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ABSTRACT

In recent years the growth of electronic commerce is rapidly and
continuously which provides consumers more alternatives. However, consumers
remain unsatisfied with their online purchase experiences. They are still worried in
purchasing because of fear of fraud, fear of receiving product that doesn’t exactly
the same as advertising. Also the retailers face with many problems such as trust
between consumers and vendors or consumers may not know retailers. These
problems may cause consumers to switch to other online shops. Vendors must find
ways to make consumers buy product sold on their own sites and repurchase.

This study collected the data through 219 online questionnaires from the
consumers that have the experience of purchasing cosmetics and the consumers
that have the experience of purchasing electronics on the internet. Data was
analyzed by regression analysis for estimating the relationships among variables that
affect repurchase intentions of consumers shopping on the internet.

The result shown that product uncertainty will decrease if the consumers
can assess the product quality, product characteristics and product performance. The

consumers will not be anxiety in purchasing if product uncertainty decreases which
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affect the consumer’ s satisfaction. Also the reputable retailer will increase the

consumer’s satisfaction which will cause the repurchase intentions.

Keywords: Repurchase Intention, Customer Satisfaction, Product Uncertainty, Retailer

Visibility, Product Description, Product Review
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