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Abstract

The focus of this research is to determine the effect of customer engagement on repurchase inten-
tion using the customer equity dimension mediating the mobile e-commerce application at Shopee 
Indonesia company. Customer equity has three dimensions: value equity, brand equity, and rela-
tionship equity. The research approach is quantitative, with a purposive sampling technique, and 
the research sample is 160 respondents. This study identified modeling with Structural Equations 
Analysis (SEM) with SmartPLS 3.29. This study concludes that the variable customer engagement 
has a positive and significant effect on the dimensions of customer equity (value equity, brand eq-
uity, and relationship equity). Measurements of customer equity (value equity, brand equity, and 
relationship equity) positively and significantly affect repurchase intention. Customer engagement 
has an indirect and significant positive effect on repurchase intentions mediated by customer equity 
dimensions (value equity, brand equity, and relationship equity)..
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Customer Engagement dan Customer Equity serta Pengaruhnya terhadap 
Minat Pembelian Ulang Konsumen pada Aplikasi Mobile E-Commerce

Abstrak
Penelitian ini memiliki maksud untuk mengkaji pengaruh customer engagement pada minat pembel-
ian ulang dengan dimensi customer equity sebagai variabel mediasi pada aplikasi mobile e-commerce 
pada perusahaan Shopee Indonesia. Dimensi customer equity meliputi value equity, brand equity, 
dan relationship equity. Pendekatan penelitian adalah kuantitatif, dengan pemungutan sampel 
menggunakan teknik sampling purposive dan sampel penelitian adalah 160 responden. Penelitian 
ini menetapkan analisis pemodelan persamaan struktural (SEM) dengan SmartPLS 3.29. Temuan 
penelitian ini adalah variabel customer engagement berpengaruh positif dan signifikan terhadap di-
mensi customer equity (value equity, brand equity, and relationship equity). Dimensi ekuitas pelang-
gan (value equity, brand equity, and relationship equity) berpengaruh positif dan signifikan terhadap 
niat beli ulang. Keterlibatan pelanggan memiliki pengaruh positif tidak langsung dan signifikan ter-
hadap niat pembelian kembali yang dimediasi oleh dimensi ekuitas pelanggan (value equity, brand 
equity, and relationship equity).
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INTRODUCTION

Indonesia is presently the fourth-largest 
smartphone user in the world, thanks to the 
growth of information technology and internet 
access technologies (Newzoo, 2020). Based on 
Hootsuite and We Are Social reports, internet 
usage in Indonesia continued to increase until 
January 2022, 205 million users were detected. 
Indonesia’s internet penetration rate now reach-
es 73.7% of the total population. The results of 
the report also say that users use the internet 
for 8 hours 52 minutes and 3 hours 14 minutes 
on social media daily, with an average usage of 
98.2% on smartphones (Kemp, 2022).

The rapid growth of internet and smartpho-
ne use positively impacts the availability of comp-
lete shopping access via e-commerce services. 
The number of stores that have shifted their tra-
ding patterns to an online system demonstrates 
this. Its presence in e-commerce causes a shift 
in the consumer shopping system from traditio-
nal to online markets and forces any country to 
grapple with the effects of digitization to avoid 
severe economic failure (Ilyas et al., 2020).

The Covid-19 epidemic that was endemic 
in early 2020 was also one of the leading causes 
of online transactions. With limited mobility, 
many people are turning to online shopping 
through mobile smartphone applications, eit-
her using e-commerce applications or applica-
tions made directly by companies. Responding 
to this phenomenal trend, companies are now 
using their capabilities to market their products 
online. Sometimes, they even provide attractive 
offers and promos through mobile applications 
unavailable when customers buy in stores. In 
addition, the company has recognized the im-
portance of mobile applications as an essential 
promotional tool for increasing consumer enga-
gement (Megatari, 2021). 

Currently, there is fierce business compe-
tition from e-commerce companies in Indone-
sia, namely, competing to reach many customers 
in Indonesia to be able to visit, view, and buy on 
their applications. However, based on the Iprice 
report with data for the second quarter of 2021, 

the ranking of e-commerce sites in the Playstore 
and Appstore applications differs significantly. 
The report shows that Shopee managed to rank 
first, which was followed by Tokopedia and La-
zada. With the high level of competition in the 
e-commerce industry, manufacturers are com-
peting with each other by offering various types 
of attractive marketing to attract consumers to 
increase engagement that can maintain custo-
mer relationships, reach new customers, and ge-
nerate buying interest.

Shopee is an e-commerce application that 
can be accessed easily using a smartphone belon-
ging to the Singapore-based SEA Group and has 
penetrated many ASEAN countries, including 
Indonesia. The results of research from Hayden 
Capital (2018), namely Marketplace Business 
+ Shopee (Sea Ltd), explain that e-commerce 
Shopee has tried to achieve the highest level of 
customer engagement compared to its competi-
tors to get their customers to come back so they 
can generate an intention to buy. According to 
the average session duration, customers spend 
19% more time on Shopee than on Lazada and 
77% more than on Tokopedia. Then according 
to the average per visit, 25% more customers 
visit Shopee than Lazada and 94% more than 
Tokopedia (Capital, 2018). Shopee has shown 
remarkable progress in a short period, including 
its competitive efforts in Indonesia to increase 
customer engagement. Shopee has done various 
kinds of tips to increase customer engagement.

Research conducted previously by Ho & 
Chung (2020) research concerning mobile apps’ 
customer engagement and its consequence still 
awaits to be developed. Our study, thus, explores 
how mobile apps’ customer engagement via va-
rious social media communities influences custo-
mer equity (brand, value and relationship equity 
said that high levels of customer equity can in-
fluence high levels of customer engagement. For 
this reason, in addition to building customer en-
gagement, companies also need to increase cus-
tomer equity because this customer equity-based 
marketing strategy is one of the essential tips for 
companies with three primary drivers, namely 
equity of value, brand equity, and relationship 
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equity (Lemon et al., 2001) product manager, 
or marketing-oriented CEO: How do I manage 
the brand? How will my customers react to chan-
ges in the product or service offering? Should I 
raise price? What is the best way to enhance the 
relationships with my current customers? Whe-
re should I focus my efforts? Business executives 
can answer such questions by focusing on custo-
mer equity—the total of the discounted lifetime 
values of all the firm’s customers. A strategy based 
on customer equity allows firms to trade off bet-
ween customer value, brand equity, and customer 
relationship management. We have developed a 
new strategic framework, the Customer Equity 
Diagnostic, that reveals the key drivers increasing 
the firm’s customer equity. This new framework 
will enable managers to determine what is most 
important to the customer and to begin to iden-
tify the firm’s critical strengths and hidden vulne-
rabilities. Customer equity is a new approach to 
marketing and corporate strategy that finally puts 
the customer and, more important, strategies that 
grow the value of the customer, at the heart of the 
organization. For most firms, customer equity 
is certain to be the most important determinant 
of the long-term value of the firm. While custo-
mer equity will not be responsible for the entire 
value of the firm (eg., physical assets, intelectual 
property, and research and development com-
petencies). Therefore, to build high customer 
engagement, companies must also pay attention 
to customer equity simultaneously to increase 
repurchase decisions among groups. Previous 
studies have confirmed that customer engage-
ment with mobile applications benefits customer 
equity, increasing consumer repurchase inten-
tions (Ho & Chung, 2020; Corkum et al., 2021; 
Megatari, 2021). Research concerning mobile 
apps’ customer engagement and its consequence 
still awaits to be developed. Our study, thus, ex-
plores how mobile apps’ customer engagement 
via various social media communities influences 
customer equity (brand, value and relationship 
equity). Thus, it can be seen that customer in-
volvement with mobile applications in forming 
customer equity actively encourages consumers 
to make repurchases.

Previous research by Ho & Chung 
(2020) research concerning mobile apps’ 
customer engagement and its consequence 
still awaits to be developed. Our study, thus, 
explores how mobile apps’ customer engage-
ment via various social media communities 
influences customer equity (brand, value and 
relationship equity) has been carried out in 
a Taiwanese company on the Gogoro mobile 
application and provides recommendations 
for further research to be carried out in other 
developing Asian country companies for data 
generalization or external validity. While a si-
milar study by Corkum et al. (2021). Update 
on this research was carried out by developing 
a research model related to marketing on so-
cial media through mobile applications in ot-
her developing Asian countries, namely Indo-
nesia, at the e-commerce company Shopee by 
measuring the direct effect and adding the in-
direct effect to the mediation effect. This study 
will also provide new aspects of the findings 
of previous studies because of the differences 
in several measurement techniques used in the 
analysis.

Based on this description, this research 
provides new knowledge in the marketing pro-
cess of mobile applications that currently beat 
traditional advertising marketing. Researchers 
also investigate how companies in Indone-
sia properly consider marketing programs on 
social media through mobile applications to 
stimulate customer engagement through cus-
tomer equity, which can increase customer 
repurchase intention along with technological 
developments, because repurchase intention is 
one of the keys to successful marketing using 
mobile applications that not only related to 
transactional but also customer perceived las-
ting relationship with brand/company or cus-
tomer equity. 

The main objective of this study is to in-
vestigate the extent to which the effect of custo-
mer engagement on repurchase intention is me-
diated by customer equity. Then it is hoped that 
the research results can provide an overview, 
information, and suggestions regarding the sig-
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nificance of marketing on social media through 
mobile applications. In addition, consideration 
for businessmen or companies that can provide 
positive results is related to how to increase cus-
tomer engagement.

Hypothesis Development
Customer Engagement Between Dimensions of 
Customer Equity

According to Pansari & Kumar (2016)we 
highlight the need and develop a framework for 
customer engagement (CE), engagement has 
various meanings in different situations.

Engagement is referred to as a contract 
in the business world. Engagement is discussed 
in management literature as a company activity 
with internal stakeholders. Customer engage-
ment is a term used in marketing to describe a 
customer’s action toward a company (CE).

Kotler & Armstrong (2018) say that cus-
tomer engagement is immediate and consistent 
customer involvement in creating brand experi-
ences, brand conversations,  and brand commu-
nity. 	 Triggers affect consumer engagement 
when customers recognize the need to solve a 
particular problem or satisfy their desire. Three 
dimensions are expressions of customer engage-
ment proposed by Brodie et al. (2011) the role 
of \”customer engagement \” (CE), namely the 
cognitive, emotional, and behavioral dimensions. 

On the other hand, customer equity is a 
relationship with a customer that has existed 
for a long time and is well built from the start 
as a long-term asset (Kim & Ko, 2012) In ad-
dition, customer equity is a value principle 
that maintains a long-lasting correlation with 
customers over time, where value for life is 
added to the current customer value (Wang et 
al., 2016). Lemon et al. (2001) product ma-
nager, or marketing-oriented CEO: How do 
I manage the brand? How will my customers 
react to changes in the product or service offe-
ring? Should I raise price? What is the best way 
to enhance the relationships with my current 
customers? Where should I focus my efforts? 
Business executives can answer such questions 
by focusing on customer equity—the total of 

the discounted lifetime values of all the firm’s 
customers. A strategy based on customer equi-
ty allows firms to trade off between customer 
value, brand equity, and customer relationship 
management. We have developed a new strate-
gic framework, the Customer Equity Diagnos-
tic, that reveals the key drivers increasing the 
firm’s customer equity. This new framework 
will enable managers to determine what is 
most important to the customer and to begin 
to identify the firm’s critical strengths and hid-
den vulnerabilities. Customer equity is a new 
approach to marketing and corporate strategy 
that finally puts the customer and, more im-
portant, strategies that grow the value of the 
customer, at the heart of the organization. For 
most firms, customer equity is certain to be the 
most important determinant of the long-term 
value of the firm. While customer equity will 
not be responsible for the entire value of the 
firm (eg., physical assets), intellectual proper-
ty, and research and development competen-
cies explained that there are factors that en-
courage or affect equity, namely value equity, 
brand equity, and relationship equity. Previous 
studies say there is a relationship between cus-
tomer engagement and customer equity where 
customer engagement strongly influences cus-
tomer equity (Youssef et al., 2018). In additi-
on, the behavior and emotional attachment of 
customer involvement can increase customer 
equity (Pavlova, 2018).

The value equity of a brand is a realistic ap-
praisal based on its understanding of what is given 
and received. Value equity is the foundation upon 
which businesses interact with their customers. 
Customers’ demands and expectations must be 
met or exceeded by the company’s services and 
products. Price, convenience, and quality are the 
three leading indicators or drivers of value equity 
analysis to improve company and customer rela-
tionships (Lemon et al., 2001).

For e-commerce services, one of the main 
reasons to engage in online transactions is the 
customer’s perceived value (Zhu & Chen, 2012). 
Customer engagement broadens consumers’ ro-
les by involving them in the value-adding pro-
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cess as co-creators of value to boost customer 
and seller satisfaction, with needs changing over 
time (Sashi, 2012). Similarly, previous literature 
states that the company condition requires suc-
cessful joint value creation, emphasizes strong 
relationships and high-quality interactions, and 
contacts with customer engagement behavior 
( Jaakkola & Alexander, 2014).

Previous literature has shown that pre-
mium brands are receptive to direct customer 
feedback to encourage brand interaction and 
interaction with fellow users through mobile 
applications (Liu et al., 2021). Customer enga-
gement affects multiple stakeholders, including 
customer centricity, brand/company centrici-
ty, business partners, and other components. 
As a result, many factors and elements in the 
context of a mobile application can influen-
ce this relationship (van Doorn et al., 2010)
which we define as the customers’ behavioral 
manifestation toward a brand or firm, beyond 
purchase, resulting from motivational drivers. 
CEBs include a vast array of behaviors inclu-
ding word-of-mouth (WOM). All decisions 
are based on customer value. In this situation, 
customer engagement must first increase value 
(van Doorn et al., 2010) which we define as the 
customers’ behavioral manifestation toward a 
brand or firm, beyond purchase, resulting from 
motivational drivers. CEBs include a vast ar-
ray of behaviors including word-of-mouth 
(WOM). Value equity is essential in develo-
ping and maintaining company and customer 
relationships. Further researchers showed a 
positive influence between customer engage-
ment on value equity (Corkum et al., 2021; Ho 
& Chung, 2020; Kim et al., 2021; Megatari, 
2021) research concerning mobile apps’ cus-
tomer engagement and its consequence still 
awaits to be developed. Our study, thus, explo-
res how mobile apps’ customer engagement via 
various social media communities influences 
customer equity (brand, value and relationship 
equity). As a result, the following hypotheses 
were created.
H1: Customer engagement has a positive in-

fluence on value equity.

Furthermore, customer engagement also 
influences increasing brand equity. Brands be-
come an effective marketing strategy for impro-
ving company performance (Liu et al., 2017). 
Brand equity is becoming a key and strategic 
asset for most contemporary business organi-
zations in a new and innovative way (Beig & 
Nika, 2022) particularly in the online shopping 
industry. This study was carried out in the State 
of Jammu and Kashmir to examine the influence 
of brand experience on brand equity. A multi-
stage sampling method was employed to target 
460 respondents which finally resulted in 403 
functional responses. Exploratory Factor ana-
lysis (EFA). Brand equity is built through sym-
bols and intentions as values not limited to the 
customer’s subjective perception of the brand. 

According to this study, a brand commu-
nity alignment is created when a brand uses 
social media through mobile applications to 
communicate with customers (Zaglia, 2013). 
It is intended for the relationship between con-
sumers and the company to grow stronger over 
time. According to González-Mansilla et al. 
(2019) and Hapsari et al. (2017) firms should 
learn how to properly manage this process 
which requires active customer involvement 
and this paper demonstrates that the level of 
customer participation said that high brand 
equity is the cause of customer satisfaction and 
customer engagement.

Previous researchers examined brands 
as predictors of customer engagement, stating 
that customers choose brands with high brand 
equity, and when customers buy products with 
a low brand equity it means because the pro-
duct has a lower price or discounted price (Ou 
et al., 2020). In addition, Omar et al. (2021) 
and Youssef et al. (2018) also state that high 
customer engagement can increase brand equi-
ty.

This partnership will help improve brand 
image and increase brand recognition. Resear-
chers further show a positive influence bet-
ween customer engagement on brand equity 
(Corkum et al., 2021; Ho & Chung, 2020; Kim 
et al., 2021; Megatari, 2021) research concer-
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ning mobile apps’ customer engagement and 
its consequence still awaits to be developed. 
Our study, thus, explores how mobile apps’ 
customer engagement via various social me-
dia communities influences customer equity 
(brand, value and relationship equity). As a 
result, the following hypotheses were created.
H2: Customer engagement has a positive in-

fluence on brand equity.

In addition, customer involvement also 
influences increasing relationship equity. Rela-
tionship equity refers to the tendency of custo-
mers to remain loyal to a brand, regardless of the 
customer’s subjective assessment of the brand, 
to build and strengthen customer-company re-
lationships. Relationship equity is a result. Cus-
tomers develop relationship equity when they 
compare their results or expectations to their 
experiences, leading them to believe they have 
been treated better and have received particular 
attention (Low & Johnston, 2006; Ramaseshan 
et al., 2013). 

Previous researchers said that higher re-
lationship equity can increase the tendency of 
consumers to be more loyal to a brand (Ou & 
Verhoef, 2017; Han et al., 2018). Similarly, a 
study by Cuong et al. (2020) found that in very 
high circumstances competitive, relationship 
equity outcomes greatly influence brand loyalty 
via the moderating effect of value equity and the 
mediating effect of brand equity. Surprisingly, 
these correlations varied depending on the sort 
of consumer encounter. Thus, customer enga-
gement via social media builds and strengthens 
customer relationships with a brand. Customer 
participation can bring a brand closer to the cus-
tomer and improve brand value by establishing 
a broad communication channel for users to 
exchange ideas and information. The growth in 
relational equity reflects all of this. Further re-
searchers showed a positive influence on custo-
mer engagement on relationship equity (Ho & 
Chung, 2020; Kim et al., 2021; Megatari, 2021)
research concerning mobile apps’ customer en-
gagement and its consequence still awaits to be 
developed. Our study, thus, explores how mobi-

le apps’ customer engagement via various social 
media communities influences customer equity 
(brand, value and relationship equity). As a re-
sult, the following hypotheses were created. 
H3: Customer engagement has a positive in-

fluence on relationship equity

Dimensions of Customer Equity Between Re-
purchase Intention

According to Anggaeni et al. (2015), re-
purchase intention is the consumer’s determina-
tion to buy in the future due to past experiences 
related to satisfaction and expectations. Accor-
ding to Kotler & Keller (2012), some factors can 
influence purchase intentions, namely psycholo-
gical factors based on the influence of individual 
behavior and beliefs about past events through 
the individual’s own experience so that the ex-
perience can be a learning and change behavior 
in the future, personal factors are based on the 
influence of perceptions and purchasing decisi-
ons from a person himself, and social factors are 
based on the effect of reference groups, family, 
and individual status.

According to Ferdinand (2014), indicators 
such as transactional interest can influence repur-
chase intention, namely the individual’s desire to 
be able to buy a product, referential interest is the 
individual’s desire to refer the outcome of interest 
to others, preferential interest is the individual’s de-
sire to have preferences. The main focus is on the 
effects of interest, and exploratory demand is the 
desire of individuals who are always looking for 
information related to products that interest them.

Based on the point of view on e-com-
merce, Kim et al. (2012) describe customer 
repurchase intentions in terms of the utilitarian 
purchase value, or the amount to which custo-
mers believe their buy goals have been met, and 
hedonic purchase value, or the enjoyment and 
thrill of the purchasing experience. In addition, 
previous researchers have found that value equi-
ty positively affects purchase intention (Ho & 
Chung, 2020; Megatari, 2021). As a result, the 
following hypotheses were made.
H4: Value equity has a positive effect on repur-

chase intention.
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Apart from being tangible, consumers’ 
subjective assessment of a brand must also be 
considered, related to brand recognition and 
consumer mindset toward brand success (Le-
mon et al., 2001) implying that brand equity is 
an essential element in explaining repurchase 
intentions.

Katsikeas et al. (2015) identify a uni-
que relationship between customers diagno-
sed through the firm’s marketing approach and 
the various repurchase decisions that support 
business firms. Viswanathan et al. (2018) de-
termined that online customer engagement, 
including social media uploads, can influence 
client perspectives and repurchase behavior. 
Consistent with previous findings by Beneke et 
al. (2016) and Foroudi et al. (2018), there is a 
considerable association between purchase in-
tention and brand equity. As a result, marketing 
executives should be concerned with building 
consumer brand equity because it is directly re-
lated to sales volume. Then the company must 
work to create loyalty to their brand within the 
consumer group. Furthermore, a past study has 
demonstrated that brand equity benefits repur-
chase intention (Corkum et al., 2021; Ho & 
Chung, 2020; Megatari, 2021). As a result, the 
following hypotheses were created.
H5: Brand equity has a positive effect on repur-

chase intention.

The aspirational value of loyalty pro-
grams gives an excellent opportunity for bu-
sinesses to develop ties by generating solid 
incentives for customers to reconnect to the 
company for time-to-come purchases (Lemon 
et al., 2001; Raimondo et al. 2008) discovered 
in their study that relationship equity is a factor 
of customer loyalty in a highly competitive set-
ting. Hajipour et al. (2013) show results that 
relationship equity has a positive and direct 
effect on brand purchase intentions by consu-
mers. With the firm’s and customer’s relation-
ship, the impact of the equity link on future 
purchases grows. Furthermore, a past study 
has demonstrated that relationship equity has 
a beneficial effect on Purchase Intention (Ho 

& Chung, 2020; Megatari, 2021). As a result, 
the following hypotheses were created.
H6: Relationship equity has a positive effect on 

repurchase intention.

Customer Engagement Between Repurchase In-
tention Through Dimensions of Customer Equity 

Customer equity has been defined as a 
systematic structure that connects customers 
and brands/companies, creates new revenue 
circulation as another way for the company’s 
long-term success, and provides strategic re-
commendations to improve marketing perfor-
mance (Lemon et al., 2001).

Customer engagement has now become 
the procedure in the competitive business 
world, including e-commerce or mobile appli-
cations, and customer equity plays a vital role 
in assessing a company’s viability (Kim et al., 
2020) traditional retail districts face a serious 
situation whereby businesses in downtown 
areas face collapsing as local population decli-
nes: resulting in a decrease in self-employed 
sales and a declining local economy. Traditio-
nal retailers use ambiguous accounting and 
are reluctant to use credit cards, and thus, the 
overall reliability of their customer data is low. 
This paper solves this problem by applying the 
concept of customer equity (CE). When the 
company’s brand equity is higher, it will make 
the customer’s perception of the product bet-
ter it can affect the customer’s intention to buy 
(Liu et al., 2020).

Previous research by Ho & Chung (2020) 
established customer equity as the primary me-
diator of mobile application customer interaction 
in influencing premium brand repurchase inten-
tions. Furthermore, consumer involvement via 
mobile applications improves customer equity by 
improving repurchase intentions through value, 
brand, and relationship factors (Ho & Chung, 
2020) research concerning mobile apps’ customer 
engagement and its consequence still awaits to be 
developed. Our study, thus, explores how mobi-
le apps’ customer engagement via various social 
media communities influences customer equity 
(brand, value and relationship equity). This stu-
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dy is supported by comparing the effect of three 
drivers of customer equity on purchase intention, 
value equity, and brand equity, this study found a 
significant positive impact (Kim & Ko, 2012). As 
a result, the following hypotheses were created.
H7: Customer engagement indirectly positively 

affects repurchase intention through va-
lue equity.

H8: Customer engagement indirectly positive-
ly affects repurchase intention through 
brand equity.

H9: Customer engagement indirectly positively 
affects repurchase intention through rela-
tionship equity.

Figure 1. Conceptual Frameworky

METHOD

This type of causality study will determine 
whether there is a cause-and-effect relationship 
between the independent variables that affect 
the dependent variable ( Juliandi et al., 2014). 
The research variable used an ordinal scale with 
a Likert scale of 4 points (1 = strongly disagree 
and 4 = strongly agree). The variables studied 
include customer engagement, and customer 
equity dimensions, namely value equity, brand 
equity, relationship equity, and repurchase in-
tention. Researchers used two sources of data, 
namely primary data obtained directly from res-
pondents’ answers to the questionnaire and se-
condary data obtained from books, documents, 
and literature as the completeness of research 
data. The data collection method is a closed 
questionnaire in which the respondent selects 
an alternative answer that has been predeter-
mined (Sugiyono, 2019b) and is distributed on-
line through “google forms.”

This study uses 32 statement items. The 
customer engagement variable adopts 3 indi-
cators developed by Brodie et al. (2011) cog-
nitive, emotional, and behavioral, adapted into 
15 statement items from the research (Ho & 
Chung, 2020; Megatari, 2021). Value equi-
ty variable adopts 3 indicators developed by 
Lemon et al. (2001): price, convenience, and 
quality, adapted into 4 statement items from 
the research (Ho & Chung, 2020). The brand 
equity variable adopts 3 indicators developed 
by Lemon et al. (2001): brand awareness, 
brand attitude, and corporate ethics adapted 
into 4 statement items from the research (Ho & 
Chung, 2020). The relationship equity variable 
adopts 3 indicators developed by Lemon et al. 
(2001) and Ramaseshan et al (2013) namely 
loyalty, knowledge, and community, adapted 
into 5 statement items in the research (Ho & 
Chung, 2020). The variable of repurchase in-
tention adopts 4 indicators developed by Fer-
dinand (2014) namely: transactional interest, 
referential interest, preferential interest, and 
exploratory interest, adapting into 4 statement 
items in the research (Ho & Chung, 2020). 

This study’s population comprises Sho-
pee e-commerce mobile app users who have 
made multiple purchases. Based on specific 
considerations, purposive sampling is the samp-
ling technique used (Sugiyono, 2019a). In this 
study, the number of samples is adjusted to the 
SEM method, where the results of the num-
ber of indicators are 32 multiplied by 5, resul-
ting in a minimum sample of 160 respondents 
with a response rate of 91% of the total of all 
questionnaires distributed (Ferdinand, 2014). 
The research data analysis technique used with 
SmartPLS 3.29 is structural equation model 
analysis (SEM).

RESULT AND DISCUSSION

The total number of questionnaires 
distributed online using google forms is 175 
questionnaires. Based on the results of data 
collection that has been carried out, 160 res-
pondents met the criteria with a rate of 91% of 
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all questionnaires distributed. The following 
are the five characteristics of respondents used 
in this study: gender, age, education level, oc-
cupation, and level of use (years). Table 1 sum-
marizes the grouping of respondents’ charac-
teristics.

 Outer Model Analysis
An outer model is a form of measure-

ment that aims to see how well the specifica-
tions link indicators with latent variables (Su-
hartanto, 2020). This model is carried out on 
the level of validity and reliability values in the 
research model.

Convergent Validity
The outer loading value and the Average 

Variance Extracted (AVE) value are used to de-
termine convergence validity. Each instrument 
is declared valid if its outer loading is more signi-
ficant than 0.7 (Abdullah, 2015). Table 2 shows 
that each statement item has obtained an outer 
loading value > 0.7, and the statement item is 
declared valid.

However, it can also be seen that there are 
four statements, namely CE1, CE6, CE9, and 
CE15 which are not in the table. The statement 
indicator is eliminated from the data processing 
process, and repeated testing is carried out becau-
se it is invalid or has an outer loading value of <0.7.

Table 1. Respondents’ Characteristics

Respondents
Characteristics

Amount
(person)

Percentage
(%)

Gender:
Female
Male

107
53

67%
33%

Age:
18 – 24
25 – 31
32 – 38
39 – 45
> 45

116
23
5
7
9

73%
14%
3%
4%
6%

Level of Education:
Senior High School
Diploma
S1
S2
S3

100
11
45
4
-

63%
5%
29%
3%
-

Job:
Student
Housewife
Civil Servant
BUMN Employee
Private Employee
Other

95
9
4
7
36
9

59%
6%
2,5%
4%
22,5%
6%

User level (year):
< 1 years
1 – 3 years
3 years or above

21
44
95

13%
28%
59%

Source: Primary Data (2022)

Table 2. Outer Model Test Results

Variable Indicator Outer Loading (>0.7)
Customer 
Engagement

CE2
CE3
CE4
CE5
CE7
CE8
CE10
CE11
CE12
CE13
CE14

0.715
0.735
0.747
0.742
0.791
0.754
0.793
0.748
0.796
0.789
0.730

Value 
Equity

VE1
VE2
VE3
VE4

0.721
0.765
0.846
0.801

Brand 
Equity

BE1
BE2
BE3
BE4

0.807
0.824
0.834
0.797

Relationship 
Equity

RE1
RE2
RE3
RE4
RE5

0.818
0.891
0.876
0.864
0.788

Repurchase 
Intention

RI1
RI2
RI3
RI4

0.848
0.804
0.818
0.828

Source: Data processed through SmartPLS 3.29 
(2022)
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In addition, data is considered valid if it 
meets the Average Variance Extracted (AVE) 
value. The required AVE value must be above 
or equal to 0.5 (Abdullah, 2015). Table 3 rep-
resents that each variable’s AVE value has met 

the rule of thumb requirements, namely having 
an AVE value > 0.5. As determined by the ou-
ter loading value and the AVE value, the indi-
cators in this study are stated to be valid and 
meet convergent validity. Figure 2 will show 
the form of a valid model with a correlation 
value that meets the criteria. There is an outer 
loading value for each variable > 0.7. 

Discriminant Validity
Discriminant validity testing aims to en-

sure that each research variable has a strong 
relationship with one other if the value of the 
discriminant validity coefficient is > 0.7 (Gho-
zali, 2018).

Table 4 shows that each research variable 
has a discriminant validity value > 0.7, and the 

Table 3. AVE Value  

Variable AVE 
Customer Engagement 0.665
Value Equity 0.575
Brand Equity 0.680
Relationship Equity 0.720
Repurchase Intention 0.615

Source: Data processed through SmartPLS 3.29 
(2022)

Table 4. Discriminant Validity

Description BE CE RI RE VE
BE 0.816
CE 0.757 0.759
RI 0.785 0.721 0.825
RE 0.603 0.739 0.596 0.848
VE 0.738 0.715 0.666 0.620 0.785

Source: Data processed through SmartPLS 3.29 (2022)

Figure 2. Outer Model
Source: Data processed through SmartPLS 3.29 (2022)
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AVE value is more excellent between variables 
and other variables so that the research variab-
les used have been supported by statement 
items that are correct and have met discrimi-
nant validity.

Reliability Test
Table 5 represents that Cronbach’s alpha 

and composite reliability are more significant 
than 0.6. It is proven that the instrument of a 
variable used has met the basic requirements 
(rule of thumb). So that this research instru-
ment is declared reliable and valid (Abdullah, 
2015; Suhartanto, 2020).

Inner Model Analysis
The inner model test examines the structu-

ral framework of the data. The correct structural 
data consists of reliable and valid statement items; 
then, data must have a better model accuracy ob-
served from the R-Square value. This test aims to 
determine how variations in the contribution of 
exogenous variables affect endogenous variables 
(Ghozali, 2018). The higher the percentage, the 
more precise the data test will be.

According to table 6, the value equity va-

riable has an R-Square value of (0.511), implying 
that it receives a 51.1% contribution from custo-
mer engagement and other factors influence the 
rest. Furthermore, the brand equity variable has 
an R-Square value of (0.572), implying that cus-
tomer engagement contributes up to 57.2% of 
the total, with the remainder influenced by other 
factors. In addition, the relationship equity va-
riable has an R-Square value (of 0.546). The cont-
ribution of customer engagement is 54.6% and 
other factors influence the remainder. Finally, the 
repurchase intention variable has an R-Square 
value of (0.647), indicating that the magnitude 
of the influence of the customer engagement va-
riable and the dimensions of the customer equity 
variable as a mediating variable explains 64.7% 
of the repurchase intention variable, with the re-
mainder explained by other factors accounting 
for the remaining 35.3%.

Hypothesis Test 
This hypothesis test employs the 

bootstrapping method, as evidenced by the signi-
ficance test > 0.05 and a t-statistic value > 1.65 for 
the one-tailed hypothesis. This test is carried out 
using two tests, namely direct and indirect effects.

Table 5. Reliability Test

Variable Cronbach’s Alpha Rho A Composite Reliability

Customer Engagement 0.926 0.927 0.937

Brand Equity 0.833 0.835 0.888

Value Equity 0.790 0.794 0.864

Relationship Equity 0.902 0.902 0.928

Repurchase Intention 0.843 0.845 0.895
Source: Data processed through SmartPLS 3.29 (2022)

Table 6. Analysis of R Square

Variable R Square R Square Adjusted
Value Equity 0.511 0.508
Brand Equity 0.572 0.570
Relationship Equity 0.546 0.543
Repurchase Intention 0.647 0.640

Source: Data processed through SmartPLS 3.29 (2022)
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Direct Effect Hypothesis 
The following can be seen from the results 

of hypothesis testing using the bootstrapping 
method, namely path analysis or path coeffi-
cients with direct effects.

According to the direct effect hypothesis 
test results, the concept of customer engage-
ment in mobile e-commerce applications is po-
sitively related to customer equity in terms of va-
lue equity, brand equity, and relationship equity 
(see table 7). These results accept H1, H2, and 
H3, with t-statistic values more significant than 
the t-table (1.65) and p-values below 0.05.

The first hypothesis states that customer 
engagement significantly and positively im-
pacts value equity. The findings of the research 
are consistent with previous research by Ho 
& Chung (2020) research concerning mobi-
le apps’ customer engagement and its conse-
quence still awaits to be developed. Our study, 
thus, explores how mobile apps’ customer en-
gagement via various social media communi-
ties influences customer equity (brand, value 
and relationship equity, Megatari (2021), and 
Kim et al. (2021). This shows that the higher 
the customer engagement that is carried out, it 
will have the impact on increasing the value of 
equity in the customer. Customer engagement 
can form value equity, one of which is the use 
of the Shopee e-commerce mobile application, 
which makes customers want to know more 
about what is in the application, thus encoura-
ging more curiosity. This can be seen from the 
respondents’ answers, they feel happy when 
using the Shopee e-commerce mobile applica-
tion, whereas anything related to the Shopee 
e-commerce mobile application seems to at-
tract the attention of the respondents, so res-
pondents always use the application in all their 
activities for a long time.

The second hypothesis states that custo-
mer engagement significantly and positively im-
pacts brand equity. The findings of the research 
are consistent with previous research by Ho & 
Chung (2020). Our study, thus, explores how 
mobile apps’ customer engagement via various 
social media communities influences customer 

equity (brand, value and relationship equity, Me-
gatari (2021), Corkum et al. (2021). This shows 
that the higher the customer engagement that is 
carried out, it will impact increasing brand equity 
in these customers. Customer engagement can 
increase customers’ subjective assessment of a 
brand. If the customer is familiar with the brand, 
the perception of the brand will also increase. 
This can be seen from the respondents’ answers, 
where they admit that the Shopee e-commerce 
mobile application has its characteristics and rea-
lizes that Shopee is the leading e-commerce mo-
bile application in the e-commerce industry. In 
addition, they recognize that Shopee is their cho-
ice and know a clear picture of the application.

The third hypothesis states that customer 
engagement significantly and positively impacts 
relationship equity. The findings of the rese-
arch are consistent with previous research by 
Ho & Chung (2020) research concerning mo-
bile apps’ customer engagement and its conse-
quence still awaits to be developed. Our study, 
thus, explores how mobile apps’ customer en-
gagement via various social media communities 
influences customer equity (brand, value and 
relationship equity), Megatari (2021), and Kim 
et al. (2021). This shows that the higher the cus-
tomer engagement, the higher the relationship 
equity with the customer. Customer engage-
ment can increase the level of customer loyalty 
to a brand. If the customer is loyal to the brand, 
it will build and strengthen the relationship bet-
ween the customer and the company. 

In addition, in Table 7, this study shows 
that customer equity in value equity, brand 
equity, and relationship equity positively affect 
consumer repurchase intention. These results 
accept H4, H5, and H6, with t-statistic values 
more significant than the t-table (1.65) and p-
values below 0.05.

The fourth hypothesis states that value 
equity significantly and positively impacts re-
purchase intention. The study’s findings are 
consistent with previous research by Ho & 
Chung (2020) and Megatari (2021). This me-
ans that the repurchase intention will increase if 
the value of equity also increases. Value equity 
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is the foundation for a company to always have 
good relations with their customers where it is 
expected that the company can always meet cus-
tomer needs or exceed their expectations which 
in turn will lead to an attitude to make repeat 
purchases in the future. 

The fifth hypothesis states that brand equi-
ty significantly and positively impacts repurchase 
intention. The findings of the research are con-
sistent with previous research by Ho & Chung  
(2020), Corkum et al. (2021). This proves that 
high brand equity means that repurchase inten-
tions will also be high. Brand Equity or brand 
equity is built through image and meaning.

The sixth hypothesis states that relation-
ship equity significantly and positively impacts 
repurchase intention. The study’s findings are 
consistent with previous research by Ho & 
Chung (2020). Our study, thus, explores how 
mobile apps’ customer engagement via various 
social media communities influences customer 
equity (brand, value and relationship equity dan 
Megatari (2021) so the high relationship equity 
obtained by consumers will increase repurcha-

se intention. With company and customer rela-
tionships, the impact of relationship equity on 
future purchases grows.

Overall, the study findings indicate that 
customer engagement indirectly affects consu-
mers’ repurchase intentions. Then, the focus on 
customer equity affects consumer repurchase 
intention positively and significantly.

Indirect Effect Hypothesis 
The following can be seen from the results 

of hypothesis testing using the bootstrapping 
method, namely path analysis or path coeffi-
cients with an indirect effect. The outcomes of 
the indirect effect hypothesis test are illustrated 
in table 8 that the statistical relationship that has 
no direct impact between customer engagement 
on mobile e-commerce applications and repur-
chase intention is the role of the total positive 
mediating impact of all dimensions of customer 
equity, namely value equity, brand equity, and 
relationship equity. These results accept H7, H8, 
and H9, with t-statistic values more significant 
than the t-table (1.65) and p-values below 0.05.

Table 7. Paths of Direct Effect

Variable Original 
Sample (O)

Sample 
Mean (M)

Standard Deviation 
(STDEV)

TStatistics 
(|O/STDEV|)

P Values Hypothesis 
Results

CE → VE 0.715 0.715 0.043 16.661 0.000 Accepted
CE → BE 0.757 0.761 0.037 20.343 0.000 Accepted
CE → RE 0.739 0.741 0.043 17.006 0.000 Accepted
VE → RI 0.131 0.135 0.077 1.703 0.045 Accepted
BE → RI 0.594 0.581 0.075 7.865 0.000 Accepted
RE → RI 0.157 0.163 0.059 2.657 0.004 Accepted

Source: Data processed through SmartPLS 3.29 (2022)

Table 8. Paths of Indirect Effect

Variable Original 
Sample (O)

Sample 
Mean (M)

Standard Deviation 
(STDEV)

T Statistics (|O/
STDEV|) P Values Hypothesis 

Results

CE → VE → RI 0.094 0.097 0.056 1.680 0.047 Accepted

CE → BE → RI 0.449 0.442 0.062 7.285 0.000 Accepted

CE → RE → RI 0.116 0.122 0.047 2.475 0.007 Accepted
Source: Data processed through SmartPLS 3.29 (2022)
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The seventh hypothesis states that cus-
tomer engagement significantly and positively 
impacts repurchase intention mediated by value 
equity. The results of the research carried out are 
in line with previous research by Ho & Chung 
(2020) research concerning mobile apps’ custo-
mer engagement and its consequence still awaits 
to be developed. Our study, thus, explores how 
mobile apps’ customer engagement via various 
social media communities influences customer 
equity (brand, value and relationship equity dan 
Megatari (2021). It is known that if the value of 
equity increases, the relationship between cus-
tomer engagement and repurchase intention 
will also be higher.

The eighth hypothesis states that cus-
tomer engagement significantly and positive-
ly impacts repurchase intention mediated by 
brand equity. The results of the research car-
ried out are in line with previous research by 
Ho & Chung (2020) research concerning mo-
bile apps’ customer engagement and its conse-
quence still awaits to be developed. Our study, 
thus, explores how mobile apps’ customer en-
gagement via various social media communi-
ties influences customer equity (brand, value 
and relationship equity dan Megatari (2021). 
It is known that the brand equity dimension 
variable is a connecting variable between cus-
tomer engagement variables and repurchase 
intention, which means that the higher the le-
vel of customer engagement with a brand, the 
higher the interest in repurchasing.

The ninth hypothesis states that customer 
engagement significantly and positively impacts 
repurchase intention mediated by relationship 
equity. The results of the research carried out are 
in line with previous research by Ho & Chung 
(2020)research concerning mobile apps’ custo-
mer engagement and its consequence still awaits 
to be developed. Our study, thus, explores how 
mobile apps’ customer engagement via various 
social media communities influences customer 
equity (brand, value and relationship equity dan 
Megatari (2021). It is known that the relation-
ship equity dimension variable is a connecting 
variable between customer engagement variab-

les and repurchase intention, which means that 
the higher the company’s efforts to improve 
relationships with its customers, the higher the 
intention in deciding to repurchase.

Thus, the customer engagement variable 
has a positive and significant indirect effect on 
repurchase intention through the mediating 
variables of value equity, brand equity, and re-
lationship equity.

CONCLUSION AND RECOMMENDATION

The customer equity dimension is used as 
a mediating variable in this research to evaluate 
the influence of customer engagement on repur-
chase Intention. Customer equity consists of va-
lue equity, brand equity, and relationship equity. 
This research, in particular, gives an overview of 
the significance of customer interaction in cus-
tomer equity and repurchase intention.

According to the conclusions of the study, 
customer engagement variables have a signifi-
cantly and positively impact on customer equity 
dimensions (value equity, brand equity, and re-
lationship equity), and customer equity dimen-
sions (value equity, brand equity, and relation-
ship equity) have a significantly and positively 
impact on repurchase intention. Consumers and 
customer engagement significantly and positi-
vely affect consumer repurchase intention me-
diated by customer equity dimensions (value 
equity, brand equity, and relationship equity).

This study contains limitations based on 
the research that has been done. These limi-
tations include that the research object is only 
focused on one e-commerce company in Indo-
nesia, Shopee. Then, the literature on the results 
of previous research that researchers still lack. In 
addition, the sample used is a minimum of 160 
respondents due to limited time and research 
personnel. Lastly, the researcher only included 3 
factors driving the customer equity variable: va-
lue equity, brand equity, and relationship equity.

Hence, researchers’ suggestions are ex-
pected to be helpful for each party involved 
and for other parties. Recommendations are 
expected both practically and theoretically. The 
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practical suggestions are: First, the company is 
expected to continue examining customer in-
volvement and equity simultaneously to achieve 
increased repurchase intention.

Second, the company is expected to con-
tinue to maintain and increase continuous ef-
forts in building customer engagement so that 
the company can continue to reach new custo-
mers and retain old customers with various new 
strategies, to build customer equity and higher 
repurchase intention among customers.

Third, companies are expected to be able to 
be actively involved in expanding or maintaining 
friendship networks and interactions between fel-
low users and companies in mobile applications 
to create greater customer engagement and can 
stimulate more value, brand, and relationships.

Theoretical suggestions are: it is hoped 
that other researchers who want to carry out the 
same research topic further develop research by 
adding or replacing the factors used in the cus-
tomer equity dimension as mediating variables, 
such as customer lifetime value, customer acqui-
sition, customer retention, or others. Further re-
searchers are also expected to be able to add or 
develop appropriate data analysis techniques that 
are not used or contained in this study. In additi-
on, it is expected to add sources/references from 
new theories related to the limitations of this re-
search. Lastly, future researchers are expected to 
consider the experiences of other companies in 
Indonesia or other than Indonesia.
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