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ABSTRACT

The rapid development of online grocery retailing demands a deep understanding of the factors that influence
customer purchasing decisions. This research aims to analyze the impact of customer experience on attitudes and
repurchase intentions in the context of online grocery retail, with an emphasis on the moderating factors of shared
value creation. The primary objective of this research is to understand the extent to which customer experience
can influence consumer attitudes and repurchase intentions in an online grocery retail environment. In addition,
this research aims to identify the role of moderating factors of value co-creation in changing the dynamics of the
relationship between customer experience, attitudes and repurchase intentions. The research method used is
quantitative with a survey approach. The sample was randomly selected from the population of online grocery
retail customers and analyzed using relevant statistical techniques. The research instrument involved a
questionnaire designed to measure customer experience variables, consumer attitudes, repurchase intentions, and
moderating factors of shared value creation. The research results show that customer experience has a significant
positive impact on consumer attitudes and repurchase intentions. The moderating factor of value co-creation has
also been shown to play an important role in strengthening the relationship between customer experience and
consumer attitudes. These results provide a better understanding of the complex dynamics in customer purchasing
decisions in the context of online grocery retailing.
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INTRODUCTION

In the ever-evolving digital era, online grocery retail business has become one of the main pillars in the
global economy. In this context, customer experience becomes a crucial element that plays a central role in shaping
customer repurchase attitudes and intentions. With competition getting tougher, understanding the impact of
customer experience is not only a necessity but also the key to success for online grocery retail businesses. Digital
transformation has significantly changed the business landscape, especially in the online grocery retail sector. The
shift in consumer behavior from conventional transactions to digital platforms creates new challenges and
opportunities. Customers are not only looking for products or services, but also expect a satisfying and engaging

experience (Ananda et al., 2021).

In the context of an online grocery retail business, customer experience is not just a transaction but rather
a journey that involves customer interaction, response, and perception of brands and services. Companies that are
able to provide a superior customer experience can create a significant competitive advantage. Customer
repurchase attitudes and intentions are vital determinants in the success of an online grocery retail business. A
positive attitude towards the brand and a tendency to make repeat purchases reflect customer satisfaction as well

as trust in the products or services offered.
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In the context of this analysis, the moderation factor of shared value creation becomes the main focus.
Shared value creation encompasses how customers and companies together create added value through their
interactions and transactions. Factors such as customer service, personalization, and consumer engagement can
moderate the relationship between customer experience, attitudes, and repeat purchase intent. With ever-changing
business dynamics, this research not only has relevance to the current context but also contributes to an in-depth
understanding of how customer experience influences repurchase attitudes and intentions in online grocery retail.
The results of this study are expected to provide guidance for companies in developing more effective strategies
to increase customer satisfaction and strengthen customer loyalty. Thus, this study aims to dig deeper into the
impact of customer experience on repurchase attitudes and intentions in the context of online grocery retail, taking
into account the moderation factor of Shared value creation (Nguyen et al., 2019). Through this approach, it is
hoped that valuable new insights can be found for business practitioners, academics, and parties involved in the

online grocery retail ecosystem.

According to (Sanyal et al., 2021) Customer experience includes every interaction and contact between
a customer and a brand or company. It involves the feelings, perceptions, and responses of customers to any aspect
of the product or service they receive. A positive customer experience creates a strong impression, increases
satisfaction, and can strengthen customer loyalty. In the context of online grocery retail, the customer experience
is not only limited to transactions, but also includes product tracing, payment processing, shipping, and customer

service Pprocesses.

Attitude is an individual's evaluation and feeling towards an object, concept, or entity, such as a brand,
product, or service (Munaro et al., 2019). Attitudes reflect a person's positive or negative inclination towards
something, which is shaped by personal experiences, beliefs and values. In a business context, a customer's attitude
towards a brand or product can be a key determinant of purchasing decisions. A positive attitude tends to motivate

customers to choose and buy products or services repeatedly.

According to (Morkunas &; Rudiene, 2020) Repurchase intent refers to a customer's desire or plan to
make a repurchase from a brand or company after the initial experience. It reflects the level of customer
satisfaction and trust in the product or service offered. Repurchase intent also reflects customer loyalty, which can
be a strong indicator of business performance. In the context of online grocery retail, repurchase intent becomes
important because it signifies the extent to which customers feel connected to the brand and the extent to which

their experience meets or exceeds expectations.
RESEARCH METHODS

The research method used in this study is descriptive qualitative to explore a deep understanding of the
analysis of the impact of customer experience on repurchase attitudes and intentions in online grocery retail,
focusing on the moderation factor of shared value creation. The qualitative approach allows researchers to collect
data through in-depth interviews, observation, and document analysis to gain comprehensive insight into the
dynamics of relationships between the variables studied (Sugiyono, 2017). In-depth interviews will be conducted
with online grocery retail customers to gain first-hand views on their experiences, attitudes towards brands, and

repeat purchase intent. Focused observation will be used to observe customer behavior during interaction with
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online grocery retail platforms. In addition, document analysis will be conducted on customer reviews, product

feedback, and brand communications to understand further context.

In the data analysis stage, a descriptive qualitative approach allows researchers to craft an in-depth
narrative that describes the research findings in detail. The collected qualitative data will be analyzed thematically,
identifying common patterns, trends, and key factors that emerge in the relationship between customer experience,
attitudes, and repurchase intent. In addition, to understand the impact of shared value creation moderation factors,
this study will involve a comparative analysis to evaluate how those moderation variables affect the relationship
between key variables. By combining descriptive qualitative data and thematic analysis, this research is expected
to make a significant contribution to the theoretical and practical understanding of the factors that influence

customers' repurchase attitudes and intentions in the context of online grocery retail (Sugiyono, 2018).
RESULTS AND DISCUSSION
A. Research Results

An interview with R.A. highlighted the positive experience resulting from shopping on online grocery
retail platforms. R.A. expressed satisfaction with the easy-to-use interface and frequent special offers. It is seen
that this positive shopping experience directly affects his positive attitude towards a particular brand or online
store. R.A. recognizes that when a brand provides a satisfying experience, it is more likely to choose it over others.
Furthermore, R.A. also revealed his intention to make a repurchase. A good shopping experience builds trust and
convenience, motivating R.A. to re-transact at the same online store. Responsive customer service and
personalization in recommending products that match shopping preferences are also considered positive factors

that reinforce repeat purchase intent.

In the context of shared value creation moderation factors, R.A. illustrates that good customer service
and relevant product recommendations are concrete examples of how customers and companies can create value
together. This shared value creation adds value to the shopping experience, increases customer satisfaction, and
positively influences repeat purchase attitudes and intent. Overall, the results of the interview with R.A. provide
valuable insight into how customer experience and moderation factors can shape repurchase attitudes and

intentions in the context of online grocery retail.

This research delves into the impact of customer experience on repurchase attitudes and intentions in the
context of online grocery retail, with an emphasis on the moderation factor of shared value creation. The results
of interviews with respondents, such as R.A., provide an in-depth understanding of how these factors interrelate
and influence customer buying behavior. It was found that a positive customer experience significantly affects a
customer's attitude towards a particular brand or online store. When customers feel satisfaction in shopping, a
positive attitude is formed, which in turn can reinforce repeat purchase intent. This creates a close link between

the quality of the customer experience and the success of the customer retention strategy in online grocery retail.

Moderating factors of shared value creation, such as responsive customer service and personalization in
recommending products, play an important role in shaping repeat purchase attitudes and intentions. Interviews

show that shared value creation involves mutually beneficial interactions between customers and companies.
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Good customer service and relevant product recommendations add value to the customer experience, which in
turn increases satisfaction and repeat purchase intent. It is important to acknowledge that the results of this study
have long-term implications on the success of online grocery retail businesses. Customers who have a positive
experience and feel a shared sense of value creation tend to become loyal customers, which indirectly contributes
to the growth and profitability of the company. Therefore, companies are expected to integrate these findings into

their strategies, focusing on improving customer experience and co-creating value.

The results of this study make a theoretical contribution to the understanding of the relationship between
customer experience, attitudes, repeat purchase intent, and moderation factors of shared value creation in the
context of online grocery retail. Recommendations for future research include further exploration of variables that
might moderate this relationship, as well as comparative analysis between different online grocery retail platforms
to gain broader insights. A deeper understanding of these dynamics will help companies develop more effective
strategies in meeting customer expectations and maintaining customer loyalty in a competitive business

environment.
B. Discussion
1. The Positive Impact of Customer Experience on Consumer Attitudes

Customer experience is no longer just a transaction, but rather a core of marketing and customer retention
strategies in various industries, especially in the context of growing online grocery retail (Jasin et al., 2023). In
this article, we will explore the positive impact of customer experience on consumer attitudes in depth, discussing
various aspects that form the foundation of customer loyalty and lead to long-term business success. In an ever-
evolving digital age, customer experience is becoming a key element in marketing tools and business strategies.
This transformation is accelerated by technology adoption and a shift in consumer behavior towards online
platforms. In the context of online grocery retail, customers are no longer just looking for products or services

that meet their functional needs; they also seek fulfilling and meaningful experiences (Anifa &; Sanaji, 2022).

One of the key components of customer experience is a friendly and personalized user interface. The
friendly user interface provides ease in navigation and product search, creating a pleasant shopping environment.
Meanwhile, personalization involves presenting content, offers, and product recommendations tailored to
customer preferences and shopping history (Chatzoglou et al., 2022). By understanding a customer's individual
needs, online grocery retail can build a strong emotional connection. Special offers and discounts also play an
important role in shaping a positive customer experience. Customers are often looking for opportunities to get
added value or better prices. These offers not only create financial appeal, but also increase customer trust in the
brand or online grocery retail platform. These advantages, when combined with a pleasant shopping experience,

become a major trigger for a positive attitude (Anita et al., 2021).

Responsive and efficient customer service is an important pillar in creating a positive impact on the
customer experience. Customers want to feel heard and supported if they face problems or have questions. Fast
response and satisfactory solutions not only increase customer satisfaction, but also become a key factor in
forming a positive attitude. Exceptional customer service gives customers a sense of value, which provides a

strong foundation for repeat purchase intent. The positive impact of customer experience directly affects consumer
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attitudes towards brands or online grocery retail platforms. A positive attitude creates trust, interest, and emotional
affiliation towards the brand. Customers who have a positive attitude are more likely to give positive feedback,

recommend products or services to others, and most importantly, have high repeat purchase intent.

A positive consumer attitude is the main foundation for the formation of customer loyalty. Customers
who have a positive attitude are more likely to choose to make repeat purchases from the same brand or platform.
This creates a consistent pattern of shopping behavior, providing long-term benefits to online grocery retail
businesses. In addition, satisfied customers are also more likely to be effective brand ambassadors, providing

positive recommendations to friends, family, or through social media.

A positive consumer attitude has a direct influence on a customer's purchasing decision. Customers with
a positive attitude tend to be more loyal and committed to making repeat purchases, giving online grocery
businesses stability in their customer base. A good attitude also has an impact on customer spending behavior,
where customers who have a positive attitude are more likely to spend more and try new products or services from
the same brand. In conclusion, it can be concluded that the positive impact of customer experience on consumer
attitudes has profound implications on the success of online grocery retail businesses (Fared et al., 2021). The
foundation of customer loyalty, repeat purchase intent, and influence on purchase decisions all depend on a
positive customer experience. Therefore, a deep understanding of customer needs and preferences, as well as the
implementation of strategies focused on improving customer experience, are key in achieving competitive

advantage and long-term success in the dynamic online grocery retail industry.

2. The Significant Role of Moderation Factors in Shared Value Creation

In an era where customers increasingly demand a better experience, the moderation factor of shared value
creation is emerging as a key element that can enrich and strengthen the relationship between customers and
companies, especially in the context of online grocery retail (Ilyas et al., 2020). In this discussion, we'll delve
deeply into the significant role co-value creation moderation factors play in shaping superior customer experiences
and driving repeat purchase intent. Focusing on the interaction between customer service, personalization, and
shared value creation, this discussion will comprehensively discuss how these factors interact with each other and

influence customer behavior (Gao &; Fan, 2021).

i.  Customer Service as the Main Moderator: Responsive and Satisfaction-Oriented
Responsive and customer satisfaction-oriented customer service has emerged as a very significant moderation
factor in the relationship between customer experience and consumer attitudes. Effective customer service
becomes a critical bridge between brands and customers, addressing issues, providing support, and increasing
positive customer impressions. In the context of shared value creation, strong customer service not only
provides solutions to customer problems but also creates exceptional experiences, enriching the value
customers receive during those interactions.

ii. Personalization as a Moderation Factor: Building Emotional Connections and Satisfying Preferences
Personalization, whether in the form of appropriate product recommendations or customized content, becomes
a very effective moderation in directing the customer experience. In online grocery retail, where a variety of
products and customer preferences evolve, personalization becomes key to building emotional connections.

Through personalization, customers feel recognized as individuals, not just as numbers in sales statistics.
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Technological innovations and data analytics have enabled increasingly precise personalization, creating
relevant and meaningful shopping experiences.

iii. Shared Value Creation: Combining Interactions and Transactions
Shared value creation means not only meeting customer expectations but also creating additional value through
interactions and transactions. In the context of online grocery retail, this may involve developing loyalty
programs, exclusive offers, or even collaboration with customers in the product design process. Shared value
creation becomes a powerful trigger for converting customers into loyal supporters, as they feel engaged and

valued by the brand.

The integration of responsive customer service, personalization, and shared value creation forms an
integrated strategy to improve the overall customer experience. Responsive customer service creates a strong
foundation, personalization ensures relevance and deeper engagement, while shared value creation provides
additional value that can differentiate brands in fierce competition. By combining all three, online grocery retail

can create a sustainable customer ecosystem and strengthen repeat purchase intent (Szucs et al., 2020).

i.  Shared Value Creation Relationships and Repurchase Intent: Increasing Customer Loyalty and Retention

The impact of shared value creation on repeat purchase intent can be seen from the perspective of
customer loyalty and retention. Shared value creation provides additional motivation for customers to stay true
to a particular brand or online grocery retail platform. When customers sense that they are engaged in a shared
value process, such as through loyalty programs or participation in brand decisions, they are more likely to
return and make repeat purchases. This proves that a positive and engaged customer experience can create a
long-term, profitable relationship between the customer and the brand.
Measuring the Success of Shared Value Creation Strategies: Assessing Long-Term Impact and Impact

To measure the success of a shared value creation strategy, careful and purposeful measurement is
required. Success parameters can include customer retention rate, participation rate in loyalty programs, and
repeat purchase intent rate. In addition, involving customers in success appraisals can provide a unique

perspective that enriches understanding of the impact of shared value creation on the customer experience.

Although shared value creation strategies promise a number of benefits, their implementation does not
come without challenges. Managing customer data wisely, navigating privacy regulations, and synchronizing
value creation efforts along with business goals are some of the key challenges. However, these challenges also
open up opportunities for innovation and the discovery of better solutions in creating meaningful relationships
with customers. In conclusion, the significant role of co-value creation moderation factors not only provides a
complement in understanding customer experience but also incarnates as a key pillar in the sustainability strategy
of online grocery retail (Quoquab &; Mohammad, 2022). By building a foundation of interaction complemented
by responsive and personalized customer service, and enriching value through shared value creation, businesses
can achieve competitive advantage and increase repeat customer purchase intent. Understanding the complexity
of the interaction between these factors is essential to building a satisfying, sustainable, and successful online

shopping environment in the long run.
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3. Strategic Implications for Online Grocery Retail Business

In the ever-evolving context of online grocery retail, a deep understanding of the strategic implications
is essential for businesses to remain relevant and competitive. This discussion will discuss in detail the strategic
implications for the online grocery retail business, focusing on key aspects such as customer experience,
technology, marketing strategy, and supply chain management (Laosuraphon et al., 2022). One of the most crucial
strategic implications for online grocery retail businesses is the focus on improving the customer experience. In a
competitive environment, providing a positive and superior experience is key to differentiating a brand or platform
from competitors. This strategy not only creates customer loyalty but also triggers a domino effect through
customer recommendations and repeat purchases. Businesses should invest in interm The use of the right
technology is a key factor in the online grocery retail business strategy. Its strategic implications involve
investments in automation systems, sophisticated data analytics, and artificial intelligence to improve operational
efficiency and decision-making. In addition, the implementation of technology also allows businesses to continue
to innovate in presenting products, optimizing logistics processes, and providing an increasingly stunning
shopping experience. Integrated marketing is an essential strategic step to increase brand awareness and build
emotional connections with consumers. In an online grocery retail business, this strategy can include utilizing
social media, digital advertising campaigns, and collaborating with influencers to create maximum exposure.
Developing a strong and authentic brand narrative is also key in differentiating yourself from competitors in

crowded markets (Rantung et al., 2023).

Effective supply chain management is a strategic pillar for online grocery retail businesses. Ensuring
product availability, optimizing inventory, and improving logistics efficiency are measures that not only increase
customer satisfaction but also ensure business continuity. The integration of technologies such as Al-based supply
chain management systems can help identify demand trends, speed up the delivery process, and reduce operational
costs. In the online grocery retail business, where transactions and customer data are crucial, data security and
protection are strategic implications that cannot be ignored. Improving platform security, involving data security
certification, and providing transparent information regarding privacy policies will build customer trust. Enhanced

security is a long-term investment to maintain business continuity and maintain brand reputation.

Online grocery retail businesses must also consider the strategic implications related to social and
environmental responsibility. Developing sustainable business models, such as using eco-friendly packaging,
prioritizing local products, and participating in social initiatives, can improve brand image and attract consumers
who are increasingly concerned with the environmental and social impact of business activities. Changes in
consumer behavior are strategic implications that need to be examined. In an era where consumer preferences can
change rapidly, online grocery retail businesses must remain flexible and responsive. Monitoring consumer trends,
collecting feedback regularly, and adapting quickly to market changes are strategies that ensure business

sustainability and brand relevance (Mirza et al., 2021).

To achieve long-term sustainability, expansion and diversification strategies are essential. Online grocery
retail businesses may consider entering new markets, expanding product categories, or partnering with strategic
partners to increase coverage and competitiveness. These measures allow businesses to not only survive in existing

markets but also open up new growth opportunities. In conclusion, the strategic implications for online grocery
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retail businesses cover a wide range of interrelated aspects, from improving customer experience to efficiently
managing supply chains, to adapting to changes in consumer behavior. Understanding the complexity of these
factors and adopting a scalable and responsive strategy is an important step to building a strong foundation and

achieving long-term sustainability in a dynamic and competitive business environment.
CONCLUSION

In concluding the analysis of the impact of customer experience on repurchase attitudes and intentions
in online grocery retail with shared value creation moderation factors, we can conclude that the complex
relationship between customer experience, consumer attitudes, and moderation factors creates dynamics that
affect overall business performance. In an era dominated by fierce competition and rapid change, understanding
the implications of these findings is becoming a must for online grocery retail companies looking to build a
sustainable future. It is important to recognize that customer experience is no longer just a critical element of a
business's success, but also a foundation of sustainability and growth. Customers who are satisfied with their
shopping experience are not only more likely to become loyal customers, but also become effective brand
ambassadors through positive recommendations and repeat purchases. Therefore, investing in improving customer

experience is becoming a top priority for online grocery retail companies.

The analysis also highlights the key role of shared value creation moderation factors in enhancing the
positive impact of customer experience. Responsive customer service, smart personalization, and a measurable
shared value creation strategy are critical elements that can turn a simple transaction into an ongoing relationship.
These factors not only moderate the customer experience but also provide significant added value. The results of
this analysis provide a number of profound implications for future online grocery retail business strategies. First,
companies must continuously improve the customer experience by focusing on aspects such as user interface,
personalization, and customer service. Second, smart use of technology and integrated marketing strategies are
key to winning the competition in an ever-changing market. Third, the integration of shared value creation as a

key strategy can help strengthen customer relationships, extend retention, and increase repeat purchase intent.

However, it cannot be ignored that the implementation of this strategy does not come without challenges.
Challenges such as managing customer data wisely, maintaining information security, and managing changes in
consumer behavior require a mature strategy. However, in challenges there are also opportunities. Innovation and
flexibility are key in overcoming these hurdles and seizing them as opportunities to lead the market. The research
also explores a small part of the complexity of online grocery retail dynamics. Therefore, there are calls for
continued research that can provide deeper insights, especially in identifying additional moderating factors that
might influence this relationship. Innovation in technology and business strategy has also become important to

ensure that companies can remain relevant and effective in meeting customer needs in the future.

Thus, the analysis of the impact of customer experience on repurchase attitudes and intentions in online
grocery retail, focusing on the moderation factor of shared value creation, confirms the importance of
understanding, implementing, and continuously adapting to market dynamics. The future of a successful online
grocery retail business depends not only on competitive product or service offerings, but also on a company's

ability to build deep relationships with customers and innovate responsively. Thus, the sustainability of an online
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grocery retail business is not only a result of customer satisfaction today, but also a smart investment to build the

foundation of a sustainable and successful future.

The analysis also highlights the key role of shared value creation moderation factors in enhancing the positive
impact of customer experience. Responsive customer service, smart personalization, and a measurable shared
value creation strategy are critical elements that can turn a simple transaction into an ongoing relationship. These
factors not only moderate the customer experience but also provide significant added value. The results of this
analysis provide a number of profound implications for future online grocery retail business strategies. First,
companies must continuously improve the customer experience by focusing on aspects such as user interface,
personalization, and customer service. Second, smart use of technology and integrated marketing strategies are
key to winning the competition in an ever-changing market. Third, the integration of shared value creation as a

key strategy can help strengthen customer relationships, extend retention, and increase repeat purchase intent.

However, it cannot be ignored that the implementation of this strategy does not come without challenges.
Challenges such as managing customer data wisely, maintaining information security, and managing changes in
consumer behavior require a mature strategy. However, in challenges there are also opportunities. Innovation and
flexibility are key in overcoming these hurdles and seizing them as opportunities to lead the market. The research
also explores a small part of the complexity of online grocery retail dynamics. Therefore, there are calls for
continued research that can provide deeper insights, especially in identifying additional moderating factors that
might influence this relationship. Innovation in technology and business strategy has also become important to

ensure that companies can remain relevant and effective in meeting customer needs in the future.

Thus, the analysis of the impact of customer experience on repurchase attitudes and intentions in online
grocery retail, focusing on the moderation factor of shared value creation, confirms the importance of
understanding, implementing, and continuously adapting to market dynamics. The future of a successful online
grocery retail business depends not only on competitive product or service offerings, but also on a company's
ability to build deep relationships with customers and innovate responsively. Thus, the sustainability of an online
grocery retail business is not only a result of customer satisfaction today, but also a smart investment to build the

foundation of a sustainable and successful future.
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