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Abstract

E-commerce is the process of buying and selling goods via the use of various Internet
platforms. E-commerce is crucial for companies that sell products or services online
because it provides a reliable, easy, and 24/7 channel of commerce for clients world-
wide. Therefore, this study examines the impact of utilitarian value, hedonic value, and
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© Dam Tri Cuong, 2025 using data gathered from 297 participants who participated in online purchasing on
e-commerce platforms in Vietnam. This research used an online survey because of
its increasing popularity and its ease, convenience, and cost-effectiveness as a data-
gathering method. The findings demonstrate that utilitarian value beneficially affected
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t = 4.064) positively influenced repurchase intention.
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INTRODUCTION

E-commerce is crucial for those selling items or services on the Internet
since it provides a continuous and easy channel of commerce for world-
wide clients, operating 24/7 (Hiranrithikorn & Banjongprasert, 2022).
Furthermore, internet shoppers may be influenced to make purchases
due to utilitarian values such as extensive product variety, cost savings,
ease, as well as cost comparison, or they may be driven by hedonic va-
lues such as happiness, excitement, and pleasure (Lata et al., 2024). In
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Muhammad et al., 2024), trust (Ginting et al., 2023; Miao et al., 2022). Nonetheless, the scholars men-
tioned above have placed little focus on integrating these features into a cohesive framework. Therefore,
it is necessary to investigate further the integration of these features into a cohesive framework in the

context of e-commerce platforms.

1. LITERATURE REVIEW

E-commerce refers to the transaction of purcha-
sing and selling products using online platforms.
An individual or entity can conduct transactions
using online platforms (Ginting et al., 2023). The
Internet has elevated marketing from a unidirec-
tional approach to real-time, personalized marke-
ting. The rapid rise of online resources and gadgets,
including smartphones, has precipitated a shift
in online transactions. The Internet and advan-
cing technology have profoundly altered consu-
mer behavior. Clients get enhanced exposure, in-
creased options, and greater agency due to their
ability to obtain pertinent information readily.
They possess an innovative, convenient approach
to information retrieval and simplified shopping
techniques. Thus, significant alterations in consu-
mer behavior due to digital technology have been
analyzed to formulate and enhance efficient digi-
tal marketing tactics (Banjongprasert, 2024). One
of the main advantages of internet purchasing is
the fact that it can be easily completed in a few se-
conds by simply tapping on a single tab, using the
ease and pleasure of the home or any other loca-
tion. Instead of visiting in-person stores, buyers
may shop via the ease of their homes by utilizing a
smartphone, tablet, or other internet-enabled gad-
get to browse e-commerce sites, compare pricing,
browse feedback, and buy things (Muhammad et
al., 2024). Furthermore, internet shoppers may be
influenced to make purchases due to utilitarian
values such as extensive product variety, cost sa-
vings, ease, as well as cost comparison, or they
may be driven by hedonic values such as happi-
ness, excitement, and pleasure (Lata et al., 2024).
Moreover, online evaluations serve as a reliable
source of current information for consumers on
goods and services, encapsulating genuine fe-
edback and experiences of other shoppers (Kuan
et al., 2015). Around 88 percent of consumers se-
ek internet reviews before making purchases, in-
dicating a growing reliance on such evaluations
(Park et al., 2007). Likewise, individuals acquire
the ability to assess items and services, solicit re-
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commendations prior to purchase, and dissemi-
nate their experiences post-purchase. Similarly,
satisfaction for clients is reflected in the subjective
judgments made while comparing the process of
consuming items or services to what was expec-
ted (Evelina et al., 2020). Besides, clients’ trust in
online evaluations has been shown to significan-
tly influence online purchases as buyers often seek
trustworthy information about items and services
(Filieri, 2016). In the realm of e-commerce, trust
is essential for establishing and sustaining rela-
tionships. The presence of trust might motivate
customers to engage in online buying via e-com-
merce platforms. This information may be ascer-
tained via internet consumer reviews (Rosania &
Wilujeng, 2023). Similarly, consumers often seek
expert or reliable comments to evaluate services
or goods, as not all information on review sites is
beneficial (Filieri et al., 2018). Consequently, inter-
net reviews significantly influence the intention to
buy when they are seen as credible by consumers
(Park et al., 2021). Besides, the expectations of in-
ternet customers have consistently escalated in re-
cent years. To keep their clientele, online retailers
must recalibrate methods that align with customer
expectations and secure clients’ trust (Sullivan &
Kim, 2018). Simultaneously, enterprises are ende-
avoring to maintain clientele since this confers a
competitive advantage. Online retailers, akin to
traditional establishments, consistently exceed
customer expectations, leading to enhanced satis-
faction, clients’ trust, and an increased likelihood
of repeat purchases (Miao et al., 2022). Moreover,
the individual features of shoppers in an online
purchasing context are particularly significant
since individual purchasing behaviors may vary
according to individual preferences and psycho-
logical states (e.g., emotional impulses, personal
inclinations, realistic buying orientations, etc.). It
is essential to investigate customers’ psychological
states or traits to comprehend how consumers be-
have online from a psychological viewpoint (Lim
& Kim, 2020). Psychological research may be di-
vided into three categories: cognition, emotion,
and conation (Tian et al., 2023). Therefore, the
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cognition-affect-conation (CACo) model as its fo-
undation for constructing the research model. The
CACo framework is an analytical framework em-
ployed to elucidate individuals within the realm
of how customers make decisions. It suggests that
individual conduct is shaped by three fundamen-
tal components: cognition (thought), affect (emo-
tion), and conation (desire or act) (Hilgard, 1980).
These elements engage with one another to influ-
ence attitudes among customers, preferences, and
buying choices. Cognition pertains to customers’
opinions, ideas, and understanding regarding an
item, service, or brand. It encompasses the cog-
nitive analysis of data, including features of the
item, advantages, and cost. Affect denotes custom-
ers’ feelings about an item or the brand. Feelings
significantly impact client conduct and making
choices; pleasant feelings correlate with increased
happiness and trust, while adverse feelings might
inhibit buying again. Conation pertains to the cli-
ent’s intentions or readiness to take action, such
as executing an order or participating in a certain
habit. The motivating element propels custom-
ers to translate their ideas and feelings into ac-
tions, culminating in behaviors such as item re-
purchasing (Manging & Khiam, 2023). Expanding
the CACo model with cognition is important as
it includes the aspects (utilitarian values, hedonic
values, and online review) that can impact cus-
tomers’ affection and repurchase intentions in e-
commerce platforms. Affect relates to customers’
satisfaction and trust in e-commerce platforms as
determined by their cognition. Conation is asso-
ciated with customers’ inclination to repurchase
in e-commerce platforms, which is influenced by
their cognition and affection.

Repurchase intention refers to a buyer’s inclina-
tion to buy a thing again, regardless of the items or
services, after prior exposure to its advantages and
value (Mawarni et al., 2023). Repurchase intention
also refers to the likelihood that a buyer will again
buy an item from the vendor. It also refers to the
buyer’s desire to buy from the same store again in
the future (Javed & Wu, 2020). Scholars denote
consumer reselling as loyalty due to its substantial
influence on the achievement of e-commerce. In
e-commerce, loyalty refers to a client’s inclination
to repurchase from the same institution where
they recently made a purchase. This desire to re-
purchase is often shown by individuals who are
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satisfied and have trust in the provided service
(Miao et al., 2022). Utilitarian value refers to the
benefits consumers obtain when purchasing items
or services, including elements of usefulness, fi-
nancial worth, and practical benefit. Consumers
with a practical viewpoint are prone to emphasize
item or service assessments and pricing compared
prior to executing transactions that concentrate
on certain activities and functionalities (Andriani
et al,, 2021). Furthermore, ease regarding access,
search, ownership, and transaction is seen as a
utilitarian motive (Sarah & Sobari, 2022).
Utilitarian value denotes the degree to which an
item or service’s characteristics, cost, and level of
service align with the client’s anticipated benefit,
with customers recognizing this value when their
predicted criteria are fulfilled (Febriyanti &
Irmawati, 2024). Utilitarian value largely pertains
to satisfying the practical demands that customers
possess for an item or service. Utilitarian value
serves as an instrument to achieve a goal and may
be associated with practical motivations, includ-
ing temporal, locational, and possessive require-
ments (Nny et al., 2024). Utilitarian value denotes
customers’ desire to use an item depending on its
utility, attributes, and functional purpose to satis-
fy a certain demand. The utilitarian approach pri-
oritizes functional reasoning focused on goods
and customer choices. Client satisfaction has
emerged as a critical attribute that requires atten-
tion. Increased usefulness perceived by customers
after a transaction correlates with heightened cu-
stomer satisfaction (Mawarnietal., 2023). Previous
studies have argued that the value of utilitarian-
ism has a favorable and substantial impact on cli-
ent satisfaction in entertainment platforms (Yum
& Kim, 2024) and fashion-related industries
(Mawarni et al., 2023). Yet, in a study conducted
by Nny et al. (2024) of personal care items, utili-
tarian value did not impact client satisfaction.
Scholars above have noted that the relationship
between utilitarian value and satisfaction is in-
consistent, prompting more investigations to vali-
date this association. Moreover, utilitarian value
may enhance a gratifying buying experience, and
this relationship fosters consumer trust. Trust
among consumers underscores that favorable
experiences, especially the potential benefits deri-
ved from an item, may enhance trust among cu-
stomers (Febriyanti & Irmawati, 2024). On the
other hand, with online buying, buyers often qu-
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estion the credibility of sellers and items due to
the absence of authenticity assurances from
e-commerce platforms. This pertains to the prac-
tical aspect of utilitarian value, which emphasizes
consumer tasks via streamlined operations that
facilitate efficient purchasing (Sarah & Sobari,
2022). Furthermore, the impact of utilitarian va-
lue on customer trust remains a subject of scholar-
ly discussion. The studies conducted by Yum and
Kim (2024) on entertainment platforms, Wu and
Huang (2023) on live-streaming e-commerce, and
Rezaldi and Kuala (2022) on e-marketplaces sug-
gest that consumers’ utilitarian value is expected
to considerably and favorably affect their trust.
Yet, studies carried out by Sidik and Roostika
(2024) on TikTopShop and Febriyanti and
Irmawati (2024) on TikTopShop stated that custo-
mers’ utilitarian value is not anticipated to signifi-
cantly and positively influence their trust in sellers
and products. Academics above have observed
that the correlation between utilitarian value and
clients’ trust is ambiguous, necessitating more re-
search to substantiate this link. Besides, utilita-
rian value and rebuying intention are interrelated
since utilitarian value significantly influences
consumers’ intention to repurchase, mostly due to
factors such as cost savings and ease (Lata et al,,
2024). Similarly, when customers possess a favora-
ble attitude regarding the item, this will enhance
their inclination to repurchase the item (Andriani
et al., 2021). Numerous prior investigations were
undertaken to ascertain the correlation between
utilitarian value and intention to buy again, with
varied results. The studies by Lata et al. (2024) on
online shopping and Andriani et al. (2021) on
e-commerce found utilitarian value significantly
impacted the tendency to buy items again.
Nonetheless, studies by Mawarni et al. (2023) on
counterfeit items and Rezaldi and Kuala (2022) on
e-marketplaces indicated that the utilitarian value
factor has no significant impact on the intention
to repurchase. Academics above have observed
that the correlation between utilitarian value and
repurchase intention is inconsistent, necessitating
more research to substantiate this relationship.
Hedonic value refers to the sense of fulfillment
experienced while buying and using the item.
Hedonic features pertain to emotional customers;
hence, when buying, such consumers experience
feelings of happiness, hatred, or anger. Hedonic
customers want sites that offer the safety of trans-
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actions, confidentiality, active supervision, and
immediate availability of extensive information,
as well as internal experiences rooted in sensa-
tions, psychological significance, and elegance to
enhance online purchasing enjoyment (Andriani
etal., 2021). Hedonic value refers to the benefit de-
rived by consumers from relaxing moments and
joys (Evelina et al., 2020). Hedonic value has
emerged as a key element for firms to enhance
consumer satisfaction throughout the process of
purchasing. A prevalent strategy for retailers to
enhance hedonic value is via promotional campa-
igns, which may evoke feelings of pleasure and de-
light when consumers get significant discounts,
hence reinforcing customer satisfaction (Nny et
al., 2024). The prior studies still debate the rela-
tionship between hedonic value and consumer sa-
tisfaction. For instance, according to previous re-
search, hedonic value is intricately linked to con-
sumer satisfaction across several domains, inclu-
ding counterfeit products (Mawarni et al., 2023),
hypermarkets (Amiruddin et al., 2020), shopping
mall (Bakirtas et al., 2015), items for personal care
(Nny et al., 2024), and online shopping (Andriani
etal., 2021). Yet, the study by Vijay et al. (2019) po-
sited that hedonic value did not significantly affect
clients’ satisfaction in internet shopping. Thus,
more investigation is needed to validate this con-
nection. Moreover, the significance of the hedonic
experience is in its capacity to cultivate an intense
psychological connection between customers and
a particular item or service. When customers an-
ticipate happiness and fulfillment from an item or
service, individuals have a greater incline to iden-
tify the item or service with high quality and value.
The results may enhance consumer confidence in
its goods and perhaps influence their buying cho-
ices (Alfira et al., 2024). Likewise, the connection
between considered value and trust is intricately
linked within business-customer interactions.
Continuously providing great value via an item or
service cultivates trust, as consumers come to de-
pend on the supplier for the dependable satisfac-
tion of their demands (Yum & Kim, 2024).
Previous studies indicate that hedonic value posi-
tively influences trust in several areas, including
Tiktokshop (e.g., Febriyanti & Irmawati, 2024;
Sidik & Roostika, 2024), entertainment sites (Yum
& Kim, 2024), and coffee shops (Alfira et al., 2024).
Likewise, the relationship between hedonic values
and repurchases is noticeable, as consumers often
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engage in shopping on the Internet to alleviate
pressure or to adhere to habits, so becoming re-
peated clients (Lata et al., 2024). Likewise, repur-
chase intentions stem from a positive inclination
inside an individual since purchasing may allevi-
ate weariness from many everyday tasks. Engaging
in pleasurable buying activities will result in plans
to repurchase (Mawarni et al., 2023). Multiple pre-
vious studies were conducted to determine the re-
lationship between hedonic value and repurchase
intention, with different findings. The studies by
Mawarni et al. (2023), Lata et al. (2024), and
Andriani et al. (2021) discovered that hedonic va-
lue strongly influenced the propensity for repeat
purchases. However, research conducted by
Rezaldi and Kuala (2022) demonstrates that the
hedonic value element does not significantly influ-
ence repurchase intention. For this reason, ad-
ditional research is required to verify this correla-
tion. Clients’ online reviews are total the knowled-
ge, attitudes, and views of buyers, allowing ex-
changes among clients who generate, send out,
and evaluate data prior to acquiring an item or
service internet (Ventre & Kolbe, 2020). Online re-
views are also customer assessments and expe-
riences posted on sites for reviews (Tian et al,
2021). Online reviews enable customers to share
their purchasing experiences freely. Online re-
views may be categorized into good and negative
evaluations. Positive reviews indicate remarks
made by customers on their favorable perceptions
of a product. The converse happens for bad re-
views. Two-sided ratings arise from the divergent
impressions and expectations individuals have
about items, particularly when these expectations
contrast with actual experiences. Consequently,
the evaluations will influence client satisfaction
with the products (Hu, 2022). Besides, customers
who see online reviews as beneficial are likely to
engage with them, so their understanding of both
the favorable and unfavorable attributes of the
item is enhanced. Consequently, if consumers per-
sist in the ordering process while considering the
item evaluations of others, their satisfaction with
the goods may increase (Changchit & Klaus, 2020).
Moreover, online reviews can be perceived as in-
centives to attract seasoned consumers, encoura-
ging them to endorse products and services that
may captivate prospective buyers and stimulate
purchasing interest (Rosania & Wilujeng, 2023).
Clients’ trust in online conversations may be in-
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creased by positive online feedback that is seen as
credible and trustworthy by consumers. This trust
may affect consumers’ propensity to record or dis-
seminate what they purchase experiences. Trust
encourages individuals to provide their informa-
tion, thoughts, or perspectives on an item or brand
(Rahman et al., 2020). Ventre and Kolbe (2020) de-
monstrate that the quality of feedback from custo-
mers on platforms on the internet directly influen-
ces the trustworthiness of vendors and what cu-
stomers buy. Shoppers with larger trust in e-stores
have a greater inclination to make a purchase.
Prior research indicates that connections among
online shopping site participants produce favora-
ble evaluations and influence the trust of other in-
dividuals (Anggraeni, 2024; Sibgatullah et al,
2023). Customer satisfaction is a “person’s feeling
of pleasure or disappointment, which resulted
from comparing a product’s perceived perfor-
mance or outcome against his/her expectations”
(Kotler et al., 2022). Client satisfaction significant-
ly influences business prosperity. Satisfied con-
sumers are more likely to maintain their relation-
ships with a firm and transform into fervent sup-
porters of the product who readily endorse the
product to others. Consequently, retailers must
prioritize and diligently oversee customer happi-
ness, as it not only cultivates a favorable impres-
sion of the company but also enhances the reten-
tion of clients, two aspects that are essential for
attaining sustained achievement in the face of
fierce competition (Yum & Kim, 2024). Customer
satisfaction is the factor that encourages buyers to
rebuy an item (Akdim et al., 2022), fosters loyalty
continually, and encourages them to recommend
it to others (Ginting et al., 2023). Likewise, cus-
tomers who are really delighted with their goods
or services are more inclined to exhibit brand loy-
alty. Highly contented consumers are more in-
clined to disseminate good word of mouth.
Individuals are also prone to buying again, result-
ing in increased sales (Nny et al., 2024). Trust sig-
nifies the assumption that the other side is both
willing and capable to “act in the consumer’s inter-
est, honest in transactions, and both capable of,
and predictable at, delivering as promised”
(Sullivan & Kim, 2018). Trust is a psychological
condition when an individual acknowledges un-
knowns or risks in anticipation of positive out-
comes from the intentions or actions of others
(Alfira et al., 2024). Trust in online purchasing re-

109



Innovative Marketing, Volume 21, Issue 2, 2025

fers to the ability of a customer to rely on online
retailers, items, or services and expose themselves
to potential risks throughout the process of pur-
chasing, anticipating that the online retailers
would engage in appropriate activities and pro-
vide satisfactory support (Yudha et al., 2022).
Besides, trust is the cornerstone of effective deals
and represents trust in the dependability, honesty,
and authenticity of companies, goods, and servic-
es. Beyond interpersonal relationships, this con-
cept of trust has relevance in the enterprise sector,
as clients rely on companies to live up to their ex-
pectations. Trust is more than just a sense of trust;
it is the conviction that companies will fulfill
their obligations and duties to customers through
the whole customer experience (Yum & Kim,
2024). Furthermore, establishing a safe and reli-
able atmosphere for transactions via the internet
is a critical priority for online retailers nowadays
due to its direct impact on shopping continuation
intentions (Miao et al., 2022). Likewise, in a digi-
tal context, clients’ trust is seen as a confident
conviction that might enhance the propensity to
engage in online transactions (Chiu et al., 2009).
Prior research has examined the correlation be-
tween customer trust and intention to repurchase,
yielding varied results. The studies by Febriyanti
and Irmawati (2024) on TikTok, Miao et al. (2022),
and Sullivan and Kim (2018) on e-commerce plat-
forms found that buyer trust significantly affects
the likelihood of repeated purchases. Yet, an in-
vestigation by Aditya et al. (2023) on tourism
travel, Manqging and Khiam (2023) on live-
streaming e-commerce, and Ginting et al. (2023)
on e-commerce sites indicated that client trust
had no significant effect on the intent to repur-
chase. The academics mentioned above have ar-
gued that the relationship between customer trust
and repurchase intention is contradictory,
requiring more investigation to validate this
connection.

Besides, many studies have aimed to identi-
fy the determinants influencing shoppers’ re-
purchase intention on e-commerce platforms
(e.g., Aditya et al., 2023; Ginting et al., 2023;
Helfiyana et al., 2024; Lata et al., 2024; Mawarni
et al., 2023; Miao et al., 2022; Muhammad et al.,
2024; Rosania & Wilujeng, 2023). Nonetheless,
the scholars mentioned above have placed little
focus on integrating these features into a cohe-
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sive framework. Moreover, this study utilizes
the cognition-affect-conation (CACo) model
as its foundation for constructing the research
model. Thus, to fill the gap, this research inve-
stigates the impact of utilitarian value, hedonic
value, and online reviews on clients’ satisfaction,
trust, and repurchase intention in e-commerce
platforms by extending the cognition-affect-co-
nation model. In particular, this study expands
the CACo model with cognition as the aspects
(utilitarian values, hedonic values, and online
review) that can impact customers’ affection
and repurchase intentions in e-commerce plat-
forms. Affect relates to customers’ satisfaction
and trust in e-commerce platforms as determi-
ned by their cognition. Conation is associated
with customers’ inclination to repurchase in
e-commerce platforms, which is influenced by
their cognition and affection. Additionally, after
a review of the existing literature, the hypothe-
ses are proposed as follows:

HI: Utilitarian value has a beneficial effect on

satisfaction.

H2: Utilitarian value has a beneficial effect on
clients’ trust.

H3: Utilitarian value has a beneficial effect on re-
purchase intention.

H4: Hedonic  value  positively  influences
satisfaction.

H5: Hedonic value has a favorable impact on
trust.

H6: Hedonic value has a beneficial effect on re-
purchase intention.

H7:  Online reviews have a beneficial effect on cu-
stomer satisfaction.

H8:  Online reviews have a beneficial effect on cu-
stomer trust.

H9:  Clients satisfaction positively influences the
intention to buy again.

HI0: Clients’ trust positively influences the inten-

tion to buy again.
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H3

Utilitarian value

Satisfaction

Repurchase intention

Hedonic value

Online review

Figure 1. Research model

2. METHODOLOGY

This research employs a quantitative poll ques-
tionnaire to examine the stated hypotheses. Every
concept for measuring items was predominantly
derived from previous research, with certain mea-
sures being marginally modified to align with the
setting of internet-based buying in the e-com-
merce website. The current investigation employed
the Likert scale to indicate the degree of the par-
ticipants’ agreement, ranging from 1 for strongly
disapprove to 5 for completely agree. The items
utilized for measuring are displayed in Table 1.

An internet-based poll was distributed to a sample
group of clients residing in Vietnam for data gath-

Table 1. Measures

ering, aiming for adequate representation. The
form used for the survey was pilot-tested with six
consumers who had shopped online before to see
how easy the questions were to understand and
whether they adequately measured the outcomes
we were hoping for. Some words and terms are
modified according to the pilot outcomes to en-
sure the questionnaire’s intelligibility.

This investigation employs purposive sampling.
This sample approach was selected due to its acces-
sibility, cost-effectiveness, and convenience. The
non-probability sampling approach was used due
to demographic characteristics and the investiga-
tion’s objective (Tongco, 2007). The investigators
employed Google Forms and disseminated ques-

Items

References

Utilitarian value (UtV)

net buying, | specifically search for the things I r

UtV4. | achieve what | desire when purchasing items online.

nd services | buy on the internet consistently cost

iately and are of high quality.

(2019)

Hedonic value (HeV)

HeV1. Online purchasing consistently excites me.

HeV3. In comparison to other activities, the time dedicated to internet shopping is genuinely pleasurable.

Online review (OnR)

OnR1. Online client evaluations were a helpful tool when making the item.

ernet client reviews provide valuable inform

m'’s client internet reviews were useful.

OnR4. The website’s online customer review mechanism was helpful.

Changchit and
Klaus (2020)
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111



Innovative Marketing, Volume 21, Issue 2, 2025

Table 1 (cont.). Measures

Items

References

Satisfaction (CoS)

_Cosl. The functionality of the website(s) has met my expectations.

CoS 3. The experience, in general, of purchasing from an internet-based vendor has been satisfactory to me.

Vijay et al. (2019)

Trust (CoT)

CoT1. I willingly submit my personal information to my preferred online store for the sake of ease in future
purchases.

CoT3. | have confidence in the assertions and guarantees made by this online shop about a product.

Miao et al. (2022)

Repurchase intention (Rel)

Rell. I intend to buy things through this internet merchant again.

Rel3. | expect to repurchase from the internet merchant shortly.

Miao et al. (2022)

tionnaires using social networking sites and Zalo
to collect the data from August 2024 to September
2024. This research employs a web-based sur-
vey due to its efficiency and cost-effectiveness
(Kusumawardani et al., 2023). Likewise, online
surveys are common because of their increasing
popularity, ease, convenience, and cost-effective-
ness as a data-gathering method (Andrade, 2020).
Of 320 persons polled, 297 were classified as ac-
ceptable, while 23 were classified as unsuitable.
Table 2 presents the demographic characteristics
of the respondents.

Table 2. Attributes of the sample

Characteristics Frequency . %
Gender
Male 110 {370
e B e
Age
18-25 220 74.1
N T T O T
> 40 : 17 : 5.7
Job
Student v 579
Office personnel 73 24.6
i T S T
e e
Income per month
< 8 million VND : 159 {536
wcasmionws e s
15-25 million VND 19 6.4
L e

According to Table 2, 187 female respondents
made up 63% of the total, while 110 male respon-
dents made up 37% of the total. The survey respon-
dents were categorized by age as follows: 74.1% fell
between the 18 to 25 age category. Furthermore,
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20.2% were aged between 26 and 40, while 5.7% were
beyond 40 years old. The responses from the partici-
pant’s occupations could be classified into four differ-
ent groups: students (57.9%), office personnel (24.6%),
freelancers (12.1%), and others (5.4%). According to
per month income expressed in millions of VND,
there are four different groups: those making less
than eight (53.6%), those making between eight and
less than fifteen (34.3%), those making between fif-
teen and twenty-five (6.4%), and those making more
than twenty-five (5.7%).

Upon data collection, the data are assessed using
partial least squares structural equation model-
ing (PLS-SEM) as the statistical methodology em-
ployed in this investigation, with SmartPLS as the
analytical instrument.

3. RESULTS

The application of a self-reporting technique for
data collecting may inadvertently result in com-
mon method bias (CMB), therefore undermining
research results (Podsakoff et al., 2003). Thus, two
distinct statistical methodologies were used to verify
that CMB did not significantly threaten the precision
of the current results. Initially, Harman’s single-fac-
tor test was used to ascertain if a singular component
could account for the bulk of the variation. The fac-
tor analysis results revealed that the first component
represented 36.65% of the data variance, which was
below the 50% threshold. The second step was carry-
ing out a collinearity test that had been designed by
Kock (2015). According to the findings, every single
value of the variance inflation factor (VIF) was lower
than 3.3 (see Table 3 for more explanation).
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Table 3. VIF Table 5. Cross-loadings
CoS  CoT | HeV OnR _ Rel . UtV Cos _ Col
o o e nR . Re t CoSl 0812 . 0383 | 0335
.................... CoS2  0.848 | 0451
..................... CoS3 0866 @ 0437 :
CoTl = 0395 i 0.859 ' 0486 :
CoT2 . 0492 : 0835 = 0538
CoT3 . 0396 . 0855
"""""""""" Hevli : 0304 : 0496 :
Hev2 & 0397 = 0457
Hev3 | 0391 = 0503
Table 4 presents the estimated value of Cronbach’s .QnRL__ 0249 . 0263 .
) OnR2 . 0357 . 0.346
alpha (a), v.vhlch extends fr(.)m O..772. .to 0.859. ~;-23 006 0278
Correspondingly, the composite reliability (CoR)  “onra™ " 0219 0235
indexes varied between 0.779 and 0.868. These in-  Rell  : 0330 : 0402 :
dexes are above a suitable level of 0.7, as demon- .Rel2. . 0538 : 0.525 :
. Rel3_ & 0448 0518
stre%ted by Hair et al. (2021). Mo%'eover, the average -/ ox o388 0%
variance extracted (AvVE) indices for each con- "y 0261 . 0.265 .
cept ranged from 0.637 to 0.739. Similarly, the in-  Utv3 . 0340 ' 0362 : ; 844
Utv4 | 0308 © 0.332 : . 0.427 . 0.849

dices of the outer loadings (OuL) range from 0.745
to 0.881, which indicates that they are regularly
higher than the appropriate level of 0.70. Thus, the
findings demonstrate robust convergent validity
of the data (Hair et al., 2021).

Table 4. Measurement

Constructs a CoR : AVVE
ilitari utv2 .
Utilitarian value ARz 0L 0859 0868 | 0702
(utv) Utv3 1 0844
............................................... UVA 1 0849 b
Hedonic value Hev2 0.823 :0.826 | 0.739
(HeV)
.............................................. HeV3 @ 0881 e,
OnR1: 0745 .
i i OnR2 .
(OnR)
Satisfaction
(CoS) 0795 0796 = 0.710
Trust
(Co) 10.808 0.810 | 0.723
Repurchz(a;zll)ntenhon 0772 0779 | 0636

i Rel3

Furthermore, cross-loadings were used in the
study to assess the validity of discriminant assess-
ment. As indicated in Table 5, the results indicat-
ed that the values showing interactions between
notions were higher than those representing re-
lationships with other notions, so providing evi-
dence that the premises of discriminant validity
were correct (Hair et al., 2021).

http://dx.doi.org/10.21511/im.21(2).2025.09

The results of the PLS analysis (Table 6 and Figure
2) demonstrated that the UtV had a positive in-
fluence on CoS (B =.242, t = 4.121), CoT (P =.202,
t = 3.257), and Rel (B =.221, t = 3.757), hence con-
firming hypotheses HI, H2, and H3. According to
the findings, HeV had a positive impact on CoS
(B =-281,t=3.894), had a significant and positive ef-
fect on CoT (B =.446, t = 6.122), and had a positive
effect on Rel (P =.268, t = 3.753), hence providing
support for hypotheses H4, H5, and H6. As a con-
sequence of the findings, it was determined that
OnR experienced a favorable effect on both CoS
(B =182, t = 3.463) and CoT (p =.145, t = 2.570),
thus providing support for hypotheses H7 and HS.
In addition, the results of the study demonstrat-
ed that CoS (B =.215, t = 4.064) and CoT (p =.238,
t = 3.721) had a positive influence on Rel, hence
confirming the hypotheses H9 and HI0.

Table 6. Testing of hypotheses

Hypothesis coelz‘fa'i::}i‘ent ‘t-value‘p-valueg Results

" HL | UtV->CoS 0.242 4121 © 0,000 : Validated
UtV > CoT 0202  ©3.257 = 0001 : Validated

UtV -> Rel 0.221  ©3.757 : 0.000 : Validated

HeV > CoS 0.281  ©3.894 : 0.000 : Validated
Hev->CoT : 0446  : 6122 : 0.000 : Validated
Hev->Rel : 0268 3753 : 0000 : Validated

H7 { OnR->CoS :  0.182 {3463 : 0001 : Validated
OnR -> CoT 0.145 2570 : 0.010 : Validated

_H9 . CoS->Rel 0215  © 4.064 : 0.000 : Validated
H10 | CoT ->Rel 0.238 3721 : 0.000 _ Validated

Note: UtV — Utilitarian value; HeV — Hedonic value; OnR — On-
line review; CoS — Satisfaction; CoT — Trust; Rel — Repurchase
intention.
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Figure 2. PLS results

4. DISCUSSION

The findings posit that utilitarian value had a signif-
icant and favorable impact on clients”satisfaction
(HI), trust (H2), and repeated intention (H3). The
results are consistent with those of Yum and Kim
(2024), Wu and Huang (2023), Andriani et al.
(2021), and Lata et al. (2024). The results indicat-
ed that boosting utilitarian value on e-commerce
platforms may lead to heightened client satisfac-
tion, trust, and desire to repurchase. However,
the findings of Nny et al. (2024) demonstrated
that utilitarian value did not affect client satisfac-
tion. The difference may be explained by the fact
that the study of Nny et al. (2024) concentrated
on personal care items and female consumers. In
contrast, this study focused on various products
available on e-commerce platforms, encompass-
ing both female and male shoppers. Similarly, the
study of Febriyanti and Irmawati (2024) argued
that utilitarian value didnt affect client trust.
Likewise, the study of Rezaldi and Kuala (2022)
argued that utilitarian value didn’t affect client
repurchase intention. The varied consumer cul-
tures may clarify the variation; this research was
conducted in Vietnam, and those conducted by
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Febriyanti and Irmawati (2024) and Rezaldi and
Kuala (2022) were conducted in Indonesia.

The findings indicate that hedonic value had a
significant and positive impact on clients’ satis-
faction (H4), trust (H5), and intention to repeat
(H6). The findings correspond with those report-
ed by Mawarni et al. (2023), Yum and Kim (2024),
Andriani et al. (2021), and Lata et al. (2024). The
findings suggest that enhancing hedonic value on
e-commerce platforms could result in increased
customer satisfaction, trust, and a greater likeli-
hood of repurchase. Nonetheless, the results pre-
sented by Vijay et al. (2019) indicated that hedonic
value had no impact on client satisfaction. The di-
verse consumer cultures might indicate the differ-
ences; this study was carried out in Vietnam, while
those by Vijay et al. (2019) took place in India.

The findings indicate that online reviews had a
significant and positive impact on clients’ satisfac-
tion (H7) and trust (HS8). The results are consis-
tent with those of Changchit and Klaus (2020) and
Anggraeni (2024). The results indicate that im-
proving online client reviews on e-commerce plat-
forms may lead to higher levels of customer satis-

http://dx.doi.org/10.21511/im.21(2).2025.09



faction and trust. Customers who perceive online
reviews as advantageous are more inclined to in-
teract with them, thereby deepening their com-
prehension of both the positive and negative char-
acteristics of the product. Thus, when consumers
continue with the ordering process while taking
into account the evaluations of others, their satis-
faction with the products may rise, and the quality
of feedback from customers on online platforms
directly impacts the trustworthiness of vendors
and the purchasing decisions of customers.

The results demonstrate that client satisfaction
(H9) and trust (H10) significantly and positively
influenced clients’ intentions to repurchase. The

Innovative Marketing, Volume 21, Issue 2, 2025

findings align with the work of Ginting et al. (2023),
Febriyanti and Irmawati (2024), Miao et al. (2022),
and Sullivan and Kim (2018). The results indicate
that improving client satisfaction and trust in e-
commerce platforms may lead to higher intentions
for customers to make repeat purchases. However,
the studies conducted by Aditya et al. (2023) and
Manging and Khiam (2023) revealed that client
trust did not significantly influence the intention
to repurchase. The varied consumer cultures may
reflect the distinctions; this investigation was con-
ducted in Vietnam, whereas the studies of Aditya
et al. (2023) were performed in Indonesia, and
those by Manging and Khiam (2023) were carried
out in China.

CONCLUSION

By expanding the cognition-affect-conation paradigm, this study examines how online reviews, he-
donic value, and utilitarian value influence customers’ satisfaction, trust, and desire to repurchase in
e-commerce platforms. The results show that customer satisfaction, trust, and desire to repurchase were
all favorably affected by utilitarian and hedonic values. Additionally, customer satisfaction and trust
were positively impacted by online customer reviews. Furthermore, repurchase intention was signifi-
cantly impacted by consumer satisfaction and trust.

This research has several limitations. This research only examined the influence of utilitarian value, he-
donic value, and internet reviews on customer satisfaction and trust. Client satisfaction and trust may
influence other factors. Consequently, the next research should identify other factors influencing con-
sumer satisfaction and trust. Secondly, this research implemented data provided by respondents from a
particular cohort of e-commerce users, adding bias and restricting the generality of the results. Future
studies need to use varied data sources and methodologies.
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