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Abstract

The development of the internet raises opportunities for the marketing of a product 
and bring new forms for retail transactions, one of which is online shopping.  Furthermore with the Internet, online consumers more easily gain access to information and they offered
 a wide variety of products and services that can be selected at competitive prices. The purpose of this study is to determine whether there is influence of E-Service Quality, Price Perception and Experiential Marketing to Repurchase Intention which mediated by Customer Satisfaction in On-line Shopping. The amount of samples is 180 respondents. Questionnaires were distributed to respondents who have shopped using online shopping with random sampling method. This study uses data analysis of Serqual Equation Modeling by using Lisrel software. The result showed that there is the impact of e-service quality to customer satisfaction and also the impact of price perception to customer satisfaction.  Besides, there is not influences between experiential marketing to customer satisfaction,  Furthermore, there is the impact of customer satisfaction to repurchase intention.  In addition, there is the effects of repurchase intention mediated by customer satisfaction. The greatest impact is customer satisfaction compared to e-service quality, price perception and experiential marketing to repurchase intention. Therefore e-service quality and price perception form customer satisfaction than experiential marketing.
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Background
The development of the internet raises opportunities for the marketing of a product 
and bring new forms for retail transactions, one of which is online shopping (Bulut, 2015). Furthermore with the Internet, online consumers more easily gain access to information and they offered a wide variety of products and services that can be selected at competitive prices (Park and Kim, 2003). This phenomenon anticipated by retailer in Indonesia as an opportunity to market their products by using online shopping. In addition to major retailer, small-scale retailer and the public can also market their products by using online shopping. This is seen in the number of online shopping such as: Lazada, Elevenia, Zalora, bukalapak, OLX, Tokopedia and others. These conditions will tighten competition between online shopping (Yang et al., 2003).
	One benefit for companies in marketing their products through the on line shopping is cheap cost, but the company should also pay attention to the quality of services to customers. E- service quality is the difference between consumer expectations of the performance and the services provided by the company according to consumer perceptions of services received.In addition, the company markets its products through online shopping, it should also pay attention to customer satisfaction and repurchase intention. Consumers are satisfied with the performance of online shopping has positive influence on their repurchase intention (L.D. Pleessis, 2010). Furthermore, price perception also affects customer satisfaction. Worthy price is one of the marketing mix that influence customer satisfaction and repeat purchase towards online shopping (Ha, et al, 2010).  Based on the above phenomenon, the author will conduct research of the topic: is there any influence of the E-Service Quality, Price Perception to Repurchase Intention which mediated by Customer Satisfaction, Customer Loyalty and Experiential Marketing at On-line Shopping?

I. Objectives

  The purpose of this study is to determine whether there is influence of E-Service Quality,  
     Price Perception and Expriential Marketing to Repurchase Intention mediated by   
     Customer Satisfaction of On-line Shopping. In addition the results of research can    
     provide input to busines  online.

II. Limitations of the study
This study is limited to variable E-Service Quality, Price Perception, Experiential Marketing, Customer Satisfaction and Repurchase Intention.

III. Literature Review

Definition of e-Service Quality : the extent to which a Web site facilitates efficient 
and effective shopping, purchasing, and delivery (Zeithaml, Parasuraman, and 
Malhotra, 2000).  Swaid dan Wigand (2009),  Aquila, Padilla, dan Al-dweeri (2013), menyatakan bahwa informasi yang diberikan oleh perusahaan memiliki dampak positif terhadap e-satisfaction.  In addition, according to Zeithaml, Parasuraman, and  Malhotra, (2000), there are 11 dimensions of e-Service Quality, namely: reliability, responsiveness, access, flexsibility, ease of navigation, efficiency, assurance/trust, security/privacy, price knowledge, site aesthetics and customization/personalization.
	According to Oliver (1980), consumers will feel satisfied when product performance in accordance with their expectations.  Tianxiang and Chunlin Liu Sheng (2010), indicate consumer satisfaction indicators such as consumers: are satisfied with the online shopping experience, feel wise use online shopping, satisfied that the use of online shopping can satisfy their request, in general consumers think that the decision to make a purchase through online shopping is right.  Kotler (2010) suggest, consumers are satisfied: they will make repeat purchases, increasing the desire to make purchases online (L.D. Pleessis, 2010). Consumers are satisfied with decisions they make a purchase through online shopping, and consumers are happy to make a purchase at online shopping.
	Repurchase intention is a positive attitude of consumers towards e-retailer that will generate repeat purchases (repeat buying behavior). Zhou et.al. (2009), Kim et al, (2012), repurchase intention is that consumers are interested in making a purchase by using online shopping, consumer online shopping will be revisited in the future and consumers are interested in to recommend online shopping because they also use online shopping.
	Chih (2012) suggests that perception of the price of products at online shopping, are: consumers trust the quality of products offered in accordance with the price offered, the manufacturer gives discounts for products marketed when compared with competitor prices, the prices charged by manufacturers reasonable, overall consumers are satisfied with the price of the product, consumers will consider information from experts of the price of the product to be purchased. In addition, according to Feick and Lind (1987), attributes the perception of prices in online shopping is: in general the price of an expensive product reflects the high quality of products, buying products with brands that most expensive price, making consumers feel classy.
	Experiential marketing is an extension of traditional marketing that integrates a variety of methods, concepts and media used for marketing campaigns which appeals consumers to engage the value  products offered by manufacturers.  Maghnati et al. (2012) states that experiential marketing is not only seen from the functions of products and services, but can affect people's emotions and stimuli. According to Schmith (1999), esperiential marketing consists of: sense, feel, think, act and relate.

Previous research

Consumers who are satisfied with the performance of online shopping has positive influence on their repurchase intention (L.D. Pleessis, 2010). Furthermore, the perception of price is also affected customer satisfaction. Worthy price is one of the marketing mix that influence customer satisfaction and repurchase intention  towards online shopping (Ha, et al, 2010). Consumers who are satisfied to the online shopping will be a positive influence on their repeat purchase behavior (repurchase intention).  Lee, Ming-Sing; Hsiou, Huey-Der; Yang, Ming-Fen (2010) said that experiential marketing has significantly positive effect on customer satisfaction. E-service quality has influnce on customer satisfaction (Hsin Hsin Chang, You-Hua Wang and Wen-Ying Yang (2009). According to Ibsan, E; Balarabe, F., and  Jakada, B. (2016), there is a positive relationship between customer satisfaction and repurchase intention, satisfied consumers are more likely to continue their relationship with a particular firm than dissatisfied ones. From previous research, the authors add the mediation that is: the influence e-service quality, price perception and experiential marketing on re-purchase intention mediated by customer satisfaction. 

IV. Research Model
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Conceptual hypothesis:

1. There is the influences of E-Service Quality towards Customer Satisfaction
2. There is the influences of Price Perception towards Customer Satisfaction
3. There is the influences of Experiential Marketing towards Customer Satisfaction
4. There is the influences of Customer Satisfaction towards Repurchase Intention
5. There is the influence of E-Service Quality, Price Perception and Experiential Marketing towards Repuchase Intention mediated by Customer Satisfaction 

V. Research methods
In collecting the data, since the population size is not limited, therefore to determine the sample size based on a ratio of 1 in 10 to 1 compared to a maximum or 5 to a minimum (Hair, et al., 2006). Samples will be taken at 5 X 36 = 180 respondents. To anticipate questionnaire that can not be inputted, authors distribute 200 questionnaires. Questionnaires were distributed to respondents who have shopped using online shopping, with random sampling method. This study uses data analysis of Serqual Equation Modeling by using Lisrel software to see the effect of E-Service Quality, Price Perception, Experiential Marketing to Repurchase Intention mediated by Customer Satisfaction on On-line Shopping

VI. Result
Table 6.1 Characteristics of Respondents

	Characteristics of Respondents
	Frequency
	Percentage

	Gender
	
	

	Male
	86
	47.8

	Female
	94
	52.2

	Total
	180
	100

	Age
	
	

	18
	 6
	  3.3

	19
	32
	17.8

	20
	40
	22.2

	21
	43
	23.9

	22
	31
	17.2

	23
	13
	 7.2

	24
	5
	 2.8

	25
	6
	 3.3

	28
	1
	   .6

	33
	2
	 1.1

	38
	1
	   .6

	Total
	180
	100

	Education
	
	

	SMA
	66
	36.7

	Diploma
	10 
	  5.6

	S1
	104
	57.8

	Total
	180
	100



Based on the above table, it can be said that most respondents are women equal to 52.2%. While in terms of age, most respondents are 21-year-old equal to 23.9%. In addition, the most education of the respondents are SI equal to 57.8







Hypothesis test results

	No.
	Hypothesis
	Path
Coefficient
	Value - t
	t-table
	Results 
	Conclusion

	H1.
	Effect e service quality to customer satisfaction
	0.29
	2.56
	1.96
	significant
	H0 rejected, there is influences between e service quality to customer satisfaction


	H2.
	Effect price perception to customer satisfaction
	0.46
	2.10
	1.96
	significant
	H0 rejected, there is influences between price perception to customer satisfaction


	H3.
	Effect experiential marketing to customer satisfaction
	0.19
	1.08
	1.96
	Not significant
	H0 accepted, there is not influences between experiential marketing to customer satisfaction



	H4.
	Effect customer satisfaction to repurchase intention
	0.87
	9.87
	1.96
	significant
	H0 accepted, there is influences between customer satisfaction to repurchase intention 



Hypothesis 5 as follow:

Repurchase Intention = 0.254 ESQ + 0.396PP + 0,169 EM + 0.866 CS
There is the effects of repurchase intention mediated by customer satisfaction. The greatest impact is customer satisfaction compared to e service quality, price perception and experiential marketing. Therefore e service quality and price perception form customer satisfaction than experiential marketing.
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Discussion
The results of researched by authors showed that e service quality has significant impact to customer satisfaction. This is appropriate to research conducted by Hsin Hsin Chang, You-Hua Wang and Wen-Ying Yang (2009) which stated  E-service quality has influence on customer satisfaction.  In addition the results of researched by author  showed that price perception has significant impact to customer satisfaction.  This is appropriate to reasearch conducted by Ha, et al (2010)  which stated worthy price is one of the marketing mix that influence customer satisfaction  Furthermore, the results of researched by authors showed that experiential marketing has not significant impact to customer satisfaction,  The results is not appropriate to research  conducted by Lee, Ming-Sing; Hsiou, Huey-Der; Yang, Ming-Fen (2010) that said experiential marketing has significantly positive effect on customer satisfaction.  This is due to research conducted by previous researchers that is different objects and locations. The object and location that researched was shopping malls in Tainan.
The next, the result of researched by authors showed that customer satisfaction has significant impact to repurchase  intention.  This is appropriate  to research conduct by Ibsan, E; Balarabe, F., and  Jakada, B. (2016) that said  positive relationship between customer satisfaction and repurchase intention.  There is the effects of repurchase intention mediated by customer satisfaction. The greatest impact is customer satisfaction compared to e service quality, price perception and experiential marketing, because  to make  repurchase intention, consumers must be satisfied.  There is e service quality and price perception form customer satisfaction than experiential marketing, because in making purchase decision through online shopping consumers need good service such as delivery of goods in accordance with the ordered and can return the damaged product. In addition, the quality of the product in accordance with the price offered can make consumer satisfied. While the experiential marketing does not form customer satisfaction because experience such as pleasure in using the website can not form satisfaction, because they just searching the website. 

Conclusion
There is the impact of e-service quality to customer satisfaction and and also the impact of price perception to customer satisfaction. Besides, there is not influences between experiential marketing toward customer satisfaction,  Furthermore, there is the impact of customer satisfaction to repurchase intention.  In addition, there is the effects of repurchase intention mediated by customer satisfaction. The greatest impact is customer satisfaction compared to e-service quality, price perception and experiential marketing. Therefore e-service quality and price perception form customer satisfaction than experiential marketing.





































References

Bulut, Z.A. (2015).  Determinants of repurchase intention in online shopping:   
        a Turkish cnsumer’s perspective.  International Journal of Business and 
        Social Science,  Vol. 6, No. 10; Oktober.

Chich, S.S. (2012). “Empirical study pertaining to the effect of price on 
         customer satisfaction with respect to Dominos and Pizza HUT”. 
          International Journal  of Applied Services Marketing Perspectives, 
          Vol.1, No.2, October-December.
    Hair, et., al (2006).  Multivariate Data Analysis.  New Jersey: Pearson     
        Education.

Ha Hong-Youl., Janda., S. Muthaly , S.K. (2010). “A new understanding of  
        satisfaction model in e-re-purchase situation”.  European Jurnal of  
        Marketing, Vol. 44, pp.997-1016.

Hsin Hsin Chang, You-Hua Wang and Wen-Ying Yang (2009).  The impact of 
          e-service quality, customer satisfaction and loyalty on e-marketing: 
          Moderating effect of perceived value. Total Quality Management & 
          Business Excellence, Vol. 20-Issue 4.

Ibsan, E; Balarabe, F., and  Jakada, B. (2016).  Customer Satisfaction and 
          Repurchase Intention.  Developing Country Study, ISSN 2224-607X 
          (Papers) ISSN 2225-0565 (Online), Vol. 6, No.2.

Kim, C., Galliers, R.D., Shin, N. And Ryoo, J.H. (2012).  Factors influencing 
         Internet shopping value and customer repurchase intention. Electronic 
         Commerce Research and Applications, 11, 4, 374-387.

Kotler, P. Marketing Management, Prentice Hall, Inc, New York, 2010.

L.D. Pleessis, “Customer relationship management and its influence  on  
customer loyalty at Liberty Life in South Africa.” University of Johannesberg, 2010.
Lee, Ming-Sing; Hsiou, Huey-Der; Yang, Ming-Fen (2010),  The study of the   
         relationships among experiential marketing, service quality, customer  
         satisfaction and customer loyalty.  International journal of organization 
         innovation (Online); Hobe Sound 3.2 (Fall 2010): 352-378



Maghnati et.al., 2012. Exploring the relationship between experiential 
      marketing and experiential.value in the smartphone industri. International  
      Business Research ch,5 (11).
    Oliver, R.I. (1980). “A cognitive model of antecedents and consequencies of 
       satisfaction decisions”. Journal of Markerting Research, Vol. 17, No.4, 
       pp. 460-9.
    Park, C.H. and Y.G.Kim, (2003).  Identifying key factors affecting consumer      
        purchase behavior  in online shopping context. Int. J. Retail. Distrib.   
        Manage., 31: 16-29.
     Schmitt, B.H. (1999). Experiential Marketing. Journal of Marketing   
         Management. 15 (1), 53-67.

Swaid, S.I., and Wigant, R.T. (2009).  Measuring the quality of e-service: Scale 
       development and initial validation. Journal of Electronic Commerce 
       Research, 10(1), 13-28.
     Tianxiang Sheng dan Chunlin Liu. (2010).  An empirical study on the effect of 
        e-service quality on online customer satisfaction and loyalty.  Nankai 
        Business Review International, Vol.1, No.3.
     Yang, Z., R.T. Peterson and S. Cai. (2003).  Services guality dimensions of 
        Internet retailing: An Exploratory analysis. J.Serv.Market., 17: 685-700.

 Zeithaml, V.A., A. Parasuraman and  A. Malhotra, (2000).  A conceptual  
        framework for understanding  e-service quality: Implementation for future  
        research and managerial practise.  MSI Working Paper, Report No. 00-
        115,  Marketing Science Institute, Cambridge.
    Zhou, T., Lu, Y., and Wang, B (2009).  The relative importance of website 
       design quality in determining consumers’online repurchase behavior.   
       Information Systems Management, 26, 4, 327-337.















.













7

image1.png




