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Findings: e-STF (e-1Q, e-SQ, e-SQL), e-COM (e-AC, e-NC, e-CC), and e-WOM
imply the attitudes and behavior of the Indonesian people toward e-RI in the context
of online shopping behavior. However, the contribution of e-STF has not been able to
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Research, Practical & Social implications: This research can be used as a preference
for online shop producers, IS developers, or managers in realizing competitive
advantage and sustainable business. The contribution of e-STF does not have a
PREREGISTERED significant effect on e-COM, but customer attitudes still reflect a positive attitude

towards the online shop. When customers are committed to a particular online shop,
they will certainly recommend and make repeat purchases accompanied by a satisfied
attitude. When customers are committed to a particular online shop, they will
recommend and make repeat purchases accompanied by a satisfied attitude. Because
this research uses a reflective-formative type model approach to e-STF and e-COM
variables and the direct relationship between the constructs. It is hoped that further
research will use e-COM and e-WOM as mediator variables to fill the shortcomings
of this study.

| W

OPEN DATA OPEN MATERIALS

Originality/value: This study uses a reflective-formative approach to the variables e-
STF (e-1Q, e-SQ, e-SQL) and e-COM (e-AC, e-NC, e-CC) to explore fundamentally
online shopping behavior.

Doi: https://doi.org/10.26668/businessreview/2023.v8i7.1232

PERSPECTIVA DE COMPRAS ON-LINE NA INDONESIA: RELAGAO ENTRE SATISFAGAO
ELETRONICA, COMPROMETIMENTO ELETRONICO, E-WOM E INTENGAO DE COMPRA
ELETRONICA

RESUMO

Objetivo: Este artigo tem como objetivo analisar a perspectiva de compras on-line da Indonésia por meio da
relagdo entre satisfagdo eletrdnica, comprometimento eletronico, e-WOM e inteng¢do de recompra eletronica.
Estrutura tedrica: TRA (Ajzen e Fishbein, 1975), TPB (Ajzen, 1985, 1991, 2011) e TAM sdo a base para a
construcdo desse modelo de pesquisa, pois 0 melhor modelo prevé as intengdes individuais de aceitacdo de um
sistema de informacdo.

Projeto/metodologia/abordagem: As amostras que sdo aceitas e adequadas para uso como analise de dados sdo
331 amostras de todos os usudrios de aplicativos ou sites de compras on-line. Os resultados dos dados priméarios
serdo analisados usando a abordagem PLS-SEM por meio do aplicativo SmartPLS.

Resultados: e-STF (e-1Q, e-SQ, e-SQL), e-COM (e-AC, e-NC, e-CC) e e-WOM implicam as atitudes e o
comportamento do povo indonésio em relagdo ao e-RI no contexto do comportamento de compras on-line.
Entretanto, a contribuicdo da e-STF ndo foi capaz de construir a e-COM.

ImplicacBes sociais, praticas e de pesquisa: Esta pesquisa pode ser usada como uma preferéncia para produtores
de lojas on-line, desenvolvedores de SI ou gerentes na obtengdo de vantagem competitiva e negdcios sustentaveis.
A contribuicdo da e-STF ndo tem um efeito significativo sobre a e-COM, mas as atitudes dos clientes ainda
refletem uma atitude positiva em relagdo a loja on-line. Quando os clientes estdo comprometidos com uma
determinada loja on-line, eles certamente recomendaréo e fardo compras repetidas, acompanhadas de uma atitude
de satisfagdo. Quando os clientes estdo comprometidos com uma determinada loja on-line, eles recomendaréo e
fardo compras repetidas acompanhadas de uma atitude de satisfacdo. Como esta pesquisa usa uma abordagem de
modelo do tipo reflexivo-formativo para as variaveis e-STF e e-COM e para a relacdo direta entre os construtos,
espera-se que pesquisas futuras possam ser realizadas com base em um modelo de avaliacdo de desempenho.
Espera-se que pesquisas futuras usem o e-COM e 0 e-WOM como varidveis mediadoras para suprir as deficiéncias
deste estudo.

Originalidade/valor: Este estudo usa uma abordagem reflexivo-formativa para as varidveis e-STF (e-1Q, e-SQ,
e-SQL) e e-COM (e-AC, e-NC, e-CC) para explorar fundamentalmente o comportamento de compras on-line.

Palavras-chave: Compromisso Eletrdnico, Intengdo de Recompra Eletrdnica, Satisfacdo Eletronica, e-Wom,
Comportamento de Compras On-Line.

PERSPECTIVA DE COMPRA ONLINE EN INDONESIA: RELACION ENTRE E-SATISFACCION, E-
COMPROMISO, E-WOM E INTENCION DE E-COMPRA

RESUMEN
Objetivo: Este articulo pretende analizar la perspectiva de compra en linea en Indonesia a través de la relacion
entre la e-satisfaccion, el e-compromiso, la e-WOM Yy la e-intencién de compra.
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Marco tedrico: TRA (Ajzen y Fishbein, 1975), TPB (Ajzen, 1985, 1991, 2011) y TAM son la base para la
construccién de este modelo de investigacion, porque el mejor modelo predice las intenciones individuales de
aceptar un sistema de informacion.

Disefio/metodologia/enfoque: Las muestras aceptadas y adecuadas para el analisis de datos son 331 muestras de
todos los usuarios de aplicaciones o sitios web de compras en linea. Los resultados de los datos primarios se
analizaran utilizando el enfoque PLS-SEM mediante la aplicacion SmartPLS.

Resultados: e-STF (e-1Q, e-SQ, e-SQL), e-COM (e-AC, e-NC, e-CC) y e-WOM implican las actitudes y el
comportamiento de los indonesios hacia e-RI en el contexto del comportamiento de compra online. Sin embargo,
la contribucion de e-STF no fue capaz de construir e-COM.

Implicaciones sociales, practicas y de investigacion: Esta investigacion puede servir de preferencia a los
productores de tiendas online, desarrolladores de SI o gestores para lograr ventajas competitivas y negocios
sostenibles. La contribucién del e-STF no tiene un efecto significativo sobre el e-COM, pero las actitudes de los
clientes siguen reflejando una actitud positiva hacia la tienda online. Cuando los clientes estan comprometidos con
una tienda online concreta, sin duda la recomendaran y repetiran sus compras, acompafiadas de una actitud de
satisfaccion. Cuando los clientes estdn comprometidos con una tienda online concreta, la recomendaran y repetiran
sus compras acompafiados de una actitud de satisfaccion. Dado que esta investigacion utiliza un enfoque de
modelo de tipo reflexivo-formativo para las variables e-STF y e-COM vy para la relacion directa entre los
constructos, se espera que futuras investigaciones puedan llevarse a cabo basandose en un modelo de evaluacion
del rendimiento. Se espera que futuras investigaciones utilicen e-COM y e-WOM como variables mediadoras para
subsanar las deficiencias de este estudio.

Originalidad/valor: Este estudio utiliza un enfoque reflexivo-formativo de las variables e-STF (e-1Q, e-SQ, e-
SQL) y e-COM (e-AC, e-NC, e-CC) para explorar fundamentalmente el comportamiento de compra en linea.

Palabras clave: Compromiso Electrdnico, Intencidn de Recompra Electrénica, Satisfaccion Electronica, e-Wom,
Comportamiento de Compra en Linea.

INTRODUCTION

Indonesia is the largest e-commerce market in Southeast Asia. Since the Covid-19
pandemic occurred, it has accelerated the adoption of digital systems as online shopping
activities (Imandiar, 2020). However, reducing cash payment transactions and causing online
retail to experience an increase in website visits (Niken, 2020), especially e-commerce
competition is increasing. The Global Web Index records Indonesia as the highest internet user
in the world. Visits to online retailers are 91% of 96% of internet users and 90% of transactions
via mobile phones, 79% and 29% of laptops. Although the Covid-19 pandemic in Southeast
Asia is still ongoing, online retail visits are increasing. As affirmed by (Putri & Fenalosa, 2022)
online shopping transactions on various e-commerce platforms have increased significantly,
adalah bentuk dari persaingan dalam mencapai keunggulan kompetitif (Sutiksno et al., 2017).

The pandemic conditions have resulted in a decline in consumer purchasing power.
However, online retail sales continue to increase despite not meeting the targeted performance.
The phenomenon of online shopping behavior during the pandemic is a vital study to determine
what factors influence it. Confirmed by (Octavia et al., 2020), that demands to produce modern
motives, in maintaining the characteristics of business actors. Previous research has studied a
lot in the context of online shopping behavior (Asih et al., 2020; Hamdan & Yuliantini, 2021;
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Ilhamalimy & Ali, 2021; Indrajaya & Al, 2017; Khoirunnisa & Astini, 2021; Syachrony et al.,
2023; Wydyanto & Hamdan, 2020). In addition, the transformation of e-marketing purchase
intentions is reflected in the increase in sales of smart electronic products (Dawood et al., 2022),
because they can be trusted with fast and reliable performance (Ebubedike et al., 2022).

For e-commerce entrepreneurs, the intention is important to increase repeat purchases.
On the other hand, building consumer commitment to be willing to repurchase is difficult
because online retail offers various products, especially dynamic consumer behavior. Intensity
is a form of action accompanied by an intention to repurchase (Fang et al., 2014). Ajzen, (1985)
recommends TPB as the best model for predicting intention. Bulut & Karabulut, (2018)
intention is defined as the tendency of consumers to act to repurchase, which is influenced by
e-WOM (Matute et al., 2016). e-WOM can increase sales and business continuity (Bhandari &
Rodgers, 2018), because consumers rely on product reviews and ratings according to their
experiences through social media (Hodeghatta & Sahney, 2016).

Online repurchase behavior is often associated with satisfaction, and then the intention
of consumers will make repeat purchases (Elbeltagi & Agag, 2016). Shopping enjoyment, price
awareness, and the tendency to shop at home affect online shopping intentions (Nirmala &
Dewi, 2011). Consumer satisfaction is achieved after comparing product performance with
what is expected (Mbango, 2018). Satisfaction includes a website (Laureti et al., 2018),
information quality (Khai & Van, 2020), system quality, and service quality (Fang et al., 2011).
Without going through satisfaction, it is difficult for committed consumers in the context of
online shopping behavior (Elbeltagi & Agag, 2016; Fang et al., 2011). When consumers are
committed to using online shopping sites, they tend to provide good reviews and ratings to
share (Mbango, 2018). Commitment includes affective commitment, continuance commitment,
and normative commitment (Oktaviani et al., 2019).

Based on the literature discussion that has been described, it has been acknowledged
and confirmed that many previous studies have examined online shopping behavior. However,
there is still limited research that examines the dimensions of commitment using a reflective-
formative type approach (Sarstedt et al., 2019), usually commitment is directly measured by its
indicators (Chung & Shin, 2010; Kousheshi et al., 2019) or its dimensions as latent variables
(Mbango, 2018; Oktaviani et al., 2019). In addition, the study of commitment to online store
sites or applications is still very limited. The focus of this study aims to examine and analyze
the direct effect of e-Satisfaction (e-STF; i.e. e-1Q; e-Information Quality, e-SQ; e-System
Quality, e-SQL; e-Service Quality), e-Commitment (e-COM; i.e. e-AC; e-Affective
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Commitment, e-NC; e-Normative Commitment, e-CC; e-Continuance Commitment), e-WOM,

and e-Repurchase Intention (e-RI) in the context of online shopping behavior.

LITERATURE REVIEW
e-RI

This research discusses the intention to re-purchase online. Intention describes
individual situations as a fundamental action to predict behavior that represents thoughts at the
time of purchase (Ajzen, 2011). It refers to TRA (Fishbein & Ajzen, 1975), and TPB (Ajzen,
1985, 1991; Fishbein & Ajzen, 2011), especially TAM (Davis, 1989) as the best models in the
acceptance of an information system. The reason is, that this is the best approach to predicting
a person’s intention in online shopping behavior (Ali et al., 2022; Pappas et al., 2014; Silva et
al., 2019). Intentions are related to attitudes and behavior in measuring behavior (Dubihlela &
Chauke, 2016). Perceived attitudes and behavioral control affect intentions (Ayudya &
Wibowo, 2018). Purchase intention is determined by subjective attitudes and norms when
shopping online (Sinha & Singh, 2017). The intention is the level of perception that indicates
the possibility of consumers engaging in online transactions (Chauke & Dhurup, 2017).
Repurchase intention is achieved if performance matches expectations. Pham & Nguyen,
(2019) stated that the aspect of measuring repurchase intention is frequently using online

shopping sites, recommending, and continuing to shop at these online sites.

e-STF, e-1Q, e-SQ & e-SQL
Consumer satisfaction is the feeling of consumer pleasure when comparing product

performance as expected (Kotler & Keller, 2016). Consumer satisfaction results from cognitive
and affective evaluations because it assesses perceived performance (Laureti et al., 2018).
Satisfaction is based on belief in information quality, system quality, and service quality
received from website (Elbeltagi & Agag, 2016), which leads to commitment (Kousheshi et al.,
2019). Satisfaction is achieved when customers feel comfortable using the website (Fang et al.,
2011), and place orders online because of the benefits received (Laureti et al., 2018) (i.e.
information quality, system quality, and service quality). Satisfaction strongly correlates with
information quality, system quality, and service quality in online shopping behavior (Fang et
al., 2014). The quality of website information is the fulfillment of relevant information as
expected in finding various advantages of certain products (Vasic et al., 2019), and having the
ability to provide the information needed (Khai & Van, 2020). Service quality is determined by
the extent to which the website provides efficient and effective facilities (Zeithaml et al., 2002).
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It has been found that information quality, system quality, and service quality affect
online shopping satisfaction (Fang et al., 2016; Tandon et al., 2020; Wilson et al., 2019). Wu
& Hsu, (2015) found that information quality, system quality, and service quality affect online
shopping satisfaction, and satisfaction affects consumer commitment to using online shopping
sites (Alkilani et al., 2012), as does affective commitment (lglesias et al., 2019). Fullerton,
(2011) states that satisfaction affects affective commitment, continuance commitment, and
normative commitment. Satisfaction also influences repurchase intention in the online retail
context ( Untari & Satria, 2022; Wu et al., 2014). This discussion generates a hypothesis (i.e.
H1a, e-1Q has a significant positive effect on e-STF; H1b, e-SQ has a significant positive effect
on e-STF; H1c, e-SQL has a significant positive effect on e-STF; H2, e-STF has a significant
positive effect on e-COM; and H3, e-STF has a significant positive effect on e-RI).

e-COM, e-AC, e-NC & e-CC
Consumer commitment is an attitude towards an object, either low or high, or in both

conditions (Solomon et al., 2017). Customer commitment to a brand can be called customer
loyalty (Babin et al., 2015). Elbeltagi & Agag, (2016) define commitment as a long-term desire
to maintain a valuable relationship between customers and online vendors. Shows three aspects
of commitment, namely affective commitment, continual commitment, and normative
commitment (Mbango, 2018; Oktaviani et al., 2019). Affective commitment is defined as
customer commitment with an emotional attachment to the product (Alkilani et al., 2012).
Continuity commitment is defined as the customer’s commitment to continue to use the product
sustainably. Normative commitment is defined as an action to maintain a good relationship and
reputation (Mbango, 2018). Abubakar & llkan, (2016) relevant consumers expect to find more
helpful information about a product through online stores. They tend to recommend it to others,
compared to customers who seek less information. If consumers have high satisfaction, trust
(Kousheshi et al., 2019), and commitment, e-WOM communication will be more positive and
sustainable (Hamdan et al., 2021). e-WOM is influenced by affective commitment, normative
commitment, and continuance commitment (Chung & Shin, 2010; Mbango, 2018; Oktaviani et
al., 2019). This indicates a hypothetical model (i.e. H4a, e-AC has a significant positive effect
on e-COM; H4b, e-CC has a significant positive effect on e-COM; H4c, e-NC has a significant
positive effect on e-COM; and H5, e-COM has a significant positive effect on e-WOM).
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e-STF, e-WOM, e-COM & e-RlI
e-WOM is defined as marketing communication through internet-based technology

related to certain goods, services or retailers (Erkan & Evans, 2016), which will have a more
effective impact if customers have high satisfaction and commitment (Kousheshi et al., 2019).
The quantity of e-WOM and the quality of e-WOM significantly affect repurchase intention,
however the credibility of e-WOM is not significant in repurchase intention (Matute et al.,
2016). Antecedents of online connectedness quality (i.e. system quality, information quality,
and service quality influence online relationship quality (i.e. online satisfaction, online trust,
online commitment) and affect e-WOM, customer share, customer loyalty, and online customer
reviews (Kousheshi et al., 2019), which ultimately affects satisfaction, commitment, and
repurchase intention (Elbeltagi & Agag, 2016). Commitment & Trust Theory (Goutam &
Gopalakrishna, 2018), e-satisfaction, e-trust, and e-commitment are closely related to e-loyalty,
while (Ajzen, 1985) loyalty is influenced by e-WOM content and affects repeat purchases. The
satisfaction affects e-WOM (Oraedu et al., 2020) and affects e-shopping repurchase intentions
(Tandon et al., 2020). e-WOM in the context of online shopping behavior is influenced by the
quality of e-WOM, quantity of e-WOM, e-WOM content, and intensity of e-WOM (Bulut &
Karabulut, 2018). Aspects of measuring e-WOM are conveying positive things about the
website, the motivation of friends or relatives to shop on the website, and recommending the
website (Kousheshi et al., 2019). Chung & Shin, (2010) also mention that e-WOM is measured
by saying positive things and recommendations. This discussion generates a hypothesis (i.e.
H6, e-STF has a significant positive effect on e-WOM; H7, e-COM has a significant positive
effect on e-RI; and H8, e-WOM has a significant positive effect on e-RlI).

MATERIAL AND METHODOLOGY

Because users of websites or online shopping applications in Indonesian are non-
probability purposive sampling, classification is needed to ensure the selected sample criteria
(Sekaran & Roger, 2016). Finally the recommendations (Hair Jr et al., 2014) were used (i.e. ten
times the amount of reflective or formative indicators). It is known that the third highest internet
user in Asia is Indonesia with a total of 212.35 million people in March 2021 (Kusnandar,
2021). As a result, we took advantage of the online platform google form in compiling the
questionnaire and distributing it through social media (i.e. Whatsapp and Facebook). To ensure
accurate and precise sample criteria, we made a control statement in the first section of the
google form before going to the statement section about the research topic “Are you using an

online store website or app?” and “Are you 20 to 40 years old?” The results of the distribution

Intern. Journal of Profess. Bus. Review. | Miami,v. 8 | n. 7 | p. 01-26 | e01232 | 2023.

7




Hamdan, H., Ali, H., Mahaputra, M. R., Marlapa, E., Maharani, A., Mahaputra, M. R, Saputra, E. B, Satriawan, N.,

Nofriladi, R., Setiawan, H. A., Yandi, A., Gupron, G., Saputra, F. (2023)
Indonesian Online Shopping Perspective: Relationship e-Satisfaction, e-Commitment, e-Wom and e-Repurchase Intention

of questionnaires that were received and deserved to be tested after screening the data were 331
samples. Thus, it has fulfilled the procedure (Hair Jr et al., 2014) because 32 indicators
multiplied by 10 obtained 320 samples.

This study uses a PLS-formative reflective type. The reflective type approach
(LOC=Lower-Order Component) is a dimension built from indicators, and formative
(HOC=Higher-Order Component) is a latent variable built by dimensions (Sarstedt et al., 2019).
Measurements adapted and developed from similar studies have confirmed are e-STF itself has
4 items and 3 dimensions (i.e. e-1Q=5 items, e-SQ=3 items, e-SQL=4 items) (Fang et al., 2011,
Kousheshi et al., 2019; Wu & Hsu, 2015), e-COM=3 items and 3 dimensions (i.e. e-AC=3
items, e-NC=2 items, and e-CC=2 items) (Chung & Shin, 2010; Kousheshi et al., 2019;
Mbango, 2018; Oktaviani et al., 2019), e-WOM=3 items (Kousheshi et al., 2019; Oraedu et al.,
2020), and e-RI = 3 items (Sullivan & Kim, 2018; Tandon et al., 2020). Each item on the
questionnaire will be measured using a 5-point Likert scale from strongly disagree “1” to
strongly agree “5” The reason is that respondents align their perceptions more easily (Likert in
Revilla et al., 2014), and do not find it difficult to process information compared to using a 7-
point Likert scale (Hair et al., 2007), especially the 5-point Likert scale produces better data
quality (Revilla et al., 2014). After confirming that the model uses a unidimensional procedure
of reflection type approach, the first step is a reflective measurement model (i.e. convergent
validity, discriminant validity, and reliability). The second step of the formative measurement
model is (i.e. convergent validity, collinearity, and significance and relevance of indicator
weights). Lastly is the structural model (i.e. VIF, R2, Q2, 2, significance and path coefficient
(Hair Jr et al., 2014).

RESULTS AND DISCUSSION

Outer Model
Table1-CV,RB, & DV-CL
Constructs CVv RB CL

LOC | HOC ftems OL |AVE CA |CR e-1Q Se(-? e-SQL|e-STF{e-AC| e-NC | e-CC p-COMp-WOM |e-RI
e-1Q1 The item information in this app 085 0.85/0.60 0.6 061 1046 1041 1037 | 047 | 043 043

is accurate : . : 1 . . . . . . }
e-1Q2 The item information in this app 083 0.8310.56 0.5 056 051 1042 041 | 0.4a | 038 lo3s

is complete : : . 2 . . . . . . }
e-1Q | e-1Q3 The item information in this app 0.83 0.66|0.87|0.91 083061 0.5 0.65 058 |044 046 | 0.49 | 050 los3

is understandable : . . 5 . . . . . ) )
e-1Q4 'Il'he item information in this app 083 083/0.61 0.6 060 1053 052 loas | 0531 045 o041

is timely . . . 3 . . . . . . .
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e-1Q5 The item information in this app 073 0.73/0.54 0.5 055 1047 1035 039 | 035 | 041 |0.44
is available ) ) ) 5 ) ) ) ) ) ' )
€-5Q1 The menus and icons in this app| ; g 0.66{0.86| %° [0.60 |0.53 |0.41 |0.44 | 045 | 048 |0.47
LOC function clearly 7
e-SQ | e-SQ2 The search engine function in 087 0.78)|0.86|0.91 0551087 0.5 058 052 |08 048 | 051 | 048 |050
this app is quick and easy ) ) ) 4 ) ) ) ) ) ' )
e-5Q3 This app is reliable 0.92 0.68(0.92 056 0.72 [0.61 |050 |054 | 0.55 | 054 |0.55
e-SQL1 The delivery time in this app |, 7 0.61{0.56| %7 [0.60 |0.50 |0.48 |0.48 | 047 | 049 |0.42
is fast and precise 9
e-SQL2 Returning goods in this app is 0.72 0.56(0.74|0.84 0481037 0.7 049 (039 1047 034 | 038 | 040 |033
e-50L ony . 481037| 5 |049 |0.39 |0, . . . .
;2;3"3 Transactions in this app are |, 75 050/059| %' |os9 (051 [034 [051 | 039 | 048 |053
e-SQL4 Privacy in this app is 0.77 0.52{053] %7 |059 |0.53 |0.57 |0.41 | 052 | 052 |0.47
guaranteed 7
e-STF1 Satisfied with the price of | 5 0.54{055| %> [0.83 |0.60 |0.45 |0.59 | 0.46 | 0.51 |0.60
goods in this app 8
e-STF2 Satisfied with the quality of 0.76|0.89|0.93 0.6
HOC |e-STF| aoede in this agp 0.85 0.66(0.61| “° 085 0.60 [056 054 | 056 | 055 |0.52
fhiTa':)i Satisfied with the service in - 9, 0.66(0.65 02'7 0.91 |0.69 |0.54 |062 | 058 | 0.60 |0.60
e-STF4 Overall, I'm satisfied shopping) g g 0.70{0.70| %7 0.8 |0.75 |054 [068 | 063 | 0.67 |0.74
o his aop . 70j0.70] %' |09 |0.75 |0, . . . .
e-AC1 Happy to use this app for 0.6
choping 087| 1 70.67|0.6p/0-59(060| ;> [0.76 (087 055 |0.72 | 061 | 070 |0.74
e-AC e-AC2 Proud to use this for shopping |0.91 0.60(0.59 07'5 0.68 {091 |0.72 |0.64 | 0.74 | 0.68 |0.65
e-AC3 This app is a part of shopping 0.5
Loc S 0.88 049(0.49| “° |061 |0.88 (077 075 | 0.72 | 065 |0.70
e-NC1 Must maintain the good name 0.5
e-NC | of tis app 091|064l 0.82/0.6p/0-46(046| 5 (050 064 |0.91 |050 | 071 | 059 [0.47
6-NC2 Loyal to use this app for 0.93 0.50/0.50| % |0.60 |0.77 |0.93 |0.76 | 0.80 | 0.68 |0.64
shopping 0
€-CC | e.cc1 Shopping in this app soon 0.93|0-88/0-8710-9414 4610 50 02'5 0.63 [0.73 065 |0.93 | 0.67 | 063 |0.71
e-CC2 Shopping in this app 0.95 0.50{0.54| %% {069 |0.76 |0.65 |0.95 | 0.73 | 0.69 |0.76
continuously 8
e-COM1 Commit to shopping in this 0.5
o 0.88| 1 g5 |0.010.05| 051 [050| 5 [058 (0.7 |0.78 |0.76 | 0.88 | 066 [0.61
HOC |e- e-COM2 Maintaining a good 0.5
COM | relationship with thic o 0.95 053(055| > [0.62 [0.72 (076 067 | 0.95 | 0.76 |0.66
fhg(zg’['f Needs to keep in contact with| ; oo 0.53/0.53|0.54 |0.58 [0.74 |0.75 |0.63 | 093 | 0.75 |0.67
. ter;}/!gpl\gl | say positive things about 14 9 0.45/0.50(0.58 [0.55 |0.70 |0.71 |0.62 | 077 | 0.91 |0.65
HOC |WOM| e-WOM2 | say positive things about 0.92 0.83]|0.90|0.94 0511053058 0.65 l0.68 061 062 | 069 | 0.92 lo68
the product in this app ) ) ) ) ) ) ) ) ) ) )
e-WOM3 | recommend thisappto | g, 0.50|0.52| 0.57 |0.64 [0.70 |0.59 |0.68 | 0.68 | 0.91 |0.75
relatives, friends, or others
e-R11 Possibility of shopping again in
this 20 0.92| 6 0.80|0.63/0-56(058| 0.56 (071 [0.74 |0.57 |0.73 | 0.66 | 0.75 [0.92
HOC |e-RI | e-RI2 Willing to shop again in this app|0.94 0.48|0.50|/0.53 |0.66 [0.74 |0.56 [0.73 | 0.65 | 0.71 |0.94
e-RI3 Considering shopping again on |, g 0.42[0.48/052 |0.56 [0.64 |0.55 |0.67 | 0.60 | 0.62 |0.86
this app continuously

Source: SmartPLS Output (2023)

Evaluation of the measurement model aims to ensure the validity and reliability of the
model. The evaluation of the measurement model uses three tests. First, Convergent Validity
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(CV), if outer loadings (OL>0.70), and Average Variance Extracted (AVE>0.50) (Sarstedt et
al., 2017). The results of Table 1 show that all construct items can be accepted because they
comply with the convergent validity (OL & AVE) criteria.

Table 2 - Fornell-Larcker Criterion
Constructs e-1Q e-SQ | e-SQL| e-STF| e-AC e-NC | e-CC | e-COM | e-WOM| e-RI
e-1Q 0.82
e-SQ 0.72 0.88
e-SQL 0.71 0.69 0.75
e-STF 0.74 0.73 0.76 0.87
e-AC 0.63 0.63 0.65 0.77 0.89
e-NC 0.52 0.53 0.62 0.61 0.77 0.92
e-CC 0.51 0.55 0.58 0.70 0.79 0.69 0.94
e-COM 0.56 0.57 0.59 0.65 0.78 0.83 0.74 0.92
e-WOM 0.54 0.57 0.63 0.67 0.76 0.70 0.70 0.78 0.91
e-RI 0.54 0.57 0.59 0.71 0.78 0.61 0.78 0.70 0.76 0.91

Source: SmartPLS Output (2023)

Table 3—-HTMT
Constructs e-1Q e-SQ e-SQL e-STF e-AC e-NC e-CC e-COM | e-WOM
e-SQ 0.82
e-SQL 0.87 0.85
e-STF 0.83 0.82 0.92
e-AC 0.72 0.73 0.80 0.87
e-NC 0.62 0.63 0.79 0.70 0.91
e-CC 0.59 0.64 0.72 0.79 0.91 0.81
e-COM 0.63 0.64 0.71 0.71 0.88 0.96 0.83
e-WOM 0.60 0.64 0.77 0.74 0.86 0.81 0.80 0.86
e-RI 0.60 0.65 0.72 0.79 0.89 0.71 0.89 0.78 0.85

Source: SmartPLS Output (2023)

Second, Discriminant Validity (DV), through Cross-Loadings (CL>0.70) the correlation
of constructs with items that are higher than other constructs (Sarstedt et al., 2017) accepted
model (Table 1). Fornell-Larcker criteria (Fornell & Larcker, 1981), if the AVE of each
construct is higher than the correlation value between constructs with other constructs models
are accepted (Table 1), and HTMT<0.90 (Henseler et al., 2015), models are still accepted (Table
3), although some HTMT> 0.90. Third, Reliability (RB), (Sarstedt et al., 2017) if the Composite
Reliability (CR>0.70) and Cronbach’s Alpha (CA>0.70) (Table 1), meaning that the items of
the research model have a good level of reliability.

Inner Model

After producing a measurement model with a good level of test criteria, the structural
model evaluation is then structural model. The first test assessed the collinearity between
constructs (VIF<5) (Sarstedt et al., 2017). The result of VIF value <5 (Table 4) means that there
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is no correlation between constructs (accepted model). Second, testing R? (0.75=strong),
(0.50=moderate), and 0.25=weak) (Sarstedt et al., 2017), the results (Table 4) R? e-STF
(0.684=moderate) described by (e-1Q , e-SQ, and e-SQL), e-COM (0.753=strong) described by
(e-AC, e-NC, and e-CC), e-WOM (0.660=moderate) described by (e-STF and e-COM), e-RI
(0.667=moderate) described by (e-STF, e-COM, and e-WOM).

Third, the Q? test if the value (Q%>0) of the model has predictive relevance (Sarstedt et
al., 2017), the results of the Q? value (e-STF=0.51, e-COM=0.63, e-WOM=0.54, and e-
R1=0.48) is >0 (Table 4), meaning that the model has relevant predictions and worthy of further
development. Fourth, the path coefficient if the value is closer to +1 the relationship is more
positive, and the significance is if (o = 5%; p <0.05) [65,67].

Table 4 - VIF, R? Q?, f2, and Path Coefficient

Relationships B p Supported? | VIF f2 R? Q?
e-1Q — e-STF 0.276 | 0.000 | Hla: Yes 249 | 0.10 | e-STF, 0.684 e-STF, 0.51
e-SQ — e-STF 0.267 | 0.000 | Hib: Yes 2.38 | 0.09 | e-COM, 0.753 | e-COM, 0.63
e-SQL — e-STF 0.379 | 0.000 | Hlc: Yes 2.31 | 0.20 | e-WOM, 0.660 | e-WOM, 0.54
e-STF — ¢-COM 0.045 | 0.362 | H2: No 2.58 | 0.00 | e-RI, 0.667 e-Rl, 0.54
e-STF — e-Rl 0.329 | 0.000 | H3: Yes 196 | 0.17
e-AC — ¢-COM 0.197 | 0.007 | H4a: Yes 4.48 | 0.03
e-NC — ¢-COM 0.504 | 0.000 | H4b: Yes 259 | 0.40
e-CC — ¢-COM 0.207 | 0.001 | H4c: Yes 2.95 | 0.06
e-COM — e-WOM 0.598 | 0.000 | H5: Yes 171 | 0.61
e-STF — e-WOM 0.286 | 0.000 | H6: Yes 171 | 0.14
e-COM — e-RI 0.164 | 0.014 | H7: Yes 2.77 | 0.03
e-WOM — e-RlI 0.415 | 0.000 | H8: Yes 294 | 0.18

Source: SmartPLS Output (2023)

DISCUSSION

The relationship between e-1Q, e-SQ, e-SQL and e-STF, “H1a, H1b, Hlc accepted”
because it produces a significantly positive relationship. The Hla, H1b, and H1c models were
confirmed by research (Kousheshi et al., 2019) that website quality (system quality, information
quality, and service quality) had a positive significant effect on online shopping satisfaction.
Meanwhile (Fang et al., 2011) only found information quality and system quality that positively
significantly affected online shopping satisfaction. Khai & Van, (2020) mention that the quality
of information, security, and website functions positively affect customer satisfaction in the
context of online shopping behavior. In addition, there is a positive significant influence
between the quality and service of communication on shopping satisfaction in the development
of the online market (Oraedu et al., 2020). Researchers conceptualize operationally that the

performance of online shop applications or websites is influenced by e-1Q, e-SQ, and e-SQL
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factors if they can provide good performance according to customer expectations and will
increase customer satisfaction as a form of online shopping behavior.

Information quality and system quality significantly contribute to customer satisfaction
at a particular time, while service quality has not had a real effect but still contributes (Fang et
al., 2011). Business sensitivity needs to be oriented to website quality, such as system quality,
information quality, and service quality, to create online shopping satisfaction (Kousheshi et
al., 2019). Satisfaction is an action that reflects future intentions (Oliver, 1980). Satisfaction
with online shopping applications is caused by application performance comparable to what is
expected, of course, through e-1Q, e-SQ, and e-SQL. Business actors with online shop platforms
need to maintain good relations with customers to increase e-STF through increasing e-1Q, e-
SQ, and e-SQL.

Online shopping satisfaction is built by the e-1Q dimension through aspects of accurate
item information, complete item information, understandable item information, timely item
information, and available item information. The e-SQ dimension has clear and supportive
menu functions, fast and easy search engine functions, and reliable applications or websites.
The e-SQL dimension (fast and precise delivery times, easy returns, easy transactions, and
guaranteed privacy). Furthermore, e-STF has aspects of satisfaction with the price of goods,
satisfaction with the quality of goods, satisfaction with service, and overall online shopping
satisfaction. The aspects used in the model have been confirmed according to the measurement
adaptation (Fang et al., 2011; Kousheshi et al., 2019; Wu & Hsu, 2015).

The relationship between e-STF and e-COM, “H2 not accepted” because it produces a
positive insignificant effect (e-STF and e-COM). This means that the influence of online
shopping satisfaction does not have a significant effect but has a positive effect on customer
commitment to online shopping. This result is by the results of the effect size test
(f?=0.00<0.02) (Cohen, 1992) (Table 4), that there is no effect between e-STF on e-COM. The
desire of customers who are not strong enough to commit is due to the presence of other
applications as an alternative to online shopping. It is indeed challenging to build and get
committed or loyal customers because various online shopping platforms offer high benefits
and accessibility as an alternative for more informed decisions.

Referring to (Mbango, 2018), there is insignificant effect between satisfaction and
calculative commitment and (Goutam & Gopalakrishna, 2018) cognitive loyalty to online
shopping. This statement is reaffirmed by (Al-dweeri et al., 2017) that there is a positive but
insignificant relationship between satisfaction and loyalty to online shopping. Babin et al.,
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(2015) explained that commitment could also be said as a form of customer loyalty to certain
products. While the findings that produce a positive influence are (Alkilani et al., 2012; Hsu et
al., 2018) in their study of online shopping behavior using social media, they found a positive
influence between satisfaction and commitment. Chung & Shin, (2010) study of online
shopping found a positive influence between satisfaction and commitment. The differences in
the findings of this research model from previous studies tend to be influenced by cultural and
lifestyle factors; as evidenced by a large number of business entities with online store platforms,
it will be difficult to identify customer commitment. Although customers perceive the
performance of online shopping applications as having perceived convenience and benefits, it
does not create confidence to commit and continue to use the shopping application or site.

The relationship between e-STF and e-RI, “H3 accepted” because it produces a
significantly positive relationship. This finding is supported by a research model (Elbeltagi &
Agag, 2016) that includes a positive relationship and (Fang et al., 2011; Wu & Hsu, 2015) a
significant relationship between satisfaction and online repurchase intention. Pappas, (2016)
confirmed in their online shopping research that satisfaction has a positive significant effect on
repurchase intentions. Satisfaction arises when customers feel comfortable ordering online
(Elbeltagi & Agag, 2016), and (Cha & Seo, 2019) will feel satisfied after using an online store
(Fang et al., 2011; Wu & Hsu, 2015) because of the various perceived service benefits of
information quality and system quality have met expectations (Bulut & Karabulut, 2018) which
will reflect customer actions to repurchase shortly. e-STF is the feeling of liking and delighting
customers after comparing performance with expectations after experiencing the experience of
various services such as e-1Q, e-SQ, and e-SQL and will be a vital reference for repeat
purchases. This is also the result of the contribution from the e-STF aspect, namely satisfaction
with the price of goods, satisfaction with the quality of goods, satisfaction with services, and
overall satisfaction with online shopping to make customers more likely to again, be willing,
and consider shopping again soon. The e-RI aspect was adapted from the research model by
(Sullivan & Kim, 2018; Tandon et al., 2020).

The relationship between e-AC, e-NC, e-CC, and e-COM, “H4a, H4b, H4c accepted”
because it produces a significantly positive relationship. The models are hypothesized to be
built using the dimensions of e-AC, e-NC, and e-CC, which are a development from the
previous model (Mbango, 2018; Oktaviani et al., 2019). This model produces e-AC, e-NC, and
e-CC, which significant positive affect e-COM, meaning that H4a, H4b, and H4c are supported.
The adaptation of this model produces the same research model from previous research (Iglesias
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etal., 2019; Mbango, 2018). The suitability of these results is relevant to the results of the effect
size (f>=0.40>0.35) (Cohen, 1992) (Table 4) test that the most potent factor affecting e-COM
ise-NC. e-NC is defined as customer action to maintain a good relationship and reputation with
a website or online shopping application.

Iglesias et al., (2019) use the factors that makeup commitment: enjoying being a
customer, positive feelings, and feeling attached to a brand. According to (Chung & Shin,
2010), in their study of the factors that influence online shopping, including feeling good about
the website, and the desire to use it sustainably, the website has become a part of life and feeling
attached to the website. Meanwhile, the model developed by (Oktaviani et al., 2019) the
affective commitment factor and normative commitment as a commitment maker using the e-
money transaction application. Likewise (Mbango, 2018) uses affective commitment and
normative commitment factors to form shopping behavior. e-COM is a strong belief in an online
shopping application to continue shopping and use it sustainably, which can lead to emotional
attachments such as feelings of pleasure or happiness and pride in using the application, and in
the end, customers will maintain a good name and relationship in the future.

e-COM is formed by the dimensions of e-AC built by the following aspects: happy to
use, proud to use, and part of the need. The dimension of e-NC is built through the following
aspects: being obliged to maintain a good name and being faithful in using it. The e-CC
dimension is built on the following aspects: shopping shortly and shopping sustainably.
Meanwhile, the commitment itself is built on the following aspects: commitment to shopping,
maintaining good relationships, and the worth of maintaining relationships. The aspects that
have been adjusted based on the model built by (Mbango, 2018; Oktaviani et al., 2019; Wang
et al., 2016) produce the research model at the level of good test criteria.

The relationship between e-COM and e-WOM, “H5 accepted” because it produces a
significantly positive relationship. This model is the best compared to other models based on
the test effect size (f>=0.61>0.35) (Cohen, 1992) (Table 4), producing the most substantial
effect. This means that customer loyalty is the best opportunity to get a potential market through
ratings and reviews, telling positive things about the product online, and recommending the
online. This is in line with the study by (Chung & Shin, 2010) on online shopping behavior,
where the findings are that e-commitment has a positive significant effect on e-WOM.
Kousheshi et al., (2019) also analyzed the factors that influence e-WOM in the context of online
purchasing decisions, that is, the online relationship quality factors (online satisfaction, online
trust, and online commitment), where the results of the research model are the quality of online
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relationships has a positive significant effect on e-WOM. Meanwhile, the research model
developed by (Sumaedi et al., 2015) found only affective commitment factors that have a
positive and significant effect on e-WOM. Meanwhile (Oktaviani et al., 2019) found that e-
WOM is influenced by affective commitment and normative commitment which is positive and
significant.

e-WOM is formed through aspects: saying positive things, giving positive reviews, and
recommending shopping to relatives, friends, or other people. These aspects have been adjusted
based on the research model (Kousheshi et al., 2019; Oraedu et al., 2020) so that the research
model is at the level of good test criteria and produces an empirical model. e-WOM is created
when customer e-COM is formed by e-AC, e-NC, and e-CC. Customer commitment reflects a
happy feeling, a desire to maintain good relationships, and a willingness to sustainably. This
has led to interactive communication online in describing or providing good reviews according
to the online shopping experience to relatives, friends, or other people.

The relationship between e-STF and e-WOM, “H6 accepted” because it produces a
significantly positive relationship. The results of this study are relevant to the research model
developed by (Kousheshi et al., 2019; Oktaviani et al., 2019; Oraedu et al., 2020) that online
satisfaction has a significant positive effect on e-WOM. Satisfaction using the e-money
application is formed when the convenience and transaction facilities are as expected so that
customers will recommend it to potential buyers through direct communication using social
media (e-WOM) (Oktaviani et al., 2019). As is the case (Kousheshi et al., 2019) revealed that
when customers get satisfaction when online shops according to performance, they tend to
communicate directly or indirectly positive things about the performance of the shopping site
or application to relatives, friends, or other people. When customer satisfaction is formed,
performers get better opportunities to get business references and influence e-WOM effectively
and efficiently (Oraedu et al., 2020).

Customers are satisfied because accumulating and comparing previous experiences is
considered to have met expectations and is better than similar competitors. Perceived
performance when using online shopping applications has met expectations that will lead to
interactive communication, both verbal and nonverbal, by utilizing marketing digitization. The
importance of aspects of satisfaction, such as: being satisfied with the price offered, satisfied
with the quality of goods, satisfied with various forms of service, and obtaining overall
satisfaction, so can affect aspects of e-WOM, such as: saying positive things, giving positive
reviews, recommend shopping online to relatives, friends, or others. The aspects used in
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building the model have been adjusted from previous research (Kousheshi et al., 2019; Oraedu
et al., 2020) resulting in the research model being at the level of good test criteria and obtaining
an empirical model.

The relationship between e-COM and e-RI “H7 accepted” because it produces a
significantly positive relationship. This result is in line with the findings developed by
(Elbeltagi & Agag, 2016) that commitment has a positive significant effect on repurchase
intention. Likewise (Bulut & Karabulut, 2018), in their study of online shopping behavior,
found that loyalty has a significant positive effect on repurchase intention. Customer loyalty
means being loyal or committed to regular repeat purchases of certain products (Babin et al.,
2015). The results of the research by (Chou & Hsu, 2016) can still be considered because the
study is still a kind of intention in online shopping behavior, finding that commitment positively
affects purchase intention. In contrast to research by (Mbango, 2018) only calculative
commitment has no significant effect but is positive on repurchase intention, while affective
commitment and normative commitment have a positive significant effect on repurchase value.
The e-repurchase intention is a positive attitude of customers with a strong belief that they
intend to repurchase online.

The relationship between e-WOM and e-RI “H8 accepted”. because it produces a
significantly positive relationship. The model found to be relevant to the model developed by
(Tandon et al., 2020) in their study of shopping found that e-WOM has a positive significant
effect on repurchase intention. Matute et al., (2016) in their study of online repurchase
intentions, found that the quality of e-WOM has a positive significant effect on repurchase
intention, while the quantity of e-WOM has a significant. Tandon et al., (2020) stated that the
quality of e-WOM information directly influences repurchase intention because customers not
only read and use the textual information available on the website during the purchase process,
(Cheung & Thadani, 2012) but also post positive reviews on the website. Maintaining and
paying attention to the e-WOM strategy is crucial because customers make repurchase
intentions using online shopping applications as the primary consideration. The positive impact
of e-WOM is that customers will be positive by saying positive things about online shopping
sites or applications, giving positive reviews, then recommending them for online shopping to
relatives, friends, or other people. The aspects of e-WOM that are built can influence repurchase
intentions which are formed by aspects of the possibility of re-spending, willingness to re-

spend, and reconsider spending shortly. The aspects of e-RI in this research model have been
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adjusted from the previous research model (Sullivan & Kim, 2018; Tandon et al., 2020) where

the research model is at the level of good test criteria and produces an empirical model.

CONCLUSION

Reporting the overall findings of the model built as an empirical model explains that e-
1Q, e-SQ, and e-SQL of online shopping applications or sites have a significant positive effect
on customer e-STF. Customer satisfaction is formed when using an online shopping application
or website that has a performance comparable to what is expected through the e-1Q, e-SQ, and
e-SQL. The subsequent finding is that e-STF has a positive but insignificant effect on e-COM.
This means the customer’s desire to commit to using a shopping application or site is not as
expected, but there is still a positive attitude towards the shopping site. Even though the
performance of online shopping applications meets expectations, it does not make customers
committed to using these apps or sites because various services or features of similar shopping
sites offer accessibility and convenience as a more appropriate decision alternative.

While the findings that produce e-AC, e-NC, and e-CC have a significant positive effect
on e-COM. It can be interpreted that commitment is a strong desire to keep in touch, maintain,
and build good relationships with online vendors on an ongoing basis. Customer loyalty to
continue shopping and sustainably using the site (e-CC) will create emotional attachments such
as: feeling happy, proud, and being part of a need (e-AC), leading to a strong relationship and
always keeping the name of either the application or the shopping site (e-NC). In addition,
another important finding is that e-commitment has a positive significant impact on e-WOM.
As it is known that commitment is a feeling of happiness, always maintaining good
relationships, and being loyal to using applications or websites for shopping sustainably. This
will result in effective interactive communication for customers by providing positive
comments or reviews about online products and Apps to relatives, friends, or other people.

The subsequent important finding is that e-STF has a significant positive effect on e-
WOM. When a shopping customer uses an application or website where performance and
expectations are appropriate, the customer will undoubtedly provide reviews and
recommendations directly from the site users or through various other social media for their
shopping experience. Usually, customers say positive things about goods, and the performance
of the shop online and will recommend them to their relatives, friends, and others. The main
finding of this research model is that e-WOM has a significant positive effect on repurchase
intention. This model is built by e-STF (e-1Q, e-SQ, and e-SQL), and e-COM (e-AC, e-NC, and
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e-CC). That is, the intention to repurchase in online shopping applications is caused by e-WOM
(high ratings, various reviews saying positive things, and recommendations). The realization of
e-WOM is due to the high satisfaction and commitment to the desire to continue shopping using

the application or website, because repurchase intention is the result of positive e-WOM.

RESEARCH LIMITATIONS AND IMPLICATIONS

The empirical model of this research contributes to online shop producers or IS developers, and
managers as a preference in the hope of realizing competitive advantage and sustainable
business. The strategic implementation that is essential in making effective and appropriate
customer behavior decisions is to provide a complete sense of satisfaction based on qualities
such as e-1Q, e-SQ, and e-SQL, to achieve customer satisfaction, which in the end they
recommend and revisit the online shop for further transactions. Even though it is in customers’
hearts to commit, the convenience and benefits competitors offer through their marketing
strategies make them indecisive.

Of course, this research cannot be separated from various shortcomings, such as the results of
the R? value of e-WOM being moderate. This is necessary as an important consideration to
involve product reviews through video because until now consumer perceptions have not been
known (Xu et al., 2015) or even negative e-WOM mitigation in achieving product sustainability
(Halim et al., 2022). It is also necessary to consider the prediction model obtained (Q?) for
further development because the model fulfills the relevant model prediction procedures.
Furthermore, it is very important to reexamine this model with a focus on mediator models (e-
COM and e-WOM) (Chung & Shin, 2010; Kousheshi et al., 2019) because these models only
analyze direct effects.

Finally, based on the review during the process of compiling this research, it is necessary to
consider factors that will provide strong linkages such as social pressure (Shariff et al., 2022),
utilitarian values and hedonic values (Hamdan et al., 2022; Hamdan & Paijan, 2020), perceived
ease of use and perceived usefulness (Fatmawati M & Ali, 2021), brand awareness (Ali, 2019;
Novansa, Hafizh, Ali, 2017). In addition, trust is very important as a mediator factor embedded
in this model (Hamdan et al., 2022; Hamdan et al., 2021; Indarsin & Ali, 2017). Especially,
combining this model with the Technology Continuance Theory (TCT) developed by (Liao et
al., 2009).
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