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ABSTRACT. This study aims to explore the impact of various aspects of online customer experience on trust, satisfaction, 

and repurchase intention in the context of digital transformation. Data were collected from 466 valid survey responses 

and analyzed using SPSS and SmartPLS. The findings indicate that components of online customer experience, 

including aesthetic experience, customer experience with online employees, community experience, user experience 

with ai chatbots, and personalized online experience, all exert positive effects on trust and satisfaction, which serve as 

critical mediators that foster repurchase intention. Notably, the study highlights the prominent role of advanced 

technological factors such as AI chatbots and personalization in enhancing the quality of digital experiences. These 

insights not only contribute to updating the theoretical framework of consumer behavior in online environments but 

also provide valuable implications for both academic research and marketing practice in the era of artificial intelligence. 

 

 

1. Introduction 

In the context of global digital transformation, e-commerce is undergoing a profound 

revolution that fundamentally reshapes consumer behavior and the overall landscape of the retail 

industry. At present, revenue from online shopping continues to grow and increasingly accounts 

for a significant proportion of total retail sales [1]. Technology not only assists consumers in 

searching for information and evaluating products but also revolutionizes the entire shopping 

journey, from the stages of awareness and decision-making to post-purchase [2]. Within this 

environment, online customer experience has emerged as a foundational factor that profoundly 

influences consumer behavior and purchase intentions [2-5]. This underscores the fundamental 

importance of studying online shopping behavior, including repurchase intention [6]. 
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Online customer experience is conceptualized as the totality of perceptions, emotions, and 

behaviors throughout the entire interaction process with a brand, encompassing all touchpoints 

before, during, and after purchase [2, 7, 8]. Key dimensions such as informativeness, 

entertainment, social presence, and sensory appeal play essential roles in shaping the overall 

experience [9, 10]. Customer experience is inherently complex, highly personalized, and difficult 

to generalize [11] . It involves customer engagement at emotional, cognitive, and social levels [12, 

13]. 

Alongside the rapid growth of e-commerce, the wave of digital transformation has 

positioned artificial intelligence (AI) and chatbots at the center of customer experience strategies. 

AI is now deeply integrated into e-commerce platforms, with AI-powered chatbots playing a 

critical role in customer service, product recommendations, and personalization [14, 15]. These 

technologies are no longer merely supplementary tools but have become essential instruments 

for businesses to enhance operational efficiency and deliver superior experiential value. 

Recent studies have shown that artificial intelligence has the capability to deliver hyper-

personalized experiences, provide 24/7 support, optimize interactions, and enhance customer 

satisfaction [16]. Consequently, artificial intelligence and chatbots are considered influential 

factors that can affect purchase intention by strengthening consumer satisfaction and trust [16, 

17]. The application of artificial intelligence in chatbots, recommendation systems, sentiment 

analysis, and image search has contributed to improving responsiveness and personalization in 

customer service [18]. As suggested by [19], such personalized experiences not only enhance user 

satisfaction but also reinforce brand loyalty, which is crucial in an increasingly competitive digital 

marketplace. 

However, the impact of artificial intelligence and chatbots on customer experience and 

purchase intention is not always entirely positive. Some studies indicate that issues such as 

misinterpreting context, failure to recognize emotions, or the absence of nuanced human like 

responses may lead to customer disappointment, diminished trust, and even platform 

abandonment [20-22]. In addition, concerns regarding privacy, ethics, and transparency in 

artificial intelligence also limit the positive influence of experiences generated by this technology 

[23]. 

In the context of the convergence between online and offline shopping, customer 

experience is considered a sustainable competitive advantage for retailers [24]. Recent theoretical 

studies have focused on frameworks for managing online customer experience in the era of big 

data [25, 26]. Nevertheless, there remains a lack of specific empirical studies, particularly in the 

context of the rapid development and widespread application of artificial intelligence in e 

commerce. The increasing consumer expectations for immediacy, personalization, and 

seamlessness in digital experiences highlight the urgent need for further research on the 
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relationship between online customer experience and purchase intention, especially under the 

influence of artificial intelligence and chatbots [27-29]. 

Online customer experience is defined as the overall cognitive, emotional, and behavioral 

responses of customers when interacting with businesses through digital channels, including 

websites, mobile applications, social media, and other online platforms [4]. This experience 

extends beyond functional activities such as information retrieval or transactions to encompass 

the full range of emotions and perceptions across the entire engagement with the digital brand 

[2]. Customer experience is typically categorized into three primary dimensions: cognitive, 

emotional, and behavioral [2]. Behavioral responses such as repurchase intention, brand 

advocacy, or online feedback often result from positive perceptions and satisfied emotions 

formed during the interaction process [30]. Therefore, building a consistent experience not only 

strengthens satisfaction but also fosters brand loyalty and serves as a key driver for future sales 

growth. 

Nevertheless, most prior research has examined online customer experience from a 

general perspective (cognitive, emotional, behavioral) without delving deeply into specific 

dimensions that capture the full complexity of the modern digital journey shaped by the 

integration of advanced technologies. Accordingly, the objective of this study is to examine the 

impact of specific aspects of online customer experience, including community experience, 

aesthetic experience, customer experience with online employees, user experience with ai 

chatbots, and personalized online experience, on trust, satisfaction, and repurchase intention. 

Conducting this study not only clarifies the mechanisms through which online experience factors 

influence customer behavior but also provides a scientific basis for businesses in designing and 

optimizing customer journeys. In doing so, the research contributes to enhancing the competitive 

capacity of businesses in an increasingly dynamic and highly competitive e commerce 

environment. 

2. Literature Review 

2.1 Theoretical Background 

The Stimulus-Organism-Response theory developed by [31] has become one of the most 

widely applied frameworks in consumer behavior research [32]. The core of this theory is to 

describe how individuals respond to stimuli from their surrounding environment. In a 

consumption context, consumer behavior or purchase intention is viewed as the result of a 

sequential process in which customers are exposed to stimuli such as product images, sounds, 

advertisements, or brand related communications. 

Within the S-O-R framework, the component of stimulus (S) refers to external 

environmental factors such as colors, scents, lighting, or sounds that can influence consumers’ 

sensory and psychological states [33]. These stimuli affect the internal state of the individual, 
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referred to as the organism (O), which includes emotions, cognitions, or psychological reactions 

such as satisfaction, trust, excitement, or pleasure. Finally, these internal states lead to a response 

(R), which is reflected in behaviors such as purchase intention, actual purchasing behavior, brand 

loyalty, or brand value evaluation. 

[34] extended this framework by pointing out that beyond the S-O and O-R relationships, 

there can also be a direct pathway from stimulus to response (S-R). Specifically, in modern retail 

environments, factors such as store design, sound, lighting, or promotional programs may 

directly trigger consumer behaviors without necessarily going through emotional or cognitive 

mediators. This suggests that certain consumer reactions can be immediately activated by 

environmental stimuli [34]. In the context of online shopping, many studies have adopted the S-

O-R model to analyze the relationship between consumer experience factors and behavioral 

responses. For example, [35] applied this model to examine the impact of online shopping stimuli 

on consumer behavior. 

Building on the S-O-R theory, this study proposes a theoretical model in which customer 

experience is conceptualized as the stimulus (S), influencing the organism (O), represented by 

trust and satisfaction, which in turn lead to the response (R), represented by repurchase intention. 

This approach is supported by several prior empirical studies. Specifically, customer experience 

has been identified as a type of stimulus with strong effects on consumer behavior [36, 37]. Trust 

and satisfaction are considered internal organism states [38, 39]. Finally, repurchase intention is 

conceptualized as the behavioral response in the study of [39]. Therefore, the proposed research 

model is grounded in empirical evidence and contributes to clarifying the mechanism through 

which customer experience in modern shopping environments influences consumer perceptions 

and behaviors. 

2.2 Hypothesis Development 

Online Customer Experience 

Online customer experience is defined as the process through which consumers interact 

with and receive sensory information from a brand, manufacturer, or retailer’s website via 

images, videos, and textual content [4, 5]. This experience is not limited to the interface itself but 

encompasses the entire journey, from searching for information and engaging in online 

interactions to waiting for the product after placing an order. According to [40], customers 

actively interpret and form perceptions of products or services based on the information available 

on the website, which may positively or negatively influence future purchasing behavior, as 

affirmed in the study of [41]. 

The studies of [3] and [42] demonstrate that positive interactions on online platforms 

increase purchase likelihood by creating a state of “flow,” in which customers are fully absorbed 

in the shopping process, while simultaneously fostering trust and satisfaction. From an 
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experiential marketing perspective, recent research has expanded the concept of online customer 

experience into a multidimensional construct, including aesthetic experience, community 

experience, customer experience with online employees, user experience with ai chatbots, and 

personalized online experience [9, 43-45]. When optimized, these elements can significantly 

enhance trust and repurchase intention in e commerce environments. 

Drawing on the theoretical foundation of [2] and [4], who conceptualized online customer 

experience as comprising cognitive, emotional, and behavioral dimensions, this study develops 

the second order construct of “online customer experience” into five specific aspects. These 

aspects are inherited from prior studies and reflect the critical elements of the customer journey 

in the modern digital environment. Specifically, community experience reflects the social and 

emotional dimension, aesthetic experience relates to sensory and emotional engagement, online 

staff and artificial intelligence/chatbot experience represent the quality of service interaction 

linked to cognition and emotions, while personalized online experience captures the degree of 

personalization, allowing customers to feel that the brand understands them, which in turn 

fosters satisfaction and purchasing behavior. Collectively, these dimensions shape the overall 

cognitive, emotional, and behavioral responses of customers when engaging with firms through 

online platforms. 

Aesthetic experience in e commerce is a critical factor influencing customer perceptions 

and purchasing behavior. According to [46] and [4], it refers to the overall sensory impression 

created by technical and visual elements of a website. Components such as layout, color, images, 

logos, textual content, page loading speed, and navigability are considered key inputs that shape 

aesthetic perception [47, 48]. A positive aesthetic experience enhances user satisfaction and 

encourages repeat visits, whereas negative or unpleasant visuals may diminish trust and lead to 

withdrawal behavior. Therefore, optimizing website interface and processing speed [49, 50] plays 

a crucial role in building trust, satisfaction, and repurchase intention in online environments. 

Customer experience with online employees reflects the quality of interaction between 

customers and company support teams in digital environments [13]. According to [9] and [30], 

this experience is shaped through customer engagement with online service representatives, 

including the ability to respond promptly, provide accurate information, offer appropriate 

advice, and effectively resolve emerging issues. When customers receive professional support, 

they tend to feel secure, trustful, and satisfied, particularly when personal data security in 

transactions is ensured [47]. Conversely, delayed or inadequate responses may significantly 

reduce service quality, leading to frustration and disengagement [51]. Thus, building an effective, 

responsive, and personalized online staff service system not only enhances customer experience 

but also fosters long term relationships between customers and businesses. 
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Community experience in online environments provides customers with added value 

distinct from traditional in store interactions [52, 53]. Online communities allow consumers not 

only to share information but also to establish shared norms, strengthen loyalty, foster 

commitment, and pursue common goals or ideas [54]. Research by [44] and [55] indicates that 

participating in discussions and exchanges within communities creates satisfaction and 

enjoyment for users. Furthermore, such platforms enable customers to access reliable information 

quickly and interact easily with other members [56]. Positive community experiences enhance 

trust in the brand, increase satisfaction, and reinforce repurchase intentions [47]. 

User experience with AI chatbots is regarded as a key dimension of online customer 

experience. According to [57], a chatbot is a software application that simulates human 

communication through text or voice, functioning as an intelligent interaction channel between 

customers and businesses. Recent studies show that AI chatbots serve as effective virtual 

assistants, humanizing customer care [58] and simulating natural conversations to personalize 

experiences and provide precise support tailored to customer needs [59]. Their ability to respond 

instantly and manage multiple requests simultaneously while maintaining service quality is a 

significant advantage, reducing waiting times and increasing satisfaction [60]. From a marketing 

perspective, AI chatbots not only optimize communication but also collect behavioral data to 

enhance personalized campaigns [61]. These intelligent systems leverage natural language 

processing and machine learning algorithms to continuously improve through real interactions, 

thereby strengthening customer experience [62]. Timely responses and relevant 

recommendations from chatbots further foster trust, reinforce satisfaction, and encourage 

repurchase intentions [63, 64]. 

Personalized online experience has emerged as a critical factor in improving the quality 

of customer interaction with e commerce platforms, particularly in the context of increasing 

information overload [65]. In online retailing, recommendation systems and AI technologies 

enable real time tracking and analysis of consumer behavior to deliver relevant product, pricing, 

and feature suggestions, thereby optimizing personalized shopping experiences [66, 67]. 

Numerous studies confirm that personalization enhances satisfaction, builds trust, and fosters 

repurchase intentions [68-70], especially when recommendations are diverse and flexible rather 

than rigid [65]. Overall, personalization is not only a sales support tool but also a strategic driver 

that increases perceived value, strengthens long term customer relationships, and promotes 

repeated purchasing behavior in the context of comprehensive digital transformation. 

Online customer experience plays an essential role in building trust, enhancing 

satisfaction, and driving repurchase intention. According to [71] and [72], positive experiences 

increase trust, reduce complaints, and stimulate purchasing behavior. When customers perceive 

satisfaction and quality from their shopping experience, they are more likely to return [73, 74]. 
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Other studies, such as [4], [74], and [75], also highlight the direct influence of online brand 

experience during the purchasing process on trust. Based on this foundation, the following 

hypothesis is proposed: 

H1: Online customer experience has a positive effect on customer trust. 

Many studies have demonstrated that online customer experience plays a crucial role in 

driving repurchase intention. Based on the SOR theory, [76] and [77] showed that elements such 

as informativeness, entertainment, and convenience in online shopping experiences positively 

influence continued purchasing behavior. [78] emphasized the mediating role of satisfaction in 

the relationship between experience and the sustained use of online platforms. Similarly, the 

studie of [79] confirmed that positive experiences contribute to enhancing trust, satisfaction, and 

the intention to repurchase online. Therefore, this study proposes the following hypothesis: 

H2: Online customer experience has a positive effect on customer repurchase intention. 

Online customer experience has also been recognized as a critical determinant of 

consumer satisfaction in digital environments. [80] pointed out that positive experiences in online 

contexts not only have a significant impact on customer satisfaction but also serve as a core factor 

in customer retention. Such retention inherently involves a certain level of trust that customers 

place in online retailers. Likewise, research by [81] and [82] indicated that online experiences 

enhance satisfaction as well as behavioral intentions. [83] found that website browsing 

experiences, such as speed, color, sound, and interface design, positively affect user satisfaction, 

suggesting that online customer experience is also personalized depending on the specific 

shopping context [25]. [84] and [85] argued that comprehensive experiences, including positive 

social interactions such as easily accessing previous customer reviews or receiving timely support 

from communities or sellers, not only improve satisfaction but also reduce post purchase 

uncertainty. When businesses provide personalized, consistent, and positive online experiences, 

they foster customer satisfaction and encourage continued usage [6]. 

H3: Online customer experience has a positive effect on customer satisfaction. 

Trust 

Previous studies have indicated that positive experiences during interactions with digital 

platforms strengthen consumers’ perceptions of security, credibility, and reliability toward online 

retailers, thereby encouraging repeat transactions. [86] argued that satisfaction derived from 

transactions serves as a fundamental factor in fostering trust and repurchase intention. This view 

is reinforced by [78], who emphasized that customer experience, through perceived value and 

satisfaction, forms the basis for sustainable relationships in which trust plays a central role. From 

the perspective of the SOR framework, [87] and [38] demonstrated that technical features and 

interactive environments, such as interface design, responsiveness, and social connectivity, create 

positive psychological experiences that cultivate trust in the platform or seller, ultimately leading 

to repeat purchasing behavior. 
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Moreover, [39] and [88] revealed that trust in e commerce platforms is the result of 

consistent, transparent, and coherent online experiences. Once customer experiences are 

optimized, perceived risks decrease, trust increases, and the likelihood of repurchase is enhanced. 

Taken together, prior studies suggest that online customer experience serves as the starting point 

for the development of trust, which in turn is one of the most critical determinants of repeat 

purchasing behavior [89, 90]. Building on this foundation, the present study seeks to examine the 

mediating role of trust in the relationship between online customer experience and repurchase 

intention in digital shopping environments. 

H4: Trust has a positive effect on customer repurchase intention. 

Satisfaction 

In the context of the rapid growth of e-commerce, numerous studies have confirmed that 

customer satisfaction is a critical factor positively influencing repurchase intention. The works of 

[91], [92], and [70] demonstrate that satisfaction derived from online shopping experiences 

contributes significantly to consumers’ return behavior. By applying the S-O-R model, these 

authors emphasize that satisfaction is not only an emotional outcome following a purchase but 

also functions as an endogenous stimulus that drives specific behavioral responses, namely 

repurchase intention. 

Similarly, the studies of [25], [6], and [80] provide evidence that cumulative satisfaction 

from prior experiences has a substantial influence on customers’ continued purchasing behavior. 

In particular, satisfaction with service quality, platform ease of use, and seller credibility are 

factors that strengthen consumer trust, thereby encouraging the decision to repurchase. These 

findings offer a solid theoretical foundation for the present study in examining the effect of 

satisfaction on online repurchase intention in the context where consumer behavior is 

increasingly shaped by digital experiences. Accordingly, this study proposes the following 

hypothesis: 

H5: Satisfaction has a positive effect on customers’ repurchase intention. 

Online Customer 
Experience 

Trust

Satisfaction

Repurchase 
Intention

H1

H3

H4

H5

H2

 

Figure 1. Proposed research model 
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3. Research Methodology 

Measurement 

This study employed a mixed-methods approach, integrating both qualitative and 

quantitative techniques to provide a comprehensive exploration of the research problem. To 

collect data, a structured questionnaire was developed based on measurement scales that had 

been validated in prior studies. However, these scales were carefully refined through expert 

discussions to ensure contextual relevance and accuracy for the present study. 

Specifically, the variables in this study were measured as follows, with necessary 

adaptations made to reflect the research context. The items for Aesthetic Experience (AE) were 

adapted from [93], consisting of five items. Customer Experience with Online Employees (CEOE) 

was adapted from [9] and [44], comprising five items. Community Experience (CE) was measured 

with five items adapted from [94]. User Experience with AI Chatbots (UEIC) was adapted from 

[14], consisting of eight items. Personalized Online Experience (POE) was measured using eight 

items adapted from [45] and [95]. Trust (TRU) was measured with four items adapted from [74]. 

Satisfaction (SAT) was measured with five items adapted from [96] and [74]. Repurchase 

Intention (RI) was adapted from [97] and [98], consisting of four items. All constructs were 

assessed using a five-point Likert scale, ranging from 1 (strongly disagree) to 5 (strongly agree). 

Sample and Data Collection 

To ensure the quality and reliability of the data for the proposed research model, a 

rigorous pilot test was conducted. The primary objectives of this stage were to assess the clarity 

and comprehensibility of the questionnaire, estimate the average completion time, verify the 

logical flow of questions, and evaluate the reliability of the measurement scales employed. 

The preliminary questionnaire included screening questions such as: (1) Have you 

purchased or used online services (via websites, mobile applications, social media, etc.) within 

the past six months. (2) During your online shopping or service usage, have you ever interacted 

with a chatbot (automated response system) or a virtual assistant (AI) on a website, application, 

or through messaging platforms. The questionnaire also covered measurement items for all 

constructs in the model (aesthetic experience, customer experience with online employees, 

community experience, ai chatbot experience, personalized experience, trust, satisfaction, and 

repurchase intention) using a five-point Likert scale, in addition to demographic information and 

an open-ended feedback section. The draft was then digitized on an online survey platform to 

test its technical functionality. 

A total of 115 participants were recruited for the pilot study using convenience sampling. 

Respondents were asked not only to complete the questionnaire but also to provide feedback on 

completion time, question clarity, and any technical issues encountered. The collected data were 

analyzed qualitatively (direct feedback) and quantitatively (Cronbach’s Alpha for scale 
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reliability). Based on the analysis, necessary adjustments to wording, question structure, and 

order of presentation were made to optimize the questionnaire. This process ensured that the 

final questionnaire achieved high levels of reliability and validity, making it ready for the main 

data collection phase. 

The official survey yielded a total of 540 responses. After data cleaning, which involved 

excluding incomplete cases, a final sample of 466 valid responses was obtained. Table 1 presents 

the demographic profile of the respondents. The sample consisted of 50.21 percent male and 49.79 

percent female participants. Regarding age, the majority were young adults, with 19.10 percent 

between 18 and 25 years, 51.07 percent between 26 and 29 years, 24.89 percent between 30 and 50 

years, and 4.94 percent above 50 years. In terms of educational attainment, 6.01 percent had 

completed intermediate, 16.95 percent held college degrees, 62.66 percent had university degrees, 

and 14.38 percent reported other qualifications. For monthly income, 21.89 percent earned less 

than 10 million VND, 38.20 percent earned between 10 and 15 million VND, 25.75 percent earned 

between 15 and 20 million VND, and 14.16 percent earned above 20 million VND. 

 

Table 1. Descriptive Statistics of the Sample 

n = 466 Quantity Frequency 

Gender 
Male 234 50.21 

Female 232 49.79 

Age 

From 18 to 25 years old 89 19.10 

26 - 29 years old 238 51.07 

30 - 50 years old 116 24.89 

Over 50 years old 23 4.94 

Educational level 

Intermediate 28 6.01 

College 79 16.95 

University 292 62.66 

Other 67 14.38 

Monthly income 

Under 10 million VND 102 21.89 

From 10 million to 15 million VND 178 38.20 

15 million to 20 million VND 120 25.75 

Over 20 million VND 66 14.16 

Source: Data from SMART-PLS 
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4. Results 

Based on Table 2, the Cronbach’s Alpha analysis shows that all constructs achieved 

reliability, with Cronbach’s Alpha values ranging from 0.856 and above, exceeding the 

recommended threshold of 0.7 suggested by [99]. Therefore, the measurement scales in this study 

demonstrate adequate reliability for subsequent analyses. 

Convergent validity was also confirmed, as the Average Variance Extracted (AVE) values 

for all constructs were greater than 0.5. Furthermore, the outer loadings of all observed variables 

exceeded 0.708, indicating satisfactory indicator reliability [99]. 

Table 2: Reliability and Validity Assessment (CA, CR, AVE, Outer Loadings) 

 CA rho_A CR AVE Outer loadings 

AE 0.856 0.858 0.897 0.636 0.715 – 0.830 

CE 0.886 0.886 0.916 0.686 0.804 – 0.850 

CEOE 0.897 0.897 0.924 0.708 0.809 – 0.865 

POE 0.926 0.928 0.939 0.659 0.783 – 0.843 

RI 0.892 0.892 0.925 0.755 0.855 – 0.877 

SAT 0.859 0.860 0.899 0.640 0.781 – 0.823 

TRU 0.868 0.869 0.910 0.716 0.835 – 0.856 

UEIC 0.924 0.924 0.938 0.653 0.753 – 0.836 

Source: Data from SMART-PLS 

In this study, correlation coefficients and the square roots of the Average Variance 

Extracted (AVE) were employed to assess the discriminant validity of the measurement scales. 

According to [100], a measurement scale demonstrates good discriminant validity when the 

correlation between any two constructs is smaller than the square root of the AVE of the 

corresponding construct (reported on the diagonal) and the other constructs in the same row and 

column. As presented in Table 3, the correlation coefficients between all pairs of constructs are 

smaller than the square root of the AVE of each respective construct (values on the diagonal), 

thereby confirming good discriminant validity. 

Table 3: Fornell and Larcker Criterion 

  AE CE CEOE POE RI SAT TRU UEIC 

AE 0.798               

CE 0.781 0.829             

CEOE 0.643 0.523 0.841           

POE 0.542 0.407 0.602 0.812         

RI 0.480 0.465 0.528 0.615 0.869       

SAT 0.594 0.512 0.726 0.550 0.566 0.800     

TRU 0.606 0.495 0.702 0.647 0.638 0.527 0.846   

UEIC 0.713 0.641 0.689 0.620 0.516 0.624 0.688 0.808 

Source: Data from SMART-PLS 
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The assessment in Table 4 indicates that the R2 values for TRU and SAT are 0.583 and 

0.520, respectively. This means that OCE in the model explains 58.3 percent of the variance in 

TRU and 52 percent of the variance in SAT. Furthermore, TRU and SAT together account for 48.4 

percent of the variance in RI. Since all R2 values exceed the 20 percent threshold, they are 

considered meaningful in both scientific research and marketing contexts. 

Multicollinearity testing was conducted to determine whether the estimation process was 

biased. If the Variance Inflation Factor (VIF) is less than 5, the model is not subject to 

multicollinearity. As shown in Table 4, all VIF values are below 5, confirming that 

multicollinearity is not present [99]. Moreover, all Q2 values are greater than zero, indicating that 

the model has predictive relevance for the dependent constructs. 

Table 4: VIF, R2, and Q2 Results 

  R2 Q2 VIF 

RI 0.484 0.356 3.637 

SAT 0.520 0.328 2.095 

TRU 0.583 0.413 2.410 

Source: Data from SMART-PLS 

As shown in Table 5, all hypotheses have p-values less than 0.05 and beta coefficients 

greater than 0. Therefore, all hypotheses are supported. Furthermore, Table 6, which reports the 

mediating variables TRU and SAT, indicates that the indirect effects of the independent variable 

online customer experience on the dependent variable repurchase intention through the 

mediators trust and satisfaction are statistically significant, with p-values less than 0.05 and beta 

coefficients greater than 0. Hence, the mediating roles of TRU and SAT are confirmed. 

Table 5: Regression Results 

  Beta T Statistics P Values Result 

H1: OCE -> TRU 0.764 22.559 0.000 Accepted 

H2: OCE -> RI 0.163 1.998 0.046 Accepted 

H3: OCE -> SAT 0.722 16.321 0.000 Accepted 

H4: TRU -> RI 0.383 5.823 0.000 Accepted 

H5: SAT -> RI 0.246 4.234 0.000 Accepted 

Source: Data from SMART-PLS 

 

Table 6: Results of Indirect Regression 

  Beta T Statistics  P Values Result  

OCE -> SAT -> RI 0.178 3.871 0.000 Accepted 

OCE -> TRU -> RI 0.293 5.926 0.000 Accepted 

Source: Data from SMART-PLS 
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5. Conclusion 

The findings of this study demonstrate that the components of online customer experience 

exert a positive influence on trust, satisfaction, and repurchase intention [38, 72, 74, 84]. Among 

these, trust and satisfaction emerge as critical mediating mechanisms that bridge the relationship 

between online experience and repeat purchasing behavior [90, 101]. 

Notably, the study establishes the significant role of two modern dimensions of online 

customer experience, namely the user experience with ai chatbots and the personalized online 

experience. Both are shown to have substantial impacts on trust, satisfaction, and repurchase 

intention, particularly in the context where artificial intelligence is increasingly becoming an 

integral part of business operations. This finding not only extends and updates the theoretical 

framework of customer experience in the era of artificial intelligence but also provides new 

insights into the psychological and behavioral drivers of consumers in the digital environment. 

More importantly, the study contributes to narrowing the existing academic gap, as 

research that integrates AI technology into the customer experience remains relatively scarce. In 

doing so, the study enriches the current theoretical foundation while opening promising avenues 

for future research in digital marketing and consumer behavior. 

5.1 Managerial Implications 

Based on the findings of this study, several important managerial implications can be 

drawn to support businesses in enhancing the effectiveness of customer experience in the modern 

online environment. First, in terms of aesthetics, firms should invest seriously in the design of 

online interfaces, ensuring brand consistency, user-friendliness, and the ability to convey positive 

emotions. A visually appealing and modern design not only improves navigability but also 

contributes to forming favorable first impressions, thereby strengthening trust and satisfaction. 

In addition, the customer experience with online employees, particularly through channels such 

as live chat, social media, and video consultations, should be professionalized. Employees need 

to be trained to provide accurate information, respond promptly, and demonstrate empathy, 

thereby narrowing the emotional gap in digital communication. From a community perspective, 

firms should establish and foster customer interaction platforms such as forums, user groups, or 

review and comment sections, where customers can share experiences and support one another. 

These community-based interactions not only increase engagement but also generate positive 

word-of-mouth effects for the brand. 

Firms should recognize that customer experience is not merely a supplementary factor 

but a strategic component in building competitive advantage. In the context of the growing 

prevalence of artificial intelligence technologies, businesses should proactively integrate AI 

solutions, particularly intelligent chatbots, into their customer service systems, not only to 

optimize operational processes but also to enhance the quality of interactions. The deployment of 
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chatbots should extend beyond simple automated responses and be designed to understand 

context, react flexibly, and personalize messages according to different customer segments. 

At the same time, personalization of the customer experience should be regarded as a 

central element in modern customer engagement strategies. Instead of offering generic 

recommendations, firms should leverage big data and machine learning technologies to create 

individualized consumption journeys tailored to the behaviors, preferences, and evolving needs 

of each customer. An effectively personalized experience not only strengthens emotional 

engagement but also increases the likelihood of customer return and loyalty. Particularly, given 

that studies on customer experience incorporating AI technology remain limited, businesses 

should take a pioneering role in experimenting with and evaluating the effectiveness of new 

digital tools. This approach not only enhances business performance but also contributes to 

advancing both theory and practice in customer experience management in the digital era. 

5.2 Contributions of the Study 

Theoretical Contributions 

This study inherits and extends the SOR theoretical framework in the context of online 

shopping, thereby affirming the flexible applicability and explanatory power of the model in 

understanding consumer behavior in the digital environment. A key novelty of this research lies 

in the integration of modern customer experience factors, including user experience with ai 

chatbots and personalized online experience, alongside traditional dimensions such as aesthetics, 

community, and online employee interaction. This approach not only broadens the scope of the 

SOR framework but also provides important empirical evidence on the mechanisms through 

which artificial intelligence technology influences consumer perceptions and behaviors. 

Furthermore, the study clarifies the mediating roles of trust and satisfaction in the relationship 

between customer experience and online purchase intention, thereby reinforcing the argument 

that customers’ internal psychological states serve as essential bridges in the formation of 

consumption behavior. 

Practical Contributions 

The study offers practical implications for businesses operating in e commerce and online 

retail. The findings reveal that User experience with ai chatbots and personalized online  

experience play crucial roles in building trust, enhancing satisfaction, and fostering purchase 

intention. This suggests that firms should prioritize investment in and adoption of artificial 

intelligence technologies to personalize the shopping journey and deliver timely, intelligent 

customer support services. At the same time, attention to other aspects of online experience, such 

as platform aesthetics, the role of communities, and the service quality of online employees, will 

further enhance the overall interaction quality and create sustainable competitive advantages. 
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Therefore, this research not only provides valuable reference for academia but also offers strategic 

guidance for customer experience management practices in the digital era. 

5.3 Limitations and Future Research Directions 

Although this study applied the SOR theoretical framework and developed a 

comprehensive research model, several limitations remain. First, the use of convenience sampling 

may have introduced biases in representativeness, making it difficult to generalize the findings 

to the entire population of online customers. Second, since the data were primarily collected 

through questionnaires, the results may be influenced by cognitive biases or social desirability 

tendencies, thereby reducing objectivity. Third, the study only examined the relationships 

between selected dimensions of online customer experience (aesthetics, online employees, 

community, AI Chatbot, personalization) and mediating variables as well as repurchase 

intention, without exploring the effects of other external factors such as price, brand reputation, 

or peer and social media influence. Finally, as the study was conducted within a specific 

timeframe, it could not fully capture dynamic changes in customer experiences and consumption 

behaviors in the context of rapidly evolving technologies and e commerce trends. 

To address these limitations, future research could be expanded and developed in several 

directions. First, probability sampling methods or stratified sampling should be employed to 

enhance representativeness and generalizability. Second, combining survey data with actual 

behavioral data (such as clickstream data, browsing duration, or purchase frequency) would help 

minimize self reporting bias and provide a more accurate reflection of customer behavior. Third, 

future studies could incorporate additional variables such as perceived value, perceived risk, or 

brand reputation to provide a more comprehensive understanding of online shopping 

motivations. Moreover, longitudinal studies would allow researchers to capture changes in 

perceptions and behaviors over time under the influence of emerging technological trends. In 

particular, as artificial intelligence and digital interaction technologies continue to advance, 

exploring the roles of factors such as the metaverse, multisensory experiences, or generative AI 

in shaping online customer experience could open promising avenues for both academic inquiry 

and managerial practice. 
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