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ABSTRACT   

The online marketplace industry in Indonesia is growing 

rapidly, becoming an important contributor to Indonesia's 

economy. However, the massive discount price strategy 

and the dearth of face-to-face interaction in the online 

marketplace make it harder for any online retailer to build 

a stronger relationship with their consumers to retain 

them. Our study offers several contributions and new 

insights to the marketing literature as few studies have 

addressed this issue by analyzing it with perceived 

electronic trust, satisfaction, and repurchase intention into 

a single framework. This study aims to describe and 

extend previous studies on the effect of perceived price 

and trust on repurchase intention by specifically 

including satisfaction in the middle of associated 

constructs. This study uses purposive sampling as a 

sampling technique and a five-point Likert scale survey 

as a data collection method. A total of 387 valid data 

were collected and then analyzed by PLS-SEM to test the 

proposed model. The results of this study strengthen the 

previous claims that there is a positive partial effect 

between perceived price, trust, and satisfaction on 

repurchase intention in the online marketplace. Also, the 

level of customer satisfaction proved to be a significant 

construct in forming the association between perceived 

price, trust, and repurchase intention in the study. 
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Introduction  

The development of technology and information has changed the way of human life from 

time to time as the conventional way of life of humans over time is now starting to turn into 

all-digital because due to its convenience. Based on the Indonesian Internet Service Providers 

Association (APJII) survey results in 2021-2022, there were 210.03 million internet users in 

the country (an increase of 6.78 percent) compared to the previous period which was 196.7 

million people. Thus, making the internet penetration rate in Indonesia up to 77.02 percent. 

The continuous growth of Internet users illustrates the popularity of this technology, which 

also has drastically disrupted the business competition landscape (Ariwibowo & Nugroho, 

2013; Tse, 2013). However, online businesses may be more susceptible to unfavorable 

customer perceptions than traditional ones because of the absence of personal interaction, the 

inability to see the real product before purchasing it, physical distance, and the retailer's 

credibility (Davari et al., 2016; Faqih, 2016). Retaining customers who easily switch to other 

online stores is also one of the online retailers' big issues (Jain et al., 2017). Sullivan & Kim 

(2018) indicates that generating loyal customer in online marketplaces is way more difficult 

than offline, losing them can cost five more times and effort (Hung et al., 2019). Reichheld et 

al. (2000) claimed that, depending on the industry, when the percentage of loyal customers 

loses by around 5 percent, the profitability of e-markets will also lose by 30 to 80 percent.  

The understanding of consumer adoption/purchase behaviors has been the main focus of 

research on online buying behavior, but recently, post-adoption/repurchase behaviors have 

received greater attention (Wu, 2013), specifically, “repurchase behaviors emphasize the 

understanding of customer satisfaction and trust” (Chiu et al., 2013; Hung et al., 2019). 

Although much research has concentrated on either satisfaction or trust, few have looked at 

the connections between price, trust, satisfaction, and repurchase intention in a single 

framework. Furthermore, the majority of this examined satisfaction from a broad viewpoint 

when it should be measured independently for transaction-based and experience-based 

satisfaction because customers may take into account various factors when assessing their 

degree of satisfaction during the two different processes (Huang & Dubinsky, 2014; Liang et 

al., 2018). Kim et al. (2012) added that the synergy effect of perceived price and trust needs 

more attention. This is a crucial strategic decision for online retailers since they must choose 

between competing on pricing and customer trust. Given that cost has traditionally been seen 

as a significant determinant of consumer choice and since customers can easily compare costs 

among online retailers and choose less expensive alternatives, they may want to think about 
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implementing price-focused competition tactics. As an alternative, they can think about 

implementing trust-oriented tactics in light of the argument put forth by advocates of trust. 

To address this gap in the literature, we integrated Kim et al. (2012) and Liang et al. 

(2018) study to explain how consumers’ perceptions of price and electronic trust are 

generated as they interact with a particular online retailer in the marketplace. Specifically, we 

investigate the effect of perceived price and trust on repurchase intention by specifically 

including satisfaction. Our study offers several contributions and new insights into the 

marketing literature as few studies have addressed this issue by analyzing it into a single 

framework. Second, by focusing on trust belief instead of behavioral, our study strengthens 

the trust formation in satisfaction and online customer purchase intention. 

This paper is structured as follows; the next section reviews the most recent studies on 

perceived price and electronic trust, satisfaction, and the association model used in the study 

to predict online repurchase intention. Next, the methodology, results, and hypotheses testing 

are then presented. The limitation, theoretical, and managerial implications of the study are 

discussed in the paper's conclusion, along with recommendations for future research. 

Literature Review  

Perceived Price, eTrust, and Customer Satisfaction 

Kim et al. (2012) declared that the impact of price and trust in the context of online 

shopping is inevitable. Prices are a major influence on consumer purchase decisions and are 

crucial in fostering loyalty (Park & Joyner Armstrong, 2019; Valvi & West, 2013). 

According to Büyükdağ et al. (2020) and Alwi et al. (2017), the term "perceived price" refers 

to the price as encoded/perceived by customers for goods or services that is meaningful to 

them. (Baddeley, 2010)added that from the consumer's perspective, the perceived price was 

more important than the objective (actual price offered by the current seller) price. Zielke 

(2010) found that price images can be conceptualized within two dimensions, namely price 

level image and price value image. Graciola et al. (2018) explain that while the price value 

image considers both the store's qualities and the quality of the product, the price level image 

solely considers the price paid for the same good or service. In terms of online shopping 

behavior, consumers often compare objective prices with reference prices and then encode 

the outcomes as either higher or lower than their references. These consequences affect how 

customers perceive prices, which in turn affects how they make buying decisions (Kim et al., 

2012). Thus, the right pricing formulas may enhance customer satisfaction toward particular 

brands and/or retailers (Capponi et al., 2021; Griva, 2022; Helfi et al., 2019).    
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H1:  The more suitable price with customer preferences, the higher the level of customer 

satisfaction toward a particular online retailer.      

The concept of trust was developed by psychologists in the 1950s and since then has 

evolved to several disciplines, including marketing (Morgan & Hunt, 1994) which ultimately 

enables the cooperative aspect of consumer economic behavior. The nature of this construct 

and its meaning have been continuously developed and reconceptualized especially with the 

emergence of information and communication technology. Numerous scholars have provided 

a novel perspective to discuss in the online context (i.e. eTrust). The conception of eTrust 

focuses on two elements: risk and the referent of eTrust, which is congruent with offline 

context trust studies. In an online environment, trust plays a critical role in determining 

whether online sellers will have potentially undesirable or unexpected behaviors. The gradual 

interaction between sellers and buyers is the basis upon which trust is built. Trust can be 

conceptualized both as a belief and behavior. Wang et al. (2015) added that while the former 

view defines trust as a positive expectation gained from particular attributes (expertise, 

reliability, and honesty), the latter views trust as a consumer's willingness to entrust their 

belief to the other party. This study follows Wang et al. (2015) by excluding the behavioral 

perspective from eTrust conceptualization and views eTrust as a positive belief of consumers 

on a particular online retailer with Gefen (2002) dimensions namely integrity, ability, and 

benevolence. Following Kim et al. (2012), Kim et al. (2011), Weedige et al. (2019), 

perceived eTrust is defined as a consumer’s subjective belief that an online retailer will fulfill 

its contractual obligations in the study. Further, while integrity in this study refers to 

customer perceptions that a particular online retailer will fulfill, the ability is the degree to 

which hotel websites are considered as having the knowledge, skills, and abilities required to 

carry out their job responsibilities effectively (Wang et al., 2015; Ye et al., 2014). 

Benevolence, however, is the genuine concern, which is focused on an emotional evaluation 

by the customer of the goodwill associated with the objectives of caring attention (Dimoka, 

2010). Prior studies from Aldas-Manzano et al. (2011), Fang et al. (2014), Wu (2013), and 

Kim & Han (2009) found that there is a positive relationship between perceived eTrust and 

the level of satisfaction.  

H2:  The higher the perceived level of electronic trust, the higher the level of customer 

satisfaction toward a particular online retailer. 
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Perceived Price, eTrust, Customer Satisfaction, and Repurchase Intention 

While repurchase intention is defined as the customers' intention to do future purchases 

from a particular retailer (Javed & Wu, 2020; Liang et al., 2018; Razak et al., 2014), online 

repurchase intention can be defined as the likelihood that a consumer will continue to 

purchase a product from the same online seller or that they would acquire goods or services 

from the same seller which they have previously experienced the benefits and quality (Javed 

& Wu, 2020; Liang et al., 2018; Trivedi & Yadav, 2020). Repeat purchase is viewed as both 

necessary and critical for online retailer success because of the high cost of gaining new 

customers and the economic value of loyal customers. According to Zhang et al. (2018) and  

Li et al. (2021), customer retention has emerged to be a primary concern for electronic 

commerce businesses as acquiring new customers and commencing transactions with them 

cost five times more than retaining the existing ones. Antwi (2021) and Shin et al. (2013) 

even added that the lack of face-to-face interaction with customers makes it harder for online 

retailers to retain and grow their existing buyers. 

In the present study, many researchers and educators have conducted a study on what 

factor influences a customer's intention to do repeat purchases from the same online retailer. 

A prior study has found a positive relationship between perceived price, electronic trust with 

the online retailer, satisfaction, and customer repurchase intention. The most common and 

reliable promotional tactic, both online and offline, is a discount-based promotion (Graciola 

et al., 2018; Liu & Chou, 2015; Yerasani et al., 2019). shows that price promotion affects 

repurchase intention positively. Customers are more price-sensitive, especially when making 

purchases online, as a result of the low cost of a search and the simplicity of direct price 

comparison. They frequently base their decisions on the best product deal or the cheapest 

offer because they may easily transfer from one merchant to another. Price greatly affects 

how people think and act when shopping online, according to earlier studies (Jia et al., 2018; 

Lee & Charles, 2021; Liu & Chou, 2015). Further, previous studies have primarily examined 

only buyer relationships when investigating potential determinants of consumer repurchase 

intention, suggesting satisfaction and trust as two crucial factors (Fang et al., 2014; Javed & 

Wu, 2020; Sullivan & Kim, 2018). The reciprocity argument can be used to support the 

relationship between perceived trust and repurchase intention. When online sellers behave in 

a way that cultivates consumer perceived trust, perceived website risk is likely diminished, 

allowing customers to confidently predict the sellers' future behavior. A higher perceived 

level of trust, therefore, is associated with more interaction with an online seller since it 
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lessens the fear of being scammed and utilized. The same context also can be used to describe 

the relationship between satisfaction and repurchase intention. Customer satisfaction is used 

to evaluate the product that has been consumed, a positive purchase experience is more likely 

enhance customers to recommend it to others and do repeat purchases in the future. An 

excellent customer relationship necessitates a high level of e-satisfaction as this encourages 

customer trust and repurchase intent (Javed & Wu, 2020; Majeed et al., 2022).  

The overall role of customer satisfaction mentioned in several prior studies in the context 

of repurchase intention such as Farizan et al. (2019), Gil & Jacob (2018), Goel et al. (2022), 

Trivedi & Yadav (2020). The concept of customer satisfaction in an online business, also 

known as e-satisfaction, often refers to the "contentment of a consumer concerning his or her 

prior purchasing experiences, in particular, e-retailer” Trivedi Yadav (2020). Successful e-

commerce relies heavily on retaining its most committed customers. According to several 

studies, e-trust and e-satisfaction are taken as critical components of e-loyalty, which directly 

influence the desire to repurchase (Chang et al., 2009). Aldas-Manzano et al. (2011) 

underlined that it is obvious that satisfaction is likely to result in stronger loyalty when 

customers have a higher level of trust in the e-business since customers who don't trust an e-

business won't be loyal to it even if they are generally satisfied with the e-business. In this 

study, the relations between the factors influencing repurchase intention (i.e. pricing and 

trust) are correlated by e-satisfaction. A total of the association of constructs and the 

respective hypotheses in the study can be seen in Figure 1. 

H3:  The more suitable price with customer preferences, the more it impacts customer 

repurchase intention toward a particular online retailer. 

H4:  The higher the perceived level of electronic trust, the higher the possibility of customer 

repurchase intention toward a particular online retailer. 

H5:  The higher the level of customer satisfaction, the higher the desirability of customer 

repurchase intention toward a particular online retailer. 

Methods 

This research can be classified as explanatory research with a quantitative approach. The 

research hypotheses were put to the test using survey methods. This methodology was chosen 

because it enables the results to be more generalizable. To target online shoppers, an online 

survey consisting of 30 close-ended questions was given to people who are classified as 

postgraduate students, undergraduate students, and lecturers across various university (within 

the age range of 18 to 40 years old) in Malang, Indonesia. Academicians (students and 
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lecturers) at universities in Malang, Indonesia were chosen, because they, or people in their 

social networks, were presumably active and frequent users of online marketplaces, tech-

savvy, or known as digital natives (Piarna et al., 2020). Each question was graded using a 

Likert scale with a maximum score of 5, with 1 being "very low" and 5 being "very high." All 

of the measures adopted for this research were taken from the existing literature on 

repurchase intention. This study used items of Gefen (2002), Graciola et al. (2018), Kim et al. 

(2012), Sullivan & Kim (2018), Trivedi & Yadav (2020) to measure perceived price (PP) and 

eTrust (ET) constructs. Items for satisfaction or eSatisfaction (ES) was adopted from Lai et 

al. (2014), Trivedi & Yadav (2020). Lastly, measurement items for online repurchase 

intention (RI) were taken from Graciola et al. (2018), Hasan (2021), Javed & Wu (2020), and 

Kim et al. (2012). The detailed narration of each item can be shown in Table 1. 

Snowball sampling was selected as a sampling technique to obtain responses from 

hidden respondents. To operationalize snowball, first, six universities in Malang, Indonesia 

were selected to gather the data. Then, through social media, we reached out to fifty students 

from each university and handed out the survey to them. The questionnaire was also 

distributed to the peer group by them. Based on the presumption that students will have a 

large concentration of social media contacts from their particular universities, representatives 

from every university were reached for snowballing. A total of 788 potential respondents 

received the survey link, and 420 responses were received (a response rate of 53%). Out of 

420, 33 responses were eliminated due to incomplete information. Finally, a total of 387 

responses were accepted and processed for empirical analysis. SmartPLS software was 

applied to assess and validate a reflective measurement model. 

Figure 1. Research Framework 

Perceived 

Price (PP) 

 

Perceived 

eTrust (ET) 

Satisfaction 

(ES) 

 

Repurchase 

Intention (RI) 
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Table 1. Measurement instrument 

Factors Items Item 

Perceived 

Price (PP) 

PP1 I will probably save more money buying at online marketplace 

PP2 The price of an online marketplace is lower compared to others 

PP3 It may be possible to get a better discount from online marketplace 

PP4 This online marketplace often offers seasonal discount 

PP5 This online marketplace offers a reasonable price 

PP6 This online marketplace offers an acceptable price 

Perceived 

eTrust (ET) 

ET1 This online marketplace is capable of doing its job 

ET2 This online marketplace keeps its promises and commitments 

ET3 This online marketplace care about its customers 

ET4 This online marketplace fulfills its job 

ET5 This online marketplace is trustworthy 

ET6 This online marketplace is honest 

Satisfaction 

(ES) 

ES1 I am happy by buying from an online marketplace 

ES2 I am satisfied by buying from an online marketplace 

ES3 I did the right thing by buying from an online marketplace 

ES4 If I  had to purchase again, I will buy from an online marketplace 

ES5 I am satisfied with the way they handle inquiries and complains 

ES6 I am happy with the way they managed their services 

ES7 I am satisfied with the overall buying experience  

ES8 In general, online marketplace provided a satisfactory experience 

Repurchase 

Intention (RI) 

RI1 I would intend to repurchase from the same online marketplace 

RI2 My willingness to repurchase from the same online marketplace is 

high 

RI3 I do most of my shopping in this online marketplace 

RI4 I plan to do most of my future shopping in this online marketplace 

RI5 If I go shopping today, I will go to this online marketplace again 

RI6 When I go shopping, this online marketplace is my first choice 

RI7 There is a strong likelihood that I will continue purchasing 

products from this online marketplace 

RI8 If I could, I would like to continue using this site to purchase 

RI9 When I go shopping, I consider this online marketplace first 
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Table 2. Result of The Measurement Model 

Factors Items Loadings α CR AVE 

Perceived 

Price (PP) 

PP1 0.766 

0.915 0.629 0.931 

PP2 0.823 

PP3 0.857 

PP4 0.722 

PP5 0.762 

PP6 0.716 

Perceived 

eTrust (ET) 

ET1 0.820 

0.920 0.676 0.936 

ET2 0.800 

ET3 0.822 

ET4 0.841 

ET5 0.753 

ET6 0.896 

Satisfaction 

(ES) 

ES1 0.753 

0.867 0.602 0.900 

ES2 0.800 

ES3 0.797 

ES4 0.840 

ES5 0.814 

ES6 0.829 

ES7 0.744 

ES8 0.764 

Repurchase 

Intention (RI) 

RI1 0.817 

0.944 0.694 0.953 

RI2 0.800 

RI3 0.861 

RI4 0.873 

RI5 0.882 

RI6 0.899 

RI7 0.782 

RI8 0.858 

RI9 0.708 
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Table 3. Inter-construct correlations and the square root of AVE estimates 

Factors PP ET ES RI 

PP 0.776    

ET 0.721 0.822   

ES 0.700 0.859 0.793  

RI 0.690 0.750 0.760 0.833 

Table 2 shows the internal consistency reliability, convergent, and discriminant validity 

of each item. According to Hair et al. (2013), internal consistency reliability was tested by 

using Cronbach’s alpha (α > 0.60) and composite reliability (CR values within the range of 

0.70 to 0.90 can be considered satisfactory) parameters. While Malhotra (2012) explained 

convergent validity by loadings value (should be higher than 0.70) and average variance 

extracted (AVE > 0.50) parameters, discriminant validity index values were employed by 

comparing AVE and the square roots of AVE of each construct. Based on Table 2, it can be 

concluded that overall composite reliability (CR) test results were between 0.900 and 0.953, 

suggesting acceptable reliability. All constructs also showed satisfactory convergent validity 

as factor loadings ranged from 0.708 to 0.899 and most AVE values were larger than 0.5 

(varies from 0.603 to 0.694). Lastly, Table 3 shows that all of the AVE square roots were 

higher than the corresponding inter-construct correlations, indicating satisfactory 

discriminant validity. 

Result and Discussion 

The description of the majority of respondents in Table 4 shows that 68 percent of the 

respondent in the study is female with above 58 percent of them aged between 18 - 22 years 

(also known as the Z generation). This shows that the majority of online marketplaces in 

Indonesia can be segmented as the youth generation with digital natives, self-driven 

characteristics, fashionista, and cashless (Hinduan et al., 2020). Further, most of the 

respondents in the current study are online shopaholics (about 53 percent of them made more 

than five online purchases within a month). 

The results of the analysis and testing of the data that has been carried out can be seen 

that the more suitable price with customer preferences, the higher the level of customer 

satisfaction toward a particular online retailer. The high level of customer satisfaction on the 

online marketplace makes customers feel more comfortable in spending when compared to 

shopping at conventional stores. Online customers that are spoiled by many discount’s promo  
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Table 4. Demographic Profile 

Respondents Profile Total Percentage (%) 

Gender   

   Male 124 32 

   Female 263 68 

Age (years old)   

   18 – 22 225 58 

   23 – 40 162 42 

Online Purchase (within a month)   

   1 – 2 35 9 

   3 – 4 147 38 

   Above 5  205 53 

Table 5. Summary of Hypotheses Results 

Hypothesis Supported? 

H1: The more suitable price with customer preferences, the higher 

the level of customer satisfaction toward particular online 

retailers. 

Yes (+) 

H2: The higher the perceived level of electronic trust, the higher 

the level of customer satisfaction toward a particular online 

retailer. 

Yes (+) 

H3: The more suitable price with customer preferences, the more it 

impacts customer repurchase intention toward a particular 

online retailer. 

Yes (+) 

H4: The higher the perceived level of electronic trust, the higher 

the possibility of customer repurchase intention toward a 

particular online retailer. 

Yes (+) 

H5: The higher the level of customer satisfaction, the higher the 

desirability of customer repurchase intention toward a 

particular online retailer. 

Yes (+) 

tend to continue making purchases at particular online retailers. This finding is consistent 

with previous research stated the right pricing formulas may enhance customer satisfaction 
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toward particular brands or retailer (Capponi et al., 2021; Griva, 2022; Helfi et al., 2019). 

These consequences affect how customers perceive prices, which in turn affects how they 

make buying decisions (Kim et al., 2012). This shows that the perceived price policy 

implemented by particular online retailers makes the level of customer satisfaction even 

higher 

The results of the second test show that the higher the perceived level of electronic trust, 

the higher the level of customer satisfaction toward a particular online retailer, the high level 

of customer satisfaction in this study is also inseparable from the high level of electronic trust 

felt by customers because particular online retailers have a high commitment high to always 

keep promises to its customers and also always provide honest information regarding the 

services and facilities offered to provide a satisfying experience to customers who make 

purchases at particular online retailers. This finding is consistent with previous research 

stated found that there is a positive relationship between perceived eTrust and the level of 

satisfaction (Aldas-Manzano et al, 2011; Fang et al, 2014; Wu, 2013; Kim & Han, 2009), as 

well as views eTrust as a positive belief of consumers on a particular online retailer (Wang et 

al, 2015). This shows that the high commitment made by online retailers to always maintain a 

positive eTrust will increase customer satisfaction even higher. 

In addition, the more suitable price is to customer preferences, the more it impacts 

customer repurchase intention toward a particular online retailer, the high customer 

repurchase intention for particular online retailers is inseparable from the strategies carried 

out by online retailers who often offer product prices that are relatively cheap at low prices. 

The intensity of giving discounts is fairly frequent so with this strategic approach, customers 

who initially have no intention of making purchases are motivated to make purchases again at 

particular online retailers. According to earlier studies from Jia et al. (2018), Lee & Charles 

(2021), Liu & Chou (2015), price greatly affects how people think and act when shopping 

online, the most common and reliable promotional tactic is the discount-based promotion 

(Graciola et al., 2018; Liu & Chou, 2015; Yerasani et al., 2019). The perceived price policy 

implemented by online retailers can be a driving force for customers to make repurchases at 

online retailers. 

While the results of the fourth test show that, the higher the perceived level of electronic 

trust, the higher the possibility of customer repurchase intention toward a particular online 

retailer, the results of the data analysis show that if the level of perceived electronic trust felt 

by a customer increases, the probability of a customer's repurchase intention towards 

particular online retailers will also experience an increase, the increase in electronic trust felt 
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by customers is inseparable from the efforts made by particular online retailers to always 

place consumer trust as one of the main pillars in running their business and always provide a 

quick response to all complaints submitted by customers so that customers consider this 

online market first when they want to shop. According to earlier studies from (Javed & Wu, 

2020; Majeed et al., 2022), An excellent customer relationship necessitates a high level of e-

satisfaction as this encourages customer trust and repurchase intent. Successful online 

retailers rely heavily on retaining their most committed customers, and high commitment 

results from a good trust, if this can be maintained and increased then the intention to 

repurchase will continue to increase. 

The higher the level of customer satisfaction, the higher the customer's desire to 

repurchase a particular online retailer, in this study it can be seen that the level of customer 

satisfaction proves to be a significant construct in forming the relationship between perceived 

price, trust, and repurchase intention in this study. The level of repurchase intention only 

occurs when the customer is satisfied with their service in terms of maintaining a low price 

image and the positive trust given, the customer is satisfied with the way the online retailer 

handles and manages the questions and complaints submitted and the online market also 

provides a satisfactory experience for the customer as a whole, so the customer plans to do 

most of his future shopping on this online marketplace and makes online marketplace his first 

choice. According to several studies, e-trust and e-satisfaction are taken as critical 

components in e-loyalty, which directly influence the desire to repurchase (Chang et al., 

2009), that satisfaction is likely to result in stronger loyalty when customers have a higher 

level of trust in the e-business (Aldas-Manzano et al, 2011). Potential determinants of 

consumer repurchase intention, suggest satisfaction and trust as two crucial factors (Fang et 

al., 2014; Javed & Wu, 2020; Sullivan & Kim, 2018). The level of repurchase intention will 

increase only when customers are satisfied with the service they experience when they make 

transactions in particular online marketplaces. 

Conclusion and Suggestion 

The results of this study strengthen the previous claims that there is a positive partial 

effect between perceived price, eTrust, and satisfaction on repurchase intention in an online 

marketplace. These results reflect that the increase in repurchase intention and satisfaction 

require a positive perceived price evaluation (mainly on low price image) and eTrust that is 

always maintained by the online marketplace. Once consumers are satisfied with what they 

get when they make transactions in a particular online marketplace, they can continue 
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repurchasing intentions. The current study also found that the level of customer satisfaction 

proved to be a significant construct in forming the association between perceived price, trust, 

and repurchase intention in the study. It means that the level of repurchase intention only 

happened when customers are satisfied with their services regarding retaining a low-price 

image and positive trust. Apart from its contribution, this study also has several limitations, 

including that this study limited price items by mainly focusing on its low prices image and 

the definition of trust by using only the belief perspective. Therefore, the results of this study 

cannot be generalized. Future studies should conduct research over a longer period by 

including another dimension of price and trustworthiness to deepen the results of this study. 
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