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This study aimed to develop factors affecting the intention to repurchase
sacred objects through electronic media in Thailand. The population
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INTRODUCTION

In Thailand, freedom in the practice of religion is obvious. Most population is Buddhist, accounting
for 92.52% (Central Religious Information Centre, 2021). Buddhism has been practiced for along time
until it became the foundation of belief. Thais who believe in Buddhism often have sacred objects as
a refuge for protection from dangers. Nowadays, despite advanced technology, most Thai people are
still hooked on sacred objects. Belief has created a business. In the past, numerous businesses were
related to belief, including sacred objects, which became valuable collections, creating an annual
turnover of more than 7 billion to 15 billion baht. Apart from Thai people who believe in sacred
objects, many foreigners also believe in sacred objects. Foreigners who are major purchasers in the
sacred objects market include China, Malaysia, Singapore (Campbell, 1996; Chanabowornwat, 2017).

Due to advanced technology, there is a convenient distribution channel for sacred objects and the
market can be expanded quickly. In the past, customers had to travel to purchase sacred objects at
temples or shops. Instead, customers can now purchase sacred objects through their smartphones
anywhere, anytime, especially electronic media which is very famous at 73.8%. Therefore, most
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sacred objects business entrepreneurs shared knowledge and opportunities for customers to
participate in opinion sharing through electronic media. As a result, the sacred object business had
the opportunity to continue growing sustainably. Moreover, due to the continuous growth of online
business and the changing behavior of today's customers, there is an opportunity to expand online
business channels to meet more customers' needs (Chokthaworn, 2020; Siriwanich, 2020).

Due to the current business operating model and changing consumer behavior, online business
entrepreneurs need to find new methods to keep up with this change. The keys include factors that
cause today's consumers to want to buy, to be satisfied, and to repurchase to create increased sales
and relationships in the long term, causing profit to the business. Therefore, to reach a more precise
conclusion, this study studied the pattern of repurchase intention of current online consumers by
using the Theory of Repurchase Decision-making (TRD) by Han and Ryu (2012) as a model for the
research to improve the ability to predict the repurchase decision making of individuals with psycho-
social theory since these factors were integrated with marketing concepts and consumer behavior
that can explain the process of repurchase. The theoretical framework explains factors, such as
beliefs, perceptions, satisfaction, and repurchase intention. The theory of reasoned action and the
theory of planned behavior were employed to explain the beliefs of the individuals. In addition, the
valuables, namely electronic service quality, customer experience, and social media marketing were
employed to explain the causal relationship model of factors affecting the intention to repurchase
sacred objects through electronic media. Factors that cause repurchase intention in this study include
satisfaction, perceived value, electronic service quality, customer experience, beliefs, and social
media marketing.

Therefore, the research objective of this study is, to develop factors affecting the repurchase intention
of sacred objects through electronic media in Thailand. The findings of research would be beneficial
to those who start a sacred objects business through electronic media as guidelines for a career and
those who conduct business on sacred objects through electronic media as guidelines for developing
the business to create repurchase intention in the future. In addition, researchers, academics,
students, or those interested in the sacred object business would attain knowledge about the history
and background of Thai sacred objects. The findings are useful to those interested in learning about
business on online sacred objects in academics and research findings could be utilized to develop
research work in the future.

LITERATURE REVIEW

Sacred objects refer to things that people respect without reason or things that have sacred power,
both natural or man-made, based on the belief that they may be the reason for success, happiness,
prosperity, good fortune, or protection against various dangers. Sacred objects include amulets, lucky
coins, cloth amulets, and various types of talismans (Suriyan, 1972).

The Theory of Reasoned Action (TRA) was developed in 1975 by Icek Ajzen and Martin Fishbein.
Later, Ajzen saw that one of the limitations of the Theory of Reasoned Action was its limitation of the
transition from intentional behavior to actual behavioral action. It was seen that whether the
intention to execute the behavior predict the behavior or not will depend on another key condition
which is the behavior that will be performed under the control of the doer or the ability to do it.
Therefore, Ajzen developed the model by adding factors in the ability to control behavior in the model
called Perceived Control Behavior and this theory is called 'Perceived Control Behavior'. The Theory
of Planned Behavior (TPB), developed in 1985, was developed in 2002 to solve the limitations in the
behavior of individuals to control behavior which is not mentioned in the theory of reasoned action
(Ajzen, 1985; Ajzen, 2002).

Repurchase intention is a personal decision-making related to purchasing a product or service again.
The first purchasing decision is often a measure of behavior in the next repurchase (Gounaris et al.,

4011



Putprakob et al. Repurchasing Affecting Factors on Sacred Object

2010), caused by satisfaction with the product or service, including decisions from both internal and
external factors related to the customers (Kim et al. 2012). Moreover, successful sales can be
considered from the fact that customers come back to purchase again. Repurchases can occur from
customers who have confidence in the product or service. Trust is a key factor for customers to
choose to buy products from a particular salesperson. In general, the products are not necessarily of
the highest quality or the details may not as accurate as the salespeople always say. Meanwhile,
product delivery is not necessarily the fastest (Anderson, 2006), and this fosters successful business
management.

Satisfaction refers to a response that meets customers' needs with a good feeling or a feeling of joy.
It may be in terms of feeling evaluation from a positive attitude towards the stimulus both internal
and external of the individual (Oliver, 1997; Hornby, 2000). It is also a feeling along with the
emotional state of the customer towards learning from the experience and discovering that the actual
benefits matched what was expected or more than expected. It also refers to satisfaction with the
operating systems of the online sacred object stores, such as the quality of the sacred objects
received, online sacred object purchase system, payment system, shipping system, and services of
online sacred object purchase. Moreover, online consumer satisfaction is key for consumers to come
back and repurchase. It was also found that satisfaction negatively influenced repurchase intention
(Ginting et al., 2023; Napontun and Pimchainoi, 2023; Sudaryanto et al., 2021).

Perceived value refers to the benefit that customers receive, compared to the total cost of purchase.
This can be measured by how customers evaluate the overall value of what the customers receive
(Salegna and Goodwin, 2005) or the experience of utilizing the product or service through
interpretation (Schiffman and Kanuk, 2000). Mostly, customers trust their senses. Sometimes, it is
believed that experience is reality. This belief can cause problems. In particular, the perception of the
reality of objects is distinct. This would possibly lead to misunderstandings. Customers choose the
offers that deliver the most value as the sum of both tangible and intangible benefits and costs.
Customers' perceived value increases by quality and service and decreases by price (Kotler and
Keller, 2016). Moreover, the higher perceived value leads to the higher chance of repurchase
intention. It was also found that perceived value directly influenced repurchase intention (Zahra et
al,, 2023; Yulianto, 2022; Ananda et al., 2021).

Electronic service quality refers to an electronic service to provide electronic tools to customers. An
operating system is required for electronic services creating interactions between service providers
and service users (Hopker and Hole, 2001). To assess the quality of a customer's website, it is not
only the experience during interaction with the website but also after-sales service. Therefore,
electronic service quality was broadly defined to cover all steps of interaction between electronic
media customers to facilitate efficient purchasing and delivery in virtual markets (Lee and Lin, 2005).
The provision of good services online to meet the expectations and needs of customers led to
customers' maximum satisfaction in purchasing sacred objects, a good impression, and repurchase
intention of sacred objects. Electronic service quality of the sacred object business was divided into
7 aspects, namely efficiency of use, goal achievement, privacy, system readiness, customer response,
compensation for damage, and contact. It was also found that e-service quality directly influenced
repurchase intention (Jayaputra and Kempa, 2022; Wiatna and Sanaji, 2022). E-service quality
indirectly influenced repurchase intention through satisfaction (Julianto et al., 2023; Vo and Phan,
2023; Meisaroh et al. 2022). Also, e-service quality indirectly influenced repurchase intention
through perceived value (Prasetyo et al., 2021; Wiryana and Erdiansyah, 2020).

Customer experience triggers awareness through interactions between customers and products,
employees, or others in a business that stimulate an expression of reason, emotion, senses, and
physical characteristics. Customer experience evaluation depends on the comparison between
customer expectations from stimulation during the interaction (Gentile et al., 2007). Experiences
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triggering emotion and feeling can stimulate perception from products or services. In this research,
the concept of Schmitt (1999) was employed as a key foundation that creates customer experience.
The concept consists of 5 aspects: sense, feeling, thinking, practice, and connection, and it was also
found that customer experience directly influenced repurchase intention (Sari and Padmantyo, 2023;
Gunawan et al,, 2023). In addition, customer experience indirectly influenced repurchase intention
of sacred objects through satisfaction (Adi et al., 2022; Anifa and Sanaji, 2022; Somantri, 2020;
Hasniati et al., 2021; Diyanti et al., 2021; Mulyono and Situmorang, 2018). Customer experience did
not indirectly influence repurchase intention through perceived value (Yulianto, 2022; Realino et al.,
2021).

Belief refers to the idea that an individual holds on to something. Belief may be affected by many
factors, including knowledge, different perspectives, and faith (Kotler and Armstrong, 2018).
Additionally, Thai scholars defined belief as an occurrence after consideration with reason so one
should believe and have faith. It comes from an acceptance that it is true or exists. There may be
evidence to prove it or it may not be proven. If people in a society accept it, it can be accepted
(Phrathepvethi, 1989). If we have belief, there is an incentive to respond to such belief and behavior
changes accordingly. In addition, various beliefs have often been told by past generations that there
are mysterious powers that protect them. Therefore, a ceremony was held to pay respect to sacred
things, spirits, ghosts, and demons in that society as a part of people's development. Human beings
need to be bound by belief. Human life includes visible, understandable, and demonstrable things.
Belief gives people confidence and comfort and helps humans to achieve success (Nimpanich, 2003;
Jam et al, 2013). Belief in sacred objects is prominent and it will bring benefits, leading to
concentration and wisdom as well as good fortune for worshipers and their families. The belief in the
sacred object business was divided into 4 aspects, namely Buddhist virtues, Buddhist commerce,
Buddhist faith, and Buddhist art, and it was also found that belief directly influenced satisfaction
(Spiridigliozzi, 2022; Rathore and Bhatia, 2020) and belief directly influenced perceived value (Wang
and Yu, 2016; Zhuang et al., 2015; Jam et al., 2017).

Social media marketing refers to the development of business opportunities to reach a customer base
and build strong marketing relationships with customers (Kelly et al., 2010; Rashid et al., 2023) by
sharing events, articles, experiences, photos, videos, music, and opinions in the online world through
the network quickly and efficiently (Minton, 2013). Moreover, it is also a tool for building an image.
Electronic media was used to distribute and create market value through communication to achieve
needs. Social media marketing can be considered a new trend in business that can easily reach
customers. Various channels can be developed to reach selected customer groups in various means
(Kaur, 2016; Kanval et al., 2024). Nowadays, all businesses employ online marketing to communicate
with customers. Due to the advancement of modern technology, consumers are close to electronic
media. Therefore, online marketing become a popular marketing tool in various businesses. Online
marketing can be considered a new trend in the sacred object business that can easily reach the target
group. Social media marketing of sacred object business was divided into 5 aspects, namely
interaction, popularity, word-of-mouth marketing, entertainment, and specificity. It was also found
that social media marketing directly influenced repurchase intention (Asyhari et al., 2022; Subawa
etal., 2020). Social media marketing directly influenced satisfaction (Haryanti et al., 2022; Poluan et
al, (2022). Social media marketing directly influenced perceived value (Juliana et al., 2022;
Rachmania, 2021; Wahyudi and Parahiyanti, 2021).

Research Framework

The Figure 1 depicts the research framework that consists of four independent variables, two
mediating variables, and one dependent variable, The hypotheses of the study were presented as
follows:

H1: Satisfaction directly influences the intention to repurchase sacred objects.
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H2: Perceived value directly influences the intention to repurchase sacred objects.

H3: Perceived value indirectly influences the intention to repurchase sacred objects through
satisfaction.

H4: Electronic service quality directly influences the intention to repurchase sacred objects.

H5: Electronic service quality indirectly influences the intention to repurchase sacred objects
through satisfaction.

H6: Electronic service quality indirectly influences the intention to repurchase through perceived
value.

H7: Customer experience directly influences the intention to repurchase sacred objects.

H8: Customer experience indirectly influences the intention to repurchase sacred objects through
satisfaction.

H9: Customer experience indirectly influences the intention to repurchase sacred objects through
perceived value.

H10: Belief directly influences satisfaction.

H11: Belief directly influences perceived value.

H12: Social media marketing directly influences the intention to repurchase sacred objects.
H13: Social media marketing directly influences satisfaction.

H14: Social media marketing directly influences perceived value.
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Figure 1. Research Model
MATERIALS AND METHODS

This was quantitative research on customers who had experience in purchasing sacred objects from
sacred object shops through electronic media within 3 years. Online questionnaires were distributed
to 405 people randomly for only those who purchased sacred objects through electronic media in
Thailand. This study employed a structural equation model. Kline (2015) stated that the sample size
should be at least 200 samples or more. This is consistent with Hair et al. (2010) that the appropriate
sample for the structural equation model should be 200-300 samples. Therefore, at least 200 samples
of questionnaires must be completed. However, questionnaires submitted to the researcher may be
in incomplete condition. Therefore, a sample group larger than the minimum sample would be
beneficial to the analysis results. Therefore, the sample size in the structural equation model would
be 360 samples. However, the questionnaire that the sample answers may be incomplete. Additional
questionnaires to 400 people were distributed, but questionnaires may be returned in an incomplete
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condition, such as answering many questions in one question. A sample that is greater than the
minimum sample would positively facilitate the analysis results. Therefore, the sample size was 400
samples. After collecting the questionnaires, 412 samples were obtained. Then, 405 complete
questionnaires were obtained from screening. Convenience sampling was employed. Data were
collected for 2 months (July-August 2023) and then analyzed by SPSS and SmartPLS.

RESULTS

The results of measurement analysis were illustrated the accepted values in terms of outer loadings,
Cronbach's Alpha, CR and AVE. The results of discriminant validity in each variable must have an
external component weight test value of greater than 0.7 (Hair et al., 2010), and an AVE and Cronbach
Alpha should be greater than 0.5 (Hair et al., 2017; Hair et al,, 2018) as shown in Table 1.

Table 1. Results of measurement analysis

Variables Items Outer Loadings Cronbach Alpha CR AVE
Repurchase RL1 0.878 0.925 0.926 | 0.770
Intention RL2 0.877
)RI) RL3 0.893

RL4 0.875

RL5 0.853
Satisfaction S1 0.876 0.923 0.924 | 0.766
)S) S2 0.863

S3 0.875

S4 0.896

S5 0.864
Perceived Value PV1 0.866 0.895 0.898 | 0.705
(PV) PV2 0.863

PV3 0.871

PV4 0.818

PV5 0.774
E-Service Quality | EQ1 0.711 0.875 0.884 | 0.574
(EQ) EQ2 0.803

EQ3 0.739

EQ4 0.658

EQ5 0.732

EQ6 0.828

EQ7 0.816
Customer CE1 0.826 0.861 0.871 | 0.646
Experience )CE) CE2 0.866

CE3 0.858

CE4 0.697

CE5 0.758
Beliefs Bl 0.808 0.768 0.786 | 0.595
)B) B2 0.616

B3 0.828

B4 0.812
Social Media | SMM1 0.824 0.870 0.875 | 0.658
Marketing )SMM) | SMM?2 0.789

SMM3 0.861

SMM4 0.774

SMM5 0.804

SMM1 0.824
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The discriminant validity test was to consider the level of the latent variable as presented in Table 2.
The latent variable scores must not be highly correlated based on the Fornell-Larcker criterion with
a value of 0.779-0.877. Discriminant validity was also found which was less than 1 (Hair et al., 2017;
Hair et al,, 2018), indicating that all latent variables had satisfactory discriminant validity (Lowry and
Gaskin, 2016).

Table 2. Discriminant Validity

Issue Value Criterion

SRMR 0.051 Should be less than 0.08
d_ULS 1.46 Less than P95

d_G 0.699 Less than P95
Chi-square 1874.867 -

Normed Fit Index (NFI) 0.848 Between 0 to 1

For structural analysis, this study used SmartPLS to analyze data and the results was showed as
Figure 2. The R-square value of RI was 0.63, indicating all latent can be explained the repurchase
intention of this research model. In addition, the findings illustrated three factors influence on
repurchase intention, such as satisfaction, perceived value, and social media marketing. In contrast,
customer experience cannot be the factor of repurchase intention in scared object. Furthermore,
customer’s satisfaction was the mediator of Rl and three factors (perceived value, customer
experience, and E-service quality). Additionally, perceived value also was the mediator of RI and
customer experience.

Figure 2. Result of structural analysis

In hypothesis testing, the results indicated four hypotheses were not support, such as H4, H6, H7, and
H10. However, the other hypotheses were supported as presented in Table 4.

Table 4. Results of hypothesis testing

Hypothesis | Path Beta P-Values Result

H1 Satisfaction-> Repurchase Intention 0.394 ok Supported

H2 Perceived Value-> Repurchase Intention 0.138 * Supported

H3 Perceived Value-> Satisfaction-> Repurchase | 0.190 ok Supported
Intention

H4 E-Service Quality->-> Repurchase Intention 0.033 - Not

Supported

H5 E-Service Quality->Satisfaction-> Repurchase | 0.058 ok Supported

Intention
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H6 E-Service Quality-> Perceived Value -> | 0.024 - Not
Repurchase Intention Supported
H7 Customer Experience -> Repurchase Intention | -0.001 - Not
Supported
H8 Customer Experience-> Satisfaction-> | 0.053 * Supported
Repurchase Intention
H9 Customer Experience-> Perceived Value -> | 0.054 * Supported
Repurchase Intention
H10 Belief-> Satisfaction 0.056 - Not
Supported
H11 Belief-> Perceived Value 0.113 ok Supported
H12 Social Media Marketing-> Repurchase Intention | 0.298 kK Supported
H13 Social Media Marketing-> Satisfaction 0.132 ok Supported
H14 Social Media Marketing-> Perceived Value 0.300 ok Supported

Note: Degree of confidence: ***=p<0.001, **=p<0.01, *=p<0.05
DISCUSSION

Satisfaction directly influenced the intention to repurchase sacred objects since people who purchase
sacred objects through electronic media were satisfied with the quality of the purchased sacred
objects. Moreover, the price of sacred objects through electronic media was different from the shop
and there is advice and knowledge provision through electronic media to meet purchasers' questions.
In addition, purchasing sacred objects through electronic media was easy, convenient, and fast for
customers. Due to good service or the quality of the sacred object that meets the expectation,
customers who purchased sacred objects through electronic media were satisfied and considered the
repurchase intention of sacred objects in the future. Similarly, Oliver (1980) stated that satisfaction
is the result of consumer evaluation by considering the difference between expectations and
perceptions based on the use of a product or service. The level of consumer satisfaction depends on
the management of the product or service providers that can meet the expectations of the consumer.
Consumer satisfaction is a predictor of product purchasing behavior or consumers' return to use the
service in the future. This is also consistent with the theory of repurchase decision-making, indicating
that repurchase intention would be a result of satisfaction with the product or service. Repurchase
intention can occur from the customer having confidence in the product or service. Trust is a key
factor in the customer choosing to buy the product. Normally, the products sold are not necessarily
of the highest quality or the product delivery is not necessarily the fastest. This is also consistent with
the study of Cuong (2023) who discovered that satisfaction influenced repurchase intention.
Satisfaction arises from using the product. Due to perceived worthiness, compared to purchasing
products through traditional methods, customers saved more time purchasing products than
purchasing products through other methods. As a result, they would continually use the online
application to make purchases. In addition, consumers will come back to buy again. Therefore, online
consumer satisfaction is key to increasing online repurchase intention. Online stores should enhance
happiness for consumers and show consumers that this purchasing decision is the right decision.
Therefore, online stores provide consumers with a satisfying experience, leading to a greater
tendency to buy products from the same store in the future. Moreover, higher consumer satisfaction
results in a higher chance of repurchase intention through online channels. On the contrary, a low
level of consumer satisfaction also leads to a low level of customers’ repurchase intention.

Perceived value directly influenced the intention to repurchase sacred objects since the reliability of
sellers on electronic media was key in purchasing sacred objects through electronic media.
Therefore, sellers be honest and sincere to customers who spend money to receive what can meet
their expectations. In addition, this includes the customers receiving genuine sacred objects from the
temple with an emphasis on offering guarantees, such as guaranteeing that sacred objects are
genuine so that customers would have more confidence in sacred object shops through electronic

4017



Putprakob et al. Repurchasing Affecting Factors on Sacred Object

media and dare to purchase sacred objects through electronic media. This results in the repurchase
intention of sacred objects in the future. This is also in line with the theory of repurchase decision-
making, indicating that repurchase intention would be a result of the overall evaluation of the utility
of the product and service based on the perception between what is given and what is received by
comparing the benefits received from using and costs, both monetary and non-monetary, including
receiving products and services that meet expectations. This is also consistent with the study of Zahra
et al. (2023) who uncovered that perceived value directly influenced repurchase intention since
perceived value has a significant impact on repurchase intentions, meaning that the higher perceived
value led to a higher chance of repurchase intention. Customers consider the quality of the products
sold. In addition, customer reviews show that the purchased products have a high economic value
due to their high quality, including easy payment methods. Also, customers consider the products
they purchase to be very useful. These may lead to customers repurchase intention. This is also in
line with Mogea et al. (2021) who studied the influence of the perceived value of customer trust and
customer satisfaction on Shopee's repurchase intention and found that perceived value directly
influenced repurchase intention since customers' perceived value affected the way customers think
of the company. They consider many aspects and the product received from the company as being
worthwhile or not that they would purchase again. Therefore, customers' perceived value is as
meaningful as the benefits received from the product with the price they pay. If customers have a
high level of perceived value, it will possibly increase online repurchase intention.

Perceived value indirectly influenced the intention to repurchase sacred objects through satisfaction
since customers through electronic media received genuine sacred objects with a guarantee that is
worth the money paid. Moreover, the price of sacred objects on electronic media is acceptable with
product guarantees, leading to customers' confidence and trustin the product and daring to purchase
sacred objects through stores on electronic media. In addition, information can be provided by the
seller 24 hours a day with the reliability of the seller. When the customers received all the utilities
from the service, including the emotional and sacred object value, customers were satisfied and
repurchased sacred objects through electronic media in the future. This is also consistent with the
theory of repurchase decision-making, indicating that the repurchase intention emerges from the
overall evaluation of the utility of the product and service based on the perception between what is
given and what is received by comparing the benefits received from using and costs, both monetary
and non-monetary, including receiving products and services that meet expectations. Therefore,
customers are satisfied and come back to repurchase products or services in the future. This is in line
with the study of Cyntya and Berlianto (2023) who studied the influence of the reliability of online
opinions, brand value, and customer satisfaction on the repurchase intention of the Bio Beauty Lab
brand and discovered that perceived value indirectly influenced repurchase intention of the Bio
Beauty Lab brand through satisfaction since the high perceived value of a brand increased customer
satisfaction and vice versa. Perceived value is similar to customer satisfaction, which focuses on
consumer expectations. Moreover, perceived value is the comparison between profit and loss when
a customer assesses a product. Therefore, it affects the repurchase intention. This is also consistent
with Shang and Zheshi (2020) who found that perceived value indirectly influenced repurchase
intention through satisfaction. If the consumers' perceived value is good, the consumer will feel
satisfied. When purchasing products, consumers will repurchase the products in the future.

Electronic service quality did not directly influence the intention to repurchase sacred objects since
sacred objects were purchased through electronic media. Some stores did not have a genuine
guarantee according to international standards. Also, the sellers did not have documents or
membership cards for selling sacred objects and they may not be able to reveal identity or personal
contact information. Therefore, the purchasers felt distrustful in purchasing sacred objects through
electronic media. In addition, purchasing sacred objects through electronic media may be difficult to
access or a sacred object that does not match the picture shown by the seller or personal information
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may be disclosed without the purchaser's consent. In addition, some sellers could not buy sacred
objects back. When a sacred object is damaged, the store is not responsible for compensation and the
purchaser may not contact the store immediately. Accordingly, they did not purchase sacred objects
through electronic media again in the future. Syachrony et al, (2023) studied the influence of
electronic service quality, website quality, promotions, and electronic trust on the repurchase
intention of Shopee in Jakarta and found that electronic service quality was not related to purchase
intention. This demonstrates that electronic service quality did not influence consumers to
repurchase through Shopee. Moreover, electronic service quality was not one of the main factors
influencing repurchase intention. Therefore, an increase or decrease in electronic service quality did
not affect consumers repurchase intention since consumers experienced satisfactory electronic
service quality from Shopee. This is in line with Wahyuningtiyas and Ramadhan (2023) who studied
the effectiveness of marketing through electronic media and electronic service quality on repurchase
intention with brand loyalty and found that electronic service quality was not related to repurchase
intention. Based on the analysis results, the influence of electronic service quality on repurchase
intention was not significant. Repurchase intention would not occur solely because of electronic
service quality, but it requires different variables. Improving electronic service quality leads to
enhanced repurchase intention.

Electronic service quality indirectly influenced the intention to repurchase sacred objects through
satisfaction as those who purchased sacred objects through electronic media considered that
purchasing sacred objects through electronic media had easy access to information. Shops through
electronic media delivered the sacred object that matches the picture shown. Moreover, personal
information was not disclosed. In addition, sacred objects through electronic media had no system
errors. To return the sacred object, the shop will be happy to buy the sacred object back. If the sacred
object is damaged, the shop will be responsible and the customer can contact the store immediately.
When customers receive good service, answers that meet the needs of tenants, and the sacred object
exactly as depicted, confidence will be built. Therefore, they were satisfied and likely to create
repurchase intention through electronic media. This is consistent with concepts and theories
regarding electronic service quality that electronic service creates interactions between service
providers and users. The quality evaluation during interaction includes after-sales service to meet
the expectations and needs of customers. This leads to maximum satisfaction caused by the efficient
procurement and delivery of electronic services in the online market. This is also consistent with the
study of Ginting et al. (2023) who found that electronic service quality indirectly influenced
repurchase intention through satisfaction. This is consistent with Damayanti et al. (2022) who
studied the influence of electronic service quality on repurchase intention through customer
satisfaction with Shopee customers in Makassar and found that repurchase intention through
customer satisfaction was proven to be positively and greatly influenced by electronic service quality.
Therefore, this study has been proven, meaning that increasing electronic service quality would lead
to an increase in customer satisfaction and the chance of repurchasing in the future. The electronic
service quality ensures that every customer receives good service, especially all respondents
involved in the service from the efficiency of use, the goal achievement, privacy, system readiness,
customer response, compensation for damage, and contact. After considering the increase in
available electronic services, customers will repurchase on Shopee.

Electronic service quality did not indirectly influence the intention to repurchase sacred objects
through the perceived value as the customers on electronic media considered that there were many
imposters or thieves in various forms, such as scamming and not delivering items, sending fake
sacred objects, etc. In addition, some sacred objects shops may not pay attention to the sacred objects
delivered, such as not clearly telling the details and taking blurry photos to hide damaged sacred
objects. This creates disappointment when they receive damaged, unattractive products due to bad
packaging. Moreover, what cannot be avoided is delivery that causes damage, such as a damaged box,
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lost package, or damage during delivery. Therefore, purchasers feel worried about receiving a
product that does not meet expectations. This reduces the reliability of purchasing sacred objects
through electronic media and may not repurchase sacred objects through electronic media. To make
customers repurchase sacred objects through electronic media, sellers must be honest and provide
accurate, sincere, and fair price details with genuine products. This would make the customer see
that it's worth the money they paid. In addition, product collateral and seller's reliability can lead to
more confidence in sacred object shops through electronic media. This results in repurchasing sacred
objects in the future. This is consistent with Bourdeau (2005) who remarked that the perceived value
was caused by customers' observation, evaluated according to the utility of the product or services
by comparing the benefits from use and costs, both in monetary and non-monetary terms as the
result of experience from the purchase. The evaluation is made by asking the customer to compare
the value of receiving the service with the amount paid. After careful consideration, it is the most
correct decision to use the service. Moreover, the total value received from the service provider is
the best. Similarly, Lapierre (2000) found that the perceived value was an overall comparative
evaluation of the utility of the product or service with a total cost, leading to satisfaction, convenience,
and social profit, which influences service use. In addition, service users felt that their needs must be
satisfied, such as having a good service system, convenience in receiving service, tine saving, and
satisfaction. All mentioned above can be factors facilitating serviced decision.

Customer experience did not directly influence the intention to repurchase sacred objects since the
customers had a bad experience. Due to a lack of care in steps in selling sacred objects through
electronic media, the customers received an imperfect or damaged sacred object. This also reduces
confidence in purchasing sacred objects through electronic media. In addition, sellers through
electronic media may not guarantee sacred objects and cannot reveal their identities. Therefore,
customers were not confident in purchasing sacred objects through electronic media and may lead
to a decrease in purchasing sacred objects through electronic media. In addition, customers may not
be able to study the details of sacred objects before deciding to purchase one. If the customers never
used other types of electronic media, it is difficult to decide to purchase sacred objects through
electronic media. Moreover, the fact that customers have a bad experience in purchasing sacred
objects through electronic media results in a decrease in repurchasing sacred objects through
electronic media. This is consistent with Chatzoglou et al. (2022); Handayani et al. (2022) who found
that perceived value directly influenced repurchase intention. Customer experience was not related
to repurchase intention, meaning that a higher level of customer experience led to a higher chance of
repurchase intention. A simple regression analysis revealed that customer experience can predict the
value of repurchase intention.

Customer experience indirectly influenced the intention to repurchase sacred objects through
satisfaction since those who purchased sacred objects through electronic media had a good
experience. Customers felt that the seller took good care in every step to deliver the perfect sacred
object. Therefore, customers had more confidence in purchasing sacred objects through electronic
media. In addition, customers can study the details of sacred objects, leading to a greater
understanding of sacred objects. Due to experience in using other forms of electronic media,
customers can purchase sacred objects through electronic media easily. A good service led to a good
experience. As a result, customers were satisfied with sacred objects through electronic media and
had repurchase intention of sacred objects through electronic media. This is consistent with concepts
and theories about customer experience, stating that the interaction between consumers and brands
through purchasing products or services is when the consumer spends valuable time with the
product brand, resulting in memorable experiences and impressions for consumers. This would
prevent consumers from changing their minds to use other products or services. This is in line with
the study of Adi et al. (2022), Somantri (2020), Mulyono and Situmorang (2018), Hasniati et al.
(2021) and Diyanti et al. (2021) who discovered that customer experience indirectly influenced
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repurchase intention through satisfaction, indicating that customers' good experience led to
satisfaction and even repurchase intentions in the future. This is also consistent with Anifa and Sanaji
(2022) who studied the influence of perceived ease, benefits, and customer experience on repurchase
intention and found that customer experience indirectly influenced repurchase intention through
satisfaction. Since customers are satisfied with the quality of service, this leads to a good experience.
Ultimately, this good experience would lead to repurchase intention in the future.

Customer experience did not indirectly influence the intention to repurchase sacred objects through
perceived value since those customers through electronic media had a bad experience. They felt that
they may receive an imperfect or damaged sacred object. They may be deceived by a scammer or
receive poor service from the seller. As a result, the customers would not repurchase sacred objects
through electronic media since they thought that it was not worth the money they paid and did not
receive the product as expected. This leads to a decrease in trust in purchasing sacred objects through
electronic media. To improve the chance of repurchase intention, the sellers must be honest with the
product guarantee. The credibility of sellers should be built, leading to a good experience among
customers who purchase sacred objects through electronic media. They would have confidence in
the shop through electronic media and the sellers as well. This results in the repurchase intention of
sacred objects in the future. This is consistent with concepts and theories about customer experience,
stating that the interaction between consumers and brands through purchasing products or services
is when the consumer spends valuable time with the product brand, resulting in memorable
experiences and impressions for consumers. This would prevent consumers from changing their
minds to use other products or services. This is also consistent with the study of Watchara and Sripa
(2020) who studied online product scams and found that customers who purchased products online
experienced a scam. In deciding to order products online, customers considered the value they
receive at a low price and thus decided to purchase the product. This leads to an increase in people
being deceived by ordering products online. Moreover, the scam on online communities is still a
problem, and more complicated methods have been seen, such as offering intangible products that
make it impossible to be confident in the true quality or being cheated by the seller. With plenty of
online stores, people who did not purchase products from a store that has standards or a seller with
good ethics would be cheated. For example, when customers pay for a product, the seller does not
deliver the product, including a product that does not match what was ordered or a broken product.
In addition, the product may be damaged or lost during delivery. Due to poor shipping, the product
may be lost. Some products may be out of stock. Although customers may receive compensation from
the warranty of the shipping company, customers do not receive the product that meets their needs
and feel disappointed. This is also consistent with Sitthiburanaya et al. (2022) who studied online
scams and found that scams among buyers, including deceiving to sell products that don't exist,
products that do not match the description, and falsification caused stress among customers, leading
to fear of scams and a bad experience when purchasing products online.

Belief did not directly influence satisfaction since customers who purchased sacred objects through
electronic media found that they did not enhance destiny, safety, prosperity, and fortune. In addition,
it did not cause faith in the principles of Buddhism or respect in the monks who created the sacred
objects and did not care about values, beauty, experience, and materials. Moreover, customers may
purchase sacred objects based on the trend, not belief. When it did not meet their expectations, it
caused dissatisfaction in purchasing sacred objects through electronic media. This includes the
quality, price, process, services, and bad experiences in purchasing sacred objects through electronic
media. Therefore, customers learned from the experience and found that the benefits did not match
what was expected. They were not satisfied with the operating systems of online sacred object stores,
such as the quality, payment system, shipping system, and service from the sellers. Therefore, belief
did not directly influence satisfaction. This is consistent with Halstead (1989) who studied
expectation and belief disconfirmation as predictors of consumer satisfaction and repurchase
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intention and discovered that belief did not directly influence satisfaction. This is also in line with
Nawi etal. (2019) who studied factors influencing the repurchase intention of Islamic travel packages
in Malaysia and found that beliefs did not directly influence satisfaction.

Belief directly influenced perceived value since customers who purchased sacred objects discovered
that they led to a better life or received a sacred object that met their expectations. Therefore,
financial value was felt through electronic media. This includes quality and product guarantees, such
as quality guarantees. If it is not authentic or damaged, the shop will be happy to take responsibility.
The reliability of sellers is key in purchasing sacred objects through electronic media. Customers
evaluated the difference between spent feelings, time, and expenses with the results received from
purchasing sacred objects through online stores. Perceived value includes quality, value for money
spent, time spent, convenience, guarantee, etc. This is consistent with the theory of reasoned action
and the theory of planned behavior, stating that a personal belief regarding behavioral expression
can control that behavior as intended. If a person believes that they can easily perform the behavior,
the person will be able to control the outcome. This is consistent with the study of Wang and Yu
(2016) who studied the influence of belief in the properties of ready-to-drink coffee on consumers'
perceived value and repurchase intention and found that belief influenced perceived value. This is in
line with Zhuang et al. (2015) who studied understanding the relationship between belief, perceived
value, and behavioral intentions and found that belief influenced perceived value.

Social media marketing directly influenced the intention to repurchase sacred objects since
customers could share knowledge about sacred objects between them and sellers. Therefore,
customers trusted and received accurate information. They saved time and the cost of traveling to
purchase sacred objects at the offline store. Importantly, purchasing sacred objects through
electronic media was also easier to compare prices with other stores. This is an advantage. In
addition, if the customers receive good service from sellers, they will recommend the sellers to
friends and acquaintances through electronic media. This is to prevent friends and acquaintances
from scams. In addition, customers can participate in the activities of the sacred object shop, such as
live broadcasting so that customers will receive special promotions, such as cheap prices, gifts or
discounts, etc. Also, Facebook is one of the first online channels for purchasing and sharing
knowledge, stories, and information about sacred objects through electronic media. Therefore, most
customers were confident in purchasing sacred objects through this channel and had repurchase
intentions. This is also consistent with concepts and theories about social media marketing, stating
that social media marketing can continuously respond to needs on electronic media. This is also
consistent with the study of Asyhari et al. (2022) and Marphy (2021) who found that social media
marketing influenced repurchase intention since social media marketing data analysis had a positive
influence and a significant effect on repurchase intention. These stimulated consumers repurchase
intention in the future.

Social media marketing directly influenced satisfaction since customers who purchased sacred
objects through electronic media were satisfied with sacred objects through electronic media.
Customers could share knowledge about sacred objects between them and sellers. Therefore,
customers trusted and received accurate information. They saved time and the cost of traveling to
purchase sacred objects at the offline store. Importantly, purchasing sacred objects through
electronic media was also easier to compare prices with other stores. In addition, if the customers
receive good service from sellers, they will recommend the sellers to friends and acquaintances
through electronic media. This is to prevent friends and acquaintances from scams. In addition,
customers can participate in the activities of the sacred object shop, such as live broadcasting so that
customers will receive special promotions. Also, Facebook is one of the first online channels for
purchasing and sharing knowledge, stories, and information about sacred objects through electronic
media. Therefore, most customers were satisfied with purchasing sacred objects through electronic
media. This is consistent with concepts and theories about social media marketing, stating that social
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media marketing builds relationships between people through talking, exchanging opinions, and
answering questions between buyers and sellers as a space for people to exchange opinions on
electronic media. Therefore, businesses need to create electronic interactions with users that fulfill
consumer needs, causing satisfaction. Also, friends are a key factor in spreading word of mouth and
cause repurchase intention. This is consistent with Haryanti et al. (2022) who found that social media
marketing directly influenced satisfaction and Wahyudi and Parahiyanti (2021) who studied social
media marketing and consumer satisfaction and response and found that social media marketing
directly influenced satisfaction since providing marketing information can increase consumer
satisfaction. During online transactions, customers will be more satisfied with the website, and
interaction and communication between users enhance loyalty, which is key in social media
marketing. A good service through online channels can also lead to satisfaction.

Social media directly influenced perceived value since customers who purchased sacred objects
through electronic media considered that it could build relationships and easily exchange knowledge
about sacred objects between buyers and sellers, such as detailed information on sacred objects.
They could recommend the sellers to friends and acquaintances through electronic media. Customers
could join in the activities, such as live auctions for sacred objects. Sacred objects through electronic
media are unique. Most of them are genuine sacred objects, worth the money spent, and have product
guarantees, such as quality guarantees. If it is not authentic or damaged, the shop will be happy to
take responsibility. In addition, the reliability of sellers is key in purchasing sacred objects through
electronic media. Customers evaluated the difference between spent feelings, time, and expenses
with the results received from purchasing sacred objects through online stores. Perceived value
includes quality, value for money spent, time spent, convenience, guarantee, etc. This is also
consistent with concepts and theories about social media marketing, stating that social media
marketing boosts engagement in the form of social network media. The most important issue is that
marketers must provide valuable content and shareable experiences following the intentions of
consumers. This will lead to consumers' word of mouth. This is consistent with the study of Juliana
etal. (2022) who studied the influence of social media marketing and perceived value and found that
social media marketing directly influenced perceived value. This is consistent with Rachmania
(2021) who studied social media marketing in Indonesia and found that social media marketing
directly influenced perceived value. This is also consistent with Wahyudi and Parahiyanti (2021) who
studied social media marketing and consumer satisfaction and response and found that social media
marketing directly influenced perceived value.

CONCLUSION

This study examined factors influencing the intention to repurchase sacred objects through social
media in Thailand. The findings revealed that satisfaction (3 = 0.394), perceived value (§ = 0.138),
and marketing through social media (8 = 0.298) directly influenced the intention to repurchase
sacred objects through electronic media in Thailand with statistical significance. It was also found
that social media marketing ( = 0.139) directly influenced satisfaction with statistical significance.
Perceived value (f = 0.190), electronic service quality ( = 0.058), and customer experience (3 =
0.053) indirectly influenced the intention to repurchase sacred objects through satisfaction with
statistical significance. In addition, belief (§ = 0.113) and social media marketing (8 = 0.300) directly
influenced perceived value and customer experience (f = 0.054) and indirectly influenced the
intention to repurchase sacred objects through perceived value with statistical significance.
Therefore, if online sacred object business entrepreneurs want customers to repurchase sacred
objects through electronic media, satisfaction should be considered first.

Suggestions

1. This study examined factors influencing the intention to repurchase sacred objects through
electronic media, such as electronic service quality and social media marketing. In the future,
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consumer behavior will change. Other variables should be employed to match the behavior of
consumers in that era, such as digital marketing, uncertainty, or superstitious behaviors.

2. New findings in this study are as follows: (1) Belief indirectly influenced the intention to
repurchase sacred objects through electronic media through perceived value and satisfaction. (2)
Social media marketing indirectly influenced the intention to repurchase sacred objects through
electronic media through satisfaction. (3) Social media marketing indirectly influenced the intention
to repurchase sacred objects through electronic media through perceived value. (4) Social media
marketing indirectly influenced the intention to repurchase sacred objects through electronic media
through perceived value and satisfaction. Therefore, findings can be employed for further study to
confirm the relationship in this study.

3. This study only examined electronic media. Therefore, there should be a study of both purchasing
sacred objects through electronic media and offline shops to compare and improve the results.

4. In this study, factors influencing the intention to repurchase sacred objects through electronic
media were studied using a sample group of people with experience in purchasing sacred objects
through electronic media. However, there is still a lack of factors from the perspective of business
owners of sacred objects through electronic media. Therefore, factors affecting the intention to
repurchase sacred objects through electronic media based on the business owner's perspectives and
types of sacred object should be studied.

REFERENCES

Adi PIM, Wayan EN, Kerti YNN, Gede S, 2022. The Mediating Effect of Consumer Brand Engagement
on the Relationship between Social Media Marketing and Repurchase Intention. Journal of
Digital Marketing and Halal Industry, 4(2): 1-22.

Ajzen I, 1985. From intentions to actions: A theory of planned behavior. In Action  control: From
cognition to behavior. Heidelberg: Springer Berlin Heidelberg. Berlin, Germany. pp: 11-39.

Ajzen 1, 2002. Perceived behavioral control, self-efficacy, locus of control, and the theory of planned
behavior 1. Journal of applied social psychology, 32(4): 665-683.

Ananda AA, Mugiono, Hussein AS, 2021. The influence of store image on repurchase intention: The
mediation role of perceived value and customer satisfaction. International Journal of
Research in Business & Social Science, 10(4): 17-2.

Anderson C, 2006. The long tail: Why the future of business is selling less of more. New York:
Hyperion.

Anifa N, Sanaji, 2022. Augmented Reality Users: The Effect of Perceived Ease of Use Perceived
Usefulness and Customer Experience on Repurchase Intention. Journal of Business and
Management Review, 3(3): 252-274.

Asyhari A, Ayuni S, Primananda NA, Saputri PL, Salleh WA, 2022. The Mediating Effect of Consumer
Brand Engagement on the Relationship between Social Media Marketing and Repurchase
Intention. Journal of Digital Marketing and Halal Industry, 4(2): 1-22.

Bourdeau LB, 2005. A New Examination of Service Loyalty: Identification of the Antecedents and
Outcomes of Additional Loyalty Framework (Doctoral dissertation). Gainesville, Florida:
University.

Campbell C, 1996. Half Belief and the Paradox of Ritual Instrumental Activism: A Theory of Modern
Superstition. The British Journal of Sociology, 47(1): 151-166.

Central Religious Information Centre, 2021. Followers of Buddhism and Other Religions. https://e-
service.dra.go.th/religion/buddhism?type

Chanabowornwat Y, 2017. The Offering of Sacred Things by Buddhists in Thai Society. Master of Arts
Thesis in Buddhist Studies. Faculty of Liberal Arts, Thammasat University, Bangkok.

Chatzoglou P, Chatzoudes D, Savvidou A, Thomas F, Delias P, 2022. Factors Affecting Repurchase
Intentions in Retail Shopping: An Empirical Study. Heliyon, 8(9): 1-19

4024


https://e-service.dra.go.th/religion/buddhism?type
https://e-service.dra.go.th/religion/buddhism?type

Putprakob et al. Repurchasing Affecting Factors on Sacred Object

Chokthaworn L, 2020. Model of Consumers' Repurchase Intention through Online Stores. Doctorate
Thesis in Management. Suranaree University of Technology, Nakhon Ratchasima.

Cuong DT, 2023. Determinants Affecting Online Shopping Consumers’ Satisfaction and Repurchase
Intention: Evidence from Vietnam. Innovative Marketing, 19(1): 125-139.

Cyntya C, Berlianto MP, 2023. The Effect of Credible Online Review, Brand Equity Dimension, and
Customer Satisfaction on Bio Beauty Lab’s Repurchase Intention. Journal Organisasi dan
Manajemen, 19(1): 203-223.

Damayanti [, Kadi N, Toaha M, 2022. Effect of E-service quality on Repurchase Intentions Through
Customer Satisfaction on Shopee Customers in Makassar City. Scientium Management
Review, 1(3): 297-303.

Diyanti, Syarifa, yulindar S, 2021. Customer Experience, Kepuasan Pelanggan Dan Repurchase
Intention Pada E-Commerce Shopee. Prosiding Konferensi Riset Nasional Ekonomi,
Manajemen, Dan Akuntansi, 2: 677-689.

Gentile C, Spiller N, Noci G, 2007. How to sustain the customer experience: An overview of experience
components that co-create value with the customer. European Management Journal, 25(5):
395-410.

Ginting YM, Mirana TCI, Yusriadib Y, 2023. Repurchase Intention of e-commerce Customers in
Indonesia: An Overview of the Effect of E-service Quality, E-word of Mouth, Customer Trust,
and Customer Satisfaction Mediation. International Journal of Data and Network Science, 7
(2023): 329-340.

Gounaris S, Dimitriadis S, Stathakopoulos V, 2010. An examination of the effects of service quality and
satisfaction on customers behavioral intentions in e-shopping. Journal of Services Marketing,
24(2): 142-156.

Gunawan AA, Natalia IC, Febriati P, Hartono VV, Pangendaheng NA, Irwan FD, Andajani E, 2021.
Online Repurchase Intention: Empirical Study on The Fashion Market Shopee. Widya
Manajemen, 3(2): 150-165.

Hair JF, Anderson, Black WC, Babin BJ, Anderson RE, 2010. Multivariate Data Analysis with Readings.
gthed. Englewood Cliffs, New Jersey: Prentice-Hall.

Hair JF, Hult GTM, Ringle CM, Sarstedt M, 2017. A Primer on Partial Least Squares Structural Equation
Modeling (PLS-SEM). (2nd ed.). Los Angeles: Sage.

Hair JF, Sarstedt M, Ringle CM, Gudergan SP, 2018. Advanced Issues in Partial Least Squares Structural
Equation Modeling (PLS-SEM). Thousand Oaks: Sage.

Halstead D, 1989. Expectations and disconfirmation beliefs as predictors of consumer satisfaction,
repurchase intention, and complaining behavior: an empirical study. Journal of Consumer
Satisfaction, Dissatisfaction and Complaining Behavior, 2(1): 17-21.

Han H, Ryu K, 2009. The roles of the physical environment, price perception, and customer
satisfaction in determining customer loyalty in the family restaurant industry. Journal of
Hospitality and Tourism Research, 33(4): 487-510.

Handayani M, Muis M, Toaha M, 2022. The Influence of Service Innovation and Customer Experience
on Repurchase Intentions. Hasanuddin Journal of Business Strategy, 4(2): 85-95.

Haryanti N, Sa'diyah DF, Winarto W, Supriyono S, 2022. The Influence of Service Quality and Social
Media Marketing on Consumer Satisfaction. International Journal of Islamic Business and
Management Review, 2(2): 249-260.

Hasniati, Indriasari DP, Sirajuddin DA, 2021. Pengaruh Customer Experience terhadap Repurchase
Intention Produk Online dengan Customer Satisfaction sebagai Variable Intervening. MARS
Journal, 1(2): 11-23.

Hopker O, Hole S, 2001. Small and mediumsized enterprises in the e-world-an application of
quality standards. In Proceedings of the 6th International Conference on ISO (Vol. 9000).

Hornby AF, 2000. Advance learner's dictionary. (6t ed.). London England: Oxford University.

4025



Putprakob et al. Repurchasing Affecting Factors on Sacred Object

Jam, F., Donia, M., Raja, U., & Ling, C. (2017). A time-lagged study on the moderating role of overall
satisfaction in perceived politics: Job outcomes relationships. Journal of Management &
Organization, 23(3), 321-336.d0i:10.1017 /jmo0.2016.13

Jam, F.A,, Khan, T.I, Zaidi, B., & Muzaffar, S.M. (2011). Political Skills Moderates the Relationship
between Perception of Organizational Politics and Job Outcomes.

Jayaputra R, Kempa S, 2022. Pengaruh E-service Quality dan E-trust Terhadap Repurchase
Intention Melalui E-customer Satisfaction Pada Pengguna Shopee Food. AGORA, 10(1): 1-11.

Juliana J, Aditi B, Nagoya R, Wisnalmawati W, Nurcholifah I, 2022. Tourist visiting interests: The role
of social media marketing and perceived value. International Journal of Data and Network
Science, 6(2): 469-476.

Julianto F, Usman O, Febrilia I, 2023. Factors Affecting Repurchase Intention and E-satisfaction in
Consumers Alfagift in Purchasing Grocery Products in Jabodetabek. International Journal of
Current Economics & Busines, 1(3): 575-589.

Kanval, N., Thsan, H., Irum, S., & Ambreen, I. (2024). Human Capital Formation, Foreign Direct
Investment Inflows, and Economic Growth: A Way Forward to Achieve Sustainable
Development. Journal of Management Practices, Humanities and Social Sciences, 8(3), 48-61.

Kaur G, 2016. Social Media Marketing. Asian Journal of Multidisciplinary Studies, 4(6): 34-36.

Kelly L, Kerr G, Drennan ], 2010. Avoidance of Advertising in Social Networking Sites: The Teenage
Perspective. Journal of Interactive Advertising, 10(2): 16-27.

Kim C, Galliers RD, Shin N, Ryoo JH, Kim ], (2012). Factors influencing Internet shopping value and
customer repurchase intention. Electronic commerce research and applications, 11(4): 374-
387.

Kline RB, 2015. Principles and Practice of Structural Equation Modeling (4t ed.). New York. Guilford
Press.

Kotler P, Armstrong G, 2018. Principles of Marketing (17thed.). England: Pearson.

Kotler P, Keller K, 2016. Marketing Management. (15thed.). Harlow: Pearson.

Lapierre ], 2000. Customer-perceived value in industrial contexts. Journal of Business & Industrial
Marketing, 15(2/3): 122-145.

Lee GG, Lin HF, 2005. Customer perceptions of e-service quality in online shopping. International
Journal of Retail & Distribution Management, 33(2): 161-176.

Lowry PB, Wilson D, 2016. Creating Agile Organizations through IT: The Influence of Internal IT
Service Perceptions on IT Service Quality and IT Agility. The Journal of Strategic Information
Systems, 25(3): 211-226

Marphy KO, 2021. The Role of Social Media Marketing Towards Customer Repurchase Intention for
Fashion Apparel with Brand Image As Mediating Variable (A Study In Levi Strauss & Co.).
Journal [lmiah Mahasiswa FEB, 9(2): 1-10.

Meisaroh F, Sudarmiatin, Hermawan A, 2022. The Effect of E-service quality on Repurchase Intention
through E-trust and E-satisfaction (Study of B2B Emos Marketplace’s User in Malang). Journal
of Management and Informatics, 1(3): 07-15.

Minton E, 2013. Sustainable Marketing and Social Media: A Cross-Country Analysis of Motives for
Sustainable Behaviors, Journal of Advertising, 41(4): 69-84.

Mogea GE, Pangemanan SS, Arie FV, 2021. The Effect of Customer Perceived Value, Customer Trust,
and Customer Satisfaction on Repurchase Intention of Services Provided by Shopee Online
Shop. Journal EMBA, 10(2): 531-540.

Mulyono H, Situmorang SH, 2018. E-CRM and loyalty: A mediation Effect of Customer Experience and
satisfaction in online transportation of Indonesia. Academic Journal of Economic studies,
4(3):96-105.

4026



Putprakob et al. Repurchasing Affecting Factors on Sacred Object

Napontun K, Pimchainoi K, 2023. The Influence of Marketing Promotion Tools on Customer
Satisfaction and Repurchase Intention: A Study on TikTok Marketing Platform. Service,
Leisure, Sport, Tourism & Education, 1(2): 1-25.

Nawi NC, Mamun A, Muhayiddin M, 2019. Factors Influencing the Repurchase Intention of Islamic
Travel Packages in Malaysia. Int. . Innov. Creat. Chang, 7(2): 433-456

Nimpanich ], 2003. Policy Analysis: Conceptual Framework and Case. Nonthaburi: Sukhothai
Thammathirat Open University Press.

Oliver RL, 1997. Satisfaction: A behavioral perspective on the consumer. Hill New York:
Irwin/McGraw.

Poluan MS, Pasuhuk LS, Mandagi DW, 2022. The role of social media marketing in local government
institution to enhance public atitude and satisfaction. Jurnal Ekonomi, 11(03): 1268-1279.

Prasetyo JH, Prakoso BS, Wiharso G, Fabrianto L, 2021. E-commerce: The Importance Role of
Customer Perceived Value in Increasing Online Repurchase Intention. Dinasti International
Journal of Digital Business Management, 2(6): 955-962.

Rachmania R, 2021. Pengaruh Perceived Social Media Marketing Instagram Shopee Indonesia
Terhadap Niat Beli Pada E-Commerce. Syntax Literate: Journal Ilmiah Indonesia, 6(6):
2998-3005.

Rashid, A, Jehan, Z., & Kanval, N. (2023). External Shocks, Stock Market Volatility, and Macroeconomic
Performance: An Empirical Evidence from Pakistan. Journal of Economic Cooperation &
Development, 44(2), 1-26.

Rathore A, Bhatia A, 2020. Evaluating Success Factors Of Spiritual Brands Inspired By Faith:
Customer Satisfaction And Brand Loyalty. International Journal of Advanced Science and
Technology, 29(11): 1154-1164.

Realino D, Moko W, 2021. The Effect of Customer Experiential Quality on Revisit Intention with
Positive Emotion and Perceived Value as Mediation Variables. The International Journal of
Social Sciences World (TIJOSSW), 3(1): 245-258.

Salegna GJ, Goodwin SA, 2005. Consumer loyalty to service providers: anintegrated conceptual model.
Journal of Consumer Satisfaction dissatisfaction and complaining behavior, 18(1): 51-67.

Sari LN, Padmantyo S, 2023. The Effect Of Customer Experience On Repurchase Intention With
Customer Engagement As An Intervening Variable. JEMSI (Journal Ekonomi, Manajemen, dan
Akuntansi), 9(2): 514-522.

Schiffman LG, Kanuk LL, 2000. Consumer behavior (7thed.). Upper Saddle River: Prentice Hall.

Shang B, Bao Z, 2020. How Repurchase Intention Is Affected in Social Commerce: An Empirical Study.
Journal of Computer Information Systems, 10(1): 1-11.

Siriwanich W, 2020. The Relationship between Value Creation and Repurchase Intention of
Consumers of Luxury Brand Products on Online Platforms. Master Thesis in Management.
College of Management Mahidol University, Nakhon Pathom.

Sitthiburanaya A, Bunpool N, Sitthiburanaya U, Chandit S, 2022. Online Store Scams. Journal of
Kanchanaburi Rajbhat University, 11(2): 185 -197.

Somantri PR, 2020. Pengaruh Physical Evidence and Customer Experience Terhadap Kepuasan
konsumen Pengunjung Museum (Konferensi Asia Afrika). Service Management Triangle:
Journal Manajemen Jasa, 2(1): 451-467.

Spiridigliozzi SJ, 2022. Exploring the Relationship Between Faith and the Experience of Burnout,
Compassion Fatigue, and Compassion Satisfaction for Hospice Workers During a Global
Pandemic: A Multidisciplinary Study. Liberty University.

Subawa NS, Widhiasthini W, Wulan PM, Suastika M, 2020. The Effect of Experiential Marketing, Social
Media Marketing and Brand Trust on Repurchase Intention in Ovo Applications. International
Research Journal of Management, IT & Social Sciences, 7(3): 11-21.

4027



Putprakob et al. Repurchasing Affecting Factors on Sacred Object

Sudaryanto S, Subagio A, Meliana M, 2021. Does COVID-19 Affect Online Experience Towards
Repurchase Intention? An Empirical Study in Indonesia. Journal of Asian Finance Economics
and Business, 8(6): 1013-1023

Suriyan S, 1972. Phra Kring, Important Phra Pidta and Magical Amulets. Bangkok: Bumrunnukulkit
Printing House.

Syachrony MI, Hamdan H, Ilhamalimy RR, 2023. The Effect of E-Service Quality, Website Quality,
Promotion, and E-Trust on Repurchase Intentions at E-Commerce Shopee in DKI Jakarta.
BASKARA: Journal of Business and Entrepreneurship, 5(2): 193-205.

Teerakarn P, 2018. The Influence of Perceived Value and Brand on Repurchase Intention of Cereal
Products through Consumer Online Channels in Bangkok. Master of Business Administration
Thesis. Industrial Management, Graduate School of Thai-Nichi Institute of Technology,
Bangkok

To P, 1989. Buddhadhamma: Revised and Expanded Edition. Bangkok: Chulalongkorn University.

Vo H, Phan L, 2023. E-service quality and the repurchase intention to wards online retailers in
Vietnam:A case study of young consumer in Ho Chi Minh City. American Journal of
Multidisciplinary Research & Development (AJMRD), 5(1): 27-33.

Wahyudi HD, Parahiyanti CR, (2021). The effect of social media marketing to satisfaction and
consumer response: examining the roles of perceived value and brand equity as mediation.
International Journal of Multicultural and Multireligious Understanding, 8(12): 285-294.

Wahyuningtiyas N, Ramadhan TS, (2023). Effectiveness of Social Media Marketing and E-Service
Quality on Repurchase Intention through Brand Loyalty. [JEBD (International Journal of
Entrepreneurship and Business Development), 6(5): 1013-1023.

Wang EST, Yu JR, 2016. Effect of product attribute beliefs of ready-to-drink coffee beverages on
consumer-perceived value and repurchase intention. British Food Journal, 118(12): 2963-
2980.

Watchara N, Sripa K, 2020. Online Product Scams. RPCA Journal of Criminology and Social Sciences,
2(1): 19-30.

Wiatna RA, Sanaji, 2022. Pengaruh E-Service Quality terhadap Repurchase Intention melalui E-
Satsifaction pada Pengguna Aplikasi E-Gro. Nomicpedia. Journal of Economics and Business
Innovation, 2(2): 142-158.

Wiryana NY, Erdiansyah R, 2020. Pengaruh E-Service Quality dan Perceived Value Terhadap
Repurchase Intention Dengan Customer Satisfaction Sebagai Variabel Mediasi Pada Bisnis E-
Commerce. Jurnal Manajemen Bisnis dan Kewirausahaan, 4(5): 217-223.

Yulianto E, 2022. The Mediating Role of Perceived Value Between Product Description
and Repurchase Intention. Journal of Southwest Jiaotong University, 57(4): 156-173.
Zahra B, Bintarti, S, Asral, 2023. Consumer satisfaction in mediating perceived value and

price towards revisit repurchase intention moderated by personal selling. Journal of
Management Science (JMAS), 6(3): 560-568.

Zhuang W, King K, Carnes L, 2015. Studying abroad: Understanding the relationships among beliefs,
perceived value, and behavioral intentions. Journal of Teaching in International Business,
26(1): 32-45.

4028



