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ABSTRACT 

 

This study investigates the repeat purchase intention of experienced online buyers of fashion 

apparels. Wherein, prior research concentrates on perceived usefulness, trust, and perceived 

value as the major determinants of online repeat purchases, it overlooked the role of online 

user interface experience. experience encompasses various factors, namely the browsing type 

based on Brands and/or Price, the uniformity in design of Menu bars and lists and the count 

of various echelons the customer passes through while beginning search to entering to 

reaching final product, these all significantly influence the repeat purchase intentions from 

Online market place.  It constantly need for retailers to figure out how to reduce the number 

of clicks customers have to make or the stages of purchase they have been taken through to 

buy a product. Integrating prior research on habit, IS continuance, and repeat purchase 

further, we suggest how antecedents of repeat purchase intention relate to user interface 

experience while shopping. The present research analyses the effect of user experience 

elements like responsiveness, web aesthetics, navigability and refinements in the context of 

online repeat purchase. 

 

Keywords: User Experience, Online Shopping, Repeat Purchase Intentions, responsiveness, 

navigability. 

 

1. INTRODUCTION 

 

Online shopping for fashion has seen explosive growth in recent times but translating in-store 

experience to an online environment is a still a challenge. Clothing sector always falls under 

high involvement product category that needs to be seen, touched and tried to be evaluated. 

The lack of tactile input in the online medium presents a challenge for retailers.  

Converting visits into sales is the holy grail of online fashion retailers. A high conversion rate 

is a key indicator of a strong online store and a fractional advantage in conversion over a rival 

can be worth millions to the top line. However, with thousands of businesses completing for 

ever-decreasing audience attention, just one slip up along the way can result in loss of sales.  

By focusing on offering an outstanding online experience, retailers can overcome some of 

these challenges. They have to ensure that user experience, web design and online user 

journey are all optimized to maximize sales. Retailers have to constantly need to figure out 

how they can reduce the number of clicks customers have to make or the stages of purchase 

they have been taken through to buy a product.  
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It is essential to identify service design imperatives that may offer retailers a strong 

competitive position. Development in digital technologies and new user interfaces have gone 

a long way in keeping the customer engaged with the online portal, through object 

interactivity, virtual try-on, mix and match function etc. Such Image Interactive Technology 

(IIT) enables consumers to manipulate product images on a retailer‘s website. This provides 

enriched product information to the user and thus reduces the sensory deprivation typically 

associated with online browsing experience.  

It needs to trail any affiliation of screen design and/or layout on poor performing items in 

terms of sales. Also, a keen observation is needed to resolve any difficulty the customer faces 

while paddling through screen. Are the navigation tabs placed at the right spots? While 

designing the website there are several other issues of concern of retailers which need to be 

taken care of like does it provide proper information about available products in the store, 

does the website is handy enough for customers to trace their wants/ demands in stores. The 

poor interface turns as negative stimulus for sales and store traffic.  

 

2. LITERATURE REVIEW 

 

This section consists of three main parts. The first part reviews literature pertaining to the 

effect of website interface design and usability on online repeat purchases. The second part 

reviews the TAM (Technology Acceptance Model) developed by Davis in 1989. The third 

part reviews literature relating to three attributes namely – responsiveness, navigability and 

refinement and the research findings regarding purchase intention in the context of these 

attributes.  

2.1  Effect of Website Interface Design on Online Repeat Purchase  

The number of high profile website failures was attributed to poor website interface design 

(Buschke, 1997). A study revealed that customer dissatisfaction while browsing the store site 

lead customers to abdicate the process for two third of times (Forrester Research, 1999) and 

every one failure out of five online orders was reported by another study i.e. approximately 

20 to 30 percent of online purchase attempts fails (Boston Consulting Group, 2000).  

Furthermore, the same study revealed initial unfavorable shopping experience stops the 

customers to visit particular website to shop online in future. Wherein the E-commerce 

website is the primary interface for business over internet (Straub & Watson, 2001), the 

website design criteria is of prime concern for site owners to create customer satisfaction and 

become successful (Nielsen, 2000; Olson & Boyer, 2002).The Human computer Interaction 

(HCI) research encompasses the usability and website design. Customers rely on E-

commerce websites to fetch information to take informed decisions. The nexus of repeat 

purchase and website user interface can be examined using various theories of Information 

system.  Previous researches have studied multiple factors to understand their influence on 

online buying behavior. These factors are broadly based on two aspects firstly human related 

personal characteristics like individual web skills and innovativeness (Limayem, Lhalifa & 

Frini, 2000; Koufaris 2002) and secondly technology related to website design like worth of 

information, time taken to respond, adaption to the system, interactional and navigational 

ability, safety and confidentiality (Lin & Lu, 2000; Palmer, 2002 ; Ranganathan et al., 2002). 

However, these studies do not provide a detailed explanation as to why online purchases are 

negatively affected due to poor user interfaces. As per Ranganathan et al. 2002, an                 
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e-commerce service website with a sound technical architecture will not be effective if they 

fail to meet customer expectations. The design and usability of e-commerce service websites 

significantly affects the process of attracting, sustaining and retaining the interest of a 

customer during his or her online shopping journey.  

 

2.2  Technology acceptance Model(Davis, 1993)  

 

The Technology Acceptance Model by Davis (1989) explains users‘ adoption of information 

technology. It is based on the Theory of Reasoned Action (TRA; proposed by Fishbein and 

Ajzen in 1975) which states that an individual's behavior is determined by the individual's 

behavioral intention which in turn is a function of attitude towards the behavior and 

subjective norms, i.e. an individual‘s perception of normative social pressure to perform the 

behavior. TAM adopts the belief–->attitude–->intention–->behavior causal relationship to 

explain the adoption of IT by the consumer. It postulates that behavioral intention to use a 

new technology will lead to actual system use.  

The Technology Acceptance Model developed by Davis in 1989 explains the users‘ adoption 

of information technology. It is based on the Theory of Reasoned Action (TRA; proposed by 

Fishbein and Ajzen in 1975), according to which behavioral intentions of an individual 

derived from his approach to behavioral and subjective norms i.e. an individual‘s behavior is 

influenced by perception of social and normative pressure to behave. Thus, the TAM derives 

that beliefs form attitude, which form intentions and intentions form the behavior. Davis 

(1989) stated further that namely the perceived ease of use (PEOU) and perceived usefulness 

(PU) are two factors which affect the attitude towards new technology.  Further, David 

(1989) defined perceived usefulness (PU) is the degree to which a person believes that using 

a particular system would be free of effort and perceived ease of use (PEOU) is the degree to 

which a person believes that using a particular system would be free of effort.Later, in a 

modified version of TAM David (1993) proposed that perceived ease of use (PEOU) put 

significant impact on perceived usefulness (PU). The TAM is shown in the figure below: 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: The Technology Acceptance Model; Source: Davis, 1993 
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Vijayasarathy (2004) etc. have employed TAM as generic theoretical framework to predicts 

customers‘ online purchase behavior. Whereas authors like Gefen et al. (2003), Lin (2007) 

used it to predict online purchase behavior for Books and Suh and Han (2003) employed to 

predict the online purchase behavior for financial services in specific. Over the time, the 
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explanatory power of TAM has been enhanced by the aggregating constructs like consumer 

trust, Perceived Risk etc.Later, it was found that perceived usefulness and behavioral 

intention get affected by subjective norms and Ventatesh and Davis (2000) then devised 

TAM2 with inclusion of subjective as an extension to TAM. 

In this research paper, we propose an extension to the TAM w.r.t to website interface design 

and usability in terms of three primary determinants namely - website responsiveness, 

website navigability and refinement. This paper, we propose an extension to the TAM w.r.t to 

website interface design and usability in terms of three primary determinants namely - 

website responsiveness, website navigability and refinement. 

 

2.3 Responsiveness  

 

Responsiveness is defined as the two-way interactive system that allows the user to request 

specific information and to conduct transactions from a computer terminal (Strauss, 1983). 

Customers expect online stores to respond promptly to their inquiries (Liao and Cheung, 

2002). Responsiveness describes how often an online store voluntarily provides services (e.g. 

customer inquiries, information retrieval etc.) that are important to customers (Parasuraman 

et al., 1988; Yang, 2001; Kim and Lee, 2002).  

It is capability of company to supply suitable information for customers whereas a problem is 

happening. Responsiveness has a system for providing online guarantees and handling returns 

(Zeithaml, V. Parasuraman, Malhotra, 2002). Correspondingly, responsiveness is the 

pleasantness to assist online shoppers and it possibly measured in the preceding time of 

writing back to customer questioning (Watson, R.T., Pitt, L.F., and Kavan, C.B, 1998). 

Responsiveness is improved when the site supply exchange policies and elastic return that 

would support customers to have online shopping when it decrease the perceived risk related 

to the online shopping (Dubbs, 2001). A research by Liao, Z. and Cheung, M. (2002) 

indicated that customers are anticipating online store managers have a response to their 

exploration immediately. Therefore, prior researchers discovered that the web-based service 

responsiveness have emphasized the significance of the customer satisfaction and perceived 

service quality (Yang, Z. & Jun, M., 2002).  

 

2.4  Navigability  

 

Navigability stands for an ease to use website effortlessly, intuitively and simply for its user. 

It refers to uncluttered screens, clear organization, and easy navigation. Research suggests 

that thirty per cent of customers leave a website because they find it difficult to navigate. 

Navigation design of a website is one of the important ones to determine its success (Dailey, 

2004). Navigation designs are cues which allow users to move to desired section and view 

pages. If it is clear enough to help consumers‘ cognitive processing of their movement on 

various e-commerce websites, they are more likely to achieve optimal experience toward 

their end goal i.e. purchase or re-purchase otherwise users are more likely to get lost in the 

web space and they don't come back to the website for purchase. Lohse and Spiller (1999) 

find that e-commerce layout characteristics have an impact on site traffic and sales while 

Burke (2002) states that these characteristics directly affect willingness to purchase online.  
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Navigation is one of the most important features under website usability. Research suggests 

that good and easy navigability designs tend to increase consumer satisfaction and 

consequently increases the return rate (Ranganathan and Ganapathy, 2002; Schauppand 

Belanger, 2005; Hausman and Siekpe, 2009). Prior literature summarizes that the consumer 

satisfaction is high if a the website provides a user-friendly interface and is easy to use 

(Anand, 2007; Gordon and Schoenbachler,2002; Schaupp and Belanger, 2005). 

 

2.5  Refinement  

 

Refinements for targeted shopping in fashion businesses help their customers soar through a 

vast array of products through search refinements. Apart from size, color, price, these 

refinements can also talk about categories like holiday fashion, special occasion etc. The 

consumer satisfaction is high if a website possesses fast and accurate search capability 

(Belanger et al., 2002; Liang and Lai, 2002;Schaupp and Belanger, 2005; Zviran et al., 2006). 

Online shopping is more likely to be goal-oriented than experiential; based on prior research 

they concluded that 66 to 80 percent of online purchases were goal-oriented (Wolfinbarger 

and Gilly, 2001). It can be explained, because online shoppers tend to be time-starved and 

want to shop efficiently with narrowly focused search actions. The Internet facilitates 

utilitarian behaviour as search costs are dramatically reduced (Alba et al. 1997; Bakos 1997; 

Lynch and Ariely 2000). Häubl and Trifts (2000) have found out that the availability of 

interactive decision aids tools at web shops have the possibility to change the way in which 

consumers search for product information and make purchase decisions. When using these 

tools, it provides customers convenience to customize the online shopping environment to 

their individual preferences and allow them to control their own information search. They 

mention two types of decision aids, the Recommendation Agent and Comparison Matrix. 

Recommendation agent is a decision guide that ―recommends‖ products based on the 

consumer personal preferences and Comparison Matrix helps consumers to compare and 

organize products by any attributes.  

Primarily, two types of interactive decision aids which are often used in web shops to support 

consumers to make decisions easier and more precise. Sorting mechanism gives the customer 

the opportunity to rearrange products by several categories on basis of a particular criterion 

(e.g., low to high price, newest to old, etc.). Filter mechanism helps customers to remove 

products that do not meet their preferences (e.g. minimum and maximum price range, product 

type).  

CSAs (Comparison Shopping Agents) as a computer-aided DSS allows shoppers in reducing 

cognitive efforts to make better purchase decisions by ordering and filtering alternatives 

(Sproule and Archer, 2000). Szymanksi and Hise (2000) found that usability factors (called 

site design) such as searching capabilities and site organization were significant predictors of 

satisfaction. 

 

3.  CONCEPTUAL FRAMEWORK  
 

The conceptual framework is constructed on literature cited and the Technology Acceptance 

Model. The framework is based on idea that various external factors can directly affect the 

Perceived Usefulness (PU) and the Perceived Ease of Use (PEOU) (Davis, 1993). Existing 

research suggests website design and usability factors like responsiveness, navigational 
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structure and refinement directly impact the consumer attitude toward the site and mood 

states which in turn affects their purchase intentions.  

Figure 2 presents the conceptual framework used in this research to understand online repeat 

purchase intentions from the perspective of user experience w.r.t website interface design.  
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Figure 2: The Conceptual Model 

 

 

4.  RESEARCH HYPOTHESES  

 

4.1 Relationship between Responsiveness, Perceived Usefulness (PU) and Behavioral 

Intention  

 

Warshaw and Davis (1985) insist that people tend to use a system to the extent that they 

believe it will help them perform their jobs better. Various studies tells responsiveness is one 

of the important factors to attract net generation and affect perceived usefulness in 

consumer‘s web activity (Oblinger and Oblinger, 2005;Chang and Wang (2008). Kim and 

Ammeter (2008) argue the responsiveness is strongly associated with intention to use of 

online shopping.  

Hypotheses H1 and H2 are related to responsiveness and its effect on the Perceived 

Usefulness (PU) and consequently on the behavioral intention for making an online purchase 

w.r.t fashion apparel.  

H1: Website Responsiveness has a positive influence on the Perceived Usefulness (PU) in the 

context of online shopping  

H2: Website Responsiveness has a positive influence on the consumer's Behavioral Intention 
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4.2  Relationship between Navigability and Perceived Ease of Use (PEOU)  

 

Lederer et al. (2000) studied whether easy information availability on a website affect the 

perceived ease of use of that website. With the use of Exploratory factor analysis the study 

revealed a significant impact of ‗Navigability‘ feature on perceived ease of use of the 

website. This finding strengthens the notion of easy navigation on the website which makes it 

easy to use for consumers with no/limited prior web experience.  Thus the following 

hypothesis was framed:  

H3: Navigability has a positive influence on the Perceived Ease of Use (PEOU) in the 

context of online shopping 

 

4.3  Relationship between Refinements and Perceived Ease of Use (PEOU)  

 

Customers look at Internet to shop effectively and efficiently. The higher the comfort in 

searching and obtaining products online the more pleased are consumers. Commercial 

websites are designed by the good organization, ease of navigation, the lack clutter, and have 

quick access through relevant filtering and sorting options (Kwon and Lee, 2003, Chain Store 

Age, 1999, Szymanski and Hise, 2000). Also, the function of internet is to provide advanced 

search capabilities (J. Park, D. Lee, and J. Ahn, 2004). Websites of virtual stores are 

frequently used to search information of products or services before purchasing (R. D. Hof, 

2001).  

A high percentage of online shoppers tend to be time-starved and want to shop efficiently 

with narrowly focused search actions (Wolfinbarger and Gilly, 2001). Relevant refinements 

make the purchase procedure easy for the consumer and adding interactive decision aids tools 

like advanced sorting and filtering at web shops, consumers easily access more information 

than traditional stores, which in turn support the user‘ buying process (Häubl and Trifts, 

2000). Thus, the following hypothesis was framed:  

H4: Refinements have a positive influence on the Perceived Ease of Use (PEOU) in the 

context of online shopping 

 

5. RESEARCH METHODOLOGY  
 

This section begins with the research approach outline, which is followed by a description of 

the research instrument, sampling and data collection method.  

 

5.1  Research Approach  

 

The present study proposed a conceptual model, based on prior existing literature and 

empirically tested findings, to determine the effect of website responsiveness, navigability 

and refinements on consumer‘s online purchase /repurchase behavior. Since a quantitative 

approach not only to provides a basis for analysis, interpretation but it also provides results 

capable to enough to generalize for wider section of population, so a quantitative approach 

was employed. To validate proposed hypotheses and conceptual model an online survey was 

developed which best suits to collect statistically significant data from large number of 

people from larger geographical boundaries (Adams et al., 2007). The survey was conducted 
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using a self-administered structured questionnaire. As the unit of analysis, those people were 

selected who were engaged in online purchasing from websites at least for once in last twelve 

months because the literature suggests that based on online shopping experience there are two 

sets of population, potential and repeat customers.  

 

5.2  Sampling & Data Collection  

 

The study was conducted among the online fashion apparel shoppers, Respondents who have 

never shopped online were eliminated from the research analysis. the sampling unit of this 

research is voter belonging to Pune city. So the study can be regarded as special cases since 

one city is taken as sampling frame. Target sample size was kept as 116. For the purpose of 

the study the entire sample of respondents surveyed were categorized i.e. stratified into 

classes with respect to the gender, age, user type, occupation, income, frequency of online 

purchases and websites frequency visited. The study is conducted to find the varying effect of 

demographic factors on repeat purchase intentions. 

Stratified random sampling was adopted to select the sample of 116 respondents. Based on 

the option chosen opted by the respondent they were divided in to strata‘s and from each 

stratum respondents were selected at random as respondents for the study.  The respondents 

were interviewed and the data was collected using a well-structured interview schedule and 

the data was collected in two methods, first in the offline survey the subjects were shown a 

few fashion websites before they filling the survey. In the online mode, references to those 

websites were mentioned in the questionnaire wherever necessary. The websites were chosen 

by the researcher to include sites with varying levels of interactive features, refinement 

provisions and navigability.  

The first section of the questionnaire included questions pertaining to the demographic profile 

of the respondents. The second section of the questionnaire contained questions which can 

capture the behavioral data w.r.t online shopping amongst the selected sample. The third and 

the last part not only captured the data regarding customer's preference of a particular website 

in terms of responsiveness, navigability and refinement but it  also captured the data related 

to the customer's attitude towards a fashion website and their purchase intention. 

The primary data was collected to find various facets of the respondents; Simple percentages 

were worked out to study general characteristics like gender, age, user type, occupation, 

income, frequency of online purchases and websites frequency visited. The sample 

respondents were asked to indicate the response levels on Strongly Agree, Agree, Neutral, 

Disagree and Strongly Agree. Around 22 statements are considered to know the respondents 

that how likely are they to repurchase from the websites you have mentioned if: (1 – Least 

Likely and 5 – Most Likely) 

Cronbach‘s Alpha is calculated in checking the reliability of the data. For checking the 

validity construct validity is evaluated based on the criteria of Composite Reliability (CR), 

Average Variance Extracted (AVE) and Discriminant Validity (DV). The variables that are 

considered Behavioral Intention (BI), Responsiveness (RESP), Navigability (NAV), 

Refinements (REF), Perceived Usefulness (PU), Attitude (ATT) and Perceived ease-Of-Use 

(PEOU). Further multiple regressions, correlation analysis carried out to find the association 

between the variables 
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Further t test is used in finding the significance with respect to the variables considered. The 

data so collected with the help of primary sources are analyzed by using statistical package 

for social sciences (SPSS-21). 

 

6.  DATA ANALYSIS & INTERPRETATION  
 

This section began with Sample characteristics, further the Measurement validation, 

Regression analysis and Hypotheses testing part were explained subsequently.  

 

6.1  Profile of respondents  

 

A total of 116 responses were collected. Only 30% of the respondents were male and 70% 

were female. The respondents represent different age groups and 73% are of the age group 18 

-35 years. Approximately 38% of the respondents are students, 51% of the respondents are 

working professionals and the remaining 10% are homemakers. The majority of respondents 

(85%) have a household incomes of 0 - 11 lakhs per annum. Only 12% described themselves 

as advanced internet users, 72% as intermediate users, and only 3% as beginners. A large 

majority (98%) had made online purchases. Only those with online purchasing experience 

were included in the subsequent analyses (n=116). Interestingly, no significant relationships 

were found between any of these demographic variables. 

 

The complete demographic data is given in the table (Table 1) below: 

  FREQUENCY PERCENTAGE 

Age Less than 18 years 21 19 

18 to 24 years 49 42 

25 to 32 years 36 31 

More than 32 years 10 8 

Gender Male 35 30 

Female 81 70 

User Type Beginners 18 16 

 Intermediate 84 72 

 Advanced 14 12 

Occupation Student 44 38 

Working professional 16 51 

Home Maker 12 11 

Income 0-5 Lakhs per 

Annum 

56 48 

6-11Lakhs per 

annum 

43 37 

More than 11 lakhs 

per annum 

17 15 

Frequency Of Online 

Purchase 

Once in a week 14 12 

Once in a two weeks 32 28 

Once in a month 46 40 

Once in a quarter 14 12 

Once in a year 10 8 
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Websites Frequently 

Visited 

Myntra 25 21 

 Jabong 54 47 

 YepMe 23 20 

 Koovs 12 7 

 Others 9 5 

 

Table 1: Respondent Profile 

 

6.2 (a)  Reliability testing  

 

According to (Henseler et al. (2009) Cronbach‘s alpha provides an underestimated value of 

internal consistency. The overall Cronbach‘s alpha of the questionnaire items was found to be 

0.785 that is more than acceptable and recommended value 0.50 by Nunnally (1970) and 0.60 

by Moss et al. (1998). This shows that all the 27 items were reliable and valid to measure the 

opinions of consumers towards repeat purchase in online shopping w.r.t responsiveness, 

navigability and refinement. These results show that the internal consistency among the items 

is high and very good. Thus, it is possible to assume that the scales are reliable. The 

following gives the reliability data for all the scale items: 

 

 

SCALE ITEM CRONBACH ALPHA 

Behavioral Intention (BI) 3 0.802 

Responsiveness (RESP) 11 0.783 

Navigability (NAV) 4 0.752 

Refinements (REF) 3 0.761 

Attitude (ATT) 4 0.828 

Perceived Usefulness (PU) 1 0.801 

Perceivedease-Of-Use 

(PEOU) 

1 0.723 

 

Table 2(a): Cronbach Alpha Values 

 

6.2 (b)  Construct Validity 

 

CONVERGENT AND DISCRIMINANT VALIDITY FOR CUSTOMER‘S ONLINE 

REPEAT PURCHASE INENTIONS 

The adequacy of the measurement model for customer‘s perception about online repeat 

purchase intentions from the perspective of user experience with respect to website interface 

design are also evaluated based on the criteria of Composite Reliability (CR), Average 

Variance Extracted (AVE) and Discriminant Validity (DV) of the constructs and the results 

are presented in table 
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TABLE 

CONSTRUCT RELIABILITY FOR CUSTOMER‘S ONLINE REPEAT PURCHASE 

INTENTIONS 

 

 

 

 

 

 

 

 

 

 

 

Table 2(b): Construct validity Values 

 

The results show that composite reliability for customer‘s perception about online repeat 

purchase intentions are above the cut off value of 0.70, average variance extracted is greater 

than the minimum value of 0.50 and discriminant validity is above 0.60 indicating that 

convergent validity is confirmed for customer‘s perception about online repeat purchase 

intentions. 

In this paper authors have tried finding the cause and effect relationship between the 

responsiveness and other independent variables therefore the application of SEM is not 

considered in the present study, it may be considered for future studies to test the theoretical 

framework. 

 

6.3  Hypotheses testing  

 

A linear regression model was run to test four hypotheses. The results are as follows:  

 

6.3.1  Perceived Usefulness and Responsiveness  

 

The results of the regression of the study confirm the significant positive relationship 

between perceived usefulness and website responsiveness with (β = 0.382) and (p = 0.000). 

A R-square value of 0.146 states that 0.146 of the variance in the dependent variable 

perceived usefulness can be explained by the independent variable which is website 

responsiveness which means that website responsiveness contributes a little more than 14% 

towards the perceived usefulness of making a repurchase of fashion apparel online. Thus, H1 

is validated.  

The relationship between perceived usefulness (PU) and website responsiveness (RESP) is 

thus found to be as follows: 

PU = 0.382RESP + Constant  
This means that an increase/decrease of one unit in website responsiveness increases or 

decreases the perceived usefulness towards online repurchase of fashion apparel by 0.382 

units respectively. 

Repeat Purchase Intentions 

 

CR AVE DV 

Responsiveness 0.77 0.67 0.64 

Perceived Usefulness 0.73 0.65 0.67 

Behavioral Intention 0.75 0.63 0.68 

Perceived Ease-Of-Use 0.74 0.69 0.65 

Responsiveness 0.76 0.66 0.69 

Navigability 0.79 0.66 0.70 

Refinements 

 

0.80 0.71 0.69 
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Table 3: Regression Results for Perceived Usefulness and Responsiveness 

 

6.3.2  Behavioral Intention and Responsiveness  

 

The results of the regression of the study confirm the significant positive relationship 

between behavioral intention and website responsiveness with (β = 0.553) and (p = 0.000). A 

R-square value of 0.305 states that 0.305 of the variance in the dependent variable behavioral 

intention can be explained by the independent variable which is website responsiveness 

which means that website responsiveness contributes a little more than 30% towards the 

behavioral intention of making a repurchase of fashion apparel online. Thus, H2 is validated.  

The relationship between behavioral intention (BI) and website responsiveness (RESP) is 

thus found to be as follows: 

BI = 0.553RESP  

This means that an increase/decrease of one unit in website responsiveness increases or 

decreases the behavioral intention towards online repurchase of fashion apparel by 0.553 

units respectively. 
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Table 4: Regression Results for Behavioral Intention and Responsiveness 

 

6.3.3  Perceived Ease-Of-Use with Navigability and Refinements  

 

The results of the regression of the study confirm the significant positive relationship 

between perceived ease of use and website navigability (β = 0.304) and (p = 0.000) and 

refinements with (β = 0.208) and (p = 0.000). A R-square value of 0.15 states that 0.15 of the 

variance in the dependent variable perceived ease of use can be explained by the independent 

variable which is website responsiveness which means that website responsiveness 

contributes 15% towards the perceived ease of use of making a repurchase of fashion apparel 

online. Thus, H3 and H4 are validated.  

The relationship between behavioral intention (BI) and website navigability (NAV) and 

refinements (REF) is thus found to be as follows:  

PEOU = 0.304NAV + 0.208REF + Constant  
This means that an increase or decrease of one unit in website navigability increases or 

decreases the perceived ease of use towards online repurchase of fashion apparel by 0.304 

units and an increase or decrease of one unit in provision of refinements increases or 

decreases the perceived ease of use towards online repurchase of fashion apparel by 0.208 

units. 
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Table 5: Regression Results for Perceived Ease-Of-Use and Navigability and Refinement 

 

6.3.4  Descriptive Statistics  

 

The descriptive statistics are given below: 

 
Table 6: Descriptive Statistics 

It was found that website responsiveness (3.22) and navigability (3.39) received a similar 

mean response whereas the provision of website refinements in the form of various basic and 

advanced sorting and filtering tools received a mean positive response of 4.03. This clearly 

states that the respondents are keen on using such website refinements and that they are more 

likely to revisit and repurchase from a website which provides such refinements.  

Apart from this, it was found that respondents find better perceived ease of use (Mean = 4.08) 

while repurchasing fashion apparel online than perceived usefulness (Mean = 3.41). Also, the 

behavioral intention of the respondents to repurchase fashion apparel online and their attitude 

towards the online repurchase process was found to be similar and on a positive side. 

 

6.3.5  Correlation Analysis  

 

Pearson bivariate correlation was performed on the questionnaire items namely – 

Responsiveness (RESP), Navigability (NAV), Refinement (REF), Behavioral Intention of 

online repurchase (BI), Attitude towards online repurchase (ATT), Perceived Usefulness 

(PU) and Perceived ease-Of-Use (PEOU). A significant and positive correlation with a high 

Pearson correlation coefficient of 0.553 was found between RESP and BI. This means that 

higher the website responsiveness, higher is the behavioral intention of online fashion apparel 

repurchase.  

Another statistically significant and positive correlation was found to be between PU and 

RESP (Pearson Coefficient = 0.382) which means that higher is the website responsiveness 

higher is the perceived usefulness of online fashion apparel repurchase. NAV and PEOU 

were also significantly and positively correlated with a Pearson‘s coefficient of 0.351. 

Similarly REF and PEOU were significantly and positively correlated with a Pearson‘s 
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coefficient of 0.277. These results state that higher is the website navigability and 

refinements higher is the perceived ease of use in repurchasing online fashion apparel.  

Besides this, NAV was found to be positively correlated with REF with a Pearson‘s 

coefficient of 0.229 indicating that the more advanced are the sorting and filtering tools, more 

easier it is for a shopper to navigate the website during the repurchase process. 

 
Table 7: Correlation Results 

 

7.  CONCLUSION  

 

The purpose of this study was to find what kind of website usability factors determines online 

consumer repurchasing behavior in the context of fashion apparel. Beliefs about the 

perceived ease of use and perceived usefulness were integrated in the model in order to 

explain consumers' behavior and determine the key determinants for the same. A survey of 

119 people was conducted and the results were able to explain 38 percent variance for PU by 

means of responsiveness; 31 percent of variance for PEOU was explained by Navigability 

and 21 percent was explained by Refinement. A positive correlation was found between PU 

and RESP (0.382), BI and RESP (0.553), PEOU and REF (0.277), PEOU and NAV (0.351) 

and NAV and REF (0.229).  



                   International Journal of Multidisciplinary Approach                                     

                            and Studies                                         ISSN NO:: 2348 – 537X     

                          

 
 

 
 

Volume 04, No.1, Jan - Feb 2017 

  

 

P
ag

e 
 : 
3

7
 

This means that if the website has a high responsiveness or efficient two-way communication 

then there is a higher chance of a customer revisiting and repurchasing from the website 

because they feel that high website responsiveness make their online repurchase process more 

efficient by increasing their perceived usefulness (PU). Similarly, if a website has smooth 

navigability and excellent provision of refinements in the form of advanced sorting and 

filtering tools then the percentage of customers revisiting and repurchasing from that website 

is high because they feel that a smooth navigability and good refinements make their online 

repurchase process easier, quick and convenient. All hypotheses were validated suggesting 

that the factors namely Responsiveness (RESP), Navigability (NAV) and Refinement (REF) 

have a positive impact on the PU and PEOU respectively. PEOU made the process easier and 

effortless while PU makes it more efficient. 

 

8.  MANAGERIAL IMPLICATIONS  
 

The results of this study can help the present and future managers to approach their business 

in a better manner.  

When consumers shop online their decision making process can be influenced by anything 

ranging from price to assortment or website usability. The study revealed that in order to 

make a customer repurchase from a website, there must be provisions for advanced 

refinements in the form of filters based on occasion, fabric type, special collection, designs, 

pattern type etc. It enhances the user experience and reduces the time taken to find a product 

of choice. Similarly, smooth navigability and ease to understand make user to revisit and 

repurchases. A website with high responsiveness enables users to receive real time expert 

opinion and reviews from the site which speeds up purchase by reducing the selection time of 

the user. It also deals with feedback mechanism which also strengthens the user's relationship 

in terms of loyalty to particular website. All of them enable users to surf for more products 

and categories thereby increasing the sales from the websites. Thus, managers must look 

towards developing the website usability in terms of responsiveness, navigability and 

refinements provision. 

 

9.  PAPER SCOPE & LIMITATIONS  
 

The study primarily focuses on the respondents who possess online purchase intention and 

were engaged to online shopping process. Thus, it does not consider those potential 

customers who possess online purchase intention but they are inexperienced to online 

shopping. The inclusion of such customer will enrich the generalizability of the present work. 

A study by Jayawardhena et.al. (2007) revealed the significant impact of gender on online 

purchase intention, while the present study does not explore the moderating impacts of 

gender differences on online purchase/ repurchase intentions. It also limits to test usability 

factors like website responsiveness, navigability and refinements ignoring other usability 

factors like website aesthetics, ease of understanding, website accessibility etc. which can be 

further explored. The data collected may suffer respondent bias since accurate information 

recall for last twelve month is bit challenging. In such cases, use of time series data is 

suggested instead of cross - sectional data and longitudinal studies should be used for more 

accurate and real information. In such cases, time series data is suggested and longitudinal 

studies suits more for accurate and real information.  
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According to Zikmund, et al. (2010) random sampling technique limits the sample‘s 

representativeness of the population. So, the respondents for the present study may lack 

representativeness and generalizability. 

 

10.  SCOPE OF FUTURE RESEARCH  
 

Owing to the limitations in the research, few recommendations are proposed for further study 

to enhance the output of the study. The impact of previous experience  of online purchase and 

website trust  on customer online repurchase intentions can be studied. Also, the moderating 

effect of gender on the relationship between website usability and customer online repurchase 

intention can be checked. It is suggested to conduct similar research using probability 

sampling technique. The role of website usability factor can be checked since few researches 

consider it an attitude predictor while other researches consider it directly impacting purchase 

intention. The consumers‘ shopping habits vary with variation in technology (Internet 

Retailer, 2012), such as tablets and mobile apps. Since online shopping is a growing culture 

among youngsters now so understanding mobile commerce becomes fundamental. 

It is evident that there is more to explore in online repurchase behavior future research should 

investigate on additional determinants of online repurchase behavior w.r.t other factors of 

website usability.  
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