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ABSTRACT 
This study was conducted to determine the effect of Information Quality, Service 
Quality, Preferential Treatment, and Customization on Perceived Value and 
Repurchase Intention among Shopee users in Indonesia, utilizing five variables to 
identify repurchase intention. The sample consisted of 210 respondents, including both 
men and women domiciled in Indonesia. Based on the results, it can be concluded that 
Service Quality, Preferential Treatment, and Customization significantly influence 
Perceived Value. Additionally, Perceived Value positively and significantly influences 
Repurchase Intention. However, there was no significant influence found between the 
Information Quality variable and Perceived Value. Thus, it can be concluded that four 
out of the five hypotheses proposed in this study regarding Shopee as the research 
subject were accepted, while one hypothesis was rejected. 
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1. INTRODUCTION 
 
The increase in domestic demand can be seen from the development of e-commerce 
transactions in Indonesia. The Governor of Bank Indonesia, Perry Warjiyo, said that 
this year's transaction projection is likely to rise 31.2% to Rp 526 trillion. Throughout 
2021, the value of e-commerce transactions in Indonesia grew rapidly from the 
previous year to reach IDR 401 trillion (https://ekonomi.bisnis.com, downloaded on 
February 6, 2022). This value slightly missed the projection of Bank Indonesia which 
had thought it would grow by 51.6% with a value of Rp 403 trillion. However, this is 
likely to happen because there are transactions from social media that are not connected 
to Bank Indonesia (https://nasional.kontan.co.id, downloaded on February 9, 2022). 
E-commerce transactions in Indonesia continue to increase starting from 2017 
according to Bank Indonesia records. Especially during this pandemic, the use of 
digital media is increasingly widespread among the Indonesian people so that 
consumption on online marketplace platforms has also increased. This development is 
in line with the payment system that is now available digitally and the increasing 
number of internet users. Based on the latest data, as many as 76.8% of Indonesian 
citizens have become internet users (https://www.cnbcindonesia.com, downloaded on 
February 7, 2022).  Therefore, these companies need to innovate and develop new 
products in an effort to increase market share (Amelia et al., 2024). 

Shopee is an e-commerce launched in 2015 and based in Southeast Asia and 
Taiwan (https:// careers.shopee.co.id, downloaded on April 9, 022). If Shopee's GMV 
in 2021 amounted to US$ 22.7 billion, Shopee was recorded to have a GMW value of 
up to US$ 62.5 billion (https://databoks.katadata.co.id, downloaded on April 9, 2024) 
in the same year. It can be seen that there is a considerable difference in numbers 
between the two even though Shopee has already entered the digital market in 
Indonesia. 

However, this does not mean competition is not fierce in the e-commerce 
industry. There are at least 5 largest e-commerce in Indonesia today, therefore it is 
important for Shopee to be able to increase Repurchase Intention to survive and thrive 
in the market. The reason for the importance of researching Repurchase Intention 
according to Yuen, et al. (2010) is that repurchase intention can reduce the costs 
incurred by companies when looking for new consumers with loyal consumers who 
make repeat purchases. 

This research is important to examine Shopee customers because Shopee is the 
largest e-commerce in Indonesia both in terms of market share and number of sales. 
Shopee was also able to demonstrate its existence with the ability to survive from 2015. 
Therefore, the results of the research conducted can be generalized as a strategy in the 
e-commerce industry which in the end can further increase company productivity. In 
addition, companies that want to enter the e-commerce industry can use this research to 
survive and compete in the market. On the other hand, customers will benefit because 
research results sourced from the largest e-commerce customers in Indonesia can be 
used to further increase repurchase intention, which means it is in line with customer 
expectations. 

This study will discuss several variables that affect the Repurchase Intention of 
Shopee users in Indonesia. The variables that affect Repurchase Intention studied in 
this study are Information quality, Service quality, Preferential Treatment, and 
Customization which affect the Perceived Value of Shopee and Shopee users. 
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2. LITERATURE REVIEW 
 
2.1 Repurchase Intention 
Repurchase Intention according to Yan et al. (2015) is defined as the reuse of an online 
channel to make purchases from specialized retailers. According to Hellier et. al. (2003) 
Repurchase Intention is an individual's assessment to make a repeat purchase from the 
same company taking into account the situation faced by consumers. According to Chiu 
et al. (2013), Repurchase Intention is a subjective probability that an individual will still 
make purchases from an online vendor  or store in the future. Khalifa & Liu (2007) 
suggest that Repurchase Intention is the reuse of an online  channel to buy from a 
particular retailer. 
 
2.2 Perceived Value 
Zeithaml (1988) explains Perceived Value as consumer consideration of what is 
received and given which then affects the overall consumer assessment of the utility of 
a product. According to Butz et al. (1996) Perceived Value is an emotional bond 
formed between companies and consumers after consumers use products or get services 
because companies succeed in providing satisfaction and more value. The definition of 
Perceived Value according to Subagio and Saputra (2012) is a consumer assessment of 
the quality of a company's services based on the sacrifices that have been given by 
consumers both in the form of money and not. According to Lien et al. (2011) 
Repurchase intention is strongly influenced by perceived consumer value. 
H1: Perceived Value has a significant influence on Repurchase Intention 
 
2.3 Information Quality 
McLean (2003) is the ability of websites to provide information according to user needs 
including ease of understanding information, completeness of content presented, 
relevance and security of information. Sari and Keni (2019) define Information Quality 
as the alignment of understanding between the party who sends the message and the 
party who receives the message. According to O'Brien (2005) Information Quality is a 
situation when users get value as a result of the existence of complete information in 
content, form, and time. According to Kim & Niehm (2009), Information Quality has a 
significant influence on Perceived Value. 
H2: Information Quality has a significant influence on Perceived Value 
 
2.4 Service Quality  
According to Asubonteng et al. (1996) Service Quality is a service obtained and felt by 
consumers different from consumer expectations. Service Quality according to Sahu 
(2007) is a comparison between consumer perception and expectations of the service 
obtained. Gagliano and Hathcote (1994) describe service quality as the difference 
between the service expected and obtained by consumers. Tsao et al. (2016) showed 
that Service Quality has a significant effect on Perceived Value. 
H3: Service Quality has a significant influence on Perceived Value 
 
2.5 Preferential Treatment 
Preferential Treatment according to Lacey et al. (2007) is defined as the provision of 
recognition and / or additional products or services that have a higher value above the 
company's value standards including customer service to selected customers.  
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Söderlund et al. (2014) argue that preferential treatment is the provision of benefits to 
some consumers and not others. Kreis and Mafael (2014) explained that Loyalty 
Programs whose designs have clear targets greatly affect the level of consumer 
perceived value. 
H4: Preferential Treatment has a significant influence on Perceived Value 

 
2.6 Customization 
Customization as an alignment between consumer needs and menus on the website. 
According to Srinivasan et al. (2002), Customization is the ability of a retail store to 
understand customers which is shown when delivering products and services provided 
to customers. Customization according to Lestari and Soesanto (2020) is an activity 
carried out by companies in utilizing technology, products or services to be tailored to 
consumer preferences. Merle et al. (2010) who stated that Customization has a 
significant influence on Perceived Value. 
H5: Customization has a significant effect on Perceived Value 
 

 
 

Figure 1. Research Model 
 
3. RESEARCH ISSUE AND METHODOLOGY 
 
This research will be directed to analyze the effect of information quality, service 
quality, preferential treatment, customization on repurchase intention influenced by 
perceived value in Shopee users aged 18-60 years in Indonesia.  We collected data 
from 210 respondents Shopee customers in Indonesia. Out of a total of 210 respondents, 
men 42% and women 58% so in this study it is known that the majority of users are 
women. The sample elements were also purposively drawn to ensure that only those 
capable of providing the requisite responses were included in the sample. The survey 
administration lasted for three days while respondents were allowed one weeks to 
complete and return the questionnaire. The research instruments were delivered to 
respondents within Indonesia. Potential respondents were instructed to complete a 
self-administered questionnaire that probed their perception of Shopee in respect of the 
operationalized variables (i.e., information quality, service quality, preferential 
treatment, customization to repurchase intention influenced by perceived value). The 
respondents completed the questionnaire voluntarily. 
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4. FINDING AND DISCUSSION  
 
4.1 Validity and Reliability Test  
Based on the tests in table 1, it is known that the total corrected item value of all 
variable indicators is greater than 0.196 and the reliability test is above 0.6. Therefore, 
it can be concluded that all research indicators are valid and reliable. 
 

Table 1. Validity Test 
Variable Item Code 

  

Criterion 

Information Quality IQ1 0.713 0.196 Valid  

IQ2 0.723 0.196 Valid 

IQ3 0.468 0.196 Valid 

Service Quality SQ1 0.539 0.196 Valid  

SQ2 0.519 0.196 Valid 

SQ3 0.354 0.196 Valid 

Preferential Treatment PT1 0.785 0.196 Valid  

PT2 0.866 0.196 Valid 

PT3 0.663 0.196 Valid 

Customization CU1 0.549 0.196 Valid  

CU2 0.775 0.196 Valid 

CU3 0.677 0.196 Valid 

Perceived Value PV1 0.559 0.196 Valid  

PV2 0.560 0.196 Valid 

PV3 0.396 0.196 Valid 

Repurchase Intention RE1 0.643 0.196 Valid  

RE2 0.738 0.196 Valid 

RE3 0.767 0.196 Valid 

 
Based on the tests in the table above, it is known that the corrected value of the total 
items of all variable indicators is greater than 0.196. Therefore, it can be concluded that 
all research indicators are valid. 
 

Table 2. Reliability Test 

 

No. 

 

Variable 

 

Cronbach's Alpha Based on 

Standardized Items 

 

Critical 

Number 

 

N of 

Items 

 

Information 

1 Information Quality 0.793 0.60 3 Reliable 

2 Service Quality 0.690 0.60 3 Reliable 

3 Preferential Treatment 0.877 0.60 3 Reliable 

4 Customization 0.820 0.60 3 Reliable 
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5 Perceived Value 0.702 0.60 3 Reliable 

6 Repurchase Intention 0.845 0.60 3 Reliable 

Source: Researcher, 2023 
 
From Table 2, it is proven that all the regressions have the Cronbach alpha value that is 
higher than 0.60. Therefore, it can be concluded that the statements that develop the 
variables are consistent/reliable and can be used for further analysis. 
 
4.2 Normality Test 
The output of this test can be seen in the Kolmogorov Smirnov Z column and it can be 
known that if the significance value of all variables is greater than 0.05, it can be 
concluded that the sample data variables Information Quality, Service Quality, 
Preferential Treatment, Customization, Perceived Value, and  Repurchase Intention 
are normally distributed. 
 

Table 3. Normality Test 

No. Equation 
Asymp. 

Sig. (2-tailed) 

Critical 

Number 
Description 

1.  IQ, SQ, PT, CU*PV 0.058 >0.05 Normally Distributed 

2.  PV*RE 0.062 >0.05 Normally Distributed 

 
From the table 3, the value of Asymp. Sig has significant which is > 0.05. Therefore, 
the data collected in this research is normally distributed.  
 
4.3 T-Test and Coefficient Regression 
 

Table 4. T-Test 
Variable Sig Coefficient Regression Information 

IQ*PV 0.520 0.112 Hypothesis rejected 

SQ*PV 0.020 0.265 Hypothesis accepted 

PT*PV 0.002 0.324 Hypothesis accepted 

CU*PV 0.015 0.284 Hypothesis accepted 

PV*RE 0.000 0.699 Hypothesis accepted 

The result for t-test sig from table 4 shows that four hypotheses are supported because 
the t-test is lower than 0.05. So, it can be concluded that H2, H3, H4 and H5 are 
supported. Also, the other three hypotheses are rejected because the t-test is higher than 
0.05. So, it can be concluded that H1 is rejected. 

From the results of the regression coefficient, the highest positive influence is 
Perceived Value on Repurchase Intention of 0.699. Furthermore, the highest influence 
on Perceived Value is Preferential Treatment with a regression coefficient of 0.324. 
The smallest and insignificant positive influence is Information Quality with an 
influence of 0.112. 
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5. DISCUSSION 
 
The research model was developed with the aim of examining the Repurchase Intention 
of Shopee users in Indonesia. The research was conducted based on the influence of 
Service Quality, Preferential Treatment, Customization to Perceived Value. Also 
Perceive Value has positive and significant influence on Repurchase Intention. 
Meanwhile, it was found that there was no significant influence between the 
Information Quality variable and Perceived Value. Based on the research problem 
identified in the previous chapter, which is to look for what factors significantly 
influence repeat purchase decisions on Shopee. This research is expected to provide 
answers to research questions such as whether Information Quality, Service Quality, 
Preferential Treatment, and Customization have a significant effect on Repurchase 
Intention. 

One of the control variables used in this research is gender. The research results 
show that the majority of Shopee customers are women. This research supports the 
research results, namely that the biggest influence on Repurchase Intention is Perceived 
Value. Furthermore, the biggest influence on Perceived Value is Preferential 
Treatment. Women are exposed to promotions continuously and even more so than 
men, therefore women will try to choose products that are able to provide greater 
Perceived Value than other products. And the greatest value for women can be 
obtained, especially if they get Preferential Treatment compared to other products. 

Based on the results of the analysis, it can be concluded that there is a 
significant influence between Information Quality variables with Perceived Value, 
Service Quality variables with Perceived Value, Preferential Treatment variables with 
Perceived Value, Customization variables with Perceived Value. Meanwhile, it was 
found that there was no significant influence between the Information Quality variable 
and Perceived Value. Thus, it can be concluded that of the five hypotheses proposed in 
this study regarding Shopee Indonesia as the object of research, 4 hypotheses were 
accepted, while 1 hypothesis was rejected.  

Research by Shah et al. (2020) which also states that Information Quality does 
not have a significant effect on Perceived Value. This is because information about 
both applications and products on Shopee can be found by users on other platforms so 
that it is not significant to the overall assessment of users. In addition, looking at the 
characteristics of users who are Indonesian citizens with a low level of reading 
interest is also a trigger for this variable to be considered insignificant, which means 
that the first hypothesis is rejected. 

The results of this study state that Service Quality has a significant effect on 
Perceived Value which means that the second hypothesis is accepted. This statement 
is in accordance with the results of research by Sebastian et al. (2020) which states 
that services affect the overall assessment of users such as replying quickly and can 
solve user problems so that users feel cared for. 

The results of this study state that Preferential Treatment has a significant 
effect on Perceived Value which means the third hypothesis is accepted. This 
statement is not in accordance with the results of research by Sebastian et al. (2020) 
which states that prizes and promos have no effect on the overall assessment of users. 
However, this study is in accordance with the research of Jahanzeb et al. (2013) which 
states that Preferential Treatment have a significant effect on Perceived Value. This is 
because although other e-commerce platforms provide similar rewards to active users, 
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there are promotions with nominal discounts and more amounts than other platforms. 
The results of this study state that Customization has a significant effect on 

Perceived Value which means the fourth hypothesis is accepted. This statement is not 
in accordance with the results of research by Sebastian et al. (2020) which states that 
Customization does not have a significant effect on the overall assessment of users.  

The results of this study state that Perceived Value has a significant effect on 
Repurchase Intention which means that the fifth hypothesis is accepted. This 
statement is in accordance with the results of research by Sebastian et al. (2020) 
which states that services affect the overall assessment of users such as replying 
quickly and can solve user problems so that users feel cared for. 
 
6. CONCLUSION 
 
This study also discusses that Repurchase Intention is influenced by Perceived Value 
that arises based on Information Quality, Service Quality, Preferential Treatment, and 
Customization factors. Therefore, Shopee must improve the quality of information, 
service, provide rewards in the form of promotions and rewards to users, and provide 
appropriate recommendations for users to improve the overall assessment of users and 
ultimately repeat user purchases. 

First, Service Quality is one of the factors that need to be improved because it is 
positive and significant. Shopee must ensure customer service is certified in its field. In 
addition, it is necessary to ensure that the company's brand image has been conveyed 
properly to customer service through the SOP provided. To ensure customer service 
can give full attention to user problems, Shopee needs to conduct training because 
customer service is the front line that deals directly with users.  

Second, Preferential Treatment is one of the factors that need to be improved 
because it is positive and significant. Shopee can also sell promotional packages that 
can be chosen by users at prices that also adjust their membership level. 

Third, Customization is one of the factors that needs to be improved because it is 
positive and significant. Shopee also needs to be more selective in displaying videos in 
the Feed section. The video shown must look credible and worthy of display. To 
support this, Shopee can create guidelines for videos from sellers. 

Fourth, Perceved Value is a crucial factor that shapes repeat buying behavior on 
Shopee. Shopee can also provide a compare product feature when users choose one of 
the products. This feature can be used by users on product pages, users will be taken to 
other pages whose details are not as complete as the previous product page so that the 
display is more flexible for users to be able to compare several products at once. For 
example, up to 3 products at once. 

Fifth, Information Quality is one factor that needs to be improved, but its effect 
on perceived value is positively insignificant. Shopee can ensure the seller's activeness 
by updating product information, for example once every 2 weeks or a maximum of 
once a month.  

This research uses the object of research, namely Shopee, which is the largest 
e-commerce in Indonesia both in terms of market share and sales. In addition, the 
characteristics of e-commerce in Indonesia, although they have their own uniqueness, 
have something in common, namely the target market is the Indonesian people. 
Therefore, this research can be generalized to other e-commerce platforms in Indonesia 
in order to increase Repurchase Intention to survive and compete in the Indonesian 
e-commerce market. 



Review of Integrative Business and Economics Research, Vol. 14, Issue 1      606 
 

 
Copyright  2025 GMP Press and Printing 
ISSN: 2304-1013 (Online); 2304-1269 (CDROM); 2414-6722 (Print) 

 
ACKNOWLEDGEMENTS 

 
The research for this study was funded and supported by STIE PGRI Dewantara 
Jombang. The authors thank the anonymous referees for their helpful comments. 
 

REFERENCES 
 

[1] Adelia, S. (2018, October). The Effect of Online Promotion on Repurchase 
Intention with Consumer Perception as Mediation in Online Travel. Journal of 
Marketing Management, 12(2), 94-100. 

[2] Amelia, A., Nuri, P., Chusnul, R., Ronald, R., (2024). Green Marketing 
Perspective: Enhancing Green Customer Loyalty with Environmental Knowledge 
as a Moderating Factor in the Local Cosmetic Industry in Indonesia. Review of 
Integrative Business and Economics Research, 13(4), pp. 148–160. 

[3] Anggaeni, M. F. (2015, September). The Influence of Perceived Value and Brand 
Image on Repurchase Intention through Word Of Mouth as an Intervening 
Variable of Samsung Galaxy Series Smartphones. Journal of Business 
Administration Sciences, 4(4), 191-198. Retrieved April 16, 2022, from 
https://ejournal3.undip.ac.id/index.php/jiab/article/view/9289 

[4] Annur, C. M. (2022, March 16). Datapublish. (A. Mutia, Editor) Retrieved April 
9, 2022, from databoks.katadata.co.id: 
https://databoks.katadata.co.id/datapublish/2022/03/16/shopee-catatkan-gmv-us6
25-miliar-pada-2021 

[5] Arikunto, S. (2006). Research Procedure A Practice Approach. Jakarta: Rineka 
Cipta. 

[6] Asubonteng, P. M. (1996). SERVQUAL revisited: a critical review of service 
quality. Journal of Marketing Services, 10(6),. The Journal of Marketing Services, 
62-81. doi:10.1108/08876049610148602  

[7] Bank Indonesia. (2021, November 24). Publication: Bank Indonesia. Retrieved 
January 6, 2022, from Bi.go.id: 
https://www.bi.go.id/id/publikasi/ruang-media/news-release/Pages/sp_2331221.a
spx 

[8] Bestari, N. P. (2022, January 20). Tech. Retrieved February 7, 2022, from 
cnbcindonesia.com: 
https://www.cnbcindonesia.com/tech/20220120142249-37-309046/768-warga-ri-
sudah-pakai-internet-tapi-banyak-pr-nya 

[9] Bitner, M. J. (1994). Critical service encounters: The employee's viewpoint. 
Journal of Marketing, 58(4), 95-106. doi:doi.org/10.2307/1251919 

[10] Butz, H. a. (1996). Measuring customer value: gaining the strategic advantage. 
Organizational Dynamics 24 (Winter), 24(3), 63-77. 
DOI:10.1016/S0090-2616(96)90006-6 

[11] Chen, Z. &. (2003, April). A conceptual model of perceived customer value in 
e-commerce: A preliminary. Psychology & Marketing, 20(4), 323–347. 
DOI:10.1002/Mar.10076  

[12] Chiu, C.-M. F.-H.-L. (2013). On online repurchase intentions: Antecedents and 
the moderating role of switching cost. Human Systems Management,, 32(4), 
283–296. doi:10.3233/HSM-130796 



Review of Integrative Business and Economics Research, Vol. 14, Issue 1      607 
 

 
Copyright  2025 GMP Press and Printing 
ISSN: 2304-1013 (Online); 2304-1269 (CDROM); 2414-6722 (Print) 

[13] De Wulf, K. O.-S. (2001, October). Investment in Consumer Relationships: A 
Cross-Country and Cross-Industry Exploration. Journal of Marketing, 65(4), 
33-50. doi:0.1509/jmkg.65.4.33.18386 

[14] DeLone, W. H. (2003). The DeLone and McLean Model of Information Systems 
Success : A Ten-Year Update. Journal Management Information Systems, 19(4), 
9-30. DOI:10.1080/07421222.2003.11045748 

[15] Dolot, A. (2018). The characteristic of Generation Z. e-mentor, 2 (74), 44-50. 
DOI:10.15219/EM74.1351 

[16] Dr. Baskar, P. R. (2015, November). A Study on the Impact of Preferential 
Treatment on Employee Motivation. International Journal of Science and 
Research (IJSR, 4(11), 1644-1648. Taken back from 
https://www.researchgate.net/publication/329519715_A_Study_on_the_Impact_o
f_Rewards_and_Recognition_on_Employee_Motivation 

[17] Effendi, S. M. (2012). Survey Research Methods. Jakarta: PT Pustaka LP3ES. 
[18] Elena, M. (2022, January 27). Economy. Retrieved February 6, 2022, from 

Ekonomi.bisnis.com: 
https://ekonomi.bisnis.com/read/20220127/9/1494047/bi-catat-nilai-transaksi-e-c
ommerce-tembus-rp401-triliun-pada-2021#:~:text=Bisnis.com%2C%20JAKART
A%20%2D%20Bank,sepanjang%202021%20mencapai%20Rp401%20triliun. 

[19] Gagliano, K. B. (1994, March 1). Customer Expectations and Perceptions of 
Service Quality in Retail Apparel Specialty Stores. Journal of Marketing Services, 
8(1), 60-69. doi:10.1108/08876049410053311 

[20] Ghozali, I. (2006). Application of Multivariate Analysis with SPSS Program (4th 
ed.). Semarang: Diponegoro University Publishing Board. Picked April 19, 2022 

[21] Ghozali, I. (2006). Application of Multivariate Analysis with SPSS Program (4th 
ed.). Semarang: Diponegoro University Publishing Board. Picked April 19, 2022 

[22] Ghozali, I. (2018). Applications of Multivariate Analysis with IBM SPSS 25 
Program (9 ed.). Semarang: Diponegoro University Publishing Board. Picked 
April 19, 2022 

[23] Gruen, T. O. (2006). eWOM: the impact of customer-to customer online 
know-how exchange on customer value and loyalty. Journal of Business 
Research, 59 (4), 449–456. DOI:https://doi.org/10.1016/j.jbusres.2005.10.004 

[24] Gwinner, K. P. (1998). Relational benefits in servicesindustries: The customer's 
perspective. Journal of the Academy of Marketing Science, 26(2), 101-115. 
Picked March 31, 2022 

[25] Hair, J. A. (2007). Research Methods for Business. Chichester: John Wiley &; 
Sons Ltd. Picked April 19, 2022 

[26] Hair, J. F. (2010). Multivariate Data Analysis: Global Edition, 7th Edition (7th 
ed.). New Jersey: Pearson Prentice-Hall. Retrieved April 17, 2022, from 
https://www.researchgate.net/publication/237009923_Multivariate_Data_Analysi
s_A_Global_Perspective 

[27] Hart, C. W. (1996). Made to Order. Marketing Management, 5(2), 12-22. 
Retrieved April 17, 2022, from 
https://www.proquest.com/openview/edc85365a011e68e5a5869661421fbe4/1?pq
-origsite=gscholar&cbl=30990 

[28] Hawkins, M. M. (2007). Consumer Behavior: Building Marketing Strategy (Vol. 
10). Boston: McGraw-Hill. Retrieved April 16, 2022, from 
https://www.worldcat.org/title/consumer-behavior-building-marketing-strategy/o
clc/768314744 



Review of Integrative Business and Economics Research, Vol. 14, Issue 1      608 
 

 
Copyright  2025 GMP Press and Printing 
ISSN: 2304-1013 (Online); 2304-1269 (CDROM); 2414-6722 (Print) 

[29] Hellier, K. P. (2003). Customer Repurchase Intention . European Journal of 
Marketing, 37 (11/12), 1762-1800. 

[30] Hennig-Thurau, T. G. (2004). Electronic word-of-mouth via consumer-opinion 
platforms: what motivates consumers to articulate themselves on the Internet. 
Journal of Interactive Marketing. Journal of Interactive Marketing, 18, 38-52. 
doi:doi.org/10.1002/dir.10073 

[31] Imandiar, Y. P. (2021, September 10). news. Retrieved February 21, 2022, from 
news.detik.com: 
https://news.detik.com/berita/d-5718856/layanan-pelanggan-tokopedia-raih-peng
hargaan-di-icsq-award-2021#:~:text=Layanan%20Pelanggan%20Tokopedia%20
Raih%20Penghargaan%20di%20ICSQ%20Award%202021,-Yudistira%20Perda
na%20Imandiar&text=Tim%20Customer%20Experienc 

[32] IndoTelko. (2021, October 18). Digital Business. Retrieved from Indotelko.com: 
https://www.indotelko.com/read/1634517258/kontribusi-ecommerce 

[33] Istijanto. (2007). 63 Recent Marketing Cases Indonesia Dissects New Marketing 
Strategies and Tactics. Jakarta: PT Alex Media Komputindo. Retrieved March 20, 
2022 

[34] Jahanzeb, S. F. (2013, February 22). How service quality influences brand equity. 
International Journal of Bank Marketing. International Journal of Bank 
Marketing, 31(2), 126-141. doi:10.1108/02652321311298735  

[35] Jiang, G. L. (2021, March). Effects of information quality on information 
adoption on social media review platforms: moderating role of perceived risk. 
Data Science and Management, 1(1), 13-22. DOI:10.1016/j.dsm.2021.02.004 

[36] Johan, I. &.-G. (2020). Measuring Repurchase Intention on Fashion Online 
Shopping. SHS Web of Conferences, 76( 01015). 
doi:10.1051/shsconf/20207601015.  

[37] Coordinating Ministry for Individual Affairs of the Republic of Indonesia. (2021, 
July 27). The Large Role of Domestic Demand in Improving the Performance of 
Issuers [Press Release]. Jakarta. Retrieved January 6, 2022, from 
https://www.ekon.go.id/publikasi/detail/3173/peran-besar-permintaan-domestik-t
erhadap-perbaikan-kinerja-emiten 

[38] Khalifa, M. &. (2007). Online consumer retention: contingent effects of online 
shopping habit and online shopping experience, . European Journal of 
Information Systems, 16(6), 780-792. doi:doi.org/10.1057/palgrave.ejis.3000711 

[39] Kim, A. J. (2010). Impacts of luxury fashion brand's social media marketing on 
customer relationship and purchase intention. Journal of Global Fashion 
Marketing, 1(3), 164-171. doi: 10.1080/20932685.2010.10593068 

[40] Kim, H. &. (2009). The Impact of Website Quality on Information Quality, Value, 
and Loyalty Intentions in Apparel Retailing. Journal of Interactive Marketing, 
23(3), 221-233. DOI:10.1016/j.intmar.2009.04.009  

[41] Kim, S. &. (2013, April). Effects of various characteristics of social commerce 
(s-commerce) on consumers' trust and trust performance. International Journal of 
Information Management, 33(2), 318-332. doi:10.1016/j.ijinfomgt.2012.11.006 

[42] Kotler, P. &. (2009). Marketing Management (13(2) ed.). Jakarta: Erlangga. 
Picked April 16, 2022 

[43] Kotler, P. &. (2016). Marketing Management (Global Edition) ( 15th Edition ed.). 
Harlow: Pearson Education, Inc. Picked March 19, 2022, from 
https://onesearch.id/Record/IOS3774.JAKPU000000000130833 



Review of Integrative Business and Economics Research, Vol. 14, Issue 1      609 
 

 
Copyright  2025 GMP Press and Printing 
ISSN: 2304-1013 (Online); 2304-1269 (CDROM); 2414-6722 (Print) 

[44] Kreis, H. M. (2014). The influence of customer loyalty program design on the 
relationship between customer motives and value perception. Journal of Retailing 
and Consumer Services, 21(4), 590-600. doi:10.1016/j.jretconser.2014.04.006 

[45] Kristof De Wulf, G. O.-S. (2003). Investments in consumer relationships: a 
critical reassessment and model extension. The International Review of Retail, 
Distribution and Consumer Research, , 13(3), 245-261. 
doi:10.1080/0959396032000101354 

[46] Lacey, R. J. (2007, February 9). Differential Effects of Preferential Treatment 
Levels on Relational Outcomes. Journal of Service Research, 241-56. Picked 
March 25, 2022 

[47] Lee, C. H. (2011). Analyzing key determinants of online repurchase intentions. 
Asia Pacific Journal of Marketing and Logistics,, 23(2), 200–221. 
doi:doi:10.1108/13555851111120498  

[48] Lestari, E. D. (2020). PREDICTING FACTORS THAT INFLUENCE 
ATTITUDE TO USE AND ITS IMPLICATIONS ON CONTINUANCE 
INTENTION TO USE SVOD: STUDY ON NETFLIX USERS OF INDONESIA. 
DeReMa Journal of Management, 15(2), 183-208. 
DOI:10.19166/derema.v15i2.2541 

[49] Lewis, R. &. (1983). "The marketing aspects of service quality"in Berry, L., 
Shostack, G. and Wage, G. (eds.). Emerging perspectives on services marketing, 
99-107. 

[50] Lien, C.-H. W.-J.-C. (2011, January). Online hotel booking: The effects of brand 
image, price, trust and value onpurchase intentions. Asia Pacific Management 
Review, 16(3), 211-223. DOI:10.1016/J.APMRV.2015.03.005 

[51] Makmun, M. (2017, March 10). Beritasatu Archive. Retrieved April 9, 2022, 
from beritasatu.com: 
https://www.beritasatu.com/archive/418724/shopee-raih-indonesian-netizen-bran
d-choice-award-2017 

[52] Manic, A. S. (2017, October). THE EFFECT OF WEBQUAL 4.0 METHOD ON 
USER SATISFACTION OF THE SRIWIJAYA STATE POLYTECHNIC 
WEBSITE.  Journal of Applied Electrical and Telecommunications (e-Journal), 
4(1), 477. DOI:10.25124/Jett.V4i1.994 

[53] McDougall, G. H. (2000). Customer Satisfaction with service: putting perceived 
value into the equation. Journal of Service Marketing, 14(5), 392-41. Picked 
March 13, 2022 

[54] Merle, A. C.-L. (2010, August 19). Perceived Value of the Mass-Customized 
Product and Mass Customization Experience for Individual Consumers. 19(5), 
503–514. DOI:10.1111/J.1937-5956.2010.01131.x  

[55] Mou, J. &. (2019, November 1). International buyers' repurchase intentions in a 
Chinese cross-border e-commerce platform: A valence framework perspective. 
Internet Research. ahead-of-print., 30(2), 403-437. 
doi:10.1108/INTR-06-2018-0259 

[56] Naami, A. R. (2017). The Effect of Perceived Value, Perceived Risk, and Price 
on Customers Buying Intention (Case Study: Employees of Presov Electronics 
Company). International Review of Management and Marketing (IRMM), 7(5), 
164-170. Retrieved April 16, 2022, from 
https://ideas.repec.org/a/eco/journ3/2017-05-20.html 

[57] NATIONAL. (2022, January 23). National. Retrieved February 9, 2022, from 
kontan.co.id: 



Review of Integrative Business and Economics Research, Vol. 14, Issue 1      610 
 

 
Copyright  2025 GMP Press and Printing 
ISSN: 2304-1013 (Online); 2304-1269 (CDROM); 2414-6722 (Print) 

https://nasional.kontan.co.id/news/ini-kata-ekonom-bca-soal-capaian-nilai-transa
ksi-e-commerce-di-tahun-2021 

[58] Nasution, M. N. (2004). Integrated Service Management. Bogor: Ghalia 
Indonesia. Retrieved March 12, 2022, from 
https://opac.perpusnas.go.id/DetailOpac.aspx?id=556889 

[59] Nillson, J. &. (2017, June 30). Online customer experience, satisfaction and 
repurchase intention for online clothing retailing. Retrieved April 17, 2022, from 
https://core.ac.uk/download/pdf/85145217.pdf 

[60] Novika, S. (2021, March 7). Business Economic News. Retrieved February 21, 
2022, from detikFinance: 
https://finance.detik.com/berita-ekonomi-bisnis/d-5484706/merunut-perkembang
an-e-commerce-di-indonesia 

[61] O'Brien, J. A. (2005). Introduction to Information Systems 12th Edition (12 ed.). 
Boston: cGraw-Hill Irwin, Boston, MA. Picked April 17, 2022 

[62] Pahlavi, R. (2021, December 27). Infographic. Retrieved February 21, 2022, 
from Katadata.co.id: 
https://katadata.co.id/ariayudhistira/infografik/61c9230ccaf65/berapa-nilai-transa
ksi-e-commerce-indonesia-setiap-jam 

[63] Patma, S. T. (2021). Impact of Information Quality on Customer Perceived Value, 
Experience Quality, and Customer Satisfaction from Using GoFood Application. 
Journal of Indonesian Economy and Business, 36(1), 51-61. 
doi:10.22146/jieb.59810 

[64] Pham, Q. T. (2018). Relationship between Convenience, Perceived Value, and 
Repurchase Intention in Online Shopping in Vietnam . Sustainability, 10(1), 156. 
doi:10.3390/su10010156  

[65] Pine II, B. J. (1995). Do you want to keep your customers forever? Harvard 
Business Review, 73(2), 103=114. Retrieved April 17, 2022, from 
https://www.researchgate.net/publication/243782919_Do_You_Want_to_Keep_
Your_Customers_Forever_Harvard_Business_Rev 

[66] Princess, W. K. (2019, April 23). The influence of system quality, information 
quality, e-service quality and perceived value on Shopee consumer loyalty in 
Padang City. The International Technology Management Review, 8(1), 10-15. 
DOI:10.2991/ITMR.B.190417.002 

[67] Purwanto, N., Amelia, A., Ronald, R., Erminati, P., Nico, I., (2023). How to Build 
Adoption Intentions through Customer Engagement for Travelling Application in 
Indonesia. Review of Integrative Business and Economics Research, 12(3), pp. 
143–149. 

[68] Rahadian, L. (2021, December 7). Tokopedia's Active Users Exceed 100 Million. 
Retrieved March 15, 2022, from cnbcindonesia.com: 
https://www.cnbcindonesia.com/tech/20211207135027-37-297342/pengguna-akti
f-tokopedia-tembus-100-juta 

[69] Rai, A. L. (2002, March). Assessing the Validity of IS Success Models: An 
Empirical Test and Theoretical Analysis. Information System Research, 13(1), 
50-69. DOI:10.1287/ISRE.13.1.50.96 

[70] Rochman, F. (2022, February 1). News. (BETWEEN ) Retrieved April 9, 2022, 
from antaranews.com: 
https://www.antaranews.com/berita/2677053/shopee-jadi-e-commerce-terbanyak-
digunakan-selama-akhir-2021 



Review of Integrative Business and Economics Research, Vol. 14, Issue 1      611 
 

 
Copyright  2025 GMP Press and Printing 
ISSN: 2304-1013 (Online); 2304-1269 (CDROM); 2414-6722 (Print) 

[71] Roscoe, J. (1982). Research Methods for Business. New York: Holt Rinehart and 
Winston. 

[72] Roy, S. K. (2018). Customer engagement behaviors: The role of service 
convenience, fairness. Journal of Retailing and Consumer Services 44, 293-304. 
doi:10.1016/j.jretconser.2018.07.018 

[73] Sahu, A. K. (2007, March 27). Measuring service quality in an academic library: 
an Indian case study. Library Review, 56(3), 234-243. 
doi:10.1108/00242530710736019 

[74] Santoso, S. (1999). SPSS: Processing statistical data professionally version 7.5. 
Jakarta: Elex Media Komputindo. 

[75] Santoso, S. (2006). Using SPSS for Non-Parametric Statistics. Jakarta: PT. Elex 
Media Komputindo. 

[76] Santoso, S. (2009). The Complete Guide to Mastering Statistics with SPSS 17. 
Jakarta: PT Elex Media Komputindo. Picked April 19, 2022 

[77] Sari, M. I. (2019, April). The Effect of Information Quality and Relationship 
Quality on Uncertainty Reduction and Purchase Intention. Journal of Estuary 
Economics and Business, 3(1), 112-121. DOI:10.24912/jmieb.v3i1.3490 

[78] Sebastian, M. R.-I.-S.-C. (2020, November 24). Social commerce website design, 
perceived value and loyalty behavior intentions: The moderating roles of gender, 
age and frequency of use,. Journal of Retailing and Consumer Services, 63. 
doi:10.1016/j.jretconser.2020.102404 

[79] Shah, A. M., Yan, X., Shah, S. A., &; Ali, M. (2020). Shah, Adnan Muhammad; 
Yan, Xiangbin; Shah, Syed Asad Ali; Ali, Mudassar (2020). Customers' 
perceived value and dining choice through mobile apps in Indonesia. Asia Pacific 
Journal of Marketing and Logistics, ahead-of-print(ahead-of-print), –. Asia 
Pacific Journal of Marketing and Logistics. doi:10.1108/apjml-03-2019-0167  

[80] Shaikh, A. K. (2018). Understanding moderating effects in increasing 
share-of-wallet and word-of-mouth: a case study of Lidl grocery retailer. Journal 
Retailing Consum. Service, 44, 45–53. 
doi:https://doi.org/10.1016/j.jretconser.2018.05.009 

[81] Shopee New Zealand. (2020, January 24). Industry. Retrieved April 9, 2022, 
from pressrelease.kontan.co.id: 
https://pressrelease.kontan.co.id/release/shopee-awali-2020-dengan-pencapaian-s
ebagai-brand-e-commerce-pilihan-masyarakat-indonesia?page=all 

[82] Shopee. (t.yr.). Shopee Careers. Retrieved April 9, 2022, from 
careers.shopee.co.id: https://careers.shopee.co.id/about 

[83] Söderlund, M. L. (2014). Preferential treatment in the service encounter. Journal 
of Service Management, 25(4), 512-530. doi:0.1108/JOSM-02-2014-0048 

[84] Squire, B. R., & Brown, S. B. (2004). Mass customization: the key to customer 
value?. . Production Planning &; Control, 15(4), 459–471. 
DOI:10.1080/0953728042000238755  

[85] Srinivasan, S. S. (2002). Customer loyalty in e-commerce: an exploration of its 
antecedents and consequences. Journal of Retailing, 78(1), 41-50. 
DOI:10.1016/S0022-4359(01)00065-3 

[86] Stillman, D. &. (2018).  Generation Z: Understanding the Character of a New 
Generation That Will Change the World of Work. Jakarta: :Gramedia Main 
Library. Retrieved March 20, 2022 



Review of Integrative Business and Economics Research, Vol. 14, Issue 1      612 
 

 
Copyright  2025 GMP Press and Printing 
ISSN: 2304-1013 (Online); 2304-1269 (CDROM); 2414-6722 (Print) 

[87] Strong, D. M. (1996). Beyond Accuracy: What Data Quality Means to Data 
Consumers. Journal of Management Information Systems, 12(4), 5-33. Taken 
back from http://www.jstor.org/stable/40398176 

[88] Subagio, H. &. (2012, April). The Effect of Perceived Service Quality, Perceived 
Value, Satisfaction, and Image on Customer Loyalty (Garuda Indonesia Case 
Study). Journal of Marketing Management, 7(1), 42-52. 
DOI:10.9744/Marketing.7.5.42-52 

[89] Sugiyono. (1997). Administrative Research Methodology. Yogyakarta: Alfabeta. 
[90] Sugiyono. (2009). Quantitative, Qualitative, and R&B Research Methods. 

Bandung: Alfabeta. 
[91] Sugiyono. (2013). Qualitative Quantitative Research Methods and R & D. 

Bandung: Alfabeta. Bandung: Alfabeta. 
[92] Sukadji, S. (2000). Educational Psychology and School Psychology. Jakarta: 

LPSP3 Faculty of Psychology, University of Indonesia. 
[93] Sunjoyo, R. S. (2013). SPSS Applications for SMART Research: (IBM SPSS 21.0 

Proram) ( 1 ed.). Bandung: Alfabeta. Picked April 19, 2022 
[94] Sunyoto, D. (2011). Regression Analysis and Hypothesis Test. Yogyakarta: 

CAPS. Picked April 19, 2022 
[95] Tjiptono, F. d. (2016). Service, Quality, and Satisfaction (4 ed.). CV Andi Offset. 

Retrieved April 5, 2022, from 
https://elibrary.bsi.ac.id/readbook/205209/service-quality-and-satisfaction 

[96] Tsao, W.-C. H.-T. (2016). Intensifying online loyalty! The power of website 
quality and the perceived value of consumer/seller relationshipa. Industrial 
Management &; Data Systems, 116(9), 1987-2010. 
doi:10.1108/IMDS-07-2015-0293 

[97] Umar, H. (2013). Research Methods for Thesis and Thesis. Jakarta: Rajawali 
Press. Retrieved April 17, 2022, from 
https://inlis.acehtamiangkab.go.id/opac/detail-opac?id=1172 

[98] Van Doorn, J. L. (2010, August 11). Customer engagement behavior: theoretical 
foundations and research directions. Journal of Service Research, 13(3), 253-266. 
doi:10.1177/1094670510375599 

[99] W., R. (2017, September 15). PC Plus. Retrieved April 9, 2022, from 
pcplus.co.id: 
https://www.pcplus.co.id/2017/09/shopee-indonesia-raih-penghargaan-the-best-in
-marketing-campaign/ 

[100] Xia, L. &.-K. (2014). For our valued customers only: Examining consumer 
responses to preferential treatment practice. Journal of Business Research, 67(11), 
2368-2375. doi:10.1016/j.jbusres.2014.02.002 

[101] Yan, L. B. (2015, October). Asia Pacific Journal of Tourism Research . Journal 
of Tourism Research, 10(1), 1-22. Retrieved April 2, 2022, from 
https://www.researchgate.net/publication/282869860_Online_Customer_Experie
nce_and_Its_Relationship_to_Repurchase_Intention_An_Empirical_Case_of_On
line_Travel_Agencies_in_China 

[102] Yi, Y. &. ( 2003). Effects of Loyalty Programs on Value Perception, Program 
Loyalty, and Brand Loyalty. Journal of the Academy of Marketing Science, 31(3), 
229-240. doi:10.1177/0092070303031003002 

[103] Yoo, J. &. (2016). The effects of e-mass customization on consumer perceived 
value, satisfaction, and loyalty toward luxury brands, Journal of Business 



Review of Integrative Business and Economics Research, Vol. 14, Issue 1      613 
 

 
Copyright  2025 GMP Press and Printing 
ISSN: 2304-1013 (Online); 2304-1269 (CDROM); 2414-6722 (Print) 

Research. Journal of Business Research, 69(2), 5775-5784. 
doi:10.1016/j.jbusres.2016.04.174 

[104] Yuen, E. F. (2010, December 14). The effect of retail service quality and product 
quality on customer loyalty. Journal of Database Marketing &; Customer 
Strategy Management, 17(3/4), 222-240. doi:10.1057/DBM.2010.13 

[105] Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: A 
Means-End Model and Synthesis of Evidence. . Journal of Marketing, 52(3), 
2-22. doi:10.2307/1251446 

 


