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FROM CONVENIENCE TO REPURCHASE: THE ROLE OF 
ONLINE SHOPPING EXPERIENCE AND DIGITAL TRUST 

AMONG GEN Z CONSUMERS

Abstract: The advancement of digital technology and the swift expansion of e-commerce have 
transformed consumer shopping behavior, particularly among Generation Z as a cohort of 
digital natives. While the convenience of digital platforms significantly affects online buying 
choices, mere ease of use is insufficient to cultivate loyalty in a highly competitive market; 
consumers also heavily evaluate their degree of trust in the digital platform. Therefore, this 
study aims to examine the effect of convenience and digital trust on repurchase intention, along 
with its broader impacts among Generation Z consumers. This research utilizes a quantitative 
methodology through a survey technique, involving a sample of 130 Generation Z e-commerce 
consumers in Grobogan Regency. The data is analyzed using Partial Least Squares Structural 
Equation Modeling (PLS-SEM). The research findings are anticipated to demonstrate that both 
convenience and digital trust play a crucial role in driving repurchase intention. Ultimately, 
this study contributes theoretically to the advancement of digital consumer behavior models 
and presents practical implications for e-commerce platforms aimed at fostering loyalty among 
Generation Z consumers.

Keywords : Convenience, Online Shopping Experience, Digital Trust, Repurchase Intention, 
Generasi Z, E-commerce

INTRODUCTION
The advancement of digital technology has catalyzed substantial transformations in worldwide 

trade practices, including those in Indonesia. The e-commerce sector is among the fastest 
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growing, playing a crucial role in the contemporary digital economic environment. This 
expansion is propelled by the rising prevalence of the internet, the utilization of mobile 
devices, and the advancement of digital payment technologies that facilitate seamless online 
transactions (Laudon & Traver, 2021; Turban et al., 2018). Indonesia’s e-commerce transactions 
are forecast to exceed USD 65 billion by 2024 and are anticipated to rise to USD 150 billion by 
2030. This expansion is further bolstered by internet penetration, which has surpassed 79% of 
Indonesia’s entire population (APJII, 2024), indicating that Indonesian society is progressively 
assimilating into the digital ecosystem.

In the context of digital consumer behavior, Generation Z has become the most dominant 
and strategic demographic group. As true digital natives, they exhibit a high level of technology 
adaptation and a strong preference for online shopping due to its practicality and speed (Priporas 
et al., 2017; Djafarova & Bowes, 2021). However, empirical phenomena reveal a significant 
challenge: Generation Z is characterized by low switching costs and fluctuating loyalty. 
Although various e-commerce platforms have provided advanced convenience features (e.g., 
one click payments, fast logistics) and strict security protocols, Gen Z consumers frequently 
switch between platforms. They are highly demanding; mere transactional functionality is no 
longer sufficient to retain them.

In digital marketing literature, ease of use or convenience is fundamentally explained within 
the Technology Acceptance Model (TAM), stating that perceived ease of use enhances user 
acceptance (Davis, 1989). Furthermore, in an online environment characterized by uncertainty, 
digital trust, perceptions regarding data security and platform credibility becomes equally 
crucial (McKnight et al., 2002). Traditionally, both convenience and digital trust are believed 
to foster consumer loyalty, which is operationalized as repurchase intention. the consumer’s 
willingness to maintain a long term relationship and recommend the platform (Hellier et al., 
2003).

Despite extensive literature, there remains a notable empirical gap regarding the direct impact 
of convenience and digital trust on repurchase intention. Recent literature presents inconsistent 
findings. Several studies assert that convenience and digital trust directly and significantly 
drive repurchase intention (Rita et al., 2021; Sharma & Klein, 2023). Conversely, other recent 
studies argue that in today’s highly saturated e-commerce landscape, basic convenience and 
trust have merely become hygiene factors rather than primary differentiators, resulting in a 
weak or insignificant direct effect on repurchase intention (Wang & Chen, 2023; Susanto et 
al., 2022; Rahman et al., 2024). To resolve these inconsistencies, this study introduces Online 
Shopping Experience as a critical mediating variable, establishing the novelty of this research. 
It is theorized that seamless technological convenience and a secure foundation of digital trust 
do not always lead directly to repurchase. Instead, they first cultivate a positive, engaging, and 
superior online shopping experience, which in turn acts as the true driver of Gen Z’s repurchase 
intention (Handoyo, 2024).

While this phenomenon occurs globally and nationally, it is also profoundly observed at the 
regional level, specifically among Generation Z e-commerce consumers in Grobogan Regency. 
The rapid adoption of digital platforms in this developing region presents a unique context 
to test this comprehensive consumer behavior model. Based on these issues, this research 
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aims to develop a more comprehensive digital consumer behavior model by integrating the 
variables of convenience, online shopping experience, digital trust, and repurchase intention 
in the context of Generation Z consumers on e-commerce platforms in Grobogan Regency.

LITERATURE REVIEW
Convenience and Online Shopping Experience

In the dynamic digital commerce ecosystem, convenience represents the amount of time and 
effort consumers perceive they must expend to execute an online transaction. Conceptualized 
as a multi dimensional construct, e-commerce convenience is explicitly measured through 
access, search, transaction, and post purchase convenience (Chen & Lin, 2025; Mo et al., 
2023). When platforms provide high convenience, it directly shapes the Online Shopping 
Experience (OSE), which encompasses the cognitive, affective, interactive, and aesthetic 
responses of a consumer (Klaus & Maklan, 2013). Based on the Technology Acceptance Model 
(TAM), technological ease acts as a catalyst for positive psychological states. Specifically, 
specific indicator interactions highlight this relationship: high transaction convenience such 
as a seamless, one click QRIS payment directly elevates the consumer’s affective experience 
by eliminating checkout frustration, thereby fostering a highly enjoyable shopping journey 
(Chen & Lin, 2025; Wijaya & Pratama, 2025).
H1: 	 Convenience has a positive and significant effect on Online Shopping Experience.

Digital Trust and Online Shopping Experience
Alongside convenience, digital trust acts as a critical pillar in online transactions, defined 

as the consumer’s willingness to be vulnerable to the actions of an online platform (Sharma & 
Klein, 2023). For Generation Z in Indonesia, this trust is comprehensively measured through 
security and privacy, platform credibility, vendor integrity, and benevolence (Patel & Kim, 
2025; Rahman et al., 2024). A highly trusted platform is a prerequisite for an engaging online 
shopping experience. When an e-commerce platform demonstrates robust security and privacy 
(an indicator of digital trust), it significantly reduces the consumer’s cognitive load and anxiety. 
This secure environment directly enhances the consumer’s interactive and cognitive experience, 
allowing them to fully immerse themselves in exploring the platform’s features without the 
fear of data breaches or cyber fraud (Susanto et al., 2022; Sudaryanto et al., 2025).
H2: 	 Digital Trust has a positive and significant effect on Online Shopping Experience

Convenience and Repurchase Intention
The ultimate goal of e-commerce platforms is to drive repurchase intention, defined as the 

individual’s judgment regarding their likelihood to buy services or products again from the 
same platform (Zeithaml et al., 1996). For Generation Z consumers in developing regional 
markets like Grobogan Regency, repurchase intention is critically evaluated through future 
purchase probability, making the platform a primary choice, and willingness to provide 
recommendations (Lee et al., 2025). The relationship between convenience and loyalty is 
well documented; convenience reduces the time and psychological costs of shopping. When 
consumers perceive low effort in utilizing a platform—such as superior search convenience 
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through intuitive filtering they are more likely to exhibit a high future purchase probability 
(Wang & Chen, 2023; Rita et al., 2021). The seamlessness of the process naturally encourages 
consumers to return
H3: 	 Convenience has a positive and significant effect on Repurchase Intention

Digital Trust and Repurchase Intention
In a digital landscape characterized by high uncertainty, trust is a fundamental barrier to 

repeat transactions. Consumers constantly evaluate vendor integrity and platform credibility 
to determine their future actions (Susanto et al., 2022). High digital trust mitigates perceived 
risks, which directly bolsters the consumer’s long term commitment. Specifically, when Gen 
Z consumers are entirely free from the anxiety of fraudulent transactions due to strict platform 
policies, it directly increases their willingness to provide positive recommendations or word of 
mouth to their peers and family members (Patel & Kim, 2025; Lee et al., 2025). Trust creates 
a safe harbor that organically translates into sustained consumer loyalty.
H4: 	 Digital Trust has a positive and significant effect on Repurchase Intention

Online Shopping Experience and Repurchase Intention
Beyond basic functionalities and security, the holistic online shopping experience plays a 

direct role in shaping consumer loyalty. Recognizing the highly competitive market, platforms 
in Indonesia have heavily invested in gamification, live streaming, and interactive UIs to 
capture Gen Z’s attention. When platforms generate a strong aesthetic and affective experience, 
consumers derive pleasure and enjoyment from their interactions (Klaus & Maklan, 2013). This 
positive psychological state translates directly into behavioral loyalty. An engaging, entertaining, 
and informative journey acts as a powerful intrinsic motivator, pushing consumers to make 
the platform their primary choice for future shopping endeavors (Wijaya & Pratama, 2025).
H5: 	 Online Shopping Experience has a positive and significant effect on Repurchase Intention.

The Mediating Role of Online Shopping Experience
Addressing contemporary empirical gaps, recent studies argue that basic convenience 

and trust are increasingly perceived merely as hygiene factors by modern consumers; thus, 
their direct impact on loyalty is diminishing in highly saturated e-commerce markets (Wang 
& Chen, 2023; Rahman et al., 2024). To secure long term loyalty and prevent Gen Z from 
switching platforms, e-commerce companies must translate ease of use and security into an 
engaging and memorable journey. The online shopping experience bridges this gap by acting 
as a crucial psychological mechanism. When a platform is both convenient and trustworthy, it 
generates a superior customer experience. This resulting experience, rather than just the basic 
functionality, serves as the primary intrinsic motivation for Gen Z consumers to repeatedly 
choose the platform over its competitors (Sudaryanto et al., 2025; Mo et al., 2023).
H6: 	 Online Shopping Experience significantly mediates the relationship between Convenience 

and Repurchase Intention.
H7: 	 Online Shopping Experience significantly mediates the relationship between Digital 

Trust and Repurchase Intention.
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METHOD
This study employs a quantitative approach with an explanatory cross-sectional survey 

design to rigorously examine the causal relationships and mediating mechanisms among 
convenience, digital trust, online shopping experience, and repurchase intention. The research 
targets Generation Z e-commerce consumers in Grobogan Regency, Indonesia, utilizing 
a purposive sampling technique based on specific criteria: individuals aged 17–27 years, 
who have completed mobile e-commerce transactions at least twice in the past six months, 
and habitually read product reviews. This procedure yielded a final valid sample of 130 
respondents, which complies with the minimum threshold guidelines for Partial Least Squares 
Structural Equation Modeling (Hair et al., 2022). Prior to the main data collection, a pilot 
test involving 30 respondents was conducted to rigorously establish the instrument’s initial 
validity and reliability. The primary data were gathered via an online questionnaire utilizing 
a five point Likert scale adapted from established international literature. The instrument 
measures convenience (access, search, transaction, and post purchase convenience) (Chen & 
Lin, 2025; Mo et al., 2023), digital trust (security and privacy, platform credibility, vendor 
integrity, and benevolence), the mediating variable of online shopping experience (cognitive, 
affective, interactive, and aesthetic experience)( El Abed & Castro Lopez, 2024; Lee, Kim & 
Fiore, 2010), and repurchase intention (future purchase probability, primary choice, and word 
of mouth) (Patel & Kim, 2025; Lee et al., 2025). Data analysis was executed using the Partial 
Least Squares Structural Equation Modeling (PLS SEM) approach via SmartPLS software. The 
analytical procedure involved evaluating the outer measurement model specifically assessing 
convergent validity, discriminant validity, and internal consistency reliability followed by the 
inner structural model assessment, where direct effects and mediation hypotheses were tested 
through a 5,000 resample bootstrapping procedure. Throughout the entire research process, 
strict ethical standards were maintained by ensuring voluntary participation, obtaining informed 
consent, and guaranteeing total data confidentiality for academic purposes.

RESULT AND DISCUSSION
Outer Model

The measurement model in the context of Partial Least Squares Structural Equation Modeling 
(PLS SEM) serves to assess the validity and reliability of indicators in measuring latent 
constructs, which refers to the relationship between indicators or manifest variables and the 
latent construct being measured (Syaiful, 2018). Convergent validity is tested by examining 
the factor loading values of each indicator against the latent construct to be measured, with 
values above 0.7 considered adequate. Additionally, the reliability of the construct is evaluated 
thru Composite Reliability (CR) and Average Variance Extracted (AVE), where a CR value 
above 0.7 and an AVE value above 0.5 indicate that the indicators are consistent in measuring 
the intended latent construct (Hair et al., 2019). External model testing is important to ensure 
that the research instruments used are valid and reliable, so that the analysis results are more 
accurate and dependable.
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Table 1. 1 Measurement Evaluation Models

Latent Variables
Convergent 

Validity

Internal 
Composite 
Reliability

Discriminant 
Validity

Indicators Loading AVE CR C.A HTMT
> 0.70 >0.50 >0.70 >0.70 < 1

Convience C.1 0.842 0.707 0.923 0.897 Valid
C.2 0.858
C.3 0.855
C.4 0.835
C.5 0.812

Digital Trust DT.1 0.869 0.707 0.924 0.897 Valid
DT.2 0.836
DT.3 0.849
DT.4 0.832
DT.5 0.818

Online Shopping 
Experience

OSE.1 0.784 0.651 0.903 0.866 Valid

OSE.2 0.805
OSE.3 0.797
OSE.4 0.791
OSE.5 0.856

Repurchase 
Intention

RI.1 0.841 0.717 0.910 0.868 Valid

RI.2 0.843
RI.3 0.836
RI.4 0.867

This research uses the Partial Least Squares (PLS) methodology to assess the validity and 
reliability of the model constructs with SmartPLS software. The analytical procedures include 
the evaluation of the external model and the internal model of the research framework. The 
assessment of the external model aims to analyze the validity and reliability of indicators and 
constructs, as proposed by (Hair et al., 2019). This evaluation is structured based on three 
main criteria: (1) Convergent validity, which requires external loading values to exceed 0.7 
and Average Variance Extracted (AVE) values to exceed 0.5; (2) Internal consistency, assessed 
based on a Cronbach’s alpha coefficient greater than 0.7 and a Composite Reliability value also 
exceeding 0.7; and (3) Discriminant validity, determined using the Fornell-Larcker criterion, 
where the square root of AVE (diagonal value) must exceed its correlation with other constructs, 
and the Heterotrait Monotrait (HTMT) ratio must remain below 1. Based on these criteria, the 
indicators and constructs included in this study are declared valid and reliable.

Inner Model
The internal model evaluation in this study focuses on assessing the structural relationships 

among the latent variables, namely Convenience, Digital Trust, Online Shopping Experience, 
and Repurchase Intention. The research results show that Convenience and Digital Trust both 
have a significant positive impact on Experience and repurchase. Meanwhile, Online Shopping 
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Experience has a significant positive impact on repurchase and plays a significant role as a 
mediator in the relationship between Convenience and Digital Trust on Repurchase Intention, 
indicating its crucial role in transforming consumer comfort and trust into repeated consumer 
purchasing decisions. The coefficient of determination (R²) value indicates that the model 
has a moderate to substantial explanatory power, and the path coefficients are statistically 
significant, confirming the robustness of the hypothesized relationships. The inner model in 
Partial Least Squares Structural Equation Modeling (PLS SEM) refers to the relationships 
between latent constructs in the research model. In this study, the inner model is used to test 
hypotheses regarding the relationships between constructs. The analysis of the inner model 
involves testing the strength and direction of the relationships between these constructs thru 
path coefficients and t values generated from bootstrapping (Priyono, 2016).

Table 1.2 Path Coefficients Test Results (Direct Effect)
Original Sample T-Statistics P-Value Ket

Convience > Repurchase Intention 0.236 3.181 0.002 accepted

Digital Trust > Repurchase Intention 0.233 3.459 0.001 accepted

Convience > Online Shopping 
Experience 0.362 6.241 0.000 accepted

Digital Trust > Online Shopping 
Experience 0.363 5.242 0.000 accepted

Online Shopping Experience > 
Repurchase Intention 0.391 4.745 0.000 accepted

Effects of Convenience on Repurchase Intention	
The hypothesis testing regarding the influence of convenience on repeat purchases shows 

that usability has a significant positive impact on consumer repeat purchases in online shopping. 
This is evidenced by the statistical results, where the T-Statistic value is 3.181 and the P value 
is 0.002, which does not exceed the significance threshold of 0.05. This shows that the easier 
it is for customers to make online purchases, the greater their desire to do so again. Several 
indicators show this ease, namely ease of access, ease of search, ease of evaluation, ease of 
transaction, and ease of ownership. In terms of search convenience, customers can easily find 
the products they need thru the search feature, product categories, and location. Factors that 
indicate transaction convenience include an easy payment process, checkout, and various digital 
payment methods that make the transaction experience more practical and effective. However, 
the speed of delivery, ease of order tracking, and accuracy of product receipt indicate possession 
convenience, which makes customers satisfied. When there is a good shopping experience, 
customers tend to return to that platform. This result aligns with consumer behavior theory, 
which states that the ease and efficiency of service are important factors in retaining loyal 
customers and their intention to purchase e-commerce products again.

This research supports Ferdianto, R., & Hendar. (2022) in their previous study which 
states that the perception of ease and usefulness can enhance and encourage them to make 
repeat purchases. Additionally, Valarie A. Zeithaml’s (2018) research shows that the ease of 
digital services is an important part of creating customer satisfaction and loyalty in online 



92        JURNAL EKONOMI DAN BISNIS  Vol. 27, No.2, Juli  2026 : 85 - 100

based businesses. In the context of customers in Grobogan Regency, the increasing use of 
marketplaces and digital services makes consumers increasingly consider aspects of practicality 
and efficiency in shopping, so ease becomes an important factor in determining the desire to 
repurchase.

Effect of Digital Trust on Repurchase Intention.
According to data analysis conducted on customers who made online purchases in Grobogan 

Regency, digital trust has been proven to have a positive and significant effect on the desire to 
repurchase. This indicates that when customers have more trust in online platforms, they are 
more likely to make repeat purchases. Some important indicators that form digital trust are 
reliability, credibility, transparency, integrity, and security. The aspect of trust is reflected in the 
platform’s ability to provide services and products that consistently meet customer expectations, 
fostering a sense of confidence to return for transactions. Consumers feel safe when making 
purchases with online platforms because of their credibility, which shows that they have a 
good reputation, accurate information, and trustworthy customer reviews. Additionally, the 
transparency of the transaction process, such as the openness of price information, product 
descriptions, shipping costs, and return policies, adds to customers’ confidence in the platform. 
When it comes to integrity, customers see that both sellers and the platform are committed to 
acting honestly, fulfilling service promises, and being accountable for transactions conducted. 
Meanwhile, security is very important because user privacy, payment security, and personal 
data protection can reduce the perceived risks for customers when shopping online. When 
customers believe that the platform can protect and secure their digital transactions, they will 
be more likely to make repeat purchases. In line with recent previous research (Rita et al., 2021; 
Sharma & Klein, 2023), these findings indicate that digital trust, also known as electronic trust, 
has a significant impact on the desire to repurchase online. As further corroborated by Rahman 
et al. (2024), trust provides a vital sense of comfort, loyalty, and confidence to customers, 
effectively mitigating the perceived risks inherent in digital environments and encouraging 
repeat transactions on e-commerce platforms.

Effect of Convience on Online Shopping Experience 
The factor of convenience has been proven to have a positive and significant impact 

on consumers’ online shopping experience, as shown by the data analyzed from research 
involving customers who made online purchases in Grobogan Regency. The results show that 
the easier it is for customers to make online purchases, the better their shopping experience. 
In this study, five key indicators are used to measure ease: ease of access, ease of search, 
ease of evaluation, ease of transaction, and ease of ownership. Ease of access describes 
the convenience for consumers to access online shopping platforms anytime and anywhere 
without time and location constraints. Ease of search indicates the convenience for consumers 
in finding information about products thru search features, product categories, and system 
recommendations, which helps them quickly and accurately locate the desired products. This 
provides time efficiency and reduces the effort for consumers to obtain the desired product. 
Additionally, the assessment of convenience relates to the ease with which customers can 
compare products, read reviews, view specifications, and evaluate product quality before 
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making a purchase. Possession convenience relates to the ease with which consumers obtain 
products, such as delivery speed, order accuracy, and the ease of receiving purchased items. 
Meanwhile, transaction convenience reflects the ease of the payment process, checkout, and 
transaction security that makes customers feel comfortable when shopping online.

The results of this study are in line with the opinion of Jiang et al. (2013), who state that 
“convenience online shopping refers to the reduction of consumers’ time and effort associated 
with purchasing or using services.” In other words, convenience is the ability of online services 
to reduce the time and effort of consumers during the purchasing process. The concept explains 
that the customer experience with online shopping will be better if there is easy access, 
information search, product evaluation, transaction, and product receipt. Furthermore, as stated 
by Duarte et al. (2018), ease “is an important factor in creating a positive customer experience 
in the online shopping environment.” This shows that convenience is an important component 
in creating a positive customer experience. Furthermore, research conducted by Khairial and 
Ridanasti (2023) found that all aspects of online shopping convenience positively impact 
customer satisfaction and their behavior when using marketplaces in Indonesia. Therefore, it 
can be concluded that the online shopping experience of customers in Grobogan Regency is 
improving along with the level of convenience they have.

Effect of Digital Trust on Online Shopping Experience 
The results of the data analysis show that digital trust has a positive and significant impact 

on the online shopping experience of consumers in Grobogan Regency. These findings indicate 
that the level of consumer trust in digital markets and platforms is strongly related to the quality 
of their online shopping experience. In this study, digital trust is built through indicators of 
reliability, credibility, transparency, integrity, and security that support each other to create a 
comfortable and safe transaction experience. Credibility indicates the level of trustworthiness 
of the platform and sellers, which can be seen from the store’s reputation, customer reviews, 
product ratings, and provided information. Reliability is reflected in the ability of sellers or 
marketplaces to provide consistent services, such as timely delivery of goods, product quality 
that matches the description, and quick and stable customer service responses, making customers 
feel more confident in making online purchases. In addition, transparency is very important 
to create a good shopping experience for customers. This is done by informing them about 
prices, product details, shipping costs, and return policies, so that customers feel comfortable 
and not disadvantaged when making a purchase. An additional factor that helps is integrity, 
which relates to the honesty, commitment, and consistency of the seller in fulfilling their service 
promises to customers. Ultimately, this can build long term trust based relationships. On the 
other hand, security is very important because it relates to the protection of personal data, the 
security of digital payments, and the security of consumer accounts when shopping online. A 
high perception of security makes customers feel safer and minimizes the risk of fraud and 
data breaches. When digital trust in digital platforms increases, this condition makes online 
shopping in Grobogan Regency more enjoyable, effective, and satisfying.

Moreover, the findings of this study strongly support previous theories and recent empirical 
research which state that digital trust is a key component influencing comfort, satisfaction, and 
customer experience in e-commerce activities. For instance, Sudaryanto et al., (2025) assert 
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that robust digital trust significantly mitigates perceived risks, thereby allowing consumers to 
engage in a more immersive and enjoyable online shopping journey. Similarly, Sharma and 
Klein (2023) highlight that elements such as payment security and vendor transparency are 
fundamental antecedents that elevate both the cognitive and affective dimensions of the digital 
customer experience. Furthermore, Handoyo (2024) emphasize that in a highly competitive 
e-commerce landscape, a high level of consumer trust is the primary catalyst that transforms 
a mere transaction into a highly satisfying online experience. Consequently, when customers 
feel that the platform they use is trustworthy, safe, and transparent during digital transactions, 
they tend to make online purchases more frequently and experience greater overall satisfaction.

Table 1.3 Path Coefficients Test Results (Indirect Effect)
Original Sample T-Statistics P-Value Ket

Convience > Online Shopping Experience 
> Repurchase Intention 0.142 3.499 0,001 accepted

Digital Trust > Online Shopping 
Experience > Repurchase Intention 0.142 3.396 0,001 accepted

The Role of Online Shopping Experience Mediation on Convenience toward 
Repurchase Intention

	 The analysis results show that factors related to the online shopping experience can 
positively and significantly mediate the relationship between ease of use and the desire to 
repurchase. The results indicate that when consumers can access the application, find products 
quickly, conduct transactions easily, and have sufficient time, they are more likely to have a 
pleasant and satisfying online shopping experience. When customers’ shopping experience is 
better, they have a better shopping experience, which means they will use the platform more 
frequently. This condition aligns with the digital consumer behavior theory, which states that 
customer experience enhances loyalty and repurchase intention in e-commerce due to emotional 
and cognitive factors.

	 The results of this study support the conclusions of L Nurcholis and R Ferdianto 
(2021), which state that the ease of customer interaction with digital systems shapes the 
online shopping experience, thereby a good shopping experience increases the likelihood of 
customers making repeat purchases. Additionally, the research conducted by Anderson and 
Srinivasan (2003) found that a pleasant experience during the online transaction process can 
enhance customer loyalty and encourage the desire to repurchase. Empirically, the significant 
positive mediation results of this study indicate that consumers consider the practical aspects 
of platform usability as well as the overall experience they have when interacting with the 
market or e-commerce. When customers have a fast, easy, safe, and seamless experience, 
they have a positive perception and are more likely to make a repeat purchase. Therefore, the 
experience of buying goods online serves as a psychological tool to counterbalance the effect 
of convenience on the desire to repurchase.
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The Role of Online Shopping Experience Mediation on Digital Trust toward 
Repurchase Intention

	 The results of the data analysis show that the online shopping experience variable 
can positively and significantly mediate the relationship between digital trust and repurchase 
intention. These findings indicate that the higher the level of consumer trust in digital platforms, 
the better the online shopping experience perceived by consumers, which ultimately increases 
the consumers’ intention to make repeat purchases. Digital trust provides a sense of security in 
transactions, confidence in service quality, and assurance in personal data protection, making 
consumers feel comfortable throughout the purchasing process. A positive shopping experience, 
such as ease of app navigation, transaction speed, delivery accuracy, and responsive service, 
becomes an important factor that strengthens consumers’ decision to shop again on the same 
platform.

Thus, the online shopping experience serves as a psychological mechanism that bridges the 
influence of digital trust on the formation of repurchase intention. These findings are in line 
with the research by Gefen et al. (2003), which explains that trust in the digital environment 
can enhance loyalty and repurchase intention through a positive user experience on e-commerce 
systems. Additionally, Rosemary Van der Heijden’s (2004) research shows that customer 
experience in online shopping is a key determinant in building long term relationships between 
consumers and digital platforms. Moreover, these foundational perspectives are strongly 
corroborated by recent empirical studies. For instance, Sudaryanto et al., (2025) highlight 
that in today’s highly competitive e-commerce landscape, digital trust functions as a critical 
prerequisite that activates a seamless customer experience, which then acts as the primary 
catalyst for continuous usage. Furthermore, Wang and Chen (2023) emphasize that a secure 
and trustworthy platform significantly amplifies the cognitive and affective dimensions of the 
shopping experience, thereby solidifying repurchase intentions, particularly among younger 
demographics like Generation Z. The results of this study also reinforce the theory of digital 
consumer behavior, which states that consumers not only consider aspects of trust but also 
emotional and functional experiences during transactions before deciding to make a repeat 
purchase.

Based on the research results, it can be concluded that digital trust has a positive and significant 
impact on repurchase intention, both directly and through the mediation of online shopping 
experience. This indicates that the higher the level of consumer trust in digital platforms, 
the better the online shopping experience perceived by consumers, thereby encouraging an 
increased intention to repurchase. The online shopping experience has proven to be a mediating 
variable that strengthens the relationship between digital trust and the consumer’s decision to 
transact again. These findings emphasize that in the context of digital business and e-commerce, 
companies not only need to build trust through transaction security and service credibility but 
also must create a shopping experience that is comfortable, easy, responsive, and enjoyable to 
maintain consumer loyalty and enhance the sustainability of future purchases.
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CONCLUSION
Based on the research results, it can be concluded that convenience has a positive and 

significant effect on repurchase intention among online shopping consumers in Grobogan 
Regency. The higher the ease perceived by consumers in accessing the platform, searching 
for products, evaluating products, making transactions, and receiving products, the higher 
the consumers’ desire to make repeat purchases. The ease of the online shopping process 
creates a more practical, efficient, and comfortable shopping experience, thereby increasing 
consumer satisfaction and loyalty toward the e-commerce platform used. Therefore, the aspect 
of convenience becomes an important factor that online business operators need to pay attention 
to in order to retain consumers and sustainably increase repurchase intention. And convenience 
also has a positive and significant impact on the online shopping experience of customers in 
Grobogan Regency. This shows that a person’s online shopping experience is better when it is 
easier for them to do so. Easy access to the platform, easy search to find product information, 
easy evaluation to compare and assess products, easy payment and transaction process, and 
easy receipt to receive products quickly and accurately are all examples of the convenience 
demonstrated. Each aspect of this convenience has the ability to enhance a shopping experience 
that is more efficient, comfortable, practical, and enjoyable for customers. Therefore, stores 
and e-commerce operators must enhance service convenience at every step of the purchasing 
process to ensure a positive online shopping experience and increase customer satisfaction.

According to the conducted research, it can be concluded that digital trust has a positive 
and significant effect on the desire to repurchase items. Consumers are more likely to make 
repeat purchases if they have more trust in the online platform. With consistent service, reliable 
information, transaction transparency, a commitment to honesty, and data and payment security, 
that trust is built, which can create a sense of safety, comfort, and consumer confidence when 
transacting online. Customers become more loyal and will continue to use the platform for 
their next purchases. And digital trust also has a positive and significant effect on the online 
shopping experience of customers in Grobogan Regency. The level of customer trust in digital 
platforms and online sellers is proportional to the quality of the online shopping experience. 
Dependability in providing consistent service, credibility that demonstrates reputation and 
trustworthy information, transparency that shows transaction information, integrity thru honesty 
and seller commitment, and security that keeps consumer data and payments safe. These five 
metrics have the ability to enhance the overall online shopping experience by providing a sense 
of security, comfort, and customer satisfaction throughout the transaction process. Therefore, 
marketplaces and online business operators must pay attention to digital trust as an important 
element to enhance customer loyalty and provide a positive e-commerce experience.

Managerial Implications
This study shows that companies, particularly e-commerce and digital businesses, need to 

enhance digital convenience and trust as a primary strategy to create a positive online shopping 
experience that can drive consumer repurchase intentions. In terms of convenience, businesses 
must ensure that online shopping is easy, fast, and efficient thru a user friendly application or 
website interface, an easy to use product search system, various payment methods, a practical 
checkout process, and fast and easily trackable delivery services. With this ease, customers 
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will feel more comfortable and satisfied when shopping online. Additionally, businesses must 
enhance digital trust by improving service trust, maintaining the credibility of the store and 
products, providing clear information transparency, upholding service integrity, and enhancing 
the security of payment systems and customer data protection. Businesses can take tangible 
actions, such as providing accurate product descriptions, openly displaying customer reviews, 
offering clear warranties and return policies, using digital transaction security systems, and 
improving fast and solution oriented customer service. Consumers will have a more positive and 
enjoyable online shopping experience if they find online shopping easy, safe, and trustworthy. 
A positive experience will increase customer satisfaction and comfort, encouraging them to 
make purchases again on that platform. Therefore, digital ease and trust should be considered 
a long term business strategy to maintain competitiveness in the digital era and build customer 
loyalty, not just as an operational component.

Limitations
Several limitations of this study should be considered when developing future research. 

First, this study only discusses customers who make online purchases in Grobogan Regency. 
Therefore, the results cannot be generalized to customers in other places who have different 
digital, social, and economic behaviors. Second, this study only discusses the factors of 
convenience and digital trust in the online shopping experience and their influence on the 
desire to repurchase. However, other factors, such as risk perception, customer satisfaction, 
service quality, price, promotion, and electronic word of mouth (e-WOM), may also influence 
consumer behavior. Third, because the data collection method is a questionnaire, the respondents’ 
answers are highly dependent on their subjective perceptions and the level of honesty when 
filling out the research instrument. Additionally, because this research uses a cross sectional 
approach or data collection over a specific period, this study cannot depict the dynamic changes 
in consumer behavior in the long term. Therefore, it is hoped that future research will include 
more relevant variables, use mixed methods, and conduct longitudinal studies to obtain more 
in depth results on consumer behavior in online purchases.
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