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Ahutract: Thiz eudy develoged n modol 10 explain the effect of online shoppisg solue
dimensiors b oetomer sdisficsion, as wall o9 their impect on perchise intlention. Data
ware cillected From UMD Gnline shoppers: using & guestinnraine that wus used w 1ol the
rosoarch mdels, sing strucisml copation modalisg technigue. The anolysis rosnlts of the
hypathesls tesing found thm the entire of online shopping veloe dizncasion, samely
informstion vahie, secinl waloe, Sermimad saluy and izstrmentil valoe pesitively offect on
customer safisfaction, imd cudomer sabsfudion podtively and significimily elfects on
prarchinse inenison. I eddiios, it was found that hedonic oty otioa mons s gly affecis
cusamer safisfaction im the omline shopping contest in Inconesia. imd i berme: of wilitran
malivalion, comsimaers are more concemed fo the iadormation valee Shan social valwe
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It shis msodern widd, people becomes challenged oo alwayz book for ways o
enpbie themn tn meet the needs ond desees. The use of technalogy in zhapping
answered hwe chollenge, where almost everyone is now conducting busines
trarsactiens clectrmmicallye-commwres. Ecommerce wodld sakes in 2012 roached
LISy | K58 arillion, and is predicted sn have mcrensed every yeor, meaching LISE
LFT0eeilleom m 2005 and LIS 205 indlion in 2006 Iidenigsla is one ooancry with
the Larpest ecommerce market in the world. Ministry of Commumeation and
Intormation of the Republic of Indones@, explained that the value of e-commerce
travsactions i the comtry in 2006 stoed ot U5 524 billion, snd expected to grow
by LUS % 130 hillion jo 2020 (CHN Isdonesia, 20070 With g predicied increase m
siles, eacommmerce inchasiry conldd be one which greatly comtriboies o dhe conniry's
CCONOMmY.

The Mielken Global Survey of e-commerce. in 2017 refensed the resulis of 2 survey
bused an the behavinr of nespondents with onlime access 10 Indonesia, whene the
[ndonesian dizital eonsumers enjoy online shapping along with the grewih of
device connaclns ewnership, e pecially o sog te products, read reviews aid find
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infarmution abouit prodects aed services onling before they moke a parchase online
ar plthac, becmase it will redoce the risk of purchusing o prodac (Micksen. 2017
Empirical siudics also supporn that consumers prefer 1o search for informumion
thraugh the merne shen porchesmy products snbne (Shaothi sl Kanrsialk.
H115; Gisore ol Jepchamba, 201 7). (nline shoppers stated  that they can est a
wide slection of products thaeagh onlme shoepping compared 10 offline shopping
{Rutawetawuraks and Wemg. 2011: MNazal. 2017, However, thrmugh online
abopping, m adddxin Ky a positive inpact,, il can abo proyide o threat o consamers.,
Sowerul cmerging ithreas (Niclsen, 2007, Eketu, 2008, such as: (1) distrust of
Copnrs o provide miormsiin of credit card By anlime, 20 the product delvery
costs charged m anfine shopping, (%) the knowcledge limétation for shopping
thraugh websites, and {4 comsumer never thought & shep using the bernct,
Besides those reasons, the threat of ovber canime perticulorky frod is ofien dsken
im0 comideration by comumers o make online purchesing. From the number of
incoming  cmes  aml hanilksd by Indonesian Police  Crber Crime  Unir,
appraximarely PR pepone ane onlineg fragds, 5105 5 defamation. while the rest s
duta thehl and other omline comes coses (Tempo, 20170 Pallsters of Kospersky Lab
(2005} saw an inesasingly diverse and growing number of online Finameial thoems,
Frexm the 26 countries sarvewed, 26% is Indonesian consumers and ranks [iest ax
the crget of anline fraud that resulied in the oss of consumers imoney: the nexi
sepoence B Vietnam by 25%. and thml place i India m 24% (Indenesn-
Ievesiments, 20064, It explans th the namber of online fravd cases in Indooosia
is very high, which will decrease the purchuze intention to de ondine shopping.

The rescarcher used o purchose ntention as an ieperiom indicator o predic
comsumer behavior in the fotore, and aemeed 1o predict the kevel af proslect sales o
ubd &l pow consumers (Morwoe o al., 2007, Exe, R When corsunmses have a
przifive parchoss mtention, it will establish p pozitive brand s, which an
encoiraps consumess o mkie an act of purchasing {Becerra and Badrinarayman,
2013, (Purchise mtenton &5 the impect of the cusioner satsfaction {Alshibdy,
2015y, Batlsfoction is & function of ibe perception or iwnpreasion of the perforvancs:
and expecttions. I pedormance s below expedations, the customer & nal
sitisfied, however, IF performance exceeds expectatons, the customar will feel
very satisfied or pleased.  Consumers whoo are satisfied tengd 10 recomsider
manufaciurer could satisfy them be re-purchase its products or services [ Saboem of
al, 2005, Consumer satisfoction has been considered & be part of the protits of
cornpanies (Terblancs omd BosholT, 20007, Based on the research resulis Fomell o
al. (200650 the company Wl can coeale cusiamer salisfaction will increase:
customer loyalty, usape behovine, positive wond of meath, uc well 2= reloced: the
coed o Tutuee Eansactions, costs nelated 1o waesanties, complaime, defective goods
and fiebd servics




POLISH JOURN AL OF MANAGEMENT STUIMES
Bivrini 5.0, Yapuatra H., Widsyali ©.C,

Literuture Beview

The most imponiand macketmg strbepy in the 21" contury is to provide vadue 1o te
consumer { MeFarkine, 20030 This i alse supported by Dancia (20035 which states
that creamng cusiomes value is e sieoess key Bor any compay o succeed o the
tongh eompetition nowsdsys B cremting business sustainability, Consumers in
selecting geods and services io be consumed gusded by value [Khan et al., 200 15
The pereeprion of the walue form an expectaton. Expocfations of consumers on 4
posdoct that willl b mois consumption will [orm attitude {Katowebwamks and
Wanz, HW1) 0T the consumer expectaions of high value, the more positive
corsirmer sitimces, w that will encourage congamers i buy @ peodoct. After the
purchass, consumers will feel happy, if the percsived pedfommance of the product in
secordance with expestationg, of in wler woeds, costomer salisfaction B schicved
{Akshibdy, 201 5; Fengvang, 2018). Resemch cormied propoese and comtribuie o the
onlime shopping value by developing the four dimensions of valee, namely
informatiom volue, social walue, instrumental valee, and the terminal  value
Salsfacuon bn shopping enline |8 influenced by utilicarian shoppieg value drd
hedenic shopping value:. UtBEoirian vale applies when conamers focus oo
tnngibbe herefiis when shopping. Tangible airdbute i= the result of copnitive
stimulatien on consumers who then mffuence on consumer behavior i the
seloction ol products according o e pbads of the consumers - Ueersebves.
Accomding m Yen (3133, information and socinl value 5 a wiilisrim valoe for
ugprs of e-commeos, Clo and Jang {2006 ), gaid that the information could be for
infarmution purpnses. anly, but the mformation s desmed valoable o the
infermotion affects the reoziver tomake a decision 1o act, An informotion would be
wirth il # has characten stics such as rclevance. ming and accuracy or Hmetioess.
Mo 4200147 siuies el soceal |5 o owiy of o lodividusls ane rebed. The bede
way of relating one o the others, it ic deemed more vuluahbe and will be ahle o
improye thi social seff-concept of the person. Associated with the abeve, flen
anline shopping cn add secial value for s usees, because it reters o the use of
services that can be shaved with others. Alshibly {2015) explains that the social
vilug serves tooencoorsge and poide consumers o act. Enpical studies find
informatiom valoe iofeence o e satslaction and sociad valoe o the saisfaction
{Akhibiy, M115: Ha et aol., 20135 Funhermore, hedonse waloe derived from
alfective stimalateon of consurmers whis shopping. Hedonie shapping valae is an
chntertniment ind cmotiomally perceived thmugh the shopping activities. Sct of
vilues 1l e gronped in hedonic shopping i this research is the terminal value
and mstnumeental valoe, Terminal values 5 m emotiorad respaorse thal B driven
frain withien the individual Cinerinssc), while the value of instrumes | driven Soean
mnside the indmadaal fexinngic). Empincal sudiee proves thol cosoimer smotion
playe o nofe i creating customer sabisfoction (Biseoia of al,, 2003} Based on the
description shove, hypothesis developed and will be tested in thas study ore:

M There 3 an positfve deferoe of ifrmsion valiee 50 e casnormes satisfperlon,
Mt Theere i o peitivee JRitiesnce of vocin’ veeline Do THe Ciefaiess Siigiaciion
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My Thare e pesinive dngflictice o rermudmal voliee G Wie cmaiomer sirtglac o

My There o posigve inflience of insframmental voltee S she ciaiurner snisfecion.
Mowalays, Enowing cusbomer perocived wilue betomes importom in busipess,
aince The higher underdanding ol cosooreer  porceived  valoe carses higher
consumer satisfaction, simonger company competitive position, o ultimateky
higher company madoe share (McFarkane, 2005, Akhibly (33051 sates thor the
cusiomer perceived vidlue 5 o key driver for developing and mainlamimg layal
cumienETs, because customer perozived. value have an mmponast mle in cus o
acuisition and retention.  Aghamirian and  Aghamirian (2F15), angues thit
oumpanies  ihat  provide cospmer percelved valoe Can gan o comperiive
mbhaniaps. Shxly i measure value by usng one-dimensional constroct ond
maltidemensional constract, in panicale o evaluak: the sorvies which hag been
done, bun the measuro of value 16 ondine is s6l rare (Alhibly, 2005}, Moasorement
of customser perceived value m online shopping by using information vaboe and
=ocinl valae (Alshibly, 30050 Resenrch conlacied adding imsimimentablestrinsic
valoe and serminal/inirirsss valoe, a2 ihe masurersenl onling shapping valoe. The
angung reszarch will develop am anline shopping vidue mode] shich will be esied
an oaling shopping value conseguaness namely custemer satiafaction and purchase
interion.

Cline shegmping wlue
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Satsfoction s the foous of today's marksting objectives, descrbe the emotional
pEsponse of consumers who could determine consumer attitudes and behavior
Consumers will have the inlention e pachose f they are sasfied or gain
experience i prochet corsome mone than they expected. Corsumers whoo ane
spficfied vend bt reconsider marmfactirers copabde of spfisfvimg them o bay the
prosdued (Gérard andd Cumbe, XIRL Deng of al, (X000, zaid chat she wse of
technolegy will drive customer satistuction o the shop. Medem consumers are
iore satisfied doing anlme shopping, becamise they ane beoking for comfon, speed
amd the avallabiliy of quality inforestion, AcosndEng 1o Hasanow and  Khatid
{2005}, the frequency of onfine shopping is a picture of custemer satisfaction, The
pesitive ifluence of cusiomes saisfaction on purchese imention hes been found 5
sones studjes (Li, 20048). Bemed on dhoaries and previoos studies, the hypoilsesis put
torth in this stody s

M Thewe 5 g pessitfve dnflieice of coatower sl afacito fo @ piveebose fafeniion
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Mt hodobirgy

Siudies conducted adapt the measuring nstrument weed 10 mewsure the constroa s
hased on previous pelevant siadies in the contest of anline shopping. Iems usal o
medsire (e value of saline shoppine corsmucs deveboped and adaged from Yen
{20 3y Alshibly (2015), while the itlems for customer sitsfaction adapied froan
Alshably {2015); and items for purchase imtention adapled from Mahmoudzade et
al, (20041 and Zarrad and Dobali (20120, Fusthesmods, @ five-poant Likess-ype B
used to gt Lthe esponder of the entire Bem stabomend, which poml | stdes sirongly
disagree, up e 5w answer arengly agree. The research instument wis o
questipnnalre s a data collecrion tool perfommed @ presest s ger a measuring
instramend valid uncd ralishbe, During pretesting conducted . 00 experienced anline
shoppers wers asked tr answer b staement Bem, which will b the bagis for
revisions the constugt medsungs if the result s wrelinkle shrough corducting
oonsiruct valulity and nelebulidy testmg. The ontoome ol validity and relinbaisty
feets can be conchulel shat; 1) comstmue informatiom value (measanxd by 5
indicators], social value dmeasured with 4 indicators ). termival value tmegsured by
1 mdicubors} and instrumeantal value dmeasured by 17 mdscatars), which is used o
measure the valve of onfine shepping, have a facior loading values ebaakned from
058 up s 077, 0t van ke concludsd that the respective values of the leding facio
=055, Therefore, all mdicatoes ane able 1o deseribe and delfine cach oonsimct. o i
gther wands ooy indicators 1o messure each constoct i goestion s vald
Furthermiore, Cronbach's coeflickent valse of o for ¢ach sonstouct, namely (KRS
(182 A8 and 0.X]1 hove fulfilled the Crombach’s costficikent a regquered that iz =
06, 50 it can be said that the respondents” answers o the statemennts that are used
in research o mweisare cach oconstruct inlormaton vzlue, soced value, lernumal
viloe, and lsoumeital saloe depembiblefel lablefcomsisent. (21 obostrael of
cusinmer satisfuction ax mengired by 5 mdicabors. have a factor leacimg values
abtained oo 08 up o 06%, Therefone, i can be concluded that any indscatars 10
measure cusbomer satisinction constnact 15 vulid. Porthermore, value of Cronbach's
cocffcient @ 1o consmact costamer satisfaction, which is egual o (UGS so it can b
=pidl that ihe respondents’ answers 10 the staeoers wused inoesearch o mensure
custner salisfaction constireet are dependabicreliabledoonsisient. (3] consiruer
purchnsze mbention i measured by four mdicatoens, have a foctor loading values
alained from 054 up to 075 and the value of Craphachs coefficien o of 083,
Therefare., it can be concloded that all mdecators are cupabdaivalid and depersiuhle;
and meliabkeconsistent o explain and define the corsoruct of purchose iptentien

I this sy, swhich will be analvzed 5 e best onling stooe sues and popular o
Inifomesks b 318 based on the awasher of merchanl highest, highest aumber ol
regicienad mernI:E: and the lorgest number af prodects solid (Tekno I.|11||run-f|.
2008, pamely: (1) Lazads Incdooes i, {21 Tokepedin, (3) Bukalapak, {40 Blitdi, ancl
{5) Shopee. A todadl of MHY questionnuoires as samples distributed  fo
wirkers/enrepreneurs in Jakarta, Indonesia during Augist and Seprember 2008,
Sampling using porposive sampling techoigoe, mancly with certain oriiera. The

323
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criterin for @ scluad smple of ineroet wess whoe doo coaline  sranssciion
prxcessmngfonlme shopping at least | tmoes an the Bust 1 month. From zll the data
colleciad and processed, B ocon be concluded that aud of MMy respondenis, the
meLjoriny wewe lemake Ch1.7% or n=185), wmd el 75-35 veas @5.7% or n=137)
Purthermome, oof the 64 emaplovees work domirmted by the provate sector (21 3%,
approximately 35.7% purchase it from onfine fsheon (n=107), and GV.7% do
anlime shopping as much as > 18 times in the [Est vear [n=2003). While a misordy
af reapondents wene men [3H3% or n=115), aped over 50 years (12.3%: n=38},
waorking a5 servamts (1 2% or nedb), purchase it from an oaline godget (8.3% or
n=253), and o onbive shoppang as much 85 2-5 times (0 the 1bs vear (3% or n=15h
The model propesed in Figure | was malyzed osing SEMStneton] Bguation
Mlodi] and supponed by ARMOS 24 softwane

Hesulls and Dicassion

Mlcasuremen Mo

Asspssment of measurement model using CFA. Memsurement models were us=d 1o
sz validiny and peliabiliny constnact, The assesament nesuhs a2 shown in Table §
carleer. explamed that all measuring matruments used §s valid (factor kading =
(155} and indicmed an acceplabie ilems convergence.

Funhermone, discriminund valiliny of the measures abso showed a valsd resuli,
whede the cormelaion bemwesn constrocts fanged from D08 ® .56, whee oo
mirwize covrelations werm measursd excsad the required emiteria = 0.9 (Haer et al.,
20000, Besuls of diserimdmant validity of the measures b shown in Talske |,

 Table 1. Construet Correlafions

PPN N R S S R R e ' - S R ]
adarination valse 14 7
ocialvalee | 023 | 0 - {
Terminal vuluc: 0,1 025 (KL |
Insimisncigal valos (LI .54 i i |
sl sl i b 0,35 n44 e nis | | .0k
_ Puschasineention | 036 | 036 | W8 | 046 | 09 | 10 |

To measure. the ussd reBobility construet & used o measure esch coastruct
dependable/mlisblefcorsistent with results ne required (Cronboch's cocfticien a =
(1. 4+(0}

Structusal model

Research hypetheszs moulels tested with structaral model. Before iesiing the
hypothesia, first testing the cunatuley of the model (gocdness of Fit nsodel) on the
propesed meodd . Confarmemes modsl fest or goadness of it that aims 1o find cul
whether the model ased feasthle and appropriate for wse in rescarch, Testing is
done by leoking wi the model conformity meosuwremen erilerinfcut-off value
(Hoopor el al., 2008).
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Table 2. Cosdormity Level Resarch Modd

Type 4 .
” . | Goodngss of Fit Indes | Hesalt | Cot-off | Decision
P RMSEA [ 003 | <047 | Croodnes ft
Wi 4l [ 098 | =083 | Goodnessin
AGH [ 086 | =045 | Geodnes fit
Ieremcrdn] Fit TLI | 096 | =045 O fil
Slzasunes CFl 0497 =015 Cexmlnes L

M BWISE =R oot Mean Square Beor of Appms imenion;, OF =Ooodnesi—oF Pe-slagslic
AGFT Al ponsted Gondeess of i slatistic: TLI=Tuc ker- Lends Indes: CFl=Comparative Fit bnibes

Based on the resubis of processing the dota in Table 2, all models are boiln w be
accepad. all the measmrenseal citeria have goodness ol [ idex with a value that
can he received on the expected value, ad thus indicoting that the mode] displayed
wirll fiited the data. Having obtained the fit model, the hypothesiz sting can ba
precesded, Results of stroctural cetimades amd by pathesis parameier testing can ba
seen in Table 3.

Tubile 3. Results of Extinution Structural Model

[ Seructural :

Path to Path frosn | Hypothesk icient e Comelusiom

IR Enlvawaarian | [ -

q'h
A Lo valug | M, Ml A Hallejected
Sirgigl vakie H; L3k | LIECTIH Hiy Bepecied
Termizal |
5 ]
i H; JGn | LLECL His Bepecied
I mel | [TH .42 [ ALAHI Hp Regecsed
vitlus |

Fhinchases LRI - pecied

intentiom siftisfiction | My i i Hpls

Fopiza: - vailie o LOE J Ho mejecned

These study aaakvze the hypothesis sbour the influence of the dimensions of online
shopping & ouslionyer sutishacteon wnd purchase mmtention i the onlie shopping
coniext, Remhs of hypothesis esting fourd the positive effects of cach information
value (P=052: pvalue=0000), soctal valwe (=038 p-salue=l 000), werndnal
vitlue { &= 5 prvalue=00En and instrumenil value (=042, pvaloe=t00He o
customer satisfaction; in other wonds the while of H,. H-, H,, and H are :-;u.ﬂmrled.
Furthermiore, custemer satefaction significantly opd positiveldy affects purchass
indemtien (fl=hA2: p-value=(bINEF, which means Hs aappocied.

D= nssbam

This stucly proposes emlbine shopping valpe specifically, and develop dimensioms,
seen Trom the side utibitarian and hedonie motivations m the contest of onlive
shopping. These dimensions are the mformation valee. secial value, Eeminal value,
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s irstrummental wbue. Furthermose. this sudy devalioped a maode] to explain the
oosequences of onlire shopping vhe in Indoncsen. The results of the anokbysis of
the hypothesss thag hivee been iesied are discussed belos

Firs e pesulis ol the analvses foued o posimive efleo ol informarion vl e e
custmer satisfaciion on the online shaoppers. These meselis are consmbent with
magorch by Alshibly (2003), whe found the mformion walue s song
determinant of casiomer salifaction. The maety of onlme shoppers in the sody
ame cunsisient with Alshibdy (2005} that s in @ young age (25-35 veas), Younger
adults ure more imeresied in adopting new echnologees w find pew products smd
relevant informaiion. aesess and oompsafe e vanions albematives Blore making o
decizion. In midition, younger adulis mare oflen seurching infeamation v 1he
intermed 1o get a lot of infomaation that will bewoms: their mpal before making a
unchise,

Sccomd, the study found o positive effect ol the social value o cusicigsr
slisfacrion of ondine shoppers, md sappons research by Alshibly (0055, Tha
social valie refers woihe wse of services 1har can e shamed wiah others. The Proacss
invialves the imtroduction ol service innovotion opportunitics and environmentol
opporumities of eapidly changing wehnelogy, The majerity of consamcrs 0
mesearch condocied in line with the resewck Alshibly (20015}, namely roung adalls.
Accomding Bolion eral 20031, the ¥ generation js the generation thi is eager in
nuse bechnobogy 0 pet heder servce and share with others, Y penemtion has the
characteristics 24 the Instnmented peneraton (since the consumers profir (vstant
infarmutiom access ), the imterconnected peneration (hecauee they use tachaology 1o
internet with othersy, and the intelligent generation tbecause they know what dhey
wind]

Tleirad, hapotbess st resuls found positee milloences of ermingd value and
instramzninl valwe i the costomer satisfaction, Terminal valee and inssromentol
valor B the poew dimension i this sudy ae deoived from bedomie mativation,
Research camied put in bine with empirecal research on hedonic shopping value
which has an influence to the customer satisfectson, In oo stidy comluced, the
majorty who do online shopping s women, Teloret and Herstein (20120 says thal
wimen are more fikely bedonic than men, In addition, it owos fourel that the
majority of consumers m shopping online pure hase fashion products, which Kinley
ed ol (2000 says that shopping is mome w0 follow Tashion trends. fashion, beand
znd goakty so thet corsumers with high myvalvement fashion olloows the empalse
buying, According 10 Hog and Abbesa (20160, impulse buving s the mpect of
sty desioe to seek hedombe Consuniplion.

Fourth. the stmby also foure] o positive effect of cusiomer stsfaction oo purchase
imerton. which is consstent with sesearch by Mahmoudzade ot alb,, (20043, The
inflacnee of castemer sabislaction on purchase iotentaon can be different depending
an the customer chamcterist {Jiradilok et ol . 2 4). Fashion is o pan of people's
lifestyles aml can reflec the personadics . The naiure of eens ure confidenn m order
Ty shwd hzer existenos recoeniasd by the eavirenman by wyving o be s pat of that

=
e
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cnviponimerd, The nesd for seceptanss aml recognition of the teenager by other
people or poers causo teenogers: iry 1o follow o variety of attribates carrendly in
trersd; Therefore, keens would vee the brandad fashion produces thal are e ssentially
Thee prrosdied in accordence sl e Dashion or wrend in, ncloding Gishion from the
ausice

Finally, the swady also found thm hedopic molivation meee strongly  affecis
cusipmer satisfaction m the snline contexl in Indonesion. The mativation ihat comes
Iram outsade o temuenal valoe more sonely be enomuage oonsumens to shop
anling. Hoowever, in e of wtilisarin maotvation, consamers are more concemed
with 12 infoematon vabiue than tosocial vabue.

Conclosions

This sbady comiribates to the exsting literature by proposing & new conoeptual
made] fow online shoppang value mnd develeps new dinensions of online shipping
vilue. namely information vabue, social vakue, stmmeral valee. and the eradnal
vidue. As o major conclusion, the study finds positive imfluences of online
shopping values dirensions ap eastomer salisiacion, and significan influence of
satisfaction an the purchase intcotian.

Advice cam be given o the prochboners, patenlacly merketing e-oommerce e}
First, the infoomation an the website hos an imporant meaning for the cusiomer,
tegeliore il i recommmended i onlioe stores 10 desizn s websie in accondance
with their tirget murket s thal the confent of the minrmaton prvided & oko
appropriabe, spcause comsumers tequene mformsdis that Bty aecessibie,
usgful, and easicr for them o porchase ilems nesded, In addition, consumers a
alvo wvery concemed with the threm ol informaton given, sach as the threst of
fraud, Therlone, It s recommended that be online swire design s website
coiakning infoenstion online shop silbch ensuses thal ey can b possad. Second,
anline  shop. especially  fashion orlme  shop gom koowledge that  bedonic
motivation ie the koy o costonser shopping. Therefone, it is suppesied 10 incneass
consumers ' emational quality that will nffect consumers in shopping online. Thas =
a comsumer-perosivesd pmaliy due o the mihoence of the brand online shop that
will create hrund customer experierce with oaline stores. To improve: the emetional
quaalivy that 15 by sengihening the personil refalombip between costaomend wiily
anline shwes or other paline shoppers. Onlme stores manoger shoukl ke oble 5
treat cotsamers with grest empatby, so thai consumers will benefic from o cless
meluticnship like this, and they will say thit enline stares have provided a high
vilue beyond the product aml service quality that the brand feel. Thard, e improsse
custoamer purchase mlention, @ s suggested thal onbine stores regalarly canduct
arline surveys on CUSKOmEr <atisfaction. Informadson obiamed mom e soney
anline @n be ued 10 develop anline marketng stregies of ther stores, o the
expoctations wd desings of consumers ane met and consumer anllivs stores willing
s recommeid them o ther friends. It also will eventually have an impact oo the
incrnease i anline siooe” pasdin
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This study hop several Hmitations, vamely: Bligt, e rescarch sample e oily
cmployees and entrepremeurs, making il less representative of the population of
unline shappers in general, Besides thal, the geperalization of the resulis of ihis
fesearch will Becons: [hminsd. Jecond, e type of online st sidhed abe ondine
stares that sell all kinds of gnodsiless specific. Fudone shidies are recommended 1
be opplicd 1 onlioe epecilly stoecs, such @& onfine bopksores or onling
convenience goads stores, which possibly could generate different resulis. Third,
ihis shxly onfy analyees online comumer purchasimg behavier at kocal stores,
wiich mny be differerd from the respomse of the forsign anline siores, Funhermone,
It 1% advisable o examine he parchese inention of consamers a1 Incernatianal
stares omline. Fewrth, sumpling in this. shedy is only m Indenesia. Purchase
heluwiors in varkss countries may differ due to cultoeal differences. Thes mesearch
camn be applecd in different countries o gain o tharough understanding of oorsunmer
purchasing behavior in the online shopping costext. Finally, ths rescanch is ust o
develop a for-dimsensional anline shopping villues hased on ailitiran anil hedonic
shafiping modivacion. Foiure stodies are recommended 10 sdkd the aniscadems ol
cusitimer satisfoction. namaly price {and dimendens: emntional price. monetiry
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