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In the past few years, the number of e-commerce  
businesses in Indonesia is increasing including those 
that offer vegetables and fruits. Due to COVID-19  
outbreak, transactions through e-commerce sites had 
also increased. During the outbreak, customers in  
Indonesia had a tendency to allocate their income for 
essential needs such as vegetables and fruits. This study 
aims to: (1) assess the frequency of vegetables and 
fruits purchases through e-commerce sites before the 
Omicron outbreak (October – December 2021) and  
during the Omicron outbreak (January – March 2022); 
and (2) examine the determinant factors of customers 
repurchase decision to buy vegetables and fruits 
through e-commerce sites. Data were collected using 
online questionnaire distributed to 140 respondents 
that were selected based on age and experience of  
purchasing vegetables and fruits online. The differences 
in frequency of purchasing vegetables and fruits 
through e-commerce sites before and during the  
Omicron outbreak were analyzed using the Wilcoxon 
test. Meanwhile, the determinant factors of the decision 
to repurchase vegetables and fruits through e-
commerce sites were analyzed using binary logistic  
regression. The results showed that there is no signifi-
cant difference in frequencies between purchasing  
before and during the Omicron outbreak. Education, 
products, price discounts, promotions, and COVID-19 
situation are the determinant factors of repurchase  
decision of vegetables and fruits through e-commerce 
sites.  As the writer conducting this study, there was no 
previous study on the same case that using the  
combination of demographic, marketing mix, and situa-
tional factor as determinant factors on customers  
repurchase decision through online platforms. 
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INTRODUCTION 

The evolution of technology 

and information has brought many 

changes to many sectors, including 

the economic sector which is moving 

to a new direction to the digital  

economy era. In Indonesia, e-

commerce has come as a leading  

sector in digital economy. E-

commerce is any exchange activity of 

goods, services, and information  

between organization and third party 

through an electronic system (Chaffey 

et al., 2015). E-commerce is predicted 

to continue to grow every year as 

technology, infrastructure as well as 

digital payment methods continue to 

develop. Based on surveys conducted 

by Das et al. (2018), the projected 

growth in e-commerce would come 

from several cities such as Greater 

Jakarta, Bandung, Surabaya, and  

Semarang.  

 Currently, there are many  

businesses that originally only sell 

their products offline, but they are 

now starting to go online. This shift 

has also been accelerated by the 

COVID-19 pandemic. The virus had 

spread massively and rapidly, causing 

a huge number of fatalities. This rapid 

transmission had also resulted in at 

least three outbreaks in Indonesia: 

the Alpha variant outbreak 

(November 2020 – January 2021), the 

Delta variant outbreak (May – Sep-

tember 2021), and the Omicron  

variant outbreak (January – March 

2022). This led the  government to 

create a policy that required people to 

do any physically-distanced activities 

such as work, school, and shopping 

from home. This situation has  

 

resulted in an increasing  trend of 

online shopping, with the   

highest increment was in the purchase 

of groceries (Shen et al., 2022). Among 

these outbreaks, Delta variant had the 

highest number of transmissions and 

fatalities case. Meanwhile, the Omicron 

variant has a decreasing case trend 

compared to the delta. This variant has 

milder medical symptoms than the 

previous variants. Due to this  

condition, Omicron outbreak has the 

lowest policy level for maintaining 

physical distance and limiting physical 

activity during the pandemic. Hence, 

people consider the Omicron variant to 

be harmless.   

The decision to buy groceries 

via online platform is influenced by 

customer demographic characteristics. 

Previous studies (Listyowati et al., 

2020; Meitasari et al., 2020; Dominici 

et al., 2021; Magalha es, 2021)  

examined customer demographics 

such as age, income, and education  

level as determinant factors of  

customers purchase decision on online 

shopping in various countries. 

Besides demographic, one of 

the factors that needs to be considered 

is the marketing mix factor. Marketing 

mix was introduced by McCarthy in 

1960 who streamlined it into 4  

essential elements or the 4Ps (product, 

place/distribution, promotion, and 

price) (Altay et al., 2022). This theory 

has been widely adopted by companies 

and is still applicable today. Previous 

studies found price and product as  

factor that determine online purchase 

decision (Cang & Wang, 2021; Vista et 

al., 2021; Vydiamanta et al., 2021). 

In addition to the demographic  
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and marketing mix factors, this study 

also examined situational factor as 

another determinant factor of  

customers repurchase decision.  

Situational factors are the state of 

shopping facilities and time, usage of 

product, and conditions when making 

a purchase (Sangadji & Sopiah, 2013). 

Thus, situational factors studied in 

other studies may vary. The  

situational factor in this study is the 

COVID-19 situation. Several studies 

(Febrilia & Warokka, 2021; Shahzad 

et al., 2022; Tyrva inen & Karjaluoto, 

2022) found that online purchasing 

for groceries is increasing during the 

pandemic.  

To the best of our knowledge, 

no previous study has examined the 

combination of demographic,  

marketing mix, and situational factor 

as determinant factors of customers 

repurchase decision via online  

platforms. Therefore, this study could 

contribute to knowledge of customers 

behavior especially the repurchase 

decision through online distribution 

channel. This study could also help 

both scholars and professional  

marketers to  get a better understand-

ing of determinant factors of  

customers repurchase decision  

especially on fresh product. The  

purpose of this study is to identify the 

purchase frequency differences  

before (October – December 2021) 

and during (January – March 2022) 

the Omicron outbreak and to analyze 

the determinant factors of customers 

decision to repurchase fruits and  

vegetables via e-commerce.  

 

METHODS 

Data Collection 

This research was conducted 

online from March to April 2022. The 

population in this study were internet 

users in Surabaya who had purchased 

vegetables and fruits through online 

platforms at least once. Surabaya  

became the focus of this study because 

it is one of cities with the highest  

e-commerce transactions in Indonesia. 

The age limitation of the sample was ≥ 

19 years old with the assumption that 

they can make their own decisions. It 

is estimated that the number of people 

who have shopped for groceries online 

in Surabaya is 50% of all who have 

shopped online, or around 1,025,200 

people. The sampling method is  

convenience sampling with sample 

size of 140 respondents. The data was 

collected from questionnaires using 

Google Forms whose links were  

distributed via Instagram, Twitter,  

Facebook, and WhatsApp.  

 

Purchase Frequencies Differences  

The frequency differences of  

purchasing vegetables and fruits via  

e-commerce before (October –  

December 2021) and during Omicron 

outbreak (January – March 2022) were 

obtained  from the same respondents 

and analyzed with Wilcoxon test. 

These time setting were chosen be-

cause they have different situation re-

lated to number of transmission and 

fatalities case; symptoms of transmis-

sion; and level of physical distancing 

and physical activity policy. The hy-

potheses are: 

H0  = There is no frequency  

 differences of purchasing before  
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 and during the Omicron out-

break. 

H1  = There is a frequency  

 difference of purchasing before 

and during the Omicron  

 outbreak. 

If Asymp.Sig (2-tailed) < 0.05, then H0 

is rejected, it means that there is a 

significant difference between  

purchases before and during the  

Omicron outbreak.   

 

Binary Logistic Regression Model 

Based on the purpose of this 

study, the binary logistic regression 

model was used to assessed the  

determinant factors of customers’  

decision on repurchasing vegetable 

and fruits through e-commerce. There 

are two main advantages of using  

logistic regression model for this 

study; first, normal distribution  

assumption is not needed (Ghozali, 

2016). Second, the independent  

variables in the logistic regression can 

be both categorical (ordinal/nominal) 

and continuous (interval/ratio),  

making this model a versatile method 

to analyze many types of data. In this 

case, the dependent variable was 

characterized as binary or  

categorized as Y=1 representing 

‘repurchase’ decision, and Y=0  

representing ‘not repurchase’  

decision.  

 There are eight factors that 

were predicted as determinant  

factors in this study. These factors are 

age, education, income, marketing 

mix, and COVID-19 situation. Market-

ing mix and COVID-19 situation were 

measured by using a Likert scale of 1 

(strongly disagree) to 5 (strongly  

agree). The components of marketing 

mix in this study are product (10  

questions), price discount (8  

questions), promotion (4 questions), 

and distribution factor (7 questions).  

Meanwhile COVID-19 situation factor 

is the average of 4 question items  

related to the pandemic situation. 

These questions consist of physical 

distancing policy; number of  

transmission case; the safer feeling of 

online shopping during pandemic; and 

whether the e-commerce implement 

the health protocol or not.  

The validity of each variable 

was tested using Pearson product  

moment correlation. The variables are 

valid if r count ≥ r table. The variables 

were also tested to see whether these 

questions are reliable or not. If the  

value of Cronbach’s Alpha is greater 

than 0.6 then the data is reliable. 

The logistic regression  

equation model used is as follows:  

 
Y= ln 

 

 

 

Where: 

Y : repurchase decision (1 = repur-

chase, 0 = not repurchase) 

β :constant 

X1 : age (years)  

X2 : education (years)  

X3 : income (IDR/month)  

X4 : product (Likert scale)  

X5  : price discount (Likert scale) 

X6 : promotion (Likert scale)  

X7 : distribution (Likert scale) 

X8 : COVID-19 Situation (Likert scale) 

The regression coefficient  
value in logistic regression cannot be  
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directly interpreted as in the linear 

probability model. The effect of  

independent variable on dependent 

variable can be determined by  

interpreting the value of odds ratio 

and marginal effect          . 

 

RESULTS AND DISCUSSION 

Characteristics of Respondents 

A total of 400 questionnaires 

were distributed and from that  

number, 170 questionnaires were 

successfully completed, or around 

42.5% of the response rate. The total 

data of 170 respondents was then  

filtered and eliminated to get the best 

completed data. Thus, a total of 140 

data were obtained. Characteristics of 

respondents are based on age, Based 

on Table 1, the respondents who  

decide to repurchase mostly are from 

Generation Y from age 26 to 41 years 

old. The respondents who decide to 

repurchase have a bachelor’s degree 

(undergraduate). Meanwhile, the re-

spondents’ income was grouped into 

two based on the regional minimum 

wage (RMW) of Surabaya in 2022 or 

IDR 4,375,500. Most respondents who 

make repeat purchases have income 

higher than the RMW. 

 

Validity and Reliability Test 

The research findings showed that the 

r count values of all question items 

were in the range of 0.289 – 0.656, and 

the significance value of all question 

items is sig 0.00 < 0.05. Based on the 

decision criteria of r count value   ≥ r 

Table 0.165, it can be assumed 

Table 1. Characteristic of Respondents Based on Group Age, Education, and  

Income  

Characteristics of Respondents 
Repurchase Decision 

Percentage (%) 
No Yes 

Group Age       

Generation X (42 – 57) 0 6 4 

Generation Y (26 – 41) 23 93 83 

Generation Z (19 – 25) 3 15 13 

Total 26 114 100 

Education       

High School 4 6 7.1 

Diploma 6 7 9.3 

Undergraduate 13 94 76.5 

Graduate 3 7 7.1 

Total 26 114 100 

Income       

≤ IDR 4,375,500 (RMW) 13 20 23.6 

> IDR 4,375,500 (RMW) 13 94 76.4 

  26 114 100 

Source : Primary data analysis, 2022 
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 that all the variables were valid.  

The reliability test was done 

using Cronbach’s Alpha. Based on  

Table 2, the Cronbach’s Alpha value of 

all the variable were more than 0.6; 

therefore, all variables used in this 

research were reliable.  The reliability 

test can be seen in Table 2.   

 

Distribution of Respondents’ An-

swers 

Respondents were asked sev-

eral statement items to find out 

whether marketing mix and  

situational factor determine their  

repurchase decision or not.  

Distribution of respondents’ answers 

regarding the product factor is show 

n in Table 3. All ten questions have  

average answers of ≥ 4. The most  

chosen answer by respondents is 5 

(strongly agree) in almost all of the 

questions, except for question X4.5 

with 4 (agree) as the most chosen  

answer. 

Distribution of respondents’ 

answers on price discount factor is 

shown in Table 4. The answer 5 

(strongly agree) appears most  

frequently in question item X5.5. 

Meanwhile, the answer score that  

appears the most on other questions  

Table 2. Result of Reliability Test 

Variable Cronbach’s Alpha Value Decision 

Overall 0.915 Reliable 

Product 0.914 Reliable 

Price Discount 0.868 Reliable 

Promotion 0.718 Reliable 

Distribution 0.789 Reliable 

COVID-19 Situation 0.863 Reliable 

Source: Primary Data Analysis, 2022. 

Table 3. Respondents’ Response on Marketing Mix Factor (Product) 

  The Statement items of product factor (X4) Min Max Modus Mean 

X4.1 The quality of vegetables is good 2 5 5 4.4 

X4.2 The quality of fruits is good 1 5 5 4.3 

X4.3 There are various kind of vegetables 2 5 5 4.2 

X4.4 There are various kind of fruits 1 5 5 4.2 

X4.5 The real product of vegetables is suitable with the 
picture shown 

1 5 4 4.1 

X4.6 The real product of fruits is suitable with the pic-
ture shown 

1 5 5 4 

X4.7 The real product of vegetables is suitable with the 
description 

2 5 5 4.4 

X4.8 The real product of fruits is suitable with the de-
scription 

2 5 5 4.4 

X4.9 Safety packaging for vegetables product 2 5 5 4.5 

X4.10 Safety packaging for fruits product 2 5 5 4.5 

Source : Primary data analysis, 2022 
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varied between scores of 2 (disagree), 

3 (neutral), and 4 (agree). The  

average answer to these questions 

varied from 2.8 on questions X5.7 and 

X5.8 to 4.2 on question X5.3. 

Respondents were asked four 

questions related to promotion factor 

to determine its effect on repurchase 

decision.  Distribution of respondents’ 

answers on promotion factor is 

shown in Table 5. We can see that the 

most chosen answers scored 5 

(strongly agree) and 4 (agree). The 

highest average in the respondents' 

answers is question X6.1, which is of 

4.2. The lowest average is question 

X6.4, which is 3.7. 

Distribution of product in 

online system is different than offline 

system as it involves internet and 

technology. Distribution on online  

platforms includes purchasing  

methods, delivery, payment systems, 

and websites or applications used.  

Distribution factor was measured by 

seven statements as shown in Table 6. 

The most chosen score by respondents 

is 5 (strongly agree). The highest  

average is on questions X7.3 and X7.5 

with an average of 4.6. While the  

lowest average is on question X7.2, 

which is 3.8. 

 Next, respondents were grouped 

into the type of e-commerce where 

they purchase vegetables and fruits 

online, i.e., customers who buy from 

large scale, small scale, and or  

combination of large- and small-scale  

e-commerce platforms. Large-scale  

e-commerce are those that already  

operate in several cities other than  

Surabaya, are incorporated with  

 

Table 5. Respondents’ Response on Marketing Mix Factor (Promotion) 

  The Statement items of promotion factor (X6) Min Max Modus Mean 

X6.1 There is promotion of free delivery fee 2 5 5 4.2 

X6.2 There are various promotions (discount, coupon, 
buy one get one) 

2 5 5 4.0 

X6.3 There are advertisements in various medias 1 5 4 4.0 

X6.4 The advertisement is convincing 1 5 4 3.7 

Source: Primary data analysis, 2022 

  The Statement items of distribution factor (X7) Min Max Modus Mean 

X7.1 Purchasing method is easy to understand 2 5 5 4.5 

X7.2 There is same-day delivery option 1 5 5 3.8 

X7.3 The payment system is easy to use 3 5 5 4.6 

X7.4 There are various payment options 2 5 5 4.5 

X7.5 Website/application/marketplace is easy to access 2 5 5 4.6 

X7.6 Website/application/marketplace is easy to use 2 5 5 4.5 

X7.7 There is everyday delivery option 2 5 5 4.4 

Table 6. Respondents’ Response on Marketing Mix Factor (Distribution) 

Source: Primary data analysis, 2022 
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marketplaces, or an additional feature  

in ride-hailing applications. Some  

examples are Sayurbox, Tanihub, 

HappyFresh, Shopee Segar,  

Tokopedia, PasarNow, BlibliMart, Go 

Market, and GrabMart. Meanwhile, 

small-scale e-commerce only operate 

in Surabaya with a small number of 

followers on social media. For  

example, Mlijoy Surabaya,  

Mlijoqu, Aratamart, Mracang Market, 

Blonjo_Sayur, Ovegi, PakSayur.com, 

Sayurleli, BakulSayur. The number of 

customers who shop for fresh grocery 

products based on the type of  

e-commerce are 40% from   

large-scale, and 30% from both  

small-scale and a combination of large 

and small-scale e-Commerce. 

 

Purchase Frequency Differences 

The difference between  

purchase frequencies before and  

during the Omicron outbreak is 

shown in Table 7. Buying frequencies 

were grouped into six groups of  

frequencies, from 0 to >20. It can be 

inferred that there is no specific  

difference between buying  

frequencies before and during  

Omicron outbreak.  

  

We subsequently tested the purchase 

frequency before (October- December 

2021) and during (January-March 

2022) the Omicron outbreak  

from the same respondents. The result 

shows that Asymp. Sig. (2 tailed) value 

is 0.530 > a=0.050, so H1 is rejected, 

meaning that there is no significant 

difference between the frequencies of 

purchase before and during the  

Omicron outbreak. This is because 

there was a decrease in the number of 

cases during the outbreak. As the  

physical activity restrictions were also 

eased, people began to do a lot of  

physical activities outside the home, 

including shopping for daily  

necessities. In addition, according to 

Ameratunga et al. (2022), the Omicron 

variant has milder symptoms and  

lower-case fatality rate compared to 

the Delta variant. This has caused  

people to respond to the Omicron  

variant more lightly. 

 

Determinant Factors of Repurchase 

Decision 

We included eight factors that 

were predicted to determine the re-

purchase decision of vegetables and 

fruits through e-commerce sites. These 

determinant factors were analyzed 

using binary logistic regression with 

results as follow in Table 8.  Based on 

the results of the binary logistic re-

gression analysis, the following equa-

tion is obtained: 

  

 

 

 

The results showed that the hypothe-

sized model was in accordance with  

Table 7. Buying Frequencies Before 

and During Omicron Outbreak 

Buying Frequency Before During 

0 17 11 

1 – 5 64 74 

6 – 10 29 25 

11 – 15 21 21 

16 – 20 3 5 

>20 6 4 

Total 140 140 

Source: Primary data analysis, 2022. 
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the data. The model fit test indicates 

that the significance value of Hosmer 

and Lemeshow test is 0.789 > 0.05, 

meaning that the model fits with the 

data. The statistical value of Log-

Likelihood (-2LL) is 52.922 < chi 

square table which is 167.514, so the 

model fits the data. The value of 

Nagelkerke R Square is 0.751,  

meaning that 75.1% of the variation 

of repurchase decision can be  

explained by the variables of age,  

education, income, product, price  

discounts, promotions, distribution, 

and COVID-19 situation. The results of 

the simultaneous significance test 

shows that the prob value is 0.000 

<0.05 with chi square value of 81.463> 

Chi Square table on df 8 which is 

15.507, meaning that independent var-

iables affect dependent variable simul-

taneously.  

 Age may affect customer  

repurchase decisions to buy vegetables 

and fruits through ecommerce.  

However, based on Table 8, the   

Independent Varia-
bles 

Expt 
sign 

Tol-
eranc
e 

VIF Regres-
sion Co-
efficient 

Marginal 
Effect 
(%) 

Sig 
Odds 
Ratio 

Constant       -37.690   0.000 0.000 

X1 (Age) - 0.849 1.178 0.028 0.162 0.784 1.028 

X2 (Education) + 0.896 1.116 0.455 2.635* 0.076 1.576 

X3 (Income) + 0.877 1.140 0.000 1.45×10-
5** 

0.017 1.000 

X4 (Product) + 0.615 1.626 0.279 1.618*** 0.000 1.322 

X5 (Price Discount) + 0.708 1.413 0.183   1.061** 0.023 1.201 

X6 (Promotion) + 0.737 1.357 0.539 3.124*** 0.001 1.714 

X7 (Distribution) + 0.675 1.481 0.030   0.174 0.794 1.030 

X8 (COVID-19 Situa-
tion) 

+ 0.729 1.371 0.311 1.802*** 0.005 1.365 

           0.789 

             52.922 

             167.514 

             0.751 

             0.000 

             81.463 

*    : significant at the 10% (α = 0.10) 
**   : significant at the 5% (α = 0.05) 
***   : significant at the 1% (α = 0.01) 

Source : Primary data analysis, 2022 

Table 8. Output of Binary Logistic Regression 

Prob Hosmer and Lemeshow Test 

Log Likelihood Statistic (-2LL) 

Chi Square Tabel 

Nagelkerke R Square 

Prob Likelihood Ratio 

Chi-Square 
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significance value of age variable is 

greater than α of 10%, denoting that 

age has no significant statistical effect 

on the repurchase decision. Previous 

studies by Melovic  et al., (2021); and 

Pramesty & Simanjuntak (2020)  

stated that online shopping does not 

depend on the age of the customer 

although it is true that younger  

generation shop online more often 

than the older generation. 

The significance value of  

education is smaller than α of 10%, 

meaning that education level affects 

the repurchase decision to buy  

vegetables and fruits via e-commerce. 

Odds ratio of education level is 1.576. 

This means that every one-year  

increment in customer’s education 

level will increase the probability of 

repurchase decisions by 1.576 times. 

Customers with higher level of  

education have a higher tendency to 

shop for groceries online (Lin et al., 

2019; and Dominici et al., 2021). The 

marginal effect of education level is 

0.026347, meaning that every  

additional year of education will  

increase the possibility of  

repurchasing decision by 2.63%.  

Education affects the way of thinking, 

how to make decisions, preferences,  

and tastes, among others (Hawkins & 

Mothersbaugh, 2016). Education also 

affects customer’s ability to purchase 

through their income and occupation. 

Education also affects the adaptability 

to technological innovations, one of 

which is e-commerce or e-grocery. 

Moreover, income is also  

predicted to affect the repurchase  

decision of vegetables and fruits via e-

commerce. The significance value of  

 

income is smaller than α of 5%,  

meaning that income has a significant  

effect on repurchase decision. Odds  

ratio and marginal effect of income are 

1.000 and 1.45E-08. It shows that an 

increment in customer income hardly 

affects the repurchase possibility even 

though this factor is statistically  

significant. Income makes purchases 

possible, but it does not necessarily 

represent the way a person spends the 

money (Schiffman & Wisenblit, 2019). 

The way or behavior of using income is 

influenced by the priorities of each  

individual, as reflected from their  

education, job, and social environment. 

 As for product, its significance 

value is smaller than α of 1%,  

indicating that product affects the  

repurchase decision of vegetables and 

fruits via e-commerce. Odds ratio value 

of product is 1.322, so that each in 

crement of product will increase the 

probability of customers repurchase 

decision by 1.322 times. This is in line 

with the results from Hariyani (2020) 

in which product quality has  

significant impact on purchasing  

decision.  The quality and variety of 

vegetables and fruits offered in  

e-commerce greatly affect customer 

decisions to repurchase. The value of 

the marginal effect of product is 

0.01618. This means that every  

addition of product factor will increase 

the possibility of repurchase decision 

by 1.62%. The limitations to analyze 

products directly force customers to 

obtain information about the products 

via the internet. The assessment of the 

products offered online is based on 

photos, descriptions, and also reviews 

from customers who have used these  



products before. Reviews have a great 

impact on influencing customer’s  

decision to buy fresh agricultural 

products (Cang & Wang, 2021).  

Additionally, e-commerce also needs 

to pay attention to aspects that can 

help consumers to analyze and assess 

the products they will buy, such as 

product photos and appropriate  

product descriptions. This may  

encourage and convince the  

customers to buy, since they cannot 

directly touch and assess the  

products. 

The significance value of price 

discount is smaller than α of 5%, 

meaning that the price discount  

affected the decision to repurchase 

vegetables and fruits via e-commerce. 

The value of odds ratio is 1.201. It 

shows that every 1 unit increase in 

the price discount will increase the 

probability of repurchasing by 1.201 

times higher. The marginal effect of 

price discount is 0.01061, which 

means that each additional price  

discount will  increase the possibility 

of customers decision to repurchase 

by 1.06%. According to Bucko et al. 

(2018), price is the most influential 

factor of customer’s decision. 

The significance value of  

promotion is smaller than α of 1%, 

which means that the variable has a 

significant effect on the decision to 

repurchase vegetables and fruits via e

-commerce. As odds ratio of  

promotion is 1.714, more frequent 

promotions could increase the  

probability of repurchase by 1.714 

times. The marginal effect of  

promotion is 0.03124, meaning that 

more promotion leads to the  

    

possibility of repurchase by 3.12%.  

Promotional activities in online   

businesses are very important. Online 

promotion includes strategies to  

promote products and ensuring that 

the promotions have a lasting  

impression on customers, so  

customers will consider this to make 

repurchase decisions (Sriram et al., 

2019). Currently, e-commerce busi-

nesses carry out several promotional 

activities to increase customers’ 

awareness and to increase sales.  

Promotional activities to increase 

awareness include promotions using 

local influencers, quizzes or giveaways, 

advertisements on social media, and 

offline ads such as billboards and  

bazaars. Meanwhile, promotional  

activities to increase sales include  

discounts, vouchers for discounts, free 

shipping on a certain minimum  

purchase, flat shipping rates, and other 

similar promotions. Promotional  

activities by the e-commerce business-

es are the dominant determinant  

factors for customer’s repurchase  

decisions. E-commerce that offers  

vegetables and fruits are suggested to 

implement more promotional effort, 

such as discounts, some events with 

discounts, voucher codes for discounts, 

free shipping on a certain minimum 

purchase, flat shipping rates, and other 

similar promotions. 

 The significance value of distri-

bution is greater than α of 10%, mean-

ing that the distribution factor has no 

significant statistic effect on the deci-

sion to repurchase vegetables and 

fruits via e-commerce or e-grocery.  

Most of the e-grocery sites in  

Surabaya have a limited delivery time  
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option  which may lead to inflexible 

delivery service. This could result in  

failure to fulfill customer needs in 

which the customers tend to want to 

get these products as fast as possible. 

This outcome seems to contradict the  

previous study by Cang & Wang 

(2021) which found that logistic  

service (distribution) is a great  

determinant factor of customer’s  

willingness to shop online for  

agricultural products. 

Lastly, the COVID-19 situation 

factor has a significance value of 

0.005 which is smaller than α of 1%, 

so pandemic has significantly affected 

customer’s repurchase decision of 

vegetables and fruits via e-commerce. 

The odds ratio of COVID-19 situation 

is 1.365, meaning that a higher  

probability of pandemic is  

associated with an increasing  

probability of a repurchase decision 

by 1.365 times. The marginal effect of 

the COVID-19 situation is 0.01802. 

This means that for each addition of 

the pandemic situation factor, the 

possibility of making a repurchase 

decision will increase by 1.80%. This 

result is in line with the researches by 

Tyrva inen & Karjaluoto (2022) and 

Meister et al. (2023) which showed 

that there is an increase in online  

grocery shopping during the  

pandemic in which people are  

required to maintain physical  

distances and reduce activities out-

side the home. Thus, shopping online 

becomes a choice. Uncertain  

conditions during the pandemic have 

also forced people to prioritize their  

essential need such as foods.  

 

 

CONCLUSION AND SUGGESTION 

 This study aims to analyze the  

customers repurchase decisions of 

vegetables and fruits through  

e-commerce and the determinant  

factors of the repurchase decisions in 

Surabaya. The frequency of customers 

repurchases of fruits and vegetables 

through e-commerce before and  

during the Omicron outbreak did not 

show a statistically significant  

difference based on the Wilcoxon test. 

Meanwhile, binary logistic regression 

showed that variables that significant-

ly affected the probability to  

repurchase vegetables and fruits 

through e-commerce are  

promotion (3.12%), education level 

(2.63%), COVID-19 situation (1.80%), 

product (1.62%), and price discounts 

(1.06%). The other variables included 

in the models, i.e., customers’ age,  

income, and distribution, have no  

statistical significant effect on the 

probability to repurchase vegetables  

and fruits from e-commerce. However, 

this research is only limited to  

examining the factors that affect the 

decision to repurchase vegetables and 

fruits through e-commerce in the city 

of Surabaya only. We suggest that  

similar research is conducted  

elsewhere, with additional variables, 

due to variation in local culture, taste, 

and other factors. 
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