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Abstract: This study explores the key determinants of online repurchase intentions in Indonesia's agricultural 

e-commerce sector using an exploratory sequential mixed-methods approach. The qualitative phase involved semi-

structured interviews with 21 experienced users whose insights were transformed into a structured questionnaire and

distributed to 320 respondents. Structural equation modeling was employed to validate a conceptual framework

consisting of four main constructs: Product Assurance, Service Reliability, Social Drivers, and Price and Promotion.

Product Assurance, which includes product quality, secure packaging, and certification, plays a critical role in

encouraging repeat purchase. Service Reliability, including seller responsiveness, delivery experience, and payment

convenience, ensures a smooth and dependable shopping experience. Social Drivers, reflecting peer influence,

community involvement, and narratives about product origins, enhance emotional connection and engagement. Price

and Promotion, which include fairness in pricing, special offers, and loyalty rewards, significantly influence

consumers’ motivation to repurchase. The final model demonstrated a good overall fit, confirming that all four

constructs had a significant and positive effect on repurchase intention. This study contributes to academic knowledge

by contextualizing digital consumer behavior within the agricultural sector of a developing economy. It also offers

practical implications for e-commerce platforms, agribusiness actors, and policymakers, aiming to enhance customer

retention, promote sustainable development, and support rural economic empowerment.
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Future research may extend the model to other regions and investigate the role of digital innovation in shaping 

consumer behavior. 

Keywords: Online Repurchase Intention; Agricultural E-Commerce; Mixed Methods; Structural Equation 

Modeling (SEM). 

探索印度尼西亚农业电子商务中线上复购意图的关键驱动因素：基于探索

性序贯混合方法的研究 

摘要：本研究采用探索性序贯混合方法，探讨印尼农业电子商务领域中线上重复购买意图的关键驱动因

素。研究首先通过 21 位有农业电商购物经验的用户进行半结构式访谈获取定性洞察，并进一步将其转化为

量化问卷，分发给 320名受访者，并通过结构方程模型（SEM）进行实证验证。研究提出一个概念性框架，

强调四个核心构面之间的动态关系：产品保障、服务可靠性、社会驱动因素，以及价格与促销。产品保障涵

盖产品质量、包装质量与认证等要素，共同增强消费者信心；服务可靠性包括响应速度、配送体验及支付便

利性，强调无缝服务体验；社会驱动因素包含社会影响、社区效应与产品故事，凸显口碑推荐与情感联结的

重要性；价格与促销反映价格公正、折扣活动及忠诚奖励，是提升客户保留率的关键策略。研究结果显示，

所构建的模型拟合度良好，四大构面对重复购买意图均具有显著正向影响。本研究在学术上推动了发展中国

家农业产品电商背景下的消费者重复购买行为的理解，同时为电商平台、农业企业及政策制定者提供了切实

可行的策略建议，以促进客户忠诚、可持续增长与经济赋能。未来研究可进一步将本模型扩展至其他地区或

国家，并结合新兴科技进行深化探讨。 

关键词：线上复购意图；农业电子商务；混合方法；结构方程模型（SEM） 

1. Introduction
Indonesia, as an agricultural country, has a long-

standing tradition of relying on the agricultural sector as 

a vital part of the economy. Agriculture in Indonesia 

plays a critical role in providing livelihoods for millions 

of people, contributing significantly to food production, 

employment, and poverty reduction in rural areas [1]. In 

recent years, Indonesia’s agricultural sector has seen a 

notable shift towards digitalization, with agricultural e-

commerce becoming an increasingly important part of 

the industry. This transition to e-commerce allows 

farmers and agricultural businesses to reach wider 

markets by offering products directly to consumers 

through digital platforms, thereby increasing market 

access and improving supply chain efficiency [2]. The 

growing integration of technology within agriculture not 

only enhances the competitiveness of Indonesian 

agricultural products but also supports the country's 

economic development by fostering innovation and 

market expansion [3].  

Among the various sectors that benefit from this 

digital shift, agricultural e-commerce stands out as a  

particularly innovative business model with significant 

potential to reshape the agricultural landscape. This 

model not only enhances market access for farmers, but 

also plays a crucial role in accelerating agricultural 

exports, boosting foreign exchange reserves, and 

stimulating rural economies [2]. Empirical evidence has 

consistently underscored the importance of agriculture 

as a vital sector for economic development, particularly 

in both developing and developed countries. In 

developing economies, agriculture remains a key 

contributor to the national GDP, rural employment, and 

poverty reduction [1].  

In the digital era, the agricultural sector faces 

challenges that hinder e-commerce’s full potential. High 

transaction costs driven by complex supply chains and 

inadequate digital infrastructure create barriers for 

smallholder farmers seeking access to larger markets 

[4]. Limited market access, particularly for farmers in 

remote areas, and the difficulty in reaching and engaging 

customers further complicate the situation [5,3]. These 
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challenges highlight the obstacles that must be 

addressed for agricultural e-commerce to succeed in 

emerging economies, such as Indonesia.  

Online repurchase intention is the likelihood 

that customers will make repeat purchases from an e-

commerce platform, and has been widely studied in 

various industries. However, little research has focused 

on the drivers of repurchase intention in the context of 

agricultural e-commerce, especially in developing 

countries, such as Indonesia. Given the unique nature of 

agricultural products, which are often perishable, 

seasonal, and subject to quality variability, the factors 

that influence online repurchase intentions in this sector 

may differ from those in traditional e-commerce. 

Understanding these factors is essential for 

platform operators, who strive to enhance customer 

retention in an increasingly competitive and fast-

evolving market. By uncovering the critical elements 

that shape consumers' decisions to repurchase 

agricultural products online, this research provides 

valuable insights into how businesses can effectively 

engage their customers, enhance customer satisfaction, 

and ultimately improve their long-term performance. In 

addition, this study offers actionable recommendations 

that can help shape public policies and private sector 

initiatives, ultimately contributing to the long-term 

development of a more efficient and customer-centric 

agricultural e-commerce environment. By aligning 

platform practices with consumers’ needs and 

expectations, this study aims to foster an environment in 

which e-commerce can become a key driver of 

economic growth, rural development, and food security 

in Indonesia. 

The purpose of this study is to examine the key 

factors influencing consumers’ repurchase intentions on 

Indonesian agricultural e-commerce platforms. 

Specifically, this study addresses the following 

question: What are the primary drivers that shape 

consumers’ willingness to repurchase agricultural 

products online, and how do these drivers interact within 

a comprehensive structural model?. These findings are 

significant for both theory and practice. They contribute 

to consumer behavior literature by clarifying the 

mechanisms through which assurance fosters trust and 

loyalty. In addition, they provide actionable insights for 

e-commerce platforms, marketers, and policymakers to

enhance sustainable agricultural commerce in emerging

markets.

2. Literature Review
2.1  Indonesia’s E-Commerce Ecosystem

E-commerce refers to buying, selling, and

marketing activities conducted electronically through 

internet networks [6]. It is a critical component of the 

global digital economy, especially in Indonesia, because 

of its significant contribution to economic growth and 

facilitation of online business transactions [7]. In 

addition to streamlining commercial activities, e-

commerce transaction values have been shown to 

positively influence long-term economic growth. 

Moreover, the expansion of e-commerce stimulates 

innovation and technological advancement, both of 

which play key roles in accelerating overall economic 

development. [8].  

In Indonesia, E-Commerce has a vast market, 

with a population of approximately 276 million. Various 

studies have also shown that the gross transaction value 

of the e-commerce sector in Indonesia reached USD 62 

billion in 2023, representing 75.6% of the total gross 

transaction value of Indonesia's digital economy. 

Although E-Commerce in Indonesia has developed 

rapidly, several challenges and issues still need to be 

considered, such as complex regulations, data privacy 

concerns, and a more robust physical infrastructure. The 

implementation of solid and transparent data protection 

systems must protect consumers’ data privacy. Blibli, 

Bukalapak, Lazada, Shopee, and Tokopedia are 

examples of e-commerce popular in Indonesia. Each e-

commerce platform has its own advantages and 

disadvantages, and has an adequate security system. E-

commerce makes it easier for buyers to buy products 

without leaving the house, making it easier for sellers to 

market their products throughout Indonesia [9].  

2.2  The Emergence of Agricultural E-Commerce in 

Indonesia 

Agricultural e-commerce in Indonesia has 

experienced significant growth driven by both 

government and private sector initiatives. The Ministry 

of Agriculture, through the Food Security Agency 

(BKP), launched the Toko Tani Indonesia (TTI) 

program in 2018 to facilitate farmers' market access 

and stabilize food prices through digital platforms [10]. 

Additionally, private platforms such as SayurBox, 

TaniHub, and iGrow play an important role in 

connecting farmers directly with consumers [11].  

The utilization of e-commerce in agricultural 

marketing presents a wide array of significant 

advantages, as evidenced by numerous studies on e-

commerce in general. In the specific context of 

agriculture, the adoption of digital platforms has 

considerable potential to enhance operational 

efficiency, streamline marketing processes, and expand 

the market reach for agricultural stakeholders, 

including farmers, cooperatives, and agribusiness 

enterprises. Through digital integration, agricultural e-

commerce enables producers to connect directly with 

consumers, reduce dependency on intermediaries, and 

access wider consumer segments beyond traditional 

local markets [12].  
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Table 1.  Overview of agricultural e-commerce in 

Indonesia 

Name of 

company 

Digital 

technology 

used 

Brief information 

of company 

Gojek (GoFood), 

Grab (GrabFood), 

Traveloka 

(Traveloka Eats) and 

Shopee 

(ShopeeFood) 

Smartphone 

(app) 

These platforms 

facilitate food ordering 

and delivery from 

selected vendors via 

smartphone, eliminating 

the need for consumer 

presence. 

Warung Pangan and 

Shopify (Food and 

Beverages E- 

commerce) 

Mobile apps, 

website, and 

cloud 

These platforms 

allow agricultural 

stakeholders to 

market their products 

online through 

websites and digital 

channels. 

TaniHub, Chilibeli, 

Agromaret, 

limakilo, Panen ID, 

Pasarnow, 

Panenfresh, kedai 

sayur  and Eden 

Farm 

Mobile apps 

and android, 

iOS, and 

website 

These online 

marketplaces 

streamline 

agricultural trade by 

connecting farmers 

and producers with 

retailers, 

wholesalers, and 

consumers through 

digital technology. 

Moreover, e-commerce offers the agricultural 

sector a strategic pathway for improving product 

competitiveness by facilitating real-time access to 

market information, price comparisons, and consumer 

trends. This increased transparency helps create a more 

equitable trading environment, in which both producers 

and buyers benefit from clearer pricing structures and 

reduced information asymmetry. The development of 

e-commerce in agriculture is not only instrumental in

broadening market coverage, but also in strengthening

product visibility, building trust through verified digital

transactions, and supporting data-driven decision-

making. In this modern era, where digital connectivity

increasingly shapes economic dynamics, e-commerce’s

role in transforming traditional agricultural marketing

practices is both timely and necessary for sustainable

rural development [12].

2.3  Online Repurchase Intention: A Gap in 

Literature 

Repurchase intention refers to a customer’s 

repeated behavior of purchasing products or services 

from the same store where they previously had a buying 

experience [13]. It reflects the expectation of receiving 

the same or greater value from an online brand, along 

with the desire to purchase the brand’s products or 

services [14]. Continuous purchase intention, 

particularly in the context of online shopping 

platforms, involves consumers’ ongoing use and 

repurchase behavior. In general, repurchase intention 

implies that consumers are willing to buy products or 

services from the same company based on their 

previous satisfaction [16].  

Most existing studies have focused on the factors 

influencing consumers' purchase intentions; however, 

there is a clear lack of research examining consumers' 

repurchase intentions, specifically in relation to 

agricultural products within the e-commerce context, 

an area that warrants greater academic attention due to 

the unique characteristics of agriculture [17,18,19]. 

Furthermore, repurchase intention has been extensively 

studied across various product categories; however, 

research on agricultural products remains limited. This 

is noteworthy because agricultural products have 

significantly different characteristics than other goods, 

such as perishability, seasonality, and variability in 

quality, which may influence consumer repurchase 

behavior in unique ways [20,21]. Therefore, 

understanding repurchase intentions, specifically in the 

context of agricultural products, is essential for 

developing effective marketing strategies in this sector. 

To gain a deeper understanding of repurchase 

behavior in this context, this study also examines 

several well-established theoretical frameworks, 

namely the Expectation-Confirmation Theory (ECT), 

DeLone and McLean IS Success Model, and the 

Theory of Planned Behavior (TPB). These theories 

serve as analytical lenses to understand how consumer 

decisions are formed and evaluate the extent to which 

existing constructs can explain repurchase intention in 

the domain of agricultural e-commerce. ECT posits that 

satisfaction and repurchase behavior result from the 

confirmation of initial expectations, and constructs 

such as product assurance and service reliability may 

influence this confirmation process. The IS Success 

Model highlights the importance of system and service 

quality in shaping user satisfaction and continued use 

factors that are particularly relevant in agricultural e-

commerce, where digital infrastructure and delivery 

performance are key determinants of customer loyalty. 

Meanwhile, the TPB asserts that behavioral intention is 

influenced by attitude, subjective norms, and perceived 

behavioral control.  

This study explored the concept of social drivers 

as an expanded interpretation of subjective norms, 

reflecting the influence of peer recommendations, user 

reviews, and digital community trust. Through a 

mixed-methods approach, this study aims not only to 

assess the applicability of existing theories within the 

context of online agricultural markets but also to 

develop a new conceptual model that captures context-

specific variables and emergent constructs grounded in 

empirical data. This dual objective enables both 

theoretical reflection and model advancement, offering 

a more comprehensive contribution to the 

understanding of repurchase intentions in digital 

agricultural commerce. 
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3. Methodology and Data Analysis
An exploratory sequential mixed-methods 

design, consisting of three primary phases, was 

employed to address the research questions. The first 

phase involved qualitative exploration of the key 

factors influencing online repurchase intention. In the 

second phase, the qualitative findings are 

systematically translated into a structured questionnaire 

during the instrument development stage.  

Finally, in the third phase, quantitative data 

were collected and analyzed to validate and generalize 

the initial findings. This mixed-methods approach was 

adopted to obtain a comprehensive understanding and 

empirical validation of the determinants of online 

repurchase intentions within the context of Indonesian 

agricultural e-commerce. 

Figure 1. Exploratory sequential mixed-methods 

design [22] 

3.1 Qualitative study 

3.1.1 Data collection and sample 

This study focuses on individual consumers in 

Indonesia who purchase agricultural products through 

e-commerce platforms. This selection was based on

several considerations. First, agricultural products are

perishable and credence-based, making issues such as

product assurance and service reliability particularly

critical compared with other product categories.

Second, Indonesia provides a relevant context owing to

the rapid growth of digital commerce and the

increasing integration of agricultural supply chains into

online marketplaces. This selection approach allows

the study to capture diverse consumer experiences

while maintaining alignment with the research

objectives.

The qualitative phase involved in-depth semi-

structured interviews with 21 participants who had 

experience purchasing agricultural products through e-

commerce platforms in Indonesia. distribution of the 21 

interview participants according to their recruitment 

sources, which encompassed social media platforms, 

chain referrals, e-commerce user communities, and 

researchers’ personal and academic networks. The use 

of participant referrals was particularly effective, as it 

not only facilitated access to new respondents, but also 

contributed to building trust and credibility.  

3.1.2 Coding Analysis 

A grounded theory approach was employed to 

analyze the qualitative data through a systematic process 

comprising open coding, axial coding, and selective 

coding. This iterative procedure facilitated the 

emergence of key themes and dimensions that 

influenced online repurchase intentions. One major 

construct was Product Assurance, which consists of 

three components: Product Quality, Packaging Quality, 

and Product Certification. Similarly, Service Reliability 

includes Responsiveness, Shipping Experience, and 

Payment Convenience. The construct of Social Drivers 

encompasses social influence, Community Impact, and 

product storytelling, reflecting both peer influence and 

emotional engagement. Finally, Price and Promotion 

emerged as significant factors, comprising Pricing 

Fairness, Discounts and Promotions, and Rewards and 

Loyalty programmes. 

3.2  Research Model and Hypotheses 

The theoretical framework and corresponding 

hypotheses were developed based on the insights 

derived from the qualitative findings. Each theme 

identified through coding was translated into 

measurable constructs, which formed the basis of the 

conceptual model to be tested in the quantitative phase. 

This ensured that the model was grounded in empirical 

realities and supported by relevant literature. 

3.2.2 Effect of Product Assurance on Online 

Repurchase Intention 

Product Assurance refers to consumers’ 

perceptions of the credibility, quality, and safety of 

agricultural products sold via e-commerce platforms. It 

encompasses product freshness and condition upon 

arrival, visual and physical quality of packaging, and 

presence of formal certifications (e.g., halal, organic, or 

food safety labels). These elements reduce the perceived 

risk and play a vital role in building trust and confidence 

in online repurchase decisions. Based on qualitative 

data, key dimensions of Product Assurance include (1) 

Product Quality, which refers to attributes such as 

freshness, ripeness, and the accuracy of product 

descriptions; (2) Packaging Quality, which encompasses 

the use of secure, professional packaging, and 

appropriate food labelling; and (3) Product Certification, 

characterized by the presence of recognized food safety 

and ethical standards. A product is expected to meet or 

even exceed consumer expectations to ensure 

satisfaction and fulfil their needs [23]. For example, in 

the context of online food purchases, consumers develop 

expectations about taste and flavor based on the 

information provided on the website. They then 

evaluated product attributes, such as flavor, portion size, 

and freshness upon receipt. Only when these 
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characteristics align with their expectations will they 

feel satisfied and consider the online retailer trustworthy 

[24].   

Another critical aspect of product assurance is 

packaging. The material used in packaging not only 

protects the product from damage or loss but also 

influences consumer perception. High-quality 

packaging materials are more attractive to consumers 

than lower-quality alternatives [25]. Packaging also 

serves as a key marketing tool, providing essential 

product information such as origin, production date, 

ingredients, and usage instructions. Research indicates 

that packaging elements are among the most influential 

factors in consumer purchasing decisions. Many 

producers prefer to use informative packaging as a cost-

effective promotional strategy instead of investing in 

expensive advertisements [25]. For certain products 

such as fresh food, packaging plays an even more critical 

role as it must maintain freshness and safety during 

distribution [24].  

In terms of product certification, halal labelling 

has become an important assurance element, especially 

in Indonesia, which has the largest Muslim population 

in the world. In this context, halal certification is a 

government-mandated requirement for products to bear 

halal labels, ensuring compliance with Islamic dietary 

laws [26]. Therefore, this study proposes the following 

hypothesis to assess the role of product assurance in 

driving repeat purchasing intentions in an online 

context:  

H1: Product assurance positively influences online 

repurchase intention. 

3.2.2 Effect of Social Drivers on Online Repurchase 

Intention 

Social Drivers encompass the impact of 

interpersonal relationships and community-oriented 

factors on consumers’ repurchase decisions. These 

factors include informal endorsements from social 

influence, community impact, and product storytelling. 

The social context in which a product is situated often 

strengthens consumers’ sense of identity and shared 

purpose, thereby fostering continued patronage.  

Based on qualitative findings, the key 

dimensions of Social Drivers can be delineated into 

three primary components: (1) Social Influence, which 

encompasses advice or recommendations from trusted 

individuals, such as family, peers, or online 

communities, and their role in shaping consumer trust 

and confidence; (2) Community Impact, which refers to 

the consumer’s intrinsic motivation to support local 

farmers, encourage ethical agricultural practices, and 

contribute to the sustainability of local food systems; 

and (3) Product Storytelling, which highlights narratives 

about the origin, background, and ethical values of the 

product, fostering emotional connections, and 

reinforcing brand loyalty. 

Reading online reviews has become an 

ingrained habit for most online consumers, emphasizing 

the important role of reviews as informational cues for 

evaluating product quality and performance [31]. In line 

with this, both product ratings and online consumer 

reviews have been found to exert a positive and 

significant influence on purchase intentions [32]. 

Moreover, online consumer reviews and emotional 

connections significantly impact repurchase intentions. 

This suggests that user-generated content not only 

influences initial purchase decisions but also plays a 

crucial role in maintaining customer engagement and 

encouraging repeat transactions [33]. Experimental 

studies also demonstrate that community 

recommendations and peer influence reduce perceived 

uncertainty, making consumers more confident in 

product evaluation and decision making [58]. 

Additionally, product storytelling, which emphasizes 

authenticity, emotional connection, and clear usage 

narratives, has been proven to enhance online customer 

experience and shape consumer perceptions of product 

competence [59]. Together, these social drivers play a 

central role in reinforcing online product assurance in 

digital commercial environments. Therefore, this study 

proposes the following hypothesis to assess Social 

Drivers driving repeat purchasing intention in an online 

context: 

H2: Social Drivers positively influences online 

repurchase intention. 

H3: Social Drivers positively influences online product 

assurance. 

3.2.3 Effect of Service Reliability on Online Repurchase 

Intention 

Service Reliability refers to the perceived 

functional consistency and dependability of both the e-

commerce platform and the seller in facilitating a 

seamless and trustworthy online shopping experience. 

This construct encompasses several critical elements, 

including prompt and effective communication, timely 

resolution of issues, adherence to promised delivery 

schedules, and availability of user-friendly and secure 

payment mechanisms. Collectively, these components 

shape consumers’ perceptions of operational reliability, 

which, in turn, plays a pivotal role in influencing their 

intention to engage in repeat purchases.   

Drawing from qualitative data, the key 

dimensions of Service Reliability can be delineated into 

three primary components: (1) responsiveness, defined 

as the speed and helpfulness of seller or platform 

communication in addressing customer inquiries or 

concerns; (2) Shipping Experience, which reflects the 

punctuality and condition of product delivery, 

particularly the assurance of damage-free arrivals; and 

(3) Payment Convenience, which refers to the

accessibility of flexible, efficient, and secure payment

options. These dimensions collectively contribute to



Journal of Hunan University (Natural Sciences）  Vol. 52 No. 9, September 2025 

Page | 32 

shaping consumers’ perceptions of reliability in the 

context of agricultural e-commerce. 

Responsiveness has been found to have a 

significant positive impact on repurchase intention [27]. 

One way companies enhance responsiveness is through 

24/7 customer support via mobile applications, which 

enables them to address customer concerns efficiently 

and with minimal effort. This, in turn, helps to foster 

continued patronage [28]. In addition, on-time product 

delivery plays a crucial role in influencing consumers' 

repeat purchase decisions [29]. Furthermore, ease of 

payment is another important factor contributing to user 

satisfaction, particularly in food delivery applications. It 

shapes customers' perceptions of convenience and safety 

when placing orders online, thereby enhancing their 

overall experience and increasing their likelihood of 

repurchase [30]. Therefore, this study proposes the 

following hypothesis to assess Service Reliability in 

driving repeat purchasing intentions in an online 

context: 

H4: Service Reliability positively influences online 

repurchase intention. 

3.2.4 Effect of Price and Promotion on Online 

Repurchase Intention 

Price and promotion reflect consumers’ 

sensitivity to costs and responsiveness to incentive 

structures in repurchase decisions. This factor includes 

the appeal of competitive pricing compared to 

traditional markets, the influence of promotional offers, 

such as discounts and bundled deals, and the role of 

loyalty programs in encouraging repeat purchases. 

Together, these elements enhance the perceived value of 

the transaction and strengthen consumers’ intentions to 

repurchase agricultural products through online 

platforms. 

The key dimensions derived from qualitative 

data include (1) Pricing Fairness, which pertains to the 

relative competitiveness of product pricing in 

comparison to traditional offline market channels; (2) 

Discounts and Promotions, which encompass 

strategically timed offers or bundled packages intended 

to enhance the attractiveness of the product and 

stimulate consumer purchasing intention; and (3) 

Rewards and Loyalty, which involve the provision of 

tangible incentives, such as points or exclusive benefits, 

aimed at encouraging repeat purchases and fostering 

long-term customer loyalty. 

Online shoppers benefit from greater access to 

information and a wide selection of competitively priced 

products and services, which reinforces their intention to 

repurchase from trusted platforms [34]. Repurchase 

intention is significantly influenced by price, suggesting 

that perceived price fairness and affordability can 

directly enhance consumer loyalty and repeat purchases 

[35]. Promotional programs, such as price discounts, 

free shipping vouchers, cashback schemes, and 

interactive features have a strong impact on repurchase 

intention [36]. Price and promotion influence product 

assurance, because fair pricing and attractive 

promotional offers give consumers a clear signal of 

product value and seller credibility. When prices are 

transparent and promotions are relevant, consumers feel 

more certain that a product is genuine and worth 

purchasing. Effective pricing and promotion strategies 

reduce doubts and increase confidence in product 

quality [60,61]. Therefore, this study proposes the 

following hypothesis to assess the role of Price and 

Promotion in driving repeat purchasing intentions in an 

online context:  

H5: Price and Promotion positively influences online 

repurchase intention. 

H6: Price and Promotion positively influences product 

assurance. 

To gain a deeper understanding of the key 

drivers of online repurchase intention in the context of 

Indonesian agricultural e-commerce, this study proposes 

a conceptual model that outlines the relationships 

between the core constructs. The hypotheses developed 

from this model are illustrated in Figure 2. 

Figure 2. A proposed conceptual model from a 

qualitative phase 

Source: Developed by the authors 

3.3 Quantitative study 

3.3.2 Data collection and sample 
A structured questionnaire was developed and 

distributed to a large sample of Indonesian e-commerce 

users who had previously purchased agricultural 

products online. Data were collected using an online 

survey platform. The determination of an appropriate 

sample size referred to the "20-times rule," which is 

strongly recommended [37]. Based on these guidelines, 

a minimum of 300 participants were required. To 

ensure the reliability of the results and obtain a 

statistically meaningful representation, the survey was 

ultimately administered to 320 participants who had 

previously engaged in online purchases of agricultural 

products in Indonesia, thereby meeting the minimum 

sample size requirement. 

3.3.3 The Development of Research Instrument 

A structured questionnaire was the primary 

instrument for collecting the research data, which was 
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later subjected to statistical analysis. The questionnaire 

was carefully designed for clarity and brevity to ensure 

a high response rate. At the beginning of the survey, 

participants were informed of the research objectives 

and ethical considerations, including the confidentiality 

of responses and the voluntary nature of participation. 

The measurement items were adapted from 

validated scales and refined on the basis of qualitative 

insights and expert feedback. Each construct was 

measured using multiple items on a 5-point Likert scale 

ranging from “strongly disagree” (1) to “strongly 

agree” (5).  

The questionnaire comprised 49 questions, 

divided into two sections. The first section measured 

online repurchase intention in the context of 

agricultural e-commerce in Indonesia, while the second 

section collected demographic information about the 

respondents. Of the 49 questions, 46 were developed 

based on the qualitative findings and further refined 

through expert input and relevant previous research. 

These questions were grouped into 15 categories, each 

representing an observed variable: Product Quality 

(PQ), Packaging Quality (PACQ), Product 

Certification (PC), responsiveness (R), Shipping 

Experience (SE), Payment Convenience (PCO), Social 

Influence (SI), Community Impact (CI), Product 

Storytelling (PS), Pricing Fairness (PF), Discounts and 

Promotions (DP), Rewards and Loyalty (RL), future 

repurchase plans (FRP), Customer Affinity (CA), and 

Willingness to Recommend (WR). The remaining three 

questions focused on respondents’ characteristics. 

The constructs, dimensions, and items are 

presented in the appendix.  
3.3.4 Research Validity / Reliability 

A pilot test was conducted before the main data 

collection to evaluate the reliability of the instrument. 

The results showed a high level of internal consistency, 

with a Cronbach’s alpha of 0.952, confirming the 

instrument’s reliability. 

3.3.5 Data analysis  

In the quantitative phase of this study, the 

researcher used Structural Equation Modeling (SEM) 

to assess the theoretical model established during the 

qualitative phase. SEM integrates factor analysis and 

multiple regression, offering researchers a robust 

approach for exploring the direct and indirect 

relationships among variables within the conceptual 

framework [38]. In this research, IBM AMOS version 

29 was chosen as the tool, with a specific emphasis on 

critical statistical values.  

4 . Results and Discussion 
4.1 Descriptive Statistics 

The descriptive profiles of the survey 

respondents indicated that the largest age group was 

between 30 and 39 years, comprising 47.8% of the 

sample, followed by those aged 20–29 years (37.5%). 

In terms of educational attainment, the majority of 

respondents possessed a bachelor’s degree (56.3%), 

25.3% held a master’s degree, 15.9% completed Senior 

High School, and 2.5% attained a doctoral degree. 

Regarding online shopping frequency, 42.2% of the 

participants reported shopping online five to nine times 

per month, 40.6% shopped between one and four times, 

and 17.2% engaged in online shopping 10 times or 

more monthly. 

The results of the survey indicated that all 320 

respondents completed all survey questions. The five-

point Likert scale used to evaluate the responses 

produced a mean value range between 4.16 and 4.49. 

The lowest value was obtained for question CA1, 

whereas the highest value was obtained for questions 

PQ1 and PACQ1. The consistent and high level of 

participation of all 320 respondents highlights the 

importance of the survey’s questions to the study 

participants. The relatively high mean values suggest 

that participants found the questions relevant and 

meaningful, particularly for PQ1 and PACQ1. 

Conversely, the low mean value for CA1 suggests that 

this question may have been perceived as less 

significant or less relevant to participants. 

4.2 Analysis of Structural Model 

Loading Factors, Average Variance Extracted 

(AVE), and Composite Reliability (CR) were used to 

assess the validity and reliability of the model [62]. All 

indicator-maintained loading factors were > 0.7, 

confirming strong reliability. Furthermore, AVE values 

exceeded the 0.5 threshold, supporting convergent 

validity by demonstrating that each construct explains 

a sufficient amount of variance in its indicators [60]. 

The results indicated that all items met the required 

thresholds and were considered valid based on their 

loading factor values. 

The AVE values for Product Assurance, 

Service Reliability, Social Drivers, Price and 

Promotion, and Repurchase Intention all exceed the 0.5 

threshold. Likewise, their Composite Reliability (CR) 

values were above 0.7, indicating strong convergent 

validity and internal consistency. Furthermore, the 

dimensions of Product Quality (PQ), Packaging 

Quality (PACQ), Product Certification (PC), 

Responsiveness (R), Shipping Experience (SE), 

Payment Convenience (PCO), Social Influence (SI), 

Community Impact (CI), Product Storytelling (PS), 

Pricing Fairness (PF), Discounts and Promotions (DP), 

Rewards and Loyalty (RL), Future Repurchase Plan 

(FRP), Customer Affinity (CA), and Willingness to 

Recommend (WR) also exhibit AVE values above 0.5. 

In terms of CR, all of these dimensions likewise exceed 

the 0.7 threshold, confirming the reliability of each 

construct. 
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The next step presents the results of the 

structural model analysis based on the qualitative-

derived model using the AMOS software. The chi-

square value was not statistically significant at the 0.05 

level, with a relative chi-square (χ²/df) of 0.76. The 

goodness-of-fit indicators also demonstrated 

satisfactory values (GFI = 0.937, AGFI = 0.915, RMR 

= 0.18, and RMSEA = 0.000). These results indicate a 

good fit between the model and the empirical data, 

providing support for the adequacy of the model [39]. 

Figure 3. Standardized estimates result of the 

Structural Equation Modeling, using AMOS 

Graphics. 

Source: Developed by the authors 

In conclusion, the model developed from the 

qualitative phase demonstrates that online repurchase 

intention for agricultural products on Indonesia’s e-

commerce platforms is influenced by the weighted 

contribution of each observed variable. These findings 

indicate that the model provides a reliable and valid 

framework for assessing online repurchase intentions 

in this context. Furthermore, the structural model 

derived from the qualitative phase was validated 

through the assessment of various statistical indicators, 

thereby confirming the theoretical soundness and 

empirical adequacy of the proposed framework. 

Table 3 presents the regression weights, which 

indicate a significant influence of online repurchase 

intentions. The variables of product assurance, service 

reliability, social drivers, price, and promotion were 

found to have a significant impact on online repurchase 

intention for agricultural products on Indonesia's e-

commerce platforms. 

H1: There is a positive and significant 

relationship between Product Assurance and Online 

Repurchase Intention for agricultural products on e-

commerce platforms (β = 0.648, p = 0.004), with a 

critical ratio (C.R.) of 2.885. This indicates a 

statistically significant relationship at the 0.05 level. 

The probability of obtaining a critical ratio as large as 

2.885 in absolute value was 0.004, meaning that the 

regression weight for Product Assurance was 

significantly different from zero at the 0.05 

significance level (two-tailed). These results support 

the hypothesis that perceived product assurance 

positively influences consumers’ intentions to 

repurchase. 

H2: There is a positive significant difference 

between Social Drivers and Online Repurchase 

Intention (β = .413, p = .005), with a critical ratio of 

2.836 and a, confirming statistical significance at the 

two-tailed level (two-tailed). These results indicate that 

Social Drivers contribute meaningfully and positively 

to the variance in Online Repurchase Intention. The 

statistical strength of this relationship highlights the 

relevance of Social Drivers as key influencing factors 

in the structural model. This evidence supports the 

hypothesis that consumers’ repeated purchase 

intentions are significantly shaped by social-related 

variables, as captured in this study. 

H3: The path from Social Drivers to Product 

Assurance was found to be positive and statistically 

significant (β = 0.609, p = 0.010), with a critical ratio 

(C.R.) of 2.567, indicating statistical significance at the 

0.05 level. This result confirms that Social Drivers 

positively and significantly influence Product 

Assurance. 

H4: There is a significant relationship between 

Service Reliability and Online Repurchase Intention 

for agricultural products on e-commerce platforms (β = 

0.570, p = 0.025), which is statistically significant at 

the 0.05 level (two-tailed). These results confirm that 

Service Reliability exerts a positive and significant 

influence on consumers’ intention to repurchase 

agricultural products online. The strength of this 

relationship demonstrates that the perception of 

reliability of services plays a substantial role in shaping 

consumers' continued use of e-commerce for 

agricultural product purchases. This evidence supports 

the inclusion of Service Reliability as a key construct 

within the tested structural model. 
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Table 3.   Relative influence of items (Regression Weights) 

Hypotheses Estimate S.E. 
C.R

(t-value) 
P-value Significant 

H1: Online 

Repurchase 

Intention 

<--- Product 

Assurance 
.648 .225 2.885 .004* Supported 

H2: Online 

Repurchase 

Intention 

<--- Social 

Drivers 
.570 .254 2.241 .025* Supported 

H3: Product 

Assurance 

<--- Social 

Drivers 
.609 .222 2.567 .010* Supported 

H4: Online 

Repurchase 

Intention 

<--- Service 

Reliability 
.413 .145 2.836 .005* Supported 

H5: Online 

Repurchase 

Intention 

<--- Price  

Promotion 
.469 .257 1.988 .048* Supported 

H6: Product 

Assurance 

<--- Price  

Promotion 
.421 .135 2.236 .022* Supported 

  Note. * p<0.05

H5: A significant relationship was found 

between Price and Promotion to Online Repurchase 

Intention (β = 0.469, p = 0.048), with a critical ratio 

(C.R.) of 1.988 This demonstrates that Price and 

Promotion have a significant impact on Online 

Repurchase Intention at the 0.05 level (two-tailed). 

This implies that competitive pricing strategies, 

combined with effective promotional campaigns, can 

positively influence consumers’ decisions to make 

repeat purchases. Price sensitivity and perceived value 

are key considerations in consumers’ online shopping 

experiences.    

H6: The path from Price and Promotion to 

Product Assurance was found to be positive and 

statistically significant (β = 0.421, p =0.022), with a 

critical ratio (C.R.) of 2.236, indicating statistical 

significance at the level of 0.05. This finding suggests 

that pricing strategies, such as fairness, affordability, 

and transparency, combined with effective promotional 

efforts, including discounts, loyalty rewards, and 

bundled offerings, can enhance consumers’ perception 

of product assurance. When customers perceive that 

prices are reasonable and promotional activities are 

beneficial and relevant, they increase their confidence 

in a product's quality and reliability. This strengthens 

their trust in the platform and encourages future 

repurchase behavior in agricultural e-commerce 

environments. 

In summary, the quantitative findings provide 

a comprehensive understanding of the multifaceted 

factors influencing online repurchase intention in the 

context of e-commerce of agricultural products in 

Indonesia. 

4.4 Discussion 

This study reveals a positive and significant 

relationship between Product Assurance and Online 

Repurchase Intention for agricultural products on e-

commerce platforms. Consumers demonstrate a greater 

likelihood of repurchasing when agricultural products 

consistently meet quality expectations, particularly in 

terms of freshness, alignment with product 

descriptions, and ripeness. Proper packaging, including 

clean and secure presentation along with harvest and 

expiration date labelling, further strengthens consumer 

trust. Additionally, valid certifications, such as halal, 

organic, or official food safety endorsements, serve as 

credible indicators that reinforce the perceived 

reliability of the product, thereby enhancing repurchase 

intention.  

Previous studies have underscored the critical 

role of product quality in shaping consumer repurchase 

behavior. Consumers consistently seek high-quality 

products, and improvements in product quality increase 

the likelihood of repeat purchases [40]. Product quality 

significantly contributes to consumers’ repurchase 

decisions, and higher product quality is positively 

associated with customer satisfaction [41,42]. 

Packaging functions as a communication tool between 

producers and consumers, incorporating both visual 

and informational elements that influence emotional 

and cognitive responses [43]. Informational content, 

including written and material cues, supports 

consumers’ rational decision-making processes [44]. 

Certification also reduces perceived risk and facilitates 

quality assessment, while simultaneously supporting 

farmer income and market access. 
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The study further demonstrates a significant 

positive relationship between Service Reliability and 

Online Repurchase Intention. When consumers 

perceive that e-commerce services are responsive, offer 

timely shipping, and provide convenient and secure 

payment processes, the likelihood of repeat purchase 

increases. These service dimensions play a vital role in 

building consumer confidence and fostering long-term 

loyalty, particularly in digital agricultural commerce in 

emerging markets, where reliable logistics and service 

assurance serve as key differentiators. Ensuring timely 

and consistent delivery remains a pressing challenge 

for e-commerce providers in developing countries. The 

availability of express delivery options has a critical 

impact on customer satisfaction and repurchase 

intentions. Conversely, delivery delays can negatively 

affect consumers’ emotional states and values [45,46]. 

Another important determinant of online 

repurchase intention for agricultural products in 

Indonesian e-commerce is Social Drivers. Social 

influences such as peer recommendations, product 

ratings, and positive word-of-mouth significantly shape 

consumer intentions. These findings support the 

effectiveness of digital word-of-mouth and user 

reviews in encouraging repurchase behavior. Rating 

systems in online marketplaces, such as star-based 

evaluations, provide a useful benchmark for seller 

reputation, and user-generated reviews reflect 

consumers' overall assessments of product quality and 

services [47,48]. Online customer reviews are 

particularly valuable owing to their capacity to inform 

and persuade prospective buyers. These reviews 

significantly influence consumers’ perceptions and 

purchase decisions. Beyond individual peer influence, 

the broader impact of online communities is 

increasingly shaping consumer behavior in the context 

of agricultural e-commerce [49,50,51]. Consumers 

increasingly prefer to support local farmers and 

contribute to the resilience of local economies, 

reinforcing the social value attached to their purchases. 

This sense of community involvement enhances trust 

and loyalty, beyond individual transactions. Moreover, 

product storytelling has emerged as a powerful 

marketing tool to deepen emotional engagement. 

Narratives about product origin, the background of 

producers, and sustainable farming practices help to 

create a meaningful connection between consumers 

and the products they buy. By sharing authentic stories, 

sellers can foster long-term relationships and 

strengthen consumer commitment in the digital 

agricultural marketplace. 

In the Indonesian context, social values also 

influence consumers’ intentions. A segment of 

consumers is motivated not solely by personal benefits, 

but also by the desire to contribute to the local 

economy. A sense of nationalism and pride in local 

products fosters consumer intention to support local 

producers and enhances community-based economic 

resilience [52]. Moreover, consumers tend to develop 

deeper emotional connections with brands that 

integrate storytelling into messaging. Story-based 

branding enhances engagement and is perceived as 

more credible when delivered through structured 

authentic narratives [53,54]. 

Price and promotions are key determinants of 

repeat purchases. Factors such as pricing fairness, 

discounts, promotional offers, and loyalty rewards 

significantly influence consumers’ repurchase 

decisions. Customers tend to feel valued when they 

receive exclusive treatment, which strengthens brand 

loyalty. Price has a notable impact on purchase 

decisions, particularly when it is perceived as 

affordable and aligns with product value [55]. Pricing 

plays a significant role in shaping purchase intentions, 

with strategies such as free shipping and discounts 

contributing to higher perceived value and fostering 

repeat purchase behavior [45,56]. Receiving discounts 

often creates a sense of preferential treatment, 

reinforcing customer appreciation and fostering 

loyalty. Building on this, exclusive benefits strengthen 

relational commitment and mitigate brand-switching 

tendencies, ultimately supporting sustained long-term 

customer engagement [57]. 

4.4.1 The Mediating Role of Product Assurance: 

Insights from Social Drivers and Price & Promotion 

The results also indicate that social validation, 

such as a large number of positive reviews and 

endorsements from the community, serves as a 

cognitive heuristic in consumer decision making. When 

consumers observe widespread approval from others, 

they are more likely to perceive the product as having 

higher quality and reliability, which in turn reduces 

uncertainty and lowers perceived risk before making a 

purchase. 

The significant path from Price & Promotion to 

Product Assurance suggests that pricing strategies play 

a role beyond mere transactions and function as 

indicators of product quality. When pricing is 

perceived as fair and transparent and promotional 

offers are reasonable and consistent, consumers are 

more likely to trust the product’s inherent value and 

credibility. This trust contributes to a stronger 

perception of product assurances. 

5. Research Implication 
This study contributes to the existing literature 

on consumer intention in agricultural e-commerce by 

empirically validating a structural model that 

incorporates Product Assurance, Service Reliability, 

Social Drivers, and Price and Promotion as 

determinants of Online Repurchase Intention. 

Academically, it enriches the understanding of how 
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quality-related cues, such as certification and 

packaging, combined with platform service 

performance and social influence mechanisms, shape 

consumer loyalty in the context of online agricultural 

product purchases. The findings demonstrate the 

robustness of these constructs in explaining repeated 

purchase intentions, particularly in emerging market 

contexts, such as Indonesia. Furthermore, the study 

confirms that perceived service quality and pricing 

strategies are critical in building consumer trust and 

satisfaction, reinforcing the applicability of repurchase 

intention frameworks in the agri-digital commerce 

sector. The use of IBM AMOS 29 for model validation 

supports methodological rigor and offers a replicable 

analytical approach for future studies on consumer 

intentions in digital agriculture. 

From a practical standpoint, these findings 

provide actionable insights for e-commerce platforms, 

agricultural product vendors, marketing professionals, 

and policymakers. For platforms and sellers, the 

emphasis on product assurance suggests the need for 

rigorous quality control, clear labeling, and certified 

standards (e.g., halal and organic) to instill consumer 

trust. The significance of service reliability highlights 

the importance of delivering consistent and responsive 

customer experiences including on-time shipping and 

seamless digital payment systems.  

The role of Social Drivers is particularly 

notable, and has implications for digital marketing 

teams, branding strategists, and community 

engagement units. The findings emphasize that peer 

recommendations, online reviews, and word of mouth 

are pivotal in influencing consumer trust and loyalty. 

Additionally, this study highlights the growing 

importance of community impact, where consumers 

show a strong preference for supporting local farmers 

and contributing to the resilience of local economies. 

Brand storytelling through narratives about product 

origin, producer background, or sustainability practices 

can foster deeper emotional engagement, making it an 

essential tool for marketers aiming to build long-term 

consumer relationships in agricultural e-commerce. 

Price and Promotion strategies are highly 

influential, especially for platform operators and sales 

strategy teams. This research underscores the 

effectiveness of fair pricing, seasonal discounts, 

bundled deals, and loyalty rewards in driving repeated 

purchases. These strategies should be tailored to foster 

a sense of exclusivity and appreciation, thereby 

strengthening customers’ emotional and transactional 

commitments to a particular seller or platform. 

Marketing departments should also consider 

segmenting promotions based on consumer behavior 

data to enhance personalization and conversion rates. 

Collectively, these implications urge industry actors to 

adopt more consumer-centric, socially aware, and 

emotionally engaging approaches to their digital 

commerce operations. By aligning service delivery, 

pricing, and promotional communication with 

consumer values and community impact, platforms can 

not only enhance repeat purchase behavior but also 

contribute to the sustainability and inclusivity of the 

agricultural digital economy. 

This study reveals the dual benefits of 

investing in social proof and fair pricing for marketers. 

Not only do these strategies directly attract customers, 

they also indirectly boost repurchases by strengthening 

the core perception of product quality and reliability. 

Therefore, showcasing customer testimonials along 

with clear pricing information on product pages could 

be a particularly effective strategy. 

6. Conclusion 
This study fills a critical gap in agricultural e-

commerce research by validating a structural model 

that identifies Product Assurance, Service Reliability, 

Social Drivers, and Price and Promotion as significant 

determinants of online repurchase intention. In addition 

to identifying these key drivers, this study reveals the 

underlying mechanisms by which they influence 

consumer behavior, particularly emphasizing the 

mediating role of Product Assurance. The findings 

confirm that product quality attributes, such as 

freshness, packaging, and certifications, such as halal 

and organic, enhance consumer trust and drive loyalty. 

Service-related factors, such as timely delivery and 

ease of digital payment, contribute to the development 

of habitual repurchasing behavior. Social Drivers, 

including peer recommendations, user reviews, and 

community support for local farmers, not only 

strengthen social connections and loyalty, but also 

significantly enhance Product Assurance. This suggests 

that social validation reinforces perceived quality and 

trustworthiness. Similarly, Price and Promotion 

strategies directly influence repurchase intentions and 

positively impact Product Assurance. Competitive 

pricing, discounts, and promotional offers act as signals 

of quality, increasing consumer confidence in product 

value and seller reliability. Storytelling about a 

product’s origin, producer background, and 

sustainability further deepens emotional engagement, 

while pricing strategies such as bundles, discounts, and 

loyalty programs encourage repeat purchases by 

creating a sense of value and appreciation.  

This study contributes to the literature on 

consumer behavior in agricultural e-commerce and 

offers practical insights to platforms, sellers, marketers, 

and policymakers. By explicitly showing how Product 

Assurance mediates key influences, our findings 

provide a more nuanced understanding of how 

consumer trust and loyalty develop in digital 

agricultural marketplaces.  
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The recommendations derived from this study 

highlight four strategic areas for strengthening 

agricultural e-commerce. Product assurance can be 

enhanced through a Freshness Guarantee badge and 

blockchain-based farm-to-table traceability accessible 

via QR codes, ensuring authenticity, freshness, and 

brand credibility. To optimize Service Reliability, 

platforms may implement a 24/7 AI-driven chatbot for 

instant query resolution and collaborate with 

hyperlocal delivery partners to provide guaranteed two-

hour slots in urban areas, thereby offering a seamless 

shopping journey. Leveraging Social Drivers involves 

initiatives such as a Farmer of the Month campaign, 

with video storytelling and referral programs rewarding 

both referrers and new users. Finally, strategic Price 

and Promotion efforts include tiered loyalty 

programmes and dynamic pricing bundles. 

Future research can expand this model to other 

regions and contexts. Although this study focused on 

Indonesian consumers, examining these determinants 

in different cultural, economic, or technological 

settings may reveal context-specific variations. 

Furthermore, including perspectives from other 

stakeholders such as farmers, platform operators, and 

delivery personnel could offer a more comprehensive 

understanding of the agricultural e-commerce 

ecosystem. Broadening research across user groups and 

geographic markets will help improve strategies to 

sustain growth, trust, and repurchase behavior in digital 

agricultural commerce. 
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Appendix 

Table 1. Mapping between the themes and codes identified in the qualitative analysis and the specific questionnaire items 

developed for the quantitative phase 

Theme Sample  quotation Codes 

Product Quality 

“I always hope that the fruits I buy online will arrive looking fresh and at the right level of 

ripeness—not too soft or too hard. If they turn out to be overripe or damaged, I’ll hesitate to buy 

again.” 

When the fruits arrive fresh, and exactly as described, it builds my confidence 

PQ1, PQ2, 

PQ3 

Packaging 

Quality 

“Good packaging shows that the seller values their product. For perishable items like vegetables, 

proper and insulated packaging keeps them fresh during delivery.” 

“I prefer to repurchase products that are clearly labeled with harvest and expiration dates, as this 

information helps assure me of the product’s authenticity and proper handling.” 

PACQ1, 

PACQ2, 

PACQ3 

Product 

Certification 

“I feel more secure buying from sellers who show proof of food safety certification. Especially for 

agricultural goods, it gives peace of mind.” 

“Knowing that the product passed safety checks makes me more confident. I prefer certified items, 

because it’s about my family’s health.” 

PC1, PC2, 

PC3 

Responsiveness 

“I once had a question about the product, and the seller replied almost immediately. That quick 

response made me feel more comfortable placing the order.” 

“There was a time when my order got delayed, but the seller kept me updated and communicated 

well, so I didn’t worry too much.” 

R1, R2, R3 

Shipping 

Experience 

When I received a package wrapped neatly with bubble wrap, I felt the seller was professional.” 

“What matters most is that the product arrives in good condition, not dented or damaged.” 

SE1, SE2, 

SE3 

Payment 

Convenience 

“I feel more comfortable… such as transfer methods and other alternatives, rather than being 

limited to just one.” 

“…like mobile wallets or bank transfers, because they save time and reduce hassle.” 

PC1, PC2, 

PC3 

Social Influence 

“Recommendations from family members, such as older siblings, can significantly influence my 

repurchase decisions.” 

“When I shop on Sayurbox, I always check the reviews first. They usually play a key role in 

helping me decide whether to repurchase the product.” 

SI1, SI2, SI3 

Community 

Impact 

“I am inclined to repurchase from that store due to its commitment to supporting local farmers, 

which aligns with my values regarding sustainable and community-based agriculture.” 

“As a consumer, I believe it’s important to support local farmers.” 

CI1, CI2, CI3 

Product 

Storytelling 

Hearing about the agricultural origins of a product, like how it’s sourced from a local farm or 

grown sustainably, makes me appreciate it more.” 

“The background story of a product makes a huge difference for me.” 

PS1, PS2, PS3 

Pricing Fairness 

“If the product is offered at a reasonable price along with added benefits such as bonus items, I am 

more likely to make a repeat purchase.” 

“When the price is reasonable and transparent, and there are no hidden fees, it makes me feel more 

confident and encourages me to buy again.” 

PF1, PF2, PF3 

Discounts and 

Promotions 

“...like bundle deals or limited-time offers, make me feel like I’m getting extra value for my 

money, which encourages me to buy again.” 

When products are discounted, it pushes me to make a purchase quicker, as I feel it's a chance I 

don’t want to miss.” 

DP1, DP2, 

DP3 

Rewards and 

Loyalty 

“Being able to earn points or get cashback makes me feel like I’m getting something back” 

“Exclusive offers and personalized discounts make me feel valued as a loyal customer.” 

RL1, RL2, 

RL3 
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Table 2. Constructs, dimensions, and measurement items employed in this study 
Construct/ 

dimension 

Observed 

variable 
Item 

Product 

Assurance 

Product Quality 

(PQ) 

PQ1 I’m more likely to repurchase if the product feels fresh upon delivery. 

PQ2 I repurchase when the product matches its online description. 

PQ3 If the product meets the expected level quality (e.g. ripeness) I’m more likely to buy 

it again. 

Packaging 

Quality 

(PACQ) 

PACQ1 Secure and neat packaging makes me feel confident about repurchasing the product. 

PACQ2 I prefer to repurchase products that are labelled with harvest and expiration dates. 

PACQ3 Food-grade packaging that follows safety standards increases my trust to 

repurchase. 

Product 

Certification 

(PC) 

PC1 Halal or organic certification strengthens my intention to repurchase the product. 

PC2 I feel more secure repurchasing products that are certified by a recognized food 

safety authority.  

PC3 I trust sellers more when they display official product certifications. 

Service 

Reliability 

Responsiveness 

(R) 

R1 Quick responses from sellers make me more willing to repurchase. 

R2 If my previous issues were resolved efficiently, I feel confident to buy again. 

R3 Helpful and clear communication increases my loyalty to the platform. 

Shipping 

Experience 

(SE) 

SE1 Receiving the product on time encourages me to repurchase 

SE2 Damage-free delivery increases my trust in the seller.  

SE3 Reliable shipping performance influences my future purchases. 

Payment 

Convenience 

(PCO), 

PCO1 If there are no problems during payment, I am more likely to buy again. 

PCO2 Multiple payment options make the shopping experience more convenient. 

PCO3 A smooth and secure payment process increases my willingness to repurchase. 

Social Drivers Social 

Influence (SI) 

SI1 Recommendations from friends or family influence my repurchase decision. 

SI2 High product ratings increase my likelihood of repurchase 

SI3 Positive word-of-mouth motivates me to return to the same seller 

SI4 I feel more confident to repurchase when a product has many positive reviews. 

Community 

Impact (CI) 

CI1 I feel fulfilled repurchasing products that support local farmers. 

CI2 I'm more loyal to products from ethically responsible producers. 

CI3 I repurchase to support the sustainability of local farming communities. 

Product 

Storytelling 

(PS) 

PS1 Knowing a product’s story increases my intention to repurchase. 

PS2 Emotional bonds with the product or seller drive me to buy again. 

PS3 I'm loyal to brands that transparently share their farming origins through storytelling 

Price and 

Promotion 

Pricing 

Fairness (PF) 

PF1 I compare the product’s price to traditional market prices before deciding to 

repurchase. 

PF2 Affordable pricing increases my likelihood to buy again. 

PF3 Perceived price fairness enhances my confidence in making repeat purchases. 

Discounts and 

Promotions 

(DP) 

DP1 Special promotions significantly impact my decision-making process when 

considering a repurchase 

DP2 Bundle offers and limited-time enhance my interest in making repeat purchases. 

DP3 Products offered at a discount are more appealing to me than those priced at regular 

rates. 

Rewards and 

Loyalty (RL) 

RL1 The receipt of loyalty rewards significantly motivates me to engage in repeat 

purchases. 

RL2 Loyalty programs offering points or cashback influence my purchasing preferences 

and decisions. 

RL3 Receiving special treatment as a customer enhances my loyalty to the platform. 

Repurchase 

Intention 

Future 

Repurchase 

Plan (FRP) 

FRP1 I intend to continue buying agricultural products through this e-commerce platform 

FRP2 I plan to make future purchases of agricultural products online. 

FRP3 I’ll buy agricultural products more often via e-commerce. 

Customer 

Affinity (CA) 

CA1 I consider myself loyal to this e-commerce platform when purchasing agricultural 

products. 

CA2 I will choose this platform again over others for buying agricultural products 

CA3 I’m unlikely to switch platforms for buying agricultural products. 

Willingness to 

Recommend 

(WR). 

WR1 I am likely to recommend this platform to others for purchasing agricultural 

products. 

WR2 I encourage friends or family to purchase from this e-commerce platform. 

WR3 I share my positive experiences of purchasing agricultural products online with 

others.  




