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ABSTRACT 

 

Online shopping has significantly increased throughout the world in recent years. 

Customer satisfaction, customer attitude and loyalty are the primary factors that could 

affect the development of online shopping. Online websites are able to structure 

strategies to meet the demands of online customers in order to see that consumer attitude 

and loyalty toward online shopping remains positive and specifically studies the factors 

that influence consumers to shop online. Therefore, this research aims to understand the 

mediation role of customer satisfaction in the causal relationship among 4 antecedents of 

customer satisfaction and customer attitude, and loyalty in the Chinese online shopping 

context.  

 

A total of 399 respondents from Guangzhou, China were chosen. This study has revealed 

the following factors:  
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1. Technological factors which will include security, convenience, website design and 

information quality. 

2. Service factors which include customer service and delivery service.   

3. Product factors consisting of product variety, product value and product 

customization.  

4. Sales promotion with discounts and incentive programs.  

These are the key antecedents of customer satisfaction in the Chinese online shopping 

environment.  

 

The result of this study showed that the influences of technological factors, product 

factors, sales promotion toward customer attitude and loyalty were significantly mediated 

by customer satisfaction. In addition, customer satisfaction had a direct significant effect 

on customer attitude and an indirect significant effect on customer loyalty, while 

customer attitude had a direct and significant effect on customer loyalty in online 

shopping. 

 

This study represents a better understanding of not only what the factors affecting online 

consumers purchasing decisions are, but how important they are, and also provides an 

online retailer’s standpoint to effectively manage recommendations.  

  

Key words：technological factors, services factors, product factors, sales promotion,    

          customer satisfaction, customer attitude, customer loyalty, online shopping. 
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CHAPTER 1: 

INTRODUCTION 

 

1.1 Introduction and Background of Research 

 

Many marketers have begun to develop online product marketing. Utilizing online 

facilities, customers are able to communicate and do transactions with marketers without 

any physical distance and time constraints. The development of technology changed the 

customers’ shopping habits and made self-help shopping become a normal and easy 

routine. Customers are able to serve themselves with the features of the website. The 

online system is designed to be more practical for consumers in order to choose their own 

products, payment methods, delivery systems and so on (Dharmesti, Delaros & Nugroho, 

2013). Only if consumers are satisfied with the products or services of a business, can the 

business maintain loyal consumers and attract more potential consumers (Guo, Ling & 

Liu, 2012). Therefore, the satisfaction factors of the online shoppers experience still need 

to be investigated. 

 

According to a “2014 China E-commerce Report” (Iresearchchina, 2015), China online 

shopping sold in gross, merchandise a volume total of 2.8 trillion Yuan in 2014 with a 

growth factor of 48.7% (see Figure 1.1), and online shopping gross merchandise volume 

occupied 10.7% of the total retail sales of consumer goods in China in 2014. Its 

penetration succeeded in achieving of the 10% of the market for the first time. With the 

rapid development of mobile shopping, Chinese e-commerce is expanding to the third 
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and fourth tier cities, rural markets and the global market. In the next few years, the 

Chinese online shopping market is supposed to maintain the compound growth rate of 

about 27% around (Iresearchchina, 2015). This data demonstrates the enormous potential 

of the Chinese online shopping market. 
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Figure 1.1 China Online shopping gross merchandise volume 2011-2018 

      Source: China E-commerce Report in 2014 (iresearchchina, 2015) 

 

Over 600 million Internet users and an annual e-commerce revenue growth rate of 120% 

make China the fastest growing and soon to be the largest e-commerce market in the 

world (China Internet Watch Sponsor, July 23, 2014). Marketplaces in China provide 

companies’ tools to display and sell products through online storefronts easily. The TOP 

3 marketplaces are Alibaba.com (chiefly B2B), Tao Bao (chiefly C2C), and Tmall 

(chiefly B2C) (China Internet Watch Sponsor, July 23, 2014). See Figure1.2, in market 

share of Chinese online shopping websites by transaction value in 2014 (iResearch, 

Nov2014), Tmall represented 57.6% market share by transaction value ranking top, 
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followed by Jingdong (19.3%) and Suning (4%).  
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Amazon China, 1.30%
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Figure 1.2 Market share of China online shopping websites by transaction value in 2014 

Source: China Internet Watch: Strong growth in China online shopping market in 2014 (iResearch, Nov 2014) 

 

The importance of the customer satisfaction issue has become more pertinent because of 

the heightened role of customers’ active response. In online shopping, satisfaction would 

be the level of feeling obtained after evaluating the experience of using or consuming 

certain products (Giese & Cote, 2002). In an online environment, improving the website 

performance is another the way to achieve customer satisfaction. Websites have various 

facets that need to be improved to meet customer satisfaction which directly influence the 

purchase decisions (Dharmesti et al., 2013). If customers are satisfied with their online 

shopping experiences, they will definitely repurchase the products from the same online 

shopping website (Li & Zhang, 2002). 
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With the rapid growth of online shopping in China, customer satisfaction would be the 

key factor to focus on when online retail marketers are designing marketing strategy. The 

customer must be satisfied with their online shopping experience, or they might not 

return (Liu, He, Gao & Xie, 2008). According to the survey by the China Internet 

Network Information Center, only 3.5% of the respondents in China were satisfied with 

their online shopping experience (Liu, He, Gao & Xie, 2008). Dissatisfied customers 

usually lead to lost customers and revenues (Guo et al., 2012). Compared with American 

online customers, Chinese online customers have different characteristics. Chinese 

shoppers’ perception of security is lower; a large number of counterfeit goods and false 

advertising claims make the Chinese online customers bear a higher purchase risk than 

American online customers; Chinese online customers are more sensitive to the price and 

are more cautious in making purchase decisions than American online customers (Lu, 

2005). 

 

As the competition intensifies in the online shopping market, it becomes more important 

for online retailers to understand the antecedents of consumer satisfaction towards online 

shopping. Only when consumers are satisfied with the products or services of the 

enterprise, can the enterprise maintain their loyalty and attract more potential customers. 

Customer satisfaction is the ultimate result of meeting customer expectations from 

product performance (Guo et al., 2012). The most satisfied customers usually have the 

intention to repurchase products if the product performance meets their expectations 

(Chen, Ling, Ying & Meng, 2012).  
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Identifying customer satisfaction serves as a mediator in the relationship of technological 

factors such as website design, security, usability and privacy. Shopping factors such as 

convenience, trust and delivery and product factors such as product value, merchandising 

and product customization; and customer loyalty were found to be necessary as Cheung 

and Lee (2005) proposed a new online store. When determining their antecedents of 

customer satisfaction (website design, security, usability, privacy, convenience, trust, 

delivery, product value, merchandising and product customization) they had not 

researched the consequences of customer satisfaction. Meanwhile, Szymanski and Hise 

(2000) had conducted a study on the consequences of customer satisfaction of an online 

store, however, the research had not proposed specific antecedents, as in Liu, He, Gao 

and Xie (2008), Yang, Wu and Wang (2009) had conducted research on the role of online 

customer satisfaction as a mediator of its antecedents and customer loyalty in the context 

of online games. Yang et al. (2009) summarized the variables including information 

quality, website design, product variation, transaction ability, response, security/ privacy, 

payment system, delivery, customer service, customer satisfaction, and loyalty in a single 

model. Therefore, these researchers examined the mediating role of customer satisfaction 

in the relationship of its antecedents and customer loyalty and attitude in the online store 

environment. 
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1.2 Statement of the Problem 

 

As online shopping might be a popular merchant in the marketing concept and marketing 

strategy in the new era, the marketers have to understand the factors affecting customer 

satisfaction, customer attitude and customer loyalty. According to “Chinese Network 

Shopping Market Research Report in 2013” (Iresearch, 2014, April), the reasons why 

users gave up online shopping were “the quality of the goods is not very good”, 

“unpleasant shopping experience”, “terrible after-sales service”. The proportion was 

respectively 84.8%, 66.3%, 43.5%. The most necessary improvement mentioned by 

customers focused on product quality, delivery timeliness of goods, information quality, 

payment and credit. 

 

Customer satisfaction has a positive impact on customer loyalty (Chen, 2012). Customer 

attitude also can lead to customer loyalty (Yi & Jeon, 2003). Most previous researchers 

studied the antecedent factors affecting customer satisfaction with online shopping, but 

there was a lack of research studying the antecedent factors affecting customer 

satisfaction towards online shopping and the relationships among the customer attitude 

and customer loyalty. 
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1.3 Research Objectives 

 

  1. To study which antecedent factors affect customer satisfaction towards online 

shopping. 

  2. To study the relationship between customer satisfaction and customer attitude 

towards online shopping. 

  3. To study the relationship between customer satisfaction and customer loyalty 

towards online shopping. 

  4. To study the relationship between customer attitude and customer loyalty towards 

online shopping. 

 

1.4 Benefits of the Study 

 

  1.4.1 Understanding the factors affecting customer satisfaction can help to formulate 

good marketing strategies and improve customer service in online shopping. 

 

  1.4.2 Potential online retailers can understand online shopping customer behavior and 

attitude by considering factors which affect customer satisfaction in online shopping. 

This study can provide theoretical guidance for potential online retailers to know the 

relationship between customer satisfaction, customer attitude, and customer loyalty. 
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1.5 Operational Definition 

 

Operational definition of the each variable is as follows: 

Customer satisfaction is a customer's overall evaluation of online shopping. 

 

Security is the capability of a website to protect the customer’s personal information     

when shopping online. 

 

Convenience is the state of being able to browse and search the information online 

easily.  

 

Website design is the attraction that the user interface design presents to customers. 

 

Information quality is the level of usefulness and reliability of the information. 

 

Customer service is the ability to provide the feedback on problems about the purchased 

goods and services, and to solve the customers’ problems and concerns if and when they 

occur. 

 

Delivery service is the total time for the product package to go from distribution center 

to customer.   

 

Product variety is the number and variety of different products offered by the website. 

 

Product value is the quality and usefulness that the customer receives from the product 

ordered and received from the website. 

 

Product customization is the customers’ ability to customize products according to 

personal preferences. 
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Sales promotion is online retailers provide a variety of sales activities, such as discounts 

and incentive programs to attract customer to their websites. 

 

Customer attitude is a set of recognition or effects inferred from perceptions of online 

store attributes toward online shopping. 

 

Customer loyalty is the act of customers making repeat purchases and making positive 

recommendations to other people. 
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CHAPTER 2: 

LITERATURE REVIEW 

 

2.1 Customer Satisfaction 

 

Customer satisfaction is the customer’s perception of a pleasurable fulfillment in a service 

(Moon, 2013). Satisfaction was measured during the evaluation process (Dharmesti et al., 

2013). Giese and Cote (2002) concluded that satisfaction is an emotional response to the 

experience with the product or service that has been purchased, or patterns of behavior 

such as a shopping and buying behavior. A positive emotional response was preceded by 

a cognitive evaluation process, perception of an object, action, comparing the value and 

desire of the individual. 

 

Kärnä (2014) mentioned that customer satisfaction will be a function of perceived quality 

and confirmation judgment if the perceived quality matches repurchase expectations. 

Customers compare perceived performance products (services, goods) with the same 

standard. Customers are satisfied when the perceived performance is greater than the 

standard; when dissatisfaction occurs it means that performance was perceived to fall 

below the standard.    

 

Brady and Robertson (2001) proposed customer satisfaction as a personal feeling of 

pleasure or non-disappointment from a comparison of a product's perceived performance 
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with customers’ expectation. Yi and La (2004) conceptualize two general concepts of 

satisfaction such as transaction specific satisfaction and cumulative satisfaction. 

Transaction specific satisfaction is an evaluation of a customer’s experiences and 

reactions to a particular service or product and or a customer’s contact while a 

cumulative satisfaction is accumulated from an overall evaluation of the cumulative 

consumer experience (Boshoff & Gray, 2004). 

 

Guo, Ling and Liu (2012) suggested customer satisfaction as the degree of consumer 

perception of online shopping experience that confirms their expectations. Guo et al. 

(2012) using the disconfirmation theory explain that the consumers dissatisfaction which 

is indicated by a customer dissatisfaction of service is related to the size of the 

disconfirmation experience; in other words, the disconfirmation is related to the 

customers’ anticipated expectation. If the service experience exceeds the customer’s 

service expectation, then the satisfaction will be high. 

 

2.2 The antecedents of customer satisfaction towards online shopping 

 

When a customer is satisfied with a particular online store, he or she is more likely to 

repurchase the products from this website (Khalifa & Liu, 2007). It is important to 

understand the factors affecting customer satisfaction from the results of customer 

experience selection during different purchasing stages (Lin, Wu & Chang, 2011). 

Customer online shopping experience is taken from online store information due to the 
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lack of personal contact (McKinney, Yoon & Zahedi, 2002). Lin et al. (2011) suggested 

that customer e-commerce satisfaction involved six factors: information quality, system 

quality, service quality, product quality, delivery quality, and price perception. According 

to the results of their research, product quality, delivery quality, and perceived price have 

positive effect on customer satisfaction. Casadesus (2014) found that online service 

quality has a direct positive effect on customer satisfaction, perceived value, and loyalty. 

Customer satisfaction and perceived value have a positive effect on consumer loyalty. 

Moreover, customer satisfaction and perceived value have a direct impact on the service 

quality, which also have a direct effect on customer loyalty. In addition, website designs 

which are easy to use, provide transaction security, provide service and effective 

treatment will have a significantly positive effect on customer satisfaction. 

 

In addition, Cheung and Lee (2005) had identified three categories of factors that could 

effect on customer satisfaction with online shopping. The first one was technological 

factors, including website design, security, usability and privacy; the second one was 

shopping factors, including convenience, trust and delivery; and the last one was product 

factors, including product value merchandising, and product customization. Cheung and 

Lee (2005) proved that website design, security, information quality, payment capability, 

e-service quality, product quality, product variety, and delivery service influenced 

positive on customer satisfaction towards online shopping in China. 
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Chen, Ling, Ying and Meng (2012) did an empirical study about customer satisfaction 

with online shopping and they found the variables were: website design, delivery, 

payment, privacy, trust, information quality, and price. Website design is the most 

relatively powerful, independent variable in influencing customer satisfaction in an 

online shopping environment. Szymanski and Hise (2000) also showed that the 

convenience factor, product merchandise, website design, and financial security were the 

combination of the antecedents of customer satisfaction in online shopping. 

 

Liu, He, Gao and Xie (2008) proved the antecedents of customer satisfaction in online 

shopping based on the customer purchasing process stage. The experience was 

represented with information quality and website design in information search and 

evaluation of the alternatives stage. These variables were used as a marketing stimulation 

which improved marketing sales. In addition, Liu et al. (2008) discussed how other 

variables such as transaction ability, response, security, and payment systems can 

possibly affect customer satisfaction. Sales promotion is also important to attract 

customers’ attention to the products, and encourage the satisfied customer to repurchase 

in the same website (Park & Lennon, 2009). Young Kim and Kim (2004) pointed out that 

an incentive program can probably improve customer satisfaction as it attracts new 

customers and retains existing customers on their shopping websites. 

 

Furthermore, Dipta, Maria and Nugroho (2013) pointed out that customer satisfaction 

mediates the relationship of the five antecedents of customer satisfaction and customer 
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loyalty, such as information quality, security / privacy, payment systems, delivery, 

customer service, and online consumer loyalty. Customer satisfaction as a mediating role 

was also examined as a viable variable. Dipta et al. (2013) found the transitional ability 

and response effect on customer satisfaction did not significantly affect customer loyalty. 

The website design and product variation had the most direct significant influence on 

customer loyalty. 

 

With similar findings and suggestions from previous researchers, the antecedent factors 

influencing customer satisfaction of online shopping can be grouped into four categories. 

These categories are technological factors, service factors and product factors which are 

suggested by Cheung and Lee (2005), Moreover, the other category; namely, sales 

promotion suggested by Yang and Sandow (2010) is also used in this study. All factors 

are discussed as follows: 

 

  2.2.1 Technological factors 

 

The technological factors are the qualities of the website that ensure functionality of the 

site, including security, convenience, website design and information quality. Security is 

the ability of the website to protect the customer’s personal information during their 

shopping online experience. Convenience is the state of being able to browse and search 

the information online easily (Bèlanger, Hiller & Smith, 2002). Website design is the 

arrangement and implementation of appearance which is guided by certain principles 
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(Luo, Ba & Zhang, 2012). Information quality is the level of usefulness and reliability of 

the information in online shopping (Chen et al., 2012).  

 

     2.2.1.1 Security 

 

Security includes a set of procedures, techniques, and safeguards that are designed to 

protect the hardware, software, data, and other system resources from unauthorized 

access, use, modification, or theft (Aminu, 2013). The development of online shopping 

has been slowed by some factors, including fraud and security for online customers 

(Aminu, 2013). The results showed that the weak computer security can let hackers access 

the website and steal customers’ name, address and credit card information. Similarly, Lee 

and Turban (2001) mentioned that when consumers can check the quality of products or 

monitor the safety and sending of sensitive personal and financial information securely in 

the online shopping experience, satisfaction is improved. Therefore, adequate security 

online can reduce the leakage of customers’ personal and transaction information to 

increase online trust and improve satisfaction (Cho & Park, 2001). In this study, the 

features evaluated within the attribute of security include: 1) whether the site provides 

encryption, (2) whether the site requires the user to set up an account with an ID and 

password, and (3) whether a confirmation screen is displayed after the completion of the 

purchase to ensure accuracy (Schaupp & Bélanger, 2005). 
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     2.2.1.2 Convenience 

 

Convenience is often found to be the most important determinant in retail store patronage 

and many forms of shopping such as catalog and Internet shopping (Bèlanger, Hiller, & 

Smith, 2002). It is much easier to browse or search online information than to do so when 

engaged in traditional retail shopping (Sultan & Uddin, 2011). Online shopping gives an 

individual the opportunity to economize on time and effort by making it much easier to 

locate the site, find items, and procure offerings (Schaupp & Bélanger, 2005). Torkzadeh 

and Dhillon (2002) identify convenience as a “fundamental objective” related to online 

shopping. Online websites should be designed so that consumers minimize time for 

finding the product or information conveniently (Schaupp & Bélanger, 2005). 

Convenience includes the overall ease of finding a product, time spent on shopping, post 

purchase service, complete contact information, and minimization of overall shopping 

effort. The features evaluated for convenience will include: (1) overall ease and fun of 

the shopping experience, (2) ability to look up detailed product information and to make 

price comparisons (Bèlanger, Hiller & Smith, 2002). 

 

     2.2.1.3 Website design 

 

Website design is the function of helping consumers to easily find the necessary quality 

information and can reduce the influence of the product uncertainty on post- purchase 

satisfaction (Luo, Ba & Zhang, 2012). Also, website design is a customer’s perception of 
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the degree of the user friendliness in using an online store (Zhang & Tan, 2006). When 

customers shop online, the website seems to be the image of the traditional retail store. 

An effective and successful Web page design may lead to positive customer perception 

and customer satisfaction. The intention of purchasing and repurchasing may be 

strengthened (Lam & Lee, 1999). Szymanski and Hise (2000) pointed out that good 

website design is reflected in a rational and easy retail experience. Koufaris and 

Hampton-Sosa (2004) believed that one of the reasons why consumers do not go 

shopping on the Internet is because the web design was too complicated and difficult to 

use. Therefore, basic or less complicated systems need to be introduced to cut uploading 

and searching time. 

 

Furthermore, a good website design should attract more value and pleasure to the 

shopping experience and should help low visibility online operators (Luo et al., 2012). 

Janda, Trocchia and Gwinner (2002) found that the first website impression for 

consumers will directly affect the consumer's shopping attitude. When the website is 

designed to make a profound impression and positive evaluation to the customer, it will 

enhance the consumer with a positive attitude for online shopping, and then it can affect 

customer satisfaction.  
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    2.2.1.4 Information quality  

 

Customers rely on useful information and reliable information for them to make purchase 

decisions in online shopping (Chen et al., 2012). Katerattanakul (2002) contended that 

the reliability of website content could reduce consumer perceived risk and achieve better 

decisions. The information content should be accurate, relevant and complete. Because 

the main role of an online store is to provide information about products, delivery and 

services, higher quality information lead to better purchasing decisions, and improve the 

level of customer satisfaction (Chen et al., 2012). Guo et al. (2012) proved that the 

information quality in online shopping had a significant effect on consumer satisfaction 

and accuracy, content, format and timeliness were four variables of information quality. 

Liu et al. (2008) found that a higher quality information level would improve customer 

satisfaction with online shopping and information quality including information accuracy, 

information comprehensibility, information completeness, and information relevance. 

 

  2.2.2 Service factors 

 

Poor customer service in Internet shopping will deter customers faster than poor 

customer service in a traditional shopping environment. Nowadays, people have various 

choices and expect high quality service. E-business success or failure is greatly 

determined by whether customers are satisfied or not (Pastore, 2000). If customers are 

satisfied, they will buy more, and they may become active referral sources via various 
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fast communication channels. On the contrary, dissatisfied customers will tell other 

people about their bad experience quickly through the Internet, customers have more 

choices, and can easily switch to another competitor on the Internet (Zhao & Gutiérrez, 

2002). The service factors include customer service and delivery service (Parasuraman, 

Zeithaml & Malhotra, 2005; Bèlanger, Hiller & Smith, 2002). 

 

     2.2.2.1 Customer service 

 

Customer service is the service which customers receive after the sale and consists of 

questions concerning purchasing and whether after sales services were given in a timely 

and friendly manner (Bauer, Falk & Hammerschmidt, 2006). Shankar, Smith and 

Rangaswamy (2003) clarified that the suitable provision of expression affects customer 

satisfaction in terms of customer service in online shopping. The better the service quality, 

the better the customer will be satisfied. Besides, good service experiences help customer 

protect the purchasing information and privacy information (Luo et al., 2012). 

Consumers must be satisfied with various goods and services before continuing their 

shopping experience. Dharmesti, Delarosa and Nugroho (2013) contended that providing 

customer service is necessary for customer repurchasing. 

 

Kumar and Ramachandran (2014) claimed that if a shopping website properly handles a 

customers’ shopping habits and provides the commodity information to them, it will 

enhance customer satisfaction. 
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     2.2.2.2 Delivery service 

 

Delivery is the total time for product package to go from a distribution center to the 

customer (Guo et al., 2012). Delivery time includes: dispatch, transportation and delivery 

(Luo et al., 2012). Dispatching is the necessary time taken for an order from online stores 

to be shipped out. In the process of transportation after the purchase, if the shipment is 

delayed, the customer should be informed about the delay to avoid disappointment. Post 

purchase evaluation can be influenced by the efficiency of delivery and customer service. 

The delivery problem is a very common phenomenon in the online shopping 

environment. In addition, “Chinese network shopping Market Research Report in 2013” 

(Iresearch, 2014) points out that delivery problems was one of the reasons that made 

users dissatisfied. In general, the delivery time was too long for 21.2% of users; the 

courier service attitude was not good for 15.7% of users; the delivery fee was too high for 

10.8% of users. Liu et al. (2008) stated that delivery performance had a significant 

impact on customer satisfaction and it can explain the change in satisfaction of online 

buying. The features of the attributable delivery service can be evaluated as: (1) overall 

minimization of delivery time, (2) the customer being made aware of any potential delays 

in shipping, and (3) providing customers a tracking number for their shipment (Bèlanger, 

Hiller & Smith, 2002). 
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  2.2.3 Product factors 

 

Product factors consist of the qualities of the product or service for sale (Schaupp & Bè

langer, 2005). Products which were purchased online were no different from those 

purchased at traditional stores. Customers choose between competing products 

depending on which offer the best value (Schaupp & Bélanger, 2005). Factors 

determining this include product variety, product value, and product customization 

(Schaupp & Bélanger, 2005). Product factors deal with consumers’ perceptions of the 

actual product being purchased.  

   

     2.2.3.1 Product variety 

 

Product variety is a collection containing a variety of things (Rudansky-Kloppers, 2014). 

Offering a broad variety of products is the key for an online website to keep customers 

coming back. Given much more choices, there will be a higher chance to sell the 

products. Online retailers who have offered a wide variety of products and selections 

seem to be more successful (Guo et al., 2012). Szymanski and Hise (2000) indicated that 

a wider variety of products may be attractive to customers as well as satisfaction would 

be more positive when online stores offer superior product assortments. Liu et al.(2008) 

argued that eight constructs (including information quality, website design, merchandise 

attributes, transaction capability, security / privacy, payment, delivery and customer 

service are strong predictors of customer satisfaction in online shopping environment. 
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Merchandise attributes were evaluated from two dimensions: product variety and product 

price. Varieties of merchandise play a significant role in whether consumers are satisfied 

or dissatisfied with their online shopping experiences. It is indicated that a wider 

merchandise variety and low price will have positive effects on customer satisfaction in 

the online shopping environment (Liu et al., 2008). 

 

     2.2.3.2 Product value 

 

Minimizing the cost of a product and maximizing the quality of a product are major 

factors in successful e-commerce. Total cost include product cost, taxes, shipping, and 

travel costs (Schaupp & Bélanger, 2005). Quality is an intrinsic property of a product. 

Product quality is expected that the standard of product or service be excellent (Schaupp 

& Bélanger, 2005). The question becomes how consumers will assess product quality 

when they are unfamiliar with the retailer or the product brand (Rudansky-Kloppers, 

2014). Schaupp and Bélanger (2005) focused on the need to provide independent 

evaluations of goods and services to convince consumers of the quality of the 

merchandise sold by the Internet merchant on the web. Thus, the end result for the 

consumer should be a feeling of gratification. Torkzadeh and Dhillon (2002) indicated 

the features of the product value including: (1) post purchase feeling of customer 

gratification, (2) perceived product quality, and (3) overall product cost. 
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     2.2.3.3 Product customization 

 

Product customization is the users’ ability to customize products according to personal 

preferences (Zhu & Kraemer, 2002). Customization is one of the major advantages of 

online shopping (Van Slyke, Bélanger & Comunale, 2004), allowing what some have 

termed a segment of one, where each customer is unique in his or her tastes and choices. 

The features of the product customization can be evaluated in Schaupp and Bélanger 

(2005) are: (1) offering a customizable product, (2) offering online configuration 

capabilities, and (3) the number of options that are available for the product. 

 

  2.2.4 Sales promotion 

 

Sales promotion means online retailers provide a variety of sales activities, such as 

discounts and incentive programs to attract customers to their websites (Hu, Lin & Zhang, 

2002). Sales promotions are important marketing tools of the online business. Sales 

promotions have a greater portion of the marketing budget than advertisements (Hu et al., 

2002). Sales promotions are quite popular and useful and do big business on the internet, 

part of the reason is that an advertisement is pure information with no added value. On 

the other hand, discounts and incentive programs, the main tools of sales promotion had 

added value and are intended for most of the population. 
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     2.2.4.1 Discounts 

 

Online retailers might not be able to know what the key words customer searching for a 

product. Some customers will be looking for discounts, or hunting for price promotions 

(Close & Kukar-Kinney, 2010). The discounts and promotions can allow customers to 

have an experience in saving cost and achieving a higher level of online shopping control, 

and have a significant positive relationship with online shopping (Close & Kukar-Kinney, 

2010). Martín-Consuegra, Molina and Esteban (2007) assumed that price sensitivity was 

reduced when the quality is more important and product choices were easier to 

distinguish. Luo et al. (2012) believed that price strategy plays an important role for 

customers searching for goods, because the price of products can be easily researched in 

the online ranking. However, shipping and handling fees may often discourage the 

customers from purchasing online, thus, discounts and promotion with free shipping or 

free return shipping would attract them. A good discount is the main motivation of online 

customers and an online store can gain retention of price sensitive consumers (Chen & 

Chang, 2003). In addition, the discounts provide customers with a more pleasurable 

online shopping experience. 
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     2.2.4.2 Incentive programs 

 

Online shopping experiences could be enhanced by incentive programs, for example, 

saved shopping lists or personalized help, point and incentive-based premium and gift 

programs and rebates based on purchase amounts (Young Kim & Kim, 2004). According 

to Yang and Sandow (2010), incentive programs such as free postage, “buy one get one 

free”, points rewards and contests could create a positive reputation for shops and 

support the incentive programs which could include entertainment, online club 

membership benefits and coupons redeemable online. This would reflect the 

encouragement of customers’ loyalty. The incentive programs are the most important 

predictor of customer purchase intentions (Young Kim & Kim, 2004). Young Kim et al. 

(2004) suggested that online marketers should create incentive programs to attract new 

customers or to retain existing customers on their shopping websites. Customers tend to 

bookmark their favorite websites and like to revisit them for information searches and 

entertainment to make sure that they will not miss any promotion activity. Incentive 

programs can not only sustain customer loyalty, but also persuade a newcomer who visits 

the website to become a regular customer (Young Kim & Kim, 2004). 
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 2.3 Customer attitude 

  

Attitude is a customer’s consistent evaluation and feelings towards an object or idea 

(Haque, Sadeghzadeh, & Khatibi, 2011). Wolfinbarger and Gilly (2003) putted forward 

the understanding that the consumers’ attitude with online shopping can help online 

retailers to know shopping frequency and the future shopping growth; understanding 

attitude with shoppers online can help online retailers develop marketing strategy, 

technology of websites and website design. In addition, online sales strategies are 

important when considering the consumer attitude, because market groups with higher 

scores of attitude should be the target market (Wu, 2003). Chou, Yen and Hwang (2014) 

stated that consumer attitude and belief were about the convenience and security 

significance of customers purchase intentions. 

 

Good attitude was expected to reduce the barrier of e-commerce applications (Hassanein 

& Head, 2007). Consumer attitude can be reflected from customers’ actions when 

customers make purchases (Li & Zhang, 2002). The decisions made by made consumers 

in online shopping could influence consumer attitudes (Sultan & Uddin, 2011). In 

addition, customer attitude means a consumer’s view or experience with online shopping 

confirmed their expectations. Products, suppliers, service, and product quality influence a 

customer attitude and intentions in an online store (Li & Zhang, 2002). 
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 2.4 Customer loyalty 

 

In online shopping, customer loyalty is a favorable customer attitude and commitment to 

an online operator that results in their repeat purchase behavior (Anderson & Srinivasan, 

2003). Loyal customers are always interested in buying from the same website and do not 

switch to another website (Flavián, Guinalíu, & Gurrea, 2006). Tam (2012) also said that 

a loyal customer always spreads useful information to suppliers and recommends new 

customers to the company. The degree or measure of loyalty is the customers’ ability to 

try to persuade new consumers to use a supplier’s products or services and recommend to 

others. 

 

Loyalty can be examined through behavior and attitude (Chaudhuri & Holbrook, 2001). 

Behavior loyalty is when the customers are willing to continue the relationship and 

repurchase products. Attitude loyalty is a psychological attachment to the service 

provider (Rauyruen & Miller, 2007). A customer preference for a brand over a certain 

period of time indicates that there was loyalty to the brand (Luarn & Lin, 2003). In online 

shopping, a loyal customer is a consumer acceptance of online shopping which leads to 

the occurrence of repeat purchase behavior (Anderson & Srinivasan, 2003). 
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 2.5 The relationship between customer satisfaction and customer attitude towards 

online shopping 

 

Attitude could be a pre-decision, while satisfaction would be a post-decision evaluation 

(Lee, 2007). So it is possible for a customer to feel satisfied or dissatisfied without 

experiencing the product. Lee (2007) believed that the attitude of a product could be 

initiated from customer expectation. Satisfaction results from using the product. In 

addition, attitude would continue to evolve from subsequent satisfaction showing that 

attitude and satisfaction were difficult to separate and might both be a post-decision  

(Chen, 2012). 

 

Attitude includes cognitive and emotional factors, and it is wise to evaluate the factors 

leading to favorableness or un-favorableness (Lee, 2007). For example, Bansal and 

Taylor (2015) refer to a simulation study on the perceived value and service of quality in 

determining an attitude toward the banks; attitudes in turn predicted behavioral intentions 

in continuing with a bank or switching to another bank. Similarly, satisfaction comes 

from cognitive and emotional factors. Customers who favor a product tend to be satisfied 

and likely to favor a product with a positive attitude (East, Gendall, Hammond & Lomax, 

2005). 
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2.6 The relationship between customer satisfaction and customer loyalty towards 

online shopping 

 

Satisfaction may have a positive effect on customer loyalty (Olsen, 2002), and customer 

loyalty has a direct effect on a company’s profitability. If loyal customers increased by 

5%, corporate profits will increase by 30-85%, this ratio will be higher in a network 

environment. Some popular websites are successful because they can keep a high degree 

of customer loyalty (Reichheld & Schefter, 2000). For example, the largest online book 

sales website-Amazon has a repurchase rate of 66%, eBay allows users to send out 

recommendation emails to other users which reduces the new users acquisition costs 

(Reichheld & Schefter, 2000). Satisfied customers have a much more powerful 

repurchase intention and tend to recommend the product or service to others (Anderson 

& Fornell, 2000). 

 

2.7 The relationship between customer attitude and customer loyalty towards online 

shopping 

 

Loyalty can be fostered by a good attitude and brand reliability, manifested in the 

emotional attachment to the brand, or regular purchasing of a particular brand (Ron, 

garland & Philip, 2004). A good attitude may lead to customer loyalty (Yi & Jeon, 2003). 

Likewise, a bad attitude or dissatisfaction may result in customer defections (Cheng, Lam 

& Hsu, 2005). Uncles, Dowling and Hammond (2003) assumed that the relationship 

between attitude, behavior and loyalty variables is moderated by variables such as a 

person’s current situation or a special situation, or both. 
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 2.8 Conceptual Model  

 

According to the relevant literature, the conceptual model of this study as blow: 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.1 Conceptual frameworks for this research by literature review 
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CHAPTER 3: 

METHODOLOGY 

 

3.1 Introduction  

 

This chapter presents the methodology of data collection and data analysis. This chapter 

includes research design, research instrument, population, sample size, data collection, 

and data analysis as well as a research hypothesis. 

 

3.2 Research Design 

 

Quantitative methodology will be used in this study to collect the data. The author will 

use a questionnaire as the main approach for data collection. The questionnaire includes 

five parts. The first part is designed with screening questions in order to find suitable 

respondents. The second part will ask about the antecedents of customer satisfaction with 

customer shopping experiences. The third part of the questionnaire will ask about 

customer satisfaction in customer shopping experiences. The fourth part will be questions 

on customer attitude and customer loyalty towards online shopping. The fifth part is 

likely to be questions about the demographic information of the respondents. The 

population is all from customers who have shopped online during last 12 months in 

Guangzhou, China. All items from the second part to the fourth part were assessed using 

five-point Likert scales from 1=“strongly disagree” to 5= “strongly agree”. Then, the 

Structure Equation Model (SEM) was used to analyze the conceptual model. 
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3.3 Research Instrument 

 

In this study, the questionnaire is designed in both English and Chinese languages in 

order to achieve the research objectives and refine the conceptual framework. The 

framework represents the linkage among the antecedents of customer satisfaction 

including technological factors, service factors, product factors, and sales promotion with 

the relationship among customer satisfaction, attitude and loyalty. The questionnaire will 

contain five parts as follows: 

 

The first part of the questionnaire allows the researcher to identify whether the 

respondents are selected appropriately. The respondents are all people who had shopped 

online at least one time during the last 12 months. This part will ask 5 questions about the 

respondents to know the basic situation of their online shopping experience, for example, 

their shopping frequency, an estimate of their online expenditure and what they prefer 

buying online. 

 

33 questions will be asked in the second part of the questionnaire which is about the 

independent variables which include the antecedents of customer satisfaction towards 

online shopping which includes technological factors (security, convenience, website 

design and information quality), service factors (customer service and delivery service), 

product factors (product variety, product value, and product customization). Sales 

promotion, including discounts and incentive programs will also be questioned. All this 
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part of questions are designed as a 5 point Liker Scale ranging from strongly disagree to 

strongly agree (Saunders et al., 2011).  

 

The third part of the questionnaire consists of 4 questions about the customer satisfaction 

in a website where they usually purchase. All these divisions of questions are designed as 

a 5 point Liker Scale ranging from strongly disagree to strongly agree. 

 

The fourth part of the questionnaire consists of 6 questions about the customer attitude 

and loyalty toward online shopping. All these parts of questions are designed in a 5 point 

Liker Scale ranging from strongly disagree to strongly agree. 

 

The fifth part of the questionnaire asks 5 questions about the demographic information of 

the respondents which includes gender, age, education level, occupation and income. The 

purpose of these questions are to identify customers’ demographic characteristics. 

  

The indicators and sources of the questionnaire are shown in the Table 3.1. 
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Table 3.1 The questionnaire measurement items and reference 

Item  Measurement Reference 

Technological 
factors 

security 

I feel secure when I give out my credit card information at this website. 

I feel I can trust this website. 

I believe this website provides accurate information to potential 

customers like me. 

Guo et al. 

(2012) 

convenience 

I can buy the products anytime 24 hours a day while shopping online. 

It is easy to choose and make comparisons with other products while 

shopping online. 

Detailed information is available while shopping online. 

Sultan & 

Uddin (2011) 

 

website 

design 

The layout of the website helps me in searching and selecting the 

right product while shopping online.  

The website design helps me in searching for products easily. 

I like the color combination of this website. 

I feel happy when I use the website. 

Sultan & 

Uddin (2011) 

 

Chen et al., 

(2012) 

information 
quality 

The information provided by this website is relevant to my purchase 

decisions. 

The information provided by this website is complete. 

The information provided by this website is easy to understand. 

Chen et al., 

(2012) 

Service 

factors 

customer 

service 

Personnel in customer service are always willing to help me. 

The website is ready and willing to respond to my needs. 

My Inquiries are always answered promptly fashion. 

Guo et al. 

(2012) 

delivery 

service 

The product is delivered on time. 

I can get what I ordered from this website in a timely. 

I am satisfied with the delivery mode of the website (post, express 

delivery, home delivery). 

Chen et al. 

(2002) 

Product 

factors 

product 

variety 

The products of other websites can be found at this website. 

Most of the goods I need can be found at this website. 

There are many choices of particular types of goods at this website. 

Guo et al., 

(2012) 

product 

value 

I am satisfied with the product quality provided by the website. 

I think the products in website generally appear to be of good value. 

When I buy the online products, I would like to be sure that I am 

getting my money’s worth. 

Guo et 

al.(2012) 
Torkzadeh & 
Dhillon (2002) 

product 
customization 

This website store allows me to state my preference on the design of a 

product. 

This website store allows me to specify my product choice. 

This website store helps me better determine my product 

requirements. 

Cho & Lau 

(2014) 

Sales 
promotion 

discounts 

I prefer to buy products from the website that offers me discounts. 

I will purchase more products if a discount is offered. 

I will tell others to buy the products that are discounted from this 

website. 

Close & 

Kukar-Kinney 
(2010) 

incentive  

programs 

If the website offers the online club memberships, I will always buy 

the products from this website. 

Coupons redeemable online have caused me to buy products. 

Yang & 

Sandow 

(2010) 

Customer satisfaction 

I am pleased with the experience of purchasing products from this 

website. 

I think I did the right thing in buying products from this website. 

I am satisfied with my decision to purchase at this website. 

My choice to purchase from this website was a wise one. 

Chen et al. 

(2012) 

 

Cho & Lau 

(2014) 

 Customer attitude 

I would have positive feelings toward buying a product from this 

website.  

The thought of buying a product from this website is appealing to me.  

It would be a good idea to buy a product from this website. 

Hassanein & 

Head (2007) 

Customer loyalty 

I will continuously purchase from this website in the near future. 

I will recommend this website to others. 

I would not change to buy products from other websites, even though 

they give discounts. 

 

Eid (2011) 
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3.4 Hypothesis 

 

For the last decade, online retailers have used stand-alone computers or mail order to 

serve customers. Limitations on space and time as well as closed systems for computer 

devices are unavoidable. More and more customers have chosen to do shop online 

because they feel secure, enjoy the convenience and feel happy when shopping online. 

Technological factors point out that the actual system they use is determined by the 

customers’ behavioral intentions to use, this is influenced mostly by customer attitude 

toward online shopping. Technological factors are affected by users’ belief in the system, 

which includes the ease of use, perceived usefulness and information quality (Chen et al., 

2012). Management needs to continue to put continual effort into the improvement of 

their website design and informational quality in order to better service their customers. 

Park and Kim (2003) argued that an online store that provides a good website design and 

contains a high degree of information quality will reduce customers’ cost. The more 

extensive and the higher the quality of information that is available online, will lead to 

better buying decisions and higher customer satisfaction. Thus, the first hypothesis is as 

follows: 

 

H1: Technological factors will have a positive effect on customer satisfaction toward 

online shopping. 

 

Customers are more likely to be careful and continue to use helpful communication 

across geographic barriers. Adequate service is the ability to solve the customers’ 

problem and concerns before they occur (Yoon, 2010). Service factors include customer 
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service and delivery service. Parasuraman et al. (2005) had empirically tested service 

factors as a determinant of customer satisfaction with online shopping. That study also 

showed that by increasing service factors for customer satisfaction, customers 

appreciated more advises with product selection, gift services, answers to frequently 

asked questions, credit, returns, payment policies, information about shipping and 

handling costs. When there was better customer service the customers shared their 

satisfaction more with friends and other customers. The better the quality of service, the 

more the customers will be satisfied and share their service experiences. In addition it is 

vital that the online retailers keep and protect all customer purchasing information and 

maintain the privacy of all their purchasing information (Luo et al., 2012). So the service 

factors will influence on customer satisfaction positively. Thus, Hypothesis 2 is as 

follows: 

 

H2: Service factors will have a significant positive effect on customer satisfaction 

towards online shopping. 

 

Product factors include product-related characteristics such as product variety, product 

value, and product customization (Park & Kim, 2003). A rich variety of product can 

increase the probability of customer-needs and meet the customer satisfaction 

requirements. Customers often rely on one offer which is the best value (Schaupp & 

Bélanger, 2005). According to Park and Kim (2003) stated that big online stores were less 

effective than small online stores at converting website easily into sales because 

customers have difficulty in finding the products they seek. Online shopping offers 
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product customization for customers, the more convenient it is for a customers to find the 

products they want, the more pleased with the experience of purchasing products from 

this website (Chen et al., 2012). Thus, Hypothesis 3 is as follows: 

 

H3: Product factors will have a significant positive impact on customer satisfaction 

toward online shopping. 

 

Sale promotion is a useful strategy in order to examine the cognitive evaluations of a 

product and purchasing decisions (Yang & Sandow, 2010). The sales promotion gives an 

immediate incentive reason to purchase online. Online customers tend to believe that 

product prices in online stores are often lower than traditional stores. Sales promotion 

include discounts and incentive programs which are important to attract customers’ 

attention to the products, to encourage the customer repurchase in the same website and 

to increase customer loyalty (Park & Lennon, 2009). Young Kim and Kim (2004) suggest 

that online marketers should create incentive programs to attract new customers and to 

retain existing customers on their shopping websites. Incentive programs can not only 

sustain customer loyalty, but also attract a newcomer who visits the website only to seek 

information into becoming a regular customer (Young Kim & Kim, 2004). Online retailer 

spending decisions on customers and promotions are important as they affect their 

pricing and promotional policies, which in turn affect the evolution of the customer 

satisfaction (Park & Lennon, 2009). Thus, Hypothesis 4 is as follows: 

 

H4: Sales promotion will have a positive influence on customer satisfaction towards 

online shopping. 
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In traditional retail stores, customers shop differently, depending on whether their 

attitudes for shopping are satisfied or not (Hassanein & Head, 2007). Satisfaction as an 

antecedent of relative positive attitude because without satisfaction a customer will not 

hold a favorable attitude toward online shopping (Sivadas & Baker-Prewitt, 2000). Cai 

and Xu (2007) concluded that customer satisfaction will have as much influence on 

purchase intentions as will a positive post-purchase attitude. The degree of satisfaction 

that an online website offers is a strong factor in support of connecting this relationship, 

because satisfied customers usually find more enjoyment in online environments (East, 

Gendall, Hammond & Lomax, 2005). Moreover, if customers are satisfied with one 

online store they currently use they will develop a greater emotional attachment toward 

this online store. Thus, Hypothesis 5 is as follows: 

 

H5: Consumer satisfaction will positively influence customer attitude towards online 

shopping. 

 

Customers are loyal because they are satisfied and thus they want to continue the 

relationship when they have a nice shopping experience (Cai & Xu, 2007). Sivadas and 

Baker-Prewitt (2000) reported that the American Customer Satisfaction Index studies 

found a positive relationship between customer satisfaction and stock market returns; 

they also offer some evidence of the connection with customer satisfaction and loyalty. 

The largest online book sales website-Amazon has a repurchase rate of 66%. EBay 

allows users to send recommendation emails to other users which reduces the new users 

acquisition costs (Reichheld & Schefter, 2000). Satisfied online customers have more 
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repurchase intention and tend to recommend the product or service of this website to 

others (Anderson & Fornell, 2000). Reichheld and Schefter (2000) pointed out that 

customer loyalty is determined to a large extent by customer satisfaction. Thus, 

Hypothesis 6 is as follows: 

 

H6: Consumer satisfaction will positively influence customer loyalty towards online 

shopping. 

 

Sivadas and Baker-Prewitt (2000) introduced that a relative positive attitude provided 

better theoretical support to the loyalty aspect and suggests that loyalty was proved with 

a more favorable attitude toward a brand if it was compared with other alternatives and 

repeat purchases. Sivadas and Baker-Prewitt suggested that low relative attitude with low 

repeat purchases meant an absence of loyalty; while a low relative attitude with high 

repeat purchase meant spurious loyalty; and high relative attitude with high repeat 

purchase meant true loyalty. The good attitude may lead to customer loyalty (Yi & Jeon, 

2003), likewise, a bad attitude or dissatisfaction may result in a customer who would not 

continuously purchase from this website in the near future and would not recommend this 

website for others (Cheng, Lam & Hsu, 2005). Thus, Hypothesis 7 is as follows: 

 

H7: Consumer attitude will positively influence customer loyalty towards online 

shopping. 
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3.5 Population and Sample size 

    

   3.5.1 Population 

 

In this research, the target population is all the customers who have regularly shopped 

online during the last 12 months. Specifically, the customers must be in the age group 18 

to 50 years old because this is the age group that has been a major targeted group for 

shopping online research (Iresearchchina, 2015). In addition, this research only focuses 

on customers between 18-50 years old who have shopped online during last 12 months. 

According to the data of the Statistics Portal, the number of online shopping customers in 

China has achieved 361.42 million people in year 2014.   

(http://www.statista.com/statistics/277391/number-of-online-buyers-in-china/).  

 

    3.5.2 Sample size 

 

Guo et al. (2005) indicated that a suitable sample size for Structural Equation Modeling 

should be between 200 to 400 respondents. Depending on the confidence level and the 

margin of error, the number of completed questionnaires will vary. This study chose a 

margin of error of 5% and a confidence level of 95% for this sample size, according to 

the formula of unknown population (Kotrlik & Higgins, 2001): 

2

2

(d)

p)(q)(*)(t
n 

Where:  t = value for selected alpha level of 0.025 in each tail= 1.96 (the alpha level of  

           0.05 indicates the level of risk the researcher is willing to take that is true.  

           The margin of error may exceed the acceptable margin of error). 

(1) 
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        (p)(q) = estimate of variance=0.25                 

        d = acceptable margin of error for proportion being estimated= 0.05 (error) is  

           all the researcher is willing to accept. 

So the sample size: 

2

2

)05.0(

25.0*)96.1(
n   

                             =384.16 ≈400 

Therefore, the sample size of this research will plan to collect data from 400 respondents. 

 

3.6 Sampling Design and Data Collection 

 

   3.6.1 Sampling Design 

 

Self-administrative questionnaires are used in this research. 420 persons who are between 

18-50 years old and had ever shopped online at least once during the last 12 months in 

Guangzhou, China. This research will use convenience sampling by distributing the 

questionnaire at the bus stations and the Guangzhou metro in Guangzhou city. In order to 

find suitable respondents, the screening questions in questionnaire are: 1) Have you ever 

shopped online during the last 12 months? 2) Which one website do you shop from 

usually? And then will ask about the basic situation of online shopping from the 

respondents, for example shopping frequency, estimation of online expenditures and 

what they type of product do they prefer buying online. The data will be collected from 

the 15th to 30th, August. 
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3.6.2 Data Collection 

 

The research is conducted in Guangzhou city because according to “China E-commerce 

Report in 2014 (Brief Edition)” (Iresearchchina, 2015), Chinese online shopping users 

are mainly in Guangdong province, Jiangsu province, Shandong province and, Zhejiang 

province. Guangdong province has the largest amounts of online shopping users which 

has achieved a level of 11.4% of total users. Guangzhou is the capital city of Guangdong 

province. So in order to make a representative sampling, the questionnaires will be 

distributed in Guangzhou, China.  

 

To collect the target sample group, the questionnaires with Chinese language are 

distributed every day during 3 periods which are 11 am-1 pm, 2-4 pm, and 5-7 pm at the 

bus stations and the Guangzhou metro in Guangzhou city. The bus station in Guangzhou 

city will choose the Zhengjia Central and the Shiqiao station, because the Zhengjia 

Central of Tianhe area is the first shopping center of Asia, and there are 7 major bus 

routes that intersect there, are the 43 route, the 302 route, the 302a route, the 504 route, 

the 547 route, the b15 route, the 283 route are near the Zhengjia Central. The Guangzhou 

metro in Guangzhou city will choose Sports Center station of Line 1 and Panyu square 

station, because those two stations are near the center of Guangzhou city. There are a lot 

of students and workers who travel around these station. All of these periods and these 

places are able to collect the various demographic characteristics of the sample group. 

The sample group will be collected at the bus stations for 200 respondents and the 

Guangzhou metro for 200 respondents. 
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3.7 Data Analysis 

 

The collected data will be analyzed through descriptive statistics, and Structure Equation 

Model (SEM). Descriptive statistics is to explain the demographic characteristics by 

presenting the frequency and the percentage. Structure Equation Model (SEM) is a 

statistical methodology that takes a confirmatory approach to the analysis of a structural 

theory bearing on some phenomenon (Hair, 2010). The Structure Equation Model (SEM) 

will be used to explore the relationship between the variables and hypothesis. If 

goodness-of-fit of the hypothesized model is adequate, the model argues for the 

plausibility of postulated relations among variables; if it is inadequate, the tenability of 

some relations is rejected (Hair, 2010). 

 

The descriptive statistics is explain the demographic characteristics by using software 

SPSS 20.0. Factor analysis used for study that involve a few of variables, items from 

questionnaires which can reduced to a smaller set to facilitate interpretations (Yong & 

Pearce, 2013). The study uses the exploratory factor analysis applying to test the 

reliability of each item. Prior to the extraction of the factors, several test should be used 

to assess the suitability of the respondent data for factor analysis. These tests include the 

Kaiser-Meyer-Olkin (KMO) and Bartlett’s Test of Sphericity (Williams, Brown & 

Onsman, 2012).  
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In structural equation modeling, the fit indices establish whether, overall, the model is 

acceptable. If the model is acceptable, then the researchers establish whether specific 

paths are significant (Moss, 2009). The fit indices in this research are Chi-Squared test, 

NFI, CFI, RMAEA (Byrne, 2013). The Chi-Squared for the model is also called the 

discrepancy function, likelihood ratio Chi-Squared, or Chi-Squared goodness of fit. In 

AMOS, the Chi-Squared value is called CMIN. If the Chi-Squared is not significant, the 

model is regarded as acceptable (Hooper et al., 2008). The relative Chi-Squared is also 

called the normed Chi-Squared. This value equals the Chi-Squared index divided by the 

degrees of freedom. Degrees of freedom (DF) can be described as the number of scores 

that are free to vary. The model Chi-Squared is the most basic fit statistic, and it is 

reported in virtually all reports of SEM analyses. Normed-fit index values for this 

statistic range between 0 and 1 with Hooper et al., (2008) recommending values greater 

than 0.90 indicating a good fit. The Comparative Fit Index is a revised form of the NFI 

which takes into account sample size that performs well even (Hooper et al., 2008). The 

RMSEA means how well the model, with unknown but optimally chosen parameter 

estimates would fit the populations covariance matrix (Hooper et al., 2008). A model is 

regarded as acceptable if (Moss, 2009): 

The Normed Fit Index (NFI) exceeds 0.90 or 0.95; 

The Comparative Fit Index exceeds 0.93; 

RMS is less than 0.08; 

The relative Chi-Squared should be less than 2 or 3. 
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Path analysis is type of Structural Equation Modeling (SEM) which is a presentation tool 

for results of multiple linear regression where there are intermediate variables and 

indirect effects (Hair, Black, Babin, Anderson & Tatham, 2006), and Path analysis is used 

to test the hypotheses by software AMOS 22.0.  
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CHAPTER 4: 

DATA ANALYSIS AND RESULTS 

 

4.1 Introduction  

 

In this chapter will present the results of the primary research data analysis from the 

questionnaires, which is based on the conceptual framework and its hypotheses. The 

researcher used descriptive statistics to explain the demographic characteristics by 

presenting the frequency and the percentage. Then, the exploratory factor analysis will be 

applied in this study in order to test the reliability of each item. Therefore, Path analysis 

is being used to analyze the hypotheses.  

 

4.2 Descriptive research results 

 

This section presents the data collection results, the customer demographic, and the 

descriptive statistic of measurement items. The details are as following: 

 

  4.2.1 Data collection results  

 

The data was collected from the Zhengjia Central bus station, Shiqiao bus station, Sports 

Center metro station of Line 1, and Panyu square metro station of Guangzhou city. The 

420 questionnaires were refined through the following steps: 1) the respondents who did 

not shop online during the last 12 months were removed (7 questionnaires), 2) the 
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respondents who were not between 18-50 years old were removed (2 questionnaires), 3) 

the questionnaires were not completed were removed (12 questionnaires). Therefore, a 

total 21 questionnaires were removed, and only 399 questionnaires could be used after 

conducting the data analysis. 

 

  4.2.2 Customer demographic 

 

The data is presented in terms of number and percentage of respondents below. 
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Table 4.1 Number and percentage of respondents by Characteristics 

n=399 

Item Characteristic detail Number Percentage 

1 Gender   

 -male 114 28.6 

 -female 285 71.4 

 Total  399 100.0 

2 Age 

 

  

 -less than or equal to 20 years old 24 6.02 

 -from 21 years old to 30 years old 278 69.67 

 -from 31 years old to 40 years old 89 22.30 

 -from 41 years old to 50 years old 8 2.01 

 Total  399 100.0 

3 Education  

 

  

 -elementary 1 0.3 

 

 

-junior middle school 37 

 

9.3 

 -high school 101 25.3 

 -bachelor degree 197 49.4 

 -master degree or high 40 10 

 -others 23 5.8 

 Total  

 

 

399 100.0 

 4 

 

Occupation    

 -student 82 20.6 

 -government officer 31 7.8 

 -private officer 91 22.8 

 -general employee 93 23.3 

 -retirees or unemployed personnel 10 2.5 

 -others  92 23 

 Total  399 100.0 

5 Income    

 -no income 72 18 

 -less than 2000 CNY  42 10.5 

 -from 2001 CNY to 3000 CNY 90 22.6 

 -from 3001 CNY to 4000 CNY 77 19.3 

 -from 4001 CNY to 5000 CNY 53 13.3 

 -more than 5001 CNY 65 16.3 

 Total 399 100.0 
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Table 4.2 Numbers and percentage of respondents’ distribution 

n=399 

1 Shopping website 

 

No. of respondents Percent 

 Tmall 

 

106 26.6 

 -Taobao  205 51.4 

 -Sunning  9 2.2 

 -Jingdong  29 7.3 

 -Vipship 30 7.5 

 -Meilishuo 6 1.5 

 -others 14 3.5 

 Total 399 100.0 

2 Times    

 -from 1 to 5 times 94 23.6 

 -from 6 to 10 times 87 21.8 

 -from 11 to 15 times 41 10.3 

 -from 16 to 20 times 60 15.0 

 -more than 21 times 117 29.3 

 Total  399 100.0 

3 Expense per time   

 -less than 100 CNY 50 12.5 

 -from 101 to 200 CNY 137 34.5 

 -from 201 to 300 CNY 74 18.5 

 -from 301 to 400 CNY 48 12.0 

 -from 401 to 500 CNY 16 4.0 

 -more than 501 CNY 74 18.5 

 Total  399 100.0 

4 Type of products   

 -clothes 163 40.9 

 -skin care or makeup 46 11.5 

 -electronic goods 39 9.8 

 -books and magazines 16 4.0 

 -cinema tickets 4 1.0 

 -daily use items 91 22.8 

 -others 40 10.0 

 Total  399 100.0 
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According to the Table 4.1 and Table 4.2, there are 9 items explaining the characteristics 

and the information of the respondents, which includes gender, age, education, 

occupation, income, shopping website, shopping times, expense per time, and type of 

products. 

 

The population includes both male and female. 114 respondents are male at 28.6% of the 

subject population, 275 respondents are female at 71.4% of the subject population. The 

size of the female group is larger than the male group in online shopping. 

 

This research only focuses on all the customers between 18-50 years old who had 

shopped online during past 12 months. Within the 399 respondents, the minimum age is 

18 years old, the maximum age is 49 years old who could fit in the subject groups. For 

the age aspect, this study divides the population into 4 groups. The majority of the 

participants are between 21-30 years old or approximately 69.67% of the subject 

population. The second age group is between 31-40 years old, or at 22.30% of the subject 

population. The third age group is less than or equal to 20 years old about 6.02% of the 

subject population. There is another small group, whose age is between 41-50 years old, 

and it only has 8 participants approximately 2.01% of the subject population. 

 

In the education aspect, the majority of the education level of respondents is a bachelor 

degree, which has 197 respondents, or approximately 49.4% of the subject population. 

The second education level is high school, which has 101 respondents, or at 25.3% of the 
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population. The third education level is a master’s degree or higher, and it has 40 

respondents, or at 10% of the subject population. The fourth education level is junior 

middle school, and it has 37 respondents, approximately 9.3% of the subject population. 

The fifth education level is “others”, and it has 23 respondents, or at 5.8% of the subject 

population. Finally, the sixth education level is the elementary level, and it has only 1 

respondent, making up only 0.3% of the subject population. 

 

In the occupation section, there are 6 occupations, including students, government 

officers, private officers, general employees, retirees or unemployed personnel and others. 

The most popular occupation for the respondents is general employee, and it has 93 

respondents, which is 23.3% of the subject population. The rest of the subject population 

consists of 92 respondents approximately 23% of the subject population. This group 

includes businessmen, saleswomen, and house-women and so on. The private officer 

occupation has 91 respondents or at 22.8% of the subject population. Students are about 

20.6% and government officers, which has 31 respondents, approximately 7.8%. 2.5% is 

from the retirees or unemployed personnel with 10 respondents. 

 

Monthly income is separated into 6 groups as 90 respondents with 22.6% between 

2001-3000 CNY each month. 77 respondents with 19.3% between 3001-4000 CNY each 

month, 72 respondents with 18% are no income each month because most of respondents 

in this group are students and their income comes from their parents. 65 respondents with 

16.3% are more than 5001 CNY each month. 53 respondents with 13.3% between 
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4001-5000 CNY each month and 42 respondents with 10.5% are less than 2000 CNY 

each month. 

 

The shopping website means which shopping website that the respondents have usually 

used in the last 12 months. The shopping website item is separated into 7 groups. 205 

respondents with 51.4% like visiting in Taobao; 106 respondents with 26.6% like visiting 

in Tmall; 30 respondents with 7.5% like visiting in Vipship; 29 respondents with 7.3% 

like visiting in Jingdong; 14 respondents with 3.5% like visiting in others’ shopping 

websites; 9 respondents with 2.2% like visiting in Suning; 6 respondents with 1.5% like 

visiting in Meilishuo. 

 

Times mean the frequency with which the respondents purchased products shopping 

online during the last 12 months. The largest number of respondents shopped online more 

than 21 times per year of which there are 117 respondents with 29.3%; the second are 94 

respondents with 23.6% have shopped 1-5 times per year; the third group there are 87 

respondents with 21.8% who have shopped 6-10 times per year; the fourth group there 

are 60 respondents with 15% between 16-20 times per year; and next to the last group 

shopped between 11-15 times per year that there are 41 respondents with 10.3%. 

 

Expense per time means how much the respondents pay for the products each time from 

their shopping in website in the last 12 months. The main of group are between 101-200 

CNY there are 137 respondents with 34.5%; the second are between 201-300 CNY and 
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more than 501 CNY there are 74 respondents with 18.5%; the third are less than 100 

CNY there are 50 respondents with 12.5%; the fourth are between 301-400 CNY there 

are 48 respondents with 12%; the fifth are between 401-500 CNY there are 16 

respondents with 4%. 

 

In the type of products means which type of products they usually bought from these 

websites during the last 12 months. The type of products can be divided into 7 types. The 

main type is clothes, about 163 respondents in 40.9%. 91 respondents, 22.8% are daily 

use items are 46 respondents, 11.5% are skin care or makeup. 40 respondents in 10% are 

others. 39 respondents in 9.8% are electronic goods. There are 16 respondents in 4% are 

books and magazines. The last one is cinema tickets at 4 respondents with 1%. 

 

   4.2.3 Descriptive Statistic 

 

After data collection, descriptive analysis is then used to analyze the mean, standard 

deviation and evaluation level of agreement of each item. According to calculating 

formula of lever of opinion from Zhang (2012), the lever of agreement scale ranges are:  

                      4.21-5.00      Strongly agree 

                      3.41-4.20      Agree 

                      2.61-3.40      Neutral 

                      1.81-2.60      Disagree 

                      1.00-1.80      Strongly disagree 

The results of descriptive analysis as follows: 
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Technological factors 

 

The results of technological factors including 4 variables as security, convenience, 

website design, information quality, and the detail which are explained in the Table 4.3 to 

Table 4.6. 

Table 4.3 Security 

Items Mean S.D Meaning 

I feel secure when I give out my credit card information at 

this website. 

3.29 1.001 Neutral 

I feel I can trust this website. 3.47 0.853 Agree  

I believe this website provides accurate information to 

potential customers like me. 

3.43 0.885 Agree  

Overall 3.40 0.913 Neutral 

Note: S.D=Standard deviation 

 

Regarding the security, the level of agreement is “Neutral” with the mean score of 3.40. 

There are two “agree” items “I feel I can trust this website” with mean=3.47 and “I 

believe this website provides accurate information to potential customers like me” with 

mean=3.43; and one “neutral” item about “I feel secure when I give out my credit card 

information at this website” with only mean of 3.29. 

 

Table 4.4 Convenience 

Items Mean S.D Meaning 

I can buy the products anytime 24 hours a day while 

shopping online. 

3.89 0.950 Agree 

 

It is easy to choose and make comparisons with other 

products while shopping online. 

3.82 0.866 Agree  

Detailed information is available while shopping online. 3.82 0.835 Agree  

Overall 3.84 0.883 Agree  

Note: S.D=Standard deviation 
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The level of agreement about convenience is “Agree”, and the mean score is 3.84. These 

3 items also mean with agree, including “ I can buy the products anytime 24 hours a day 

while shopping online "with a mean of 3.89; “It is easy to choose and make comparisons 

with other products while shopping online” with a mean of 3.82; “Detailed information is 

available while shopping online” with a mean of 3.82. 

 

Table 4.5 Website design 

Items Mean S.D Meaning 

The layout of the website helps me in searching and selecting 

the right product while shopping online. 

3.78 

 

0.818 

 

Agree  

The website design helps me in searching for products easily. 3.77 0.815 Agree  

I like the color combination of this website. 3.55 0.803 Agree  

I feel happy when I use the website. 3.65 0.745 Agree  

Overall 3.69 0.795 Agree  

Note: S.D=Standard deviation 

 

The respondents in agreement on website design should mean score is 3.69. They agree 

for all the items as follows: “The layout of the website helps me in searching and 

selecting the right product while shopping online” (Mean=3.78); “The website design 

helps me in searching for products easily” (Mean=3.77); “I feel happy when I use the 

website” (Mean=3.65); “I like the color combination of this website” (Mean=3.55). 

 

Table 4.6 Information quality 

Items Mean S.D Meaning 

The information provided by this website is relevant to my 

purchase decisions. 

3.69 0.803 Agree  

The information provided by this website is complete. 3.65 0.744 Agree  

The information provided by this website is easy to 

understand. 

3.76 0.747 Agree  

Overall 3.70 0.765 Agree  

Note: S.D=Standard deviation 
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The level of agreement is “Agree” on information quality showing the mean score of 

3.70. The respondents agree all 3 items, there are: “The information provided by this 

website is relevant to my purchase decisions” (Mean=3.69); “The information provided 

by this website is complete.” (Mean=3.65); “The information provided by this website is 

easy to understand.” (Mean=3.76). 

 

Service factors 

 

The results of service factors are including 2 variables: customer service, delivery service, 

and the detail are showing in the Table 4.7 to Table 4.8. 

 

Table 4.7 Customer service 

Items Mean S.D Meaning 

Personnel in customer service are always willing to help me 3.63 0.777 Agree  

The website is ready and willing to respond to my needs 3.64 0.761 Agree  

My Inquiries are always answered promptly 3.58 0.778 Agree  

Overall 3.69 0.772 Agree  

Note: S.D=Standard deviation 

 

According to the Table 4.7, the level of agreement is “Agree” on customer service with 

the mean score is 3.69. The respondents agree about 3 items, these are including: 

“Personnel in customer service are always willing to help me” (Mean=3.63); “The 

website is ready and willing to respond to my needs” (Mean=3.64); “My Inquiries are 

always answered promptly” (Mean=3.58). 
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Table 4.8 Delivery service 

Items Mean S.D Meaning 

The product is delivered on time 3.59 0.889 Agree  

I can get what I ordered from this website in a timely. 3.69 0.840 Agree  

I am satisfied with the delivery mode of the website (post, 

express delivery, home delivery) 

3.78 0.829 Agree  

Overall 3.69 0.853 Agree  

Note: S.D=Standard deviation 

 

The respondents agree on the delivery service at mean score of 3.69. They are all agree 

the item on “The product is delivered on time.” (Mean=3.59), “I can get what I ordered 

from this website in a timely.” (Mean=3.69), “I am satisfied with the delivery mode of 

the website (post, express delivery, home delivery).” (Mean=3.78). 

 

Product factors 

 

The results of product factors are including 3 variables: product variety, product value, 

product customization as the detail is showed in the Table 4.9 to Table 4.11. 

 

Table 4.9 Product variety 

Items Mean S.D Meaning 

The products of other websites can be found at this website 3.68 0.803 Agree  

Most of the goods I need can be found at this website 3.72 0.896 Agree  

There are many choices of particular types of goods at this 

website 

3.66 0.885 Agree  

Overall 3.69 0.861 Agree  

Note: S.D=Standard deviation 

 

The factor of the product variety, the respondents agree on the 3 items with a mean score 

of 3.69. They also make the same level of agreement on “The products of other websites 
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can be found at this website.” (Mean=3.68), “Most of the goods I need can be found at 

this website.” (Mean=3.72), “There are many choices of particular types of goods at this 

website.” (Mean=3.66). 

 

Table 4.10 Product value 

Items Mean S.D Meaning 

I am satisfied with the product quality provided by the 

website 

3.48 0.769 Agree  

I think the products in websites generally appear to be of good 

value 

3.49 0.792 Agree  

When I buy the online products, I would like to be sure that I 

am getting my money’s worth 

3.46 0.791 Agree  

Overall 3.48 0.784 Agree  

Note: S.D=Standard deviation 

 

The level of agreement is “agree” on the product value which the mean score is 3.48. It is 

the same to the level of agreement of each item as follows: “I am satisfied with the 

product quality provided by the website.” (Mean=3.48), “I think the products in websites 

generally appear to be of good value.” (Mean=3.49); “When I buy the online products, I 

would like to be sure that I am getting my money’s worth.” (Mean=3.46). 

 

Table 4.11 Product customization 

Items Mean S.D Meaning 

This website store allows me to state my preference on the 

design of a product 

3.50 0.805 Agree  

This website store allows me to specify my product choice 3.48 0.841 Agree  

This website store helps me better determine my product 

requirements 

3.52 0.823 Agree  

Overall 3.50 0.823 Agree  

Note: S.D=Standard deviation 
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The respondents agree on the product customization when the mean score is 3.50. From 

the Table 4.11 shows that the respondents agree with all the 3 items as follows: “This 

website store allows me to state my preference on the design of a product.” (Mean=3.50), 

“This website store allows me to specify my product choice.” (Mean=3.48),“This website 

store helps me better determine my product requirements.” (Mean=3.52). 

 

Sales promotion 

 

The results of sales promotion including 2 variables: discounts, incentive programs, and 

the detail are illustrated in the Table 4.13 to Table 4.14. 

 

Table 4.12 Discounts 

Items Mean S.D Meaning 

I prefer to buy products from the website that offers me 

discounts 

3.80 0.795 Agree  

I will purchase more products if a discount is offered 3.82 0.813 Agree  

I will tell others to buy the products that are discounted from 

this website 

3.83 0.824 Agree  

Overall 3.82 0.811 Agree  

Note: S.D=Standard deviation 

 

The respondents agree on the discounts at the mean score of 3.82. They agree on the 

items, which are: “I will tell others to buy the products that are discounted from this website.” 

(Mean=3.83), “I will purchase more products if a discount is offered.” (Mean=3.82), and 

“I prefer to buy products from the website that offers me discounts.” (Mean=3.80). 
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Table 4.13 Incentive programs 

Items Mean S.D Meaning 

If the website offers the online club memberships, I will 

always buy the products from this website 

3.70 0.842 Agree  

Coupons redeemable online have caused me to buy products 3.77 0.870 Agree  

Overall 3.74 0.856 Agree  

Note: S.D=Standard deviation 

 

There are 2 item of inventive program where the respondents agree with the mean score 

of 3.74. They agree on the items as following: “If the website offers the online club 

memberships, I will always buy the products from this website.” (Mean=3.70), “Coupons 

redeemable online have caused me to buy products.” (Mean=3.77). 

 

Table 4.14 Customer satisfaction 

Items Mean S.D Meaning 

I am pleased with the experience of purchasing products from 

this website 

3.64 0.723 Agree  

I think I did the right thing in buying products from this 

website 

3.61 0.700 Agree  

I am satisfied with my decision to purchase at this website 3.60 0.683 Agree  

My choice to purchase from this website was a wise one 3.44 0.805 Agree  

Overall 3.57 0.728 Agree  

Note: S.D=Standard deviation 

 

The agreement level of customer satisfaction agrees on the mean score of 3.57. The 

agreement level is agreed on all the items and the detail as following: “My choice to 

purchase from this website was a wise one.” (Mean=3.44), “I am satisfied with my 

decision to purchase at this website.” (Mean=3.60), “I think I did the right thing in 

buying products from this website.” (Mean=3.61), “I am pleased with the experience of 

purchasing products from this website.” (Mean=3.64). 
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Table 4.15 Customer attitude 

Items Mean S.D Meaning 

I would have positive feelings toward buying a product from 

this website 

3.57 0.776 Agree  

The thought of buying a product from this website is 

appealing to me 

3.58 0.746 Agree  

It would be a good idea to buy a product from this website 3.60 0.773 Agree  

Overall 3.58 0.765 Agree  

Note: S.D=Standard deviation 

 

The level of agreement agrees on the customer attitude with a mean score of 3.58. The 

respondents agree on the 3 items: “I would have positive feelings toward buying a 

product from this website.” (Mean=3.57), “The thought of buying a product from this 

website is appealing to me.” (Mean=3.58), “It would be a good idea to buy a product 

from this website.” (Mean=3.60). 

 

Table 4.16 Customer loyalty 

Items Mean S.D Meaning 

I will continuously purchase from this website in the near 

future 

3.69 0.769 Agree  

I will recommend this website to others 3.59 0.806 Agree  

I would not change to buy products from other websites, even 

though they give discounts 

2.93 1.094 Neutral  

Overall 3.40 0.890 Neutral   

Note: S.D=Standard deviation 

 

The agreement level of the customer loyalty is “Neutral” with the mean score of 3.40. 

Some respondents agree on the 2 items: “I will continuously purchase from this Website 

in the near future.” (Mean=3.69), “I will recommend this website to others.” 

(Mean=3.59), and other respondents are neutral on “I would not change to buy products 

from other websites, even though they give discounts.” (Mean=2.93). 
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Table 4.17 Summary of the factors 

Items Mean S.D Meaning 

Technological 

factors 

  security 3.40 0.913 Neutral 

  convenience 3.84 0.883 Agree 

  website design 3.69 0.795 Agree 

  information quality 3.70 0.765 Agree 

           Overall 3.66 0.839 Agree 

Service factors 
  customer service 3.69 0.772 Agree 

  delivery service 3.69 0.853 Agree 

           Overall 3.69 0.813 Agree 

Products factors 

  product variety 3.69 0.861 Agree 

  product value 3.48 0.784 Agree 

  product customization 3.50 0.823 Agree 

           Overall 3.56 0.823 Agree 

Sales promotion 
  discounts 3.82 0.811 Agree 

  incentive programs 3.74 0.856 Agree 

           Overall 3.78 0.934 Agree 

          Customer satisfaction 3.57 0.728 Agree 

          Customer attitude 3.58 0.765 Agree 

          Customer loyalty 3.40 0.890 Neutral 

Note: S.D=Standard deviation 

 

In summary, the respondents agree on the technological factors with a mean score of 3.66, 

the respondents agree on the service factors with a mean score of 3.69, the respondents 

agree on the product factors with a mean score of 3.48, the respondents also agree on 

sales promotion with the mean score of 3.78; similarly, the respondents agree on 

customer satisfaction (Mean=3.57) and customer attitude (Mean=3.58); and the 

agreement level of customer loyalty is “Neutral” with a mean score of 3.40. 
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  4.3 Data analysis and finding 

 

The data analysis was consisting of the Bartlett's test of Sphericity and 

Kaiser-Meyer-Olkin (KMO), Exploratory Factor Analysis, Path analysis, hypothesis 

testing, and summary of the hypothesis result. 

 

   4.3.1 Bartlett's test of Sphericity and Kaiser-Meyer-Olkin (KMO) 

 

The KMO test and the Bartlett test are often examined the appropriateness of data in 

factor analysis performance. The KMO ranges from 0-1, when the KMO is close to 1, 

which means that the variables are more suitable for factor analysis, and the accepted 

index is over 0.6; when the KMO is close to 0, which means that the variables are not 

suitable for factor analysis. The KMO score in the 0.90 is excellent, the 0.80 is very good, 

the 0.70 is average, 0.60 is acceptable, and less than 0.50 is unacceptable (Williams, 

Brown & Onsman, 2012). Also, the factor analysis is recommended and seems to be 

suitable, the Bartlett’s Test of Sphericity must be less than 0.01.  

 

Table 4.18 KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.930 

Bartlett's Test of Sphericity Approx. Chi-Square 11744.027 

df 741 

Significant level 0.000 

 

From the results of the test it can be showed that the KMO of the questionnaire was 

0.930 (>0.6), and the Bartlett's Test is also through illustrated a significant level test with 

0.01 (P<0.01), so, the questionnaire has obviously common variance, which is suitable 

for factor analysis.  
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  4.3.2 Exploratory Factor Analysis  

 

Exploratory factor analysis (EFA) is a statistical method used to identify the underlying 

relationships between measured variables which can be removed some low loading items 

(Hair, 2010). If two items have high loading (>0.40), it means that the two items have 

high correlation between themselves, and if any item has low loading (<0.50), it means 

that some items can be not considered as representative of the factor (Hair, Ringlet & 

Sestet, 2011). EFA assumed that measured variable may be associated with any factor. 

When developing a scale, researchers should use EFA first before moving on to Path 

analysis. Table 4.19 will present the final items of each variable and the value of factor 

loading as following. 
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Table 4.19 Final item of each variable 

Variables Items Measurements 
Factor 
loadings 

Security 

S-1 I feel secure when I give out my credit card information at this website. 0.793 

S-2 I feel I can trust this website. 0.838 

S-3 
I believe this website provides accurate information to potential 

customers like me. 
0.751 

Convenience 

C-1 I can buy the products anytime 24 hours a day while shopping online. 0.743 

C-2 
It is easy to choose and make comparisons with other products while 

shopping online. 
0.827 

C-3 Detailed information is available while shopping online. 0.714 

Website 

design 

WD-1 
The layout of the website helps me in searching and selecting the right 

product while shopping online. 
0.604 

WD-2 The website design helps me in searching for the products easily. 0.539 

WD-3 I like the color combination of this website. 0.605 

Information 

quality 

IQ-1 
The information provided by this website is relevant to my purchase 

decisions. 
0.602 

IQ-2 The information provided by this website is complete. 0.698 

IQ-3 The information provided by this website is easy to understand. 0.660 

Customer 

service 

CSe-1 Personnel in customer service are always willing to help me 0.661 

CSe-2 The website is ready and willing to respond to my needs 0.738 

CSe-3 My Inquiries are always answered promptly 0.729 

Delivery 

service 

DS-1 The product is delivered on time 0.778 

DS-2 I can get what I ordered from this website in a timely 0.764 

DS-3 
I am satisfied with the delivery mode of the website (post, express 

delivery, home delivery) 
0.657 

Product 

variety 

PVar-1 The products of other websites can be found at this website 0.745 

PVar-2 Most of the goods I need can be found at this website 0.812 

PVar-3 There are many choices of particular types of goods at this website 0.701 

Product value 

PVal-1 I am satisfied with the product quality provided by the website 0.746 

PVal-2 I think the products in websites generally appear to be of good value 0.768 

PVal-3 
When I buy the online products, I would like to be sure that I am 

getting my money’s worth. 
0.736 

Product 

customization 

PC-1 
This website store allows me to state my preference on the design of a 

product 
0.527 

PC-2 This website store allows me to specify my product choice 0.535 

PC-3 This website store helps me better determine my product requirements 0.596 

Discounts 

D-1 I prefer to buy products from the website that offers me discounts 0.757 

D-2 I will purchase more products if a discount is offered 0.793 

D-3 I will tell others to buy products that are discounted from this website 0.755 

Incentive 

programs 

IP-1 
If the website offers the online club memberships, I will always buy the 

products from this website 
0.675 

IP-2 Coupons redeemable online have caused me to buy products 0.738 

Customer 

satisfaction 
CS-4 

My choice to purchase from this website was a wise one 
0.540 

Customer 

attitude 

CA-1 I would have positive feelings toward buying a product from this 

website 

0.708 

CA-2 The thought of buying a product from this website is appealing to me 0.718 

CA-3 It would be a good idea to buy a product from this website 0.736 

Customer 

loyalty 

CL-1 I will continuously purchase from this website in the near future 0.752 

CL-2 I will recommend this website to others 0.735 

CL-3 I would not change to buy products from other websites, even though 

they give discounts 

0.527 

Note: WD-4= “I feel happy when I use the website”, CS-1= “I am pleased with the experience of purchasing products 

from this website”, CS-2= “I think I did the right thing in buying products from this website”, CS-3= “I am satisfied 

with my decision to purchase at this website” are removed because factor loading <0.5. 
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The factor loadings of all items of security, convenience, website design, information 

quality, customer service, delivery service, product variety, product value, product 

customization, discounts, incentive programs, customer satisfaction, customer attitude, 

and customer loyalty are higher than 0.50 except the 4 items WD-4, CS-1, CS-2, CS-3 

have factor loadings 0.437, 0.453, 0.485, 0.498, respectively. 

 

  4.3.4 Path analysis 

 

In this study, AMOS is used to analysis data in the model and Path analysis of Structure 

Equation Model (SEM) standardize solution. Path analysis is a general term for an 

approach that employs a simple variety correlations to estimate the relationship in a SEM 

model (Hair, Black, Babin, Anderson & Tatham, 2006). In the first part, the SEM is used 

in order to assess the structural model goodness of fit. The second part tests the 

hypothesized relationships between the antecedents of customer satisfaction and 

customer attitude and loyalty. 

 

In statistics, path analysis is used to describe the directed dependencies among a set of 

variables (Hair, Black, Babin, Anderson & Tatham, 2006). Path analysis seeks to 

determine the strength of the paths shown in the unstandardized regression coefficients 

model (see Figure 4.1), the connecting line with arrows at both ends indicates that the 

correlation between these two variables. The path coefficient shows the direct effect of an 

independent variable on a dependent variable in the path model. The value of path 

coefficient between the two variable is large that means the correlation between the two 
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Figure 4.1 Unstandardized regression coefficients model 

 

 

variables is very high, from the Figure 4.2 simplify and summary the model showed that 

some values of path coefficient were relatively low. 
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Note: *<p<0.05, **p<0.01, ***p<0.001 

Figure 4.2 Summary unstandardized regression coefficients model 

 

4.3.4.1 Evaluating model fit 

 

The fit indices are a statistical index of data fitting degree of theoretical structure model. 

In structural equation modeling, the fit indices establish whether, overall, the model is 

acceptable. The various indices of model fit provided by the AMOS program were 

summarized in the Table 4.20. These indices were chosen on the basis of their variant 

approaches to the assessment of model fit and support in the literature as importance 

indices of fit (Byrne, 2013). The model fitting evaluation mainly selected the following 

indicators: Chi-Squared value (CMIN), Degrees of freedom (DF), relative Chi-Squared, 

Normed Fit Index (NFI), Comparative fit index (CFI), and Root mean square error of 

Security 

Convenience 

Technological factors 
Website design 

Information quality 

Customer service 

Delivery service 

Product variety 

Product value 

Customization  

Service factors 

Product factors 

Sales promotion 

Incentive programs 

Discounts  

Customer satisfaction 

Customer loyalty 

Customer attitude 

1.00 

1.10*** 

1.25*** 

0.84*** 

1.00 

0.85*** 

1.00 

1.19*** 

1.25*** 

1.00 

1.52*** 

0.29*** 

0.20* 

0.60*** 

0.32*** 

0.24* 

0.90*** 

0.69*** 
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approximation (RMSEA). A model is regarded as acceptable if (Moss, 2009): Normed Fit 

Index (NFI) exceeds 0.90; Comparative Fit Index (CFI) exceeds 0.90; RMSEA is less 

than 0.08; relative Chi-Squared should be less than 3. The fit indices of this research 

model are as follows: 

 

Table 4.20 The fit indices of model 

Model  CMIN DF CMIN/DF NFI CFI RMSEA 

Default model 2117.565 684 3.096 0.826 0.875 0.073 

 

From the results of the model estimation, the NFI value was 0.826 that less than 0.90 and 

CFI value was 0.875 that less than 0.90, and the relative Chi-Squared value was more 

than 3, so the results showed that the model's overall fitting effect is poor, and it is not 

satisfied. 

 

4.3.4.2 Parameter Estimation 

 

Parameter estimation is a method for estimating the total distribution of the sample 

(Byrne, 2013). Significance test for factors can be determined that variables will be 

impact of the indicators showing significant or insignificantly. Standard error (S.E.) is the 

standard deviation of mean sample. Standard error indicates that the variation of each 

sampling result is large or not, and consistency of results is high or not, the greater the 

standard error is larger than the error of sampling. Critical Ratio (C.R.) is a ratio 

associated with the probability of a sample, which represents the parameter estimate 

divided by its standard error. P is probability value that meant a statistical test associated 
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probability, the study can be based on the P value of path coefficient statistical 

significance test. The estimated value presented in Table 4.21. It is important to note that 

all estimates related to hypothesized model are presented in unstandardized form. As 

readily seen, results are presented that the linear relationship between the customer 

satisfaction and technological factors with estimate score of 0.292, the linear relationship 

between the customer satisfaction and technological factors with the P value was 

significant. 

 

Table 4.21 Regression weights 

   Estimate S.E. C.R. P 

Customer 

satisfaction 
<--- 

Technological 

factors 
0.292 0.075 3.894 *** 

Customer 

satisfaction 
<--- Service factors 0.196 0.086 2.270 0.023* 

Customer 

satisfaction 
<--- 

Product 

factors 
0.595 0.106 5.599 *** 

Customer 

satisfaction 
<--- 

Sales 

promotion 
0.320 0.059 5.399 *** 

Customer 

attitude 
<--- 

Customer 

satisfaction 
0.902 0.073 12.327 *** 

Customer 

loyalty 
<--- 

Customer 

attitude 
0.695 0.085 8.163 *** 

Customer 

loyalty 
<--- 

Customer 

satisfaction 
0.236 0.096 2.457 0.014* 

Note: *<p<0.05, **p<0.01, ***p<0.001, S.E. = Standard error, C.R. = Critical ratio 
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   4.3.4.3 Modification model 

 

When the model fitting index is very low, the researcher can according to the parameters 

of the initial model and the model modified by AMOS make a model building or model 

trimming (Markus, 2012). In model trimming, the researcher typically begins the analysis 

with a just identified model and simplifies it by eliminating free paths. And the model 

building is an over-identified model in which paths are added or removed to makes the 

model structure more reasonable, and it is usually used to improve the fitting degree of 

the model. This prior model will edit by a model building. 

 

The modified index is used to model building, which can be conceptualized as 

Chi-Squared statistic with one degree of freedom (Byrne, 2013). If the model is allowed 

to be added or removed, the minimum value of the Chi-Squared statistic can be reduced. 

Improved fitting is used Chi-Squared statistic to reduce the measurement, it can found 

the information f Chi-Squared statistic goodness of fit value reduction. If each fixed and 

constrained parameters are eliminated by removing its path from the model, the model is 

estimated, and the modified index predicts a decrease of the Chi-Squared statistic (Byrne, 

2013). Par Change represents the predicted estimated change, in either a positive or 

negative direction, for each fixed parameter in the model and important information 

regarding the sensitivity of the evaluation of fit to any regularization of the model (Byrne, 

2013). 
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Table 4.22 Modification index 

Covariances   M.I. Par Change 

Service factors <--> Product factors 129.680 0.188 

Technological factors <--> Product factors 133.967 0.162 

Technological factors <--> Service factors 137.854 0.223 

Sales promotion <--> Product factors 46.651 0.083 

Sales promotion <--> Service factors 83.172 0.152 

Sales promotion <--> 
Technological 

factors 
84.172 0.129 

Note: M.I.= Modified index 

 

In reviewing the parameters in the “Covariance” section, the only ones that make any 

substantive sense are those representing error covariance’s (Byrne, 2013). In this regard, 

the parameter representing a covariance between service factors and product factors is 

129.680, which shows that if increase the path of service factors to product factors, then 

the Chi-Squared value of the model will be reduced with 0.188. 

 

Researching for modified index values in model, between the technological factors and 

product factors is 133.967, between technological factors and service factors is 137.967, 

which indicates that if increase the path of technological factors and product factors, the 

path of technological factors and service factors, the model of Chi-Squared value will 

decrease more. Forevermore, the online stores through research of the sales volumes 

every day on the computer that could be exerted in determining the perceptions or service 

for consumers responding to sales promotion which the customer will be allocating 

discretionary income for emotional purpose (Park & Lennon, 2009). So consider 

increasing the path between technological factors and product factors, the path of 

technological factors and service factors. 
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The modified index value of service factors and product factors is 129.680, which means 

that if increase the path of service factors and product factors, the Par Change value of 

the model will be changed with 0.188. In fact there is a clear correlation between service 

factors and product factors. So consider increasing the path of service factors and product 

factors. 

 

Therefore, this study consider to add the relationship between service factors and product 

factors, the relationship between technological factors and product factors, the 

relationship between technological factors and service factors. So, the modification 

model is shown as Figure 4.3-4.4. 
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Figure 4.3 Unstandardized regression modification model 

 

 

 4.3.4.4.1 Modification model 
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0.24*** 

0.20*** 

0.20*** 

0.24* 
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Note: *<p<0.05, **p<0.01, ***p<0.001 

Figure 4.4 Summary unstandardized regression modification model 

 

According to the Figure 4.3, Figure 4.4 and Table 4.23, the fitting index has been greatly 

improved in modification model, NFI and CFI were more than 0.9; RMSEA value was 

0.061 and less than 0.08. The corresponding determination coefficient of the equation is 

increased, the modification model can be acceptable.  

 

Table 4.23 The fit indices of modification model 

Model  CMIN DF CMIN/DF NFI CFI RMSEA 

Modification 

model 
1683.763 681 2.472 0.903 0.912 0.061 
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4.3.4.4.2 Parameter Estimation of modification model  

 

Table 4.24 Parameter Estimation of modification model 

   Estimate S.E. C.R. P 

Customer 

satisfaction 
<--- 

Technological 

factors 
0.204 0.137 1.488 0.037* 

Customer 

satisfaction 
<--- Service factors 0.054 0.188 0.288 0.773 

Customer 

satisfaction 
<--- 

Product 

factors 
0.691 0.164 4.219 *** 

Customer 

satisfaction 
<--- 

Sales 

promotion 
0.320 0.059 5.440 *** 

Customer 

attitude 
<--- 

Customer 

satisfaction 
0.908 0.073 12.434 *** 

Customer 

loyalty 
<--- 

Customer 

attitude 
0.692 0.085 8.109 *** 

Customer 

loyalty 
<--- 

Customer 

satisfaction 
0.240 0.097 2.485 0.013* 

Technological 

factors 
<---> Service factors 0.239 0.030 7.886 *** 

Technological 

factors 
<---> 

Products  

factors 
0.198 0.028 7.050 *** 

Service factors <---> 
Products  

factors 
0.198 0.026 7.694 *** 

Note: *<p<0.05, **p<0.01, ***p<0.001 

     S.E.= Standard error, C.R.= Critical ratio 

      

For the detail of Table 4.24, an examination of this unstandardized solution reveals all 

estimates to be both reasonable and statistically significant except the path of service 

factors to customer satisfaction; all standard errors appear to be in good order. 
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   4.3.3 Hypothesis testing 

 

The path model has two types of effects. The first is the direct effect, and the second is 

the indirect effect. When the observed variable has an arrow directed toward the 

dependent variable, then it is said to be the direct effect. When an observed variable has 

an effect on the dependent variable, through the other observed variable, then it is said to 

be an indirect effect. For the default model and modified model, the direct effects, 

indirect effects and total effects of the latent variables in the Amos output are shown as 

follows. 

 

     4.3.3.1  Total effect analysis of default model 

 

Table 4.25 Total effects of default model 

 
Product 

factors 

Sales 

promotion 

Service 

factors 

Technological 

factors 

Customer 

satisfaction 

Customer 

attitude 

Customer 

loyalty 

Customer 

satisfaction 
0.595 0.320 0.196 0.292 0 0 0 

Customer 

attitude 
0.537 0.289 0.177 0.263 0.902 0 0 

Customer 

loyalty 
0.514 0.276 0.169 0.252 0.863 0.695 0 

Note: CMIN: 2117.565, DF: 684, RMSEA: 0.073 

 

Total effects refers to the effect result of the variable to the result variable, and equal to 

the sum of the direct and indirect effects. For example, the direct effect of customer 

satisfaction to customer loyalty is 0.236. The indirect effect of customer satisfaction to 
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customer loyalty is 0.627. The total effect of customer satisfaction to customer loyalty is 

0.236+0.627=0.863 units. 

 

Table 4.26 Direct effects of default model 

 
Product 

factors 

Sales 

promotion 

Service 

factors 

Technological 

factors 

Customer 

satisfaction 

Customer 

attitude 

Customer 

loyalty 

Customer 

satisfaction 
0.595 0.320 0.196 0.292 0 0 0 

Customer 

attitude 
0 0 0 0 0.902 0 0 

Customer 

loyalty 
0 0 0 0 0.236 0.695 0 

Note: CMIN: 2117.565, DF: 684, RMSEA: 0.073 

  

Direct effect refers to the direct effects of the variables to the other variables. For 

example, according to Table 4.26, the standardized path coefficient of product factors to 

the customer satisfaction is 0.595, then the product factors to the customer satisfaction 

direct effect is 0.595. 

 

Table 4.27 Indirect effects of default model 

 
Product 

factors 

Sales 

promotion 

Service 

factors 

Technological 

factors 

Customer 

satisfaction 

Customer 

attitude 

Customer 

loyalty 

Customer 

satisfaction 
0 0 0 0 0 0 0 

Customer 

attitude 
0.537 0.289 0.177 0.263 0 0 0 

Customer 

loyalty 
0.514 0.276 0.169 0.252 0.627 0 0 

Note: CMIN: 2117.565, DF: 684, RMSEA: 0.073 

 

Indirect effect refers to the indirect effect of the variables on the other variables by 

influencing one or more intermediate variables. When there is only one intermediate 
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variable, the indirect effect is the product of two path coefficients. For example, from the 

Table 4.27, the customer satisfaction to the customer loyalty indirect effect is 0.627. 

 

From the information of the Table 4.25-4.27, customer satisfaction is direct significant to 

customer attitude with the total effect of 0.902. Customer attitude is significant direct 

effect to customer loyalty with total effect of 0.695. The customer satisfaction is 

significant to customer loyalty with the total effect of 0.863, the direct effect is 0.236, 

and the indirect effect is 0.627. This shows that customer satisfaction mediates effect to 

customer loyalty. At the same time, it influence on customer attitude and indirectly affect 

customer loyalty. 

 

Product factors/ sales promotion/ service factors/ technological factors are directly effect 

on customer satisfaction, and indirectly effect on the customer attitude, customer loyalty. 

This shows that product factors/ sales promotion/ service factors/ technological factors 

mediate effect to customer satisfaction and customer attitude, customer satisfaction plays 

an intermediary role. 

 

 

 

 

 

 

 



 

 

80 

  4.3.3.1 Total effect analysis of modification model 

 

Table 4.28 Total effects of modification model 

 
Product 

factors 

Service 

factors 

Technological 

factors 

Sales 

promotion 

Customer 

satisfaction 

Customer 

attitude 

Customer 

loyalty 

Customer 

satisfaction 
0.691 0.054 0.204 0.320 0 0 0 

Customer 

attitude 
0.627 0.049 0.185 0.291 0.908 0 0 

Customer 

loyalty 
0.600 0.047 0.177 0.278 0.868 0.692 0 

Note: CMIN: 1683.763, DF: 684, RMSEA: 0.061 

 

Table 4.29 Direct effects of modification model 

 
Product 

factors 

Service 

factors 

Technological 

factors 

Sales 

promotion 

Customer 

satisfaction 

Customer 

attitude 

Customer 

loyalty 

Customer 

satisfaction 
0.691 0.054 0.204 0.320 0 0 0 

Customer 

attitude 
0 0 0 0 0.908 0 0 

Customer 

loyalty 
0 0 0 0 0.240 0.692 0 

Note: CMIN: 1683.763, DF: 684, RMSEA: 0.061 

 

Table 4.30 Indirect effects of modification model 

 
Product 

factors 

Service 

factors 

Technological 

factors 

Sales 

promotion 

Customer 

satisfaction 

Customer 

attitude 

Customer 

loyalty 

Customer 

satisfaction 
0 0 0 0 0 0 0 

Customer 

attitude 
0.627 0.049 0.185 0.291 0 0 0 

Customer 

loyalty 
0.600 0.047 0.177 0.278 0.628 0 0 

Note: CMIN: 1683.763, DF: 684, RMSEA: 0.061 

 

From the information of the Table 4.28-4.30, customer satisfaction is directly significant 
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on customer attitude. Customer attitude is significant with a direct effect on customer 

attitude. Customer satisfaction mediating effect to customer loyalty, which means 

customer satisfaction directly effects on customer loyalty, at the same time influences on 

customer attitude and indirectly effects on customer loyalty. 

 

Product factors/ sales promotion/ technological factors/ service factors are directly effect 

on customer satisfaction, and indirectly effect on the customer attitude, customer loyalty.  

 

4.3.3.4 The hypothesis testing result 

 

The last set of information to be presented the result of hypothesis for unstandardized 

modification model, which was reported in Table 4.31. 

 

Table 4.31 Summary the relationship of variables 

Hypothesis  Relationship Total effects Direct 

effects 

Indirect 

effects 
P 

H1 TF→CS 0.204 0.204 - 0.037* 

H2 SF →CS 0.054 0.054 - 0.773 

H3 PF →CS 0.691 0.691 - *** 

H4      SP→CS 0.320 0.320 - *** 

H5 CS →CA 0.908 0.908 - *** 

H6 CS →CL 0.868 0.240 0.628 0.013* 

H7 CA→CL 0.692 0.692 - *** 

Note: 1. *<p<0.05, **p<0.01, ***p<0.001; 

     2. TF= Technological factors; SF= Service factors; PF= Product factors; SP= Sales  

     promotions; CS= Customer satisfaction; CA= Customer attitude;  

     CL=Customer loyalty. 

 

Hypothesis 1 examines the technological factors directly effecting on customer 
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satisfaction. H1 is supported with P value at 0.05 significant levels. Technological factors 

have a positive relationship with customer satisfaction.  

 

Hypothesis 2 examines the service factors directly effecting customer satisfaction. H2 is 

rejected with P value of 0.773 at 0.05 significant levels. Service factors have no 

relationship with customer satisfaction.  

 

Hypothesis 3 examines the direct effect of product factors on customer satisfaction. H3 is 

supported with P value at 0.05 significant levels. Product factors have a positive 

relationship with customer satisfaction.  

 

Hypothesis 4 examines the direct effect of sales promotion on customer satisfaction. H4 

is supported with P value at 0.05 significant levels. Sales promotion have a positive 

relationship with customer satisfaction.  

 

Hypothesis 5 examines the direct effect of customer satisfaction on customer attitude. H5 

is supported with P value at 0.05 significant levels. Customer satisfaction has a positive 

relationship with customer attitude.  

 

Hypothesis 6 examines the indirect effect of customer satisfaction on customer loyalty. 

H6 is supported with P value of 0.013 at 0.05 significant levels. Customer satisfaction 

has a significance relationship with customer loyalty.  
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Hypothesis 7 examines the direct effect of customer attitude on customer loyalty. H7 is 

supported with P value at 0.05 significant levels. Customer attitude has a positive 

relationship with customer loyalty.  

 

Table 4.32 Summary of hypotheses testing 

Hypothesis  Relationship Results 

H1 Technological factors→Customer satisfaction supported 

H2 Service factors →Customer satisfaction rejected 

H3 Product factors →Customer satisfaction supported 

H4 Sales promotion→Customer satisfaction supported 

H5 Customer satisfaction →Customer attitude supported 

H6 Customer satisfaction →Customer attitude supported 

H7 Customer attitude→Customer loyalty supported 

 

In summary, the result of hypothesis testing showed that technological factors have a 

significant positive impact on customer satisfaction towards online shopping. Service 

factors have no relationship with customer satisfaction towards online shopping. 

Moreover, product factors have a significant positive impact on customer satisfaction 

towards online shopping. Sales promotion have a positive influence on customer 

satisfaction towards online shopping. Further, consumer satisfaction positively influence 

on customer attitude and loyalty towards online shopping, and consumer attitude 

positively influence on customer loyalty towards online shopping. 
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CHAPTER 5: 

CONCLUSIONS AND DISSCUSSION  

 

5.1 Introduction  

 

This chapter will conclude and discuss the results of reports from chapter 4. Then, it 

presents the implications and limitations of this study. Lastly, it will recommend for the 

future research.  

 

5.2 Conclusions 

 

The study aimed to research the antecedents of customer satisfaction, and what the 

relationship was between the customer attitude and customer loyalty. This study used 

descriptive statistics to explain the demographic characteristics of the respondents by 

using the SPSS 20.0 program. The data was analyzed to show the relationship between 

each variable with the Structural Equation Model (SEM) of AMOS 20.0 program. 

 

From the results in the previous chapter, there are four factors and each factor consists of 

the variables that could explain how the variables affecting customer satisfaction towards 

online shopping. There are technological factors (security, convenience, website design 

and information quality), service factors (customer service, delivery service), product 

factors (product variety, product value and product customization), sales promotion 

(discounts, intensive programs). In order to answer these research questions, the 

questionnaires were sent to customers from Zhengjia Central bus station, Shiqiao bus 
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station, Sports Center metro station of Line 1 and Panyu square metro station of 

Guangzhou city, China. A total number of 420 questionnaires were distributed, however,  

but only 399 qualified questionnaires could be analyzed.  

 

In this study, The 420 questionnaires were collected and the screening questions were: 1) 

the respondents who did not shop online during the last 12 months were removed (7 

questionnaires), 2) the age of respondents who were not between 18-50 years old were 

removed (2 questionnaires), 3) the information of the questionnaires were not completed 

were removed (12 questionnaires). Therefore, overall they returned 399 questionnaires 

and 21 questionnaires were removed. The majority of the respondents were female, they 

were 285 respondents at 71.4%. For males, there were 114 respondents at 28.6%. The 

majority of respondents’ age were from 21 to 30 years old. The majority of the education 

level of respondents was a bachelor degree at 49.5%. The main occupation of 

respondents was general employee at 23.3%. Moreover, most of the monthly income was 

from 2001 CNY to 3000 CNY at 22.6%. 

 

For distribution of respondents, the majority of the respondents who shopped on online 

websites used the Taobao website at 51.4%. During the last 12 months, the respondents 

purchased products online more than 21 times at 29.3%. The main body of respondents 

paid from 101 to 200 CNY each time when purchasing products from the shopping 

website during last 12 months at 34.5%. 40.9% of 399 respondents bought clothes from 

shopping websites during the last 12 months. 



 

 

86 

The respondents agreed on the technological factors by a mean score of 3.66, the 

respondents agreed on the service factors by a mean score of 3.69, the respondents are 

agreed on the product factors by a mean score of 3.48, the respondents also agree on 

sales promotion with a mean score of 3.78; similarly, the respondents are agreed on 

customer satisfaction (Mean=3.57) and customer attitude (Mean=3.58); and the 

agreement lever of customer loyalty is “Neutral” with a mean score of 3.40. 

 

The structural equation model (SEM) was used for analysis data, the result illustrated 

goodness fit for the research model. For the Exploratory factor analysis (EFA), the factor 

loadings of all items of security, convenience, website design, information quality, 

customer service, delivery service, product variety, product value, product customization, 

discounts, incentive programs, customer satisfaction, customer attitude, and customer 

loyalty were higher than 0.50 except the 4 items WD-4, CS-1, CS-2, CS-3 which have 

factor loadings of 0.437, 0.453, 0.485, 0.498, respectively. Therefore, the 43 items 

removed 4 items, finally leaving the 39 items used for Path analysis. In the draft model, 

the key indicators NFI and CFI were below 0.9 that showed the model's overall fitting 

effect was poor, so this prior model will edit by a model building. Based on the 

information of parameter estimation and modification index, combined with the literature 

review, this model considered added the relationship between service factors and product 

factors, the relationship between technological factors and product factors, the 

relationship between technological factors and service factors for the modification model. 

All paths in the model were tested by 0.05 significant levels, as a result representing 

statistical significance. 
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Therefore, the factors identified in the model were subsequently subjected to an 

exploratory factor analysis and the results identified four important factors or groups of 

factors which influence online shopping satisfaction; namely, technological factors, 

service factors, products factors, and sales promotion. 

 

In the modification model, customer satisfaction was directly significant to customer 

attitude with a total effect of 0.908. Customer attitude was directly significant to 

customer loyalty with the total effect of 0.692. Customer satisfaction indirectly affected 

customer loyalty with the indirect effect of 0.628. Product factors/ sales promotion/ 

technological factors/ service factors were directly effect on customer satisfaction, and 

indirectly effect on the customer attitude, customer loyalty.  

 

Last, this study proved 7 hypotheses which were technological factors, product factors, 

sales promotion have a significant positive effect on customer satisfaction towards online 

shopping; consumer satisfaction positively influence on customer attitude and loyalty 

towards online shopping; consumer attitude positively influence on customer loyalty 

towards online shopping; service factors has no relationship with customer satisfaction 

towards online shopping. 
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5.3 Discussion 

 

This study, based on the literature review, contributes to the existing knowledge of 

customer satisfaction and customer attitude, and loyalty by providing insight into online 

consumers’ behavior through an examination of the four variables of technological 

factors, service factors, product factors, sales promotion, and their mediating effect on the 

formation of the customer attitude and loyalty. 

 

Findings from this study suggest that technological factors, product factors, and sales 

promotion could prove a significant effect on customer satisfaction, while the service 

factors had no relationship with customer satisfaction. Another role of product factors, 

sales promotion, and technological factors indirectly affected on customer loyalty and 

attitude.  

 

That customer satisfaction leads to loyalty can be found in past studies. Most studies had 

examined the effect of variables on customer satisfaction and loyalty (Voss, Godfrey & 

Seiders, 2010). However, this study found that customer satisfaction would directly 

influence on customer attitude, and customer satisfaction may probably indirectly 

influence on customer loyalty. Moreover, Chen (2012) examined the mediating variables 

in the linkage between customer satisfaction and customer loyalty, and provided 

empirical support for these mediating effects finding that customer satisfaction may not 

be directly related to customer loyalty.  
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Then, it discussed the effects of technological factors, service factors, product factors, 

sales promotion, and the relationship among customer satisfaction and customer attitude, 

and customer loyalty. The model was tested by the Structural Equation Model (SEM). 

The results indicated how these factors effects. 

 

  5.3.1 Technological factors 

 

The technological factors consisted of 4 variables, including security, convenience, and 

website design and information quality. According to the related literature review, 

technological factors were affected by users’ belief about the system, which conclude the 

ease of use and perceived usefulness and information quality (Chen et al., 2012). The 

management put in much effort to improve the website design and information quality in 

order to better serve their customers. Park and Kim (2003) argued that an online store 

provides a good website design and information quality to reduce customers’ searching 

cost, more extensive and higher quality information. Putting products online leads to 

quicker buying decisions and higher levels of satisfaction. An explanation of this result 

showed that the security features were perceived as standard on all online websites, so 

they were indeed a determining factor in the purchasing decision. The prior work 

suggested that customers’ privacy was important but once faced with actual choices and 

purchase decisions, decisions to purchase online were based on convenience, and 

information quality. Moreover, young customers were far less worried about security than 

older customers. 
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The results of hypothesis 1 suggests that technological factors had a positive impact on 

satisfaction, this finding was supported by prior research. It consists of a mean value 

which could present the agreement level. Customers were pleased with the latest 

customized information on products while they get in the online store. These products are 

highlighted by various headings and sidebars of the website. Given a variety of choice, 

customers visiting this website could experience comparisons with a good website design. 

As a result, this provides a better environment when compared with traditional stores. 

Shopping online for inexpensive items would normally demand less information on the 

quality of product than expensive items. As customers were pleased with the information 

quality provided by the online store, it can be said that they were satisfied.  

 

In addition, the relationship between technological factors and customer satisfaction was 

presented by AMOS as 0.204. In other words, it can be said that technological factors 

could present 20.4% of positive level of customer satisfaction value. If the technological 

factors had high value, then customer satisfaction value will increase. 

 

  5.3.2 Service factors  

 

In this study, service factors consisted of two variables which were customer service, and 

delivery service. According to the related literature review in chapter 2, Parasuraman et 

al. (2005) had empirically tested service factors as a determinate of customer satisfaction 

with online shopping, and also showed that the service factors increased customer 

satisfaction. Where there is better quality of service, customers would be satisfied and 
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better service experiences helped customer protection of purchasing information and 

privacy information (Luo et al., 2012). 

 

The results of hypothesis 2 showed that there was no relationship between service factors 

and customer satisfaction; this finding was contrary to prior research. However, service 

factors direct effect on customer satisfaction with path coefficient of 0.054 by AMOS, 

but p value of 0.773 rejected the 0.05 significance level. Customer service and delivery 

service seems that lies dormant until a customer takes initiative to ask for help with their 

purchase in online shopping. But some customers need not any support when they make 

a purchase because of the online shopping is self-helping shopping. Plus, not all the 

customer are proactive will simply open another store in a new tab to find the 

information they seek, would not taking a long wait on hold. Wolfinbarger and Gilly 

(2001) concluded that online provides customers an environment comfortable and 

personalized for them like their own home. The online shoppers were looking for an 

experience that makes them feel in control of the transaction from the repurchase stage to 

the end of the received the products. The qualities of accessibility and convenience are 

often related to control and freedom which is more important compared with customer 

service for online customers (Wolfinbarger & Gilly, 2001). In this study, service factors 

could be directly effective on customer satisfaction in online shopping, however, service 

factors consists of customer service and declivity service were not significant as the 

antecedents of customer satisfaction effect on customer behavior towards online 

shopping. 
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5.3.3 Product factors 

 

Product factors include product-related characteristics such as product variety, product 

value, and product customization (Park & Kim, 2003). Regarding the literature review in 

chapter2, rich produce variety could increase the probability of customers’ needs. 

Customers chose products depending on which offered the best value (Schaupp & 

Bélanger, 2005), and online shopping offered product customization for customers, the 

more the customers got to select, the more pleased with the experience of purchasing 

products from this website (Chen et al., 2012). 

 

The results of hypothesis 3 showed that there was positive effect between product factors 

and customer satisfaction. This finding also supported the prior research. Product value 

and variety were found to be the most importance to respondents compared with the 

seasonal products. The overall cost of the product was found to be the most important 

within the attribute of product value. The customer’s feeling of post purchase was related 

to the overall cost of the product. Within the product customization, the ability to 

customize the product was found to be the most important level and different others 

online stores. The relationship of product factors and customer satisfaction with path 

coefficient of 0.691; in other word, if the products factors had high value, the customer 

satisfaction value will increase. 
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 5.3.4 Sales promotion 

 

Sale promotion including discounts and incentive programs were important to attract 

customer attention in order to encourage the customer, to repurchase in the same website 

and to increase customer loyalty (Park & Lennon, 2009). Online retailer spent decisions 

on customers and promotions as they considered their pricing and promotional policies 

which then affected the evolution of the customer satisfaction (Park & Lennon, 2009). 

 

The results of hypothesis 4 showed that there was positive effect between sales 

promotion and customer satisfaction; this finding also supported the prior research. Sales 

promotion directly affected on customer satisfaction with path coefficient of 0.320. This 

study confirmed that online shopping along with sales promotion was an important 

antecedent of customer satisfaction. When providing a good promotion code, customer 

had more positive perceptions of product value (Park & Lennon, 2009). Online sales 

promotion usually informed consumers in the regular price and discounted price of a 

product after applying the promotions. Sales promotions were considered an important 

marketing tool for e-retailers in terms of influencing consumers’ purchase decisions (Park 

& Lennon, 2009). Online retailers may need to use effective sales promotions to provide 

loyal consumers (Park & Lennon, 2009). In addition, if the sales promotion has high 

value, then customer satisfaction value will increase. 
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  5.3.5 The relationship between customer satisfaction and customer attitude 

 

Referring to customer satisfaction and customer attitude towards online shopping, 

satisfaction was an antecedent of relative attitude because without satisfaction customers 

would not hold a favorable attitude towards online shopping (Sivadas & Baker-Prewitt, 

2000). According to related research, customers who adored a product tended to be 

satisfied as customers were likely to buy a product with a positive attitude (East, Gendall, 

Hammond & Lomax, 2005). In addition, the satisfaction represented a useful effective 

measure of the customer attitude in online shopping, positive satisfaction could 

significantly affect attitude.  

 

The results of hypothesis 5 showed that there was positive effect between customer 

satisfaction and customer attitude. This finding supported prior research. The customer 

satisfaction directly affected customer attitude with a path coefficient of 0.908, which 

means when customer satisfaction increased by 1 unit, the attitude would be increased 

0.908 units. In other words, if customer satisfaction had high value, the customer attitude 

value would increase. 
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  5.3.6 The relationship between customer satisfaction and customer loyalty 

 

According to the related literature review, customers were loyal because they were 

satisfied and thus willing to continue the relationship when they had a nice shopping 

experience (Cai & Xu, 2007). Satisfied online customers have more power on the 

repurchase intentions and tended to recommend the product or service of this website to 

others (Anderson & Fornell, 2000). The satisfaction toward online shopping played an 

important role in measuring the loyalty (Cai & Xu, 2007). A high positive satisfaction 

leads to a high loyalty (Reichheld & Schefter, 2000). 

 

The results of the hypothesis 6 showed that there was positive effect between customer 

satisfaction and loyalty. This finding supported prior research. Customer satisfaction 

totally affecting on customer loyalty had total effect value was 0.868, however, the direct 

effect value was 0.240, and the indirect effect value was 0.628, the indirect effect is 

higher than the direct effect, which means customer satisfaction was indirectly influential 

on customer loyalty in online shopping.  
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  5.3.7 The relationship between customer attitude and customer loyalty 

 

According the related literature review, Sivadas and Baker-Prewitt (2000) said that 

relative attitude provided better shopping experiences. It supported the loyalty construct, 

and suggested that loyalty was proved by a more favorable attitude towards a brand when 

compared to other alternative and repeat purchases. The good attitude may lead to 

customer loyalty (Yi & Jeon, 2003), on the other hand, bad attitude or dissatisfaction may 

result in dissatisfied customers who would not recommend this website for others (Cheng, 

Lam & Hsu, 2005). 

 

The results of hypothesis 7 showed that there was a positive relationship between  

customer attitude and customer loyalty. This finding also supported prior research. The 

customer attitude directly affected customer loyalty with a value of 0.692 by AMOS, 

which means that when customer attitude was increased by 1 unit, loyalty would be 

increased by 0.692 units. And consumer loyalty towards online shopping and online 

stores was significantly higher than their loyalty towards traditional shopping and stores. 

Loyal online consumers would not only purchase more, but also recommend it to new 

consumers (Zhou, Dai & Zhang, 2007). These new consumers were a major source of 

future loyal consumers. Referrals and recommendations were different from traditional 

commerce. Because word spreads faster on the Internet, than the traditional word of 

mouth. As a result, attitude played an important role in loyalty toward online shopping, 

and a high positive attitude in online shopping, correlated with a high loyalty in online 

shopping as well. 
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5.4 Implication of the study 

 

Based on the findings of this research, online shopping satisfaction related to three 

factors: technological factors, product factors, and sales promotion. Online store 

managers should develop: good technological features, which are security, convenience, 

website design, and information quality; secondly, product features, which are, product 

variety, product value, product customization. Finally, sales promotion, which are 

discounts and incentive programs, these could influence on customer satisfaction 

positively. 

 

According to the findings of this study, the customers considered the technological 

factors more important. Websites need to identify a base of customers who are regular 

visitors and who are involved with the product category. Longer average time spent on 

sites, frequent visits, and many pages being accessed, are measures related with 

technological factors (Wolfinbarger & Gilly, 2001). Then, the online retailers should be 

able to know how many visitors visited their websites and which type of factor they were 

satisfied with. Importantly, some website design features offer new experiences, for 

example, allowing customers to view the clothes from every angle offers customers 

information about the clothes. Good website design was a significant way to establish an 

emotional and positive attitude. 

 

Wolfinbarger and Gilly (2001) stated that for potential customers, being able to examine 

the products could lead to a host of problems: clothing may not fit, software may be 
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incompatible, or a purchase may be damaged during shipping. Customers should judge 

the product quality and product information by themselves instead of simply entering a 

dressing room. Existing customers must solve problems by themselves, and navigate 

self-help websites. Online proprietors should pay more attention to the product sourcing 

and cooperate with the delivery supplier in order to provide a higher quality of delivery, 

such as correct order, timeliness, and safety packaging. The implication for management 

was the sense of a good buy of a worthy product is likely to influence satisfaction of 

online customers directly, then can be indirectly affected by customer attitude and loyalty. 

Another implication was that when developing strategies to retain online customers, 

online management need to develop not only high quality technological systems but also 

products quality, reliable delivery, variety of products and fair price. 

 

From an online manager, a clear understanding of the sequences in sales promotion could 

identify customers. Sale promotion is used to encourage customers to buy a product. The 

online retailers develop new designs for sales promotion that could be more attractive to 

customers, which could also be used as a reward to customers that are loyal to the store 

(Berter & Blomqvist, 2010). Online websites offer discounts for specific products. These 

offers are placed in the menu of each category: women, men, kids and so on. Therefore 

the discount is easily noticed by the customers. Incentives have been used to encourage 

customers to purchase immediately rather than shopping elsewhere (Berter & Blomqvist, 

2010). Coupons and integrals of incentives with customers offered through online or 

offline interactions, tend to attract customers and keep them returning. 
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Technological factors, products factors and sales promotion could ensure a better strategy 

of customer satisfaction, which could have considerable marketing implications. It is 

very important that managers ensure that they deliver a superior product quality to their 

customers in the first place and give adequate information about the desired product and 

services for the customers (such as warranty conditions, return policy and so on.) should 

be easy to find and understand. This study recommended that they should ensure that 

online websites were neat, easy to move around and provide the service they promise 

accurately and on time. In addition, online retailers should provide secured and protected 

personal information as well as the transactions. Moreover, managers must take a close 

look at the accurate functioning of the website and its ability to speedily deliver 

consistently. Finally, managers should deal with problems promptly and effectively. 

 

5.5 Limitation of the study  

 

Although this study provides meaningful managerial implications for online managers, it 

has some limitations.  

 

First, the model was empirically tested in a sample of customers who had shopped online 

in Guangzhou, China. These factors limit the possibility of generalizing from the study 

findings and it cannot be assumed that the sample is representative of the worldwide 

e-population. In this study, the results of this study could only be applied to a large group 

of customers in Guangzhou, China. So, the findings should be interpreted with caution if 

the customers are from other provinces of China. 
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Second, the data were collected by questionnaire and was translated from English to 

Chinese language, and this translation may have affected the views of the respondents.  

 

Last, the amount of questions were excessive. Therefore, the respondents needed to 

spend more time to answer questions. Some respondents may not be attentive enough to 

the questions. 

 

5.6 Recommendation for the future research 

 

According to the literature review and the result of the study, there were some 

recommendations for future research. 

 

First, past research has found that culture plays a significant role in consumer behaviors 

(Lin, Wu & Chang, 2011), and there is huge population in China market. Future research 

should replicate this study and test this conceptual model in a different country or culture. 

So this finding could explore the differences in response toward the investigated 

variables among different groups of people of varied backgrounds and would help online 

retailers adjust the way they service different customers. 

 

Second, the respondents in this study frequently bought books, cloths, skin care, or 

movies. The cost of these items is lower; therefore, the perceived price may no longer be 

an issue for them. The results of this study cannot represent the customers who buy high 
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cost items online, such as motorcycles, jewelry, or cars. Future research may target the 

buyers of high cost items and explore the factors influencing their satisfaction, attitude, 

and loyalty. 

 

Third, this research data collecting used questionnaires, and may not fully know the 

dynamics of the factors influence on online business. To address the above issues, future 

research should consider employing multiple methods and combining qualitative and 

quantitative data. 

 

Last, this study just investigated factors affecting customer satisfaction and related 

attitude and loyalty towards online shopping, and a case study in Guangzhou, China. 

Future studies could compare other Asian countries, such as Thailand, Singapore and so 

on. 
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Questionnaire Instrument 

 

My name is Hui Zhang. I am a student who studies MBA Program in Marketing at The 

University of the Thai Chamber of Commerce, in Bangkok, Thailand. The purpose of the 

survey is to find the variables influence customer satisfaction relating attitude and loyalty 

toward online shopping in Guangzhou, China. It is my pleasure that if you would take 

your valuable time to complete this survey. Thank you very much. 

 

PART 1: Screening questions 

 

Please write down your answer or check √ in the ___ that related with your answers. 

 

1. Have you ever shopped online during last the 12 months? 

____ 1) Yes              ____ 2) No 

 

2. Which website do you shopping usually (please choose only 1 answer)? 

____ 1) Tmall            ____ 2) Taobao         ____ 3) Suning 

____ 4) Jingdong         ____ 5) Vipship         ____ 6) Meilishuo 

____ 7) Others (Please specify) ________ 

 

3. How many times did you purchase products shopping online during the last 12 

months? 

____1) 1~5 times                       ____2) 6~10 times           

____3) 11~15 times                      ____4) 16~20 times         

____5) ≥ 21 times 

 

4. In the past 12 months, how much did you pay per time for purchasing the products 
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from this website? 

____1) <100 CNY                      ____2) 101~200 CNY         

____3) 201~300 CNY                  ____4) 301~400 CNY      

____5) 401~500 CNY                  ____6) >501 CNY 

 

5. Which type of products did you buy usually from this website during the last 12 

months?  

____1) Clothes                        ____2) Skin care or makeup  

____3) Electronic goods                 ____4) Books and magazines  

____5) Cinema tickets                   ____6) Daily use items  

____7) Other (Please specify) ______________________ 

 

PART 2: The antecedents of customer satisfaction toward online shopping 

 

Please tick√ to the right of each item the best fits your level for agreement with your 

shopping experiences of one website that you shopping usually, and 1=strongly disagree, 

2=disagree, 3=neutral, 4=agree, 5=strongly agree. 

NO. 

 

 

Strongly 

disagree 

1 

Disagree 

 

2 

Neutral 

 

3 

Agree 

 

4 

Strongly 

agree 

   5 

         Technological factors 

             Security 

1 
I feel secure when I give out my credit 

card information at this website. 

     

2 I fell I can trust this website.      

3 

I believe this website provides 

accurate information to potential 

customers like me. 
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NO. 

 

 

Strongly 

disagree 

1 

Disagree 

 

2 

Neutral 

 

3 

Agree 

 

4 

Strongly 

agree 

   5 

           Convenience 

4 
I can buy the products anytime 24 

hours a day while shopping online. 

     

5 

It is easy to choose and make 

comparisons with other products while 

shopping online. 

     

6 
Detailed information is available while 

shopping online. 

     

          Website design 

7 

 

The layout of the website helps me in 

searching and selecting the right 

product while shopping online.  

     

8 
The website design helps me in 

searching for products easily. 

     

9 
I like the color combination of this 

website. 

     

10 I feel happy when I use the website.      

         Information quality 

11 

The information provided by this 

website is relevant to my purchase 

decisions. 

     

12 
The information provided by this 

website is complete. 

     

13 
The information provided by this 

website is easy to understand. 

     

          Service factors 

         Customer service 

14 
Personnel in customer service are 

always willing to help me. 

     

15 
The website is readily willing to 

respond to my needs. 

     

16 
My inquiries are always answered 

promptly in this website. 

     

         Delivery service 

17 The product is delivered on time.      

18 
I can get what I ordered from this 

website in a timely. 
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NO. 

 

 

Strongly 

disagree 

1 

Disagree 

 

2 

Neutral 

 

3 

Agree 

 

4 

Strongly 

agree 

   5 

19 

I am satisfied with the delivery mode 

of the website (post, express delivery, 

home delivery). 

     

        Product factors 

        Product variety 

20 
The products of other websites can be 

found at this website. 

     

21 
Most of the goods I need can be found 

at this website. 

     

22 
There are more choices for particular 

types of goods at this website. 

     

          Product value 

23 
I am satisfied with the product quality 

provided by the website. 

     

24 
I think the products in website 

generally appear to be of good value. 

     

25 

When I buy the online products, I 

would like to be sure that I am getting 

my money’s worth. 

     

       Product customization 

26 

This website store allows me to state 

my preference on the design of a 

product. 

     

27 
This website store allows me to 

specify my product choice. 

     

28 
This website store helps me better 

determine my product requirements. 

     

       Sales promotion 

       Discounts 

29 
I prefer to buy products from the 

website that offers me discounts. 

     

30 
I will purchase more products if a 

discount is offered 

     

31 
I will tell others to buy the products 

that are discounted from this website. 

     

 
       incentive programs 
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NO. 

 

 

Strongly 

disagree 

1 

Disagree 

 

2 

Neutral 

 

3 

Agree 

 

4 

Strongly 

agree 

   5 

32 

If the website offers the online club 

memberships, I will always buy the 

products from this website. 

     

 33 
Coupons redeemable online have 

caused me to buy products. 

     

 

PART 3: Customer satisfaction in online shopping 

 

NO.  

Customer satisfaction 

Strongly 

disagree 

1 

Disagree 

 

2 

Neutral 

 

3 

Agree 

 

4 

Strongly 

agree 

   5 

1 I am pleased with the experience of 

purchasing products from this website. 

 

     

2 I think that I did the right decision in 

buying products from this website. 

     

3 I am satisfied with my decision to 

purchase at this website. 

     

4 My choice to purchase from this 

website was a wise one. 

     

 

PART 4: Customer attitude and customer loyalty toward online shopping 

 

NO. 

 

 

Strongly 

disagree 

1 

Disagree 

 

2 

Neutral 

 

3 

Agree 

 

4 

Strongly 

agree 

   5 

        Customer attitude  

1 
I would have positive feelings toward 

buying a product from this website.  

     

2 
The thought of buying a product from 

this website is appealing to me.  

     

3 
It would be a good idea to buy a 

product from this website. 

     

 
       Customer loyalty 
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NO. 

 

 

Strongly 

disagree 

1 

Disagree 

 

2 

Neutral 

 

3 

Agree 

 

4 

Strongly 

agree 

   5 

4 
I will continuously purchase from this 

website in the near future. 

     

5 
I will recommend this website to 

others. 

     

6 

I would not change to buy products 

from other websites, even though they 

give discounts. 

     

 

PART 5: Demographic information of the respondents 

 

Please write down your answer or check √ in the ___ that related with your answer. 

1. Please indicate your gender 

____ 1) Male                        ____2) Female 

 

2. Please indicate your age             ______years old 

 

3. Please indicate your education level 

____1) Elementary                    ____2) Junior middle school 

____3) High school                   ____4) Bachelor degree                 

____4) Master Degree or high           ____5) Others.Please specify_______ 

 

4. Please indicate your occupation 

____1) Student                       ____2) Government officer 

____3) Private officer                  _____4) General employee 
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____5) Retirees or unemployed personnel  _____6) Other_________________ 

5. How much is your monthly income? 

____1) No income                       ____2) <2000 CNY         

____3) 2001~3000 CNY                  ____4) 3001~4000 CNY      

____5) 4001~5000 CNY                  ____6) >5001 CNY 

 

 

------ Thank you very much! ------ 
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调查问卷 

 

尊敬的先生/女士：     

       首先对您参与本次调查问卷表示深深的谢意。      

       我是泰国商会大学 MBA 即将毕业的学生，此次发表的论文需要大家的帮助

来完成调查。这是一份有关影响网络购物用户满意度的前因与顾客态度和忠诚度关

系的调查分析，以中国广州为例，现在耽误您几分钟的时间，希望您能够对所做的

问卷进行简单的填写，在此，再次对您的配合表示衷心的感谢。      

       注：调查问卷将不会涉及到您的任何隐私，敬请放心！ 

 

第一部分: 筛选问题 

 

请在相应的选项上___打√ 或者写下您的答案。 

 

1. 在过去的 12 个月中您是否有网上购物？ 

____ 1) 是              ____ 2) 否 

 

2. 您经常在哪个网站购物（请单选）？ 

____ 1) 天猫            ____ 2) 淘宝         ____ 3) 苏宁 

____ 4) 京东            ____ 5) 唯品会       ____ 6) 美丽说 

____ 7) 其他 (请补充) ________ 

 

3. 在过去的 12 个月中，您在网上购买商品的总次数？ 

____1) 1~5 次                       ____2) 6~10 次           

____3) 11~15 次                     ____4) 16~20 次        

____5) ≥ 21 次 

 

4. 在过去的 12 个月中，您每次在这个网站购买商品消费的金额大约是？ 
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____1) <100 元                       ____2) 101~200 元         

____3) 201~300 元                    ____4) 301~400 元      

____5) 401~500 元                    ____6) >501 元 

 

5. 在过去的 12 个月中，您经常在这个网站购买哪一类型的商品？  

____1) 服装                        ____2) 护肤品或化妆品 

____3) 电子产品                    ____4) 书籍和杂志  

____5) 电影票                      ____6) 生活用品 

____7) 其他 (请补充) ______________________ 

 

第二部分: 网上购物顾客满意的前因 

 

请根据您经常在某一家网站购物的经历，在每道题最符合您同意程度的选项内打

“√”，1=非常不同意, 2=不同意, 3=一般, 4=同意, 5=非常同意。 

 

序号 

 

 

非常不

同意 

1 

不同意 

 

2 

一般 

 

3 

同意 

 

4 

非常同

意 

   5 

          技术因素 

            安全 

1 
当我提交我的信用卡信息到该网站

时，我感到很安全。 

     

2 我可以信任该网站。      

3 
我相信该网站可以提供准确的信息

给像我这样的潜在顾客。 

     

            方便 

4 
我可以一天 24 小时随时在该网站上

购买商品。 

     

5 
在该网站购物时，很容易选择商品并

与其他同类商品进行比较。 
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序号 

 

 

非常不

同意 

1 

不同意 

 

2 

一般 

 

3 

同意 

 

4 

非常同

意 

   5 

6 
当在该网站购物时，商品信息很详

细。 

     

          网站设计 

7 

 

网站的设计布局有助于我在网上购

物时搜索和选择合适的产品。 

     

8 
该网站的设计有助我在搜索产品时

很容易。 

     

9 我很喜欢该网站的颜色组合。      

10 我使用该网站时我感觉很开心。      

          信息质量 

11 
我的购买决策与该网站提供的信息

相关。 

     

12 该网站提供的信息很完整完善。      

13 该网站提供的信息很容易理解。      

          服务因素 

          顾客服务 

14 客户服务人员总是愿意帮助我。      

15 该网站很乐意回应我的需要。      

16 该网站很及时回复我的需求。      

          配送服务 

17 购买的商品总是配送很准时。      

18 
我可以及时收到我在该网站订购的

商品。 

     

19 
我对该网站的配送模式感到满意（邮

政，快递，送货上门）。 

     

          产品因素 

          产品种类 

20 
其他网站的商品在该网站也可以找

到。 

     

21 

我可以在该网站找到大部分我需要

的商品。 
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序号 

 

 

非常不

同意 

1 

不同意 

 

2 

一般 

 

3 

同意 

 

4 

非常同

意 

   5 

22 
在该网站上有更多的商品种类供我

选择。 

     

          产品价值 

23 
我对该网站提供的商品质量感到满

意。 

     

24 
我觉得该网站的商品一般都有很好

的价值。 

     

25 
我觉得物超所值当我在该网站购物

时。 

     

          产品定制 

26 
该网站的商店可以满足我对产品的

设计有自己的偏好要求。 

     

27 
该网站的商店可以满足我定制自己

的产品。 

     

28 
该网站的商店可以帮助我更好地确

定我的产品要求。 

     

           销售营销 

             折扣 

29 
我倾向在可以提供折扣的网站购买

商品。 

     

30 
如果提供相应的折扣，我愿意购买更

多的商品。 

     

31 
我会告知别人在该网站购买商品有

折扣。 

     

           激励项目 

32 
如果该网站可以注册为会员，我会一

直从该网站购买产品。 

     

33 优惠券会激励我购买产品。      

 

PART 3: 网络购物顾客满意度 

序号 

 

 

非常不

同意 

1 

不同意 

 

2 

一般 

 

3 

同意 

 

4 

非常同

意 

   5 

1 我对该网站的整体购物经历感到愉

悦。 
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2 我认为在该网站购买商品是很正确

的决定。 

     

3 我对该网站购买商品的决定感到满

意。 

     

4 我选择在该网站购买商品和预想中

的一样。 

     

 

PART 4: 网络购物的顾客态度和顾客忠诚 

 

序号 

 

 

非常不

同意 

1 

不同意 

 

2 

一般 

 

3 

同意 

 

4 

非常同

意 

   5 

          顾客态度  

1 
我会对从该网站购买产品有积极、期

待的感觉。 

     

2 我对该网站的产品有购买欲望。      

3 
我觉得在该网站购买商品将会是个

好主意。 

     

          顾客忠诚 

4 我以后将会继续在该网站购买商品。      

5 我将会向其他人推荐该网站。      

6 
我不会在其他网站购买商品，即使其

他网站提供给我优惠折扣。 

     

 

PART 5: 被访问者的个人信息 

 

请在相应的选项上____打“√”或填写答案。 

1. 请填写您的性别 

____ 1) 男                        ____2) 女 

 

2. 请填写您的年龄                 ______ 岁 

3. 请填写您的学历 
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____1) 小学                    ____2) 初中 

____3) 高中                    ____4) 大学本科 

____5) 硕士或硕士以上          ____6) 其他。请补充 _______ 

 

4. 请填写您的职业 

____1) 学生                         ____2) 公务员 

____3) 个体户                       _____4) 白领 

____5) 退休或失业人员               ____6) 其他。请补充 _______ 

 

5. 您的月收入? 

____1) 无收入                         ____2) <2000 元         

____3) 2001~3000 元                   ____4) 3001~4000 元      

____5) 4001~5005 元                   ____6) >5001 元 

 

 

------ 谢谢参与！------ 

 

 

 

 

 

 


