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Abstract

Online stores (e-stores) are growing in China. Consumers perceive some factors affecting their sa-
tisfaction to re-purchase intention in e-stores. This study investigates the perceived factors af-
fecting customer satisfaction to re-purchase intention in e-stores. The satisfaction toward the on-
line stores channel environment depends on the customer’s perception and also online consumer
experiences (OCEs) of the active online shopping stores. From a questionnaire survey, 302 usable
data are obtained and hypotheses are tested using multiple regression analysis. The analysis sug-
gests that seven constructs—price, convenience, product information, return policy, financial risk,
product risk and delivery risk—are significant with customer satisfaction to re-purchase in e-
stores. This study emphasizes that the importance of customer satisfaction provides more benefits
and less risk to re-purchase in e-stores. The finding of this study will help e-store’s managers/
owners to understand customer’s perceptions in online shopping stores and their satisfaction.
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1. Introduction

Online shopping has become very popular in China. Due to fast-moving life and shortage of time, now consum-
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ers are searching for their desired products in online shopping stores. As many shoppers are shopping online, the
importance of online stores is growing with the passage of time. Consumers can get benefit through comparing
prices at different online stores at the same time which they can’t do in a physical store. Online shopping envi-
ronments are therefore playing an increasing role in the overall relationship between online stores and their cus-
tomers [1]. Today’s online consumers have more control and bargaining power than consumers of physical
stores because the Internet offers more interacts between customers and products/ service providers as well as
greater availability of information about products and services. Reibstein [2] described that it was very impor-
tant that consumers were content with the products and services provided by the particular e-store as satisfied
customers were likely to be loyal and made repetitive purchases which would increase profitability of that par-
ticular e-store.

Over the past few decades, Internet has developed into a comprehensive global marketplace for the exchange
of goods and services in China. Internet users in China have been an explosive growth in the last decades. By
the end of 2014, China has had a total of 332 million online shoppers, a growth of 29.62 million compared with
that at the end of 2013, with a semi-annual growth rate of 9.8%. Compared with December 2013, the percentage
of online shoppers in China rose from 48.9% to 52.5% [3]. At the end of 2015, those consumers will be spend-
ing $1000 million per year online and the same amount of online shopper spending annually in U.S. 170 million.
People in China shop online mainly for three reasons: greater product selection, compare prices and convenient
(Acquity Group Survey).

Online stores have been growing in a highly competitive market, and frequently high competition is increas-
ing over the customer’s demands, needs and switching, so there is a need to be informative about the factors that
influence the customers. A fundamental understanding of factors impacting online customer satisfaction is vi-
tally important for e-stores [4]. A number of studies have been examined the influence of consumers’ perceived
risk and perceived benefits separately and with different factor. In their study, Liu and Brock [5] described in
detail about Chinese consumers’ perceived benefits, perceived risk and trust influence on group buying. Our
study is to survey customer satisfaction to re-purchase intention with perceived affecting factors which included
benefits and risk in the environment of B2C (Business to Consumer) online shopping stores.

This study contributes to the literature by investigating empirically the relationship among customer satisfac-
tion, perceived benefits, perceived risk, and re-purchases intention. This research emphasizes the importance of
more benefits and less risk to influence customers re-purchases intention in e-stores..

The purpose of the present study is to:

1. Help the e-stores to understand customer’s perceptions in online shopping.

2. Investigate the relationship between customer satisfaction and perceived factors.

3. Finally to put forward some recommendations to the e-store’s managers/owners in order to improve the
customer satisfaction to re-purchase intention.

2. Literature Review and Hypothesis Development
2.1 Customer Satisfaction

Satisfaction is important to the individual customer as it falls down an optimistic outcome from the specific re-
sources and the fulfillment of unmet wants and needs [6]. Customer satisfaction is defined by Oliver the con-
sumer’s fulfillment response. It is a judgment that the product or service provides a pleasurable level of con-
sumption-related fulfillment, including levels of under- or over fulfillment [7].

The rapid growth of online shopping in China emphasizes the importance of focusing on the issue of customer
satisfaction as a key factor for discussion when designing any online stores. A growing body of literature pro-
poses models for customer satisfaction [8] [9] and many of these studies have tried to identify factors that lead to
customer satisfaction.

According to Rodger’s Innovation Diffusion Theory, Rogers presented a comparative advantage as one of the
factors that influence shopper’s decision and satisfaction of desire and cheaper price, convenience and return
policy can all be discussed as comparative advantages [10]. Many researchers have been investigated during the
last few years to find out customer satisfaction and perception of the difficulties that preventing the development
of online shopping [11]. Many of them identified different variables by which customers get satisfaction and
make a re- purchase intention in e-stores. Devaraj et al. [12] measured customer satisfaction in the e-commerce
perspective and reinforced empirically that satisfaction was a basic factor of consumer channel preference. Cus-
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tomer satisfaction reflects the amount of customer’s positive feeling for e-stores in online shopping. It is impor-
tant for e-stores retailers to understand the customer vision of their services. Online consumers need additional
satisfaction when buying from e-stores otherwise the customers switch to other e-stores [13].

Childers et al. [14] related the customer satisfaction and attitude toward online shopping with the Technology
Acceptance Model (TAM) where they refer the ease-of-use of technology as the “processing of practice the new
media while engaging in shopping behavior”. For Technology Acceptance Model, Davis [15] describes that us-
er’s adoption of a given information technology can be explained by the consumer’s intention to use the system,
which in turn is determined by the consumer’s beliefs about the system. The TAM has been used and modified
by numerous studies and has been proved to be a reliable predictor of a person’s acceptance of information
technology [16]-[18].

Recently, researchers have found that satisfaction positively impacts on loyalty and re-purchase intentions
toward online shopping [19]. It is evidence from the literature that satisfied customer show a greater intention to
use company’s products and have a lower intention to find from other e-stores [20]. Therefore, e-stores prefer
customer satisfaction as crucial to attain sustainable growth and competitive advantage in online shopping [21].
Subramanian et al. [22] described Chinese customer satisfaction as purchasing experience reliability and res-
ponsiveness of quality service of e-stores drives them to re-purchase intention.. We expect that once users
achieve certain levels of satisfaction with prior use of e-stores, the perception of satisfaction will influence their
re-purchase intentions. It is necessary for e-store’s managers to know customer’s wants and needs, understand
their hitches, fear and threats perceived by them while shopping in online stores

2.2. Re-Purchase Intention

The individual’s judgments about buying again a designated product or service from the same e-store take into
account his/her current situation and likely circumstances. Re-purchase intention refers to the likelihood of using
a service provider again in the future [23]. Daugherty et al. [24] stated that re-purchase intention was a measure
of response behavior and consumer reaction to certain experiences. Kim and Kim [25] described that online
stores had the potential to influence customer’s re-purchase intention if they convinced that online shopping was
interactive by providing rich information about the product performance and chatting communication and offer-
ing decent store layouts in terms of quality graphics and images. Customer’s intention to repurchase online
goods and services has been studied as a manifested form of loyalty towards this alternative way of buying [19].
Kim et al. [20] pointed out that satisfaction was the strongest predictor of re-purchase intention of customers in
online stores.

The TAM theory developed by Davis explained user’s acceptance of technology in the workplace. TAM
adopts a causal chain of beliefs, attitudes, intention, and plain behavior that social psychologists Fishbein and
Ajzen [26] have put forward, and that has become known as the Theory of Reasoned Action (TRA). Based on
certain beliefs, a person forms an attitude about a certain object, on the basis of which he/she forms an intention
to behave with respect to that object. The intention to behave is the prime determinant of the actual behavior.

Therefore, it is concluded that a satisfied customer is more likely to make another online purchase and inten-
tion to buy, to recommend online buying to his friends, colleagues or relatives and finally, to patronize online
buying over traditional buying. Many researchers have begun to postulate satisfaction as the main predictor of
customer’s intention to repurchase online [15] [27]-[32].

H; = Customer satisfaction has a direct positive effect on re-purchase intention in online stores.

2.3. Online Stores in China

Online stores was initiated by Pizza Hut in 1994 with an online ordering service on their web page in USA.
Amazon was another one which started selling real time tangible products through websites, and later eBay also
started an online auction [33]. The first Chinese B2C e-store Alibaba Group (http://www.alibaba.com/) was
founded in 1999 by 18 people led by Jack Ma, a former English teacher from Hangzhou, China, he has wished
to make the Internet accessible, and to facilitate beneficial for everyone, followed by the establishment of the 1%
C2C e-store Eachnet. It was at the time that Internet was a new technology for most Chinese people. In 2003,
Taobao was launched by Alibaba Group and eBay also acquired Eachnet and then started working and became
the biggest competitor of Taobao.com. Chinese online shopping market was developed rapidly in 2005 (Libera-
tion Daily, 29th August 2009). In 2007, many merger and acquisition happened in the e-commerce industry and
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several big online shopping stores: Taobao, eBay, PaiPai, and Amazon.com and they started competitive online
business. Tmall.com was also launched by Taobao stores in 2008 to supplement its consumer-to-consumer (C2C)
market coverage and became an independent platform in 2011. Tmall.com has established an open business-to-
consumer (B2C) platform itself as the destination for good quality, brand-name goods catering to increasingly
sophisticated Chinese consumers.

China’s e-market has grown with an average rate of 70% from 2009-2012 vs. 13% in America, and its total
size is expected to reach RMB 3.3 trillion ($539.07 billion) by 2015 (Bain and Company report, 15 January
2014). The B2C market scale hit RMB 227.86 billion ($37.3 billion), accounting for 35.2% of the total online
shopping market in China. And in China, more online shopping platforms are rapidly flourishing. However, the
growth of online shopper will depend in part on potential obstacles and risks, including the security of personal
information, dissatisfaction with products, and goods delivery that do not meet customer’s expectations and so
on [34]. E-stores can facilitate convenient and approachable online purchasing process, serve their customers
better and improve customer satisfaction to increase re-purchase retention [35].

E-stores have numerous advantages compared to physical stores; e-stores are easy access and time saving and
no more waiting in lines and traveling is needed. These stores provide consumers with rich information and free
about products and services. Online stores accept orders 24 hours a day and 7 days a week while consumers who
wish to shop at traditional stores have to be available to visit the store during normal business hours. Online
shopping reduces this concern because consumers can simply access e-stores from their computer whenever
they have free time and wherever they are. It is also noted that shopping easier is one of the main motivations of
consumer’s online purchasing [36].

2.4. Perceived Benefits

Perceived benefits are beliefs about the positive outcomes related to a behavior in response to a real or perceived
threat. Eastin [37] described perceived convenience, financial benefits, risk and easy interface were all important
factors besides perceived benefits and perceived ease of use and customer satisfaction as the core motivation of
consumers’ online shopping decision.

Prior research on satisfaction has proposed perceived benefits as critical predictors of satisfaction. Different
modules of perceived benefits have been verified as positively impacting on satisfaction [38] [39]. So, perceived
benefits increase re-purchase intention among consumers in online shopping stores, as price, convenience, and
return policy are benefits perceived by customers [35].

2.4.1. Price

Price is an important motivation to attract consumers to make a shopping on e-stores, a below market price for a
product in e-stores have reinforced and abolished effect on the consequence of leaving the online shop. For
Chinese consumers, value shopping entails looking for discounts, sales, or hunting for price promotions [40].
Chinese consumers are value seekers and they search hard for the super deals to make sure they get good worth
for their money. So, they spend a lot of time seeking quality products and compare prices. Many online con-
sumers expect e-stores offer price promotions or have lower prices than offline stores [41].

Marketing literature described price as an important factor for customer satisfaction because customers al-
ways refer to price when assessing product and service value [23] [42]-[44]. Biswas and Blair [45] conclude that
the price discount could affect customers’ price belief, and ultimately affect their shopping satisfaction.

H, = A price benefit is positively related to customer satisfaction on re-purchase intention in e-stores.

2.4.2. Convenience

Another benefit expected to influence the acceptance of online environments is perception of convenience as it
manifests the opportunity to shop at home 24 hours/7 days a week [46]. Yu et al. [47] also indicated the positive
relationships among perceived usefulness, convenience and behavioral intention. This obvious benefit of online
shopping which cannot be overlooked is convenience. This convenience in interactive shopping increases search
efficiency through the ability to shop at home, by reducing such frustrations as fighting traffic and looking for a
parking space, and avoiding long checkout lines, while also offering single “stop” shopping that avoids traveling
to or from a different store. It was found that this construct directly affected satisfaction. Seiders et al. [48] re-
vealed that access convenience interacted with satisfaction in terms of influencing consumers’ future intentions.
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Hs = A convenience benefit is positively related to customer satisfaction on re-purchase intention in e-stores.

2.4.3. Product Information

An important factor affecting the effectiveness of satisfaction using sensible thought is product information.
Product information sharing is defined as the usefulness of the available information about an attribute of a
product in helping a decision maker to evaluate the product. Appropriate information is the key to consumer’s
consumption in e-stores, that is why a vital question for companies is how information about products and ser-
vices is presented to consumers on the Internet [49]. The quality information has a strong impact on those cus-
tomers that perceives a great risk, probably because information sharing helps consumers overcome these fears
and form a more favorable opinion of using e-stores. Hence the online shopping experience greatly depends on
the website information to compensate for the lack of physical contact; online quality information becomes cru-
cial. Information sharing is measured by the cumulative importance of the attribute information [50]. Product
information plays a critical role in purchasing decision in e-stores. Information and knowledge about the product
are positively related to customer satisfaction [51].

H, = A product information is positively related to customer satisfaction on re-purchase intention in e-stores.

2.4.4. Return Policy

Consumers are concern about terms of return policies before shopping a product. Return policy is lenient in case
the product does not perform as described and need to be exchanged or a refund. In return policy rebate is im-
plemented to compensate the customers which is defined as a return of part of the original payment for some
service or merchandised; partial refund. When shopping online, customers rated the functional attributes like
price, ease of movement and ease of return as important [52]. The high-quality e-stores can offset the increased
costs of honoring return policies with increased revenues from customers. Low-quality e-stores, though, will not
use easy return policies because they know that their low quality means that many orders will be returned and
the costs of returning merchandise will be higher than any increased revenues from customers attracted by easy
policies [53]. Online stores offer return provisions for their customers for a variety of reasons. These stores de-
sire to remain competitive in the face of rivals’ liberal return policies, or they believe that customer satisfaction
is a valuable asset for business [54]. When customers perceive a lower level of uncertainty and are more familiar
with the products and the e-store, they will return less and order more products which in turn will lead to higher
profits for the company [55].

Hs = A return policy benefit is positively related to customer satisfaction on re-purchase intention in e-stores.

2.5. Perceived Risk

The risk is perceived by consumers when intending a specific consumption decision. Perceived risk is an ex-
pecting of the uncertainty about the possible outcomes of a behavior and the possible unpleasantness of these
outcomes [56] and consumer feels fear about loss or gain in that specific consumption. Bauer [57] was the fore-
runner of the theory of perceived risk that consumers often perceived a risk at the time of their purchases. Per-
ceived less risk is important in influencing customer satisfaction and decision by e-stores acceptance [58]. Per-
ceived risk is an important factor that affects customer’s buying decision in online shopping, through the per-
ceived theories the consumer can know clearly which step owns higher risk in the whole shopping process [59].
Perceived risk is considered as a multi-faceted building up of physical risk, psychological risk, social risk, fi-
nancial risk, product performance risk and risk of loss of time/delivery [60]-[63]. On the other hand, Forsythe
and Shi [56] have explored the various types of risk perceived by Internet shoppers and mentioned three types of
risk—product risk, financial risk and delivery/time risk are related to online shoppers to make a decision and
customer satisfaction to re-purchase intention.

2.5.1. Product Performance Risk

Product risk is defined as the loss incurred when a brand or product does not perform as described by Horton
[64]. A higher perceived product quality may increase the perceived value and, consequently, a customer satis-
faction and re-purchase intention [65]. Consumers shopping online do not know physically about the product,
they see the product in e-stores as they search for and buy products. In e-stores, consumers may develop low
trust and perceive elevated highly risk because of the lack of face-to-face communication and physically sense
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(looking, touching, tasting and smelling). Perceived product quality uncertainty is very important in inducing
consumer’s perceived risk of e-stores [66]. Although this difficulty can be reduced by using certain software
tools, 3D images, videos, a money transfer safety, refund and return and other associated platforms such as on-
line recommendation agent [67]. It is identified that buying a product from a familiar brand might reduce the
product risk of buying online as customers know the familiar e-stores and always get positive outcomes [68].

He = A bad performance of product risk negatively related to customer satisfaction on re-purchase intention in
e-stores.

2.5.2. Financial Risk
Jacoby and Kaplan [69] described that perceived financial risk was the possibility of monetary loss arising from
online shopping; these can stolen detail information of credit card, bank account and direct hack of money
transaction. Many studies show that perceived overall financial risk tends to decrease when e-stores use safety
cues [70], therefore, it is proposed that perceived financial risk is influenced by the customer’s image of the e-
stores. When online stores use safety cues such as ensuring high protection of online transactions, refund, they
may build trust toward the e-stores and thereby enhance the e-stores image. Many credible corporate initiators,
for example, Alibaba (http://www.alibaba.com/) have begun using a secure online payment system to lower fi-
nancial risk, namely Alipay, similar to PayPal, which allows the trusted entity/bank to hold the buyer’s pay-
ments and forward them to the seller after all buyers have received the products. When consumer feels secure
about financial loss, then he/she buys the product without any hassle.

H; = A perceived financial risk is negatively related to customer satisfaction on re-purchase intention in e-
stores.

2.5.3. Delivery Risk
The delivery risk which is ever perceived by the customer is on-time delivery (OTD) and delivery without damage.
Delayed delivery has a negative impact on satisfaction. Online purchases are unable to use or consume the product
by customers immediately and they must wait for product delivery [71], but delivery delay annoyed the customer
and next time customer will not consider buying from the e-store as they do not deliver product on time. Chang
and Wang [72] also stated that delay of delivery caused negative results and customer dissatisfaction.

Hg = Delivery risk is negatively related to customer satisfaction on re-purchase intention in e-stores.

3. Research Model

A research model (Figure 1) is designed to verify the online stores’ satisfaction of Chinese customer to re-pur-
chase intention and the factor influencing on their satisfaction. From the previous study literature [73] and
present customer’s affecting factors, we design a research model to examine the effect of perceived benefits and
perceived risk on customer satisfaction to re-purchase intention in e-stores.

P ived Benefit
erceived Benefi Perceived Risk

i Product Risk

Convenience :

s Customers Financial Risk )i
= Satisfaction -
H1 . 5
N Delivery Risk

Return Policy H
H Re-purchase

Intention

Figure 1. Conceptual model for customers’ satisfaction to re-purchase intention in online stores.
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4. Research Methodology

Chinese consumers are excited to shop online and search for low price, better quality product and also have to
face many factors affecting their satisfaction to re-purchase intention. From the previous study literature, we try
to explore those factors which currently influence customer satisfaction to re-purchase intention in e-stores. This
goal will be achieved by examining the effect of perceived benefits (Price, Convenience, Product information,
Return policy) and perceived risk (Product risk, Financial risk, Delivery risk) factors with dependent variables
customer satisfaction on re-purchase intention in e-stores as the hypotheses of the study.

These items were measured at a 5-point Likert type scale with “5” being “strongly agree” and “1” being
“strongly disagree”. We also follow Anderson and Srinivasa [74] and Oliver’s [75] multi-item scale to measure
the customer satisfaction in an e-store context. We also included demographic data of respondent and overall 23
types of questionnaire were asked to measure these items to the persons who are shopping online.

4.1. Sampling

Most of the users are students and office workers between the ages of 18 to 45 years old. The students are most-
ly trying new things and with a low price and office workers search better quality with comparable prices. Half
of Internet users in China are between the age of 20 and 40 [76]. For these reasons, the target samples for the
current research were Chinese between 18 and 45 years old. Sample data was collected from China in these big
cities (Beijing, Shanghai, Guangzhou and Wuhan). We filled the questionnaires from those consumers who were
already shopping online and had some experience of perception. Such an approach may be appropriate because
some researchers believe that customer satisfaction is limited to individual transactions [77].

4.2. Data Collection

Based on the model constructs, a questionnaire of 26 questions, as shown in appendix A, was designed to collect
data for testing the model. Data was collected through direct approach, mails and emails questionnaire sent to
different university’s students and working office people in 4 big cities of China (Beijing, Shanghai, Guangzhou
and Wuhan), 135 questionnaires were sent through emails, QQ messenger and friends to friends through post
mail requesting to collect the data from their respective universities and 190 questionnaires were filled directly
by approaching the peoples receiving online purchased parcels from delivery service offices, working offices
and universities. As a result, 124 questionnaires were responded through post mails, emails, QQ messenger and
190 directly collected; finally 302 questionnaires were usable for analyzing. This survey was done from October
2014 to December 2014,

5. Data Analysis and Results
5.1. Demographic Characteristics

The composition of the respondents indicates that there are more female (55.63%) than male (44.37%) partici-
pation including teachers (14.90%), students (55.30%), own business (7.95%) and working office staff (21.85%);
80.12% were aged between 20 - 40 years old. Most of the respondents were highly educated 55.30%. Further,
65.56% of respondents were shopping on e-stores since 2 - 5 years ago, all of participation have bought some-
thing in the year recently and 37.09% of them go shopping online twice a month, while 32.12% go shopping on-
line once a month (Table 1). Further, the chi-square test revealed that no significant differences were found in
the demographics (i.e., Gender, Age, Education, Shopping experience and times of re-purchased). The non-sig-
nificant differences were treated as sufficient assurance that the data obtained was likely to be a fair representa-
tion of the population of interest.

5.2. Validity and Reliability

We evaluated the construct discriminant validity and reliability with SPSS 19.0 and confirmatory factor analysis
with LISREL 8.7. Confirmatory analysis provides satisfactory support for the 9-dimension model as shown in
Table 2.

To confirm reliability and internal consistency of the measures, Cronbach’s coefficient alpha on the standar-
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Table 1. Demographic characteristics sample (n = 302).

Item Category Frequency %
Male 134 44.37
Gender

Female 168 55.63
Teacher 45 14.90
Student 167 55.30

Job
Own Business 24 7.95
Office Worker 66 21.85
Less than 19 Years Old 18 5.96
20 - 30 Years Old 151 50.00

Age
31 - 40 Years Old 97 32.12
More than 41 Years Old 36 11.92
College degree 73 24.17
Under Graduate 62 20.53
Education Graduate 134 44.37
Doctorate 28 9.27
Post-Doctorate 5 1.66
Less than 1 Year 48 15.89
2 -3 Years 67 22.19

How Many Years

Shopping Online 3-4 Years 82 27.15
4-5 Years 49 16.23

More than 5 Years 56 15.64

Once a Month 97 32.12

How Often Purchased Twice a Month 112 37.09
Online Stores Twice a Year 45 14.90
Once a Year 48 15.89

Table 2. Means, standard deviations, composite reliabilities and correlations.

Constructs CR Ave Mean STD PC CN PI RP PPR FR DR CS RPI
Price 0.85 0.61 4.67 1.17 1.00
Convenience 0.78 0.52 4.09 1.12 0.43 1.00

Product Information 0.88 0.57 456 098 053 042 1.00
Return Policy 0.91 0.63 441 1.04 049 051 050 1.00
Product Perform Risk 0.79 0.66 4.38 1.13 036 037 043 0.39 1.00
Financial Risk 0.81 0.62 4.46 1.09 040 031 044 048 056 1.00
Delivery Risk 076 079 434 118 032 027 035 031 030 038 1.00
Customer Satisfaction 0.83 0.68 459 102 048 041 039 045 038 044 040 1.00
Re-Purchase Intention 0.81 0.77 4.39 1.16 035 030 040 039 042 029 036 038 100

Notes: CR = Composite Reliabilities; Ave = Average Variances Extracted; STD = Standard Deviations. Correlations are below the diagonal and all

values are significant at p <0 .01, p <0 .05.
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dized items was calculated for each constructs, ranged from 0.76 to 0.91. After assessing the overall model fit,
composite reliability was estimated by construct reliability. All construct reliabilities were located in 0.76 - 0.91,
as shown in Table 2. They exceeded the criterion of 0.700. Therefore, composite reliability of the measurement
model was good.

In addition, to measure the discriminant validity among constructs, the average variance extracted (AVE) was
calculated and compared to the squared correlation values among the constructs. As noted in Table 2, all AVE
values were above the 0.50 threshold suggested by Fornell and Larcker [78] as necessary to infer internal con-
vergent validity. The results of confirmatory factor analysis in this study show GFI (goodness-of-fit-index) of
model-fit measure is 0.95, NFI (normalized fit index) is 0.94, and CFI (comparative fit index) is 0.95. Confir-
matory factor analysis (CFA) loading was used to purify the scales with the objective of improving the conge-
neric measurement properties of the scales [9]. According to Bagozzi and Yi [79] if the model-fit measure is
close to or above 0.9 standard levels,then the convergent validity of the items is within the acceptable range.

5.3. Multivariate Regression Analysis

Multiple regression analyses were conducted to examine the hypotheses H,, Hs, H4, Hs, Hg, H; and Hg. The
purpose of multiple regression analysis is to find the linear combination of the independent variables that corre-
late maximally with the dependent variable. A step-wise regression identifies the independent variable that best
predicts the dependent variable. In step-wise regression the independent variable having the highest correlation
with the dependent variable is selected first (a-g). The independent variable best correlated with the dependent is
included in the equation. This is followed by entering the second variable of the remaining independent va-
riables with the highest partial correlation with the dependent, controlling for the first independent, and so on.
This process is repeated at each stage, partial link for previously-entered independents, until the addition of the
remaining independent variables do not increase R? by a significant amount [80]. In order to further analyze the
affecting factors of customer satisfaction in e-stores, here is the equation of standard regression of dependent va-
riable, customer satisfaction:

Y = S0+ F1X1+ 2X2 + 3X3+ f4X4+ S5X5+ f6X6 + STXT +&

where Y = Customer satisfaction; f0 = Constant; g1 = the coefficient of the first; X1 = Price; X2 = Convenience;
X3 = Product Information; X4 = Return Policy; X5 = Product Performance Risk; X6 = Financial Risk; X7 = De-
livery Risk; and & = the error or the difference between the predicted and the observed value of Y.

Table 3 shows the regression analysis, the theoretical hypothesis, model, and seven independent variable re-
gression coefficients were 0.555, 0544, 0.512, 0.406, 0.326, 0.301,264. The value of these regression coefficient

Table 3. Regression coefficients.

Independent Variables Beta Sig.

Product Performance Risk 0.555 0.000°
Financial Risk 0.544 0.000°
Price 0.512 0.000°
Return Policy 0.406 0.000¢
Product Information 0.326 0.000°
Delivery Risk 0.301 0.000f
Convenience 0.264 0.0009

F Value 37.214

R Square 0.602

Adjusted R Square 0.491

Note: *%In step-wise regression the independent variable having the highest correlation with the dependent variable is selected first.
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reflects the effects of variables on the overall satisfaction degree, the greater the absolute value is, the greater the
impact is. By examining the change law of digital variables, a specific value indicated to identify variables af-
fected by other variables Analysis results are shown in Table 3: regression model of F statistic are greater than
the value of 37.214 and p value is 0.000, namely model reached the significant level. The analysis results show
whole fitting degree is higher.

Results concluded from the analysis: the first is the product performance risk (beta = 0.555, p < 0.01), the fi-
nancial risk (beta = 0.544, p < 0.01), the price (beta = 0.512, p < 0.01), the return policy (beta = 0.406, p < 0.01),
the product information (beta = 0.326, p < 0.01), the delivery risk (beta = 0.301, p < 0.01) and convenience (beta
= 0.264, p < 0.01) has significant positive influence on customer satisfaction. Results supported the theoretical
assumptions H,, Hs, Ha, Hs, He, H7 and Hsg.

The results of regression analysis of customer satisfaction and re-purchase intention are shown in Table 4 be-
low.

The regression models of F values were greater than 7.123, and p value is 0.000, namely model reaches the
significant level, and the whole fitting degree is higher. Customer satisfaction and re-purchase intention of the
regression coefficient are: 0.712, 0.502, showing the customer satisfaction to re-purchase intention has a signif-
icantly positive influence, which supports the theoretical hypothesis H;: customer satisfaction has a direct posi-
tive effect on re-purchase intention in online stores.

6. Discussion and Conclusions

This study provided support for these hypotheses regarding the linkage among the construct of research frame-
work. China e-market is flourishing quickly and consumers are in search of more benefits and less risky in on-
line shopping. Therefore, a customer care is necessary for the satisfaction to re-purchase on e-stores. Our survey
found that 80.14 % persons were shopping between 20 and 40 years old as described by CNNIC report. The re-
sults from the samples supported the proposed measures of factors affecting customer satisfaction to re-purchase
intention in online shopping stores. Discriminant validity, reliability, and confirmatory factor analysis (CFA)
supported the construct validity of 4-dimension perceived benefits and 3-di- mension perceived risk. Perceived
benefits were determined to be a positive predictor of customer satisfaction while perceived risk related nega-
tively to customer satisfaction. Finally, a practical assessment of these scales revealed that customer satisfaction
could be fulfilled through greater benefits and less risk for re-purchase intention in online stores.

The result of these hypotheses Table 3 through regression analysis perceived benefits H,, Hs Hy and Hs were
significantly supported and it indicated that price, convenience, product information and return policy are im-
portant for customer satisfaction to re-purchase in online stores (Table 5). This finding is consistent with the
study of Thomas and Harry [81], revealing that the respondents with experience in online stores are more likely
to be influenced by price for satisfaction to re-purchase intention.

Similarly the results of tested the hypotheses Table 3 through regression analysis perceived risk Hg, H; and
Hg are significantly supported and it indicates that product risk, financial risk and delivery risk are negatively effec-
tive to customer satisfaction (Table 5) and e-store’s managers/owners should reduce these risks to create re-

Table 4. Regression analysis of customer satisfaction and re-purchase intention

ANOVA
Model Sum of Square df Mean Square F Sig.
1 Regression 17.021 5 4.223 7.123 0.000
Residual 39.23 53 0.712
Total 56.251 58
2 Regression 34.432 4 7.451 18.601 0.000
Residual 25.032 51 0.502
Total 59.464 55
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Table 5. Summary of hypothesis tests.

Hypotheses Results
H,: Customer satisfaction has a direct positive effect on re-purchase intention in e-stores. Supported
H,: A price benefit is positively related to customer satisfaction on re-purchase intention in e-stores Supported
Hs: A convenience benefit is positively related to customer satisfaction on re-purchase intention in e-stores. Supported
H,: A product information is positively related to customer satisfaction on re-purchase intention in e-stores. Supported
Hs: A return policy benefit is positively related to customer satisfaction on re-purchase intention in e-stores. Supported
He: A bad performance of product risk negatively related to customer satisfaction on re-purchase intention in e-stores. Supported
H-: A perceived financial risk negatively related to customer satisfaction on re-purchase intention in e-stores. Supported
Hs: Delivery risk negatively related to customer satisfaction on re-purchase intention in e-stores. Supported

purchase intention. The tested results ANOVA in Table 4 show that the hypothesis H;customer satisfaction di-
rectly affects re-purchases intention in online stores. Researchers have proved in their study that satisfaction is
the main predictor of customer’s intention to re-purchase online [27]-[32]. Satisfaction is the main motivation
that drives people to adopt online shopping and re-purchase in e-stores. According to Roger’s Innovation Diffu-
sion, Rogers presented relative advantage as one of the factors that influence shopper’s decision and satisfaction
of desire. Early theories of customer satisfaction, Oliver [7] proposed the Expectancy-Disconfirmation Paradigm
(EDP) as the most promising theoretical framework for the assessment of customer satisfaction. So it is con-
cluded that satisfied customers intend to re-purchase in e-stores and become loyal to that e-store.

Managerial Implications

According to the findings of this study, customers consider the product price, convenience and product informa-
tion and return policy as important benefits for customer satisfaction to re-purchase intention in online stores.
Similarly customers feel fear of risks while shopping in e-stores, so there is a need to reduce risk for customer
satisfaction to re-purchase intention in online stores.

Keep in mind: online store’s managers/owners should offer abundant choices to consumers, as well as offer-
ing competitive product prices. As we surveyed that Chinese consumers were more sensitive about price. The
e-store’s managers/owners should influence consumers through social media with ads and promotions for dis-
counts available.

Convenience is important, especially for new consumers; some e-stores make very lengthy process to buy a
product online. As a result, most consumers leave shopping in a half way due to transfer money and non-accep-
tance of common money-paying cards.

Detailed and complete product information should be provided. Before buying process consumers want to
know about products information that is shared by e-stores. Retailer should share more information about prod-
ucts by using short video about product performance and 3D pictures.

Managers should pay more attention to implement return policies to facilitate the customer as if the product
performance, damage and other reasons could be returned back.

Customers shopping online do not know physically about the product and performance. They only see the
product features and images in e-stores. In e-stores, consumers may develop low trust and perceive elevated
highly risk because of the lack of physical sense (looking, touching, tasting and smelling). Therefore, to enhance
customer’s degree of satisfaction, e-store’s retailers should contribute clear, understandable information and
quality of the product should be the same as described at company’s website.

E-store’s managers/owners should introduce a mechanism (e.g. Alipay by Alibaba Group in China) that
would improve safety to motivate people to re-purchase online stores. Consumers should not be worried about
losing their money and other financial information.

Prompt delivery plays an important role in Chinese customer satisfaction. To satisfy consumers in today’s
competitive e-commerce, online store retailers must keep a close eye on timely delivery and customer service.
Delayed delivery and ignorance of customer’s concerns will cause customer dissatisfaction.
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Customer satisfaction should be preference in order to provide more benefits and less risky shopping envi-
ronment.

Limitations of the Study and Future Research

In this study, we identified seven factors, there may be other factors affecting in online shopping stores but in
our study we didn’t examine all those factors affecting online shopping stores. Our research was limited in 4 ci-
ties of China due to lack of finance and approach. We collected the data from 4 big cities of China as a sample.
The study was limited to university students and office working peoples those were already shopping online
stores. According to our survey, university students and office workers are appropriate because online consum-
ers are generally younger and more highly educated people according to the survey of CNNIC report. Because
of time and cost constraints, we only examined factors affecting customer satisfaction to re-purchase intention in
online stores in China, while other countries consumers may have different characteristics and satisfaction levels
and re-purchase intention.

Future research can develop more detailed models that can capture and explain more factors that may affect
the customer satisfaction on e-stores like web service quality, product guarantee and privacy risk.
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