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─Abstract─ 

This research aims to identify and analyse the significant characteristics that influence 

E-Purchase Value and E-Purchase Intention in the digital era. This study aims to gain 

insights into the evolving dynamics of consumer decision-making in online 

environments by analysing the factors that impact and the relationships between these 

variables. The study employs a quantitative research method to investigate the 

relationship between E-Purchase Value and Intention. The sample is comprised of 239 

online shoppers from the previous three months. Stratified random sampling ensures a 

well-rounded demographic representation. Analysing the collected data involved using 

Amos, a tool for Structural Equation Modelling (SEM). This study reveals key factors 

that influence the value of online purchases and the intention to make online purchases 

in the current digital age. The preliminary results suggest a complex relationship 

between website design, social media engagement, discount offers, customer reviews, 

personalised suggestions, and their impact on perceived value and purchase intentions 

in digital transactions. This study provides a thorough analysis of the significance and  
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relative influence of each factor, contributing to a better understanding of online 

consumer behaviour. This study offers practical insights into enhancing digital 

platforms and marketing techniques to boost perceived value and encourage purchase 

intentions. In addition, the findings offer valuable insights for researchers, enhancing 

the current understanding of consumer behaviour in the digital era. The identified 

factors and their impact on E-Purchase Value and E-Purchase Intention contribute to 

the advancement of theoretical frameworks, offering avenues for further research and 

enhancement. This study stands out due to its comprehensive analysis of various factors 

that contribute to a deeper understanding of E-Purchase Value and E-Purchase 

Intention.   

Keywords: Website Design Quality, Social Media Engagement, Discount Offers, Customer 

Reviews, Personalized Recommendations, E-Perceived Value, E-Purchase Intent. 

INTRODUCTION 

E-purchase intent is the consumer's inclination towards engaging in online shopping. It 

is essential for companies operating in the e-commerce sector to have a comprehensive 

understanding of and evaluation of this concept. The user experience of a website holds 

significant value. A well-designed interface, easy navigation, and a quick checkout 

process can have a significant impact on the likelihood of successful online transactions. 

Thorough product details, top-notch visuals, and customer feedback all contribute to 

fostering trust and confidence among prospective buyers. Several factors influence the 

intention to engage in electronic purchasing. According to a study by Maitlo et al. 

(2017), having a satisfying, eye-catching, and useful online shopping experience 

increases the likelihood that you'll make a purchase. In a study conducted by Zhang et 

al. (2011b), it was found that the quality of relationships and the usability of a website 

have a substantial impact on customers' intention to make repeat purchases.  

In a study conducted by Lukito and Ikhsan (2020), several key factors were identified 

as significant determinants of repurchase intention in e-commerce. These factors 

include perceived risk, perceived usefulness, and online trust. The utilisation of social 

media presence, influencers, and endorsements can establish social proof, which can 

significantly influence decision-making by creating a perception of reliability and 

popularity. Given the widespread use of mobile devices, it is imperative for businesses 

to prioritise mobile optimisation to guarantee a smooth and uninterrupted user 

experience. Using analytics solutions, organisations can analyse user behaviour, 

conversion rates, and consumer feedback, enabling them to make well-informed 

decisions. By utilising this approach, individuals can enhance their online platforms and 

improve their chances of turning potential clients into paying customers. Several 

factors, including perceived value, satisfaction, and repurchase intention, influence e-

purchase intent (Pham et al., 2023). Utilitarian and hedonic motivations, as well as 
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information retrieval, significantly influence individuals' intentions to participate in 

online purchasing (Fülöp et al., 2023). Research by Gunawan et al. (2023) demonstrates 

the significant impact of social and peer factors on influencing attitudes toward e-

commerce and the propensity to make purchases, particularly among adolescents. 

Influencing the likelihood of repeat purchases are factors such as user friendliness, 

reliability, and electronic contentment (Nabila et al., 2023). 

The concept of E-perceived value is constantly evolving and can be shaped by different 

online marketing tactics. These include personalised recommendations, targeted 

discounts, and interactive features that actively involve customers. In the realm of 

electronic commerce, companies that successfully handle and improve the perception 

of value on the internet are more likely to attract and keep clients in a highly competitive 

environment. Multiple studies have explored the concept of E-perceived value in 

different situations. As per Bednarz et al. (2023), consumers' decisions to purchase 

electric vehicles are more influenced by internal factors such as charging time and 

driving range than external factors. In a study conducted by Ampadu et al. (2023), it 

was found that the perceived value of a recommended product has a positive impact on 

E-loyalty. Additionally, the role of shopping pleasure was identified as a crucial 

moderator in this relationship. In a study conducted by Lin (2023), the importance of 

creating a sense of value in the Internet celebrity economy was highlighted. This can be 

achieved by cultivating emotional connections between influencers and their customers. 

In a study conducted by Alkufahy et al. (2023), the significance of perceived value was 

emphasised as it acts as a mediator in the relationships between e-marketing, consumer 

happiness, and loyalty. 

Liu's research focuses on the credit assessment model in C2C e-commerce, with a 

particular emphasis on the impact of buyer evaluation rates on platform credit. Castillo-

Sotomayor's research delves into the effects of micro-segmentation strategies on 

customer satisfaction, brand loyalty, trust, and brand equity within consumer-to-

consumer electronic marketplaces. These studies provide valuable insights into the 

functioning and factors that contribute to success in C2C e-commerce. In contrast, Xiao 

(2023) explores supply chain management models in cross-border e-commerce, 

emphasising the significance of efficient coordination and optimisation in this specific 

context. Alternatively, the C2C model involves individual consumers selling their 

products or services to other consumers via online marketplaces. This type of 

transaction necessitates a strong sense of trust and robust security protocols. To ensure 

long-term success, it is essential to continuously adapt an e-commerce strategy by 

integrating customer feedback and keeping up with market advancements. There are 

several factors that can have a significant impact on client satisfaction and engagement 

in the e-commerce industry. The effectiveness of website design, including elements 

such as ease of use and aesthetic appeal, greatly influences customer satisfaction 

(Fatima Zehra & Ejlal, 2023). User participation on social media platforms can be 
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influenced by several factors, such as the user-friendly interface, community-oriented 

functionalities, and robust privacy and security measures (Sawalhi & Abdallah, 2023). 

Discount promotions and personalised recommendations can enhance the online 

shopping experience, leading to higher sales and a wider online presence (Pandey & 

Gupta, 2023). Effective implementation of micro-segmentation tactics plays a crucial 

role in the C2C e-commerce model, as they have a profound influence on customer 

satisfaction, brand loyalty, trust, and overall brand value (Castillo-Sotomayor et al., 

2023). 

For E-businesses to thrive in the digital marketplace, it is crucial to analyse factors such 

as E-Perceived Value, E-Purchase Intent, and the various elements that influence 

consumer behaviour in the realm of e-commerce. This study seeks to conduct a 

comprehensive analysis of these aspects, with a specific emphasis on their intricate 

interplay and impact on customer decision-making. The primary objective is to examine 

the complex relationship between E-Perceived Value, E-Purchase Intent, and critical 

factors such as Website Design Quality, Social Media Engagement, Discount Offers, 

Customer Reviews, and Personalised Recommendations. The study seeks to make 

valuable contributions to the emerging field of e-commerce by addressing these 

elements. Its purpose is to assist businesses in efficiently navigating the digital 

landscape and maximising their potential for success. 

LITERATURE REVIEW 

There is a proposed hypothesis that suggests a connection between the quality of 

website design and the intention to make online purchases. This connection is 

believed to be influenced by the concept of perceived value in the online 

environment. The quality of website design is the independent variable in this 

framework, which has an impact on how users perceive the value of the items or 

services offered on the website. According to Hu (2011) and Kim and Niehm 

(2009), the perception of value plays a significant role in influencing purchase 

intention within the realm of e-commerce. Kim and Niehm (2009) highlighted 

the significance of website quality in influencing perceived value in a study. In 

a recent study by Sullivan and Kim (2018), it was found that the perception of 

value and trustworthiness on the internet greatly impacts the likelihood of 

customers making repeat purchases.   

As Chang and Tseng (2013) explains, the way customers perceive an online store's 

image can greatly influence their decision to make a purchase. The influence is mediated 

through perceived value, with a significant emphasis on utilitarian value. The perceived 

value acts as a bridge connecting the quality of website design with consumers' 

inclination to engage in online transactions. 
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According to the hypothesis, a well-designed website can not only attract users but also 

greatly influence their perception of the value proposition. This, in turn, impacts their 

ability to engage in e-commerce transactions. To validate this hypothesis, it would be 

advantageous to employ empirical data and statistical studies, such as mediation 

analysis. It would be possible to analyse the degree and significance of the mediating 

impact of e-perceived value on the connection between website design quality and e-

purchase intent. This conceptual framework aligns with prevailing theories in e-

commerce, marketing, and user experience design. This emphasises the 

interconnectedness of website design, perceived value, and purchase behaviour in the 

online domain.  

Numerous studies have delved into the relationship between perceived value, website 

design quality, and the intention to make online purchases. Han et al. (2023) found that 

the platform's quality in cross-border e-commerce has a significant impact on the 

perceived value. This, in turn, has a positive effect on the intention to make a purchase. 

According to a study by Phan Tan and Le (2023), the perception of price and delivery 

quality directly affects perceived value, which in turn affects the intention to make 

repeat purchases. Based on Wu and Huang (2023) research, there is a significant and 

positive correlation between consumers' trust and their perception of value in live-

streaming e-commerce. This trust, in turn, serves as a mediator in their ongoing 

intention to make purchases. In a recent study, Venkatakrishnan et al. (2023) 

highlighted the importance of web design and trust in shaping the relationship between 

e-service quality and customer satisfaction. This finding is significant as it directly 

impacts the likelihood of customers making a purchase. 

H1: E-Perceived value mediates the relationship between the Website design quality 

and E-purchase intent. 

It is proposed that the perceived value of online experiences plays a role in connecting 

social media engagement with the intention to make online purchases. In this conceptual 

framework, social media engagement is viewed as the independent variable, 

encompassing users' interactions and activities on different social media platforms. In 

their respective studies, Hu (2011) and Bataineh (2015) found that the perception of 

value plays a significant role in influencing the intention to make a purchase. Bataineh 

specifically highlighted the role of corporate image as a mediator.  In a study conducted 

by Chang and Tseng (2013), further evidence is presented to reinforce the idea that the 

perception of an online store's image can influence the intention to make a purchase by 

impacting the perceived value. In a social commerce setting, Chen et al. (2017) 

emphasises the importance of hedonic values in shaping purchase intention. According 

to the hypothesis, the effect of being active on social media on the intention to make 

online purchases is not immediate. Instead, it operates by influencing how consumers 

perceive the value of the products or services that are advertised or discussed on social 
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media. It is believed that interacting with social media platforms can improve 

consumers' perceptions of the value offered by products or services, ultimately shaping 

their attitudes and intentions to make online purchases. The extent to which users 

interact with content on social media has a direct impact on how they perceive its value, 

which in turn influences their willingness to participate in online transactions. 

Numerous studies have delved into the relationship between social media activity and 

the intention to make electronic purchases, specifically focusing on how the perception 

of value plays a role. 

According to a study by Bushara et al. (2023), engaging in social media marketing 

activities improved how customers perceived the value of a good or service. This, in 

turn, resulted in a higher likelihood of customers intending to make a purchase. In a 

study conducted by Wu and Huang (2023), it was demonstrated that the way consumers 

perceive the value of live-streaming e-commerce has a positive effect on their trust in 

the platform. This, in turn, influences their intention to make a purchase. Ao et al. (2023) 

acknowledged the importance of the entertainment value of social media influencers in 

increasing customer engagement and purchase intent. In a recent study, Han et al. (2023) 

highlighted the significant impact that the quality of cross-border e-commerce platforms 

has on customers' perceptions of value and their willingness to make a purchase. Trust 

plays a crucial role as a mediator in this process. To validate this concept, one can 

employ empirical research and statistical techniques, such as mediation analysis. This 

methodology enables the analysis of the effectiveness and significance of the 

intermediary role of e-perceived value in the relationship between social media 

engagement and e-purchase intention. This conceptual framework aligns with 

contemporary perspectives on the impact of social media on consumer behaviour. The 

importance of perceived value in online purchasing decisions is emphasised, which is 

shaped by social media interactions. 

H2: E-Perceived value mediates the relationship between the social media engagement 

and E-purchase intent. 

The hypothesis suggests that e-perceived value acts as a mediator in the connection 

between discount offers and e-purchase intent. The focal element in this theoretical 

framework pertains to discount offers, which encompass various promotional strategies 

like price reductions, special offers, or discounts on products or services. According to 

the hypothesis, the effect of discount offers on online transaction behaviour is not 

immediate. Instead, it depends on how customers perceive the value of the discounted 

products or services. Discount offers are believed to create a sense of increased value 

among consumers, thus impacting their attitudes and intentions when it comes to online 

transactions. Various studies have consistently shown that customer perception of a 

product or service's value plays a crucial role in determining their likelihood of making 

an online purchase, especially when discount offers are available. In a study conducted 
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by Wanda and Pasaribu (2023), it was found that the perception of quality plays a crucial 

role in how price discounts impact impulsive buying behaviour. Building on previous 

research, Hu (2011) highlighted the crucial role of customer happiness in the 

relationship between perceived value and purchase intention. In a recent study, 

Ahmadinejad et al. (2017) emphasised the importance of perceived risk in influencing 

e-purchase intention when discount conditions are involved. In a recent study, Peng et 

al. (2019) examined the impact of time constraints and product participation on the 

relationship between perceived value and purchase intention in social e-commerce sales 

promotions. 

The hypothesis suggests that the appeal of reduced offers plays a role in creating a 

favourable perception of value in online settings, which in turn affects users' likelihood 

to participate in electronic commerce transactions. To validate this concept, it would be 

beneficial to employ empirical investigations and statistical analyses, such as mediation 

analysis. Researchers can employ this analytical approach to assess the magnitude and 

significance of the mediating influence of e-perceived value in the connection between 

discount offers and e-purchase intent. This conceptual framework is in line with 

prominent theories in marketing and consumer behaviour. It highlights the importance 

of perceived value as a key factor in the decision-making process, especially when it 

comes to promotional strategies like discount offers that influence the intention to make 

online purchases. Wu and Huang (2023) and Han et al. (2023) both acknowledged the 

significance of perceived value in influencing purchase intention in the areas of live-

streaming e-commerce and cross-border e-commerce, respectively. Wu and Huang 

(2023) highlighted the role of customer trust as an intermediary in these associations. 

In a recent study, Bushara et al. (2023) presented further evidence on the impact of 

perceived value on the connection between social media marketing efforts and the 

purchase intentions of restaurant followers. 

H3: E-Perceived value mediates the relationship between the discount offers and E-

purchase intent. 

The hypothesis suggests that e-perceived value plays a role in linking the quality of 

customer reviews to e-purchase intent. In this conceptual framework, the focus is on the 

quality of customer reviews. This includes factors such as the sentiments expressed, the 

credibility of the evaluations, and how helpful they are to other consumers on a 

platform. The impact of value perception on purchase intention in e-commerce was 

found to be significant by Hu (2011) and Ahmad (2017). Hu also noted that customer 

satisfaction plays a role in partially mediating this connection. Matute et al. (2016) 

presents further evidence supporting the idea that the quality of electronic word-of-

mouth (EWOM) positively and directly influences repurchase intention. The perception 

of utility mediates this relationship. According to a study by Sullivan and Kim (2018), 

perceived value and online trust have the biggest effects on repurchase intention, with 
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perceived usefulness having the smallest effects.  According to the hypothesis, customer 

reviews do not have an immediate impact on the intention to make an online purchase. 

Instead, their influence is determined by consumers' judgements of the value attributed 

to the items or services, which is based on the quality of the reviews. The quality of 

customer reviews is expected to shape customers' perceptions of the value proposition, 

thus influencing their attitudes and intentions towards online purchases. Numerous 

studies have examined the role of perceived value in mediating the relationship between 

customer evaluations of quality and the intention to make online purchases.   

A study conducted by Han et al. (2023) revealed that the platform's quality in cross-

border e-commerce has a positive impact on perceived value, leading to an increased 

intention to make a purchase. Anggraini and Sobari (2023) found that effective 

electronic word-of-mouth (e-WOM) positively influences the helpfulness of reviews, 

trust, and brand attitude. These factors have an impact on the intention to make a 

purchase. According to a study by Wu and Huang (2023), the perception of value in 

live-streaming e-commerce positively affects consumer trust, which in turn influences 

their purchase intention. However, a study by Zaman et al. (2023) found that customer 

contact and influencer credibility have a stronger impact on purchase intention than 

customer reviews.  To test this hypothesis, researchers could use real-world methods 

and statistical methods, like mediation analysis, to find out how big and important the 

role of e-perceived value is in the link between the quality of customer reviews and the 

intention to buy online. This framework aligns with existing knowledge in the fields of 

e-commerce and marketing, emphasising the impact of user-generated content, 

specifically the quality of customer evaluations, on consumer behaviour. The statement 

highlights the importance of perceived value in decision-making, suggesting that 

positive evaluations can enhance perceived value and influence the intention to make 

online purchases.  

H4: E-Perceived value mediates the relationship between the Customer reviews quality 

and E-purchase intent. 

The hypothesis proposes that e-perceived value plays a role in mediating the 

relationship between tailored suggestions and e-purchase intent. In this conceptual 

framework, personalised recommendations are the focus. These recommendations 

include customised suggestions or information that are provided to users based on their 

interests, activities, or previous interactions on a platform. Perceived value has a big 

impact on purchase intention in the e-commerce setting, according to research by Hu 

(2011) and Ahmad (2017). Furthermore, the role of customer satisfaction as a mediator 

in this relationship has been identified. It can be inferred that personalised 

recommendations, which have the potential to enhance perceived value, may indirectly 

influence the intention to make a purchase. In a study conducted by Chang and Tseng 

(2013), it was found that the perception of an online store's image has a significant 
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impact on the intention to make a purchase. This perception can be enhanced through 

tailored suggestions, which in turn affects the perceived value of the products. In a study 

conducted by Zhang et al. (2011a), a theoretical framework is presented to analyse the 

influence of personalised product recommendations on consumer store loyalty, which 

is closely linked to purchase intention. Therefore, there is strong evidence suggesting 

that the perception of value on online platforms acts as a mediator in the relationship 

between personalised recommendations and the intention to make an online purchase. 

According to the hypothesis, the impact of personalised recommendations on the 

likelihood of making an online purchase is not immediate. Instead, it depends on how 

customers evaluate the value of the suggested goods or services.  Customised 

suggestions are expected to shape how consumers perceive the value of a product or 

service, thus influencing their attitudes and intentions when it comes to making online 

purchases. Numerous studies have investigated the impact of perceived value on the 

relationship between various cues and the intention to engage in online purchasing.   

Wu and Huang (2023) study reveals a noteworthy correlation between perceived value 

in live-streaming e-commerce and consumer trust. The level of trust between 

individuals has a direct influence on their likelihood of making a purchase. Bushara 

et al. (2023) presented findings indicating that involvement in social media marketing 

can positively impact consumers' perceptions of a product or service's value. These 

factors have a direct impact on their purchase intentions, their willingness to pay a 

premium, and their likelihood of participating in electronic word-of-mouth (e-WoM) 

communication. Han et al. (2023) conducted a study that demonstrated that the 

platform's quality in cross-border e-commerce has a favourable impact on the 

perceived value, which in turn affects the intention to make a purchase. Ampadu et al. 

(2023) emphasised the importance of perceived value in relation to recommended 

products, showing how it directly affects e-loyalty, with vendor reputation playing a 

role in this relationship. The studies highlight the crucial role of perceived value in 

influencing e-purchase intent. They also suggest that tailored suggestions can impact 

perceived value and subsequently influence e-purchase intent. To confirm this 

hypothesis, researchers can use empirical techniques and statistical analyses, like 

mediation analysis, to study the mediating influence of e-perceived value on the 

relationship between tailored recommendations and e-purchase intent. This 

conceptual framework aligns with current developments in e-commerce and digital 

marketing, emphasising the importance of personalisation in enhancing the user 

experience and influencing consumer behaviour. The text emphasises the importance 

of perceived value in decision-making, suggesting that personalised recommendations 

can impact the formation of positive perceptions of value, which ultimately influences 

the intention to make online purchases. 

H5: E-Perceived value mediates the relationship between the personalized 

recommendations and E-purchase intent. 
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Figure 1: Proposed Framework. 

METHODOLOGY 

Sampling and Data Collection 

The study analyses a sample of 239 individuals who have made online purchases within the 

last three months. A stratified random sampling approach considers age, gender, and 

economic status to ensure a diverse and inclusive sample. Participants are recruited through 

various online platforms, including social media and email invitations, and they provide their 

explicit consent. This online survey gathers numerical data on the behaviour of internet 

shoppers. The evaluation encompasses various aspects such as website design, social media 

activity, discount offers, customer feedback, personalised suggestions, perceived online 

purchase value, and future online purchase intentions. The parameters are measured using 

scales that have been validated. Descriptive statistics provide a summary of survey data, while 

inferential statistics analyse the relationships between variables. This extensive study aims to 

examine the impact of digital factors on the value and intention of e-purchases. 

RESULTS 

Factor Loadings Reliability, Convergent Validity 

Table 1 displays the factor loadings, reliability coefficients (Cronbach's alpha), and 

assessments of convergent validity for the research constructs. The factor loading for 

Website Design Quality is 0.81, with a reliability coefficient (α) of 0.822 and an average 

variance extracted (AVE) of 0.66. Similarly, Social Media Engagement has a factor loading 

of 0.80, α of 0.736, and AVE of 0.62. Discount Offers and Customer Reviews have 0.77 

and 0.83 factor loadings. Acceptable α values for these factors are 0.760 and 0.800. 
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Personalised Recommendations have a strong factor loading of 0.79. The AVE is 0.54, 

which is lower. Still, its alpha coefficient of 0.799 is good. The factor loadings for E-

Perceived Value and E-Purchase Intent are 0.74 and 0.75. The components have acceptable 

AVE values of 0.59 and 0.63 and good α values of 0.768 and 0.839. The constructions 

appear to be reliable and valid, which is essential for data analysis and interpretation. 

Table 1: Factor Loadings Reliability, Convergent Validity. 

 CR AVE α 

Website Design Quality 0.81 0.66 0.822 

Social Media Engagement 0.80 0.62 0.736 

Discount Offers 0.77 0.60 0.760 

Customer Reviews 0.83 0.68 0.800 

Personalized Recommendations 0.79 0.54 0.799 

E-Perceived Value 0.74 0.59 0.768 

E-Purchase Intent 0.75 0.63 0.839 
 

Discriminant Validity 

Table 2 displays the uniqueness matrix of the constructs. The correlation coefficient for each 

building is displayed in each table cell. The diagonal displays the Average Variance Extracted 

(AVE) for each construct. AVEs that are higher than the squared correlations with other 

constructs demonstrate discriminant validity. The diagonal values in this table are greater than 

the correlation values in each row and column, which suggests strong discriminant validity. 

All constructs meeting the discriminant validity requirement confirm the uniqueness of the 

variables. Asterisks indicate significant correlation coefficients, with levels of significance 

ranging from (p 0.100) to *** (p 0.001). The measuring model demonstrates satisfactory 

discriminant validity, which enhances the credibility of the study. 

Table 2: Discriminant Validity. 

 1 2 3 4 5 6 7 

WDQ 0.64       

SME 0.50 0.40      

DO 0.43 0.19 0.46     

CR 0.21** 0.33* 0.31* 0.51    

PR 0.18** 0.24 0.19** 0.28** 0.58   

EPV 0.39 0.10** 0.22 0.42 0.29** 0.30  

EPI 0.24 0.21* 0.28* 0.21* 0.51 0.25** 0.47 

Note: values of AVE on diagonal higher than squared correlations values. † p < 0.100; * p < 

0.050; ** p < 0.010; *** p < 0.001 
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Measurement Model Fit  

The evaluation of measurement model fit involves assessing various fit indices to 

determine the adequacy of the model. The CFI value of 0.91 indicates that the model 

fits (≥0.90). The Adjusted Goodness-of-Fit Index (AGFI) achieved a score of 0.82, 

surpassing the required threshold of 0.80. The RMSEA result of 0.021 is below the 

acceptable fit limit of ≤ 0.08. The Chi-Square to degrees of freedom ratio (CMIN/df) 

was 2.01, which satisfies the requirement of ≤3. The Tucker-Lewis Index (TLI) 

achieved a score of 0.93, surpassing the required fit minimum of 0.90. Similarly, the 

Incremental Fit Index (IFI) obtained a score of 0.91, meeting the established threshold. 

The findings suggest that the measurement model is appropriate for the data, 

considering multiple factors, which enhances its reliability and accuracy within the 

context of the study. 

Structural Model Fit  

The results of the assessment of structural model fit evaluate various fit indicators to 

determine the adequacy of the model. The CFI value of 0.93 indicates that the model fit is 

reasonable, as it meets the threshold of 0.90. The AGFI achieved a score of 0.83, surpassing 

the minimum requirement of 0.80. The RMSEA value of 0.014 is below the acceptable fit 

limit of ≤ 0.08. The CMIN/df ratio was 1.28, which is significantly below the acceptable 

threshold of (≤3). The TLI obtained a score of 0.94, surpassing the minimum acceptable fit 

criterion of (≥0.90). Similarly, the IFI achieved a score of 0.92, meeting the required 

threshold. Multiple indices indicate that the structural model is a good fit for the data. This 

suggests a robust and consistent relationship between the variables. 

Summary of Effects 

Table 3 presents a summary of the direct, indirect, and total effects of the structural 

model on the key factors. While the indirect effects of one variable on another are less 

obvious, other factors mediate the immediate effects. Compound effects encompass 

both immediate and subsequent impacts. 

The impact of website design quality (WDQ) on E-perceived value (EPV): The direct effect 

is 0.214, the indirect effect is 0.367, and the overall effect is 0.581. The impact of social 

media engagement (SME) on EPV is significant, with a direct effect of 0.301, an indirect 

effect of 0.580, and a cumulative effect of 0.881. Discount Offers (DO) have a direct impact 

of 0.254 on EPV, an indirect impact of 0.064, and an overall impact of 0.318. 

The EPV is influenced by Customer Reviews (CR) in three ways: directly by 0.234, 

indirectly by 0.469, and cumulatively by 0.703. The impact of Personalised 

Recommendations (PR) on EPV is measured at 0.228, 0.338, and 0.566. EPV has a 

direct impact on E-Purchase Intent, with a coefficient of 0.397. 
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The findings shed light on the various connections within the structural model, 

demonstrating the impact of different factors on E-Perceived Value and E-Purchase 

Intent in the analysed scenario. 

Table 3. Summary of Effects. 

Variables Direct Effects Indirect Effects Total Effects 

WDQ → EPV 0.214 0.367 0.581 

SME → EPV 0.301 0.580 0.881 

DO→ EPV 0.254 0.064 0.318 

CR→ EPV 0.234 0.469 0.703 

PR→ EPV 0.228 0.338 0.566 

EPV→ EPI 0.397 ---- 0.397 

Result of Analyses and Hypotheses 

The results of hypothesis testing for the structural model are presented in Table 4. The 

significance of each hypothesis is evaluated using p-values and t-values. Briefly, the 

findings are: 

Hypothesis 1 (H1): The perceived value of an electronic product plays a crucial role in 

the relationship between website design quality and electronic purchase intention. The 

p-value is 0.021, while the t-value is 2.69. If the p-value is less than 0.05 and the t-value 

is greater than 1.96, the hypothesis is accepted. 

Hypothesis 2 (H2): The value that the online platform offers affects the 

relationship between social media participation and online purchase intention. The 

p-value is 0.018, and the t-value is 3.01. A p-value less than 0.05 and a t-value 

greater than 1.96 show statistical significance in the results. This provides support 

for the hypothesis. 

H3: E-Perceived Value mediates Discount Offers and E-Purchase Intent. The p-value is 

0.357 and t-value 1.01. The hypothesis is rejected since the p-value is larger than 0.05 

and the t-value is less than 1.96. 

Hypothesis 4 (H4): Online buying intentions depend on product value and consumer 

feedback. The statistical analysis gave 0.014 p-value and 0.58 t-value. Despite the t-value 

being less than 1.96, the hypothesis is accepted because the p-value is less than 0.05. 

Hypothesis 5 (H5): Electronic product perceived value mediates the relationship between 

customised suggestions and electronic goods purchases. The t-value is 3.99 and the p-

value is 0.011. It meets both significance criteria; hence, this hypothesis is valid. 
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The findings indicate that E-Perceived value plays a mediating role in the connections 

between Website Design Quality, Social Media Engagement, Customer Reviews, and 

Personalised Recommendations and E-Purchase Intent. There is limited evidence 

supporting the notion that the perceived value of electronic products influences the 

relationship between discount offers and the intention to make online purchases. 

Table 4: Result of Analyses and Hypotheses. 

Hypotheses P-value t-value 
Accept or 

reject 

H1 

E-Perceived value mediates the 

relationship between the Website design 

quality and E-purchase intent. 

0.021 2.69 Accept 

H2 

E-Perceived value mediates the 

relationship between the social media 

engagement and E-purchase intent. 

0.018 3.01 Accept 

H3 

E-Perceived value mediates the 

relationship between the discount offers 

and E-purchase intent. 

0.357 1.01 Reject 

H4 

E-Perceived value mediates the 

relationship between the Customer 

reviews quality and E-purchase intent. 

0.014 .58 Accept 

H5 

E-Perceived value mediates the 

relationship between the personalized 

recommendations and E-purchase intent. 

0.011 3.99 Accept 

p- value <0.05 (Hair et al., 2007), t-value > 1.96 (Bhatti & Sundram Kaiani, 2015) 

DISCUSSION 

A key factor in achieving success in e-commerce is the incorporation of various essential 

elements, starting with the quality of website design. An interface that is visually appealing 

and easy to use is crucial for attracting and keeping clients. A well-structured website with 

intuitive navigation, flexible design, and fast loading speeds enhances the overall user 

experience. Furthermore, the incorporation of high-resolution product photographs and 

meticulously organised layouts greatly enhances the overall brand perception. Active 

participation on social media platforms is crucial for enhancing brand exposure and fostering 

client connections. Liu (2023) and Castillo-Sotomayor et al. (2023) contribute to the 

understanding of e-commerce models. 

The results of the hypothesis testing provide valuable insights into the complex 

relationships within the structural model, particularly regarding the role of E-Perceived 

Value in influencing E-Purchase Intent. The validation of Hypothesis 1 (H1) highlights the 

mediation of E-Perceived Value in relation to Website Design Quality on E-Purchase 

Intent. It can be inferred that the relationship between Website Design Quality and E-
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Purchase Intent is not straightforward. Instead, it is greatly influenced by E-Perceived Value 

acting as a mediator. In essence, the perceived value that users derive from a skilfully 

designed website greatly influences their intentions to engage in online transactions. 

 Based on the mediation effect, a visually appealing and user-friendly website design alone may 

not sufficiently persuade a customer to make a purchase. The perceived value of visual appeal, 

navigation, and user experience influences the user's decision-making. Studies show that 

consumers are more likely to buy from well-designed websites. This shows the importance of 

visual website design and perceived value for experts, advertisers, and decision-makers in the 

relevant area. To increase E-Purchase Intent, consider functionality, information accessibility, 

user pleasure, and visual aesthetics. E-commerce and digital marketing success depends on 

design concepts that prioritise user demands and increase online transaction value. 

Furthermore, it is suggested that E-Purchase Intent is affected by E-Perceived Value, 

serving as a mediator between Social Media Engagement and E-Purchase Intent (H2). 

This hypothesis validation indicates that the impact of Social Media Engagement on E-

Purchase Intent can be partially explained by the intermediary role of E-Perceived 

Value. This statement emphasises the importance of perceived value in translating 

social media engagement into actual purchase intentions, thereby elucidating the 

intricate connection between online involvement and consumer purchasing decisions. 

The mediation effect demonstrates that interactions on social media with brands and 

products do not accurately predict a user's intention to make a purchase.  

However, these social contacts' perceived value strongly influences the user's decision. 

Positive social interactions, including sharing relevant content, interactive marketing, 

and community building, can boost product value. Increase user engagement and 

purchase likelihood. Customer-focused engagement that attracts and helps should be 

prioritised by professionals, advertisers, and decision-makers. Effective tactics should 

prioritise authentic and important social media interactions that boost brand or product 

perception. Understanding and leveraging this mediation effect can help marketers 

improve their social media tactics. This will assist them in encouraging interaction and 

demonstrate E-Purchase Intent for digital economic success. 

In contrast, the results contradict Hypothesis 3 (H3), suggesting that there is no mediating effect 

of E-Perceived Value on the relationship between Discount Offers and E-Purchase Intent. It can 

be inferred from this observation that discount offers have a more immediate effect on 

consumers' purchase intentions. This is because customers' decisions to buy are mainly driven 

by the tangible advantage of discounts rather than the subjective value of the price reductions. 

The study suggests reconsidering discounted promotion marketing methods and taking a more 

direct approach in this case. This means that explicitly mentioned discount offers like lower 

pricing, promotions, or exclusive deals influence consumers' decisions faster. Discounts may 

encourage purchases based on their economic benefits rather than their perceived value.  
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Marketers and decision-makers should reconsider their discount promotion techniques after 

analysing this data. It may be necessary to prioritise the tangible benefits of discounts over 

their subjective value. By highlighting the advantages of discounts and rewards in their 

marketing strategies, companies can attract consumers' interest and encourage quick 

purchases. The rejection of the hypothesis indicates that discount offers can have a direct 

impact on consumers' E-Purchase Intent. This statement challenges the notion that the 

perception of value plays a role in facilitating online transactions. 

Regarding Hypothesis 4 (H4), its validation indicates that E-Perceived Value serves as 

a mediator between E-Purchase Intent and Customer Reviews. This observation 

emphasizes the significance of consumers' perceptions in determining how reviews 

affect their purchasing decisions. The importance of perceived value as a mediator in 

this specific context highlights the strong connection between the effectiveness of 

customer evaluations and the value that is attributed to the products or services being 

assessed. The reliability, genuineness, and pertinence of customer reviews have a 

significant impact on how a product or service is perceived in terms of its value. 

Customer reviews play a crucial role in shaping potential buyers' perceptions and 

influencing their purchasing decisions by highlighting the positive aspects and value of 

the product. Accurate customer evaluations play a crucial role in the effectiveness of a 

digital marketing strategy for professionals, advertisers, and decision-makers. 

Establishing platforms that promote authentic consumer feedback and testimonials, 

while maintaining their credibility and reliability, can enhance the worth of a brand or 

product. This mediation effect assists marketers in enhancing their online marketing 

efforts by strengthening the connection between positive customer reviews and E-

Purchase Intent. 

Based on Hypothesis 5 (H5), it can be concluded that E-Perceived Value plays a 

mediating role in the relationship between Personalised Recommendations and E-

Purchase Intent. The validation of this hypothesis underscores the significance of 

perceived value in assessing the influence of personalised recommendations on 

consumers' online purchasing decisions. This finding implies that the success of 

personalised recommendation methods depends on the perceived value they add to the 

overall shopping experience. The impact of personalised recommendations on E-

Purchase Intent is determined by consumers' valuations of them. Customised 

suggestions that align with consumers' preferences, needs, or online activity enhance 

the perceived worth of a product, ultimately impacting their buying decisions. This 

emphasises the significance of personalisation in digital marketing for professionals, 

advertisers, and decision-makers. Efficient systems that provide customised 

recommendations can enhance user satisfaction and brand reputation. Marketers should 

carefully align specialised recommendation approaches with perceived value by 

considering the mediation effect. As a result, individuals may opt to make online 

purchases rather than merely acquiescing to recommendations.  
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Through various mediation effects, consumers' intentions to make online purchases are 

revealed through different channels. These include website design quality, social media 

engagement, customer reviews, and personalised recommendations. Organisations and 

marketers can use these insights to enhance the effectiveness of their online platforms 

and marketing efforts. By strategically comprehending and utilizing the mediating 

impact of perceived value in various contexts, this is achievable. 

Implications 

This study contributes valuable insights to the existing literature on consumer behaviour 

theories, specifically in the context of the digital domain. The research identifies and analyses 

the components that influence E-Purchase Value and E-Purchase Intention, thereby 

advancing and broadening the understanding of current ideas. This provides a comprehensive 

understanding of how various factors interact in the digital age. By incorporating insights 

from various theoretical perspectives, a more comprehensive framework for understanding 

the behaviour of online shoppers can be established, effectively bridging existing knowledge 

gaps. Furthermore, the study examines the progression of digital consumer behaviour, 

enabling a more precise depiction of present-day trends and preferences. 

From this study, businesses can gain valuable insights to improve their online platforms 

and optimise their digital marketing efforts. The findings suggest that emphasising 

factors such as social media engagement and personalised recommendations can 

enhance the appeal of the online shopping experience. The findings highlight the 

minimal effect of promotional discounts on online transaction intention and value, 

allowing businesses to customise their marketing strategies. By prioritising customer 

input and providing tailored recommendations, companies can improve customer 

engagement and satisfaction. This, in turn, fosters loyalty and builds trust. The study's 

temporal focus allows firms to stay attuned to changing trends and preferences in the 

competitive digital marketplace, enabling them to make timely adjustments to their 

tactics. The study also assists businesses in optimising their digital marketing 

expenditures by focusing resources on initiatives that generate the most favourable 

outcomes. The study's theoretical contributions enhance scholars' understanding, while 

its practical implications offer valuable guidance for businesses navigating the 

complexities of digital trade. 

Limitations and Future Research Directions 

While the study offers intriguing insights, it is crucial to recognise its limitations. 

Several factors may impact the study's validity, including sample size limitations, 

concerns about generalizability, and potential biases associated with the research 

methodology. By acknowledging and addressing these limitations, it opens avenues for 

further investigation and scholarly inquiry. Potential avenues for future research may 
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involve improving research methodologies, exploring different industry contexts, or 

conducting more comprehensive analyses of specific demographic variables. Moreover, 

considering the dynamic nature of the digital landscape, conducting longitudinal 

research may provide a deeper understanding of the development of these relationships 

over time. 

Contribution 

This study provides valuable insights into both the theoretical and practical aspects of the 

area. The study has found that E-Perceived Value acts as a mediator in the interactions under 

investigation. This finding adds to the existing theoretical frameworks by offering in-depth 

insights into the various factors that impact online purchase intentions. The study introduces 

new research methods, and its findings provide managers with valuable information to make 

informed decisions in the areas of digital marketing and e-commerce. This research offers a 

strong foundation for future studies in the evolving field of online consumer behaviour. It 

enhances our comprehension of the interactions among significant variables. 
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Appendix 1: Measurement Scales 
Website Design Quality  

Ease of use 
1. I find this website easy to use 
2. I had difficulty using this website 
3. I consider this website user friendly 

Hyperlinks 
4. The homepage clearly directs me towards the information I need 
5. The homepage immediately points me to the information I need 
6. It is unclear which hyperlink will lead to the information I am looking for 
7. Under the hyperlinks, I found the information I expected to find there 

Structure 
8. I know where to find the information I need on this website 
9. I was constantly being redirected on this website while I was looking for 
information 
10. I find the structure of this website clear 
11. The convenient set-up of the website helps me find the information I am 
looking for 

Relevance 
12. I find the information in this website helpful 
13. The information in this website is of little use to me 
14. This website offers information that I find useful 

Comprehension 
15. The language used in this website is clear to me 
16. I find the information in this website easy to understand 
17. I find many words in this website difficult to understand 

Completeness 
18. This website provides me with sufficient information 
19. I find the information in this website incomplete 
20. I find the information in this website precise 

Lay out 
21. I think this website looks unattractive 
22. I like the way this website looks 
23. I find the design of this website appealing 

Search options 
24. The search option on this website helps me to find the right information quickly 
25. The search option on this website gives me useful results 
26. The search option on this website gives me too many irrelevant results 

Elling et al. (2012). 

Social Media Engagement  
Affective engagement 

1. I feel enthusiastic about community 
2. I am interested in anything about community 
3. I find community interesting 
4. When interacting with community I feel happy 
5. I get pleasure from interacting with community 
6. Interacting with community is like a treat for me 

Behavioural engagement 
1. I share my ideas with community 
2. I share interesting content with community 
3. I help community 
4. I ask community questions 
5. I seek ideas or information from community 
6. I seek help from community 
7. I promote community 
8. I try to get other interested in community 
9. I actively defend community from its critics 
10. I say positive things about community to other people 

Elrayah and Jamil 
(2023). 
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Discount Offers  
Price Consciousness 

1. I am willing to go to extra effort to find lower prices. 
2. I will shop at more than one store to take advantage of 
3. low prices 
4. I would always shop at more than one store to find 
5. low prices 
6. The money saved by finding lower prices is usually worth the time and effort. 
7. The time it takes to find lower prices is usually worth the effort. 

Sale Proneness 
1. If a product is on sale, that can be a reason for me to buy it. 
2. When I buy a brand that’s on sale, I feel I am getting a good deal. 
3. I have favorite brands, but most of the time I buy the brand that’s on sale. 
4. I am more likely to buy brands that are on sale. 
5. Compared to most people, I am more likely to buy brands that are on special. 

Alford and Biswas 
(2002). 

Customer Reviews  
Positive Product Reviews 

1. The product is absolutely flawless and the packaging is also very beautiful. 
2. The product is the same as was shown in the images online, and the quality 

of the manufacturing materials was also great. 
3. Got the product after 24 hours, very fast. 
4. All purchase processes were satisfactory. I will recommend this store to my friends. 
5. The salesperson was friendly and very patient when answering my questions. 
6. The reimbursement process was efficient. 

Negative Product Reviews 
1. There were stains on the product and the packaging was broken. 
2. The product is a far cry from the images shown online, and the quality of the 

manufacturing materials is awful. 
3. I paid for the product one month ago but I have not received the product yet. 
4. The products that the store sent are not the ones I purchased. 
5. The salesperson was unfriendly and impatient when answering my questions. 
6. I sent the products back to the store over a month ago but I have not yet 

received my reimbursement. 

Hsu et al. (2017). 

Personalized Recommendations  
1. The website presented products that were personalized to best represent my 

friend's preferences 
2. The website presented products that were tailored to my friend's needs 
3. The website presented products that best fitted my friend's requirements. 

Xiao and Benbasat 
(2018). 

E- Purchase Intent  
1. The behavioral intention to purchase products or services online 
2. I would return to this e-marketplace’s Website 
3. I would consider purchasing from this e-marketplace in the next three months 
4. I would consider purchasing from this e-marketplace in the next year 
5. For this purchase I will buy from this e-marketplace 

Hong and Cho 
(2011). 

E- Perceived Value  
1. E- perceived value would help me to feel acceptable 
2. E- perceived value would improve the way I am 1perceived 
3. E- perceived value would make a good impression on other people 
4. E- perceived value would give its owner social approval 

Sweeney and Soutar 
(2001). 

 


