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Abstract 

The purpose of the current study is to explore the factors influencing the intention 

to purchase from online stores, with customer perceived value as a mediator. The 

research methodology is descriptive, the data collection method is field type, and 

the purpose is applied studies. The statistical population consists of customers of 

Okala and Basalam online stores. A sample of 384 participants was chosen using 

Cochran's formula for generalizability. Standardized questionnaires were used for 

data collection, ensuring validity and reliability. Data analysis began with the 

Kolmogorov-Smirnov test for data distribution and normality, followed by 

parametric methods like Pearson's correlation and structural equation modeling 

with the partial least squares (PLS) approach to test hypotheses. Results indicate 

that factors impact the intention to buy from Okala and Basalam online stores 

through customer perceived value mediation. 

Key words: Customer perceived value, Electronics, Intention to buy, Okala and 

Basalam online stores  
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Introduction 

 One of the most important trends in the past decade has been the increasing 

use of the internet to conduct business. Due to the increase in the use of the 

Internet, the need to better understand the behavior of online visitors has 

increased(Chiang & Jang, 2007; Han & Kim, 2010). From both local and 

international perspectives, the key to a successful marketing strategy is 

understanding consumer behavior. This also applies to business companies and 

government organizations that make laws that affect the market. Customer buying 

behavior in e-commerce and online businesses is one of the main criteria and 

decisive factors for success are that traditional businesses and also maintaining 

loyal customers are more important for companies(Lee & Wu, 2011). 

Understanding consumer purchases is very valuable for the company, and 

retaining customers is considered an important marketing strategy. Therefore, e-

commerce businesses are always looking to answer the question of what factors 

affect the purchase intention of customers in a competitive market. So they 

provide the necessary solutions by identifying those factors and analyzing 

them(Lin & Lekhawipat, 2014). Obstacles, like security concerns, customer 

distrust, poor site quality, and product presentation, hinder online purchases. 

These factors impact the decision-making process and lead to customers' 

reluctance to buy from websites. So, the factors that motivate customers to buy 

online are more important for sellers(Bilgihan, 2016). Therefore, the most 

important issue that companies should consider is to identify the obstacles and 

problems in electronic shopping and try to convert visitors into real customers and 

the importance of the factors that make customers want to buy online has 

increased for sellers. Customer perceived value is one of the main factors that 

attract the attention of many researchers in the marketing field. During the surveys 

conducted by researchers, consumers make purchases based on their satisfaction 

and perceived value of products and services. By assessing these things, 

repurchases and brand loyalty will be increased(Zeithaml, 1988). Customer 

perceived value is the concept of the customer's overall assessment of the 

desirability of a product or services based on the costumer’s perception of the 

benefits received against the costs paid. Consumers examine the product from 

different angles and also get to know the product through comparison with similar 

products, and thus the perceived value of the product is formed in their 

minds(Chandel & Bansal, 2014). Companies and especially retail stores are 
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looking for ways to satisfy their customers, considering their feedback and 

complaints. Therefore, customer satisfaction is considered a competitive 

advantage and the main goal of online business, and store managers know that the 

achievement of their company's main goals depends on customer 

satisfaction(Trivedi & Yadav, 2018). Businesses, especially marketers, are 

looking for ways to satisfy their customers by taking into account their feedback 

and complaints. So, identifying the factors that influence customer retention and 

the desire to buy again will help you increase the profitability of your business. 

For online stores, the website has a huge impact on the perception of users and 

customers(Park & Stoel, 2005). Marketing managers need to know and understand 

customer retention, but they have not had advanced studies in the field of factors 

affecting customer retention(Reichheld, 1994). Perceived value is an essential 

factor for organizations, a factor that guides them towards meeting the needs of 

their customers. Because this factor affects the behavior of consumers(Gallarza & 

Saura, 2006). It is important for every organization to differentiate itself from 

competitors on a sustainable basis by providing better value to consumers. So, 

experts believe that perceived value is a means to achieve a competitive 

advantage. Consequently, it is clear that understanding perceived value has 

practical benefits for firms. The perceived value is based on an approach that 

considers the customer as the central point of the modern marketing strategy. This 

leads the marketing strategists to focus on the value production process for better 

value transfer in order to achieve a competitive advantage, because customers 

imagine the products in relation to the products offered by other competitors. 

Therefore, it is important to understand how current and potential customers 

perceive service value in communications(Woodruff, 1997). Despite the 

significant global growth, internet sales have little statistics and people have little 

desire to buy from online retailers in Iran. The main goal of this research was 

based on determining the influencing factors and also the impact of advertising, 

services, product price, e-consent and e-trust on the intention to buy from Okala 

and Basalam online stores in Tabriz city with the mediating role of customer 

perceived value. 

Understanding customer buying behavior is crucial for e-businesses in two ways: 

1)The customer perception of technology and the key features that drive online 

shopping. 
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2)The customer intention to buy is widely influenced by the services offered by 

the seller, including advertising, services, product price, electronic consent, and 

electronic trust. 

To examine the mediating role of customer perceived value in online intention to 

buy, Morichia and Takahashi(Moriuchi & Takahashi, 2018) and Liu and 

Zhang(Liu & Zhang, 2014) models were used. 

Literature review 

In today's digital age, people use the internet for various purposes, including 

online shopping. Factors such as convenience and accessibility influence buyer 

behavior in this field. The global trend shows a significant increase in online 

purchases, with the number of transactions in 2014 surpassing 20 billion. The ease 

and affordability of online shopping contribute to its popularity. Rock and Fisher 

define online shopping as a desire to purchase products online, often driven by 

complex motivations and emotional conflicts(Rook & Fisher, 1995). It is a form 

of e-commerce that allows consumers to directly purchase goods or services 

through websites or mobile apps. Customers can choose from various sellers and 

compare prices using shopping search engines. Online shopping involves making 

payment online or upon delivery using credit or debit cards. It has become an 

integral part of retail, with experts predicting it will surpass traditional brick-and-

mortar shopping in terms of revenue. The internet enables not only purchasing, 

but also searching for products online. Bikerringshop.com, is a Thailand-based 

online shopping store that is accessible worldwide. Online shopping offers 

convenience, time-saving features, a wide range of options, and easy access, with 

the added benefit of product return guarantees and fuel and energy savings. It 

enables cost savings and effortless product searches, regardless of location. 

However, drawbacks include the inability to test products, lack of discounts and 

bargaining, slower response times, postage costs, and security concerns. 

Globalization and dynamic competition have transformed the role of customers in 

organizations. Today, customers are seen as more than just consumers. They 

actively participate in the production of goods, services, and knowledge, and 

contribute to the organization's competitive ability. Effective communication and 

creating value for customers are vital. Two approaches to value measurement and 

evaluation exist. The first focuses on the value perceived by customers, and the 

organization's success relies on surpassing competitors' value offerings. The 

second approach concentrates on the value that customers bring to the 

organization, encouraging loyalty and purchasing motivation while upgrading 
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lower-value customers(Evans, 2002). Values are based on the superiority of 

certain behaviors or states of existence. In marketing, value is important for 

promoting long-term success(Ravald & Grönroos, 1996). It is the overall 

evaluation of benefits compared to costs for a particular product or service, this 

means that customers believe that what they have chosen is the best compared to 

other options(Belk, 2005). 

Woodall equates customer value, perceived value, and value, emphasizing the 

importance of providing high quality at a low price because creating superior 

value is crucial for company success(Woodall, 2003). Zeithaml differentiates 

value from quality, stating that value involves a comparison between benefits and 

costs(Dawkins & Reichheld, 1990; Zeithaml, 1988). Anderson and Srinivasan 

highlight the increased significance of perceived value in the competitive world, 

as customers evaluate the relationship between their purchase and what they spent. 

The monetary value of a product is often associated with its value, but perceptual 

value, which includes both logic and emotion, is also important. Emotion often 

prevails over logic in influencing customer decisions(Anderson & Srinivasan, 

2003). Product value is determined by the difference between perceived quality 

and price. The larger the difference, the greater the value and likelihood of a 

purchase(Dubrovski, 2001). 

Perceived customer value is a critical factor for organizations to attract and retain 

customers, leading to increased profitability and success. It refers to the customer's 

overall evaluation of a product or service's usefulness based on what is received 

and spent(Zeithaml, 1988). Customer perceived value is actually the difference 

between what the customer gains and what he or she loses(Kim et al., 2008; Vera 

& Trujillo, 2013). Perceived value varies among consumers and can change in 

different circumstances(Prior, 2013). Customer loyalty is strongly influenced by 

perceived value, with higher value leading to increased loyalty and positive 

outcomes such as word of mouth advertising, repurchase intention, and price 

insensitivity(Li, 2011). There are two approaches to understanding perceived 

value: The first one is a structural approach that considers factors like economic, 

social, and relational benefits, as well as pricing, time, effort, risk, and ease of use 

as costs, and the second one is a multidimensional approach that considers 

functional and emotional dimensions. Customers calculate the value ratio between 

products to make choices based on their optimal economic combination, 

functional, and emotional benefits and various costs (Cronin Jr et al., 2000). 

Managers often use customer value analysis to identify their strengths and 

weaknesses compared to competitors. Perceived value is closely tied to consumer 

behavior and understanding. It is crucial for businesses to meet customer 
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expectations. Different definitions of perceived value exist, reflecting changes in 

consumer behavior and expectations. The importance of customer perceived value 

in wholesale companies has been emphasized in recent years. Providing the best 

value to customers is crucial in today's competitive market. Companies that can 

meet customer needs at a minimal cost and suitable facilities gain a significant 

advantage. Researchers believe that customer perceived value is essential for 

organizations and has become a focus in marketing strategies. It is the primary 

factor that influences purchase intentions and is key to marketing, competitive 

advantage, customer retention, and relationship management. It affects customer 

satisfaction and loyalty. Customer perceived value is a significant concept in 

marketing research that affects preferences, satisfaction, loyalty, and other 

outcomes(Gill et al., 2007). Customer satisfaction cannot be measured without 

understanding perceived value and meeting customer expectations. Providing real 

value should be a company's goal to create a competitive advantage. Marketing 

emphasizes providing more value and building long-term relationships with 

customers(Kotler, 2005). Value is vital for buyer-seller relationships. If products 

and services do not meet customer needs, the marketing strategy is flawed. 

Customer value reduces uncertainty, builds trust, and leads to long-term 

relationships and loyalty(Moliner et al., 2007).  

In summary, perceived value is crucial in wholesale companies to gain a 

competitive advantage, achieve customer satisfaction and loyalty, and build long-

term relationships. Providing real value to customers leads to business growth and 

reduced costs(Reichheld, 1994). The perceived value of products and services is 

influenced by both rational and emotional factors. The rational perspective 

focuses on consumers' logical decision-making process, where they process 

information based on personal experiences. On the other hand, the emotional 

perspective is connected to consumers' feelings during the product experience, 

whether positive or negative. While the rational perspective analyzes the 

collective meanings and opinions of consumers, the emotional perspective relates 

to consumers' emotions such as love, hate, shame, pleasure, and boredom(Gallarza 

& Saura, 2006). Sheth et al proposed a framework that identifies five dimensions 

of value affecting consumer choice: functional value, social value, emotional 

value, cognitive value, and situational value. These dimensions encompass 

aspects such as physical evidence, quality, visibility, inducement of emotions, 

desire for curiosity, innovation, and adaptability to different situations(Sheth et 

al., 1991). Educational value, measured by the balance between service quality 

and price, is one aspect of consumer value. Trading value, on the other hand, refers 

to the difference between the consumer price and the offered price in a specific 
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trading area(Gallarza & Saura, 2006). Personal purchase value can be categorized 

into hedonic(emotional) value and profit-oriented(functional) value. Consumers 

perceive emotional value through the emotional characteristics of a sale, while 

functional value relates to the utilitarian aspects of the service(Gallarza & Saura, 

2006). As shown in table 1, Holbrook's typology of consumer value includes three 

dimensions: internal/external, active/reactive, and self-centered/other-centered. 

This classification encompasses categories like efficiency, superiority, play, 

aesthetics, respect, social dignity, ethics, and spirituality. The external/internal 

dimension determines whether the value originates from outside the consumer or 

not, while the active/reactive dimension refers to the level of control consumers 

have over objects. Finally, the self-centered/other-centered dimension reflects the 

social dimension of consumption and the preferences that arise from personal 

interests or extend beyond oneself(Gallarza & Saura, 2006). 

 
Table 1. 

 Holbrook's typology of consumer value 

 
Description Internal External 

Self-centered Active Efficiency (convenience) Game (entertainment) 

Reactive Excellence (quality) Aesthetics 

 

Other-centered 

Active Social status (success, role) Morality (purity, justice) 

Reactive Respect (fame, materialism) Spirituality (faith) 

 

Galarza and Saura conducted studies on value, quality, and satisfaction, using 

means-goal models as a research approach. These models link consumers' 

perceptions of goods and services to their desired goals. According to the means-

end theory, consumers determine the value of services based on their importance 

and ability to help achieve goals. The conceptual framework includes eight 

variables that predict perceived value, such as efficiency, superior service quality, 

social value, entertainment, aesthetics, perceived monetary value, time of effort, 

and perceived risk. The findings reveal that quality is a component of value. 

Unlike Holbrook's model, Galarza and Saura's model incorporates negative 

variables in evaluating perceived value, indicating a negative relationship between 

concepts. This suggests that perceived value has multiple dimensions(Gallarza & 

Saura, 2006). Zhang et al conducted a study on the influence of perceived value 

on consumers repurchase intention in an ice sports stadium, with a focus on 

community interactions. The research found that consumers' perceived risk value 

significantly influenced both community interactions and repurchase intention. 

Additionally, perceived functional, social, and emotional values positively 
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impacted community interactions, but had a negligible effect on repurchase 

intention. Furthermore, community interactions played a mediating role between 

perceived social and emotional values and repurchase intention, as well as 

between perceived risk value and repurchase intention. However, they did not 

mediate the relationship between perceived performance value and repurchase 

intention(Zang et al., 2022). Morichi and Takahashi focused on factors affecting 

online shopping in Japanese stores and determined that search features were the 

key determinants of consumer e-consent. They also discovered that e-trust had a 

negative effect on willingness to investigate(Moriuchi & Takahashi, 2018). Lim 

et al analyzed the factors influencing repurchase intention in online shopping, 

specifically the role of satisfaction. They integrated self-efficacy and trust from 

the Integrated Theory of Acceptance and Use of Technology (UTAUT) to explain 

online repurchase intentions. The study supported all proposed hypotheses except 

for the effects of effort expectancy and performance expectancy on repurchase 

intention(Lim et al., 2018). Bluet et al examined factors influencing repurchase 

intention in online shopping from the perspective of Turkish consumers. The 

research found that e-consent, e-trust, and loyalty affected the intention to 

repurchase(Blut et al., 2015). Hsu et al research on the intention to buy again in 

online buying and selling groups, satisfaction with the website, sellers, and 

perceived quality of the website positively influenced the intention to buy again. 

E-trust and sellers also had positive effects on perceived quality and 

satisfaction(Hsu et al., 2014). Lee et al in online shopping. They discovered that 

consumers' perceived value and cost factors were positively associated with 

repurchase intention, highlighting the importance of reducing search costs for 

customer information(Lee et al., 2015). Overall, these research studies provide 

valuable insights into different aspects of online shopping behavior and its 

influencing factors, helping businesses and researchers improve their strategies 

and understand consumer behavior better. 

 

About case of study  

 

Basalam;  is a large online store in Iran that offers a wide range of products 

in various categories, such as perfumery, clothing, culture, travel, sports, and 

kitchen appliances. 

Okala  is an online supermarket offering a wide range of high-quality products at 

competitive prices. They prioritize customer satisfaction and safety by partnering 

with reputable brands. Their website, app, blog, and social media platforms 
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provide comprehensive information and promotions for customers to take 

advantage of ongoing discounts and offers. 

 

Methodology 

 

Overview of data collection:Due to the uncertainty and high number of 

customers, the number of Okala and Basalam customers was assumed to be 

unlimited. To determine the sample size, Cochran's formula was used for 

unlimited communities, and the number of statistical samples was 384 people. 

Cochran's formula for infinite societies is as follows: 

. 

Technical characteristics of measuring instruments 

The research commenced with a thorough examination of library sources, 

spanning both internal and international literature, and also extensive online 

resources, including Persian and Latin references, were utilized. Subsequently, 

data collection and measurement of research variables is achieved through a field 

method or questionnaire. In this research, we used Morichi and Takahashi's 

standard questionnaire to investigate the factors influencing repurchase intention, 

and Liu and Zhang's questionnaire to investigate the customer's perceived value. 

The content validity method was employed in this research to assess the 

questionnaire's validity through expert opinions. It involves presenting the 

questionnaire to multiple experts to evaluate its accuracy. In this study, 

supervisors, advisors, and experts' opinions were included to enhance the 

questionnaire's validity. 

Cronbach's Alpha and composite reliability coefficients assess internal 

consistency between observable variables. A minimum reliability value of 0.7 is 

considered acceptable for determining the reliability of a measurement model. 
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Descriptive and inferential statistics were utilized to analyze data from research 

questionnaires. Charts and figures were used to display descriptive statistics, 

including numbers and percentages, depicting the observed data in this research. 

In this study, we utilized the structural equation model and path analysis 

techniques with SmartPLS software to examine specified research paths. The 

structural equation model was compiled with SmartPLS version 3, while SPSS 

version 26 was used for additional analysis. 

Data analysis 

In this study, we examined the statistical sample and descriptive characteristics of 

research variables. We used the StructuralEquation Modeling(SEM) and 

SmartPLS software to analyze specified paths based on the conceptual model. The 

structural equation model was compiled using SmartPLS version 3 and other 

analyses were conducted using SPSS version 26. In this study, before analysis and 

interpretation, frequency tables and figures have been used to check demographic 

variables of people in the statistical sample. 

Descriptive statistics 

The distribution of respondents' education levels reveals that 23.2% have a 

diploma, 4.4% possess an associate degree, 38.5% have a bachelor's degree, 

28.4% hold a master's degree, and 5.5% have a doctorate.  

The average scores of all variables in table 3 are above 3, indicating that most 

people chose options above this value. The lowest score exceeds 1 while the 

highest score is estimated to be 5. This suggests that the questionnaire information 

was coded and entered into the software accurately and without any violations. 
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Table 3.  

Descriptive indicators of research variables 

 

Variables 

 

Number 

of samples 

 

 

Average 

 

Standard 

deviation 

 

Variance 

Score range of 

questions 

The range of 

scores obtained 

The 

least 

The 

most 

The 

least 

The 

most 

Advertising 384 3.24 0.87 0.77 1 5 1 5 

Services 384 3.42 0.82 0.68 1 5 1.5 5 

Product price 384 4.00 0.80 0.65 1 5 1.67 5 

Electronic 

consent 

384 3.46 0.84 0.70 1 5 1.25 5 

Electronic trust 384 3.36 0.93 0.87 1 5 1 5 

Customer 

perceived 

value 

384 3.37 0.82 0.67 1 5 1 5 

Intention to 

buy 

384 3.70 0.77 0.59 1 5 1.5 5 

Inferential statistics 

The data's distribution was assessed for normality/non-normality using skewness 

and kurtosis coefficients, followed by structural equation testing to analyze 

research hypotheses. SmartPLS software was chosen for modeling due to its 

insensitivity to sample size, making it suitable for running the model with a small 

sample. Additionally, it can handle non-normal data and accommodate reflective 

and combined measurement models simultaneously.  

The measurement model, also known as the external model, analyzes the 

connection between the underlying variables and the questions (items). The 

model's figures display standardized factor loadings and path coefficients, and t 

coefficients. 

Table 4. The results of the data distribution type test 

 

Variables Distribution shape indicators Result 

Skewness Kurtosis 

Advertising -0.37 0.05 Normal 

Services -0.28 -0.56 Normal 

Product price -1.03 0.77 Normal 

Electronic consent -0.34 -0.50 Normal 

Electronic trust -0.46 -0.07 Normal 

Customer perceived 

value 

-0.25 -0.36 Normal 
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Figure 2.  

Model with standardized factor load coefficients and path coefficients (evaluation of 

measurement models) 

 

 



The JOURNAL OF BUSINESS ANALYSIS 

Vol. 1, No.1, Spring 2025 

DOI:  

 
 

13 
 

 

Figure 3. 

 Model with t-values coefficient (evaluation of measurement models) 

Factor load is a numerical value that determines the relationship strength between 

a hidden variable and its corresponding manifest variable in path analysis. Each 
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observable variable should have a factor load of at least 0.4 with its hidden 

variable. The figures above show that the t-value and standardized factor loading 

for all questions and variables were above 1.96 and 0.4 respectively. These results 

suggest that the questions are suitable for inclusion in the model and research, and 

no other questions need to be removed or altered in the questionnaire. 

Cronbach's alpha coefficient and composite reliability are measures used to assess 

internal consistency in a measurement model. They measure the correlation 

between a variable and its related items. A minimum acceptable value of 0.7 is 

commonly used to indicate reliable measurement models. 

Table 5. 

 The results of the data distribution type test 

 

 

Variables 

Cronbach's alpha 

coefficient 

(Alpha> 0.7) 

Composite reliability 

coefficient 

(CR> 0.7) 

 

Result 

Customer perceived 

value 

0.850 0.887 Desirable 

Electronic trust 0.780 0.872 Desirable 

Advertising 0.820 0.893 Desirable 

Services 0.810 0.876 Desirable 

Electronic consent 0.802 0.871 Desirable 

Intention to buy 0.891 0.925 Desirable 

Product price 0.787 0.876 Desirable 

 

Table 5 demonstrates that all research variables have Cronbach's alpha coefficient 

values above 0.7, confirming their reliability. Additionally, the combined 

reliability coefficient values for all variables are also above 0.7, further verifying 

their reliability. 

Convergent validity measures the degree of explanation of the underlying variable 

by observable variables using the Average Variance Extracted (AVE) criterion. A 

minimum value of 0.5 is required to indicate a significant correlation between a 

structure and its representative objects. 
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Variables in the table 6 have an average variance extracted over 0.5, confirming 

convergent validity. 

Fornell and Larcker's method was utilized to assess the divergent validity of the 

measurement model. Table 7 displays their approach for examining divergent 

validityand the AVE root of each variable is located in the main diameter and the 

correlation values of the variables are located under the main diameter. 

Confirming divergent validity is important in this study as the main diameter 

exceeds certain values, thus satisfying Fornell and Larcker's method. 

 

 

 

 

 

 

 

 

Table 6.  

The index of Average Variance Extracted 

 

 

Variables 

Average variance extracted 

(AVE> 0.5) 

 

Result 

Customer perceived value 0.530 Desirable 

Electronic trust 0.694 Desirable 

Advertising 0.736 Desirable 

Services 0.639 Desirable 

Electronic consent 0.628 Desirable 

Intention to buy 0.754 Desirable 

Product price 0.701 Desirable 
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Table 7. 

 The results of divergent validity by Fornell and Larker method 

 
 

Variables 

Customer 

perceived 

value 

Electronic 

trust 

Advertising Services Electronic 

consent 

Intention 

to buy 

Product 

price 

Customer 

perceived 

value 

0.728       

Electronic 

trust 

0.601 0.833      

Advertising 0.579 0.315 0.858     

Services 0.531 0.312 0.491 0.799    

Electronic 

consent 

0.540 0.544 0.249 0.181 0.793   

Intention to 

buy 

0.596 0.502 0.368 0.385 0.389 0.868  

Product 

price 

0.607 0.413 0.539 0.504 0.315 0.435 0.837 

 

A structural model analyzes the relationship between hidden variables. Figure 4 depicts the 

research model with standardized path coefficients. Figure 5 illustrates the model 

of research with significance coefficients of t in each state. 
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Figure 4. 

 Research model in the form of standardized path coefficients (evaluation of structural models) 
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Figure 5.  

Research model in t significance mode (Evaluation of structural models) 

The first structural model evaluation criterion relies on significant t coefficients 

between variables. If the t-value is greater than 1.96, the relationship or hypothesis 

is confirmed. In table 8, all paths in the model have t statistic values greater than 

1.96 and significance levels below 0.05. Thus, we can conclude that all 

relationships in the model are statistically confirmed. The second criterion for 

evaluating structural models is the coefficient of determination(𝑅2), which 

measures the impact of an exogenous variable on an endogenous variable. This 

criterion has three values (0.19, 0.33, and 0.67), representing weak, medium, and 

strong levels of determination. A higher coefficient of determination indicates a 

better fit for the endogenous structures in the model. 69.2% of customer perceived 

value variable and 35.4% of intention to buy variable are predicted by self-related 

variables. (𝑄2) index is the third criterion for the structural model, specifying its 
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predictive power in dependent variables. Low, medium, and strong predictive 

power are defined as 0.02, 0.15, and 0.35, respectively. The research findings of  

 

𝑄2  

 

 

 

 

indicated 0.362 for customer perceived value and 0.265 for intention to buy. This 

suggests the model has a desirable and acceptable level of predictive power for 

these variables. 

The effect size(𝑓2) is the fourth criterion for assessing the structural model. 

Cohen's criterion measures the strength of the relationship between model 

variables. Values of 0.02, 0.15, and 0.35 represent small, medium, and large 

impacts, respectively. This index applies to dependent variables influenced by 

multiple variables. The variance inflation factor(VIF) index is the fifth criterion 

for evaluating the structural model. Collinearity between variables can undermine 

the model's reliability. VIF values lower than 5 indicate the absence of collinearity 

issues. Electronic trust has a greater impact on customer perceived value (0.177) 

compared to other variables, as shown in table 9 and also results show no 

collinearity problem as it is below the limit of 5 for the independent variables. 

Hence, based on the criteria and results, the structural models are considered 

approved. 

Table 8. 

 The results related to the significance of the relationships between the variables 

 

 
Independent variable 

Dependent variable 

path 

coefficient 

t_value level of 

significance 

Result 

Customer perceived value 

-> Intention to buy 

0.596 16.430 0.00 Significant 

Electronic trust -> 

Customer perceived value 

0.293 6.484 0.00 Significant 

Advertising -> Customer 

perceived value 

0.199 6.300 0.00 Significant 

Services -> Customer 

perceived value 

0.156 5.150 0.00 Significant 

Electronic consent -> 

Customer perceived value 

0.210 5.282 0.00 Significant 

Product price -> customer 

perceived value 

0.294 9.175 0.00 Significant 
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Table 9.  

The results related to the intensity of the effect and the collinearity index of independent 

variables on dependent variables 

 

Path 

Independent variable 

Dependent variable 

Independent 

variable(𝑓2) 

Independent 

Variable(VIF) 

Result 

Electronic trust -> Customer 

perceived value 

0.177 1.597 Less than 5 

and 

appropriate 

Advertising -> Customer 

perceived value 

0.083 1.567 Less than 5 

and 

appropriate 

Services -> Customer 

perceived value 

0.053 1.494 Less than 5 

and 

appropriate 

Electronic consent -> 

customer perceived value 

0.10 1.447 Less than 5 

and 

appropriate 

Product price -> customer 

perceived value 

0.167 1.707 Less than 5 

and 

appropriate 

 

GOF index evaluates model fit, determining overall quality of measurement and 

structural models, and calculated using a specific formula. 

𝑮𝑶𝑭 = √𝑪𝒐𝒎𝒎𝒖𝒏𝒂𝒍𝒊𝒕𝒊𝒆𝒔̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅ × 𝑹𝟐̅̅̅̅  

This index indicates the model's fit, with higher values indicating better fit and 

closer values to zero indicating poorer fit. Three values of 0.01, 0.25 and 0.36 for 

GOF have weak, medium and strong fit, respectively. The results of average 

coefficient of determination respectively were 0.526 and 0.422, so GOF criterion 

value was calculated 0.471 that indicates a strong fit for the research model. 

Results and Fiendings 

After examining the measurement and structural and general models, we 

interpreted the hypotheses. 
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Advertising has a significant impact on customer perceived value in Okala and 

Basalam online stores. This hypothesis is supported by the research results which 

show a t-value of 6.300 and a corresponding path coefficient of 0.199. The 

significance level of t-value is higher than 1.96 and the significance level is less 

than 0.05, which confirms the significance of this path coefficient at the error level 

of 0.05. Therefore, this first sub-hypothesis is confirmed based on the collected 

data. The impact of services on customer perceived value in Okala and Basalam 

online stores was investigated. The results revealed a path coefficient of 0.156 and 

a t-value of 5.150. With a significance level of 0.00 and a t-value greater than 

1.96, the path coefficient is deemed significant at the 0.05 error level. Thus, this 

second sub-hypothesis is supported by the data collected. The impact of product 

price on customer perceived value in Okala and Basalam online stores was 

analyzed. The results revealed that the coefficient of the path and the t-value were 

estimated as 0.294 and 9.175 respectively. The significance level of the t-value 

was found to be greater than 1.96, confirming the significance of this path 

coefficient. So the third sub-hypothesis is confirmed. The electronic consent in 

Okala and Basalam online stores affects their perceived value, as supported by the 

results of the research. The estimated values for t-value and the path coefficient 

are 5.282 and 0.210 respectively. The significance level (0.034) being less than 

0.05 indicates that the path coefficient is significant. Therefore, the fourth sub-

hypothesis is confirmed based on the collected data. The fifth sub-hypothesis of 

the study focused on the relationship between electronic trust and customer 

perceived value in Okala and Basalam online stores. The results revealed a 

significant path coefficient of 0.293, with a t-value of 6.484. This suggests that 

electronic trust does indeed have an impact on customer perceived value. The 

findings confirm the fifth sub-hypothesis, indicating that electronic trust in online 

stores plays a crucial role in shaping customer perceived value. The sixth sub-

hypothesis suggests that the customer perceived value affects their intention to 

purchase from Okala and Basalam online stores. The research results show that 

the path coefficient is significant with a value of 16.430 and a coefficient of 0.596. 

The significance level is less than 0.05, indicating that this relationship is 

significant. Thus, the data confirms the sixth sub-hypothesis as valid. 

We examined the factors influencing consumers' intention to buy from online 

stores Okala and Basalam, with a focus on the mediating role of customer 

perceived value in this study. Results indicated a significant mediating effect of 
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perceived value in the relationship between the factors considered and intention 

to buy from the two online stores. According to table 10, the Sobel test results 

showed significance levels below 0.05 in all directions, confirming the main 

hypothesis that perceived value plays a significant role in influencing consumer 

behavior. 

Table 10.  

Examination of the main hypothesis 

 

Path Indirect 

effect 

Sobel test 

Statistic 

value 

Meaningful 

level 

Electronic trust -> customer 

perceived value -> Intention to 

buy 

0.118 8.797 0.00 

Advertising -> Customer 

perceived value -> Intention to 

buy 

0.093 8.285 0.00 

Services -> Customer perceived 

value -> 

Intention to buy 

0.175 8.737 0.00 

Electronic consent -> customer 

perceived value -> Intention to 

buy 

0.125 8.324 0.00 

Product price -> customer 

perceived value -> Intention to 

buy 

0.174 7.794 0.00 

 

Conclusion and discussion 

The main hypothesis test of the research revealed that the significance level of the 

Sobel test was consistently below 0.05, indicating a significant mediating role of 

customer perceived value between the factors and the intention to buy from Okala 

and Baslam online stores. Consequently, the considered factors directly impact 

the intention to buy, mediated through customer perceived value. Additionally, 

the study found that effective advertising, quality service, reasonable product 

price, high electronic consent, and electronic trust in the store's website contribute 

to increased customer perceived value and subsequently, more intention to buy. 
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Managerial implications 

Practical suggestions based on the results of the research hypothesis test 

indicate that advertising has a positive effect on customer perceived value and 

intention to buy in online stores. To capitalize on this, the following 

recommendations are provided: 

 

1. Utilize promotional SMS and emails to reach out to customers. 

2. Offer prizes and run contests on the store's website. 

3. Advertise the store's application. 

4. Promote the website on social networks. 

5. Focus on attracting site visitors rather than solely on the advertisements 

themselves. 

6. Include the website address on invoices and contracts. 

7. Promote the online store on platforms such as Torb, Imails, and Google. 

8. Highlight best-selling products to attract customer attention. 

In addition to advertising, providing excellent services also positively impacts 

customer perceived value and intention to buy. Therefore, the following 

recommendations are suggested: 

1. Evaluate and surpass the services offered by competitors. 

2. Expedite order processing and delivery times. 

3. Simplify the payment process for customers. 

4. Ensure that the products offered have higher quality and durability compared 

to other stores. 

5. Align the quality of online store products with customer expectations. 

6. Offer products in line with customer preferences. 

Furthermore, the price of products plays a significant role in customer perceived 

value and intention to buy. To leverage this, the following suggestions are 

proposed: 

1. Provide coupons and discounts for online buyers. 

2. Offer competitive and lower prices compared to other online stores. 

3. Present a wide range of discounted products. 

4. Align the price of products with their quality. 

Electronic consent also positively influences customer perceived value and 

intention to buy. To enhance this aspect, the following recommendations are 

given: 

1. Design the website for quick and easy access to the online store. 

2. Continuously evaluate customer consent with online store products. 
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3. Create platforms and facilities that provide customers with a pleasant shopping 

experience. Additionally, building trust in the online store is crucial for enhancing 

customer perceived value and intention to buy. To establish trust, the following 

practical suggestions are presented: 

1. Encourage current customers to leave online reviews. 

2. Maintain ongoing communication with customers and audiences. 

3. Guarantee goods and services. 

4. Provide complete and accurate product information to customers. 

5. Share videos of customer satisfaction. 

6. Obtain an electronic trust symbol (such as inmod) for the store. 

7. Minimize factors that diminish customer trust. 

8. Actively engage on social media platforms consistently and ethically. 

Research limitations are an inevitable factor for researchers that can emerge early 

in their work. It is important for researchers to anticipate and acknowledge these 

limitations, taking necessary precautions to mitigate them. In this particular study, 

the limitations are as follows: Firstly, the research was conducted solely among 

customers of Okala and Basalam online stores, limiting the generalizability of the 

findings to only this specific society. Secondly, the research model, questionnaire, 

and final results may vary depending on different factors. Lastly, as the current 

research utilized a questionnaire for data collection, comparing its results to other 

studies using alternative measurement tools such as interviews or observations 

requires caution. Future research suggestions include conducting further studies 

in other statistical communities to expand on the limited research done so far. 

Additionally, incorporating qualitative methods like in-depth interviews and 

participatory observation can be beneficial for modeling and theorizing. It is also 

recommended to conduct research within the current statistical population and at 

different time intervals for comparison purposes. 
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