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ABSTRACT 

The advent of the Internet, many opportunities is rewarded for companies to remain competitive by 

allowing purchases easy, fast and affordable for customers. Internet shopping is one of the fast growing 

shopping. E-commerce and e-business purchases to customers’ direct access to global opportunities are 

created. In this regard, commerce and social science research increasingly focused on internet, 

multinational and multicultural marketing. The purpose of this study was to assess and test the factors 

affecting online repurchase. Data were collected from 385 students and were tested through structural 

equation modeling. The findings of the study indicate that factors other than usability, other factors have 

significant influence on online purchases again. In this case, the quality factor was identified as the most 

influential websites and a comprehensive model was provided in this area. 
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INTRODUCTION 

Many of the mechanisms of the Internet media business has changed and almost all online businesses that 

their acceptance in the field of international business into new markets and businesses has opened on this 

basis. In Iran, considering that the Internet speed, according to the World Internet site in 2013, is not high. 

Members of Iran by the end of 2012 were around 42 million and in this respect ranked first in the Middle 

East and Asia accounted for a Fourth in Asia. The total number of users over two billion people in the 

world, of which 800 million are allocated to the Asian region. Iran, with the condition of having one-

twentieth of very good Asian users to study the Internet and use it, is considered as an interactive channel 

for producers and buyers and owners of small businesses and large counts. 

So it makes the suppliers, marketers and business owners to have in order to make greater use of the 

platform and gain maximum benefit from the market, looking for ways to increase the confidence of 

customers to attract them towards their own. Given the emerging markets need to impress more 

customers, this patchwork of customers trust needed to carry out such research that is more crucial than 

ever. Also one of the buy feature that facilitates the practice of shopping for consumers supplied by the 

channel. In other words, because of the increased choice of products, the consumer simply cannot be 

physically present to check the various products and in this regard, the Internet Channel is to fill this gap, 

and this is just one of the benefits of this channel.  

ICT services in the third world countries than any other delay is acceptable, it is always a challenge for 

researchers to study the factors affecting the adoption of these services. Due to the lack of the adequate 

stability in these countries, the consumer confidence is an important factor in terms of uncertainty and 

risk.  

General principles of online marketing attract customers to buy online from this channels is based on the 

fact that this practice will continue and web site or online business to customer show loyalty to online 

activities. Buying behavior of customers or their desire to buy is very beneficial for online businesses. In 

some studies, the repurchase is associated with customer loyalty (Jiang and Rosenbllom, 2005) and many 

of the factors that contributed to customer loyalty in extensive studies and tests have been identified.  
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In this study, the researcher sought to examine these factors and their effect on willingness to buy this 

online. To answer the research question has been formulated, eleven factors were extracted to the final 

suitable model in a business environment have been studied and tested, these factors include perceived 

usefulness, perceived ease of use, perceived value, reputation or business enterprise, security, trust, 

reliability, usable, subjective norms, and website quality that is joy to use in a survey approach and using 

the appropriate questionnaire subjects that internet shopping experience will be evaluated and hypotheses 

will be tested. Therefore, the key research question of this study is that this has an impact on online 

shopping? 

Theoretical Framework 

As a result of perceived intrinsic value of marketing and relationship marketing is one of the most 

important components (Moliner et al., 2007). Perceived value has a direct relationship with satisfaction 

(Hume, 2008). Thus, customers may perceive, their observations and get what gain (benefit) and what 

they lose (costs) in order to receive certain services are integrated with each other (Ha and Janda, 2008). 

Moreover, Hom (2008) suggested that perceived value is an important indicator of the desire and 

intention to repurchase. If a purchase offers high levels of value, it would be a return customer and buy 

again, he's likely to improve in the future. Guenzi et al., (2009) found that environmental cues influence 

the perceptions of value of goods or services in the intermediary stores and stores that tend to support the 

store's selection criteria. Similarly, Guenzi et al., (2010) found evidence indicating that perceived value 

on loyalty intention is effective. Given the above, the first hypothesis is thus formed: 

First hypothesis: Perceived value has a direct impact on intention to repurchase online. Perceived ease of 

use and perceived usefulness constructs of technology acceptance model are key factors (Davis, 1989). 

Ndubisi (2005), the role of these structures in information systems are investigated and it is found that the 

two structures are very useful and efficient. Perceived ease of use of online shopping refers to the extent 

to which a customer believes that online shopping would be free of effort (Chiu et al., 2009). There are 

plenty of websites and users of different skill levels, what our customers to choose a website urges against 

other competitors, perceptions could be due to the ease of use. If a user finds that a site is complex, unable 

to find his desired product is not or cannot understand that what exactly a site offers that is the result in 

both cases generally the website is left by user (Pearson et al., 2007).  

Quality web design is vital to the success of online stores have a significant impact on perceived ease of 

use of its users (Lee and Lin, 2005). Web design factors are of importance in judging the quality of 

customer forecasts; it is a satisfaction and loyalty (Lee and Lin, 2005).  

According to a study by Kim et al., (2009), features unique to the online space where customers are 

focused on online shoppers' positive attitudes toward the Internet has a strong impact. Kim et al., (2007) 

found that retail website that is customer friendly features in their website should have put more in annual 

sales and have gained the market share.  

In addition, the researchers have stated that environment characteristics of retail buying websites have a 

huge impact on the Internet retailer's financial performance. So when customers come to realize that their 

website has been ease of use, this can affect the desire to buy again in the future. The second hypothesis is 

as follows: 

Second Hypothesis 

The ease of use affects the intention to repurchase online. 

Perceived usefulness is defined as the degree to which a consumer believes the shopping; he will improve 

performance (Chiu et al., 2009). According to the study, Chiu et al., (2009), when the probability of 

continuation utility of customers exists, such use will be understood useful. Customers who purchase the 

product in an efficient manner have a higher probability of re-purchase. Perceived usefulness has a 

significant impact on customer loyalty intentions (Chiu et al., 2009). Perceived usefulness is well-

recognized as one of the determinants of information systems (Ndubisi et al., 2005; Davis, 1989). 

Therefore, the following hypothesis can be stated: 

Third Hypothesis  
Perceived usefulness has a direct impact on intention to repurchase online. 
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According to the study of Hess (2008), customers' perceptions of how a company's reputation can be 

defined as how customers are thinking about the comfort. In addition, Hess (2008), revealed that a good 

reputation, provides a capacity for a company that protects it against the negative consequences of failure. 

He said that the intermediary company's reputation and satisfaction and relationship between the 

severities of failure contribute to maintain willing to buy even after failure. What is evident is that the 

good reputation of a company can also lead to a willingness to buy online: 

Fourth Hypothesis  
The Company’s reputation has a direct impact on intention to repurchase online. 

Privacy refers to the extent that the website is secure online shopping to protect the customer information 

(Chiu et al., 2009). Past research has stated that the purchase of customer perceptions of privacy have a 

significant positive impact on trust in the online vendor (Chiu et al., 2009). Quantitative importance of 

this issue was shown by Udo (2001). He pointed out that privacy protection is the biggest concern for 

online shoppers. Similarly, if customers do not have the confidence to protect their privacy, reluctant to 

purchase online not show again but if it is guaranteed, they will show a greater tendency to purchase 

online: 

Fifth Hypothesis  
Online security has a direct impact on intention to repurchase. 

Trust plays a key role in long-term to strengthen relationships with retail. According to the study, Chiu et 

al., (2009), in general, Trust is as a set of specific beliefs associated with compassion, competence and 

integrity of the other.  

This implies that the good intentions of company are not participating on behalf of the client in question, 

expectations do not lead to uncertainty, and the relationship between the parties is honest. Uncertainty of 

customer service could be the potential for negative outcomes that is inappropriate, so, trust plays a vital 

role in long-term relationships (Eisingerich and Bell, 2007). Lack of trust on the part of consumers 

reduces the chance of online shopping because they are reluctant to buy from a seller who does not trust 

him (Hume, 2008). In addition, the previous research suggests that trust plays an important role in 

stimulating customers to repurchase (Law and Bai, 2008; Roman, 2007). Given the above, this will be the 

sixth hypothesis: 

Sixth Hypothesis  
The Trust has a direct impact on intention to repurchase online. 

Pitting and Harris (2007), reliability is defined as the level of perceived online trust that a particular site to 

continually operate as expected. According to Kim et al., (2009), reliability of service is an important 

aspect of quality of online services that contribute to overall customer satisfaction. Ndubisi (2011), 

showed that the reliability and satisfaction leads to customer loyalty and indirectly strengthens it. In order 

to retain existing customers and attract new customers, the perceived reliability plays a crucial role 

(Goode and Harris, 2007). The research team found evidence that if clients receive the uncertain services 

and performance of the company, leaving the site to make the buy online disjunctive. Thus, when the 

client considers a site trusted, his true loyalty will increase (Goode and Harris, 2007). Thus, we have: 

Seventh Hypothesis  
Reliability has a direct impact on intention to repurchase online. 

Usability refers to the extent to which a website is made to provide adequate information about products 

or services (Law and Bai, 2008). In general, the concept of usability is defined as the needed effort to use 

the computer system. By focusing on the Internet, the web site usability reflecting the perceived ease of 

surfing the web or shopping online are considered as a key factor in the development of e-commerce. 

(Flavian et al., 2006), the following factors in order to measure the usability of web sites will be 

considered: 

• Ease of understanding the structure of a system, functions, interface and contents are visible.  

• Easy to use Web Foundation.  

• High-speed Web users to find what they are looking for.  

• Perceived ease of surfing the web on the time required and necessary action to achieve results.  
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• The ability for users to control what they are doing and where they are, at every moment of time. 

(Casaló et al., 2008) 

In this study, the use of a website is defined as an effective mechanism in terms of time and in terms of 

providing online information (Yates, 2005). The biggest problem when using the website of a company's 

customers may be faced is that cannot easily find his required or desired information, or cannot do the 

exchange on the site. Therefore, the quality of the website is used as a store environment. Therefore, it 

should be an indication of trustworthiness, particularly at the start of sale (Chang and Chen, 2008). 

Therefore, customers will have more confidence to buy again from the store that the website is more 

usable (Yates, 2005). Consequently, the eighth hypothesis is as follows: 

Eighth Hypothesis  
Usability has a direct impact on intention to repurchase online. 

According to the study, Venkatesh et al., (2003), examined social impacts caused by subjective norms, 

perceptions of the individual's clients are clients of other faiths. Shim et al., (2001) stated that subjective 

norms only indirectly affect the willingness of online shopping while Foucault et al., (2005) 

acknowledged that there is a significant correlation between shopping with friends and going shopping. 

So we have: 

Ninth Hypothesis  
The direct impact of subjective norms on intention to repurchase online. 

Joy of using a web site significantly affects intentions to use the web site (Davis et al., 1992; Igbaria et 

al., 1995; Teo et al., 1999; Venkatesh et al., 2002). Enjoy the shopping, entertaining, perceived value, 

perceived visually appealing website have a positive effect on perceived enjoyment and intention to 

repurchase (Van, 2003). The role of pleasure in desire for continuity in research has been recognized by 

many researchers (Koufaris, 2002; Cyr et al., 2006). Thus, we have: 

Tenth Hypothesis: The Joy of use has a direct impact on intention to repurchase online. 

Henkel et al., (2006) concluded that customers who are satisfied with their server and to a greater extent 

than it used to serve more willing to use it in the future. Cronin and colleagues (2000) found that 

customers' satisfaction and willingness to repurchase can be increased by providing quality and value-

added services. Chen (2008) found that customer perception of service quality and the satisfaction of the 

relevant service has a significant positive impact on willingness to buy in the future. Given the above, we 

can thus form the eleventh hypothesis: 

Eleventh Hypothesis  
Website quality has a direct impact on intention to repurchase online. 

The conceptual model is based on the literature of the study and the theoretical framework has been 

developed as follows: 

 
 Figure 1-1: Conceptual model of research (Source: Lee et al., (2011); Al-Maghrebi et al., (2011) 
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Literature 

Shin et al., (2013) examined the effect of site quality on willingness to repurchase in internet shopping 

will accomplished through an intervening variable. The purpose of this study was to determine the effect 

on the quality of the site they wish to buy in the future. Make appropriate comparisons in this study on 

230 Korean students were tested to help Questionnaire stage. The results of the empirical analysis 

confirmed that the quality of the site can be conceptualized as a combination of the following six 

dimensions: Ease of buying, website design, and usefulness of information, security, transaction, payment 

and communication with the customer.  

Second, the quality of the website is to positively affect customer satisfaction and customer trust but is 

not influencing customer commitment and willingness to repurchase. Thirdly, the quality of the website 

can strengthen or weaken the willingness to repurchase through customer satisfaction, customer 

commitment, customer trust and influence in online transactions. 

Elmeqrebi and Dennis (2010), conducted a research entitled “suggestions of desire to continue the 

relationship in internet shopping” will accomplished in Saudi Arabia. The purpose of this study was to 

clarify the theoretical issues and identify factors that Internet shopping can be a tendency to interpret and 

explain the relationship. The sample consisted of 465 items, 70% of women and 30 percent men. 

Perceived usefulness, enjoyment, and subjective norms are determinants of online shopping continuance 

were identified. The findings suggest that usefulness and subjective norms are partially shared desire to 

continue the relationship but the fun will lead to higher levels of these tendencies. Online strategies can 

directly or indirectly influence the willingness to repurchase ignores these factors. 

 

MATERIALS AND METHODS 

Methodology 

This research, based on objective and descriptive-survey method. Sample is the students of Azad 

University Central Branch of Tehran. Cochran's sample size formula was selected using 385 randomly 

and was assessed and examined using a standard questionnaire. The data obtained were analyzed using 

appropriate statistical software. 

Data Analysis and Hypothesis Testing 

 

Table 1: Indices of measurement model fitting 

Index  Amount  

Chi-square divided by degrees of freedom 2/784 

( NFI) Soft indicators of fitness o/92 

( IFI) Increasing the fitness index 0/91 

 (CFI) Increasing the fitness index 0/92 

 (RMSEA) Square root of the estimated variance of the error of 

approximation 

0/07 

 

Exhibit 1 shows the measurement model for variables. The output of the model shows that the item factor 

loadings associated with latent variables except items 3, 6, 18, 20, 21, 25 and 38 are acceptable values. 

Those close to the acceptable level have been removed and structural model can be implemented. These 

values are shown in Table 4-2.  

AVE and CR values are also in good quantity indicating good construct validity for the variables. These 

amounts have been calculated after excluding the above items. 
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Table 2: Results of the measurement model 

 Research variables  Items  Factorial 

loads  

Cronbach's 

alpha 

AVE CR 

F1 Reliability  Item 1 .510 0/69 0/64 0/65 

 Item 2  .638 

 Item 3 .388 

Item 4 .645 

F2 Usable Item 1 .508 0/76 0/54 0/61 

Item 2 .349 

Item 3 .679 

F3 Subjective norms Item 1 .888 0/71 0/72 0/64 

Item 2 .644 

Item 3 .615 

F4 Joy of use Item1 .571 0/73 0/68 0/69 

Item 2 .634 

Item 3 .744 

F5 Website Quality Item 1 .675 0/71 0/57 0/65 

Item 2 .446 

Item 3 .713 

F6 Perceived value Item 1 .720 0/68 0/74 0/76 

Item 2 .334 

Item 3 .768 

Item4 .242 

F7 Ease of use Item 1 .344 0/71 0/61 0/64 

Item 2 .523 

Item 3 .745 

F8 Perceived Usefulness Item 1 .585 0/69 0/61 0/67 

Item 2 .350 

Item3 .808 

F9 Company reputation Item 1 .684 0/74 0/59 0/65 

Item2 .655 

Item 3 .419 

F10 Security  Item 1 .499 0/68 0/57 0/66 

Item 2 .514 

Item 3 .758 

F11 Trust  Item 1 .392 0/68 0/57 0/66 

Item 2 .500 

Item 3 .388 

Item 4 .645 

F12 Intention to repurchase Item 1 .508 0/71 0/51 0/54 

Item 2 .349 

Item 3 .399 
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Structural Model and Test of Hypothesis 

Table 3 shows the goodness of fit for parameters of model. 

 

 
 

Table 3: Model fit parameters of measure the character of the seller 

Index  Amount  

Chi-square divided by degrees of freedom 2/74 

( NFI) Soft indicators of fitness 0/91 

( IFI) Increasing fitness index 0/92 

 Comparative fitness index (CFI)  0/91 

 Square root of the estimated variance of the error of approximation 

(RMSEA)  

0/06 

 

Table 4 shows the results of the structural model of this study to test hypotheses about the variables. 

According to the values presented in this table, when the number was higher than the value (1/96) or less 

than (1/96) is derived, and a significance level of less than or equal to 0.05, f the above hypothesis is 

confirmed.  

Thus, except for the eighth hypothesis, the hypothesis to be approved. 

In below table, the quality of the website as influential (0/64) operating on online repurchase intention 

was to identify the factors in order of perceived value (0/61), trust (0/58), anxiety (0 / 47), perceived 

usefulness (0/47), ease of use (0/44), corporate reputation (0/39), enjoy the use (0/36) and reliability 

(0/24) were identified.  

Interpretation of the results of the hypotheses is described in the next chapter. 
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Table 4: Review research hypotheses 

Relationships  Path  Significance  Path 

coefficient  

T 

statistic 

Result  

1 Considered 

value 

Intention to 

repurchase 

Online 

0/005 0/61 5/833 Confirmed 

2 Ease of use Intention to 

repurchase 

Online 

0/000 0/44 3/288 Confirmed 

3 Perceived 

Usefulness 

Intention to 

repurchase 

Online 

/0001 0/47 7/187 Confirmed 

4 Company 

reputation 

Intention to 

repurchase 

Online 

0/002 0/39 7/029 Confirmed 

5 Security  Intention to 

repurchase 

Online 

0/012 0/17 2/655 Confirmed 

6 Trust Intention to 

repurchase 

Online 

0/000 0/58 4/390 Confirmed 

7 Reliability Intention to 

repurchase 

Online 

0/000 0/24 2/833 Confirmed 

8 Usability Intention to 

repurchase 

Online 

0/141 0/11 1/288 Disapproval 

9 Subjective 

norms 

Intention to 

repurchase 

Online 

0/003 0/47 6/187 Confirmed 

10 Joy of use Intention to 

repurchase 

Online 

0/000 0/36 7/457 Confirmed 

11 Website 

Quality 

Intention to 

repurchase 

Online 

0/000 0/64 8/655 Confirmed 

 

Interpretation of Research Hypotheses and Conclusions 

The first hypothesis of this study suggests that perceived value has a direct impact on intention to 

repurchase online. Confirm this hypothesis suggests that to increase the perceived value of online 

shopping increases the repurchase intention and the intensity of the relationship. Using the criteria 

developed and modified the concept of perceived value; service providers will have the opportunity to 

compare the value of its programs and products. In addition, it would strengthen the capacity of service 

providers to identify the dimensions of perceived value as a positive or negative feature improves its 

products. 

Second hypothesis states that the ease of use affects the intention to repurchase online. Confirmed this 

hypothesis, indicating that the increased ease of use of the internet shopping sites, online repurchase 

intention increases the intensity of the relationship. Therefore, it is necessary that the design of Internet 

Shopping Sites provide maximum ease and convenience for users at different levels of literacy and 

diagnostics. 



Indian Journal of Fundamental and Applied Life Sciences ISSN: 2231– 6345 (Online) 
An Open Access, Online International Journal Available at www.cibtech.org/sp.ed/jls/2014/04/jls.htm 
2014 Vol. 4 (S4), pp. 1312-1321/Moeeini and Fard 

Research Article 

© Copyright 2014 | Centre for Info Bio Technology (CIBTech)  1320 

 

The third hypothesis of this study suggests that perceived usefulness has a direct effect on the intention to 

repurchase online. Perceived value has a direct impact on intention to repurchase online. Therefore, given 

the clear advantages of online shopping for consumers is needed in this area to inform customers reach 

the required facilities and the acquisition of knowledge in this area to encourage online purchases. 

The fourth research hypothesis states that a company's reputation online has a direct impact on intention 

to repurchase. Confirm this hypothesis suggests that enhance the company's reputation with Internet 

Service Providers Shopping Intention to repurchase online and this increase is related to the degree of 

severity. Customer perceptions of how to protect the company's reputation can be a company from 

customers and also thinking about the comfort they defined. Therefore, it is necessary to develop 

branding strategies and appropriate measures taken to reform service delivery models. 

The fifth research hypothesis states that the security has a direct impact on intention to repurchase online. 

Confirmed this hypothesis, indicating that the increase in the perceived security of online shopping sites 

leads to increased intention to repurchase online. Therefore, the development of new technologies in this 

field is needed for requirements in order to provide users with secure transactions. 

The sixth research hypothesis states that trust has a direct impact on intention to repurchase online. 

Confirm this hypothesis indicates that increasing consumer confidence in online shopping increases 

online repurchase intention and the intensity of the relationship. So, trust plays a vital role in long-term 

relationships (Eisingerich and Bell, 2007). Therefore, companies need to increase customer confidence to 

take action to process online purchases. Failure of a transaction or a different product to what has been 

shown to reduce the customer's trust. 

The seventh research hypothesis states that reliability has a direct impact on intention to repurchase 

online. Confirm this hypothesis suggests that to increase the reliability of online purchases, increases 

online repurchase intention and is related to the degree of severity. Reliability of service is an important 

aspect of quality of service leading to overall customer satisfaction. Thus, when the client's trust in site 

will be increased his true loyalty. 

The eighth research hypothesis states that usability has a direct impact on intention to repurchase online. 

Rejection of this hypothesis indicates that with the increasing availability of online purchases, so the 

increase does not affect the customer's intention to purchase but other factors are explained better in this 

regard. 

Nine research hypothesis states that anxiety has a direct impact on intention to repurchase online. Confirm 

this hypothesis, showing that the favorable subjective norms lead to increased intention to repurchase 

online. Social impacts caused by subjective norms, perceptions of individual customers of other faiths 

clients. Thus, satisfaction of online shopping and promoted by other customers encourage the continued 

rise of online shopping atmosphere for their customers has positive effects in mind. 

Tenth research hypothesis states that the use of online direct impact on intention to repurchase. To 

confirm this hypothesis suggests that with increasing use of Internet shopping fun, online repurchase 

intention is increased. Favorable experience of buying and using a path cut through the trouble of 

shopping create entertainment and other current methods in the field will lead to customer loyalty to 

shopping in those conditions. Eleventh research hypothesis states that a quality website online has a direct 

impact on intention to repurchase. Confirmed this hypothesis, indicating that the increase in website 

quality, increases online repurchase intention. Therefore, the customer's perception of service quality and 

satisfaction with the service has a positive impact significantly on the willingness to buy in the future. 

The impact of higher rates than other agents in this study and indicates the importance of this factor is the 

participants. 
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