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Abstract 

This study aims to analyze and explain the effect of e-service quality, 
price perception, and experiential marketing on the repurchase 
intention of online fashion products in e-commerce. The research 
uses a quantitative approach, design research with a survey to the 
respondents. The population is all consumers who shop for fashion 
through online sales in Indonesia e-commerce. Collecting data using 
non-probability sampling method, by means of self-selection and 
convenience, those who are easy to find, meet the requirements as a 
population and are willing to be used as research samples. The 
number of samples is 290 respondents. Analysis using the Structural 
Equation Model (SEM) method with AMOS 24.0 Software. The 
results of the analysis can show that e-service quality, price 
perception, and experiential marketing have a positive and significant 
effect on customer satisfaction. E-service quality, experiential 
marketing, and customer satisfaction have a positive and significant 
effect on repurchase intention. However, price perception has a 
negative and significant effect on repurchase intention. The novelty 
of this research is to explore the determinants of repurchase intention 
with the influencing variables consist of service quality, price 
perception and fashion shopping experience by Indonesian 
consumers in e-commerce through the intervening variable of 
customer satisfaction for customers in Indonesia.

 

Introduction 

The world economy has undergone significant changes due to the development of information 
technology. Information Technology creates a digital economic system that makes business people 
conduct transactions with electronic media, this makes it easier for the community because access 
is easier and more efficient (Febriani & Dewi, 2019). Various kinds of modern trade transactions 
that use information technology are now more and more common. Business by utilizing 
information technology and the internet is called E-commerce or electronic commerce. E-
commerce is the process of buying and selling goods electronically by consumers and 
companies/sellers through computerized business transactions (Laudon & Laudon, 1998). 

The kominfo.go.id website states that the growth in the value of electronic commerce (e-
commerce) in Indonesia in 2019 reached 78 percent. This makes Indonesia the country with the 
highest e-commerce growth in the world. The growth in the value of e-commerce is also 
inseparable from the increase in internet users in Indonesia, which has reached 82 million people, 
which places Indonesia as the 8th largest internet user in the world (Kominfo, 2019). 

Nowadays, many fashion products are traded using e-commerce. Every brand, both local 
or international brands, is competing to provide the best service to potential customers, either 
through the quality of the goods provided or through competitive prices. Companies need to have 
a special strategy to market their products on online shopping sites so that customers can 
repurchase products in the same marketplace. 

 Repurchase intention is the result of consumer attitudes and behavior towards the 
performance of the services they consume (Hume et al., 2007). The behavior of repurchase interest 
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is the consumer's desire to buy or come back to the same provider. According to Suhaily and 
Soelasih (2017), there are several factors that influence people to make repeat purchases, namely e-
service quality, price perception, and experiential marketing, and customer satisfaction. Factors that 
influence repurchase intention, namely e-service quality, price perception, and experiential 
marketing, and customer satisfaction are variables that will be used in this study. 

This study is a modification and replication of Suhaily and Soelasih’s research (2017), which 
distinguishes this research from other research is that focuses on the interest in repurchase 
intention of fashion products online in e-commerce while previous studies only discussed products 
purchased online. This study aims to analyze and explain the effect of e-service quality, price 
perception, experiential marketing on customer satisfaction and repurchase intention as well as 
analyze and explain the effect of customer satisfaction on repurchase intention of online fashion 
products at e-commerce. 

 

Literature Review and Hypotheses Development 

E-Commerce 

In field of trade, technological advances have created a transaction method known as e-commerce 
(electronic commerce). E-commerce is a process that allows internet-based technology to facilitate 
commerce or trade (Fauroni & Lukman, 2002). In Indonesia, there are many e-commerce available, 
such as Shopee, Tokopedia, Akulaku, Bukalapak, etc. 
 
Repurchase Intention 

Online repurchase intention is defined as the reuse of online channels to buy from sellers in the 
intended channel (Liu et al., 2015). Repurchase intention is a psychological commitment to a 
product or service that appears after using it, which generates the idea to repurchase (Johan et al., 
2020). Repurchase intention is important for companies to create profits and is also a thing that is 
widely discussed in evaluating a company. The indicators used to measure the repurchase intention 
variable are the continuity to make online repurchases, as well as the choice to repurchase online 
compared to buying directly through offline method (Tandon et al., 2017). 
 
E-Service Quality 

E-service quality is the quality of interactive services provided to consumers through information 
technology based on websites or applications. The interactive nature is intended to strengthen the 
relationship between service providers, sellers, and consumers (Pudjarti et al., 2019). E-service 
quality is an electronic-based service that is used to facilitate shopping, purchasing and delivery of 
products and services effectively and efficiently (Blut et al., 2015).  

Santos (2003) states that e-service quality is an overall evaluation and assessment of 
customers regarding the superiority and quality of electronic service delivery in the virtual market. 
Based on this understanding, the quality of electronic-based services must also be considered to 
continue to satisfy customers. If the e-service quality of a marketplace is good enough, customer 
satisfaction will also increase. This is in accordance with the results of research from Herington 
and Weaven (2008) which states that e-service quality has a positive effect on customer satisfaction. 
This statement is also supported by the results of research by Lee and Lin (2005), Zhou et al. 
(2019), and Rohwiyati and Praptiestrini (2019). 

For online consumers, e-service quality with high standards is a way to realize the potential 
benefits of the internet (Yang, 2001). When the company is able to provide high standards for the 
e-service quality provided, then the interest of a customer to make repeat purchases will occur. 
This is in line with research conducted by Rohwiyati and Praptiestrini (2019) which states that e-
service quality has a positive effect on repurchase intention. This research is also supported by 
another researcher, Lestari and Ellyawati (2019) which states that e-service quality has a positive 
effect on intention to make repeat purchases. The indicators used to measure the e-service quality 
variables are website/application design, customer service, fulfillment of customer needs, and 
security (Wolfinbargera & CGilly, 2003). 
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In this regard, the first and second hypotheses in this study are: 
H1 : E-service quality has a positive effect on customer satisfaction 
H2 : E-service quality has a positive effect on repurchase intention 
 
Price Perception 

According to Peter and Olson (2000), price perception is related to how price information is 
understood by consumers and gives meaning to consumers. In this situation, from the customer's 
point of view, price is often used as a guide in their expectations of product/service performance. 
Price perception is the customer's assessment of the price of the product offered by the company 
(Martin-Consuegra et al., 2007). It is important to note that the price is an object of the 
product/service that becomes meaningful to the customer after the customer's subjective 
interpretation (Oh, 2000). 

When the company is able to provide a good view of the perception of a good price, 
consumers will generally feel satisfied. This is in line with research conducted by Rohwiyati and 
Praptiestrini (2019), Guzel and Bas (2020), and Hermawan et al. (2017) where price perception has 
a positive and significant influence on consumer satisfaction. 

Moreover, when shopping online, consumers cannot see directly the goods to be 
purchased, they are not sure that what is displayed on the internet is in accordance with what is 
actually received. Under conditions characterized by such performance uncertainty, price 
perception will play a role in determining the intention to repurchase (Jarvenpaa & Todd, 1997). 
This also applies to e-commerce because products are not available for customers to see and feel 
directly before they are purchased. So, consumers are forced to depend on the price listed, so that 
price perception has an important role in determining a buyer's decision to make a repeat purchase. 
Rohwiyati and Praptiestrini (2019) found that price perception had a significant and positive effect 
on the intention to repurchase. This research is also supported by other studies by Yasri et al. (2020) 
and Salim et al. (2020). The indicators used to measure the price perception variable are the 
suitability of price with quality, as well as the effect of price discounts on purchases (Chich, 2012). 

Based on this brief review, the third and fourth hypotheses in this study are: 

H3 : Price perception has a positive effect on customer satisfaction 
H4 : Price perception has a positive effect on repurchase intention 
 
Experiential Marketing 

Experiential marketing is a form of marketing that focuses not only on the product or service but 
also on the overall experience that a company creates for its customers. Compared to traditional 
marketing, experiential marketing is more focused on the process of creating a customer 
experience, including pre-purchase, moment-of-truth, and post-purchase (Schmitt, 1999). 
Experiential marketing is more than just providing information and opportunities for customers 
to gain experience with the benefits derived from the product or service itself but also evoking 
emotions and feelings that have an impact on marketing, especially in sales (Andreani, 2007). 

 Experience is a major component of experiential marketing. Businesses usually create special 
stages for customers to have a variety of product experiences through various stimuli, including 
environment, atmosphere, and layout. As a result of these experiences, customers have different 
perceptions and will have reactions to these stimuli (Yuan & Wu, 2008). Indrawati and Fatharani 
(2016) conducted research related to the effect of experiential marketing on customer satisfaction. 
The results of Indrawati and Fatharani's research (2016) state that experiential marketing has a 
positive effect on customer satisfaction, this is also supported by Razi's (2016) research. 

Businesses will usually make special stages for consumers to gain experience through 
different stimuli, each consumer will also have different perceptions and reactions to these stimuli 
(Yuan & Wu, 2008). The main point of experiential marketing is to extract the essence of the 
product and then apply it to an intangible, physical and interactive experience that increases the 
value of the product or service and will help customers make purchasing decisions (Williams, 2006). 
This online shopping experience will later make a consumer return to make repeat purchases. This 
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is stated by Razi (2016), which emphasizes that experiential marketing has a positive and significant 
effect on intentions to make repeat purchases. Razi's research (2016), is also supported by Subawa 
et al.'s research (2020). The indicators used to measure experiential marketing variables are sense, 
feel, think, act, and relate (Schmitt, 1999). 

Based on above argumentation, the fifth and sixth hypotheses of this study are: 

H5 : Experiential marketing has a positive effect on repurchase intention 
H6 : Experiential marketing has a positive effect on repurchase intention 
 
Customer Satisfaction  

Satisfaction or satisfaction is a response to the fulfillment of consumer expectations, this is a 
consideration that the features of a product or service provide a pleasure with the fulfillment of 
consumer expectations (Oliver, 1997). Customer satisfaction is a person's feeling of pleasure or 
disappointment as a result of a comparison between when using a product and expectations before 
use (Kotler and Keller, 2016). A customer can be said to be satisfied when the customer receives 
significant added value from the supplier or seller, not only additional products, services or systems 
(Hanan & Karp, 1991). 

If the customer is satisfied, then there is an incentive to make a repeat purchase. This is in 
accordance with the results of previous studies which state that customer satisfaction has an influence 
on repurchase interest (Mensah and Mensah, 2018; Phuong and Trang 2018; Tandon et al., 2017). 
The indicators used to measure customer satisfaction variables are product quality, as well as 
customer satisfaction and experience in shopping for fashion products online (Wen et al., 2015). 

H7 : Customer satisfaction has a positive effect on repurchase intention 
 

 

Figure 1. Research Framework 
 

Based on the explanation in the previous section, the seven hypotheses in this study can be 
shown by the research framework in Figure 1. It can be seen that H1, H3, and H5 are the 
relationship between E-Service Quality, Price Perception, and Experiential Marketing to 
Customers Satisfaction. Then, H2, H4, and H6 show the relationship between E-Service Quality, 
Price Perception, and Experiential Marketing on Repurchase Intention, while for H7 shows the 
relationship between Customer Satisfaction and Repurchase Intention. 

 
Research Methods 

This study uses a quantitative approach, where the sample in this study is customers who make 
purchases of fashion products online in Indonesian e-commerce. The sample is collected using a 
non-probability sampling method, by means of self-selection where the sample will identify their 
desire to participate in the study (Saunders et al., 2016). In this case, a google form is used for a 
survey by providing a list of questions that will be filled out by the sample. The sample that 
successfully filled out the survey in accordance with the provisions was 290 respondents. 
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 The analysis in this study use the Structural Equation Model (SEM) method with AMOS 
24.0 Software. This study will explain the influence of the factors that influence a person's interest in 
making repeat purchases (RI), namely E-Service Quality (ESQ), Price Perception (PP), Experiential 
Marketing (EM), and customer satisfaction (CS). At the initial stage, a pilot test with 50 samples is 
conducted to test the validity and reliability of the research instruments used. The following are the 
results of the validity and reliability tests of the pilot tests that have been carried out. 

 
Table 1. Validity and Reliability Test of the 50 Sample Size Pilot Study  

E-service Quality (Wolfinbargera & CGilly, 2003) 

Indicators Statements 
The 

Significance 
of r count 

Cronbach 
Alpha 

ESQ1 Websites/apps provide in-depth information. 0,365 - 
ESQ2 It is very fast and easy to complete transactions on the 

website/application. 
0,000 0,938 

ESQ3 The website/app has a good selection of fashion products. 0,000 0,936 
ESQ4 The product that comes is exactly as it is in the 

application/website. 
0,000 0,938 

ESQ5 The product is delivered according to the time promised as in 
the application/website. 

0,003 0,949 

ESQ6 I feel my privacy is protected on the app/website. 0,002 0,940 
ESQ7 I feel safe in transacting on the application/website. 0,000 0,938 
ESQ8 The website/application has adequate security features. 0,000 0,936 
ESQ9 The company is willing and ready to respond to customer needs. 0,000 0,937 
ESQ10 When you have a question, the service provider will 

immediately answer. 
0,000 0,937 

Price Perception (Chib, 2012) 

Indicators Statements 
The 

Significance 
of r count 

Cronbach 
Alpha 

PP1 You believe that the quality of the products offered is in 
accordance with the price of the products you buy. 

0,000 0,936 

PP2 The app/website provides discounts on fashion products. 0,000 0,937 
PP3 There is no difference between the quality of fashion products 

provided at discounted prices compared to fashion products 
provided without discounts. 

0,000 0,937 

PP4 Your decision to buy is influenced by the current price of the 
product or service. 

0,000 0,938 

PP5 Overall you are satisfied with the price of the 
application/website product and service. 

0,000 0,936 

Experiential Marketing (Indrawati & Fatharani, 2016) 

Indicators Statements 
The 

Significance 
of r count 

Cronbach 
Alpha 

EM1 It is very interesting to explore e-commerce websites and 
mobile applications. 

0,000 0,936 

EM2 Very attractive website and mobile application design. 0,000 0,936 
EM3 Using an e-commerce website or application keeps me 

comfortable in shopping for fashion products. 
0,000 0,935 

EM4 The experience of shopping for fashion products using 
websites and applications in e-commerce is very interesting. 

0,000 0,935 

EM5 The features of the e-commerce website and mobile 
application stimulated my curiosity about the products offered. 

0,000 0,937 

EM6 The features of e-commerce websites and applications are easy 
to understand. 

0,000 0,937 

EM7 When I shop for fashion products online, it reflects my lifestyle. 0,001 0,939 
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EM8 Website features and e-commerce applications create a good 
product image. 

0,000 0,937 

EM9 I can easily connect with the website/e-commerce customer 
service where I buy fashion products online. 

0,000 0,936 

Customer Satisfaction (Tandon et al., 2017; Wen et al., 2015) 

Indicators Statements 
The 

Significance 
of r count 

Cronbach 
Alpha 

CS1 I am satisfied with the quality of the products offered online. 0,000 0,936 
CS2 Online shopping is a satisfying experience because it offers 

products that are tailored to my convenience and needs. 
0,000 0,936 

CS3 Overall, I am really happy with my online fashion shopping 
experience. 

0,000 0,935 

Repurchase Intention (Wen et al., 2015) 

Indicators Statements 
The 

Significance 
of r count 

Cronbach 
Alpha 

R1 I intend to continue to purchase fashion products online. 0,000 0,936 
R2 My intention is to continue buying fashion products online 

rather than buying in offline directly. 
0,000 0,939 

R3 If I can, I want to continue shopping for fashion products 
online as much as possible. 

0,001 0,940 

 
Based on Table 1, at the pilot test stage on 50 sample size, it was found that from the 30 

initial statements there was 1 indicator that was not valid because the significance value of r was 
more than 0.05, namely ESQ 1, so that the ESQ 1 indicator was eliminated. The valid and reliable 
questions were then used to collect research data and worked for the further analysis. 
 

Results and Discussion  

Respondent Profiles  

Table 2. Respondents Demographic Result 

Category N % 

Gender :   
Male 84 29% 
Female 
Age (Years) : 

206 71% 

<25 182 62.7% 
25-40 107 36.9% 
>40 1 0.4% 
Origin :   
Yogyakarta 135 46.5% 
Java (excluded Yogyakarta) 95 32.7% 
Outside Java 60 20.8% 
Educational Level :   
Senior High School  129 44.4% 
Associate’s Degree 27 9.4% 
Bachelor’s Degree 122 42.1% 
Master’s Degree 12 4.1% 
Occupations :   
Students/College Students 145 50% 
Employee/Entrepreneur 114 39.3% 
Civil Servants/Soldiers/Police 16 5.5% 
Retired/Housewife 11 3.7% 
Others 4 1.5% 
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Table 2 provides a demographic overview of the 290 samples that were collected. Table 2 presents 
the frequency of female respondents as many as 206 respondents or a percentage of 71% and male 
respondents as many as 84 respondents. While the age of the respondents in this study, less than 
25 years was 182 respondents with a percentage of 62.7%. For the origin of the sample in this 
study, the majority came from Yogyakarta as many as 135 people with a percentage of 46.5%. 
Based on the level of education, in this study the majority of respondents were high school 
graduates with a total of 129 respondents with a percentage of 44.4%. The work of the sample in 
this study is the majority of students with a total of 145 respondents with a percentage of 50%. 
 
Measurement  Test: Validity and Reliability 

To measure construct validity, whether the indicator of a questionnaire measures the latent variable 
or not is calculated through the results of the loading factor coefficient analysis of the measurement 
test. The indicator is declared valid if the coefficient of factor loading is ≥ 0.5 (Hair et al., 2010). If 
there is a value that is still below 0.5, it will be eliminated from use to not be included as further 
data analysis. 

 

Tabel 3. Validity Test Result 

Indicators Factor Loading Decision Indicators Factor Loading Decision 

ESQ2 0,558 Valid EM2 0,700 Valid 

ESQ3 0,551 Valid EM3 0,851 Valid 

ESQ4 0,457 Not Valid EM4 0,866 Valid 

ESQ5 0,466 Not Valid EM5 0,712 Valid 

ESQ6 0,561 Valid EM6 0,735 Valid 

ESQ7 0,728 Valid EM7 0,425 Not Valid 

ESQ8 0,729 Valid EM8 0,630 Valid 

ESQ9 0,670 Valid EM9 0,638 Valid 

PP1 0,552 Valid CS1 0,709 Valid 

PP2 0,579 Valid CS2 0,796 Valid 

PP3 0,485 Not Valid CS3 0,862 Valid 

PP4 0,538 Valid R1 0,730 Valid 

PP5 0,801 Valid R2 0,854 Valid 

EM1 0,753 Valid R3 0,878 Valid 

 
Based on Table 3, there are 4 invalid indicators, namely ESQ4, ESQ5, PP3, EM7 and must 

be eliminated or deleted. After the invalid indicators are removed and all the remaining indicators 
are valid, the reliability test will then be carried out. Reliability test is a test used to adjust the 
accuracy and consistency of a measure. Good construct reliability if the construct reliability value 
is > 0.7 and the variance extracted value is > 0.5. 

 
Table 4. Reliability Test Result  

Variables 
Construct 
Reliability 

Variance 
Extracted Value 

E-Service Quality (ESQ) 0,8 0,4 

Price Perception (PP) 0,7 0,4 

Experiential Marketing (EM) 0,9 0,5 

Customer Satisfaction (CS) 0,8 0,6 

Repurchase Intention (RI) 0,9 0,7 

 
Table 4 shows that the construct reliability of all variables has shown 0.7, but for the 

variance extracted in this study, some still have a value of 0.4, namely from the E-Service Quality 
and Price Perception variables, but the variance extracted value is 0,4 can still be tolerated if the 
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construct reliability value is more than 0,6 (Fornell & Larcker, 1981). So based on this reason, the 
authors can conclude that the data collected through the indicators and constructs of latent 
variables are assumed to be reliable. After testing the validity and reliability, Goodness of Fit test 
will be carried out on the data that has gone through the confirmatory test. 
 

Table 5. Goodness of Fit Test Result 

Index Fit Goodness of Fit Criterion Cut-off Value Decision 

Absolute Fit 

RMSEA ≤ 0,08 0,055 Fit 

CMINDF ≤ 2,00 1,875 Fit 

GFI ≥ 0.90 0,897 Marginal Fit 

Incremental Fit 
CFI ≥ 0.90 0,950 Fit 

TLI ≥ 0.90 0,940 Fit 

Parsimony Fit 
PGFI ≥ 0.60 0,685 Fit 

PNFI ≥ 0.60 0,749 Fit 

 
In Table 5 shows value of Goodness of Fit after several modifications. There are 2 

indicators that are omitted in this study because they have a high modification index, namely ESQ2 
and ESQ3. The results of Goodness of Fit value in Table 5 have met all the criteria, but there is 
still 1 criterion that is marginal fit, according to Hair et al. (2010), if there is only one marginal fit 
value from more than 5 measuring instruments used, it can still be tolerated so that the model in 
the study is suitable to be used. 
 
Hypotheses Testing 

The next step is to conduct a causality analysis with a full model Structural Equation Model (SEM) 
approach to test the hypothesis of this study. Figure 2 and Table 6 explain the results of the analysis 
of the study. 

Based on the results of calculations and hypothesis testing in Table 6, it can be implied that: 
1) First hypothesis, stating that e-Service Quality (ESQ) has a positive and significant effect on 

Customer Satisfaction (CS), is accepted. The calculation results show that the coefficient 
number is positive, the CR-statistical value is above 1.96 and the P-Value value is below 0.05. 

2) Second hypothesis states that e-Service Quality (ESQ) has a positive and significant effect on 
Repurchase Intention (RI) and is accepted. This is evident from the results of the calculation of 
the coefficient number, the result is positive, the CR-statistical value is above 1.96 and the P-
Value value is below 0.05. 

3) Third hypothesis, stating that Price Perception (PP) has a positive and significant effect on 
Customer Satisfaction (CS), is accepted. These results are evident from the results of calculations 
with positive coefficient numbers, t-statistic values above 1.96, and P-Value values below 0.05. 

4) Fourth hypothesis states that Price Perception (PP) has a significant negative instead of positive 
effect on Repurchase Intention (RI) is rejected. These results are evidenced by the negative 
estimate coefficient value, the t-statistic value is below 1.96, and the P-Value value is below 0.05. 

5) Fifth hypothesis states that Experiential Marketing (EM) has a positive and significant effect on 
Customer Satisfaction (CS), which is accepted. These results are evidenced by the positive 
estimate coefficient value, the t-statistic value is above 1.96, and the P-Value value is below 0.05. 

6) Sixth hypothesis states that Experiential Marketing (EM) has a positive and significant effect on 
Repurchase Intention (RI) is accepted. This is because based on the results of the calculation of 
the positive estimate coefficient, the t-statistic value is above 1.96, and the P-Value value is 
below 0.05. 

7) Seventh hypothesis, stating that Customer Satisfaction (CS) has a positive and significant effect 
on Repurchase Intention (RI), is accepted. This is supported by the results of the calculation of 
a positive coefficient estimate, a t-statistic value above 1.96, and P-Value value below 0.05. 
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Table 6. Hypotheses Testing Result  

   Estimate S.E. C.R. P-Value Label 

CS  ESQ 0,201 0,041 3,766 0,000*** Significant Positive 

CS  PP 0,255 0,151 2,038 0,042* Significant Positive 

CS  EM 0,550 0,111 4,383 0,000*** Significant Positive 

RI  CS 0,459 0,209 4,340 0,000*** Significant Positive 

RI  PP 0,253 0,301 -2,012 0,044* Significant Negative 

RI  ESQ 0,117 0,081 2,170 0,030* Significant Positive 

RI  EM 0,267 0,223 2,098 0,036* Significant Positive 

Repurchase Intention (RI); E-Service Quality (ESQ); Price Perception (PP); Experiential Marketing 
(EM); Customer Satisfaction (CS) 
*p < 0,05; **p < 0,01; ***p < 0,000 

Figure 2. Diagram Path Model 
  
Mediating Effect  

The mediation test is represented from the significance of the indirect effect between variables as 
seen from the table of indirect effects-two tailed significance. The results show a significant 
mediation effect if it has an indirect effect-two tailed significance value less than 0.05. The results 
of the indirect influence analysis are as follows: 
 

Table 7. Mediating Test Result 
 EM PP ESQ CS RI 

CS ... ... ... ... ... 

RI 0,004 0,192 0,102 ... ... 

 
Based on Table 7, it can be concluded that customer satisfaction does not significantly 

mediate price perception and e-service quality on repurchase intention because the indirect effect 
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two tailed significance value is more than 0,05, namely 0,192 and 0,102. Meanwhile, customer 
satisfaction significantly mediates experiential marketing on repurchase intention because the 
indirect effect value of two tailed significance is less than 0,05, which is 0,004. 
 
Discussion 

Hypothesis testing using Structural Equation Model (SEM) analysis with AMOS 24.0 software in 
Table 6, it can be seen that seven hypotheses can be supported, as follows: 

First, the test results state that e-service quality has a positive and significant effect on 
customer satisfaction. This result is in line with previous research that has been carried out by 
Suhaily and Soelasih (2017). This result is also supported by previous research by Herington and 
Weaven (2018) and also Lee and Lin (2005). Pudjarti et al. (2019) states that E-service quality refers 
to the quality of interactive services provided to consumers through information technology based 
on websites or applications. Increased e-service quality of an e-commerce will enhance customer 
satisfaction. The development of information technology that is getting faster will be a big task for 
e-commerce to be able to compete while still prioritizing service to customers through e-service 
quality so that customer satisfaction is maintained. 

Second, the test results state that e-service quality has a positive and significant effect on 
repurchase intention. This result is not in line with previous research that has been conducted by 
Suhaily and Soelasih (2017), because previous research stated that e-service quality has a significant 
negative effect on repurchase intention. However, there are several studies that also support the 
results of the analysis in this study, namely Rohwiyati and Praptiestrini (2019) and Lestari and 
Ellyawati(2019) which state that e-service quality has a significant positive effect on repurchase 
intention. Blut et al. (2015) states that E-service quality is an electronic-based service that is used 
to facilitate shopping, purchasing and delivery of products and services effectively and efficiently. 
When e-commerce provides the best service, customers will also think about repurchasing because 
they have had a good shopping experience before. With good e-service quality, customers will be 
able to shop more efficiently, because they don't have to waste a lot of time shopping (Zeithaml et 
al., 1996). 

Third, the test results state that price perception has a positive and significant effect on 
customer satisfaction and can be accepted. This result is in line with previous research that has 
been conducted by Suhaily and Soelasih (2017), this research is also supported by previous research 
by Rohwiyati and Praptiestrini (2019), Guzel and Bas (2020), and Hermawan et al. (2017). 
Customers make purchases of fashion products in e-commerce, customers cannot see directly the 
fashion products to be purchased. Customers are not sure what is displayed on the internet will 
match what will be received. Based on this, price perception will be the main actor in determining 
post-purchase customer satisfaction. In this case, price perception becomes a tool or signal of 
satisfaction from customers after purchasing fashion products.  

Fourth, the test results state that price perception has a negative and insignificant effect on 
repurchase intention. This result is contrary to previous research that has been carried out by 
Suhaily and Soelasih (2017). However, there are studies that also support the results of the analysis 
in this study, namely Yen et al. (2013) which states that price perception has a negative effect on 
Repurchase Intention. The results of the study reject the fourth hypothesis which states that price 
perception affects repurchase intention. This shows that the price perception indicators, namely 
the suitability of price with quality, and the effect of price discounts on purchases are not sufficient 
to influence a person's intention to repurchase intention. 

The results of the fifth hypothesis, stating that experiential marketing has a positive and 
significant effect on customer satisfaction can be accepted. This result is in line with previous 
research that has been carried out by Suhaily and Soelasih (2017). In addition, the results of the 
analysis in this study are also supported by several other studies from Indrawati and Fatharani 
(2016) and Razi (2016). Schmitt (1999), revealed that experiential marketing is a form of marketing 
that focuses not only on products or services but also on the overall experience that the company 
creates for its customers. When the company is able to provide an experience for a customer to be 
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interested and see what is in e-commerce continuously, indirectly customer satisfaction is obtained, 
because the customer is comfortable and feels interested in the features or products offered. 

The sixth hypothesis, which states that experiential marketing has a positive and significant 
effect on repurchase intention, is not rejected. This result is in line with previous research that has 
been carried out by Suhaily and Soelasih (2017). The results of the analysis in this study are also 
supported by several other studies from Subawa et al. (2020) and Razi (2016). Razi (2016) states 
that sense as one of the dimensions of experiential marketing is the key to the customer experience 
after making a purchase. In purchasing fashion products online through e-commerce, when 
customers get goods according to the description, the customer will have a good experience with 
the product and brand, so it is not impossible that the customer will also make repeat purchases in 
the future. 

The seventh hypothesis, which states that customer satisfaction has a positive and 
significant effect on repurchase intention, is acceptable. This result is in line with previous research 
that has been carried out by Suhaily and Soelasih (2017). In addition, this research is also supported 
by previous research by Mensah and Mensah (2018), Phuong and Trang (2018), Iriawan and 
Sumadi (2021), and Tandon et al. (2017). Kotler and Keller (2016) states that customer satisfaction 
is a person's feeling of pleasure or disappointment as a result of a comparison between the product 
he feels and what he expects. When a customer gets a product that meets their expectations, in this 
case the purchase of fashion products online at e-commerce, the customer will have a repurchase 
intention. Expectations in question can be in the form of products that match the existing 
description, prices that match the quality of goods, ease of doing transactions, etc. So based on this 
discussion, the authors can say clearly that customer satisfaction has a positive and significant effect 
on repurchase intention. 
 

Implication and Conclusion 

Based on the results of the study, it can be shown that e-service quality, price perception, and 
experiential marketing have a positive and significant influence on customer satisfaction. In 
addition, from the results of the study, it can be seen that e-service quality, price perception, and 
customer satisfaction have a positive and significant effect on repurchase intention. Contrary to 
this, price perception has a negative and significant effect on repurchase intention. The results also 
show that customer satisfaction does not significantly mediate Price Perception and E-Service 
Quality on Repurchase Intention, but customer satisfaction significantly mediates Experiential 
Marketing on Repurchase Intention. Recommendations for companies to increase repurchase 
intention, it is necessary to improve e-service quality, experiential marketing and customer 
satisfaction to increase repurchase intention. To improve e-service quality, companies can provide 
services with the aim of making it easier for customers and companies can always be responsive to 
questions or complaints from customers. To improve experiential marketing in order to increase 
repurchase intention, companies can provide product descriptions that are in accordance with the 
products that will be accepted by customers. 

For further research, the authors recommends to provide further studies to determine the 
determinants of satisfaction and buying interest in addition to e-service quality, price perception, 
and experiential marketing by expanding other variables such as corporate image, brand image, 
perceived quality and can also expand the sample, both place and increase the number of samples 
used. 

 

References 

Andreani, F. (2007). Experiential marketing (sebuah pendekatan pemasaran). Jurnal Manajemen 
Pemasaran, 2(1), 1-8. https://doi.org/10.9744/pemasaran.2.1. 

Blut, M., Chowdhry, N., Mittal, V., & Brock, C. (2015). E-service quality: A meta-analytic review. 
Journal of Retailing, 91(4), 679-700. https://doi.org/10.1016/j.jretai.2015.05.004 

https://doi.org/10.1016/j.jretai.2015.05.004


Determinant factors of repurchase interest in buying fashion products online … 173 

 

Chich, S. S. (2012). Empirical study pertaining to the effect of price on customer customer 
satisfaction with respect to dominos and pizza hut. International Journal of Applied Services 
Mark ed Services Marketing Perspectives. 1(2), 131.  

Fauroni, M., & Lukman. (2002). Visi Al-Quran tentang Etika dan Bisnis. Jakarta : Salemba Diniyah. 

Febriani, N., & Dewi, W. W. (2019). Perilaku Konsumen di Era Digital : Beserta Studi Kasus. Malang : 
UB Press. 

Fornell, C., & Larcker, D.F. (1981). Evaluating structural equation models with unobservable 
variables and measurement error. Journal of Marketing Research, 18(1), 39-50. 
https://doi.org/10.2307/3151312  

Guzel, S. O., & Bas, Y. N. (2020). Understanding the relationship between physical environment, 
price perception, customer satisfaction and loyalty in restaurants. Journal of Tourism and 
Gastronomy Studies, 8(2), 762-776. https://doi.org/10.21325/jotags.2020.577  

Hair, J., Anderson, R., Black, B., & Babin, B. (2010). Multivariate Data Analysis: Global Edition, 7th 
Edition. New Jersey: Pearson Education. 

Hanan, M., & Karp, P. (1991). Customer Satisfaction: How to Maximaze, Measure and Market your 
company’s Ultimate Product. New York: American Management Association. 

Herington, C., & Weaven, S. (2008). E-retailing by banks: E-service quality and its importance to 
customer satisfaction. European Journal of Marketing, 43(9), 1220-1231. 
https://doi.org/10.1108/03090560910976456  

Hermawan, B., Basalamah, S., Djamereng, A., & Plyriadi, A. (2017). Effect of service quality and 
price perception on corporate image, customer satisfaction and customer loyalty among 
mobile telecommunication services provider. IRA-International Journal of Management & Social 
Sciences, 8(1), 62-73. http://dx.doi.org/10.21013/jmss.v8.n1.p7 

Hume, M., Mort, G. S., & Winzar, H. (2007). Exploring repurchase intention in a performing arts 
context: who comes? And why do they come back?. International Journal of Nonprofit and 
Voluntary Sector Marketing, 12(2), 135–148. https://doi.org/10.1002/nvsm.284 

Indrawati, & Fatharani, U.S. (2016). The effect of experiential marketing towards customer 
satisfaction on online fashion store in Indonesia. Asia Pasific Journal of Advanced Business and 
Social Studies, 2(2), 232-241.  

Iriawan, D.P., & Sumadi, S. (2021). Determining brand strenghth against WOM with the 
mediation of customer satisfaction and business loyalty of Garuda Indonesia aircraft flight. 
Asian Management and Business Review, 1(1), 68–79. 
https://doi.org/10.20885/AMBR.vol1.iss1.art7  

Jarvenpaa, S. L., & Todd, P. A. (1997). Consumer reactions to electronic shopping on the world 
wide web. International Journal of Electronic Commerce, 1(2), 59-88. 
https://doi.org/10.1080/10864415.1996.11518283 

Johan, I. S., Indriyani, R., & Gaile, Z. V. (2020). Measuring repurchase intention of fashion online 
shopping. International Conference on Social Sciences and Humanities, SHS Web of Conference, 
Surabaya. Vol.76. https://doi.org/10.1051/shsconf/20207601015 

Kementerian Komunikasi dan Informatika RI. Kemkominfo: Pertumbuhan e-Commerce 
Indonesia Capai 78 Persen, Februari 2019. Retrieved from 
https://www.kominfo.go.id/content/detail/16770/kemkominfo-pertumbuhan-e-
commerce-indonesiacapai-78-persen/0/sorotan_media 

Kotler, P., & Keller, K. L. (2016). Marketing Management. Harlow: Pearson Education Limited. 

https://doi.org/10.2307/3151312
https://doi.org/10.21325/jotags.2020.577
https://doi.org/10.1108/03090560910976456
http://dx.doi.org/10.21013/jmss.v8.n1.p7
https://doi.org/10.1002/nvsm.284
https://doi.org/10.20885/AMBR.vol1.iss1.art7


174 Asian Management and Business Review, Volume 2 Issue 2, 2022: 162-175 

 

Laudon, K. C., & Laudon, J. P. (1998). Management Information System - New Approaches to Organization 
& Technology. 5th Edition. New Jersey: Prentice Hall. 

Lee, G. G., & Lin, H. F. (2005). Customer perceptions of e-service quality in online shopping. 
International Journal of Retail & Distribution Management, 33(2), 161-176. 
https://doi.org/10.1108/09590550510581485 

Lestari, V. T., & Ellyawati, J. (2019). Effect of e-service quality on repurchase intention: testing the 
role of e-satisfaction as mediator variable. International Journal of Innovative Technology and 
Exploring Engineering, 8(7), 158-162. https://doi.org/10.35940/ijitee.I1024.0789S219  

Liu, Y., Pu, B., Guan, Z., & Yang, Q. (2015). Online customer experience and its relationship to 
repurchase intention: An empirical case of online travel agencies in China. Asia Pacific 
Journal of Tourism Research, 21(10), 1085-1099. 
https://doi.org/10.1080/10941665.2015.1094495 

Martin‐Consuegra, D., Molina, A., & Esteban, A. (2007). An integrated model of price, satisfaction 
and loyalty: An empirical analysis in the service sector. Journal of Product and Brand 
Management, 16(7), 459-468. https://doi.org/10.1108/10610420710834913 

Mensah, I., & Mensah, R. D. (2018). Effects of service quality and customer satisfaction on 
repurchase intention in restaurants on University of Cape Coast Campus. Journal of Tourism, 
Heritage & Services Marketing, 4(1), 27-36. https://doi.org/10.5281/zenodo.1247542  

Oh, H. (2000). The effect of brand class, brand awareness, and price on customer value and 
behavioral intentions. Journal of Hospitality & Tourism Research, 24(2), 136-162. 
https://doi.org/10.1177/109634800002400202  

Oliver, R. L. (1997). Satisfaction A Behavioral Perspective On The Consumer. Singapore: McGraw-Hill 
Education. 

Peter, J. P., & Olson, J. C. (2000). Consumer behavior: Perilaku dan Strategi Pemasaran Jilid 1 Edisi 
Keempat. Jakarta: Erlangga. 

Phuong, N. N., & Trang, T. T. (2018). Repurchase intention: the effect of service quality, system 
quality, information quality, and customer satisfaction as mediating role: A PLS approach 
of m-commerce ride hailing service in Vietnam. Marketing and Branding Research, 5(2), 78-91. 
https://doi.org/10.33844/mbr.2018.60463 

Pudjarti, S., Nurchayati, & Putranti, H. R. (2019). Hubungan e-service quality dan e-loyalty dengan 
e-satisfaction pada konsumen Go-jek dan Grab di Kota Semarang. Jurnal Ilmu-ilmu Sosial 
dan Humaniora, 21(3), 237-246. https://doi.org/10.24198/sosiohumaniora.v21i3.21491 

Razi, F. F. (2016). Sense marketing, experiential marketing, customer satisfaction and repurchase 
intention. Journal of Marketing and Consumer Research, 21(7), 67-73.  

Rohwiyati, & Praptiestrini. (2019). The effect of shopee e-service quality and price perception on 
repurchase intention: Customer satisfaction as mediation variable. Indonesian Journal of 
Contemporary Management Search, 1(1), 47-54. https://doi.org/10.33455/ijcmr.v1i1.86 

Salim, M. A., Soliha, E., & Siswanto, A. B. (2020). Effect location, price perception of satisfaction 
customers and impact on repurchase intention. International Journal of Civil Engineering and 
Technology, 11(5), 157-169. https://doi.org/10.34218/IJCIET.11.5.2020.015  

Santos, J. (2003). E-service quality: A model of virtual service quality dimensions. Emerald: Managing 
Service Quality, 13(3), 233-246. https://doi.org/10.1108/09604520310476490 

Saunders, M., Lewis, P., & Thornhill, A. (2016). Research Methods for Business Students. 7th Edition. 
United Kingdom: Pearson Education. 

https://doi.org/10.1108/09590550510581485
https://doi.org/10.35940/ijitee.I1024.0789S219
https://doi.org/10.1080/10941665.2015.1094495
https://doi.org/10.21744/irjmis.v7n3.881
https://doi.org/10.21744/irjmis.v7n3.881
https://doi.org/10.1177/109634800002400202
https://doi.org/10.33844/mbr.2018.60463
https://doi.org/10.24198/sosiohumaniora.v21i3.21491
https://doi.org/10.33455/ijcmr.v1i1.86
https://doi.org/10.34218/IJCIET.11.5.2020.015
https://doi.org/10.1108/09604520310476490


Determinant factors of repurchase interest in buying fashion products online … 175 

 

Schmitt, B. (1999). Experiential Marketing: How to Get Customers to Sense, Feel, Think, Act, and Relate to 
Your Company and Brands. New York: Free Pass. 

Subawa, N. S., Widhiasthini, N. W., & Suastika, N. P. (2020). The effect of experiential marketing, 
social media marketing, and brand trust on repurchase intention in Ovo Applications. 
International Research Journal of Management, IT & Social Sciences, 7(3), 11-21. 
https://doi.org/10.21744/irjmis.v7n3.881 

Suhaily, L., & Soelasih, Y. (2017). What effects repurchase intention of online shopping. International 
Business Research, 10(12), 113-122. https://doi.org/10.5539/ibr.v10n12p113  

Tandon, U., Kirana, R., & Saha, A. N. (2017). Customer satisfaction as mediator between website 
service quality and repurchase intention: An emerging economy case. Service Science, 7(2), 
106–120. https://doi.org/10.1287/serv.2016.0159 

Wen, C., Prybutok, V. R., & Xu, C. (2015). An integrated model for customer online repurchase 
intention. Journal of Computer Information Systems, 52(1), 14-23. 
http://dx.doi.org/10.1080/08874417.2011.11645518  

Williams, A. (2006). Tourism and hospitality marketing: Fantasy, feeling and fun. International Journal 
of Contemporary Hospitality Management, 18(6), 482-495. 
https://doi.org/10.1108/09596110610681520 

Wolfinbargera, M., & CGilly, M. (2003). E-TailQ : Dimensionalizing, measuring and predicting 
retail quality. Journal of Retailing, 79(3), 183-198. https://doi.org/10.1016/S0022-
4359(03)00034-4  

Yang, Z. (2001). Consumer Perceptions of Service Quality in Internet-Based Electronic 
Commerce. Proceedings of 30th EMAC Conference, (p. 8-11). Bergen. 

Yasri, Y., Susanto, P., Hoque, M. E., & Gusti, M. A. (2020). Price perception and price appearance 
on repurchase intention of gen Y: Do brand experience and brand preference mediate? 
Heliyon, 6(11), e05532. https://doi.org/10.1016/j.heliyon.2020.e05532 

Yen, C., Hsu, M.H., Chang, C.M. (2013). Exploring the online bidder’s repurchase intention: a cost 
and benefit perspective. Information Systems and e-Business Management, 11(2), 211-234. 
https://doi.org/10.1007/s10257-012-0201-0 

Yuan, Y. H., & Wu, C. K. (2008). Relationships among experiential marketing, experiential value, 
and customer satisfaction. Journal of Hospitality & Tourism Research, 32(3), 387-410. 
https://doi.org/10.1177/1096348008317392 

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral consequences of service 
quality. Journal of Marketing, 60(2), 31-46. https://doi.org/10.1177/002224299606000203 

Zhou, R., Wang, X., Shi, Y., Zhang, R., Zhang, L., & Guo, H. (2019). Measuring e-service quality 
and its importance to customer satisfaction and loyalty: An empirical study. Electronic 
Commerce Research, 19(3), 477-499. https://doi.org/10.1007/s10660-018-9301-3 

https://doi.org/10.21744/irjmis.v7n3.881
https://doi.org/10.5539/ibr.v10n12p113
https://doi.org/10.1287/serv.2016.0159
http://dx.doi.org/10.1080/08874417.2011.11645518
https://doi.org/10.1016/S0022-4359(03)00034-4
https://doi.org/10.1016/S0022-4359(03)00034-4
https://doi.org/10.1016/j.heliyon.2020.e05532
https://doi.org/10.1177%2F002224299606000203
https://doi.org/10.1007/s10660-018-9301-3

