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ABSTRACT

TherapidgrowthoftheinternetusersinIndonesiaposesachallengetomarketerstoexploreand
developthepotentialfore-commerce.Inthisarticle,consumertrustisexpectedtoencouragecustomers
tomakerepurchasesinonlinestores.Thisarticleaimstobuildadeterminantmodelofrepurchase
intentionatonlinestoresinIndonesia.ThisarticleisbasedonasurveyofIndonesianonlinestore
consumers. Respondents were asked to provide responses related to satisfaction, trust, website
quality,andrepurchaseintention.Therewere193finalrespondentsobtainedfrom300distributed
questionnaires. The model was tested using Structural Equation Modeling (SEM) with AMOS
18.Theresultsrevealedtheroleofthemediatingvariableofcustomersatisfactiononrepurchase
intention.Thefindingsareexpectedtocontributeideasrelatedtotheformationofmodelreinforce
therepurchaseintentionofonlinestorecustomers.Thisimpliesforwebsitedesignerstodesignan
onlinestorecapableofincreasingtrustandstrengtheningtherepurchaseintention.
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INTRODUCTION

Thegrowthofe-commercemarketinIndonesiaisincreasingrapidly(Moore,2017;Widjaya,2015;
Pangestu&Dewi,2017;Ford&Honan,2017).ICDResearch(http://www.icd-research.com)predicts
thatIndonesia’se-commercemarketgrowsby42%,exceedingthecommercemarketdevelopmentof
Malaysia(14%),Thailand(22%),andPhilippines(28%)(Mitra,2014).Inearly2016,FrostandSullivan
(2016)predictsthatIndonesia’se-commercemarketwillgrowby31.1%in2019.Thegrowthofthe
marketissupportedbythegrowingnumberofinternetusersinIndonesia(Anggraeni,Dwiatmadja&
Yuniawan,2017).InternetWorldStatdatashowsthatasofJune2016,34.1%ofIndonesianshavebeen
usingtheinternet(InternetWorldStat,2016).TheresultsofjointresearchbetweentheE-commerce
AssociationofIndonesia(idEA),GoogleIndonesia,andTNS(TaylorNelsonSofres)estimatethe
valueofIndonesia’se-commercemarketincreasedrapidlyin2016,reachedRp.295trillion(22.125
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billionU.S.dollars)(Erlangga,2014).ThisindicatesthatIndonesia’se-commercehasgreatpotential
togrow.InIndonesia,thereisatendencyofinternetusagetocommunicatethroughsocialmedialike
Facebook,Instagram,Twitter,andsoforth.

Althoughthedevelopmentofe-commerceinIndonesiahasincreased,therearestillobstacles,
includingtransactionsecurityandcustomertrustinonlinetransactions.Indonesianconsumertrust
inonlinestoresandelectronicpaymentshasnotyetstrong(Watts,2014).Moreover,thecommunity
reluctancetouseonlinetransactionsisalsoanobstacleneedtobescrutinized.Thisreluctanceshows
the fearof internetusers touseonline transactionscausedby thedoubtaboutsecurity inonline
transactions(Damar,2016;Budiharseno,2017).Consequently,therearedisproportionategrowthof
thenumberofinternetusersandonlinetransactions.

Thisstudyinvestigatestherelationshipbetweenwebsitequalityperceivedbycustomers,online
customer satisfaction,onlinecustomer trust, and repurchase intention.Repurchase intentionsare
thestartingpointtocustomerloyalty.Loyaltyhaslongbeenthefocusofattentionformarketing
researcherstoexploreanddevelop.Customerloyaltyiscloselyrelatedtothepowerofrepurchase
intention on post-purchase evaluation. Customer commitment to stay loyal to an online store is
indicatedbyrepurchasebehavior(Ercişatal.,2012).

Inordertoobtaincustomersloyalty,companiesalwaysstrivetoprovidehighvalueproductsfor
customersintermsofvisibleandinvisiblebenefits.Invariousstudies,loyaltyandrepurchaseintention
arebuiltthroughcustomersatisfaction.Therehavebeenmanystudiesexaminingtherelationship
betweencustomersatisfactionandrepurchaseintention.However,thistopicisstillinterestingtostudy
sincethereisstillmuchcontroversyabouttherelationship.AnuwichanontandMechinda(2009),
KuoandTang(2011),Eid(2011),Miremadietal.(2011),WahyuniandGinting(2017),Dharmesti
andNugroho(2012),Srivastava(2014)revealthatcustomersatisfactionhassignificanteffecton
repurchaseintention.However,Gautamaetal.(2012),Dehghanaetal.(2015)findthatcustomer
satisfactionhasnosignificanteffectonrepurchaseintention.

Thereisalsoacontroversyregardingtherelationshipbetweenwebsitequalityandrepurchase
intentioninthecontextofonlinebusiness.AminiandAkbari(2014)findthatwebsitequalityhasa
significanteffectonrepurchaseintention.Onthecontrary,Shinetal.(2013),HasanovandKhalid
(2015)suggestthatwebsitequalityhasnosignificanteffectonrepurchaseintention.Ontheother
hand,Winnie(2014)revealsthatamongtheexaminedthreedimensionsofwebsitequality,onlythe
contentofthewebsitehavingasignificanteffect,whilewebsitedesignandwebsitestructurehaving
nosignificanteffectonrepurchaseintention.

Theresearchgapindicatesthattherearestillproblemsinresearchregardingtherelationship
betweenthetwoconcepts.Thisstudyisinitiatedbythecontroversyoftheresearchresultsofthe
relationship.Thisstudyaimstorevealtheroleofe-customertrustconceptinmediatingcustomer
satisfactionwithrepurchaseintentionofonlinestorecustomers.Theconceptofe-customertrustis
expectedtofillthegapbetweencustomersatisfactionandrepurchaseintention.Customersatisfaction
willencouragetheemergenceofrepurchaseintentionifcustomersatisfactionisabletocreatecustomer
trustinonlinestores.Thisstudyfocusesonansweringthequestion“Ise-customertrustabletobridge
thegapbetweencustomersatisfactionandrepurchaseintentionatonlinestoresinIndonesia?”.

Thisstudyfocusesonthequalityofcustomerandcompanyrelationshipsinstrengtheningthe
repurchaseintentioninthecontextofonlinetransactions.Theinvolvedantecedents in thisstudy
arewebsitequality,customersatisfaction,andcustomertrust.Onlinecustomertrustisbuiltfrom
aqualityonlinestorewebsiteandcustomersatisfaction.Hence,thisstudyincludescustomertrust
asthemainmediatingvariableinstrengtheningtherelationshipbetweenindependentvariablesof
websitequality,customersatisfactionandrepurchaseintention.

Inthecontextofonlineshopping,websitevisibility,responsivenessanddesignplayanimportant
roleinbuildingcustomertrustandstrengtheningcustomerintentiontomakerepurchases(Kinget
al.,2016;Malhotra,Sahadev,&Purani,2017;Zhengetal.,2017;Bilgihan,2016).Therelationship
betweenbuyersandsellersinonlinetransactionsismediatedbyonlinestorewebsite,eveninsome
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cases,websitesactassellers.Websitedimensions(Table1)frequentlyinvestigatedincludenavigation
websiteconvenience(Kimetal.,2011;Bilgihan,2016),websitesecurity(Shinetal.,2013;Kimet
al.,2011),networkbenefits,websitequality(Shinetal.,2013),websiteusage,websiteinteractivity,
websitedesign(Shinetal.,2013),websitestructure(Winnie,2014).Besidestrust,customersatisfaction
iswidelyresearchedasanantecedentofrepurchaseintention(Kimetal.,2011;Fangetal.,2011;
Shinetal.,2013).

This study is expected to contribute to the processes occurring in the minds and hearts of
consumersknownastheblackboxformarketers.Inaddition,thisresearchisexpectedtocontributeto
theconceptofcustomertrustbridgingthegapbetweencustomersatisfactionandrepurchaseintention.
Inonlinetransactions,consumersdonotpersonallymeetthesellersandthusitisveryreasonableif
consumersdoubttheonlinestoresorthemanagers.Therefore,customertrustinonlinestoresbecomes
averydecisivecapital.Thisbecomesanimportantcontributionforonlinestoremanagers,owners
andconsumerstobuildtrustamongthem.

LITERATURE REVIEw

Online business has distinctive characteristics related to the relationship between company and
consumers(Bilgihan&Bujisic,2015).Inphysicalstores,directinteractionbetweenstoremanagers
andcustomershappens(Pauwels&Neslin,2015;Wahyuni&Ginting,2017),whereas inonline
stores,theinteractionoccursthroughwebsitesorotherinformationtechnologies(Ahmed,Maati,&
AlMohajir,2015).Inonlinestores,customerretentionactivitiesshouldbeperformedvigorously.
Theabsenceofdirectinteractionwithcustomersinonlinestorescreatesaloweremotionalbondthan
thatinphysicalstoresandthusthecreationofcustomertrustisanecessitythatonlineshopowners
mustdo(Grefen,&Turetken,2017;Nugrohoetal.,2017;Shahrokh&Behyar,2017).

Customertrustbecomesanimportantcapitalinonlinestoresurvival.Customersarewillingto
makeonlinetransactionswithaprerequisitethatcustomerstrustthatonlinestoremanagersruntheir

Table 1. Dimensions of website quality

Specific information Complete 
information Display Design Convenience 

surfing Source

Relevantinformation Adequate
information

Attractive
display

Easeof
navigation Easeofuse Kimetal.(2004)

Informationalfit-to-task Informational
fit-to-task

Web
appearance

KimandStoel
(2004)

Tailoredinformation Informational
fit-to-task Visualappeal Innovativeness Intuitive

operations
Loiaconoetal.
(2007)

Interactivity Entertainment Easeofuse KimandNiehm
(2009)

Informationquality Information
quality - - - Hoetal.(2012)

Informationqualityand
serviceinteraction

Information
quality - - Usability Manasraetal.(2013)

- Information
usefulness - SiteDesign Shopping

convenience Shinetal.(2013)

Website Website
content - WebsiteDesign Winnie(2014)

Givingservicetothe
customer - - Sitedesigning Easeof

surfinginsite
AminiandAkbari
(2014)
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businesshonestly.Inbuildingtrust,acustomerneedsvalid,complete,andaccessibleinformation.
Qualityinformationrelatestotheproductsandofonlinetransactionsgeneratedbyqualitywebsites
(Wangetal.,2015;Drossos,Maragoudakis,&Kokkinaki,2015;Chua,&Banerjee,2016).Customer
trustcanalsobebuiltfromexperienceinpreviousonlinetransactions.Thesatisfyingtransaction
createsthecustomertrustinonlinestores.

website Quality
Thereareseveralsearchrelatedtowebsitequalitywithvariousdimensions(Kim&Stoel,2004;
Kimetal.,2004;Hoetal.,2012;Manasraetal.,2013;Shinetal.,2013;Yan&Yu,2013;Amini
&Akbari,2014;Winnie,2014;Yangetal.,2014).ThewidespreadoftheInternetusage,especially
inthecontextofe-commerce,increasinglydemandsresearcherstoexploree-commerceconsumer
purchaseintention.Aqualitywebsitewillprovidequalityinformationforconsumerdecision-making
(Yan&Yu,2013).Discussionaboutthewebsitequalityisinseparablefromthediscussionabout
dimensionsofwebsitequalityformers.

ResearchersofqualitywebsitefrequentlyrefertotheresultsofresearchbyLoiaconoetal.(2007)
relatingtothedimensionsofwebsitequalitycalledWebQualTM.Theexplorationofwebsitequality
dimensionsin2002resultsin12dimensionsformedinfourconcepts,includingusefulness,easeof
use,entertainment,andcomplementaryrelationship.In2007Loiaconore-examinedthedimensions
andproposedfoursimilarandimprovedconcepts.

Previousstudiessuggestthatthereisapositiverelationshipbetweenwebsitequalityandcustomer
satisfaction(Amini&Akbari,2014,Kim&Stoel,2004,Manasraetal.,2013,Shinetal.,2013),and
betweenwebsitequalityandcustomertrust(Amini&Akbari,2014,Kim&Stoel,2004,Manasra
etal.,2013,Shinetal.,2013,Winnie,2014).KimandStoel(2004)revealthatawebsiteproviding
relevantinformationforcustomerneedsisonedimensionofwebsitequality.Thisqualitybecomes
asignificantpredictorofonlineshoppersatisfaction.Therefore,onlinestoresstrivetorespondto
customerrequestsandneedsbyprovidingqualityinformationforcustomersontime(Chuang&Lin,
2013).Although,itisimpossibletomeetfacetoface,onlineshoppingallowsconsumerstointeract
directlywithproducersandthusmoredetailedinformationabouttheproductcanbeobtained.This
information is hardly obtainable on product sales through physical stores. Consumer needs for
morespecificproductsandotherinformationregardingtheproductcanbefulfilledthroughdirect
interactionwithproducers.

Websitequalityisfrequentlystudiedfromtheaspectsofcontent,navigation,designandstructure,
appearanceandmultimedia,anduniqueness.Moustakisetal.(2004)proposeninefactorsofwebsite
quality,includingusefulness,reliability,specialization,architecture,navigationability,efficiency,
layout,andanimation.WhileKimetal.(2004)divideswebsitequalityintotwodimensions,including
theinformationquality(relevant,reliable,andadequate)andthesystemquality(loadingspeed,ease
ofuse,easeofnavigationandattractivedisplay).Websiteine-commerceservesasacommunication
mediumbetweensellersandbuyers,especiallyinprovidinginformationaboutproducts,services,and
companies.Therefore,thestudiesofwebsitequalityemphasisontheabilitytoprovideinformation
toconsumers.Thisabilitywillonlyworkifthewebsiteisattractiveandeasytoexplore.Innovative
websitedesignisrequiredtoachieveallgoals.Manyresearchersemphasizetheindicators,including
specific information obtained from interactive communication, complete information, attractive
websitedisplay,innovativewebsitedesign,andconveniencesurfing.

Winnie(2014)measureswebsitequalitybasedonwebsitecontent,websitedesign,andwebsite
structure.Websitecontentshowsapositiveeffectoncustomere-loyaltydirectlyorthroughcustomer
trustasamediatingvariable.Thisindicatesthattheinformationdisplayedonthewebsiteofonline
storesbecomesthemainmeasurementofwebsitequality.KimandNiehm(2009)revealthatperceived
informationqualityofcustomerssignificantlyinfluencestheintentiontostayloyaltoonlineretail
sites.Onlineretailwebsitesaredesignedtoprovideunderstandingandconvenienceforcustomers
duringshopping.
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Customer Satisfaction
Customersatisfactioninthecontextofonlinetransactionscanbedefinedasacustomerevaluation
ofonlineproductsandservicesthatonlineshopsofferinfulfillingcustomerwantsandneeds.Many
studiesseektofindtheantecedentsandconsequencesofcustomersatisfaction.Inthisstudy,the
qualityofthewebsiteisregardedasanantecedentofcustomersatisfaction,whilethetrustandre-
purchaseintentionaretheconsequences.KimandStoel’sresearch(2004)hasrevealedthedimensions
ofwebsitequalitythatpredictthesatisfactionofonlineshoppers.Thequalitydimensionofservice
used is based on Loiacono’s WebQualTM instrument and produces only three dimensions that
becomesignificantpredictorsofshoppersatisfaction,thatare,appropriateinformation,transaction
capability,andresponsetime.

Customer Trust
Trust has been used in various research contexts, such as buyer-seller relationships (Delbufalo,
2012; Hernandez and Santos, 2010), and online relations strategies (Friend et al., 2006). The
researchaboutseller-buyerrelationshipisappliedbothtotraditionaltransactions(Delbufalo,2012)
andonlinetransactions(Kimetal.,2009),(HernandezandSantos,2010).Inthisstudythetrustis
conceptualizedasindividualtrusttothecompany’sproductorconsumertrusttotheonlinestore.The
qualityoftherelationshipbetweenthesellerandthebuyerinthecontextofonlineshoppinghasa
positiveandsignificantimpactonloyalty.Thequalityofonlinerelationshipsisrelatedtocustomer
trustandsatisfaction(Shahrokhetal.,2013)Consumersmakedecisionsinchoosinganonlinestore
basedontheirbeliefstotheonlinestore.Customertrusthasaveryimportantroleinencouraging
theoccurrenceofonlinetransactionsthatultimatelyexpectedtheonlineindustrycangrowrapidly
(KiranandVasantha,2014).Beldadetal.(2010)statethattrustantecedentscanbecategorizedinto
three,namelycustomer/client-based,web-based,andcompany/organization-basedtrust.

Repurchase Intention
Previous studies often use different terms with meanings similar to repurchase intentions, with
commonlyusedbeingrepurchaseintention.Whereasothertermsincludebrandloyalty,customer
loyalty, loyalty intention, intentional loyalty, loyalty store, online loyalty. Some studies suggest
that repurchase intentionsareclosely related toconsumer loyalty (Leeet al.,2011).Repurchase
intentionsareamanifestationofcustomerloyalty(Zhangetal.,2011).Consumerloyaltyiscrucial
tothecompany’slong-termsurvival.Therepurchaseintentioninthecontextofonlinetransactions
isaconsumer’stendencytovisitthewebsiteandconsiderpurchasingproductsorservicesfromthe
sameonlinestoreandcommittedtotheonlinestore.Thisrepurchaseintentionisanattitudetobehave
thatbenefitsthecompanyoftheconsequencesofcontinuouspurchasesinthefuture.Themeasure
ofsuccessofphysical(traditional)storesandonlinestoresisnodifferent,thatis,customerloyalty
isrealizedbyrepeatpurchase.Theroleofcustomerloyaltyisveryimportantinonlinedistribution
channels,sincethebusinessofacquiringcustomersinonlinestorescanbeveryexpensive(Jiang
andRosenbloom,2005).

HyPOTHESIS DEVELOPMENT

Customer Satisfaction
Customersatisfactioninthecontextofonlinetransactionscanbedefinedasacustomerevaluation
ofonlineproducts and servicesofferedbyonline stores in fulfilling customerwants andneeds.
Manystudiesattempttofindtheantecedentsandconsequentofcustomersatisfaction.Inthisstudy,
websitequality intobecomes theantecedentofcustomersatisfaction,while trustandrepurchase
intentionbecometheconsequents.KimandStoel(2004)revealthedimensionsofwebsitequalityas
thepredictorsofonlineshoppersatisfaction.Thedimensionsofservicequalityusedinthisstudyis
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basedonLoiacono’sWebQualinstrumentandgenerateonlythreedimensionsassignificantpredictors
ofshoppersatisfaction,includingappropriateinformation,transactioncapability,andresponsetime.

Althoughmanyvarieddimensionsareusedtoexaminewebsitequality,themajorityofstudies
agreethatthequalityofinformationbecomesthemaindimensionofwebsitequality.Information
qualityshowstheoutputofcommunicationprovidingrelevantinformationattherighttime.Inthe
contextofonlinebusiness,therelevanceofinformationreceivedandprovidedbythecompanythrough
websiteissupportedbyinteractivecapabilityandeasyaccesstorelevantinformation.Inmanystudies,
websitequalityhasadirecteffectoncustomersatisfaction.Qualitywebsitewiththedimensionof
informationqualityandsystemquality(Fangetal.,2011),abilitytoprovidebenefitsandinteraction
quality(Manasraetal.,2013;Pooletal.,2016)haveadirecteffectoncustomersatisfaction(Shinet
al.,2013;Amini&Akbari,2014).

H1:Thereisapositiveeffectofwebsitequalityofonlinestoresoncustomersatisfaction.

Customer Trust
Theconceptoftrusthasbeenusedinvariouscontextsofstudies,includingseller-buyerrelationships
(Delbufalo,2012;Hernandez&Santos,2010)andonlinerelationshipstrategies(Friendetal.,2006).
Theresearchofseller-buyerrelationshipisappliedtotraditionaltransactions(Delbufalo,2012)and
onlinetransactions(Kimetal.,2009;Hernandez&Santos,2010).Inthisstudy,trustisconceptualized
asanindividualtrustininstitutionsoraconsumertrustinonlinestores.Thequalityofthebuyer-seller
inthecontextofonlineshoppinghasapositiveandsignificanteffectonloyalty.Thequalityofonline
relationshipsisrelatedtocustomertrustandsatisfaction(Shahrokhetal.,2013).

Consumersmakedecisionsinselectinganonlinestorebasedontheirtrustintheonlinestore.
Customertrusthasaveryimportantroleinencouragingonlinetransactionsinorderforonlineindustry
togrowrapidly(Kiran&Vasantha,2014).TheliteraturereviewbyBeldadetal.(2010)statingthat
trust antecedent can be categorized into three, including customer/client-based, web-based, and
company/organization-based.

Information quality as a dimension of website quality directly affects the trust of potential
customersandregularcustomers,whilesystemqualityindirectlyaffectsthetrustthroughcustomer
satisfaction(Kimetal.,2004).Inthisstudy,websitequalityispredictedtoaffectcustomersatisfaction
andcustomertrust.Winnie,(2014)suggeststhatinformationquality(websitecontent)andsystem
quality(websitedesignandstructure)arepositivelyrelatedtotrust,whileYanandYu,2013state
thatwebsiteeffectivenesssignificantlyaffectscustomertrust.Insummary,websitequalityaffect
customertrust(Shinetal.,2013;Amini&Akbari,2014).

Kimetal.,(2004)findsthatcustomersatisfactionhasastrongereffectoncustomertrustcompared
to other antecedents, especially customers who have made a purchase. Satisfaction has a strong
relationshipwithcustomertrust(Ercişetal.,2012).Highqualityproductsandgoodservicetofulfil
theneedsanddesiresofcustomerswillcreateasatisfyingexperienceforthecustomer.Customer
satisfactionofonline storeproducts and serviceswill encouragecustomer trust inonline stores.
Severalstudiesstatethatcustomersatisfactionhasasignificanteffectoncustomertrust(Kassim&
Abdullah,2010;Casalóetal.,2011;Chinomona&Sandada,2013;Chinomona&Dubihlela,2014).

H2:Thereisapositiveeffectofwebsitequalityofonlinestoresoncustomertrust.
H3:Thereisapositiveeffectofcustomersatisfactionofonlinestoresoncostumertrustofonlinestores.

Repurchase Intention
Researchersfrequentlyusevariedtermswiththesamemeaningsasrepurchaseintention,including
brandloyalty,customerloyalty,loyaltyintention,intentionalloyalty,storeloyalty,andonlineloyalty.
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Severalstudiessuggestthatrepurchaseintentioniscloselyrelatedtoconsumerloyalty(Leeetal.,
2011).Repurchaseintentionisamanifestationofcustomerloyalty(Zhangetal.,2011).Consumer
loyaltyiscrucialtothecompany’slong-termsurvival.

Repurchaseintentioninthecontextofonlinetransactionsisatendencyofconsumers
to visit the website and consider purchasing products or services from the same online
storeandtohaveacommitmenttotheonlinestore.Thisintentionisanattitudetobehave
thatbenefitsthecompanyoftheconsequencesofcontinuouspurchasesinthefuture.The
indicator of success of physical (traditional) stores and online stores is similar, that is,
customerloyaltyintheformofrepurchase.Theroleofcustomerloyaltyisveryimportant
inonlinedistributionchannelsbecausetheefforttogaincustomersinonlinestorescanbe
veryexpensive(Jiang&Rosenbloom,2005).

Some of the antecedents involved in strengthening repurchase intention at online stores are
customertrustinonlinestores,consumerevaluationofwebsitequality,andcustomersatisfactionfrom
transactionexperienceinonlinestores.Leeetal.(2011)findsthatcustomertrusthasasignificant
effectononlinerepurchaseintention.Fangetal.(2011),AminiandAkbari(2014)statethatcustomer
trustisasignificantandpositivepredictorofrepurchaseintention.

H4:Thereisapositiveeffectofcustomertrustofonlinestoresonrepurchaseintention.

RESEARCH MODEL

Thisstudyaimstoexaminetheroleoftrustinencouragingcustomerrepurchaseintentionatonline
storesinIndonesia.Customersintendtorepurchasewhencustomershaveatrustinonlinetransactions,
especiallyatonlinestores.Consumer trust inonline transactions iscreatedby theexperienceof
previoustransactions.Websiteasamediumoracompanyrepresentativeprovidescustomerswith
services.Qualitywebsiteservicescreatecustomersatisfactionfromonlinestores.Websitequality
isamarketingtooltoencouragepositivebehaviorofonlinestorecustomers(Shinetal.,2013).In
addition,websitequalityisapredictorofcustomersatisfactionandtrustthatultimatelycanincrease
repurchaseintention.TherelationshipofthefourconceptsisshowninFigure1.

Figure 1. Conceptual Model
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METHOD

Instrument Development
Questionnairesweredesignedtomeasurecustomersatisfaction,websitequality,customertrust,and
repurchaseintention.Questionnairesweredistributedtocustomerswithonlineshoppingexperience.
Table2andTable3showthevariableoperationaldescriptionandmeasurement,respectively.

Data Collection and Sampling
Thedatainthisstudywereobtainedbydistributingquestionnairesasmanyas300copies.Thereturned
questionnaireswereasmuchas193,orinotherwordstheresponseratewas64.33percent.After

Table 3. Variable Indicators

Variable Item Indicator Reference

WebsiteQuality

PWQ1 Theabilityofthewebsitetoprovidespecificinformation KimandStoel(2004)

PWQ2 Websiteprovidescompleteinformation

PWQ3 Interestingonlinestorewebsite

PWQ4 Innovativewebsitedesign

PWQ5 Easeoffindinginformation

CustomerSatisfaction

ECS1 Enjoyonlineshopping Wenetal.(2011)

ECS2 Convenientwithonlinestoreinteraction Kusumo(2013)

ECS3 Buyingatanonlinestoreisarightdecision Casalóetal.(2011)

ECS4 Pleasureexperienceatonlineshoppingstore

ECS5 Satisfiedwiththewholeonlineshoppingexperience

CustomerTrust

ECT1 Believetheonlinestoreprotectsitscustomers Wenetal.(2011)

ECT2 Believetheonlinestorevendorisbeinghonestindoingbusiness

ECT3 Feelsafeduringthetransactionthroughanonlinestore

ECT4 Believethatonlinestorevendorsarecapableofrunningonline
businessactivities Casalóetal.(2011)

ECT5 Confidentthatthisonlinestoreistrustworthy

RepurchaseIntention

RI1 Iwillbebackonlineshoppinginthefuture Miremadietal.(2011)

RI2 Iwouldrecommendtheonlineshoppingtofriends

RI3 Iintendtokeepshoppingonlineratherthanstoponlineshopping Wenetal.(2011)

RI4 Iintendtokeepshoppingonlineratherthantraditionalshopping

RI5 Iintendtoshoponlineatthesamevendor Zhangetal.(2011)

Table 2. Variable Description and Source

Variable Description Source

Website
Quality

Thecustomerresponsetoonlinestorewebsitecapabilitiesinprovidingrelevant,informativeand
well-organizedinformation. KimandStoel(2004)

Customer
Satisfaction

Thecustomerconditionmeasuredfromathoroughevaluationregardingtherelationshipbetween
customersandonlinestores. Casalóetal.(2011)

Customer
Trust Customertrustintheabilityofonlinestorestofulfilltransactionalobligations. Wenetal.(2011)

Repurchase
Intention

Theconsumertendencytovisitthewebsiteandconsiderpurchasingproductsorservicesfromthe
sameonlinestoreandtohaveacommitmenttotheonlinestore.

Curtisetal.(2011);Fanget
al.(2011)
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furtherchecking,therewere158completequestionnaires.Duringtheprocessofstructuralequation
modelinganalysis,therewere23questionnairesthatcontainedoutlierdatathatcannotbeusedin
furtherdataprocessing.Finally,thefitmodelisgeneratedbyremainingdatafrom135respondents.
Table4illustratedthedemographicsoftherespondentsparticipatinginthestudy.

RESULTS

Theproposedmodelaimedtoexaminethecausalrelationshipbetweenwebsitequalityandcustomer
trustmediatedbycustomersatisfaction.Structuralequationmodelling(SEM)analysiswasusedtotest
thismodel.Measurementmodelestimationandstructuralmodelestimationwereobtainedthrough

Table 4. Demographic profile of respondents

Item Category Frequency %

Gender
Female 100 74.07

Male 35 25.93

Age

17–18 25 18.52

19–20 67 49.63

21–22 41 30.37

23–24 0 0.00

>=25 2 1.48

Onlineshoppingfrequencyin
amonth

1time 69 51.11

2times 21 15.56

3times 3 2.22

4times 2 1.48

5times 2 1.48

6times 3 2.22

7times 1 0.74

8times 1 0.74

blank 33 24.44

Onlinestoreaccesstime(minutes)

2–22 44 32.59

23–43 31 22.96

44–64 27 20.00

65–85 1 0.74

86–106 0 0.00

107–127 6 4.44

128–148 1 0.74

149-169 1 0.74

170-190 3 2.22

blank 21 15.56

Onlineshoppingmotivation

Nolimitedtime(24hours/7days) 73 54.07

Time-efficient(noqueue) 69 51.11

Variedproducts 77 57.04

Economicalshoppingcost 23 17.04

Easytocompareprice 69 51.11
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theuseofAMOSsoftwareversion18withmaximumlikelihoodestimation.Modelevaluationwas
doneintwostages,includingmeasurementmodelevaluationandstructuralmodelevaluation.

Evaluation of Model Measurement
In thisstudy,confirmatory factoranalysiswasused to test themeasurements.Themeasurement
modelwastestedusingAMOSsoftwareversion18withmaximumlikelihoodestimationmethod.
Theloadingfactorabove0.6wasusedtoconfirmtheconvergentvalidityofthemeasures(Hairet
al.,2010).IndicatorsPWQ1,PWQ2,ECS1,ECS2,ECT4,andRI4donotmeettheminimumlimit
loadingfactorspecifiedinthisstudy.Thus,theseindicatorswereomittedfromthestructuralmodel
testing.Table5showstheindicatorsusedinthestructuralmodeltestinginthisstudy.

Thereliabilityandvalidityoftheproposedmodelinthisstudywastested.Theinternalconsistency
of the data used was tested using Cronbach Alpha, construct reliability, and extracted variance.
Table6showsthatallconstructsexceededtheminimumlimitof0.6,indicatingthatallconstructs
hadmettheinternalconsistencyprerequisites(Hairetal.,2010).Theextractedvariancevaluesof
allconstructsweregreaterthan0.5,indicatingthatmorethan50%ofthevariantswereexplained
bythemeasurementitems.

Table 5. Confirmatory Factor Analysis Results

Construct Indicator Std. Loading S.E. C.R. p

WebsiteQuality

WQ3 0.677 0.136 6.049 ***

WQ4 0.815 - - -

WQ5 0.628 0.112 5.929 ***

OnlineCustomerSatisfaction

ECS3 0.671 0.080 7.413 ***

ECS4 0.863 - - -

ECS5 0.740 0.110 7.779

OnlineCustomerTrust

ECT1 0.710 0.094 8.637 ***

ECT2 0.829 0.089 10.277 ***

ECT3 0.806 - - -

ECT5 0.683 0.088 8.527 ***

RepurchaseIntention

RI1 0.670 0.076 8.694 ***

RI2 0.982 - - -

RI3 0.779 0.079 10.167 ***

Table 6. Reliability Index of Constructs

Construct Cronbach Alpha C.R VE

WebsiteQuality 0.785 0.75 0.51

CustomerSatisfaction 0.798 0.80 0.58

CustomerTrust 0.845 0.84 0.58

Repurchaseintention 0.837 0.86 0.67
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Structural Model and Hypothesis Testing
Atthisstage,SEMwasusedto test thehypothesisofcausalrelationshipsbetweentheproposed
constructs.GoodnessoffitvaluesinTable7indicatedthatallconformityvaluesofthemodelwas
inaccordancewiththedata(X2=155.478,GFI=0.849,RMSEA=0.082,AGFI=0.837,TLI=
0.923,IFI0.941,CFI=0.940,X2/df=1.898)

Thetestingresultsofthecausalrelationshipbetweenconstructsinthisstudywereshownin
Table8.Websitequalitywassignificantlyrelatedtocustomersatisfaction(β=0.358,t=2.355)
andcustomertrust(β=0.299,t=2.556).Inaddition,theresearchfindingsshowedthatcustomer
satisfactionwassignificantlyrelatedtocustomertrust(β=0.691,t=7.274)andcustomertrustwas
significantlyrelatedtorepurchaseintention(β=0.571,t=4.839).Thisindicatedthatallproposed
hypothesesinthisstudywereaccepted(Figure2).

DISCUSSION AND MANAGERIAL IMPLICATION

Thisresearchcontributestothestrengtheningofconsumerbehaviortheory,especiallypurchasing
decisionsinthecontextofonlinebusiness,customertrust,customersatisfaction,andwebsitequality.
Thefindingsofthisstudystrengthenthepreviousstudiesstatingthatcustomertrustandcustomer
satisfactionplayanimportantroleinmediatingwebsitequalityandrepurchaseintention.

Thisstudyidentifiesthesignificantrelationshipbetweenwebsitequalityandcustomersatisfaction
andcustomertrust.Inotherwords,thehigherthewebsitequalityexperiencedbythecustomer,the
moresatisfiedthecustomerofonlinestoreservicesandthemorethecustomertrustinonlinestores.

Table 7. Goodness of Fit

Goodness of Fit Criteria Score Cut off Value Result

Chi-Square(X2) 115.763 Insignificantpvalue
expected Fit

Probabilities 0.000 Fit

Goodness-of-FitIndex(GFI) 0.891 ≥0.90 MarginalFit

RootMeanSquareErrorofApproximation
(RMSEA) 0.082 ≤0.08 Fit

AdjustedGoodness-of-FitIndex(AGFI) 0.837 ≥0.90 MarginalFit

TuckerLewisIndex(TLI) 0.923 ≥0.90 Fit

IncrementalFitIndex(IFI) 0.941 ≥0.90 Fit

ComparativeFitIndex(CFI) 0.940 ≥0.90 Fit

MinimumDiscrepancy(CMIN/DF) 1.898 ≤3 Fit

Table 8. Hypothesis Testing Result

Hypothesis Std. Loading S.E. C.R. p

H1 e-CustomerSatisfaction ← PerceivedWebsiteQuality 0.358 0.152 3.330 ***

H2 e-CustomerTrust ← PerceivedWebsiteQuality 0.299 0.117 3.515 ***

H3 e-CustomerTrust ← e-CustomerSatisfaction 0.691 0.095 7.112 ***

H4 RepurchaseIntention ← e-CustomerTrust 0.571 0.118 6.193 ***

Note: X2 = 115.763, ***p = 0.000, GFI = 0.891, RMSEA = 0.082, TLI = 0.923, AGFI = 0.837, IFI = 0.941, CFI = 0.940, X2/df = 1.898
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ThefindingsareinlinewithShinetal.(2013);AminiandAkbari(2014).Thetestingoftheroleusing
Sobeltestshowsthatcustomersatisfactionplaysasignificantroleinmediatingwebsitequalityand
customertrust.Otherfindingssuggestthatthereisasignificantcausalrelationshipbetweencustomer
satisfactionandcustomertrustandrepurchaseintention.ThefindingsareinlinewithFangetal.
(2011);AminiandAkbari(2014).TheSobeltestresultsshowthatcustomertrustisasignificant
mediatorbetweencustomersatisfactionandrepurchaseintention.

CONCLUSION

TheresultsofthisstudyrevealthatnowadaysinIndonesiashoppingthroughonlinestoreshasbecome
commonplace.InternetusersinIndonesiacontinuetogrowrapidly,makingitagreatpotentialfor
thedevelopmentofonlinestores.Indonesianonlinestoreconsumershaveadistinctivecharacteristic,
whichispredominantlyfemalethanmale,young,accessingonlinestoresinalongtimetogetthe
bestpurchase.ThefrequencyofonlineshoppinginIndonesiaisstilllowandaccessingonlinestores
inalongtime,indicatingthelevelofconfidenceintheonlinestoreisnothighenough.Therefore,
onlinestoreconsumersarevulnerabletomovetoanotherstore.

Thedevelopment of consumerbehaviormodels in onlinebusiness becomes a challenge for
academicsthatarehighlyexpectedbyonlinemarketers.Themodeltestedinthisstudyprovidesan
overviewoftheintentionofrepurchasingcustomersonlinestoreinIndonesia.Thefindingsofthis
studyareaveryusefulimplicationforonlinebusinesspractitionersinIndonesia.Inordertoreinforce
theintentionofrepurchasingthecustomersonlinestoreIndonesiacanbedonebyrunningtwoeffective
strategies.First,thestrategyinvolvesthechainofqualitywebsite-customersatisfaction-customer
trust-repurchaseintention.Inotherwords,effortstoincreasetheintentionofrepurchasingononline
storecanbedonebyrunningastrategytoimprovethequalityofthewebsitethatcansatisfythe
customer.Thus,customerswhoaresatisfiedwiththequalityofonlinestorewebsitearelikelyto
haveatrustinonlinestoresthatislikelytoultimatelystrengthenrepurchaseintentionofcustomers.

Second,anotherstrategythatcanbedoneisastrategythatfollowsthequalitychainofthewebsite
-customertrust-repurchaseintentions.Thisstrategyshouldonlybeusedasanalternativestrategy
andthefirststrategythatbecomesthemainstrategy.Thisalternativestrategyisrunbyimproving
thequalityofwebsitesthatcanincreasethetrustofcustomersintheonlinestore.Customerswho

Figure 2. Full Research Model
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havestrongtrustinonlinestoresaremorelikelytohaveastrongintentiontorepeattheirpurchase
inthefuture.Thisissupportedbythefactthatthemainobstaclethathamperedthedevelopmentof
onlinestoresinIndonesiaisthelackofconsumertrustinonlinestores.Improvedwebsitequality,
henceforth,canbedonebyenhancingattractivewebsiteappearance,redesigningmoreinnovative
websites,andimprovingconsumereaseofsearchingproductinformation.
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