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Abstract 
 

Purpose – This research aimed to analyze the factors influencing perceived ease of use, perceived usefulness, perceived 

value, online shopping experience, customer satisfaction toward online repurchase intention on E-commerce platform. 

Design/Methodology/Approach – The research employed primary and secondary data collection methods to conduct an 

analysis among factors influencing customer satisfaction and repurchase intention on E-commerce platform. The data was 

collected among 396 respondents of GenY people who live in Bangkok. The conceptual framework of this research was 

based on three theoretical frameworks of previous studies. Findings – This research intended to investigate factors 

influencing customer satisfaction and repurchase intentions on E-commerce platforms. The findings showed that perceived 

value and online experience have a significant influence to customer satisfaction. Perceived ease of use along with perceived 

usefulness have relationships toward customer satisfaction. The impact on online repurchase intention was not obvious. 

Lastly, customer satisfaction directly influenced online repurchase intentions. Research Limitations/Implications – The 

scope of this research focused only on online repurchase intentions of Gen Y in Bangkok. In addition, this research focused 

on people living in Bangkok, therefore it may not be applicable to different countries.  

 

Keywords – perceived ease of use, perceived usefulness, perceived value, online shopping experience, customer 

satisfaction, online repurchase intention. 
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1. INTRODUCTION1112 

 

1.1 Background of study 

This study was conducted to study factors 

affecting customer satisfaction and repurchase 

preferences on e-commerce platforms.  Especially for 

Generation Y consumers in Bangkok. Customers can 
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purchase products through the website or mobile 

phone.  Furthermore, purchasing products on an e-

commerce platform often generates positive past 

experiences from previous purchases for customers, 

as well as smooth transactions (Chou et al., 2015). So, 

it can create a feeling of satisfaction and encourage 

customers to make repeat purchases ( Chou et al. , 

2015). 

3 Taminee Shinasharkey; Graduate School of Business and Advanced 

Technology Management, Assumption University of Thailand.  Email: 

tamineeshn@au.edu 

ⓒ Copyright: The Author(s) 
This is an Open Access article distributed under the terms of the Creative 

Commons Attribution Non- Commercial License 

( http: / / Creativecommons. org/ licenses/ by- nc/ 4. 0/ )  which permits unrestricted 

noncommercial use, distribution, and reproduction in any medium, provided the 

original work is properly cited. 



     

Au Hybrid International Conference 2024 

Entrepreneurship and Sustainability in the Digital Era 

Assumption University of Thailand  
April 26, 2024 

Co-hosted by   

 

195 

 

Over the past few decades, e- commerce has 

experienced substantial growth (Gupta et al. , 2023) . 

Because it is convenient and easy to reach. 

Consequently, e-commerce platforms are continually 

growing. As more and more consumers choose to use 

e-commerce, the e-commerce industry faces various 

challenges (Gupta et al., 2023). In addition, one of the 

challenges of e- commerce is maintaining a 

sustainable relationship between customers and 

platforms for as long as possible ( Kotler & 

Armstrong, 2010) .  Because if the platform can retain 

customers, it will have an advantage over 

competitors.  It also results in customer satisfaction 

and repurchase intentions ( Kotler & Armstrong, 

2010). 

People born between 1977 and 2000 make up 

Generation Y, also known as Millennials (Noble et 

al., 2009). People in this Gen Y group love technology 

and use the internet to increase convenience for a 

variety of purposes, including online shopping.  Over 

the past two decades, Gen-Y consumers have become 

an important part of the global market (Noble et al. , 

2009) .  This may be partly due to the fact that this 

group of people has more purchasing power than 

other groups of consumers (Morton, 2002). 

Understanding the factors that influence customer 

satisfaction and their repurchase intentions on e-

commerce platforms would be an important part of 

effective customer retention and could lead to the 

sustainable success of e-commerce businesses.  Thus, 

the objective of this study is to examine the important 

factors that impact customer satisfaction and their 

motivation to repurchase online among Generation Y 

in Bangkok.  

 

1.2 Problem statements  

The global adoption of E-commerce has surged, 

particularly within the competitive landscape of the 

digital economy, leading to the evolution of online 

shopping experiences.  In response to increasing 

consumer demand, E- commerce platforms are 

integrating streamlined interfaces, personalized 

recommendations, and efficient logistics to enhance 

convenience and economize time and money for 

consumers.  However, this rapid growth has brought 

forth unprecedented opportunities and challenges for 

the E-commerce industry. 

While studies have extensively examined factors 

influencing initial online purchase intentions, scant 

attention has been given to understanding the drivers 

behind sustained repurchase behaviors among online 

customers ( Okada & Sonehara, 2007) .  Existing 

research underscores the critical role of customer 

satisfaction in fostering repeat purchases, 

emphasizing the significance of user experience 

enhancement in bolstering repurchase intentions. 

Notably, studies by Chuan et al.  ( 2010)  have 

underscored the pivotal importance of trust in 

nurturing enduring customer relationships, as the 

absence of trust often leads to customer attrition. 

Moreover, research has delved into the impact of 

user interface design on purchasing enjoyment and 

the role of brand leadership in fostering customer 

loyalty and satisfaction through perceived value. 

These dynamics are particularly salient among 

Generation Y consumers in Thailand, who have 

grown up with ubiquitous internet access. 

Despite the prevalence of Generation Y on E-

commerce platforms, there exists a dearth of 

research elucidating the drivers behind their online 

repurchase intentions.  Recognizing the crucial link 

between repurchase intentions, customer 

satisfaction, and long-term profitability, it becomes 

imperative to comprehend and enhance these 

intentions for the sustainability of online shopping. 

Thus, this study aims to investigate the primary 

determinants influencing Thai Generation Y 

consumers' satisfaction and repurchase intentions on 

E-commerce platforms, with a view to informing the 

enhancement of shopping apps to encourage repeat 

purchases among existing customers. 

 

1.3 Objectives of study  

The research explores the factors influencing 

customer satisfaction and repurchase intentions on 

E- commerce platforms among Generation Y 
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consumers in Bangkok, Thailand.  Specifically, the 

objectives include. 

(1)  To identify the factors influencing perceived 

ease of use and its effect on customer satisfaction 

regarding online repurchase intentions among 

Generation Y consumers in Bangkok. 

(2)  To identify the factors influencing perceived 

usefulness and its effect on customer satisfaction 

regarding online repurchase intentions among 

Generation Y consumers in Bangkok. 

(3)  To identify the factors influencing perceived 

value and its effect on customer satisfaction 

regarding online repurchase intentions among 

Generation Y consumers in Bangkok. 

(4)  To identify the factors influencing the online 

shopping experience and its effect on customer 

satisfaction regarding online repurchase intentions 

among Generation Y consumers in Bangkok. 

( 5)  To identify the factors influencing customer 

satisfaction and its effect on online repurchase 

intentions among Generation Y consumers in 

Bangkok. 

 

1.4 Research questions  

The research questions guiding this study are as 

follows: 

( 1)  Does perceived usefulness significantly 

influence customer satisfaction towards the intention 

of online repurchase among Generation Y consumers 

in Bangkok? 

( 2)  Does perceived ease of use significantly 

influence customer satisfaction towards the intention 

of online repurchase among Generation Y consumers 

in Bangkok? 

(3)  Does perceived value significantly influence 

customer satisfaction towards the intention of online 

repurchase among Generation Y consumers in 

Bangkok? 

( 4)  Does the online shopping experience 

significantly influence customer satisfaction towards 

the intention of online repurchase among Generation 

Y consumers in Bangkok? 

( 5)  Does customer satisfaction significantly 

influence the intention of online repurchase among 

Generation Y consumers in Bangkok? 

 

1.5 Significance of the study 

The significance of the study " Factors 

Influencing Customer Satisfaction and Repurchase 

Intentions on E-commerce Platforms:  A Case Study 

of Generation Y Consumers in Bangkok, Thailand" 

lies in its critical examination of the factors shaping 

customer satisfaction and repurchase intentions 

among Generation Y consumers in the dynamic e-

commerce landscape of Bangkok, Thailand. 

Contributing to Understanding Consumer 

Behavior by delving into the specific determinants 

influencing customer satisfaction and repurchase 

intentions, this study contributes to a deeper 

understanding of the intricate dynamics of consumer 

behavior within the Generation Y cohort. 

Understanding these factors can provide invaluable 

insights for businesses aiming to tailor their 

strategies to meet the evolving needs and 

preferences of this demographic. 

The findings of this study can serve as a guide for 

e- commerce platforms operating in Bangkok, 

Thailand, helping them to optimize their platforms 

and services to enhance customer satisfaction and 

foster repeat purchases.  Factors such as perceived 

ease of use, usefulness, value, and overall shopping 

experience can inform strategic decisions aimed at 

improving the online shopping journey for 

Generation Y consumers. 

Customer satisfaction and repurchase intentions 

are pivotal for the long- term success and 

sustainability of e-commerce platforms.  This study 

equips businesses with the necessary knowledge to 

implement targeted strategies that enhance customer 

retention and foster loyalty among Generation Y 

consumers by identifying the factors that drive these 

outcomes. 

In the competitive e- commerce landscape of 

Bangkok, Thailand, understanding and effectively 

catering to the preferences of Generation Y 
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consumers can provide a competitive edge.  By 

uncovering the factors that influence customer 

satisfaction and repurchase intentions, businesses can 

differentiate themselves and position their platforms 

as preferred destinations for online shopping among 

this demographic. 

This study adds to the existing body of academic 

literature on consumer behavior and e-commerce by 

providing empirical insights into the specific factors 

influencing customer satisfaction and repurchase 

intentions among Generation Y consumers in 

Bangkok, Thailand.  It enriches scholarly discourse 

and serves as a reference point for future research in 

this field. 

The study's significance lies in its potential to 

inform e- commerce strategies, enhance customer 

satisfaction and loyalty, address market competition, 

and contribute to academic knowledge, ultimately 

benefiting both businesses and consumers in the 

dynamic e- commerce landscape of Bangkok, 

Thailand. 

2. LITERATURE REVIEW AND 

HYPOTHESES DEVELOPMENT 

 

2. 1 Perceived ease of use and customer 

satisfaction  

Perceived ease of use plays a significant and 

advantageous role in influencing consumers' 

intentions to repurchase online ( Zuelseptia & 

Engriani, 2018) .  Additionally, perceived ease of use 

and perceived usefulness are interconnected, as 

seamless shopping tools can enhance both the 

usability for new customers and the quality of 

decision-making (Kamis & Davern, 2005; Huang & 

Nuangjamnong, 2023) .  Salsabila ( 2021)  observed a 

notable impact of perceived ease of use on online 

purchasing decisions on platforms like Shopee, 

alongside considerations of risks and benefits. 

Furthermore, perceived ease of use significantly 

influences customer behavior within E- commerce 

systems, indicating that a higher level of ease in E-

commerce operations correlates with heightened 

positive interest among users, subsequently 

increasing their willingness to engage with the 

system (Budyastuti & Iskandar, 2018) .  Notably, the 

perceived ease of use emerges as a strong 

determinant in shaping the behavior of E-commerce 

systems (Budyastuti & Iskandar, 2018) .  Setyo and 

Prijanto ( 2020)  presented findings illustrating the 

significant impact of ease of use on user satisfaction. 

Moreover, Keni (2020)  asserted that both perceived 

ease and perceived ease of use play crucial roles in 

directly and indirectly influencing consumers' 

intentions to repurchase, thereby impacting 

customer satisfaction.  Based on the foregoing, the 

following hypothesis is posited: 

 

Hypothesis 1 ( H1) :  There is a significant 

influence of perceived ease of use on customer 

satisfaction among online repurchase intentions of 

Generation Y consumers in Bangkok.  

 

2.2 Perceived usefulness and customer 

satisfaction 

Perceived usefulness significantly influences the 

decisions of Thai online shopping consumers, aiding 

online platforms in enhancing their websites to 

attract a larger customer base (Changchit et al., 2018). 

Moreover, perceived usefulness encompasses 

various dimensions such as website guidance, search 

engines, and personalized recommendations, all of 

which positively impact overall customer 

satisfaction in online shopping in Bangkok (Elango 

& Vongthaveerath, 2018) .  Additionally, perceived 

usefulness (PU) , product search, the search process, 

and the online shopping experience significantly 

influence online shopping behavior ( Ramayah & 

Suki, 2008) .  The perceived usefulness of online 

shopping has a positive impact on customer 

satisfaction, with variables such as website design, 

ease of purchase, ease of understanding, and ease of 

navigation playing crucial roles ( Tandon & Sah, 

2017). Within perceived usefulness, website features 

contribute positively to customer satisfaction; for 

instance, the inclusion of the " cash on delivery" 

payment method can enhance customer satisfaction 
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( Tandon & Sah, 2016) .  Khalifa and Liu ( 2007) 

underscored the importance of factors such as after-

sales service, transaction efficiency, security, 

convenience, and cost savings in perceived 

usefulness, all of which influence customer 

satisfaction.  Based on the aforementioned points, the 

following hypothesis is proposed: 

 

Hypothesis 2 ( H2) :  There is a significant 

influence of perceived usefulness on customer 

satisfaction among online repurchase intentions of 

Generation Y consumers in Bangkok. 

 

2.3 Perceived value and customer 

satisfaction 

The perceived value of customers in E-commerce 

is influenced by the online shopping experience, 

perceived product quality, and product price (Chen & 

Dubinsky, 2003; Wongsawan & Nuangjamnong, 

2022) .  Sullivan and Kim (2018)  observed that repeat 

purchase intention is significantly influenced by 

perceived value.  In E-commerce settings, perceived 

value significantly influences customer satisfaction, 

which, in turn, predicts purchase intention, with 

customer satisfaction partially mediating this 

relationship ( Hu, 2011) .  Customers are significant 

assets that businesses must strongly maintain, 

particularly in E- commerce platforms, to increase 

repurchase intentions ( Mogea et al. , 2022) .  The 

perceived value and satisfaction of customers are 

important elements that influence repurchase 

intentions (Mogea et al., 2022). Francisco et al. (2021) 

indicated that the perceived value of customers 

significantly affects their satisfaction.  Abror et al. 

(2021)  supported that customer perceived value and 

satisfaction precede other factors as well. 

Consequently, to explore the impact of perceived 

value and customer satisfaction, the following 

hypothesis is presented: 

 

Hypothesis 3 ( H3) :  There is a significant 

influence of perceived value on customer satisfaction 

among online repurchase intentions of Generation Y 

in Bangkok. 

 

2. 4 Online shopping experience and 

customer satisfaction 

Online shopping habits and experiences both 

positively impact repurchase intention, with after-

sale service, transaction efficiency, security, 

convenience, and cost savings being key drivers 

( Khalifa & Liu, 2007) .  The online customer 

experience, including purchase frequency and 

perceived risk, influences satisfaction and 

repurchase intentions for both frequent and 

infrequent online shoppers ( Martin et al. , 2015) . 

Thailand's Shopee customers are highly satisfied 

with the online shopping experience because the 

system's usability, privacy, efficiency, and 

responsiveness are excellent, but there is still room 

for improvement (Vannavanit & Kosakarika, 2019). 

The trend of online shopping is continuously 

growing, presenting a significant opportunity for e-

sellers to increase revenue and maintain customer 

interactions more easily ( Pappas et al. , 2013) . 

Mofokeng (2021)  noted that various businesses are 

beginning to explore advanced models of online 

shopping dimensions to enhance customer 

satisfaction.  Therefore, one factor contributing to 

customer satisfaction is that online businesses need 

to provide a positive online customer experience to 

cultivate good relationships with customers 

(Mofokeng, 2021). Moreover, if a business can create 

a positive experience and satisfaction for customers, 

it can also influence repurchase behavior 

( Mofokeng, 2021) .  Meriç and Yildirim ( 2020) 

indicated that customer experience has a positive 

and significant impact on purchase intention and 

revisit intention, and consequently on repurchase 

intention as well.  Therefore, the following 

hypothesis was developed: 

 

Hypothesis 4 ( H4) :  There is a significant 

influence of online shopping experience on 
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customer satisfaction among online repurchase 

intentions of Generation Y in Bangkok. 

 

2. 5 Customers satisfaction and online 

repurchase intention 

Customer satisfaction and online repurchase 

intention in e- commerce are influenced by various 

factors, including perceived price, purchasing 

process, safety, interaction, communication, and 

product delivery (Skordoulis et al. , 2018) .  Qian et al. 

( 2019)  observed that Thai consumers' satisfaction 

with online shopping is influenced by factors such as 

product promotion price, product quality, and 

aesthetics.  Additionally, factors like shopping time 

cost, product evaluation, and price play crucial roles. 

The satisfaction of customers during online 

purchases is significantly impacted by a well-

designed and effective website (Zaki & Bhatti, 2020). 

An essential determinant of e-commerce success 

is customers' intention to repurchase (Firmansyah & 

Ali, 2019) .  Customers must be satisfied with their 

previous purchases before they decide to buy again 

( Firmansyah & Ali, 2019) .  Therefore, satisfaction 

represents customers' emotional experiences 

reflecting how well an e-commerce seller meets their 

needs.  Maintaining customer satisfaction can help 

retain the customer base and encourage repurchases 

( Firmansyah & Ali, 2019) .  However, building 

satisfaction scores to foster repurchases is a 

challenging task for many platforms ( Ibzan et al. , 

2016). Hence, platforms should offer quality products 

and services to customers (Ibzan et al. , 2016) .  Online 

repurchase intention can be significantly predicted by 

perceived ease of use and perceived usefulness (Chiu 

et al., 2009). Furthermore, online shopping experience 

and habits positively influence online repurchase 

intentions, with after- sales service, transaction 

efficiency, security, convenience, and cost savings 

serving as key driving factors (Khalifa & Liu, 2007) . 

Customer satisfaction, perceived usefulness, and 

perceived ease of use all contribute to online 

repurchase intentions, with these factors, in turn, 

influenced by perceived value and shopping 

experience ( Chen, 2012) .  Given that customer 

satisfaction is the main factor in creating satisfaction 

and has a positive effect on customers' repurchase 

intentions in the future (Ibzan et al., 2016), Maruli et 

al. (2023) indicated that the e-satisfaction variable has 

a more positive and significant effect on the 

repurchase intention variable than other variables 

not examined in their study.  Therefore, we propose 

the following hypothesis: 

 

Hypothesis 5 ( H5) :  There is a significant 

influence of customer satisfaction and online 

repurchase intentions among Generation Y in 

Bangkok. 

 

2.6 Theoretical frameworks  

2. 6. 1 The first theoretical framework ( online 

shopping experience, customer satisfaction, and 

adjusted expectations)  provides three elements that 

contribute to the online repurchase intention 

component.  The relationship shown in Figure 1 

between online shopping experience and customer 

satisfaction impacts online repurchase intention and 

is part of the theoretical framework from Factors 

Affecting Online Repurchase Intention ( Lin & 

Lekhawipat, 2014).  

 

Figure 1. Factors affecting online repurchase intention. 

 

Source: Lin and Lekhawipat (2014) 

2. 6. 2 The second theoretical framework from 

Examining the critical success factors of mobile 

website adoption. The primary source of data for this 

empirical analysis is to examine the critical success 

factors of mobile web site adoption to seek out for 

the factors influencing mobile websites.  The 

research results indicated that consumer satisfaction 
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is greatly impacted by perceived usefulness, 

perceived ease of use, and trust (Zhou, 2021).   

 

Figure 2. Examining the critical success factors of mobile 

website adoption. 

 
Source. Zhou (2021). 

 

2. 6. 3 Ha and Janda ( 2006)  indicates the third 

theoretical framework from An empirical test of a 

proposed customer satisfaction model in e-services. 

The results show that the connection between them is 

related to perceived value.  Also, this research shows 

that satisfaction has an effect on customer loyalty and 

repurchase intentions. 

 

Figure 3.  An empirical test of a proposed customer 

satisfaction model in e-services 

 
Source: Ha and Janda (2008) 

 

2.7 Conceptual framework  

The conceptual framework is adapted based on 

previous studies and theoretical concepts.  It revealed 

the independent variables such as perceived ease of 

use, perceived usefulness, perceived value, and 

online shopping experience on mediating variables to 

customer satisfaction towards online repurchase 

intention.  The conceptual framework determines the 

influencing that online repurchase intentions of Gen 

Y’s as shown in the figure below. 

 

Figure 4.  Factors Influencing Online Repurchase 

intentions of Generation. 

 

Source. Authors 

 

 

3. RESEARCH METHODOLOGY 

 

3.1 Research design  

This study employs a quantitative research 

approach, utilizing statistical techniques such as 

Cronbach’s alpha, simple linear regression, multiple 

linear regression, and descriptive statistics to analyze 

each variable type. 

There are three sections to the questionnaire, 

totaling 34 questions.  These questions correspond to 

six variables derived from a theoretical framework. 

They include 3 preliminary screening questions, 24 

questions aimed at evaluating the variables, and 7 

questions focused on gathering demographic 

information. 

Initially, the methodology employed to assess the 

questionnaire's reliability involves the application of 

Cronbach's alpha to identify any potentially 

confusing or ambiguous measurement items.  We 

conduct a pilot test with a preliminary group of 50 

individuals to assess the reliability of the 

measurement variables and the clarity of the content. 

Furthermore, we use simple linear regression 

( SLR)  to investigate how customer satisfaction 

affects online repurchase intentions. 

Subsequently, multiple linear regression (MLR) is 

employed to analyze the effects of four variable 
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groups:  perceived ease of use, perceived usefulness, 

perceived value, and online shopping experience. 

Additionally, it assesses the impact of customer 

satisfaction on online repurchases. 

 

3.2 Sampling  

The target population for this study consists of 

local Thai residents residing in Bangkok, with a 

particular focus on individuals belonging to 

Generation Y.  According to data from the 

Administrative Strategy Division ( 2022) , the 

estimated number of Generation Y individuals 

residing in Bangkok is approximately 3,847,930. 

We used sample size estimation techniques 

because studying the entire population was 

impractical.  Calculator. net was utilized for this 

purpose.  We determined the calculated sample size 

for the study to be 396 individuals, selected from 

Bangkok's Generation Y population. 

We chose convenience sampling, a type of non-

probability sampling strategy, as the sampling 

method for data collection. We meticulously analyzed 

each collected data point to ensure its alignment with 

the research objectives. The research team opted for a 

non- probability sampling approach due to the 

constraints posed by the study's timeframe.  The 

research team deemed convenience sampling the 

most appropriate approach for the study due to the 

limited time available for data collection and the 

simplicity of the chosen methodology. 

 

3.3 Validity and Reliability  
The researchers utilized the Item Objective 

Congruence (IOC)  Index to assess the validity of the 

questionnaire items. Three experts provided feedback 

on the questionnaire items to determine their content 

validity scores.  The IOC scores for all relevant 

questions were found to be 0.5 or higher, indicating 

their suitability for distribution to the respondents. 

To identify any anomalies or inaccuracies among 

the survey variables, a preliminary trial involving 50 

participants was conducted in alignment with the 

study objectives.  Cronbach's alpha was employed to 

assess the reliability of the questionnaire. 

In the preliminary study with a sample of 30 

participants, Cronbach's Alpha yielded the following 

results: perceived ease of use, comprising four items, 

attained a score of 0. 769; perceived usefulness 

achieved a score of 0. 842; perceived value, 

consisting of four items, obtained a score of 0.794; 

the four items assessing online shopping experience 

recorded a score of 0. 778; customer satisfaction, 

assessed through four items, scored 0.809; and the 

four items evaluating online repurchase intentions 

garnered a score of 0.828 (referenced in Table 3.5) . 

Overall, the internal consistency of the constructs in 

the questionnaire developed for this study indicates 

a satisfactory level of reliability for future use, 

surpassing the minimum criterion of 0. 60, as 

commonly recommended (Cronbach, 1951). 

 

 

4. DATA ANALYSIS 

 

4.1 Descriptive analysis of demographic 

data  
According to the survey distributed by the 

researchers to the online shopping population from 

February to March 2024, data analysis was 

conducted on a sample of 396 qualified individuals, 

representing 102.85% of the sample size.  The survey 

encompassed inquiries of demographic data, 

including gender, monthly income, frequency of 

online shopping, monthly expenditure on online 

shopping, preferred online shopping platforms, age 

of initiation of online shopping, and categories of 

products acquired through online channels.  The 

study employed a descriptive analysis of the 

demographic data to categorize the attributes of the 

intended audience. 

Gender:  Among the 396 total respondents, 105 

(26.8%) identified as male, 275 (69.4%) as female, and 

15 (3.8%) did not specify their gender. 
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Income:  The majority of the 396 target 

respondents reported income between 20,001 and 

50,000 Baht, comprising 58.1%  or 230 respondents. 

This was followed by 108 respondents (27.3% ) with 

income between 50,001 –  80,000 Baht, 29 

respondents ( 7. 3% )  with income between 80,001 - 

100,000 THB, 28 respondents ( 7. 1% )  with income 

lower than 20,000 Baht, and 1 respondent (0.3%) with 

income exceeding 100,000 Baht. 

Frequency of use of E- commerce:  The survey 

revealed that the majority of respondents (57.6%) used 

E-commerce platforms approximately 4-7 times per 

month, followed by 25.5%  using it less than 3 times 

per month, 10. 4%  using it around 7- 10 times per 

month, and 6. 6%  using it more than 10 times per 

month. 

Spending on E-commerce per month: The majority 

of respondents ( 68. 7% )  reported spending between 

1001 –  5,000 Baht per month on E- commerce, 

followed by 13. 9%  spending less than 1000 Baht, 

13.4% spending between 5,001 – 10,000 Baht, and 4% 

spending between 10,001 – 25,000 Baht per month. 

E- commerce websites:  Among the 396 target 

respondents, Shopee Thailand emerged as the most 

popular E-commerce website, with 227 respondents 

(57.3% ) using it, followed by Lazada Thailand with 

147 respondents (37.1% ).  JD Central Thailand was 

used by 17 respondents ( 4. 3% ) , while other E-

commerce websites were used by 5 respondents 

(1.3%). 

Shopping duration:  The survey indicated that 

57.6%  of the respondents had been shopping online 

for 2–4 years, 23.2% for more than 6 years, 16.7% for 

4–6 years, and 12.9% for 0–2 years. 

In terms of the types of products usually 

purchased, among the 396 target respondents, 

clothing and accessories emerged as the most 

popular category, with 146 respondents, accounting 

for 36.9% of all target respondents. This was followed 

by beauty and personal care products, with 98 

respondents representing 24.7% of the sample. Home 

and kitchen appliances were chosen by 63 

respondents, constituting 15.9%  of the target group, 

while electronics were selected by 59 respondents, 

comprising 14.9% of the sample. Additionally, books 

and media were chosen by 21 respondents, 

representing 5. 3%  of the target group, whereas 

groceries were preferred by only 9 respondents, 

making up 2.3% of all target respondents. 

4. 2 Descriptive analysis with mean and 

standard deviation  
 

 

 

4.2.1 Mean and Standard Deviation of Perceived 

Ease of Use 

Among the items assessing perceived ease of use, 

the highest mean scores were observed for " The 

checkout process is smooth and uncomplicated"  and 

"Platform online payment diversity," both scoring 3.84. 

In contrast, the lowest mean score was recorded for 

" Complete your purchase on your own, no help 

needed," which obtained a score of 3.77.  Furthermore, 

the greatest standard deviation was associated with 

"Complete your purchase on your own,"  with a value 

of 1.03, while the lowest standard deviation was found 

for " The checkout process is smooth and 

uncomplicated," with a value of 0.919. 

 

4.2.2 Mean and Standard Deviation of Perceived 

Usefulness 

Regarding perceived usefulness, the item " Find 

products easily and operate smoothly"  obtained the 

highest mean score of 3. 87.  Conversely, the lowest 

mean score was observed for "Believe that the prices 

for products and services are fair,"  scoring 3. 80.  In 

terms of standard deviation, the highest variability 

was noted for "Believe that the prices for products and 

services are fair,"  with a value of 1. 3, whereas the 

lowest variability was found for "Find products easily 

and operate smoothly," with a value of 0.939. 
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4.2.3 Mean and Standard Deviation of Perceived 

Value 

The item "No need to go offline, save time" attained 

the highest mean score for perceived value, registering 

at 3. 85.  Conversely, the lowest mean score was 

observed for "Free freight insurance to protect after-

sales service,"  scoring 3. 70.  In terms of standard 

deviation, the item "Multiple payment options to meet 

customer needs" exhibited the highest variability, with 

a value of 0. 903, while the lowest variability was 

associated with "Free freight insurance to protect after-

sales service," recording a value of 0.835. 

 

4.2.4 Mean and Standard Deviation of Online 

Shopping Experience 

The item "Efficient search engine and navigation 

mechanism"  obtained the highest mean score for the 

online shopping experience, scoring 3. 83.  On the 

other hand, " Detailed product information and 

pictures"  recorded the lowest mean score, with a 

value of 3. 66.  In terms of standard deviation, the 

highest variability was observed for "Efficient search 

engine and navigation mechanism,"  with a value of 

0. 968, while the lowest variability was found for 

" Easily return or exchange items,"  with a value of 

0.909. 

 

4. 2. 5 Mean and Standard Deviation of 

Customer Satisfaction 

Among the factors influencing customer 

satisfaction, " Timely and accurate order status" 

received the highest mean score, scoring 3. 77. 

Conversely, "Personal information and payment data 

security" obtained the lowest mean score, registering 

at 3.68. Regarding standard deviation, the item "Order 

arrived within the promised time"  exhibited the 

highest variability, with a value of 0. 982, while 

"Product reviews receive platform rewards"  showed 

the lowest variability, recording a value of 0.913. 

 

4.2.6 Mean and Standard Deviation of Online 

Repurchase Intentions 

The item "Platform discounts or incentives affect 

repurchase"  achieved the highest mean score for 

online repurchase intentions, scoring 3. 93. 

Conversely, " Store has certified and guaranteed" 

obtained the lowest mean score, with a value of 3.85. 

Regarding standard deviation, the highest 

variability was noted for " The platform is stable, 

Trust it and repurchase," recording a value of 0.843, 

while the lowest variability was observed for "Store 

has certified and guaranteed," with a value of 0.801. 

 

4.3 Hypothesis testing results   

For the results of the analyst's hypothesis testing, 

the researchers applied linear regression from 

statistical analytical methodology to analyze the 

significant impact between variables such as the 

significant influence of perceived ease of use, 

perceived usefulness, perceived value, and online 

shopping experience on customer satisfaction and 

the significant influence of customer satisfaction on 

online repurchase intentions.  Regarding linear 

regression analysis, the researchers used a simple 

linear regression analysis with R- square to 

investigate the portion of variance in the dependent 

variable explained by independent variables. 

Moreover, this study also uses multiple linear 

regressions to examine the level of factors that 

influence customer satisfaction.  Ringle et al.  (2015) 

analyzed a significant impact between dependent 

and independent variables. Independent variables in 

regression analysis should be accepted if the value 

of the variance inflation factor is less than 5 with an 

R-square to indicate the portion of variance in the 

dependent variable that is determined by 

independent variables. 

  
4.3.1 Result of Multiple Linear Regression of H1, 

H2, H3, H4 

Statistical Hypothesis 

Ho:  There is no significant influence of perceived 

ease of use(H1) , perceived usefulness(H2) , perceived 
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value( H3)  and online shopping experience( H4)  on 

customer satisfaction among online repurchase 

intentions of generation Y in Bangkok. 

 

Table 4. 1 presents the results of multiple linear 

regression analyses conducted to investigate the 

relationships between perceived ease of use (PEOU) , 

perceived usefulness ( PU) , perceived value ( PV) , 

online shopping experience ( OE) , and customer 

satisfaction.  The dependent variable in all analyses 

was customer satisfaction. 

For Hypothesis 1 ( H1) , which examined the 

influence of perceived ease of use ( PEOU)  on 

customer satisfaction, the regression coefficient (B) 

was 0.0614, with a standard error (SE B)  of 0.0454. 

The beta coefficient ( β)  was 0. 0671, indicating a 

positive relationship, although it was not statistically 

significant (t = 1.352, p = 0.177). Therefore, we fail to 

reject the null hypothesis for H1. 

Similarly, for Hypothesis 2 (H2) investigating the 

impact of perceived usefulness ( PU)  on customer 

satisfaction, the regression coefficient was -0.0121, 

with a standard error of 0.0482.  The beta coefficient 

was - 0. 0125, suggesting a negligible negative 

relationship, which was not statistically significant (t 

=  -0.252, p =  0.801) .  Thus, we fail to reject the null 

hypothesis for H2. 

In contrast, Hypothesis 3 (H3) examined the effect 

of perceived value (PV) on customer satisfaction. The 

regression coefficient was 0. 2191, with a standard 

error of 0. 0545.  The beta coefficient was 0. 2014, 

indicating a significant positive relationship ( t = 

4.024, p < 0.001). Hence, we reject the null hypothesis 

for H3. 

Likewise, for Hypothesis 4 ( H4)  assessing the 

impact of the online shopping experience ( OE)  on 

customer satisfaction, the regression coefficient was 

0. 1091, with a standard error of 0. 0490.  The beta 

coefficient was 0. 1097, indicating a significant 

positive relationship (t = 2.225, p = 0.027). Therefore, 

we reject the null hypothesis for H4. 

Overall, the adjusted R- square value of 0. 05262 

suggests that approximately 5.26%  of the variance in 

customer satisfaction can be explained by the 

combined influence of perceived ease of use, 

perceived usefulness, perceived value, and online 

shopping experience.

 

Table 4.1: Multiple Linear Regression Analysis Summary for Hypotheses1,2,3 and 4 

Variables B SE B β t p VIF 
Null 

Hypothesis 

H1: Perceived ease of 

use (PEOU) 
0.0614 0.0454 0.0671 1.352 0.177 1.03 Fail to Reject 

H2: Perceived usefulness 

(PU) 
-0.0121 0.0482 -0.0125 -0.252 0.801 1.02 Fail to Reject 

H3: Perceived value (PV) 0.2191 0.0545 0.2014 4.024 <.001* 1.04 Reject 

H4: Online shopping 

experience (OE) 
0.1091 0.0490 0.1097 2.225 0.027* 1.01 Reject 

R-Square 0.0622 

Adjusted R-Square 0.05262 

Note: *Beta coefficient is reported with p-value less than 0.05; Dependent Variable = Customer satisfaction. 

 

4.3.2 Result of Simple Linear Regression of H5 Statistical Hypothesis 



     

Au Hybrid International Conference 2024 

Entrepreneurship and Sustainability in the Digital Era 

Assumption University of Thailand  
April 26, 2024 

Co-hosted by   

 

205 

 

H5o : There is no significant influence of customer 

satisfaction on online repurchase intentions among 

generation Y in Bangkok. 

 

Table 4. 2 presents the results of a simple linear 

regression analysis conducted to investigate the 

relationship between customer satisfaction ( CS)  and 

online repurchase intentions.  The dependent variable 

in the analysis was online repurchase intentions. 

For Hypothesis 5, which examined the influence 

of customer satisfaction on online repurchase 

intentions, the regression coefficient (B)  was 3.388, 

with a standard error ( SE B)  of 0. 1641.  The beta 

coefficient ( β)  was 0. 154, indicating a positive 

relationship.  The coefficient was statistically 

significant ( t =  3. 09, p =  0. 002) , leading to the 

rejection of the null hypothesis for Hypothesis 5. 

The adjusted R-square value of 0.0212 suggests 

that approximately 2.12%  of the variance in online 

repurchase intentions can be explained by customer 

satisfaction.  

 

Table 4.2: Simple Linear Regression Analysis Summary for Hypotheses 5 

Variables B SE B β t p VIF 
Null 

Hypothesis 

H5: Customer 

satisfaction (CS) 
3.388 0.1641 0.154 3.09 0.002* 1.00 Rejected 

R-Square 0.0237 

Adjusted R-Square 0.0212 

Note: *Beta coefficient is reported with p-value less than 0.05; Dependent Variable = Online repurchase intentions 

 

5. CONCLUSION AND 

RECOMMENDATIONS 

 

5.1 Summary of Research Intentions  

The emphasis on the research's objectives and 

questions is important. This section seeks to analyze 

six variables affecting relationships and factors 

influencing customer satisfaction and repurchase 

intentions on e-commerce platforms: a case study of 

Generation Y consumers in Bangkok, Thailand. 

There are five research questions present, as follows: 

( 1)  Does perceived usefulness have a significant 

influence on customer satisfaction toward the 

intention to make an online repurchase? (2) Does the 

perceived ease of use have a significant influence on 

customer satisfaction toward the intention to make 

an online repurchase? (3)  Does the perceived value 

have a significant influence on customer satisfaction 

toward the intention to make an online repurchase? 

(4)  Does the customer's online shopping experience 

have a significant influence on customer satisfaction 

toward the intention to make an online repurchase? 

( 5)  Does customer satisfaction have a significant 

influence on the intention to repurchase online? 

 

5.2 Summary of Findings  

This study employed quantitative methods to 

gather data from Generation Y consumers residing 

in Bangkok who exhibit satisfaction and repurchase 

intentions on e- commerce platforms.  We utilized 

population estimates from the Administrative 

Strategy Division ( 2023)  to determine the sample 

size, which yielded a calculated sample size of 385 

respondents.  We used the non-probability sampling 

method, specifically convenience sampling, to 

target 385 respondents, of whom 437 initially 

participated in the questionnaire.  Ultimately, 396 

respondents completed the questionnaire, while 41 

were excluded. 

A systematic questionnaire featuring closed-

ended questions ensured consistency and 

dependability.  We analyzed the raw data using 

JAMOVI and presented the findings in figures and 



     

Au Hybrid International Conference 2024 

Entrepreneurship and Sustainability in the Digital Era 

Assumption University of Thailand  
April 26, 2024 

Co-hosted by   

 

206 

 

tables.  Validity evaluation was conducted using the 

Item Objective Congruence ( IOC)  and Cronbach's 

alpha reliability tests, with the inter-rater reliability 

coefficient and Cronbach's alpha exceeding 0.5 and 

0. 6, respectively.  Descriptive statistics, including 

frequencies, means, and standard deviations, were 

employed, and the data was analyzed using simple 

linear regression and multiple linear regression to 

test hypotheses among six variables. 

Demographic analysis of the 396 respondents 

revealed that the majority were female (275, 69.4% ), 

with a monthly income ranging from 20,001 to 

50,000 THB (230, 58.1%). The highest frequency of e-

commerce platform use was 4– 7 times per month 

( 288, 57. 6% ) , and the most common monthly 

expenditure on e-commerce was between 1001 and 

5000 Baht ( 272, 68. 7% ) .  Shopee Thailand was the 

preferred platform ( 227, 57. 3% ) , with respondents 

typically engaging in e-commerce for 2-4 years (187, 

47. 2% ) .  The most frequently purchased product 

category was clothing and accessories (146, 36.9%). 

Mean and standard deviation calculations were 

conducted for variables related to customer 

satisfaction and repurchase intentions on e-commerce 

platforms.  The highest mean and standard deviation 

were observed for online repurchase intentions 

( x̅=3.88, SD=0.82) , followed by perceived usefulness 

( x̅= 3. 83, SD= 0. 98) , perceived ease of use ( x̅= 3. 81, 

SD=0.99) , perceived value ( x̅=3.80, SD=0.86) , online 

shopping experience (x̅=3.75, SD=0.94), and customer 

satisfaction (x̅=3.71, SD=0.93). 

Hypothesis testing using simple linear regression 

and multiple linear regression revealed that perceived 

value, online shopping experience, and customer 

satisfaction significantly influenced online 

repurchase intentions, with p-values less than 0.05. 

However, perceived ease of use and perceived 

usefulness failed to reject the null hypothesis, as their 

testing results were above 0.05. 

The strongest factors influencing customer 

satisfaction and repurchase intentions were perceived 

value, online shopping experience, and customer 

satisfaction.  Customer satisfaction, in particular, had 

the strongest influence on online repurchase 

intentions, followed by perceived value and online 

shopping experience.  

Table 5.1 provides a summary of the strengths of 

influence factors for each dependent variable, 

particularly focusing on online repurchase intentions 

and customer satisfaction.

 

Table 5.1: Summary strengths of influences factors of each dependent variable. 

Dependent Variable Rank Independent Variable Unstandardized 

Coefficient (B) 

Online repurchase intentions. (OR) - Customer Satisfaction (CS) 3.388 

Customer Satisfaction (CS) 1st Perceived value (PV) 0.2191 

Customer Satisfaction (CS) 2nd Online shopping experience (OE) 0.1091 

 

5. 3 Discussion and conclusion based on 

Findings  

The findings derived from both multiple linear 

regression (MLR) and simple linear regression (SLR) 

analyses shed light on the intricate dynamics 

between various factors influencing customer 

satisfaction and repurchase intentions on E-

commerce platforms. These results provide valuable 

insights into the behaviors and preferences of 

Generation Y consumers in Bangkok, Thailand. 

Multiple Linear Regression Analysis 

The results from the MLR analysis revealed 

significant relationships between several 

independent variables and customer satisfaction. 

Perceived value and online shopping experience 

emerged as significant predictors, indicating that 

customers' perceptions of value and their overall 
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online shopping experiences play pivotal roles in 

shaping their satisfaction levels.  Additionally, the 

analysis highlighted the crucial influence of 

customer satisfaction on online repurchase 

intentions, emphasizing the importance of ensuring 

high levels of satisfaction to drive repeat purchases 

( Li & Nuangjamnong, 2022; Mitchev & 

Nuangjamnong, 2021). 

Furthermore, the insignificant relationships found 

between perceived ease of use and perceived 

usefulness with customer satisfaction suggest that 

while these factors may contribute to the overall 

online shopping experience, they do not directly 

impact customer satisfaction among Generation Y 

consumers in Bangkok. 

Simple Linear Regression Analysis 

The SLR analysis focused specifically on the 

relationship between customer satisfactions and 

online repurchase intentions.  The findings 

demonstrated a significant positive association 

between customer satisfactions and online repurchase 

intentions, indicating that satisfied customers are more 

likely to engage in repeat purchases on E-commerce 

platforms.  This underscores the critical role of 

customer satisfaction as a precursor to future purchase 

behavior. 

 

5.4 Implications and Recommendations 

These findings have several implications for E-

commerce platforms and marketers targeting 

Generation Y consumers in Bangkok.  Firstly, 

prioritizing efforts to enhance perceived value and 

improve the overall online shopping experience can 

lead to higher levels of customer satisfaction and, 

consequently, increased repurchase intentions. 

Additionally, while perceived ease of use and 

perceived usefulness may not directly influence 

customer satisfaction, they remain important factors in 

shaping the overall user experience.  Therefore, E-

commerce platforms should continue to focus on 

optimizing usability and functionality to enhance the 

overall shopping journey for customers. 

 

Moreover, the strong positive relationship 

between customer satisfaction and repurchase 

intentions underscores the importance of ongoing 

efforts to monitor and improve customer 

satisfaction levels.  This can be achieved through 

personalized marketing strategies, proactive 

customer support, and continuous optimization of 

product offerings and service quality. 

This study provides valuable insights into the 

factors influencing customer satisfaction and 

repurchase intentions on E- commerce platforms 

among Generation Y consumers in Bangkok.  By 

understanding these dynamics, E- commerce 

platforms can devise more effective strategies to 

attract and retain customers in this highly 

competitive market landscape. 

 

5. 5 Implications based on findings and 

theories 

The findings suggest that perceived value plays 

a significant role in influencing customer 

satisfaction and repurchase intentions on e-

commerce platforms.  To capitalize on this, 

businesses should focus on offering high- quality 

products and services at competitive prices. 

Additionally, they can implement loyalty programs, 

discounts, and promotions to further enhance 

perceived value and foster long- term customer 

relationships.  Improving the Online Shopping 

Experience:  Given the significance of the online 

shopping experience in driving customer 

satisfaction, e-commerce platforms must prioritize 

user- friendly interfaces, efficient navigation, and 

streamlined checkout processes.  Incorporating 

features such as personalized recommendations, 

interactive product displays, and hassle-free returns 

can further enhance the overall shopping experience 

and encourage repeat purchases. Addressing  

Customer satisfaction emerges as a key 

determinant of repurchase intentions, highlighting 

the importance of delivering exceptional customer 

service and support. To effectively address customer 

needs and concerns, e-commerce platforms should 
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invest in robust customer support systems, prompt 

complaint resolution, and proactive communication. 

By prioritizing customer satisfaction, businesses 

can foster loyalty and advocacy among Generation 

Y consumers.  

While perceived ease of use and usefulness did 

not directly influence customer satisfaction in this 

study, they remain essential aspects of the online 

shopping experience. E-commerce platforms should 

continue to refine their interfaces, simplify the 

purchasing process, and provide valuable features 

and functionalities to enhance user satisfaction.  By 

continually optimizing these factors, businesses can 

create a seamless and enjoyable shopping journey 

for customers.  

Based on the findings, marketers should tailor their 

marketing strategies and communication efforts to 

resonate with the preferences and behaviors of 

Generation Y consumers. This may involve leveraging 

social media platforms, influencer marketing, and 

targeted advertising campaigns to reach and engage 

the target audience effectively.  By understanding the 

unique characteristics of Generation Y consumers, 

businesses can develop more compelling marketing 

messages and promotions that drive customer 

satisfaction and loyalty.  

Overall, the implications derived from the findings 

underscore the importance of prioritizing customer-

centric strategies and continuous improvement efforts 

to meet the evolving needs and expectations of 

Generation Y consumers in the competitive e-

commerce landscape.  By aligning with these 

implications, businesses can enhance their 

competitive advantage and foster sustainable growth 

in the digital marketplace. 

 

5.6 Limitations of the study 

The study utilized convenience sampling to recruit 

participants, which may have introduced sampling 

bias and limited the generalizability of the findings. 

Future research could benefit from employing 

random sampling methods to ensure a more 

representative sample of the target population.  The 

data collected relied on self-reported responses from 

participants, which are subject to response bias and 

social desirability bias.  Participants may have 

provided answers they deemed socially acceptable 

rather than their true opinions or behaviors, 

potentially impacting the accuracy of the results. 

The study adopted a cross- sectional design, 

capturing data at a single point in time.  This design 

limits the ability to establish causal relationships 

between variables and does not account for potential 

changes in consumer behavior over time. 

Longitudinal studies could offer deeper insights into 

the dynamic nature of customer satisfaction and 

repurchase intentions on e-commerce platforms. The 

study relied on self- developed questionnaires, 

which may lack the rigor of established scales, 

despite efforts to ensure the reliability and validity 

of the measurement instruments.  Future research 

could benefit from utilizing validated instruments to 

enhance the robustness of the measurements.  The 

study focused specifically on Generation Y 

consumers in Bangkok, Thailand, which may limit 

the generalizability of the findings to other 

demographic groups or geographical locations. 

Cultural and contextual differences could influence 

consumer behavior and preferences, necessitating 

caution when extrapolating the results to broader 

populations.  Despite efforts to recruit a sufficient 

number of participants, the study experienced a 

relatively low response rate, which may have 

impacted the representativeness of the sample and 

introduced potential biases.  To mitigate this 

limitation, future research could explore strategies 

for improving participant engagement and response 

rates. 

 

5.7 Further Studies  

Future studies could adopt a longitudinal research 

design to investigate the dynamics of customer 

satisfaction and repurchase intentions on e-

commerce platforms over time. Longitudinal studies 

would allow for the exploration of how these 

variables evolve and interact across different stages 

of the consumer journey.  Conducting comparative 
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studies across different demographic groups, 

geographical locations, or e- commerce platforms 

could provide valuable insights into the variations 

in customer satisfaction and repurchase intentions. 

Comparing the experiences of diverse consumer 

segments could help identify factors that are 

universally influential and those that are context-

specific.  Complementing quantitative findings with 

qualitative research methods, such as interviews or 

focus groups, could offer a deeper understanding of 

the underlying motivations and experiences driving 

customer behavior on e- commerce platforms. 

Qualitative inquiries could uncover nuanced 

insights that quantitative data alone may not capture. 

We could employ experimental research designs to 

investigate the causal relationships between various 

factors and customer satisfaction or repurchase 

intentions.  By manipulating specific variables and 

observing their effects on consumer behavior, 

experimental studies could provide stronger 

evidence for causal claims.  With the rapid 

advancement of technology in the e- commerce 

industry, future studies could explore the impact of 

emerging technologies, such as augmented reality, 

artificial intelligence, or virtual reality, on customer 

satisfaction and repurchase intentions. Investigating 

how these innovations reshape the online shopping 

experience could offer valuable implications for 

businesses. Given the cultural diversity of consumer 

preferences and behaviors, cross- cultural studies 

could examine how cultural factors influence 

customer satisfaction and repurchase intentions on 

e- commerce platforms.  By comparing the 

experiences of consumers from different cultural 

backgrounds, researchers could uncover valuable 

insights into the role of culture in shaping online 

shopping behavior.   
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