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This study examines the evolving dynamics of online shopping behavior in the post-COVID-19 era, focusing on the intricate relationship between perceived usefulness, ease of use, pleasure, arousal, dominance emotional state, and intention to repurchase by integrating and employing the technology acceptance model and pleasure, arousal, and dominance emotional model. These emotional states, identified as pivotal drivers of online shopping behavior, contribute to recognizing a brand’s function and aesthetic features. Five hundred and nine male and female respondents from Saudi Arabia participated in the present study. The statistical tools unveil significant indirect relationships and mediation effects, offering insights into the nuanced pathways through which perceived usefulness and ease of use impact consumer intentions to repurchase. Demographic variables, particularly age, and gender, are explored to understand variations in emotional responses, guiding businesses in tailoring marketing strategies to diverse consumer segments. Practical implications highlight the importance of strategic considerations for brand retailers, emphasizing enhancements to elements related to emotional branding, product presentations, interface design, and interactive services on websites. The research advocates for a dynamic and personalized approach to online experiences, positioning brands favorably in the competitive digital landscape. Overall, the findings contribute valuable insights for businesses seeking to navigate the dynamic terrain of post-COVID-19 online shopping and foster enduring connections with their digital consumer base.
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1 Introduction

The COVID-19 pandemic has profoundly impacted business operations and consumer shopping perceptions. Health concerns worldwide prompted a surge in online shopping, emphasizing convenience and safety (Erjavec and Manfreda, 2022). In contrast, consumers prioritize contactless transactions, which are accelerated by lockdowns and social distancing measures and affect the brands’ digital transformation (Shoaib and Saleem, 2023). Practically, the pandemic strengthened e-commerce trends, influencing consumers’ perceptions of in-store experiences (Saoula et al., 2023). Previous reports from the industry indicated that the pandemic had expedited a pre-existing trend toward e-commerce (i.e., online shopping) (Yang et al., 2020). The apprehension surrounding the pandemic has notably impacted how consumers perceive the economic and environmental advantages of e-commerce platforms (Trivedi, 2022). Alonso-Garcia et al. (2023) highlighted the significant growth of digital channels in B2B marketing, driven by factors such as changing buyer behaviors and technological advancements. Prior scholars anticipate that the digitization of the marketplace and the habits acquired during the pandemic lead to lasting changes in consumption patterns, with individuals maintaining altered behaviors even post-pandemic (Lee et al., 2011; Buława, 2021; Shoaib and Saleem, 2023). Overall, COVID-19 catalyzed a fundamental shift in shopping perceptions toward a more digital, safety-conscious, and pragmatic paradigm. Accordingly, Harrigan et al. (2021) stated that online shopping had been particularly pronounced as consumers increasingly turned to digital platforms to fulfill their purchasing needs, mainly via the brands’ websites. The advent of the post-COVID-19 era has brought about a new normal characterized by an unprecedented reliance on e-commerce channels for shopping.

Empirically, prior studies discussed that consumers navigate this evolving website shopping landscape in which emotional appeals in advertising become a critical factor influencing their buying decisions (Hassanein and Head, 2007; Saleem et al., 2023). The interaction between consumers and brands in a virtual environment has become a pivotal moment in the consumer journey, providing marketers with a unique opportunity to leverage emotional appeals strategically. Understanding how emotional states such as pleasure, arousal, and dominance play a critical role in shaping consumer perceptions and choices for brands seeking to thrive in this dynamic environment (Huang, 2017).

Several past studies on online shopping experiences during the COVID-19 pandemic have been carried out (e.g., Zhang et al., 2020; Erjavec and Manfreda, 2022; Saleem et al., 2022; Shoaib and Saleem, 2023) in which scholarly work highlighted that there are limited studies regarding how online shopping websites harnesses an affective, emotional state that results in direct and indirect consumer decision to buy after COVID-19 pandemic era (Makkonen et al., 2019) and lack of online shopping awareness among users (Abayi and Khoshtinat, 2016; Cuesta-Valino et al., 2023). Yang et al. (2020) mentioned that the emotional contents of online shopping websites shape consumers’ positive attachment to the brands. Thus, the aim is to investigate and conclude how and why perceived usefulness and ease of use influence consumers’ emotional state and behavioral intention to repurchase in Saudi Arabia, relying on the technology acceptance model (TAM) and emotional states of pleasure, arousal, and dominance (PAD) model. Specifically, the purposes of this study are (1) to investigate the impacts of perceived usefulness and ease of use on the pleasure, arousal, and dominance emotional experience and (2) to examine the mediating role of pleasure, arousal, and dominance between perceived usefulness, ease of use, and intention to repurchase from online shopping websites in post COVID-19 pandemic era in Saudi Arabia. However, in 2022, the number of e-commerce users in Saudi Arabia reached 19.3 million, indicating a significant penetration of online shopping among the population (Statista, 2023). The Saudi Arabia e-commerce market size is estimated to be approximately USD 13.61 billion for the fiscal year 2022–23 (Mordor Intelligence, 2023). This figure highlights the substantial growth and economic significance of the e-commerce sector within the country, driven by factors such as increasing internet penetration, rising consumer confidence in online transactions, and the availability of diverse online shopping platforms catering to various consumer needs.

This study will not only contribute to the academic understanding of consumer intention to repurchase in the context of online shopping websites. Still, it will also offer practical implications for businesses aiming to tailor their online advertising approaches to better resonate with the emotional appeal of their target audience. As the digital sphere continues to evolve, unraveling the complexities of emotional appeals in online advertising becomes essential for staying ahead in the competitive e-commerce landscape shaped by the aftermath of the COVID-19 pandemic.



2 Literature review and theoretical development


2.1 Pleasure, arousal, and dominance emotional state model

The PAD (pleasure, arousal dominance) emotional state model was proposed by Russell and Mehrabian (1974) and originated as a psychological model. Numerous researchers have employed the PAD model to conclude individuals’ emotional state toward products and/or services in different contexts of shopping (Kulviwat et al., 2016; Xu et al., 2020; Yang et al., 2020). Zhang et al. (2023) investigated and concluded that pleasure induces a consumer’s willingness to purchase in an online environment, while arousal fosters a positive desire to engage with the online store environment, increasing the likelihood of the consumer returning to the same setting. Dominance, closely tied to an online shopping website’s usability attribute (Yang et al., 2020), ultimately impacts a consumer’s intention to buy (Shah et al., 2023). However, pleasure, arousal, and dominance have practically been regarded as distinct affective states existing at the same level in various studies, and recent research suggested that these three dimensions of the emotional model are hierarchical. In addition, theoretical and empirical evidence suggests that emotional affect is a three-dimensional construct, with pleasure, arousal, and dominance as the primary dimensions underlying the spectrum of emotional experiences (Wen et al., 2022), representing hedonic tone and engagement, respectively (Huang, 2017; Castillo-Abdul et al., 2022). However, this study on emotional states on online shopping websites stimulates consumers’ recognition under the assumption that pleasure, arousal, and dominance mainly predict the consumers’ intention to repurchase in an online shopping website environment (Kim and Lennon, 2010). Thus, prior studies confirmed that pleasure, arousal, and dominance, as emotional states, significantly influence consumer purchase intention in online shopping websites (Lee et al., 2011; Yang et al., 2020). In sum, these emotional dimensions shape user perceptions, impacting their likelihood to purchase and engage with the website.



2.2 Technology acceptance model

The technology acceptance model (TAM) proposed by Davis (1989) posits that perceived usefulness and ease of use are pivotal dimensions influencing the acceptance and use of any system. Initially, TAM is rooted in the theory of reasoned action (TRA) (Lu et al., 2003); TAM suggests that behavioral intention is shaped by actual behavior driven by practical practices of any system and/or technology. Within TAM, perceived usefulness and ease of use, a key predicating construct, reflects an individual’s belief in a system’s capacity to enhance performance efficiency (Saleem et al., 2022). Previously, prior studies widely applied and indicated a positive and significant relationship between perceived usefulness, ease of use, and consumers’ intention to buy (Moslehpour et al., 2018; Wilson et al., 2021a,b). Mainly in the online shopping website environment (Guritno and Siringoringo, 2013) and concluded that perceived usefulness and ease of use are the dominant constructs to predicate users’ intention to buy. Therefore, limited studies applied and investigated the post-COVID-19 influence of perceived usefulness and ease of use on the consumers’ intention to buy (Iriani and Andjarwati, 2020). Notably, interaction with perceived usefulness proves more influential than ease of use in consumers’ behavioral intention to buy online (Prasad and Mitra, 2022).

Empirical studies, e.g., Lee and Pan (2023) and Xin et al. (2023), advocated consumers’ emotional states using the TAM in online shopping via websites post-COVID-19 era. Building on Davis’s (1989) TAM, which emphasizes perceived usefulness and ease of use, researchers propose extending this model to incorporate emotional factors (Lee et al., 2011), given the evolving consumer landscape after the pandemic (Qu and Chen, 2021). Previous research indicates that emotional states significantly influence technology adoption and purchase behavior by integrating emotional dimensions into the TAM model offer insights into post-COVID-19 online shopping dynamics, enhancing users understanding of how affective responses, such as pleasure, arousal, and dominance, shape consumers’ intentions and behaviors in the digital marketplace (Ismail et al., 2023).




3 Hypotheses development


3.1 Perceived usefulness and pleasure

Perceived usefulness refers to an individual’s belief that a particular technology or system would enhance their efficiency or performance in achieving specific goals or tasks (Davis, 1989). In online marketplaces, it encompasses how consumers perceive a website or app as valuable and beneficial in facilitating their shopping experience (Núnez-Barriopedro et al., 2023). Pleasure to buy signifies the positive affective response or emotional state of satisfaction and enjoyment experienced by consumers when engaging in online shopping activities. This pleasure is influenced by the perceived usefulness of the online platform, including factors such as user-friendly interfaces, personalized recommendations, and efficiency in meeting consumer needs and preferences (Qu and Chen, 2021). Accordingly, Xu et al. (2023) pointed out that the connection between perceived usefulness and pleasure lies in fulfilling consumer needs and preferences. For instance, a user-friendly interface streamlining the shopping process or personalized recommendations matching the consumer’s preferences enhances the perceived usefulness, eliciting pleasure. Previously, Lee et al. (2011) explored and indicated a positive and significant impact of perceived usefulness on the pleasure emotional state of mind. When consumers find the online shopping website valuable, efficient, and aligned with their needs, it cultivates satisfaction, generating a sense of pleasure derived from fulfilling expectations (Shiau and Luo, 2013). Additionally, the perceived usefulness contributes to excitement, as users anticipate and experience novel features that enhance their shopping journey (Saleem et al., 2022). Therefore, we posed the following hypotheses.


H1: The perceived usefulness of online shopping platforms positively influences the emotional pleasure state experienced by consumers.
 



3.2 Perceived usefulness and arousal

Perceived usefulness refers to an individual’s subjective evaluation of the extent to which a particular technology or system would enhance their efficiency or performance in accomplishing specific tasks or goals (Saleem et al., 2022). In the context of online shopping, perceived usefulness relates to consumers’ beliefs about how effective a website or app is in facilitating their shopping experience, such as its ability to provide relevant product information, streamline the purchasing process, or offer personalized recommendations (Iriani and Andjarwati, 2020). Lee et al. (2011) mentioned that perceived usefulness influences the arousal emotional state of consumers in an online shopping environment by providing a sense of novelty, excitement, or even a challenge. When consumers perceive a shopping platform as applicable, it introduces new features, technologies, or exclusive deals that evoke a sense of excitement. For example, integrating virtual try-ons or limited time offers based on user preferences elevates perceived usefulness, triggering arousal. Empirically, Mummalaneni (2005) investigated and confirmed that the anticipation of discovering beneficial features and the prospect of efficient and rewarding interactions contribute to the arousal dimension, influencing the overall emotional state during online shopping activities. Another study by Ashraf et al. (2016) confirmed a significant impact of perceived usefulness on the arousal emotional state of the consumers. Therefore, we posed the following hypothesis.


H2: Perceived usefulness of online shopping platforms positively influences the arousal emotional state experienced by consumers.
 



3.3 Perceived usefulness and dominance

Perceived usefulness can be defined as an individual’s subjective assessment of the extent to which a specific technology or service is perceived to enhance their ability to accomplish tasks or achieve desired outcomes (Davis, 1989). In the context of online shopping, perceived usefulness pertains to consumers’ perceptions of how valuable an online platform, such as a website or app, is in facilitating their shopping experience, which includes factors such as the ease of navigation, availability of product information, efficiency of transaction processes, and personalized recommendations tailored to the individual’s preferences and needs (Yang et al., 2020). Perceived usefulness in online shopping impacts dominance by empowering consumers with a sense of control over their shopping experiences (Al-Natour et al., 2011). Features such as intuitive navigation, customization options, and transparent information contribute to perceived usefulness, fostering a sense of dominance (Daud et al., 2018). Harrigan et al. (2021) concluded that the online platform enhances consumers’ ability to find relevant products, make informed decisions, and navigate effortlessly; it instills a feeling of control. Thus, Lee et al. (2011) confirmed a significant relationship between the dominance emotional state and perceived usefulness. Furthermore, the perception of being in command during online shopping contributes to the dominance emotional state, influencing the overall user experience. Therefore, we posed the following hypothesis.


H3: Perceived usefulness of online shopping platforms positively influences the dominance emotional state experienced by consumers.
 



3.4 Perceived ease of use and pleasure

Perceived ease of use encompasses the user’s perception of the simplicity and effortlessness with which they can navigate and utilize a technology or system (Davis, 1989). The online shopping era relates to consumers’ perceptions of the simplicity and convenience of navigating an e-commerce website or app, finding desired products, and completing transactions (Ramayah and Ignatius, 2005). Saoula et al. (2023) mentioned that a straightforward and intuitive interface, uncomplicated navigation, and minimal cognitive effort in completing tasks create a positive user experience. Empirically, several previous studies investigated and concluded a positive and significant impact of ease of use on the pleasure emotional state in the context of users’ intention to buy in an online shopping platform, mainly when users find the platform easy to navigate and interact with, it fosters a sense of accomplishment and satisfaction, leading to the emotional state of pleasure. Moreover, Ramayah and Ignatius (2005) elaborated that a user-friendly online shopping experience, marked by ease of use, enhances pleasure by reducing cognitive load and increasing satisfaction, positively influencing consumers’ emotional inclination to purchase. Thus, we proposed the following hypotheses.


H4: Perceived ease of use of online shopping platforms positively influences the pleasure emotional state experienced by consumers.
 



3.5 Perceived ease of use and arousal

Perceived ease of use in online shopping refers to the subjective assessment of how effortless and intuitive consumers perceive navigating and interacting with an e-commerce website or app (Davis, 1989). The influence of perceived ease of use on emotional arousal in an online shopping environment is evident in the engagement and excitement users experience (Tao et al., 2022). Novel features, promotions, or interactive elements become more accessible, contributing to heightened arousal levels. Cheng and Huang (2022) conducted a survey and illustrated that the ease of use in an online shopping environment creates a stimulating and accessible environment, elevating arousal. Reduced barriers, intuitive navigation, and simplified interactions contribute to an exciting and engaging experience, influencing consumers’ emotional readiness to purchase and actively participate in shopping (Zhang et al., 2020). The simplicity associated with perceived ease of use enhances the overall user experience, making interactions more enjoyable and stimulating, thus influencing the arousal emotional state. Thus, we proposed the following hypothesis.


H5: Perceived ease of use of online shopping platforms positively influences the arousal emotional state experienced by consumers.
 



3.6 Perceived ease of use and dominance

Perceived ease of use in online shopping reflects consumers’ perceptions of the platform’s usability, efficiency, and convenience in facilitating their shopping journey. A website or app that is perceived as easy to use is more likely to attract and retain customers (Cuesta-Valino et al., 2023), leading to increased satisfaction, loyalty, and positive word-of-mouth recommendations (Hassanein and Head, 2007). Likely, when users encounter a platform that requires less mental effort to navigate, it contributes to a more pleasurable and enjoyable online shopping experience (Cho and Sagynov, 2015). However, an intuitive platform with minimal learning curves empowers users to navigate product options effortlessly, make informed decisions, and complete transactions (Lee et al., 2021). Empirically, Anifa and Sanaji (2022) stated that a user-friendly online shopping website interface instills a sense of control and mastery, fostering a dominance emotional state. Intuitive navigation and simplified processes empower consumers, enhancing their confidence and influencing a positive emotional state (Cinar, 2020), ultimately encouraging active participation and purchase decisions (Wilson et al., 2021a,b); notably, when users feel in control, it contributes to the emotional state of dominance (Koo and Lee, 2011). The perceived ease of use enables users to assert authority over online interactions, fostering a positive and confident emotional experience. Thus, we proposed the following hypothesis.


H6: Perceived ease of use of online shopping platforms positively influences the dominance emotional state experienced by consumers.
 



3.7 Pleasure emotional state and intention to repurchase

Previous research has posited a hierarchical relationship between pleasure, arousal, and dominance, suggesting that it contributes to the experiential state, fostering the intention to buy (Huang, 2017). A pleasurable experience for users creates a foundation for positive emotions, setting the stage for heightened arousal and a sense of dominance. For example, a user-friendly platform (dominance) that offers exciting features (arousal) contributes to an overall pleasurable experience. Richard and Chebat (2016) study indicates a robust correlation between the pleasure emotional state and the usability of products and online shopping environments. In the current landscape of empowered consumers, experiencing pleasure on an online shopping website may heighten consumer sentiments, fostering prolonged intention to purchase (Agrebi et al., 2022). Therefore, pleasure, as an emotional state, is closely tied to the overall satisfaction of users derived from online shopping (Koshksaray and Nabizadeh, 2019). Thus, during the post-COVID-19 era, consumers seek both convenience and emotionally gratifying experiences (Trivedi, 2022). Pleasurable encounters, characterized by joy, contentment, and fulfillment during shopping, significantly impact the intention to repurchase. A positive emotional state contributes to lasting impressions, encouraging customers to return for future purchases. Therefore, we developed the following hypothesis.


H7: The pleasure emotional state of consumers positively influences the intention to repurchase.
 



3.8 Arousal emotional state and intention to repurchase

Arousal represents a heightened state of excitement and engagement. In an online shopping environment, arousal is triggered by novel features, interactive elements, or exclusive deals (Porat and Tractinsky, 2012). Post-COVID-19 era, creating a sense of excitement becomes crucial when consumers have become accustomed to the digital marketplace (Buława, 2021). Arousing emotional experiences during online shopping contribute to an enhanced overall journey, influencing the intention to repurchase by making the shopping process more dynamic and enjoyable (Hsieh et al., 2021). In the post-COVID-19 era, prior studies investigated and concluded the significant impact of arousal emotional states on online shopping behavior (Gupta and Mukherjee, 2022). In addition, novel features, interactive elements, and exclusive deals that evoke arousal contribute to a more enjoyable and stimulating shopping experience (Islam et al., 2021). This heightened engagement increases the likelihood of immediate purchases and fosters a positive association with the online brand, encouraging repeated visits and sustained buying behavior (Ghouse et al., 2022). Aroused consumers are more likely to be actively involved, shaping a dynamic and vibrant online shopping ecosystem (Mummalaneni, 2005). Thus, we developed the following hypothesis.


H8: Arousal emotional state of consumers positively influences the intention to repurchase.
 



3.9 Dominance emotional state and intention to repurchase

Dominance emotional state, referring to a sense of control or mastery, plays a unique role in the online shopping experience. In the post-COVID-19 era, where consumers value autonomy and control, a platform fostering dominance enhances the overall emotional state (Szymkowiak et al., 2021). Features like intuitive navigation, customization options, and transparent information contribute to perceived dominance. This emotional experience influences the intention to repurchase, as consumers are more likely to return to a platform where they feel in control of their interactions (Simanjuntak et al., 2020). In the post-COVID-19 online shopping landscape, the dominance emotional state significantly shapes consumer behavior. Previously, Erjavec and Manfreda (2022) stated that the dominance emotional state represents a sense of control and mastery that empowers users to navigate effortlessly through online platforms, which shapes users’ intention to buy.

On the other hand, Yang et al. (2020) stated that consumers experiencing a dominant emotional state feel more confident in their interactions, influencing their decision-making process and purchase behavior. This heightened sense of control fosters positive perceptions of the online shopping experience, leading to increased satisfaction and a greater likelihood of repeat purchases (Meng et al., 2021). Businesses prioritizing creating a dominant emotional state contribute to a user-centric environment, enhancing consumer loyalty and driving sustained buying behavior in the evolving digital marketplace. Therefore, we proposed the following hypothesis.


H9: Dominance emotional state of consumers positively influences the intention to repurchase.
 



3.10 Mediating role of the pleasure, arousal, and dominance emotional state

Research has widely recognized the importance of the mediating roles of pleasure, arousal, and dominance emotional state between perceived usefulness, perceived ease of use, and intention to repurchase. For instance, a study by Zhou and Tong (2022) found that positive emotions mediated the relationship between perceived ease of use and intention to purchase in online shopping, indicating that when users perceive an online platform to be easy to use, they experience positive emotions, which in turn influence their intention to rephrase. Similarly, the study by Cachero-Martínez and Vázquez-Casielles (2021) demonstrated that positive emotions mediated the relationship between perceived usefulness and intention to rephrase in online shopping, suggesting that when consumers perceive online shopping platforms to be helpful, they experience positive emotions, leading to a greater intention to rephrase.

Moreover, the pleasure emotional state is a pivotal mediator, as positive emotional experiences during the initial purchase contribute to lasting impressions (Koshksaray and Nabizadeh, 2019). Pleasurable encounters create a sense of satisfaction and contentment, fostering customer loyalty and influencing their inclination to revisit and make subsequent purchases (Zanger et al., 2010). Second, arousal, associated with excitement and engagement, is a mediator by enhancing the online shopping experience (Hsieh et al., 2021). Elevated arousal levels may be linked to discovering new features, exclusive deals, or interactive elements, contributing to sustained interest and a higher likelihood of re-buying. Third, a dominance emotional state, functioning as a mediator, empowers consumers with a sense of control and mastery over their online shopping experiences (Blasco-Arcas et al., 2016). When consumers feel in command, navigating effortlessly through a platform positively influences their emotional state and contributes to the intention to re-buy. In the post-COVID-19 era, where consumers seek both efficiency and emotionally satisfying experiences, these mediating roles underscore the importance of crafting online shopping environments that evoke pleasure, arousal, and dominance to drive sustained customer engagement and repeat purchases.

However, perceived usefulness and ease of use, as fundamental factors in the TAM, contribute to forming positive attitudes toward online shopping. Pleasure, acting as a mediator, bridges the gap between practical aspects and emotional gratification. A pleasurable shopping experience, driven by perceived usefulness and ease of use, enhances customer satisfaction, fostering the intention to re-buy. Simultaneously, arousal, indicative of heightened engagement and dominance, reflecting a sense of control, mediate the relationship between perceived usefulness, ease of use, and re-buy intentions. On the other hand, dominance empowers users to navigate effortlessly, enhancing their confidence in online transactions and influencing their intention to re-buy.

In the evolving post-COVID-19 consumer landscape, understanding how these emotional mediators operate between functional attributes and purchasing intentions is pivotal. Crafting online shopping environments that facilitate ease of use and perceived usefulness and evoke pleasurable, arousing, and dominant experiences is key to sustaining customer loyalty and driving repeated online purchases. Therefore, we proposed the following hypotheses.


H10: Perceived usefulness of online shopping platforms mediates the relationship pleasure emotional state and intention to repurchase.

H11: Perceived usefulness of online shopping platforms mediates the relationship arousal emotional state and intention to repurchase.

H12: Perceived usefulness of online shopping platforms mediates the relationship dominance emotional state and intention to repurchase.

H13: Perceived ease of use of online shopping platforms mediates the relationship pleasure emotional state and intention to repurchase.

H14: Perceived ease of use of online shopping platforms mediates the relationship arousal emotional state and intention to repurchase.

H15: Perceived ease of use of online shopping platforms mediates the relationship dominance emotional state and intention to repurchase.
 




4 Methodology


4.1 Data collection

This study aimed to assess the role of perceived usefulness and ease of use through emotional state in shaping consumer intention to repurchase in the era of online shopping after the COVID-19 pandemic, particularly the most visited websites in Saudi Arabia. Respondents were prompted to focus on one of the six well-known online shopping websites discussed in Table 1.



TABLE 1 Top online shopping websites in Saudi Arabia.
[image: Table1]

The abovementioned websites ranked among the top 10 most recognized e-commerce companies in Saudi Arabia (Similarweb, 2023) and served as subjects for the survey. Five hundred and thirty-eight questionnaires were collected from random individuals in Jeddah, Saudi Arabia, with a response rate of 94.6%. After eliminating surveys with missing data (n = 29), n = 509 were considered for final data analysis. Ethical review and approval was not required for the study on human participants in accordance with the local legislation and institutional requirements. The patients/participants provided their written informed consent to participate in this study.



4.2 Measurement items

The measurement items for the current study were adapted from past studies. These items are as follows: perceived usefulness (four items), perceived ease of use (five items) adapted from (Saleem et al., 2022), pleasure (three items), arousal (three items), dominance (three items), and intention to repurchase (three items) were adapted from (Yang et al., 2020). Therefore, following the aim and context of the present study, we made minor modifications to make items suitable for this study. The final questionnaire consisted of 21 items. Importantly, scales for perceived usefulness, ease of use, and intention to repurchase were measured using a five-point Likert scale, and a five-point and bipolar semantic differential scale was used to measure pleasure, arousal, and dominance emotional state. Thus, the descriptive values of all constructs are presented in Table 2.



TABLE 2 Descriptive statistics.
[image: Table2]




5 Results


5.1 Sample profile

Among the 509 usable responses, participants were predominantly the gender distribution shows a higher representation of males (62.51%) compared to females (37.49%), the majority of participants fall within the age groups of 25–34 (39.88%) and 35–44 (22.00%), indicating a relatively younger demographic. Therefore, we asked about the frequency of online shopping where a significant portion of participants engaged in monthly online shopping (50.69%), indicating frequent online shopping behavior. This aligns with the current trend of increased reliance on online platforms. Thereby, a substantial portion of participants perceive a significant impact of COVID-19 on their shopping behavior (42.99%). This insight underscores the relevance of considering the pandemic’s influence on consumer buying habits.

Individuals with a master’s degree represent a significant portion of the population in the study, comprising 58.54% of the respondents. This demographic group typically possesses a higher level of education, which can influence their intention to repurchase power and allow them to engage in online shopping more frequently and for a broader range of products and services. Additionally, master’s degree holders will likely be familiar with navigating online platforms and utilizing various digital tools for shopping. Familiarity with technology makes them more receptive to the idea of repurchasing using websites and increases their confidence in conducting online transactions securely. Thus, the overall demographic information of the respondents is stated in Table 3.



TABLE 3 Demographic information.
[image: Table3]



5.2 Measurement model

To obtain the aim of the present study, three constructs from the TAM, known as perceived usefulness, perceived ease of use, and behavioral intention to repurchase, and three constructs from the PAD emotional states model, known as pleasure, arousal, and dominance, were posed. All the measured constructs were evaluated using a Cronbach’s alpha and composite reliability (CR) reliability test. The average variance extracted (AVE) was employed to assess the convergent validity. The loading for all reflective items above the threshold value criterion > 0.6 (Saleem et al., 2023). The reliability of constructs was acknowledged through Cronbach’s alpha values and composite reliability, where the values for constructs were reported as >0.6, and convergent validity was highlighted by AVE values ranging >0.5, the statistical results validating all constructs and items in the present study. Therefore, discriminant validity is determined when the AVE’s square root is higher than the correlation in Tables 4, 5.



TABLE 4 Measurement items.
[image: Table4]



TABLE 5 Fornell–Larcker criterion.
[image: Table5]



5.3 Discriminant validity

Discriminant validity is supported when the square root of the AVE for each construct is higher than the correlations with other constructs. In this case, the diagonal elements represent each construct’s square root of the AVE. Discriminant validity is established if these values exceed off-diagonal correlations (Afthanorhan et al., 2021). Thereby, the correlation between [i.e., arousal and dominance are quite high (0.902)], indicating a strong positive relationship between these two emotional states. Thus, intention to repurchase positively correlates with all other constructs, suggesting that emotions (arousal, dominance, and pleasure) and cognitive factors (perceived ease of use, perceived usefulness) influence the intention to repurchase in the online shopping context after the COVID-19 pandemic. Therefore, the results are presented in Table 5.



5.4 Structural model and hypothesis testing

The values extracted from the SmartPLS analysis represent the relationship, variance explained (R2) for the model, and significance level. A bootstrapping analysis was performed with 1,000 sub-samples to understand the relationship among perceived usefulness, perceived ease of use, pleasure, arousal, dominance emotional state, and intention to repurchase. However, Hypotheses (H1) results show a t-value of 3.360 and a p-value of 0.000; thus, perceived usefulness significantly impacts pleasure (statistically significant). Hypotheses (H2) results demonstrate a t-value of 3.423 and p-value of 0.000; perceived usefulness significantly impacts arousal emotional state. Hypothesis (H3) t-value 3.225 and p-value: 0.000 indicate that perceived usefulness significantly impacts dominance in the emotional state. Thereby, hypothesis (H4) demonstrated a t-value of 18.803 and p-value of 0.000, hypothesis (H5) had a t-value of 16.051 and p-value of 0.000, and (H6) statistical values indicate that the t-value of 12.416 and p-value 0.000 indicates the significant and positive impact of perceived ease of use on the pleasure, arousal, and dominance emotional state.

Finally, we tested the direct relationship between pleasure, arousal, and dominance emotional state and intention to repurchase where the statistical results illustrated as Hypothesis (H7) t-value 3.859 and p-value 0.000, hypothesis (H8) t-value 3. Four hundred sixty-three and p-value 0.001, and hypothesis (H9) t-value 12.085 and p-value 0.000 shows a significant and positive relationship.

All direct hypotheses are supported by the statistical values, indicating significant relationships between the identified variables. These findings suggest that perceived usefulness, perceived ease of use, pleasure, arousal, and dominance play crucial roles in shaping consumer intentions to repurchase in the online shopping context after the COVID-19 pandemic. Therefore, the results are presented in Figure 1 and Table 6.

[image: Figure 1]

FIGURE 1
 Structural model.




TABLE 6 Direct hypotheses.
[image: Table6]



5.5 Mediating analysis

In the present study, we posed six mediating hypotheses, H10 to H15, to confirm whether the mediation effects approach included no effect (no-mediation), direct-only (no-mediation), indirect-only (full mediation), competitive only (partial mediation) and complementary (partial mediation) (Saleem et al., 2022). Maxwell et al. (2011) suggested determining the partial mediation effect by measuring the construct with their total direct and indirect effects; if the results are positive, complementary partial mediation is ultimately presented. A partial mediation effect is achieved when the indirect and direct effects are significant. For the total sample, the H10 – H15 indicates supported hypotheses. The statistical analysis supports all hypotheses (H10 – H15), indicating significant indirect relationships between perceived usefulness, perceived ease of use, emotional states (pleasure, arousal, and dominance), and the intention to repurchase. This suggests that cognitive and emotional factors contribute to the overall intention to revisit the brand website in the online shopping context after the COVID-19 pandemic. Therefore, the results are presented in Table 7.



TABLE 7 Mediating hypotheses.
[image: Table7]




6 Discussion

The era of online shopping environment has undergone a transformative shift, particularly in the wake of the COVID-19 pandemic. This study delves into the interplay between emotional appeals, perceived usefulness, perceived ease of use, and consumer intention to repurchase in online shopping post-COVID-19 era. The comprehensive findings shed light on the relationships and implications for businesses striving to understand and adapt to the evolving landscape of digital commerce. The study unraveled several noteworthy findings, each contributing to a deeper understanding of the factors influencing consumer behavior in the post-pandemic online shopping environment. These key findings are organized into distinct themes for a comprehensive discussion.

First, perceived usefulness and ease of use, rooted in TAM, were explored as critical determinants of technology acceptance and, in this context, online shopping behavior. This study affirmed the foundational role of perceived usefulness and ease of use in shaping consumer intention to repurchase. Perceived usefulness was identified as a key predictor of positive emotional state, i.e., pleasure, arousal, and dominance, which, in turn, influenced consumers’ intentions to repurchase. Furthermore, the impact of perceived ease of use on emotional states and subsequent intentions highlights the multifaceted nature of consumer decision-making in online shopping.

Second, emotional appeals, comprising pleasure, arousal, and dominance, emerged as pivotal drivers of consumer behavior. The PAD model, rooted in Mehrabian and Russell’s theory, provided a framework for understanding the affective states influencing online shoppers. Pleasure, linked to a consumer’s willingness to purchase, was found to be influenced by arousal and dominance. The hierarchical nature of pleasure, arousal, and dominance was confirmed, aligning with recent studies (Huang, 2017; Koshksaray and Nabizadeh, 2019; Trivedi, 2022). Emotional states were critical factors shaping the consumer’s recognition of a brand’s function and aesthetic features. The arousal and dominance dimensions predicted pleasure and influenced the likelihood of positive intention to repurchase, emphasizing the integral role of emotional branding on online brands’ websites.

Finally, the study delved into the mediating role of emotional states, specifically arousal, dominance, and pleasure, in the relationship between perceived usefulness, perceived ease of use, and the intention to repurchase. The findings established significant indirect relationships, providing insights into the pathways through which perceived usefulness and ease of use impact consumer intentions to repurchase. For instance, the positive indirect relationship between perceived usefulness and intention to repurchase, mediated by pleasure, arousal, and dominance emotional state, highlights the crucial role of positive affect in driving the intention to revisit a brand website. Similar patterns were observed for perceived ease of use, emphasizing the intricate interplay between cognitive evaluations and emotional responses.


6.1 Age and gender dynamics

Demographic indicators, particularly age and gender, were considered in understanding the variations in emotional responses and online shopping behavior. The age distribution revealed a diverse online shopping demographic, with the majority falling within the 25–34 age range.

Previously, Sillitoe (2018) stated that individuals in the 25–34 age group are often considered digital natives, having grown up with technology; thus, they are generally more comfortable using digital devices and navigating online platforms, making online shopping a natural choice. Noticeably, prior studies identified that over the past decade, there has been a significant cultural shift toward online shopping, with more consumers embracing e-commerce as a norm rather than an exception (Zhou and Tong, 2022). Such modern cultural acceptance influences individuals in the 25–34 age group to view online shopping as a legitimate and preferred way to make purchases (Ramadhan and Syahputri, 2020). Gender dynamics, mainly digital natives, showcased variations in emotional responses, indicating that emotional appeals may resonate differently across genders. Understanding these nuances is crucial for targeted marketing efforts.

In conclusion, the findings of this study contribute significantly to the evolving understanding of post-COVID-19 online shopping behavior. Linking cognitive evaluations (i.e., perceived usefulness and ease of use) with emotional appeals emerge as key consumer decision influencers. Businesses aiming to thrive in the digital marketplace must recognize the significant relationships between emotional states, perceived usefulness, and ease of use. Tailoring marketing strategies to diverse demographic and economic segments while prioritizing mobile accessibility is a pivotal recommendation derived from the study’s findings. As online shopping continues to reshape consumer landscapes, businesses equipped with insights from this study are poised to navigate the dynamic terrain and foster enduring connections with their digital consumers.




7 Practical implications

The practical implications drawn from this study emphasize the crucial role of strategic considerations for brand retailers in the digital age. Recognizing that consumer interactions with product presentations, interface design, and interactive services significantly contribute to emotional branding, retailers should prioritize enhancing these elements on their websites. Special attention to personalization and security/privacy services is paramount, as these aspects tend to invoke cognitive persuasion, influencing consumer perceptions.

Practically, online brand retailers should refrain from oversimplifying websites in pursuit of perceived ease of navigation for a generalized audience. Instead, acknowledging consumers’ diverse and evolving nature and providing multiple navigation dimensions allows for personalized user experiences, fostering emotional connections and brand loyalty.

Furthermore, integrating interactive services to facilitate omni-channel experiences is a key strategy for retailers. Engaging consumers across various touchpoints strengthens brand-consumer relationships and positions the brand favorably in the evolving digital landscape. Acknowledging consumers’ roles as brand promoters on social media platforms, practitioners must extend interactive services seamlessly into these channels, capitalizing on the promotional potential and reinforcing emotional bonds with the audience. This study encourages online brand retailers to embrace a holistic and dynamic approach to online experiences, recognizing the nuanced factors that shape emotional connections with their digital consumer base.



8 Theoretical contributions

This study delves into the multifaceted landscape of post-COVID-19 online shopping behavior, offering theoretical contributions and practical insights for businesses navigating the evolving digital marketplace. Integrating Davis’s TAM with Mehrabian and Russell’s PAD emotional model establishes a comprehensive framework that illuminates the complex relationship between cognitive evaluations and emotional responses in shaping consumer decisions to repurchase. The validation of emotional appeals, particularly pleasure, arousal, and dominance, underscores the significance of emotional branding in influencing consumers’ online shopping behavior and recognizing the hierarchical nature of these emotional states. However, exploring indirect relationships and mediation effects reveals pathways through which perceived usefulness and ease of use impact consumer intentions to repurchase, emphasizing the need for a holistic understanding of the emotional dimensions of online shopping. Demographic considerations, specifically age and gender dynamics, contribute to a richer understanding of how consumer segments respond to emotional appeals, guiding businesses in tailoring marketing strategies.



9 Limitations and future research directions

We acknowledged several limitations in the present study. Firstly, the use of convenience sampling and the predominant representation of male respondents in the sample may restrict the generalizability of the findings to a more diverse consumer group, particularly females. This demographic bias could impact the study’s applicability to a broader audience. Therefore, the six online shopping websites provided as choices were nationally recognized, and inherent biases may persist. Additionally, the focus on behavioral intention to repurchase states limits the scope of the overall shopping and brand experience. Future researchers should conduct a longitudinal study to determine consumers’ intention to repurchase in different time frames.

Secondly, the focus on the online brands’ websites limits the generalizability of the results to some specific brand scenarios. Future research should consider incorporating specific brands to capture a more comprehensive understanding of emotional branding across various consumer demographics.

Third, caution should be used when relying on these results, as they are based on regression, and therefore on potentially spurious correlations (Armstrong, 2012). The correlations in Table 5 do not pass Rönkkö and Cho’s (2022) guidelines for discriminant validity. The tested model is missing important variables included in the UTAUT2 for consumer technology (Venkatesh et al., 2012).

Finally, the study primarily concentrates on the behavioral intention to repurchase, providing a snapshot of consumer perceptions. A more extensive exploration of the online shopping experience, including post-interaction assessments, would offer a more holistic understanding of the dynamics involved.

In conclusion, this study provides valuable insights; these limitations underscore the need for caution in generalizing the findings, emphasizing the potential for future research to address these constraints and further enrich the understanding of emotional branding in online shopping.
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Haraj s a popular online marketplace in Saudi Arabia where individuals and businesses can buy and sell various goods such as electronics,

vehicles, clothing, and real estate.

Noon is an e-commerce platform based in the Middle East, mainly catering to customers in Saudi Arabia and the United Arab Emirates. It offers

various products, including electronics, fashion, beauty, home goods, and groceries.
“Temu is a newly launched online marketplace in Saudi Arabia. The company offers online buying and selling of products such as clothes,
cosmetics, groceries, and home appliances

Amazon is the Saudi Arabian version of the global e-commerce giant Amazon. It offers various products across various categories, including
electronics, books, clothing, and household goods. Customers in Saudi Arabia can shop on Amazon and benefit from fast delivery, competitive

pricing, and a user-friendly shopping experience.

Jarie is a leading or

ne platform in Saudi Arabia specializing in books, electronics, office supplies, personal use, and educational materials. The
website offers various products, including smartphones, laptops, tablets, stationery, and accessories.

Nahdi Online is an e-commerce platform in Saudi Arabia. The company provides a comprehensive range of healthcare and personal care products,
including pharmaceuticals, beauty and personal care items, baby products, and medical equipment.





