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Dam Tri Cuong (Vietnam)

THE INFLUENCE OF BRAND
LEADERSHIP, BRAND EXPERIENCE,
AND BRAND IMAGE ON CLIENT
SATISFACTION AND REPURCHASE
INTENTION OF E-=COMMERCE
BRANDS

Abstract

An e-commerce brand is an e-commerce platform that differentiates its services and
functionalities from other e-commerce sites. Moreover, consumers’ view of a brand or
service as a leader influences customers” decision-making. Thus, this research investi-
gates the impact of brand leadership, brand experience, and brand image on consumer
satisfaction and the likelihood of repurchasing. This research utilized the stimulus-
organism-response theory as the fundamental framework for its development. The
model was tested using the partial least squares approach, relying on survey responses
from 299 Shopee shoppers collected via Google Forms from October to November
2024. The Shopee platform was selected as it ranks as the top e-commerce platform
in Vietnam. The results indicate that brand leadership positively affected client sat-
isfaction (B = .160, t = 2.171) and the propensity to repurchase (p = .362, t = 6.013).
Likewise, brand experience positively affected client satisfaction (B = .247, t = 2.581)
and the propensity to repurchase (§ = .271, t = 4.703). Similarly, brand image positively
affected client satisfaction (B = .173, t = 2.095) and the propensity to repurchase ( =
.190, t = 2.718). Similarly, client satisfaction positively influenced repurchase intention
for e-commerce brands (p = .129, t = 2.418). This study offered theoretical and mana-
gerial insights and suggestions for further research.

Keywords brand leadership, brand experience, brand image, client
satisfaction, repurchase intention, e-commerce brands
JEL Classification M31, M30, M10

INTRODUCTION

An e-commerce brand, as noted by Chiu and Cho (2019), is an on-
line platform that separates itself from competitors through unique
features and service capabilities. Likewise, clients’ perception of a
brand or service as a market leader shapes their purchasing decisions.
According to Lavenia and Rodhiah (2024), an e-commerce brand can
improve its market position by offering exceptional service to meet
consumer expectations, develop brand leadership, and ensure a posi-
tive long-term experience. E-commerce brands can continually im-
prove and elevate the brand experience to cultivate favorable consum-
er impressions, augmenting customer happiness and the inclination
to repurchase (Ding et al., 2022). A crucial factor in the success of
retailers in an e-commerce brand regarding client retention is their
ability to consistently provide high-quality products that meet or sur-
pass customer expectations, while also fostering a robust and positive
brand image that resonates with consumers; this, in turn, enhances
customer satisfaction, encourages repeat visits, and sustains loyalty
over time (Devi & Darma, 2024). Besides, there is little research on
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how consumers’ views of brand leadership, experience, and image affect their satisfaction and willing-
ness to repurchase from e-commerce brands. Thus, this research examines the effect of brand leader-
ship, brand experience, and brand image on consumer satisfaction and intent to purchase again from

e-commerce brands.

1. LITERATURE REVIEW

AND HYPOTHESES

Digital advancements have transformed custom-
er behavior. It is undeniable that many people
globally, including those in Vietnam, are shop-
ping via the Internet. The volume of transactions
is rising annually. In recent years, purchasing
goods online has emerged as a prevalent prac-
tice in contemporary life (Novitasari et al., 2024).
As of 2024, there are 2.71 billion online buyers
worldwide, about 33% of the world’s population.
This is a notable rise of 2.7% from the previous
year, highlighting the ongoing growth of online
shopping. Global online sales were predicted
to hit USD 6.3 trillion in 2024, which is an in-
crease of 8.76% from 2023. This number shows
that e-commerce is growing quickly and is now
the main force behind store sales. Besides, from
2024 to 2027, global e-commerce sales are ex-
pected to keep a yearly increase of 7.8%, hitting
USD 8 trillion by 2027. This increase is more than
twice as fast as regular shops, showing that on-
line shopping is highly profitable for businesses
everywhere. In Vietnam, e-commerce consis-
tently has a constant growth rate of 18-25% an-
nually. In 2024, the market size is projected to
surpass USD 25 billion, reflecting a 20% increase
from 2023 (Rentracks, 2025). Besides, the cur-
rent Vietnamese market revolves around the five
most prominent e-commerce platforms: Shopee,
TikTokShop, Lazada, Tiki, and Sendo. Metric,
an e-commerce data platform, reported that in
the first nine months of 2024, the Vietnamese
e-commerce market generated VND 227,700
billion (USD 9.5 billion), up 37.6% from 2023.
Metric reports that Shopee had VND 53,740 bil-
lion in sales in the first half of 2024, 67.9% of
the market, while TikTokShop had VND 18,360
billion, 23.2%. Lazada had 7.6% of the market
with VND 6,030 billion, while Tiki had 1.3%
with VND 997.06 billion (Duong Hung, 2024).
These results are a great chance for vendors on
e-commerce brands to promote what they are
selling to prospective clients to increase transac-
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tions. An e-commerce brand is characterized as
an e-commerce platform that distinguishes its
services and functions from other e-commerce
websites (Chiu & Cho, 2019). However, with ex-
tensive expertise via internet buying, people
have grown increasingly knowledgeable about
prices and goods, hence heightening competi-
tion among businesses. As client expectations
and requirements increase, there is an increasing
need for superior quality items, greater variety,
enhanced service offerings, and more attentive
and reactive care for clients (Aslam et al., 2018).
Likewise, there are two phases of comprehend-
ing internet consumer behavior. The initial stage
motivates individuals to purchase online, while
the subsequent stage promotes repeat transac-
tions. Regular consumers allocate greater finan-
cial resources to their purchases and yield higher
revenues than new clients. The primary problem
of an e-commerce brand is keeping current cli-
ents and encouraging repeat transactions. As
per Lavenia and Rodhiah (2024), an e-commerce
brand must enhance its market position by deliv-
ering superior service to fulfill consumer expec-
tations, establish brand leadership, and provide
a good long-term experience. This aims to fulfill
client requirements and foster satisfaction and a
sense of future repurchase without transitioning
to an alternative brand. Besides, the escalation of
competition, the rising desire for experiences, and
the continual fluctuations in the overall environ-
ment impose significant pressure on e-commerce
brands for survival and growth. E-commerce
brands must consistently refine and enhance the
brand experience to foster positive consumer per-
ceptions, increasing customer satisfaction and de-
sire to repurchase (Ding et al., 2022). Similarly, a
key aspect of the achievement of retailers on an e-
commerce brand in maintaining client retention
is its capacity to continually offer items produced
of superior quality, with or exceeding client de-
mands, and cultivate a strong and favorable brand
image that connects with buyers; thus, prompt
customers satisfaction, desire to revisit and sus-
tain loyalty over time (Devi & Darma, 2024).
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The stimulus-organism-response (SOR) framework
(Mehrabian & Russell, 1974) is a comprehensive
model that explains how a stimulus from the outside
might lead an organism to participate in a psycho-
logical process that produces a behavioral response.
A stimulus outside a person influences how they
think or feel (Fu et al., 2021). Organism refers to how
a person feels and thinks, including their emotions
and mental processes (Tandon et al., 2021). The re-
sponse reflects an individual’s behavior and shows
what a person plans to do based on their thoughts
and feelings (Huang, 2023). Prior research has uti-
lized SOR theory in various contexts, such as pur-
chasing goods via the Internet (e.g., Guo & Li, 2022;
Sohaib et al., 2022; Peng & Kim, 2014), social media
(Aslam & Luna, 2021), local second-hand clothing
(Inbounmi et al., 2024), adult smartphones (Huang,
2023), the airline industry (Ali et al., 2020), organic
tea (Tian & Siddik, 2022), and other domains. This
study posits that the repurchase intention of e-com-
merce brands is also affected by external variables
and associated emotional responses. Consequently,
the SOR framework is an appropriate foundation
theory for this research, offering an understanding
of the intentions to repurchase e-commerce brands.
Specifically, this study extends the SOR framework
by examining brand leadership, brand experience,
and brand image as outside stimuli that affect client
satisfaction as an organism and clients” repurchase
intention on e-commerce brands as a response. A
brand is a “name, term, sign, symbol, or design, or a
combination of them, intended to identify the goods
and services of one seller or group of sellers and to
differentiate them from those of competition” (Keller
& Swaminathan, 2020). An e-commerce brand is
characterized as an e-commerce site that distin-
guishes its services and functions from those of other
e-commerce sites (Chiu & Cho, 2019). Consequently,
a website for e-commerce associated with a well-
known brand may likely increase the likelihood of
repurchasing for customers who have had a favorable
shopping experience (Lavenia & Rodhiah, 2024).
Brand leadership is described as “a consumer assess-
ment that a brand is successful, visionary, and is up-
to-date with the latest trends” (Miller & Mills, 2012).
Brand leadership reflects “consumers’ perception
about the relatively distinctive ability of a brand to
continually achieve excellence through sufficient
combinations of trendsetting and brand positioning
within an industry segment” (Chang & Ko, 2014).
According to Chang and Ko (2014), consumers per-
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ceive four important elements of brand leadership
(quality, value, innovativeness, and popularity): (1)
quality is described as “consumers’ judgment about a
product’s relative superiority in a market”; (2) value is
defined as “consumers’ evaluation of a product’s rela-
tive financial value based on what they give and re-
ceive™; (3) innovativeness is described as “consumers’
perception about a brand’s relative capability to be
open to innovative ideas and work on new solutions™
(4) popularity is defined as “consumers’ perception
about a brand’s relative popularity reflected by brand
awareness and consumption”. Besides, perceived
brand leadership significantly influences clients’
choices and emotional attitudes (Chang et al., 2016;
Kumar & Jayasimha, 2019). Furthermore, if service
providers meet online buyers’ expectations, the like-
lihood of intent to buy again significantly increases.
Likewise, the esteemed aspects of brand leadership
for online customers (such as meticulously chosen
content and website functionalities) can enhance
both consumer pleasure and the desire to repurchase
(Chiu & Cho, 2019). According to the studies con-
ducted by Apriyansyah et al. (2021), it is argued that
a brand that has gained prominence can result in
customers being satisfied and desiring to buy from
that brand again. Brand experience is defined as
“subjective, internal consumer responses (sensations,

feelings, and cognitions) and behavioral responses
evoked by brand-related stimuli that are part of a
brand’s design and identity, packaging, communica-
tions, and environments” (Brakus et al., 2009). Brand
experience is a crucial element of interactive market-
ing, whereby clients engage with a brand via many
stages, including item search, selection, consump-
tion, client interaction, and usage of the item, there-
fore generating benefits to the brand. When a cus-
tomer has a pleasant and remarkable experience with
a product from a certain brand, it might raise their
satisfaction with that brand. Customer satisfaction is
the consequence of a customer’s experiences with a
brand’s items over time (Iglesias et al., 2019). Earlier
studies are still examining the connection between
brand experience and consumer satisfaction. The
past study indicates a strong relationship between
brand experience and customer happiness (e.g.,
Lavenia & Rodhiah, 2024). Nevertheless, the studies
by Nadhifa et al. (2023) and Moreira et al. (2017) in-
dicated that brand experience did not affect custom-
er satisfaction. Therefore, more investigation is re-
quired to verify this connection. Furthermore, brand
experience occurs when a person interacts with a
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brand and has a cognitive response, including reac-
tions to an item or brand activities. Enjoyable experi-
ences incentivize customers to re-engage with the
business and deepen their involvement (Sayekti &
Setyawan, 2025). Prominent brand popularity pos-
sesses the power to direct consumers toward the gen-
uine advantages of an item/service, and increased
brand awareness can increase consumers’ propensity
to repurchase even in the absence of confirmed prod-
uct quality (Lavenia & Rodhiah, 2024). Similarly, the
degree of a brand’s success is contingent upon the
experiences it provides to its consumers. The in-
crease in plans to repurchase may be ascribed to the
remembrance of a satisfying prior purchasing expe-
rience (e.g., Apriyansyah et al, 2021; Lavenia &
Rodhiah, 2024). Brand image is considered how con-
sumers think of a certain brand, thus affecting their
inclination to purchase (Putri & Yasa, 2022). Brand
image is customers” whole perception of a brand, en-
compassing its historical actions, current quality,
and future commitments (Lucky et al., 2023). Brand
image is also a significant sub-variable within the
firm and is crucial in customers’ buying choices. A
good advertising strategy for the item can help estab-
lish a powerful brand image. Additionally, the item
should have a distinctive quality that distinguishes it
from other items. A solid blend of marketing aspects
may create a powerful image of the brand for cus-
tomers (Muzaki et al., 2024). The item’s brand image
is one of the most important factors in e-commerce.
A powerful brand image will evoke positive feelings
when using the brand, resulting in a psychological
benefit. A favorable brand image might also result in
satisfied clients, inadvertently increasing their belief
in the company. Likewise, former studies disclosed
that a favorable brand image affects client satisfac-
tion (Muzaki et al., 2024; Firdaus et al., 2024; Lucky
et al., 2023). Furthermore, a robust brand image
evokes a sense of authority and trust in buyers and
communicates essential values, hence favorably in-
fluencing intentions to repurchase (Arif, 2019). The
connection between brand image and repurchase in-
tention has been studied by earlier studies. Prior re-
search demonstrates a robust correlation between
brand image and repurchase intention (e.g., Nurhadi
et al., 2024; Tarigan & Bernarto, 2024). However, the
studies by Mulyaningsih and Meria (2024) showed
that brand image did not influence intent to repur-
chase. Client satisfaction is the sensation of joy or
displeasure that an individual has when comparing
an individual’s assessment of how well an item or
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service performs with the expectations an individual
has for that item or service (Muzaki et al., 2024).
Repurchase intention is the subjective likelihood that
a consumer would again acquire things from a seller
or an online retailer in the future (Apriyansyah et al.,
2021). Repurchase intention also implies the proba-
bility that a consumer will participate in subsequent
purchasing activities from e-commerce brands
(Ding et al., 2022). Repurchase intention is crucial for
the e-commerce brand as it influences consumer be-
havior towards loyalty; customers often exhibit a
propensity to purchase items or services again, which
benefits the e-commerce brand from prior sales.
Fostering customer loyalty is far less expensive than
acquiring new clients, as e-commerce brands must
incur higher promotional expenses to acquire new
consumers, particularly those operating online
through e-marketplaces (Wijarnoko et al., 2023). A
satisfied customer is fulfilling the client’s demands,
aspirations, and expectations of an item. Customer
satisfaction is the factor that compels consumers to
utilize a good consistently from the e-commerce
brand, fosters repurchase intention, and motivates
them to suggest it to others (Ginting et al., 2023).
According to a study conducted by Novitasari et al.
(2024), client satisfaction is an important aspect that
influences whether or not a customer would buy a
product again. Similarly, one of the most significant
objectives of an e-commerce brand is to ensure that
customers are satisfied. If this aim is accomplished, it
raises the likelihood that customers will buy from
the e-commerce brand again (Lavenia & Rodhiah,
2024). Prior studies still discuss how customer satis-
faction relates to the desire to repurchase. Previous
studies show that how satisfied consumers are is
closely connected to clients’ repurchase intention
(e.g., Ginting et al., 2023; Lavenia & Rodhiah, 2024;
Novitasari et al, 2022). However, the study by
Kusumo and Vidyanata (2022) suggested that cus-
tomer satisfaction did not impact clients’ repurchase
intention. So, more research is needed to confirm
this link. On the other hand, prior research has in-
vestigated numerous aspects affecting client intent to
purchase again. The aspects encompass brand expe-
rience (Hafidh et al,, 2024; Mnqangeni & Shava,
2023), brand image (Amanda et al., 2024; Li & Lee,
2024), and customer satisfaction (Lavenia & Rodhiah,
2024; Novita & Ardolof Toar, 2024). Numerous em-
pirical studies have examined the impact of brand
experience on customer satisfaction (e.g., Lavenia &
Rodhiah, 2024; Novitasari et al, 2024; Chung &
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Peachey, 2022; Nadhifa et al., 2023). Nonetheless, al-
though it is frequently demonstrated that brand ex-
perience positively influences client satisfaction, the
existing empirical data about the relationship be-
tween brand experience and client satisfaction re-
mains equivocal and contradictory. Numerous
studies have demonstrated a positive association be-
tween brand experience and customer satisfaction
(e.g., Lavenia & Rodhiah, 2024; Novitasari et al.,
2024). Conversely, several studies have demonstrat-
ed a negative association between brand experience
and customer satisfaction (e.g., Moreira et al., 2017
Nadhifa et al., 2023). Due to the ambiguous findings
on the relationship between brand experience and
client satisfaction, it is essential to ascertain if brand
experience directly and significantly improves cus-
tomer satisfaction. Likewise, prior research indi-
cates a strong correlation between customer satis-
faction and clients’ desire to repurchase (e.g., Lavenia
& Rodhiah, 2024; Novitasari et al., 2022). However,
Kusumo and Vidyanata (2022) showed that satisfied

Innovative Marketing, Volume 21, Issue 4, 2025

market leader could stem from more than just the
product’s superior quality or value; it might also re-
flect the customer’s self-image (Chang & Ko, 2014).
However, it is still unclear how consumers’ percep-
tions of the leadership of an e-commerce brand af-
fect their likelihood of making repeat purchases
(Chiu & Cho, 2019; Novitasari et al., 2022). On top of
that, existing literature lacks substantial research
examining the impact of customers’ perceptions of
brand leadership, brand experience, and brand im-
age on their satisfaction and desire to repurchase
with e-commerce brands.

This research examines the impact of brand leader-
ship, brand experience, and brand image on con-
sumer satisfaction and intent to purchase again from
e-commerce brands within the stimulus-organism-
response (SOR) framework. After analyzing the re-
lated literature, the research presents the following
hypotheses:

clients did not affect people’s likelihood to buy again. HI:  Brand leadership affects client satisfaction
Thus, further study is required to validate this con- positively.
nection. Similarly, some research has shown that
brand image and repurchase intention are positively H2:  Brand leadership affects repurchase inten-
correlated (e.g., Lucky et al., 2023). Yet, according to tion favorably.
some studies (e.g., Khoo, 2022; Mulyaningsih &
Meria, 2024), brand image and repurchase intention ~H3: Brand experience affects client satisfaction
are negatively correlated. Given the conflicting lit- positively.
erature on the subject, determining whether brand
image directly and significantly increases repur- H4: Brand experience affects repurchase inten-
chase intention is crucial. Additionally, research has tion favorably.
shown that customers’ choices are influenced by
how much they view a brand or service as a leader H5: Brand image affects client satisfaction
(Chiu & Cho, 2019). A customer’s preference for the positively.

STIMULUS ORGANISM RESPONSE
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Figure 1. Research model
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H6: Brand image affects repurchase intention
favorably.
H7:  Client satisfaction has a positive effect on the

propensity to repurchase.

2. METHODOLOGY

This study utilizes purposive sampling. This meth-
odology was chosen for its easy access, cost-effi-
ciency, and ease. The non-probability sampling
method was employed based on demographic at-
tributes and the study’s aim (Tongco, 2007). Data
were collected from October 2024 to November
2024 using an online questionnaire made via
Google Forms by sharing the survey on social net-
working and Zalo to target customers who pur-
chase online with the Shopee brand. The Shopee
brand was chosen for the survey as it is the lead-
ing e-commerce brand in Vietnam, holding 67.9%
of the market share (Duong Hung, 2024). Among
the 325 individuals surveyed, 299 were deemed el-
igible, whereas 26 were considered ineligible. The
respondents’ demographic details are shown in
Table 1.

Table 2. Measurement

Table 1. Demographic profile of participants

Frequency %
Gender
Female 153

Male 146
Age

Traits

232
35
25

Job
21
Other : 36 ;
Income (VND million/month)
<5 e ..200 :
96
58
45

As shown in Table 1, the sample included 51.2% fe-
males and 48.8% males. Most respondents (77.6%)
were between 18 and 22 years old. Students made
up the largest job group (76.3%). Income levels
varied, with most earning under VND 15 million
per month.

Concepts

Items

Source

Blel. This e-commerce platform maintains superior quality standards.

Brand leadership

Chiu and Cho (2019)

that are highly beneficial.

| BEx3. This e-commerce platform offers a variety of supplementary features

Hidayanti et al. (2018)

i when purchasing online.

| BIm3. This website is readily distinguished from other online shopping sites

Tarigan and Bernarto
(2024)

Tarigan and Bernarto

rce site matches my requirements.

(2024)

with my experience using this e-commerce site

i RInl. I want to keep utilizing this e-commerce platform.

Repurchase intention

Tarigan and Bernarto
(2024)

i RIn4. This e-commerce platform will be among the first options for online

i shopping in the future.

152

http://dx.doi.org/10.21511/im.21(4).2025.11



To verify the hypotheses mentioned above, this
study implements a quantitative approach. The
measurement for each item was mostly derived
from previous research, with a few modified to
align with the circumstances of online shopping
on e-commerce platforms. This analysis deployed
the Likert scale to assess respondents’ levels of
consent, varying from 1 for disagreeing strongly
to 5 for fully agreeing. The measurement items are
presented in Table 2.

The statistical method used is PLS-SEM, and
SmartPLS is used for analysis in this research.

3. RESULTS

If a study uses self-reports, there is a risk of com-
mon method bias (CMB), which might affect how
reliable the findings are (Podsakoff et al., 2003). As
a result, two statistical techniques were applied to
check that CMB was not a big threat to the study’s
accuracy. Harman’s test, based on one factor, was
employed to determine whether one factor could
explain most of the variation. The results revealed
that the first factor comprised 35.89% of the vari-
ance, which didn’t reach the 50% level. The follow-
ing phase involved conducting a collinearity test
as formulated by Kock (2015). The results indicate
that all Variance Inflation Factor (VIF) values
were below 3.3 (refer to Table 3 for further details).

Table 3. VIF

BEx

Bim

BEx
Ble.
CSa

In Table 4, Cronbach’s alpha (a) and composite
reliability (CRe) values are shown to be between
0.752 and 0.851, and between 0.781 and 0.852, re-
spectively. As Hair et al. (2022) suggest, these val-
ues meet the required minimum of 0.7. Besides,
Chin (1998) states that loadings for every item
should be greater than 0.7 and that concepts
should have average variance extracted (AVEX)
values greater than 0.5. Besides, Hair et al. (2014)
state that items with loading (OLo) values great-
er than 0.5 are likewise deemed appropriate. The

http://dx.doi.org/10.21511/im.21(4).2025.11
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OLo coeflicients also fall between 0.644 and 0.854.
Each concept’s AVEx index varied from 0.575 to
0.691, as shown in Table 4. The results, therefore,
show strong convergent validity.

Table 4. Measurement

Constructs © AVEX
Brand leadership
(BLe) 0.648
Brand experience
(BEX) 0.691
Brand image
(BIm) 0.618
Client satisfaction
(Csa) 0.575
Repurchase intention 0629
(RIn)

Additionally, the validity of discriminant evalu-
ations was evaluated through the application of
cross-loadings; as shown in Table 5, the outcomes
demonstrated that the coefficients indicating as-
sociations among concepts were greater compared
to those illustrating associations among the con-
cepts, thereby demonstrating the correctness of
the discrimination validity foundational assump-
tions (Hair et al., 2022).

Table 5. Cross-loadings

BEx BLe CSa
0.850 . 0.380 0.298 .
Cosss ose s oas osu
0.803 0.419 0.317
B e e R
Coser orss s oaes” oues”
0501 0822
0.287 . 0.768 0.287 .
L0313 | 045 0843 0294 0498
0514 1.0292 ;0813 : 0364 ;0383
0.428 0.796 0.283
o ome oaw onyoaer
0.337 0.358 0.820
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Table 5 (cont.). Cross-loadings

Table 6. Evaluation of hypotheses

The PLS findings indicated that BLe positively in-
fluenced CSa (f =.160, t =2.171) and RIn (f = .362,
t = 6.013), thereby validating hypotheses HI and
H2, wherein BLe had the most significant positive
effect on RIn (P =362, t = 6.013) among the vari-
ables. The outcomes also revealed that BEx posi-
tively affected CSa (p = .247, t = 2.581) and RIn (
=.271, t = 4.703), therefore corroborating hypoth-
eses H3 and H4, wherein BEx was the variable that
showed the highest significant positive influence
on CSa (B =.247, t = 2.581) of all the factors inves-
tigated. Furthermore, it was established that BIm
had an advantageous impact on CSa (f = .173, t =
2.095) and RIn (B =.190, t = 2.718), supporting hy-
potheses H5 and H6. Additionally, the study’s re-
sults confirmed that CSa positively influenced RIn
(B = .129, t = 2.418), thereby validating hypothesis
H?7 (see Table 6 and Figure 2).

L5al {532

B X

Blel gapn 9000

Ele2

0.160 (0.030)
Bled

Blad

i 0.247 (0.010)

BEx2

BEx3

BExd

0.173 (0.036)

Bim1

Blm2

Blim3

Bimd

0.362 (0.000)

0.271 (0.000)

Hypotheses  : P coefficient : t-statistics | p-values
‘Ble>CSa i 0160 2171 0030
BLe - RiIn 0.362 6.013 0.000
BEx% CSa 0.221:7 2581 0.010
BEx-> Rin 0.271 14703 0.000
BIm - CSa 0.173 2.095 0.036
BIm 9 RIn 0.1:9:0 2718 0.007
H7 :CSa - RIn 0.129 2.418 0.016
Note: BLe — brand leadership; BEx — brand experience;

BIm —brand image; CSa — client satisfaction; RIn —repurchase
intention.

4. DISCUSSION

The findings suggest that brand leadership plays
an important role in achieving customer sat-
isfaction (HI) and encouraging them to make
repeat purchases (H2). So, better brand leader-
ship in e-commerce can result in higher cus-
tomer satisfaction and an increased likelihood
of repurchase. The findings align with the re-
search conducted by Novitasari et al. (2024) and
Lavenia and Rodhiah (2024), which similarly
indicated that enhancing the brand leadership
of e-commerce brands might elevate client sat-
isfaction. The findings align with the research

€Sa3 Coad
0000 gop

0.129 {0.016)

Rin1

2.000
Rinz
ooo0-®

0.000
o Rinz
Q.00

Rind

0.190 (0.007)

Note: BLe — brand leadership; BEx — brand experience; BIm —brand image; CSa — client satisfaction; RIn — repurchase intention.

Figure 2. The data from PLS
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of Chiu and Cho (2019), which indicated that
enhancing the brand leadership of e-commerce
brands might elevate the inclination to repur-
chase from such brands.

The results showed that brand experience
strongly and positively affected. According to
the findings, increasing the brand experience of
e-commerce brands may improve customer sat-
isfaction and increase the likelihood that con-
sumers will want to purchase from that brand
again. The findings align with other research
that suggested enhancing the brand experience
might boost consumer satisfaction and repur-
chase intention (e.g., Lavenia & Rodhiah, 2024).
However, the studies by Moreira et al. (2017) and
Nadhifa et al. (2023) showed that brand experi-
ence had no impact on consumer satisfaction.
The variety of the research area may indicate the
discrepancies; for example, this study focused
on e-commerce brands, the study by Nadhifa et
al. (2023) was conducted in the banking sector,
and the study by Moreira et al. (2017) was con-
ducted on the market for telecoms multiple-play
services.

The findings revealed that brand image signifi-
cantly and positively influenced client satisfac-
tion (H5) and intention to repeat (H6). The re-
sults show that improving the image of e-com-

Innovative Marketing, Volume 21, Issue 4, 2025

merce brands may satisfy customers and make
them more likely to want to buy from that brand
again. The findings correspond with former
studies that disclosed that a favorable brand im-
age affects client satisfaction (e.g., Lucky et al,,
2023; Muzaki et al., 2024) and repurchase inten-
tion (e.g., Lucky et al., 2023). However, the study
by Mulyaningsih and Meria (2024) showed that
brand image did not influence intent to repur-
chase. The variations in the items surveyed
might explain this. In particular, this research
focused on general items offered on e-com-
merce, while the study by Mulyaningsih and
Meria (2024) focused on body lotions, which are
beauty products.

The findings illustrate that client satisfaction
significantly and positively influences repur-
chase intent (H7). These results align with
prior research indicating a strong correlation
between consumer satisfaction and repur-
chase intention (e.g., Lavenia & Rodhiah, 2024;
Novitasari et al., 2022). Conversely, the study by
Kusumo and Vidyanata (2022) posited that cus-
tomer satisfaction did not affect repurchase in-
tention. The variation in research domains may
account for this discrepancy; this study concen-
trated on e-commerce brands, whereas Kusumo
and Vidyanata (2022) examined shoe laundry
services.

CONCLUSION

The primary objective of this research was to investigate how brand leadership, brand experience,
and brand image impact consumer satisfaction and repurchase intention within the SOR theo-
retical framework, specifically in the context of e-commerce brands. The findings suggested that
a positive relationship exists between brand leadership and customer satisfaction, as well as the
likelihood of repeat purchases. Similarly, the customer’s experience with the brand had a favorable
impact on their satisfaction and their likelihood to make additional purchases. In a similar vein,
brand image had a favorable impact on customer satisfaction and the likelihood of repeat purchas-
es. Similarly, customer satisfaction had a favorable influence on the propensity to repurchase. These
results give us both academic and practical implications. For academics, this research is among the
pioneering studies to establish a comprehensive framework for analyzing how brand leadership,
brand experience, and brand image shape customer satisfaction and repurchase intention toward
major e-commerce brands. Furthermore, the measurement scales used in the study demonstrated
high reliability and validity, confirming their suitability for future applications. From a managerial
perspective, the study emphasizes that organizations should focus on reinforcing brand leadership,
creating engaging and memorable brand experiences, and maintaining a positive brand image. By
doing so, they can elevate customer satisfaction, increase repurchase rates, and strengthen com-
petitive advantage and profitability.
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