Journal of

Theoretical and Applied m Pl
Electronic Commerce Research g

Systematic Review

Unpacking Repurchase Intention in Social Commerce:
A Systematic Literature Review

Dam Tri Cuong *® and Bui Huy Khoi

Faculty of Business Administration, Industrial University of Ho Chi Minh City,
Ho Chi Minh City 700000, Vietnam; buihuykhoi@iuh.edu.vn
* Correspondence: damtricuong@iuh.edu.vn

Abstract

The objective of this study is to conduct a systematic literature review of repurchase in-
tention in social commerce. Specifically, the study examines the current state of research,
identifies the key determinants of repurchase intention, and synthesizes background the-
ories and measurement approaches applied in this domain. This research employed the
PRISMA procedure for a systematic literature review conducted across two databases:
Web of Science and Scopus. A total of 177 papers were identified from databases, with
no restrictions on publication year, facilitating the assessment of all pertinent research on
the topic. After screening, eligibility for evaluation was based on the study’s objective;
ultimately, 27 publications were identified for systematic review and analysis. The results
underscore the top five primary determinants of repurchase intention in social commerce:
trust, social influences, user experience, perceived value and social commerce attributes.
Furthermore, the research identified 16 theoretical foundations for examining repurchase
intention in social commerce, with the Stimulus—Organism—Response framework and the
Technology Acceptance Model as the primary theories for this systematic review. Further-
more, the findings indicated that partial least squares structural equation modeling remains
the predominant measurement technique, but alternative methods continue to be used.
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1. Introduction

Social commerce (s-commerce), which emerged with the rise of e-commerce, was
introduced by Yahoo in 2005 and quickly became a significant means for Amazon, Alibaba,
and eBay to add value to their businesses by leveraging user engagement [1]. S-commerce
is an evolution of e-commerce enabled by social media, facilitating client interaction online.
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and TikTok allow users to purchase items and services while socialising, providing feedback,
and generating value [5]. Likewise, s-commerce offers capabilities for sharing transaction
experiences, including discussion forums, comments, reviews, and tags. S-commerce differs
from conventional e-commerce, where individuals engage with online buying platforms
independently; it prioritizes the participation of social networks that foster interaction
among individuals and current content or information. This social contact is anticipated
to fortify the connections between the vendor and the client network [6]. Moreover, the
surge in popularity of social media has transformed our perception of online purchasing
and ushered in a new era of e-commerce. S-commerce facilitates the promotion of goods
and services by enabling online transactions through a global peer network [7].

Furthermore, the growth of s-commerce is reshaping the commercial landscape by
allowing providers of different sizes to interact more closely with clients, which is vital for
fostering client retention and promoting repeat purchasing within the fiercely competitive
digital marketplace [8]. Social media facilitates the establishment of social support, resulting
in improved buying choices and increased repurchase intention within a connected con-
sumer context. Thus, clients have a perception of social presence on s-commerce platforms.
S-commerce provides businesses with innovative opportunities to enhance client interac-
tions, develop effective marketing strategies, increase revenue, and drive economic growth.
Consequently, understanding clients” repurchase intentions in an interactive setting has
become fundamental for e-retailers, enabling them to enhance their competitiveness and
increase their earnings [9,10].

Shopping activities are notably engaging, and disseminating facts about s-commerce
is engaging as well. Understanding the factors that influence consumers’ repurchase
intentions in s-commerce is a fascinating topic [11]. Repurchase intention refers to the
action of an individual desiring to acquire items or goods on multiple occasions. It is
an outcome of purchasing an item or product [12]. Repurchase intention, which refers
to the likelihood that a customer will buy from the same firm again, is a crucial mea-
sure of client retention and long-term profitability. Repurchase intention is a vital factor
that may determine how well a business does and serves as a mechanism to increase
its market share. Clients who are inclined to repurchase are vital properties; thus, the
business must ensure their future repurchases. The consumer experience in s-commerce
influences their desire to repurchase. Customers will retain memories of their experi-
ences with items and services. An improved buyer experience increases the likelihood of
repurchase [11,13]. Repurchase intention is crucial for firms as it influences consumer be-
havior towards loyalty; customers often exhibit a propensity to purchase items or services
again, therefore benefiting the company from prior sales. Fostering customer loyalty is far
less expensive than acquiring new clients, since businesses, particularly those operating
online, must incur higher promotional expenses to attract new consumers [14]. Addi-
tionally, repurchase intention indicates a customer’s loyalty to a brand. Client retention
is vital, as continuous success in s-commerce relies on both retaining existing customers
and acquiring new prospective clients. Although emphasis is placed on acceptance and
intent-to-buy features, the importance of maintaining and retaining clients remains widely
underrecognized in customer behavior studies [8]. In addition, while repurchase inten-
tion maintains a uniform conceptual definition across retail environments, the processes
shaping its emergence in s-commerce are different. The incorporation of social interaction
technologies, user-generated content, and community-oriented communication generates
significant social influence impacts, transforming repurchase intention from an individual
transactional reaction to a socially constructed behavioural consequence [8,15-18]. There-
fore, a domain-specific systematic review is necessary to understand better the unique
mechanisms shaping repurchase intention in s-commerce. Despite an increasing body of
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literature on repurchase intention in s-commerce, a noticeable gap exists in systematic
review studies. For instance, reference [14] investigates variables affecting repurchase in-
tention; however, this study has not yet analyzed research theories applying to repurchase
intention in s-commerce. The study in [19] cites only a systematic review in s-commerce
and does not address repurchase intention. Likewise, the research in [5] only investigates a
systematic review of s-commerce in Europe, excluding the topic of repurchase intention.
Previous research has focused on impulsive buying behavior in s-commerce, while the issue
of repurchase intention in s-commerce remains unexplored [10]. In short, the literature
on repurchase intention in s-commerce is still fragmented, despite the increasing corpus
of research on the topic. This limitation is due to the fact that the literature is dispersed
across various factors influencing repurchase intentions, as well as various theoretical
frameworks and measuring methods. Current studies mainly focus on individual factors,
not giving a complete overview of the main influences, theories, or measuring methods
related to repurchase intention in s-commerce. This lack of integration impedes theoretical
progress and obscures a primary determinant and measurement method for repurchase
intention in s-commerce contexts. From a practical perspective, practitioners require con-
solidated evidence regarding the most influential determinants of recurrent purchasing
as customer retention becomes increasingly critical for sustainable competitive advantage.
Therefore, this research tries to fill the existing gap in the literature by examining repur-
chase intention in s-commerce through a systematic literature review approach. Specifically,
the study examines the current state of research, pinpoints the main factors that influ-
ence repurchase intention, outlines theoretical frameworks and measurement methods for
repurchase intention in s-commerce, and offers clearer guidance for future studies and prac-
titioner implications. To fulfill the aim of this study, the following research questions (RQ)
are presented:

RQ1: How are the current studies of repurchase intention in s-commerce?

RQ2: What are the main factors influencing consumers’ repurchase intention in s-commerce?

RQ3: Which theoretical foundations are used to examine repurchase intention in s-commerce?

RQ4: What are the primary measuring methods used to analyze repurchase intention
in s-commerce?

2. Literature Review

The section encompasses an overview of s-commerce and repurchase intention
in s-commerce.

2.1. Social Commerce

The usage of social media platforms for business has significantly increased in recent
years. According to [20], Instagram, Snapchat, and Pinterest have included “shoppable
posts” that enable users to make direct purchases without ever leaving the site. Addi-
tionally, social media platforms like Facebook have made it easier for small businesses to
sell goods on the platform by expanding their e-commerce capabilities through initiatives
like Facebook Shops [21]. These changes imply that social media’s place in business is
ever-changing and will probably continue to influence s-commerce in the future [22]. Like-
wise, s-commerce is gaining traction as businesses recognize the importance of leveraging
social media platforms to enhance brand visibility, engage with consumers, and stimulate
sales in a more personalized, social manner, thereby capitalizing on social interaction,
user-generated content, and community involvement to help optimize and elevate the pur-
chasing experience [23]. Similarly, s-commerce leverages social networking, enabling users
to exchange insights about products and their online buying experiences to facilitate better
purchasing decisions [18]. In addition, s-commerce has four distinct traits that differentiate
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it from traditional commercial environments: interaction, collaboration, community, and
social issues [10]. In terms of interaction, s-commerce facilitates social connections between
companies and among consumers. This interconnectedness among clients enables access
to information disseminated via social interaction [9]. Social interaction enables organi-
zations to obtain client input for the development of new goods and services, while also
promoting favorable word-of-mouth referrals [22]. Regarding collaboration, s-commerce
fosters an environment of cooperation that enables individuals to generate and dissemi-
nate content through social networking services [24], thereby enhancing co-creation [22].
In terms of community, s-commerce facilitates an environment where individuals can
engage with peers, use social media platforms, and share ideas for items or discounts
with acquaintances. S-commerce enhances the collective influence of individuals through
a web of information that supports their purchase decisions and fulfils their needs and
desires [25]. Regarding social issues, s-commerce is based on various forms of social media
and emphasizes commercial activities funded by social media. Social media facilitates the
formation of social support, leading to improved purchase decisions within a connected
user environment [26]. Consequently, users have a feeling of social presence on s-commerce
platforms [27]. The attributes of s-commerce offer businesses innovative opportunities
to enhance customer interactions, develop effective marketing strategies, increase sales
and repurchase intentions, and foster economic development [26]. Thus, understanding
consumer behavior regarding repurchase intention in this dynamic environment is essential
for online merchants, enabling them to improve competitiveness and boost profits [9].

Scholars used many concepts to define s-commerce, since it spans numerous disci-
plines, including sociology. Researchers have proposed several definitions; therefore, no
single general definition exists [10]. S-commerce may be succinctly defined as commercial
operations facilitated by online platforms [28]. S-commerce is an innovative e-commerce
concept that utilizes Web 2.0 technology and social media to facilitate socially oriented trad-
ing activities [10]. S-commerce denotes the utilization of social media platforms to facilitate
users’ engagement in trading, purchasing, comparison, and dissemination of information
regarding items and services within online trading platforms as well as communities [22].
In this work, the term “s-commerce” is taken from [22]. It refers to simplifying the process
of trading, buying, comparing, and sharing information about items and offerings within
online buying platforms and communities. Moreover, reference [29] identifies two primary
categories of s-commerce: (1) social network-based platforms that include commercial
functionalities for transactions and advertising, and (2) traditional e-commerce platforms
that combine social capabilities to enhance engagement and sharing. Whilst, according to
reference [30], there are three distinct varieties of s-commerce: (1) social network-related
websites, (2) regular e-commerce-based websites, and (3) group buying websites. These
websites allow users to create online social groups based on shared interests and needs,
and then transact to receive pricing benefits.

2.2. Repurchase Intention in Social Commerce

Repurchase intention is significantly correlated with customer loyalty and serves
as a crucial psychological metric for forecasting real repurchase actions [31]. An offline
intention to repurchase denotes an individual’s determination to acquire an item or ser-
vice in particular again from the same business, considering the current conditions and
prospective future scenarios. Online purchasing differentiates itself from conventional
in-store shopping. Online repurchase intention refers to a consumer’s expressed likelihood
of repurchasing [32]. Repurchase intention refers to consumers’ willingness to make future
purchases and to suggest the vendors, goods, or services to others [33]. Although this defi-
nition is still relevant in retail settings, its formation mechanism is different in s-commerce
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environments. In s-commerce research, repurchase intention refers to a purchaser’s likeli-
hood of engaging in a subsequent transaction with a given s-commerce vendor [34,35]. In
this study, repurchase intention is conceptualized as a post-purchase behavioral intention
reflecting consumers’ likelihood of conducting repeated transactions within s-commerce
platforms. Conceptually related constructs such as continuance intention, engagement
intention, and loyalty intention were included only when their operationalization explicitly
captured repeated purchasing behavior. These constructs are treated as part of the broader
category of post-adoption behavioral intentions while maintaining conceptual emphasis on
transactional repetition. Customers inclined to repurchase are vital assets; thus, the vendors
must ensure their future repurchases. Several factors influence the consumer repurchase
process, including the consumer’s experience in s-commerce, which influences their de-
sire to repurchase. Customers will retain memories of their experiences with products or
services. Enhanced customer experience increases the likelihood of repurchase [11].

There are some studies on repurchase intention in s-commerce, such as [17,36,37].
Specifically, reference [36] examines the factors affecting customers’ continuous intentions
towards social commerce and its underpinning mechanisms. Furthermore, reference [36],
grounded in motivation theory, highlights perceived usefulness and perceived enjoyment
as the driving forces underpinning customers’ sustained desire to participate in s-commerce.
Yet, the research referenced in [36] failed to comprehensively analyze the variables influenc-
ing customers’ ongoing intentions toward s-commerce, nor did it draw on other theoretical
frameworks to elucidate consumers’ repurchase intention in s-commerce. Reference [17]
examines the stimulus—organism-response theory to develop a consumer repurchase de-
cision model within the s-commerce context, analyzing how social commerce attributes
(interactivity, recommendations, and feedback) affect perceived value (utilitarian and he-
donic) and consumers’ repurchase intentions. However, the study cited in [17] also did
not thoroughly examine the factors affecting users’ continuous intentions on s-commerce,
nor did it explore various theoretical frameworks to clarify users’ repurchase intentions in
s-commerce. Reference [37] addresses the impact of s-commerce attributes on repurchase in-
tention, employing the stimulus-organism-response theory. The study concentrates on four
essential platform attributes: content informativeness, service quality, website appeal, and
conventional word-of-mouth communication. These factors serve as stimuli that influence
client engagement (the organism component), eventually impacting intentions to make
repeat purchases (the response component). Nevertheless, the research referenced in [37]
also failed to comprehensively investigate the determinants influencing users’ sustained
intentions in s-commerce, nor did it analyze diverse theoretical frameworks to elucidate
users’ repurchase intentions in s-commerce.

To sum up, the studies mentioned above do not include systematic reviews that ex-
plicitly examine repurchase intention in s-commerce. Furthermore, some priors include
systematic reviews, but they address only one of the two aspects: repurchase intention
(e.g., [6,29,30]) and s-commerce (e.g., [5,7,15,31]). Thus, it is crucial to address current short-
comings in the literature by systematically reviewing repurchase intention in s-commerce.

3. Methodology

The present investigation employed a systematic literature review (SLR) methodology,
following the PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-
Analyses) framework as outlined by [38,39] (see Supplementary Materials). PRISMA is
a collection of recommendations established for systematic literature reviews and meta-
analyses [5]. The SLR method may “reduce researcher bias concerning the inclusion or
exclusion of research and transparently delineate how and to what extent the review
was conducted” [38,40]. This approach is most efficacious when examining an extensive
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corpus of published work, particularly peer-reviewed scholarly publications, to guarantee
transparent, comprehensive, and precise reporting [41]. The initial four-step diagram was
created by [38]. Subsequently, the criteria were revised in the PRISMA 2020 guidelines.
The diagram in Figure 1 illustrates the sequence of the SLR methodology employed in

the study.
é # of records identified
S WOS (n=149)
£ Scopus (n=28)
< Total (n =177)
> # of duplicated excluded (n=17)
. A J
0 # of “Records screened after
% duplicated excluded”
[
& n=160 # of “conference paper” excluded
L # of articles that weren't written in
English and weren't full-text free
Y access were excluded
n=120
;E # of “articles assessed for eligibility”
%
& n=40
L # of articles excluded subsequent to
o content analysis
A J
n=13
@ # of studies included in SLR
=
k= n=27

Figure 1. PRISMA flow diagram for the systematic literature review (SLR) (# indicates the number of
records at each stage).

Identification stage: The database was searched methodically using the Web of Science
(WOS) and Scopus databases to obtain relevant academic articles. It was decided that
WOS and Scopus would be the best databases to use for the study, as they have a more
comprehensive index and a larger number of citations [42]. Likewise, WOS and Scopus
were chosen because they are the two most significant interdisciplinary, peer-reviewed
indexing platforms that comprehensively cover high-impact publications in information
systems, management, and s-commerce. This decision aligns with the database selection
criteria employed in prior systematic studies [31,36]. Although databases such as IEEE
Xplore, ScienceDirect, and ProQuest provide pertinent resources, they primarily focus on
conference proceedings, practical publications, or unpublished material, which fall outside
the empirical and journal-centric parameters of this study. Nonetheless, their omission is
recognized as a constraint that may limit comprehensiveness [40].

The identification process started with a targeted keyword search approach designed
to describe the core topics of the investigation. The criteria utilized included “repurchase
intention” and “social commerce”. Boolean operators (OR/AND) were used both inside
and among clusters to guarantee thorough coverage. In Scopus, searches were restricted to
the Title, Abstract, and Keywords fields, while in WOS, the Topic field (Title, Abstract, Au-
thor Keywords, and Keywords Plus) was used. All database configurations, search phrases,
and retrieval dates were recorded in a search protocol log to guarantee precise repeatability.
The methodology and documentation strategy adhered to exemplary practices derived
from systematic reviews [40].
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Moreover, to ensure both comprehensiveness and conceptual precision, the search
strategy primarily focused on the construct of repurchase intention within the s-commerce
context. The Boolean query included the core keywords “repurchase intention” and
“social commerce,” applied across the title, abstract, and keyword fields in the selected
databases. Although conceptually related constructs such as continuous purchase intention,
continuance intention, and loyalty intention appear frequently in prior literature, these
terms were not used as primary search keywords because they represent broader or partially
overlapping behavioral constructs. Nevertheless, these constructs were carefully considered
during the screening and eligibility stages when they explicitly referred to repeat purchasing
behavior. This approach was adopted to maintain construct specificity while avoiding
overly narrow definitions that might lead to the omission of relevant studies. During the
full-text evaluation process, studies were retained only when the outcome variable clearly
reflected repeated transactional behavior in an s-commerce environment. Table 1 shows
the search strategy and filtering conditions in the WOS and Scopus databases.

Table 1. Search strategy and filtering conditions.

Database Search Fields Boolean Query Structure
Topic (Title, Abstract, TS = (“repurchase
Web of Science Author Keywords, intention” AND “social
Keywords Plus) commerce”)
Scopus TITLE-ABS-KEY (“repurchase intention

AND “social commerce”)

These terms were selected to ensure a comprehensive review of the research domain.
Additionally, there is no time restriction on the publication year of the articles, allow-
ing the examination of all research on the relevant topic [43]. The search took place on
14 January 2026. A total of 177 works were produced during the identifying phase. The
findings indicate that, despite extensive scholarly examination of repurchase intention and
s-commerce, research specifically addressing repurchase intention within the context of
s-commerce remains scarce.

Screening stage: Following the retrieval of data in the identification phase, a screening
procedure was implemented to remove duplicates. Seventeen duplicate records were
eliminated. After establishing the selection procedure for the articles to be examined in the
research, inclusion and exclusion criteria were determined. During the selection of works
for the review process, research that fulfilled the inclusion criteria and did not violate the
exclusion criteria was retained. The inclusion criteria for the research were established
as (1) publications published in peer-reviewed scientific journals, (2) studies written in
English, and (3) works having full-text access. Conversely, (1) conference papers, books,
chapters, and reviews, (2) works published in languages other than English, and (3) works
not accessible in full text were omitted from the research. The screening step yielded
40 studies for the eligibility phase based on these criteria.

Eligibility stage: During the eligibility step, these forty studies were transferred to an
Excel spreadsheet for content analysis. The research was evaluated based on its objective of
investigating repurchase intentions in s-commerce. The eligibility step led to the exclusion
of 13 studies. 13 studies were excluded due to conceptual mismatch with the focus on
repurchase intention in s-commerce, non-social commerce context, non-empirical studies,
or access limitations. The exclusion of 13 papers is summarized in Table 2. In accordance
with these criteria, the eligibility stage led to the selection of 27 studies for inclusion in the
review. On the other side, because this study focuses on conceptual and methodological
synthesis rather than effect-size aggregation, a formal risk-of-bias scoring framework
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was not applied. Instead, methodological quality was indirectly addressed through strict

inclusion criteria (peer-reviewed empirical studies, full-text availability, and relevance

to repurchase intention in s-commerce), consistent with conceptual systematic review

practices [41].

Table 2. Reasons for exclusion of 13 papers at the eligibility stage.

Exclusion Category Description Paper/Reference
Conceptual mismatch Studies without an explicit focus on

with }I?esearch focus repurchase intention in [44-47]

social commerce
Non-social commerce Studies conducted in a non-social [48-52]
context commerce context
Non-empirical studies Literature reviews or conceptual [10]
p papers without empirical analysis
Access limitations Assessment not possible due to [53-55]

restricted access

Included stage: This step yielded 27 studies for final review and analysis. These arti-

cles cover livestream commerce because they connect to social media networks. Given the

evolving nature of digital commerce, livestream commerce was included when conducted

within social media environments that enable interaction between sellers and consumers.

Conceptually, s-commerce is defined as commercial activities embedded in social media

platforms involving social interaction and user-generated content. Operationally, studies

were retained only when the social platform served as the primary context for communica-

tion and transaction-related behavior [15]. This review also examines studies on behavioral

and s-commerce intentions as part of research on repurchase intentions following purchase,

given the limited available studies in this area. These papers are listed in Table 3.

Table 3. List of chosen publications.

No Author, Year Reference
1 Al-Adwan, 2019 [56]
2 Al-Adwan & Kokash, 2019 [57]
3 Alotaibi & Aloud, 2023 [58]
4 Chen & Yang, 2023 [59]
5 Guo & Li, 2022 [17]
6 Herzallah et al., 2025 [37]
7 Hossain et al., 2020 [60]
8 Hossain et al., 2023 [61]
9 Hu et al., 2022 [36]
10 Hussain et al., 2021 [62]
11 Khoa, 2025 [63]
12 Mendoza-Tello et al., 2018 [64]
13 Micik et al., 2025 [65]
14 Molinillo et al., 2018 [66]
15 Molinillo et al., 2020 [67]
16 Molinillo et al., 2021 [68]
17 Shahbaz et al., 2020 [69]
18 Tohari et al., 2025 [70]
19 Tuncer, 2021 [71]
20 Utami et al., 2025 [72]
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Table 3. Cont.

No Author, Year Reference
21 Ventre et al., 2021 [73]
22 Wang et al., 2020 [74]
23 Wang & Lee, 2023 [75]
24 Wiese, 2025 [76]
25 Wu & Huang, 2023 [31]
26 Yang, 2021 [77]
27 Zhou & Tong, 2022 [78]

4. Results and Discussion

This systematic review analyzes studies relevant to the proposed research questions.
The synthesis of 27 empirical articles offers a comprehensive understanding of repurchase
intention in s-commerce. Regarding RQ1, publication trends show increasing scholarly
attention in recent years. For RQ?2, trust, social factors, user experience, perceived value, and
social commerce features emerge as the most influential determinants. Concerning RQ3, the
SOR and TAM frameworks are the most frequently applied theoretical foundations, while
RQ4 shows that PLS-SEM is the dominant analytical technique. Although methodological
approaches are largely consistent, differences in construct operationalization and research
contexts contribute to variations in empirical findings.

4.1. How Are the Current Studies of Repurchase Intention in S-Commerce? (RQ1)
4.1.1. Number of Articles Published by Year Related to Repurchase Intention in S-Commerce

Figure 2 illustrates the annual number of articles on repurchase intention in s-
commerce, based on a dataset of 27 articles from 2018 to 2025. The results revealed
that, overall, there has been growth (except for 2024, when no publications related to the
research topic were recorded), with notable increases in 2021 and 2025, which saw six
publications. The increase in publications after 2020 is in relation to the rapid growth of
s-commerce during the COVID-19 period. In addition, the peak years reflect increasing
academic interest in post-adoption behaviors, particularly repurchase intention in emerging
digital commerce environments.

N

5
+
9
2
i
)
2018 2019 2020 2021 2022 2023 2024 2025

Figure 2. Distribution of publications by year (2018-2025).

4.1.2. Source Title for Publications Related to Repurchase Intention in S-Commerce

The top 10 sources titles relevant to this study are shown in Table 4. The most
influential and highest cited journal in the field of repurchase intention in s-commerce
is the Journal of Theoretical and Applied Electronic Commerce Research, with 6 articles and
328 citations. The second-ranked influential and cited journal is the Journal of Retailing
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and Consumer Services, with 1 article and 209 citations. On the other hand, Sustainability
placed second in terms of the quantity of articles published, with 3 publications. However,
it ranked sixth in terms of impact and citations, with 93 citations. Likewise, Frontiers in
Psychology ranked third regarding the number of articles published, with two publications.
It placed seventh regarding influence and citations, with a total of 71 citations.

Table 4. Top 10 source titles for publications on repurchase intention in s-commerce.

Rank Source Title Article Total Citations
1 Journal of Theoretical and Applied Electronic 6 308
Commerce Research
2 Journal of Retailing and Consumer Services 1 209
3 Computers in Human Behavior 1 205
4 Technology in Society 1 112
5 IEEE Access 1 96
6 Sustainability 3 93
7 Frontiers in Psychology 2 71
Interdisciplinary Journal of Information, Knowledge,
8 1 56
and Management
9 Information Technology and People 1 55
10 Internet Research 1 35
4.2. What Are the Main Factors Influencing Consumers’ Repurchase Intention in S-Commerce? (RQ2)
Table 5 shows the main factors influencing consumers’ repurchase intention in s-
commerce. As shown in Table 5, the SLR of 27 studies reveals that 16 key factors significantly
influence repurchase intention in s-commerce. The factors most frequently used rank
highest in decreasing order in the data. In addition, to improve conceptual clarity, this study
distinguishes between s-commerce features and social factors. S-commerce features refer to
platform-level technological and functional characteristics (e.g., reviews, recommendations,
communication tools, and community functions) that enable interaction and information
exchange. In contrast, social factors refer to interpersonal and relational mechanisms
emerging from user interactions, including social support, social presence, and relationship
quality. This discussion will focus on the top five elements widely used in the development
of research models.
Table 5. The main factors influencing consumers’ repurchase intention in s-commerce.
No Factors Reference Count
Trust (including influencer trust, source credibility,
1 perceived trust, community trust, trust in the seller, trust in [31,56,57,59,60,63— 16
the social media platform, trust in livestreamers, trust in a 65,67,69-71,73,75,77,78]
product, trust in peers, and emotional trust)
5 .SOClal fa'ctors (mC@udmg social support: emot.lonal a'nd [36,57,60,61,64-66,73] 9
informational, social presence, and relationship quality)
3 User experience (including flow experience, immersion, and [56,59,65-67,71,72] -
personal experience)
Perceived value (including functional value, hedonic value,
4 perceived enjoyment, price, social value, and perceived [17,31,36,68,70,75,78] 7

emotional value)
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Table 5. Cont.

No Factors Reference Count
Social commerce features (including communication via
5 short message, social advertising, reviews and ratings, [17,37,57,62,65,73] 6
referrals and recommendations, communities and forums)
6 Customer‘engagement (including affec’gve commitment, [37,60,67,69,72] 5
influencer attachment, commitment)
System and Service Quality (including service quality,
7 website quality, content quality, and [37,66,67,72] 4
content informativeness)
8 Perceived usefulness [36,56,58,64] 4
9 Satisfaction (including sa.tlsfact.lon, economic satisfaction, [60,74,76] 3
and social satisfaction)

10 Interactivity /social interaction [17,61,77] 3
11 Perceived ease of use [56,58] 2
12 Familiarity [56,57] 2
13 Social networking sites [57,58] 2
14 Product Quality/Product [70,78] 2
15 Rewards and recognition/promotion [68,78] 2
16 Word of Mouth [37,70] 2

Trust, encompassing consumers’ trust, influencer trust, source credibility, perceived
trust, community trust, seller trust, social media platform trust, livestreamer trust, product
trust, peer trust, and emotional trust, is identified as the primary factor frequently uti-
lized in the formulation of research models, as referenced in 16 papers. The second most
prevalent element in the study is social factors, including social support (emotional and
informational), social presence, and relationship quality, as referred to in 9 papers. This
aligns with earlier studies by [57,60,65,72], which have shown that trust and social factors
are key components in developing a research model for repurchase intention in s-commerce.
The third factor is user experience, including flow, immersion, and personal experience,
and is supported by 7 studies. This data is consistent with the results of other studies
by [65,66,72], which identified user experience as a significant factor in fostering repur-
chase behavior in s-commerce. Also, equally third-ranked is perceived value (comprising
functional value, hedonic value, perceived enjoyment, price, social value, and perceived
emotional value), as referenced in 7 papers. The fifth rank is social commerce features
(encompassing communication through short messages, social advertising, reviews and
ratings, referrals and recommendations, communities, and forums), which is referenced in
6 papers. The results align with the study performed by [17], which highlighted perceived
value and social commerce attributes as major factors in promoting repurchase behavior
in s-commerce.

Based on the systematic synthesis of the 27 selected studies, the determinants of
repurchase intention in s-commerce can be grouped into five conceptual themes. Through
cross-study comparison, the extracted constructs were consolidated into trust-related
factors, social-related factors, experience-related factors, value-related factors and platform
feature-related factors. This thematic classification enables evaluation of the consistency,
strength, and direction of empirical evidence across prior studies.

Trust-related factors (Robust evidence): Trust-related constructs represent the most
consistently supported determinants of repurchase intention. The majority of the reviewed
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studies report a strong positive relationship between trust (e.g., trust in sellers, platforms,
or communities) and repurchase intention. The effect’s direction is consistent across
several study settings and analytical techniques, suggesting strong empirical evidence.
This consistency implies that in s-commerce contexts, trust is fundamental to lowering
uncertainty and enhancing enduring transactional relationships.

Social-related factors (Strong but context-dependent evidence): Social-related con-
structs, including social support (emotional and informational), social presence, and re-
lationship quality, also demonstrate generally positive relationships with repurchase in-
tention. Nevertheless, in contrast to trust-related characteristics, the extent of the impacts
differs across research, mostly owing to variations in platform types and the operational-
ization of social constructs. Although the general trend is favourable, the data is robust but
fairly varied, suggesting contextual sensitivity.

Experience-related factors (Moderately consistent evidence): Experience-related vari-
ables, including flow experience, immersion, and personal experience, show moderately
consistent positive effects on repurchase intention. Several studies highlight the importance
of emotional engagement and interactive experiences in influencing repeat purchasing
behavior. Nevertheless, the number of studies examining experiential constructs remains
smaller compared to trust and social themes, suggesting that the empirical support is
moderate rather than fully robust.

Value-related factors (Moderate evidence with variation in operationalization): Per-
ceived value, comprising functional value, hedonic value, perceived enjoyment, price value,
social value, and emotional value, generally shows a positive influence on repurchase inten-
tion. However, variations in how value constructs are operationalized lead to differences in
effect magnitude. Overall, the evidence is moderately consistent, suggesting the need for
improved conceptual and measurement consistency in future studies.

Platform feature-related factors (Limited and heterogeneous evidence): Platform fea-
tures include communication via short messages, social advertising, reviews and ratings,
referrals and recommendations, and communities and forums. While some studies report
significant positive effects, others find indirect or weaker relationships. These inconsisten-
cies may stem from differences in platform characteristics and research models. Therefore,
compared to other themes, the empirical support for platform-related factors is relatively
limited and context-dependent.

Although several determinants appear consistently across studies, how they operate
differs significantly. For example, trust is measured at different targets (e.g., seller, platform,
influencer, or community), while perceived value is conceptualized using different combi-
nations of functional, hedonic, social, and emotional dimensions. Similarly, social-related
constructs are operationalized through social support, social presence, or relationship
quality. These variations in measurement contribute to heterogeneity in empirical findings
and highlight the need for more standardized construct definitions in future research.

Furthermore, to move beyond frequency-based reporting of determinants, this study
further synthesizes the extracted factors using the SOR framework to explain the underlying
mechanism of repurchase intention formation in s-commerce. Specifically, platform-related
characteristics and social interaction elements are conceptualized as stimuli, representing
external environmental cues such as social support, reviews and ratings, interactivity, and
system quality. These stimuli influence consumers’ internal psychological and experiential
states, conceptualized as the organism, including trust, perceived value, user experience,
and satisfaction. These internal states subsequently shape the response, namely, consumers’
repurchase intention. This integrative structure enables a clearer interpretation of cross-
study findings by explaining why trust and perceived value consistently demonstrate
strong effects across different contexts. Moreover, variations in empirical results may be
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attributed to differences in construct operationalization and contextual factors such as
platform types and cultural settings.

On the other hand, although prior studies typically analyze determinants in isolation,
cross-study synthesis reveals dominant causal pathways. In s-commerce contexts, platform
attributes, such as reviews, interactivity, recommendations, and community functions,
along with social interaction mechanisms, function as environmental stimuli that activate
internal organism states, including trust, perceived value, experiential immersion, and
satisfaction, which in turn shape repurchase intention. Trust plays a pivotal mediating
role within this structure. Unlike traditional e-commerce, where trust is largely institution-
based and grounded in security and privacy safeguards, trust in s-commerce is socially
constructed and relationally transferred among sellers, influencers, peer communities,
and platforms. This multi-layered trust formation explains its consistently strong empir-
ical impact. Moreover, social interaction operates through informational and normative
mechanisms: social support reduces uncertainty, while social presence and community
engagement strengthen identification and relational attachment. Consequently, repurchase
intention in s-commerce is not merely a rational post-evaluation outcome but a socially
embedded behavioral intention shaped by collective interaction and community dynamics.
In addition, this mechanism differs structurally from traditional e-commerce models, which
emphasize perceived usefulness, system quality, and transactional satisfaction as primary
drivers. In contrast, s-commerce integrates technological, relational, and experiential mech-
anisms simultaneously. Therefore, repurchase intention formation in s-commerce can be
conceptualized as a socially mediated post-adoption process rather than a purely individual
cognitive evaluation.

4.3. Which Theoretical Foundations Are Used to Examine Repurchase Intention in S-Commerce? (RQ3)

Table 6 presents the primary theoretical foundations employed to examine repur-
chase intention in s-commerce. Table 6 illustrates that the SLR revealed 16 theories among
27 articles. The SOR framework, which cites 5 sources, is the most theoretically significant
framework regarding repurchase intention in s-commerce. The second-most theoretically
significant associated repurchase intention in s-commerce is TAM theory, which cites
4 sources. The third-most theoretically significant linked repurchase intention in s-
commerce encompasses four theories, each cited in 2 sources: the TPB, social exchange
theory, social support theory, and trust transfer theory.

On the other side, the SOR model and the TAM theory emerge as the most frequently
applied theories, indicating general theoretical consistency. Other theories are used less
often and mainly play complementary roles. However, variation in theory integration across
studies suggests the need for more unified theoretical development in future research.

Additionally, the systematically reviewed literature indicates diversity in theoretical
interpretations of repurchase intention within s-commerce. The SOR framework elucidates
the psychological transformation process, in which social and platform-related stimuli
affect customers’ internal evaluations (e.g., trust, satisfaction, and perceived value), which
in turn drive behavioural reactions. TAM, conversely, underscores system-related per-
ceptions, including perceived utility and perceived ease of use, highlighting the technical
factors influencing continuing behaviour. The TPB examines repurchase intentions via a
behavioural choice lens, integrating attitudes, subjective norms, and perceived behavioural
control to elucidate the impact of individual and societal assessments on post-purchase
intentions. These models are complementary since they elucidate distinct explanatory
dimensions of s-commerce behaviour.
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Table 6. The main theoretical foundations for examining repurchase intention in s-commerce.

No Theory/Framework Reference Count
1 Sﬁm‘ggg%j;ﬁgﬁip onse [17,31,37,68,71] 5
2 Ted‘?;’é‘;%i’ (Z‘chii}i)tame [56,58,64,78] 4
3 Theory of Planned Behaviour (TPB) [56,58] 2
4 Social exchange theory [66,69] 2
5 Social support theory [67,73] 2
6 Trust transfer theory [73,75] 2
7 Social-technical theory [56] 1
8 Attachment theory [59] 1
9 Motivation theory [36] 1
10 Unified theory of acceptance and [63] 1

use of technology (UTAUT)
11 Signaling theory [63] 1
12 Generational cohort theory [65] 1
13 Social identity theory [67] 1
14 Attribution theory [69] 1
15 Social power theory [74] 1
16 Reference group theory [76] 1

Moreover, several theoretical viewpoints remain inadequately examined. Post-

adoption frameworks, such as the expectation-confirmation model (ECM), are especially

essential for continued behaviour, but they are rarely used. Likewise, relational marketing

theory, which highlights processes of long-term connection, is rarely used. Subsequent re-
search should, therefore, use integrated frameworks that merge SOR with TAM or UTAUT
while also including relational marketing theory and ECM.

4.4. What Are the Primary Measuring Methods Used to Analyze Repurchase Intention in

S-Commerce? (RQ4)

Table 7 presents the primary measurement methods used to analyze repurchase

intention in s-commerce. This SLR identified various approaches to assessing repurchase

intention in s-commerce and juxtaposed them with established methodologies from other

studies, as illustrated in Table 7.

Table 7. The primary measurement methods used to analyze repurchase intention in s-commerce.

No Methods Reference Count
1 PLS-SEM (Partla.l least squtares—Structural [36,37,56-60,63,64,66-73,75] 19
equation modeling)
2 CB-SEM (Covariance-based SEM) [31,61,65,74,76] 5
PLS-SEM and fuzzy sets qualitative
3 comparative analysis (fsQCA) (62,771 2
4 Linear multiple regression [78] 1
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According to the measurement methods presented in Table 7, 19 papers examine
techniques for assessing repurchase intention in s-commerce with the PLS-SEM approach.
PLS-SEM is identified as the predominant method for assessing repurchase intention in
s-commerce, followed by CB-SEM, which cites 5 references. The subsequent method
integrates PLS-SEM and fsQCA to assess repurchase intention in s-commerce, which cites
2 references. Additionally, the final rank for assessing repurchase intention in s-commerce
is linear multiple regression, which cites 1 reference.

In terms of measurement approaches, the reviewed studies were grouped according
to the analytical techniques used to assess repurchase intention in s-commerce. PLS-SEM
emerges as the predominant method, suggesting strong methodological alignment across
studies, particularly for complex and exploratory research designs. CB-SEM is used in a
smaller number of studies, mainly for theory confirmation. A limited number of studies
adopt alternative or hybrid techniques, including the integration of PLS-SEM with fsQCA
or the use of regression analysis, indicating growing methodological diversity. Differences
in analytical methods may explain variations in empirical findings, given their distinct
hypotheses and analytical frameworks. This methodological heterogeneity emphasizes
the importance of selecting appropriate techniques consistent with research objectives and
data structure. In addition, PLS-SEM emphasizes prediction-oriented analysis, making it
appropriate for identifying key determinants of repurchase intention. However, compared
with CB-SEM, PLS-SEM places less emphasis on global model fit evaluation, which may
limit theory confirmation. Furthermore, most existing studies rely on cross-sectional ques-
tionnaire data combined with SEM techniques, while longitudinal designs, experimental
approaches, and secondary behavioral data remain limited. This methodological concentra-
tion may restrict causal interpretation and dynamic analysis of repurchase behavior. Future
research is therefore encouraged to adopt more diverse research designs to improve the
robustness of measurement approaches.

In short, despite the generally consistent evidence regarding several key determinants
of repurchase intention in s-commerce, the present systematic review also reveals noticeable
heterogeneity across the included studies. Although several determinants, particularly
trust, demonstrate relatively consistent positive effects, notable variations emerge in the
direction, strength, and statistical significance of other relationships across the included
studies. These inconsistencies can be explained by several aspects. First, methodological
differences play an important role, as studies employ diverse analytical approaches (e.g.,
PLS-SEM, CB-SEM, regression, and hybrid methods), which differ in their hypotheses,
predictive orientation, and model complexity. Second, construct operationalization varies
considerably across studies; multidimensional constructs such as perceived value and social
support are measured using different indicators, leading to variation in effect sizes. Third,
contextual differences, including platform types (e.g., livestream commerce vs. general
social commerce), cultural settings, and sample characteristics, may influence consumer
behavior patterns and thus empirical outcomes. Fourth, the theoretical model differs across
studies, with some adopting single-theory frameworks while others integrate multiple the-
ories, resulting in differences in explanatory scope. These sources of heterogeneity suggest
that, while certain determinants such as trust demonstrate robust and consistent effects,
other relationships remain context-dependent. Future research is therefore encouraged to
adopt more standardized measurement approaches and clearer theoretical integration to
improve comparability across studies.
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5. Contributions of the Research
5.1. Theoretical Contributions

Although there is an expanding body of research on s-commerce, systematic reviews
that specifically address repurchase intention in this context are still limited in terms of
analytical integration and scope. Numerous prior evaluations have provided important
insights into s-commerce behaviour. For example, reference [14] investigated the deter-
minants of repurchase intention. However, their synthesis predominantly focused on
influencing factors without systematically integrating theoretical. Similarly, reference [19]
offered a comprehensive examination of s-commerce research trends, but they did not
concentrate on repurchase intentions in s-commerce. Other literature evaluations, including
those conducted by [5], focused on s-commerce in Europe, excluding the topic of repurchase
intention, while reference [10] concentrated on impulse purchasing behaviour rather than
repurchase intention.

To clarify the positioning of the present study relative to existing systematic reviews,
Table 8 compares prior studies in terms of research scope, retrieval coverage, and ana-
lytical dimensions. Unlike earlier reviews, the present study concentrates specifically on
repurchase intention in s-commerce. It adopts a triple-integrated analytical framework,
synthesizing determinants, theoretical foundations, and methodological approaches si-
multaneously. This structured integration provides a more comprehensive perspective on
repurchase intention formation in s-commerce environments.

Table 8. Comparison between the present study and existing systematic literature reviews.

Data Scope/ Analytical Limitations
Study Research Focus . pe Snatyt Key Contribution Compared to
Retrieval Period Dimensions .
This Study
Determinants of Early stage Identlﬁe.s general Does not
repurchase determinants of .
[14] repurchase . S Factors systematically
intention intention literature repurchase integrate theory
(2018-2023) intention
PrOWd?S a Not focused
General foundational .
Broad conceptual Themes/research - specifically on
[19] s-commerce overview of
coverage trends repurchase
research s-commerce ) .
. intention
literature
. . Highlights NOt. focused
S-commerce in Regional focus . specifically on
[5] Conceptual themes regional research
Europe (Europe) directi repurchase
irections . .
intention
Explains impulse Not focused
[10] Impulse buying in ~ Behavioral focus  Factors/behavioral P urchasirlz specifically on
s-commerce (impulse buying) constructs P 18 repurchase
mechanisms - .
intention
Integrated Provides a
Repurchase Empirical studies s nthesisg of factors structured triple
This study (2026) intention in from WOS and Y ! integration

s-commerce

Scopus (2018-2025)

theories, and
methodologies

framework and
updated synthesis

Using the systematic literature review (SLR) technique, this study makes a substantial

addition to the expanding corpus of research on repurchase intention in s-commerce. A
total of 177 publications were discovered in the databases (WOS and Scopus) without
constraints on the publication year, enabling the evaluation of all relevant research on
the subject. After screening, eligibility for evaluation was based on the study’s objective;
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27 papers were ultimately found for systematic review and analysis. 27 articles were chosen
from research published between 2018 and 2025, offering a thorough and current coverage
of the area.

One key theoretical contribution of this study lies in identifying 16 major determinants
of repurchase intention in s-commerce. Among these, trust, social influence, user experi-
ence, perceived value, and social commerce characteristics emerge as the most frequently
examined drivers. This synthesis provides a structured foundation for future research in
selecting and extending determinant variables of repurchase intention in s-commerce.

Moreover, the SLR’s results revealed 16 theoretical foundations used in this domain,
with the SOR framework and the TAM theory being the two most prevalent. These results
provide future studies in this domain with a range of theories to consider when selecting
or integrating theoretical lenses in future repurchase intention research.

In addition, the review synthesizes four primary methodological approaches, with
PLS-SEM emerging as the dominant analytical technique due to its suitability for complex
structural models and exploratory contexts. This methodological synthesis helps future
researchers better understand prevailing empirical strategies in the domain.

Finally, this study contributes by organizing fragmented findings into an integrated
structure that simultaneously covers determinants, theoretical foundations, and method-
ological trends. This integrated perspective provides a comprehensive and updated
overview of repurchase intention research in s-commerce.

5.2. Practical Contributions

The results of this research offer useful insights for professionals and managers. By
focusing on key factors that drive repurchase intention in s-commerce, specifically trust,
social influences, user experience, perceived value and social commerce characteristics,
professionals and managers can significantly influence customers’ desire to make repeat
purchases through their marketing programs.

6. Conclusions

The purpose of this study is to provide a comprehensive assessment of the existing
literature on repurchase intention in s-commerce, using the SLR approach and following
the PRISMA procedure. The databases (WOS and Scopus) returned a total of 177 articles on
repurchase intention in s-commerce, with no publication-year restrictions. The approach
allowed all important studies on the subject to be evaluated. After screening, eligibility for
evaluation was based on the study’s objective; in the end, 27 works were chosen for a thor-
ough review and analysis. Following a review of the relevant literature, the study identifies
16 major factors that determine repurchase intention in s-commerce, with the 5 most impor-
tant being trust, social influences, user experience, perceived value, and social commerce
features. Furthermore, the research identified 16 theoretical foundations used to investigate
repurchase intentions in s-commerce. The SOR framework and TAM theory were the key
theories used to examine repurchase intentions in s-commerce in this systematic review.
Furthermore, the data indicated that PLS-SEM is the predominant measurement method,
despite the use of other methods in this area in the systematic review.

In the end, many limitations must be acknowledged when evaluating the study’s
conclusions. This research cannot analyze articles from databases outside WOS and Scopus.
While the WOS and Scopus databases are prominent and comprehensive, they may not
include all pertinent research related to repurchase intention in s-commerce. Furthermore,
the inability to examine publications published in languages other than English may result
in the omission of significant research. Omitting conference proceedings, books, chapters,
and reviews may lead to the neglect of significant ideas. The present investigation excluded
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unavailable full-text papers, possibly overlooking substantial information. Additionally,
the present study synthesizes key determinants, theoretical foundations, and measurement
approaches; however, it does not employ a quantitative meta-analysis. Future research is
encouraged to apply meta-analytic techniques to estimate pooled effect sizes, examine het-
erogeneity across studies, and strengthen the statistical rigor of the synthesized findings. In
addition, this study did not perform a formal assessment of the overall certainty or strength
of evidence across the 27 included studies (e.g., risk-of-bias evaluation or evidence-grading
frameworks). Future systematic reviews are encouraged to incorporate standardized tools
to assess evidence quality and enhance the reliability of synthesized conclusions.

Supplementary Materials: The following supporting information can be downloaded at: https:
/ /www.mdpi.com/article/10.3390/jtaer21030088/s1; Table S1: PRISMA checklist.
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Abbreviations

The following abbreviations are used in this manuscript:

PRISMA  Preferred Reporting Items for Systematic Reviews and Meta-Analyses

RQ Research question

SOR Stimulus-organism-response
TAM Technology acceptance model
TPB Theory of Planned Behaviour

UTAUT  Unified theory of acceptance and use of technology
PLS-SEM  Partial least squares structural equation modeling
CB-SEM  Covariance-based structural equation modeling

fsQCA Fuzzy sets qualitative comparative analysis
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