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Abstract

Purpose: This study aims to examine customer experience toward repurchase intention in offline and online stores and discuss customer
satisfaction as a mediator variable. Research design, data, and methodology: This study investigates customer experience that consists
of product, customer service, staff service, shopping environment and shopping procedure toward customer satisfaction using
Regression Linear. This study also measures customer satisfaction as a mediated variable in the relationship between customer
experience and repurchase intention using Sobel Test. Results: Almost all of the customer experience hypothesis is significant toward
customer satisfaction, shopping process experience in the context of the online channel to customer satisfaction is not significant. We
also found that customer satisfaction can be mediated variable in customer experience toward repurchase intention. Conclusions:
Retails who want to make customers feel satisfied to have to make sure that have good resources in improving the product, the customer
service is easy to contact to find the solution over customer problem in purchasing product, also develop the staff member skill in
functional product knowledge, presentations, and communicating with customers online or offline, the retailer has to create enjoyment
and pleasurable customer emotion through the shopping environment and also give seamless shopping experience to their customer in
two-channel.
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1. Introduction

Since the retail industry continues to grow significantly
across the world, and the online channel business has
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threatened the offline channel business's market, customer
behavior is essential for the retail business in the
competitive market (Yuliati, 2016). Indonesia is turning
into a case of a developing country. The retail sector had
been grown significantly as a retailer platform in Indonesia
since 2014. In 2017 retail development in Indonesia
reached 100%, while e-commerce hit the number of 289%
(Ningsih, Febrinda, & Menanti, 2019)

The customer experience becomes a retailer's challenge
cause its factor can be controlled by the retailer (Terblanche,
2018). Customer experience is also an essential aspect of a
company's success (Barari, Ross, & Surachartkumtonkun,
2020; Rose, Clark, Samouel, & Hair, 2012; Trevinal, &
Stenger, 2014; Varshneya, Das, & Khare, 2017) and also it
can affect on the sustainability of business' competitive
advantage (Klaus, & Maklan, 2013; Lemon, & Verhoef,
2016). The online channel currently has gained more
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competitive advantages to satisfy their customers' demand
than the offline channel. The online channel's benefit is
more informative, convenient, could save cost and time,
and even could track which particular customer bought
their items through their identity to make the online
purchase (Katawetawaraks, & Wang, 2011). Likewise, the
online channel can also learn their customers and provide a
personalized promotion, so online shopping could increase
positive customer experience. It is believed that customer
experience can help retailers win customer satisfaction (Pei
et al., 2020; Xiao et al., 2019) so it becomes positive effect
on increasing repurchase intention of the customer. In
offline channel or traditional shopping, customer
satisfaction and customer experience are related to
individual physical stores. The offline channel (traditional
store) usage in line with touch-and-feel shopping, the expert
advice choices, and fast delivery times (Kollmann,
Kuckertz, & Kayser, 2012). It is also could effect on
increasing positive customer experience.

Repurchase intention has become a significant concern
for a marketer because it can appear due to the previous
customer. If the brand, price, satisfaction, and experience
are not according to customer expectations, the repurchase
intention is likely to be at lower stage (Yasri, Susanto,
Hoque, & Gusti, 2020). According to previous researchers,
repurchase intention derives cost reduction and growth

tools in market share (Ahmed et al., 2011; Shin et al., 2013).

The generally small number of analyses focused on the
different consequences of shopping orientation have usually
investigated the effects on repurchase intention on buyers
(Scarpi, Pizzi, & Visentin, 2014). Also backed by a broad
literature review as can to some extent be discovered
compressed in (Scarpi, 2012), the surviving literature has
achieved a decent information on the impact of shopping
orientation focused on one channel. Nonetheless, less is
thought about behavioral differences that may be shown by
customer focused on multi channels.

Also, maintaining customer satisfaction is the main
challenge for the offline and online channels. Many firms
compete with each other on focusing strategy in satisfaction
customer. A firm has to provide excellent service
experiences to its customers to be loyal and repurchase the
product or service (Gounaris, Dimitriadis, &
Stathakopoulos, 2010). Good purchasing experience is
needed to obtain a high customer satisfaction level (Brady,
& Robertson, 2001; Rita, Oliveira, & Farisa, 2019). By
satisfying customers over and over again, retailers can
encourage repurchase intention from the customer.

Studies on customer experience are often conducted on
separate channels, online or offline only. Research on
customer experience involving two channels has not been
widely studied. Therefore, to respond to those gaps, this
study was conducted to examine customer experience

toward repurchase intention in offline and online stores and
discuss customer satisfaction as a mediator variable. Even
more, this study will integrated the customer experience
indicators, sense, feel, think, act and relate in different
channel.

This paper structured as follow. Section 2 explains the
study literature, proposed model, and also hypothesis.
Section 3 define the detailed research methodology. The
following section, section 4, presents the results and
analysis data. Section 5, discussion and the last section
conclude the study.

2. Literature Review

2.1. Customer Experience

The customer experience is hard to define because each
research point is diverse (Bagdare & Jain, 2013; Barari &
Furrer, 2018; Barari et al., 2020). Previous researchers
explain the customer experience as people who interact
indirectly or directly with the company in service, brand,
and products (Meyer & Schwager, 2007). Customer
experience also concerns service such as brand, process,
setting, provider, and offering (Jaakkola, Helkkula, &
Aarikka-Stenroos, 2015). Another study also mentions that
customer experience considers the customer to be a leading
role during the shopping activity. It catches up the affective
and cognitive purpose in offline and online shopping
(Kawaf, & Tagg, 2017; Klaus, & Maklan, 2013; Rose et al.,
2012; Rose, Hair, & Clark, 2011). In detailed, affective and
cognitive aims are related more to experience than the value
(Rose et al., 2012).

Customer experience in the context of the traditional
store consists of many aspects as affordability, accessibility,
service, tenant variety and retail mix, open comfy spaces
and recreational, activities, entertainment, communication
and promotions, environment (Calvo-Porral, & Lévy-
Mangin, 2019) Product assortment and perceived quality,
aesthetics and architectural design, escapism, exploration,
flow, socialization, convenience, promotional offers, mall
tenant mix, comparison of product prices, role-playing,
attitude (Idoko, Ukenna, & Obeta, 2019), store design, store
atmosphere, store employees, self-congruity, stores
selection, stores merchandise, stores service quality, stores
prices, utilitarian value, hedonic value, store patronage
(Ameen et al., 2020; El Hedhli, Zourrig, & Park, 2017)

Customer experience defines as the experience with the
environment and the relationship between customers and
service providers (Gentile et al., 2007). Customer
experience depends on time, place, and the context that a
customer is in (Kim, & Yim, 2020). It plays an essential
role in creating value. Customer experience also defines
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customer interaction in the context of the product, staff
service, shopping environment, and shopping procedure
(Pei et al., 2020).

2.2. Repurchase Intention

Repurchase intention is defined as purchasing goods or
services that have formerly felt the quality and benefits
(Filieri, & Lin, 2017; llyas et al., 2020). A firm must reach
customer expectations when they want their customer to
repurchase their product. One of the crucial factors is
satisfaction. Satisfied consumers can make repeat purchases
compared with dissatisfied consumers. (llyas et al., 2020).
According to previous researchers, repurchase intention
derives cost reduction and growth tools in market share
(Ahmed et al., 2011). While deliberating the significance of
satisfaction, (Cronin Jr, Brady, & Hult, 2000) found that
repurchase intention and customer satisfaction can be raised
by offering quality services and value-added in the product.
The previous study stated that service satisfaction
significantly impacts repurchase intention (Shin et al., 2013;
Wen, Prybutok, & Xu, 2011)

2.3. Customer Satisfaction

Customer satisfaction refers to the consolidated
proceeds of evaluation, perception, and psychological
response to the experience obtained from using services or
products. Therefore, it can be mentioned that enjoyment is
relative. Out of sight of marketers, there is no standard for
measuring satisfaction. The only way to measure the
satisfaction of using the product is through consumers who
consume or use the product (Benoit, Kienzler, &
Kowalkowski, 2020). The prior study stated that factor
influencing  customer  satisfaction is  experience,
convenience and trust (To et al., 2020). From those aspects,
consumers can determine if the product is worthy of
consuming again or not in the future. So, the level of
satisfaction of using a product can also make consumers
repurchase or recommend the product to other (Mashur et al,
2019). From those statements, customer satisfaction in this
study is a mediator variable in the relationship between
customer experience and repurchase intention in the online
and offline channel.

2.4. Hypotheses Development

The study purpose was to examine the effect of
customer experience, customer satisfaction and repurchase
intention. Multiple Regression and Path Analysis using
SPSS was used to analyze the relationship between those
variables. The proposed research model is shown in Figure 1.

24.1. Customer

Satisfaction

Customer experience has become an important part of
the value creation process of retailers. In the shopping
process, actively guiding and creating a positive emotional
experience, can obtain excellent customer satisfaction and
customer loyalty. It is the way the retail to obtain a
competitive advantage (Vakulenko et al, 2019). Especially
in the current situation where online store and offline stores
shopping are complete each other, so retailers can build
their own markets to attract their customers by integrating
these multiple channels market (Artusi, 2020). Zarantenello
and Schmitt (2000) conduct study that product experience
can increase customer satisfaction level. Also, based on
Ying et al. (2020) and Kim (2005) stated that service
quality and customer service is a critical aspect in customer
satisfaction. Chebat and Michon (2003) found that
customers’ perception of the shopping environment affects
and stimulates their positive emotions. In addition, the
shopping procedure also must meet customer satisfaction in
terms of its efficiency that determines a store’s
competitiveness. Therefore, we propose:

Experience Toward Customer

H1: The customer experience in the context of the product
influences customer satisfaction (Offline Channel)

H2: The customer experience in the context of customer
service influences customer satisfaction (Offline Channel)

H3: The customer experience in the context of staff service
influences customer satisfaction (Offline Channel)

H4: The customer experience in the context of shopping
process influences customer satisfaction (Offline
Channel)

H5: The customer experience in the context of a shopping
environment influences customer satisfaction (Offline
Channel)

H6: The customer experience in the context of the product
influences customer satisfaction (Online Channel)

H7: The customer experience in the context of customer
service influences customer satisfaction (Online Channel)

H8: The customer experience in the context of staff service
influences customer satisfaction (Online Channel)

H9: The customer experience in the context of the shopping
process influences customer satisfaction (Online Channel)

H10: The customer experience in the context of the
shopping environment influences customer satisfaction
(Online Channel)

H11: The customer experience in Offline Chanel influences
customer satisfaction

H12: The customer experience in Online Chanel influences
customer satisfaction
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2.4.2. Customer Experience Toward Repurchase

Intention

Repurchase intention is define as purchasing the same
product again by considering the prior experience. Previous
shopping experience reaches quality of experience that
consumers depend onerously (Razak et al., 2014), so
retailer should give serious attention to provide a good
experience for their consumer so that they will make
repurchase the product. Based on previous study, customer
experience has good impact in repurchase intention. So, we
propose:

H13: The customer experience in Offline Chanel influences

the repurchase intention
H14: The customer experience in Online Chanel influences

ﬂustom er Experience - Offline Channel \

| Product H1|
| ) i
i Customer Service H2!
| Staff Service H3\
| : |
i Shopping Process H! Hi1
P ——— T~
! Shopping Environment H5!
b e e e I
ﬁustomer Experience - Online Channel \
i Product Hﬂiff/
| . i
ir_‘fﬂs_‘_‘)_r??[_s_‘ir_“l“_‘“:_____________i*_{; H12
¢ Staff Service H8 |
i Shopping Process Hg;*/
i Shopping Environment Hm:
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the repurchase intention

2.4.3. Customer Satisfaction Toward Repurchase

Intention

Previous research have found that satisfaction is become
prior variable in supporting repurchase intention (Tsali,
Chang, & Tsai, 2016; Rose et al, 2012). In online store,
found that repurchase intention level is increase through
customer satisfaction (Rose et al, 2012). Also in traditional
or offline channel, previous study discover that satisfaction
has strong relationship toward repurchase intention (Rust,
& Zahorik, 1993). So, we propose:

H15: The customer satisfaction influences the repurchase
intention

H13}

H15 -
Customer Satisfaction Repurchase Intention

H14

Figure 1: Proposed Research Model

3. Methodology

3.1. Research Approach

This research applied a quantitative approach.
Quantitative analysis is a study that employs the empirical
method. This type of research deals with numbers and
anything measurable in a systematic way of investigating
phenomena and their relationships. As this study
investigates possible cause and effect relationships, then it
is an ex post facto research.

3.2. Research Population

The population of the research is Indonesian people who
have been purchase in both channel, offline and online
shopping channel. The sample of this study were people
aged 17-30 years. Based on the preeliminary survey, it is
known that at that age, they spend more money on shopping
for entertainment, technology and clothing. So that it will
be suitable as a sample for this research.
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3.3. Data Collective and Analysis

The population of the research is Indonesian people who
have been purchase in both channel, offline and online
shopping channel. Data in this research were collected
through a survey as the primary data collection method.
The survey was conducted by distributing an online
questionnaire containing developed and validated items to
the respondents. The analysis data using the SPSS 16.0

Table 1: Demographic Profile of Respondent

11

statistical program would compute all scores in each
variable and also using Sobel Test to measure Customer
Satisfaction as the mediator variable We obtained a total of
262 responses from participants for testing the hypotheses.
They represented a variety of age around 17-30 years old.
About 70% of the responses were female, and 30% were
male. Based on previous study, The more detailed data are
shown in Table 1.

Demographic Profile of Respondent (n=262)
Characteristic Frequency Percentage
Gender
Male 79 30%
Female 183 70%
Age
17-20 years 248 95%
21-30 years 14 5%
Purchasing in offline store 262 100%
Purchase in the online store
Social medial 10 4%
Ecommerce 240 92%
Website 2 1%
Etc. 10 4%

4. Results and Analysis

This section discusses the analysis of the data gathered.
The analysis is divided into four steps, the prerequisite
testing, the hypotheses testing, the Sobel testing and path
analysis. The Prerequisite testing consists of validity and
reliability test. Hypotheses testing consists of Multiple
Regression and Path Analysis. The Sobel test is conducted
to measure the moderating variable

4.1. Prerequisite Testing

Table 2: Validity and Reliability Test

4.1.1. Validity and Reliability Test

In this study, validity Bivariate Pearson is used. If the
correlation (r) is more than 0.138 (n=262 with the
significant level 5%), the instrument can be said valid.
The reliability is an index that shows how reliable a
measuring instrument. When Cronbach's Alpha and is more
significant than 0.6, the variable is reliable. The result of
validity and reliability test are shown in Table 2.

Based on Table 2, we can conclude that all instrument is
valid. The r correlation of all instruments is more than
0.138. The scale results also show that all variables are
reliable with Cronbach's Alpha and more significantly than
0.6.

Instruments Validity(r) (Croﬁﬁlgiai%);ha)
Customer Experience in the Offline Channel
Product (PR.OFF) 0.663
Product has a variety of brands and colors 0.576
Product is one of the popular brands 0.728
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Product quality assurance is very adequate 0.737
Fast product preparation and packaging 0.636
Product packaging uses environmentally friendly materials 0.629
Customer Service (CS.OFF) 0.728
The store has a fast responsive customer service 0.795
Customer service is easy to contact via phone, and etc 0.814
Stores have clear standards for product returns 0.811
Staff Service (SS.OFF) 0.790
Friendly service attitude 0.700
Very fast service 0.824
Service staff are adept at offering products 0.800
Service staff guidance when shopping is very good 0.809
Shopping Process (SP.OFF) 0.653
Simple and fast shopping procedure 0.734
Clothes can be tried on 0.690
Comprehensive and easy after-sales service 0.666
The payment transaction process is very safe and easy 0.736
Shopping Environment (SE.OFF) 0.801
Appropriate and attractive store layout 0.775
Attractive store interior 0.838
Complete service facilities 0.791
Directions at the store regarding ca_shiers, exits, children's clothing, men's 0.762
clothing, women's clothing, etc. are very clear
Customer Experience in the Online Channel
Product (PR.ON) 0.703
Product has a variety of brands and colors 0.522
Product is one of the popular brands 0.672
Product quality assurance is very adequate 0.759
Fast product preparation and packaging 0.706
Product packaging uses environmentally friendly materials 0.712
Customer Service (CS.OFF) 0.685
Online stores have fast responsive customer service 0.837
Customer service is easy to contact via chat messanger or etc. 0.791
The online store has clear standards for product returns 0.728
Staff Service (SS.ON) 0.842
Friendly service attitude (via online media) 0.797
Service response is very fast in answering customers 0.836
Service staff is adept at offering products (if the product is empty or there 0.818
is a new product)
Service staff guidance during thfe shopp@ng process is very helpful through 0.845
online media
Shopping Process (SP.ON) 0.820
Simple and fast shopping procedure for online shopping 0.640
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Image availability and reviews at any time 0.668
Comprehensive and easy after-sales service 0.648
The payment transaction process is very safe and easy 0.662

Shopping Environment (SE.ON) 0.807
A neat and attractive store website design 0.832
Attractive online store content 0.832
Complete service fa_cilities (paymgnt by CQD / bank transfer, various 0.746

delivery fleet options available)
The category grouping in the online shop (women's clothing, men's 0.775
clothing, children's clothing, etc.) is very clear. ’

Customer Satisfaction (SATIS) 0.829
| am very satisfied with the product during shopping 0.757
| am very satisfied with the service during shopping 0.775
| am very satisfied with the delivery speed after shopping 0.725
| am very satisfied with the shopping environment 0.811
| am very satisfied with the shopping procedure 0.789

Repurchase Intention (RI) 0.789
I will likely buy the same product again 0.718
It is likely that | will repurchase from this offline / online shop in the future 0.787
It is likely that | will use this offline / online shop regularly in the future for 0.824

my clothes purchases
If I had to make a purchase of cjothes again, | would choose this offline / 0.855
online shop
4.2. Hypothesis and Path Analysis dependent variable partially. This test was also carried out to

determine whether the proposed hypothesis was accepted or

The hypothesis testing we use linear regression to find  rejected. The hypothesis is accepted if the  value> 0 and the

out the total effect of those variables. This test aimed to  p-value <0.05. Furthermore, testing the hypothesis model
determine the impact of the independent variable on the  Wwith linear regression was performed in Table 3.

Table 3: Summarized Hypothesis Model

: Model Test T Test Information
Regression Model : : :
Adj R Square F Sig. B Sig.
Customer experience in offline channel
toward customer satisfaction
Yi=ay + B1Xy + B2Xz + BaXz + BaXs + BsXs + €1 0.504 54.111 0.000
Product (offline) to customer satisfaction 0.152 0.010 H1 is accepted
Customer service (offline) to customer satisfaction 0.191 0.001 H2 is accepted
Staff service (offline) to customer satisfaction 0.229 0.001 H3 is accepted
Shopping process (offline) to customer .
satisfaction 0.136 0.019 H4 is accepted
Shopping enwronment ((_)fflme) to customer 0.181 0.007 H5 is accepted
satisfaction
Customer experience in online channel
toward customer satisfaction
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Yo=az + BeXs + B7X7 + BsXs + BoXo + B10X10 + €2 0.513

56.047

0.000

Product (online) to customer satisfaction

0.172 0.003 H6 is accepted

Customer service (online) to customer
satisfaction

0.271 0.000 H7 is accepted

Staff service (online) to customer satisfaction

0.135 0.033 H8 is accepted

Shopping process (online) to customer
satisfaction

0.052 0.343 H9 is rejected

Shopping environment (online) to customer
satisfaction

0.264 0.000 H10 is accepted

Customer experience offline and online
toward customer satisfaction

Ys=ag + B11X11 + B12X12 + €3 0.629

221.835

0.000

Customer experience offline (total) toward
customer satisfaction

0.418 0.000 H11 is accepted

Customer experience online (total) toward
customer satisfaction

0.457 0.000 H12 is accepted

Customer experience offline channel,
customer experience online channel and
customer satisfaction toward repurchase

intention

Z =ay + B13Xq1 + PraXez + BisY + €4 0.453

72.959

0.000

Customer experience offline (total) toward
repurchase intention

0.133 0.050 H13 is accepted

Customer experience online (total) toward
repurchase intention

0.156 0.026 H14 is accepted

Customer satisfaction toward repurchase
intention

0.450 0.000 H15 is accepted

Based on Table 3, it can be seen that customer
experience on the offline channel in the context of product
toward customer satisfaction had a significant effect with
beta = 0.153 and sig. (p = 0.010 <0.05). Thus, H1 is
accepted. Customer experience on the offline channel in
customer service toward customer satisfaction significantly
affected beta = 0.191 and sig. (p = 0.001 <0.05); So, H2 is
accepted. Customer experience on the offline channel in
the context of staff service toward customer satisfaction
significantly affected beta = 0.229 and sig. (p = 0.001
<0.05); So, H3 is accepted. Customer experience on the
offline channel in the shopping process toward customer
satisfaction significantly affected beta = 0.136 and sig. (p =
0.019 <0.05); So, H4 is accepted. Customer experience on
the offline channel in the shopping process toward
customer satisfaction significantly affected beta = 0.181
and sig. (p =0.007 <0.05); So, H5 is accepted.

Also regarding the effect customer experience on online
channel toward customer satisfaction that showed in Table
3. We find out that in the context of the product have p-
value 0.003 < 0.05, so H6 is accepted, customer service
have p-value 0.000 < 0.05 so H7 is accepted, staff service
have p-value 0.033 < 0.05 so H8 is accepted, shopping

process have p-value 0.343 > 0.05 so H9 is rejected,
shopping environment have p-value 0.000 < 0.05 so H10 is
accepted.

4.1.2. Path Analysis

Path diagram models are made based on the variables
studied, Customer Experience on the offline channel (Xy3),
Customer Experience on the online channel (Xy,), Customer
Satisfaction () and Repurchase Intention (Z). The result of
path analysis can be seen in Figure 2.

E 6,

Customer
Experience - Offling
Channel (X11)

o%=0133

p¥:=0.418

Repurchase
Intention (Z)

Customer
Satisfaction (Y)

p¥=DA15

Customer
Experience - Online

Channel (Xi2) pD=0.156

Figure 2: Proposed Research Model
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pyx;1 = Customer Experience on offline channel path
coefficient for Customer Satisfaction

pyxi, = Customer Experience on online channel path
coefficient for Customer Satisfaction

pzx;; = Customer Experience on offline channel path
coefficient for Repurchase Intention

pzx;; = Customer Experience on online channel path
coefficient for Repurchase Intention

pzy = Customer Satisfaction path coefficient for
Repurchase Intention

€ = Effect of other factors

Based on Figure 2, the linear regression equation can be
found in the following:

Effect of Customer Experience on the offline channel
(X11) and Customer Experience on the online channel (X3)
toward Customer Satisfaction ()

Y = (pyx11) Xuu+ (pyx12) X1z + &1 (1)
Y = 0.418 Xy + 0457 Xpp+ &

Effect of Customer Experience on the offline channel
(X11) and Customer Experience on the online channel (X3)
toward Repurchase Intention (Z)

Z = (pz x11) X112+ (pz x12) X2+ (pzy) Y + &2 2
Z=0.133 X;; +0.156 X, +0.415Y + ¢,

After knowing the equations. The next step is
understanding the direct and indirect effect between
independent and dependent variables. The next section
discusses the direct and indirect effects of the variables.

4.1.2.1. Direct Effect (DE)

According to Table 3, Customer Experience's effect on
the offline channel on Repurchase Intention can be seen
from the Beta parameter (Standardized), which is 0.133,
with a significance level of 0.05. It means that the effect is
significant (H13 is accepted). The Beta parameter
(Standardized) for Customer Experience on the online
channel on Repurchase Intention is 0.156, with a
significance level of 0,026 or less than 0.05 so the effect is
significant (H14 is accepted). Meanwhile, the Beta
parameter (Standardized) for Customer Satisfaction toward
Repurchase Intention is 0.450, with a significance level of
0.000 or less than 0.05 so that H15 is accepted.

4.1.2.2. Indirect Effect (IE)

Based on Table 3, the indirect effect of Customer
Experience on the offline channel toward Customer
Satisfaction can be seen from the Beta parameter
(Standardized). It is 0.418, with a significance level of 0.000
or less than 0.05 so that the effect is significant (H11 is
accepted). Also, for Customer Experience, the online

channel is 0.457, with a significance level of 0,000 or less
than 0.05, so the effect is also significant (H12 is accepted).

4.1.2.3. Total Effect

The total effect is the sum of the Customer Experience's
direct and indirect effects on the offline channel and
Customer Experience on the online channel on Repurchase
Intention and Customer Satisfaction. The total effect can be
stated in the following Table:

Based on Table 4. Regarding Customer Experience on
offline channel toward Repurchase Intention, it is shown
that the indirect effect has a more excellent value than direct
effect 0.173>0.133. So it could be said that customer
satisfaction mediated the effect. Customer Experience's
indirect effect on online channel toward Repurchase
Intention has a more excellent value than its direct effect of
0.189 > 0.156. So it could be said that customer satisfaction
also mediated the effect

Table 4: Total Effect

Effect IE DE Total Effect
Customer Experience on
offline channel toward 0.173 | 0.133 0.306
Repurchase Intention
Customer Experience on
online channel toward 0.189 | 0.156 0.345

Repurchase Intention

4.3. Sobel Test

Testing the mediation hypothesis can be done using a
procedure developed by Sobel (1982) known as the Sobel
test (Sobel test). The Sobel test is done by testing the
strength of the independent variable's indirect effect on the
dependent variable through the intervening variable (M).
Customer Satisfaction mediated Customer Experience's
effect on offline channel toward Repurchase Intention with
Z value of 4.805 > 1.96 and a significance level of 0.000
<0.05. So it could be said that customer satisfaction
mediated the effect. Customer Satisfaction's effect in
mediating the Customer Experience on online channel
toward Repurchase Intention has Z value is 4.976 > 1.96 and
a significance level of 0.000 <0.05, so it is found that the
customer satisfaction also mediated the effect.

5. Discussion

This study's customer experience is divided into five
segments: product, customer service, staff service, shopping
process, and shopping environment. In the context of the
offline and online channel, customer on product experience
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significantly affected customer satisfaction. The product
experience related to price or quality has become one of the
critical roles of satisfaction. Retailer which want to faceless
complain from customers or make the customer feel
satisfied; resources can be allocated to improve products
through quality, packaging, lots of variety of products.
According to the opinion of (Basari, & Shamsudin, 2020;
Kim, Cho, & Kim, 2019), the customer who has good
experience in the product will increase consumer
satisfaction. Besides, supported by (Tjahjaningsih, Ningsih
& Utomo, 2020), satisfied customers will be able to improve
their memory so that they are likely to refer to potential
buyers.

Customer service in the online or offline channel also
has significant influencing customer satisfaction. Also, (Cao,
Ajjan, & Hong, 2018; Liu et al., 2008; Pham, & Ahammad,
2017) also strengthen that customer service is an intense
antecedent customer satisfaction. Customer service can
become a service tool that can contribute overall satisfied
assessment when customers form their judgment. So, it
indicates that the retailer should focus on improving
customer service to enhance customer satisfaction. This
study is also in line with the research by (Yen, & Lu, 2008)
that customer service becomes a decisive factor influencing
customer satisfaction. The customer is satisfied when they
can communicate or contact customer service by phone, chat,
and email to find the solution for their purchasing product.

Staff service has become a significant aspect that
influencing customer satisfaction in online and also offline
channel. Relationships between staff and customers that
increase rapport and staff responsiveness have led to greater
customer satisfaction. It is supported by (Marques, Cardoso,
& Palma, 2013; Menon, & Dubé, 2000; Puccinelli et al.,
2009; Terblanche, 2018) related to customer's important
effect service toward customer satisfaction. The role of staff
in creating customer satisfaction again features invaluable in
online or offline customer shopping experience. Staff
members must be trained in functional product knowledge,
presentations, and communicating with customers online or
online. Knowledgeable and skilled staff may lead to positive
emotions to the customer. Moreover, if staff members
successfully deal with customer interactions with their skill,
competitors will find it difficult to emulate such actions.

The shopping process is a significant factor influencing
customer satisfaction in the offline channel but not online. It
caused by several advantages of shopping in an offline
channel. Compared with the online channel, and the offline
channel has a more straightforward transaction procedure,
the customer can touch-and-feel when shopping and trust the
product more. This study supported by (Suganya, 2018) that
said online shopping led to the possibilities of fraud and
privacy conflicts. Regarding those comparisons, the
integration O20 (offline and online) channel become one of

the popular concepts in retailers. 020 channel can support
an Omnichannel customer experience combined with
individual customer touchpoints such as authorize customers
to take up the product where they left off on one channel and
keep on the experience to another or customer can research
online, purchase offline.

Shopping environment has a significant impact on
customer satisfaction in both channels. In line with (Chebat,
& Michon, 2003) that found the shopping environment's
perception very strongly affects customer satisfaction and
impacts emotions. This supports are the idea that favourable
perception of the shopping environment elicits positive
emotional states such as pleasantness (Nuttavuthisit, 2014),
excitement, and satisfaction (Kwon, Ha, & Im, 2016). When
the customer feels pleasant, it can also make them spend
more time and money on their shopping trip (Wright,
Newman, & Dennis, 2006). The shopping environment can
also be designed to lead to positive emotions and increased
satisfaction (Dennis et al., 2010; El-Adly, & Eid, 2016;
Wright et al., 2006). Therefore, to increase customer
satisfaction, we have to create enjoyment and pleasurable
customer emotion through the shopping environment.

Customer satisfaction also has significant in affecting
repurchase intention. It supported by (llyas et al., 2020;
Nguyen, Nguyen & Tan, 2021) that customer satisfaction is
a determinant factor of repurchase intention. Related to
customer experience, satisfaction became the mediated
factor that can be strengthened effect toward repurchase
intention. Many researchers conducted in consumer
satisfaction as a mediated variable, such as customer
satisfaction can mediate celebrity advertising and celebrity
personality  towards purchase intention in the
telecommunications industry (Domfeh et al., 2018), and
customer satisfaction become mediated variable in the
context of repurchase intention in e-commerce (Sari, &
Giantari, 2020). To sum up, consumer satisfaction is one of
the crucial things that must be needed. Consumer
satisfaction through product quality, service, shopping
environment, and shopping process can later raise the
products repurchase intention.

6. Conclusions

In conclusion, we classify customer experience in offline
and online channels consisting of product experience, staff
service experience, customer service experience, shopping
process experience and shopping environment experience.
In more detailed, we investigate the effect of those
experience toward customer satisfaction in a different
channel. Almost all of the customer experience hypothesis is
significant toward customer satisfaction except hypothesis 9,
shopping process experience in the context of the online
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channel to customer satisfaction is not significant. The
customer tends to purchase online cause shopping process in
online channel often lacks security in the transaction. We
also investigated customer satisfaction as mediated variable
between customer experience and repurchase intention then
analyzed using Sobel Test.

The study implications are; first, retailers who want to
faceless customer complaints or make customers feel
satisfied. Resources can be allocated to improve products
through quality, packaging, and lots of products. Secondly,
easy to contact by phone, chat, and email is needed to find
the solution over customer problem in purchasing product.
Thirdly, it is essential to train the staff members in
functional  product knowledge, presentations, and
communicating with customers online or offline. Fourthly,
retailer concept development is necessary, such as the 020
channel, that allows customers to pick up where they left off
on one channel and continue the experience on another or
customer can research online and purchase offline. With that
experience, it certainly can increase customer satisfaction.
Fifthly, to increase customer satisfaction, we have to create
enjoyment and pleasurable customer emotion through the
shopping environment. Finally, customer satisfaction has
become a determinant factor of repurchase intention. To
raise customer satisfaction, the retailer needs to provide the
best experience for consumers in shopping.

The limitation of this study is limited in Indonesia people
and the object of this research is clothing store which is
online and offline store. Therefore, further studies will
collect many observations in global customer and also more
variety products. Besides, researchers should expand the
sample and measure the effects of more independent
variables on customer experience, customer satisfaction and
repurchase intention. The integration of multichannel (020)
is needed to conduct further research.
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