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INTRODUCTION 
 

The growth in e-commerce has opened up extensive 
opportunities to business enterprises to reach more and more 
customers. Online retailers gain a wider access to market 
compared to their offline counterparts. Customers in the online 
platforms also get access to a wider range of products at 
competitive prices. However, competitors in online 
marketplace are a few clicks away and this necessitates online 
retailers to focus on customer satisfaction and retention. The 
cost involved in attracting new customers is 
than the cost of retaining the existing ones (Singh 
Many authors are of the opinion that service quality is an 
important prerequisite for customer satisfaction and retention 
in online markets (Zeithaml et al, 2002; Wolfinbarger 
2003; Parasuraman et al,  2005; Collier et al
2009; Kalia et al, 2016).  
 

E-Service quality is the difference between the customer 
expectation of services from the online retailer and the actual 
delivery of those services by the online retailer (Suhaily 
2017). Therefore the online retailers should focus their 
attention on service quality in order to achie
satisfaction and ensure repurchases. In addition to this, 
customers also evaluate an online retailer based on the prices 
charged in the website. Kung et al (2002) noted that customers 
in an e-commerce market use price to infer quality and their
expected satisfaction. Retailers also use price discounts to 
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The increasing number of online retail platforms has aroused the need for differentiation 
among them. With the absence of physical contact between the transacting parties, offering 
quality service at competitive prices has become a key differentiator and influencing factor 
of customer satisfaction and repurchases intention. Therefore, the present study aimed at 
understanding the influence of e-service quality on customer satisfaction and repurchase 
intentions. For this purpose, a thorough review of past studies was undertaken to build a 
primary understanding of variables and measurement scale. The data was collected from a 
sample of 422 respondents through administering the questionnaires. The regression 
analysis revealed the influence of e-service quality and price perception on customer 
satisfaction and repurchases intention. The study also found that e
perception influenced customer repurchase intention when mediated by customer 
satisfaction. 

 
 
 
 
 

commerce has opened up extensive 
opportunities to business enterprises to reach more and more 
customers. Online retailers gain a wider access to market 
compared to their offline counterparts. Customers in the online 

s to a wider range of products at 
competitive prices. However, competitors in online 
marketplace are a few clicks away and this necessitates online 
retailers to focus on customer satisfaction and retention. The 
cost involved in attracting new customers is always higher 
than the cost of retaining the existing ones (Singh et al, 2012). 
Many authors are of the opinion that service quality is an 
important prerequisite for customer satisfaction and retention 

, 2002; Wolfinbarger et al, 
et al,  2006; Kim et al, 

e between the customer 
expectation of services from the online retailer and the actual 
delivery of those services by the online retailer (Suhaily et al, 
2017). Therefore the online retailers should focus their 
attention on service quality in order to achieve customer 
satisfaction and ensure repurchases. In addition to this, 
customers also evaluate an online retailer based on the prices 

(2002) noted that customers 
commerce market use price to infer quality and their 

expected satisfaction. Retailers also use price discounts to 

increase store traffic and encourage purchases (Grewal 
1998).  
 

The primary objective of this paper is to understand how e
service quality and price perception of the customers influence
satisfaction and repurchase intention. The study also aims at 
finding the mediating effect of customer satisfaction on the 
influence of e-service quality and price perception on 
repurchase intention. 
 

LITERATURE REVIEW 
 

Customer Satisfaction (CS) 
 

Satisfaction is a person’s feelings of pleasure or 
disappointment that results from a comparison of product 
performance with expectations. If the performance meets or 
exceeds performance, then the customer is satisfied or 
delighted (Kotler et al, 2005). In
important to know the drivers of customer satisfaction 
(Devaraj et al, 2002).  
 

Repurchase Intention (RI) 
 

Repurchase intention is a positive attitude of the customers 
towards the online retailer that generates repeat purchase
(Suhaily et al, 2017). Repeat customers are a source of profit 
for business and profits remain ambiguous until customers 
come back for repeat purchases from the store (Gupta 
2007).  
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The primary objective of this paper is to understand how e-
service quality and price perception of the customers influence 
satisfaction and repurchase intention. The study also aims at 
finding the mediating effect of customer satisfaction on the 

service quality and price perception on 

Satisfaction is a person’s feelings of pleasure or 
disappointment that results from a comparison of product 
performance with expectations. If the performance meets or 
exceeds performance, then the customer is satisfied or 

, 2005). In an online context it is very 
important to know the drivers of customer satisfaction 

Repurchase intention is a positive attitude of the customers 
towards the online retailer that generates repeat purchases 

, 2017). Repeat customers are a source of profit 
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come back for repeat purchases from the store (Gupta et al, 
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E-Service Quality (ESQ), Customer Satisfaction and 
Repurchase Intention 
 

The focus of online retailers has now shifted to service quality 
as a key factor for success in e-commerce market. Service 
quality in internet becomes more important due to the lack of 
face-to-face contact (Ahn et al, 2004). Zeithaml et al (2002) 
have noted e-service quality as the extent to which a website 
facilitates efficient and effective shopping, purchasing and 
delivery of products and services. Service quality has a 
significant impact on customer satisfaction (Lin et al., 2011; 
Hsu et al, 2012; Yulisetiarini et al., 2017; Suhaily et al, 2017). 
E-service quality also enhances customer satisfaction and 
customer trust (Rita et al,  2019). Therefore, this study 
proposes that: 
 

H1: e-service quality has a positive influence on online 
customer satisfaction.  
 

The quality service provided by an online store has a 
significant impact on repurchase intention of the customers. If 
an online store provides good quality services, accurate 
information and quick response to customer queries then the 
customers would repurchase from the site (Yulisetiarini et al, 
2017). Overall service quality and customer satisfaction 
positively affects the online purchase intentions of customers 
(Lee et al, et al, 2005). Tandon et al (2017) noted that website 
service quality has both direct effect on customer satisfaction 
and repurchase intention as well as indirect effect on 
repurchase intention. Therefore, we propose that: 
 

H2: e-service quality positively influences repurchase 
intention. 
 

H3: e-service quality positively influences repurchase intention 
when mediated by customer satisfaction. 
 

Price Perception (PP), Customer Satisfaction and 
Repurchase Intention 
 

Perceived price is a perceived level of price at a vendor in 
comparison with the reference price of the customer (Gupta et 
al, 2007). Price has a significant impact on customer intention 
to buy or not to buy a product (Razak et al 2016). As 
customers cannot physically examine the product before 
purchase, they rely on price cues to decide their purchase in an 
online environment (Jiang et al, 2005). 
 

Prices of products offered in an online store significantly 
influences customers’ repurchase intention (Yulisetiarini et al, 
2017). Suhaily et al (2017) noted that though prices influence 
the repurchase intention of the customers, they do not have any 
influence on satisfaction which is primarily influenced by 
service quality. However the study by Jiang et al (2005) 
revealed a positive relationship between favourable price 
perception and satisfaction. The study also revealed that price 
perception has a direct and positive effect on customer 
intention to return. Yasri et al (2020) found that price 
perception positively influences the repurchase intention of 
Generation Y consumers. Therefore, we propose that: 
 

H4: Price perception has a positive influence on customer 
satisfaction. 
H5: Price perception has a positive influence on repurchase 
intention. 
H6: Price perception has a positive influence on repurchase 
intention when mediated by customer satisfaction. 
 

Customer Satisfaction and Repurchase Intention: 
 

Customer satisfaction is a primary concern for online retailers 
as it is a major driver of repurchases intention (Lin et al,  2011; 
Fang et al, 2011). Customer satisfaction has a positive impact 
on repurchase intention as satisfied customers prefer to make 
repurchases (Tsai et al,  2007; Suhaily et al, 2017; Siali et al,  
2017; Tandon, et al., 2017; Ashfaq et al, 2019; Rita et al, 
2019) and satisfied customers are more likely to return than the 
dissatisfied ones (Ibzan et al, 2016). Azam et al (2012) 
emphasize that e-commerce companies have to improve 
customer satisfaction in order to encourage customers to revisit 
and make repurchases. E-loyalty which is the favourable 
attitude of customers towards the e-retailer resulting in repeat 
purchases (Srinivasan et al, 2002) has e-trust and e-satisfaction 
as antecedents (Kim, et al., 2009). Therefore, we posit that: 
 

H7: Customer Satisfaction has a positive impact on repurchase 
intention. 
 

RESEARCH METHODOLOGY 
 

This study made an attempt to find the direct effect of e-
service quality and price perception on customer satisfaction 
and repurchase intention in the online shopping context as well 
as the indirect effect of e-service quality and price perception 
on repurchase intention by mediating customer satisfaction. 
The population for the study were online customers in 
Karnataka State shopping for consumer electronics. For this 
purpose data was collected from a sample of 422 online 
customers residing in Karnataka during the period November 
2021 to January 2022 by administering a questionnaire. The 
data was then analysed using IBM SPSS 20. Simple and 
Multiple Regression analysis were used to test the hypotheses. 
To test the statistical significance of indirect effect of 
independent variable on the dependent variable through the 
mediator variable, online Sobel Test Calculator by Preacher, 
K.J., and Leonardelli, G. J was used. 
 

This study adopted the measurement instruments from 
previous works (Wolfinbarger et al, 2003; Collier et al, 2006) 
and the statements were rephrased to suit the present study. 
The data was collected on a 5-point Likert scale where 1 
denoted strongly disagree and 5 denoted strongly agree or 1 
denoted highly dissatisfied and 5 denoted highly satisfied. The 
reliability test revealed the internal consistency of the scale 
items. 
 

DATA ANALYSIS AND RESULTS 
 

Respondents Profile: 57.1 per cent of the respondents are 
female. 68.8 per cent of the respondents are below the age of 
35 years showing that the younger generation are shopping 
more online. The respondents are well educated with 90.8 per 
cent having an educational qualification of above graduation. 
83.1 per cent of the respondents have a monthly income of 
above 20000. 55.0 per cent of the respondents are married. The 
online shopping experience of the respondents is significant in 
determining their ability to evaluate their online shopping 
experiences. 75.3 per cent of the respondents have an online 
shopping experience of more than 3 years and 39.3 per cent of 
the respondents spend approximately more than INR 5000 a 
year on online shopping.  
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Hypothesis Testing 
 

Table 1 Regression Results for impact of e-service quality on 
customer satisfaction  

 

Variables Unstandardised co-efficient Beta t-value P-value 
B Standard Error 

Constant 4.925 .572 - 8.611 <.001** 
ESQ .093 .005 .685 19.267 <.001** 

Dependent Variable: CS 
r=0.685**, R Square=.469, F(1,420)=371.218, p-value=<.001** 

 

Note: **denotes significance at 1% level 
 

The R Square value in Table 1 revealed that 46.9% of the 
changes in customer satisfaction are influenced by e-service 
quality. The statistically significant F-statistic further indicated 
a low probability that the variation explained by the model is 
due to chance. The p-value is <0.001 and therefore H1is 
accepted as e-service quality has a positive and significant 
influence on customer satisfaction.  
 

Table 2 Regression Results for impact of e-service quality on 
repurchase intention  

 

Variables Unstandardised co-efficient Beta t-value P-value 
B Standard Error 

Constant 8.453 1.555 - 5.436 <.001** 
ESQ .085 .013 .302 6.496 <.001** 

Dependent Variable: RI 
r=0.302**, R Square=.091, F(1,420)=42.203, p-value= <.001** 

 

Note: **denotes significance at 1% level 
 

Table 2 indicated that e-service quality has a statistically 
significant impact on repurchase intention and the R Square 
value revealed that 9.1% changes in repurchase intention was 
explained by e-service quality. As the p-value is <0.001, there 
is a positive and significant influence of e-service quality on 
repurchase intention. Hence H2 is accepted.  
 

Table 3 Effect of E-Service Quality on Repurchase Intention 
with the Mediating effect of Customer Satisfaction 

 

Testing Paths B SE(B) Beta t-value P-value 
Path A: Dependent Variable: CS 

R Square=.469, F(1,420)=371.218, p=.000 
IV=ESQ .093 .005 .685 19.267 .000** 

Path B: Dependent Variable: RI 
R Square=.102, F(1,420)=47.546, p=.000 

IV=CS .663 .096 .319 6.895 .000** 
Path C: Dependent Variable: RI 

R Square=.115, F(2,419)=27.198, p=.000 
IV: ESQ .045 .018 .158 2.501 .013* 
IV: CS .438 .131 .211 3.342 .001** 
Total Indirect Effect 0.093 × 0.438 = 0.041 
Sobel Test Statistic 16.25** 

 

 

Note: * denotes significance at 5% and ** denotes significance at 1% 
 IV denotes Independent Variable 
 

Table 3 shows us the mediating effect of customer satisfaction 
on the effect of e-service quality on repurchase intention. The 
first step in this regard was to find the direct effect between e-
service quality and customer satisfaction. This was found to be 
significant at 1% level. In the next step, an indirect effect 
between e-service quality and repurchase intention with 
customer satisfaction as a mediator was found. This effect was 
also found to be significant at 5 % and 1% level respectively. 
The total indirect effect of e-service quality and customer 
satisfaction on repurchase intention was found to be 
statistically significant at 1% level. This is indicated by the 
Sobel test statistic which is significant at 1% level. Therefore, 
H3 is accepted.  
 

Table 4 Regression Results for impact of price perception on 
customer satisfaction 

 

Variables Unstandardised co-efficient Beta t-value P-value 
B Standard Error 

Constant 13.419 .480 - 27.948 <.001** 
PP .140 .027 .245 5.187 <.001** 

Dependent Variable: CS 
r=0.245**, R Square=.060, F(1,420)=26.909, p-value=<.001** 
 

Note: **denotes significance at 1% level 
 

Table 4 indicated that price perception has a statistically 
significant impact on customer satisfaction and the R Square 
value revealed that 6% changes in customer satisfaction was 
explained by price perception. As the p-value is <0.001, there 
is a significant influence of price perception on customer 
satisfaction. Hence, the H4 is accepted.  
 

Table 5 Regression Results for impact of price perception on 
repurchase intention 

 

Variables 
Unstandardised co-efficient 

Beta t-value P-value 
B Standard Error 

Constant 11.766 .974 - 12.087 <.001** 
PP .385 .055 .324 7.028 <.001** 

Dependent Variable: RI 
r=0.324**, R Square=.105, F(1,420)=49.396, p-value=<.001** 

 

Note: **denotes significance at 1% level 
 

Table 5 indicated that price perception has a statistically 
significant impact on repurchase intention and the R Square 
value revealed that 10.5% changes in repurchase intention was 
explained by price perception. As the p-value is <0.001, there 
is a significant influence of price perception on repurchase 
intention. Hence, the H5 is accepted.  
 

Table 6 Effect of Price Perception on Repurchase Intention 
with the Mediating effect of Customer Satisfaction 

 

Testing 
Paths 

B SE(B) Beta t-value P-value 

Path A: Dependent Variable: CS 
R Square=.060, F(1,420)=26.909, p=.000 

IV=PP .140 .027 .245 5.187 <.001** 
Path B: Dependent Variable: RI 

R Square=.102, F(1,420)=57.546, p=.000 
IV=CS .663 .096 .319 6.895 .000** 

Path C: Dependent Variable: RI 
R Square=.166, F(2,419)=41.748, p=.000 

IV: PP .311 .055 .262 5.692 .000** 
IV: CS .529 .096 .255 5.533 .000** 

Total Indirect Effect 0.140 × 0.529 = 0.074 
Sobel Test Statistic 3.776** 

Note: * denotes significance at 5% and ** denotes significance at 1% 
 IV denotes Independent Variable 
 

Table 6 presents the effect of price perception on repurchase 
intention mediated by customer satisfaction. The direct effect 
of price perception on customer satisfaction was found to be 
significant at 1% level. The direct effect of customer 
satisfaction on repurchase intention was also found to be 
significant at 1% level. The total indirect effect of price 
perception on repurchase intention with the mediation of 
customer satisfaction was also found to be statistically 
significant. The statistical significance of indirect effect was 
indicated by Sobel test statistic which is significant at 1% 
level. Hence, H6 is accepted. 
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Table 7 Regression Results for impact of customer satisfaction 
on repurchase intention 

 

Variables Unstandardised co-efficient Beta t-value p-value 
B Standard Error 

Constant 7.968 1.536 - 5.187 <.001** 
CS .663 .096 .319 6.895 <.001** 

Dependent Variable: RI 
r=0.319**, R Square= .102, F(1,420)=47.546, p-value=.000 

 

Note: **denotes significance at 1% level 
 

Table 7 indicated that customer satisfaction has a statistically 
significant impact on repurchase intention and the R Square 
value revealed that 10.2% changes in repurchase intention was 
explained by customer satisfaction. As the co-efficient values 
are significant at 1% level, there is a positive and significant 
influence of customer satisfaction on repurchase intention. 
Hence H7 is accepted.  
 

DISCUSSION 
 

The findings of the study revealed that e-service quality has a 
positive influence on customer satisfaction. This indicates that 
customers are satisfied when the service quality of a website 
such as design, efficient fulfilment, reliability of services, 
protection of privacy and security, and customer service are 
meeting the customer expectations from the website. This 
result is consistent with the previous studies. The results also 
revealed that e-service quality have a direct influence on 
repurchase intentions of the customers. This indicates that 
when the service quality offered in a website exceeds customer 
expectations, the customer satisfaction and trust are also 
enhanced. Therefore, customer intention to revisit and 
repurchase from the website also increases. This finding is in 
agreement with the findings of Kim et al., (2009); Yulisetiarini 
et al., (2017); Tandon et al., (2017). The results also proved 
that e-service quality has both direct and indirect effects on 
repurchase intentions. This result though is in consistent with 
Lee et al (2005) and Tandon et al., (2017), was not supported 
by Suhaily et al (2017). 
 

The results further revealed that price perception has a positive 
influence on both customer satisfaction and repurchase 
intention. This is because when the price perceived by the 
customer matches with the price at the e-commerce site, 
customers feel satisfied and develop an intention to buy again 
from the website. The results show congruence with the results 
of Jian et al (2005); Razak et al., (2016); Yulisetiarini et al., 
(2017); Yasri et al., (2020). However the results are partially 
inconsistent with the findings of Suhaily et al (2017) where 
price perception had a significant influence on repurchase 
intention, but the influence on customer satisfaction was 
insignificant. The result revealed that price perception also has 
an indirect effect on repurchase intention when mediated by 
customer satisfaction. The findings revealed a positive and 
significant influence of customer satisfaction on repurchase 
intention. This is because satisfied customers show a more 
positive attitude towards the e-commerce website and intends 
to purchase more from that website in future. The finding is 
confirming the previous studies by Tsai et al (2007); Lin et al., 
(2011); Fang et al., (2011); Azam et al., (2012); Ibzan et al 
(2017); Suhaily and Soelasih (2017); Siali et al., (2017); 
Ashfaq et al., (2019); Rita et al., (2019). 
 
 
 
 

CONCLUSION 
 

This study found that e-service quality and price perception 
have both direct effect on customer satisfaction and repurchase 
intention and an indirect effect on repurchase intention. This 
study is particularly important in the context of Indian e-
commerce market as the market is flooded with a number of 
online platforms offering numerous products and services. The 
online retailers are competing for larger share of the market by 
giving attractive offers and discounts and quality services. 
Long term success of online retailers depends on the number 
of repeat purchases made by the existing customers besides 
new customers. Therefore, the results provide a managerial 
implication to the online retailers to focus on improving 
customer satisfaction which can lead to repurchase intention of 
the customers. The present study was carried out with a 
relatively smaller sample size. However, the results are 
consistent with the previous studies. Therefore, results can be 
generalized. More studies can be conducted in future by 
considering the effect of other variables like security and 
delivery on customer satisfaction and repurchase intention. 
Because, security of transactions and timely delivery of items 
purchased online is a matter of concern for online customers. 
Hence their impact on customer satisfaction and repurchase 
intention can be studied exclusively in the future. 
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