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Abstract:  Blibli is one of the e-commerce companies in Indonesia which was founded in 2011 and is growing rapidly. Even though 

Blibli is quite popular, there is still competition from competitors such as Shopee, Tokopedia and others. 

This study aims to find factors that influence Repurchase Intention through Customer Satisfaction of Blibli customers, especially in 
Medan. This research is useful for the E-commerce industry, especially for making a consumer satisfied with a service provided so that the e-

commerce business can survive in the market in the long term. 

This research is causal with a quantitative method using Amos 22.0 software to help process primary data from 100 Blibli customers in 

Medan which were collected using the Snowball Sampling technique. 
In this study it was found that the intention to repurchase a product can occur when the customer is satisfied which is most influenced 

in the greatest order by Quality, Popularity, Innovation and Perceived Value. Customers have a good perception of Quality and Popularity where 

these variables have a significant influence such as the quality of the Blibli website which is attractive and easy to understand and the famous 

Brand Ambassador who becomes the Blibli Icon makes Blibli's name increasingly known by the public. The Innovation and Perceived Value 
variables are insignificant but still positive, so Blibli needs to maintain what they have done in this variable. 
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I. INTRODUCTION 

Along with the times and advances in technology accompanied by business competition in the era of globalization, 

especially in 2022, this makes entrepreneurs have to continue to improve all important aspects of their company which aims to 

develop the company so that it can compete even more optimally and get maximum benefits for his company with the development 

of the digital era, indirectly creating a business-to-consumer type marketing system, or more commonly known as the B2C model in 

e-commerce, has entered the Indonesian market and has developed quite well. 

This is supported by the development of internet use in Indonesia according to APJII data (2019) which states that there 

are 196.7 million internet users with a population of 266.9 million people with a composition of 92.2 million (62%) workers or 

entrepreneurs, 33 million (16.6%) ) housewives, 18.3 million (7.8%) students, 13 million (6.3%) students, and 2.5 million (0.6%) 

others. And also the level of 37.7 million people (8.5%) has the main reason to access the internet to do business, trade, and search 

for goods online 

The development of e-commerce in Indonesia is also an important concern. According to Andy Boediman, Managing 

Partner of Venture Capital Ideasource, only 0.7% of the retail market has switched from online to e-commerce. Strategic steps have 

also been taken by the Ministry of Communication and Informatics to continue the construction of the Palapa Ring, a fiber optic 
development program that reaches remote areas. 

Today's society, to be precise in 2022, especially students who are intellectuals and of course inseparable from internet 

technology, including e-commerce in lecture activities and other things that support their activities. The presence of the internet is 

very helpful for all student activities to be completed more quickly. Thus students are required to be able to understand and 

comprehend knowledge in the internet field. By understanding students in the internet field, it is possible for students to also carry 

out online purchasing activities because the online buying and selling system also uses internet technology. Besides that, the 

fashionable life of students is also one of the reasons students make purchases online. Because by shopping online, students can easily 

find the products they want and easily find trending products. Believing in quality and satisfaction with service to consumers will 
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later make the level of interest in repurchasing by consumers will certainly increase. E-service quality is the key to customer 
satisfaction (Janda et al. 2002; Wolfinbarger and Gilly, 2003) 

 

II. LITERATURE REVIEW 

Quality 

According to Sunyoto (2012), quality is a measure to assess that an item or service has use value as expected or in other 

words an item or service is considered to have quality if it works or has use value as desired. Heizer J & Render B (2015), says that 

quality is the overall features and characteristics of a product or service that rely on its ability to satisfy promised and implied needs. 

According to Kotler P & K L Keller (2016), quality is defined as the overall characteristics and characteristics of service products 

that support the ability to satisfy needs. Its definition emphasizes customer focus. 

 

Perceived Value 

 The use of the concept of perceived value has been considered as an important prerequisite for business continuity, especially 
in fierce market competition and has been considered as the key to success for all companies (Huber et al., 2001) 

Stahl et al in Alshibly (2015) state that perceived value is the main key in the existence of the main impetus in development to 

maintain a base of loyal consumers because the initial basis is customer loyalty, because perceived value has an important role in 

perceived value in carrying out customer acquisition processes and retention. Eggert and Ulaga in Alshibly (2015) also have the 

opinion that companies can gain a competitive advantage because they have provided perceived value. 

 

Innovation 

 According to Rosli and Sidek (2013, p.2), "innovation is also seen as the process of creating an idea, developing an invention 

and ultimately introducing a new product, process or service to the market". According to Ndesaulwa and Kikula (2016, p.2), 

"innovation is described as the introduction of new or improved processes, products or services based on new scientific or 

technological knowledge and/or organizational knowledge". According to Hasan, et al. (2013, p.245), "innovation is the acceptance 

of any ideas or actions related to products, services, systems, devices, policies, or programs that are new to the adopting organization". 

Innovation is a positive change in method or technology that is useful and departs from pre-existing ways of doing things. There are 

two types of innovation, namely process innovation and product innovation. The innovation process is a change that affects the way 

output is produced, while product innovation itself has the opposite definition, namely product innovation is a change in the actual 
output of both the goods and services themselves (Bateman & Snell, 2009, p. 610). 

 

Popularity 

 Popularity means fame (Partanto, 2001:601). Popularity comes from the word popular, meaning that it is known and liked 

by many people (Poerwadar Minta, 2006: 907). In the General Indonesian Dictionary, popularity means the fame one has (Poerwadar 
Minta, 2006: 769). Popularity has the same meaning as familiarity. Familiarity means often seen or already famous. 

In the Science of Communication regarding Popularity, there is a sentence that says "He doesn't communicate what he says, he 

communicates what he is" he (the communicator) cannot tell the listener to pay attention only to what he is saying but the listener 
will also pay attention to who is saying (Riswandi , 2009:129). 

Regarding Popularity, Robert B. Zajonc (1968) has conducted research by showing facial photographs to his experimental subjects. 

He found that the more times the subject saw a certain face, the more he liked it. This research gave birth to the hypothesis "mere 

exposure" (exposure only). This hypothesis is used as a scientific basis for the importance of message repetition in influencing and 

arguing (Rahmat, 2017: 115). 

 

Customer Satisfaction 

Customer satisfaction is a feeling of pleasure or disappointment that a customer has based on a comparison between the 

reality obtained and the expectations that the customer has (Priansa, 2017, p.197). According to Hasan (2016, p.58) he explains that 

customer satisfaction is a basic function of the amount of product value (performance) that customers feel compared to customer 

expectations before use. According to Alma (2016, p.185) says that customer satisfaction is an expression of pleasure, relief or 

disappointment for customers who compare their impressions of the products and services they buy associated with the expected 
benefits. 

The creation of satisfaction can provide several benefits including the relationship between the company and its customers 

to be harmonious, improve the company's reputation, provide a good basis for repurchase, and create customer loyalty (Tjiptono, 

2015, p.76). Priansa (2017, p.196) explains that creating customer satisfaction is one of the core achievements of long-term 

profitability for the company. Satisfaction is a picture of the difference between expectations and performance. If expectations are 

high, while performance is mediocre, satisfaction will not be achieved or even generate vitality for customers. Conversely, if 

performance exceeds expectations, satisfaction will increase 

 

Repurchase Intention 

Repurchase intention online is a situation when a customer is willing and intends to engage in a future transaction. According 
to (Megantara 2016), repurchase intention is the intention of a customer to buy a product that has been purchased in the past. 

Repurchase intention is an action from a consumer to want to buy or not a product (Kotler, 2015). According to (Kotler 2015) 

in the purchasing process, purchase intention or repurchase intention is closely related to the motives it has for using or buying certain 

products. The motive for this purchase is different for each customer. Customers will choose products that contain attributes they 

believe are relevant to what they need. 

Objectives 

Identifying the influence of Quality, Perceived Value, Innovation, Popularity on Repurchase Intention through Customer Satisfaction 
on Blibli Customers in Medan.  
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Hypotheses 

H1: Quality has a significant effect on customer satisfaction. 

H2: Perceived Value has a significant effect on customer satisfaction. 

H3: Innovation has a significant effect on customer satisfaction. 

H4: Popularity has a significant effect on customer satisfaction. 

H5: Customer Satisfaction has a significant effect on Repurchase Intention. 

 

The method used in this study will refer to references that can carry out simultaneous analysis processes related to the 

multi-variable research model, namely the Structural Equation Model (SEM) using AMOS 22.0 software. This research model is 

expected to be able to explain the relationship between variables in order to understand the factors that influence Repurchase 

Intention from Blibli customers in Medan as well as make an implication that the results will approach the requirements of a 
measurement that will be described through a research design. 

Population and Sample  

 This study's population will consist of people in Medan areas who have shopped at Blibli at least 2 times in last 6 months 

since April 30, 2022. Because the population to be researched cannot be determined with certainty, non-probability sampling will 

be employed for this study. This study's overall sample size was 100 respondents who filled out the questionnaire. 

 

Data and Sources of Data 
 Primary data collection was carried out by collecting the answers of respondents who answered all indicators of the 

variables in this study with the criteria and characteristics of the respondents that were suitable for research needs and filled in 

completely until the researcher passed the selection and the data could be used in subsequent discussions. The selected questionnaire 

is a complete questionnaire as a whole, in accordance with the filling instructions, and then the selected questionnaire will be further 

processed. 

 

III. RESEARCH METHODOLOGY 

The analysis technique used in this study uses the Structural Equation Modeling (SEM) technique. According to Ghozali 

& Ratmono (2017), Structural Equation Modeling (SEM) is a multivariate technique that combines aspects of factor analysis and 

multiple regression which allows researchers at the same time to examine a series of interrelated dependency relationships between 

measured variables and latent constructs as well as between several latent constructs. other. The structural equation of this research 

is as follows: 

 

CS = α1Q + α2PV + α3I + α4P + δ1   

RI = α4CS + δ2 

 

Descriptions: 

δ = Disturbance term 

α = Regression Coefficient 

Q =  Quality 

PV = Perceived Value 

I = Innovation 

P = Popularity 

CS = Customer Satisfaction 

RI = Repurchase Intention 

 

 

a. Investigation of assumptions 

In this step the suitability of the model is evaluated, through a review of several criteria of goodness of fit. For this reason, the first 

action that must be taken is to evaluate whether the data used meets the required assumptions. The assumptions that must be met 

are as follows: 

- Sample Size 

The minimum sample size that must be met in modeling is 100 and then using a comparison of 5 observations for each 

parameter to be estimated. 

- Normality and Linearity 

This normality test needs to be carried out both for normality of single and multivariate data, where the variables are used 

simultaneously in the final analysis. Linearity test can be done by observing the scatterplots of the data. 

- Outliers 

Outliers are observations that appear with extreme values both univariately and multivariately and look very much different 

from other observations. 

- Multicollinearity and Singularity 

Multicollinearity can be detected from the determinant of the covariance matrix. A very small covariance matrix 

determinant value indicates a multicollinearity or singularity problem, whereas a large covariance matrix determinant value 

indicates that there is no multicollinearity or singularity problem in the data being analyzed. 
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b. Goodness of Fit 

To measure the "correctness" of the proposed model, it must be tested against several fit indices. The following are several suitability 

indices and their cut off values to be used in testing whether a model can be accepted or rejected. 

a. X2 - Chi square statistics 

The lower the chi-square value, the better or more satisfactory the model will be, so it is accepted based on the probability 

cut off value of p>0.05 or p>0.10. 

b. RMSEA (The Root Mean Square Error of Approximation) 

The RMSEA is defined as an index that is useful for compensating for the chi-square statistic in larger samples. The 

RMSEA value indicates the goodness-of-fit value that can be confronted if the model is estimated in the population. The 

lower the RMSEA value or close to 0.8, the better the close fit of the model based on degrees of freedom. 

c. GFI (Goodness of Fit Index) 

The higher the index value, the better it will be assessed. Non-statistical measures have values ranging from 0 (poor fit) to 

1.0 (perfect fit). A high score on this index indicates a "better fit". 

d. AGFI (Adjusted Goodness Fit Index) 

The higher the AGFI value, the better the acceptance rate. The minimum AGFI score to be accepted is a value ≥ 0.90. The 

value of 0.90-0.95 indicates an adequate level or is called adequate fit, then a value of 0.95 indicates a good level or is 

called good overall model fit. 

e. CMIN/DF 

CMIN/DF is the minimum sample discrepancy function. This indicator is usually reported as one of the indicators to 

measure the fit level of a model. CMIN/DF is a chi-square statistic, X2 is divided by DF so it is called X2-relative. The 

X2-relative value belonging to the fit category (model and data match) is <2.0 or 3.0. 

f. TLI (Tucker Lewis Index) 

The TLI is an alternative to the incremental fit index which compares a model being tested against a baseline model. The 

model reference value accepted in the very good fit category is 0.095-1. 

g. CFI (Comparative Fit Index) 

CFI has a value range of 0-1, where as it gets closer to 1, it indicates a better level of fit (very good fit). 

 

IV. RESULTS AND DISCUSSION 

4.1 Results 

1. Validity test 
The number of samples in this study were 100 respondents so that the Standard Factor Loading used was 0.40. The decision-making 

criteria for the validity test if Factor Loading ≥ 0.40, then the item statement is said to be valid. All item in this study are declared 

valid because all item have validity > 0.40. 

 

2. Reliability Test 

Based on the results of the reliability test, it shows that the results of the reliability test for all variables in this study are declared 
reliable because all item have composite reliability > 0.70. 

 

3. Data Normality Evaluation 

Based on the results of the normality test, the critical ratio (C.R) values for kurtosis and skewness of each variable are in the range of 

-2.58 and +2.58. This shows that most of the univariate normality tests are normally distributed. Because the value of 2.504 is within 
the range of 2.58, the multivariate data is consistent with normal assumptions. 

 

4. The Outliers 

The outliers test was carried out using the Mahalanobis distance criteria at the p<0.001 level. This Mahalanobis distance was evaluated 

using X2 in degrees of freedom equal to the number of variable indicators used in the study. In this study, the number of indicators 

used was 22 so that at a p level of 0.001 an X2 value of 52.6196 was obtained. So if the highest Mahalanobis Distance value is lower 

than 52.6196, it means that there are no outlier data. 

 

5. Multicollinearity or singularity  

Multicollinearity or singularity problems are indicated by the very small determinant value of the covariance matrix. If this problem 

occurs, Amos 22.0 will give a warning. According to the test results, the determinant matrix is greater than zero, which is equal to 

0.06. This value indicates that multicollinearity and singularity are not indicated by this observation.  
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6. Goodness of Fit 

Table 1 Goodness of Fit 

 

Goodness of fit 
index 

 

Criteria (cut-off value) Results Conclusion 
 

X2 – Chi Square Expected to be low 206.807 Not goodness of fit 

Significantly 
Probability 

≥ 0,05 0.000 Not goodness of fit 

RMSEA ≤ 0,08 0.078 Goodness of Fit 

GFI ≥ 0,90 0.814 Goodness of Fit 

AGFI ≥ 0,90 0.753 Marginal Fit 

CMIN/DF ≥ 0.09 1.604 Marginal Fit 

TLI ≥ 0,95 0.869 Goodness of Fit 

CFI ≥ 0,95 0.889 Goodness of Fit 

 Based on the results of Table 1, the Goodness of Fit test in this study can be stated as Goodness of Fit. This can be seen 
from the results of RMSEA, NFI, TLI, CFI, and CMIN/DF which are Goodness of Fit, then supported by AGFI and GFI values 
which are Marginal Fit. So it can be concluded that the model in this study was declared feasible and accepted so that it could be 
continued for further testing. 

1. Hypothesis Testing 

Table 2 Hypothesis Testing 

Hyphothesis Estim
ates 

C.R p-
value 

Decision 

H1: Quality has a 
significant effect on 
customer satisfaction. 

0.648 4.415 *** 
Accepted 

H2: Perceived Value has 
a significant effect on 
customer satisfaction. 

0.118 1.785 0.074 

Rejected 

H3: Innovation has a 
significant effect on 
customer satisfaction. 

0.11 0.913 0.361 

Rejected 

H4: Popularity has a 
significant effect on 
customer satisfaction. 

0.414 2.518 0.012 
Accepted 

H5: Customer 
Satisfaction has a 
significant effect on 
Repurchase Intention. 

1.089 4.901 *** 

Accepted 

 

 
 

 

Based on the table 2, by comparing the CR value above 1.96 and the P value below 0.05 from the results of data processing, 

it can be determined whether the hypothesis is accepted or not. The proposed research hypothesis can be accepted if the processed 

data shows a value that meets these requirements. Testing the research hypothesis will be discussed step by step. The results of 

testing the six hypotheses are described below. 
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a. H1: Quality has a significant effect on customer satisfaction. 

The parameter estimation between Quality and Customer Satisfaction shows significant results with a value of C.R. = 

4.415 and a regression coefficient of 0.687 with a standard hypothesis that can be accepted if C.R. ≥ ±2.00 with a 

significance level of <0.05 (5%), it can be said that Hypothesis 1 (H1) has a significant effect. 

b. H2: Perceived Value has a significant effect on customer satisfaction. The estimation parameter between Perceived Value 

and Customer Satisfaction shows significant results with a value of C.R. = 1.785 and a regression coefficient of 0.159 with 

a standard hypothesis that can be accepted if C.R. ≥ ±2.00 with a significance level of <0.05 (5%), it can be said that 

Hypothesis 2 (H1) has no significant effect. 

c. H3: Innovation has a significant effect on customer satisfaction. 

The estimation parameter between Innovation and Customer Satisfaction shows significant results with a value of C.R. 

= 0.913 and a regression coefficient of 0.174 with a standard hypothesis that can be accepted if C.R. ≥ ±2.00 with a 

significance level of <0.05 (5%), it can be said that Hypothesis 3 (H3) has no significant effect. 

d. H4: Popularity has a significant effect on customer satisfaction. 

The parameter estimation between popularity and customer satisfaction shows significant results with a value of C.R. = 

2.518 and a regression coefficient of 0.535 with a standard hypothesis that can be accepted if C.R. ≥ ±2.00 with a 

significance level <0.05 (5%), it can be said that Hypothesis 4 (H4) has a significant effect 

e. H5: Customer Satisfaction has a significant effect on Repurchase Intention. 

The estimation parameter between Innovation and Customer Satisfaction shows significant results with a value of C.R. 

= 4.901 and a regression coefficient of 0.94 with a standard hypothesis that can be accepted if C.R. ≥ ±2.00 with a 

significance level of <0.05 (5%), it can be said that Hypothesis 5 (H5) has a significant effect. 

 

4.2 Discussion 

1. Influence of Quality on Customer Satisfaction 

The biggest factor affecting Customer Satisfaction is Quality with an influence of (0.687) which means that Blibli as an 

online shopping platform provider has succeeded in convincing consumers that Blibli's quality is not inferior to other online 

shopping platforms. Blibli succeeded in convincing customers that Blibli has a platform that has qualified qualities, such as ease of 

transaction which is an advantage for someone or parents who are not too good at using technology and many other attractive 

promos that are not inferior to other online shopping platforms. Furthermore, this argument is strengthened by the level of agreement 

of respondents in assessing the indicators of the Quality variable so that it can be concluded that consumers have been convinced 

by Blibli. Because Blibli succeeded in convincing their quality in the minds of consumers, Customer Satisfaction was created.  

 

2. Influence of Popularity on Customer Satisfaction 

The second biggest factor is popularity which has a significant influence of (0.535). From this research, it can be seen that 

the majority of respondents need external encouragement to convince them that Blibli is an e-commerce platform that is no less 

popular than other e-commerce platforms. Therefore, the external push created by Blibli, for example, makes one of the artists who 

is currently viral promote Blibli, or makes them become the brand ambassador of Blibli. That way, people will be more interested 

in Blibli because of the steps taken by Blibli in trying to win popularity among the public. 

Real examples that can describe this research as follows; someone just wants to buy a product again if they feel or receive 

satisfaction from the product they bought at the beginning. Consumers who buy a product at the beginning but the product does not 

meet expectations, for example someone buys a leather bag, but the leather bag is scratched or torn, so it gives a bad impression at 

the beginning which causes the consumer to think back to buying the product again or not even wanting again because the 

impression was already bad the first time I bought the product. Conversely, consumers who buy products and give them a good 

impression, especially in terms of price and quality, will automatically increase their intention to be able to repurchase (repurchase 

intention) because of the satisfaction they got when they first bought a product.. 

 

3. Influence of Innovation on Customer Satisfaction 

The third factor is Innovation which has an influence of (0.174) but has no significant effect. Because innovations such as 

free shipping and vouchers with a minimum purchase have been implemented in other e-commerce. However, what made a 

difference to Blibli was when Blibli took part in the BigBang event in Surabaya in 2019, at which time Blibli collaborated with 

other tenants who were present at Big Bang Surabaya 2019 through Blibli InStore, namely Blibi's point of sales (POS). com. 

Customers can order products belonging to certain tenants through Blibli InStore to take advantage of special promotions provided 

for online orders. Blibli InStore is part of an online to offline (O2O) initiative in which Blibli combines online and offline shopping 

experiences. Things like this need to be maintained by Blibli in order to maintain customer satisfaction.  

Therefore, it means that the higher the effort of a company or e-commerce platform such as Blibli to innovate, the more it 

will attract the public's attention to wanting to make transactions on the platform, especially if the innovations carried out are 

different or have more unique values than the e-platform. Other commerce, An example is selling goods that are very difficult to 

obtain on other e-commerce platforms such as goods from abroad such as China. has been implemented by other e-commerce which 

causes Blibli's innovation to be increased again to highlight its differentiation from other e-commerce. This is in accordance with 

the marketing basis which explains that product innovation is the center of the success of a business, where as a company structure 

and strategy that focuses on the timing of technology development and competition (Cooper in Suseno, 2004:11). 

 

4. Influence of Perceived Value on Customer Satisfaction 

The last factor is Perceived Value which has the smallest effect of (0.159). Even though the effect is not significant, the 

influence is still positive, so Blibli needs to maintain what has been done, such as partnering with GO-PAY to enable customers to 

pay using payment services through the Blibli InStore and Click&Collect programs. By the end of 2019, Blibli aims to present O2O 

partnerships through these two programs in more than 20,000 retail store locations. Blibli InStore is a program where customers 

can shop through Blibli's point of sales (POS) facilities available in physical stores. As for Click&Collect, customers can make 

transactions through the Blibli.com website, then pick up purchased goods directly from the registered merchant store. Transaction 
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security at Blibli.com has also received recognition, where Blibli received the highest score in the Information Security Index 

(KAMI) from the National Cyber and Crypto Agency (BSSN). 

 

5. Influence of Customer Satisfaction on Repurchase Intention 

Customer Satisfaction is formed by the following indicators; I feel that the Blibli online shopping site application is more 

preferable than other online shopping sites, I feel the Blibli online shopping site application is more interesting than other online 

shopping sites, I feel that the Blibli online shopping site application is better known by the public than other online shopping sites. 

Furthermore, Repurchase Intention is formed by the following indicators; I will continue to use the Blibli online shopping site 

application in the future. I will recommend the Blibli online shopping site application to others. I will always be the shopping site 

application at Blibli as the first choice compared to other similar shopping site applications. 

Customers who carry out Repurchase Intention are of course customers who are satisfied with the products or services they 

use. To get Customer Satisfaction, of course, it is supported by the variables discussed above, namely Quality, Perceived Value, 

Innovation and Popularity. After feeling satisfied, customers will not only make a Repurchase Intention, but they will definitely 

recommend the product to their friends or relatives where this will be profitable, including from Blibli itself. Even so, it is important 

for future research to include additional variables such as Promotion and Brand Image to be able to provide a broader understanding 

so as to encourage more satisfied consumers and increase trust in using Blibli. 

 

V. CONCLUSION 

This model was developed to examine Repurchase Intention which is limited to Blibli customers in Medan. This research 

was formed from the influence of Quality, Perceived Value, Innovation, Popularity and Customer Satisfaction on Repurchase 

Intention. The formulation of the problem in this study is whether there is an effect of Quality on Customer Satisfaction, whether 

there is an effect of Perceived Value on Customer Satisfaction, whether there is an effect of Innovation on Customer Satisfaction, 

whether there is an effect of Popularity on Customer Satisfaction, and whether there is an effect of Customer Satisfaction on 

Repurchase Intention. Based on the results of the discussion of data processing and hypothesis testing that has been described in 

Chapter IV, it is concluded that H2 and H3 have an insignificant effect, while H1, H4, and H5 have a significant effect. The 

conclusions on these problems will be explained as follows. 

 

VI. RECOMMENDATION 

The main recommendation that needs to be done is to improve the quality of the Blibli feature, where one example that 

can be done is by frequently providing notifications through the Blibli application regarding promos and vouchers that customers 

get depending on how often these customers shop. In addition, notifications displayed can also be in the form of product 

recommendations that are being sought by customers, for example a customer is looking for a laptop bag for work, after that Blibli 

can also send notifications regarding recommendations for similar products with different models and prices to customers so that 

customers have several options to decide which product they will choose. After that, Blibli's screen display can also be combined 

with photos from brand ambassadors or artists they choose as Blibli icons to enhance Blibli's own brand image so that it looks more 

popular in the eyes of customers and prospective customers. 
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