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ABSTRACT

Based on the empirical research, this chapter investigated the impact of big data-based techniques 
typically used in big-data driven E-commerce such as information search, recommendation system, 
dynamic pricing, and personalisation on the online repurchase intention in Malaysia. This study also 
investigated the mediating effect on customer satisfaction. Therefore this study utilised the quantitative 
research method with an explanatory study to predict the link between dependent and independent vari-
ables. Additionally, the snowball sample method was used to select a sample size of 318 working adults 
in Klang Valley. Next, a self-administered online questionnaire was used to collect the necessary data. 
The IB, SPSS 22 software was then used to assess the reliability and normality of the variables at the 
first stage. Next, the Confirmatory Factor Analysis and Structural Equation Modelling were examined 
via IBM SSS AMOS 22. The findings showed that the big data analytic factors like information search, 
recommendation system, dynamic pricing, and personalisation had a positive significant impact on cus-
tomers’ repurchase intention. Nonetheless, the mediation effect of customer satisfaction on information 
search, recommendation system, and dynamic pricing did not encourage the repurchase intention. Then, 
this chapter discussed the managerial implication, limitations, and future research scope. Finally, this 
study suggested strategies to enhance online repurchase intention via application of big-data analytics 
in E-commerce.
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INTRODUCTION

In 2019, the global retail E-commerce sales amounted to US$ 3.53 trillion and the E-retail revenues are 
expected to further increase to US$ 6.54 trillion in 2022. Online shopping is one of the world’s most 
common online operations however, the utilisation differs based on a specific area (Statista, 2019). In 
a joint study by Google-TNS (2018), Southeast Asia’s internet economy is slated to worth more than 
US$240 billion by 2025, which is US$40 billion more than what was first projected in 2018. Addition-
ally, by 2025, E-commerce is predicted to worth US$102 billion, which would make up more than 40 
per cent of the total worth of the internet economy in the region. Malaysia is an attractive market for 
E-commerce in Southeast Asia because of its dynamic economy and developed infrastructure for digital 
technologies. Malaysia has ~ 25.84 million active internet users and the population has extremely high 
rates of mobile phone penetration. Malaysia has a total of 32.25 million people and 25 million of them 
are social media users, 40.24 million have mobile subscriptions, and 24 million of the population use 
social media on their mobile devices. Consumers spent an average of US$125 on online shopping in 
2018 and the figure is expected to more than triple to US$390 in 2025 (Asian Post, 2019).

Although the E-commerce industry in Malaysia is relatively strong, it still faces obstacles to adopt 
the latest trends or tools in technology, lacks digital marketing skills, and lacks the market-access knowl-
edge, and the regulations in cross-border E-commerce (Safie, Dastane, and Ma’arif, 2019). Besides that, 
Malaysian consumers still perceive various factors as risks in their online purchasing behaviour (Tham, 
Dastane, Johari, and Ismail, 2019). As E-commerce steps into a new competitive era, online shopping 
vendors need to stand out from others and present it well to become the market leader in the domain of 
online retail. Competition among these companies has become more aggressive, so it is imperative for 
businesses to identify the factors that enhance online consumer intention to repurchase (Hamza V. K, 
2014).

Electronic marketing is a significant revolution in the era of globalisation (Bala M, 2018). Maxi-
mum business organisations have been running with technological change over the past decade. Big 
Data is a technology that enables large data sets to be unstructured and captured almost in real-time, 
and to be stored, processed, and combined in large quantities of different types of data from different 
sources (Brünink, 2016). Big data analytics methods are helpful for the large quantity of information 
that comes from heterogeneous sources of data such as textbooks, audio, video, social media, general 
data, and artificial intelligence (Villarejo R, 2019). According to (Chen, 2008; Haba and Dastane, 2018) 
it is still a challenge for companies to examine the factors that affect consumer repurchase intention in 
an online environment. Additionally, with the existence of the internet, online consumers have more 
access to data and a broad range of products and services As such, an information search is imperative 
for online shopping sites to provide reliable and accurate information (L. G. Pee, 2018). Furthermore, 
(Yan, 2018) found that the recommendation system provided consumers with the most suitable data and 
more pleasant shopping experiences. Besides that, (Alireza, 2019) identified a technique to personalise 
the features of online shopping according to the personality of the consumer, which may encourage 
repurchase intention. Therefore, it is highly significant to explore and completely comprehend the shift, 
which is presently taking place in the domain of internet shopping. Hence, a study should be conducted 
to examine Big Data analytics enables businesses to predict repurchase intention and enable them to 
concentrate on strategically focused online shopping activities, and (Merve, 2015; S.Vijayarani, 2016), 
improve customer satisfaction, and repurchase intention.



 

 

38 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/enhancing-online-repurchase-intention-via-

application-of-big-data-analytics-in-e-commerce/281540

Related Content

Overview of Mobile Payment: Technologies and Security
Vibha Kaw Raina (2014). Electronic Payment Systems for Competitive Advantage in E-Commerce (pp.

186-222).

www.irma-international.org/chapter/overview-of-mobile-payment/101549

AIC Algorithm for E-Wallet Payment in the COVID-19 Pandemic in Vietnam
Khoi Huy Bui (2022). Handbook of Research on Social Impacts of E-Payment and Blockchain Technology

(pp. 309-319).

www.irma-international.org/chapter/aic-algorithm-for-e-wallet-payment-in-the-covid-19-pandemic-in-vietnam/293870

How AI Changes the Technopreneurship in the Business World and Its Impact on Business

Practices
Mandy Mok (2022). Handbook of Research on Social Impacts of E-Payment and Blockchain Technology

(pp. 468-483).

www.irma-international.org/chapter/how-ai-changes-the-technopreneurship-in-the-business-world-and-its-impact-on-

business-practices/293879

Building Blocks of an E-Government: A Framework
Sushil K. Sharmaand Jatinder N. Gupta (2003). Journal of Electronic Commerce in Organizations (pp. 34-

48).

www.irma-international.org/article/building-blocks-government/3419

A New Evolution Mechanism Model for B2B E-Commerce Network
Zhihong Tian, Zhenji Zhangand Xiaolan Guan (2013). Journal of Electronic Commerce in Organizations

(pp. 12-22).

www.irma-international.org/article/a-new-evolution-mechanism-model-for-b2b-e-commerce-network/81319

http://www.igi-global.com/chapter/enhancing-online-repurchase-intention-via-application-of-big-data-analytics-in-e-commerce/281540
http://www.igi-global.com/chapter/enhancing-online-repurchase-intention-via-application-of-big-data-analytics-in-e-commerce/281540
http://www.irma-international.org/chapter/overview-of-mobile-payment/101549
http://www.irma-international.org/chapter/aic-algorithm-for-e-wallet-payment-in-the-covid-19-pandemic-in-vietnam/293870
http://www.irma-international.org/chapter/how-ai-changes-the-technopreneurship-in-the-business-world-and-its-impact-on-business-practices/293879
http://www.irma-international.org/chapter/how-ai-changes-the-technopreneurship-in-the-business-world-and-its-impact-on-business-practices/293879
http://www.irma-international.org/article/building-blocks-government/3419
http://www.irma-international.org/article/a-new-evolution-mechanism-model-for-b2b-e-commerce-network/81319

