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Research aims to examined further affect from application design, customer
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WOM, e-recovery on e-loyalty and its impact to online repurchase intention. Data
analysis method used PLS-SEM through total of 164 respondents Sayurbox
application's users. The finding showed from nine antecedents, likewise from e-

larnal Manalsmen Blsnls loyalty mediating variable, eight variables had significant affect to online

repurchase intention and not included contact variable which appears not

Correspondence Email: significant. The strongest affect came from responsiveness and application design.

putritamivallen@gmail.com Meanwhile, the direct affect on e-loyalty revealed to be the strongest by e-recovery.
ABSTRAK

Keywords: Penelitian ini bertujuan untuk menguji pengaruh dari application design,

E-Loyalty, Online Repurchase
Intention, Antecedents, E-Grocery,
Sayurbox.

customers services, fulfillment, responsiveness, compensation, contact, e-service
quality, e-WOM, e-recovery, pada e-loyalty serta dampaknya pada online
repurchase intention. Metode analisis data yang digunakan SEM-PLS dengan
sampel 164 responden yang merupakan pengguna aplikasi Grocery Sayurbox.
Hasil penelitian menunjukkan bahwa dari kesembilan anteseden, serta variabel
mediasi e-loyalty, delapan variabel mempunyai pengaruh positif yang signifikan
pada online repurchase intention dan untuk variabel contact tidak signifikan.
Pengaruh paling kuat didapatkan dari responsiveness dan application design.
Sedangkan pengaruh langsung pada e-loyalty ditemukan paling kuat dari e-
recovery.

INTRODUCTION

In 2020, WHO announced that there is an corona virus (Covid-19) outbreak. This trigger
to various new policies that Indonesian government need to take to precoutious relates to widen
impact from the corona virus in changing people's act to carry out various activities from home,
amongst them is shopping for food daily needs through online (e-grocery). With the existence
of an e-grocery, people would get various kinds easily when obtaining and fulfilling the food
ingredients needed during these current pandemic.

With this kindly situation, the start-ups development, especially e-grocery in Indonesia
is grow up day by day. Sayurbox is an e-grocery platform which serves to sell fruits and
vegetables online with a farm-to-table concept. During these pandemic, Sayurbox business has
continued to increase, even 5 times higher than before the pandemic occured (Novika, 2020).
With these increase, Sayurbox must be able to fill their consumer needs in order to increase e-
loyalty and online repurchase intention.

Online repurchase intention is a consumer's desire to repeat visits in the near future
(Kotler & Keller, 2018). Repurchase act is often associated with loyalty. However, the two are
different, repurchase behavior involves re-purchasing the same particular brand over and over
again, while loyalty reflects as an psychological commitment to a particular brand (Tjiptono,
2012 in Hidayah & Aniarwati, 2018). Online repurchase intention could be defined as a purchase
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interest according to past purchase experiences. High of online repurchase intention will
mirroring to a high level of satisfaction from consumers.

However, based on the data which gathered by the author, the phenomenon that relates
to increasing in the use of Sayurbox still not accompanied by an excellent customer satisfaction.
Many customers felt disappointed by the quality of product as well as the service provided by
Sayurbox, this proven by their official facebook rating which only hit 2.2 out of 5. Then,
according to the company's internal data, Sayurbox has a “D” rank sensor on the IOS and
Android applications, the sensor rank is lower than its main competitor, namely HappyFresh
which has a sensor rank of ”C+” on IOS and “C-” on Android. In addition, the last phenomenon
that author found was the number of negative reviews which customers expressed through the
official Sayurbox facebook comment column, such as the unavailability of an automatic payment
verification system, the product sent was rotten/damaged, there was no response to complaints
via chat or email, response from Sayurbox took long time/more than promised (more than 1 x
24 hours), there is no compensation given when the item was damaged and so many things that
highly not recommend at Sayurbox.

These phenomenon has greatly affect to the survival of Sayurbox in the future. Based on
the research from Shafiee & Bazargan (2018), E-loyalty kindly influenced by e-service quality
and E-recovery, whereas E-service quality is an customer perception, consideration and
evaluation from service quality obtained from online markets. E-service quality itself did not
always satisfy every customer, Their service can also experience failure resulting in a decrease
in customer satisfaction. Therefore, service recovery is needed to retaining the customers, where
the companies should give their best try to solve problems that resulting from failure to required
the services expected by customers.

According to the research studied, low-quality from e-service quality and e-recovery are
the major factor in creating e-loyalty. In the research by Rita et al. (2019), there are several factors
which affect the e-service quality on e-loyalty, such as application design, customer service and
fulfillment. While e-recovery is greatly influenced by responsiveness, compensation and contact
(Shafiee & Bazargan, 2018), in addition to research modifications from Perera et al. (2019) it was
found that e-WOM can also determine the e-loyalty which leads to increase online repurchase
intention and generate long-term benefits. This prior research was taken because it has similiar
relevance to online purchases with current research.

The selection areas and case studies on this research is according to the consideration
that Sayurbox consumers are located in the island of Java, namely Jakarta, Bandung and
Surabaya, and its selection of applications compared to the Sayurbox website because the data
shows that the application still has poor quality for Sayurbox users (Reily, 2019). The intention
of this research was to review the factors of e-service quality, e-WOM and e-recovery to e-loyalty
that affect the online repurchase intention at Sayurbox application which focuses on the
Antecedents from e-loyalty.

RESEARCH METHOD

This research were included in descriptive quantitative with hypothesis test. The objects
in this research were application design, customer service, fulfillment, responsiveness,
compensation, contact, e-service quality, e-WOM and e-recovery as independent variables,
which are mediated by e-loyalty variable who affects the online repurchase intention as a
dependant variable. This research will examine the antecedents of e-service quality, e-WOM,
and e-recovery on e-loyalty that affect online repurchase intention of consumers on the Sayurbox
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application. In the process of collecting data for this research object, the primary data used
through a questionnaire with a Likert scale of 1-5 which was distributed by online via google
form.

Table 1. Operational of Variables

Variable Indicator

AD.1  Sayurbox application displays a visually attractive design.
The information I need to transact on the Sayurbox Application is quite
complete.

Application AD.2

Design (AD) AD.3  Sayurbox application informs you of discounts or free shipping.
AD.4  The Sayurbox application is easy to use in transactions.
CS.1  Customer Service on the Sayurbox Application handles complaints quickly.
S Cufltomer Service on the Sayurbox Application handles product returns with
well.
Customer CS.3  Service reliable by customer service.
Service (CS) S 4 Customer Service on the Sayurbox App offers the ability to talk to customers
' directly if there is a problem occurs.
CS5 The Sayurbox application provides a telephone number to contact the
company.
FL.1  The product was delivered acoording to the time that agreed by Sayurbox.
, FL.2  The product ordered arrived in good condition.
Fulfillment FL.3  Sayurbox application sends the goods ordered by the customer.
(FL) FL4  The offers made to customers is real.

FL5  Sayurbox application is available for delivery within the desired timeframe.

RS.1  Sayurbox Apps will provide an adequate alternative for product returns.
Responsiveness RS.2  Sayurbox will provide information if the transaction is not successful.
(RS) RS.3  Sayurbox will address potential problems quickly.

RS4  Sayurbox will offer a meaningful warranty.

CP1 Sayurbox will provide compensation if the goods ordered not delivered on

time.
Compensation Sayurbox will provide compensation for problems that occur in the
CP.2 L
(CP) Application.
CP3 Sayurbox will pick up the product If the customer wants to return from home
' or office.
CT.1  Sayurbox provides a telephone number that is easy to contact.
Contact (CT) CT.2  Sayurbox has available online service staff.

Sayurbox provides contact phone numbers, whatsapp/chatbot, email that
can be contacted.

When customer have problems with order on Sayurbox app, customer
service department would be please to help.

The overall quality of the e-grocery service on the Sayurbox application is
very good.

CT.3

ESQ.1

E-Service ESQ.2
Quality (ESQ)

ESQ.3  E-grocery service at Sayurbox application should be provided as promised.

The application provides booking confirmation information via email or my
phone.

I often read other people's reviews online to find out which e-grocery made
a good impression on them.

To make sure I choose the right e-grocery, I often read online reviews written
by other people on social networks.

EW.3 [believe popular review sites provide useful information for me.

EW.4  Itrust the reviewers to write honest experiences.

ESQ.4

EW.1

e-WOM (EW)  EW.2

Continuation of Table 1. Operational of Variables

Variable Indicator

e-WOM (EW) EWS5 I b.el.leve the same/similar experience between two different reviewers
verifies the actual occurrence.
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ER.1  Sayurbox application helps me solve if there is a problem.

If there is a product that does not match the order, the Sayurbox Application

E-Recovery ER2 provides a product warranty.
(ER) ER.3  Sayurbox application helps me if I want to return a product.
ER 4 Sayurbox application responds directly if there is a problem with customer
) service.

EL.1  Iwilluse the Sayurbox App as the first choice for future e-grocery purchases.

EL2 For the purchase of e-grocery I choose the Sayurbox application compared
E-Loyalty (EL) ' to other e-grocery.

EL.3  Iwill increase the activity of using the Sayurbox App.

EL4 Iwill say positive things about the Sayurbox application to others.

ORP.1 IfIhad to do an e-grocery, I would choose Sayurbox application.

Reglr;ﬁz?lease ORpo lintend to extend the e-grocery in the Sayurbox App rather than discontinue
" itsuse.
I .
n(tg;{%()m ORP 3 I intend to continue doing e-grocery in the Sayurbox App rather than using

any alternative means.

The research population was all people who have made transactions using the Sayurbox
application in areas that include Sayurbox services (Jakarta, Bandung, and Surabaya). The
sample selection method used in this research is non-probability sampling with purposive
sampling technique based on the author's considerations. Because the number of customer data
cannot be ascertained, so this research used the Lemeshow formula. Through the calculation of
the Lemeshow proportional formula, a sample from 96 respondents was obtained. However,
based on the minimal sample approach for the SEM-PLS method, the minimum sample size
required is 160 respondents (Kock & Hadaya, 2018), so based on consideration, the sample that
meets the requirements and kindly used in this research amounted to 164 respondents.

This research used descriptive statistical analysis and inferential statistical analysis.
Inferential analysis is a statistical analysis method which processes data from samples then
would be represnted and generalized to the entire population, in order to draw adequate
conclusions and approach the population, a sampling technique and an adequate number of
samples are needed (Hair et al., 2014). Hypothesis and correlation between variables would be
analyzed through SEM-PLS modeling which produces a structural model and measurement
model.

RESULTS AND DISCUSSION

The outer model test is first test in SEM-PLS modeling which is intended to discover the
validity and reliability of the data arranged in 4 parts of the test, namely indicator reliability,
construct reliability, construct validity and discriminant validity. Based on the reliability
indicator, 33 of the 44 reflective indicators used in the research survey were obtained, so that 11
indicators who did not meet the requirements were removed from the model and a second test
need to conducted. In the second test, it was found that 33 indicators from the research variables
in the framework had an outer loading value above 0.708, except for the CP.1 indicator of the
compensation variable related to the process of giving compensation to customers if there was
a problem in the delivery of orders that is not on time, where this value as the required limit
(Hair et al., 2014).
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Figure 1. Outer Research Framework Model

In the construct reliability test, it was found that all variables had cronbach's alpha values
above 0.7 and composite reliability values between 0.7 to 0.95 as required (Hair et al., 2014). In
the construct validity test, all the research variables have an AVE value > 0.50 as required (Hair
et al., 2014).

Table 2. Construct Reliability and Construct Validity

Variable Cronbach’s Alpha Composite Reliability AVE
Application Design 0.754 0.890 0.802
Customer Service 0.862 0.917 0.786
Fulfillment 0.758 0.853 0.660
Responsiveness 0.782 0.874 0.701
Compensation 0.728 0.843 0.646
Contact 0.884 0.928 0.812
E-Service Quality 0.918 0.948 0.859
e-WOM 0.908 0.936 0.784
E-Recovery 0.828 0.897 0.744
E-Loyalty 0.866 0.918 0.788
Online Repurchase Intention 0.839 0.903 0.756

Source: Data Processing, 2021

Further validity test is discriminant validity with the Fornell-Lacker Criterion. The
outcomes showed that the value of each construct is greater than the correlation between one
construct to another in the model.
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Table 3. Discriminant Validity

Application Design 0.896

Compensation 0.572  0.804

Contact 0.539 0.620 0.901

Customer Service 0.527 0.582 0.541 0.887

E-Loyalty 0.802 0.669 0.700 0.651 0.888

E-Recovery 0.564 0.604 0.555 0.625 0.713 0.862

E-Service Quality 0.562 0.542 0.587 0.501 0.667 0.459 0.927

e-WOM 0.550 0.588 0.695 0.467 0.701 0.521 0.717 0.885
Fulfillment 0.547 0.658 0.651 0.562 0.703 0.674 0.554 0.689 0.813
Online Repurchase Intention 0.554 0.475 0.563 0.530 0.674 0.628 0.565 0.530 0.579 0.870
Responsiveness 0.512 0.601 0.639 0.567 0.687 0.638 0.581 0.590 0.640 0.586 0.837

Source: Data Processing, 2021

Based on these four parameters of the reliability and validity test results on the outer
model as above, namely indicator reliability (outer loading), construct reliability, construct
validity and discriminant validity, a general conclusion that can be conveyed from this
measurement model is all indicators are reliable and valid to measure the construct. each
specifically and deserves to be continued in the next analysis stage, namely the inner model test.

In the inner model analysis, one-tailed hypothesis test was carried out by the re-sample
or bootstrapping method. Before examine the hypothesis, this research looks at the model
quality parameters used in the inner model through VIF, R?, f-Square, Q2 Q2-Predict.
Subsequently, the significance test is to determine whether the hypothesis can be supported and
show the path analysis through the specific indirect affects test results. At the end, an
importance-performance analysis is added based on IPMA data that uses the total affect value
on the target construct to provide manager input in setting priorities (Hair et al., 2014).

In the multicolinearity test, it was found that all variables had a value of less than 3 or
then what required (Hair et al., 2014), so that the inner VIF value was ideal and there were no

multicollinearity problems.
Table 4. Multicollinearity

Variable 8' E
= )
Application Design 1.587
Customer Service 1.626
Fulfillment 1.676
Responsiveness 1.908
Compensation 1.834
Contact 1.980
E-Service Quality 2.099
e-WOM 2.273
E-Recovery 1.401
E-Loyalty 1.000

Online Repurchase Intention
Source: Data Processing, 2021
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In the coefficient of determination test, R? value for the e-loyalty variable was 0.690, e-
recovery was 0.492, e-service quality was 0.421 and online repurchase intention was 0.455, so it
can be said that the variables in this research framework can predict accurately moderate to
dependent variable in this research framework (Hair et al., 2014).

Table 5. R2 Value

Variable R?
E-Loyalty 0.690
E-Recovery 0.492
E-Service Quality 0.421
Online Repurchase Intention 0.455

Source: Data Processing, 2021

In the f-square test, it was found that from those independent variables, e-recovery and
e-loyalty have a significant affect with a value above 0.15, so it is said that e-recovery and e-
loyalty have a substantial affect on online repurchase intention and necessary to consider in
increasing the repeat purchases by customers on the Sayurbox application.

Table 6. f-Square value

Path f2 T-Statistics
Application Design -> E-Service Quality 0.108 4.781
Customer Service -> E-Service Quality 0.033 2.666
Fulfillment -> E-Service Quality 0.082 3.604
Responsiveness -> E-Recovery 0.146 4.444
Compensation -> E-Recovery 0.095 3.803
Contact -> E-Recovery 0.017 1.356
E-Service Quality -> E-Loyalty 0.104 4.315
e-WOM -> E-Loyalty 0.113 4171
E-Recovery -> E-Loyalty 0.461 9.881
E-Loyalty -> Online Repurchase Intention 0.834 17.257

Source: Data Processing, 2021

In the Q2 test, it was found that the online repurchase intention, e-service quality, and e-
recovery variables have moderate relevance prediction abilities with Q2 values of 0.335, 0.349,
and 0.355, while the variable with the highest Q2 value is the e-loyalty variable of 0.535. Then,
in the Q2-Predict test, it is known that the online repurchase intention variable has a Q2-Predict
value that is greater than the Q2 value and is close to large predictive relevance, so that the
research framework that uses three independent variables and three mediating variables is said
to be sufficient to be applied to research. next about customer loyalty in the Sayurbox application
in increasing repeat purchases.

Table 6. Q2 Values and Q2-Predict

Variable Q2 Q2 Predict
E-Loyalty 0.535 0.693
E-Recovery 0.355 0.463
E-Service Quality 0.349 0.398
Online Repurchase Intention 0.335 0.387

Source: Data Processing, 2021

Vallen & Antonio. 189




An overview from the hypothesis test from this research framework can be seen in the
Figure and Table below:

Application
Design
Customer 0.176
Service

Q :0.349

E-Service

Q* :0.535 Q? :0.335

Online
Repurchase
Intention

—— Significant
.............. » Not Significant

Figure 2. Empirical Model

Table 7. Significance Test Results

Standardize B S
Coefficient T Statistics  Significance

H1  Application Design -> E-Service Quality 0.315 4781 Significant I;Zﬁ;g;te;;s
. . . " Hypothesis
H2  Customer Service -> E-Service Quality 0.176 2.666 Significant Supported
. . . L Hypothesis
H3  Fulfillment -> E-Service Quality 0.283 3.604 Significant Supported
. L Hypothesis
H4  Responsiveness -> E-Recovery 0.376 4.444 Significant Supported
. o Hypothesis
H5  Compensation -> E-Recovery 0.298 3.803 Significant Supported
Not Hypothesis

H6  Contact -> E-Recovery 0.130 1.356 Sienifi Not

ignificant S

upported
. . L Hypothesis
H7  E-Service Quality -> E-Loyalty 0.260 4315 Significant Supported
L Hypothesis
H8 EWOM -> E-Loyalty 0.282 4171 Significant Supported
L Hypothesis
H9  E-Recovery -> E-Loyalty 0.447 9.881 Significant Supported
. . L Hypothesis
H10 E-Loyalty -> Online Repurchase Intention 0.674 17.257 Significant Supported

Source: Data Processing, 2021

According to the significance test, it tells that from this ten hypothesis in the research
framework which have been tested, nine hypothesis revealed to have significant results with
positive coefficient values based on the direction on the hypothesis proposed. However, for H6
with the path of the influence from the contact to e-recovery, the results were not significant so
the hypothesis did not supported.

Application design is proven to have a positive and significant affect on e-service quality
with a T-statistic value of 4.781 > 1.645 (t-table) and a standardized coefficient of 0.315. This
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result has confirmed the prior research by Rita et al. (2019), and Blut (2016) who defined that
online services for online shopping with diverse populations. The findings which mentioned
above can provide managerial implications in providing services for Sayurbox customers, when
it is necessary to prioritize an application design process which attractive and ease to use by
customers. This is important because customers who expect the ease and aesthetics of the beauty
of the application will attract and loyal in using the Sayurbox application in doing e-grocery
thereby will increase repeating purchases. Therefore, the Apps design should be emphasize on
its advantage with aesthetic design which reflects on a strong and associative image of the
brand, so as to attract customers to visits (Blut, 2016; Diaz & Koutra, 2013).

Customer services is proven have a significant positive affect to e-service quality with a
T-statistic value of 2.666 > 1.645 and a standardized coefficient of 0.176. This result is confirmed
with prior research from Blut (2016). The findings above could provide managerial implications
that served good service quality for customers, companies need to be more attentive to the
capacity and ability of customer services in handling policy returns during and after sales (Blut,
2016). In online business, customers sometimes carry out the entire buying process themselves
without help of customer service (McLean & Wilson, 2016). Some of online businesses opened
online customer service which allows customers to request further detailed information about
the product they wish to purchase. Those Companies usually use web-based synchronous
media such as live chat facilities, online help desks, and social networking sites (Turel &
Connelly, 2013). According to Blut (2016), customer service may contribute to the quality of e-
services. Therefore, it is necessary to prioritize customer service processes that are able to
provide fast, precise, friendly, and informative service to customers therefore the customers can
be loyal in doing e-grocery at Sayurbox application so as to increase the repeat purchases.

Fulfillment is proven have a significant positive affect to e-service quality with a T-
statistic value of 3.604 > 1.645 through a standardized coefficient of 0.283. This finding is in line
with prior research by Rita et al. (2019), and Blut (2016). The result above can provide managerial
implications in serving guidelines to customers Sayurbox which needs to prioritize the process
fulfillment or product fulfillment properly, on time, and based on customer orders. This is
important because customers need to make sure the transactions they make and fulfilled
properly and according to their expectations (Ataburo et al., 2017), so that customers would feel
fast in transactions in the Sayurbox application and create customer loyalty which later expected
to increase repeat purchases.

Responsiveness is proven have a significant positive affect to e-recovery with a T-statistic
value of 4.444 > 1.645 and a standardized coefficient of 0.376. This finding is in line with the
research by Shafiee & Bazargan (2018), Ataburo et al. (2017), and (Bernardo et al., 2013) on online
services. The result above can provide managerial implications in serving recovery services for
Sayurbox customers, it is necessary to prioritize the fast of response to complaints and problems
which faced by customers, thus customers feel valued and will not disappointed in doing
transaction at the Sayurbox application. This will increase customer confidence in sustainable
purchases at Sayurbox application (Shafiee & Bazargan, 2018). This is important because
customers need to ensure that the aftersales process will not disappoint and troublesome to
customers and it is hoped that customers will feel fast in transacting at the Sayurbox application
and create customer loyalty which is later expected to increase repeat purchases.

Compensation is proven have a significant positive affect to e-recovery with a T-statistic
value of 3.803 > 1.645 and a standardized coefficient of 0.298. This result is in line with Shafiee
& Bazargan (2018), Ataburo et al. (2017), and (Bernardo et al., 2013). The findings above can
provide managerial implications which served recovery services for Sayurbox customers,
compensation is needed for problems faced by customers. Compensation, guarantee or
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assurance are needed for customers so that trust is formed in transactions (Ataburo et al., 2017).
Customers feel safe and believe that they will get the best when doing e-grocery at Sayurbox
application. Compensation can be in the form of refunds, exchange of damaged goods, loyalty
points or also could be provide as e-voucher if the product did not match what was ordered.
This is important because customers need to ensure the aftersales process will not disappoint
and not troublesome for customers if problems occur and it is hoped that customers will feel
fast in transacting at Sayurbox application and formed customer loyalty which is later expected
to increase repeat purchases.

Contact is not proven to have an affect on e-recovery, because the T-statistic value is 1.356
<1.645. This result is in line with the research by Shafiee & Bazargan (2018), Ataburo et al. (2017),
and (Bernardo et al., 2013) who urges the opposite. This explains that the availability level of
telephone or online assistance at the Sayurbox application did not have an impact to the e-
recovery process and still needs to be considered, especially on the availability of telephone
numbers in the help feature of the Sayurbox application. This findings can also provide
managerial implications which served in recovery services for Sayurbox customers, it is
necessary to increase telephone or online contact information which is effective to customers
when finding something to order so that customers will feel that Sayurbox application provides
complete information compared to others tho customers have characteristics and profiles which
differents. Through this contact line or those online customer service, it is hoped that all the
issue that customer faced would be solved specifically (Shafiee & Bazargan, 2018).

E-services quality is proven have a significant positive affect to e-loyalty with a T-statistic
value of 4.315 > 1.645 and a standardized coefficient of 0.260. This result is in line with prio
research by Shafiee & Bazargan (2018), and Ataburo et al. (2017). These research findings can
provide managerial implications which served online services for Sayurbox customers, it is
necessary to have good quality and satisfying e-services for customers, such as providing an
attractive and simply to use application display, having a customer service department, reliable
security, and fulfilling all requirements. customer orders properly and on time (Shafiee &
Bazargan, 2018). Thus customers would feel satisfied in transacting at Sayurbox application and
creating customer loyalty which leads to increase repeat purchases.

e-WOM proved to have a significant positive affect on e-loyalty with a T-statistic value
of 4.171 > 1.645 and a standardized coefficient of 0.282. This result is in line with prior research
by Perera et al. (2019), and (Khan & Azam, 2016) on the impact of e-loyalty on social media
perspective. However, what is interesting from the respondent's profile is that there are as many
as 63% of respondents who do not follow Sayurbox's social media accounts. This could be seen
that most of the Sayurbox customers were not affected by UGC (user generated content) but
through FGC (firm generated content) (Baker et al., 2016). That interpreted above can provide
managerial implications which served online services for Sayurbox customers, it is necessary to
have a good e-WOM that is conveyed well to others through official social media from Sayurbox,
therefore it can impact to other people in transacting at the Sayurbox application and become
more confident about its quality. Thus, customers will feel satisfied in transacting at Sayurbox
application and formed customer loyalty which leads to increase repeating purchases.

E-recovery proved to have a significant positive affect on e-loyalty with a T-statistic
value of 9.881 > 1.645 and a standardized coefficient of 0.447. This result is in line with prior
research by Shafiee & Bazargan (2018), and Ataburo et al. (2017). These findings above can
provide managerial implications in serving recovery services for Sayurbox customers, it is
necessary to have adequate e-recovery services and it is hoped that consumers will reduce
disappointment from consumers. E-recovery can be in the form of a fast response recovery
service, then compensation for problems faced by customers, as well as the availability of calls
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or online contacts that are easily accessible by customers in case of problems or obstacles (Shafiee
& Bazargan, 2018). This can make customers feel safe and believe that they will get the best
treatments when doing e-grocery at the Sayurbox application. It is important because customers
need to ensure that the aftersales process will not go down and troublesome for customers if
problems occur so as customers will feel quick in transacting at the Sayurbox application and
formed customer loyalty that leads to increase repeat purchases.

E-loyalty is proven to have a significant positive affect to online repurchase intention
with a T-statistic value of 17,257 > 1,645 and a standardized coefficient of 0.674 which is the
largest value among all paths in the research framework. This result is in line with prio research
by Shafiee & Bazargan (2018). The findings above can provide managerial implications which
providing services so that customers are loyal to the Sayurbox application, it is necessary to have
e-loyalty in the form of providing good quality services, honest and interesting content
information, as well as the existence of recovery services for aftersales that are match to
expectations. This could make customers feel safe and believe that they will get the best when
doing e-grocery at the Sayurbox application. This is important because customers need to ensure
that the transaction process and aftersales will succeed and will not burden the customers if
problems occur and it is expected that customers will feel fast in transacting at the Sayurbox
application and create customer loyalty (Kotler & Keller, 2018), which leads to increase repeat
purchases.

In the Importance Performance Map Analysis (IPMA), it can be seen that in the upper
right quadrant there is an e-loyalty variable, thus this variable has shown good performance and
considered important by consumers in this case are Sayurbox customers who have made
transactions in the application. Elicited from this, it is advised for Sayurbox managers to pay
attention to the factors which affect customer loyalty in terms of service quality and recovery
services for the obstacles experienced by respondents. On these research, the most important
thing is to aware in improving customer loyalty, namely by improving recovery services for
customers who experience aftersales problems when transacting at the Sayurbox application,
especially in the responsiveness process. Sayurbox managers are advised to allocate resources
and budget in an effort to competence and improve the quality of the recovery service. Things
that can be done for example by recruiting officers to handle complaint or forming a department
who can solved the problem faced by customers quickly, clearly, and can communicate by
providing solutions to the problems that they report. The company need to create the SOP, and
a SLA for each category of problems faced by customers, so that department resolution can
provide answers quickly and according to company regulations. The management of human
resources needs to followed this programme by increasing communication training to improve
skills in service delivery at the Sayurbox application. Furthermore, it is necessary to improve the
performance of applications which are more sophisticated, attractive, and easy to use by
customers, add features needed by customers such as the refund and return feature or the
complaint feature, then the customers do not need to look for Line contacts or contact
information to be able to convey their problems.

CONCLUSIONS

Based upon the empirical tests that have been carried out, it is finalized that: 1)
Application design, customer service, and fulfillment were validated to have a positive and
significant affect on e-service quality; 2) Responsiveness and compensations were certified to
have a significant positive affect on e-recovery, while contact did not proven; 3) E-service
quality, e-WOM, and e-recovery are certified to have a significant positive affect on e-loyalty; 4)

Vallen & Antonio. 193




E-loyalty is proven have a significant affect on online repurchase intention. Through this
research outcomes, it is hoped that: 1) Sayurbox management needs to maintain their quality of
application, variety of product quality and maintain communication with customers through
Sayurbox's social media accounts. In addition, the availability of couriers in the morning should
be considered, Sayurbox need to cooperate with third-party logistics in the delivery process
because most customers choose the delivery time in early morning; 2) The company provides a
loyalty program by means of loyalty points that can be obtained if the customer transaction is
successful and the points earned can be used as a means of payment on the Sayurbox application
or exchanged for prizes such as e-vouchers or free shipping. In addition, the management needs
to monitor loyalty by conducting periodic and ongoing surveys regarding the services provided
so that management can focus on maximizing in services according to customer expectations
and providing good service quality, providing information on interacctive social media, as well
as fast and effective recovery services. clear; 3) The company forms a department that handles
complaints handling or resolution departments by implementing SOPs and SLAs to respond to
the problems faced by customers quickly, clearly, and can communicate by providing solutions
to the problems that they reported, therefore customers feel satisfied and trust to do transact in
the Sayurbox application; 4) By the research limitation, it is recommended that further research
need to examine particularly relates to the affect of the refund and return feature, delivery time
and courier selection, as well as access to the most important contacts for customers, so that they
can find more precise results on customer loyalty which leads to increase the repeat purchases
by customers.
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