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Abstract - The purpose of this study is to investigate the effect of brand leadership (which consists of the dimensions 

of quality, value, innovation, and popularity) perceived by consumers of an e-commerce website on customer 

satisfaction among private college students. In addition to testing the effect of customer satisfaction on repurchase 

intention. The sample of this research was taken from 1026 students using simple random sampling techniques and 

using SEM (Structural Equation Model) with SmartPLS software version 3.0 as a statistical tool. The results of this 

study indicate that all dimensions of brand leadership have a positive and significant effect on customer satisfaction. 

Likewise, the customer satisfaction variable has a positive and very significant effect on repurchase intention among 

respondent students. The quality dimension has the greatest influence on increasing customer satisfaction on e-

commerce sites. Then followed by the dimensions of value, innovation, and popularity dimensions. 

Keywords: Brand leadership, customer satisfaction, e-commerce, repurchase intention. 

 

 

I. INTRODUCTION 

Digital edevelopments ehave echanged ethe eway econsumers ebehave. eIt eis eundeniable ethat ecurrently, epeople ein ethe 

eworld eand eIndonesia ehave emade ea elot eof epurchases eonline. eThe enumber eof etransactions efrom eyear eto eyear eis 

eincreasing eand ethe etypes eof egoods ethat epeople ebuy eare ealso eincreasingly ediverse. eFrom esurvey edata econducted ein 

ethe efirst esemester eof e2019 econducted eby ejakpat, eit eis eknown ethat e60.5% eof erespondents eprefer eto edo eonline 

eshopping eactivities erather ethan evisiting eoffline estores. eThe ereasons erespondents eprefer eto emake etransactions eonline 

eare ebecause eit eis efaster eand emore eefficient e(65.7%), ethere eare emany epromos eand ediscounts e(62.9%), ecompetitive 

eprices etend eto ebe echeaper e(59.3%), eand etime eflexibility efor eshopping e(59%). eTaking esources efrom ethe 

ewearesocial.com ereport ein eJanuary e2019, ethere ewas ean eincrease ein ethe enumber eof epeople ewho emade ee-commerce 

etransactions eby e5.9% ecompared eto ethe eprevious eyear eand ethis ecould estill egrow ebecause ethe epenetration eof ethe ee-

commerce emarket ein eIndonesia ewas estill equite elow, ewhich eis eat e40% e(Binus.ac.id, e2019). 

In eaddition, eglobal ee-retail esales eaccounted efor e10.2 epercent eof eall eretail esales eworldwide ein e2017, eand ethis 

enumber eis eexpected eto ereach e17.5 epercent eby e2021 e(Chiu e& eCho, e2019). eStill ereferring eto ethe ereport efrom 

eWearesocial.com, ethat ethere eis ea esignificant eincrease ein ethe eonline eshopping ebehavior eof ethe eIndonesian epeople. 

eThe ehighest egrowth ewas ein ethe efood eand ecare eproduct ecategory, ewhich ewas e30%, ethe esecond ewas ethe etoy eand 

ehobby eproduct ecategory eat e25%, eand ethe ethird ewas ein ethe eelectronic egoods ecategory eat e24%. eHowever, ein eterms 

eof etransaction evalue, ethe ehighest esales ewere ein ethe eonline etravel ecategory ewith ea enominal evalue eof eUSD e9,376 

ebillion, efollowed eby esales eof efurniture eat eUSD e1,674 ebillion eand etoys eand ehobbies eamounting eto eUSD e1.46 

ebillion. eLooking eat ethe eresults eof ethese edata, eit ecan ebe eseen ethat enowadays emany epeople ehave estarted eto eswitch 

efrom ethose ewho eusually elike eshopping efor ehousehold eneeds eby evisiting estores, egradually eswitching eto eshopping 

efor ehousehold eneeds eonline. eTraveling eand ebuying ea etoy eand ehobby ehave ebecome ea elifestyle eand ea enecessity efor 

epeople ein eIndonesia e(Binus.ac.id, e2019). 
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Due eto ethe eintensification eof eonline eshopping, ethe ee-commerce ewar eis ebecoming emore eand emore eintense, 

eespecially eamong ethe emost epopular ee-commerce ewebsites ein ethe eUS, esuch eas eAmazon, eeBay, eBestBuy, eand 

eTarget. eThese ee-commerce ewebsites eoffer ean eeasy eand eeconomical eway efor emanufacturers eor eretailers eto 

edistribute etheir egoods emore eeffectively eand ereach epotential econsumers e(Garín-Muñoz eet eal., e2019). eMeanwhile, 

econsumers ehave emore echoices eand ebetter etransactions eon edifferent ee-commerce ewebsites. eThus, efrom ea econsumer 

eand ebusiness epoint eof eview, ee-commerce emanagers eand eacademics eneed eto eunderstand ethese evirtual edistribution 

echannels e(Tsagkias eet eal., e2021). 

In eaddition, eas econsumers ebecome emore etechnology-savvy, ee-commerce emanagers eand eacademics eneed eto 

ecomprehensively eunderstand econsumer eneeds eand ethe efactors ethat einfluence etheir edecisions eto eselect eand eshop eon 

ee-commerce ewebsites. eIn egeneral, ethere eare etwo estages eof eunderstanding eonline econsumption ebehavior. eThe efirst 

estage eis econcerned ewith ehow eto eencourage epeople eto ebuy eonline, eand ethe esecond estage eis eto eencourage ethem eto 

erepurchase, ethe eimportant ething eis ehow eto eretain ecustomers ewho ehave evisited ee-commerce ewebsites. eIt ecosts etime 

eand eeffortless eto eretain eexisting ecustomers ethan eto eacquire enew eones. eThese erepeat ecustomers espend emore emoney 

eon etheir epurchases eand egenerate emore eprofitability ethan enew ecustomers e(Chiu e& eCho, e2019). 

Thus, ehow eto eretain eexisting ecustomers eto emake erepurchases eis ea emajor econcern efor ee-commerce ewebsites ethan 

eever ebefore e(Sullivan e& eKim, e2018). eHowever, eit eis esaid ethat ethe erepurchase erate eis ethe emost eneglected eindicator 

efor ee-retailers. eMoreover, eit eshould ebe enoted ethat eonly e32 epercent eof ecustomers erepurchase eon ethe esame ee-

commerce ewebsite ein etheir efirst eyear e(Chiu e& eCho, e2019). 

Thus, ee-commerce ewebsites ethat efocus eon ethese eattributes ecan ecreate ea e“branded” eshopping eexperience efor 

econsumers e(Mohseni eet eal., e2018). eMeanwhile, econsumers eare ebecoming emore eaware eof ethe evalue eof ee-commerce 

ewebsites eand eevaluating evarious eattributes eand eservices eprovided eby ee-commerce ewebsites e(Garín-Muñoz eet eal., 

e2019). eNevertheless, ethe erole eof econsumer-perceived ebrand eleadership eof ee-commerce ewebsites' einexperience eand 

erepurchase eintention eis estill eunknown. eTherefore, ethe emain eobjective eof ethis estudy ewas eto einvestigate ethe eeffect eof 

eperceived ebrand eleadership eof ee-commerce ewebsites eon erepurchase eintention. eThis estudy eexplores ethe edimensions 

eof ebrand eleadership econsisting eof equality, evalue, einnovation, eand epopularity. eThis eresearch eseems eto ebe ea epioneer 

ein ethe esame estudy eby emaking euniversity estudents ethe esubject eand eunit eof eanalysis. 

Therefore, eit eis eimportant eto eidentify ethe efactors ethat einfluence eonline econsumer erepurchase ebehavior. ePrevious 

estudies ehave eexamined evarious efactors ethat einfluence eonline econsumers' erepurchase eintentions eon ee-commerce 

ewebsites. eThese einclude eperceived evalue, ewebsite equality, efunctionality, einnovation, eand epopularity e(Chiu e& eCho, 

e2019). eThese efactors emainly eexplore econsumer eperceptions eand eattributes eof ea eparticular ee-commerce ewebsite. 

ePrevious estudies ehave efound ethat econsumers eperceive ebrand eleadership eas einfluencing etheir edecision-making 

ebehavior e(Widiandita e& eKetut, e2020). eMore especifically, econsumers emay eprefer ea ereputable ebrand eor eservice enot 

eonly ebecause eit eprovides ebetter equality eor evalue, ebut ealso ebecause eit erepresents ea eself-image e(Chang e& eKo, 

e2014). eToday, emore ee-commerce eplatforms eallow econsumers eto eeasily ebrowse eand ecompare edifferent ee-commerce 

eplatforms ebefore emaking ea epurchase. 

 

II. RESEARCH METHOD 

According eto eCreswell e& eCreswell e(2017), eif ethe epurpose eof ethis estudy eis eto edetermine ethe erelationship ebetween 

ethe evariables estudied, ethe equantitative eapproach eis ethe ebest. eQuantitative eresearch emethods eare esuitable efor etesting 

etheories eand ehypotheses ethrough ethe euse eof ea eset eof estatistical etools e(Creswell e& eCreswell, e2017). eHence, ethis 

estudy euses ea esurvey emethod eto etest ethe eformulated ehypothesis. eSo ethat ea equestionnaire ewas eadopted eas ean 

einstrument eto ecollect ethe erequired edata. eThe estudy epopulation econsisted eof e1205 estudents eat eprivate euniversities ein 

eTangerang. eUsing esimple erandom esampling, e1205 equestionnaires ewere esent eonline eto ethe epopulation. eA etotal eof 

e1026 equestionnaires ewere ereturned eand evalid, emaking eup ea eresponse erate eof e85.1%. eTherefore, eaccording eto 

eRoscoe eet eal. e(1975), ethe enumber eof esamples eobtained ewas every eadequate. 

The enature eof ethis estudy einvolves ea edependent eeffect ebetween elatent econstructs eand emanifest evariables, etherefore, 

ethe ereflective emeasurement emodel eis esuitable efor ethis estudy e(Hair eJr eet eal., e2017). eAll eadopted eitems ewere erated 

eon ea efive-point eLikert escale efrom e1 e(strongly edisagree) eto e5 e(strongly eagree). eBrand eleadership einstrument e(KM) 

econsists eof efour edimensions, enamely equality econsisting eof e3 eitems e(KUL1-KUL3), evalue econsisting eof e3 eitems 



INTERNATIONAL JOURNAL OF SOCIAL AND MANAGEMENT STUDIES (IJOSMAS) 

VOLUME: 03 NO. 01                                   HTTPS://WWW.IJOSMAS.ORG                 E-ISSN: 2775-0809 

 

282 
 

e(NIL1-NIL3), einnovation econsisting eof e3 eitems e(INO1-INO3), epopularity econsisting eof e3 eitems e(POP1-POP3) 

eadapted efrom eChang e& eKo e(2014). eThe einstrument eto emeasure erepurchase eintention econsists eof e3 eitems e(NPU1-

NPU3) eadapted efrom eChiu eet eal. e(2014). 

The emost epopular estatistical etechniques eunder ethe eStructural eEquation eModel eSEM eare ethe ecovariance-based 

eapproach e(CB-SEM) eand ethe evariance-based epartial eleast esquares etechnique e(PLS-SEM) e(Sarstedt eet eal., e2014). 

eHowever, ePLS-SEM ehas erecently ereceived ewide eattention ein emany edisciplines esuch eas emarketing, estrategic 

emanagement, emanagement einformation esystems, eand eother edisciplines e(Hair eet eal., e2012). eThe eability eof ePLS-

SEM eto edeal ewith eproblematic emodeling eproblems ethat ecommonly eoccur ein ethe esocial escience eenvironment esuch 

eas eunusual edata echaracteristics e(e.g. enon-normal edata) eand ehighly ecomplex emodels eis ean eimportant ereason ebehind 

ethe eincreased euse eof ethis eapproach. eConsidering ethe eadvantages eof ethis eapproach, ethis estudy euses ePLS-SEM eto 

efully etest ethe eproposed ehypothesis. eSmartPLS e3.0 esoftware ewas eperformed eto eevaluate eeach eouter emodel eand 

einner emodel. eTesting eof ethe eouter emodel eis ecarried eout eto eensure ethe ereliability eand evalidity eof ethe emeasurements, 

ewhile ethe ehypotheses eintroduced eare echecked ethrough ethe einner emodel. eFurthermore, ethe efinal eresults eof ethe 

equestionnaire ewhich ewere ethen eused ein ethis estudy eare eas ementioned ein Table 1. 

 

Table 1. Research Items List 

 

Notations Item 
 

Brand Leadership (BL) Chang & Ko 

(2014) 

Quality:  

Q1 This online shopping site has a higher standard of quality.  

Q2 This online shopping site excels in quality standards.  

Q3 These online shopping sites offer higher quality features.  

Value:   

V1 Products from this online shopping site have reasonable prices.  

V2 Products from this online shopping site have better benefits in terms of 

price. 

 

V3 The products of this online shopping site offer more benefits for the price.  

Innovativeness   

I1 This online shopping site is more dynamic in improvement.  

I2 These online shopping sites are more creative in products and services.  

I3 This online shopping site is more of a trendsetter.  

Popularity:   

P1 This online shopping site is preferred.  

P2 This online shopping site is well-known.  

Customer Satisfaction (CS)  Janda et al. (2002) 

CS1 I am satisfied with my decision to use this online shopping site.  

CS2 Based on all my experiences with this online shopping site, I am very 

satisfied 

 

CS3 I thought I did the right thing when I decided to use this online shopping 

site. 

 

   

Repurchase Intention (RI) Chiu et al. 

(2014) 

RI1 If I can, I want to continue to use this online shopping site to buy products.  

RI2 I will likely continue to purchase products from this online shopping site 

in the future. 

 

RI3 I intend to continue buying products from this online shopping site.  
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According eto eSekaran e& eBougie e(2003), ethe etheoretical eframework eis ethe efoundation eon ewhich eall eresearch 

eprojects eare ebased. eFrom ethe etheoretical eframework, ehypotheses ecan ebe edeveloped ethat ecan ebe etested eto edetermine 

ewhether ethe eformulated etheory eis evalid eor enot. eThen elater eit ewill ebe emeasured eby eappropriate estatistical eanalysis. 

eFor ethis ereason, ethe eauthors ebuild ea eresearch emodel eas eshown ein eFigure e2 ebelow: 

 
Figure 2. Research Model  

 

 

In ethe esame evein, ethe edimensions eof ebrand eleadership ethat eonline econsumers evalue e(e.g. ewebsite econtent eand 

efunctionality) ecan eincrease enot eonly esatisfaction ebut ealso erepurchase eintention. eFor eexample, e(Owen, e2020) efound 

ethat eperceived ebrand eleadership ehas ea esignificant einfluence eon econsumer eword eof emouth epromotion e(WOM) 

eintentions ein edifferent eservice esettings. eThus, ethis estudy eestablishes ethe efollowing ehypotheses: 

 

H1: eThe equality eof ee-commerce ewebsites ehas ea epositive einfluence eon erepurchase eintentions. 

H2: ePerceived evalue eon ee-commerce ewebsites ehas ea epositive einfluence eon erepurchase eintention. 

H3. ePerceived einnovation eon ee-commerce ewebsites ehas ea epositive einfluence eon erepurchase eintentions. 

H4: ePerceived epopularity ehas ea epositive einfluence eon erepurchase eintention. 

H5: eCustomer esatisfaction ehas ea epositive eeffect eon erepurchase eintention. 

 

 

III. RESULT AND DISCUSSION 

Result 

A etotal eof e1026 estudents eparticipated, econsisting eof eboys e(61%) eand egirls e(39%). eAlmost eall erespondents ehave ethe 

esame eage egroup, enamely e17-24 eyears. eThe emeasurement emodel etesting ephase eincludes etesting eof econvergent 

evalidity, ediscriminant evalidity. eMeanwhile, eto etest econstruct ereliability, eCronbach's ealpha eand ecomposite ereliability 

evalues ewere eused. eThe eresults eof ethe ePLS eanalysis ecan ebe eused eto etest eresearch ehypotheses eif eall eindicators ein ethe 

ePLS emodel ehave emet ethe erequirements eof econvergent evalidity, ediscriminant evalidity, eand ereliability etesting. 

eConvergent evalidity etest eis edone eby elooking eat ethe eloading efactor evalue eof eeach eindicator eto ethe econstruct. eIn 

emost ereferences, ea efactor eweight eof e0.7 eor emore eis econsidered eto ehave estrong eenough evalidation eto eexplain ethe 

elatent econstruct e(Chin, e1998; eGhozali, e2014; eJ. eF. eHair eet eal., e2010). eIn ethis estudy, ethe eminimum eaccepted 
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eloading efactor eis e0.7 eand eprovided ethat ethe eAVE evalue eof eeach econstruct eis e> e0.5 e(Ghozali, e2014). eAfter egoing 

ethrough eSmartPLS e3.0 eprocessing, eall eindicators ehave ea eloading efactor evalue eabove e0.7 eand ean eAVE evalue eabove 

e0.5. eThe efit eor evalid emodel eof ethis estudy ecan ebe eseen ein eFigure e2. eThus, ethe econvergent evalidity eof ethis eresearch 

emodel ehas emet ethe erequirements e(Purwanto eet eal., e2019, e2020; ePurwanto, eAsbari, e& eSantoso, e2021b, e2021a; 

ePurwanto, eAsbari, eSantoso, eet eal., e2021). eThe evalue eof eloadings, eCronbach's ealpha, ecomposite ereliability, eand 

eAVE efor eeach econstruct ecan ebe eseen ein eTable e2. e 

Discriminant evalidity eis ecarried eout eto eensure ethat eeach econcept eof eeach elatent evariable eis edifferent efrom eother 

elatent evariables. eThe emodel ehas egood ediscriminant evalidity eif ethe eAVE esquared evalue eof eeach eexogenous 

econstruct e(the evalue eon ethe ediagonal) eexceeds ethe ecorrelation ebetween ethe econstruct eand eother econstructs e(the 

evalue ebelow ethe ediagonal) e(Ghozali, e2014). eThe eresults eof ethe ediscriminant evalidity etest eare eusing ethe eAVE 

esquared evalue, enamely eby elooking eat ethe eFornell-Larcker eCriterion eValue eobtained eas eshown ein eTable e3. eThe 

eresults eof ethe ediscriminant evalidity etest ein etable e3 eshow ethat eall econstructs ehave ethe eAVE esquare eroot evalue eabove 

ethe ecorrelation evalue ewith eother elatent econstructs e(through ethe eFornell-Larcker ecriteria). eLikewise, ethe ecross-

loading evalue eof eall eitems efrom eone eindicator eis egreater ethan ethe eother eindicator eitems eas ementioned ein eTable e3, 

eso eit ecan ebe econcluded ethat ethe emodel ehas emet ediscriminant evalidity e(Fornell e& eLarcker, e1981). 

Furthermore, ecollinearity eevaluation eis ecarried eout eto edetermine ewhether ethere eis ea ecollinearity eproblem ein ethe 

emodel. eTo efind ethe ecollinearity, ewe eneed ethe eVIF ecollinearity estatistics eof eeach econstruct. eIf ethe eVIF eis emore ethan 

e5, ethen ethe emodel ehas ecollinearity e(Hair eet eal., e2014). eAs eshown ein eTable e4, eall eVIF escores eare eless ethan e5, ei.e. 

ethe eresults eof ethe ecollinearity estructural emodel ereveal eVIF evalues ebelow e2. eThis eshows ethat ethis eresearch emodel 

edoes enot ehave emulticollinearity eproblems. 

Construct ereliability ecan ebe eassessed efrom ethe evalue eof eCronbach's ealpha eand ecomposite ereliability eof eeach 

econstruct. eThe erecommended evalue eof ecomposite ereliability eand eCronbach's ealpha eis emore ethan e0.7 e(Ghozali,  

e2014). eThe eresults eof ethe ereliability etest ein etable e2 eshow ethat eall econstructs ehave ecomposite ereliability eand 

eCronbach's ealpha evalues egreater ethan e0.7 e(> e0.7). eIn econclusion, eall econstructs ehave emet ethe erequired ereliability. 

 

 
Figure 2. Valid Research Model 

Source: SmartPLS 3.0 Processing Results (2022) 

 

Table 2. Items Loadings, Cronbach’s Alpha, Composite Reliability, and Average Variance Extracted (AVE) 
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Variables Items Loadings 
Cronbach’s 

Alpha 

Rho_A Composite 

Reliability 
AVE 

Brand Leadership: Quality (Q) Q1 0,866 0,840 0,840 0,904 0,758 

 Q2 0,899     

 Q3 0,845     

Brand Leadership: Value (V) V1 0,858 0,805 0,808 0,885 0,720 

 V2 0,872     

 V3 0,814     

Brand Leadership: Innovativeness (I) I1 0,851 0,866 0,866 0,918 0,789 

 I2 0,911     

 I3 0,903     

Brand Leadership: Popularity (P) P1 0,913 0,764 0,773 0,894 0,809 

 P2 0,885     

Customer Satisfaction (CS) CS1 0,820 0,777 0,777 0,871 0,692 

 CS2 0,843     

 CS3 0,831     

Repurchase Intention (RI) RI1 0,763 0,693 0,696 0,830 0,620 

 RI2 0,815     

 RI3 0,784     

Source: SmartPLS 3.0 Processing Results (2022) 

 

Table 3. Discriminant Validity 

 Variables CS I P Q RI V 

CS 0,832           

I 0,581 0,888         

P 0,483 0,685 0,899       

Q 0,675 0,483 0,431 0,870     

RI 0,891 0,456 0,377 0,546 0,787   

V 0,625 0,565 0,434 0,615 0,507 0,848 

Source: SmartPLS 3.0 Processing Results (2022) 

 

Table 4. Collinearity (VIF) 

 Variables CS I P Q RI V 

CS         1,000   

I 2,279           

P 1,932           

Q 1,714           

RI             

V 1,893           

Source: SmartPLS 3.0 Processing Results (2022) 

 

Table 5. Nilai R Square 

 Variables R Square R Square Adjusted 

CS 0,570 0,569 

RI 0,794 0,793 

Source: SmartPLS 3.0 Processing Results (2022) 

 

Table 6. Hypotheses Testing 
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Hypotheses Relationship Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P Values Decision 

H1 Q -> CS 0,404 0,403 0,025 16,152 0,000 Supported 

H2 V -> CS 0,229 0,228 0,035 6,592 0,000 Supported 

H3 I -> CS 0,213 0,215 0,039 5,486 0,000 Supported 

H4 P -> CS 0,063 0,062 0,032 1,977 0,049 Supported 

H5 CS -> RI 0,891 0,891 0,006 137,930 0,000 Supported 

Source: SmartPLS 3.0 Processing Results (2022) 

 

Hypothesis etesting ein ePLS eis ealso eknown eas einner emodel etesting. eThis etest eincludes ea etest eof ethe esignificance eof 

edirect eand eindirect eeffects eas ewell eas emeasuring ethe emagnitude eof ethe eeffect eof eexogenous evariables eon 

eendogenous evariables. eTo edetermine ethe eeffect eof ethe efour edimensions eof ebrand eleadership econsisting eof equality, 

evalue, einnovation, eand epopularity eon ecustomer esatisfaction, eand ethe eeffect eof ecustomer esatisfaction eon erepurchase 

eintention, ea edirect einfluence etest eis eneeded. eThe eeffect etest ewas ecarried eout eusing ethe et-statistical etest ein ethe epartial 

eleast esquared e(PLS) eanalysis emodel eusing ethe eSmartPLS e3.0 esoftware. eWith ethe ebootstrapping etechnique, ethe eR 

eSquare evalue eand ethe esignificance etest evalue ewere eobtained ein eTable e5 eand eTable e6. eThe eresults efor eall eof ethe 

ehypotheses e(H1, eH2, eH3, eH4, eH5) eare esupported. 

Discussion 

Based eon eTable e5, ethe eR eSquare ecustomer esatisfaction e(CS) evalue eis e0.570 ewhich emeans ethat ethe ecustomer 

esatisfaction e(CS) evariable ecan ebe eexplained eby ethe efour edimensions eof eBrand eLeadership, enamely equality e(Q), 

evalue e(V), einnovation e(I), eand epopularity. e(P) eis e57.0%, ewhile ethe eremaining e43.0% eis eexplained eby eother 

evariables enot ediscussed ein ethis estudy. eMeanwhile, ethe eR eSquare evalue eof erepurchase eintention e(RI) eis e0.794, 

ewhich emeans ethat ethe evariable erepurchase eintention e(RI) ecan ebe eexplained eby ethe ecustomer esatisfaction evariable 

eof e79.4%, ewhile ethe eremaining e20.6% eis eexplained eby eother evariables enot ediscussed ein ethis estudy. eMeanwhile, 

eTable e6 edisplays ethe et-statistics eand ep-values ethat eshow ethe einfluence ebetween ethe eresearch evariables ethat ehave 

ebeen ementioned. 

The efirst eobjective eof ethis estudy eis eto einvestigate ethe eeffect eof ebrand eleadership eon ecustomer esatisfaction eon ee-

commerce esites. eThe eresults eof ethis estudy estated ethat eall edimensions eof ebrand eleadership ewere efound eto epositively 

eaffect erepurchase eintentions. eThe efollowing ediscussion edescribes ethe eeffect eof eeach edimension eof ebrand eleadership 

eon erepurchase eintention. eIn eaddition, ethe equality edimension eof eBrand eLeadership ewas efound eto ehave ethe emost 

esignificant eeffect eon esatisfaction. e 

Next efollowed eby ethe edimensions eof evalue, einnovation eand ethe elast eis ethe edominance eof epopularity. eThe 

ediscussion eof ethis eresearch edescribes eeach edimension eof eBrand eLeadership. eFirst, eit ehas ebeen enoted ethat, eamong 

ethe evarious easpects eof eBrand eLeadership, ethe eperceived equality eof eonline esites eis ethe emost eimportant earea ein ethe 

ee-commerce efield e(W. eChiu e& eCho, e2019; ePebrina eet eal., e2021; eG. eSharma e& eLijuan, e2015; eWiyono eet eal., 

e2021). eThe eresults eobtained ein ethis estudy esupport ethe eperception ethat ethe equality eof ea ewebsite ehas ea epositive  

eeffect eon esatisfaction e(H1). eThis efinding ecorroborates eprevious eresearch ethat ethe eperceived equality eof ea ewebsite 

eplays ean einfluential erole ein econsumer esatisfaction. eMeanwhile, ethe epopularity edimension ehas ethe elowest eeffect 

e(0.065) eto einfluence ecustomer esatisfaction eamong estudents. eThat eis, ethis estudy eindicates ethat ethe estudent 

erespondents euse ethe elogic eof equality erather ethan eemotional epopularity. 

However, ethis estudy ediffers efrom ethe efindings eof eChiu e& eCho e(2019). eIn eChiu e& eCho's eresearch e(2019), ethe 

edimensions eof equality eand einnovation edo enot ehave ea epositive eand esignificant eeffect eon ecustomer esatisfaction, 

ewhile ethis estudy efinds ethat ethe efour edimensions eof ebrand eleadership ehave ea epositive eand esignificant eeffect, ewith 

edifferent elevels eof esignificance. eThis estudy eproves ethat estudents' eperceptions eof eevaluating ee-commerce esites eare 

emore elogical, eholistic, eand ecomprehensive. eIn ethe eperception eof ethe erespondents ein ethis estudy, ethe equality 
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edimension edoes erank eat ethe etop, ebut ethe erespondents estill eassess ethe eneed efor eother ebrand eleadership efactors eor 

edimensions ethat emust ebe eproperly einvolved. 

The epractical eimplication eof ethe efindings eof ethis estudy eis ethat eto eattract enon-tech-savvy econsumers, eword eof 

emouth eis ea epowerful emarketing etool eand ean eeffective emarketing etool efor ebuilding epopularity. eOf ecourse, eit emust 

ebe efollowed eby eadequate equality eand einnovation. eTherefore, ewhen eservice eproviders eensure ethat ethis equality 

edimension eis ewell edeveloped, eit ecan eencourage econsumers eto ebe eloyal eto ethe ebrand ein equestion. 

The esecond emain eobjective eof ethis estudy ewas eto einvestigate ethe eeffect eof ecustomer esatisfaction eon erepurchase 

eintention eamong estudents. eThe efindings eof ethis estudy econfirm eprevious eresearch ethat ethe ecustomer esatisfaction 

evariable ehas ea epositive eand every esignificant einfluence eon erepurchase eintention e(Huarng e& eYu, e2019; eMensah e& 

eMensah, e2018; eS. eSharma e& eBock, e2005; eTandon eet eal., e2020). eThis eresearch ecan ebe ethe ebasis efor ethe ee-

commerce eindustry eplayers ewho etarget ethe estudent emarket eas etheir ebusiness egoals. 

However, ethis eresearch eis ealso enot ewithout elimitations. eThis estudy ein ethe efuture eneeds eto einvolve ethe egender eand 

eage efactors eof ethe erespondents eso ethat ethey ecan emap eout ein emore edetail eeach einfluence eof ethe eexisting ebrand 

eleadership edimensions. ePerhaps, ethe efindings eof ethis estudy ewill ereveal enew, emore edetailed, eand euseful efacts efor 

ethe edevelopment eof ee-commerce ebusinesses ein ethe efuture. eIt eis ealso epossible eto eextend ethe etheoretical emodel eof 

ethis estudy eto einclude eadditional edependent evariables esuch eas econsumer esatisfaction eand ecommunity eculture. 

 

IV. CONCLUSION 

Finally, the findings of this study confirm that all dimensions of brand leadership, which consist of the dimensions 

of quality, value, innovation, and popularity, have a positive and significant impact on customer satisfaction. 

Likewise, it was found that customer satisfaction has a positive and significant effect on repurchase intention among 

student respondents on products marketed on e-commerce sites. The findings and implications of this study are 

largely in line with the existing literature, which was discussed earlier. 
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