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INTRODUCTION 

The rapid shift to online shopping creates a fierce battleground for customer loyalty 

(Strzelecki, 2019). Understanding how to drive repeat purchases is crucial for online businesses, 

yet little is known about how purchase intentions differ across product types. People are likely to 

purchase online, stay with the brands that provide higher value, and chase the customers' 

expectations regarding quality and satisfaction. During and after COVID-19, people are concerned 

about purchasing products online and repurchasing once they are satisfied (Jiang & Stylos, 2021). 

Using e-commerce platforms for online buying has become a habit, and the COVID-19 pandemic 

circumstances are making this more noticeable. (Grashuis et al., 2020). One of the most important 

phenomena is that repeat purchasing customers require less effort to sustain and generate revenue 

for the organizations (Chatzoglou et al., 2022). According to a report, repeat customers are easy 

to retain and continue purchasing products five times easier than acquiring new clients. Moreover, 

it also stated that 67% of the existing customers repeat their purchases from digital stores in less 

than six months (Saleh, 2023). 

Trivedi and Yadav (2020) stated that there are several factors that contribute to the 

multidimensional nature of online purchasing. Trust in online stores and customer satisfaction 

with the products or services bought from that store influence the customer's online shopping 

activities. Prasojo and Sari's (2023) study further explored that both e-trust and e-satisfaction have 

a substantial influence on repurchase intentions. Sullivan & Kim (2018) found that perceived value 

is a major determinant of Repurchase intentions in an online store. Ease in choosing a product 

from an online store and then having it delivered, adds a new level of complexity to consumer 

behaviour and influences the likelihood of repeat purchases (Chun et al., 2023). The Perceived 

convenience of online stores contains features, such as access, search, evaluation, transaction, and 

post-purchase convenience, providing an enhanced shopping experience and encouraging 

customers toward repurchase behaviour (Syifa Johan et al., 2020; Pham et al., 2018). Both 

perceived value and perceived convenience make a collaborative relationship that increases the 

likelihood of customers returning to an online store (Kumar & Kashyap, 2022; Prasetyo et al., 

2021). The recent research of Miao et al. (2021) has demonstrated that the intention to repurchase 

in B2C e-commerce segments is positively and significantly influenced by consumer trust, 

Satisfaction and perceived value. Furthermore, the Zeqiri et al. (2023) study shows that trust, 

perceived convenience, and perceived value are important factors in determining repurchase 

intentions. This view has received backing from other studies (Chen et al., 2019; Dlačić et al., 

2013; Pham & Nguyen, 2019; Zhang et al., 2020). 
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Furthermore, brand image positively impacts the perceived value, including aspects like 

functional and price value. Perceived value mediates the relationship between brand image and 

repurchase intentions (Luo, 2024; Devantha & Ekawati, 2021; Widyawati & Rahyuda, 2019). 

Website Security and privacy concerns are important aspects that impact repurchase intentions, 

with trust emerging as a crucial mediator (Trivedi & Yadav, 2020; Napitupulu & Soepatini, 2019). 

Satisfaction acts as a strong mediator between Website Security and Repurchase Intentions, 

meaning that a Secure website contributes to overall satisfaction, which in turn impacts the 

repurchase intentions (Indraswari et al., 2023). Trust acts as a mediator between return policies 

and repurchase intentions. Trust is important in transforming a one-time buyer into a repeat 

customer (Jain et al., 2020). The convenience of the return process is a crucial aspect that 

influences repurchase intentions. When the policies for returns are perceived to be convenient, it 

maximizes satisfaction and positively affects repurchase intentions (Ahmed et al., 2023; Zeqiri et 

al., 2023). Product types in terms of search and experience goods act as moderators between 

satisfaction, trust, perceived value and repurchase intentions in an online store (Rezaei et al., 2016; 

Singh & Srivastava, 2018).  

Many previous studies (Zeqiri et al., 2023; Wu et al., 2014; Wang et al., 2019; Trivedi & 

Yadav, 2020; Tandon et al., 2020; Sullivan & Kim, 2018; Prasetyo et al., 2021; Prabowo, 2024; 

Nnindini et al., 2023; Muthi & Utama, 2023; Kumar & Kashyap, 2022; Ginting et al., 2023) 

explored different variables impact on the repurchase intentions but none of these studied the 

impact of product type on repurchase intentions in online stores. Also, Studies (Trivedi & Yadav, 

2020; Prasojo & Sari, 2023) explored only trust and e-satisfaction, while other potential factors 

influencing repurchase may exist. The research focused mainly on northern India and Sidoarjo, 

Indonesia, avoiding the diverse cultural backgrounds in other regions, possibly impacting 

generalizability. The current model explains the repurchase intention, but it could be improved by 

additional relevant variables. Also, the sample size was limited to 100 respondents. The study by 

Zeqiri et al. (2023) only examined how perceived convenience and perceived value contribute to 

Repurchase intentions, they ignored many other factors which might be affecting repurchase 

behaviour in online shopping. 

 Zeqiri et al. (2023) discussed the impact of only perceived convenience and perceived 

value, ignoring other variables that might impact the intention to repurchase online shopping. The 

study by Mogea (2022) exposed that respondents were limited and lower in Asia, especially in 

Indonesia. 

The Problem of the research is how direct, and indirect variables influence repurchase 

intention at online stores across different product types. 
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This study aims to analyse how repurchase intentions can differ in terms of different 

product types. Previous studies have found multiple direct and indirect factors that influence the 

repurchase intentions but there is still a gap in terms of understanding their impact in terms of 

different product types and this study will cover this gap by examining the moderator role of 

product type between factors and repurchase intentions.  

Objectives: 

• Examine the impact of trust, satisfaction, perceived convenience, and perceived value on 

repurchase intention in online shopping. 

• Examine the impact of indirect factors that influence customers' intention to repurchase 

intention in online shopping. 

• Compare the influence of these factors on repurchase intention across different product 

types in an online store. 

• To develop a methodology for assessing the combined influence of direct and indirect 

drivers on intention to repurchase in online stores. 

• To empirically test the influence of direct and indirect drivers, in conjunction with product 

type, on intention to repurchase in online stores. 

• Provide practical recommendations for online retailers to enhance customer loyalty and 

encourage repurchase intention by effectively managing the identified factors. 

Study Structure: This thesis consists of four chapters; chapters one and two deal with scientific 

literature analysis while chapters three and four deal with research methodology, empirical 

research and discussion after which there is a research conclusion and recommendation, limitation, 

reference and annex. In the first and second chapters of the present work, information from the 

prior scientific literature and research findings connected with the stated thesis topic and research 

problem are compared, analysed and summarised. The first chapter presents research findings of 

definitions of loyalty and repurchase intentions from various perspectives in regards to the 

underpinning factors. Furthermore, the chapter analyses the factors that have emerged as trust, 

satisfaction, and perceived value in influencing the repurchase intent. The second chapter is 

devoted to the dependent variable and the impact of direct variables including trust, satisfaction, 

perceived value, and perceived convenience. It also examines the ways a number of indirect 

variables including; brand image, website security, website quality and return policies, influence 

the direct variables and repurchase intentions. Additionally, it examines how the Theory of 

Planned Behaviour has been applied in other research on these variables. Product types including 

search and experience goods is also presented here, as well as moderation effects are discussed. 
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The third chapter of the study focuses on the methodology in the study. Drawing on the literature 

review, the current research model is presented, and 15 hypotheses are formulated theoretically. 

This chapter outlines the procedures used in data collection and the instruments used in the study. 

A one-shot case study experimental design is employed, while data is collected by a single 

questionnaire only. The items in the questionnaire are justified based on prior usage in other 

similar studies, and the sample size is computed from best practices from fifteen studies. The 

fourth chapter is allocated for data analysis of Direct/Indirect variables and Product type on 

repurchase intention and discussion/interpretation to prior research. Reliability of collected data 

is assessed using Cronbach’s alpha scale, processed socio-demographical data of respondents is 

presented. Subsequently, research data analysis is done in an effort to either confirm or deny 

hypotheses that have been recommended. The obtained results are then discussed and compared 

with the results of other similar researchers. In this thesis data was analysed using IBM SPSS 

Statistics 27.0 software. For testing relation between variables several analyses were conducted 

like linear regression, Moderation analysis, Mediation analysis and Multiple regression analysis. 

The preparation of this thesis consumed 146 sources, the thesis includes 30 tables and 2 figures.  

Methods applied in study: scientific literature analysis, 1 close-ended questionnaire based on 

one shot design experiment, statistical data analysis and conclusions.  

Limitations of the study: This study was confined to two product categories; Electronics & Home 

Appliances and Clothing & Apparel, thereby not generalizable to other product categories like 

groceries, cosmetics and books. Secondly, although the study investigated a number of critical 

variables impacting repurchase intentions, other critical variables, for example, promotional 

activities, social influences, and the type of online stores were not considered. The research design 

was one-shot case study design which limited the ability to draw conclusions about long term 

relationships between variables and their influence on repurchase intentions. Finally, self-reported 

data are used, which introduces potential biases such as social desirability or recall bias where 

respondents may overstate their trust or their satisfaction. 
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1. VARIETY OF LOYALTY AND REPURCHASE INTENTIONS 

1.1 Understanding the Loyalty-Repurchase Intentions Connection 

 Loyalty is a complex and multifaced concept which is important in various fields like 

marketing and social psychology, and it has been widely studied in scientific research. Loyalty is 

defined as a level of commitment a customer has towards the brand, product or service, which can 

motivate a customer towards repeat purchasing over other competitors. It is a multifaceted 

concept, and it contains many factors like trust, satisfaction and perceived value felt by customers 

towards a brand. The combined impact of all these factors makes a strong connection between the 

customer and the brand, which leads to higher commitment (Delgado‐Ballester & Luis Munuera‐

Alemán, 2001). Another study by Basarir & Dhaheri (2009) further highlights Loyalty in terms of 

commitment. According to them, loyalty is a combination of physical and emotional commitment 

towards a brand, which is built in exchange after the customer's needs are fully met. This argument 

is further supported by Marshall (2010), who defined loyalty as a deep-held commitment of 

customers to regularly repurchase a product or service in future. Which leads to purchases from 

the same brand or company, even while external factors and marketing initiatives may encourage 

switching. 

The dynamics of customer loyalty can differ significantly between offline and online 

environments. In the offline world, customer loyalty is mainly steered by customer personal 

interaction and the quality of the overall purchase experience with the seller. Many factors such 

as, face-to-face customer service, physical store appearance and on-time availability of different 

options can play a major role to foster loyalty. Most importantly, the quality of interaction between 

offline retailers and customer is found as a major driver to build loyalty (Walsh et al., 2010). 

Secondly, in terms of online loyalty, customer loyalty depends on many factors, and it is mainly 

affected by factors such as perceived convenience, ease of use and perceived value. Online 

customers are more sensitive towards purchase value, and they base their satisfaction on the 

efficiency and effectiveness of the overall online shopping experience (Hult et al., 2019). 

Interestingly, a study by Shankar et al. (2003) found that loyalty to a service provider can be high 

in online world as compared to offline with a consideration of the same satisfaction levels in both 

environments. Moreover, the business model of an online world is quite different from the offline 

one. But it is way more challenging for a store to build strong loyalty in the online world due to 

very high price sensitivity (Wang et al., 2018).    

A study by Taylor et al. (2006) discovered that there are three individual dimensions that 

create loyalty: behavioural, attitudinal, and composite. Uncles et al. (2003) outlined that the 

behavioural perspective and the attitudinal perspective, are two totally opposing viewpoints. From 
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a behavioural point of view, loyalty is observed as paradoxical. According to this point of view, 

brand loyalty comes from those customers who, rather than from having strong opinions or an 

emotional attachment to any brand, make repeat purchases because of their habits or convenience. 

According to this point, customer decisions are made with a goal in mind, but there is a greater 

focus on achieving immediate results. On the other hand, the attitudinal approach sees 

Brand loyalty as the outcome of consumers developing strong, favourable attitudes or emotional 

bonds with a company. In this view, brand loyalty involves more than just convenience- or habit-

driven conduct. It also requires a sincere commitment to the brand which is stronger and for longer 

term. 

Law, Hui, and Zhao (2004) view loyalty as an attitude rather than a behaviour. Attitude-

based loyalty explains that the individuals have a deeper commitment or emotional attachment to 

a product or service. This commitment doesn’t remain to his behavioural actions, but it goes 

beyond that, and it involves a deep psychological or emotional connection to the brand. It suggests 

that loyalty is embedded into the consumer's attitudes and beliefs he has about a particular product 

or service (Khamitov et al., 2019). Behavioural loyalty is mainly the act of repurchasing a product 

or service. In other words, behavioural loyalty focuses on those actions and behaviours which are 

observable, such as repeated purchases, without necessarily getting into the primary attitudes or 

emotional connections (Lotko, 2018). In other words, loyalty can be characterized as a sequence 

of repetitive purchases with the same brand or same brand set, regardless of the other situational 

factors that might influence or the marketing efforts that may attempt to induce switching 

behaviour (Saritas & Penez, 2017).  

The phenomenon of loyalty has several stages and its first stage is called cognitive loyalty. 

According to Oliver (1999) cognitive loyalty is defined as when a customer prefers a brand based 

on his own understanding of its traits, benefits, or past performance. This loyalty is often driven 

by logic rather than strong emotional attachment. According to Evanschitzky and Wunderlich 

(2006) the main elements in the cognitive loyalty mainly involve the quality, perceived value, 

functional attributes and psychological attributes. Oliver (1999) further explained that effects of 

the cognitive loyalty are very mild and the reason behind that is it mainly depends upon the 

perceived value a customer is getting from a product instead of a brand. 

The second Phase of loyalty is known as affective loyalty. This stage of loyalty comes 

from consistently over the time positive experiences a customer has with a specific brand, which 

trigger an emotional liking or preference towards a certain brand. This type of loyalty doesn’t stick 

to rational evaluation, which makes it much stronger than cognitive loyalty, though still prone to 

change (Oliver, 1999). Studies by Han et al. (2011) showed that affective loyalty and satisfaction 

have a deeply intertwined relationship. According to study, the customers satisfaction act as seed 
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on which ultimately loyalty grows up. Positive satisfying experiences past experiences with a 

certain brand cultivate pleasant emotions and positive feelings towards a brand. Which ultimately 

leads to emotional attachment and increases the customer's commitment towards a brand. 

However, according to a recent study by Seduram et al. (2022) in the affective stage of loyalty, 

customer loyalty is not matured and any offers or product enhancements by competitors or brands 

can negatively affect this loyalty. 

 The next stage of loyalty is conative loyalty. According to Oliver (1999), this stage of 

loyalty is linked with the repurchase intentions of the customer, which is motivated by repeated 

positive experiences of customers with a certain brand of over a time span. The Main element in 

this stage develops the trust in a brand which is mediated by the satisfaction of a customer 

associated with a brand. This argument has been supported by Lam and Shankar (2014) Conative 

loyalty is the precursor to repurchase intentions. He explained that it is a stage when a customer 

develops a desire to repurchase a product or brand again.  According to him, conative loyalty, 

which in other words are repurchase intentions of any major customer, can be developed with the 

help of trust in any certain brand. 

In conclusion, customer loyalty is a dynamic and multifaceted concept. It is influenced by 

various factors across both online and offline environments.  Research indicates that loyalty is not 

merely a series of repeat purchases but a complex interplay of cognitive, affective, and conative 

dimensions. Where, cognitive loyalty is based on rational evaluations of a brand's attributes, 

affective loyalty comes from emotional connections and positive experiences. Lastly, Conative 

loyalty is the strongest form of loyalty and it signifies a deep-rooted commitment to repurchase, 

often driven by trust and satisfaction. 
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2. ANALYSIS OF DIRECT AND INDIRECT FACTORS INFLUENCE ON 

REPURSHACE INENTIONS 

2.1 The Expectancy-Confirmation Theory (ECT) and its Application in Predicting 

Repurchase Intentions 

Expectancy-Confirmation Theory (ECT) is a foundational theory developed by Richard L. 

Oliver in 1977 and 1980 which helps in understanding consumer satisfaction and repurchase 

intentions. The application of this theory has been widely used in different domains, such as 

information systems, marketing and consumer behaviour (Chou et al., 2010). 

In the case of online shopping, and digital marketplaces in general, Expectancy 

Confirmation Theory (ECT) is a central theory in understanding repurchase intentions. According 

to ECT, consumers have expectations about a product or service prior to purchase and satisfaction 

results from the confirmation or disconfirmation of these expectations post purchase. If 

expectations are met, or exceeded, satisfaction increases, thus increasing the likelihood that these 

customers will repurchase (Yen & Lu, 2008; Hsu et al., 2016; Liao et al., 2017).  

Kim (2010) and Hsu et al. (2015) studies have shown that satisfaction and repurchase 

intentions are influenced by trust, perceived value, and website quality. It is commonly used 

framework in explanation satisfaction and repurchase intentions of customer in multiple contexts. 

Satisfaction is proposed to be the result of the interaction between prior expectations and perceived 

performance of a product or service. When the expectations of people are exceeded or even its 

met than a situation of positive confirmation appears, which further increase the satisfaction levels 

in customers and also increase the likely hood of repurchase behaviours. Similarly, if the opposite 

situation happens and the customer expectations are not met due to which negative discomforts 

appear, than it may lead to decrease the satisfaction levels which further leads to reduced 

continuance intentions (Chou et al., 2010; Hossain & Quaddus, 2012; Jiang & Klein 2009).  

Lopez et al. (2012) further highlighted the important of Expectancy-Confirmation Theory 

(ECT), according to him ECT is one of the few theories that helps explain customer satisfaction 

and repurchase intention and is especially relevant to the context of online shopping and electronic 

commerce. According to ECT, the confirmation of pre purchase expectations influences customer 

satisfaction, which subsequently influences repurchase intention. He further confirmed that when 

the satisfaction levels rise and the customers’ expectations are met or exceeded, the chances of 

repurchase are also increased simultaneously. 

 Further, the extended versions of this theory has been employed by López et al. (2012) and 

Urueña-López et al. (2012) to consider the effects of perceived value, quality and satisfaction on 

the repurchase behaviour. Next, Lin et al. (2012) applied the ECT model to the field of internet 
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protocol television (IPTV). They found that perceived value, defined as the balance between 

sacrifices and benefits, is a strong predictor of satisfaction and repurchase behaviour. Furthermore, 

Hsu and Lin (2015) find that in the mobile app market, perceived value and satisfaction increase 

when expectations are confirmed, which in turn positively affect an intention to purchase paid 

apps. Alghanayem et al. (2023), however, using the ECT model, revealed some challenges like 

the post-purchase retargeting ads negatively affect expectation confirmation and satisfaction, as 

demonstrated by the inconsistency of consumer behaviour in digital environments. 

 In the context of mobile shopping, Nguyen and Ha (2021) extended the ECT model and 

added trust and user adaptation to better understand continuance intention. Based on their model, 

they find that trust does not directly impact repurchase intention but it does so indirectly through 

user adaptation, stressing the importance of trust in the adaptation process. 

 Lastly, Perceived convenience is also an important factor along with perceived usefulness 

and enjoyment in determining satisfaction and intention to continue using online platforms in 

online learning environments (Li et al., 2022). Perceived convenience was further integrated into 

the ECT model by Han and Ellis (2018) and Li et al. (2022), who highlighted that it is very 

important to design the systems that are aligned with the users expectations and if a successful 

system is created than it increase the satisfaction levels which further promote the repurchase 

behaviour. 

 The Expectancy-Confirmation Theory (ECT) plays an important role and contribution for 

studying the consumer behaviours in terms of satisfaction and repurchase intentions in the an 

online shopping environment. The theory highlights pre purchase expectations and confirmation 

of the pre purchase expectations after purchase, that later on has its effect on consumer satisfaction 

and the probability of repurchase or continuation of use. Trust, value perceived, website quality 

and ease of use perceived are all factors which influence these outcomes. The ECT proved to be a 

valuable framework for understanding, analysing and predicting consumer behaviours across 

diverse contexts, with various studies which are mentioned above have demonstrated its 

applicability and effectiveness in explaining repurchasing intentions across different sectors.  

2.2 Perceived Convenience impact on repurchase intentions 

Farquhar & Rowley (2009) proposed a contemporary definition of perceived convenience. 

According to him, customers make decision based on how much control they feel over how they 

manage, use, and convert their time and energy to accomplish objectives related to service use and 

access. He further added that assessments that a customer make are mainly dependent on the 

perceived convenience and experience they have with a seller and perceived convenience is an 

important ingredient in customer and user evaluations of service experiences. Other studies 
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(Chang et al., 2012; Chowdhury, 2023) defined Perceived convenience as an individual evaluation 

of how easy and effortless is to use a product or service. It is a independent metric that differs for 

each individual and is affected by things including the task's complexity, the user's past experience, 

and the availability of alternatives. 

The ease with which customers can navigate, understand, and complete purchases on a 

website is known as online convenience. User-easy and intuitive website design can reduce 

customer fatigue, minimizes errors, and increases satisfaction, ultimately encouraging them to 

return for future purchases (Saha et al., 2022). Another study by Raman (2019) reveals that 

perceived convenience is an main factor in the formation of a positive attitude and forecasting 

consumers propensity to shop online. It explored that Consumers is always looking for ease and 

opportunity in online buying to compare many products in one location are the main reasons they 

utilise the Internet for their shopping.  The conceptual model developed in the study includes trust, 

convenience, customer service, subjective norms, and attitude as factors affecting consumer 

intention. In his study he found that Females intention to shop online is strongly predicted by 

perceived convenience, and the findings indicated perceived convenience has a large impact on 

the attitude and intention of shopping online. 

According to Pham et al. (2018), the convenience attached to online shopping has been a 

major factor driving its application. This study shows that most of the time saved by online 

shopping goes to avoiding travelling to physical retailers, moving into a store, and queuing at 

checkout counters. This area of the landscape may click and drive differently than traditional home 

delivery, where consumers only pick up items from a store after ordering them online. Although, 

in addition to click-and-drive, it requires a logistical component that involves the need for travel 

to pick up their orders, some might see it as convenient based on personal cases and needs. 

Pham et al. (2018) have further elaborated the perceived convenience in the five 

dimensions: Access Convenience, which means that how quickly and easily one may contact a 

retailer, is particularly significant in the online shopping environment. Search convenience refers 

to the ease and speed of identifying and searching for products or services during the repurchase 

intention. Evaluation convenience, Involves the degree of availability of products for evaluation, 

often facilitated by clear presentation contents on websites. Transaction convenience Involves the 

ease and speed of transactions, emphasizing the importance of a straightforward and risk-free 

online transaction process. Possession and post-purchase convenience, includes what customers 

believe to be the time, money, and effort needed to get and own desired things. Post-purchase 

convenience becomes crucial for handling after-sale services. 

While discovering consumer behaviour in today's era, understanding the connection 

between perceived convenience and repurchase intentions is very important to focus. Online 
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shopping has a great advantage, with the time spent being one important factor, which is why its 

use has been widespread. In this setting, click-and-drive may still be viewed as a convenience but 

one that will need to satisfy logistical demands. According to the correlation between convenience 

and repurchase intentions, a convenient shopping experience has positive effects on customers' 

likelihood of purchasing again. Therefore, consumers are satisfied when it comes to a specific 

service or product, and they find it convenient in terms of accessibility, time saved, etc. Then, their 

satisfaction is magnified, which correlates strongly with more repurchase intentions (Chatzoglou 

et al., 2022). 

The complex connection between customer behaviour and the perceived convenience of 

online shopping has been the theme of recent studies. According to Zeqiri et al. (2023), the 

Perceived convenience in the five dimensions have shown strong impacts on both repurchase 

intention and perceived value. However, their finding indicates that factors such as evaluation, 

transaction, and search convenience will positively influence the propensity of repurchase 

intentions. Further, the consumer's ability to evaluate products online is very important to consider, 

the easiness in both performing transactions and finding product information while searching for 

products helps in shaping positive repurchase intentions during online shopping. 

In fact, the correlation between customer satisfaction-perceived convenience was 

investigated by Ali and Naushad (2021). To explore that, perceived convenience is positively 

connected to customer satisfaction in online grocery shopping. In other words, if online grocery 

shopping is convenient for customers, they’re more likely to be satisfied with their experience. 

Further studies by Tomar (2024) also supported the previous studies arguments, he found that 

convenience has a substantial positive impact on satisfaction in the online grocery shopping 

relationship. The study stresses the significance of a hassle-free grocery shopping experience. 

Customers appreciate features that make finding items simple and allow them to shop whenever 

and wherever they choose. These factors contribute significantly to increased customer 

satisfaction. 

Meanwhile, Ahmed et al. (2023) focused their study on the link between repurchase 

intentions and the practicality of return procedures and policies. They highlighted that effective 

product return management system shows a very significant role in growing e-commerce markets. 

According to the study willingness to repurchase is positively affected if an online seller has a 

convenient return policy, such as free exchanges or the option to return items in physical stores. 

They highlighted that customer centric approach, including a smooth and responsive return 

process is very crucial for improving the overall customer experience and driving both perceived 

convenience and repurchase intentions. 
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The topic of perceived convenience is very important for determining the overall consumer 

behaviour. The importance of perceived convenience is highlighted due to its direct impact on 

various aspects of overall consumer behaviour, as emphasised by Pham et al. (2018). Chatzoglou 

et al. (2022) suggested that convenience in terms of accessibility and time savings, connects 

strongly with increased repurchase intentions and positive shopping experience, which is further 

marked by. Zeqiri et al. (2023) in the perspective of online shopping, they affirm this relationship 

and indicated that all dimensions of perceived convenience positively impact perceived value and 

repurchase intention. As per Ahmed et al. (2023) perceived convenience, particularly in the 

domain of return policies, emerges as a major factor influencing repurchase intentions. 

2.3 Trust in E-Commerce: A Critical Driver of Customer Loyalty Repurchase Behaviour 

The idea of trust in consumer behaviour and marketing is multifaceted and has a significant 

impact on how customers make decisions and build enduring relationships with firms. Trust an be 

regarded as the customer's openness to accepting business actions based on the assumption that 

the business will perform some important act in favour of the customer, even when the customer 

has no power to monitor or control the actions of that business.  (Harrison McKnight et al., 2002). 

Customer trust is one of the fundamental determinants that impact customers' frequency of 

purchase from the same brand. Trust builds after a certain duration and consideration of numerous 

elements. Once it is developed, the customers are associated with certain brands (Trivedi & Yadav, 

2020). Another study Strzelecki (2019) described the main features of online stores and how 

people view e-commerce within the European Union. The research shows that people buying 

online are greatly affected by what they trust. In simple terms, it shows that what people think 

affects their confidence and feelings about a product or brand. This trust leads to positive customer 

action orientation for purchasing products or services frequently and consistently from the same 

brands (Chiu & Cho, 2019). 

Other researchers (Miao et al., 2021; Zeqiri et al., 2023) explained that trust is the 

fundamental key to customer attraction and igniting for repurchasing. Trust is the state in which 

the customer has confidence in the products and services of the company. It stated that the 

company's offerings are beneficial for them, and they care about their customers. In the business 

era, especially in digital business, trust is crucial for different reasons. It's easy to build trust in 

physical business transactions because the customers physically visit the store, interact with 

customer care representatives, touch, feel, and buy the products. In online stores, the dynamics are 

entirely changed because there is an element of virtual products or services that customers cannot 

touch or feel. He only sees and then makes buying decisions. Uzir et al. (2021) Explained that 

Online businesses are taking care of their different determinants, which directly connect with 
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consumer trust i.e. security, promise-keeping, service quality, transparency, etc. These factors 

combined lead to trust building in online businesses adopted by different online companies and 

stores. 

Miao et al. (2021) claimed that trust comes from improved circumstances and is a wise 

decision for lowering transaction costs. By building upon the concepts put forth by earlier authors, 

scholars have additionally classified various forms of trust found in e-commerce websites. Prior 

theorists laid the foundation for the notion that trust is a prudent choice to conserve money in 

transactions, particularly in contemporary living. This viewpoint asserts that in the contemporary 

era of technological advancements and a modern economy, trust is a deliberate decision made to 

facilitate transactions and allay concerns regarding the future. The notion of trust as a shrewd 

investment aligns with economic principles that prioritize expediting and reducing the cost of 

transactions. Within this framework, trust facilitates simplification and security by mitigating 

transaction risks. The utilization of emerging technologies and evolving social standing exemplify 

the criticality of trust in expeditiously making significant decisions (Uzir et al., 2021). 

Concurrently, researchers in this field have attempted to categorize the various types of trust 

discovered on e-commerce websites. Theories served as the foundation for their research. 

Recognizing the multifaceted nature of trust, astute individuals have categorized it into distinct 

types: affective trust (derived from emotions), cognitive trust (founded on logical reasoning), and 

institutional trust (associated with confidence in the group or system). These organizations provide 

an in-depth examination of the multifaceted aspects of trust that manifest in the digital realm. 

A new way to trust that separated understanding and feeling, changing how we know 

customers' trust in buying things offline and online. Their model made trust bigger to cover many 

things like companies, people who work for them (like sellers or online shop websites), items, and 

how they're sold either in a place you can see or on the internet (Guo et al., 2021; Tingchhi Liu et 

al., 2013). 

In the online world trust is a very important factor when discussing consumer repurchase 

intentions. A study by Sullivan and Kim (2018) suggests that customers' propensity to 

repurchase from the same website is significantly influenced by their perception of value and level 

of online trust. In order to improve our understanding of online trust in e-commerce contexts, the 

study incorporated two well-established models: the technology adoption model and the 

consumers product evaluations model. The study's outcomes demonstrated that trust is very 

important factor in influencing repurchase intention of consumers. This also suggested that 

developing and maintaining trust, along with effective e-commerce adoption strategies, are crucial 

for fostering repeat business. 
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Another study by Liang et al. (2018) highlights role of trust in influencing repurchases 

intentions for customers. The study differentiates between transaction-based satisfaction (smooth 

booking, clear communication) and experience-based satisfaction (enjoyable stay, unique 

accommodation). They found that trust in online retailers mediates the correlation between 

transaction based satisfaction and repurchase intention. This implies that trust acts as an 

intermediary factor. when customers have trust in the platform, it positively influences their 

repurchase intentions. Also, Trust did not directly influence switching intention. This suggests that 

trust in the platform may not be the primary factor when consumers are considering switching to 

a different platform. Other variables, such as switching costs and ease of use, may play a more 

critical role. 

Recent research Adinda and Sari (2023) revealed that when the TikTok Shop application 

consistently maintains E-trust, is shown to cultivate a sense of confidence and trust in consumers 

when they engage in Repurchase Intention on the TikTok Shop platform. The study proposed that 

trust in any online store does play a very main function in influencing the customers in repurchase 

behaviour. Another study Prasojo and Sari (2023) suggests that the trust in online store impacts 

consumers significantly in their repurchase intentions towards that online store. Online trust is 

built over time and is described as a mutual and beneficial satisfaction between the seller and the 

consumer. The establishment of online trust is described through Shopee's consistent efforts to 

meet consumer needs and create a positive buying experience. As a result, consumers are more 

persuaded to engage in repurchase behaviour, indicating a sustained interest in using Shopee for 

future purchases. 

The most recent study Sutanto and Kussudyarsana (2024) demonstrated that the repurchase 

intentions of consumers for online retailers are significantly impacted by brand trust. Customers 

are more likely to indicate if that they plan to buy products again if they have a higher level of 

trust in the online retailer. Consumers who have a stronger trust in the online store are more likely 

to express an intention to repurchase their cosmetic products. It also highlighted that the clarity in 

privacy and security policies is an important factor that improves the overall trust and motivates 

consumers towards repurchase behaviours. 

Customer trust is an important factor, and it cannot be ignored in the online business world, 

especially when there is no physical environment available for customer to interact with products 

and services and developing trust in such environment is very challenging for the business. Many 

studies, including those by Trivedi & Yadav (2020), Strzelecki (2019), Chiu & Cho (2019), Miao 

et al. (2021), Zeqiri et al. (2023), Uzir et al. (2021), and Guo et al. (2021), emphasized the 

important role of trust and how trust plays to influence consumer behaviour and encourage 

repurchase intentions. 
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The complexity of trust in the online world is studied by (Guo et al., 2021; Tingchhi Liu 

et al., 2013) and they established a model which expanded the understanding of trust to incorporate 

various entities, including companies, individuals, and the online platforms themselves. Other 

Studies by Sullivan and Kim (2018), Liang et al. (2018), Adinda and Sari (2023), Prasojo and Sari 

(2023), and Sutanto and Kussudyarsana (2024) consistently focused the positive impression of 

trust on consumers’ willingness to repurchase product and services they trust. Trust acted as a 

mediator and it influenced repurchase intentions by positively impacting the perceived value, 

facilitating satisfaction, and developing a sense of confidence among customers. The recent study 

by Sutanto and Kussudyarsana (2024) emphasizes the role of brand trust, specifically in online 

cosmetic purchases, and stresses the importance of transparency in privacy and security policies 

as factors that strengthen trust and drive repeat purchases. 

 Previous studies indicated that trust acts as a mediating factor between customer 

satisfaction and e-service quality to repurchase intentions. the important factors which influence 

consumer trust includes the ability of online stores to meet customer expectations and quality of 

service they are offering to customers by adding the following dimensions such as efficiency, and 

responsiveness in their business models. The study underlines that under effect of trust on 

repurchase intentions become stronger under the influence of both customer satisfaction and 

service quality, which becomes a reason of customer retention and long-term growth of online 

business. Ultimately, developing consumer trust is recognised as a crucial element in shrinking 

perceived risks and encouraging repeated purchases in the online business environment 

(Firmansyah & Ali, 2019). 

 The study conducted on the GET application in Bangkok's online delivery service industry 

signals that customers' intentions to make additional purchases are greatly influenced by their level 

of trust. Factors such as clear privacy policies positively impact trust which contributes to 

customers comfort and satisfaction and ultimately impacts the repurchase intentions. Further this 

research proposed to validate findings and compare them with competitors and emphasized the 

importance of continually refining by user-friendly interfaces and understanding customer 

preferences in the dynamic online delivery market (Chanthasaksathian & Nuangjamnong, 2017). 

 The research on Generation Y consumers in India revealed that security, ease of use, and 

privacy concerns impact repurchase intentions in online businesses. Where trust became a 

mediating factor between privacy and security concerns towards repurchase intentions. This 

highlights how important it is to develop robust security measures, a user-friendly interface, and 

a reliable privacy policy in order to positively affect this demographic's purchasing behaviour. 

(Trivedi & Yadav, 2020). 
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 Finally, trust is very crucial in influencing consumer behaviour, especially in the online 

business environments. Reviewing the studies, we see that trust plays a major role in customer 

satisfaction, repurchase intentions and overall loyalty to brands in physical and digital 

transactions. With consumers increasingly moving to e commerce, the need to build and sustain 

trust has never been more critical. Security, privacy, service quality and transparency have always 

been consistent factors that build trust and lead to repeat business.  

2.4 The Role of Customer Satisfaction in Driving Repurchase Intentions 

 Cahyono (2018) defined Satisfaction as a reaction of consumers to the achievement of 

expectations which are fulfilled by a product after it has been used, in the form of feelings of 

happiness or disappointment. Muthi and Utama (2023) Reaction to how consumers feel about the 

product compared to their hopes before purchase of the product and how consumers feel after the 

use of the product, reactions arising from customer experiences can be considered as an assessment 

of how consumers feel about the product. 

Uzir et al. (2021) also affirmed that satisfaction is a kind of happiness or unhappiness that 

is produced among customer when they compare the actual performance with the performance 

which was expected by them when they brought the products from online store. It represented how 

value is seen by the customer in a transaction or relationship, with the value being equal to 

perceived service quality vis -à-vis price and acquisition costs. The literature also links customer 

satisfaction with post-purchase evaluations, loyalty and repurchase intentions, and positive 

organizational outcomes. Satisfaction leads to the consequence of repeat purchase intentions, 

premium price acceptance, and willingness to purchase additional items (Chin & Cho, 2019). 

One of the most critical factors in the online business is customer satisfaction particularly 

in relation to repurchase intentions. Studies showed that it distinguished itself in impacting 

customer loyalty and repurchase behaviour and boosted the world of mouth. Study analysed the 

impact of six drivers, which include quality, Trust, delivery, responsiveness and website usability 

on the satisfaction points and repurchase intentions of consumers. Results concluded that all of 

these factors have the most effect on both satisfaction and repurchase intention. Satisfaction is 

moderated by trust, and only responsiveness has no effect on repurchase intention. (Nguyen et al., 

2020). 

Prasojo & Sari (2023) discovered that a key element of repurchase intentions is customer 

satisfaction. A consumer's complete feeling of contentment with a good or service is known as 

customer satisfaction. It can lead to repurchase intentions because satisfied consumers are more 

likely to repurchase a good or service in the future. Additionally, they include the following three 
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variables that affect consumer satisfaction: brand perception, internet credibility, and customer 

contentment.  

Ananda et al. (2021) further pointed out that customers who feel satisfied with products, 

services, and with the overall shopping experience they had with online store are more likely to 

return. The study also revealed only the store image doesn’t directly influence repurchase 

intentions. It is the customer satisfaction which appears as a connection between store image and 

repurchase decisions. Higher the customer satisfaction the more likely customer will be interested 

in repurchasing, regardless of the store's overall image. One more study inspected the connection 

between satisfaction and the customer desire to buy from online stores again. It emphasized that 

smooth online interactions are very importance, and it highlighted the need for businesses to assess 

service quality, customer satisfaction, and their likelihood of repeat business with them. They 

found a clear connection between excellent online service experience which leads to both happier 

customers and a higher chance of them using the service again, with customer satisfaction acting 

as a key driver (Fared et al., 2021). 

Tandon et al. (2020) observed the link between repurchase intentions and satisfaction in 

the context of online shopping. They investigated how customer satisfaction ultimately influences 

their likelihood of customer to repurchase products. This suggests that customers who are satisfied 

with the website's design, functionality, and user experience, are influenced by positive online 

reviews and feedback, and perceive the product as meeting their expectations, are more likely to 

be happy with their overall shopping experience and return for future purchases. Building upon 

this, Nnindini et al. (2023) extensively studied the dynamics of customer satisfaction and how 

important it is for influencing consumers plans to make more purchases in the online retail sector. 

The study finds that online repurchase intentions are impacted positively by customer satisfaction. 

Furthermore, the effect of return services on consumer perceived uncertainty is investigated, 

encompassing repairs, swaps, and refunds. It is also found that these return services moderate the 

connection between customer happiness and repurchase intentions. 

A recent study by Prabowo (2024) concluded that e-satisfaction positively effects 

repurchase intentions. It suggests that to enhance repurchase intentions from electronic service 

quality, strengthening the e-satisfaction is necessary. He also mentions factors such as site 

accessibility, order fulfilment, security, and assistance availability contribute ultimately to 

consumer willingness to repurchase. 

The important link between satisfaction and repurchase intentions of customers in different 

sectors is has been consistently highlighted in a comprehensive examination of the studies 

mentioned above. The role of driver such as the quality, delivery, convenience and perception of 

website usability are very significant in determining customer satisfaction and their likelihood to 
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return for further purchases. There is also a contribution from trust at different levels. As Ananda 

et al. (2021) point out, customer satisfaction is the key to bridging the gap between the image of 

the store and the purchase decision. The online space, explored by Tandon et al. (2020) and 

Nnindini et al. (2023), highlights it is very crucial to have prior online experiences and how return 

services might help to moderate the link between satisfaction and repurchase inclinations. The 

most recent findings by Prabowo (2024) underscore the importance of e-satisfaction and various 

electronic service quality factors in enhancing repurchase intentions. 

Trivedi and Yadav (2020) examined the bond among e-satisfaction and Repurchase 

intentions in online selling. they discovered that satisfaction mediates the connection among 

security, repurchase intentions, and that satisfaction has a strong positive effect on repurchase 

intentions. However, the mediation role of e-satisfaction between privacy and repurchase was 

insignificant. Another Study by Nguyen et al. (2020) carried out in the e-banking sector proves a 

clear link between quality of service and satisfaction levels of consumers. It showed the Quality 

of service have five dimensions, such as reliability, responsiveness, service capacity, empathy, 

and tangibility. All these dimensions positively influence customer satisfaction, but the most 

significant impact was observed within service capacity and tangibility. They further studied that 

customer satisfaction is directly tied to customer loyalty (Repurchase behaviour) and the 

customers who are satisfied with the service quality are more likely to remain with the bank and 

recommend it to others. 

 A study by Shokouhyar et al. (2020) attempted to find a direct link between service quality 

and customer satisfaction. They utilized a thorough framework to categorize different elements of 

customer satisfaction. It was concluded that the services quality, which is provided after an initial 

purchase, plays a decisive role in determining how satisfied a customer is. Another research by 

Ali et al. (2021) suggested that in hospitality segment, which includes hotel business, tourism 

services, event planning, and transportation, the success and sustainability in term of repurchase 

activities are directly linked with service quality. Which impacts the satisfaction of end customers 

and ultimately the repurchase activities increases and failing to provide those with value will likely 

drive customers away. In the researches by Ferry Cahaya et al. (2023) quality of product turned 

out to be the primary driver of customer satisfaction for Shopee users in Central Jakarta. Other 

factors like advertising and price didn't have a major effect on satisfaction within this study's 

context. In their study they suggest that businesses should prioritize delivering high-quality 

products and effectively communicate their quality to drive customer satisfaction, rather than 

relying heavily on advertising or price adjustments alone. 
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Finally, it can be concluded that perceived value, perceived convenience, return policies, 

website quality, and security strongly affect customer satisfaction, which in turn strongly affects 

repurchase intentions. Satisfaction is driven by perceived value, which represents the balance 

between service quality and cost, and has a strong effect on the probability of repurchase. The 

more we focus on perceived convenience, ease of navigation, quick delivery, the better the 

shopping experience, the more likely they are to return. In addition, being clear and fair with return 

policies reduces perceived risk, which in turn builds satisfaction, which ultimately leads to 

repurchase. It is evident that the quality of the website is directly related to user experience and 

satisfaction, which ultimately determines whether users would become repeat customers or not. 

Building trust and winning customer confidence is an important trait which can be built by 

ensuring security, especially on the data privacy and transaction safety front, which will also lead 

to customer satisfaction and repurchase intentions. 

2.5 Understanding the Role of Perceived Value in Fostering Repurchase Intentions 

Perceived value can be identified as evaluation of values and costs associated by a product 

or service evaluated to other available alternatives a customer has. It's a complex and multi-

dimensional concept, involving both cognitive and emotional factors. It is not just about price, but 

also about factors like product quality, brand reputation, personal needs, and situational context 

(Sánchez-Fernández & Iniesta-Bonillo, 2007). Another study defined it, Perceived value includes 

benefits and the sacrifices perceived by consumers. On the other side, component 'benefit' includes 

perceived service quality and psychic utilities of the product. In contrast, "sacrifices" involve 

financial and non-financial aspects, including time, effort, and inconvenience. Consumers have to 

perceive the value, whether through increased benefits or reduced compromises, for them to 

engage in specific products and services repeatedly (Ananda et al., 2021). 

Perceived value isn't just a quality-price trade-off, but a complex assessment of benefits, 

sacrifices, and customer satisfaction across various dimensions. He emphasizes the importance of 

multi-dimensional measurement scales over single-item ones, urging service providers to consider 

these diverse dimensions when crafting their marketing strategies (Boksberger & Melsen, 2011).   

Perceived value in marketing impacts consumer's willingness to pay for an offer. Even decisions 

that appear spontaneous in a store are merely quick assessments of whether the product can satisfy 

needs and provide greater satisfaction than other products. In turn, their role in the marketing 

industry is to provide value for the brand (Lee & Huang, 2024).  

According to study by Slack et al. (2020), they found perceived value is a ultimate element 

of customer satisfaction, because it leads to repurchasing intentions. They also announced the four 

aspects of perceived value, worth for money, quality, social worth and emotional value. It was 
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noted that there have been several interpretations of customers' perceived value in the marketing 

literature. More broadly speaking, these contain functional and affective components of consumers 

purchasing behaviour considering the values received in terms of benefits (Cao et al., 2022; & 

Jong Hyeon and Park, 2019). Wu et al. (2014) explored the connection concerning perceived value 

and repurchase intentions in Ecommerce. They identified that when in the overall online shopping 

encounter customers perceive high value, they are more likely to go back to the same online store 

for repurchase activities. On the other hand, factors that increase transaction costs, such as 

difficulty finding information (information searching cost), concerns about seller trustworthiness 

(moral hazard cost), and investment in store-specific knowledge (specific asset investment), can 

decrease the perceived value and repurchase intentions. 

Huang et al. (2019) studied perceived value and repurchase intentions in ecotourism. They 

found that Customers are more likely to return for repurchasing if they consider the cost incurred 

by them is reasonable, the experience was very memorable for them in first place, and they feel it 

delivers a sense of value for the money they have spent. Also, the positive image of brand increases 

perceived value as well. When customers feel an ecotourism provider delivers on quality, and 

uniqueness, and aligns with their values, customers are notably more expected to show repeat 

purchase behaviours. In the context of Organic food consumption De Toni et al. (2017) examined 

the connection between perceived value and repurchase intentions and they found in their study 

that price fairness, healthy consumption, and quality all significantly contribute to the perceived 

value, with quality perception having the biggest influence. They further pointed out that 

repurchase intentions for organic products are strongly affected by perceived value, they pointed 

out that only perceived value contributed with a substantial proportion (55.7%) in repurchase 

intentions of the customers in online stores. 

In online world, Ali and Bhasin (2019) study the liaison between perceived value and 

repurchase intentions. In their study they aimed to customers repurchase intentions and what are 

the procedures and drivers that are influencing it in an e-commerce setup. The results from the 

study proposed Quality in term of delivery and price significantly impacts perceived value and 

satisfaction turned out to be a factor that mediates the bond between repurchase intentions and 

overall perceived value observed by the end customer in both direct and in direct manner. Apart 

from this the perceived value also has a direct positive influence on repurchase intentions. The 

study highlights that customers' perceived value of the product declines as perceived price rises 

from low to high, demonstrating an inverse relationship. On the other hand, delivery quality is 

very important and buyers usually correlate purchases from those suppliers who provide excellent 

quality in term of delivery with high perceived value. The long-term sustainability of an online 
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business depends on transactions with high perceived value that encourage repurchase behaviour, 

which is also highlighted in the text. 

 Prasetyo et al. (2021) suggested that when it comes to enhancing the impact of e-service 

quality, user-friendliness, store image, and online promotion on online repurchase intention, the 

customer's perceived value indirectly plays a significant role. This also suggests that although 

perceived value alone might not cause consumers to intend to buy, it can affect other variables 

that do, which includes the usability and quality of the e-service. A recent study by Xu et al. (2022) 

explored in detail the fascinating relationship that exists between the perceived value and the 

tendency to repurchase green agricultural products. The study emphasised how important 

perceived value is in determining consumers propensity to make additional purchases. It was 

shown that the relationship between consumers intentions to make more purchases and perceived 

value is mediated by trust. 

 Three factors of perceived value—utilitarian, hedonistic, and social—are identified in 

another study, and it is proven that these dimensions have a noteworthy beneficial influence on 

trust in live-streaming e-commerce. Customers find value in the platform's convenience, and sense 

of community. It is this apparent value that directly promotes trust in the things being marketed as 

well as in the broadcasters. Customers are more likely to believe in the promoted products when 

they have faith in the streamer. In the end, a solid foundation of trust immediately correlates with 

a higher chance of repeat business. (Wu & Huang, 2023). 

Studies throughout multiple sectors consistently demonstrated that perceived value is a 

powerful driver of repurchase intention. When customers believe they have gotten exceptional 

value for their money—that is, when they have received fair pricing, high quality, and unique 

experiences that are consistent with their values—they are more likely to become repeat 

customers. (De Toni et al., 2017; Huang et al., 2019; Ali & Bhasin, 2019).  Trust and a positive 

brand image also play significant roles in boosting perceived value (Xu et al., 2022; Wu & Huang, 

2023). Businesses looking to cultivate customer loyalty should carefully consider factors like 

memorable experiences, ease of use, health benefits, and reliable delivery (Huang et al., 2019; 

Prasetyo et al., 2021; Ali & Bhasin, 2019); proactively working to increase perceived value will 

lead to more repeat customers and improve overall business success. 

Pham and Nguyen (2019) have investigated the following five factors: pricing, brand 

image, visual appeal, security, and service quality. All five have an indirect positive impact on 

repurchasing intention.  According to study, it was found that that website security is important 

for building customer confidence, and it positively impacts the repurchase intentions. Service 

quality is characterized as quick and thoughtful service, and it is detected as a strong factor aiding 

to increase customer loyalty and repurchase intentions. Attractiveness of the website comes under 
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Visual appearance, and it plays important role including graphical and aesthetic features, where 

are linked to heightened customer loyalty. Price is also a key driver and with an acceptable pricing 

strategy enhance the repurchase intentions, and it also align the importance of competitive pricing 

for maintaining customer loyalty. Furthermore, repurchase intentions are positively correlated 

with a positive brand image, underscoring the strategic importance of brand perception in 

cultivating consumer loyalty. Information quality, however, did not have a discernible effect. 

 Dlačić et al. (2013) investigate the relationship of the service quality, customer perception 

of the value and repurchase intention. The study found out that service quality positively 

influences perceived value and repurchase intention and perceived value has a high impact on 

repurchase intentions. Perceived value in the aviation industry was thoroughly investigated by 

Chen et al. (2019), in that they examined the connection between perceived value and service 

quality. The study reports that providing good service not only propagates the brand awareness 

but also forms positive individual outcomes like better brand associations and being popular, 

which in turn make passengers perceive the brand as worth. 

 Study by Zhang et al. (2020) grounded on the TPB and consumer perceived value research, 

study showed that consumer attitudes had a major influence on their willingness to spend more. 

Positive influences on purchasing attitudes include quality, price, emotional appeal, and 

environmental concerns. This demonstrates how the perceived value might rise by highlighting 

certain advantageous features. 

 Finally, perceived value is shown to be an important factor in customer satisfaction and 

repurchase intentions and has the influence on consumer behaviour in different industries. It is 

multi dimensional concept i.e. more than merely a price quality trade off, and incorporates a 

number of variables including product quality, emotional benefits, brand image and situational 

context. If customers see big value in their purchases, great quality, fair pricing, special 

experiences, and their purchases align with personal values. they are more likely to be satisfied 

and to be willing to repurchase.  

2.6 Influence of Product Types on Online Repurchase Intentions  

 The concept of product type was first introduced by Nelson (1974). He defines the product 

types in terms of search and experience goods. According to him, search goods are those products, 

whose quality and other attributes can be evaluated by gathering information from different 

sources before making a purchase decision. These types of products include electronics, books, 

and appliances. These products normally have attributes, which can be very easy to access and 

compare by online descriptions and reviews. Many studies show that customers engage in a very 

intensive search while looking for search goods as they want to gather the maximum information 
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in order to make a buying decision (Basu, 2018; Antipov & Pokryshevskaya, 2018). Whereas 

Experienced goods are those products whose quality and fitness can only be assessed after the 

purchase. These products include perfumes, clothing, food products and other fashion items. In 

terms of experienced goods, its evaluation mainly relies on personal experience and subjective 

judgment. Studies show that while searching for experience goods customers spend more time per 

page but visit fewer pages, which clearly indicates that customers perform a deeper and narrower 

search (Huang et al., 2009). 

 Chiang and Dholakia (2003) explore the association between product types and intention 

to purchase online. As per his findings, product characteristics influence consumer behaviour and 

search products are more often being brought by the customer because they are perceived as more 

convenient in terms of evaluation related to the experienced goods, which customers prefer to 

inspect before buying. Girard et al. (2002) also used products types and they explored the 

relationship between both search and experienced goods with perceived value, which is ultimately 

connected with the repurchase intentions. They found that in terms of experience goods like 

clothing, perfume, cell phones, and televisions the perceived value is the most prominent factor 

that influences the customer preference to shop online. If in this process customers perceive the 

experience good to be of higher value they are very likely to repurchase a similar product in future. 

This relationship implies in terms of the search good all well, but the impacts of perceived value 

are not that much prominent as they are in experienced good.  

 Rezaei et al. (2016) executed newer research to investigate effect of product types on 

connection involving trust and satisfaction and repurchase intentions in an online setting. He found 

that product type significantly moderates the liaison between the influence of trust on repurchase 

intentions. In terms of search goods trust plays less significant role because customers can access 

information and quality before the purchase. However, in terms of experience goods trust plays a 

very significant role because they have already experienced the product. Besides, the research 

examined the bond between satisfaction and repurchase intentions with product type as a 

moderator. In terms of search goods, satisfaction strongly influences the repurchase intentions 

because it is easy to access the quality of the product. Regardless of trust in online retailers, a 

positive experience with the product itself drives repeat purchases. In the case of experienced 

goods, the liaison between satisfaction and repurchase intentions becomes very complex, since 

quality is not in access. Even with high satisfaction, low trust can hinder repurchase, while high 

trust can amplify the positive effect of satisfaction, leading to greater repurchase likelihood. This 

is due to the inherent uncertainty of experience goods, making consumers rely on trust to mitigate 

the risk of a negative experience. 
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 Wan & Huang (2016) further explore the relationship of satisfaction towards the 

repurchase intentions of consumers towards an online store. They explore this liaison in a different 

manner by examining the number of product categories offered by an online store. They found 

that the link among satisfaction and repurchase intentions become more stronger if the online 

stores if offering a larger number of products categories. This suggests that when customers have 

the possibility regarding selection and availability of products, their satisfaction levels are 

increased which ultimately links to repurchase behaviour in an online store.   

 Another study by Singh and Srivastava (2018) explored the buying behaviour of online 

customers in terms of different product types. According to findings, trust has a direct connection 

with repurchase intentions and this connection is moderated by the different type of products 

(electronics versus fashion) in terms of searched and experienced. They found that trust is not an 

essential driver for purchase intentions under the moderation of product types. It may be possible 

that the effects of trust were lesser because all customers had prior online experiences.  

 Lian and Lin (2008) Consumers online shopping drivers vary greatly from one product 

type to another. they found that consumer characteristics including personal innovativeness, 

perceived web security, and privacy concerns have different effects on the acceptance of online 

shopping across product types. Srivastava and Kwon (2014) further studied that the brand loyalty 

and price consciousness among consumers can vary based on the type of the product they 

purchase, which will be a search, experience or credence product. Moreover, the effect of product 

type and online store type interaction on consumer preferences and online patronage is significant, 

implying that the influence of internet attributes varies depending on the types of online retailers 

(Korgaonkar et al., 2006). In addition, the role of gender differences is considered by examining 

how purchase intentions vary as a function of perceived risk in the case of digital versus non digital 

goods (Pascual-Miguel et al., 2015). O. Pappas et al. (2014) further studied that experienced 

goods, which demand a higher degree of customer involvement and understanding, exert a 

significantly stronger moderating effect on the satisfaction–repurchase intention relationship. For 

example, a study of online shopping experiences demonstrated that prior customer experience 

strengthened the relationship between performance expectancy and satisfaction, and weakened the 

direct link between satisfaction and repurchase intentions. 

 On the basis of earlier investigations, it can be stated that the product types in terms of 

search and experience can influence consumer behaviour in terms of online repurchasing. These 

product types can help moderate the link between trust, satisfaction, perceived value and 

repurchase intentions.  Only a few studies consider that trust is a less important factor for purchase 

intentions when moderated by product type. However, existing research are either old and does 

not provide a clear answer how these relationship are being moderated in the context of an online 
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store for repurchase behaviour. It is worth exploring and further studying the moderation effects 

of product categories in terms of search and experience goods.    
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3. DIRECT AND INDIRECT DRIVERS IMPACT ON REPURCHASE 

INTENTION IN PRODUCT TYPES RESEARCH METHODOLOGY 

3.1 Purpose of the research, model, and hypotheses 

 This Section outlines the research methodology, incorporating the insights from the 

literature review. It is structured around the research aim, the chosen methods, the identified 

research problem, the conceptual model, and the developed hypotheses. 

 In the initial part of this section, a theoretical analysis was done through critical analyses 

of the relevant scientific literature, including research articles and scholarly works related to the 

topic of the thesis. The research model is developed by integrating theoretical knowledge and 

findings from the previous research with an analysis of the existing ECT model, from which 

testable hypotheses are derived. This section will provide information about the data collection 

methods employed in the study. It will provide a justification of the questionnaire constructs based 

on their application in previous research, and it will also outline the rationale for determining the 

most appropriate sample size.  

Problem of the research – How direct and in-direct factors impact the repurchase intention in 

online stores across varying product types. 

Aim of the research – To investigate, how different type of factors influence on repurchase 

intention at online stores across different product types. 

Research Object – This study will analyse customer repurchase intentions for different product 

types at an online store, with a model developed based on insights from previous literature. With 

the help of this model, we will explore how customer's perceptions of trust, satisfaction, perceived 

convenience, and perceived value directly influence their repurchase intentions and Security, 

brand image, return policies and website quality indirectly impact the repurchase intentions. 

Additionally, we'll investigate how the type of product moderate these effects. (Figure 1) 
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Figure 1  

Research model 

 According to Lien et al. (2015), customers take value from a brand image. This value can 

be of multiple types, which can be functional, affective, or symbolic. Mabkhot et al. (2017) 

suggested that brand image is shaped by customer's interactions with stores or their past 

experiences, which forms attitudes and beliefs that can influence their behaviours. Jeng (2016) 

emphasized that a successful brand image creates value for customers and distinguishes the brand 

from competitors. Recent research by Pham and Nguyen (2019) shows that brand Image influence 

on repurchase intentions indirectly through the mediation of perceived value. 

H1: Brand Images impact positively on perceived value. 

 Security is an important driver, and it’s always considered by the customer while shopping 

online (Eid & Mustafa, 2011). According to Trivedi & Yadav (2018) for both customers and e-

business Security turns out to be a key concern for them. Further, they find that unless the customer 

is very confident about the security measures taken by a platform, they are always very hesitant to 

disclosure their personal and financial data. It was highlighted that security influence both 

satisfaction and repurchase intentions in online store. A more recent study by Trivedi & Yadav 

(2020) further studies the bond between security and satisfaction. From the study, it was found 

that satisfaction levels are influenced by security. When customers perceive a platform as secure, 
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they are likely to be satisfied from it. Due to the critical nature of security, It is very important for 

e-businesses to ensure security measures, as they foster trust and satisfaction which ultimately 

leads to repurchase intentions. Further, Dewi et al. (2020) investigates the bond between security 

and satisfaction. However, they discovered that perceived security has a major and positive effect 

on e-satisfaction, which indicates that satisfaction with the platform increases when customers 

perceive the online platform as secure. Moreover, the study demonstrated that perceived security 

has a positive impression on e-satisfaction, which in turn mediates the association between 

perceived security and repurchase intention. 

H2: Security has a positive effect on satisfaction in online Store. 

 Security and privacy concerns are very essential in the online world. Businesses can collect 

private information like banking and other personal data (Dhingra et al.,2020). The study by Zhu 

et al. (2019) finds that concerns of customers about online security negatively affect their trust in 

e-commerce platforms. However, these concerns can be removed by implementing many security 

measures, such as cryptography, digital signatures, and certificates. As a result of this consumers 

will be less worried about security breaches and hacking which will lead to increased trust in 

online shopping. Another Study by Larasetiati and Ali (2019) highlights the same concerns of 

customers by correlating the relationship between security and trust. Furthermore, they say that 

online consumers are reluctant to reveal personal and financial information if they don’t feel 

assured of the security measures of the platform used. To address this concern online businesses 

must prioritize developing robust security measures. These measures enhance the perceived 

security of the platform which lead to increase consumer trust. 

H3: Security Positively Influences customer's Trust in an online store. 

 Based on previous knowledge Website design and quality is an crucial factor which 

increase online customer satisfaction as it is the initial point of contact between businesses and 

consumers. As there are a lot of options available, customers are drawn to visually appealing 

websites that are easy to navigate due to their simplified search process. Customer satisfaction 

increases, when a website is an easy-to-use website that efficiently handles online orders (Hult et 

al., 2019). Qquality of a website is very crucial for the success of e-businesses as it helps to shape 

the first influence of customers (Aggarwal & Sharma, 2018). Good website quality not only 

expands a company's reach and customer satisfaction, but it also encourages repeat visits. It is 

confirmed that that website quality positively and directly correlates to customer satisfaction (Shin 

et al. 2013; Zhou and Jia 2017). 

H4: The website’s quality positively influences e-customer satisfaction. 
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 Rokonuzzaman et al. (2020) studied that lenient return policies can increase satisfaction in 

some situations when consumer ratings are low which positively stimuluses purchase intentions. 

Ahmed et al. (2023) then also studied the relation between online return policy and satisfaction, 

and they found out that satisfaction is positively affected by lenient return policy. They also look 

at the positive association between convenience and online return policy leniency. Rintamäki et 

al. (2021) explored the correlation between return policies and satisfaction. They found that 

policies like free returns or easy-to-use return labels, can positively influence customer satisfaction 

and perceived convenience with the retailer. More recently, the study of Jones et al. (2023) 

attempted to investigate the influence of justice perceptions on product returns on customer 

satisfaction. They found that the restrictiveness of the return policy can negatively influence 

customer satisfaction. They suggested that when a customer sees more limited return policies, they 

believe that the store concerns less about their experiences, leading to reduced satisfaction. 

H5: lenient return policies have a positive relationship with satisfaction. 

H6: Return policy leniency is positively associated with perceived convenience. 

 Chen and Chen (2010) study the interaction involving perceived value and satisfaction. 

The Perceived value inspires satisfaction because they believe it affects tourists' expectations 

about their experience. Tourists are more likely satisfied with their experience when they feel the 

value of their money. In a further study, Calabuig et al. (2014) investigated connection of  

perceived value and satisfaction and concluded that perceived value is a predictor of customer 

satisfaction and that the two are positively and directly related. In a more recent study, García-

Fernández et al. (2018) also studied the between both variables. Perceived value was found to 

directly and positively affect satisfaction. It is also proven by Tuncer et al. (2021), that if there is 

higher perceived value, there is higher satisfaction from a product. 

H7: Perceived value is positively related to satisfaction in online store. 

 Moving further, study by Kaura et al. (2014)  show that customers feel more satisfied when 

they feel that they have saved time and effort (Convenience). A newer research by Duarte et al. 

(2018) has explored perceived convenience in seven dimensions. According to them when 

customers feel convenience in the buying process it directs to a rise in their satisfaction level 

towards the seller. Further, Dixon et al. (2010) indicates the customer satisfaction level is increased 

when the time and work to obtain a product is lowered. Sahai et al. (2020) analysed in their recent 

study that convenience is a main driver that highly influences teleshopping customer satisfaction. 

The convenience of teleshopping saves time which in turn brings higher customer satisfaction. 

The most recent study by Tomar (2024) on online grocery shopping, further supported the 

https://www.emerald.com/insight/content/doi/10.1108/JSM-10-2016-0353/full/html#ref049
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arguments of previous studies and he explore connection between satisfaction and perceived 

convenience. He found perceived convenience has a positive influence on the satisfaction.  

H8: Perceived convenience in online stores is positively related to customer satisfaction. 

 Under the impact of return policies, perceived convenience affects the repurchase 

intentions. Pham et al. (2018) divides the perceived convenience into five sub-dimensions and the 

authors endorsed that all dimensions of convenience have a direct and positive influence on 

repurchase intention. Another recent study by Zeqiri et al. (2023) aimed at extending the 

understanding of the association between both variables in online shopping, the authors concluded 

that if the customer feels that the online shopping atmosphere is convenient, then the customer is 

likely to shop from the same online store again. 

H9: There is a positive relationship between perceived convenience and repurchase intentions. 

 Satisfaction is highly linked to repurchase intentions. There is a high correlation between 

both, which makes it obvious that customer satisfaction and their purpose to purchase again from 

the online store is strongly and stably linked (Bulut, 2015; Roy Dholakia & Zhao, 2010). A newer 

research by Pandiangan et al. (2021) further explored the connection between both by conducting 

quantitative research with a causality research design. Similar results were also found, they found 

that satisfaction had a positive and substantial impact on repurchase intent in an online store. A 

newer study of Ginting et al. (2023) recently tries to analyse the relation between satisfaction and 

repurchase intention of e-commerce customers in Indonesia. Satisfaction has a positive and big 

impact on repurchase intention, similar to other previously mentioned studies, and they got similar 

results. 

H10: Customer satisfaction has a positive effect on repurchase intention. 

Moving Further, Jia et al. (2014) found that when customers are repurchasing from the 

same online vendor, trust turns out to be significantly impacting the repurchase intentions. This 

argument was further supported by Sullivan & Kim, (2018) who noted that online trust is a key 

reason that determine the repurchase intention in the online context. In addition, Liang et al. (2018) 

further investigate repurchase intention of the consumers of Airbnb and also the relationship 

between trust and repurchase intention. The authors also discovered trust has a positive effect on 

the repurchase intention of consumers. Nabila et al. (2023) did their most recent research in the 

case of Shopee e-commerce platform and further justified that trust impacts positively and it has 

a considerable effect on repurchase intention. Overall, Many studies show trust have a very 
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important responsibility in boosting the repurchase intentions in online shopping electronic 

environment. 

H11: Trust is positively related to repurchase intentions in online store. 

 Perceived value also impacts on the repurchase intentions in online stores. Research by 

Wu et al. (2014) shows that repurchase intentions are highly shaped by perceived value. Similarly, 

Hsu et al. (2015)  show that when people buy things together online, the value they perceive they're 

getting actually becomes a very strong indicator of whether they'll be likely to buy again in the 

future. Sullivan and Kim, (2018) have also supported this by stating that perceived value is very 

important contributing factor of repurchase intention. The study by Kumar and Kashyap (2022) 

also identifies perceived value as a major driver of online repurchase intention. These studies 

together stress the importance of perceived value in defining how likely consumers are to buy 

again online. 

H12: Perceived value is positively related to repurchase intentions in online store. 

 Perceived value of a product is a main concluding factor of repurchase intentions and there 

link is mediated by the type of product. A survey of consumers on e-commerce platforms revealed 

that detailed information on the products positively influenced the cognitive and affective 

experiences of customers and thus the perceived value and repurchase intentions (Yulianto, 2022). 

Moreover, the moderating impact of product type at the interactive effects of website experience 

and order fulfilment at repurchase intentions indicates that diverse tactics may be required for 

different types of products (Cho, 2015). In the case of green agricultural products, perceived value, 

specifically functional value, has a substantial effect at repurchase intention, but the influence of 

type of product and consumer education level varies (Xu et al., 2022). This finding emphasizes 

the need to customize the marketing strategy by product types in order to boost the relationship 

between both variables.  

H13: Product type moderates the positive relationship between perceived value and repurchase 

intentions. 

 Studies shows that product types and their moderating effects at customer satisfaction and 

repurchase intentions are multifaceted. A Study delves into the function of product types in online 

retail, finding that number of product types can moderate the influences of consumer satisfaction 

with order fulfilment on repurchase intentions. This implies that online retailers need to 

strategically allocate resources to procurement and fulfilment processes based on the product 

categories they offer (Wan et al., 2016). It is supported by Rezaei et al. (2016) study which showed 
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that product type moderates the satisfaction–repurchase intention connection. In comparison to 

search good, experienced goods have higher moderating impacts in relationship of satisfaction and 

repurchase intentions. 

H14: Product type moderates the positive relationship between Satisfaction and repurchase 

intentions. 

 As per findings of Singh & Srivastava (2018), trust and purchase intentions are moderated 

by product type. He said that it has a higher moderation effect in durable goods like electronics, 

and less so in terms of fashion items. Besides this, Rezaei et al. (2016) observed a complex 

moderating role of product classification between the relationship of trust and repurchase 

intention. The intensity of this effect is not the same for all product types. The impact is more 

pronounced for search goods, goods that can be easily evaluated before purchase. 

H15: Product type moderates the positive relationship between trust and repurchase intentions. 

3.2 Data Collection Method and Research Instruments 

In this research one-shot case study design is utilised, A one-shot case study design offers 

an in-depth analysis of a single or a few cases, making it well-suited for understanding complex, 

uncommon, or rare events. It allows researchers to gather extensive data that provides valuable 

insights into a specific situation. While this approach facilitates deep understanding, it's important 

to note that its findings might not be applicable to broader populations (Hollweck, 2015). Previous 

studies on repurchase intentions driver of repurchase intentions in online store shows that the 

survey (Kim et al., 2012; Chiu et al., 2013; Lien et al., 2015; Bonsón Ponte et al., 2015; Graciola 

et al., 2020; DAM et al., 2021; Shao et al., 2021; Saha et al., 2022; Mao, 2010) are normally 

applied as research methods. Surveys offer a way to gather opinions, collect research data, and 

easily organize and analyse responses. The Survey will be designed in English language, it will be 

accessible online, primarily on social media and public groups, allowing respondents to participate 

anonymously at their convenience. This anonymity fosters more truthful and reliable responses, 

increasing the overall quality and dependability of the collected data. 

To measure the perceived convenience of the online store, respondents evaluated it using 

the construct developed by Saha et al. (2022). This construct included four statements that assessed 

the ease of navigation, the availability of desired products, the usefulness of information, and the 

accessibility of information needed for making a purchase decision. It was chosen for its relevance 

in capturing the impression of perceived convenience within the context of online shopping. Each 
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statement was rated for agreement on a 7 point Likert scale, (1) strongly disagree (7) strongly 

agree. 

Secondly, to measure perceptions of the online store's return policy, respondents evaluated 

it using the construct developed by Shao et al. (2021). This construct included five statements that 

assessed the leniency, restrictiveness, return period, convenience, and cost of returns compared 

with other online stores. It was chosen for its relevance in capturing the perceived convenience 

and customer-friendliness of return policies in an online shopping context. Each statement was 

rated for agreement on a 7 point Likert scale, (1) strongly disagree (7) strongly agree. 

Moving further, to assess the quality of the online store’s website, respondents evaluated 

it using the construct developed by Mao (2010). This construct included five statements that 

measured the website's technical performance, visual appeal, navigability, ease of finding 

information, and clarity of contact information. It was chosen for its relevance in capturing 

essential aspects of website quality in an online shopping context. Each statement was rated for 

agreement on a 5 point Likert scale, (1) strongly disagree (5) strongly agree. 

Next, to gauge perceptions of security on the online store’s website, respondents evaluated 

it using the construct developed by Bonsón Ponte et al. (2015). This construct included five 

statements that assessed the implementation of security measures, protection of transactional 

information, confidence in the electronic payment system, willingness to use a credit card, and 

overall sense of safety in making transactions. It was selected for its relevance to understanding 

user perceptions of security in online shopping. Each statement was rated for agreement on a 7 

point Likert scale, (1) strongly disagree (5) strongly agree. 

In order to measure satisfaction with the online store, respondents evaluated it using the 

construct developed by DAM et al. (2021). This construct included four statements that assessed 

overall happiness with the store, satisfaction with the experience, confidence in the purchase 

choice, and the extent to which the store met expectations. It was chosen for its relevance to 

understanding customer satisfaction in the context of online shopping. Each statement was rated 

for agreement on a 5 point Likert scale, (1) strongly disagree (5) strongly agree. 

To examine customer perceptions of value in the online shopping experience, a set of 

questions adapted from Graciola et al. (2020) will be used. These questions explore the perceived 

financial worth of online purchases, the balance between product benefits and associated costs, 

and the relevance of the adage "you get what you pay for" in the context of online shopping. By 

examining these aspects, we aim to gain insights into how customers evaluate the overall value 

offered by the online store. Each statement was rated for agreement on a 5 point Likert scale, (1) 

strongly disagree (5) strongly agree, allowing a detailed understanding of perceived value in the 

online shopping atmosphere. 
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 To assess consumer perceptions of brand image in the online shopping situation, a 

construct adapted from Lien et al. (2015) will be utilized. This construct emphasizes five critical 

dimensions of brand image: reliability, attractiveness, overall appeal, social status representation, 

and reputation. Understanding these aspects of brand image is essential for online stores to 

strengthen brand equity and cultivate positive associations among customers. Each statement was 

rated for agreement on a 5 point Likert scale, (1) strongly disagree (5) strongly agree. Allowing 

for a comprehensive understanding of brand perception in the online shopping environment. 

 To have idea about the level of trust customers, have in the online store, questions adapted 

from Chiu et al. (2013) were included in the research. These questions explored four key 

dimensions of trust: the honesty of the store, the care it shows for buyers, the perception of non-

opportunism, and the quality of service based on past experiences. By examining these aspects, 

we can identify potential areas for improvement and enhance the link between the online store and 

its customers. A 5 point Likert scale was used, letting respondents to state their level of agreement 

with statements such as "Based on my experience with the online store, I know it is honest" and 

"Based on my experience, I know it cares about buyers."  

 Lastly, to gauge customers' repurchase intentions regarding an online store, a series of 

questions adapted from Kim et al. (2012) will be used. Respondents will be invited to share their 

intentions to continue purchasing goods from the online store, seek product information, 

recommend the store to others, prioritize it for future purchases, and maintain their use of the 

shopping site barring any unforeseen circumstances. By understanding these repurchase 

intentions, it is possible to assess customer loyalty and identify areas for improvement to foster 

repeat business. Each statement was rated for agreement on a 5 point Likert scale, (1) strongly 

disagree (5) strongly agree. This approach provides a thorough understanding of how likely 

customers are to return to the online store for their future shopping needs. 

The variables investigated in this study are described in the Table 1, along with the 

construct of the questions with their descriptions, measurement scales, and sources. 

Table 1  

Constructs of the questionnaire 

Variables Description Measurement References 

Perceived 

Convenience  

• It was easy to navigate the online store 

website. 

• I could find what I wanted at the online 

store without having to look elsewhere. 

7-point 

Likert-type 

scale 

Saha et al., 

(2022) 
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• The online store website provided useful 

information. 

• It was easy to get the information at 

the online store that I needed to make my 

purchase decision. 

 

Continuation of Table 1  

Return 

Policies 

• Compared with the return policies of other 

online stores, this online store return policy 

is very lenient. 

• Compared with the return policies of other 

online stores, this online store return policy 

is less restrictive. 

• The return policy at the online store has 

a very long time before deadline for 

returns. 

• The online store return policy makes me 

feel very convenient. 

• The online store return policy makes 

reasonable charge for return cost. 

7-point 

Likert-type 

scale 

Shao et al., 

(2021) 

Website 

Quality 

• Overall, the online store website works 

very well technically. 

• Visually, the online store website 

resembles other websites I think highly of. 

• The online store website is simple to 

navigate. 

• On the online store website, it is easy for 

me to find the information I want. 

• The online store website clearly shows 

how I can contact or communicate with the 

company. 

5-point 

Likert-type 

scale 

Mao 

(2010) 
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Continuation of Table 1  

Security  • The online store website implements 

security measures to protect users.  

• The online store website usually ensures 

that transactional information is protected 

from accidentally being altered or 

destroyed during a transmission on the 

Internet. 

• I feel secure about the electronic payment 

system of the online store website. 

• I am willing to use my credit card on the 

online store website to make a purchase. 

• I feel safe in making transactions on the 

online store website. 

7-point 

Likert-type 

scale 

Bonsón 

Ponte et 

al., (2015) 

Satisfaction • Compared to other online stores, I am 

happy with this online store. 

• The overall feeling I received from the 

online store was satisfied. 

• My purchase choice at this online store is 

the right one. 

• This online store meets my expectations 

5-point 

Likert-type 

scale 

DAM et 

al., (2021) 

Perceived 

Value 

• The money that I spend on buying online 

products is well spent. 

• The old saying: “you get what you pay for” 

is true for online store. 

• The set of benefits in online store is 

compatible with the set of sacrifices/costs 

incurred. 

• The price at online store is adequate to 

what I get for my money. 

• I consider that the prices at online store 

expresses the real value of the competing 

market. 

5-point 

Likert-type 

scale 

Graciola et 

al., (2020) 
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Continuation of Table 1  

Brand Image • The online store brand is reliable. 

• The online store brand is attractive. 

• The online store brand is pleasing. 

• The online store brand is a social status 

symbol. 

• The online store brand has a good 

reputation. 

5-point 

Likert-type 

scale 

Lien et al., 

(2015) 

Trust  • Based on my experience with the online 

store in the past, I know it is honest. 

• Based on my experience with the online 

store in the past, I know it cares about 

buyers. 

• Based on my experience with the online 

store in the past, I know it is not 

opportunistic. 

• Based on my experience with the online 

store in the past, I know it provides good 

service. 

5-point 

Likert-type 

scale 

Chiu et al., 

(2013) 

Repurchase 

intentions 

• I intend to continue to purchase goods from 

the online store website that I regularly use  

• I intend to acquire product information 

from the online store that I regularly use  

• I intend to recommend the online store that 

I regularly use to people around me  

• I intend to use the online store that I 

regularly use as the priority online store for 

future purchases 

• Except for any unanticipated reasons, I 

intend to continue to use the online store 

shopping site that I regularly use 

5-point 

Likert-type 

scale 

Kim et al., 

(2012) 
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3.3 Research Sample Size and Structure 

 This Segment of the methodology chapter includes the basis for the sampling technique, 

the process of determining sample size, and the specific methods used for data collection. Initially, 

the study outlines its target population, must be adults (18 years of age or older), capable of 

independent decision-making and demonstrating purchase intention or decision. To increase the 

external validity of the study, it was not necessary for the respondents to be from a particular 

country. However, since the present study is concerned with repurchase behaviour, the participants 

must have made at least one purchase from any online store. Respondents will be selected through 

a non-probabilistic convenience sampling approach. Because it is less resource intensive, 

convenience sampling enables faster data collection, which can be crucial for studies requiring 

timely results or preliminary data to guide further research (Emerson, 2021). A sample size of 234 

participants was determined based on a review of marketing research best practices and the 

supporting evidence presented in Table 2. 

Table 2  

Comparable research sampling method 

No Author Type of 

questionnaire 

Sampling  Number of 

respondents 

1. Mogea (2022) Not specified Non-Probability 

Sampling 

90 

2. Aren et al. (2013) Online 

Questionnaire 

Non-Probability 

Sampling 

300 

3. Prasojo & Sari 

(2023) 

Not specified Non-Probability 

Sampling 

100 

4. Adinda & Sari 

(2023) 

Online 

Questionnaire 

Non-Probability 

Sampling 

100 

5. Ali & Bhasin 

(2019) 

Online 

Questionnaire 

Non-Probability 

Sampling 

314 

6. Firmansyah & Ali 

(2019) 

Online 

Questionnaire 

Non-Probability 

Sampling 

180 

7. Zeqiri et al. (2023) Online 

Questionnaire 

Non-Probability 

Sampling 

298 

8. Wu & Huang 

(2023) 

Online 

Questionnaire 

Non-Probability 

Sampling 

213 
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Continuation of Table 2  

9. Tri Cuong (2021) Not specified Non-Probability 

Sampling 

306 

10. Sullivan & Kim 

(2018) 

Online 

Questionnaire 

Non-Probability 

Sampling 

312 

11. Trivedi & Yadav 

(2020) 

Online 

Questionnaire 

Non-Probability 

Sampling 

309 

12. Prabowo et al.  

(2024) 

Not specified Non-Probability 

Sampling 

198 

13. Prasetyo et al. 

(2021) 

Not specified Non-Probability 

Sampling 

310 

14. Pham & Nguyen 

(2019) 

Online Survey Non-Probability 

Sampling 

254 

15. Nguyen et al.  

(2020) 

Not specified Non-Probability 

Sampling 

227 

Average 234 

 

As the present research used a one-shot case study design experiment, the target population 

was 234 respondents. Attempts were made to achieve equivalence in terms of age, gender, income 

levels and products in each survey. Still, only the gender was properly balanced. 
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4. ANALYSIS OF COLLECTED DATA AND RESULTS OF DIRECT AND 

INDIRECT DRIVERS IMPACT ON REPURCHASE INTENTION IN 

PRODUCT TYPES 

4.1 Demographic/Psychographic characteristics and reliability of collected data 

The survey was conducted from 25th October 2024 to 10th November 2024. In this study, 

data from a total of 257 respondents was collected via an online questionnaire. After filtering the 

data in terms of age and previous online buying behaviour, 8 respondents were removed because 

they didn’t fulfil the requirements for age and previous buying experience at online stores. Among 

the remaining 249 respondents, the number of males was 125, representing 50.2% of the total data, 

while the number of females was 124, representing 49.8% of the total participants in the survey. 

Most of the participants were relatively young: 36.5% were aged 18-23, 35.7% fell within the 

range of 24-29. Most of the participants were Lithuanian or Pakistani: 42.2% were Lithuanian, 

18.9% were Pakistani. In order to assess the effect of product type, data from 208 out of the 249 

questionnaires were used in the analysis. From the 249 responses received, 70 respondents were 

from the Electronics & Home Appliance category and 138 respondents were from the Clothing 

and Fashion category. Other product types were not included in the analysis as they did not receive 

many responses. Regarding online stores, responses were collected from a variety of platforms, 

with prominent mentions including Shein, About You, Barbora, Zalando, Zara, Topo Centras, and 

Sports Direct. The income levels of the respondents were as follows: 7.2% much lower than the 

average income in their country, 8.4% lower, 12.9% slightly lower, 24.9% average and 26.5% 

slightly higher than the average income. In the case of online shopping behaviour, 16.9% of the 

respondents always make their purchases of products in this category from a single store, 30.9% 

buy from one store most of the time but occasionally from other stores, 34.1% buy from 2-3 stores, 

while 18.1% shop from 4 or more stores. In terms of age and frequency of buying, it could impact 

the study results by introducing biases that affect the generalizability. Table 3 illustrates the overall 

demographics/psychographic, including age, gender, income, nationality, frequency of Buying, 

Product types and Online stores data of the respondents.  
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Table 3  

Demographic/Psychographic characteristics 

 Count % 

Gender Male 125 50.2 % 

Female 124 49.8 % 

Age 18-23 91 36.5 % 

24-29 89 35.7 % 

30-35 41 16.5 % 

36-41 21 8.4 % 

42-47 4 1.6 % 

47 Onwards 3 1.2 % 

Income Much lower than average in my 

country 

18 7.2 % 

Lower than average in my country 21 8.4 % 

Slightly lower than average in my 

country 

32 12.9 % 

My incomes correspond to the average 

in my country 

62 24.9 % 

Slightly higher than average in my 

country 

66 26.5 % 

Higher than average in my country 39 15.6 % 

Much higher than average in my 

country 

11 4.4 % 

Nationality Lithuanian  105 42.2 % 

Pakistani 47 18.9 % 

Indian 24 9.6 %  

Ukrainian  11 4.4 % 

Nigerian 9 3.6 % 

Other’s  53 21.3 % 

Frequency 

of Buying 

I always buy products in this category 

only from one and the same online 

store.  

42 16.9 % 
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I usually buy products in this category 

only from one online store, but there 

are times when I have to buy from 

other online stores as well.  

77 30.9 % 

I buy products in this category from 2-

3 online stores.  

85 34.1 % 

I buy products in this category from 4 

or more online stores. 

45 18.1% 

 

Continuation of Table 3  

Product 

Types 

Electronics and home appliances  70 28.1 % 

Clothing and Apparel 138 55.4 % 

Others 41 16.5 % 

Most used 

Online 

Stores 

Shein 18 7.2 % 

About You 17 6.8 % 

Barbora 13 5.2 % 

Zalando 12 4.8 % 

Zara 12 4.8 % 

Topo Centras 10 4.0 % 

Sports Direct 9 3.6 % 

Other 158 63.4 % 

 

 Further, Cronbach alpha values were further used to test the reliability of the questionnaire. 

The value of Cronbach's alpha lies between 0 and 1 in the world of scientific literature. A test 

results with a Cronbach’s Alpha value between 0.70 and 0.95, is suitable for further analysis (Kilic, 

2016; Peterson, 1994). The construct reliability values are present in the following table 4. 

Table 4  

Constructs’ reliability evaluation based on Cronbach’s Alpha 

Construct Reliability Cronbach’s α 

Perceived Convince  .806 

Return Policies .826 

Security  .856 
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Continuation of Table 4  

Website Quality .795 

Satisfaction .857 

Perceived Value .829 

Brand Image .810 

Trust .851 

Repurchase Intentions .871 

 

 The reliability of each construct is falling under the range of acceptable score so no 

construct was removed for further data analysis. 

4.2 Direct and Indirect drivers impact on repurchase intentions testing 

a) Direct impact of Trust, Satisfaction, Perceived value and Perceived convince on Repurchase 

intentions and other direct relationships of variables. 

To begin with, first of impact of direct drivers on repurchase intentions and other variables 

direct relations were analysed using a linear regression model in SPSS. To check further, if the 

product type moderates the relationship between the direct drivers and repurchase intentions. 

The moderation analysis was performed using the PROCESS v4.2 by Andrew F. Hayes. 

For H1: Brand Images impact positively on perceived value. Regression analysis was 

performed to check the relationship and overall impact between both variables. Table 5a in Annex 

2 showed a positive correlation (r = 0.506) between both variables. This shows a considerable but 

not exhaustive impact of Brand Image on Perceived Value. From ANOVA Table 5b in Annex 2, 

overall significance of the model was calculated, the F-Value of 84.786 and the p-value < 0.001 

showed that Brand Image significantly predicts Perceived value. In table 5, Brand Image has a 

positive unstandardised coefficient (B = 0.476) which means that one unit growth in brand image 

will lead to a growth of 0.476 units in the Perceived Value. The magnitude of the effects is also 

confirmed by Beta = 0.506 as a standardized coefficient which constitutes a moderately strong 

positive impact (unlike t-statistics that do not provide information on size). This relationship is 

highly significant as per both the t-statistic (9.208) and p-value (<0.001). From this information, 

we can conclude that the hypothesis H1 is approved. 
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Table 5  

Brand Image impact on perceived value 

 

Moving further to test H2: Security has a positive effect on satisfaction in online Stores. 

Regression analysis was performed to check the relationship and overall impact between both 

variables. The table 6a in Annex 2 showed a positive correlation (r = 0.528) between Both 

variables. It indicated a positive moderate relationship and suggested that higher ratings of online 

store security are associated with a higher Satisfaction. From ANOVA Table 6b in Annex 2, 

overall significance of the model was calculated, the F-Value of 95.662 and the p-value < 0.001, 

showed that Security significantly predicts Satisfaction. Table 6 in Annex 2, Security has a 

positive unstandardised coefficient (B = 0.316) which means that one unit growth in security will 

lead to a growth of 0.316 units in the Satisfaction. The magnitude of the effects is also confirmed 

by Beta = 0.528 as a standardized coefficient which constitutes a moderately strong positive 

impact (unlike t-statistics that do not provide information on size). This relationship is highly 

significant as per both the t-statistic (9.781) and p-value (<0.001). From this information, we can 

conclude that the hypothesis H2 is approved. 

Table 6  

Security impact on satisfaction 

 

Moving further to test H3: Security Positively Influences Customer's Trust in an Online 

Store. Regression analysis was performed to check the overall impact of Security on Trust. The 

Table 7a in Annex 2, showed a positive correlation (r = 0.537) between Both variables. It indicated 
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a positive moderate relationship and suggested that higher ratings of online store security are 

associated with a higher Satisfaction. This shows a significant but not exhaustive influence of 

security on Trust. From ANOVA Table 7b in Annex 2, overall significance of the model was 

calculated, the F-Value of 100.270 and the p-value < 0.001 showed that Security significantly 

predicts Trust. In table 7, Security has a positive unstandardised coefficient (B = 0.520) which 

means that one unit growth in security will lead to an growth of 0.520 units in Trust. The 

magnitude of the effects is also confirmed by Beta = 0.537 as a standardized coefficient which 

constitutes a moderately strong positive impact (unlike t-statistics that do not provide information 

on size). This relationship is highly significant as per both the t-statistic (10.041) and p-value 

(<0.001). From this information, we can conclude that the hypothesis H3 is approved. 

Table 7  

Security impact on Trust 

 

To test H4: The website’s quality positively influences e-customer satisfaction. Regression 

analysis was performed to check the overall impact between both variables. Here table 8a in Annex 

2 shows a positive correlation (r = 0.685) between both Variables. This shows a considerable 

influence of website quality on satisfaction. From ANOVA Table 8b in Annex 2, overall 

significance of the model was calculated, the F-Value of 218.329 and the p-value < 0.001 showed 

that Website Quality significantly predicts Satisfaction. In table 8, Website Quality has a positive 

unstandardised coefficient (B = 0.684) which means that one unit growth in Website Quality will 

lead to an growth of 0.684 units in satisfaction. The magnitude of the effects is also confirmed by 

Beta = 0.685 as a standardized coefficient which constitutes a moderately strong positive impact 

(unlike t-statistics that do not provide information on size). This relationship is highly significant 

as per both the t-statistic (14.776) and p-value (<0.001). From this information, we can conclude 

that the hypothesis H4 is approved. 
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Table 8  

Website Quality impact on Satisfaction 

 

To analyse H5: lenient return policies have a positive relationship with satisfaction. 

Regression analysis was performed to check overall impact between both variables. Table 9a in 

Annex 2 showed a positive correlation (r = 0.443) between Return policies and Customer 

satisfaction in an online store. It indicated a moderate positive relationship. The R Square value 

was .289, this showed a significant but not exhaustive influence of Security on Trust. From 

ANOVA Table 9b in Annex 2, overall significance of the model was calculated, the F-Value of 

60.299 and the p-value < 0.001 showed that the return Policies significantly predict Satisfaction. 

Table 9 showed that Return Policies have a positive unstandardised coefficient (B = 0.251) which 

means that one unit growth in Return Policies will lead to an growth of 0.251 units in satisfaction. 

The magnitude of the effects is also confirmed by Beta = 0.443 as a standardized coefficient which 

constitutes a moderate positive influence. This relationship is highly significant as per both the t-

statistic (7.765) and p-value (<0.001). From this information, we can conclude that the hypothesis 

H5 is approved 

Table 9  

Return Police's impact on Satisfaction 
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To analyse H6: Return policy leniency is positively associated with perceived convenience. 

Regression analysis was performed to check the overall impact between Return Polices and 

Perceived convenience. Table 10a in Annex 2 showed a positive correlation (r = 0.384) between 

Return policies and Perceived Convenience in an online store. It indicated a moderate positive 

relationship and suggested that higher ratings of Return Policies are associated with a higher level 

of Perceived Convenience. The R Square value was .147, this showed a significant but not 

exhaustive influence of Return policies on Perceived Convenience. From ANOVA Table 10b in 

Annex 2, overall significance of the model was calculated, the F-Value of 42.662 and the p-value 

< 0.001 showed that the return Policies significantly predict Perceived Convenience. Table 10 

showed that, Return Policies have a positive unstandardised coefficient (B = 0.352) which means 

that one unit growth in Return Policies will lead to an growth of 0.352 units in satisfaction. The 

magnitude of the effects is also confirmed by Beta = 0.384 as a standardized coefficient which 

constitutes a moderate positive influence. This relationship is highly significant as per both the t-

statistic (6.532) and p-value (<0.001). From this information, we can conclude that the hypothesis 

H6 is approved. 

Table 10  

Return Police's impact on perceived convenience 

 

To analyse H7: Perceived value is positively related to satisfaction in online stores. 

Regression analysis was performed to check the relationship and overall impact between both 

variables. Table 11a in annex 2 showed a positive correlation (r = 0.697) between Both variables.  

The R Square value was .486, this showed a significant but not exhaustive influence of Return 

policies on Perceived Convenience. From ANOVA Table 11b in Annex 2, overall significance of 

the model was calculated, the F-Value of 233.225 and the p-value < 0.001 showed that the 

Perceived Value significantly predict Satisfaction. Table 11 showed that, Perceived value has a 

positive unstandardised coefficient (B = 0.660) which means that one unit growth in Perceived 

value will lead to a growth of 0.660 units in satisfaction. The magnitude of the effects is also 

confirmed by Beta = 0.697 as a standardized coefficient which constitutes a strong positive 
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influence. This relationship is highly significant as per both the t-statistic (15.272) and p-value 

(<0.001). From this information, we can conclude that the hypothesis H7 is approved 

Table 11  

Perceived value impact on Satisfaction 

 

To analyse H8: Perceived convenience in online stores is positively related to customer 

satisfaction. The Regression analysis was performed to check the relationship and overall impact 

between perceived convenience on the satisfaction. Table 12a in annex 2 showed a positive 

correlation (r = 0.470) between Perceived Convenience and Satisfaction in an online store. It 

indicated a moderate positive relationship and suggested that higher ratings of Perceived 

Convenience are associated with a higher level of Satisfaction. The R Square value was .218, 

showed a significant but not exhaustive influence of Perceived Convenience on Satisfaction. From 

ANOVA Table 12b in Annex 2, overall significance of the model was calculated, the F-Value of 

70.171 and the p-value < 0.001 showed Perceived Convenience significantly predicts Satisfaction. 

Table 12 showed that Perceived Convenience has a positive unstandardised coefficient (B = 0.291) 

which means that one unit growth in Perceived Convenience will lead to a growth of 0.291 units 

in satisfaction. The magnitude of the effects is also confirmed by Beta = 0.470 as a standardized 

coefficient which constitutes a moderate positive influence. This relationship is highly significant 

as per both the t-statistic (8.377) and p-value (<0.001). From this information, we can conclude 

that the hypothesis H8 is approved 

Table 12  

Perceived Convenience Impact on Satisfaction 
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To analyse H9: There is a positive relationship between perceived convenience and 

repurchase intentions. Regression analysis was performed to check overall impact between both 

variables. Table 13a in annex 2 showed a positive correlation (r = 0.329) between Perceived 

Convenience and Repurchase intentions in an online store. It indicated a weak to moderate positive 

relationship and suggested that higher ratings of Perceived Convenience are associated with a 

higher level of Repurchase intentions. The R Square value was .108, it showed a significant but 

not exhaustive influence of Perceived Convenience on Satisfaction. From ANOVA Table 13b in 

Annex 2, overall significance of the model was calculated, the F-Value of 30.050 and the p-value 

< 0.001 showed that Perceived Convenience significantly predicts Satisfaction. Table 13 showed 

that Perceived Convenience has a positive unstandardised coefficient (B = 0.225) which means 

that one unit growth in Perceived Convenience will lead to an growth of 0.225 units in satisfaction. 

The magnitude of the effects is also confirmed by Beta = 0.329 as a standardized coefficient which 

constitutes a moderate positive influence. This relationship is highly significant as per both the t-

statistic (5.482) and p-value (<0.001). From this information, we can conclude that the hypothesis 

H9 is approved 

Table 13  

Perceived Convenience Impact on Repurchase Intention’s 

 

To analyse H10: Customer satisfaction has a positive effect on repurchase intention. 

Regression analysis was performed to check the relationship and overall impact between both 

variables. Table 14a in annex 2 showed a positive correlation (r = 0.582) between both variables. 

It indicated a moderate to strong positive relationship and suggested that higher ratings of 

Satisfaction are associated with a higher level of Repurchase intentions. The R Square value was 

.338. From ANOVA Table 14b in Annex 2, overall significance of the model was calculated, the 

F-Value of 126.382 and the p-value < 0.001 showed that Satisfaction significantly predicts 

Repurchase intentions. Table 14 showed that, Satisfaction has a positive unstandardised 

coefficient (B = 0.644) which means that one unit growth in Satisfaction will lead to a growth of 

0.644 units in Repurchase Intentions. The magnitude of the effects is also confirmed by Beta = 
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0.582 as a standardised coefficient which constitutes a moderate to strong positive influence. This 

connection is highly significant as per both the t-statistic (11.242) and p-value (<0.001). From this 

information, we can conclude that the hypothesis H10 is approved 

Table 14  

Satisfaction Impact on Repurchase Intention’s 

 

To analyse H11: Trust is positively related to repurchase intentions in online store. 

Regression analysis was performed to check the overall impact between Trust and Repurchase 

intentions. Table 15a in annex 2 showed a positive correlation (r = 0.721) between Both variables. 

The R Square value was .520, confirmed the strong relationship between both variables is robust 

and not inflated by overfitting. From ANOVA Table 15b in Annex 2, overall significance of the 

model was calculated, the F-Value of 268.098 and the p-value < 0.001 showed that Trust 

significantly predicts Repurchase intentions. Table 15 showed that, Trust has a positive 

unstandardised coefficient B = 0.494 which means that one unit growth in Trust will lead to an 

growth of 0.494 units in Repurchase Intentions. The magnitude of the effects is also confirmed by 

Beta = 0.721 as a standardised coefficient which constitutes a moderate to strong positive 

influence. This connection is highly significant as per both the t-statistic (16.374) and p-value 

(<0.001). From this information, we can conclude that the hypothesis H11 is approved 

Table 15  

Trust Impact on Repurchase Intention’s 
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To analyse H12: Perceived value is positively related to repurchase intentions in online 

store. Regression analysis was performed to check overall impact between Perceived value and 

repurchase intentions. Table 16a showed a positive correlation (r = 0.584) between both variables. 

It indicated a Moderate positive relationship and suggested that higher ratings of Perceived value 

are associated with a higher level of Repurchase intentions. The R Square value was .338, 

confirmed a moderate correlation between both variables is robust and not inflated by overfitting. 

From ANOVA Table 16b in Annex 2, overall significance of the model was calculated, the F-

Value of 127.751 and the p-value < 0.001 showed that Perceived Value significantly predicts 

Repurchase intentions. Table 16 showed that the perceived value has a positive unstandardised 

coefficient B = 0.612 which means that one unit growth in Perceived value will lead to an growth 

of 0.612 units in Repurchase Intentions. The magnitude of the effects is also confirmed by Beta = 

0.584 as a standardised coefficient which constitutes a moderate positive effect. This connection 

between both variables is highly significant as per both the t-statistic (11.303) and p-value 

(<0.001). From this information, we can conclude that the hypothesis H12 is approved. 

Table 16  

Perceived Value Impact on Repurchase Intention’s 

 

For all moderation analyses, data from 208 respondents out of the total 249 were included. 

Of these, 70 respondents were from the Electronics & Home Appliance category, while 138 

respondents belonged to the Clothing and Fashion category. To analyse H13: Product type 

moderates the positive relationship between perceived value and repurchase intentions. 

Moderation testing was performed for checking effect of Product type on the connection between 

the perceived value and repurchase intentions. Table 17 reveals that 36.55% of the variance in the 

repurchase intentions is being explained by this model (R² = 0.3655, F(3, 204) = 39.1779, p < 

.0001). The results demonstrated that perceived value has a large positive effect on the repurchase 

intentions with a coefficient of 1.0168 (p < .0001). which means that a rise in the perceived value 

caused a growth in Repurchase intentions. Next, the product type too exhibited a significant 

positive impact (coefficient = 0.2279, p = .0101), which indicated that the differences in the 
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product type also contributed positively towards the repurchase intentions. Next, the Interaction 

term between Perceived value and Product type showed a coefficient of -0.2518, and a p-value of 

.0435, it showed that there is a statistically significant moderation effect of product type between 

both variables. This moderation was supported by the R² change of 0.0128 (F(1, 204) = 4.1290, p 

= .0435), it showed that the inclusion of the interaction term added a small but meaningful 

improvement to the model’s explanatory power. Lastly, significance of slope was to check  the 

conditional impact. it revealed that the effect of perceived 

value on repurchase intention was significantly higher for Electronics & Home Appliances 

(Pro_T = 1.0000, effect = 0.7650, p <.0001, CI [0.5666, 0.9634]) compared with Clothing & 

Apparel (Pro_T = 2.0000, effect = 0.5131, p <.0001, CI [0.3705, 0.6558]). Looking at the figure 

2, the subgroup Electronics & Home Appliances (Pro_T = 1.00) showed a steeper slope, which 

indicated that as the perceived value grows, the growth in intention to repurchase is seen to 

rise more rapidly. On the other hand, the subgroup Clothing & Apparel (Pro_T = 2.00) 

showed relatively a flatter slope, pointing out the weaker positive value impact on repurchase 

intentions. From this information, we can conclude that the hypothesis H13 is approved.  

Table 17  

Moderation of Product type on Perceived value and Repurchase intentions relationship 
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Figure 2  

Moderation of Product type on Perceived value and Repurchase intentions relationship 

 

Next, to analyse H14: Product type moderates the positive relationship between 

Satisfaction and repurchase intentions. Moderation analyses were performed to check the effect 

of Product type on the relationship between Satisfaction and repurchase intentions. Table 18 shows 

that 38.2%` of the variance in the repurchase intentions is being explained by this model (R² = 

0.3820, F(3, 204) = 42.0255, p < .0001). It showed that the Satisfaction has a significant positive 

effect on the repurchase intentions with a coefficient of 1.1477 (p < .0001). which means that an 

increase in the Satisfaction caused a rise in Repurchase intentions. On the other hand, the product 

type also exhibited a positive effect (coefficient = 0.1652, p = .0246) but it did not reach statistical 

significance. Next, the Interaction term between Satisfaction and product type showed a 

coefficient of -0.3233, with a p-value of 0.0092, showed that there is a statistically significant 

moderation effect of product type between Satisfaction and repurchase intentions. This moderation 

was further supported by the R² change of 0.0210 (F (1, 204) = 6.9161, p = .0092), it showed that 

the inclusion of the interaction term added a small but meaningful improvement to the model’s 

explanatory power. Lastly, significance of slope was to check the conditional impact. it revealed 

that the effect of Satisfaction on repurchase intention was significantly higher for Electronics & 

Home Appliances (Pro_T = 1.0000, effect = 0.8244, p <.0001, CI [0.6358, 1.0130]) 

compared with Clothing & Apparel (Pro_T = 2.0000, effect = 0.5011, p <.0001, CI [0.3488, 

0.6533]). Looking at the figure 3, the subgroup Electronics & Home Appliances (Pro_T = 1.00) 

showed a steeper slope, which indicated that as the Satisfaction grows, the growth in intention 

to repurchase is seen to rise more rapidly. On the other hand, the subgroup Clothing & Apparel 

(Pro_T = 2.00) showed relatively a flatter slope, pointing out the weaker positive value impact on 
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repurchase intentions. From this information, we can conclude that the hypothesis H14 is 

approved.  

Table 18  

Moderation of Product type on Satisfaction and Repurchase intentions relationship 

 

Figure 3  

Moderation of Product type on Satisfaction and Repurchase intentions relationship 

 

Further, to analyse H15: Product type moderates the positive relationship between trust 

and repurchase intentions. Moderation analyses were performed to check the effect of Product 

type on the relationship between the Trust and repurchase intentions. Table 19 shows that 56.47%` 

of the variance in the repurchase intentions is being explained by this model (R² = 0.5647, F (3, 
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204) = 88.2018, p < .0001). It showed that the Trust has a significant positive effect on the 

repurchase intentions with a coefficient of 0.8509 (p < .0001). which means that an increase in the 

Trust caused a rise in Repurchase intentions. On the other hand, the product type also exhibited a 

significant positive effect (coefficient = 0.1652, p = .0246), which indicated that the differences 

in the product type also contributed positively towards the repurchase intentions. Next, the 

Interaction term between Trust and product type showed a coefficient of -0.2154, with a p-value 

of 0.0015, showed that there is a statistically significant moderation effect of product type between 

perceived value and repurchase intentions. This moderation was further supported by the R² 

change of 0.0221 (F (1, 204) = 10.3634, p = .0015), it showed that the inclusion of the interaction 

term added a small but meaningful improvement to the model’s explanatory power. Lastly, 

significance of slope was to check the conditional impact. it revealed that the effect of 

trust on repurchase intention was significantly higher for Electronics & Home Appliances (Pro_T 

= 1.0000, effect = 0.6355, p <.0001, CI [0.5296, 0.7414]) compared with Clothing & Apparel 

(Pro_T = 2.0000, effect = 0.4201, p <.0001, CI [0.3414, 0.4987]). Looking at the figure 4, the 

subgroup Electronics & Home Appliances (Pro_T = 1.00) showed a steeper slope, which indicated 

that as the Trust grows, the growth in intention to repurchase is seen to rise more rapidly. On the 

other hand, the subgroup Clothing & Apparel (Pro_T = 2.00) showed relatively a flatter slope, 

pointing out the weaker positive value impact on repurchase intentions. From this information, we 

can conclude that the hypothesis H15 is approved.  

Table 19  

Moderation of Product type on Trust and Repurchase intentions relationship 
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Figure 4  

Moderation of Product type on Trust and Repurchase intentions relationship 

 

Table 20  

Hypotheses analysis results 

Hypothesis Results 

H1: Brand Images impact positively on perceived value. Approved 

H2: Security has a positive effect on satisfaction in online platforms. Approved 

H3: Security Positively Influences customer's Trust in an online store. Approved 

H4: The website’s quality positively influences e-customer satisfaction. Approved 

H5: lenient return policies have a positive relationship with satisfaction. Approved 

H6: Return policy leniency is positively associated with perceived 

convenience. 

Approved 

H7: Perceived value is positively related to satisfaction in online store. Approved 

H8: Perceived convenience in online stores is positively related to 

customer satisfaction. 

Approved 

H9: There is a positive relationship between perceived convenience and 

repurchase intentions. 

Approved 

H10: Customer satisfaction has a positive effect on repurchase intention. Approved 

H11: Trust is positively related to repurchase intentions in online store. Approved 

H12: Perceived value is positively related to repurchase intentions in 

online store. 

Approved 
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Continuation of Table 20  

H13: Product type moderates the positive relationship between 

perceived value and repurchase intentions. 

Approved 

H14: Product type moderates the positive relationship between 

Satisfaction and repurchase intentions. 

Approved 

H15: Product type moderates the positive relationship between trust and 

repurchase intentions. 

Approved 

 

b) Additional Analysis to check the Direct/Indirect impact of brand image, Security, Website 

Quality, Perceived Value, Perceived Convenience and Return policies on Repurchase 

Intentions. 

To explore the impact of Variables Directly/Indirectly on the repurchase intentions. A 

mediating analysis method was performed using SPSS Process Macro. Firstly, the Mediating 

analysis was performed to analyse the impact of Brand image on Repurchase intentions, where 

Perceived value acted as a mediating variable. Firstly, the Direct effect of Brand image on 

Perceived value was analysed. Table 21a in Annex 2 showed that (R = .5055, R² = .2555, F (1, 

247) = 84.78, p < .000), Brand image has a highly significant and positive impact on Perceived 

Value with a coefficient of 0.4757. This suggested that the Brand Image explains 25.55% of the 

variance in Perceived Value. Secondly, the impact of Brand image and Perceived value on 

Repurchase intentions was analysed. The Results (R = .7108, R² = .5053, F(2, 246) = 125.61, p < 

.000) showed that both Brand image and Perceived value have a highly significant and positive 

impact on Repurchase intentions, with a coefficient of 0.3628. The results of the total effect (b = 

.6358, SE = .0479, t = 13.26, p < .0001) showed that the effects of Brand image on Repurchase 

intentions are significant, indicating that higher Brand Image is associated with increased 

Repurchase intentions. Finally, Table 21 shows the direct effect of Brand image on Repurchase 

intentions (b=0.4632, p<0.0001) with a confidence interval (LLCI = 0.3623, ULCI = 0.5642) that 

doesn’t cross zero and is significant. The indirect effect of the Brand image via Perceived value 

on Repurchase intentions (b=0.1726, LLCI = 0.0993, ULCI = 0.2566) that doesn’t cross zero is 

significant. This confirmed that Brand Image has both a strong direct impact on Repurchase 

Intention and an indirect impact via Perceived value. 
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Table 21  

Direct impact of brand image on Repurchase intentions and indirect impact via Perceived value 

 

 

Next, the mediating analysis was performed to analyse the impact of Security on Repurchase 

intentions, with Trust serving as a mediating variable. Firstly, the Direct relationship of Security 

at Trust was analysed. The table 22a in annex 2 showed that, (R = .5373, R² = .2887, F (1, 247) = 

100.27, p < .000) the coefficient for Security was 0.5197 and had a statistically significant and 

positive impact on Trust. This result suggests that Security accounts for 28.87% of the variance in 

Trust. Secondly, the impact of Security and Trust on Repurchase Intentions was analysed. The 

Results (R = .7316, R² = .5352, F (2, 246) = 141.64, p < .000) showed that Security and Trust were 

significant positive predictors of Repurchase Intentions positive impact on Repurchase intentions. 

Specifically, Security showed a coefficient of 0.0953, while Trust had a coefficient of 0.4411. The 

total effect (b = .3245, SE = .0367, t = 8.84, p < .0001) indicated that Security notably contributes 

to higher Repurchase Intentions. Lastly, Table 22 detailed the direct effect of Security on 

Repurchase Intentions (b = 0.0953, p = 0.0056) within a confidence interval (LLCI = 0.0281, 

ULCI = 0.1626), confirming significance. Furthermore, the indirect effect of Security via Trust (b 

= 0.2292, LLCI = 0.1766, ULCI = 0.2908) was also significant. This indicates that Security exerts 

a direct influence on Repurchase Intentions while simultaneously having a meaningful indirect 

effect through Trust. 

 

 



59 

 

Table 22  

Direct impact of Security on Repurchase intentions and indirect impact via Trust 

 

 

Further, the mediating analysis was performed to analyse the impact of Security on 

Repurchase intentions, where Satisfaction acted as a mediating variable. Firstly, the Direct effect 

of Security on Satisfaction was analysed. Table 23a in Annex 2 showed that (R = .5284, R² = 

.2792, F (1, 247) = 95.66, p < .000), Security has a highly significant and positive impact on 

Satisfaction with a coefficient of 0.3162. This suggested that the Security explains 27.92% of the 

variance in Satisfaction. Secondly, the impact of Security and Satisfaction on Repurchase 

Intentions was analysed. The Results (R = .6203, R² = .3848, F (2, 246) = 76.92, p < .000) showed 

that both Security and Satisfaction have a highly significant and positive impact on Repurchase 

intentions. Security had a coefficient of 0.1678, and Satisfaction had a coefficient of 0.4956. The 

results of the total effect (b = .3245, SE = .0367, t = 8.84, p < .0001) showed that the effects of 

Security on Repurchase intentions are significant, indicating that higher Security is associated with 

increased Repurchase intentions. Finally, Table 23 shows the direct effect of Security on 

Repurchase intentions (b = 0.1678, p < 0.0001) with a confidence interval (LLCI = 0.0910, ULCI 

= 0.2446) that doesn’t cross zero and is significant. The indirect effect of the Security via 

Satisfaction on Repurchase intentions (b = 0.1567, LLCI = 0.0910, ULCI = 0.2205) that doesn’t 

cross zero is significant. This confirmed that Security has both a strong direct impact on 

Repurchase Intention and a significant indirect impact via Satisfaction. 
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Table 23  

Direct impact of Security on Repurchase intentions and indirect impact via Satisfaction 

 

 

Next, the mediating analysis was performed to analyse the impact of Website Quality on 

Repurchase intentions, where Satisfaction acted as a mediating variable. Firstly, the Direct effect 

of Website Quality on Satisfaction was analysed. Table 24a in Annex 2 showed that (R = .6850, 

R² = .4692, F (1, 247) = 218.33, p < .000), Website Quality has a highly significant and positive 

impact on Satisfaction with a coefficient of 0.6844. This suggested that the Website Quality 

explains 46.92% of the variance in Satisfaction. Secondly, the impact of Website Quality and 

Satisfaction on Repurchase Intentions was analysed. The Results (R = .6057, R² = .3669, F(2, 246) 

= 71.29, p < .000) showed that both Website Quality and Satisfaction have a highly significant 

and positive impact on Repurchase intentions. Website Quality had a coefficient of 0.2559, and 

Satisfaction had a coefficient of 0.4683. The results of the total effect (b = .5764, SE = .0600, t = 

9.60, p < .0001) showed that the effects of Website Quality on Repurchase intentions are 

significant, indicating that higher Website Quality is associated with increased Repurchase 

intentions. Finally, Table 24 shows the direct effect of Website Quality on Repurchase intentions 

(b = 0.2559, p < 0.0001) with a confidence interval (LLCI = 0.1043, ULCI = 0.4075) that doesn’t 

cross zero and is significant. The indirect effect of the Website Quality via Satisfaction on 

Repurchase intentions (b = 0.3205, LLCI = 0.1491, ULCI = 0.4816) that doesn’t cross zero is 

significant. This confirmed that Website Quality has both a strong direct impact on Repurchase 

Intention and a significant indirect impact via Satisfaction. 
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Table 24  

Direct impact of Website Quality on Repurchase intentions and indirect impact via Satisfaction 

 

 

Next, the mediating analysis was performed to analyse the impact of the Return Policy on 

Repurchase intentions, where Satisfaction acted as a mediating variable. Firstly, the Direct effect 

of Return Policy on Satisfaction was analysed. The table 25a in annex 2 showed that, (R = .4429, 

R² = .1962, F(1, 247) = 60.29, p < .000) Return Policy has a highly significant and positive impact 

on Satisfaction with a coefficient of 0.2513. This suggested that the security explains 19.62% of 

the variance in Satisfaction. Secondly, the impact of Return Policy and Satisfaction on Repurchase 

Intentions was analysed. The Results (R = .6088, R² = .3707, F(2, 246) = 72.44, p < .000) showed 

that both Return Policy and Satisfaction have a highly significant and positive impact on 

Repurchase intentions. Return Policy had a coefficient of 0.1256 and Satisfaction had a coefficient 

of 0.5457. The results of the total effect (b = .2627, SE = .0363, t = 7.24, p < .0001) showed that 

the effects of Return Policy on Repurchase intentions are significant, indicating that higher Return 

Policy is associated with increased repurchase intentions. Finally, Table 25 shows the direct effect 

of Return Policy on repurchase intentions (b=0.1256, p<0.0001) with a confidence interval (LLCI 

= 0.0559, ULCI = 0.1954) that doesn’t cross zero is significant. The indirect effect of the Return 

Policy via Satisfaction on repurchase intentions (b=0.1371, LLCI = 0.0840, ULCI = 0.1880) that 

doesn’t cross zero is significant. This confirmed that Return Policy has both a strong direct impact 

on Repurchase Intention and a significant indirect impact via Satisfaction. 
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Table 25  

Direct impact of Return Policy on Repurchase intentions and indirect impact via Satisfaction 

 

 

Next, the mediating analysis was performed to analyse the impact of Return Policy on 

Repurchase intentions, where Perceived Convenience acted as a mediating variable. Firstly, the 

Direct effect of Return Policy on Perceived Convenience was analysed. Table 26a in Annex 2 

showed that (R = .3838, R² = .1473, F (1, 247) = 42.66, p < .000), Return Policy has a highly 

significant and positive impact on Perceived Convenience with a coefficient of 0.3523. This 

suggested that the Return Policy explains 14.73% of the variance in Perceived Convenience. 

Secondly, the impact of Return Policy and Perceived Convenience on Repurchase Intentions was 

analysed. The Results (R = .4567, R² = .2086, F (2, 246) = 32.41, p < .000) showed that both 

Return Policy and Perceived Convenience have a highly significant and positive impact on 

Repurchase intentions. Return Policy had a coefficient of 0.2151, and Perceived Convenience had 

a coefficient of 0.1353. The results of the total effect (b = .2627, SE = .0363, t = 7.24, p < .0001) 

showed that the effects of Return Policy on Repurchase intentions are significant, indicating that 

higher Return Policy is associated with increased Repurchase intentions. Finally, Table 26 shows 

the direct effect of Return Policy on Repurchase intentions (b = 0.2151, p < 0.0001) with a 

confidence interval (LLCI = 0.1391, ULCI = 0.2910) that doesn’t cross zero and is significant. 

The indirect effect of the Return Policy via Perceived Convenience on Repurchase intentions (b = 

0.0477, LLCI = 0.0068, ULCI = 0.1020) that doesn’t cross zero is significant. This confirmed that 

Return Policy has both a strong direct impact on Repurchase Intention and a significant indirect 

impact via Perceived Convenience. 
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Table 26  

Direct impact of Return Policy on Repurchase intentions and indirect impact via Perceived 

Convenience 

 

 

Further, the mediating analysis was performed to analyse the impact of Perceived Value 

on Repurchase intentions, where Satisfaction acted as a mediating variable. Firstly, the Direct 

effect of Perceived Value on Satisfaction was analysed. Table 27a in Annex 2 showed that (R = 

.6969, R² = .4857, F(1, 247) = 233.23, p < .000), Perceived Value has a highly significant and 

positive impact on Satisfaction with a coefficient of 0.6598. This suggested that the Perceived 

Value explains 48.57% of the variance in Satisfaction. Secondly, the impact of Perceived Value 

and Satisfaction on Repurchase Intentions was analysed. The Results (R = .6327, R² = .4004, F(2, 

246) = 82.13, p < .000) showed that both Perceived Value and Satisfaction have a highly 

significant and positive impact on Repurchase intentions. Perceived Value had a coefficient of 

0.3634, and Satisfaction had a coefficient of 0.3763. The results of the total effect (b = .6116, SE 

= .0541, t = 11.30, p < .0001) showed that the effects of Perceived Value on Repurchase Intentions 

are significant, indicating that higher Perceived Value is associated with increased Repurchase 

intentions. Finally, Table 27 shows the direct effect of Perceived Value on Repurchase intentions 

(b = 0.3634, p < 0.0001) with a confidence interval (LLCI = 0.2213, ULCI = 0.5054) that doesn’t 

cross zero and is significant. The indirect effect of the Perceived Value via Satisfaction on 

Repurchase intentions (b = 0.2483, LLCI = 0.0774, ULCI = 0.4250) that doesn’t cross zero is 

significant. This confirmed that Perceived Value has both a strong direct impact on Repurchase 

Intention and a significant indirect impact via Satisfaction. 
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Table 27  

Direct impact of Perceived Value on Repurchase intentions and indirect impact via Satisfaction 

 

 

Lastly, the mediating analysis was performed to analyse the impact of the Perceived 

Convenience on Repurchase intentions, where Satisfaction acted as a mediating variable. Firstly, 

the Direct effect of Perceived Convenience on Satisfaction was analysed. The table 28a in annex 

2 showed that, (R = .474, R² = .2212, F(1, 247) = 70.17, p < .000) Perceived Convenience has a 

highly significant and positive impact on Satisfaction with a coefficient of 0.2907. This suggested 

that the Perceived Convenience explains 22.12% of the variance in Satisfaction. Secondly, the 

impact of Perceived Convenience and Satisfaction on Repurchase Intentions was analysed. The 

Results (R = .5852, R² = .3425, F(2, 246) = 64.06, p < .000) showed that Satisfaction has a highly 

significant and positive impact on Repurchase intentions (b = 0.6066, p <0.000). whereas, 

Perceived Convenience didn’t show any direct significant impact on Repurchase intentions (b = 

0.0489, p = .2234). The results of the total effect (b = .2252, SE = .0411, t = 5.48, p < .0001) 

showed that the effects of Perceived Convenience on Repurchase Intentions are significant, 

indicating that higher Perceived Convenience is associated with increased repurchase intentions. 

Finally, Table 28 shows the direct effect of Perceived Convenience on repurchase intentions 

(b=0.0489, p=0.2234) with a confidence interval (LLCI = -0.0300, ULCI = 0.1278) that crossed 

zero is not significant. The indirect effect of the Perceived Convenience via Satisfaction on 

repurchase intentions (b=0.1763, LLCI = 0.1077, ULCI = 0.2538) that doesn’t cross zero is 

significant. This confirmed that Perceived Convenience has no significant direct impact on 

Repurchase Intentions but has a significant indirect impact via Satisfaction. 
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Table 28  

Direct impact of Perceived Convenience on Repurchase intentions and indirect impact via 

Satisfaction 

 

 

c) Additional Multiple regression analyses to analyse the overall impact on Repurchase 

intentions and satisfaction.  

To begin with, first the impact of Trust, Satisfaction, Perceived value and Perceived 

convenience on repurchase intentions was analysed using a multiple regression model in SPSS. 

According to the model summary in table 29a in annex 2, the R square value of the regression 

model was (0.572) and it showed that 57.2% variance in the Repurchase intentions was explained 

by these four direct variables. Further, the adjusted R Square value was (0.565), which further 

showed that demonstrated that this model is reliable and it successfully explained the sizeable 

amount of variation in the repurchase intentions. Table 29b in annex 2, the results of ANOVA 

confirmed that the regression model is statistically significant, with an (F-statistic of 81.613) and 

a (p-value < 0.001), and it showed that variables significantly predict Repurchase intentions. In 

residuals statistics table 29c in annex 2 the Cooks Distance value was (0.009), this showed that 

the regression model was stable and both the overall fit and the predictions of the model are not 

affected by any significant influential observation. In coefficient table 29, Collinearity Diagnostics 

the VIF value of all variables were below than 2, which confirmed that there is no issue of 

multicollinearity in the overall model and all Dependent variables had contributed independently 

to the Repurchase intentions. Further, the histogram in Figure 5 and normal P-P plots in Figure 6 

of residuals also confirmed that all residuals are almost normally distributed and this fulfilled the 

key assumption in the regression model. The scatterplot further supported the reliability of the 

model as it didn’t show any signs of heteroscedasticity.   
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 First, the impact of Trust on Repurchase intentions was analysed, and the results showed 

that among all directly impacting variables trust emerged as the most strongest predictor of 

repurchase intentions. In Table 29, Trust has a positive unstandardised coefficient (B = 0.369) 

which means that one unit increase in Trust will lead to an increase of 0.369 units in Repurchase 

Intentions.  The value of (β = 0.539) indicated that the higher level of Trust in an online store had 

a positive impact on the repurchase intentions. This relationship is highly significant as per both 

the t-statistic (9.895) and p-value (<0.001). Secondly, after Trust the satisfaction emerged as the 

strongest predictor of the repurchase intentions.  Satisfaction has a positive unstandardised 

coefficient (B = 0.222) which means that one unit increase in Trust will lead to an increase of 

0.222 units in Repurchase Intentions. The value of (β = 0.201) indicated that the higher level of 

Satisfaction in an online store had a positive impact on the repurchase intentions. As per both the 

t-statistic (3.289) and p-value (<0.001) the relationship proved to be highly significant. Moving 

further, Perceived Value has a positive unstandardised coefficient (B = 0.133) which means that 

one unit increase in Trust will lead to an increase of 0.133 units in Repurchase Intentions. The 

Value of (β = 0.127) indicated that the higher level of perceived value in an online store had a 

positive impact on the repurchase intentions. However the values of both t-statistic (1.935) and p-

value (<0.539) show that the relationship proved to be marginally significant. Lastly, Perceived 

convenience has a negative unstandardised coefficient (B = -0.016), the value of  (β = -.023), the 

t-statistic (-.457) and p-value (<0.648) confirmed that Perceived convenience doesn’t have a 

positive impact on the repurchase intentions. 

In combined effect of all variables, Trust emerged as the strongest predictor of repurchase 

intentions, followed by the satisfaction. Perceived value also showed the positive relationship but 

it is marginally significant. More interesting, however, was the outcome that Perceived 

Convenience had no effect with regard to customers' repurchases within online stores. 

Table 29  

Trust, Perceived Value, Perceived Convenience and Satisfaction impact on Repurchase 

intentions 
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Now moving further, the impact of Security, Website Quality, Return Polices, Perceived 

value and Perceived convenience on Satisfaction was analysed using a multiple regression model 

in SPSS.  According to the model summary table 30a in annex 2, the R square value of the 

regression model was (0.600) and it showed that a 60% variance in Satisfaction was explained by 

these six variables. Further, the adjusted R Square value was (0.592), which further showed that 

this model is reliable, and it successfully explained the sizeable amount of variation in the 

Satisfaction. Table 30b in annex 2, The results of ANOVA confirmed that the regression model is 

statistically significant, with an (F-statistic of 72.861) and a (p-value < 0.001), and it showed that 

variables significantly predict Satisfaction. In residuals statistics table 30c in annex 2 the Cooks 

Distance value was (0.006), this showed that the regression model was stable and both the overall 

fit and the predictions of the model are not affected by any significant influential observation. In 

coefficient table 30, Collinearity Diagnostics the VIF value of all variables were below than 2.2, 

which confirmed that there is no issue of multicollinearity in the overall model and all Dependent 

variables had contributed independently to the Satisfaction. Further, In the histogram Figure 7 and 

normal P-P plots Figure 8 of residuals also confirmed that all residuals are almost normally 

distributed and this fulfilled the key assumption in the regression model. The scatterplot further 

supported the reliability of the model as it didn’t show any signs of heteroscedasticity.   

  First, the impact of Perceived Value on Satisfaction was analysed, and the results showed 

that among all directly impacting variables Perceived Value emerged as the most strongest 

predictor of Satisfaction. In Table 30, Perceived Value has a positive unstandardised coefficient 

(B = 0.371) which means that one unit increase in Perceived Value will lead to an increase of 

0.371 units in Satisfaction.  The value of (β = 0.392) indicated that the higher level of Perceived 

Value in an online store had a positive impact on the Satisfaction. This relationship is highly 

significant as per both the t-statistic (6.897) and p-value (<0.001). Secondly, after Perceived value, 

the Website Quality emerged as the strongest predictor of the Satisfaction.  Website Quality has a 

positive unstandardised coefficient (B = 0.377) which means that one unit increase in Website 

Quality will lead to an increase of 0.377 units in Satisfaction. The value of (β = 0.377) indicated 

that the higher level of Satisfaction in an online store had a positive impact on the repurchase 

intentions. As per both the t-statistic (6.398) and p-value (<0.001) the relationship proved to be 

highly significant. Thirdly, after Website quality, the Security emerged as the strongest predictor 

of the Satisfaction. Security has a positive unstandardised coefficient (B = 0.074) which means 

that one unit increase in Security will lead to an increase of 0.074 units in Satisfaction. The value 

of (β = 0.123) indicated that the higher level of Security in an online store had a positive impact 

on the Satisfaction. As per both the t-statistic (2.386) and p-value (<0.018) the relationship proved 

to be highly significant.  
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Moving further, Return Polices have a positive unstandardised coefficient (B = 0.030) 

which means that one unit increase in Return Polices will lead to an increase of 0.030 units in 

Satisfaction. However, The Values of (β = 0.052), t-statistic (1.079) and p-value (<0.282) show 

that the relationship proved to be not significant. Lastly, Perceived convenience has a negative 

unstandardised coefficient (B = -0.025), the value of  (β = -.041),  t-statistic (-.768) and p-value 

(<0.443) confirmed that Perceived convenience doesn’t have a positive impact on the Satisfaction. 

In the combined effect of all variables, Perceived Value emerged as the strongest predictor 

of Satisfaction, followed by the Website quality. Security also showed a positive relationship but 

its influence was less pronounced. More interesting, however, was the outcome that Perceived 

Convenience and return Policies had no effect with regard to customers' repurchases within online 

stores. 

Table 30  

Security, Website Quality, Return policies, Perceived value and Perceived convenience on 

Satisfaction 

   

4.3 Discussion 

The purpose of this study was to investigate the impact of trust, satisfaction, perceived 

convenience and perceived value on repurchase intention in online stores by type of product, and 

the moderating role of product type in these relationships. The overall study found that the product 

types and factors affecting the repurchase intentions in online stores are not significantly different. 

 In this regard, the hypotheses for this study were developed to not only reflect the 

objectives of this study but also the findings that have been obtained from other related research. 

Firstly, in H1 it was observed that brand image effects positively the perceived value in an online 

store. This result supported the previous studies (Lien et al., 2015; Jeng, 2016) and underscored the 

importance of brand building for online retailers. Strong brand images act like signals of quality 

and trustworthiness, hence customers will perceive more value in the products or services offered. 
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The perceived value increase may justify premium pricing and a greater level of loyalty among 

customers. Further, in H2 it was discovered that the website security has a positive impact on the 

satisfaction. This validated the previous studies (Trivedi & Yadav, 2018, 2020; Dewi et al., 2020) 

and showed that by removing the risks associated with the online transactions, strong security 

measures enhance a sense of confidence and peace in customers. Which results in higher levels of 

satisfaction. Next, in H3 the current study analysed and found that the website Security Positively 

Influences customer's Trust in an online store. It match with prior studies (Zhu et al., 2019; 

Larasetiati & Ali, 2019), which also predicted that Security plays an important role in the 

mitigation of risk and enhances the trust level in the customers of an online store. Higher security 

levels and businesses that effectively communicate their commitment to secure transactions 

enhance customer trust. 

 Next, in H4 the effect of website quality on the online line customer satisfaction is 

measured. Current research found that the website quality positively impacts on the Repurchase 

intentions of an online store. It is aligned with the previous studies (Shin et al., 2013; Zhou & Jia, 

2017) stressing the need for critical attention to the role of design and functionality of a website 

in enhancing customers' experiences. The user-friendly, appealing site becomes easy to navigate 

and ensure seamless online transactions, as operationalized by (Hult et al; 2019). The evidence 

above once more justifies the contention of Aggarwal and Sharma (2018) to the effect that the 

quality of a website matters in determining first impressions and thereby in promoting customer 

allegiance. High-quality websites not only satisfy customers' needs but also compel them to revisit 

and remain loyal for a long time. In H5 and H6, the effect return policies on the satisfaction and 

Perceived Convenience is measured. The current findings found that there is a positive connection 

between the Return polices of an online store and the satisfaction level of customers, aligning with 

prior research. Rintamäki et al. (2021) also found that easy return processes enhance customer 

satisfaction, while Jones et al. (2023) noted that restrictive policies negatively affect satisfaction. 

Furthermore, Current study also found that there is a positive connection between return policies 

and perceived convenience. And it is also aligned with the finding of the former research by 

Ahmed et al. (2023) who stressed the importance of return policy convenience in driving 

repurchase intentions, especially in young customers. He showed that lenient return policies are 

associated with higher satisfaction and convenience. 

 Moving further, in H7 the influence of perceived value on the satisfaction is measured. 

Current research found that the Perceived value has a positive effect on the customers satisfaction 

levels in an online store. This compliments the previous studies, that there is a direct and positive 

impact of perceived value on the customers satisfaction levels (Calabuig et al., 2014; García-

Fernández et al., 2018; Tuncer et al., 2021). Next, in H8 the relationship of perceived convenience 
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in online stores with customers satisfaction is measured. Current study found that both Perceived 

convenience and satisfaction are positively connected and perceived convenience has a positive 

effect on satisfaction. This finding is in linked with former studies that Kaura et al. (2014), 

established that saving time and effort results in satisfaction, a notion that gained further insight 

with multiple dimensions of buying convenience by Duarte et al. (2018). They all found that 

convenience improves satisfaction cited by Dixon et al. (2010), who emphasized that one of the 

positive effects was reduced effort in acquisition. Studies, including those of Sahai et al. (2020) 

and Tomar (2024), have supported this notion further by establishing that in a specific context, 

such as teleshopping and online grocery shopping, convenience significantly influences 

satisfaction. Moving Forward, the connection between perceived convenience and repurchase 

intentions is measured. This study found that there is a significant relationship between perceived 

convenience and repurchase intentions. These outcomes align with the previous study by Pham et 

al. (2018) which revealed that Multiple dimensions of online shopping convenience directly and 

positively impact repurchase intention. This finding is further echoed by Zeqiri et al. (2023), 

accessing that an online shopping environment with convenience induces more repeat purchases. 

The current research is an addition to these in light of finding that this perceived convenience 

significantly affects repurchase intentions. 

 In H10, the influence of customer satisfaction on repurchase intentions is analysed. Current 

study found that Satisfaction has a significant impact on the repurchase intentions of an online 

store. Previous studies by Roy Dholakia and Zhao (2010) and Bulut (2015) explored the same 

behaviour, they found a strong link between both variables. In more recent studies by Pandiangan 

et al. (2021) and Ginting et al. (2023), this relationship was confirmed once again, demonstrating 

a direct link between a higher incidence of customers satisfied and the possibility of repurchasing 

in the future. Further, in H11 the effect of trust on the repurchase intentions is analysed. In this 

study it was found that Customers trust has a positive influence on the Repurchase intentions in 

an online store. Trust was first evidenced to affect repurchase behaviour by repeat customers 

through Jia et al. (2014) and further through Sullivan and Kim (2018), who emphasized trust as 

one major factor in determining repurchase in e-commerce. The relationship has been tested across 

different online platforms, including such like Airbnb (Liang et al., 2018) and Shopee (Nabila et 

al., 2023), signifying the prevailing manner in which trust influences decisions to visit a specific 

online vendor. Further, in H12 the influence of perceived value and repurchase intentions is 

analysed. Current study strengthens the argument regarding the fact that perceived value leads to 

the repurchase intention of the customers of same or similar online stores. Other research by Wu 

et al. (2014) have shown that perceived value is a determinant which influences the repurchase 

decision, supported by Hsu et al. (2015), who point to this in the context of online group buying. 
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Sullivan and Kim (2018) found further confirmation of perceived value as an important predictor 

of repurchase intention in e-commerce, which was also indicated by Kumar and Kashyap (2022) 

for online repurchase. 

 Further, in H13 the influence of Product type as a moderator was analysed on the 

relationship between perceived value and repurchase intentions. Current study found that the 

product type has a moderating role, along with the perceived value on the intentions to repurchase 

products, which is consistent with past study focusing on product type. Xu et al. (2022) showed 

the similar moderating roles of product type on the connection between both variables. The 

Current study adds to this knowledge with the finding that positive perception value contributes 

more to repurchase intention in the case of Electronics & Home Appliances than Clothing & 

Apparel. Thus, consumers repurchase decisions on electronics and home appliances are more 

influenced by perceived value than those according to clothing and apparel. Next, in H14 the 

influence of Product type as a moderator was analysed on the connection between Satisfaction and 

repurchase intentions. Current study found that the product type has a moderating role, along with 

the Satisfaction on the intentions to repurchase products, which is consistent with past study 

focusing on product type. Rezaei et al. (2016) also proved that product type does moderate the 

relationship between satisfaction and repurchase intention, with experienced goods having a 

higher moderating effect than search goods. Evidently, this study supports these findings because 

it shows that the modification of satisfaction into repurchase intention is stronger in the direction 

of Electronics & Home Appliances as compared to the Clothing & Apparel ones. Lastly, in H15 

the influence of Product type as a moderator was analysed on the relationship between Trust and 

repurchase intentions. Current study found that the product type has a moderating role, along with 

the Trust on the intentions to repurchase products, which is consistent with past study focusing on 

product type. In Singh & Srivastava (2018) a stronger moderating condition is considered 

compared with fashion items when related to durable goods such as electronics, while Rezaei et 

al. (2016) have established that this moderating aspect varies over intensity among categories of 

products and most pronounced for search goods.  
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CONCLUSIONS, SUGGESTIONS AND PRACTICAL IMPLICATIONS OF 

THE STUDY BASED ON THE ANALYSIS OF RESEARCHED FACTORS 

 This study has comprehensively examined factors affecting repurchase intentions in an 

online shopping context with an understanding that it is conative loyalty. This loyalty refers to the 

mental attitude of a customer towards making another trip to the same store, before actual 

behaviour. The study reveals trust, satisfaction, and perceived value as the cardinal dimensions 

and website quality, security and return policies as peripheral dimensions of online buying. The 

application of a product-type moderation framework enables the authors to provide a more 

granular view of how these factors differ in strength between product types. 

 Trust was identified as the most important driver and was found to be the base for all the 

other identified drivers, contributing extensively to the formation of repurchase intentions. Trust 

is especially important in online shopping because consumers do not have an option of inspecting 

the product first-hand, and this is why they turn to website’s credibility and legitimacy. Concerns 

regarding data security, transparent privacy policies and secure payment systems; greatly 

increasing both trust and satisfaction with reduced likelihood of repeat purchase. This Study 

further finds that trust matters a lot in product categories such as electronics and home appliances, 

where customers consider reliability and security due to the high cost and complexity of purchases. 

Unlike clothing, the trust component for apparel and clothing is more overshadowed but trust is 

still important. 

 Further, satisfaction has a direct influence on repurchase intentions. Several factors 

influence it, and the most important factors are perceived value, website quality and security. The 

study also determined that perceived value was the strongest predictor of satisfaction, and they all 

influence the repurchase intentions indirectly, meaning that customers are very happy when they 

believe they receive more benefits than they pay for. The importance of having competitive price 

and high quality product to gain customer satisfaction is highlighted by this finding. Furthermore, 

website quality was found to be one of the most important drivers, as user friendly, pleasing to the 

eye and functional websites have a major impact in increasing user satisfaction. Security also, has 

a slightly lower impact, but still plays a role in the satisfaction of the consumers by addressing 

issues of the safety of the transactions and privacy of information. 

 Perceived value & perceived convenience influence the repurchase intentions but there 

influence magnitude varies. In terms of perceived value, it has both direct and indirect influences 

on the repurchase intentions, but the indirect effect via satisfaction is particularly significant.  The 

customers that receive high value from their purchases are more satisfied, which increases the 

probability that they will repurchase. However, perceived convenience takes a more underplayed 
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role. It increases satisfaction but has a limited direct impact on repurchase intentions as compared 

to trust and satisfaction. Although, it’s part of the overall customer experience and indirectly 

generates repurchase intentions. 

 The product type domain plays a significant moderating role on the nature and strengths 

of the relationships between perceived value, satisfaction, trust, and repurchase intentions. 

Empirical results show that product types significantly moderate all these relationships. The results 

show that the impact of these factors varies significantly between both Clothing & Apparel and 

Electronics & Home Appliances product categories. Here, Electronics & Home Appliances shares 

the aspects of search products, as it is more associated with the functional and rational factors, 

where the customer can evaluate many attributes (specifications, price, features, reviews) before 

making a purchase. Clothing and Apparel is associated with experience products, which highlights 

that emotional and experiential factors play a significant role in the shaping of repurchase 

intentions of the customers, where customers often need to try, touch, or use the product to fully 

assess its suitability.  

The moderation effect is most prominent in the trust-repurchase intentions relationship. 

The reason behind that is because trust displays the most differentiation between both product 

types. Trust becomes a very important factor in nurturing loyalty with respect to Electronics and 

Home Appliances, as customers usually prioritize security, reliability, and authenticity for high-

cost and complex purchases. In contrast, trust still matters for Clothing & Apparels, though not 

that much, since the style and emotional needs could easily fill the small gap created by less trust. 

In case of satisfaction-repurchase intentions relationship. Satisfaction's effect on repurchase 

intentions was more pronounced for Electronics & Home Appliances, areas where reliability and 

service quality played a decisive role. On the contrary, for Clothing & Apparel, the role has been 

undercut by personal preferences and trends, which makes the moderation effect between 

satisfaction and repurchase intentions noticeable but still not as strong as trust. Lastly, in case of 

perceived value-repurchase intention relationship. Perceived value is an important factor 

influencing repurchase intentions for Electronics & Home Appliances but tends to be weaker for 

Clothing & Apparel where experiential and aesthetic factors will usually prevail over the economic 

and functional ones. Still, in that regard, the distinction between product types is so minor 

compared to that involving trust and satisfaction. 

The analysis revealed that among both direct and indirect influences of various factors on 

repurchase intentions. Brand image emerged as the most significant direct driver, underlining the 

importance of a strong brand in fostering loyalty. Website quality and perceived value, while 

having moderate direct effects, demonstrated a more substantial indirect impact through their 

influence on satisfaction. Security also exhibited a similar pattern, where its direct impact on 
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repurchase intentions was moderate, but its role in enhancing trust and satisfaction made it a vital 

indirect contributor. Perceived convenience played a lesser but notable role. While its direct 

influence on repurchase intentions was limited, it contributed to the overall customer experience 

and indirectly influenced repurchase behaviour through satisfaction and other mediating factors. 

Recommendations 

For the online retailers, this research provides a roadmap of how they can develop customer 

loyalty. First, the most important issue is to focus on trust and security, especially for the 

companies which sell valuable or special goods, like electronics, home appliances and so on. This 

includes increasing security, adopting clear and comprehensible privacy policies as well as 

offering dependable services to gain the trust of the customers in order to encourage repeat 

business. Since trust is the strongest predictor of repurchase intentions, these investments will lead 

to changes in customer loyalty.  

Secondly, increasing the customer satisfaction should be a key focus. This can be done by 

the retailers by providing the consumer a value proposition which is hard to resist; that is the 

consumer gets the impression that the price they are paying is worth the value they are getting. It 

is also important to invest in high quality and easy to navigate websites with good aesthetic appeal 

because quality of the website has a direct impact on satisfaction and indirectly leads to repurchase 

intentions.  

Third, splitting the strategies by the product category is crucial. When it comes to 

electronics and home appliances, it will be more effective to focus on the functional and rational 

factors such as trust, perceived value, and reliability. On the other hand, the low involvement 

products like clothing and apparel should focus on the non-rational factors like emotional and 

experiential factors including personalization, trends and styles to satisfy the customer needs.  

Fourthly creating a robust brand image has direct impact on elements such as perceived 

value and repurchase intentions. Therefore, retailers should invest a lot in branding initiatives that 

signal quality and reliability. Lenient return policies further enhance satisfaction and perceived 

convenience whilst reducing the perceived risks of purchases online. therefore, this thesis offers a 

clear guide for online retailers to highlighted how trust, satisfaction, perceived value and 

convenience can be managed and how strategies can be adapted for different product categories 

to help online retailers succeed in the market. 

In future it is recommended to continue doing similar research in order to find more factors 

which impacts the repurchase intentions in the online store and explore the role of other product 

types in terms of moderation. 
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Limitations and future research directions  

This research has several limitations, the first is related with the scope of product types. 

This study only incorporates two categories of products, Electronics & Home Appliances and 

Clothing & Apparel.  Although the current analysis is providing useful insight, still there is a limit 

of broader applicability on the other product categories, such as grocery products, cosmetics and 

beauty products, or books may produce difference dynamics in terms of decision-making process 

and consumer behaviour. Secondly, even though study have examined multiple key factors which 

contribute towards the repurchase intentions, but it didn’t include all possible factors, such as the 

promotional activities, social influence or type of online stores.     

Further, the study has some limitations in terms of data collection, it was on shot case 

study. This put a limit to the ability to infer the relationship between variables and their long-term 

effects on the repurchase intentions of an online store. This issue can be catered by using a 

longitudinal approach by tracking the changes in the consumer behaviour over the time. It can 

provide more deep understanding of how the key variables like trust, satisfaction and perceived 

value can evolve and impact the repurchase intentions. Lastly, this study can be affected by biases 

like social desirability or recall bias as it is totally based on the self-reported data. There is a 

possibility that respondents may overestimates their trust or satisfaction levels. These potential 

biases can be removed by the use of objective data, such as actual purchase behaviour, which can 

complement the self-reported data. 

 

 

 

 

 

 

 

 

 

 

 



76 

 

REFERENCES 

Adinda, T. P., & Sari, D. K. (2023). Can E-Wom, E-Trust and Shopping Experience Affect 

Repurchase Intention of TikTok Shop Users in Sidoarjo ? https://doi.org/10.21070/ups.2132 

Aggarwal, A. G., & Sharma, A. (2018). An innovative B2C e-commerce websites selection using 

the me-owa and Fuzzy AHP. Annals of Computer Science and Information Systems, 14, 13–

19. https://doi.org/10.15439/2017km37  

Ahmed, W., Huma, S., & Ali, S. U. (2023). Influence of return convenience on young buyers’ 

repurchase intentions. Young Consumers, 25(2), 149-169. 

Aiken, L. S., West, S. G., & Reno, R. R. (1991). Multiple regression: Testing and interpreting 

interactions. sage. 

Alghanayem, H., Lamberti, G., & López-Sintas, J. (2023). A dark side of retargeting? How 

advertisements that follow users affect post-purchase consumer behavior: Evidence from the 

tourism industry in Saudi Arabia. Innovative Marketing, 19(4), 234-246. 

 Ali, A., & Bhasin, J. (2019). Understanding customer repurchase intention in e-commerce: Role 

of perceived price, delivery quality, and perceived value. Jindal Journal of Business 

Research, 8(2), 142–157. https://doi.org/10.1177/2278682119850275 

Ali, B. J., Gardi, B., Othman, B. J., Ahmed, S. A., Ismael, N. B., Hamza, P. A., Aziz, H. M., Sabir, 

B. Y., Sorguli, S., & Anwar, G. (2021). Hotel Service Quality: The impact of service quality 

on customer satisfaction in hospitality. International Journal of Engineering, Business and 

Management, 5(3), 14–28. https://doi.org/10.22161/ijebm.5.3.2 

Ali, I., & Naushad, M. (2021). Determinants of customer satisfaction in online grocery shopping. 

International Journal of Data and Network Science, 383–390. 

https://doi.org/10.5267/j.ijdns.2021.5.005 

 Amoako, G. K., Doe, J. K., & Neequaye, E. K. (2021). Online innovation and repurchase 

intentions in hotels: the mediating effect of customer experience. International Hospitality 

Review, 37(1), 28–47. https://doi.org/10.1108/IHR-02-2021-0008 

Ananda, A., Mugiono, M., & Hussein, A. S. (2021). The influence of store image on repurchase 

intention: the mediation role of perceived value and customer satisfaction. International 

https://doi.org/10.21070/ups.2132
https://doi.org/10.1177/2278682119850275
https://doi.org/10.22161/ijebm.5.3.2
https://doi.org/10.5267/j.ijdns.2021.5.005
https://doi.org/10.1108/IHR-02-2021-0008


77 

 

Journal of Research in Business and Social Science (2147- 4478), 10(4), 17–27. 

https://doi.org/10.20525/IJRBS.V10I4.1209 

Antipov, E., & Pokryshevskaya, E. (2018). Product Evaluations Online: Search vs. Experience 

Goods. Microeconomics: Search; Learning; Information Costs & Specific Knowledge; 

Expectation & Speculation eJournal. https://doi.org/10.2139/ssrn.3267469. 

 Aren, S., Güzel, M., Kabadayı, E., & 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 

Basarir, A., & Dhaheri, S. S. (2009). The Services that Satisfy Customers and Develop their 

Loyalty for Supermarkets. 4th Aspects and Visions of Applied Economics and Informatics 

March, 26-27. 

Basu, S. (2018). Information search in the internet markets: Experience versus search 

goods. Electron. Commer. Res. Appl., 30, 25-

37. https://doi.org/10.1016/j.elerap.2018.05.004 

Boksberger, P. E., & Melsen, L. (2011). Perceived value: A critical examination of definitions, 

concepts and measures for the service industry. Journal of Services Marketing, 25(3), 229–

240. https://doi.org/10.1108/08876041111129209  

Bulut, Z. A. (2015). Determinants of repurchase intention in online shopping: A Turkish 

consumer’s perspective. International Journal of Business and Social Science, 6(10), 55-63. 

Cahyono, P. (2018). Pengaruh Kualitas produk, Harga, Dan Kualitas Layanan Terhadap kepuasan 

konsumen di elladerma skin care malang. JURNAL EKBIS, 19(1), 1086. 

https://doi.org/10.30736/ekbis.v19i1.140  

Calabuig, F., Núñez-Pomar, J., Prado-Gascó, V., & Añó, V. (2014). Effect of price increases on 

future intentions of sport consumers. Journal of business research, 67(5), 729-733. 

https://doi.org/10.1016/j.jbusres.2013.11.035  

Cao, J., Li, J., Wang, Y., & Ai, M. (2022). [Retracted] The Impact of Self‐Efficacy and Perceived 

Value on Customer Engagement under Live Streaming Commerce Environment. Security 

and Communication Networks, 2022(1), 2904447. https://doi.org/10.1155/2022/2904447 

https://doi.org/10.20525/IJRBS.V10I4.1209
https://doi.org/10.2139/ssrn.3267469
https://doi.org/10.1016/j.sbspro.2013.10.523
https://doi.org/10.1016/j.elerap.2018.05.004
https://doi.org/10.1108/08876041111129209
https://doi.org/10.30736/ekbis.v19i1.140
https://doi.org/10.1016/j.jbusres.2013.11.035
https://doi.org/10.1155/2022/2904447


78 

 

Chang, C.-C., Yan, C.-F., & Tseng, J.-S. (2012). Perceived convenience in an extended technology 

acceptance model: Mobile Technology and english learning for college students. 

Australasian Journal of Educational Technology, 28(5). https://doi.org/10.14742/ajet.818  

Chanthasaksathian, S., & Nuangjamnong, C. (2017). Factors affecting intention to repurchase for 

e-commerce in Thailand. Journal of Administrative and Business Studies, 3(4). 

https://doi.org/10.20474/jabs-3.4.5  

Chatzoglou, P., Chatzoudes, D., Savvidou, A., Fotiadis, T., & Delias, P. (2022). Factors affecting 

repurchase intentions in retail shopping: An empirical study. Heliyon, 8(9). 

https://doi.org/10.1016/j.heliyon.2022.e10619  

Chen, C. F., & Chen, F. S. (2010). Experience quality, perceived value, satisfaction and behavioral 

intentions for heritage tourists. Tourism management, 31(1), 29-35. 

Chen, L., Li, Y.-Q., & Liu, C.-H. (2019). How airline service quality determines the quantity of 

repurchase intention - mediate and moderate effects of brand quality and perceived value. 

Journal of Air Transport Management, 75, 185–197. 

https://doi.org/10.1016/j.jairtraman.2018.11.002  

Chiang, K.-P., & Dholakia, R. R. (2003). Factors driving consumer intention to shop online: An 

empirical investigation. Journal of Consumer Psychology, 13(1), 177–183. 

https://doi.org/10.1207/153276603768344898  

Chiu, C.-M., Fang, Y.-H., Cheng, H.-L., & Yen, C. (2013). On online repurchase intentions: 

Antecedents and the moderating role of switching cost. Human Systems Management, 32(4), 

283–296. https://doi.org/10.3233/hsm-130796 

Chiu, W., & Cho, H. (2019). E-commerce brand: The effect of perceived brand leadership on 

consumers’ satisfaction and repurchase intention on e-commerce websites. Asia Pacific 

Journal of Marketing and Logistics, 33(6), 1339–1362. https://doi.org/10.1108/apjml-10-

2018-0403  

Chou, S. W., Min, H. T., Chang, Y. C., & Lin, C. T. (2010). Understanding continuance intention 

of knowledge creation using extended expectation–confirmation theory: an empirical study 

of Taiwan and China online communities. Behaviour & Information Technology, 29(6), 

557-570. 

https://doi.org/10.14742/ajet.818
https://doi.org/10.20474/jabs-3.4.5
https://doi.org/10.1016/j.heliyon.2022.e10619
https://doi.org/10.1016/j.jairtraman.2018.11.002
https://doi.org/10.3233/hsm-130796


79 

 

Chowdhury, R. (2023). Impact of perceived convenience, service quality and security on 

consumers’ behavioural intention towards online food delivery services: The role of attitude 

as mediator. SN Business &amp; Economics, 3(1). https://doi.org/10.1007/s43546-023-

00422-7  

Dam, S. M., & Dam, T. C. (2021). Relationships between service quality, brand image, customer 

satisfaction, and customer loyalty. The Journal of Asian Finance, Economics and 

Business, 8(3), 585-593. 

De Toni, D., Eberle, L., Larentis, F., & Milan, G. S. (2017). Antecedents of perceived value and 

repurchase intention of organic food. Journal of Food Products Marketing, 24(4), 456–475. 

https://doi.org/10.1080/10454446.2017.1314231  

Delgado‐Ballester, E., & Luis Munuera‐Alemán, J. (2001). Brand Trust in the context of consumer 

loyalty. European Journal of Marketing, 35(11/12), 1238–1258. 

https://doi.org/10.1108/eum0000000006475  

Devantha, K. K., & Ekawati, N. W. (2021). The effect of EWOM and brand image on perceived 

value, and its impact on repurchase intention. International Journal of Management and 

Commerce Innovations, 8(2), 312-321. 

Dewi, C. R. A., Yasa, N. N. K., Giantari, I. G. A. K., Sukawati, T. G. R., Setiawan, P. Y., & Setini, 

M. (2020). The Effect of Security, Trust and Ease of Use towards Repurchase Intentions 

Mediated by E-satisfaction on Online Travel Agent. Jour of Adv Research in Dynamical & 

Control Systems, 12(8), 340-354. 

Dhingra, S., Gupta, S., & Bhatt, R. (2020). A study of relationship among service quality of E-

commerce websites, customer satisfaction, and purchase intention. International Journal of 

E-Business Research (IJEBR), 16(3), 42-59. 

Dixon, M., Freeman, K., & Toman, N. (2010). Stop Trying to Delight Your Customers (Harvard 

Business Review). Online verfügbar unter https://hbr. org/2010/07/stop-trying-to-delight-

your-customers, zuletzt geprüft am, 13, 2019. 

Dlačić, J., Arslanagić, M., Kadić-Maglajlić, S., Marković, S., & Raspor, S. (2013). Exploring 

perceived service quality, perceived value, and repurchase intention in higher education 

https://doi.org/10.1007/s43546-023-00422-7
https://doi.org/10.1007/s43546-023-00422-7
https://doi.org/10.1080/10454446.2017.1314231


80 

 

using structural equation modelling. Total Quality Management &amp; Business 

Excellence, 25(1–2), 141–157. https://doi.org/10.1080/14783363.2013.824713  

Duarte, P., e Silva, S. C., & Ferreira, M. B. (2018). How convenient is it? Delivering online 

shopping convenience to enhance customer satisfaction and encourage e-WOM. Journal of 

Retailing and Consumer Services, 44, 161-169. 

https://doi.org/10.1016/j.jretconser.2018.06.007 

Eid, M. I. (2011). Determinants of e-commerce customer satisfaction, trust, and loyalty in Saudi 

Arabia. Journal of electronic commerce research, 12(1), 78. 

Emerson, R. W. (2021). Convenience sampling revisited: Embracing its limitations through 

thoughtful study design. Journal of Visual Impairment & Blindness, 115(1), 76-77. 

Evanschitzky, H., & Wunderlich, M. (2006). An examination of moderator effects in the four-

stage loyalty model. Journal of Service Research, 8(4), 330–345. 

https://doi.org/10.1177/1094670506286325  

Fared, M. A., Darmawan, D., & Khairi, M. (2021). Contribution of E-Service Quality to 

Repurchase Intention with Mediation of Customer Satisfaction: Study of Online Shopping 

Through Marketplace. Journal of Marketing and Business Research (MARK), 1(2), 93-106. 

Farquhar, J. D., & Rowley, J. (2009). Convenience: A services perspective. Marketing Theory, 

9(4), 425–438. https://doi.org/10.1177/1470593109346894  

Ferry Cahaya, Y., Siswanti, I., Mihadi Putra, Y., & Pattiwael, A. C. (2023). Contributions to 

customer satisfaction from product quality, promotion and Price. JOURNAL OF 

ECONOMICS, FINANCE AND MANAGEMENT STUDIES, 06(06). 

https://doi.org/10.47191/jefms/v6-i6-02  

Firmansyah, N., & Ali, H. (2019). Consumer Trust Model: The Impact of Satisfaction and E-

Service Quality toward Repurchase Intention in E-Commerce. 6256, 552–559. 

García-Fernández, J., Gálvez-Ruíz, P., Fernández-Gavira, J., Vélez-Colón, L., Pitts, B., & Bernal-

García, A. (2018). The effects of service convenience and perceived quality on perceived 

value, satisfaction and loyalty in low-cost fitness centers. Sport Management Review, 21(3), 

250-262. https://doi.org/10.1016/j.smr.2017.07.003  

https://doi.org/10.1080/14783363.2013.824713
https://doi.org/10.1016/j.jretconser.2018.06.007
https://doi.org/10.1177/1094670506286325
https://doi.org/10.1177/1470593109346894
https://doi.org/10.47191/jefms/v6-i6-02


81 

 

Ginting, Y., Chandra, T., Miran, I., & Yusriadi, Y. (2023). Repurchase intention of e-commerce 

customers in Indonesia: An overview of the effect of e-service quality, e-word of mouth, 

customer trust, and customer satisfaction mediation. International Journal of Data and 

Network Science, 7(1), 329-340. https://doi.org/10.5267/j.ijdns.2022.10.001 

Girard, T., Silverblatt, R., & Korgaonkar, P. (2002). Influence of product class on preference for 

shopping on the internet. Journal of Computer-Mediated Communication, 8(1), JCMC815. 

Graciola, A. P., De Toni, D., Milan, G. S., & Eberle, L. (2020). Mediated-moderated effects: High 

and low store image, brand awareness, perceived value from mini and supermarkets retail 

stores. Journal of Retailing and Consumer Services, 55, 102117. 

https://doi.org/10.1016/j.jretconser.2020.102117 

Grashuis, J., Skevas, T., & Segovia, M. S. (2020). Grocery shopping preferences during the 

COVID-19 pandemic. Sustainability, 12 (13), 5369. https://doi.org/10.3390/su12135369  

Guo, L., Hu, X., Lu, J., & Ma, L. (2021). Effects of customer trust on engagement in live streaming 

commerce: mediating role of swift guanxi. Internet Research, 31(5), 1718–1744. 

https://doi.org/10.1108/INTR-02-2020-0078/FULL/PDF 

Han, H., Kim, Y., & Kim, E.-K. (2011). Cognitive, affective, CONATIVE, and action loyalty: 

Testing the impact of inertia. International Journal of Hospitality Management, 30(4), 

1008–1019. https://doi.org/10.1016/j.ijhm.2011.03.006  

Han, Y., & Ellis, T. S. (2018). A Study of User Continuance Behavioral Intentions Toward 

Privacy-Protection Practices. Information Resources Management Journal (IRMJ), 31(2), 

24-46. 

Hollweck, T. (2015). Robert K. Yin.(2014). Case Study Research Design and Methods . Canadian 

Journal of Program Evaluation, 30(1), 108-110. 

Hossain, M. A., & Quaddus, M. (2012). Expectation–confirmation theory in information system 

research: A review and analysis. Information Systems Theory: Explaining and Predicting 

Our Digital Society, Vol. 1, 441-469. 

Hsu Marshall, N. W. (2010). Commitment, loyalty and customer lifetime value: Investigating the 

relationships among key determinants. Journal of Business & Economics Research 

(JBER), 8(8). 

https://doi.org/10.5267/j.ijdns.2022.10.001
https://doi.org/10.1016/j.jretconser.2020.102117
https://doi.org/10.3390/su12135369
https://doi.org/10.1108/INTR-02-2020-0078/FULL/PDF
https://doi.org/10.1016/j.ijhm.2011.03.006


82 

 

Hsu, C. L., & Lin, J. C. C. (2015). What drives purchase intention for paid mobile apps?–An 

expectation confirmation model with perceived value. Electronic commerce research and 

applications, 14(1), 46-57. 

Hsu, H. M., Hsu, J. S. C., Wang, S. Y., & Chang, I. C. (2016). Exploring the effects of unexpected 

outcome on satisfaction and continuance intention. Journal of Electronic Commerce 

Research, 17(3), 239. 

Hsu, M. H., Chang, C. M., & Chuang, L. W. (2015). Understanding the determinants of online 

repeat purchase intention and moderating role of habit: The case of online group-buying in 

Taiwan. International Journal of Information Management, 35(1), 45-56. 

https://doi.org/10.1016/j.ijinfomgt.2014.09.002 

Huang, L. C., Gao, M., & Hsu, P. F. (2019). A study on the effect of brand image on perceived 

value and repurchase intention in ecotourism industry. Ekoloji, 28(107), 283-287. 

Huang, P., Lurie, N., & Mitra, S. (2009). Searching for Experience on the Web: An Empirical 

Examination of Consumer Behavior for Search and Experience Goods. Journal of 

Marketing, 73, 55 - 69. https://doi.org/10.1509/jmkg.73.2.55. 

Hult, G. T., Sharma, P. N., Morgeson, F. V., & Zhang, Y. (2019). Antecedents and consequences 

of customer satisfaction: Do they differ across online and offline purchases? Journal of 

Retailing, 95(1), 10–23. https://doi.org/10.1016/j.jretai.2018.10.003 

Indraswari, S., Mardalis, A., & Nugroho, S. (2023). What drives e-commerce repurchase 

intention? Mediating role of customer satisfaction. Journal of Enterprise and 

Development. https://doi.org/10.20414/jed.v5i3.7105. 

Irin Sombun. (2017). A Model of an Experienced Customer's Repurchase Intention: A Study of 

B2C E-Commerce in Thailand. Srinakharinwirot Research and Development Journal of 

Humanities and Social Sciences , 9 (18, July-December), 258-276. 

Jain, N. K., Gajjar, H., & Shah, B. J. (2021). Electronic logistics service quality and repurchase 

intention in e-tailing: Catalytic role of shopping satisfaction, payment options, gender and 

returning experience. Journal of Retailing and Consumer Services, 59, 102360. 

https://doi.org/10.1016/j.jretconser.2020.102360. 

https://doi.org/10.1016/j.ijinfomgt.2014.09.002
https://doi.org/10.1509/jmkg.73.2.55
https://doi.org/10.1016/j.jretai.2018.10.003
https://doi.org/10.20414/jed.v5i3.7105
https://doi.org/10.1016/j.jretconser.2020.102360


83 

 

Jeng, S. P. (2016). The influences of airline brand credibility on consumer purchase 

intentions. Journal of Air Transport Management, 55, 1-8. 

Jia, L., Cegielski, C., & Zhang, Q. (2014). The Effect of Trust on Customers' Online Repurchase 

Intention in Consumer-to-Consumer Electronic Commerce. J. Organ. End User Comput., 

26, 65-86. https://doi.org/10.4018/joeuc.2014070104 

Jiang, J. J., & Klein, G. (2009). Expectation-confirmation theory: Capitalizing on descriptive 

power. In Handbook of research on contemporary theoretical models in information 

systems (pp. 384-401). IGI Global. 

Jiang, Y., & Stylos, N. (2021). Triggers of consumers’ enhanced digital engagement and the role 

of digital technologies in transforming the retail ecosystem during COVID-19 pandemic. 

Technological Forecasting and Social Change, 172, 121029. 

https://doi.org/10.1016/j.techfore.2021.121029  

Johan, I. S., & Indriyani, R. (2020). Measuring repurchase intention on fashion online 

shopping (Doctoral dissertation, SHS Web of Conferences). 

https://doi.org/10.1051/shsconf/20207601015 

Jones, A. L., Miller, J. W., Whipple, J. M., Griffis, S. E., & Voorhees, C. M. (2023). The effect of 

perceptions of justice in returns on satisfaction and attitudes toward the 

retailer. International Journal of Physical Distribution & Logistics Management, 54(1), 40-

60. https://doi.org/10.1108/ijpdlm-01-2022-0007 

Jong Hyeon, K., & Park, J. W. (2019). The Effect of Airport Self-Service Characteristics on 

Passengers’ Perceived Value, Satisfaction, and Behavioral Intention: Based on the SOR 

Model. Sustainability , 11(19), 5352. https://doi.org/10.3390/SU11195352 

Kaura, V., Prasad, C. S. D., & Sharma, S. (2014). Impact of service quality, service convenience 

and perceived price fairness on customer satisfaction in Indian retail banking 

sector. Management and Labour Studies, 39(2), 127-139. 

Khamitov, M., Wang, X. (Shane), & Thomson, M. (2019). How well do consumer-brand 

relationships drive customer brand loyalty? generalizations from a meta-analysis of Brand 

Relationship Elasticities. Journal of Consumer Research, 46(3), 435–459. 

https://doi.org/10.1093/jcr/ucz006  

https://doi.org/10.4018/joeuc.2014070104
https://doi.org/10.1016/j.techfore.2021.121029
https://doi.org/10.1051/shsconf/20207601015
https://doi.org/10.1108/ijpdlm-01-2022-0007
https://doi.org/10.3390/SU11195352


84 

 

Kılıç, S. (2016). Cronbach’ın alfa güvenirlik katsayısı. Journal of Mood Disorders, 6(1), 47-48. 

https://doi.org/10.5455/jmood.20160307122823  

Kim, C., Galliers, R. D., Shin, N., Ryoo, J. H., & Kim, J. (2012). Factors influencing Internet 

shopping value and customer repurchase intention. Electronic commerce research and 

applications, 11(4), 374-387. https://doi.org/10.1016/j.elerap.2012.04.002 

Korgaonkar, P., Silverblatt, R., & Girard, T. (2006). Online retailing, product classifications, and 

consumer preferences. Internet Research, 16(3), 267-288. 

https://doi.org/10.1108/10662240610673691  

Kumar, A., & Kashyap, A. K. (2022). Understanding the factors influencing repurchase intention 

in online shopping: A meta-analytic review. Vision, 09722629221107957. 

https://doi.org/10.1177/09722629221107957 

Lam, S. Y., & Shankar, V. (2014). Asymmetries in the effects of drivers of brand loyalty between 

early and late adopters and across technology generations. Journal of Interactive Marketing, 

28(1), 26–42. https://doi.org/10.1016/j.intmar.2013.06.004 

Larasetiati, M., & Ali, H. (2019). Model of consumer trust: analysis of perceived usefulness and 

security toward repurchase intention in online travel agent. Saudi Journal of Economics and 

Finance, 3(8), 350-357. 

 Law, A. K. Y., Hui, Y. V., & Zhao, X. (2004). Modeling repurchase frequency and customer 

satisfaction for fast food outlets. International Journal of Quality &amp; Reliability 

Management, 21(5), 545–563. https://doi.org/10.1108/02656710410536563  

Lee, H.-H., & Huang, P.-Y. (2024). Exploring the Attitudes, Perceived Value, and Repurchase 

Intention of the Elderly Towards Green Restaurants. Technium Social Sciences Journal, 53, 

365–374. https://doi.org/10.47577/TSSJ.V53I1.10324 

Lei, C., Hossain, M. S., & Wong, E. (2023). Determinants of repurchase intentions of hospitality 

services delivered by artificially intelligent (AI) service robots. Sustainability, 15(6), 4914. 

https://doi.org/10.3390/SU15064914 

Li, L., Wang, Q., & Li, J. (2022). Examining continuance intention of online learning during 

COVID-19 pandemic: Incorporating the theory of planned behavior into the expectation–

confirmation model. Frontiers in Psychology, 13, 1046407. 

https://doi.org/10.1016/j.elerap.2012.04.002
https://doi.org/10.1177/09722629221107957
https://doi.org/10.1016/j.intmar.2013.06.004
https://doi.org/10.47577/TSSJ.V53I1.10324
https://doi.org/10.3390/SU15064914


85 

 

Li, Y., & Shang, H. (2020). Service quality, perceived value, and citizens’ continuous-use 

intention regarding e-government: Empirical evidence from China. Information & 

Management, 57(3), 103197. https://doi.org/10.1016/J.IM.2019.103197 

Lian, J. W., & Lin, T. M. (2008). Effects of consumer characteristics on their acceptance of online 

shopping: Comparisons among different product types. Computers in human 

behavior, 24(1), 48-65. 

Liang, L. J., Choi, H. C., & Joppe, M. (2018). Exploring the relationship between satisfaction, 

trust and switching intention, repurchase intention in the context of Airbnb. International 

Journal of Hospitality Management, 69, 41–48. 

https://doi.org/10.1016/j.ijhm.2017.10.015 

Liao, C., Lin, H. N., Luo, M. M., & Chea, S. (2017). Factors influencing online shoppers’ 

repurchase intentions: The roles of satisfaction and regret. Information & 

Management, 54(5), 651-668. 

Lien, C.-H., Wen, M.-J., Huang, L.-C., & Wu, K.-L. (2015). Online hotel booking: The effects of 

brand image, price, trust and value on purchase intentions. Asia Pacific Management 

Review, 20(4), 210–218. https://doi.org/10.1016/j.apmrv.2015.03.005 

Lin, H.-F. (2007). The pact of website quality dimensions on customer satisfaction in the B2C e-

commerce context. Total Quality Management &amp; Business Excellence, 18(4), 363–378. 

https://doi.org/10.1080/14783360701231302 

Lin, T. C., Wu, S., Hsu, J. S. C., & Chou, Y. C. (2012). The integration of value-based adoption 

and expectation–confirmation models: An example of IPTV continuance intention. Decision 

Support Systems, 54(1), 63-75. 

Lotko, A. (2018). Measuring the behavioural loyalty of garage customers. Archiwum 

Motoryzacji, 79(1), 37-51. 

Luo, R., Sriboonlue, U., & Onputtha, S. (2024). The Mediating Role of Perceived Value in the 

Relationship Between Brand Image and Repurchase Intention: A Case Study of the Chinese 

Tea Market. Journal of Applied Data Sciences, 5(2), 756-770. 

https://doi.org/10.47738/jads.v5i2.227. 

https://doi.org/10.1016/J.IM.2019.103197
https://doi.org/10.1016/j.ijhm.2017.10.015
https://doi.org/10.1016/j.apmrv.2015.03.005
https://doi.org/10.1080/14783360701231302
https://doi.org/10.47738/jads.v5i2.227


86 

 

Mabkhot, H. A., Shaari, H., & Md Salleh, S. (2017). The influence of brand image and brand 

personality on brand loyalty, mediating by brand trust: An empirical study. Jurnal 

pengurusan, 50, 71-82. 

Mao, D. (2010). A study of consumer trust in internet shopping and the moderating effect of risk 

aversion in mainland China. An Honours Degree Project Submitted to the School of 

Business in Partial Fulfillment of the Graduation Requirement for the Degree of Bachelor 

of Business Administration (Honours). 

McKnight, D., Choudhury, V., & Kacmar, C. (2002). The impact of initial consumer trust on 

intentions to transact with a web site: a trust building model. J. Strateg. Inf. Syst., 11, 297-

323. https://doi.org/10.1016/S0963-8687(02)00020-3 

Miao, M., Jalees, T., Zaman, S. I., Khan, S., Hanif, N. U. A., & Javed, M. K. (2022). The influence 

of e-customer satisfaction, e-trust and perceived value on consumer's repurchase intention 

in B2C e-commerce segment. Asia Pacific Journal of Marketing and Logistics, 34(10), 

2184-2206. https://doi.org/10.1108/apjml-03-2021-0221  

Mogea, G. E. (2022). The effect of customer perceived value, customer trust, and customer 

satisfaction on repurchase intention of services provided by Shopee Online Shop. Jurnal 

EMBA : Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 10(2), 531. 

https://doi.org/10.35794/emba.v10i2.40268  

Muthi, L. H., & Utama, A. P. (2023). The effect of price, brand image and promotion on easy 

shopping customer repurchase intention mediated by customer satisfaction. Dinasti 

International Journal of Management Science, 4(4), 613-626. 

https://doi.org/10.31933/dijms.v4i4.1668 

Nabila, E. Y., Listiana, E., Purmono, B. B., Fahruna, Y., & Rosnani, T. (2023). Determinants of 

Repurchase Intention: A Study on Ease of Use, Trust and E-Satisfaction Construct in Shopee 

Marketplace. East African Scholars Journal of Economics, Business and Management, 6(1), 

29-36. 

Napitupulu, S., & Soepatini, S. (2019). Analysis Of Perceived Information Quality, Privacy, And 

Security On Consumer Repurchase Intention And Trust As Mediation Variable In The 

Context Of Traveloka Services. 

https://doi.org/10.1016/S0963-8687(02)00020-3
https://doi.org/10.35794/emba.v10i2.40268
https://doi.org/10.31933/dijms.v4i4.1668


87 

 

Nelson, P. (1974). Advertising as information. Journal of political economy, 82(4), 729-754. 

Nguyen, D. T., Pham, V. T., Tran, D. M., & Pham, D. B. T. (2020). Impact of service quality, 

customer satisfaction and switching costs on customer loyalty. The Journal of Asian 

Finance, Economics and Business, 7(8), 395-405. 

https://doi.org/10.13106/jafeb.2020.vol7.no8.395  

Nnindini, sayibu ibrahim, Bukari, Z., Agbemabiase, G., & Nyamekye, michael. (2023). Customer 

Satisfaction of Online Purchases and Repurchase Intentions; the Moderating Role of Return 

Services. The International Review of Retail, Distribution and Consumer Research, 1-24. 

https://doi.org/10.2139/ssrn.4489436  

O. Pappas, I., G. Pateli, A., N. Giannakos, M., & Chrissikopoulos, V. (2014). Moderating effects 

of online shopping experience on customer satisfaction and repurchase 

intentions. International Journal of Retail & Distribution Management, 42(3), 187-204. 

https://doi.org/10.1108/ijrdm-03-2012-0034  

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63, 33. 

https://doi.org/10.2307/1252099  

Pandiangan, S. M. T., Resmawa, I. N., Simanjuntak, O. D. P., Sitompul, P. N., & Jefri, R. (2021). 

Effect of e-satisfaction on repurchase intention in Shopee user students. Budapest 

International Research and Critics Institute-Journal (BIRCI-Journal), 4(4), 7785-7791. 

Pappas, I., Pateli, A., Giannakos, M., & Chrissikopoulos, V. (2014). Moderating effects of online 

shopping experience on customer satisfaction and repurchase intentions. International 

Journal of Retail & Distribution Management, 42, 187-204. 

https://doi.org/10.1108/IJRDM-03-2012-0034 

Patterson, P., & Spreng, R. (1997). Modelling the relationship between perceived value, 

satisfaction and repurchase intentions in a business‐to‐business, services context: an 

empirical examination. International Journal of Service Industry Management, 8, 414-434. 

https://doi.org/10.1108/09564239710189835 

Peterson, R. A. (1994). A meta-analysis of Cronbach's coefficient alpha. Journal of consumer 

research, 381-391. https://doi.org/10.1086/209405 

https://doi.org/10.13106/jafeb.2020.vol7.no8.395
https://doi.org/10.2139/ssrn.4489436
https://doi.org/10.2307/1252099
https://doi.org/10.1108/IJRDM-03-2012-0034
https://doi.org/10.1108/09564239710189835
https://doi.org/10.1086/209405


88 

 

Pham, H., & Nguyen, T. (2019). The effect of website quality on repurchase intention with the 

mediation of perceived value: The case study of online travel agencies in Vietnam. Journal 

of Global Business Insights, 4(1), 78–91. https://doi.org/10.5038/2640-6489.4.1.1041  

Pham, Q., Tran, X., Misra, S., Maskeliūnas, R., & Damaševičius, R. (2018). Relationship between 

convenience, perceived value, and repurchase intention in online shopping in Vietnam. 

Sustainability, 10(2), 156. https://doi.org/10.3390/su10010156  

Ponte, E. B., Carvajal-Trujillo, E., & Escobar-Rodríguez, T. (2015). Influence of trust and 

perceived value on the intention to purchase travel online: Integrating the effects of 

assurance on trust antecedents. Tourism management, 47, 286-302.  

Prabowo, H., Gultom, H. C., & Pratiwi, R. (2024). Repurchase Intention of Bukalapak Customers 

Viewed From The Quality of E-Service, E-Word of Mouth and E-Satisfaction. Jurnal 

Aplikasi Bisnis dan Manajemen (JABM), 10(1), 118-118. 

Prasetyo, J. H., Prakoso, B. S., Wiharso, G., & Fabrianto, L. (2021). E-commerce: The importance 

role of customer perceived value in increasing online repurchase intention. Dinasti 

International Journal of Digital Business Management, 2(6), 955–962. 

https://doi.org/10.31933/dijdbm.v2i6.954  

Prasojo, G., & Sari, D. K. (2023). Role of Brand Image, Online Trust, and Customer Satisfaction 

in Building Repurchase Intention for Shopee e-Commerce Consumers in Sidoarjo. 

https://doi.org/10.21070/ups.703  

Raman, P. (2019). Understanding female consumers’ intention to shop online. Asia Pacific 

Journal of Marketing and Logistics, 31(4), 1138–1160. https://doi.org/10.1108/apjml-10-

2018-0396  

Rezaei, S., Emami, M., & Valaei, N. (2016). The moderating impact of product classification on 

the relationship between online trust, satisfaction, and repurchase intention. In Encyclopedia 

of e-commerce development, implementation, and management (pp. 1674-1692). IGI 

Global. https://doi.org/10.4018/978-1-4666-9787-4.ch118  

Rintamäki, T., Spence, M. T., Saarijärvi, H., Joensuu, J., & Yrjölä, M. (2021). Customers' 

perceptions of returning items purchased online: planned versus unplanned product 

https://doi.org/10.5038/2640-6489.4.1.1041
https://doi.org/10.3390/su10010156
https://doi.org/10.31933/dijdbm.v2i6.954
https://doi.org/10.21070/ups.703
https://doi.org/10.1108/apjml-10-2018-0396
https://doi.org/10.1108/apjml-10-2018-0396
https://doi.org/10.4018/978-1-4666-9787-4.ch118


89 

 

returners. International Journal of Physical Distribution & Logistics Management, 51(4), 

403-422. https://doi.org/10.1108/ijpdlm-10-2019-0302 

Rokonuzzaman, M., Mukherjee, A., Iyer, P., & Mukherjee, A. (2020). Relationship between 

retailers’ return policies and consumer ratings. Journal of Services Marketing, 34(5), 621–

633. https://doi.org/10.1108/jsm-09-2019-0340  

Roy Dholakia, R., & Zhao, M. (2010). Effects of online store attributes on customer satisfaction 

and repurchase intentions. International journal of retail & distribution management, 38(7), 

482-496. https://doi.org/10.1108/09590551011052098 

Saha, S. K., Duarte, P., Silva, S. C., & Zhuang, G. (2022). The role of online experience in the 

relationship between service convenience and future purchase intentions. Journal of Internet 

Commerce, 22(2), 244–271. https://doi.org/10.1080/15332861.2022.2045767 

Sahai, P., Sharma, M., & Singh, V. K. (2020). Effect of perceived quality, convenience, and 

product variety on customer satisfaction in teleshopping. Manag Econ Res J, 6(3).  

Saleh, K. (2023, May 21). The Importance of Customer Loyalty Programs – Statistics and Trends 

- Invesp. https://www.invespcro.com/blog/customer-loyalty-programs/ 

Sánchez-Fernández, R., & Iniesta-Bonillo, M. Á. (2007). The concept of perceived value: A 

systematic review of the research. Marketing Theory. 

https://doi.org/10.1177/1470593107083165  

Saritas, A., & Penez, S. (2017). Factors of Purchasing Decision and Measuring Brand Loyalty: An 

Empirical Study of Automotive Sector. Journal of Marketing & Management, 8(1). 

Seduram, L., Perumal, S., & Shaari, H. B. (2016). Theoretical examination of mobile phone brand 

loyalty. Int. Acad. Res. J. Bus. Technol, 2, 1-7. 

Shankar, V., Smith, A., & Rangaswamy, A. (2003). Customer satisfaction and loyalty in online 

and offline environments. International Journal of Research in Marketing, 20, 153-

175. https://doi.org/10.1016/S0167-8116(03)00016-8.  

Shao, B., Cheng, Z., Wan, L., & Yue, J. (2021). The impact of cross border E-tailer's return policy 

on consumer's purchase intention. Journal of Retailing and Consumer Services, 59, 102367. 

https://doi.org/10.1016/j.jretconser.2020.102367 

https://doi.org/10.1108/ijpdlm-10-2019-0302
https://doi.org/10.1108/jsm-09-2019-0340
https://doi.org/10.1108/09590551011052098
https://doi.org/10.1080/15332861.2022.2045767
https://www.invespcro.com/blog/customer-loyalty-programs/
https://doi.org/10.1177/1470593107083165
https://doi.org/10.1016/S0167-8116(03)00016-8
https://doi.org/10.1016/j.jretconser.2020.102367


90 

 

Shin, J. I., Chung, K. H., Oh, J. S., & Lee, C. W. (2013). The effect of site quality on repurchase 

intention in internet shopping through mediating variables: The case of university students 

in South Korea. International Journal of Information Management, 33(3), 453–463. 

https://doi.org/10.1016/j.ijinfomgt.2013.02.003 

Shokouhyar, S., Shokoohyar, S., & Safari, S. (2020). Research on the influence of after-sales 

service quality factors on customer satisfaction. Journal of Retailing and Consumer 

Services, 56, 102139. https://doi.org/10.1016/j.jretconser.2020.102139  

Singh, S., & Srivastava, S. (2018). Moderating effect of product type on online shopping 

behaviour and purchase intention: An Indian perspective. Cogent Arts & Humanities, 5(1), 

1495043. https://doi.org/10.1080/23311983.2018.1495043 

Slack, N., Singh, G., & Sharma, S. (2020). Impact of perceived value on the satisfaction of 

supermarket customers: Developing Country Perspective. International Journal of Retail 

&amp; Distribution Management, 48(11), 1235–1254. https://doi.org/10.1108/ijrdm-03-

2019-0099  

Srivastava, C., & Kwon, K. N. (2014, October). What’s in Your Cart? Infleunce of Individual 

Differences on Product Class Specific Shopping. In Proceedings of the 2010 Academy of 

Marketing Science (AMS) Annual Conference (pp. 196-196). Cham: Springer International 

Publishing.  

Strzelecki, A. (2019). Key features of E-tailer shops in adaptation to cross-border e-commerce in 

the EU. Sustainability, 11(6), 1589. https://doi.org/10.3390/su11061589  

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  

Sutanto, W. D., & Kussudyarsana, K. (2024). The role of Brand Trust, Brand Image, brand equity 

on repurchase intention. Jurnal Ilmiah Manajemen Kesatuan, 12(1), 119–128. 

https://doi.org/10.37641/jimkes.v12i1.2395  

Tandon, A., Aakash, A., & Aggarwal, A. G. (2020). Impact of EWOM, website quality, and 

product satisfaction on customer satisfaction and repurchase intention: Moderating role of 

https://doi.org/10.1016/j.ijinfomgt.2013.02.003
https://doi.org/10.1016/j.jretconser.2020.102139
https://doi.org/10.1080/23311983.2018.1495043
https://doi.org/10.1108/ijrdm-03-2019-0099
https://doi.org/10.1108/ijrdm-03-2019-0099
https://doi.org/10.3390/su11061589
https://doi.org/10.1016/j.ijinfomgt.2017.12.008
https://doi.org/10.37641/jimkes.v12i1.2395


91 

 

shipping and handling. International Journal of System Assurance Engineering and 

Management, 11(S2), 349–356. https://doi.org/10.1007/s13198-020-00954-3  

Taylor, S. A., Hunter, G. L., & Longfellow, T. A. (2006). Testing an expanded attitude model of 

goal-directed behavior in a Loyalty Context. Journal of Consumer Satisfaction, 

Dissatisfaction & Complaining Behavior, 19.  

Tingchi Liu, M., Brock, J. L., Cheng Shi, G., Chu, R., & Tseng, T. H. (2013). Perceived benefits, 

perceived risk, and trust: Influences on consumers' group buying behaviour. Asia Pacific 

Journal of Marketing and Logistics, 25(2), 225-248. 

https://doi.org/10.1108/13555851311314031  

Tomar, S. (2024). Factors Affecting Customer Satisfaction in Online Grocery Shopping: An 

Empirical Analysis. IMIB Journal of Innovation and Management. 

https://doi.org/10.1177/ijim.231206620 

Tri Cuong, D. (2021). The impact of convenience and trust on satisfaction and rebuying intention 

in online shopping: Using the PLS algorithm. 2021 3rd International Conference on 

Management Science and Industrial Engineering. 

https://doi.org/10.1145/3460824.3460833  

Trivedi, S. K., & Yadav, M. (2018). Predicting online repurchase intentions with e-satisfaction as 

mediator: a study on Gen Y. VINE Journal of Information and Knowledge Management 

Systems, 48(3), 427-447.  

Trivedi, S. K., & Yadav, M. (2020). Repurchase intentions in y generation: Mediation of trust and 

e-satisfaction. Marketing Intelligence &amp; Planning, 38(4). https://doi.org/10.1108/mip-

02-2019-0072  

Tuncer, I., Unusan, C., & Cobanoglu, C. (2021). Service quality, perceived value and customer 

satisfaction on behavioral intention in restaurants: An integrated structural model. Journal 

of quality assurance in hospitality & tourism, 22(4), 447-475.  

Uncles, M. D., Dowling, G. R., & Hammond, K. (2003). Customer loyalty and customer loyalty 

programs. Journal of Consumer Marketing, 20(4), 294–316. 

https://doi.org/10.1108/07363760310483676  

https://doi.org/10.1007/s13198-020-00954-3
https://doi.org/10.1177/ijim.231206620
https://doi.org/10.1145/3460824.3460833
https://doi.org/10.1108/mip-02-2019-0072
https://doi.org/10.1108/mip-02-2019-0072
https://doi.org/10.1108/07363760310483676


92 

 

Urueña López, A., Pascual Miguel, F. J., & Iglesias Pradas, S. (2012). Value, quality, purchasing 

habits and repurchase intention in B2C: differences between frequent and occasional 

purchasers. Dirección y Organización, (47), 70-80. 

Uzir, M. U. H., Al Halbusi, H., Thurasamy, R., Hock, R. L. T., Aljaberi, M. A., Hasan, N., & 

Hamid, M. (2021). The effects of service quality, perceived value and trust in home delivery 

service personnel on customer satisfaction: Evidence from a developing country. Journal of 

Retailing and Consumer Services, 63, 102721. 

https://doi.org/10.1016/J.JRETCONSER.2021.102721 

Walsh, G., Hennig-Thurau, T., Sassenberg, K., & Bornemann, D. (2010). Does relationship 

quality matter in e-services? A comparison of online and offline retailing. Journal of 

Retailing and Consumer Services, 17, 130-

142. https://doi.org/10.1016/J.JRETCONSER.2009.11.003  

Wan, X., Huang, X., & Dong, Y. (2016). The moderating role of product categories in the 

relationship between online fulfillment, procurement, and consumer repurchase intention: A 

hierarchical analysis. Journal of Supply Chain Management, 52(4), 63-76. 

https://doi.org/10.2139/ssrn.2828320  

Wang, H. H., Hao, N., Zhou, Q., Wetzstein, M. E., & Wang, Y. (2019). Is fresh food shopping 

sticky to retail channels and online platforms? Evidence and implications in the digital 

era. Agribusiness, 35(1), 6-19. https://doi.org/10.1002/AGR.21589.  

Wang, Y., Anderson, J., Joo, S. J., & Huscroft, J. R. (2020). The leniency of return policy and 

consumers’ repurchase intention in online retailing. Industrial Management & Data 

Systems, 120(1), 21-39. https://doi.org/10.1108/imds-01-2019-0016 

Widyawati, P., & Rahyuda, I. (2019). THE ROLE OF PERCEIVED PRICE, PERCEIVED 

VALUE, AND TRUST IN MEDIATING THE EFFECT OF BRAND IMAGE ON 

REPURCHASE INTENTION FOR AIRCRAFT TICKETS ONLINE. 

Wu, L.-Y., Chen, K.-Y., Chen, P.-Y., & Cheng, S.-L. (2014). Perceived value, transaction cost, 

and repurchase-intention in online shopping: A Relational Exchange perspective. Journal of 

Business Research, 67(1), 2768–2776. https://doi.org/10.1016/j.jbusres.2012.09.007  

https://doi.org/10.1016/J.JRETCONSER.2021.102721
https://doi.org/10.1016/J.JRETCONSER.2009.11.003
https://doi.org/10.2139/ssrn.2828320
https://doi.org/10.1002/AGR.21589
https://doi.org/10.1108/imds-01-2019-0016
https://doi.org/10.1016/j.jbusres.2012.09.007


93 

 

Wu, Y., & Huang, H. (2023). Influence of perceived value on consumers’ continuous purchase 

intention in live-streaming e-commerce—mediated by consumer trust. Sustainability, 15(5), 

4432. https://doi.org/10.3390/su15054432  

Xu, A., Wei, C., Zheng, M., Sun, L., & Tang, D. (2022). Influence of perceived value on 

repurchase intention of green agricultural products: From the perspective of multi-group 

analysis. Sustainability, 14(22), 15451. https://doi.org/10.3390/su142215451  

Yen, C. H., & Lu, H. P. (2008). Factors influencing online auction repurchase intention. Internet 

Research, 18(1), 7-25. 

Zeqiri, J., Ramadani, V., & Aloulou, W. J. (2023). The effect of perceived convenience and 

perceived value on intention to repurchase in online shopping: The mediating effect of e-

wom and Trust. Economic Research-Ekonomska Istraživanja, 36(3). 

https://doi.org/10.1080/1331677x.2022.2153721 

Zhang, Y., Xiao, C., & Zhou, G. (2020). Willingness to pay a price premium for energy-saving 

appliances: Role of perceived value and energy efficiency labeling. Journal of Cleaner 

Production, 242, 118555. https://doi.org/10.1016/j.jclepro.2019.118555 

Zhou, F., & Jia, W. (2017). How a retailer’s website quality fosters relationship quality: The 

mediating effects of parasocial interaction and psychological distance. International Journal 

of Human–Computer Interaction, 34(1), 73-83. 

https://doi.org/10.1080/10447318.2017.1328006  

Zhu, W., Mou, J., & Benyoucef, M. (2019). Exploring purchase intention in cross-border E-

commerce: A three stage model. Journal of Retailing and Consumer Services, 51, 320-330. 

https://doi.org/10.1016/j.jretconser.2019.07.004 

 

 

 

 

https://doi.org/10.3390/su15054432
https://doi.org/10.3390/su142215451
https://doi.org/10.1080/1331677x.2022.2153721
https://doi.org/10.1016/j.jclepro.2019.118555
https://doi.org/10.1080/10447318.2017.1328006
https://doi.org/10.1016/j.jretconser.2019.07.004


94 
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SANTRAUKA 

123 puslapiai, 30 lentelių, 4 paveikslai, 161 literatūros šaltiniai. 

Pagrindinis šio magistro darbo tikslas – ištirti tiesioginių ir netiesioginių veiksnių įtaką klientų 

ketinimams pakartotinai pirkti internetu ir įvertinti šių veiksnių variaciją skirtingose produktų 

kategorijose. Be to, tyrimas siekia pateikti praktinių įžvalgų interneto mažmenininkams, kurie nori 

pagerinti klientų išlaikymo strategijas. 

Magistro darbas suskirstytas į tris pagrindinius komponentus: literatūros analizę, tyrimo metodiką 

ir jos rezultatus bei baigiamąją dalį, apimančią praktines rekomendacijas. Literatūros analizėje 

nagrinėjamas ryšys tarp pagrindinių konstrukcijų, tokių kaip pasitikėjimas, pasitenkinimas, 

suvokiamas patogumas ir suvokiamo vertės bei pakartotinio pirkimo ketinimų, remiantis Lūkesčių 

patvirtinimo teorija (Expectancy-Confirmation Theory, ECT). ECT tarnauja kaip pagrindinė 

perspektyva, padedanti suprasti, kaip išankstinių lūkesčių patvirtinimas daro įtaką pasitenkinimui 

ir vėlesniam pakartotiniam pirkimo elgesiui. Be to, analizėje nagrinėjami netiesioginiai veiksniai, 

darantys įtaką klientų pakartotinio pirkimo ketinimams, tokie kaip prekės ženklo įvaizdis, 

svetainės saugumas, grąžinimo politika ir svetainės kokybė. Taip pat literatūroje atsižvelgiama į 

moderuojantį produktų tipų poveikį jų vartojimo internete elgsenai – pavyzdžiui, lyginant 

Elektronikos ir buitinės technikos prekes su Drabužiais ir apranga. 

Atlikus literatūros apžvalgą, autorius tyrė veiksnius, lemiančius ketinimus pakartotinai pirkti, bei 

jų ryšį su produktų tipais. Šie duomenys buvo renkama per struktūrizuotą anketą, išplatintą 

internetiniams pirkėjams. Gautos atsakymus buvo atlikta statistinė analizė, kurios metu atliktas 

patikimumo vertinimas ir hipotezių testavimas. Naudotos tokios technikos kaip Cronbacho Alfa, 

siekiant įvertinti Likerto skalės elementų vidinį nuoseklumą, užtikrinant patikimumą, viršijant 

nustatytą 0,7 ribą. Be to, buvo analizuojamas produktų tipo moderuojantis vaidmuo, tiriant elgesio 
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skirtumus tarp paieškos prekių (pavyzdžiui, elektronikos) ir patirties prekių (pavyzdžiui, 

drabužių). 

Tyrimas parodė, kad pasitikėjimas, pasitenkinimas, suvokiamas patogumas ir suvokiamas vertė 

turi didelę įtaką ketinimams pakartotinai pirkti internetu. Šių veiksnių sąveiką moderuoja produktų 

kategorija, išskiriant elektroniką ir buitinę techniką nuo drabužių ir aprangos. Elektronikai ir 

buitinei technikai didelę įtaką turi pasitikėjimas ir pasitenkinimas, nes jos yra susijusios su didesne 

suvokiama rizika ir didesniu patikimumo poreikiu. Drabužiams ir aprangai pasitikėjimas išlieka 

svarbus, tačiau asmeninis stilius ir pasirinkimai turi didesnę įtaką ketinimams pakartotinai pirkti. 

Suvokiamas vertė taip pat priklauso nuo produkto tipo; jis vaidina svarbesnį vaidmenį drabužiams 

ir aprangai dėl pridėtinės emocinės ir socialinės vertės, susijusios su šiais produktais. 

Išvadas ir rekomendacijas apibendrinanti dalis apžvelgia pagrindinius tyrimo rezultatus ir pateikia 

praktines strategijas internetiniams mažmenininkams. Tai apima svetainės naudojimo patogumo 

gerinimą, saugumo stiprinimą ir metodų pritaikymą pagal produkto tipą, kad būtų pasiekti 

maksimalūs klientų ketinimai pakartotinai pirkti. Autorius mano, kad šio tyrimo rezultatai gali 

būti svarbūs elektroninės komercijos platformoms, siekiančioms išlaikyti vartotojus ir palaikyti 

augimą. Pagrindinis šio magistro darbo tikslas yra ištirti tiesioginių ir netiesioginių veiksnių įtaką 

klientų ketinimams pakartotinai pirkti internetu ir analizuoti, kaip šie veiksniai skiriasi 

priklausomai nuo produktų kategorijos. Be to, tyrimas siekia pateikti praktines rekomendacijas, 

padedančias interneto mažmenininkams pagerinti klientų išlaikymo strategijas. 
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SUMMARY 

123 pages, 30 tables, 4 figures, 161 references. 

The primary objective of this master’s thesis is to investigate the influence of direct and indirect 

factors on customer repurchase intentions within the context of online retail, and to assess the 

variance of these effects across diverse product categories. Furthermore, the study aims to furnish 

practical insights for online retailers seeking to enhance customer retention. 

The master’s thesis is structured into three principal components: a literature analysis, the research 

methodology and its resultant findings, and a concluding section encompassing practical 

recommendations. The literature analysis explores the relationship between core constructs such 

as trust, satisfaction, perceived convenience, and perceived value and repurchase intentions, all 

within the framework of Expectancy-Confirmation Theory (ECT). ECT serves as a foundational 

lens to understand how the confirmation of pre-purchase expectations influences satisfaction and 

subsequent repurchase behaviour. Apart from that, the analysis incorporates indirect elements 

affecting customer repurchase intentions such as the image of the brand, website security, return 

policies, and quality of the website. Furthermore, the literature considers the moderating effects 

of types of products on their online consuming behaviour-for example, between Electronics & 

Home Appliances and Clothing & Apparel. 

After carrying out the literature survey, the author researched the factors determining repurchase 

intentions as well as their relationship with product types. This data will be collected through a 

structured questionnaire distributed to online shoppers. The responses thus obtained underwent 

statistical analysis whereby reliability assessment and hypothesis testing were then used on the 

data derived. Techniques such as Cronbach’s Alpha were utilized to evaluate the internal 

consistency of Likert-scale items, ensuring reliability above the established threshold of 0.7. 
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Moreover, the moderating role of product type was analysed, investigating behavioural differences 

between search goods (for instance, electronics) and experience goods (for instance, clothing). 

The study showed that trust, satisfaction, perceived convenience, and perceived value significantly 

affect online repurchase intentions. The interaction of these factors is moderated by product 

category, distinguishing Electronics & Home Appliances from Clothing & Apparel. Electronics 

& Home Appliances are significantly influenced by trust and satisfaction because they feature 

more perceived risk and are extensively dependent on reliability. For Clothing & Apparel, trust 

remains important, but personal style and preferences have a larger influence on repurchase 

intentions. Perceived value is also influenced by product type; it plays a more significant role in 

Clothing & Apparel due to the added emotional and social value attached to these items. 

The conclusions and recommendations section synthesizes the key findings of the research and 

offers practical strategies for online retailers. These include improving the usability of the website, 

improving the security, and adjusting the method for the type of the product for the maximum 

customer repurchase intention. The author believes that the findings from this study can prove to 

be important for e-commerce platforms in consumer retention and sustain the growth. The primary 

objective of this master’s thesis is to investigate the influence of both direct and indirect factors 

on customers' intentions to repurchase products from online retailers and to analyse how these 

effects vary across different product categories. Furthermore, the study seeks to offer practical 

recommendations to assist online retailers in enhancing customer retention strategies. 

 

 

 

 

 

 

 

 

 



98 

 

ANNEXES 

Annex 1  

Questionnaire Development 

My name is Umar Farooq, I am a Marketing and integrated communication Master's programme 

Student at Vilnius University. Through this research, I aim to analyse the impact of Product types 

on Repurchase intentions for my Master's Thesis. The questionnaire contains 11 Question blocks 

and will take 12-14 minutes to complete. I value your valuable input to me considerably and 

immensely. I guarantee that the data collected, and the results obtained, will be used only for 

research. I shall respect your privacy and follow high standards of research ethics. If you are 

feeling any concern, you can contact me Via email: 

umar.farooq@evaf.stud.vu.lt 

Thank you for your participation and input in my research 

 

1. Have you ever purchased product from online store?  

• Yes  

• No (If no then kindly quit the survey) 

 

 

2. Which category of products do you prefer to buy most often from online stores? 

• Home appliances 

• Electronics (Mobile Phones, Tablets etc.) 

• Clothing and Apparel 

• Bakery and Food Items 

• Grocery Products 

• Footwears 

• Fashion Products 

• Others 

 

3. Choose one answer option that best describes your behaviour when buying products of the 

selected category in online stores. 

 

• I always buy products in this category only from one and the same online store. 

• I usually buy products in this category only from one online store, but there are times when I 

have to buy from other online stores as well. 

• I buy products in this category from 2-3 online stores. 

• I buy products in this category from 4 or more online stores. 

 

4. Please write the name of the online store you prefer for making purchases. ________ 
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5. Rate your level of agreement with the statements regarding the Convenience you perceive in 

your preferred Online Store, where 1 – Strongly disagree, 7 – Strongly agree:  

7-point Likert type scale; reference - Saha et al., (2022) 

 1- 

Strongly 

Disagree 

2 3 4 5 6 7- 

Strongly 

Agree 

It was easy to navigate the 

online store website. 

       

I could find what I wanted 

at the online store without 

having to look elsewhere. 

       

The online store website 

provided useful 

information. 

       

It was easy to get the 

information at the online 

store that I needed to make 

my purchase decision. 

       

 

6. Rate your level of agreement with the statements regarding the Return Polices of your 

preferred Online Store, where 1 – Strongly disagree, 7 – Strongly agree:  

7-point Likert type scale; reference - Shao et al., (2021) 

 1- 

Strongly 

Disagree 

2 3 4 5 6 7- 

Strongly 

Agree 

Compared with the return 

policies of other online 

stores, this online store 

return policy is very 

lenient. 

       

Compared with the return 

policies of other online 

stores, this online store 

return policy is less 

restrictive. 

       

The return policy at 

the online store has a very 
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long time before deadline for 

returns. 

The online store return 

policy makes me feel very 

convenient. 

       

The online store return 

policy makes reasonable 

charge for return cost. 

       

 

7. Rate your level of agreement with the statements regarding the Security of your preferred 

Online Store, where 1 – Strongly disagree, 7 – Strongly agree:  

7-point Likert type scale; reference – Bonsón Ponte et al., (2015) 

 1- 

Strongly 

Disagree 

2 3 4 5 6 7- 

Strongly 

Agree 

The online store website 

implements security 

measures to protect users. 

       

The online store website 

usually ensures that 

transactional information is 

protected from accidentally 

being altered or destroyed 

during a transmission on the 

Internet. 

       

I feel secure about the 

electronic payment system of 

the online store website. 

       

I am willing to use my credit 

card on the online store 

website to make a purchase. 

       

I feel safe in making 

transactions on the online 

store website. 

       

 

8. Rate your level of agreement with the statements regarding the website quality of your 

preferred Online Store, where 1 – Strongly disagree, 5 – Strongly agree:  

5-point Likert type scale; reference – Mao (2010) 

 1- 

Strongly 

Disagree 

2 3 4 5- 

Strongly 

Agree 

Overall, the online store website works 

very well technically. 
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Visually, the online store website 

resembles other websites I think highly 

of. 

     

The online store website is simple to 

navigate. 

     

On the online store website, it is easy 

for me to find the information I want. 

     

The online store website clearly shows 

how I can contact or communicate with 

the company. 

     

 

 

9. Rate your level of agreement with the statements regarding your Satisfaction with your 

preferred Online Store, where 1 – completely disagree, 5 – completely agree:  

5-point Likert type scale; reference – DAM et al., (2021) 

 1- 

Completely 

Disagree 

2 3 4 5- 

Completely 

Agree 

Compared to other online stores, I 

am happy with this online store. 

     

The overall feeling I received from 

the online store was satisfied. 

     

My purchase choice at this online 

store is the right one. 

     

This online store meets my 

expectations 

     

 

10. Rate your level of agreement with the statements regarding the Value you perceive in your 

preferred Online Store, where 1 – Strongly disagree, 5 – Strongly agree:  

5-point Likert type scale; reference – Graciola et al., (2020) 

 1- 

Strongly 

Disagree 

2 3 4 5- 

Strongly 

Agree 

The money I spend at online store is 

well spent. 

     

The old saying: “you get what you pay 

for” is true for online store. 

     

The set of benefits in online store is 

compatible with the set of 

sacrifices/costs incurred. 

     

The price at online store is adequate to 

what I get for my money. 
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I consider that the prices at online 

store expresses the real value of the 

competing market. 

     

 

11. Rate your level of agreement with the statements regarding the Brand Image of your 

preferred Online Store, where 1 – Strongly disagree, 5 – Strongly agree:  

5-point Likert type scale; reference –Lien et al., (2015) 

 1- 

Strongly 

Disagree 

2 3 4 5- 

Strongly 

Agree 

The online store brand is reliable.      

The online store brand is attractive.      

The online store brand is pleasing.      

The online store brand is a social 

status symbol. 

     

The online store brand has a good 

reputation. 

     

 

 

12. Rate your level of agreement with the statements regarding the Trust on your preferred 

Online Store, where 1 – Strongly disagree, 7 – Strongly agree:  

5-point Likert type scale; reference – Chiu et al., (2013) 

 1- 

Strongly 

Disagree 

2 3 4 5 6 7- 

Strongly 

Agree 

Based on my experience 

with the online store in the 

past, I know it is honest. 

       

Based on my experience 

with the online store in the 

past, I know it cares about 

buyers. 

       

Based on my experience 

with the online store in the 

past, I know it is not 

opportunistic. 

       

Based on my experience 

with the online store in the 

past, I know it provides 

good service. 
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13. Rate your level of agreement with the statements regarding the intention to repurchase on 

your preferred Online Store, where 1 – Strongly disagree, 5 – Strongly agree:  

5-point Likert type scale; reference – Kim et al., (2012) 

 1- 

Strongly 

Disagree 

2 3 4 5- 

Strongly 

Agree 

I intend to continue to purchase goods 

from the online store website that I 

regularly use 

     

I intend to acquire product information 

from the online store that I regularly 

use 

     

I intend to recommend the online store 

that I regularly use to people around me 

     

I intend to use the online store that I 

regularly use as the priority online store 

for future purchases 

     

Except for any unanticipated reasons, I 

intend to continue to use the online 

store shopping site that I regularly use 

     

 

14. Please choose your gender  

• Female 

• Male 

15. Please write your Age: ______ 

16. Please write your Nationality: ________ 

17. Please choose one answer that best describes your average monthly income after taxes. 

• Much lower than average in my country 

• Lower than average in my country 

• Slightly lower than average in my country 

• My incomes correspond to the average in my country 

• Slightly higher than average in my country 

• Higher than average in my country 

• Much higher than average in my country 
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Annex 2  

Additional Tables and Figures  

 

Table 5a 

Brand Image impact on perceived value 

 

Table 5b 

Brand Image impact on perceived value 

 

Table 6a 

Security impact on satisfaction 

 

Table 6b 

Security impact on satisfaction 
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Table 7a 

Security impact on Trust 

 

Table 7b 

Security impact on Trust 

 

Table 8a 

Website Quality impact on Satisfaction 
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Table 8b 

Website Quality impact on Satisfaction 

 

Table 9a 

Return Police's impact on Satisfaction 

 

Table 9b 

Return Police's impact on Satisfaction 

 

Table 10a 

Return Police's impact on perceived convenience 
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Table 10b 

Return Police's impact on perceived convenience 

 

Table 11a 

Perceived value impact on Satisfaction 

 

Table 11b 

Perceived value impact on Satisfaction 
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Table 12a 

Perceived Convenience Impact on Satisfaction  

 

Table 12b 

Perceived Convenience Impact on Satisfaction  

 

Table 13a 

Perceived Convenience Impact on Satisfaction  

 

Table 13b 

Perceived Convenience Impact on Satisfaction  
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Table 14a 

Perceived Convenience Impact on Satisfaction  

 

Table 14b 

Perceived Convenience Impact on Satisfaction  

 

Table 15a 

Perceived Convenience Impact on Satisfaction 

 

Table 15b 
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Perceived Convenience Impact on Satisfaction 

 

Table 16a 

Perceived Convenience Impact on Satisfaction  

 

Table 16b 

Perceived Convenience Impact on Satisfaction  
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Table 21a 

Direct impact of brand image on Repurchase intentions and indirect impact via Perceived value 
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Table 22a 

Direct impact of Security on Repurchase intentions and indirect impact via Trust 
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Table 23a 

Direct impact of Security on Repurchase intentions and indirect impact via Satisfaction 
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Table 24a 

Direct impact of Website Quality on Repurchase intentions and indirect impact via Satisfaction 
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Table 25a 

Direct impact of Return Policy on Repurchase intentions and indirect impact via Satisfaction 
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Table 26a 

Direct impact of Return Policy on Repurchase intentions and indirect impact via Perceived 

Convenience 
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Table 27a 

Direct impact of Perceived Value on Repurchase intentions and indirect impact via Satisfaction 
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Table 28a 

Direct impact of Perceived Convenience on Repurchase intentions and indirect impact via Satisfaction 
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Table 29a 

Trust, Perceived Value, Perceived Convenience and Satisfaction impact on Repurchase intentions 

 

Table 29b 

Trust, Perceived Value, Perceived Convenience and Satisfaction impact on Repurchase intentions 

 

Table 29c 

Trust, Perceived Value, Perceived Convenience and Satisfaction impact on Repurchase intentions 
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Figure 5  

Trust, Perceived Value, Perceived Convenience and Satisfaction impact on Repurchase intentions 

 

Figure 6  

Trust, Perceived Value, Perceived Convenience and Satisfaction impact on Repurchase intentions 
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Table 30a 

Security, Website Quality, Return policies, Perceived value and Perceived convenience on 

Satisfaction 

 

Table 30b 

Security, Website Quality, Return policies, Perceived value and Perceived convenience on 

Satisfaction 

 

Table 30c 

Security, Website Quality, Return policies, Perceived value and Perceived convenience on 

Satisfaction 
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Figure 7  

Security, Website Quality, Return policies, Perceived value and Perceived convenience on 

Satisfaction 
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Figure 8  

Security, Website Quality, Return policies, Perceived value and Perceived convenience on 

Satisfaction 

 


