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Abstract

General Background: With the rapid evolution of technology and increasing reliance on the
internet, mobile commerce (M-Commerce) has become a dominant channel for consumer
transactions.SpecificBackground: Within thiscontext, thequalityofelectronicservices (E-
ServiceQuality)andassociatedfactorssuchasE-Trust,ComplaintHandling,andRelationship
Quality have become critical to fostering consumer loyalty. Knowledge Gap: However,
limitedresearchhasexaminedthesimultaneouseffectsof thesefactorsalongsideConsumers’
Negative Emotions and Forgiveness on Repurchase Intention in M-Commerce. Aims: This
study aims to investigate the influence of E-Service Quality, E-Trust, Complaint Handling,
RelationshipQuality,NegativeEmotions,andForgivenessonRepurchaseIntentionamongM-
Commerce users. Results: Using a quantitative survey of 384 respondents in West Sumatra,
Indonesia, and analysis tools including SmartPLS and SPSS 26, the findings reveal that E-
Service Quality significantly enhances E-Trust and Repurchase Intention. E-Trust itself is a
pivotal predictor of repurchase behavior. Negative emotions harm Relationship Quality and
subsequently repurchase intentions, although strong relationship quality can mitigate these
effects. Novelty: This study integrates emotional and relational variables in a unified M-
Commerce model. Implications: The results underscore the importance of maintaining high
service quality, trust, and complaint management strategies to retain customers and
counteract emotional disruptions.

Highlights:

Highlights the role of E-Trust in driving repurchase behavior.

Integrates emotional and relational factors into M-Commerce research.

Emphasizes complaint handling as a trust-building strategy.

Keywords: E-Service Quality, E-Trust, Complaint Handling, Repurchase Intention, M-
Commerce
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  Introduction  
M-Commerce is a place to sell goods or services via mobile devices[1]. Sellers and buyers who use m-commerce
can make buying and selling transactions freely anytime and anywhere, as long as their personal devices are
connected to the internet. [2]In comparison to e-commerce, mcommerce has additional advantages in terms of
accessibility and flexibility. Mobile devices and smartphones have now become an inseparable part of everyday life.
Currently, as many as 5.78 billion people in the world use mobile phones, which is equivalent to Over the last year,
mobile phone subscriptions have grown by 112 million, reaching coverage of 70.5% of the global population,
reflecting an annual This reflects a 2.0 percent growth. In addition, the data reveals that almost 87 percent of the
total mobile phones used worldwide are smartphones . [3] The growing utilization of mobile applications has
emerged as a major factor in driving the growth of

merchant revenues, especially in the Millennial and Generation Z consumer segments that have large purchasing
power. In addition, consumer behavior that is increasingly skilled in using technology also supports the increase in
purchase volume, given their tendency to make transactions via mobile devices [4].

In the midst of trade competition between offline and online, the shopping experience will greatly influence
customers to show a propensity for future buying decisions [5]. Maintaining customer satisfaction represents a
critical challenge for online shopping platforms.. Amidst the tight competition in the digital environment, the key to
success lies in a service-oriented strategy. Companies need to provide a superior service experience so that
customers are encouraged to make repeat purchases and remain loyal [5]

Various studies have examined the concept of e-service quality. Various attributes in eservice have been shown to
have a significant relationship with the perception of overall e-service quality, customer satisfaction, and
repurchase intentions, but not with consumer negative emotions[6]. Then the research conducted by Nega [7]which
shows a significant The influence of consumers' negative emotions on repurchase intentions mediated by
Relationship Quality, as well as . Research conducted by [8]which discusses the significant relationship between
consumer forgiveness and repurchased intention. Then [9]based on the research conducted stated a significant
influence between complaint handling with trust and also repurchase intention. In Indonesia itself, there are
various cases, including cases of The number of transactions may diminish due to customers’ assessment of the
service or E- service Quality carried out by Mcommerce to determine whether they will continue to shop or become
a subscriber to the platform, and if the service provided to customers is good, the company is also said to be
good[10]. With good service, customers will be motivated again to shop on the same platform [11], Hence,
providing excellent service quality in m-commerce is crucial to foster customer confidence and comfort during
mobile transactions. Trust plays a vital role in m-commerce and is strongly associated with E-Service Quality [5] .
Service failure can trigger uncertainty about the company's future performance. In this context, trust plays an
important role because it can reduce uncertainty and encourage consumers to make repeat purchases. Trust also
shapes individual perceptions of the company, thus becoming an An important determinant in maintaining lasting
relationships between consumers and essential element in establishing sustainable relationships between
consumers and business actors. As a result, the connection between repurchase intentions and corporate trust
represents a key managerial focus.. They need to understand how to rebuild consumer trust after a service failure,
which emphasizes the importance of research on effective complaint handling strategies [9]. In the context of
online sales, building trust will be much more challenging than in a conventional environment, because it is
separated by a long distance, this is where complaint handling is important so that customers remain loyal and
return to make purchases or repurchases.

Complaint Handling or complaint handling is a very important part, because in this technological era if the
complaint handling is bad, customers can be disappointed and make posts on social media which is an outburst of
negative emotions that arise due to poor handling which affects the customer's willingness to make repeat
purchases or repurchase, and customers will only be satisfied if complaints are handled according to their
preferences, and this study will discuss how to handle complaints online and how to evaluate the willingness to
repeat purchases or repurchase. Because this is related to building trust between companies or mcommerce and
customers [9].

Consumer Negative Emotion or negative emotions felt by consumers because the service provided does not match
what consumers expect, and after consumers complain about the complaint to the company, instead of a solution
being provided, customers are disappointed, As exemplified by the case of OTAs operating in China, where the
room provided does not match the facilities offered, which makes customers disappointed, when complaints and
refunds are made, the company only returns 20% and gets a very bad reaction from the hotel which causes
customers to be even more disappointed and make complaints and make posts on social media about the
disappointment and losses they experience [7]. As a result of this case, there has been a decrease in the number of
online travel agency users due to poor complaint handling management of negative emotions felt by customers.
Currently, there is still little research that discusses how these consumer negative emotions can make repeat
purchases, namely by carrying out service recovery satisfaction so that complaints and negative emotions can turn
into satisfaction. This research aims to achieve two primary objectives: (i) to examine the antecedent factors
affecting E-trust in Mcommerce and their impact on repurchase intentions within the West Sumatra region; and (ii)
to investigate the mediating function of Relationship Quality in linking Repurchase Intention with EService Quality,
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Complaint Handling, and Consumers' Negative Emotions through E-Trust. The study is anticipated to make
valuable theoretical contributions by extending the Post-Acceptance Model (PAM) within the M-commerce context.
Beyond theoretical insights, the findings are also expected to offer practical guidance for managers, industry
practitioners, policymakers, and Mcommerce service providers, particularly those operating in the Indonesian
market.

  Method  
  A. Approach to Data Collection and Variable Measurement 

A quantitative research methodology was applied in this study, with data collected via a Google Form questionnaire
disseminated in printed form and through digital platforms, including WhatsApp and Instagram. The sampling
method employed in this study is non-probability sampling using a purposive sampling technique where
respondents are selected based on the criteria, namely Indonesian citizens who have made purchases through m-
commerce. Of the total 400 respondents who participated, only 384 questionnaires were declared valid for analysis,
Sixteen respondents were excluded for not meeting the specified criteria. - namely never having shopped through
m-commerce. The number of samples used has met the minimum size requirements as recommended by the Cohran
formula, Based on a A confidence level of 95% with a margin of error of 5%, the corresponding z-score is 1.96. By
assuming an equal proportion of acceptance and rejection (0.5), the required sample size was determined to be 384
respondents. The data were analyzed employing the Partial Least Squares Structural Equation Modeling (PLSSEM)
technique, supported by SmartPLS software, as this method is widely recognized for its effectiveness in assessing
mediation effects [12]

Most of the respondents in this study were female (71.09%) and were in the age range of 17–25 years (67.02%),
with more than half of them being students. Respondents were asked to choose the most frequently used m-
commerce platform from several options provided, such as Shopee, Tokopedia, Lazada, Blibli. The results showed
that Shopee was the most dominant platform used, followed by Tokopedia. Regarding the frequency of use, around
80% of respondents were classified as active m-commerce users. 28.81%.

The measurement in this research A 5-point Likert scale was used, with responses ranging from 1 (strongly
disagree) to 5 (strongly agree) for each statement. The study was carried out in to see users in online shopping
through M- Commerce. This study is to measure the intention of continuity or repeat purchases of customers
through 6 variables with their dimensions and indicators. For the E-ServiceQuality variable, it is measured using 6
dimensions [5], for the ETrsut variable with 4 indicators, the complaint handling variable with 4 dimensions [12],
the consumers negative emotion variable with 4 indicators[13], the consumers forgiveness variable with 4
indicators [8], and the relationship quality variable with 4 indicators[14], and the repurchase variable with 4
indicators [15].

  Result and Discussion  
  A. Data Analysis and Empirical Evidence  
As previously mentioned, this study employs the PLS-SEM technique, utilizing SmartPLS software to examine the
relationships among variables. Following the a two-step process as recommended by [12], the initial phase involved
testing the model using reflective measurement indicators (see Table 1). This stage aims to assess the validity and
reliability of the measurement instruments. All items demonstrated factor loadings exceeding 0.7, indicating that
the questionnaire items satisfy the criteria for convergent validity. The convergent validity test results confirm that
all items are valid, with factor loading values above the 0.7 threshold. To evaluate internal consistency, Cronbach’s
Alpha and Composite Reliability were analyzed. As shown in Table 1, these reliability coefficients exceeded 0.7
across all constructs, confirming the instrument’s reliability and consistency. Convergent validity was confirmed
through Average Variance Extracted (AVE) values, all exceeding the threshold of 0.5. Discriminant validity was
assessed using two approaches: the Fornell–Larcker criterion, which compares the square root of AVE, and the
Heterotrait–Monotrait ratio (HTMT). Results demonstrated adequate discriminant validity for all constructs, as the
square root of AVE values were higher than the correlations with other constructs, and all HTMT values fell below
the recommended cutoff. 0.90. Detailed results are presented in Table 2. In the second phase, following the
validation of the measurement model, the analysis proceeded to evaluate the structural model the structural model.
Important aspects considered in this stage include path coefficients, determination values (R²), possible
multicollinearity and the predictive accuracy (Q²)[12]

Constructs/Item Cross Loading t-value
E-Service Quality (CA= 0.860 ; CR=0.893)

ESQ1 Mobile Commerce has
online customer service

0.739 23,904

ESQ2 You feel safe when making 0.704 21,725
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transactions in the Online
Shopping (Mcommerce) of
your choice

ESQ3 MobileCommerce provides
adequate guarantees

0.721 24,047

ESQ4 Shopping online using M-
commerce can ensure
goods are delivered on
time.

0.725 24,907

ESQ5 Overall, the quality of
service provided by
Mcommerce is very good.

0.768 30,638

ESQ6 Prices of goods/services in
MCommerce are cheaper
than offline stores

0.715 22.254

ESQ7 Shopping via Mobile
Commerce (MCommerce)
you get a price cut /
shipping discount

0.788 30.117

E-Trust ( CA=0.790 ; CR=0.864)
ET1 If a problem occurs, customers can expect fair

treatment from Mcommerce.
0.819 34.208

ET2 You can be confident with the information provided
by Mcommerce

0.793 26,173

ET3 Mcommerce operates carefully and honestly 0.807 35.207
ET4 Online shopping using Mcommerce is trustworthy 0.712 19,730

Complaint Handling (CA=0.704 ; CR=0.818)
CH1 My choice of Mobile

Commerce will immediately
respond to my complaint in
a timely manner

0.731 22,825

CH2 The compensation given to
me was deemed
appropriate as a form of
response to the
inconvenience caused by
the problems that occurred.

0.711 20,338

CH3 MCommerce apologizes to
me for the service failure
that occurred

0.720 23,582

CH4 M-Commerce will conduct a
review of the problems or
obstacles that I face.

0.746 27,706

Consumers Negative Emotion (CA= 0.822; CR= 0.880)
CF1 I agree with the apology

from MCommerce
0.731 25.011

CF2 I agree to compensation in
the form of materials
provided by MCommerce.

0.845 44,554

CF3 I want M-commerce Party
and I make peace and
continue our relationship in
a better direction

0.854 53,177

CF4 I will visit this M-Commerce
again in the future

0.832 44,493

Consumer Forgiveness (CA= 0.833; CR= 0.889)
CF1 I agree with the apology

from MCommerce
0.731 25.011

CF2 I agree to compensation in
the form of materials
provided by MCommerce.

0.845 44,554
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CF3 I want M-commerce Party
and I make peace and
continue our relationship in
a better direction

0.854 53,177

CF4 I will visit this M-Commerce
again in the future

0.832 44,493

Relationship Quality (CA=0.755; CR=0.845)
RQ1 I am satisfied with M-

Commerce services
0.736 19,846

RQ2 This M-Commerce makes
me feel like a special
customer.

0.749 23,904

RQ3 If possible, my needs will be
considered and responded
to specifically.

0.789 36,412

RQ4 This M-Commerce has a
loyalty program that

0.763 27,776

Repurchase Intention (CA=0.701 ; CR= 0.816)
RI1 I plan to make more

purchases through Mobile
Commerce in the future.

0.733 23,035

RI2 I will make other
product/service purchases
on this MCommerce

0.719 19.119

RI3 If given the opportunity, I
predict I will use this
MCommerce in the future.

0.742 23,436

RI4 I made Mobile Commerce
my first choice.

0.708 18,615

Table 1. Construct Validity and Reliability Results (Convergent Validity, Cross Loadings, Cronbach’s Alpha, and
Composite Reliability)  

The bootstrapping technique is used to estimate path coefficients at a 5% significance level. To evaluate how well
The coefficient of determination (R²) serves as the primary measure to assess how well the independent variables
predict the dependent variable. In this study, the E-Trust variable. shows an R² value of 0.595, while the R² value
for the variable intention to repurchase is recorded at 0.543 and Relationship Quality 0.477. According to [16]A
higher R² value indicates a stronger predictive capability of the model for the dependent variable.

Fornell-Larcker Criteria HTMT
 AVE  1  2  3  4  5 6  7  1  2  3  4  5  6

COM
PLAIN
T HAN
DLING

 0.529  0.727  I

CONS
UMM
ER FO
RGIVE
NESS

 0.668  0.598  0.817  0.716  I

CONS
UMM
ER NE
GATIV
E EM
OTIO
N

 0.647 -
0.576

-
0.647

 0.804  0.831  0.779  I

E-SE
RVICE
QUALI
TY

 0.544  0.648  0.576 -
0.580

 0.738  0.874  0.683 0.660  I

E-TR  0.614  0.652  0.617 -  0.736  0.784  0.839  0.762  0.743  0.885  I

ISSN 2714-7444 (online), https://acopen.umsida.ac.id, published by Universitas Muhammadiyah Sidoarjo
 Copyright © Author(s). This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC

BY).
10/15 

https://portal.issn.org/resource/ISSN/2714-7444
https://acopen.umsida.ac.id
https://umsida.ac.id


Academia Open
Vol 10 No 1 (2025): June (In Progress)

DOI: 10.21070/acopen.10.2025.11162 . Article type: (Magister Management)

UST 0.630
RELA

TIONS
HIP Q
UALIT
Y

 0.577  0.617  0.589 -
0.691

 0.635 0.698  0.759  0.864  0.740  0.837 0.781  0.899  I

REPU
RCHA
SE IN
TENTI
ON

 0.527  0.610  0.609 -
0.594

 0.625  0.653  0.629  0.726  0.778  0.791  0.745 0.804  0.876  0.857

Table 2. Discriminant Validity Results Based on Fornell–Larcker Criterion and HTMT Values  
Diagram Jalur Path t-value p-value VIF Decision

H1 E-Service
Quality => E-
Trust

0.541 11.766 .000 1.725 Diterima

H2 E-Trust=>
Repurchase
Intention

0.247 2.886 .000 2.456 Diterima

H3 Consumers
Negative
Emotion=>
Relationship
Quality

-0.691 19.392 .000 1.000 Diterima

H4 Consumers
Forgiveness
=> Repurchase
Intention

0.220 4.172 .000 1.887 Diterima

H5 Complaint Han
dling=>E-Trust

0.301 6.937 .000 1.725 Diterima

H6 Complaint
Handling=>
Repurchase
Intention

0.187 2.919 .000 2.056 Diterima

H7 Relationship Q
uality=>Repur
chase Intention

0.211 3.371 .000 2.232 Diterima

Table 3. Direct Hypothesis Testing Results: Path Coefficients, t-values, p-values, and VIF  

E-Trust (R2=0.595; Q2=0.358), Relationship Quality (R2= 0.477; Q2=0.271 ), Repurchase Intention (R2= 0.543;
Q2=0.277 )

The higher the R² value, A higher influence of the independent variable on the dependent variable indicates a more
robust explanatory capability of the model. This study found that the independent variable had a greater predictive
impact on E-Trust compared to Repurchase Intention and Relationship Quality. It is known that the independent
variable is only able to explain 47.7% of the variability of Relationship Quality (R2 = 0.477) . To evaluate the
predictive relevance, a blindfolding analysis was conducted to obtain the Q² value. The results showed that E-Trust
(Q² = 0.358), Repurchase Intention (Q² = 0.277), and Relationship Quality (Q² = 0.271) had positive Q² values,
indicating that exogenous constructs such as perceptions of E-Service Quality, Complaint Handling, Consumers
Negative Emotion, Consumer Forgiveness have predictive relevance to endogenous constructs. Next, the path
coefficients are displayed in Tables 3 and 4, where approximately 100% of the hypotheses are proven to be
statistically significant with p values < 0.05 and t > 1.96.

  B. Empirical Discussion  
  1. Antecedent E - Trust 

Based on Hypothesis H1, where good service perceived by customers influences trust in the company, the path
coefficient value shows that E-Service Quality affects E-Trust, with a path value of (β = 0.541, p-value = 0.000),
indicating a positive influence on E-Trust. This finding is consistent with the study conducted by [5], which stated
that good service enhances customer trust in the company, in this case, M-Commerce platforms. Several
dimensions that contribute to building customer trust include Responsiveness, Privacy/Security, Assurance,
Reliability, and Empathy. One of the main concerns for customers is the guarantee when making purchases through
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M-Commerce. Therefore, M-Commerce companies must be able to provide adequate guarantees so that customers
feel secure and can develop a high level of trust in the platform. It is expected that by offering satisfactory
guarantees, customers will place greater trust in M-Commerce services.

Furthermore, Hypothesis H5 (β = 0.301, p-value = 0.000) indicates that Complaint Handling has a significant
positive effect on E-Trust. This is in line with research conducted by [9], which found that if M-Commerce
companies are able to handle complaints effectively, it will have a positive impact on the company, increasing
customer trust and reducing customers’ negative emotions [17].

No Diagram
Jalur

Original
Sample O

t-value p-value 2.5% 97.5% Decision

H8 Complaint H
andling=>E-
Trust=>
Repurchase
Intention

0.055 2.635 .000 0.041 0.121 Accepted

H9 E-Service
Quality=> E-
Trust=>Rep
urchase
Intention

0.097 2.800 .000 0.073 0.211 Accepted

H10 Consumers
Negative Em
otion=>Relat
ion Quality=
>Repurchase
Intention

-0.130 3.187 .000 -0.227 -0.067 decline

Table 4. Indirect Hypothesis Testing Results: Mediation Analysis Using Bootstrapping Bias-Corrected Confidence
Intervals  

The results of (β=0.247, p -value= .000) on repurchase indicate that customer trust has a positive value or has a
positive impact on repurchase. This supports H2 where when high trust is held by customers, it will make
customers tend to make repeat purchases or repurchase the same m-commerce in their next purchase [5][9].

  2. Antecedents of Relationship Quality 

The results for Hypothesis H3, with a coefficient of β = -0.691 and p-value = 0.000, reveal that consumers’ negative
emotions significantly and adversely affect the quality of the relationship. This implies that negative feelings
experienced by customers lead to a deterioration in the positive relationship between the customers and the m-
commerce company [19]

  3. Antecedents of Repurchase Intention 

In Hypothesis H4, with a value of (β = 0.220, p-value = 0.000), it shows a positive and significant influence of
consumer forgiveness on repurchase intention. This indicates that forgiveness from customers towards the m-
commerce company will impact customers to make repeat purchases from the same m-commerce company [8].

Then, in Hypothesis H6, the value of (β = 0.187, p-value = 0.000) shows that complaint handling has a positive and
significant effect on repurchase intention. This result aligns with the study conducted by [9], where good complaint
handling encourages customers to make repeat purchases on the same m-commerce platform. There are four
dimensions in complaint handling, namely Encompassing prompt responses, remedial efforts, sincere apologies,
and company credibility.

Then in H7 there is (β = 0.211, p -value = .000) which shows that relationship quality has a positive and significant
effect on Repurchase, because if the company can maintain good relationships or improve relationships to be better
between customers and m-commerce companies, customers will tend to make repeat purchases or repurchase on
the same m-commerce [17]. Then in H8 where (β = 0.055 value = .000) which shows that complaint handling has
an effect on repurchase through etrust, when customers experience negative emotions then with good complaint
handling which causes customers to have high trust in the company which leads to customers making repeat
purchases or repurchasing back to the m-commerce company so that H8 is accepted [9]. Then in

H9 where (β = 0.097 value = .000) where we know that E-Service Quality has a positive and significant effect on
repurchase through E-Trust [5]. If good and quality service will increase customer trust which leads to repeat
purchases, so this H9 hypothesis is accepted. Then in H10 where (β = -0.130 value = .000) where consumers
negative emotion has a significant negative impact on repurchase intention through relationship quality [18]. Bad
experiences felt by customers will have an impact on the relationship between customers and the company,
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negative emotions will reduce customers' desire to shop at m-commerce.

  4. Mediating Role of E-Trust 

Based on H8: (β=0.055 value= .000) , and H9: (β=0.097 value= .000) where Complaint Handling and E-Service
Quality indirectly affect repurchase intention through E-Trust. From this study we know that there is an indirect
influence of the E-trust variable that affects customers who eventually make repeat purchases, the Complaint
handling variable both directly and indirectly affects the repurchase variable, while the E-Service Quality variable
affects the repurchase variable indirectly because it is through E-Trust. Previous studies that discuss the
importance of e-trust in its role so that customers continue to make repeat purchases or repurchases.

  5. Mediating Role of Relationship Quality 

Based on (H10: β = 0.055 value = . 000) where consumer negative emotions indirectly affect Repurchase intention
which is through Relationship Quality. Where the results of this study indicate that negative emotions reduce
repurchase intentions or repurchase in m-commerce even though they have been mediated by relationship quality.
This result is different from the results of the study conducted [18], where in previous studies it was found that
there was a positive influence between negative consumer emotions and repurchase mediated by relationship
quality, because in my study I found a negative influence even though it had been mediated by relationship quality.

  Conclusion  
Summary, Practical Applications, Research Limitations, and Recommendations for Future Studies

With the growing use of m-commerce, this study provides important insights for practitioners, contributes to
academic knowledge, and supports existing theoretical frameworks. The research focuses on consumer behavior
following m-commerce usage, particularly on

Repurchase Intention, as well as on managing customer complaints and negative emotions. ETrust and Relationship
Quality serve as mediating variables between E-Service Quality, Complaint

Handling, and consumer forgiveness, all of which influence customers’ decisions to make repeat purchases. The
key findings include: (i) E-Service Quality has a positive and significant impact on E-Trust and indirectly influences
Repurchase Intention through E-Trust, (ii) E-Trust has a direct, positive, and significant effect on Repurchase
Intention, and (iii) Consumers’ Negative Emotion which has a significant negative effect on Relationship Quality,
and indirectly affects repurchase through Relationship Quality, (iv) Consumers Forgiveness which directly affects
Relationship Quality, (v) Complaint Handling which affects E-trust positively and significantly, (vi) Complaint
Handling which directly affects Repurchase Intention, and indirectly also affects repurchase through E-Trust, (vii)
Relationship Quality which has a positive and significant relationship with repurchase intention.

Theoretical Contribution

This study enhances the theoretical development of consumer expectation models in mcommerce, especially in
emerging markets such as Indonesia. By extending the Post-Adoption Model (PAM), this research enriches the
existing m-commerce literature. The empirical findings support the significant relationships between E-Service
Quality, E-Trust, Complaint Handling,

Consumers’ Negative Emotions, and Relationship Quality within the m-commerce environment.

Additionally, the study expands the PAM framework by integrating new constructs including

Consumers’ Negative Emotions, Consumers’ Forgiveness, Relationship Quality, Complaint Handling, and E-Service
Quality. The comprehensive model provides valuable empirical insights into the determinants of repurchase
intentions in m-commerce, encompassing factors that influence consumers’ intentions to repurchase in this context.

This study also seeks to investigate consumer Repurchase Intention within the framework of the Post-Adoption
Model (PAM), acknowledging that cultural differences may lead to varying outcomes across contexts. The findings
reveal that both E-Trust and Relationship Quality have a positive and significant impact on Repurchase Intention in
the m-commerce setting. Furthermore, the occurrence of customers who do not repurchase does not necessarily
indicate a lack of trust in m-commerce; rather, it highlights the importance for m-commerce providers to
proactively manage complaints through timely responses, appropriate redress, and sincere apologies, and
credibility, and the existence of satisfactory service by providing adequate guarantees. These findings also
contribute to enhancing knowledge about how mediation functions in m-commerce, especially in explaining the
effect of Complaint Handling on Repurchase Intention mediated by ETrust, then Consumers Negative Emotion
mediated by Relationship Quality. In addition, functional benefits are also proven to indirectly influence
Repurchase Intention through these two mediators.

ISSN 2714-7444 (online), https://acopen.umsida.ac.id, published by Universitas Muhammadiyah Sidoarjo
 Copyright © Author(s). This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC

BY).
13/15 

https://portal.issn.org/resource/ISSN/2714-7444
https://acopen.umsida.ac.id
https://umsida.ac.id


Academia Open
Vol 10 No 1 (2025): June (In Progress)

DOI: 10.21070/acopen.10.2025.11162 . Article type: (Magister Management)

Practical Applications

Within the scope of the m-commerce industry, the results of this study provide important insights for the
management of managerial and marketing strategies related to E-Service Quality,

E-Trust, Complaint Handling, Consumers Forgiveness, Consumers Negative Emotion, Relationship Quality, and
Repurchase Intention. Managers are advised to focus on building consumer trust, as well as improving the
Relationship Quality of the m-commerce platforms they manage. This can be realized through the development of
an integrated and reliable system, which is oriented towards user convenience and comfort, provides clear
instructions, resolves complaints quickly, and is designed responsively according to consumer needs. M-commerce
platforms must also be ready to adopt the latest technology with comprehensive functions, intuitive interfaces, a
variety of product and service choices, and responsive customer support. In addition, protection of user data and
privacy is a priority, so service providers need to implement a comprehensive and trusted digital security system.

In addition, in order to prevent a decline in the number of customers, effective m-commerce management needs to
maintain supporting elements such as discounts and shipping cost policies. This is because consumers who were
previously satisfied and had the intention to continue using m-commerce services, These findings indicate that
providing high-quality E-Service is essential for customers. In the context of m-commerce, customer retention plays
a vital role in ensuring the platform's sustainability and growth. Consistent with , customers who experience high
satisfaction and maintain their intention to use m-commerce applications are more likely to remain loyal to the
platform. Losing customers to competitors can result in significant losses for mcommerce businesses. Therefore, it
is critical for service providers to guarantee the reliability of features that encourage repurchase. Strategies such
as enhancing the customer experience through exclusive discounts, delivering excellent service, and effective
complaint management are fundamental to expanding the user base and strengthening customer loyalty.

Scope, Limitations, and Directions for Future Research

This study advances the theoretical framework by extending the Post-Acceptance Model (PAM) and enriching the
literature on E-Service Quality, E-Trust, Complaint Handling, Consumer Forgiveness, Consumers' Negative
Emotions, Relationship Quality, and Repurchase Intention. Despite its valuable contributions to digital marketing
research, several limitations remain. A key limitation is the study’s scope, which does not thoroughly examine the
direct effect of E-Service Quality on Repurchase Intention. Future research is therefore encouraged to explore this
relationship in greater detail. Additionally, investigating other potential factors influencing repurchase intention
would be beneficial. Future studies should also incorporate control variables such as age, gender, and employment
status as moderators to deepen the understanding of the link between E-Trust and Repurchase Intention. This
approach is expected to enhance both the exploratory depth and comprehensiveness of future research.
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