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Abstract. The internet has become one of many ways for consumers to 

shop. With the rapid development of internet connection, online shopping 

has become increasingly popular around the world. All forms of 

conveniences available through online businesses have lured consumers to 

switch from offline shopping to online slowly. This research emphasizes 

the influence of e-service convenience on customer satisfaction, perceived 

service value, and repurchase intention on fashion online shopping 

websites in Surabaya. The sample is taken from 115 Surabaya 

respondents. The sampling technique uses a non-random sampling 

technique. The analytical method used is the partial least square (PLS). 

The results show that e-service convenience has a significant impact on 

customer satisfaction, customer satisfaction has a significant impact on 

repurchase intention, e-service convenience has a significant impact on 

repurchase intention, and perceived value has a significant impact on 

repurchase intention. The results also show the importance of customer 

satisfaction which influences repurchase intention. Online fashion business 

owners must promote their websites so that more consumers know about 

the existence of online shopping fashion websites. Business owners must 

also increase the convenience and comfort of consumers in shopping 

online. 
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1  Introduction  

The internet is one of the many ways used by consumers today to shop. Consumers visit 

various websites that offer various products to sell, choose products, order products, make 

credit card payments, and finally, sellers send products physically [1]. A similar statement 

is made by [2] stating that the internet is often used for online shopping. Online shopping 

refers to the shopping behavior of consumers in online stores or websites that are used for 

online purchasing purposes. With the rapid development of the internet, online shopping is 

increasing and becoming a popular way to shop around the world. The percentage of 

consumers involved in online shopping and income also shows a significant increase) [3]. 
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Specifically, this research will discuss online shopping activities in the online shopping 

fashion category.  Bai et al., explain that the use of e-commerce websites for fashion 

shopping activities is increasingly popular [4]. This is due to one of them because, in 

addition to offering B2C models, fashion shopping websites also offer C2C concepts that 

make the choice of fashion products offered increasingly varied both in terms of product 

types and prices. 

In Indonesia, the most promising main segment for an online business is the working 

generation. In a report prepared by the Asian Development Bank Institute (ADBI), Hassyati 

explains that the main target segments of online shopping activities are people who have 

worked both men and women with middle and upper economic groups [5] This is because 

the working generation will tend to be more exposed to the internet all the time. The 

increasing demand for online shopping, especially in early adulthood, is accompanied by 

increased competition among emerging virtual companies and many traditional retailers 

who have used the internet as a convenience-oriented channel. Therefore, business people 

must clearly understand what constitutes service convenience in e-commerce business. 

Understanding of the convenience of business consumers can be used to increase customer 

satisfaction so that repurchases occur to consumers. 

Convenience is the key to understanding shopping behavior, where consumers attach a 

significant increase. Convenience is defined as a reduction in the amount of time and 

energy consumers need to obtain and use a product or service relative to the time and 

energy required to make repeat purchases at the online store. 

Convenience obtained by consumers when shopping online will have an impact on 

several things. Pham et al. explain that one of the effects of convenience experienced by 

consumers is the value perceived by consumers [3]. Bai et al., explain that perceived value 

illustrates the ratio between the quality and perceived benefits of the product or service 

relative to the sacrifice perceived by consumers by making payments [4]. In addition to 

influencing perceived value, convenience also impacts on customer satisfaction. Mehmood 

and Najmi explain that the convenience of shopping online can affect consumer 

satisfaction, meaning that consumers who feel comfortable in online shopping activities at 

the same time will experience an increase in perceived satisfaction from online shopping 

activities [6]. 

Satisfied consumers will tend to revisit websites that are used to shop online. Chen et al. 

explain that customer satisfaction will improve repurchase behavior [8]. Repurchase 

intention refers to the psychological condition or commitment to a product or service that 

arises after using it and gives rise to the intention to consume more. In the context of online 

shopping, repurchase intention is a subjective probability that someone will continue to buy 

products from vendors or online stores in the future. Besides being influenced by 

satisfaction factors that are felt by consumers, repurchase intention can also be influenced 

by the perceived value experienced by consumers, as stated by [3] in his research. 

Muhammad suggests that several factors can influence customer intent repurchase on 

shopping websites where one of them is perceived value [9]. 

This study aims to analyze the effect of e-service convenience on customer satisfaction 

and e-service convenience on perceived value. This study also wants to examine the effect 

of customer satisfaction on repurchase intention and the effect of e-service convenience on 

repurchase intention. 

 

2 Literature review 

2.1 Perceived value 

Perceived value is the customer's overall assessment of the benefits of the product or 

service, service quality, price, the emotional and social value of a product or service based 
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on perceptions about what is received and given by the customer. This value is the key to 

customer loyalty, which affects the customer's desire to make a purchase. In general, value 

is the consumer's perception of the subjective value of some activity or object by 

considering all the benefits and costs of that consumption. When consumers buy products 

from a company, they not only buy products but also receive a set of values from the 

company. The brand of a company is several values that represent the company itself [10]. 

Pham et al. explain that perceived value can be measured using the indicator value obtained 

from the website, the comparison between the time and energy expended when shopping 

online [3]. Perceived value is also seen from the convenience when doing online shopping. 

2.2 E-Service convenience 

Jiang et al. state that convenience is the key to understanding shopping behavior, where 

consumers attach a significant increase [11]. Convenience is defined more briefly as a 

reduction in the amount of time and energy consumers needed to obtain, use, and dispose of 

a product or service relative to the time and energy required by other offerings in a product 

or service, and suggest two-dimensional construction organized in the acquisition, use and 

disposal phase. Meixian in his research, reveals three indicators that can be used to measure 

e-service convenience, including the reduced time, energy used when shopping online, and 

less energy spent [12]. The three indicators are a measurement of customer comfort in 

online shopping. 

2.3 Customer satisfaction 

Customer satisfaction is the company's final goal in providing quality services to 

customers. Satisfaction is defined as the feeling of a satisfied or disappointed customer over 

the result of comparing the perceived performance of the product (or result) about customer 

expectations. If performance fails to meet expectations, the customer will be dissatisfied. If 

the performance is in line with expectations, the customer will be satisfied. If performance 

exceeds expectations, the customer will be very satisfied or happy [11]. Huang et al., 

measure customer satisfaction through indicators of experience in using products, 

satisfaction with decisions, desire to buy products, and the belief of the product quality 

[13]. 

2.4 Repurchase intention 

Repurchase intention is a major concern for companies that want to gain a competitive 

advantage, and are considered by academics and practitioners. It is also intended to repeat 

the purchase of certain products or services from time to time. In the online context, it is 

defined as the reuse of online channels to buy from specialized retailers [14]. In other 

studies, repurchase intention refers to the psychological commitment to a product or service 

that arises after using it, which results in ideas for consumption again. Repurchase intention 

is very important for profit and is an object that is discussed in company evaluations. In 

addition, repurchase intention also refers to the extent to which consumers are willing to 

buy a product or service again and is a simple, objective, and observable purchase behavior 

expected [13]. Anggraeni et al., explain that to determine repurchase intention, it is 

measured using indicators: want to buy back products in the future, are reluctant to switch 

to other brands [18]. Repurchase intention is also measured by reducing information search 

before repurchasing. 
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3 The relationships among concepts and hypothesis 

3.1 The e-service convenience to customer satisfaction 

Mehmood and Namji in their research, found that service convenience has a significant 
positive impact on customer satisfaction [6]. This is because one of the conveniences 
obtained from online shopping activities is in terms of shipping goods quickly and 
efficiently. The main difference between online and offline shopping is product acceptance, 
although by shopping offline, the product can be taken home immediately, with fast 
delivery of the current system, online shopping also offers relatively fast delivery features, 
and this is what makes consumers feel comfortable with shopping online. Duarte, Silva and 
Ferreira also get similar results where a service convenience has a significant positive effect 
on customer satisfaction [17]. In this research, it is explained that the convenience that 
arises from shopping online appears due to various reasons such as convenience in gaining 
access to products, convenience in transactions, convenience felt before and after online 
shopping activities. All forms of comfort provided in shopping online will cause 
satisfaction for consumers. Based on these researches, the hypothesis is constructed as: 
H1: e-service convenience has a significant positive impact on customer satisfaction. 

3.2 Customer satisfaction to repurchase intention 

Muhammad finds that customer satisfaction will have a significant positive effect on 
repurchase intention [8]. One of the reasons for online shopping satisfaction is caused by 
responsive customer service from the seller. Satisfaction from the experience gained during 
online shopping will create an intention for consumers to return to making purchases or 
shopping activities online. The result is also supported by the results obtained in a study [7] 
This study explains that satisfied consumers will automatically intend to make a repurchase 
intention. Satisfaction in this study is measured with the feelings experienced by consumers 
during shopping activities and also with the comparison between the expectations that 
consumers have of the product against the reality received. If consumer expectations for 
products and services are met, consumers will tend to feel satisfied and intend to buy again. 
Based on these researches, the hypothesis is constructed as: 
H2: customer satisfaction has a significant positive impact on repurchase intention. 

3.3 The e-service convenience to repurchase intention 

Pham et al., examine the relationship between service convenience and perceived value and 
repurchase intention [3]. From this study, it is found that service convenience has a 
significant positive effect on repurchase intention. Service convenience in this study is 
measured based on the speed of consumers to find the desired product, the ease of using 
online shopping websites and the appearance of products that make it easy to choose. 
Consumers who shop online will more quickly find the items they want to buy. Besides that 
in general, e-commerce websites already have features that are user-friendly making it 
easier for consumers to use the website and learn about product appearance. This makes 
consumers have a pleasant shopping experience and raises the intention of consumers to 
buy back products through websites that have been used. Based on the description from the 
previous research above, the hypothesis constructed for this study is: 
H3: e-service convenience has a positive significant impact on repurchase intention. 
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3.4 The e-service convenience to perceived value 

Pham et al., found that service convenience has a significant positive effect on perceived 
value [3]. Consumers who shop online will more quickly find the items they want to buy; 
besides that in general, e-commerce websites already have features that are user-friendly 
making it easier for consumers to use the website and learn about product appearance. This 
affects how consumers view the perceived value of shopping online. Consumers will view 
that shopping online has a quality value because of the convenience and comfort 
experienced in shopping. Based on these researches, the hypothesis is constructed as: 
H4: e-service convenience has a significant positive impact on perceived value. 

3.5 The perceived value to repurchase intention 

Pham et al., also find that perceived value has a significant positive effect on repurchase 
intention [3]. Consumers who already understand that the value obtained by online 
shopping activities is better will tend to choose to buy back online either through a website 
that has been used or through a new website. Characteristics of consumers who intend to 
repurchase products online are intentions that arise to continue to shop online, the intention 
to recommend websites that have been visited in online shopping to others, and the 
intention to make websites that have been visited as the first choice for shopping activities 
online in the future. Based on the description from the previous research above, the 
hypothesis constructed for this study is: 
H5: perceived value has a positive significant impact on repurchase intention 

4 Research method 

This type of research is quantitative with a causality approach. The causality approach is a 
research approach to see the effect between one variable with other variables [18]. The 
population in this study is the early adulthood people living in Surabaya who fullfil some 
criteria. The sample is part of the number and characteristics possessed by the population 
[18]. In this study, using non-random sampling techniques, namely by judgmental 
sampling. This research has 18 parameters so that the number of samples to be obtained is  
6 ×18 = 108 respondents, then decided into 115 respondents. The sample criteria in this 
study are as follows: aged 18 yr to 40 yr (early adulthood) and have used the website to do 
online shopping in the last 3 mo. The data are analyzed with smart PLS software. 

5 Data analysis 

5.1 The outer model evaluation 

5.1.1 Convergent validity 

Convergent validity can be seen based on the score of the loading factor. The loading score 
value is shown on the line in the path diagram that connects the indicator with the variable. 
The following results of the first test of convergent validity test are presented in tabular 
form: Convergent validity test has a condition that the indicator must have a loading value 
greater than 0.5. While indicators that have values below 0.5 will be deleted. Based on the 
results of data processing, there is one item that value is below 0.5. Then the item is 
considered invalid and is deleted. After re-processed again and analyzed using an outer 
model evaluation, all items and indicators have a loading value greater than 0.5. So, the 
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researchers conclude that the results of the second test have met the requirements of the 
convergent validity test. 

 

5.1.2 Discriminant validity 

Discriminant validity is assessed based on cross-loading measurements with the constructs. 

If the correlation value between indicators and constructs is greater than the correlation 

value between other indicators and other constructs, then it shows that the latent construct 

predicts the size of the block better than the size of other blocks. If these conditions are met, 

then the indicator meets the requirements that exist in discriminant validity. From the 

results of cross loading, it appears that all indicators have met the discriminant validity 

requirements because the value of the indicator variable has the greatest value of the others, 

so this meets the discriminant validity requirements. 

 

5.1.3 Composite reliability 

Based on the results of the conducted test, all variables have composite reliability and 

Cronbach's alpha values greater than 0.6, so it can be said that each of the research 

variables has met the requirements of composite reliability and Cronbach's alpha. It can 

also be said that the variables above are reliable. 

5.2 The inner model evaluation 

The result of R square is 0.476 or 47.6 %. This shows that the diversity of the variables of 

e-service convenience, perceived value, and customer satisfaction can affect repurchase 

intention by 47.6 % 

The hypothesis testing in PLS is done by t-test analysis. The T-test is done by 

comparing the value of t-count (t-statistic) and the value of t-table at the level of error 

(margin of error) of α = 5 % or 1.96. The hypothesis can be accepted if the value of t-count 

is greater than the value of t-table, or in other words if the t-count > 1.96. With the 

smartPLS 3.0, the t-test is performed by doing the bootstrapping process. The result of the 

bootstrapping can be observed in Fig. 1. 
 

 

Fig. 1. The Bootstrapping result 
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5.3 Hypothesis test 
 

Table 1. Path coefficient, standart error, and t-statistic 

Hypothesis Original 

Sample (O) 

T Statistics 

(|O/STERR|) 

P Values Remark 

H1 Customer Satisfaction -> Repurchase 

Intention 

0.232 3.164 0.002 Accepted 

H2 Perceived Value -> Repurchase Intention 0.176 2.202 0.028 Accepted 

H3 E-Service Convenience -> Cutomer 

Satisfaction 

0.334 3.699 0.000 Accepted 

H4 E-Service Convenience ->Perceived 

Value 

0.105 0.819 0.413 Rejected 

H5 E-service Convenience -> Repurchase 

Intention 

0.531 7.097 0.000 Accepted 

 

The results of testing the hypothesis are as follows: 

Variable customer satisfaction has a significant impact on repurchase intention, because 

the T-Statistic value is 3.164 which means it is greater than 1.96. Thus, the hypothesis that 

reads "Customer satisfaction affects repurchase intention on fashion online shopping 

websites" can be accepted. 

The perceived value variable has a significant impact on repurchase intention because 

the T-Statistic value is 2.202 which means it is greater than 1.96. Thus, the hypothesis that 

reads "Perceived value influences repurchase intention on fashion online shopping 

websites" can be accepted. 

The e-service convenience variable has a significant effect on customer satisfaction 

because the T-Statistics value is 3.699 which means it is greater than 1.96. Thus, the 

hypothesis that reads "E-service convenience affects customer satisfaction on fashion 

online shopping websites" can be accepted. 

The e-service convenience variable has no significant effect on perceived value because 

the T-Statistic value is 0.819, which means it is smaller than 1.96. Thus, the hypothesis that 

reads "E-service convenience affects the perceived value of fashion online shopping 

websites" is rejected. 

The e-service convenience variable has a significant effect on repurchase intention 

because the T-statistic value is 7.097 which means it is greater than 1.96. Thus, the 

hypothesis which reads "E-service convenience has an effect on repurchase intention on 

fashion online shopping websites" can be accepted. 

6 Discussion 

6.1 The impact of e-service convenience to customer satisfaction 

The results obtained in this research indicate that the e-service convenience variable has a 

significant effect on customer satisfaction. This is due to the convenience that arises from 

shopping online goes up due to various reasons such as convenience in gaining access to 

products, convenience in transactions, convenience felt before and after online shopping. 

All forms of comfort provided in shopping online will cause satisfaction for consumers [6] 

Online shopping fashion websites can make it easier for consumers, especially consumers 

at the age of early adulthood. Consumers at this age want to get the product or item they 

want easily and quickly. With e-service convenience helping to attract consumers with the 

convenience of the services presented above, one of them is that consumers only need a 

little time to find the desired item. 
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6.2 The impact of customer satisfaction to repurchase intention 

The results obtained in this study indicate that the variable customer satisfaction has a 

significant effect on repurchase intention. Chen et al. in their study state that satisfied 

consumers will automatically intend to make a repurchase intention [7]. Satisfaction in this 

study is measured based on the feelings experienced by consumers during shopping 

activities and also based on the comparison between the expectations that consumers have 

of the product against the reality received. If consumer expectations for products and 

services are met, consumers will tend to feel satisfied and intend to buyback. The results 

show that consumers, especially at the age of early adulthood (18 yr to 40 yr), feel that the 

decision to buy goods on fashion online shopping websites is the right decision so that it 

can trigger consumers' desire to make repeat purchases on online fashion shopping 

websites. 

6.3 The impact of e-service convenience to repurchase intention 

In this research, it is found that the e-service convenience variable has a significant 

influence on repurchase intention. E-service convenience in this study is measured based on 

the speed of consumers to find the desired product, the ease of using online shopping 

websites, and the appearance of products that make it easy to choose. Consumers who shop 

online will more quickly find the items they want to buy, and besides that, in general, e-

commerce websites already have features that are user-friendly making it easier for 

consumers to use the website and learn about product appearance [3] 

6.4 The impact of e-service convenience to the perceived value 

The results obtained in this research indicate that the e-service convenience variable does 

not significantly influence the perceived value. Consumers who shop online will more 

quickly find the items they want to buy [19]. Besides that in general, e-commerce websites 

already have features that are user-friendly making it easier for consumers to use the 

website and learn about product appearance. Consumers will view that shopping online has 

a quality value because of the convenience and comfort experienced in shopping [3]. 

6.5 The impact of perceived value to repurchase intention 

The results obtained in this study indicate that perceived value has a significant effect on 

repurchase intention. Pham et al. in their research state that consumers who have 

understood that the value obtained by online shopping activities is better will tend to choose 

to buy back online either through a website that has been used or through a new website 

[3]. Characteristics of consumers who intend to repurchase products online are intentions 

that arise to continue to shop online, the intention to recommend websites that have been 

visited in online shopping to others, and the intention to make websites that have been 

visited as the first choice for shopping activities online in the future. 

7 Conclusion 

E-service convenience has a positive and significant impact on customer satisfaction. 

Customer Satisfaction has a positive and significant impact on repurchase intention. 

Similarly, perceived value has a positive and significant impact on repurchase intention. In 

this study, it is found that e-service convenience has a positive and significant impact on 

repurchase intention. Consumer comfort and customer satisfaction in shopping online play 
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an important role in repurchasing consumers. Online shopping fashion websites should 

further improve their services, facilities and products so that consumers who have already 

bought their products are more satisfied and, in the future, want to buy products that they 

have bought on the online shopping fashion website. Online shopping fashion websites 

should further improve services such as giving more choices and options for goods so that 

consumers can find the desired item more easily. 
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