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Abstract

The purpose of this research is to determine the effect of online review elements, including elec-
tronic Word of Mouth (eWOM) quantity, credibility, and quality, on customer’s online repurchase
intention through the mediating roles of online seller trust and perceived usefulness of the website.
A partial least square (PLS) based structural equation modeling (SEM) was chosen to evaluate
the measurement of research constructs and test the research hypotheses. This research uses data
collected through online questionnaires in Yogyakarta, Indonesia. The respondents’ criterion was
college students who had read online recommendations before making purchases on Bukalapak.com,
an e-commerce platform in Indonesia. The results suggest that the credibility and quality of eWOM
have a positive direct effect on consumers’ repurchase intention, while the eWOM quantity has a
negative influence on repurchase intentions. The eWOM credibility and quality indirectly influence
repurchase intentions through trust in the online vendor. The perceived usefulness of the website
only mediates the influence of eWOM quality on online repurchase intention. Limitations and
further research were also discussed.
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1. Introduction

The rate of e-commerce usage continues to record extraordinary jumps from year
to year. Such rapid increase in e-commerce consumer base had been triggered
by the various product offerings, ease of transaction, and an extensive logistics
network (Hidayanto et al., 2017). This phenomenon contributes to the rapid de-
velopment of e-commerce in Southeast Asia, especially Indonesia. According to
Databoks Data, Indonesia has been named the fastest-growing e-commerce mar-
ket, with a 78% growth rate in 2018 (Widowati, 2019). Those e-commerce usage
rates indicate that the future of Indonesia’s e-commerce looks very promising.

Given such favorable conditions, more and more companies have attempted
to take advantage of the growing e-commerce market by improving the service
across all channels. Many customers have always wanted to obtain information
before making purchases; therefore, many e-marketplaces are currently enhanc-
ing virtual spaces on their websites to support those activities—Bukalapak.com,
named the third biggest e-commerce in Indonesia. As of September 2018, more
than 84 million Indonesian users visiting Bukalapak.com every month (Iprice
Insights, 2018). Virtual space provided by Bukalapak.com have made it easier
for customers to read reviews, opinions, evaluations, and ratings related to the
product. Bukalapak customers can also see various online reviews categorized
by the most up-to-date timeline to positive and negative reviews.

Several customers possess natural habits when shopping online; this behavior
relies on viewing online reviews before making a purchase decision and has
already been recognized in marketing studies. In Indonesia, around 70 percent
of buyers trust other customer reviews. Those buyers even trust other customer
reviews 12 times more than product descriptions from the seller (Tirto.id, 2016).
eWOM communication uses online reviews as the primary reference to analyze
customer behavior toward online shopping (Bataineh, 2015; Chong et al., 2018;
Matute et al., 2016). The communication refers to the process of consumer par-
ticipation to share opinions about some products they buy online (Peng et al.,
2016).

The study focuses on analyzing the impact of eWOM elements on the con-
sumer’s intention to repurchase. Consumers perceive information in online
reviews based on quantity, credibility, and quality aspect (Bataineh, 2015; Chong
et al., 2018; Matute et al., 2016). Some other studies also consider trust and per-
ceived usefulness as being essential variables that can intervene in consumer
behavior while engaged online shopping (Chong et al., 2018; Matute et al., 2016;
Yoo & Ross, 2014). Therefore, this research contributes to extant literature by
analyzing the three principal eWOM elements on online reviews that influence
customer repurchase decisions. This study also aims to explore whether trust
in online vendors and the website’s perceived usefulness can also predict cus-
tomer’s responses. An deeper understanding on this issue will help understand
the repurchase behavior of online consumers.
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1.1. Effect of eWOM Elements

eWOM is defined as the process of consumer participation when sharing opinions
about their experiences using products and services online. Marketing literature
has considered several elements of eWOM, such as quantity, credibility, and
quality (Bataineh, 2015; Matute et al., 2016). Those studies have explored all three
of these items simultaneously and developed an integrative framework to explain
online reviews’ impact on consumers’ behavior. Previous studies claim that the
different elements of eWOM communications can affect customers’ evaluations
when shopping online.

When shopping online, most consumers need references to reduce risk. A
large amount of information can be a reference to assess how popular and valu-
able a product is to consumers (Teng et al., 2014). The information quantity relates
to the number of online reviews that have been posted to express consumer ex-
perience with the use of a product. Consumers who post their reviews about
using a product will help other consumers make purchasing decisions (Bataineh,
2015; Matute et al., 2016). Formally, we propose the alternative hypothesis (Ha)
as follows:

H1: eWOM quantity (EQUAN) has a positive direct effect that influences online repur-
chase intention (RI).

Online reviews classified by users as essential factors to make repurchase usu-
ally will have detailed information that makes it long. However, long reviews
are not always good reviews (Filieri et al., 2019; Huang et al., 2015). Credibility
plays an essential role in e-commerce. Consumers will intend to revisit the online
store if they can obtain reviews that have credible aspects (Matute et al., 2016;
Peng et al., 2016). Formally, we propose the alternative hypothesis (Ha) as follows:

H2: eWOM credibility (ECRED) has a positive direct effect that influences online repur-
chase intention.

The quality of information can be measured by looking at the relevance, time-
liness, accuracy, completeness of a review (Matute et al., 2016). Consumers’
behavior when shopping online can be affected by the quality of information
by seeking, evaluating, and determining which information is most important.
Consumers are faced with various choices and purchasing decisions that are built
based on specific needs. These reviews must provide up-to-date information,
meet consumer needs, be useful, reliable, and easily understood to meet those
needs (Bataineh, 2015; Matute et al., 2016). Formally, we propose the alternative
hypothesis (Ha) as follows:

H3: eWOM quality (EQUAL) has a positive direct effect that influences online repurchase
intention.
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1.2. Vendor Trust As A Mediating Variable

A massive amount of online reviews engenders impact on consumer attitudes
as well. This aspect could affect the consumer’s perception of online vendors.
For example, the higher number of consumers who post online reviews will
translate into weaker perceived risk of conducting transactions, thus increasing
the consumers’ perceived trust level (Hidayanto et al., 2017; Teng et al., 2014;).
Formally, we propose the alternative hypothesis (Ha) as follows:

H4: eWOM quantity influences online repurchase intention through vendor trust.

Every level of trustworthiness of an online review will come down if consumers
perceive that the seller displays incomplete or biased information. These sellers’
activities can affect consumers’ negative attitudes toward online vendors (Matute
et al., 2016; Park et al., 2011). Building customer trust is one of the ordinary es-
sential circumstances influencing consumers’ choices before making a purchase.
This aspect could affect online vendors’ reputation that plays a critical role in a
customer’s purchasing decisions (Yang et al., 2019). Formally, we propose the
alternative hypothesis (Ha) as follows:

H5: eWOM credibility influences online repurchase intention through vendor trust.

Online vendors who can manage their display into the latest, consistent, and rele-
vant information will be viewed positively by consumers. The level of consumer
confidence in online vendors will be reviewed through the existence of the most
recent, perfect, consistent, and detailed information (Chen & Chen, 2019; Matute
et al., 2016). Thus, online vendors’ capability and willingness to display data in
quality online reviews will influence consumers to revisit online stores and make
purchases. Formally, we propose the alternative hypothesis (Ha) as follows:

H6: eWOM quality influences online repurchase intention through vendor trust.

1.3. Perceived Usefulness (PU) of the Website As A Mediating
Variable

Perceived usefulness leads to the stage when customers think that information
systems will help or further augment their performance. Consumers will tend to
choose to revisit online stores to make purchases if they perceive the online stores
to be useful (Chong et al., 2018). Online stores presenting various forms of re-
views in large numbers can help consumers observe the product to be purchased.
Higher number of reviews that consumers perceive will directly translate into
higher benefits and perceived usefulness of the website (Yoo & Ross, 2014). Those
essential factors can compel consumers to revisit the online stores to repeat their
purchases (Matute et al., 2016). Formally, we propose the alternative hypothesis
(Ha) as follows:
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H7: eWOM quantity influences online repurchase intention through the perceived use-
fulness of the website.

Online recommendations are viewed as more actual, original, and helpful com-
pared to the information put forth by online sellers. As a result, consumers will
only feel the benefits of such online information should the online reviews posted
on online stores were structured (Bataineh, 2015). Online reviews can also affect
the consumer buying decision processes and their attitude toward the website if
online reviews are perceived as trustworthy and useful (Matute et al., 2016; Yeap
et al., 2014). As a result, customers will be more willing of returning to the online
store to make further purchases. Formally, we propose the alternative hypothesis
(Ha) as follows:

H8: eWOM credibility influences online repurchase intention through the perceived
usefulness of the website.

If the website (online store) can support the vendor by displaying quality in-
formation, consumers will feel that online vendors have worked to keep the
information accurate and relevant (Xu & Yao, 2015; Zheng et al., 2013). When
consumers consider online reviews to be valid for their needs, consumers will
believe in the usefulness of the website system’s message (Chen et al., 2016).
Formally, we propose the alternative hypothesis (Ha) as follows:

H9: eWOM quality influences online repurchase intention through the perceived useful-
ness of the website.

1.4. Research Framework
The research framework is modified from the study of Matute et al. (2016). The
research framework, as shown in Figure 1.

Figure 1: Research Framework
Source: Matute et al. (2016: 1098)

Jurnal Ekonomi Indonesia • Volume 10 Number 1, 2021



The Importance of eWOM Elements on ...60

2. Methodology

To measure the research data, PLS-based SEM was applied. The parameters were
estimated using SmartPLS 3.2.7. SEM-PLS is considered to be a robust analytical
method because it can be applied to all data scales and does not require strict
assumptions (Ghozali & Latan, 2015). The variables were assessed using items
modified from earlier studies; a five-point Likert-type scale is applied to estimate
variables (1 = completely disagrees; 5 = fully agree).

2.1. Sample and Data Collection

The online surveys (Google Forms) were used to obtain data from the respondents.
The purposive sampling method was used as a sampling technique in this study.
The non-random sampling technique is applied to determine requirements and
special considerations when selecting sample units. The respondents’ criteria
were university students in Yogyakarta who had previously read online reviews
before making an online purchase at Bukalapak. University students were chosen
because most e-commerce users were dominated by young people aged between
20–30 (Kompas.com, 2018).

The minimum sample size is defined as a requirement for determining the
SEM method’s sample size (n). Jannoo et al.’s (2014) suggests that the recom-
mended minimum sample size for this method range from 150 to 200 samples.
This amount is the minimum criterion required in the process of estimating data
using SEM. The sample size will show that the processed SEM data can consis-
tently test the path coefficient’s significance (Jannoo et al., 2014). 204 respondents
were used for analysis in this study. The profile of the respondents is shown in
Table 1.

Table 1: Respondent profile (n=204)

Variable Category Frequency Percentage
Age 18–21 88 43.1

22–25 116 56.9
Gender Female 72 35.3

Male 132 64.7
Average monthly income (Rupiah) <Rp1.000.000 36 17.6

Rp1.000.001–Rp1.500.000 67 32.8
Rp1.500.001–Rp2.000.000 55 27.0
Rp2.000.001–Rp2.500.000 19 9.3

>Rp2.500.001 27 13.2
Online shopping frequency in the last 1–3 159 77.9

three months 4–6 40 19.6
7–9 5 2.5
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2.2. Measurement Model
In the PLS data analysis, the parameters will be estimated using the least square
method. This estimation process will be carried out through iteration (repetition);
the iteration will stop when the data has reached a convergent condition (Ghozali
& Latan, 2015).

The correlation between indicator values and construct values can be seen
in a convergent validity test. According to Ghozali & Latan (2015: 76), the rule
of thumb usually applied to estimate convergent validity is the loading factor
whose value must range between >0.70 and >0.60 to be accepted. The indicator
value in outer loading must be more than 0.7, and the Average Variance Extracted
(AVE) value must be more than 0.5 to be considered valid (Table 2).

Following the works of Ghozali & Latan (2015: 75), we use the reliability test
to prove the accuracy and the consistency of the instruments in measuring the
research construct. The values of Composite Reliability (CR) and Cronbach’s
Alpha will determine the reliability of the construct. A research model will be
considered reliable if it meets the following condition: Cronbach’s Alpha values
must be above 0.6 and Composite Reliability values above 0.7 (Table 2).

In the end, the final step will measure the discriminant validity of the construct
by checking the value of square root AVE for each construct, which must be larger
than the correlation shared with other constructs within the structural model
(Table 3).

3. Result and Discussion

This study uses SmartPLS 3.2.7 as an analytical tool to test the structural model.
The structural model consists of constructs (variables) with arrows in the depen-
dent variable’s direction (Figure 2). The process of making path diagrams based
on the nomogram reticular action modeling (RAM) procedure. There are three
independent variables; eWOM quantity, eWOM credibility, and eWOM quality,
with two mediating variables; trust and perceived usefulness, and one dependent
variable; online repurchase intention.

According to Ghozali & Latan (2015: 80) this study will use the rule of thumb
evaluation of structural models with a confidence level of 95% (alpha = 5%) and
90% (alpha = 10%), and will compare t-statistics with t-tables (t-table for 5% =
1.96 and t-table for 10% = 1.65) where t-stat >1.65 (alpha = 10%) and t-stat >1.96
(alpha = 5%) and compare p-values with a significance level of 5% with p-values
<0.05 and a significance level of 10% with p-values <0.1 (Table 5 and 6).

The R-square results show that the model explains the 50,3% variance for
online repurchase intention, the 28% variance for perceived usefulness, and the
43.3% variance for trust (Table 4).

The path coefficient analysis on Hypothesis 1 indicates that eWOM quan-
tity exerts negative influence on customer’s online repurchase intention with
a coefficient of -0.171. T-statistic results (2.846>1.960) and P-value (0.005<0.05)
indicate that H1 does not meet the criteria because the effect is negative, then
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Table 2: Convergent Validity and Reliability Values

Construct Item Load (λ) AVE Cronbach’s α CR
eWOM Quantity EQUAN1 0.837 0.705 0.790 0.878

EQUAN2 0.783
EQUAN3 0.896

eWOM Credibility ECRED1 0.843 0.732 0.817 0.891
ECRED2 0.864
ECRED3 0.860

eWOM Quality TIM2 0.781 0.633 0.927 0.939
TIM3 0.834
COMPR1 0.814
COMPR2 0.830
COMPR3 0.843
RELEV1 0.737
RELEV2 0.774
ACC1 0.819
ACC3 0.720

Trust HON1 0.770 0.591 0.884 0.910
HON2 0.804
HON3 0.733
BENEV1 0.805
BENEV2 0.808
BENEV3 0.723
COMPET3 0.732

Perceived Usefulness PU1 0.727 0.593 0.771 0.853
PU2 0.753
PU3 0.825
PU4 0.773

Online Repurchase Intention RI1 0.821 0.695 0.782 0.872
RI2 0.862
RI3 0.817

Source: Output SmartPLS 3.2.7

Table 3: Discriminant Validity Values

EQUAN ECRED EQUAL TRUST PU RI
EQUAN 0.840
ECRED 0.642 0.855
EQUAL 0.679 0.773 0.796
TRUST 0.517 0.602 0.625 0.769
PU 0.440 0.444 0.513 0.620 0.770
RI 0.373 0.556 0.572 0.604 0.585 0.834

Source: Output SmartPLS 3.2.7

H1 is not accepted (Table 5). Although online reviews are considered to rep-
resent the popularity of goods and services, too much information will create
confusion among customers, making them feel uneasy or even preventing them
from processing information, so customers are under the negative impression
when making the purchase. (Matute et al., 2016), thus exerting impact on their
repurchase behaviour. With too much information, customers will spend too
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Figure 2: Structural Model Results
Source: Output SmartPLS 3.2.7

Table 4: Result of R-square

R Square R Square Adjusted
Trust 0.433 0.424
Perceived Usefulness 0.280 0.270
Repurchase Intention 0.503 0.491

Source: Output SmartPLS 3.2.7

Table 5: Results of Direct Effects

Beta T-statistics P-values Verification
EQUAN→ RI -0.171 2.846* 0.005* Rejected
ECRED→ RI 0.225 2.310* 0.021* Supported
EQUAL→ RI 0.209 1.879** 0.060** Supported

Source: Output SmartPLS 3.2.7
Notes: >1,96* >1,65** Significant; <0,05* <0,1** Significant
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much time processing information, experiencing stress, and this will ultimately
influence their decision-making process (Jackson & Farzaneh, 2012).

The path coefficient analysis on Hypothesis 2 shows that eWOM credibility
exerts positive influence on customer’s online repurchase intention with a coeffi-
cient of 0.225. T-statistic results (2.310>1.960) and P-value (0.021<0.05) indicate
that H2 has met the criteria (Table 5). According to Filieri et al. (2019), online
reviews will be useful for customers if the information provided is trustworthy.
Customer’s honesty in making recommendations will determine the decision to
revisit a website (Park et al., 2011). However, if the customer’s review displays
biased information, the credibility level will decrease (Matute et al., 2016). In this
study, customers have believed that online reviews they read have credible and
relevant information. As such, customers will tend to revisit the website more
often to make a repurchase.

The path coefficient analysis on Hypothesis 3 shows a positive association
between eWOM quality and customer’s online repurchase intention with a coef-
ficient of 0.209. T-statistic results (1,879>1,650) and P-values (0.060<0.1) indicate
that H3 meets the criteria (Table 5). This result confirms the conjecture that higher
quality of customer’s messages exerts positive influence on their repurchase deci-
sions. Consistent with prior studies, Chen & Chen (2019) finds that the customer’s
intention to make a repeat purchase was affected by high-quality information,
such as useful information and those that are deemed sufficient for meeting their
needs. Customers will revisit the website to make future purchases because the
website possesses quality, up-to-date, accurate, and relevant information (Matute
et al., 2016).

Table 6: Results of Specific Indirect Effects

Beta T-statistics P-values Verification
EQUAN→ TRUST→ RI 0.027 1.350 0.177 Rejected
ECRED→ TRUST→ RI 0.062 2.370* 0.018* Supported
EQUAL→ TRUST→ RI 0.081 2.391* 0.017* Supported
EQUAN→ PU→ RI 0.047 1.417 0.157 Rejected
ECRED→ PU→ RI 0.023 0.711 0.477 Rejected
EQUAL→ PU→ RI 0.107 2.363* 0.018* Supported

Source: Output SmartPLS 3.2.7
Notes: >1,96* >1,65** Significant; <0,05* <0,1** Significant

Hypothesis 4 states that the effect of eWOM quantity on customer’s online re-
purchase intention has been mediated by trust. The results of the Specific Indirect
Effects analysis show that T-statistic results (1.350<1.650) and P-value (0.177>0.1)
indicate that H4 does not meet the criteria (Table 6). Based on the development of
other mediation types by Zhao et al. (2010), trust in this hypothesis is considered
a non-mediation category. Park et al. (2011) found that the higher the number of
customers who post their online recommendations, the weaker the transaction
risk. However, many online reviews do not change the level of customer’s con-
fidence toward sellers (Matute et al., 2016). In this context, the seller who relies
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solely on online reviews without providing optimal services such as excellent
customer support or creative marketing content will not build the customer’s
confidence to do repurchase.

Hypothesis 5 states that the effect of eWOM credibility on customer’s online
repurchase intention has mediated by trust. The Specific Indirect Effects analysis
result confirms that there is a positive influence with a coefficient of 0.027, T-
statistic results (2.370>1.960), and P-value (0.018<0.05) indicate that H5 meets the
criteria (Table 6). Based on Zhao et al. (2010), trust in this hypothesis is considered
complementary mediation. Coherently with previous research, Park et al. (2011)
and Yeap et al. (2014) found that online reviews’ credibility influences customers’
confidence in making purchasing decisions. In this context, the online review has
been seen as credible information (believable reviews) and increases customer’s
confidence towards the seller according to their needs. In the end, customers will
“adopt” these online reviews to build positive trust and make repeat purchases.

Hypothesis 6 states that the effect of eWOM quality on customer’s online
repurchase intention has mediated by trust. The results of the Specific Indirect
Effects analysis show that there is a positive influence with a coefficient of 0.081,
T-statistic results (2.391>1.96), and P-value (0.017<0.05) indicate that H6 has
met the criteria (Table 6). Based on Zhao et al. (2010), trust in this hypothesis
is considered complementary mediation. Matute et al. (2016) assume that an
online review with up-to-date, consistent, and relevant information will act as
the face of the online vendor’s reputation. Customers will depend on reviews
containing quality and trusted information. In this context, the availability of
up-to-date, complete, relevant, and actual information has increased customer
confidence and reduced customer’s anxiety in making repeat purchases (Chen &
Chen, 2019).

Hypothesis 7 states that the effect of eWOM quantity on customer’s online
repurchase intention has been mediated by perceived usefulness. The Specific
Indirect Effects analysis shows that T-statistic results (1.417<1.65) and P-values
(0.157>0.1) indicate that H7 does not meet the criteria (Table 6). Based on the
development of other mediation types by Zhao et al. (2010), perceived usefulness
in this hypothesis can be considered non-mediation. In the previous study, Matute
et al. (2016) found that many reviews can change customer usefulness perceptions
to evaluate products. In this study, customers only view the website’s usefulness
as a tool to obtain large amounts of information. This action means that customers
already feel the site’s benefits, but it does not affect the customer’s intention to
repurchase (Yoo & Ross, 2014). Consumers use the online store to shop and
discover other products and services.

Hypothesis 8 states that the effect of eWOM credibility on customer’s online
repurchase intention has mediated by perceived usefulness. The Specific Indirect
Effects analysis shows that T-statistic results (0.711<1.65) and P-values (0.477>0.1)
indicate that H8 does not meet the criteria (Table 6). Based on the development of
other mediation types by Zhao et al. (2010), perceived usefulness in this hypothe-
sis is considered a non-mediation category. In this study, there is a possibility that
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the customers do not felt the usefulness of the website while obtaining credible
information. Information may appear trustworthy but not useful and current
but inaccurate (Matute et al., 2016). Customers still have to put more effort into
getting those credible reviews. It leads to possibilities that customers prefer not
to repurchase if they do not acknowledge its satisfactory performance to provide
credible reviews such as verified reviewers.

Hypothesis 9 states that the effect of eWOM quality on customer’s online
repurchase intention has mediated by perceived usefulness. The Specific Indirect
Effects analysis confirms that there is a positive influence with a coefficient of
0.107, T-statistic results (2.363>1.96) and P-value (0.018<0.05) indicate that H9
meets the criteria (Table 6), which is compatible with previous studies (Chen
et al., 2016; Xu & Yao, 2015; Zheng et al., 2013). Based on the development of
mediation types by Zhao et al. (2010), perceived usefulness in this hypothesis
is considered complementary mediation. This study revealed that customers
have considered that the website is useful because it provides quality aspects
such as accurate, relevant, up-to-date, and specific information (Matute et al.,
2016). The online store’s design to keep the quality of information a priority has
improved the customer shopping experience and motivated customers to make a
repurchase.

4. Conclusion

The number of e-commerce users in Indonesia has grown exponentially in the
recent decade. Technological advancements have also enabled consumers to
file their complaints and/or record their opinions on products sold by online
vendors in a swift manner. These comments and/or feedbacks from consumers
are especially important, as they help online vendors obtain feedbacks from
consumers in virtual spaces and improve their services in the future. This paper
aims to study the importance of such consumer feedbacks – our paper specifically
evaluates three main eWOM elements (message quantity, credibility and quality)
that consumers perceive of while reading online reviews to create purchase
decisions.

In our study, the customers’ responses are explained by identifying two sepa-
rate viewpoints. First, this research identified trust (honesty, benevolence, and
competence) as customers’ perception toward the online vendor. Second, the
website’s perceived usefulness (usability, colors, or symbols) will be measured
to understands customer repurchase behavior. The outcomes of this research
confirm the positive direct effect of eWOM credibility and quality on customer’s
repurchase intention while the quantity has a direct negative influence. Trust
in the online vendor successfully mediated the influence of eWOM credibility
and quality on online repurchase intention. Meanwhile, the website’s perceived
usefulness only mediates the impact of eWOM quality on customer online repur-
chase intention.
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4.1. Managerial Implications

This study highlights the importance of providing optimal services to online
consumers. It is also crucial that online sellers continually improve the quality
of their services by observing the customer reviews and making customers feel
comfortable surfing on the website to buy a product. Website and online vendors
are required to be able to work together to make customers satisfied when
shopping. They cannot downplay the role that online consumers’ reviews have
played in maintaining the continuity of their businesses.

First, sellers should not rely solely on a large number of reviews. The online
vendor must provide excellent customer services, such as giving feedback to
every comment, complaint, and customer’s suggestion. Second, the results also
show that consumers have not felt the benefit of the e-marketplace in verifying
the reviewers. That result indicates that the e-marketplace should be aware of the
quality of a virtual space facility, such as confirming the reviewers’ verification.
The virtual spaces must make it easier for customers to share their shopping ex-
perience. Finally, the website and online vendor can design marketing strategies
or launch marketing campaigns to build their business’s competitive advantage.

4.2. Limitations and Further Research

The limitation of this research is that researchers do not perform the back-
translation method on the questionnaire. That problem allows the occurrence of
misinterpretation of respondents’ answers.

From a methodological point of view, this research applied purposive sam-
pling with limited size. The sample data were collected from university students
(native internet users) in Yogyakarta, Indonesia. Further research recommended
creating some research in other cities or expand the scope of research outside
Indonesia. Future studies are also expected to examine the differences between
generations of internet users because the research respondents were only limited
to native internet users.

Indonesia has several alternative e-commerce markets that offer goods and
services with relatively similar functions and prices. Hence, consumers will not
rely solely on one of those several e-marketplace options. Further research is
expected to analyze the effect of price on online repurchase intention in the
e-commerce context.

In this modern era, consumers are more accustomed to receiving information
in the form of reviews, videos, and photos to illustrate individual consumer judg-
ments about a product or service. It will help consumers to get better knowledge
about the experiences of other consumers. Therefore, further research is suggested
to analyze the importance of visual eWOM on consumer online behavior.
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