisfaction among users. According to Bilevi¢iené and Jonusauskas (2011) strength of correlation
is moderate (Table 24). The statistically significant correlation underscores the importance of a
user-friendly interface and easy usage of platform which positively influences customers'
satisfaction online. These findings provide valuable insights for e-commerce businesses looking
to enhance overall customer satisfaction by focusing on and optimizing the ease-of-use aspects of

their websites.

Following correlation analysis for H10: Perceived Usefulness on the e-store is positively

related to E-Satisfaction;

Table 25. Correlation results for Perceived Usefulness and E-Satisfaction

Spearman E-Satisfaction
Perceived Usefulness Correlation coefficient 0.414**
Sig. (p) (2 tailed) <0.001

** Correlation is significant at the 0.01 level (2-tailed)
Developed by author based on the results of the "SPSS Statistics" program

The results indicate a highly significant positive relationship between the Perceived
Usefulness on the e-store and E-Satisfaction. The correlation coefficient (R = 0.414, p < 0.001)
demonstrates a statistically significant association. Therefore, hypothesis H10 is accepted. This
acceptance of the hypothesis suggests that as users perceive the e-store as useful, there is a
substantial increase in E-Satisfaction. According to Bilevi¢iené and JonusSauskas (2011) strength
of correlation is weak (Table 25). The statistically significant correlation emphasizes the
importance of Perceived Usefulness in shaping users' Satisfaction levels. These findings provide
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valuable insights for e-commerce businesses looking to enhance overall customer satisfaction by

focusing on and optimizing the Perceived Usefulness aspects of their websites.

Following correlation analysis for H11: E-Trust on the e-store is positively related to

E-Satisfaction;

Table 26. Correlation results for E-Trust and E-Satisfaction

Spearman E-Satisfaction
E-Trust Correlation coefficient 0.641**
Sig. (p) (2 tailed) <0.001

** Correlation is significant at the 0.01 level (2-tailed)

Source: Developed by the author based on the results of the "SPSS Statistics” program

The results indicate a highly significant positive relationship between E-Trust on the e-
store and E-Satisfaction. The correlation coefficient (R = 0.641, p < 0.001) is demonstrating a
statistically significant and strong association, therefore, hypothesis H11 is accepted. This
acceptance of the hypothesis suggests that as users trust the e-store, there is a substantial increase
in E-Satisfaction According to Bilevi¢iené and JonusSauskas (2011) strength of correlation is
moderate (Table 26). The statistically significant correlation underscores the crucial role of trust
in shaping users' satisfaction levels. These findings provide valuable insights for e-commerce
businesses, highlighting the importance of building and maintaining trust to enhance overall

customer satisfaction on their platforms.

Following correlation and regression analysis for H12: E-Trust on the e-store is

positive impact on Intention to Repurchase;

Table 27. Correlation results for E-Trust and Intention to Repurchase

Spearman Intention to Repurchase

E-Trust Correlation coefficient 0.546**
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Sig. (p) (2 tailed) <0.001

** Correlation is significant at the 0.01 level (2-tailed)

Source: Developed by the author based on the results of the "SPSS Statistics™ program

The results indicate a highly significant positive relationship between E-Trust on the e-
store and Intention to Repurchase. The correlation coefficient is positive (R = 0.546, p < 0.001),
demonstrating a statistically significant association. The statistically significant correlation
underscores the critical role of trust in influencing users' intentions to continue their relationship
with the e-store According to Bilevi¢iené and JonuSauskas (2011) strength of correlation is
moderate (Table 27). Next is following regression analysis for the H12 and to check the impact of

E-Trust on Intention to Repurchase.

Table 28. Linear Regression results E-Trust impact on Intention to Repurchase

Dependent Variable Intention to Repurchase

Independent | R2 ANOVA ANOVA Beta t p-sig.
Variable F (df) P sig
E-Trust 0.376 259 <0.001 0.613 12.469 | <0.001

Source: Developed by the author based on the results of the "SPSS Statistics” program

The results of the regression (Table 28, Annex 8) analysis indicate a significant and positive
impact of E-Trust on the intention to repurchase in the e-store (R?=0.376, ANOVA F (df) = 259,
ANOVA P-sig=<0.001, Beta = 0.613, t-12.469, p-sig=<0.001) and H12 is accepted. With an R?2
value of 0.376 indicates 37.6% of the variability in the intention to repurchase which is explained
by E-Trust. The ANOVA results, with an F-statistic of 259 and a highly significant p-value
(<0.001), suggest that the observed relationship between E-Trust and the Intention to Repurchase
is not due to random chance. The regression coefficient (Beta) of 0.613 further supports a positive
relationship, indicating that as E-Trust increases, the intention to repurchase also increases. The

strong t-statistic of 12.469 and a low p-value (<0.001) for the Beta coefficient provide additional
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evidence of the statistical significance of the impact of E-Trust on customer intention to repurchase
in the e-store. Therefore, the hypothesis H12 is proving the impact of E-Trust on the intention to
repurchase and this highlights the pivotal role of trust in e-commerce stores. These findings
provide valuable insights for e-commerce businesses, emphasizing the importance of building and

maintaining trust to enhance customers' intention to repurchase on e-commerce stores.

Following correlation and regression analysis for H13: E-satisfaction on the e-store is

positive impact on Intention to Repurchase;

Table 29. Correlation results E-Satisfaction and Intention to Repurchase

Intention to Repurchase

E-Satisfaction Correlation coefficient 0.543**

Sig. (p) (2 tailed) <0.001

** Correlation is significant at the 0.01 level (2-tailed)

Source: Developed by the author based on the results of the "SPSS Statistics" program

The correlation results indicate a highly significant positive relationship between E-
Satisfaction on the e-store and Intention to Repurchase. The correlation coefficient is positive
(R=0.543, p < 0.001), demonstrating a statistically significant association. This suggests that as
Users Experience Satisfaction with the e-store, there is a significant increase in their Intention to
Repurchase. According to Bilevi¢iené and JonuSauskas (2011) strength of correlation is moderate
(Table 29). The statistically significant correlation underscores the critical role of satisfaction in
influencing users' intentions to continue their relationship with the e-store. Next is following
regression analysis for the H13 and to check the impact of E-Satisfaction on Intention to

Repurchase.
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Table 30. Linear Regression Results for E-Satisfaction impact on Intention to Repurchase

Dependent Variable Intention to Repurchase

Independent | R? ANOVA ANOVA Beta t p-sig.
Variable F (df) P sig
E-Satisfaction | 0.366 259 <0.001 0.605 12.199 | <0.001

Source: Developed by the author based on the results of the "SPSS Statistics™ program

The results of the regression analysis support the hypothesis H13 that E-satisfaction on the
e-store has a positive impact on the intention to repurchase (R?=0.366, ANOVA F (df) = 259,
ANOVA P-sig=<0.001, Beta = 0.605, t-12.199, p-sig=<0.001) and H13 is accepted. The
coefficient of determination (R2) of 0.366 indicates that approximately 36.6% of the variability in
the intention to repurchase can be explained by E-satisfaction. The ANOVA results reinforce the
statistical significance of this relationship, with a substantial F-statistic of 259 and a p-value less
than 0.001. The regression coefficient (Beta) of 0.605 emphasizes the strength and direction of the
impact, suggesting a positive influence of E-satisfaction on customers' intention to repurchase. The
t-statistic of 12.199, along with its associated p-value (<0.001), provides further evidence of the
reliability and strengthening this relationship. In summary, the analysis supports the hypothesis
H13 that higher levels of E-satisfaction are associated with an increased intention to repurchase on
the e-store. These findings provide valuable insights for e-commerce businesses, emphasizing the
importance of enhancing overall customer satisfaction to positively impact customers' intention to

repurchase on e-commerce stores.

3.5. Interpretation of research results

Based on the analysis of scientific literature the research conceptual model was created
while using User Experience E-commerce websites aspects. In the current research, 13 hypotheses
were tested with the intention of analyze the relationship between different aspects of User
Experience Elements and find if there is an impact of E-Satisfaction and E-Trust on the intention

to repurchase electronic goods on the same e-store.
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Figure 5. Conceptual model with the empirical test results

Website Perceived
Information H1 R=0.432
Quality Ease of Use
- H9 R=0.523
H3 R=0.402.
E-Satisfaction
15 R=0 584 \ H2 R=0.501
H10
Website H6 R=0.448 R=0.414 H12
Design Perceived R2=0.376 |/ tention to
Usefulness Repurchase
H11 Online
H7 R=0.458 R=0.641
H4 R=0.393 H13
R2=0.366
Website Trust
Elements Hg8 R=0.337 E-Trust

Source: Developed by the authors based on conceptual model and research results

Statistically significant relationships were found between the constructs of the model
(Figure 5) were established during this empirical study and all 13 hypotheses were accepted. Table

31 below represents and summarizes the results of the proposed hypotheses:

Table 31. Results of the proposed hypotheses

Hypothesis Result

H1: Information Quality on the e-store is positively related to Perceived Ease-of-Use; | Accepted
H2: Information Quality on the e-store is positively related to Perceived Usefulness; | Accepted
H3: Information Quality on the e-store is positively related to E-Satisfaction; Accepted
H4: Information Quality on the e-store is positively related to E-Trust; Accepted
H5: Website Design of the e-store is positively related to Perceived Ease-of-Use; Accepted
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H6: Website Design of the e-store is positively related to E-Satisfaction; Accepted
H7: Website Design of the e-store is positively related to E-Trust; Accepted
H8: Website Trust Elements on the e-store are positively related to E-Trust; Accepted
H9: Perceived Ease-of-Use on the e-store is positively related to E-Satisfaction; Accepted
H10: Perceived Usefulness on the e-store is positively related to E-Satisfaction; Accepted
H11: E-Trust on the e-store is positively related to E-Satisfaction; Accepted
H12: E-Trust on the e-store has positive impact on Intention to Repurchase; Accepted
H13: E-satisfaction on the e-store has positive impact on Intention to Repurchase. Accepted

Source: Developed by author based on statistical analysis results

Results interoperation of the hypotheses. Performed statistical analysis showed that User
Experience and E-Trust Elements can influence E-Trust and E-Satisfaction which has impact on

intention to repurchase on the e-store. The main key finding of the metrical analysis results:

H1. The analysis results align closely with the theoretical arguments and opinions
expressed by the authors (Khaleel et al., 2005; Zhou and Zhang 2009; Lin, 2010; Sun et. al, 2015).
In the reviewed literature the authors posit that high quality information on e-commerce websites,
characterized by attributes like accuracy, completeness, and clarity, is crucial for online shoppers.
Additionally, they argue that perceived Ease-of-Use, defined as the consumer's perception of the
effort required to use a website, is significant for online shopping experience. Confirming that if
Website Information Quality on the e-store improves, users tend to perceive the website as more
user-friendly. Therefore, Quality Information should be prioritized for building positive User
Experience while considering easiness of using any e-commerce platform, including “Pigu.lt”

case.

H2. Peters and Bodkin’s (2022) mentioned that Perceived Usefulness is a determinant
factor in technology usage and Zhou and Zhang (2009) in their research emphases that Information
Quality as a key factor influencing Perceived Usefulness in e-commerce. This analysis results
aligns with the theoretical aspects on Perceived Usefulness in the reviewed literature (Zhou and
Zhang (2009), Peters and Bodkin (2022); Maraga and Rashed (2018)). Therefore, accurate,
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complete, and clear information in users' perceptions of the usefulness of any e-commerce

platform, including “Pigu.lt” case, should be prioritized for building a positive User Experience.

H3. By emphasizing E-satisfaction as determinant factor for repurchase intent, this study
results give vulnerable insights on Information Quality. Result showed that if Quality of
Information on the e-store's website improves also users’ satisfaction increases and it can hence
the over all User Experience. This analysis results differ from Shodiq et al. (2018) study finding
but aligns with Lin’s (2010) proposition that improved information quality contributes to higher
customer satisfaction. Also Ghasemaghaei and Hassanein's (2015) findings confirmed that Online
Information Quality has a strong positive influence on consumer satisfaction. Overall, the findings
emphasize the important role of Information Quality in shaping E-Satisfaction.

H4. The empirical evidence was found for the positive association between Website
Information Quality and E-Trust. This reinforces the importance of information quality in building
trust in the online shopping experience. This aligns with insights from Qalati et al. (2020), Kim
and Peterson (2017), Halik (2020), Wang et al. (2009), and Maity (2016), all of whom emphasize
the influential role of information quality in fostering online trust. For e-commerce businesses
aiming to enhance customer trust and minimize perceived risks, these findings highlight the

strategic importance of prioritizing and improving information quality on their websites.

H5. In alignment with the theoretical aspects (Khaleel et al. (2005); Kasinphila et al.
(2023); Li and Yeh (2010)) testing results provided e-commerce websites by focusing on the
design elements can contribute to perceived Ease-of-Use. Results prove that as the Website Design
improves also Ease-of-Use will improve for Online Store Users. Therefore, these findings
underline the importance of effective Website Design in shaping users’ perceptions of how easy it

is to use and interact with any e-commerce platform.

H6. In line with the theoretical perspectives of authors (Kasinphila et al. (2023); Kassim
and Abdullah (2010); Tandon et al. (2017); Rabhi et al. (2020)) this study results also indicate the
significant role of Website Design in shaping users' overall satisfaction with the online shopping
experience. Findings provide valuable insights and highlight the importance of optimizing website

design to enhance E-Satisfaction which can increase positive attitudes among users. If Website
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Design improves also E-Satisfaction will improve. That positive correlation supports the notion

that a quality Website Design leads to a positive User Experience.

H7. A statistically tested relationship between Website Design and E-Trust was proved.
And this aligns with the theoretical aspects of Kim and Peterson (2017), Zhou and Zhang (2009),
Saoula et al. (2023), and Guo et al. (2023). These findings highlight the importance of optimizing
Website Design to increase E-Trust and possibly customer retention in the same online store.
Visually appealing and creative Website Design positively engages customers and builds trust. In
conclusion, if e-commerce businesses will focus on and improve Website Design it will also

increase E-Trust for Online Users.

H8. Beside Web Design also Trust Elements on the website such as ratings and reviews
can have influence E-trust. The analysis result proved that if Trust Elements on the e-store’s
website improves, there is also notable increase in E-Trust among online store users. This finding
aligns with the theoretical perspectives of Prastiwi et al. (2022), Gurav et al. (2023), Peters and
Bodkin (2022), Li et al. (2017), Soares et al. (2022), and Podile et al. (2023). The findings
emphasize the importance of incorporating and optimizing trust-building elements on the website

to positively influence users' trust levels in the online shopping environment.

H9. A statistically significant relationship is proved between Ease of Use and overall E-
Satisfaction. These findings align with the studies of Tandon et al. (2017) and Cuong (2023), that
the critical role of a user-friendly interface and easy interaction positively influence customers'
satisfaction levels during the online shopping process. This acceptance of the hypothesis suggests
that as the Perceived Ease of Use on the e-store improves, there is a substantial increase in E-
Satisfaction among e-store users. Results provide insights for e-commerce businesses aiming to
enhance overall customer satisfaction by prioritizing and optimizing the ease-of-use aspects on

their websites.

H10. Another factor tested to increase E-Satisfaction was Perceived Usefulness. A
statistically significant relationship was proved between Perceived Usefulness and E-Satisfaction,
which highlights the important role of Perceived Usefulness in shaping users’ satisfaction levels.
These insights draw from the research of Tandon et al. (2017) and Cuong (2023). The finding

suggests that as users perceive the e-store as useful, there is a substantial increase in overall E-
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Satisfaction. This provides practical guidance for e-commerce managers seeking to enhance
overall customer satisfaction by prioritizing and optimizing also the Perceived Usefulness aspects

of their websites.

H11l. A statistically significant relationship was proved between E-Trust and E-
Satisfaction, which show the important role of trust in shaping online users' satisfaction levels.
This suggests that as users trust the e-store, there is a substantial increase in E-Satisfaction. These
findings draw insights from the studies of Zhou and Zhang (2009), Ghane et al. (2011), Horppu et
al. (2014), and Juwaini et al. (2021). The importance of building and maintaining e-trust is

highlighted and has to be considered as one of a e-satisfaction factors.

H12. By testing impact of E-Trust the results underscore the critical role of E-Trust in
shaping users’ intentions to repurchase on e-commerce e-stores. It aligns with findings in the
reviewed authors (Kassim and Abdullah, 2010; Fang et al., 2014; Bulut, 2015; Pardede et al., 2018;
Sullivan and Kim, 2018; Nurjanah et al. 2023; Guo and Xia, 2023). Despite a different finding in
Aditya et al.’s (2023) research, the current study’ correlation and regression analysis results show
a significant and positive impact of E-Trust on the Intention to Repurchase in the e-store. This
confirms that E-Trust significantly contributes to explaining variations in the intention to
repurchase. The statistical evidence reinforces the non-random relationship, which emphasizes the
necessity of creating trust for online users because it plays an important role on intention to

repurchase on e-commerce e-stores.

H13. The connection between a positive online shopping experience and increased
repurchase is linked to E-Satifaction. In alignment with the theoretical aspects (Rita et al.,2019;
Aditya et al. 2023) analysis results propose that E-Satisfaction on the e-store positively influences
Intention to Repurchase, which emphasizes the crucial role of E-Satisfaction in shaping online
users' intentions to maintain their relationship with the same e-store. The regression analysis
affirms that E-Satisfaction on the e-store has a positive impact on the intention to repurchase. In
summary, this proves the high-level importance of E-Satisfaction which can increase intention to
repurchase from the e-store amd it suggests for e-commerce businesses to prioritize overall

customer satisfaction for customers repurchase intentions.
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In conclusion, the study aligns with theoretical arguments and findings from various
authors, highlighting the crucial role of information quality, perceived ease of use, and perceived
usefulness in shaping positive user experiences on e-commerce websites. The analysis supports
the fact to prioritize high-quality information on e-commerce platforms positively influences users'
perceptions and overall satisfaction. Additionally, the study affirms the significance of website
design, trust-building elements, and ease of use in enhancing user trust and satisfaction. The
positive associations established between Website Design, E-Tust elements, and E-Satisfaction
underscore the strategic importance of optimizing these aspects to foster positive user experiences
and build customer loyalty. Furthermore, the study provides empirical evidence for the positive
impact of e-trust on users' intentions to repurchase, emphasizing the importance of building trust
in online shopping experiences. Ultimately, the findings underscore various factors in shaping e-
commerce user experiences and highlight the strategic considerations for businesses aiming to

enhance customer satisfaction and turning into repurchase intention.

CONCLUSIONS AND RECOMMENDATIONS

The aim of the current research was to analyze the impact of User Experience and E-Trust
Elements on Intention to Repurchase from the same online store. After analyzing related literature

and performing empirical analysis following conclusions and recommendations are suggested:

1. Literature analysis revealed that the User Experience is a complex concept that can vary
depending on the viewpoint taken and it is included into overall Customer Experience. As
for the online customer experience which is also referred to as User Experience in e-
commerce, the most frequently seen were the website quality features, website aesthetics,
and the ease of use of the website. If these factors of online customer experience are
executed poorly then it can create negative impression that e-retailer does not care or does
not understand how to provide positive online customer experience. It can cause not
growing business or create low reputation.

2. E-trust and E-Satisfaction in reviewed literature are mentioned often as desired factors for
E-Commerce stores. By having a high level of trust in online stores can help customers
overcome their perceptions of the uncertainty and risk associated with online transactions,

thereby increasing repurchase intentions (Nurjanah et al., 2023). This means that e-trust is

68



the basis of long-term relationship between customers and companies and a higher level of
trust will increase consumers online repurchase decision (Bulut, 2015). Also the effects of
Website Quality and usability on customer satisfaction are strengthened or weakened
depending on customer trust. (Guo and Xia, 2023).

It was identified in literature analysis that repurchase intention is the intention of a
customer to make a second or more time purchases from the same retailer . This intention
shows that the same person is willing to spend their time, money and other resources on
the retailer in change for experience and product. This repurchases intention can change
for a customer because it depends highly on the first shopping experience with the retailer
(author). If a retailer creates a positive experience, then a customer is more likely to make
a purchase again in the future.

. The developed conceptual model used eight constructs and thirteen hypotheses to analyses
the User Experience and E-Trust Elements relationship and impact on Intention to
Repurchase. The empirical study included factors influencing the online shopping
experience. For particle research part "Pigu.lt" e-store was selected and electronic item
product page was used as an example to evaluate User Experience and E-Trust Elements.
The empirical study was carried out with online survey with 260 respondents (64,6% (168)
female, 34,4% (92) male) in Lithuania who previously had purchasing experience on
“Pigu.lt” online store.

. The research results tested with correlation revealed that the User Experience and E-Trust
Elements have statistically positive relationships and tested with regression had positive
impact on intention to repurchase. The findings of the research proved reviewed researches
results. Accepted Hypotheses suggest that prioritization of Website Information Quality
and Usability Elements is important and if paying attention to them can enhance the user-
friendliness, increase usefulness, E-Satisfaction, and E-Trust. Moreover, the study results
underscore the determinant role of Information Quality, Website Design, Trust Elements
in shaping E-Trust and E-Satisfaction. The tested and confirmed relationships identified
between factors contribute to a holistic understanding of the elements which are crucial for
a positive online shopping experience. Eventually, by proving impact of E-Satisfaction and
E-Trust on Intention to Repurchase it is necessary to highlight the importance of building

a overall positive User Experience during the online shopping process.
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Limitations of the research

This research was based on theoretical and empirical study background. However, this

study has limitations, as it occurs in the research process. Therefore, limitations present the

improvement of the research and also gives guidelines for future research projects:

1.

Sample size. The sample size for deeper analysis could be higher. Also, data was collected
from the people who voluntarily agreed to respond and they may not be the most accurate
representation of the target population;

Gender distribution. With a majority of respondents being women (64,6%), the study may
lack depth in understanding men’s perspectives, behaviors, or experiences related to the
research;

Product Type selected might be not appealing for all respondents and this may lack of
interest in honest answers;

Suggested Website Design construct in the online survey is too general about Website
Design and could be more specific about Website Aesthetic Design which could help to
find better understanding about separate elements of Website Design;

Suggested E-trust elements construct in the online survey indicated only two types of E-
trust elements: reviews or ratings. It could be elements researched such as Trust Badges,
Privacy, Security Information, About Us page, Live chat bots and similar;

In this research it was suggested to use as an example of only one Product Page, therefore,

more website pages could be tested.

Recommendation for e-commerce businesses:

After literature review and analysis of the empirical study results allows for the following

recommendations for e-commerce business:

1.

E-Commerce stores managers have to pay attention on optimizing the Information Quality
of the e-commerce website which can have influence on Ease of Use, Usefulness, E-Trust

and overall E-Satisfaction, as this research results proved. Therefore, clear, useful and
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detailed product information is a key factor for positive User Experience Improving the
Information Quality contains: Adding complete and comprehensive product descriptions,
product specifications, sizes, materials, or any other relevant details to the product; Adding
high-quality images from multiple angles, incorporating zoom-in functionality for a closer
look of the product, adding videos that present how to use the product or demonstrate its
features (Tarafdar and Zhang, 2005; Pestek et al, 2011; Akram et al, 2017).

To improve Website’s Design visually is another important task for e-commerce businesses
which have relationship with Ease of Use, E-Satisfaction and E-Trust, as it was proved in
this research analysis. Therefore, e-stores have to prioritize clean and clear layout, high-
quality images, consistent color schemes, use mobile-friendly design, create clear
navigation icons and call-to-action buttons, provide related product recommendations
(Hasan, 2023, Pestek et al., 2011; Hamid et al., 2020). When creating Website Design the
e-store owners also can consider implementing Garrett’s model which can lead though the
User Experience Design process (Garrett, 2011). All of this can improve overall User
Experience.

This study’s results proved relationship between Website Trust Elements and E-trust.
Therefore, integrating trust elements on the e-store is another important aspect for online
stores. Trustworthy websites contribute to a positive User Experience, as users feel more
secure in their interactions and transactions, ultimately fostering a positive perception of
the e-store (Podile et al., 2023). Adding positive reviews and ratings, can enhance user
confidence in online shopping process and they are becoming an electronic word of mouth
(e-WOM). Therefore, e-retailer should encourage customer to leave feedback by offering
them with beneficial rewards. However, e-store managers should consider the effect of
negative reviews or ratings which negatively influence potential and returning customers.
This has to encourage e-commerce businesses to create overall positive Customer
Experience online which lead to E-Satisfaction.

Research results provided insights that Usability elements Ease of Use and Usefulness have
a relationship with Website Quality Elements such as Information Quality and Website
Design. Therefore, e-commerce stores have to consider these Website Quality Elements in
order to improve Website’s Usability (Sudiana et al., 2021; Hasan, 2023). E-store managers

have to focus on product page optimization, website mobile responsiveness, providing
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useful content, clear website structure and navigation menu (Pestek et al., 2011; Dianat et
al., 2019; Hasan, 2023). This can help to improve Website’s Usability level and create a
user-friendly e-store which is valuable for a positive online shopping experience.

E-Satisfaction and E-Trust can be influenced by different factors, and this study results
proved that the relationship exists between Website Quality and Usability Elements.
Accepted hypotheses confirm that e-commerce business has to consider overall website
quality which is based on the content, structure, navigation, and functionality (Bojang et
al., 2017). And in their marketing and business growth strategies should consider to
improve overall Website Quality and Usability which can enhance Customer’s E-

Satisfaction and E-Trust.

72



REFERENCES

Abou-Shouk, M. A., & Khalifa, G. S. (2017). The influence of website quality dimensions on
e purchasing behaviour and e-loyalty: a comparative study of Egyptian travel agents and
hotels. ~ Journal of Travel &  Tourism  Marketing, 34(5), 608-623.
https://doi.org/10.1080/10548408.2016.1209151

Abu-Shamaa, R., & Abu-Shanab, E. (2015). Factors influencing the intention to buy from
online stores: An empirical study in Jordan. 2015 IEEE 8th GCC Conference & Exhibition.
https://doi.org/10.1109/IEEEGCC.2015.7060022

Aditya, F. T., Mahrinasari, M., & Roslina, R. (2023). Influence of E-Service Quality, E-Trust,
E-Satisfaction, and E-WOM on Repurchase Intention at Travel Media Online (Traveloka) in
Indonesia. Journal of Economics, Finance and Management Studies, 6(10).
https://doi.org/10.47191/jefms/v6-i10-20

Agusdin, R. P., Salsabila, A., & Putri, D. W. (2021). Designing User Experience Design of
the Healthy Diet Mobile Application Using the Fives Planes Framework. Jurnal Buana
Informatika, 12(1), 11-20. https://doi.org/10.24002/jbi.v12i1.4376

Aichner, T., & Gruber, B. (2017). Managing Customer Touchpoints and Customer
Satisfaction in B2B Mass Customization: A Case Study. International Journal of Industrial
Engineering and Management, Vol. 8(No 3), 131-140.
https://www.iim.ftn.uns.ac.rs/ijiem_journal.php

Aiken, K. D. (2006). Trustmarks, Objective-Source Ratings, and Implied Investments in
Advertising: Investigating Online Trust and the Context-Specific Nature of Internet Signals.
Journal of the Academy of Marketing  Science,  34(3), 308-323.
https://doi.org/10.1177/0092070304271004

Aityassine, F. L. Y. (2022). Customer satisfaction, customer delight, customer retention and
customer loyalty: Borderlines and insights. Uncertain Supply Chain Management, 10(3):895-
904. https://doi.org/10.5267/j.uscm.2022.3.005

Akram, U., Hui, P., Khan, M. S., Tanveer, Y., Mehmood, K., & Ahmad, W. (2018). How
website quality affects online impulse buying. Asia Pacific Journal of Marketing and
Logistics, 30(1), 235-256. https://doi.org/10.1108/apjmI-04-2017-0073

73



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

Al-Azzawi, G. A., Miskon, S., Abdullah, N. S., & Ali, N. M. (2021, October 25). Factors
Influencing Customers’ Trust in E-Commerce during COVID-19 Pandemic. IEEE Conference
Publication | IEEE Xplore. https://ieeexplore.ieee.org/document/9617021

Albert, B., & Tullis, T. (2013). Measuring the User Experience: Collecting, Analyzing, and
Presenting Usability Metrics (Interactive Technologies): 9780124157811: Computer Science
Books @ Amazon.com: Vol. ISBN-10 : 0124157815 (2nd edition).

Aren, S., Glzel, M., Kabadayi, E. T., & Alpkan, L. (2013). Factors Affecting Repurchase
Intention to Shop at the Same Website. Procedia - Social and Behavioral Sciences, 99, 536—
544, https://doi.org/10.1016/j.sbspro.2013.10.523

Aronson, G. (2021, September 22). Consumer behavior in the Covid recovery: Polarizing
“moving-on mindsets” within retail - NIQ. NIQ.
https://nielsenig.com/global/en/insights/commentary/2021/consumer-behavior-in-the-covid-
recovery/

Artiono, P., & Ariyanti, M. (2016). The Impact of Website Quality on Information Quality,
Value and Loyalty Intention on E-commerce Website. The 7 Smart Collaboration for Business
in Technology and Information Industries.

Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or Fun: Measuring Hedonic and
Utilitarian Shopping Value on JSTOR. Journal of Consumer Research, Vol. 20(No. 4), 644—
656. https://www.jstor.org/stable/2489765?seq=10

Bakshi, S. (2012). Impact Of Gender On Consumer Purchase Behaviour. National Monthly
Refereed Journal Of Reasearch In Commerce & Management, 1(9), ISSN2277-1166.

Barari, M., Ross, M., & Surachartkumtonkun, J. (2020). Negative and positive customer
shopping experience in an online context. Journal of Retailing and Consumer Services, 53,
101985. https://doi.org/10.1016/j.jretconser.2019.101985

Bednarska-Wnuk, I., & Noga, T. (2023). Gender of the consumer and the role of organizations
in purchasing decisions. Zeszyty Naukowe, 2023(178), 85-99. https://doi.org/10.29119/1641-
3466.2023.178.5

Behare, N., Waghulkar, S., & Shah, S. (2018). A Theoretical Perspective on Customer
Experience (CX) in Digital Business Strategy. https://doi.org/10.1109/rice.2018.8509079
Bilevitiene, T., & Jonusauskas, S. (2011). STATISTINIU METODU TAIKYMAS RINKOS
TYRIMUOSE. MYKOLO ROMERIO UNIVERSITETAS.

74



20.

21.

22.

23.

24,

25.

26.

27.

28.

29.

Boardman, R., & McCormick, H. (2019). The impact of product presentation on decision-
making and purchasing. Qualitative Market Research: An International Journal, 22(3), 365—
380. https://doi.org/10.1108/qmr-09-2017-0124

Bojang, I., Medvedev, M. A., Spasov, K. B., & Matvevnina, A. I. (2017). Determinants of
trust in B2C e-commerce and their relationship with consumer online trust. In Nucleation and
Atmospheric Aerosols. American Institute of Physics. https://doi.org/10.1063/1.5013938
Bulut, Z. A. (2015). Determinants of repurchase intention in online shopping: A Turkish
Consumer’s Perspective. International Journal of Business and Social Science.
https://www.academia.edu/22970357/Determinants_of Repurchase_Intention_in_Online_S
hopping_A_Turkish_Consumers_Perspective

Bustamante, J. M., & Rubio, N. (2017). Measuring customer experience in physical retail
environments. Journal of Service Management, 28(5), 884-913. https://doi.org/10.1108/josm-
06-2016-0142

Chauhan, S. R., Akhtar, A., & Gupta, A. (2022). Customer experience in digital banking: a
review and future research directions. International Journal of Quality and Service Sciences,
14(2), 311-348. https://doi.org/10.1108/ijgss-02-2021-0027

Chetioui, Y., Lebdaoui, H., & Chetioui, H. (2020). Factors influencing consumer attitudes
toward online shopping: the mediating effect of trust. Euromed Journal of Business, 16(4),
544-563. https://doi.org/10.1108/emjb-05-2020-0046

Cho, Y. M., & Sagynov, E. (2015). Exploring Factors That Affect Usefulness, Ease Of Use,
Trust, And Purchase Intention In The Online Environment. International Journal of
Management & Information Systems, 19(1), 21. https://doi.org/10.19030/ijmis.v19i1.9086
Cuong, D. T. (2023). Determinants affecting online shopping consumers’ satisfaction and
repurchase intention: Evidence from Vietnam. Innovative Marketing, 19(1), 126-139.
https://doi.org/10.21511/im.19(1).2023.11

D’Arco, M., Lo Presti, L., Marino, V., & Resciniti, R. (2019). Embracing Al and Big Data in
customer journey mapping: from literature review to a theoretical framework. Innovative
Marketing, 15(4), 102-115. https://doi.org/10.21511/im.15(4).2019.09

Davidaviciené, V., & Tolvaisas, J. (2010). Measuring quality of e-commerce web sites: case
of Lithuania. Ekonomika Ir Vadyba, 16, ISSN 1822-6515.

75



30.

31.

32.
33.

34.

35.

36.

37.

38.

39.

40.

Dianat, 1., Adeli, P., Jafarabadi, M. A., & Karimi, M. T. (2019a). User-centred web design,
usability and user satisfaction: The case of online banking websites in Iran. Applied
Ergonomics, 81, 102892. https://doi.org/10.1016/j.apergo.2019.102892

Dianat, 1., Adeli, P., Jafarabadi, M. A., & Karimi, M. T. (2019b). User-centred web design,
usability and user satisfaction: The case of online banking websites in Iran. Applied
Ergonomics, 81, 102892. https://doi.org/10.1016/j.apergo.2019.102892

Dikgius, V. (2011). ANKETOS SUDARYMO PRINCIPAL Vilnius University.

Dutta, N., & Bhat, A. K. (2016). Exploring the Effect of Store Characteristics and
Interpersonal Trust on Purchase Intention in the Context of Online Social Media Marketing.
Journal of Internet Commerce, 15(3), 239-273.
https://doi.org/10.1080/15332861.2016.1191053

E-COM TOP 100 LIETUVOJE IR BALTIJOS SALYSE REITINGAS 2022. (2023).
www.ecom100.It. Retrieved January 3, 2024, from https://www.ecom100.It/

E-commerce in Lithuania - statistics & facts. (2023). www.statista.com. Retrieved January 3,
2024, from https://www.statista.com/topics/11326/e-commerce-in-lithuania/#topicOverview
eCommerce market in Lithuania. (2022). https://fecommercedb.com/. Retrieved January 3,
2023, from https://ecommercedb.com/markets/It/all

ELEKTRONINIU PREKY VIECI U VEIKLOS STEBESENOS ISVADOS, Competition Council
of the Republic of Lithuania. (2023). kt.gov.lt. Retrieved January 3, 2024, from
https://kt.gov.It/uploads/documents/files/El_prekyvie%C4%8Di%C5%B3_steb%C4%97sen
a_i%C5%Alvados 2023 07_19.pdf

Ertemel, A. V., Civelek, M. E., Pektas, G. O. E., & Cemberci, M. (2021). The role of customer
experience in the effect of online flow state on customer loyalty. PLOS ONE, 16(7), e0254685.
https://doi.org/10.1371/journal.pone.0254685

Evans, A. G., & Krueger, J. I. (2009). The Psychology (and Economics) of Trust. Social and
Personality Psychology Compass, 3(6), 1003-1017. https://doi.org/10.1111/j.1751-
9004.2009.00232.x

Fan, M. (2021). Critical Factors of Reacquainting Consumer Trust in E-Commerce. Journal
of Asian Finance, Economics and Business, Vol 8(No 3), 0561-0573.
https://doi.org/10.13106/jafeb

76



41.

42.

43.

44,

45.

46.

47.

48.

49,

50.

Fang, Y., Qureshi, I., Sun, H., McCole, P., Ramsey, E., & Lim, K. H. (2014). Trust,
satisfaction, and online repurchase intention: The moderating role of perceived effectiveness
of E-Commerce institutional mechanisms. Management Information Systems Quarterly,
38(2), 407-427. https://doi.org/10.25300/misq/2014/38.2.04

Fernandez-Bonilla, F., Gijon, C., & De La Vega, B. (2021). E-commerce in Spain:
Determining factors and the importance of the e-trust. Telecommunications Policy, 46(1),
102280. https://doi.org/10.1016/j.telpol.2021.102280

Garrett, J. J. (2002). The Elements of User Experience: User-Centered Design for the Web:
Vol. ISBN-10 0735712026 (2nd ed.). Peachpit Pr.

Gentile, C., Spiller, N., & Noci, G. (2007). How to Sustain the Customer Experience:
European Management Journal, 25(5), 395-410. https://doi.org/10.1016/j.emj.2007.08.005
Ghane, S., Fathian, M., & Gholamian, M. R. (2011). FULL RELATIONSHIP AMONG E-
SATISFACTION, E- TRUST, E-SERVICE QUALITY, AND E-LOYALTY: THE CASE OF
IRAN E-BANKING. Journal of Theoretical and Applied Information Technology.
http://www jatit.org/volumes/Vol33No1/1Vol33Nol.pdf

Ghasemaghaei, M., & Hassanein, K. (2015). Online information quality and consumer
satisfaction: The moderating roles of contextual factors — A meta-analysis. Information &
Management, 52(8), 965-981. https://doi.org/10.1016/j.im.2015.07.001

Godovykh, M., & Tasci, A. D. (2020). Customer experience in tourism: A review of
definitions, components, and measurements. Tourism Management Perspectives, 35, 100694.
https://doi.org/10.1016/j.tmp.2020.100694

Grewal, D., & Roggeveen, A. L. (2020). Understanding Retail Experiences and Customer
Journey Management. Journal of Retailing, 96(1), 3-8.
https://doi.org/10.1016/j.jretai.2020.02.002

Guo, J., Zhang, W., & Xia, T. (2023). Impact of shopping website design on customer
satisfaction and loyalty: the mediating role of usability and the moderating role of trust.
Sustainability, 15(8), 6347. https://doi.org/10.3390/su15086347

Gurav, Y., Ingawale, V., & Yadav, A. (2023). A STUDY ON THE IMPACT OF ONLINE
PRODUCT REVIEWS ON CONSUMERS’ BUYING INTENTIONS. The Online Journal of

Distance Education and e-Learning, 11(2).

77



51.

52.

53.

54.

55.

56.

S7.

58.

59.

Hajli, N. (2015). Social commerce constructs and consumer’s intention to buy. International
Journal of Information Management, 35(2), 183-191.
https://doi.org/10.1016/j.ijinfomgt.2014.12.005

Halik, A. (2020). THE IMPACT ON TRUST AND ONLINE BUYING DECISIONS
THROUGH INFORMATION QUALITY, CELEBRITY ENDORSER AND PRICE
PERCEPTION AT INSTAGRAMS IN SURABAYA. Archives of Business Research, 8(2),
79-97. https://doi.org/10.14738/abr.82.7796

Halim, 1., Saptari, A., Abdullah, Z., APerumal, P., Abidin, M. Z. Z., Muhammad, M. N., &
Abdullah, S. (2022). Critical Factors Influencing User Experience on Passive Exoskeleton
Application: A Review. International Journal of Integrated Engineering, 14(4).
https://doi.org/10.30880/ijie.2022.14.04.009

Hamid, S., Bawany, N. Z., & Zahoor, K. (Eds.). (n.d.). Assessing Ecommerce Websites:
Usability and Accessibility Study. IEEE Conference Publication | IEEE Xplore.
https://doi.org/10.1109/ICACSIS51025.2020.9263162

Hasan, L. (2023). COMMON AND UNIQUE USER EXPERIENCE PROBLEMS ON E-
COMMERCE WEBSITES. The Multi Conference on Computer Science and Information
Systems (MCCSIS 2023).

Hasbullah, N. F., Osman, A., Abdullah, S., Salahuddin, S. N., Ramlee, N. A., & Soha, H. M.
(2016). The Relationship of Attitude, Subjective Norm and Website Usability on Consumer
Intention to Purchase Online: An Evidence of Malaysian Youth. Procedia. Economics and
Finance, 35, 493-502. https://doi.org/10.1016/s2212-5671(16)00061-7

Hashmi, H. (2019, June 17). Factors Affecting Online Impulsive Buying Behavior: A Stimulus
Organism Response Model Approach.
https://kiet.edu.pk/marketforces/index.php/marketforces/article/view/392

Hassan, H. M., & Galal-Edeen, G. H. (2017, November 1). From usability to user experience.
IEEE Conference Publication | IEEE Xplore.
https://ieeexplore.ieee.org/abstract/document/8279761

Hassenzahl, M., & Tractinsky, N. (2006). User experience - a research agenda. Behaviour &
Information Technology, 25(2), 91-97. https://doi.org/10.1080/01449290500330331

78



60.

61.

62.

63.

64.

65.

66.

67.

68.

Higueras-Castillo, E., Liébana-Cabanillas, F., & Villarejo-Ramos, A. F. (2023). Intention to
use e-commerce vs physical shopping. Difference between consumers in the post-COVID era.
Journal of Business Research, 157, 113622. https://doi.org/10.1016/j.jbusres.2022.113622
Hsu, C., & Chen, M. (2018). How does gamification improve user experience? An empirical
investigation on the antecedences and consequences of user experience and its mediating role.
Technological Forecasting and Social Change, 132, 118-129.
https://doi.org/10.1016/j.techfore.2018.01.023

Huarng, K., & Yu, M. (2018). Customer satisfaction and repurchase intention theory for the
online sharing economy. Review of Managerial Science, 13(3), 635-647.
https://doi.org/10.1007/s11846-018-0321-0

Hudak, M., Kianickova, E., & Madlenak, R. (2017). The Importance of E-mail Marketing in
E-commerce. Procedia Engineering, 192, 342-347.
https://doi.org/10.1016/j.proeng.2017.06.059

ISO 9241-210:2019, Ergonomics of human-system interaction — Part 210: Human-centred
design for interactive systems, Publication date: 2019-07, pp. 33, ISO/TC 159/SC 4
Ergonomics of human-system interaction. (n.d.).

Jain, R., Aagja, J. P., & Bagdare, S. (2017). Customer experience — a review and research
agenda. Journal of Service Theory and Practice, 27(3), 642-662. https://doi.org/10.1108/jstp-
03-2015-0064

Jiayue, G., Wengian, Z., & Xia, T. (2023). Impact of Shopping Website Design on Customer
Satisfaction and Loyalty: The Mediating Role of Usability and the Moderating Role of Trust.
Sustainability, 15(8), 6347. https://doi.org/10.3390/su15086347

Jongmans, E., Jeannot, F., Liang, L., & Dampérat, M. (2022). Impact of website visual design
on user experience and website evaluation: the sequential mediating roles of usability and
pleasure. Journal of Marketing Management, 38(17-18), 2078-2113.
https://doi.org/10.1080/0267257x.2022.2085315

Juwaini, A., Chidir, G., Novitasari, D., Iskandar, J., Hutagalung, D., Pramono, T., Maulana,
A., Safitri, K., Fahlevi, M., Sulistyo, A. B., & Purwanto, A. (2022). The role of customer e-
trust, customer e-service quality and customer e-satisfaction on customer e-loyalty.
International  Journal of Data and Network Science, 6(2), 477-486.
https://doi.org/10.5267/j.ijdns.2021.12.006

79



69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

Karahan, M. O. (2022). The Effect of Website Quality Elements on Electronic Trust,
Satisfaction and Repurchase Intention. Giimiishane Universitesi Sosyal Bilimler Dergisi.
Kasinphila, P., Dowpiset, K., & Nuangjamnong, C. (2023). Influence of Web Design,
Usefulness, Ease of Use, and Enjoyment on Beauty and Cosmetics Online Purchase Intention
towards a Popular Brand in  Thailand. @ Research  Review,  05(12).
https://doi.org/10.52845/rrijcrr/2023/14-1-2

Kassim, N. M., & Abdullah, N. A. (2010). The effect of perceived service quality dimensions
on customer satisfaction, trust, and loyalty in e-commerce settings: A cross cultural analysis.
Asia  Pacific  Journal of Marketing and Logistics, 22(3), 351-371.
https://doi.org/10.1108/13555851011062269

Kawasaki, T., Wakashima, H., & Shibasaki, R. (2022). The use of e-commerce and the
COVID-19 outbreak: A panel data analysis in Japan. Transport Policy, 115, 88-100.
https://doi.org/10.1016/j.tranpol.2021.10.023

Khan, S. (2019). Cyber Security Issues and Challenges in E-Commerce. Social Science
Research Network. https://doi.org/10.2139/ssrn.3323741

Kim, H. K., Jeon, H., & Choi, J. (2019). How does the design element of a news website
influence user experience? ICIC Express Letters, Volume 14(Number 3), 265-271.
https://doi.org/10.24507/icicel.14.03.265

Kim, S., & Park, H. (2013). Effects of various characteristics of social commerce (s-
commerce) on consumers’ trust and trust performance. International Journal of Information
Management, 33(2), 318-332. https://doi.org/10.1016/j.ijinfomgt.2012.11.006

Kim, Y., & Peterson, R. A. (2017). A Meta-analysis of online trust relationships in e-
commerce. Journal of Interactive Marketing, 38, 44-54,
https://doi.org/10.1016/j.intmar.2017.01.001

Klaus, P. (2015). Measuring Customer Experience: How to Develop and Execute the Most
Profitable Customer Experience Strategies. Palgrave Macmillan.

Knezevié, B., Falat, M., & Mestrovié, I. S. (2020). Differences between X and Y Generation
in Attitudes towards Online Book Purchasing. Journal of Logistics, Informatics and Service
Science. https://doi.org/10.33168/1iss.2020.0101

80



79.

80.

81.

82.

83.

84.

85.

86.

87.

88.

Kusa, A., Danechovd, Z., Findra, S., & Sabo, M. (2014). GENDER DIFFERENCES IN
PURCHASE DECISION-MAKING STYLES. European Journal of Science and Theology.
http://www.ejst.tuiasi.ro/Files/47/11_Kusa%?20et%?20al.pdf

Law, M., & Ng, M. (2016). Age and gender differences: Understanding mature online users
with the online purchase intention mode. JOURNAL OF GLOBAL SCHOLARS OF
MARKETING SCIENCE, 26(3), 248-269. https://doi.org/10.1080/21639159.2016.1174540
Leading online stores in Lithuania in 2021, by e-commerce net sales revenue. (2023).
www.statista.com. Retrieved January 3, 2024, from
https://www.statista.com/forecasts/1373421/lithuania-top-online-stores

Lee, H., Lee, K., & Choi, J. (2018). A Structural Model for Unity of Experience: Connecting
User Experience, Customer Experience, and Brand Experience. Journal of Usability Studies,
2018 - uxpajournal.org, Vol. 14(Issue 1), 8-34. https://uxpajournal.org/wp-
content/uploads/sites/7/pdf/JUS_Lee Nov2018.pdf

Lemon, K. N., & Verhoef, P. (2016). Understanding Customer Experience Throughout the
Customer Journey. Journal of Marketing, 80(6), 69-96. https://doi.org/10.1509/jm.15.0420
Li, L., Penga, M., Jiang, N., & Law, R. (2017). An empirical study on the influence of
economy hotel website quality on online booking intentions. International Journal of
Hospitality Management. https://doi.org/10.1016/j.ijhm.2017.01.001

Li, X., Wong, W. L., Lamoureux, E. L., & Wong, T. Y. (2012). Are linear regression
techniques appropriate for analysis when the dependent (Outcome) variable is not normally
distributed?  Investigative = Ophthalmology &  Visual Science, 53(6), 3082.
https://doi.org/10.1167/iovs.12-9967

Li, Y., & Yeh, Y. (2010). Increasing trust in mobile commerce through design aesthetics.
Computers in Human Behavior, 26(4), 673-684. https://doi.org/10.1016/j.chb.2010.01.004
Lin, H. (2007). The impact of website quality dimensions on customer satisfaction in the B2C
e-commerce context. Total Quality Management & Business Excellence, 18(4), 363-378.
https://doi.org/10.1080/14783360701231302

Liu, J. N., & Zhang, E. Y. (2014). An investigation of factors affecting customer selection of
online hotel booking channels. International Journal of Hospitality Management, 39, 71-83.
https://doi.org/10.1016/j.ijhm.2014.01.011

81



89.

90.

91.

92.

93.

94.

95.

96.

97.

98.

99.

Lotfabadi, V. T., Karimi, N., & Ganji, S. F. G. (2024). How Entrepreneurial Marketing Leads
to Customer Satisfaction (The Mediation Effect of Customer Value). Iranian Journal of
Management Studies (IJMS). https://doi.org/10.22059/ijms.2023.347747.675310

Lu, Y., Yang, S., Chau, P. Y. K., & Cao, Y. (2011). Dynamics between the trust transfer
process and intention to use mobile payment services: A cross-environment perspective.
Information & Management, 48(8), 393-403. https://doi.org/10.1016/j.im.2011.09.006
Luther, L. M., Tiberius, V., & Brem, A. (2020). User Experience (UX) in Business,
Management, and Psychology: A Bibliometric Mapping of the Current State of Research.
Multimodal Technologies and Interaction, 4(2), 18. https://doi.org/10.3390/mti4020018
Mahnke, R., Benlian, A., & Hess, T. (2015). A Grounded Theory of Online Shopping Flow.
International Journal of Electronic Commerce, 19(3), 54-89.
https://doi.org/10.1080/10864415.2015.1000222

Maity, M. (2014). The role of information quality of a website. International Journal of
Technology and Human Interaction, 10(1), 61-82. https://doi.org/10.4018/ijthi.2014010105
Mamakou, X. J., Zaharias, P., & Milesi, M. (2023). Measuring customer satisfaction in
electronic commerce: the impact of e-service quality and user experience. International
Journal of Quality & Reliability Management. https://doi.org/10.1108/ijgrm-07-2021-0215
Maraga, M. R., & Rashed, A. (2018). Users’ Attitudes towards Website Characteristics.
International Journal of Scientific and Engineering Research, 9(7), 407-412.

Mazorenko, O. B. (2021). HOW COVID-19 PANDEMIC BOOSTS THE EUROPEAN AND
UKRAINIAN ELECTRONIC COMMERCE. FExonomika Ta Cycninecmso, 25.
https://doi.org/10.32782/2524-0072/2021-25-59

McColl-Kennedy, J. R., Gustafsson, A., Jaakkola, E., Klaus, P., Radnor, Z., Perks, H., &
Friman, M. (2015). Fresh perspectives on customer experience. Journal of Services
Marketing, 29(6/7), 430-435. https://doi.org/10.1108/jsm-01-2015-0054

Michell, P. C., Reast, J. B., & Lynch, J. F. (1998). Exploring The Foundations Of Trust.
Journal of Marketing Management, 14(1-3), 159-172.
https://doi.org/10.1362/026725798784959417

Micu, A., Bouzaabia, O., Bouzaabia, R., Micu, A., & Capatina, A. (2019). Online customer

experience in e-retailing: implications for web entrepreneurship. International

82



Entrepreneurship and Management Journal, 15(2), 651-675. https://doi.org/10.1007/s11365-
019-00564-x

100.Morville, P., & Sullenger, P. (2010). Ambient Findability: Libraries, Serials, and the Internet
of Things. Serials Librarian, 58(1-4), 33—-38. https://doi.org/10.1080/03615261003622999

101.Napawut, W. (2022). The Mediating Effect of E-WOM on the Relationship Between Digital
Marketing Activities and Intention to Buy Via Shopee. International Journal of Behavioral
Analytics, Vol.2 (2)(No. 18), pp 1-13.

102.Norman, D.A. and Draper, S. (1986) User Centered System Design New Perspectives on
Human-Computer Interaction Lawrence Erlbaum Associates. - References - Scientific
Research Publishing. (n.d.).
https://www.scirp.org/(S(Iz5mqp453edsnp55rrgjct55))/reference/ReferencesPapers.aspx?Re
ferencelD=2010646

103.Nurjanah, S., Prabumenang, A. K. R., & Aditya, S. (2022). Understanding Repurchase
Intention of Online Marketplace Customers in Jakarta with Trust as Intervening. Jurnal
Dinamika Manajemen Dan Bisnis, 6(2), 1-22. https://doi.org/10.21009/JDMB.06.2.1

104.0Oliveira, T., Alhinho, M., Rita, P., & Dhillon, G. (2017). Modelling and testing consumer
trust dimensions in e-commerce. Computers in Human Behavior, 71, 153-164.
https://doi.org/10.1016/j.chb.2017.01.050

105.PAKALNISKIENE, V. (2012). Tyrimo ir jvertinimo priemoniy patikimumo ir validumo
nustatymas. Vilniaus universiteto Filosofijos fakulteto taryba.

106.Palmer, A. (2010). Customer experience management: a critical review of an emerging idea.
Journal of Services Marketing, 24(3), 196-208. https://doi.org/10.1108/08876041011040604

107.Pardede, C. R., Lapian, S. L. H. V. J., & Pandowo, M. (2018). THE INFLUENCE OF
PERCEIVED VALUE AND TRUST ON REPURCHASE INTENTION IN SHOPEE
ONLINE SHOPPING. Jurnal EMBA, 6(1). https://doi.org/10.35794/emba.v6i1.19097

108.Park, J., Han, S. K., Kim, H. J., Cho, Y., & Park, W. (2011). Developing Elements of User
Experience for Mobile Phones and Services: Survey, Interview, and Observation Approaches.
Human Factors and Ergonomics in Manufacturing & Service Industries, 23(4), 279-293.
https://doi.org/10.1002/hfm.20316

109.Patil, D., & Rane, N. (2023). Customer experience and satisfaction: Importance of customer

reviews and customer value on buying preference. International Research Journal of

83



Modernization in Engineering Technology and Science, 05(03).
https://doi.org/10.56726/IRIMETS36460

110.Peiris, P. M., Kulkarni, D., & De Silva Mawatha, C. R. (2015). Implications of Trust and
Usability on E-Commerce Adoption. The International Journal of Business and Information,
10(4), 519-556. https://doi.org/10.6702/ijbi.2015.10.4.5

111.Pestek, A., Resi¢, E., & Nozica, M. (2011). Model of Trust in E-Transactions. Ekonomska
Istrazivanja-economic Research, 24(3), 131-146.
https://doi.org/10.1080/1331677x.2011.11517472

112.Peters, C. O., & Bodkin, C. D. (2022). Online Retail Store Community Engagement and Its
Impact on Purchase Intentions in the Context of Online Reviews. International Journal of
Online Marketing, 12(1), 1-15. https://doi.org/10.4018/1JOM.288424

113.Petre, M., Minocha, S., & Roberts, D. (2006). Usability beyond the website: An empirically-
grounded e-commerce evaluation instrument for the total customer experience. Behaviour &
Information Technology, 25(2), 189-203. https://doi.org/10.1080/01449290500331198

114.Pine, B. J., & Gilmore, J. (2013). The experience economy: past, present and future. Handbook
on the Experience Economy, 21-44. https://doi.org/10.4337/9781781004227.00007

115.Podile, V. R., Turaga, M., Afiya, S., Eesha, G. A,, Reddy, K. S., & Rao, O. K. (2023). Impact
of Online Reviews on Customer’s Mindset. BioGecko, 12(3), 2230-5807.

116.Ponsignon, F. (2022). Making the customer experience journey more hedonic in a traditionally
utilitarian service context: a case study. Journal of Service Management, 34(2), 294-315.
https://doi.org/10.1108/josm-03-2021-0096

117.Prahiawan, W., Fahlevi, M., Juliana, J., Purba, J. T., & Tarigan, S. A. (2021). The role of e-
satisfaction, e-word of mouth and e-trust on repurchase intention of online shop. International
Journal of Data and Network Science, 5(4), 593-600.
https://doi.org/10.5267/j.ijdns.2021.8.008

118.Prastiwi, S. K., Rohimat, A. M., & Aisyiah, H. N. (2022). Consumer Reviews, Ratings, and
Gamification on Muslim Millennials’ Online Purchasing Decisions. Shirkah Journal of
Economics and Business, 7(3), 267-285. https://doi.org/10.22515/shirkah.v7i3.467

119.Pukénas, K. (2009). KOKYBINIU DUOMENU ANALIZE SPSS PROGRAMA. Lietuvos kiino

kultiiros akademija.

84



120.Qalati, S. A., Vela, E. G., Li, W., Dakhan, S. A., Thuy, T. T. H., & Merani, S. H. (2021).
Effects of perceived service quality, website quality, and reputation on purchase intention:
The mediating and moderating roles of trust and perceived risk in online shopping. Cogent
Business & Management, 8(1). https://doi.org/10.1080/23311975.2020.1869363

121.Quantifying user experience in using learning gamification website. (2016). Journal of
Theoretical and Applied Information Technology, 96(23), 7783-7793.

122.Quesenbery, W. (2003). 81 4 Dimensions of Usability. ResearchGate.
https://www.researchgate.net/publication/267221274 81 4 Dimensions_of Usability

123.RahiSamar, Abd, G., & Ngah, A. H. (2020). Factors propelling the adoption of internet
banking: the role of e-customer service, website design, brand image and customer
satisfaction. International Journal of Business Information Systems, 33(4), 549.
https://doi.org/10.1504/ijbis.2020.105870

124.Raihan, D., & Soepatini. (2023). The effect of Ease of Use, Seller Reputation, and Perceived
Usefulness On Brand Loyalty with Satisfaction as a Mediating Variable. Jurnal Informatika
Ekonomi Bisnis, 324-330. https://doi.org/10.37034/infeb.v5i2.282

125.Rasila, H., Rothe, P., & Kerosuo, H. (2010). Dimensions of usability assessment in built
environments. Journal of Facilities Management, 8(2), 143-153.
https://doi.org/10.1108/14725961011041189

126.Rilling, J. K., & Sanfey, A. G. (2011). The Neuroscience of Social Decision-Making. Annual
Review of Psychology, 62(1), 23-48. https://doi.org/10.1146/annurev.psych.121208.131647

127.Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality and customer
satisfaction on customer behavior in online shopping. Heliyon.
https://doi.org/10.1016/j.heliyon.2019.e02690

128.Rose, S. R., Hair, N., & Clark, M. (2011). Online Customer Experience: A Review of the
Business-to-Consumer Online Purchase Context. International Journal of Management
Reviews, 13(1), 24-39. https://doi.org/10.1111/j.1468-2370.2010.00280.x

129.Roy, S. (2018). Effects of customer experience across service types, customer types and time.
Journal of Services Marketing, 32(4), 400-413. https://doi.org/10.1108/jsm-11-2016-0406

130.Roy, S. K., Gruner, R., & Guo, J. (2020). Exploring customer experience, commitment, and
engagement  behaviours.  Journal of  Strategic  Marketing, 30(1), 45-68.
https://doi.org/10.1080/0965254x.2019.1642937

85



131.Saoula, O., Shamim, A., Suki, N. M., Ahmad, M., Abid, M. F., Patwary, A. K., & Abbasi, A.
Z. (2023). Building e-trust and e-retention in online shopping: the role of website design,
reliability and perceived ease of use. Spanish Journal of Marketing - ESIC, 27(2), 178-201.
https://doi.org/10.1108/sjme-07-2022-0159

132.Schmitt, B. H. (1999). Experiential Marketing. Journal of Marketing Management, 15(1-3),
53-67. https://doi.org/10.1362/026725799784870496

133.Schmitt, B. H., Zarantonello, L., & Brakus, J. J. (2009). Brand Experience: What is it? How
is it Measured? Does it Affect Loyalty? Journal of Marketing, Vol. 73(No. 3), 52-68.
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=1960358

134.Seckler, M. M., Heinz, S., Forde, S. F., Tuch, A. N., & Opwis, K. (2015). Trust and distrust
on the web: User experiences and website characteristics. Computers in Human Behavior, 45,
39-50. https://doi.org/10.1016/j.chb.2014.11.064

135.Shodiq, A. F., Hidayatullah, S., & Ardianto, Y. T. (2018). INFLUENCE OF DESIGN,
INFORMATION QUALITY AND CUSTOMER SERVICES WEBSITE ON CUSTOMER
SATISFACTION. International Journal of Scientific and Engineering Research, 9(12).

136.Silalahi, S., & Rufaidah, P. (2018). Measuring Digital Customer Experience. SOCIAL
SCIENCES & HUMANITIES, 26 (T), 199-212.

137.Singh, D. (2020). HYPOTHESIS: MEANING, TYPES AND FORMULATION. JOURNAL
OF LEGAL STUDIES AND RESEARCH, ISSN 2455 2437.

138.Soares, M. C. E., Dolci, D. B., & Lunardi, G. L. (2022). Interaction Effects between Online
Reviews and Product Characteristics on Consumer’s Trust. RAC: Revista De Administracio
Contemporanea, 26(suppl 1). https://doi.org/10.1590/1982-7849rac2022210114.en

139.Soleimani, M. (2021). Buyers’ trust and mistrust in e-commerce platforms: a synthesizing
literature review. Information Systems and e-Business Management, 20(1), 57-78.
https://doi.org/10.1007/s10257-021-00545-0

140.Sperry, R. W. (1970). An objective approach to subjective experience: Further explanation of
a hypothesis. Psychological Review, 77(6), 585-590. https://doi.org/10.1037/h0029957

141.Statista. (2023, May 2). Share of online shopping scam victims who lost money worldwide
2015-2022. https://www.statista.com/statistics/1273302/consumers-who-lost-money-due-to-

online-shopping-scams/

86



142.Stravinskiene, J., Dovaliene, A., & Ambrazeviciute, R. (2014). FACTORS INFLUENCING
INTENT TO BUY COUNTERFEITS OF LUXURY GOODS. Ekonomika Ir Vadyba, 18(4).
https://doi.org/10.5755/j01.em.18.4.5739

143.Sudiana, Chandra, Y. U., & Angela, L. (2021). Key Success Factors for a Better User
Experience in E-Commerce Website. International Conference on Information Management
and Technology (ICIMTech). https://doi.org/10.1109/ICIMTech53080.2021.9535076

144 Sullivan, Y. W., & Kim, D. J. (2018). Assessing the effects of consumers’ product evaluations
and trust on repurchase intention in e-commerce environments. International Journal of
Information Management, 39, 199-219. https://doi.org/10.1016/j.ijinfomgt.2017.12.008

145.Sun, J., Yang, Z., Ying, W., & Zhang, Y. (2015). Rethinking E-Commerce service quality:
Does website quality still suffice? Journal of Computer Information Systems, 55(4), 62—72.
https://doi.org/10.1080/08874417.2015.11645788

146.Syahrina, A., & Kusumasari, T. F. (2020). Designing User Experience and User Interface of
a B2B Textile e-Commerce using Five Planes Framework. 1JIES (International Journal of
Innovation in Enterprise System), 4(01), 44-55. https://doi.org/10.25124/ijies.v4i01.47

147.Tam, C., Barroso, M. G. T., & Cruz-Jesus, F. (2022). Understanding the determinants of users’
continuance intention to buy low-cost airline flights online. Journal of Hospitality and
Tourism Technology, 13(2), 264-280. https://doi.org/10.1108/jhtt-12-2020-0316

148.Tandon, U., Kiran, R., & Sah, A. N. (2017). Customer satisfaction as mediator between
website service quality and repurchase intention: an emerging economy case. Service Science,
9(2), 106-120. https://doi.org/10.1287/serv.2016.0159

149.Tarafdar, M., & Zhang, J. (2005). Analysis of Critical Website Characteristics: A Cross-
Category Study of Successful Websites. Journal of Computer Information Systems, Volume
46(Issue 2), 14-24. https://doi.org/10.1080/08874417.2006.11645879

150.TOP100 e-commerce projects in Baltics. (2023). bpnlt.com. Retrieved January 3, 2024, from
https://bpnlt.com/en/top100-e-commerce-projects-in-baltics/

151.Trevinal, A. M., & Stenger, T. (2014). Toward a conceptualization of the online shopping
experience. Journal of Retailing and Consumer Services, 21(3), 314-326.
https://doi.org/10.1016/j.jretconser.2014.02.009

87



152.Usas, A., Jasinskas, E., & Streimikiene, D. (2023). The impact of quality of C2C online store
on consumer satisfaction: an empirical study in Lithuania. Management & Marketing,
18(2):113-126. https://doi.org/10.2478/mmcks-2023-0007

153.Van De Sand, F., Frison, A., Zotz, P., Riener, A., & Holl, K. (2019). The Intersection of User
Experience (UX), Customer Experience (CX), and Brand Experience (BX). In Management
for professionals (pp. 71-93). Springer Nature. https://doi.org/10.1007/978-3-030-29868-5 5

154.Vanden Abeele, V., Zaman, B., & De Grooff, D. (2011). User eXperience Laddering with
preschoolers: unveiling attributes and benefits of cuddly toy interfaces. Personal and
Ubiquitous Computing, 16(4), 451-465. https://doi.org/10.1007/s00779-011-0408-y

155.Véasquez, F., & Martinez, J. V. (2020). From E-Quality and Brand perceptions to Repurchase:
a model to explain purchase behaviour in a Web-Store. Journal of Theoretical and Applied
Electronic Commerce Research, 15(3), 26-36. https://doi.org/10.4067/s0718-
18762020000300103

156.Venkatesan, R., Harmeling, C. M., & Palmatier, R. W. (2018). Creating Effective Online
Customer Experiences. Journal of Marketing, 83(2), 98-119.
https://doi.org/10.1177/0022242918809930

157.Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A. L., Tsiros, M., & Schlesinger,
L. A. (2009). Customer Experience Creation: Determinants, Dynamics and Management
Strategies. Journal of Retailing, 85(1), 31-41. https://doi.org/10.1016/j.jretai.2008.11.001

158.Wang, M. C. H., Wang, E., Cheng, J. M. S., & Chen, A. F. L. (2009). Information quality,
online community and trust: a study of antecedents to shoppers’ website loyalty. International
Journal of Electronic Marketing and Retailing, 2(3), 203.
https://doi.org/10.1504/ijemr.2009.021806

159.Weber, M., Co-Creation, C. C., & Chatzopoulos, C. G. (2019). Digital customer experience:
the risk of ignoring the non-digital experience. International Journal of Industrial
Engineering and Management, 10(3), 201-210. https://doi.org/10.24867/ijiem-2019-3-240

160.Xing, L., & Peng, R. (2010). User experience research of toy design. 2010 IEEE 11th
International Conference on Computer-Aided Industrial Design & Conceptual Design 1, 943—
946. https://doi.org/10.1109/caidcd.2010.5681811

88



161.Xu, Y., Chen, Z., Peng, M. Y., & Anser, M. K. (2020). Enhancing Consumer Online Purchase
Intention Through Gamification in China: Perspective of Cognitive Evaluation Theory.
Frontiers in Psychology, 11. https://doi.org/10.3389/fpsyg.2020.581200

162.Yousafzai, S., Pallister, J. S., & Foxall, G. R. (2003). A proposed model of e-trust for
electronic banking. Technovation, 23(11), 847-860. https://doi.org/10.1016/s0166-
4972(03)00130-5

163.Zhou, T., & Zhang, S. (2009). Examining the Effect of E-commerce Website Quality on User
Satisfaction. 2009 Second International Symposium on Electronic Commerce and Security,
Print ISBN:978-0-7695-3643-9. https://doi.org/10.1109/ISECS.2009.24

89



ANNEXES

Annex 1. Online Survey in Lithuanian

Sveiki, esu Vilniaus universiteto verslo mokyklos skaitmeninés rinkodaros magistro studenté. Siuo
metu vykdau mokslinio darbo tyrimg apie "Vartotojo patirties ir pasitikéjimo elementy el. parduotuvéje
poveikis pakartotiniam pirkimui ", tokioje kaip "Pigu.lt".

Kvieciu dalyvauti apklausoje ir prisidéti prie tyrimo jgyvendinimo, kuris yra vertingas ateities moksliniams
tyrimams ir mano sékmingam magistro uzbaigimui.

o Sios apklausos trukmé yra apie 7 minutes.

e Jus kvieciu dalyvauti, nes atitinkate mano vykdomo tyrimo tiksling auditorija.
e Apklausa yra visiSkai anoniminé.

e Surinkti duomenys bus panaudoti tik mokslinio tyrimo tikslams.

Jei turétuméte klausimy dél tyrimo ar anketos klausimy, kreipkités el. pastu: ausra.paukste@vm.stud.vu.lt.
Dékoju uz Jusy dalyvavima ir prisidéjima prie tyrimo jvykdymo.

1. Ar Jis kadanors turéjote patirties pirkant el. parduotuvéje "Pigu.lt"?

e Taip
¢ Ne
2. Kiek karty per metus perkate el. parduotuvéje "Pigu.lt"?

e 5 ir daugiau karty
e 4 ir maziau karty

3. Kurios "Pigu.lt" kategorijos prekes perkate dazniausiai? Pazymékite daugiausiai 3 kategorijas.

Buitiné technika ir elektronika;
Vaikams ir kudikiams;

Baldai ir namy interjeras;
Kompiuteriné technika;

Kvepalai, kosmetika;

Mobilieji telefonai, Foto ir Video;
Virtuvés, buities, apyvokos prekeés;
Santechnika, remontas, Sildymas;
Sportas, laisvalaikis, turizmas;
Apranga, avalyne, aksesuarai;
Dovanos, dekoracijos, gélés;
Autoprekés;

Gyviny prekés;

Sodo prekés;

Knygos;

Maisto prekes;

Apsauginés, dezinfekcinés, medicininés prekes;
ISmaniis namai;

Biurui, mokyklai, kiirybai;
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e ISparduotuvé (pazeistos pakuotés, prekés | minusg);
o Kita.

4. Isivaizduokite, kad Siuo metu domités elektronikos prekémis ir randate Zemiau pavaizduotg el.
parduotuvés "pigu.lt" puslapj ir atsidarote savo kompiuterio ekrane.

Atidziai perziurekite $j puslapi (dizaing, nuotraukas, puslapio stuktiira, informacijos pateikima, kainas,
rekomendacijas, pristatymo sglygas ir tai, kas Jums svarbu perkant perkes el. parduotuvéje).

Tuomet toliau atsakykite ] pateiktus teiginius. Vertinant teiginius remkités zemiau pateiktu el.
parduotuvés "pigu.lt” prekés puslapiu. Savo telefone galite priiartinti paveiksélj. Taip pat atsakant j
klausimus visada galite sugrjzti prie vizualo, jeigu tai padés tiksliau vertinti teiginius.

Superpasialymai Kalédoms iki 40 %*! Dovany idéjos visai Seimai! @

= visosprekés  TOP pasidlymai p é ite per Pigu.lt

@ Jasymiestas  Informacie ¥ LT ¥
o Kompiutering te

Belaidés ausinés JBL Tune 660NC
JBLT660NCWHT

5(15) | Kausimai ir atsakymai (0

susijusios prekés:

irtj sudarant @ men. laikotarpiui, meén. jmoka -

S RYTO), gruodsio 1d.

Specifikacijos:
s =
Tipas: 3 x19% ¢ Mokekite dalimis
N\ Pask
Sk Prekes ID: © Josy miestas -
® arsi e
{ =W RTINS Ussisake Eiandien ki 20:00
\ — | ”
) — @ Viniuje perductuveje (Laisespr. 0% ¢
LI
- 44 e

je(Upesg S(PC 0%¢

' RYTO), gruodsio 1d.

Kity pardavéjy pasialymai
KR 807 B

Kiti taip pat doméjosi GoBuy 103%¢ B

; ©© - o e o

75%¢ ¥ 20%¢ 185%¢ 22° 43%¢
75 . ® ATSIMKITE RYTO) U5 ® ATSIMKITE RYTO)
JBL Tune 125 TWS T125TWSBLUE Hoco EW36 Black Belaidés ausinés LSTN SLBT30080 WT

@ Pardavéjas: Pigu.lt # 47 @

W/ 91% pirkejy re
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Prastesta sorantia - nermokamas remantas arhs
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© Apsaugokite savo preke

Pratests garantija - nemokamas remontas arbs
keitimas nauja preke (U

REKOMENDUOJAME

CE Zenklinimas yra prekes gamintojo pareiskimas. kad produktas atitinka jam taikomus Europos Komisijos direktyvy reikalovimus.

JBL

JBL" - garso aparatiros, kolonéliy ir ausiniy gamintojas, jsikiires Jungtinése Amerikos Valstijose. Kompanijos jkiréjas James Bullough Lansing buvo Zinomas kaip
genialus garso inZinierius, tad nenuostabu, jog dvi jo jkurtos kompanijos: JBL® ir Altec Lansing” - tapo kokybigko garso sinonimais.
Jau daugiau kaip 7 dedimtmetius gyvuojanti kompanija gali pasigirti ne vienu pasiekimu. Garso kolonéliy tokioms Zinomoms kino kompanijoms kaip . Metro-

Mayer” kiirimas, su Ford" panija ir daugybe imy uZ Inovatyvius produktus - tal tik kell kompanijos
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5. Ivertinkite teiginius apie informacijos pateikimg ir atvaizdavima vertinant prie§ tai matytg el.
parduotuvés puslapj. Atsakymus zymékite skal¢je nuo 1 iki 5, kuomet 1 reiskia ,,visiSkai nesutinku®, o 5

reiSkia ,,visiSkai sutinku:

nesutinku

Visiskai

Nesutinku

Nei sutinku,
nei nesutinku

Sutinku

Visiskai
sutinku

El. pardavéjas pateikia naujausia
informacija

El. pardavéjas pateikia naudinga
informacija

El. pardavéjas pateikia visa
reikiamg informacija

Informacija el. parduotuvéje yra
pateikta patraukliai

Informacija el. parduotuvéje yra
iSdéstyta tvarkingai

Informacija el. parduotuvéje yra
lengvai suprantama

El. parduotuvés isdéstymas ir
spalvos yra patrauklis

6. Ivertinkite teiginius apie patikimumo elementus vertinant pries tai matyta el. parduotuvés puslap;.
Atsakymus zymékite skaléje nuo 1 iki 5, kuomet 1 reiskia ,,visiSkai nesutinku®, o 5 reiskia ,,visiskai

sutinku®

Visiskai
nesutinku

Nesutinku

Nei
sutinku,
nei
nesutinku

Sutinku

Visiskai
sutinku

produkta yra tikslas.

Manau, kad atsiliepimai $iame puslapyje apie

Mano nuomone, atsiliepimai "pigu.lt"
suteikia svarbios informacijos apie prekes.

Manau, kad atsiliepimai "pigu.It" yra labai
naudingi prie$ perkant produktus.

pateikia s3zininga nuomong.

Mano nuomone, atsiliepimai "pigu.It"
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Kity pirkéjy suteiktas jvertinimas
(zvaigzdémis) man padeda jvertinti "pigu.lt"
ir patj pardavéja

Kity pirkéjy pateikti jvertinimai
(zvaigzdutés) pagerina mano zinias apie
produktus ir pardavéja

7. Ivertinkite teiginius apie naudojimosi patoguma ir naudingumg atsizvelgiant j pries tai matytg el.
parduotuvés puslapj. Atsakymus zymékite skal¢je nuo 1 iki 5, kuomet 1 reiskia ,,visiSkai nesutinku®, o 5

reiskia ,,visiSkai sutinku‘:

Visiskai
nesutinku

Nesutinku

Nei
sutinku, nei
nesutinku

Sutinku

Visiskai
sutinku

El parduotuvéje yra lengva atlikti tai, kg
noriu

Mano sgveika su el. parduotuve aiski ir
suprantama

El. parduotuve yra lengva naudotis

El. parduotuvé pateikia tinkama
informacijg apie kokybe ir kaing

El. parduotuvé pagerina mano rezultatus
vertinant produkto kokybe ir kaing

El. parduotuvé pakelia mano efektyvuma
vertinant produkty kokybe ir kaing
internete

El. parduotuvé yra naudinga vertinant
produkto kokybe ir kaing

8. Ivertinkite teiginius apie naudojimosi pasitenkinimg ir pasitikéjima el. parduotuve atsizvelgiant
pries tai matyta el. parduotuvés puslapj. Atsakymus zZymékite skaléje nuo 1 iki 5, kuomet 1 reiskia
,.visiSkai nesutinku®, o 5 reiSkia ,,visiSkai sutinku‘:

Visiskai
nesutinku

Nesutinku

Nei sutinku, nei
nesutinku

Sutinku

Visiskai
sutinku
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Esu patenkintas(-a) paskutiniu pirkimu
Sioje el. parduotuvéje

Man patinka pirkti i§ Sios el. parduotuvés

Bendrai, esu patenkintas(-a) patirtimi,
kuria sukdré §i el. parduotuve

AS esu uztikrintas(-a) ir pasikliauju Sia el.
parduotuve, kai man reikia, kg nors
nusipirkti

AS pasitikiu el. parduotuvés
administravimu, kad jie atliks darbg
tinkamai

AS esu visiskai tikras(-a), ko tikeétis i$
Sios el. parduotuvés

AS tikiu, kad i el. parduotuvé priims
sprendimus mano naudai

9. Ivertinkite teiginius apie pirkima el. parduotuvéje atsizvelgiant  pries tai matyta el. parduotuvés
puslapi. Atsakymus zymékite skaléje nuo 1 iki 5, kuomet 1 reiSkia ,,visiSkai nesutinku®, o 5 reiskia

,,visiSkai sutinku‘:

Visiskai
nesutinku

Nesutinku

Nei sutinku, nei
nesutinku

Sutinku

Visiskai
sutinku

Man labiau patinka pirkti el. parduotuvéje
internete, negu parduotuvéje gyvai

AS pasitikiu el. parduotuvés
administravimu, kad jie atliks darba
tinkamai

Kai ketinsiu pirkti kitg preke, vél sugrisiu
i el. parduotuve

AS turiu didelj norg dar kartg pirkti prekes
internete el. parduotuvéje

Rekomenduociau kitiems pirkti internete
el. parduotuvéje

Pasidalin¢iau su kitais teigiama patirtimi
perkant internetu el. parduotuvéje

97



10. Jusy amzius:

18 - 27
28 - 37
38 - 47
48 — 57
58 ir daugiau

11. Jasy lytis:

e Moteris
° Vyras

Annnex 2. Online survey in English

Hello, I am a master's student in digital marketing at the Business School of Vilnius University. |
am currently conducting a research paper on "The Impact of user experience and e-trust elements repurchase
goods on online ", such as "Pigu.It".

| invite you to participate in the survey and contribute to the implementation of the study, which is valuable
for future research and for my successful completion of my master's degree.

e The duration of this survey is about 7 minutes.

e | invite you to participate because you fit the target audience of my ongoing research.
e The survey is completely anonymous.

e The collected data will be used only for research purposes.

If you have any questions about the survey or questionnaire questions, please contact us by e-mail. by mail:
ausra.paukste@vm.stud.vu.lt. Thank you for your participation and contribution to the completion of the
study.

1. Have you ever had experience on buying goods on "Pigu.lt" online store?

e Yes
e« No
2. How many times a year do you buy on "Pigu.lt" online store?

e 50r more times
e 4 or less times

3. Which "pigu.lt" category do you buy most often? Choose up to 3 categories.

e Household appliances and electronics;
e For children and babies;
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e Furniture and home interior;
e Computer technology;
o Perfumes, cosmetics;
e Mobile phones, Photo and Video;
o Kitchen, household, household goods;
e Plumbing, repair, heating;
e Sports, leisure, tourism;
e Clothing, footwear, accessories;
o Gifts, decorations, flowers;
e Car goods;
e Animal goods;
e Garden goods;
o Books;
e Food products;
o Protective, disinfectant, medical goods;
¢ Smart home;
e For office, school, creativity;
o Sale (damaged packaging, goods in the minus);
e Other.
4, Imagine that you are currently shopping for electronics and find the product page (image below) of

the "pigu.It" store and opens on your computer screen.

Carefully review this page (design, photos, page structure, information presentation, prices,
recommendations, delivery conditions and what is important to you when making purchases in the e-store).

Later answer the following statements. Please refer to the image below when evaluating answers of the
product page on the "pigu.lt" online store. You can zoom in on the picture on your phone. Also, when
answering the questions, you can always return to the visual if it will help you evaluate the statements more
accurately.

5. Evaluate statements about presented information and it’s representation by evaluating previously
viewed online store product page. Mark your answers on a scale from 1 to 5, where 1 means "strongly
disagree" and 5 means "strongly agree"":

Strongly Disagree | Neither agree or | Agree Strongly
Disagree disagree Disagree

The online retailer provides up-to-
date information;

The online retailer provides accurate
information;

The online retailer provides useful
information;
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The online retailer provides
complete information.

It is easy to get e-store to do what |
want;

The interaction with the e-store is clear
and understandable;

The e-store is easy to use.

6. Evaluate statements about trust elements by evaluating previously viewed online store product
page. Mark your answers on a scale from 1 to 5, where 1 means "strongly disagree™ and 5 means "strongly

agree™:

Strongly
Disagree

Disagree

Neither
agree or
disagree

Agree

Strongly
Disagree

I think the reviews of the purchase experience
with “pigu.lt” are accurate;

In my opinion, the reviews of the purchase
experience with “pigu.lt" provide relevant
information about the products;

In my opinion, the reviews of the purchase
experience with “pigu.lt” provide honest
testimonies;

I think the reviews of the purchase
experience with “pigu.lt” are very useful
before purchasing products;

Ratings (stars) given by other purchasers
help me rate the “pigu.lt” product and the
seller;

Ratings (stars) given by other purchasers
help me rate the “pigu.lt” product and the
seller;

7. Evaluate statements about ease of use and usefulness of the e-store by evaluating previously viewed
online store product page. Mark your answers on a scale from 1 to 5, where 1 means "strongly disagree"

and 5 means "strongly agree":
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Strongly
Disagree

Disagree

Neither agree
or disagree

Agree

Strongly
Disagree

It is easy to get on the e-store to do what |
want;

The interactions with the e-store are clear
and understandable;

The e-store is easy to use.

E-store provides good information about
quality and price;

E-store improves my performance in
assessing the product quality and price;

E-store increase my effectiveness for
product quality and price assessment
online;

Reviews on the e-store are useful for
evaluation the products quality and price.

8. Evaluate statements about using satisfaction ant trust of the e-store by evaluating previously viewed
online store product page. Mark your answers on a scale from 1 to 5, where 1 means "strongly disagree"

and 5 means "strongly agree":

Strongly
Disagree

Disagree

Neither agree
or disagree

Agree

Strongly
Disagree

I am satisfied with my last purchase on
this e-store;

I like to make purchases from this e-
store;

Overall, | am satisfied with the
experience provided by this e-store;
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| feel comfortable relying on this
website when I need to buy something;

I’d trust this e-store administration to do
the job right;

I am quite certain what to expect from
this e-store;

| believe this e-store will always act in
my best interest.

9. Evaluate statements about intention to repurchase from the same online store by evaluating
previously viewed online store product page. Mark your answers on a scale from 1 to 5, where 1 means
"strongly disagree" and 5 means "strongly agree":

Strongly
Disagree

Disagree

Neither agree
or disagree

Agree

Strongly
Disagree

| prefer to shop online at the online store
rather than offline;

I intend to revisit the online store in the
future;

If | want to buy the product again, I will
buy it in the online store;

I have a high level of willingness to
repurchase products in the online store;

I would recommend shopping online at
the online store to others;

I will tell others about positive
experiences when shopping online at the
online store.

12. Your Age:

18 - 27
28 — 37
38— 47
48 — 57

102



¢ 58 and more

13. Your Gender:

e Female
° Male

Annex 3. Contrucst by the original researches

Author, Year

Construct

Web Information Quality

Lo

The online retailer provides up-to-date information;

Prastiwi et. al, 2022

Lin, 2007 2. The online retailer provides useful information;
3. The online retailer provides complete information.

Web Design 1. The information on the site is attractively displayed,;

Kassim and Abdullah, 2010 2. The information on the site is well organized:;
3. The information on the site is easy to understand and follow;
4. The site layout and colors are appealing (fascinating).

Web trust elements 1. 1think the reviews of the purchase experience with Shopee are

accurate;

2. In my opinion, the reviews of the purchase experience with
Shopee provide relevant information about the products;

3. In my opinion, the reviews of the purchase experience with
Shopee provide honest testimonies;

4. | think the reviews of the purchase experience with Shopee are
very useful before purchasing products;

5. Ratings (stars) given by other purchasers help me rate the Shopee
product and the seller;

6. Ratings (stars) given by other purchasers increase my knowledge
of the products and sellers.

Ease of use
Li and Yeh, 2010

1. Itis easy to get the website to do what | want;
2. The interactions with the website are clear and understandable;
3. The website is easy to use.

Usefulness
Peters and Bodkin, 2022

1. Provides good information about quality and price;

2. Improves my performance in assessing the product quality and
price;

3. Increase my effectiveness for product quality and price
assessment online;

4. reviews are useful for evaluation the products quality and price.

Satisfaction
Mamakou et. al, 2023

=

I am satisfied with my last Internet purchase;

I like to make purchases from this website;

3. Overall, I am satisfied with the experience provided by this
website.

n
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Trust 1. | feel comfortable relying on this website when I need to buy
Usas and Jasinskas, 2021 something;

I’d trust this website administration to do the job right;

I am quite certain what to expect from this online shop;

4. | believe this website shop will always act in my best interest.

wn

=

Intention to
repurchaseNurjanah, 2022

Prefer to shop online at the online marketplace rather than offline;

Intend to revisit the online marketplace in the future;

3. If I want to buy the product again, I will buy it in the online
marketplace;

4. Have a high level of willingness to repurchase products in the
online marketplace;

5. Would recommend shopping online at the online marketplace to
others;

6. Will tell others about positive experiences when shoppingonline

at the online marketplace.

no

Annex 4. Cronbach Alpha testing of the constructs

1. Website Information Quality
Reliability Statistics

Cronbach's
Alpha M oof ltems

758 3

2. Website Design

Reliability Statistics

Cronbach's
Alpha M oof ltems

878 4

3. Website Trust Elements

Reliability Statistics

Cronbach's
Alpha M oof ltems

A3 3]
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4, Perceived Ease of Use
Reliability Statistics

Cronbach's
Alpha M oof ltems
827 3
5. Perceived Usefulness

Reliability Statistics

Cronbach's
Alpha M oof ltems

862 4

6. E-Satisfaction
Reliability Statistics

Cronbach's
Alpha [ oof ltems

A72 3

7. E-Trust
Reliability Statistics

Cronbach's
Alpha M oof ltems

838 4

8. Intention to Repurchase

Reliability Statistics

Cronbach's
Alpha M oof ltems

A1 3]
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Appendix 5 Normality Test of the Variables
Tests of Normality

Kolmogorov-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
INFOQ0 143 260 =.001 855 260 =.001
TRELD 13z 260 =.001 936 260 =.001
WEEBDO 16 260 =.001 858 260 =.001
a. Lilliefors Significance Correction
Tests of Normality
Kolmogorov-Smirnoy? Shapiro-Wilk
Statistic df Sig. Statistic df Sia.
EASED 23 260 =001 858 260 =.001
LISEFO A1 260 =.001 873 260 =.001
SATO 62 260 =001 908 260 =.001
TRUSTO 15 260 =.001 963 260 =.001
IMTEMO .0as 260 =001 A67 260 =.001
a. Lilliefors Significance Correction
Annex 6 Demographic statistics from SSPS and Google Forms
Gender distribution in Onlin Survey
Lytis
Cumulative
Frequency  Percent  Valid Percent FPercent
YWalid  Moteris 168 64.6 64.6 64.6
Vyras g2 354 354 100.0
Total 260 100.0 100.0

Age distribution in Online Survey
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Amzius

Cumulative
Frequency  Fercent  Valid Percent Percent
Yalid  18-27 30 11.5 11.5 11.5
28-37 160 61.5 1.5 731
38-47 45 17.3 17.3 890.4
48-57 18 6.9 6.9 a7.3
58 ir daugiau 7 2.7 2.7 100.0

Total 260 100.0 100.0

Most popular categories on “Pigu.lt”

Kurios "pigu.lt" kategorijos prekes perkate daZniausiai? PaZzymeékite daugiausiai 3 kategorijas.

262 responses

76 (29%)
68 (26%)

Vaikams ir kodikiams
Kvepalai, kosmetika

Baldai ir namy interjeras
Elektronika ir buitiné technika
Kompiuteriné technika
Mobilieji telefonai, Foto ir Vid... 33 (
Virtuves, buities, apyvokos p... 58 (22.1%)
Santechnika, remontas, Sildy...
Sportas, laisvalaikis, turizmas
Apranga, avalyné, aksesuarai
Dovanos, dekoracijos, gélés
Autoprekés

Gyvany prekés

Sodo prekés

Knygos

Maisto prekeés

Apsauginés, dezinfekcinés,...
ISmanads namai

Biurui, mokyklai, kirybai
ISparduotuve (pazeistos pak...
Kita

37 (14.1%)

136 (51.9%)

64 (24.4%)
33 (12.6%)
38 (14.5%)

37 (14.1%)
14 (5.3%)

9 (3.4%)

2 (0.8%)

4 (1.5%)

4 (1.5%)

14 (5.3%)

9 (3.4%)

26 (9.9%)

0 50 100 150

Annex 7. Correlation results SSPS

Correlation: Website Information Quality and Perceived Ease of Use
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Correlations

INFOQD — EASED
Spearman's tho  INFOQO  Correlation Coefficient 1.000 4327
Sig. (2-tailed) . =001

N 260 260

EASED  Correlation Coefficient 4327 1.000

Sig. (2-tailed) =.001 .

N 260 260

** Correlation is significant atthe 0.01 level (2-tailed).

Correlation: Website Information Quality and Perceived Usefulness

Correlations

INFOQOD  USEFD
Spearman's tho  INFOQO  Correlation Coefficient 1.000 5017
Sig. (2-tailed) . <.001
N 260 260
USEFD  Correlation Coefficient 5017 1.000
Sig. (2-tailed) <.001 .
N 260 260
** Correlation is significant at the 0.01 level (2-tailed).
Correlation: Website Information Quality and E-Satisfaction
Correlations
INFOQD SATD
Spearman'srho  INFOQOD Correlation Coefficient 1.000 402"
Sig. (2-tailed) . <.001
N 260 260
SATO  Correlation Coefficient 4027 1.000
Sig. (2-tailed) =.001 .
N 260 260

** Correlation is significant at the 0.01 level (2-tailed).

Correlation: Website Information Quality and E-Trust
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Correlations

INFOQOD  TRUSTO
Spearman's rho INFOQO  Correlation Coefficient 1.000 3937
Sig. (2-tailed) . =.001
N 260 260
TRUSTO Correlation Coefficient 3937 1.000
Sig. (2-tailed) =.001 .
N 260 260
** Correlation is significant atthe 0.01 level (2-tailed).
Correlation: Website Design and Perceived Ease of Use
Correlations
WEEDO EASED

Spearman'srho  WEBDO Correlation Coefficient 1.000 584"
Sig. (2-tailed) . =.001

N 260 260

EASED  Correlation Goefficient 5847 1.000

Sig. (2-tailed) =.001 .

N 260 260

** Correlation is significant at the 0.01 level (2-tailed).
Correlation: Website Design and E-Satisfaction
Correlations
WEEDO SATO

Spearman's rho  WEBDO Correlation Coefficient 1.000 448"
Sig. (2-tailed) . <.001

N 260 260

SATD  Correlation Coefficient 448" 1.000

Sig. (2-tailed) =.001 .

N 260 260

** Correlation is significant at the 0.01 level (2-tailed).

Correlation: Website Design and E-Trust
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Correlations

WEBDO TRUSTO
Spearman'srho  WEBDO  Caorrelation Coefficient 1.000 458"
Sig. (2-tailed) . =.001
[+ 260 260
TRUSTO Correlation Coefficient 458" 1.000
Sig. (2-tailed) =.001 .
[+ 260 260

** Correlation is significant atthe 0.01 level (2-tailed).
Correlation: Website Trust Elements and E-Trust
Correlations

TRELD TRLUSTO
Spearman's rho  TRELD Correlation Coefficient 1.000 337
Sig. (2-tailed) . =001
[+ 260 260
TRUSTO Correlation Coefficient 337 1.000
Sig. (2-tailed) <.001 .
[ 260 260

** Correlation is significant at the 0.01 level (2-tailed).
Correlation: Perceived Ease of Use and E-Satisfaction
Correlations
EASED SATO

Spearman'srho  EASED Caorrelation Coefficient 1.000 523

Sig. (2-tailed) . =.001

[ 260 260

SATO  Correlation Coefficient 5237 1.000

Sig. (2-tailed) =.001 .

[ 260 260

** Correlation is significant at the 0.01 level (2-tailed).

Correlation: Perceived Usefulness and E-Satisfaction
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Correlations

LISEFD SATO

Spearman'srho  USEFD  Caorrelation Coefficient 1.000 4147

Sig. (2-tailed) : =001

[ 260 260

SATO  Correlation Coefficient 414" 1.000

Sig. (2-tailed) =001 :

[+ 260 260

** Correlation is significant atthe 0.01 level (2-tailed).
Correlation: E-Trust and E-Satisfaction
Correlations

TRUSTO SATO
Spearman's tho  TRUSTOD  Correlation Coefficient 1.000 6417
Sig. (2-tailed) : =001
[+ 260 260
SATO Correlation Coefficient 6417 1.000
Sig. (2-tailed) =.001 .
[ 260 260

** Correlation is significant at the 0.01 level (2-tailed).
Correlation: E-Satisgfaction and Intention to Repurchase
Correlations

SATO IMTEMO

Spearman's rho  SATO Correlation Coefficient 1.000 5437
Sig. (2-tailed) . =.001

I 260 260

INTEND  Correlation Coefficient 5437 1.000

Sig. (2-tailed) =001 :

M 260 260

** Correlation is significant at the 0.01 level (2-tailed).

Correlation: E-Trust and Intention To Repurchase

111



Correlations

TRUSTO  INTEND
Spearman's rho TRUSTO Correlation Coefficient 1.000 546
Sig. (2-tailed) . =.001

N 260 260

INTEND  Correlation Coefficient 546 1.000

Sig. (2-tailed) =001 .

N 260 260

** Correlation is significant atthe 0.01 level (2-tailed).

Appendix 8. Linear Regression Results SSPS

Regression: Impact E-Satisfaction on Intention to Repurchase

Model Summany”

Adjusted R Std. Error ofthe
Maodel R F Square Square Estimate
1 B05? 366 363 h2487
a. Predictors: (Constant), SATO
b. Dependent Variable: INTEMO
ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 41.014 1 41.014 148819 <.001"
Residual 71.104 258 276
Total 112118 258
a. Dependent Variable: INTEMO
. Predictors: (Constant), SATO
Coefficients®
Standardized
Lnstandardized Coefficients Coeflicients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance WIF
1 (Constant) 1.590 163 9.740 =001
SATO A0 041 604 1214949 =001 1.000 1.000

a. DependentVariable: INTEMO
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Regression: Impact E-Trust on Intention on Repurchase

Model Summary”

Adjusted R Std. Error of the
Madel [ R Square Square Estimate

1 6137 ATE 374 52073

a. Predictors: (Constant), TRUSTO
b. Dependent Variable: INTEMO

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 42160 1 42160 155483 <.001"
Residual f9.958 258 271
Total 112118 258
a. DependentVariable: INTEMO
b, Predictors: (Constanf), TRUSTO
Coefficients®
Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Model B Std. Errar Beta t Sig. Tolerance WIF
1 (Constant) 1.487 168 8.855 =001
TRLUSTO hEG 0445 613 12.464 =001 1.000 1.000

a. DependentVariable: INTEMO

113



