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Online grocery shopping offers a convenient shopping experience, but 
service providers must be creative in meeting customers' needs and 
delivering a positive shopping experience. This research examines the 
influence of perceived creativity and positive emotions on interaction 
and, subsequently, relationship quality. The study also analyses the 
mediation role of interaction in the relationship between perceived 
creativity and connection quality and the relationship between 
positive emotions and relationship quality. A survey was conducted 
with 288 respondents to investigate the relationships among the 
variables. The data collected were analyzed using structural equation 
modelling. The results show that perceived creativity and positive 
emotions directly influence relationship quality. Furthermore, 
perceived imagination and positive emotions indirectly affect 
relationship quality through interaction. These findings suggest that 
online grocery shopping platform providers can leverage consumers' 
creative perceptions and positive emotions to create exchanges that 
can be used to build a quality relationship between service providers 
and consumers. 
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1. Introduction 

The online grocery shopping service business has promising prospects. The transaction 
value through online grocery shopping platforms in Indonesia reached US$6 billion in 2025 
from US$1 billion in 2020 (Farah, 2021). Online grocery shopping habits in Indonesia have 
increased by 20% (Asti et al., 2021). Kurniasari & Riyadi (2021) said that a recent survey 
showed that 47% of users of online grocery shopping platforms are the younger generation 
who buy grocery products such as groceries, drinks, and other consumer goods. Furthermore, 
76% of online shopping platform users will continue to use this method as a habit in shopping 
for needs (Kurniasari & Riyadi, 2021). This trend has become a driving force in the Indonesian 
economy. Thus, a further understanding of daily grocery shopping services is essential. 
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People choose to switch to online grocery shopping systems because of their 
convenience. Various empirical studies have examined consumers' purchase intentions when 
shopping online from different marketing perspectives. Consumers continue their purchases 
when the expected quality aligns with what they receive (Rukmayanti & Fitriana, 2022). Trust 
in online grocery shopping platforms and brand reputation influence purchase decisions 
(Maisaroh & Wibisono, 2022). Consumers tend to choose platforms that have a good 
reputation, are creative, and offer interactive services that can satisfy customers. 

Perceived creativity is a crucial factor affecting customer satisfaction with online grocery 
shopping platforms. Perceived creativity is the consumers’ perception of the providers in their 
productivity and ability to generate ideas in offering their products (Casaló et al., 2021). 
Consumers’ perception of creativity plays a vital role in determining the success and increase 
in sales for online grocery shopping platforms. To achieve sales success, service providers must 
face various challenges and competition among online grocery shopping platforms requires 
service providers to think creatively and innovatively. Consumers' creative perceptions of 
services will influence purchase decisions (Fadhila et al., 2020). Purchase decisions respond to 
customer satisfaction after experiencing the presented services (Zannuba & Prawitasari, 2022).   

In addition to consumers perception of creativity, positive emotions play a significant 
role in online grocery shopping platforms. The positive emotions experienced by consumers 
during the shopping process can enhance customer satisfaction and loyalty (Amanah & 
Harahap, 2019). Positive emotions are the feelings that customers experience due to internal 
stimulation from the service provider (Yin, 2019). Internal stimulation can be successful 
depending on how service providers utilize their creative ideas to fulfil consumers' needs and 
desires. These creative ideas can attract consumers to interact through enjoyable experiences, 
creating a solid emotional bond (Casaló et al., 2021). This makes it easier for service providers 
to establish good relationships with consumers. 

Positive interaction between customers and service providers is the key to shaping a 
good company image in the eyes of customers. Interaction involves one-way communication 
and responsive communication between service providers and customers who need assistance 
and information (Dorai et al., 2021). Effective, responsive and personalized communication can 
enhance customer satisfaction. Satisfaction is achieved when customers interact with service 
providers who can respond and answer questions effectively. Additionally, the ability of online 
grocery shopping platforms to provide relevant product recommendations that align with 
customers' intentions can create better relationships with customers (Zannuba & Prawitasari, 
2022). 

Once service providers understand perceived creativity, positive emotions and 
interaction, it becomes easier to establish relationship quality with customers. Building 
customer relationship quality is essential for service providers to maintain customer loyalty, 
which is a primary priority alongside acquiring new customers (Amanah & Harahap, 2019). 
Dorai et al. (2021) state that relationship quality is formed when customer expectations, goals, 
and desires are met. The relationship quality formed between service providers and customers 
tends to result in repeated purchases and customer recommendations to others. Studies 
examining variables other than relationship quality and interaction are limited (Hudson et al., 
2016; Santouridis & Veraki, 2017; Snijders et al., 2018; Sheikh et al., 2019; Li, 2020; Antwi, 
2021; Busalim et al., 2021; Dorai et al., 2021; Tajvidi et al., 2021; Wibowo et al., 2021; 
Thornberg et al., 2022). The current study addresses this issue. 

This study examines the influences of perceived creativity and positive emotions on 
relationship quality directly and indirectly through interaction. This examination is critical 
both theoretically and practically. Theoretically, studies in the context of online grocery 
shopping platforms are limited (Casaló et al., 2021). Rajabi & Gharche (2022) stated that 
perceived creativity and positive emotions influence the success of online grocery shopping 
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platforms in competition. From a practical perspective, this study can serve as a benchmark 
for managers to investigate the relationship between perceived creativity, positive emotions, 
interactions, and relationship quality in online grocery shopping platforms. With a better 
understanding of these factors, managers can develop more effective strategies to enhance the 
customer experience and maintain a loyal customer base.  

 
2. Literature Review and Hypothesis Development 

2.1. Literature Review 
2.1.1. Theoretical Background 

Social exchange theory can explain relationship quality. Social exchange theory 
which has a theoretical orientation from a philosophical and psychological perspective 
(Cook & Rice, 2006). The social exchange theory argues that there are similarities 
between social behaviour and individual behaviour. As social and individual beings, 
humans have certain behaviour that can influence or be influenced (Mighfar, 2015). As a 
result of this influencing or influenced behaviour, a social behaviour will emerge in 
interaction. When someone is interacting, they tend to respond to something consistently 
and stably. Social exchange theory has been studied in several contexts. Among these are 
e-tailing (Dorai et al., 2021), manufacturing companies (Li, 2020) and social commerce 
(Sheikh et al., 2019). Dorai et al. (2021) argue that social exchange theory can be the basis 
for developing relationships between consumers and companies. In e-tailing, special 
privileges and offers are given to consumers who shop frequently, creating a mutually 
beneficial relationship. Li (2020) argues that partnership style in manufacturing 
companies can be based on social exchange theory, where partnership style is part of 
relationship quality. Good relationship quality between companies can encourage 
knowledge transfer and improve innovation performance. Sheikh et al. (2019) argue that 
social exchange theory in social commerce allows consumers to provide mutual support.  

 
2.1.2. Perceived Creativity 

Perceived creativity is essential for service providers to understand. Perceived 
creativity is consumers’ perception of the online shopping platform provider’s creativity 
in offering their products (Casaló et al., 2021). In understanding the creative process, 
service providers must first understand individual or consumer perceptions and 
subjective experiences of creativity (Casaló et al., 2021). An essential concept in 
perceived creativity is how service providers influence consumers' affective commitment 
and intention to interact after seeing content from social media accounts (Casaló et al., 
2021). Creativity through social media can take the form of attractive feed layouts and 
informative content. This is because the visual nature of social media is a perceivable 
factor of creativity (Casaló et al., 2021). Another essential role of perceivable creativity is 
the positive response from consumers to the publication of content that can stimulate 
interaction between consumers and the related brand, thus building a solid relationship 
quality. Perceived creativity has been previously studied in internet-based electronic 
media. Previous research on perceived creativity focused on e-entrepreneurial intention 
(Abdelfattah et al., 2022). This research only pertains to e-entrepreneurial activities, one 
type of internet-based electronic media. Electronic media encompasses various types, 
such as e-commerce, e-tailers, online grocery shopping services, etc. However, research 
has yet to be conducted specifically on perceived creativity in the context of online 
grocery shopping services, making it essential to investigate. This study aims for service 
providers to understand what perceptions of creativity can enable consumers to build 
positive interactions through social media. 
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2.1.3. Positive Emotion 
Service providers must understand positive emotions as consumers' responses to 

the services provided. Positive emotions are positive feelings experienced by individuals 
related to a sense of happiness that arises from internal and external stimuli, reflecting 
events or experiences that align with their desires and evoke feelings of satisfaction, joy, 
pride, etc. (Yin, 2019). Internal stimuli originate from perceived creativity and positive 
emotions (Casaló et al., 2021). Positive emotions are conscious feelings (Yin, 2019). The 
conscious process involves joy that can be observed through facial expressions or 
consumer responses after purchasing. Positive emotions can be stimulated through 
brand publications on social media (Casaló et al., 2021). Consumer responses to brand 
products can take the form of positive ratings communicated through social media, 
triggering purchases and generating positive feelings when consumer expectations align 
with their desires (Zannuba & Prawitasari, 2022). Positive emotions can enhance 
consumers perceptions of a brand during the purchasing process. Research on positive 
emotions has been conducted in the context of e-commerce (Pappas et al., 2017). This 
research states that e-commerce purchases increase due to positive emotions (Pappas et 
al., 2017). However, research on positive emotions in the context of online grocery 
shopping services has yet to be conducted. Most Indonesians use online grocery shopping 
services for their daily shopping needs, making conducting research in this area essential. 
Online shopping can evoke various emotions in consumers, both positive and negative. 
Negative emotions can decrease purchase intention; therefore, online personalization 
can be a persuasive strategy that leads to change and influences consumer behaviour 
(Pappas et al., 2017). 

 
2.1.4. Interaction 

Interaction is essential for service providers to understand in order for customers 
to feel satisfied with the services provided (Pasi & Sudaryanto, 2021). Interaction is 
defined as communication between two individuals involving requests, inquiries, and 
feedback sent by the customer and explanations or responses from the organization that 
enable a pleasant shopping experience (Dorai et al., 2021). Interaction differs from 
marketing communication. Interaction is consumer or seller-initiated, while marketing 
communication is essentially seller-initiated (Dorai et al., 2021). Categories of interaction 
can be identified when customers need assistance in choosing products or information 
about policies and processes, and the company responds and provides the necessary 
answers to meet the customer needs (Dorai et al., 2021). Interaction has been studied in 
the context of online marketing. Jahng et al. (2007) focused on the interaction that occurs 
within e-commerce, while there are other online marketing platforms such as online 
grocery shopping services, e-tailers, etc. Online grocery shopping service is an online 
shopping application widely used by consumers, making it necessary to research its 
interaction. The critical role of interaction in online marketing significantly influences 
customer satisfaction (Srivastava & Kaul, 2014). The information customers require 
through online marketing relates to inquiries and complaints expected to be quickly and 
effectively responded to by the organization. Prompt response time and practical 
communication skills will improve customer satisfaction and foster good customer 
relationships. 

 
2.1.5. Relationship Quality 

Understanding relationship quality is crucial for maintaining customer loyalty. 
Relationship quality refers to the extent to which customers express their overall 
assessment of the strength of the relationship between the customer and the service 
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provider (Busalim et al., 2021). Establishing relationships between customers and 
service providers is a primary focus of marketing (Wibowo et al., 2021). Building 
relationships through marketing communication can determine customer trust in the 
conveyed messages. Trust is one component of relationship quality that can foster 
customer loyalty towards a product or brand (Wibowo et al., 2021). Customer trust 
enables a brand to have loyalty and results from a strong relationship quality. Research 
has been conducted on relationship quality in e-commerce. Lee et al. (2012) and Dorai et 
al. (2021) focused on maintaining relationship quality to ensure customer loyalty 
towards products or brands in e-commerce. Research on relationship quality must be 
conducted in online grocery shopping services to determine if the services provided align 
with customer expectations, thus creating a quality relationship. Relationship quality is 
a crucial factor in establishing positive relationships. Positive responses from customers 
will cultivate loyalty towards a brand, purchase intentions, and intentions to engage in 
social commerce (Wibowo et al., 2021). 

 
2.2. Hypothesis Development 

2.2.1. The Influence of Perceived Creativity on Relationship Quality 
E-grocery service providers must comprehend consumers' creativity to fortify 

customer relationships (Casaló et al., 2021). The perceived creativity of consumers hinges 
on the creativity level exhibited by online grocery shopping platform service providers. 
This assumption arises from consumers' sense that innovative service providers possess 
the ability to craft engaging experiences within a relationship (Wibowo et al., 2021). 
Consumer interest can stem from imaginative features, intelligent purchasing 
suggestions, and innovative personalization by delivering creative services. Research 
investigating the impact of perceived creativity on relationship quality has not been 
undertaken previously (Wibowo et al., 2021), particularly in the context of online grocery 
shopping platforms. This gap serves as the foundation for this study, which aims to 
scrutinize the effect of perceived creativity on relationship quality. This study argues that 
perceived creativity has a significant effect on relationship quality. Wibowo et al. (2021) 
posit that consumers' creative perceptions can influence relationship quality. The 
relationship quality hinges on how adeptly the service provider conveys creative 
messages to captivate consumer interest (Wibowo et al., 2021). Consumers are more 
prominently drawn to online grocery shopping platform service providers who exhibit 
high creativity in offering fresh and engaging ideas, fostering a willingness to cultivate 
long-term relationships. Nadeem et al. (2020) argue that improving consumer creativity 
perceptions is essential for establishing a high-quality relationship with consumers. From 
the above viewpoint, it can be concluded that perceived creativity significantly affects 
relationship quality. 
H1: Perceived Creativity Significantly Influence Relationship Quality 
 

2.2.2. The Influence of Positive Emotion on Relationship Quality 
Service providers must prioritize customer satisfaction by evoking positive 

emotions to foster high-quality relationships (Bayuardie et al., 2023). Positive emotions 
are elicited when service providers can deliver a pleasant buying experience (De 
Kerviler & Rodriguez, 2019). Consumers who experience happiness, contentment, or 
excitement during purchase tend to develop a more robust emotional connection with 
online grocery shopping platforms. Positive emotions also hold the power to shape 
consumers' perceptions of product quality, service, and the efficiency of the purchasing 
process, thereby contributing to a positive overall experience (De Kerviler & Rodriguez, 
2019). The influence of positive emotions on relationship quality has yet to be explored 
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in preceding research (De Kerviler & Rodriguez, 2019), particularly in the context of 
online grocery shopping platforms. Previous research argues that positive emotions 
have a significant effect on relationship quality. De Kerviler & Rodriguez (2019) assert 
that pleasant experiences perceived by consumers possess the potential to cultivate 
strong relationship quality. Positive emotions stemming from consumer experiences 
during the shopping process can significantly impact relationship quality (Casaló et al., 
2021). The greater the number of positive experiences delivered to consumers through 
services, the higher the likelihood they will sustain long-term relationships. 
Consequently, it can be inferred that positive emotions wield a notable effect on 
relationship quality. 
H2: Positive Emotion Significantly Influence Relationship Quality 

 
2.2.3. The Influence of Perceived Creativity on Interaction 

Maintaining a good relationship with customers requires further understanding of 
the influence of perceived creativity on interaction. The competition among providers of 
daily consumer products, such as online grocery shopping services, is intense, making 
consumers’ perception of the creativity of online grocery shopping service service 
providers crucial. The range of products offered and payment options are examples of 
the creativity that online grocery shopping service providers need to employ. Consumers 
vary significantly in their perception of the creativity displayed by product providers, 
and this can be understood by analyzing the perceived interaction between consumers 
and service providers. Previous research has examined the impact of perceived creativity 
on interaction (Casaló et al., 2021), but it was limited to Instagram users in the fashion 
product context. This study argues that perceived creativity significantly influences 
interaction. Casaló et al. (2021) state that the perception of creativity is essential in 
marketing campaigns to generate good interactions. Marketing campaigns can be 
conducted through social networks, which enable interactions due to the published 
content (Casaló et al., 2021). Brand-related posts on social networks can serve as stimuli 
that trigger further responses. Rajabi & Gharche (2022) express that creative content 
ideas such as captions, images, and others can significantly affect interactions. Based on 
the arguments above, it can be concluded that perceived creativity has the potential to 
influence interaction. 
H3: Perceived Creativity Significantly Influence Interaction 

 
2.2.4. The Influence of Positive Emotion on Interaction 

Trust and customer loyalty towards a brand need to be enhanced by understanding 
the influence of positive emotions on interaction. Service providers can shape positive 
emotions through creatively published social media content, stimulating interactions 
(Casaló et al., 2021). Customers are more likely to respond positively by liking or 
commenting on brand posts and recommending them to others. The positive emotions 
experienced by customers will help develop positive interactions with brand content 
(Keiningham et al., 2018). Previous research shares similarities in examining the 
influence of positive emotions on interaction (Casaló et al., 2021), but not specifically in 
the context of online grocery shopping services. The findings from previous research 
state that positive emotions directly impact interaction. This is supported by prior 
research stating that positive emotions positively influence interaction (Casaló et al., 
2021). The intention for interaction arises when consumers feel satisfied with the 
creative content provided by the service provider. Yoon et al. (2021) argue that it is 
essential for service providers to evoke positive emotions in consumers through creative 
marketing content, as it can encourage consumers to be more active and responsive. 
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Consumers actively engaged with a brand generate a stronger desire to participate and 
interact (Casaló et al., 2021).  
H4: Positive Emotion Significantly Influence Interaction 

 
2.2.5. The Influence of Interaction on Relationship Quality 

Building a good company image requires further understanding of the influence of 
interaction on relationship quality. Online grocery shopping service providers need to 
understand that interaction goes beyond conveying product information; it involves 
assisting customers in selecting items or facilitating payment (Dorai et al., 2021). 
Consumers' perceived interactions include the service provider's response speed and 
communication abilities, which can influence satisfaction and foster good customer 
relationships (Tajvidi et al., 2021). Previous research has discussed the impact of 
interaction on relationship quality (Dorai et al., 2021), but it has been limited to the 
context of online retailers or e-tailers. The influence has yet to be examined in the context 
of online grocery shopping services, making it an essential area for investigation. The 
findings from previous research state a positive influence of interaction on relationship 
quality. Dorai et al. (2021) argue that interaction is an antecedent involving marketers 
and consumers that allows the formation of relationship quality. Relationship quality is 
formed when service providers and consumers can interact effectively, building 
emotional closeness that strengthens bonds and enhances satisfaction within the 
relationship. Srivastava & Kaul (2014) express that interaction drives customer 
satisfaction. Intensifying interaction impacts positive relationship quality, stimulating 
repeat purchases and word-of-mouth (Tajvidi et al., 2021). It can be concluded that 
interaction significantly influences relationship quality. 
H5: Interaction Significantly Influence Relationship Quality 
 

2.2.6. The Influence of Perceived Creativity on Relationship Quality through 
Interaction 

It is essential to understand the influence of perceived creativity on relationship 
quality mediated by interaction. Perceived creativity is a crucial factor in building 
interaction (Casaló et al., 2021) and has the potential to fulfil a good relationship quality 
between consumers and service providers (Dorai et al., 2021). The influence of perceived 
creativity on relationship quality, mediated by interaction, in the online grocery shopping 
service context has not been examined. However, good relationship quality stems from 
customer satisfaction with creative services in online shopping platforms. This forms the 
foundation for this research to test the influence of perceived creativity on relationship 
quality mediated by interaction. This research argues that the influence of perceived 
creativity on relationship quality is mediated by interaction (Dorai et al., 2021). Wibowo 
et al. (2021) state that perceived creativity can enhance better relationship quality. 
Consumers who perceive creativity in the service offerings may contact the service 
provider to gain more information, which may enhance a better relationship between the 
consumers and the service provider. In other words, perceived creativity can lead to an 
interaction initiated by consumers rather than sellers, improving the relationship quality 
level. Nadeem et al. (2020) emphasize the importance of shaping consumers' perceptions 
of creativity to maintain good customer relationships. Based on the statements above, 
this research can formulate that perceived creativity influences relationship quality 
through interaction as a mediating variable. 
H6: Perceived Creativity Significantly Influence Relationship Quality through 
Interaction 
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2.2.7. The Influence of Positive Emotion on Relationship Quality through Interaction 
Further understanding the influence of positive emotions on relationship quality, 

mediated by interaction, is crucial. Positive emotions are a significant factor in eliciting 
interaction (Casaló et al., 2021) and are associated with forming good consumer 
relationships (Dorai et al., 2021). The positive emotions experienced by consumers will 
drive the formation of a good relationship quality through the interactions between 
consumers and service providers. The influence of positive emotions on relationship 
quality through interaction as a mediating variable has not been studied in the context of 
online grocery shopping service, even though consumer emotions are crucial for service 
providers to enhance the closeness between consumers and service providers by 
engaging in positive interactions through social media. This research argues that 
interaction mediates the influence of positive emotions on relationship quality (Casaló et 
al., 2021). De Kerviler & Rodriguez (2019) suggest that good relationship quality is 
influenced by the consumers’ experience with a brand that offers pleasure. Pleasure 
offered by the brand, such as creative content and well-designed product attributes, can 
stimulate consumers’ intention to interact (De Kerviler & Rodriguez, 2019). The 
interaction between consumers and service providers can positively impact forming a 
good relationship quality (Dorai et al., 2021). Referring to the argument above, positive 
emotions significantly influence relationship quality through the mediation of 
interaction. 
H7: Positive Emotion Significantly Influence Relationship Quality through 
Interaction 
 

2.3. Research Framework 
This study illustrated the above hypotheses in Figure 1. Figure 1 shows that this study 

proposes that perceived creativity and positive emotion directly influence relationship 
quality. Apart from examining the direct influence, this study examines the indirect 
influences. In particular, this study proposes that perceived creativity indirectly influences 
relationship quality through interaction. In addition, this study proposes that positive 
emotion indirectly influence relationship quality through interaction. 
 
 

 
 
 
 
 
 
 
 
 
 
 

Figure 1. Research Framework 
 

3. Research Method  
Online grocery shopping service has emerged as a new trend in people’s habits for 

fulfilling their daily needs due to its convenience, practicality, and efficiency. Many consumers 
feel assisted by the comfort and benefits of online grocery shopping services because they can 
obtain necessary items without leaving their homes (Ulrich et al., 2021). The convenience 
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experienced by consumers extends beyond the ease of ordering; it also includes the facilitated 
delivery of goods. Consumers can utilize features in online grocery shopping service apps for 
home delivery at their chosen time, eliminating the need to visit physical stores (Ulrich et al., 
2021). Online grocery shopping service applications encompass various types, such as Klik 
Indomaret. These applications serve as a connection between consumers and suppliers of 
quality food products. 

 Previous research on relationship quality has mainly focused on e-commerce Lee et al. 
(2012) and e-tailers Dorai et al. (2021). Therefore, the current study focuses explicitly on online 
grocery shopping services. The respondent in this study were customers of online grocery 
shopping service applications such as Klik Indomaret. This study adopted a quantitive method 
to test hypotheses (Mulyadi, 2013). Data were collected using a non-probability sampling 
method by employing a convenience sampling technique (Miller et al., 2010). 

The questionnaire items were adapted from previous studies. Perceived creativity (PC) 
was measured using three question items from Casaló et al. (2021). Positive emotion (PE) were 
measured using six question items from Casaló et al. (2021). The interaction (INT) was 
measured using three question items from Dorai et al. (2021). Finally, relationship quality (RQ) 
was measured using nine question items from Busalim et al. (2021). 

The indicators used in this study employed a Likert scale ranging from 1 to 7 points,  
where 1 represents (Strongly Disagree), 2 represents (Disagree), 3 represents (Slightly 
Disagree), 4 represents (Neutral), 5 represents (Moderate), 6 represents (Agree), 7 represents 
(Strongly Agree) (Preston & Colman, 2000). The survey was distributed using the Google Forms 
application and shared through various social media platforms, including WhatsApp and 
Instagram. A total of 288 respondents participated in the survey. The data were analyzed using 
Smart PLS 3.0 to test the research instruments and hypotheses. The instrument validity was 
assessed through convergent and discriminant validity tests, followed by reliability testing. 

Respondents in this study have specific characteristics. Regarding age, the majority of 
respondents are between 21 - 25 years (50.3%), followed by 16 - 20 years (18.4%), above 35 
years (12.8%), 31 - 35 years (10.8%), 26 - 30 years (6.3%), lastly less than 15 years (1.4%). 
Regarding gender, most respondents are women (67.7%) than men (32.3%). Regarding 
finished education, the majority of respondents are bachelor's (49.7%), followed by high school 
graduates (38.2%), associate’s degree (5.6%), master’s degree (5.2%), and doctoral degree 
(3%), lastly lower than high school graduates (1%). One characteristic is the increase in online 
grocery shopping platform services, which young consumers in Indonesia dominate 
(Kurniasari & Riyadi, 2021). 

 
4. Results and Discussion 

4.1. Validity Test 
This study evaluated the measurement mode in several stages to ensure the validity 

and reliability of the questionnaire items. The first step was eliminating variables with 
loading factor value below 0.7 (Hair et al., 2019). A loading factor value above 0.7 is highly 
recommended because the variable can explain more than 50% of the indicators's variance. 
In contrast, variables with loading factor below 0.7 are considered unacceptable (Hair et al., 
2019). The next step involves the reflective measurement of indicators in this study using 
the average variance extracted (AVE) method to indicate convergent validity. 

 
Table 1. Validity Test Result 

Variable Indicator Loading Factor AVE 
Interaction INT 1 0.907 0.819 

 INT 2 0.898  
 INT 3 0.909  

Perceived Creativity PC 1 0.864 0.666 
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Variable Indicator Loading Factor AVE 
 PC 2 0.830  
 PC 3 0.750  

Positive Emotion PE 1 0.885 0.760 
 PE 2 0.909  
 PE 3 0.872  
 PE 4 0.886  
 PE 5 0.900  
 PE 6 0.769  

Relationship Quality RQ 1 0.800 0.698 
 RQ 2 0.817  
 RQ 3 0.817  
 RQ 4 0.818  
 RQ 5 0.860  
 RQ 6 0.842  
 RQ 7 0.855  
 RQ 8 0.844  
 RQ 9 0.863  

Source: Primary Data Processing 

 
The data processing results in Table 1 show that all the relevant variables have 

loading factor above 0.7. Therefore, all variables demonstrate more than 50% indicator 
variance and indicate that each item is reliable (Hair et al., 2019). Each variable must have 
an  AVE value above 0.5 as an acceptance criterion or higher, indicating that the construct 
explains at least 50% of the item's variance (Hair et al., 2019). Table 2 shows that the AVE 
values of each variable are above 0.5, supporting the convergent validity of the constructs 
(Hair et al., 2019). The following testing phase assesses the internal consistency reliability, 
measured by Cronbach's alpha and composite reliability. These reliability measures' 
recommended and acceptable values are above 0.7 (Hair et al., 2019). 

 
4.2. Reliability Test 

Table 2. Reliability Test Result 
Variable Cronbach’s Alpha Composite Reliability 

Interaction 0.889 0.931 
Perceived Creativity 0.748 0.856 

Positive Emotion 0.936 0.950 
Relationship Quality 0.946 0.954 

Source: Primary Data Processing 

 
Table 2 shows that each variable has Cronbach's alpha and composite reliability 

values ranging from 0.748 to 0.954. This indicates that the values of each variable are by the 
recommended and acceptable value above 0.7, indicating internal consistency reliability 
(Hair et al., 2019). The next is a discriminant validity test, which is helpful to determine 
whether a variable is empirically different from another variable. This assessment is based 
on the criterion that the square root of each composite reliability is greater than the 
correlation between a variable and other variables (Fornell & Larcker, 1981). Table 3 
demonstrates that the criteria for discriminant validity are met. Thus, it can be concluded 
that all research variables are empirically different (Fornell & Larcker, 1981) 

 
Table 3. Discriminant Validity Test Result 

Variable 1 2 3 4 
Interaction 0.905    

Perceived Creativity 0.636 0.816   
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Variable 1 2 3 4 
Positive Emotion 0.707 0.699 0,872  

Relationship Quality 0.835 0.683 0,779 0,835 
Source: Primary Data Processing 

 
4.3. Hypothesis Test 

The results of the structural model evaluation presented in Table 4, as illustrated in 
Figure 2, support all hypotheses. The results of hypothesis testing can be seen through the 
p value. The hypothesis is accepted if the p value is less than 0.05 (Ghozali, 2008). Perceived 
creativity significantly influences relationship quality (0.004 ≤ 0.05); thus, the first 
hypothesis is supported. Positive emotions significantly influence relationship quality 
(0.000 ≤ 0.05); thus, the second hypothesis is supported. Perceived creativity significantly 
influences interaction (0.000 ≤ 0.05); thus, the third hypothesis is supported. Positive 
emotions significantly influence interaction (0.000 ≤ 0.05); thus, the fourth hypothesis is 
supported. Interaction significantly influences relationship quality (0.000 ≤ 0.05); thus, the 
fifth hypothesis is supported. Perceived creativity significantly affects relationship quality 
through interaction (0.002 ≤ 0.05); thus, the sixth is supported. Positive emotions 
significantly affect relationship quality through interaction (0.000 ≤ 0.05); thus, the seventh 
hypothesis is supported.  

 
Table 4. Hypothesis Test Result 

Hypothesis Direct 
Effect 

Indirect 
Effect 

P Value Conclusion 

Perceived Creativity → Relationship Quality 0.124 - 0.004 Supported 
Positive Emotions → Relationship Quality 0.315 - 0.000 Supported 
Perceived Creativity → Interaction 0.277 - 0.000 Supported 
Positive Emotions → Interaction 0.513 - 0.000 Supported 
Interaction → Relationship Quality 0.534 - 0.000 Supported 
Perceived Creativity → Interaction → 
Relationship Quality 

- 0.148 0.002 Supported 
 

Positive Emotions → Interaction → 
Relationship Quality 

- 0.274 0.000 Supported 

Source: Primary Data Processing 
 

 
Figure 2. Result of Structural Model Assessment 
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4.4. Discussion 
Digital transformation has revolutionized every aspect of life and business in 

Indonesia. Online grocery shopping service is part of the digital transformation that has 
changed the shopping habits of Indonesian Society. The growth of online shopping platforms 
such as online grocery shopping services has led companies to adopt new technologies such 
as digital services and payments, thereby enhancing the quality of services and innovation 
within these companies. This highlights the importance of understanding online grocery 
shopping services. Research on relationship quality still needs to be improved outside the 
context of online grocery shopping services. This study was conducted in line with the 
recommendations made in previous research (Casaló et al., 2021; Dorai et al., 2021; Rajabi 
& Gharche, 2022). This research provides insights into managing online grocery shopping 
services to attract consumer interest and build strong relationships with consumers. This 
study has five critical findings related to these aspects. 

 
4.4.1. Perceived Creativity Significantly Influence Relationship Quality 

The outcomes of this study align with the research conducted by Wibowo et al. 
(2021). The distinction lies in the focus of this research on e-grocery users in Indonesia, 
while Wibowo et al. (2021) concentrate on social media marketing within the same 
country. Perceived creativity emerges as a pivotal factor that can be harnessed to 
cultivate high relationship quality. This discovery assumes significance by demonstrating 
the consistent impact of perceived creativity on relationship quality. The assumption 
arising from consumers' perceived creativity implies that creative service providers are 
perceived as capable of delivering a more enjoyable experience. The characteristics of 
the respondents in this study, predominantly having made purchases exceeding two 
times, confirm that the creative approaches of service providers can indeed nurture a 
high-quality relationship between consumers and service providers, motivating 
consumers to engage in repeat purchases. This observation aligns with Nadeem et al. 
(2020), which emphasizes the significance of service providers enhancing their creativity 
to establish robust relationships with consumers. 

 
4.4.2. Positive Emotion Significantly Influence Relationship Quality 

The outcomes of this study align with the research conducted by De Kerviler & 
Rodriguez (2019). The distinction lies in the contextual focus, with this study centring on 
e-grocery users in Indonesia. In contrast, prior research by De Kerviler & Rodriguez 
(2019) centered around luxury brands in the United States. Goetz et al. (2021) examined 
positive emotional dynamics between teachers and students in Swiss schools. The 
findings of this study also corroborate the assertions of Bayuardie et al. (2023), 
underscoring that positive emotion function as a driving force in shaping robust 
relationship quality. This observation holds significance as it demonstrates the 
consistency in consumer behaviour consumers who encounter a pleasant buying process 
are more inclined to establish enduring relationships. 
 

4.4.3. Perceived Creativity Significantly Influence Interaction 
The findings of this study are consistent with the research conducted by Casaló et 

al. (2021) and Rajabi & Gharche (2022). The difference in this research is its focus on 
online grocery shopping service users in Indonesia. In contrast, Casaló et al. (2021) 
focused on fashion brand Instagram users in the United States and the United Kingdom, 
and Rajabi & Gharche (2022) focused on sports store Instagram users. Perceived 
creativity is an essential factor that can stimulate the intention to interact between 
consumers and online shopping platform providers. The diverse perceptions of 
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consumer creativity and the service provider’s ability to meet them will create a pleasant 
shopping experience. These findings are significant as they indicate consistent evidence 
of the influence of perceived creativity in enhancing interaction. The respondents in this 
study were predominantly young individuals between the ages of 21 - 25, emphasizing 
the importance of service provider creativity, such as the variety of products sold and 
payment options that provide convenience and are highly favoured by young people. This 
is in line with Ryadi et al. (2021), which states that a focus on creativity can enhance the 
benefits perceived by consumers. 
 

4.4.4. Positive Emotion Significantly Influence Interaction 
The findings of this study are consistent with the research conducted by Casaló et 

al. (2021). The difference lies in the research context, where this study focuses on online 
grocery shopping service users in Indonesia. Previous studies, such as Casaló et al. 
(2021), focused on fashion brand Instagram users in the United States and the United 
Kingdom. Du et al. (2019) focused on the context of natural positive emotions among 
students in China. The findings of this study also confirm Weng & Zhao's (2020) assertion 
that positive emotions are an essential factor in building interaction between consumers 
and online shopping platform providers. These findings are significant as they 
demonstrate consistent consumer behaviour, where consumer satisfaction and positive 
feelings towards online shopping platforms that provide good products and services lead 
to positive responses towards the service providers. The respondents in this study were 
predominantly consumers who used online shopping platforms more than twice, 
emphasizing the importance of maintaining positive emotions among consumers 
through creative marketing content, easy accessibility, and payment methods. This aligns 
with Yoon et al. (2021), which states the importance of evoking positive emotions in 
consumers through creative marketing content to make them more active and 
responsive.  
 

4.4.5. Interaction Significantly Influence Relationship Quality 
The findings of this study align with the research conducted by Dorai et al. (2021) 

and Tajvidi et al. (2021). This study differs regarding the context of online grocery 
shopping service users in Indonesia. Previous studies, such as Dorai et al. (2021), focused 
on e-tailing users in India, while Tajvidi et al. (2021) focused on the context of e-
commerce website users in China. The findings of this study also confirm Singh & 
Srivastava (2019) assertion that interaction is an essential element in building 
relationship quality on online shopping platforms. These findings are significant as they 
indicate consistent user behaviour on online shopping platforms, where users respond 
to effective interaction by being willing to establish good relationships with service 
providers. The respondents were predominantly consumers of online grocery shopping 
services who experienced good service and interaction (such as accessible 
communication quick and efficient responses), which are mostly sought after by 
consumers. This aligns with Singh & Srivastava's (2019) statement regarding fostering 
customer satisfaction through online contexts for better relationship quality. 
 

4.4.6. Perceived Creativity Significantly Influence Relationship Quality through 
Interaction 

The findings of this study are consistent with the research conducted by Casaló et 
al. (2021), which states the relationship between perceived creativity and interaction, 
and Dorai et al. (2021), which states the relationship between interaction and 
relationship quality. This study differs regarding the context of online grocery shopping 
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service users in Indonesia. Casaló et al. (2021) focused on the context of fashion brand 
Instagram users in the United States and the United Kingdom, while Dorai et al. (2021) 
focused on the context of e-tailing users in India. The connection between consumer 
perceptions of creativity and service providers can create good customer relationship 
quality through interaction. These findings are significant because creativity is a 
determinant of customer satisfaction that triggers the establishment of sustainable 
relationships. This study demonstrates the influence of perceived creativity on 
relationship quality through the mediation of interaction. 

 
4.4.7. Positive Emotion Significantly Influence Relationship Quality through 

Interaction 
The findings of this study are consistent with Casaló et al. (2021), which states the 

influence of positive emotions on interaction, and Dorai et al. (2021), which states the 
relationship between interaction and relationship quality. This study differs regarding 
the context of online grocery shopping service users in Indonesia. Previous studies, such 
as Casaló et al. (2021), focused on the context of fashion brand Instagram users, while 
Dorai et al. (2021) focused on the context of e-tailing users. Positive emotions that 
consumers experience through creative content provided by service providers can 
encourage consumers to establish good relationships through interaction. These findings 
are significant because consumers who experience positive emotions through a brand 
can drive word-of-mouth and increase the brand's likelihood of being top of mind for 
consumers. This study provides findings demonstrating the relationship between 
positive emotions and relationship quality mediated by interaction. 

 
5. Conclusion and Suggestion 

5.1. Conclusion 
The results of this study have both theoretical and managerial contributions. 

Theoretically, this study contributes to the scarcity of research on determining good 
consumer interactions (Casaló et al., 2021). Currently, research on relationship quality in 
the context of online grocery shopping is limited to e-tailing (Dorai et al., 2021), social 
commerce (Sheikh et al., 2019; Tajvidi et al., 2021), and e-commerce (Antwi, 2021; Busalim 
et al., 2021). Furthermore, this study contributes to marketing literature on positive 
emotions as driving forces in forming interaction intentions (Casaló et al., 2021). Research 
on positive emotions is limited to behavioural intention (Huang et al., 2013; Lin et al., 2020) 
Managerially, this study contributes to creating marketing strategies for online shopping 
platforms. Service providers of online shopping platforms can leverage perceived creativity 
to enhance interaction. They need to harness creativity to shape consumers' perceptions, 
which is the foundation for building more robust engagement. Furthermore, they must 
provide training to improve service providers' creative skills. Managers' efforts in 
enhancing consumers' creativity will make it easier to shape consumers' perceived 
creativity and ultimately improve relationship quality. In addition, they can utilize the 
influence of positive emotions as a strategy to increase user engagement.  

 
5.2. Suggestion 

This study has limitations which provide future research suggestions. This study used 
a convenience sampling technique. As a non-probability sampling method, such a sampling 
technique limits the generalization of the findings. Thus, future research may consider 
probability sampling methods such as systematic random sampling to increase the 
generalization of the findings. Furthermore, this study used a survey to examine the 
relationships among the investigated variables. Thus, future research may use experiments 
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to simulate perceived creativity and positive emotions. Future research may use laboratory 
or field experiments in such a suggested method. In addition, this study is limited to 
perceived creativity (Casaló et al., 2021), positive emotions (Casaló et al., 2021), and 
interaction to advance the understanding of relationship quality (Dorai et al., 2021). There 
could be other variables contributing to a greater understanding of relationship quality. 
Thus, future research may focus on other variables than the currently investigated variables 
relating to better explain relationship quality. Finally, this study focuses on online grocery 
shopping. Relationship quality may differ from one context to another. Thus, future studies 
may focus on other contexts than online grocery shopping. 
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