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Abstract: In the midst of digital business growth rapidly and Covid-19 pandemic that has
lasted for several years, people tends to carry out all their activities from home, including
fulfilling their needs through various e-commerce services. This research model intends to
investigate the important role from customer perceived value in increasing online repurchase
intention on various e-commerce sites in Indonesia, such as Shopee, Tokopedia, Bukalapak,
Lazada and Blibli. This research method designed by quantitative causality with a total sample
of 310 people through snowball sampling. The analytical method used AMOS-SEM to verified
the role of customer value perceptions. This results shows that customer perceived value
indirectly act as an crucial part in increasing the influence from e-service quality, ease of use,
store image and online promotion on online repurchase intention.
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INTRODUCTION

The growth of the Industrial Revolution these days has entered a new phase, along with the
growth of digitalization in all industrial sectors, ranging from banking, education, or trade. An
information report from wearesocial.com marked that in April 2021 internet usage in Indonesia
arose to 88.1% from the total population (Katadata, 2021). This is due to the Covid-19 situation,
which requires people to performed all their activities from home, including meeting their needs
through various e-commerce services. This proven by information from Sirco (2020) which
shows that an increase in the number of e-commerce tourists, such as Shopee (93.4 million),
Tokopedia (86.1 million), Bukalapak (35.2 million), Lazada (22 million) and Blibli. (18.3 million)
in 2020.
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Furthermore, this digital-based trading business at the end of 2020 has increased by 33.2%,
equivalent to Rp. 337 trillion (Indonesia.go.id). Pointing at Jetcommerce (2021), e-commerce
users will expand by 15% in the end of 2021 with an increase in revenue of US$38 million. This
certainly become a great opportunity for e-commerce industry to be able to take over the industry.
With those various opportunities to get more advanced, various e-commerce companies need to
continue to give a lots attention to their customers so that they will maintain to make purchases on
their e-commerce sites.

Online repurchase intention is an consumer's willingness to make repeat visits in the future
(Kotler & Keller, 2018)also could be reffers to significant aspect that need to be observed by e-
commerce for their survival in this industry. There are several aspects which affect online
repurchase intention, such as customer perceived value (Putri, 2016), e-service quality (Rita et al.,
2019), ease of use (Wilson et al., 2021), online promotion and store image (Nurhayati & Murti,
2012). Given the phenomena and various aspects that have impact to online repurchase intention,
the author wishes to help the e-commerce industry in order to continue to retain its customers
through the important role of customer value as an intermediary in increasing online repurchase
intention in the current digital business era.

THEORETICAL REVIEW

E-commerce can be interpreted as buying, selling and marketing goods or services through
electronic systems. E-commerce is an specific part of digital business which have functions to
increase sales, business efficiency, create business through new services, and expand public
relations in business (Kwilinski et al., 2019; ISoraité & Miniotiené, 2018). Due to the importance
of these activities in e-commerce, those e-commerce companies are required to evaluate the
loyalty of their customers. One way to measure the customer loyalty is to make repeat purchases
at a later date.

Repurchase will be realized, if customers felt those products or other services offered by e-
commerce meet their expectations. To realize repeat purchases, e-commerce needs to increase
customer interest to continue using their e-commerce platform. Repurchase intention is the
customers willingness to buy products or services both online and offline based on the benefits
they have felt (Pham & Nguyen, 2019). Online repurchase intention will increase if it is match to
customer perceptions towards products, likewise to online facilities offered by e-commerce

Customer perceived value is the evaluation felt by customers of all the benefits and costs
offered by the seller/store (Kotler & Keller, 2018). Customer perceived value should be a seller's
priority to increase the profits, because customer perceived value were includes functional value
in providing useful products, social and emotional value felt by purchaser, epistemic value that
will arouse curiosity, and price value for the product (Ding & Tseng 2015). These values are very
crucial for e-commerce entrepreneurs to remind, cause of online customers have a tendency to
focus on e-service quality, ease of use, store image, and online promotion.

E-Service Quality is an online service offered by sellers based on the reciprocal flow of
information between customers and service providers so that customers can return to visit the
application at a later date (Shafiee & Bazargan, 2018). The use of technology in this business
applications did not only changed the way of it services, but also changed the service delivery
process, so that online entrepreneurs are required to innovate in providing the best services in
order to compete with competitors.

In addition to e-service quality, the ease of use of the application were also greatly affect to
the increase in customer perceived value and interest. Ease of use is an person's level of
confidence in using the system without any excessive effort (Davis, 1989). Ease of use will be one
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of the main factors which felt by customers and lead to someone's interest in the system (Saidani
et al., 2018), Thus it will make customers repeat theirs purchases.

Another factor which affects the customer perceived value and repurchase interest in e-
commerce is store image. Store image is an charateristic from store that describes the customer's
feelings towards the store in terms of value, quality, and price (Surjaatmadja & Purnawan, 2018).
The established of store image is very important because it involves consumer behavior to
repurchase. With the positive image shown by the customer at the store, it will indirectly its own
convenience for the customer to the store, so that he will become a regular customer and will even
recommend it to others.

The important role from store image in increasing perceptions and purchase interest will not
run well without an attractive promotion. Promotion is an activity in communicating product
advantages (Kotler et al., 2005), through various kinds of offers such as discounts, cashback, gifts
and other services that are basically useful for persuading customers to purchase the products
offered. Online promotion is very useful for sales now that almost entirely switched to digital
media. By doing online promotion, it will provide a strategic design for e-commerce companies to
find out and expand their market share.

Online
Repurchase
Intention (ORI)

Customer Perceived
Value
(CPV)

—» Direct Effect
- = = = Indirect Effect

Figure 1. Conceptual Framework

RESEARCH METHOD

This research method was designed by quantitative causality with aim to investigate the
important role of customer perceived value in mediating the effect of e-service quality, ease of
use, store image, and online promotion to increase online repurchase intention in e-commerce.
The research sample is 310 respondents who are e-commerce users of Shopee, Tokopedia,
Bukalapak, Lazada and Blibli. Samples were taken through snowball sampling technique. Data
distribution procedure used a Likert scale questionnaire. The analytical method used AMOS-SEM
to verify the role of customer value perceptions.
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RESULTS AND DISCUSSION

From the CFA test, it was found that all 62 research indicators had a C.R. above 2.58 or
what is required (Ghozali, 2017), so it is said to be valid. Then the reliability test showed all
research variables had a value of CR = 0.865 to 0.978 (> 0.7) and VE = 0.617 to 0.765 (> 0.5) or
as required (Ghozali, 2017), so it is said to be reliable.

Table 1. Reliability Value

Reliability
Variable CR > VE >
0.70 0.50
E-Service Quality 0.978 0.737
Ease of Use 0.975 0.765
Store Image 0.974 0.755
Online Promotion 0.960 0.752
Customer Value Perception 0.953 0.669
Online Repurchase 0.865 0617

Intention

From the structural model test, it seens that all research indicators had a critical ratio value
below £ 2.58 and pl and p2 values < 0.001 or required (Ghozali, 2017), so it can be concluded
that the data was normally distributed.
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Figure 2. Structural Model

The significance test in detail can be view like in the table and figure below:
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Table 2. Significance Test

Path Estimate P-Value Result
ESQ --> CPV --> ORI 0.076 il Hypothesis Supported
EOU --> CPV --> ORI 0.043 faieie Hypothesis Supported
Sl --> CPV --> ORI 0.051 faleled Hypothesis Supported
OP --> CPV --> ORI 0.073 falelel Hypothesis Supported

E-Service

Quality (ESQ) 0.125 (0.000)

0.301 (0.000)

S 0.071 (0.000)

Ease of Use R?=10.687

EOU) ~ < 0043(0.000) =

-~
-
-
-
-
-

Online
Repurchase
Intention (ORI)

Customer Perceived 0.281 (0.000)
Value

(CPV)

-—
-

Store Image
(8D

—» Direct Effect

0.131 (0.000) = = = -p Indirect Effect

Online
Promotion (OP)

Figure 3. Empirical Model

On the significance test, it was found that e-service quality was directly affect to increase
the online repurchase intention. This outcomes is in line with research by (Rita et al., 2019). This
finding were illustrates about the importance of retaining consumers through online services so
that customers will make repeat purchases. Therefore, e-commerce companies need to manage
their existing human resources in the company through communication training and service
excellence.

Store image can directly increase the online repurchase intention. This finding were in line
with research by (Nurhayati & Murti, 2012). This finding were illustrates that e-commerce needs
to be more attentive and provide special training for merchants or stores that partnered with them,
especially for those who have low ratings. By building the store image, it will effectively increase
the value of the store in the eyes of consumers, Thereby it will indirectly build consumer behavior
to make repeat orders.

Customer value perception will directly increase to online repurchase intention. This result
were in line with research (Putri, 2016). This result were illustrates that the interest in using
applications is periodically influenced by social incentives, such as user satisfaction, close
relations with others and hedonic motivation to use applications which are all part of customer
value perceptions.

Therefore, e-commerce companies need to consider and measure the value felt by customers
through regular customer surveys in more real way, so that companies will know more about
which details need to be remember to increase online repurchase intention in their e-commerce.
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Customer value perception plays an important role in mediating the affect of this research
exogenous variable in increasing online repurchase intention. This outcomes were line with
research (Putri, 2016). This finding illustrates that online repurchase intention in e-commerce will
occur if a person's feelings have achieved satisfaction with the value of an application both in
terms of emotional, benefits, and social related to the ease of supporting their daily activities.

Online promotion can directly increase online repurchase intention. This finding is in line
with research (Nurhayati & Murti, 2012). This finding illustrates that if online promotions are
effective, it will increase repurchase intention. With online promotion, both stores and e-
commerce can better communicate the products/services they sell more specifically, both in terms
of advantages and benefits that will be obtained by customers, so that customers will be more
interested in visiting stores through applications provided by e-commerce. .

Ease of use can directly increase online repurchase intention. This finding is in line with
research (Wilson et al., 2021). This finding illustrates that someone’s interest in making regular
use of e-commerce applications is strongly influenced by the ease of application when used, so
that customers can operate applications anywhere and anytime without wasting much time.

CONCLUSION AND SUGGESTION
Conclusion
The conclusions that can be drawn from this research are:
E-service quality, ease of use, store image, online promotion, and customer value perception can

directly increase the online repurchase intention in e-commerce at Indonesia.
Customer value perception indirectly plays an important role in increasing the influence of e-
service quality, ease of use, store image, and online promotion on online repurchase intention.

Suggestion
Suggestions that authors can convey in this research are:
E-commerce companies need to optimize their services according to customer expectations and

served good service quality, provide information on informative social media and other services.
This can be done through periodic and ongoing surveys related to e-commerce services as well as
providing a contact center with a fast response (no more than 1 x 24 hours), so that the handling
of customer complaints can be resolved immediately.

E-commerce companies will optimize their application performance without buffering. This can
be improved by minimizing the existing menu/content in the application, so that the application
will be more light to use on any device, especially on devices with low storage power.
E-commerce companies need to optimize the role of partnered shops/merchants. This can be done
by holding service excellent training at stores which have low rating ratings, as well as making
breakthroughs through collaboration with the entertainment industry, so that in addition to
customers being able to shop at e-commerce, customers can also enjoy the movies and novels
they like in one application.

E-commerce companies need to evaluate and maximize the online promotion programs that have
been run in order to attract more customers' interest in using the application. This can be
optimized through a loyalty program that can be exchanged for e-vouchers which can be used at
any store that collaborates with e-commerce applications without terms and conditions, so that
customers will feel satisfied and will have an impact on continuous application use.
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5) E-commerce companies need to optimize the role of customer value perception through the
positive values that are instilled in them. This can be done through CSR programs at every
opportunity, in the form of social assistance programs, the creation of green open parks, as well as
disaster relief programs such as floods, fires, and the ongoing Covid-19 pandemic.
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