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1
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Abstract

In the context of online shopping, websites play a critical role in facilitating transactions between
buyers and sellers. An online store's website acts as a focal point for a company's online identity
and encompasses not only the products and services offered but also the company's aesthetic
image and values. Creating a strong online identity helps an online store differentiate itself from
competitors, attract and retain customers to strengthen its competitive advantage, and improve
brand, product, or service differentiation. On the other hand, understanding the repeat purchase
intention of consumers is essential for maintaining growth in this business.

This research, by providing a new theoretical perspective for understanding the online shopping
behavior of committed customers, shows that a store's website creates a specific identity that itself
affects the repeat purchase intention. The present study examines the factors affecting website
cultural identity and the repeat purchase intention by testing a conceptual model by King et al.
(2016) in order to develop the model.

Based on the information gathered from 463 customers of online stores in Tehran, including a
segment of students of Islamic Azad University, Science and Research Branch, the results of this
research showed that increasing product attractiveness, service attractiveness, customer e-
satisfaction, fulfillment, website cultural identity, and website attractiveness leads to an increase
in the repeat purchase intention. Increasing website trustworthiness, product attractiveness,
service attractiveness, and website attractiveness leads to an increase in website cultural identity.
Increasing website attractiveness and fulfillment leads to an increase in customer e-satisfaction.
However, increasing website trustworthiness does not lead to an increase in the repeat purchase
intention.

The results can be a basis for online stores to understand and use website cultural identity as a
new strategy for attracting and retaining customers with a focus on the repeat purchase intention.
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E-Commerce.
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% Focal Point

* Online Identity
® Engaged

® passionate

" Acquire

8 Attract

® Retain

19 promote

11 Price Premium
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! Online Shopping
2 E-commerce
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® Boundary-spanning
® Perception of Value
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! Cost Advantages

2 Competitive Advantage

* Consumer-company Identification
* Self-selective



I\ w9 AJ).> )Jin duad » LS""JW‘ Lngoli.wj)S wl.w..:j @‘J)fuu)LM 9 00y slezel J)LS fwl» “Si,.b)ﬁ oo )ul.x

Yoo ¥ le g ypail) Conl ond Gt Slojls Cusp
Ll (T T i 5 Ll ¥ g3l 5 alS
5 bl aisls anegs |, Sl Cagp a5 o 5
oS a8l o 351 Lo ol dly y0 (YA o YooY cipus
sl QBaS Spae (b5 Glasls 25,8 S5 Zoge
03,91 Aosp'- syl VQM pleieog> ‘;‘5951& Sg5
s

S S b elie Cogr Sloj eSS pan
oS Bras Cogr dlin CS L Coge (V) S wils
wsly el @l e8,s (1) (g cals) ail
G oyl wlie 3 &S5 (1) 5 (Cuge el
009 plein) Cul plaie BoiSGrae lawg oud
O ugn

E.m W Eom b

SoS Cage b Coluag (Kopyd Ccugr (0
el (CCI) &S i 00uS G Cugnr aline Coluug
el Gl Bl T 4 Colayy (Sinpd Cyge
3,00 0, Colany So aate Gl 5l (o295 4 Bl
N VENGIV] WP W SR RLITPY L S L JECEL U SO0
5 DVgame ,Se s 4 ol poedle 5 gl
(VNS ) Kan 5 SL8) Wisds Lo 8 18 Sloss
mainl-ogs auld Bk 5l Colany (Sipj cuse
aad wile gleasly b bo,Ld) 4 s 0aS 3 ae
L bayld; cnl 09doe € it (55l097 b €y, ) S
Jolee b 0B, lacaie Judo 4 cunl Sow laaly
Coje 08 & paxio Jpame 4l sl ww)u S
Calisy Go3olr Vb gloanso 5 (09 480 4 (y5,he
3B, sacu e (pl &S Sy oo all alils 59>y
Olzmer Culuyy (Kipyd Cuse blie gy G
9,800 > 3l eslaul b FauSGyas 15 cul> b
w1y 0g3 claxl gunail g hyyai e (o]

® Self-continuity

” Self-distinctiveness

& Self-enhancement

° |dentity Similarity

10 |dentity Prestige

1 |dentity Distinctiveness

12 \Website Cultural Identification
3 Marketplace
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2 Social Identity Theory

® Self-categorization

* Organizational Identification Theory
5 Consumer-Company Identification
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° E-Satisfaction
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1 Actual Purchasing Behavior
12 information systems
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! Acquiring

2 Retaining Customers

3 Website Identification

* Repeat Purchase Intention
5 Website Attractiveness

® Website Trustworthiness
" Product Attractiveness

8 Service Attractiveness
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