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Abstract 
The advancement of internet, social media, and digital technologies has 

profoundly transformed the traditional offline businesses to online 

businesses. The transformation of these technologies has altered the 

consumer experience and decision when buying from an e-commerce 

website. Thus, the purpose of this study was to critically discuss and 

examine the consumer experience factors that impact consumer buying 

decision intention, as well as the manner in which consumer review 

influenced the relationship between consumer experience and buying 

decision intention. Based on the flow theory, this study focused on the role 

of web and digital experiences on consumer’s buying decision intention from 

e-commerce website via the contexts of social media and mobile application. 

Therefore, it was found that web experience (i.e. usability, interactivity, and 

aesthetic) and digital experience were critical factors for online buying 

decision intention. Data collected from 973 respondents suggested that web 

and digital experiences posed a positive effect on the consumer buying 

decision intention. Accordingly, the research model was developed to 

illustrate the comprehensive and respective relationship of web and digital 

experiences of buying intention. The moderating effect of consumer review 

also showed significantly positive outcome between digital experience and 

buying decision intention. Hence, this study is significant in such a way that 

it extends the flow theory by exploring the role and outcomes of the 

consumers’ experience towards buying decision intention. Moreover, it 

provides insightful guidelines for marketers with several practical 

implications in approaching the emerging markets via consumer experience 

initiatives.  

 
Keywords:  buying decision intention, consumer review, digital experience, 

social media, web experience 

 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS Vol. 23, 2019 

124 

 

1.0 Introduction  

Information system (IS) has become a transformative force for 
businesses and is changing the way they operate, interact, and work 
with their customers, clients, and business partners. It has changed 
the approach of doing business globally, whereby the scenario is 
identical in both developing and developed economies. Its 
applications are very diverse and one such area is electronic 
commerce (e-commerce). Previously, e-commerce has only been 
known to be public-facing: it can appear in search engines and give 
businesses some exposure. Now, e-commerce provides buying and 
selling transactions for products and services via the Internet and 
World Wide Web (www). Furthermore, the benefits of buying and 
selling transactions online can overcome time and physical barriers, 
as well as lower the transaction costs. Therefore, with the demand 
from the consumers, e-commerce gives businesses opportunity to 
customisse their offering through the presentation of the website.  

Today, e-commerce has become an integral part of everyday 
life and it involves any form of online interaction transaction with the 
website; the counter, helpdesk, and sales outlet are where the actual 
commercial or non-commercial transactions take place 
(Constantinides, 2005). It provides an alternative platform for 
transactions as this becomes a necessity for most people. Currently, 
the trend of social media communication channel encompasses a 
wide range of online communication, such as electronic word of 
mouth, forums (e.g. blogs, discussion boards, and chat rooms), email, 
and consumer product or service rating websites and social 
networking sites (Cummings et al., 2014). Some of the best-known 
social media sites include Facebook, LinkedIn, Instagram, Twitter, 
Telegram, WeChat, WhatsApp, and others. Each of these sites is 
used by hundreds of millions of people, and most importantly now, by 
businesses. Social media communication provides opportunities for 
firms to connect with their trading partners and consumers with 
greater reach (Thackeray et al., 2008). Thus, these firms are utilising 
social media communication to connect their business to consumer 
(B2C) in order to develop the market opportunity and produce a target 
customer. 

With Web 2.0, a consumer can benefit from having  social 
interaction between B2C. For instance, they can access relevant 
information, comments, reviews, and rates from the website. In 
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particular, Web 2.0 communication allows the consumers to become 
active co-constructors of live experiences and meanings of product 
consumption (Firat & Dholakia, 2006). In turn, these online social 
interactions can assist them with their purchasing decisions, either 
offline or online (Yadav & Pavlou, 2014; Heinrichs, Lim, & Lim, 2011; 
Godes et al., 2005). Recognising the significance of Web 2.0, such 
new and unconventional channel for consumer socialisation media 
has an impact on online consumer experience (Lueg et al., 2006; 
Muratore, 2008; Okazaki, 2009). These online consumer experiences 
will allow the consumers to generate content and interact among 
themselves online (Lai & Turban, 2008; Gruzd et al., 2011) than on 
content generated by companies. As a result, the opportunity offers 
consumers to gives some own experience consumption by engaging 
and interacting among themselves (Mangold & Faulds, 2009). 
Moreover, these value creations are made possible as the firms can 
generate their own online content using Web 2.0 and proceed to 
engage with the consumers themselves. 

However, Schlosser (2005) has indicated that even a small 
amount of negative information from a few postings on online social 
media can have substantial impacts on the consumer buying 
behaviour. When such negative emotions occur to a consumer, it 
represents their negative state of mind that reacts to a negative 
behavioural intention. Therefore, negative emotions are a factor that 
exists during the buying decision process. Accordingly, the complexity 
of consumer buying decision in today’s marketing and IS landscape is 
apparent as most consumer experience initiatives have been 
ineffective in engaging with them (Forbes, 2010; Kim & Srivastava, 
2007). Therefore, online buying abandonment is a major issue due to 
the complexity of consumer buying decision. Thus, better 
understanding and empirical evidence are needed to shed some light 
on issues that are yet to be resolved. 

 
2.0 Literature Review  

2.1 Overview of Consumer’s Experience in Buying Online 

The underpinning theory of this study is draw upon from Theory 
of Reasoned Action, Flow Theory and Consumer Socialization Theory 
(CST).  Prior studies have indicated that the flow theory explains the 
online experiences of users (Chen, 2006; Hausman & Siekpe, 2009; 
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Wu & Chang, 2005). The literature shows that web experience and 
internet experience have to be associated with various consequences 
in online contexts, including behavioural intentions such as loyalty and 
intention to revisit and repurchase (Constantinides, 2004, 2005; 
Salleh et al., 2010; Hausman & Siekpe, 2009; Siekpe, 2005; Wu & 
Chang, 2005). In fact, in an online environment, the consumers seek 
utilitarian benefits, while contemporary e-shoppers seek for the 
enjoyment of the experience when shopping online (Senecal et al., 
2002). 

The proposed theoretical model is developed to provide a 
comprehensive understanding of the determinants affecting 
consumer buying decision intention. In the current study, buying 
decision intention is defined as the extent to which consumers are 
willing to buy from an e-commerce website. This differs from other 
studies specifically by investigating the determinants of online buying 
behaviour and the moderating effect of consumer reviews towards 
online buying decision intention. The proposed research model is 
shown in Figure 1. According to Constantinides and Geurts (2005), a 
visually appealing and attractive website can shape the entire web 
experience. Therefore, web experience is defined as the extent to 
which an individual’s total impression (i.e. usability, interactivity, and 
aesthetic) about the website is based on their exposure and 
experience of notions, emotions, and impulses by the design and 
other marketing elements (Constantinides, 2004). When the 
experience becomes stronger, the individuals are more likely to 
perform the behavioural intention (Ajzen, 1991; Venkatesh et al., 
2012; Salleh et al., 2010).  

 
2.2 Web Usability Experience on Buying Decision Intention 

Based on literature review, usability is defined as the extent to 
which a product can be used by specified users in order to achieve 
the specified goals with the effectiveness, efficiency, and satisfaction 
in a specified context of use (Green & Pearson, 2006). Accordingly, 
Caroll (1997) has suggested that the evolution of human-computer 
interaction is due to usability. Green and Pearson (2009) have posited 
two website usability instruments for use in e-commerce organisation, 
which have been empirically tested. The instruments are from Agarwal 
and Venkatesh’s (2002) study on website usability, namely ease of 
use, made for the medium, emotion, content, and promotion. 
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Meanwhile, several others are from Palmer’s (2002) study on website 
usability, such as download delay, navigability, information content, 
interactivity, and responsiveness, as well as Constantinides’ (2004) 
study, which are convenience, information architecture, site 
navigation, site speed, search facilities/process, 
findability/accessibility, and ordering payment process. These 
elements are similar to the findings by Park and Kim (2003) and 
Seiders et al. (2007). Similarly, Ali (2016) has indicated that hotel 
website usability has a positive influence on consumer perceptions 
towards the website. 

Green et al. (2011) have suggested that navigation, 
responsiveness, and download delay to be influenced by the 
perceived ease of use, whereby the satisfaction ultimately impacts on 
the intention to transact. This is similar to the expectation confirmation 
theory (ECT) proposed by Oliver (1980), which describes one’s 
decision to repurchase or revisit is dependent on their satisfaction. 
Meanwhile, Park and Kim (2003) have suggested user interface 
quality, product information quality, and service information quality as 
the information relevant to the satisfaction for buying behaviour. 
Accordingly, Seiders et al. (2007) have suggested five service 
convenience dimensions, namely decision, access, benefit, 
transaction, and post-benefits convenience, which are important for 
offline shoppers. For instance, the primary concern for offline 
shoppers is the traditional decision convenience of making a quick 
decision on where to visit and find any desired products. In contrast, 
not all of these dimensions are applicable in the e-commerce setting 
(Beauchamp & Ponder, 2010). 

By comparing the substantial time and effort costs associated 
with visiting physical stores prior to the actual service exchange 
versus browsing for online purchase, the availability and quality of 
information about the service provider can affect the level of consumer 
perceived decision convenience in offline processes. This is not the 
case for online purchases. Even though the two dimensions of access 
and transaction convenience are considered important by both offline 
and online shoppers, their respective contents totally change in the 
two settings. Access convenience in the traditional service context 
relates to parking, location, and opening hours, whereas online 
access convenience focuses on accessibility of website and unlimited 
access to shopping. Meanwhile, offline transaction convenience 
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details that there is no need to wait for a long queue; on the contrary 
it is quick to complete purchasing and to pay in terms of online 
transaction convenience, as well as its association with simple and 
flexible payment methods. In comparing the traditional service 
convenience dimensions as identified by Seiders et al. (2007) and 
Ling, Yang, and Jun (2013). According to Ling et al. (2013) three 
convenience dimensions on e-commerce environment such as 
search, evaluation, and possession. 

According to Ling et al. (2013), search convenience is the 
manner in which an online consumer can search for products and 
compare their costs without physically visiting multiple locations in 
order to find their desired product. They can search for the product 
over the internet by searching the product through the website 
download speed, website design, search information function, and 
product classification. Meanwhile, evaluation convenience is 
associated with the availability of detailed yet easy-to-understand 
product descriptions by employing various presentation features on 
the website, such as text, graphics, and video. In recent years, the 
overwhelming selection of products and detailed information that is 
accessible at just one click of the mouse, which tends to render online 
shoppers more sensitive than ever to this. Thus, offering standardised 
online products and branded products such as CDs, books, canned 
food, and pet food will help them  to easily make evaluations due to 
quality parity. Moreover, many e-marketers have established a 
customer review system that allows new visitors to read other 
customers’ comments or reviews about their product experience 
before ordering and buying. Such system has proven to be very 
effective in minimising the consumer’s evaluation time and efforts. 

Furthermore, Ling et al. (2013) have indicated that each of the 
five identified dimensions (i.e. access, transaction, search, evaluation, 
and possession) has a significant and positive effect on the overall 
level of consumer perceived online shopping convenience. Empirical 
studies have further shown that highly navigable interfaces such as 
websites decrease the error rates and learning time, thereby 
increasing the performance and user satisfaction. Green and Pearson 
(2011) define navigability as the uniformity of the design within and 
across the pages of a website. This definition is similar to Lee and 
Kozar’s (2004), which indicates site navigation as the sequencing of 
pages, well-organised layout, and consistency of design protocols. 
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Most online consumers are searching for products and services by 
means of search engines and online directories. Therefore, it is very 
important for e-commerce designers to apply a consistent search 
engine strategy so that the consumers can easily find their site. 
Regardless, this study defines usability as the degree to which a 
website is usable to a consumer in searching, accessing, and 
transacting at minimal effort and time based on their experience and 
exposure of the website (e.g. responsiveness, navigation, and 
download delay). By applying the results of prior research to the online 
context, the relationship between usability and consumer’s buying 
decision intention is hypothesised as follows: 
 
H1:  
 

Web usability experience has a positive effect on buying 
decision intention 

 
2.3 Web Interactivity Experience and Buying Decision Intention 

Prior studies have primarily concentrated on interactivity (Lee 
& Kozar, 2004; Sing, 2004; Palmer, 2002). According to IS literature, 
it is the ability to customise the look and content of a site, as well as 
to provide interaction with the user. Meanwhile, Green and Pearson 
(2011) define interactivity as the ability to provide a personalised and 
customised interaction for user, which allows a website design that 
differentiates between product and service offerings. The result shows 
that interactivity is positively related to the perceived usefulness of a 
website on online buying.  

According to Constantinides (2004), interactivity refers to the 
interaction with the online vendor and web users in order to 
personalise the services and networking. The evidence from the study 
has suggested that it consists of consumer service after sales, 
interaction with business personnel, customisation, and network 
effects. In particular, the consumer service after sales is a component 
of interactivity between a consumer and online vendor. For instance, 
good and organised online and offline helpdesks, efficient logistics, 
and a quick response to complaint and inquiry e-mails are some of the 
issues that online marketers must focus their attention on. The second 
component of interactivity is interaction with business personnel, in 
case of when consumers have questions or encounter a difficulty to 
use the site, as well as online helpdesks for technical assistance and 
support. Meanwhile, the network effect is a major internet innovation 
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in communication that brings consumer empowerment and 
dissemination of market knowledge through interaction between 
online consumers. However, Constantinides (2004) has also 
suggested that literary references on consumer to consumer (C2C) 
interaction are limited. This is attributable to technological innovations 
and technographics (Forrester Research, 2003) that are seemingly in 
support of the new forms of C2C interaction, which allow the 
consumer to interact and transact outside the traditional e-commerce 
environment. Examples of such forms include online consumer 
auctions, online bartering, and online classifieds (Cravatts, 2003). 

Meanwhile, Green et al. (2011) have posited that interactivity 
is also influenced by perceived usefulness on the satisfaction that 
ultimately drives the intention to transact. The scholars have further 
suggested the interface design of a website to influence the user’s 
ability for manipulating and fully utilising the site. This is similar to the 
studies by Ranjit et al. (2013) and Dubelaar, Leong, and Brown 
(2003), which indicate that perceived interactivity has an impact 
remain with the website towards purchase intention. In contrast, this 
study defines it as the degree to which a website can be used by the 
consumer to personalise and customise the content and interact with 
it based on their experience and exposure towards the site. By 
customising the site’s look and content and providing such interaction, 
the logical goal is seemingly for making the site more useful. Thus, 
this study hypothesises the following: 

 
H2:  
 

Web Interactivity Experience has a positive effect on buying 
decision intention 

 
2.4 Web Aesthetic Experience on Buying Decision Intention 

According to Constantinides (2004), aesthetic embraces the 
artistic and creative elements of online presentation, which aims at a 
pleasing appearance of the effect. For instance, the elements of e-
commerce site atmosphere are some of the important factors 
attracting online consumers to visit, explore, and possibly interact with 
the site. Previous studies have revealed that aesthetics influence 
online and offline consumers in similar ways, such as the design and 
style of the e-commerce atmosphere, e-commerce site design, 
presentation quality, and e-commerce design elements (Madu & 
Madu, 2002; Kim et al., 2002). 
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The e-commerce design and style are the crucial elements in 
shaping one’s online experience and consumer buying behaviour. For 
instance, offline consumers who are first-time visitors to a e-
commerce site find it important to experience the site design in 
contrast with online consumers who generally spend less time in e-
commerce sites that they visit. Therefore, the design and atmosphere 
of the e-commerce site must attract the attention and capture the 
interest of online consumers within a very short time. Strong evidence 
has indicated that e-commerce site design is one of the most 
important factors communicating online business credibility for the 
purpose of transacting online (Fogg et al., 2002). These studies have 
found it is among the features that online consumers usually associate 
with the site’s credibility and information design structure, as well as 
information focus.  

Regardless, this study proposes aesthetic as a factor that is a 
part of web experience. Accordingly, Choi (2013) has argued that 
visual aesthetics is a symbolic representation of a website, which 
influences the consumers to self-create feelings relevant to pleasure. 
Besides, Fang (2013) has discovered that electronic window 
dressings are related to the external links, graphics (aesthetics), and 
technology that can generate stimuli related to arousing the messages 
for purchase intention. Based on these relations, H3 is hypothesised 
as follows: 

 
H3:  
 

Web Aesthetic Experience has a positive effect on buying 
decision intention 

 
2.5 Digital Experience on Buying Decision Intention 

Technological advances and social changes have modified 
many aspects of today’s lives and altered the communication 
landscape. Especially for the mobile communication standards, 
mobile connections have shifted from a wired network to wireless 
standards. In accordance to this, the smartphones, tablet, and laptops 
have significantly and concomitantly improved the communication 
technology. Parallel to these changes, the role of a consumer also 
changes towards multiple devices usage. Traditionally, they are 
passive consumers of information and content; today, they play an 
active role as pro-sumers. Accordingly, multiple devices usage has 
introduced a new experience and exposure to the consumer, whereby 
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such digital experience and role have been promoted by the arrival of 
multiple devices. Concomitantly, the advancement of digital devices 
(i.e. mobile phones, tablets, and laptops) has changed the way 
consumers communicate and learn about product offerings regarding 
shopping and products and services (Kim & Lennon, 2008; Darley & 
Blankson, 2010). In this paper, digital experience can be explained as 
the extent to which the quality of a website encountered by an 
individual based on their experience and exposure through mobile 
apps. As it is a critical component of the consumer experience, many 
researchers (Huang, Backman, & Backman, 2012; Teng et al. (2012) 
have agreed that the flow is a key concept for explaining consumer 
behaviour in online environments. Further research has also indicated 
that a significant amount of sales in e-commerce is less globally due 
to poor web experience (Bilgihan et al., 2013). Consumer interaction 
experience in e-commerce creates the opportunities to engage, 
attach, and commit in a positive web experience, thus rendering web 
experience an important element of online buying decision behaviour. 
Based on these relations, H4 is proposed as follows: 

 
H4:  
 

Digital Experience has a positive effect on buying decision 
intention  

 
2.6 Site Commitment to Buying Decision Intention 

In the context of e-commerce decision, several studies have 
shown that site commitment towards purchase decision intention 
positively influences behaviour (Choi, 2013). Among the variables 
included in the study, site commitment has the strongest effect on the 
intention to purchase online. Furthermore, Park and Kim (2003) have 
revealed that information satisfaction and relational benefit have an 
impact on the site commitment towards purchase behaviour. In 
addition to this study, Bhattacherjee (2001) has posited that consumer 
intention to commit to a site is a condition wherein the usage 
surpasses conscious behaviour and becomes integrated as a normal 
activity. Therefore, the intention of consumer to commit to the website 
is a mental predisposition (Bhattacherjee & Barfar, 2011). According 
to the expectation-confirmation theory (ECT), continuous consumer 
intention is derived from their satisfaction with a previous visit to the 
website, whereas such satisfaction is influenced by their expectation 
of the website and the confirmation of such expectation following 
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actual usage. The finding is consistent with the findings by Park and 
Kim (2003), which indicate that user interface quality and information 
satisfaction are significant on consumer commitment to the site. 
Moreover, Meyer and Maltin (2010) define commitment as a force that 
binds an individual to a target and to a course of action of relevance 
to that target. This binding force is experienced in different ways and 
accompanied by different mindsets, whereby the latter is an affective 
attachment and involvement with the target as according to Meyer et 
al. (2010). 

As mentioned above, a committed consumer has an intention 
to maintain a relationship with a particular website that they will revisit 
and purchase repeatedly in the future. The self congruity theory refers 
to the congruence of the self-image, whereby the ideal self-image 
occurs when a symbolic meaning is present. Through commitment, a 
consumer will be directed towards an attachment and protection of the 
self when revisiting the website. With respect to the relationship 
between experience and attachment, Kim, Chung, Lee, and Preis 
(2015) have asserted that a successful relationship with marketing 
creates a correlation between attachment and loyalty with the group 
website. Additionally, Choi (2013) has argued that an involvement with 
the IS attachment can impact one towards a purchase behaviour 
intention. Thus, this study hypothesises H5 as follows: 

 
H5:  
 

Site commitment has a positive effect on buying decision 
intention 

 
2.7 The Moderating Role of A Consumer Review on The Link 

Between The Web and Digital Experience and Buying Decision 
Intention 

As suggested by the flow theory (Csikszentmihalyi, 1975) in the 
IS literature, consumer review, electronic word of mouth (eWOM), 
credibility of word of mouth (WOM), and positive WOM are considered 
as the antecedents of site commitment. According to socialization 
theory the manner in consumers express themselves through their 
actions gives meaning to their self identities (Stryker, 1968).  Similarly, 
a consumer’s emotional and judgmental reaction to product websites 
is a key and functional factor for consumer commitment. Based on 
prior research (Fang, 2014; Constantinides, 2004; Park & Kim, 2003), 
one can expect web experience, digital experience, and consumer 
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review to be the drivers in forming consumer site commitment to an e-
commerce website.  

Thus, consumer review enhance the interpersonal relationship 
that brings consumers with others close together. The sources 
information that is exchanged will become memorable communication 
exchange and generate reference to others consumers. According to 
Cheung et al., (2009) the consumer recommendation enables 
consumers to evaluate and eWOM message and express their 
perceptions in term of positive or negative comments that left on the 
eWOM message. Given that such comments are posted by other 
people, the e-commerce website (i.e. sellers) cannot control them and 
they serve as a supplementary mechanism for judging information 
credibility. According to Mudambi and Schuff (2010), people can use 
such content to conserve their cognitive resources and reduce energy 
expenditure, as well as facilitate the purchase decision process. 
Therefore, it has considerably affected the manner in which 
consumers perceive the credibility of information (Cheung et al., 
2009). If most consumers buying online present a positive 
recommendation, this suggests that the majority accept and believe 
in the content of the message. Therefore, this study hypothesise H6 
as follows: 
 
H6a:  
 

Consumer Review has a positive effect on the web usability 
experience and site commitment. 
 

H6b: Consumer Review has a positive effect on the web interactivity 
experience and site commitment. 
 

H6c: Consumer Review has a positive effect on the web aesthetic 
experience and site commitment. 
 

H6d: Consumer Review has a positive effect on digital experience 
and site commitment. 
 

3.0 Research Methodology 

This study focused on the relationship between consumer’s 
experience (i.e. web and digital) and buying decision behaviour. 
Based on the literature review, it aimed to investigate the determinants 
of consumer experiences (i.e. web and digital) and on-site 
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commitment, as well as the manner in which consumer review 
moderates the site commitment and consumer experience affects the 
buying decision behaviour. By synthesising the above concepts, this 
study proposes the theoretical framework shown in Figure 1 in order 
to interpret the influence of relationship commitment on the willingness 
to revisit a website. 

 

 
Figure 7 : Theoretical Framework 

3.1 Sampling 

The unit of this study was individual, referring to an online 
consumer who had experienced visiting and buying products online. 
The survey was conducted through online and offline surveys, 
whereby a questionnaire was administered using a self-administered 
interview in person and by email and social media in the second stage 
of the data collection process. In Malaysia, the number of internet 
users made up 80 per cent of domestics consumers who were an 
active user (SKMM, 2015). According to the newspaper Star,  visitors 
who visit e-commerce website exceeded to 1.5 million in 2014, 
indicating that the consumers were actively participating and engaging 
in utilising e-commerce websites. As the consumer usage of online 
content increases, the accuracy and quality of the recommendations, 
evaluations, and opinions of past and current consumers will become 
more important. 
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The questionnaire was developed using the multiple item 
method, whereby each item was measured based on a 7-point Likert 
scale ranging from “strongly disagree” to “strongly agree”. All 
operational definitions of the constructs and instrument items are 
shown in Table 1. The constructs consisted of those previously used 
and validated by other researchers and were adopted and adapted 
accordingly. In this study, Smart PLS version 3.0 was employed as 
the main statistical and analytical tool in order to purify the 
measurement items and test the hypotheses. Thus, the investigation 
was conducted using the structural equation model (SEM) technique 
and followed a two-step approach for assessing the measurement and 
structural models, respectively (Anderson & Gerbing, 1988).  

This study utilised a confirmatory research approach in which 
the research model was inspected using a questionnaire. The 
questionnaire was survey-based and its items were used to measure 
the web experience, digital experience, consumer review, site 
commitment, and buying decision intention. First, the web experience 
construct was adopted and adapted from the works of Constantinides 
(2005), Green and Pearson (2011), and Sanjit et al. (2014), whereas 
the digital experience measurement was per Constantinides (2010), 
Choi and Scott (2013), and Harvard Business Review (2015). Next, 
the consumer review construct was adopted from Chih et al. (2013), 
Chin et al. (2013), and Cheung et al. (2009) in which the items were 
modified to render them relevant to the context of IS. In total, the 
measurement items tested amounted to 42 items and a pretest was 
conducted to refine the wordings used and eliminate any potential 
problem areas in the survey instrument. Accordingly, ten (10) 
academicians was selected to verify the content validity. The 7-point 
Likert type scale ranged from 1 (strongly agree) to 7 (strongly 
disagree) and required the respondents to rate their experience and 
expectations of e-commerce in order to all construct items. 
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Table 37 : Measurement Items and Sources 

Construct Definition Items Sources 
Web Usability  
Experience 

The degree to which a 
consumer perceives a 
e-commerce website 
as easy-to-use and 
convenient for them to  
search, access, and 
transact (e.g 
responsiveness, 
navigation, download 
delay) with minimal 
effort and time, based 
on their experience 
and exposure of the 
website 

USA1: The e-
commerce 
website is easy to 
access at any 
time I want. 
USA2: The e-
commerce 
website does 
provide 
navigational aids 
that are intuitively 
logical and easy 
to understand. 
USA3: The e-
commerce 
website does 
provide a 
classification that 
is easy to follow. 
USA4: The e-
commerce 
website is very 
convenient to use. 
USA5: The e-
commerce 
website does 
provide a variety 
of search options 
about the product 
(e.g. filtering 
based on price, 
colour, and 
specification). 
USA6: The e-
commerce 
website is user-
friendly as the 
consumer spends 
minimal effort and 
time to search, 
access, and 
transact in e-
commerce 
activities. 

Constantinides 
(2004, 2005); 
Sanjit et al. (2014); 
Green & Pearson 
(2011); Lloyd C. 
Harris & Mark 
M.H. Goode 
(2010) 
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Web 
Interactivity 
Experience 

The degree to which a 
consumer perceives a 
e-commerce website as 
allowing its consumers 
to personalise, 
customise, and interact 
with the content and 
the website based on 
their experience and 
exposure of the 
website. 

INT1. The e-
commerce website 
does provide a 
good keyword 
search facility that 
allows me to 
interact with the 
product.  
INT2: The e-
commerce website 
does provide many 
and different 
interactive ways to 
view the product. 
INT3: The website 
does provide an 
interactive platform 
that helps me to 
compare products 
and price. 
INT4. The website 
does provide 
customisation of 
the site’s content 
that meets my 
personal needs and 
specification. 
INT5. The website 
does provide an 
informational link 
about the product. 
INT6:  The website 
does provide 
multimedia 
technology such as 
audio and video 
that excite much 
interest in the 
product. 

Noort et al. (2012); 
Green et al. (2011); 
Lee & Chen (2011); 
Choi (2013); Novak 
et al. (2009) 
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Web Aesthetic 
Experience 

The degree to which a 
consumer perceives a 
website as visually 
aesthetic and evokes 
pleasure based on their 
experience and 
exposure of the 
website. 

AES1: The e-
commerce website 
is fresh and original 
in terms of design. 
AES2. The e-
commerce website 
appearance is 
visually attractive. 
AES3.  The e-
commerce website 
is fun. 
AES4. The e-
commerce website 
is fascinating. 
AES5: The e-
commerce website 
suits my style. 
AES6: The e-
commerce website 
is very appealing 

Scott & Choi 
(2013); Choi (2013) 

Digital 
experience 

The extent to which the 
quality of website 
encountered by a 
consumer is perceived 
based on their 
experience and 
exposure through a 
digital interface (e.g. 
laptop, tablet, and 
smartphone). 
 

DE1: The website 
content is still 
relevant. 
DE2: The website 
content is still 
adequate. 
DE3: The website 
content is 
consistent. 
DE4: The website 
content is still 
useful. 
DE5: The website 
design is still 
attractive. 
DE6:  The website 
responds to my 
request very 
quickly. 

Harvard Business 
Review (2015); 
Constatinides 
(2010); Choi & 
Scott (2013). 
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Site 
commitment 

The degree to which a 
consumer’s sense of 
emotional or 
psychological 
attachment to the e-
commerce website is 
strong, rendering them 
wanting to recommend 
and buy in the e-
commerce website. 

SC1. I am very 
passionate about a 
e-commerce 
website, which 
makes me want to 
recommend and 
buy from the 
website. 
SC2. I am very 
attracted to the e-
commerce website, 
which makes me 
want to recommend 
and buy from the 
website. 
SC3: I have a 
happy feeling when 
browsing and 
exploring the e-
commerce website, 
which makes me 
want to recommend 
and buy from the 
website. 
SC4: I  am 
captivated with the 
e-commerce 
website, which 
makes me want to 
recommend and 
buy from the 
website. 
SC5: I  become 
very affectionate 
towards the e-
commerce website, 
which makes me 
want to recommend 
and buy from the 
website. 
SC6: I  feel very 
delightful when 
browsing and 
exploring the e-
commerce website, 
which makes me 
want to recommend 
and buy from the 
website.  

Choi (2013); Park, 
MacInnis, Priester, 
Eisingerich, & 
Iacobucci (2010); 
Park, Macinnis, & 
Priester (2006) 
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Consumer 
Review 

The extent to which a 
consumer perceives 
the consumer reviews 
in the e-commerce 
website to be 
significantly beneficial. 

1: The consumer 
reviews posted on 
the website should 
be helpful. 
2: The consumer 
reviews posted on 
the website should 
be useful. 
3: The consumer 
reviews posted on 
the website should 
be important. 
4: The consumer 
reviews posted on 
the website should 
be adequate. 
5: The consumer 
reviews posted on 
the website should 
reflect the product 
specification. 
6: The consumer 
reviews posted on 
the website should 
be relevant. 

Teng et al. (2014); 
Lee, Park, & Han 
(2008) 

Buying Intention The extent to which a 
consumer is willing to 
buy from a e-commerce 
website. 

BI1: I definitely buy 
from the e-
commerce website. 
BI2: I intend to buy 
from the e-
commerce website 
that I have 
browsed. 
BI3: I have a high 
interest to buy from 
this e-commerce 
website that I have 
browsed. 
BI4: I plan to buy 
from the e-
commerce website 
that I have 
browsed. 
BI5: I probably buy 
from the e-
commerce website 
that I have 
browsed. 

Lien et al., (2015); 
Fang, Chiu, & 
Wang (2011); 
Arcas, Ortega, & 
Martinez (2013); 
Dubelaar, Leong, & 
Brown (2003). 
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BI6: I am keen to 
buy from the e-
commerce website 
that I have 
browsed. 

 
4.0 Results 

4.1 Assessment of Reflective Measurement and Structural Models 

The measurement model is important as it provides evidence 
for the reliability and validity of the scales employed in order to 
measure the latent constructs. For the survey method, the reflective 
items were adapted to test the model, which was the decision made 
as this study adapted them from prior studies (Constantinides, 2004, 
2005; Green et al., 2011). The reflective items involved were web 
experience, site commitment, buying decision intention, and 
consumer review. Accordingly, an initial principal component analysis 
(PCA) was performed.  The adequacy of the measurement model in 
relation to scale reliability and validity was assessed based on its 
internal consistency and reliability, convergent validity, discriminant 
validity, and nomological validity. This was evaluated by using 
confirmatory factor analysis (CFA) and performed using PLS. Tabe 2 
and 3 illustrate the results of reliability and validity testing for the 
reflective measurement model. Table 4 displays the results of 
significance testing for the structural model path coefficients. 
 
Table 38 : The Internal Consistency Reliability and Convergent Validity of 

The Reflective Measurement Model, AVE>0.50 and CR > 0.70  

Construct Item Loadings AVE CR 
Web Usability 
Experience 

Usa1 
Usa2 
Usa3 
Usa4 
Usa5 
Usa6 

0.897 
0.924 
0.902 
0.900 
0.898 
0.897 

 
 

0.726 

 
 

0.941 

Web Interactivity 
Experience 

Int1 
Int2 
Int3 
Int4 
Int5 
Int6 

0.905 
0.882 
0.883 
0.834 
0.888 
0.842 

 
 

0.68 

 
 

0.927 
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Web Aesthetic 
Experience 

Aes1 
Aes2 
Aes3 
Aes4 
Aes5 
Aes6 

0.886 
0.872 
0.904 
0.825 
0.898 
0.807 

 
 

0.643 

 
 

0.959 

Digital 
Experience 

De1 
De2 
De3 
De4 
De5 
De6 

0.917 
0.923 
0.910 
0.913 
0.897 
0.866 

 
 

0.769 

 
 

0.959 

Site Commitment Sc1 
Sc2 
Sc3 
Sc4 
Sc5 
Sc6 

0.746 
0.814 
0.749 
0.713 
0.757 
0.740 

 
 

0.722 

 
 

0.948 

Buying Decision 
Intention 

Bi1 
Bi2 
Bi3 
Bi4 
Bi5 

 

0.785 
0.825 
0.731 
0.787 
0.745 

 
 

0.760 

 
 

0.950 

Consumer 
Review 

Cr3 
Cr4 
Cr6 

0.799 
0.831 
0.818 

 
0.728 

 
0.941 

 
Table 39 : Discriminant Validity Correlations Among Constructs and the 

Square Root of the Average Variance Extracted (Fornell-Larcker Criterion) 

Construct USA INT AES DE SC CR 
USA 0.852      
INT 0.729 0.825     
AES 0.493 0.626 0.802    
DE 0.611 0.681 0.609 0.877   
SC 0.489 0.546 0.618 0.589 0.858  
CR 0.679 0.654 0.674 0.677 0.619 0.853 
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Table 40 : Summary of Hypothesis Testing Results With The Moderating 

Effect 

 β t-value p-value f2 R2 Q2 Results 

Web 
Experience 
(WE) 

 Buying 
Decision 
Intention 
(BI) 

0.309 8.284 0.000    Supported 

Usability  
(USA) 

 Web 
Experienc
e (WE) 

0.855 5.469 0.000    Supported 

Interactivity 
(INT) 

 Web 
Experienc
e (WE) 

0.915 7.884 0.000    Supported 

Aesthetic 
(AES) 

 Web 
Experienc
e (WE) 

0.818 9.818 0.000    Supported 

Digital 
Experience 
(DE) 

 Buying 
Decision 
Intention 
(BI) 

0.374 9.882 0.000    Supported 

Web 
Experience 
(WE) 

 Site 
Commitm
ent (SC) 

0.296 9.424 0.000    Supported 

Digital 
Experience 
(DE) 

 Site 
Commitm
ent (SC) 

0.648 13.795 0.000 0.210 
large 

  Supported 

Site 
Commitmen
t (SC) (i.e. 
mediator) 

 Buying 
Decision 
Intention 
(BI) 

0.847 27.029 0.000 2.538 
large 

0.539 
mode
rate 

 Supported 

Web 
Experience 
(WE) 

 Buying 
Decision 
Intention 
(BI) 

0.006 0.176 0.860    Not 
Supported 

Consumer 
Review 
(CR) (i.e. 
moderator) 
Digital 
Experience 
(DE) 

 Buying 
Decision 
Intention 
(BI) 

-0.068 1.832 0.067    Supported 

Consumer 
Review  
(CR) (i.e. 
moderator) 
Consumer 
Review (Cr) 

 Buying 
Decision 
Intention 
(BI) 

    0.717 
subst
antial 

 Supported 
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Buying 
Decision 
Intention 
(BI) 

      0.719 
subst
antial 

0.28
5 

 

Web 
Experience 
(WE) 

      0.525 
mode
rate 

0.51
1 

 

Note: significant at p<0.05*, significant at p<0.01**, and significant at p<0.001*** 
  

5.0 Conclusion and Recommendations  

The findings obtained in this study yielded various rich insights. 
First, based on the e-commerce decision-making process model, it 
was anticipated that web and digital experiences were a new concept 
of consumer experience that could contribute towards predicting the 
buying decision intention. This study found a strong support for the 
hypothesis, in addition to the flow web and digital experience path, 
and accounted for consumer buying intention as well. Furthermore, 
further statistical test based on SEM-PLS (Hair et al., 2016) revealed 
that the effect of consumer experience via web and digital pathways 
to be stronger when the online consumer was in the process of making 
the buying decision intention. Besides, the path coefficient of web and 
digital experience and buying decision intention showed a positive 
significance. Therefore, consumer review represents a promising 
construct for understanding the level of web and digital experiences 
when making a buying decision intention. Second, this study provided 
evidence supporting prior IS literature. In particular, the previous 
works have examine the online review influence on book sales at 
Amazon.com and online review influence on the box office sales in 
the movie industry (Chevalier & Mayzlin, 2006; Zhang & Dellarocas, 
2006). 

Understanding the manner in which consumer experience 
affects consumer buying decision is vital and important to e-marketers 
relying on consumer reviews about their e-commerce website. It was 
found that online consumer reviews were more influential for popular 
e-commerce websites in which the empirical results supported the 
view of the online consumer review impact on product sales, which 
was dependent on the product and consumer’s experience. Thus, e-
marketers need to identify their existing e-commerce platform and the 
presence of reviews on their online review landscape. With knowledge 
of the review function characteristics and influence factors, companies 
or e-marketers are allocated the opportunity to broaden and deepen 
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their perspective on reviews. The development of managerial 
strategies allows these companies to benefit from consumer reviews, 
simply by having efficient monitoring.  

Another finding showed that online consumer reviews were 
more influential for an e-commerce website to the point that 
consumer’s experience of engagement and attachment with the site 
became more salient in the environment. As such, e-marketers may 
benefit by allocating their resources to managing online consumer 
reviews. Meanwhile, web designers can strategise their e-commerce 
development on other web experience factors such as interactivity, 
aesthetic, and digital experience due to the insignificance of web 
usability experience. The reason for the insignificance of usability in 
this study was due to an abundance of information on the e-commerce 
websites and consumer’s freedom of choice when using multiple 
devices, such as smartphones and tablets. 
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