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ABSTRACT 
 

In recent years, the sales of B2C online shopping have grown rapidly. China's online 

shopping users reached 448 million in June 2016, compared with the end of 2016 growth 

by 10.2%, China's online shopping market still maintain a rapid and steady growth trend. 

Although B2C shopping website develops rapidly, its e-commerce service quality has 
not kept pace with the pace of development. B2C shopping website gradually exposes 

the shortcoming of service quality.， 

Through reading many literature review, it is known that most researchers use 
qualitative analysis method, while most researchers use data from other countries by 
quantitative analysis method. Therefore, this paper draws lessons from the original 
ecommerce service quality, and distribute questionnaires to Chinese customers who have 
online shopping experience, making it more in line with the needs of the development of 
Chinese B2C enterprises, making variables more operation. 

A total of 400 respondents were answered the questionnaires in china who using 
Wechat and WJX.com. Data analysis was using regression analysis. 

Through sorting out the literature on the research process and results of ecommerce 

service quality, customer satisfaction and customer loyalty. Emphasis is put on sorting 

out the relationship between e-service quality and customer satisfaction, as well as the 

relationship between e-service quality and customer loyalty. 

The main conclusions of this study are as follows: 

Firstly, different variables in e-service quality have different effects on customer 

satisfaction and customer loyalty. 
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Secondly, among the seven variables of electronic service quality, efficiency, system 

availability, fulfillment, compensation, contact can directly affect customer loyalty, and 

system availability, fulfillment, response, compensation, contact can directly affect 

customer satisfaction. 

Thirdly, through the analysis of media variables, seven variables of e-service quality 

partial effect on customer loyalty by customer satisfaction. 

The main contribution of this study was to take China's B2C shopping website as the 

research object and probed into the relationship between e-service quality, customer 

satisfaction and customer loyalty, and gives reasonable suggestions on improving e-

service quality for Chinese B2C enterprises through the research results 
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CHAPTER 1 

 

INTRODUCTION 

 

The chapter 1 include these 6 section that background of research, problem statement, 

significant of study, research objective and question, operational definition, the last one is 

expected benefit. 

 

1.1 Background of The Research 

With the rapid development of China's electronic information and network technology, e-

commerce market also booming, more and more people choose online shopping, B2C model 

of e-commerce market scale rapidly expanded. The popularity of the network and increase 

the number of Internet users to provide a basis for the development of electronic commerce 

in China, according to CNNIC data, as of June 2017, China's online shopping users reached 

514 million. China's online shopping users reached 448 million in June 2016, compared with 

the end of 2016 growth by 10.2%, China's online shopping market still maintain a rapid and 

steady growth trend. Among them, the scale of B2C transactions is also increasing year by 

year. In the second quarter of 2017, the trade scale of China's B2C market reached 3077.4 

billion yuan, year-on-year growth 47.3%. Therefore, online shopping has become an 

indispensable part of Chinese consumers. 

In the second quarter of 2017, the GMV of China's B2C online shopping industry reached 

900 billion yuan, accounting for 59.7% of the whole Chinese online shopping market, an 

increase of 5.2% over the same period last year. Meanwhile, in the second quarter of 2017, 

B2C online shopping grew by 42% over the same period, much higher than the C2C market 

(14.8%). Research said that the expansion of B2C market share in online shopping was mainly 

due to the development of Tmall and Jingdong. 
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Figure 1.1: Share of B2C and C2C in China’s online shopping market  

Q1 2016-Q2 2017 

In the second quarter of 2017, Tmall remained the largest market share in China's B2C 

market, and JD ranked second. The two giants have a total of more than 80% market share, 

an average increase of 47% over the same period, indicating that the business development 

of the two giants has promoted the growth of China's B2C online shopping. 

 

Figure 1.2 Market share of main players in china’s B2C online shopping market in Q2 2017 

 

According to the above information, B2C over C2C has become the mainstream of the 

online shopping market, and has become the main force to promote the rapid development of 

the online shopping market. However, more and more B2C e-commerce companies are 
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established, competing with each other, and the selectivity of consumers is greatly increased. 

Therefore, it is difficult to establish customer loyalty, but it directly affects the profit and income 

of the companies. 

The increasingly fierce competition, from the beginning of the single low price strategy, 

transfer the advantages of the intangible market - service, only the enterprises provide higher 

service quality, that can improve customer satisfaction, and finally affect customer loyalty. 

Oliver (1996) ever reported paper about service quality is a long-term criterion for measure 

customer satisfaction, and Kolter (1996) thought customer satisfaction effect on customer 

loyalty. 

 

Relevant theoretical knowledge of B2C E-Commerce 

B2C E-Commerce is the electronic commerce type of business to customer. It means 

that the enterprise provides a new shopping environment for customers through the online 

store. The customer realizes the online shopping by visiting and browsing the enterprise 

website, and the enterprise sends the goods to the customers through the distribution system. 

B2C e-commerce is characterized by the purchase of goods or services by the final customers 

through the network.  

The type of E-Commerce 

 
Figure 1.3 Classification of electronic commerce 

 

According Kalakota and Whinston (1996) division. There are 4 main types of E – 

Commerce: 

1) Business to Business;(B2B)  

B2B refers to businesses that are focused on selling products or services to other 

companies are called B2B  
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2) Business to Consumer;(B2C) 

B2C is the type of commerce transaction in which businesses sell products or 

services to consumers. More recently, the term B2C refers to the online selling of products, 

or e-tailing, in which manufacturers or retailers sell their products to consumers over the 

Internet 

3) Consumer to Consumer;(C2C) 

C2C is a business model that facilitates the transaction of products or services 

between customers. An example of C2C would be the classifieds section of a newspaper, or 

an auction. In both of these cases, a customer, not a business, sells goods or services to 

another customer. 

4) Consumer to Business;(C2B) 

C2B is in contrast with the more traditional business-to-consumer model, the C2B 

(consumer-to-business) model allows businesses to extract value from consumers – and vice 

versa. In the C2B model, businesses profit from the willingness of consumers to name their 

own price or contribute data or marketing to the company, while consumers profit from 

flexibility, direct payment, or free or reduced-price products and services 

 

1.2 The Problem Statement of Research 

With the increasingly fierce competition of B2C website, the price of product becomes 

very transparent. Customers can easily search the price of similar products in front of the 

computer。It has become very difficult for the companies to continue to adopt a single price 

reduction strategy to win the competitive advantage. The price of goods, the types of products, 

the after-sale service and distribution service, advertising and marketing are the current 

competitive aspects of B2C e-commerce companies. Only through improving the quality of 

service can continue to win customers' satisfaction and loyalty. 

The rapid development of e-commerce also exposes its shortcomings, mainly focused 

on the quality of service, a wide range of quality of service issues make customers more 

complaints about e-commerce services, according to the data provided by the Chinese 

Consumer Association. In 2017, the proportion of customer complaint internet services is the 

highest  
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Figure 1.4: China service industry complaint data in 2017 

According The Monitoring Report of e-commerce user experience and complaints in China 

2017 ，The number of complaints filed in the field of e-commerce in 2017 increased by 48.02% 

over the same period last year. Create a new high。This shows that the aware of safeguard 

legal rights of Chinese consumer is growing, and it also exposes the problems of e-commerce 

service quality. 

The report also describes the "Top ten major complaints of online shopping in 2017"，

they are as follows: Shipment problem 23.97%, refund problem 17.58%, product quality 

12.11%,difficult to refund goods 8.20%, suspected false 8.14%, false promotion 5.02%, 

information leakage 4.15%, Unmatched Samples 4.07%, customer service 3.57%, logistics 

problem 2.76% 
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Figure 1.5: Top ten major complaints of online shopping in 2017 

The serious shortage of service level cannot bring out the advantages of e-commerce to 
consumers, and also make consumers lose confidence in online shopping, and make 
enterprises lose their customer groups in the fierce market competition. 

For B2C website, service quality is very important to improve customer satisfaction, and 

customer satisfaction can promote customer loyalty. One point of view is that (Bitner，1990; 

PZB,1996) good online store service quality may improve customer satisfaction and loyalty, 
enhance their willingness of recommend to others, and maintain the existing customers. 

However, the traditional service evaluation method is not suitable for evaluating the 

quality of service in B2C e-commerce environment, so this paper will study which factors of 

B2C service quality will affect B2C customer loyalty, and establish service quality evaluation 

method suitable for B2C e-commerce. 
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1.3 Significance of the study 

The research on the importance and driving factors of customer satisfaction and loyalty 

in the network is mostly in the United States. The theory of customer satisfaction is based on 

consumer cognition, and the consumer cognitive standards in different cultural environments 

will result in different measurement results. The research on e-commerce service quality in 

China started late, and the empirical research on the measurement of service quality is lagging 

behind.  

It is a pity that Chinese investigator research on the factors that influence the loyalty of 

online consumers is rare. Even if there are relevant studies, most of them are qualitative 

analysis 

For example, the online consumer behavior from the aspects of Internet culture, personal 

factors of online consumers and the design of online retail store pages (Ye, W., 2012). This 

point of view raises the factors affecting customer consumption behavior. 

And through Taylor Nelson Sofres to survey data from 42742 netizens in 36 countries 

and regions of the world. He using SPSS method analysis data to get 5 main factors that 

cause the dissatisfaction of customer in online shopping, include namely, communication, 

security, price, logistics and knowledge, etc. (Li, D.L.,2007). 

And there have 5 factors affecting consumer online shopping, including network reliability 

and security, the style of web design, the convenience of entering the website, and the type 

and features of the product and the image of the company. And attempts to establish a 

consumer behavior framework under e-commerce mode, but did not make quantitative 

analysis for the model (Li, Z.C., 2011). 

In a word, most of the research in China is either qualitative analysis, or using foreign 

survey data and methods for rough imitation, but neglects the national conditions of China. 

This may mislead the managers of China's e-commerce enterprises to pay much attention to 

the factors that do not meet the needs of Chinese consumers and lead to the larger 

misunderstandings between companies and consumers.  

The purpose of this paper is to establish a model of the relationship between the service 

quality of e-commerce and customer loyalty in accordance with the national conditions of 

China, and then inquire about the Chinese online shopping consumers through a design 

questionnaire and analyze the data, and finally provide some pertinent opinions for the e-

commerce companies 
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1.4 Research of Objective 

This paper will research the influence of Ecommerce service quality on customer loyalty 

of online shopping with theoretical analysis and empirical research based on China's national 

conditions and the existing ecommerce service level, therefore the main objective of this study 

is: 

1. To study the impact of Ecommerce Service Quality on customer satisfaction  

1) Study the impact of Efficiency on customer satisfaction  

2) Study the impact of System Availability on customer satisfaction  

3) Study the impact of Fulfilment on customer satisfaction  

4) Study the impact of Privacy on customer satisfaction 

5) Study the impact of Responsiveness on customer satisfaction  

6) Study the impact of Compensation on customer satisfaction 

7) Study the impact of Contact on customer satisfaction 

 

2. To study the impact of Ecommerce Service Quality on customer loyalty 

1) Study the impact of Efficiency factor on customer loyalty 

2) Study the impact of System Availability factor on customer loyalty 

3) Study the impact of Fulfilment on customer loyalty  

4) Study the impact Privacy on customer loyalty 

5) Study the impact of Responsiveness on customer loyalty  

6) Study the impact of Compensation on customer loyalty 

7) Study the impact of Contact on customer loyalty 

 

3. To study the impact customer satisfaction on customer loyalty  

 

1.5 Research of Question 

1. Is there the impact of Ecommerce service quality on customer satisfaction?  

1) Is there the impact of Efficiency on customer satisfaction?  

2) Is there the impact of System Availability on customer satisfaction?  

3) Is there the impact of Fulfilment on customer satisfaction?  

4) Is there the impact of Privacy on customer satisfaction?  

5) Is there the impact of Responsiveness on customer loyalty?  
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6) Is there the impact of Compensation on customer loyalty? 

7) Is there the impact of Contact on customer loyalty? 

 

2. Is there the impact of Ecommerce service quality on customer loyalty? 

1) Is there the impact of Efficiency on customer loyalty? 

2) Is there the impact of System Availability on customer loyalty? 

3) Is there the impact of Fulfilment on customer loyalty? 

4) Is there the impact of Privacy on customer loyalty? 

5) Is there the impact of Compensation on customer loyalty?  

6) Is there the impact of Contact on customer loyalty? 

 

3. Is there the impact customer satisfaction on customer loyalty? 

 

1.6 Operational Definition 

B2C E-Commerce Service Quality： 

Efficiency: Website is relatively easy to visit and use, also include the web navigation 

guide design and information classification of the website. 

System availability: Whether the website has chosen the technology of reasonable and 

correct, whether the website often collapse or suffer from virus invasion. 

Fulfilment: Be able to fulfil the promise of the customer in time and effectively. The 

shopping site provide reliability product, and fulfil processing orders and shipments are reliable 

and timely. 

Privacy: Mean that the safety of shopping site. The transaction with this website is secure, 

it will not disclose transaction information, and payment is also safe. 

Responsiveness: The customer personnel of website can quickly meet and respond the 

needs of customers. 

Compensation: When the customer is not satisfied with the product, the shopping site 

can accept the required of returned or change product, or provide the compensation for the 

loss of the customer. 
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Contact: The website can provide manual services, as well as the shopping site will take 

the initiative to inquire about the customer satisfaction in this transaction, and understand and 

record customer preferences  

 

The whole transaction process of B2C shopping site 

The process of B2C shopping sites in which B2C purchases goods first, stores them in 

the warehouse, then customers buy products on the B2C site, then B2C accepts and sorts 

out customers ‘orders, notifies the warehouse to arrange packaging, and then uses third-party 

logistics companies or self-support logistics to deliver the products. When the customer 

receives the product, need to be checked out, if satisfied is the transaction completed; if not 

satisfied, can apply with the supplier or B2C website after-sales customer service for refund, 

and then repeat the transaction process, until the transaction is completed (Liao, M.N., 2016). 

By summarizing the whole process of B2C company, the first step is before the 

transaction, the second step is in the transaction, the sixth step is after the transaction. And 

the entire process affects customer perceived service quality, whether before, during or after 

the transaction (Tian, J. et al.,2011). 

 

1.7 Expected Benefit 

By measuring and evaluating the quality of service, customer satisfaction and customer 

loyalty, Make B2C e-commerce companies can understand the needs and expectations of 

customers, and the true feelings of the customer's service quality. Then through the design of 

the questionnaire, the paper finds and analyze the gap between the quality of service provided 

by the online store and the quality of the customer's expectation, and find the focus of the 

service quality management of the online store, and put forward the targeted management 

measures to guide the improvement of the service quality, improve the customer satisfaction, 

bring the customer loyalty. The improvement of enterprise performance will further enhance 

the core competitiveness of companies. 

Through the study of the relationship between service quality of online stores and 

customer satisfaction and loyalty, online store operators will have more attention to improve 

service quality in order to obtain higher customer satisfaction, retain existing customers and 

attract more new customers. 
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CHAPTER 2  

LITERATURE REVIEW 

 

The chapter 2 include these 4 section that theory research, theoretical model and 

framework conceptual, and hypothesis. 

 

2.1 Theory and Related Research 

2.1.1 Literature of Ecommerce Service Quality  

E-services are important in B2C e-commerce for managing customer relations and 

enhancing sales. In the electronic world the customer and the merchant do not meet face-to-
face. With the click of a mouse a customer can find another provider. As customers embrace 

e-commerce their expectations about service, support, and how they make purchases are 

changing. Services to customers offered electronically to enhance their online shopping 

experience include search support, e-response to customer queries, orders and transactions, 

e-payment, e-transaction record management, e-assurance and trust, e-help and other online 

support in the B2C e-space (Mohini, S., 2002). 

The quality of e-service is the quality of service provided through the network. The quality 

of the electronic service is defined as in the virtual market, consumers' overall assessment 

and judgement of the superiority and quality of electronic service provision (Swaid et al.,2003). 

The concept of the quality of E-service is that the website can reliability and effectively 

meet the needs of customers, and can be applied to many kinds of electronic transaction 

modes (Fassnacht et al.,2007). 

Before that, Parasutaman et al. (1988) put forward a measurement model suitable for 

traditional service quality. It’s SERVQUAL Model. They thought that the quality of service 

depends on the degree of difference between the perceived service level and the expected 

service level (hence the "expectation-perception" model). The expectation of users is a 

prerequisite for the development of quality services. The key to providing quality services is 

to exceed the expectations of users. And the measure variable of SERVQUAL Model includes 

Tangibles, Reliability, Responsiveness, Assurance, Empath. 
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However, Parasuraman et al. (2002) through research, point out in the traditional service 

quality research, the contact between people greatly determines the customer perceived 

service quality. However, in the Internet environment, the customer is contact with the service 

provider through the network, so the concept of the traditional quality of service cannot be 

directly applied to the measurement of the electronic services quality. 

 

2.1.2 Literature of customer satisfaction 

The concept of customer satisfaction was first proposed in 1965 (Cardozo et al.,1965). 
Customer satisfaction will increase customers' preference for products, and at the same time, 
it will turn them into repeated behaviors of customers through the study customer satisfaction. 

And customer satisfaction is defined as a mental state, which is generated when the 

customer's expectations coincide with the actual perception (Hunt,1997). 

As well as the customer satisfaction is a kind of reaction, which is made by comparing 
customers' expectation and actual purchase after purchasing products or services, and 
evaluating the gap between them (Day ,1984).  

Customer satisfaction with services depends on the difference between actual services 
and future expectations (Churchill et al.,1982). 

 

2.1.3 Literature of customer loyalty 

Customer loyalty is due to the attractiveness of factors such as product characteristics or 
service quality, which leads consumers to purchase product of a single brand for a long time 
(Han, J.L.,2001). 

And Customers are dependent on the product or service of a certain brand in consumption. 

They are emotionally favored, repurchase the products or services of the brand, actively 

publicize the company to another people, and does not easily tempted by the information of 

competitive brands (Ma, Q.X.,2003). 

According to the above point of view, this paper holds that customer loyalty includes two 

aspects: behavioral loyalty and attitude loyalty. Behavioral loyalty means the behavior of 

repeated purchase, and attitude loyalty means that the customer likes and agrees with the 
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service or product of the companies, customer attached to the company. Attitude loyal 

customers may not repeat purchases. Similarly, customers who have repeated purchases do 

not necessarily have a favorable impression of their products or services. 

However, it is not comprehensive to define customer loyalty only from the behavior, 

researchers should be also considered the attitude loyalty of customers (Day,1969; Niek et 

al.,1994). 

According to the above point of view, another researcher also thought measuring 

customer loyalty with behavioral variables is one-sided and not scientific enough (Storbacka 

et al.,1995). They point out the recurrent purchase of customers may not be due to love the 

brand, may be because the existence of transformation barriers; And low frequency repeat 

purchase does not necessarily have no higher brand preference. 

Some author believed that consider customer behavior and customer attitude at the same 

time, it can accurately measure customer loyalty (Malley et al.,1998). 

 

2.1.4 The relationship between Ecommerce service quality and customer satisfaction 

Customer attitudes toward services or goods are based on expectations, and then adjust 

attitudes based on the satisfaction or dissatisfaction of the consumer experience. Service 

quality is a long-term criterion. Service quality affects customer satisfaction, and ultimately 

affects attitude adjustment toward goods or services(Oliver,1980). It can be seen that 

satisfaction is an antecedent variable of service quality. 

Another views also believes that customer satisfaction is measured by measuring the 

difference between expectation and actual perception, and will further affect the quality of 

service (Bolton et al.,1991). 

Woodside et.al (1986) thought the customer satisfaction of individual events is the function 

of the quality of service for individual events, and the overall customer satisfaction is the 

function of the overall quality of service, and the quality of service is the first variable of 

customer satisfaction. 
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In the environment of B2C e-commerce, the ecommerce service quality has a significant 

impact on customer satisfaction. So this article will adopt this research point of view (Gronroos 

et al.,2000; Zeithaml et al., 2000). 

 

2.1.5 The relationship between Ecommerce service quality and customer loyalty 

Some scholars have proved that service quality directly affects customer loyalty through 

quantitative analysis. Some people study the tourism industry and educational institutions 

(Boulding, 1993). The insurance industry and found that the quality of service will directly 

affect customer loyalty. The customer loyalty here includes the willingness to repeat the 

purchase, the willingness to introduce to others, the willingness to pay higher prices and the 

rise in the price (PZB, 1996). Continue to remain loyal and so on. 

Under the Internet environment, some scholars have also demonstrated that e-service 

quality can affect customer loyalty. (Parasuraman et al.,2000; Wolfinburger et al., 2003; ZPM, 

2005; Lee et al.,2005)  

 

2.1.6 The relationship between customer satisfaction and customer loyalty 

If company want to maintain customers must make customers higher satisfaction. A 

highly satisfied customer will be loyal to the company for a longer time (Kolter,1996). A 

company can only lose customers who have high satisfaction with 1%-2%. As well as higher 

customer satisfaction directly result in customer loyalty(Heskett, 1994). 

Regardless of the competition in the industry, the customer's loyalty will increase with 

the improvement of the customer satisfaction (Zheng, B.,2008). 

Although many studies have shown that customer satisfaction has a positive effect 

customer loyalty, but it is not strongly correlation. In other words, the company has high 

customer loyalty, which represents high customer satisfaction, but the high customer 

satisfaction does not necessarily change into the customer loyalty. And different industries, 
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different customers, and strong or weak customer satisfaction will affect customer loyalty, so 

customer loyalty and customer satisfaction are unstable (Rechheld,1996). 

Customer emotion, customer participation in purchase and consumption process, 

customer switching cost, customer trust and recognition degree of brand, as well as customer 

purchase product is first time or repurchase, these factors will influence customer loyalty 

(Bloemer Josee et al.,1999). In addition, the demographic characteristics of customers, such 

as sex, age, occupation and income, also affect customer loyalty (Homburg Christian and 

Giering Annette, 2001) 

 

2.2 Theoretical Model/Conceptual framework 

2.2.1 Theoretical Model 

(1)  SERVQUAL Model (Traditional Service Industry) 

In recent decades, scholars for the evaluation of service quality measurement model in 

the minority, which is representative of the research results is 1988 by PZB (Parasuraman and 

Zeithaml and Berry, 1988) modified SERVQUAL model.  

SERVQUAL is the abbreviation of Service Quality, which is developed on the basis of 

reliable quantity of practice and full concept analysis, the model of customer evaluation concept 

for the customer for service quality expectations and actual gap, is a typical gap model, it 

considers service quality with the gap between expectation and actual perceived value of 

customer. 
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(2)  E-SQ MODEL (Ecommerce service quality model) 

Because of SERVQUAL Model belong to the measure method of traditional service 

industry, But, in the traditional service quality research, the contact between people greatly 

determines the customer perceived service quality. However, in the Internet environment, the 

customer is contact with the service provider through the network, so the concept of the 

traditional quality of service cannot be directly applied to the measurement of the electronic 

services quality (Parasuraman et al.,2002). 

E-SQ Model built in 2002 by Parasuraman (Parasuraman et al.,2002), this is the basic 

tool for evaluating the quality of electronic services. The concept of E-SQ Model is the degree 

that the websites make customer can efficiently browse, search and purchase, as well as 

more convenient to provide customers with distribution products or services. This definition 

actually includes all stages of contact between customers and shopping websites. That is 

customer perception of service quality include before, during and after of the transaction.   

E-SQ Model divides the quality of the online transaction service into two parts, the first 

part is E-S-QUAL, also known as the core dimension, include 4 factors: Efficiency, System 

availability, Fulfilment, Privacy. The second part is E-RecS-Qual, it mainly measures the quality 

of service when customers need to change goods or return goods when goods have trouble. 
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(3)  Quality-Satisfaction Model 

The article that Zero Defection, they established the Quality comes to Satisfaction model 

(Frederick F.R. and W. Earl Sasser,1990; Jr,1990). They believe that the promotion of product 

service quality will lead to the increase of customer satisfaction and the increase of customer 

satisfaction will make the customer more loyal and eventually make more profits for companies. 

In recent years, this idea has been transferred from the traditional business environment to 

the Internet environment by the researchers in the marketing field. 

 

 

 

 

  

Figure 2.3 Quality—Satisfaction Model 
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2.2.3 Concept Framework 

The Concept Framework in this paper is mainly based on E-SQ Model and Quality 

Satisfaction Model.  
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Figure 2.4 The conceptual framework 
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2.3 Hypothesis 

2.3.1 The analysis of Ecommerce service quality effect on customer satisfaction  

(1) Efficiency 

Efficiency mean that website is relatively easy to visit and use, also include the web 

navigation guide design and information classification of the website. 

One of the important reasons why customers refuse online shopping is that the steps of 
website shopping are complex and it is difficult to find the accurate information of goods quickly 
(Rice et al.,1997). According to the forty-first Internet Development Research Report, the 
important reason for affecting online shopping is that online shopping is complicated and 
complicated for most Internet users. China's online booking of train tickets shows that most of 
the educated netizens are unable to buy tickets online. 

Therefore, this article puts forward the hypothesis： 

H1: Efficiency has significant positive effect customer satisfaction 

(2) System Availability 

System availability point that whether the website has chosen the technology of reasonable 

and correct, whether the website often collapse or suffer from virus invasion 

How to effectively use the network and information technology in the website to build 

customer relationship, and thus improve customer satisfaction is the core problem that the 

shopping website must think about. (Thornton, 2002) 

H2: System availability has significant positive effect customer satisfaction 

(3) Fulfillment 

Be able to fulfil the promise of the customer in time and effectively. The shopping site 

provide reliability product, and fulfil processing orders and shipments are reliable and timely.  

Fulfillment as an important indicator for measuring the quality of electronic services, and 

points out that fulfilling will directly affect customer satisfaction. (Parasuraman et al.,2002)  

H3: Fulfilment has significant positive effect customer satisfaction 

(4) Privacy 

Privacy mean that the safety of shopping site. The transaction with this website is secure, 

it will not disclose transaction information, and payment is also safe 
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Safety is an index that cannot be ignored in the development of e-commerce. This index 

is a problem that e-commerce must solve today. With the popularity of the Internet, network 

fraud is also frequent, mainly because the network fraud is on the Internet, is virtual, cannot 

be tracked in time. This also affects customers' trust in online shopping. When the safety 

factor of the website is high, it will enhance customer satisfaction. Privacy as an important 

indicator for measuring the quality of electronic services. It is also pointed out that privacy 

affects customer satisfaction (Wolfingurger et al.,2003). 

H4: Privacy has significant positive effect customer satisfaction  

(5) Responsiveness 

Responsiveness mean that the customer personnel of website can quickly meet and 

respond the needs of customers. 

After customer order product, the enterprise should respond to and confirm the order in 

time. If the enterprise delays the customer's time during the process of processing the order, 

it will lead to the loss of the customer's resources. Qiao, J (2014) describes responsiveness 

as an important indicator of the quality of electronic services in the study of the quality of 

electronic services to customer satisfaction, and points out that responsiveness affects 

customer satisfaction (Peterson, 2014). 

H5: Responsiveness has significant positive effect customer satisfaction 

(6) Compensation 

Compensation indication when the customer is not satisfied with the product, the shopping 

site can accept the required of returned or change product, or provide the compensation for 

the loss of the customer 

Compensation is an important indicator in measuring the quality of electronic services, 

because errors are unavoidable, so it is especially important to make up for errors when errors 

occur. Compensation will directly affect customer satisfaction. (Parasuraman ,2005) 

H6: Compensation has significant positive effect customer satisfaction 
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(7) Contact 

Contact meant that the website can provide manual services, as well as the shopping site 

will take the initiative to inquire about the customer satisfaction in this transaction, and 

understand and record customer preferences 

With the development of the Internet, online shopping is not only a simple process of 

buying and selling, but also a process of communication between consumers and sellers. 

Contact is an important index for measuring the quality of electronic services, and has a direct 

impact on customer satisfaction (Loiacono et al.,2007). 

The difference between interactivity and responsiveness is that responsiveness is a 

measure of the efficiency of website processing when customers voluntarily request the 

website. Contact is a measure of website staff's concern for customers. 

H7: Contact has significant positive effect customer satisfaction 

 

2.3.2 The analysis of Ecommerce service quality effect on customer loyalty 

In studies the tourism industry and educational institutions. (Boulding,1993) and the 

insurance industry and found that the quality of service will directly affect customer loyalty 

(PZB ,1996). The customer loyalty here includes the willingness to repeat the purchase, the 

willingness to introduce to others, the willingness to pay higher prices and the rise in the price. 

Continue to remain loyal and so on. 

Under the Internet environment, some scholars have also demonstrated that e-service 

quality can affect customer loyalty. For example, Parasuraman et al. (2000), while ecommerce 

service quality will affect customer loyalty (Wolfinburger et al.,2003). 

So come to conclusion: 

H8: Efficiency has significant positive effect customer loyalty 

H9: System availability has significant positive effect customer loyalty 

H10: Fulfilment has significant positive effect customer loyalty 

H11: Privacy has significant positive effect customer loyalty 
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H12: Responsiveness has significant positive effect customer loyalty 

H13: Compensation has significant positive effect customer loyalty 

H14: Contact has significant positive effect customer loyalty 

 

2.3.3 The analysis of Customer Satisfaction effect on Customer Loyalty 

If company want to maintain customers must make customers higher satisfaction. 

(Kolter,1996). A highly satisfied customer will be loyal to the company for a longer time. A 

company can only lose customers who have high satisfaction with 1%-2%. As well as higher 

customer satisfaction directly result in customer loyalty(Heskett,1994). As well as regardless 

of the competition in the industry, the customer's loyalty will increase with the improvement of 

the customer satisfaction (Zheng, B.,2008). 

H15: Customer satisfaction has significant positive effect customer loyalty 

 

2.3.4 The analysis of the relationship between ecommerce service quality and customer loyalty 

is mediated by customer satisfaction 

 Thera has a conceptual framework to understand the factors that influence customer 

loyalty in online shopping environment. Although the model is not empirical, it provides a good 

theoretical foundation for further research (Abbott,2000). 

This framework not only puts forward what factors an online store included, but also points 

out that the factors of online store not only directly affect customer satisfaction, but indirectly 

affect customer loyalty through customer satisfaction, and these factors also directly affect 

customer loyalty. 

H16: Ecommerce service quality has significant positive effect customer loyalty through 

customer satisfaction 
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2.3.5 Summary of Hypothesis 

Table 2.1 The summary of Hypothesis 

No. Hypothesis 

H1 Efficiency has significant positive effect customer satisfaction 

H2 System availability has significant positive effect customer satisfaction 

H3 Fulfilment has significant positive effect customer satisfaction 

H4 Privacy has significant positive effect customer satisfaction 

H5 Responsiveness has significant positive effect customer satisfaction 

H6 Compensation has significant positive effect customer satisfaction 

H7 Contact has significant positive effect customer satisfaction 

H8 Efficiency has significant positive effect customer loyalty 

H9 System availability has significant positive effect customer loyalty 

H10 Fulfilment has significant positive effect customer loyalty 

H11 Privacy has significant positive effect customer loyalty 

H12 Responsiveness has significant positive effect customer loyalty 

H13 Compensation has significant positive effect customer loyalty 

H14 Contact has significant positive effect customer loyalty 

H15 Customer satisfaction has significant positive effect customer loyalty 

H16 Ecommerce service quality has significant positive effect customer loyalty 

through customer satisfaction 
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CHAPTER 3 

 

METHODOLOGY 

 

The chapter 3 include these 4 section that research design, population and sample, 

and data collection and data analysis. 

 

3.1 Research Design 

In the last chapter, this study initially constructed the evaluation index system of e-

commerce service quality in B2C, but whether the dimension setting in the index system is 

scientific and the design of the specific indicators included in each dimension is reasonable 

or not. The objective of this study is research the impact of logistic service quality on customer 

satisfaction of online shopping, So, this study will design questionnaire by quantitative method. 

Questionnaire was used to collect data from a sample of Chinese customer with online 

shopping experience. 

The questionnaire content divided into 3 part. The first part is screening, because this 

paper collect data from population who have experience of online shopping in B2C platform. 

So this part will ask whether online shopping in B2C platform and some questions about 

customer online shopping behavior in B2C platform. The second part is based on variable of 

this study, it’s ecommerce service quality, customer satisfaction and customer loyalty. 

Customer satisfaction for survey the feeling of customer that experience of online shopping in 

B2C platform. And the influence factor of ecommerce service quality is consisting of Efficiency, 

System availability, Fulfilment, Privacy, Responsiveness, compensation and Contact. 

Customer loyalty for survey whether customer will continue to choose the same B2C company 

in the future. The thirdly part is demographic, ask personal basic background. Include gender, 

age, occupation, income and marriage, through this section, this paper can get a basic analysis 

about general information of respondents. 
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3.1.1 The design of the measuring project 

According the theoretical model, this study designs the new framework to evaluate 

customer loyalty. The framework has two types of variables: independent variable (ecommerce 

service quality, customer satisfaction) and dependent variable (customer loyalty). 

Independent variable 

This paper’s independent variable is ecommerce service quality and customer satisfaction, 

and ecommerce service quality have 7 subcategories variable, efficiency, System availability, 

Fulfilment, Privacy, Responsiveness, compensation and Contact. 7 subcategories variable for 

ecommerce service quality take example by E-SQ Model and Quality-Satisfaction Model. 

(1) Efficiency 

Liu and Aem, Loiacono et al. (1998) provided 3 question, include 2 aspects that transaction 

steps, classification of website. And Hus Feifei (2014) provided 5 questions, but expect website 

operation and web address, another question same as Liu and Aem, Loiacono et al. (1998). 

So this paper combined two persons, finally the paper give 5 questions include transaction 

steps, classification of website, operation and web address  

(2) System availability 

Hua, F.F. (2014) provided 4 questions, include network to run credibly, speed and stability 

of network operation, so this paper also designed 4 question for system availability  

(3) Fulfilment 

Madu et al. (1987), Parasuraman et al. (2002) provided 3 questions for measured fulfilment, 

include timely handing order, product in perfect condition, consistency of product and order. 

Wolfinbarger and Gilly (1998) provided 5 questions, include speed of delivery, c. So this paper 

designed 5 question include speed of delivery, timely handing order, consistency of product 

and order, product in perfect condition and product in perfect condition. 

(4) Privacy 

Madu et.al (1987) provided 3 question, include transaction information, personal information 

and payment. So the paper also designed 3 questions for measured privacy. 

(5) Responsiveness 

Madu et al.(1987) and Loiacono et al. (1999) provided 4 questions, include meet customer 

requirement, ability of answered questions, service attitude. So the paper also designed 4 

questions same as Madu et al. (1987) and Loiacono et al. (1999) 
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(6) Compensation 

Parasuramen et.al (2002) provided 3 questions, include accept return and give 

compensation when customer have loss. So this paper also designed 3 questions include 

these two aspects. 

(7) Contact 

Loiacono et al. (1999) provided 3 questions, include timely inform customer about 

discount information, contact with staff in 24 hours, website record preference of customer. 

The paper also designed 3 questions for measure contact.  

(8) Customer Satisfaction 

Szymanski et al.(2000) defines customer satisfaction as a customer's experience of 

shopping in his shopping process. And Hua, F.F. (2014) provided 4 questions, include the 

general sensation of customer, and evaluation of customer in the past. The paper also 

designed 4 questions for measure customer satisfaction same as Hua, F.F. 

 

Dependent Variable  

Dependent variable is customer loyalty. Frederick (1996) definition of customer loyalty is 

quantitatively analyzed, including purchase rate, purchase quantity, purchase amount, and 

price elasticity of customer demand. Smith (2001) defined customer loyalty mainly from 

increased purchases, repurchases, and promotion of other purchases. And according the 

report of Hua, F.F. (2014) , the paper provider 5 questions, include the shopping site choice 

in the future, introduce to others, customer still shopping in this website after product price 

increase, customer trust. 
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Table 3.1 Summary of Measuring Item 

Variable No. Measuring Item Source 

Efficiency EFF1 Transaction steps are easy to complete Liu & Aem, 

Loiacono et 

al.(1998) 

EFF2 The classification of website information is very clear 

EFF3 Web sites are easy to browse and operate 

EFF4 The web address is easy to remember 

EFF5 Customers can quickly find what they need 

System 

availability 

SYS1 Web sites are always useable Hua Feifei (2014) 

SYS2 Web sites can be started and run quickly 

SYS3 The site is not easy to collapse 

SYS4 The pages that enter the order information are not easy to stagnate 

Fulfilment FUL1 Arrange delivery according to the time of commitment Parasuraman et al. 

Wolfinbarger & Gilly 

(1998) 

FUL2 Quick shipment 

FUL3 The product is sent by the customer order 

FUL4 Customers don't have to worry about the damage of product. 

FUL5 The goods provided are true and reliable 

FUL6 It is declared that some goods will not out of stock 

Privacy PRI1 Customer can set their mind at rest that provide personal information to website Madu (1987) 

Parasuraman et al. 

Wolfinbarger & Gilly 

(1998) 

PRI2 The website does not disclose the customer's transaction information 

PRI3 It is safe to pay for the goods on online 

Responsiveness RES1 The customer's request can be answered timely Zeithaml et al.Madu 

(1987) 

Loiacono et al. 

(1999) 

RES2 Customer service personnel have the ability to answer questions 

RES3 Customer service personnel are able to friendly deal with customer complaints 

RES4 Be able to deal with problems quickly. 

Compensation COM1 When delivery is too late, the customer will be properly compensated. Parasuraman et al. 

Wolfinbarger & Gilly 

(1998) 

COM2 The website has a perfect return system 

COM3 Will compensate the customer for the loss 

COM4 The website is able to accept the requirements for the exchange of goods 

Contact CON1 The website will record customers' preferences and recommend corresponding 

products. 

Loiacono et al. 

(1999) 

CON2 Customers can communicate with customer service staff at any time 

CON3 Will ask for the customer satisfaction of this transaction 

Customer 

Satisfaction 

CUS1 According to the shopping experience, the customer is satisfied Hua, F.F (2014) 

CUS2 Customers have never given a bad comment 

CUS3 The customer is satisfied with the overall evaluation of the website 

CUS4 Customers are satisfied with the service provided by the web site 

Customer Loyalty CUL1 Customers will continue to shop on the site in the future Hua, F.F (2014) 

CUL2 Even if the price increases, customers will choose this website to shop. 
CUL3 When buying similar products, this website is the first choice for customers. 
CUL4 Customers will introduce the website to other people 
CUL5 Customers believe that the product and service provided by the website are the 

best. 
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3.2 Population and Sample 

The population of this paper is the users of the social media that used to distribute 

questionnaire. And the distribute channel of questionnaire choice Wechat and WJX websites. 

According data of the users number of Wechat reached 1.04 billion in 2017 and WJX websites 

reached 29.8 million in 2017. 

Through these data and sample size formula, finally sample size by calculate determine 

about 400 persons at 5% probability (the acceptable sampling error rate) by Taro Yamane 

(1973). The process of calculation as shown below: 

N: Total population ; e: Error rate 

n	= N

1+N×(e)2
                                     (1) 

   And put item into formula: 

   n = 
1069800000

1+1069800000(0.05)2
 

   n = 399.99985≈400 persons 

conclusion, this study determined sample size is 400 persons 
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3.3 Data Collection 

3.3.1 Tools 

 Tool of quantitative is online questionnaire. The most popular use questionnaire websites 

are WJX.com in China (zhihu,2016). This study will input questionnaire on this website, and 

design link by questionnaire website, and then spread by Chinese popular social media. and 

the most popular social media is WeChat (chinawhisper,2016). And questionnaire also 

distributed to the users of WJX websites for fill in. Samples were obtained by filling in 

questionnaires and submitting online questionnaires .and questionnaire spread by social media 

in order to keep the randomness of questionnaire. 

 

3.3.2 Plan 

 In order to obtain reliable data, when the questionnaire encounters the following two 

situations, it will not be adopted. Firstly, a questionnaire incomplete; Second, All the selected 

were filled with the same answer. 

 

3.4 Data Analysis 

3.4.1 Descriptive & Inferential STAT analysis 

 Before analyzing the data, the data have to do descriptive statistics analysis, such as 

frequency analysis, graph analysis and so on, the purpose of descriptive statistics is the 

reduction of complex data to several key figures that represent all the data with these 

representative numbers. And after get data, this study uses inferential statistics analyze 

relationship among independent variable and dependent variable. And this paper used 

Regression analyze method. 

 

Table 3.2 Test Method 

Independent variable Dependent Variable Test Method 

Customer Satisfaction (CONT) Customer Loyalty (CONT) Regression 

Logistics service quality (CONT) Customer Loyalty (CONT) Regression 

Customer Satisfaction (CONT) Logistics service quality(CONT) Regression 
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This paper will use the descriptive statistical function of SPSS 23.0.0, make a statistical 

on ecommerce service quality and personal information. Through make a statistical on 

personal information, this paper can understand the distribution of responder; and through 

make statistical on B2C E-commerce service quality, can get data that the impact of 

ecommerce service quality of B2C shopping site on customer loyalty. 

 

3.4.2 Reliability Analysis 

 After designing a questionnaire, the reliability analysis should be carried out first, and 

further data analysis can be carried out after the reliability and stability of the questionnaire 

are ensured. Reliability analysis reflects the consistency of the questionnaire results, and can 

understand the authenticity of the survey results. Consistency mainly measures the 

relationship between question, whether there is similarity or the same content. The paper is 

used a popular method that Cronbach’s alpha coefficient from (Preedy&Watson,2010), the 

higher alpha mean that the greater the reliability of the questionnaire. The value range of the 

alpha is shown in the table3.3 

 

  Table 3.3 Cronbach’s Alpha index 

Cronbach’s alpha Internal Consistency 

α	≥	0.9 Excellent 

0.9	>	α	≥	0.8 Good 

0.8	>	α	≥	0.7 Acceptable 

0.7	>	α	≥	0.6 Questionable 

0.6	>	α	≥	0.5 Poor 

0.5	>	α Unacceptable 

 
The paper divided the questionnaire into PRE-TEST and FINAL-TEST. In PRE-TEST, the 

paper has issued 53 questionnaires in total by WJX.com, through discounting invalid , there 

were 35 valid questionnaires，the reliability of the pre-test questionnaire is 0.95, according 

the Cronbanch’s alpha coefficient from，the reliability of PRE-TEST is excellent. 

After analyze the reliability of PRE-TEST. The paper started the FINAL-TEST of 
questionnaire. After distributing the survey questionnaires on the network (WJX.com), a total 
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of 553 (include the number of PRE-TEST) questionnaires were collected in this study, through 
discounting invalid, there were 404 valid questionnaires. (The paper through delete 
questionnaire with no online shopping experience and age below 18 and over 40). And the 
reliability of the final-test questionnaire is 0.93, according the Cronbach’s alpha coefficient 

from，the reliability of FINAL-TEST is excellent. 

 

Table 3.4: Reliability testing using Cronbach’s Alpha 

VARIABLES (N)ITEMS CORNBACH’S ALPHA 

PRE-TEST FINAL-TEST 

Efficiency 5 0.87 0.77 

System Availability 4 0.94 0.75 

Fulfilment 5 0.93 0.80 

Privacy 3 0.92 0.81 

Responsiveness 4 0.94 0.81 

Compensation 3 0.70 0.68 

Contact 3 0.73 0.60 

Customer Satisfaction 4 0.90 0.75 

Customer Loyalty 5 0.93 0.80 

All questionnaire 47 0.95 0.93 
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3.4.3 Variable Analysis 

According the conceptual framework of this paper, there are several independent 

variables and a dependent variable. The research objective that study the impact of these 

independent variables (Efficiency, System Availability, Fulfilment, Privacy, Responsiveness, 

Compensation, Contact, Customer Satisfaction) on a dependent variable (Customer Loyalty). 

Based on the research objective, and discuss with advisor, multiple linear regression method 

is an appropriate analysis method. At the same time, Hua Feifei (2014) confirm this method 

is useable.  

Therefore, multiple linear regression in SPSS will be used in analyze the relationship 

between variables. 
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CHAPTER 4 

 

ANALYSIS RESULT 

 

The chapter 4 include these 4 section that demographic analysis, the level of agreement, 

result of independent and dependent variable, the last one is hypothesis testing 

 

4.1 Demographic characteristics 

Descriptive analysis is statistical analysis that gender, age, education and other basic 

information of survey sample. As can be seen from table 4.1, there show that the number of 

male is 167 and the numbers of female is 237 in the 404 valid questionnaires. The proportion 

of male and female account for 41.3% and 58.7% respectively. It seems that the gender 

proportion of online shopping customer in B2C websites is relatively average, as well as shows 

that the sample collection of male and female ratio is appropriate.  

According the data of occupation, the numbers of company employee is 122, account for 

30.2%, and the numbers of student is 138, account for 34.2%, the numbers of another 

occupation both smaller than 50 people, and the proportion less than 50%, Students and 

company employee have more free time. So it’s can be seemed that company employee and 

students are the main force of online shopping in B2C website.  

From the data of income, the most of survey people are students and company employee. 

For students, most of them do not have actual income, expenditure comes from their parents, 

and for company employee, the wages of the employees who first enter the workplace are 

generally not much.  

According the data of marital status, the numbers of married are 110, the proportion 

account for 27.2% of the total, and the numbers of single are 294, the proportion account for 

72.8% of the total. It can be seemed that the number of single people more than the number 

of married people in China, as well as single people have stronger purchasing power. 

After analyze demographic of responder, the paper can clearly understand the distribution 

of online shopping customer in B2C website. And, the questionnaire through design question 

of measured customer online shopping behavior in B2C website.   
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For the data of frequency of buy product on B2C website, the numbers of people who 

choice less than 1 time (include 1 time) are 62 people, the proportion account for 15.3% of 

the total, and the numbers of people who choice 2 to 5 times are 211 people, the proportion 

account for 52.2%, the numbers of people who choice 6 to 10 times are 97 people, the 

proportion account for 24%, so it’s indicate that the frequency of most people buy product that 

more than 1 times and less than 10 times in B2C website every month. 

And the numbers of people choice buy product in Tmall.com are 277, the proportion 

account for 56.2%, and the numbers of people choice buy product in Jingdong.com are 96, 

the proportion account for 23.8%, the numbers of people who another B2C website less than 

100 people, the proportion also less than 10%, So it’s mean that Tmall.com and Jingdong.com 

are the most popular B2C online shopping website in china.  

According the online shopping B2C website based on responder choice, and then, the 

paper analyzes customer behavior according to the website chosen by consumers. 

The data of frequency of landing on this B2C website, most of people choice these two 

options that 2 to 5 times and 6 to 10 times, the numbers of people who choice 2 to 5 times 

are 132 people, the proportion account for 32.7% of the total, and the numbers of people who 

choice 6 to 10 times are 116 people, the proportion account for 28.7% of the total. It’s mean 

that the frequency of most people who landing on their preferred B2C shopping sites is more 

than 2 times and less than 10 times per month. 

For the data of the time of browsing this B2C website on average, the proportion of 

browsing less than 1minute account for 1.5%, the proportion of browsing 1 to 10 minutes 

account for 19.8%, the proportion of browsing 11 to 20 minutes account for 32.7%, the 

proportion of browsing 21 to 30 minutes account for 25.2%, and the proportion of browsing 

more than 30 minutes account for 20.8%. It can be seemed that the proportion of browsing 

time is evenly distributed, so most of people will browse their preferred B2C shopping website 

for more than 1 minutes. 

From the data of frequency of buy product in preferred B2C website one month, the 

proportion of buy product less than 1time account for 15.8%, and the proportion of buy product 

2 to 5 times account for 51.2% of the total, the proportion of buy product 6-10 times account 

for 23%, so it can be seemed that most people often buy product in their preferred B2C online 

shopping website. 
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Table 4.1 Analysis of demographic 
Demographics Items Frequency Percent (%) Valid Percent (%) 
Gender Male 167 41.3 41.3 

Female 237 58.7 58.7 
Occupation Company employee 122 30.2 30.2 

Student 138 34.2 34.2 
Self-employed/Businessman 43 10.6 10.6 
Teacher 27 6.7 6.7 
Official (Civil servant) 21 5.2 5.2 
Others 53 13.1 13.1 

Income(monthly) 1500 or less 95 23.5 23.5 
1501-3000 101 25 25 
3001-4000 75 18.6 18.6 
4001-5000 66 16.3 16.3 
More than 5000 67 16.6 16.6 

Marital Status Married 110 27.2 27.2 
Single 294 72.8 72.8 

Frequency of buy 
product on B2C 
website 

1 time or less 62 15.3 15.3 
2 -5 times 211 52.2 52.2 
6-10 times 97 24.0 24.0 
11-15 times 23 5.7 5.7 
More than 16 times 11 2.7 2.7 

B2C website of 
most frequency 
used 

Tmall.com 277 56.2 56.2 
Jing dong.com 96 23.8 23.8 
Suning.com 31 7.7 7.7 
Vip.com 34 8.4 8.4 
GoMe.com 3 0.7 0.7 
Others(Eg:YHD.com, 
Amazon.com, 
Dangdang.com,Jumei.com) 

13 3.2 3.2 

Frequency of 
landing on this 
B2C website 

1 time or less 36 8.9 8.9 
2 -5 times 132 32.7 32.7 
6-10 times 116 28.7 28.7 
11-15 times 49 12.1 12.1 
Above 16 times 71 17.6 17.6 

The time of 
browsing this B2C 
website on 
average 

less than 1 minute 6 1.5 1.5 
1-10 minutes   80 19.8 19.8 
11-20 minutes 132 32.7 32.7 
21-30 minutes 102 25.2 25.2 
More than 30 minutes 84 20.8 20.8 

Frequency of buy 
product in this 
B2C website 

1 time or less 64 15.8 15.8 
2 -5 times 207 51.2 51.2 
6-10 times 93 23.0 23.0 
11-15 times 27 6.7 6.7 
Above 16 times 13 3.2 3.2 
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4.2 The level of agreement analysis 
Table 4.2 analysis of the agreement level 

VARIABLE NO.   QUESTION MEAN Standard  

Deviation 

Efficiency 1 Transaction steps are easy to complete 4.02 0.85 

 2 The classification of website information is very clear 3.94 0.86 

 3 The shopping site are easy to browse and operate 4.04 0.84 

 4 The web address is easy to remember 3.69 0.93 

 5 I can quickly find what I need 3.86 0.95 

  Total 3.91 0.64 

System Availability 6 The shopping site are always useable 3.91 0.87 

 7 The shopping site can be started and run quickly 3.86 0.85 

 8 The shopping site is not easy to collapse 3.79 0.89 

 9 The pages that enter the order information are not easy to stagnate 3.85 0.88 

  Total 3.85 0.66 

Fulfilment 10 Arrange delivery according to the time of commitment 3.84 0.91 

 11 Quickly arrange shipment 3.72 0.88 

 12 The product is sent according to my order 3.93 0.90 

 13 I don't have to worry about the damage of product 3.53 0.99 

 14 The goods provided are true and reliable 3.73 0.95 

  Total 3.75 0.69 

Privacy 15 The website does not disclose my personal information 3.56 1.14 

 16 The website does not disclose transaction information of mine 3.52 1.04 

 17 It is safe to pay for the goods on this shopping site 3.81 0.94 

  Total 3.63 0.89 

Responsiveness 19 My request can be answered timely 3.82 0.85 

 20 Customer service personnel have the ability to answer my questions 3.77 0.87 

 21 Customer service personnel are able to friendly deal with my complaints 3.92 0.83 

 22 Be able to quickly deal with problems I meet 3.68 0.92 

  Total 3.80 0.69 

Compensation 23 When delivery is too late, the shopping site will give me proper compensation. 3.27 1.20 

 24 The shopping site will compensate for my loss 3.46 1.00 

 25 The shopping site is able to accept my requirements for the exchange and return of 

goods 

3.84 0.84 

  Total 3.52 0.80 

Contact 26 The website will record my preferences and recommend my favorite products on the 

homepage. 

3.99 0.84 

 27 I can communicate with customer service staff at any time 3.65 0.93 

 28 Customer service personnel will ask me the satisfaction of this transaction 3.60 1.03 

  Total 3.74 0.71 

Customer Satisfaction 29 I am satisfied with the goods purchased from the shopping site 3.83 0.82 

 30 I am satisfied with the service of the website 3.78 0.78 

 31 On the whole, I'm satisfied the shopping experience with this shopping site. 3.88 0.82 

 32 I never gave this website a bad comment 3.61 1.06 

  Total 3.78 0.66 

Customer Loyalty 33 This shopping site is the first choice for my next purchase of similar products. 3.94 0.83 

 34 I still want to go shopping on this shopping site in the future 3.97 0.80 

 35 I will introduce this shopping site to others 3.85 0.84 

 36 Even if the product price increases, I still choose this shopping site 3.62 0.98 

  37 I believe that the product and service provided by the website are the best. 3.73 0.92 

  Total 3.82 0.65 
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 According the table 4.2 show that the mean range of each variable is 3.52~3.91, and the 

standard deviation range is 0.64~0.89. it is mean that the reasonableness and discretization 

of data are normal. 

 

4.2.1 Result of Independent variable: 

(1) Efficiency 

The most highest mean value is Efficiency (Mean=3.91). In the item measured about this 

variable. These two questions are the highest mean value, they are “Transaction steps are 

easy to complete” (Mean =4.02) and “The shopping site are easy to browse and operate” 

(Mean=4.04). However, the question “The web address is easy to remember” (Mean=3.69) is 

lowest mean value in these items. So it’s mean that more people thought the operation of 

B2C website is easy, but it’s not that web address. 

(2) System Availability 

 The second highest mean value is System Availability (Mean=3.85). In the item measured 

about this variable, “The pages that enter the order information are not easy to stagnate” 

(Mean=3.91) is the highest mean value question and “The shopping site are always useable” 

(Mean=3.85) is lowest mean value question.  

(3) Fulfilment 

 The sixth highest mean value is Fulfilment (Mean=3.75). In the item measured about this 

variable, “The product is sent according to my order” (Mean=3.93) is the highest mean value 

question and “I don't have to worry about the damage of product” (Mean=3.53) is lowest mean 

value question. It is mean that more people most agree the product by B2C website sent is 

accurate. But, less people agree the product of received is undamaged. 

(4) Privacy 

 The eighth highest mean value is Privacy(Mean=3.63). In the item measured about this 

variable, “It is safe to pay for the goods on this shopping site” (Mean=3.81) is the highest mean 

value question and “The website does not disclose my personal information” (Mean=3.56) is 

lowest mean value question. More people agree pay for goods is safe in B2C website. However, 

less people agree the B2C website will be good to protect personal information.  
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(5) Responsiveness 

 The fourth highest mean value is Responsiveness. (Mean=3.80) In the item measured 

about this variable, “Customer service personnel are able to friendly deal with my complaints.” 

(Mean=3.92) is the highest mean value question, and “Be able to quickly deal with problems 

I meet.” (Mean=3.68) is the lowest mean value question. It is indicate that more people thought 

the attitude of customer service personnel is friendly. However, the response of the customer 

service personnel is not in time. 

(6) Compensation 

 The ninth highest mean value is Compensation. This variable is the lowest agreement 

level by compared with another variable item measured. In the item measured about this 

variable, “The shopping site is able to accept my requirements for the exchange and return of 

goods.” (Mean=3.84) is the highest mean value question, and “When delivery is too late, the 

shopping site will give me proper compensation.” (Mean=3.27) is the lowest mean value 

question. It’s mean that B2C website accept exchange and return the goods, but B2C website 

don’t always provide compensation when happened delivery delate.  

(7) Contact 

 The seventh highest mean value is Contact. (Mean=3.74) In the item measured about 

this variable, “The website will record my preferences and recommend my favorite products 

on the homepage.” (Mean=3.99) is the highest mean value question and “Customer service 

personnel will ask me the satisfaction of this transaction.” (Mean=3.60) is the lowest mean 

value question. It’s mean that more people agree the website record follow the difference 

preferences of customer. But B2C don’t always ask satisfaction of customer on own initiative. 

(8) Customer Satisfaction 

 The fifth highest mean value is Customer Satisfaction. (Mean=3.78) In the item measured 

about this variable, “On the whole, I'm satisfied the shopping experience with this shopping 

site.” (Mean=3.88) is the highest mean value question and “I never gave this website a bad 

comment.” (Mean=3.61) is the lowest mean value question. It’s indicate that the great majority 

of people are satisfied with the service provided by B2C website. However, still have people 

gave bad comment because of dissatisfied with another aspect. 
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4.2.2 Result of Dependent Variable 

 The third highest mean value is Customer Loyalty. (Mean3.82) It’s indicated that most of 

people have higher customer loyalty by item measured. In the item measured about this 

variable, “I still want to go shopping on this shopping site in the future” (Mean=3.97) is the 

highest mean value question and “Even if the product price increases, I still choose this 

shopping site.” (Mean=3.62) is the lowest mean value question. It’s mean that most of people 

still willing to go shopping on the same B2C website. But less of people thought loyal to the 

same website after happened the price of product increased. 

 

4.2.3 Conclusion 

 On the whole, Ecommerce service quality of B2C website can be good at driving customer 

loyalty. The B2C website do better in terms of efficiency, system availability, fulfillment, 

responsiveness and contact. The operation of B2C website is easy to complete, as well as 

the working of website is reliable and stable. The product sent by the website is accurate and 

the attitude of customer service staff is friendly. On the one hand the website record preference 

of customer, on the other the website can accept exchange and return goods. 

 However, the website is not did very well in these aspects that privacy and compensation. 

Such as more people still worried about the safe of persona information, and cared about the 

compensation when happened delivery delate.   
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4.3 Hypothesis Testing 

4.3.1 Hypothesis testing for Customer Satisfaction 

According the table of hypothesis in chapter 2, Ecommerce Service Quality positively effect 

on customer satisfaction. So this paper analysis this hypothesis that support or reject by IMB 

SPSS statistics. According to the characteristics of multiple regression, the equation of 

Ecommerce Service Quality is: 

Y1= b0+b1X1+b2X2+b3X3+b4X4+56X5+ b6X6+b7X7 

Y1 is dependent variable (customer satisfaction) and X is independent variable. For 
Ecommerce Service Quality, X1 is Efficiency, X2 is System Availability, X3 is Fulfilment, X4 is 
Privacy, X5 is Responsiveness, X6 is Compensation, X7 is Contact, b is standardized 
coefficients beta. After analysis 403 data by IMB SPSS statistics program version 23, The 

analysis result shown in below： 

 

Table 4.3 Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .858
a
 .736 .731 .342 

Predictors: (Constant), CON, PRI, EFF, COM, SYS, FUL, RES     

 

 According the model summary of table 4.3 shown, R Square= 0.736, it has explained that 

all Xs in the model are able to predict Y for 73.1% it is mean that this multiple linear regression 

is useable. 

 

Table 4.4 ANOVA
a
 

Model Sum of 

Squares 

df 

 

Mean 

Square 

F Sig. 

 

Regression 129.141 7 18.449 157.669 .000
b
 

Residual 46.336 397 .117   

Total 175.477 403    
 

a: Dependent Variable: CUS 

b: Predictors: (Constant), CON, PRI, EFF, COM, SYS, FUL, RES 
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As table 4.4 shown, ANOVA table appear Sig.= 0.00, Sig.< 0.05, it’s indicate that this 

seven independent variables of Ecommerce Service Quality (Efficiency, System Availability, 

Fulfillment, Privacy, Responsiveness, Compensation, Contact) have least one variable effect 

dependent variable (Customer Satisfaction). 

 

Table 4.5 Coefficients
a 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

Beta 

t Sig Collinearity    Diagnostics 

B Std. 

Error 

Tolerance VIF 

(Constant) .228 .115  1.979 .048   

EFF .064 .043 .062 1.508 .132 .395 2.533 

SYS .110 .043 .110 2.569 .011 .363 2.755 

FUL .194 .043 .202 4.539 .000 .338 2.956 

PRI .005 .028 .007 .183 .855 .475 2.107 

RES .262 .047 .274 5.631 .000 .281 3.554 

COM .107 .033 .129 3.245 .001 .421 2.376 

CON .202 .040 .217 5.108 .000 .369 2.712 

a: Dependent Variable: CUS 

 

According the result of table 4.5, the variables of the paper will have abbreviated as: CUS 

is customer satisfaction, EFF is efficiency, SYS is system availability, FUL is fulfillment, PRI is 

privacy, RES is responsiveness, COM is compensation, CON is contact.  

From the result of the table, there show that the Sig value of each variable: Efficiency (Sig 

= 0.132), System Availability (Sig = 0.011), Fulfillment (Sig = 0.000), Privacy (Sig = 0.855), 

Responsiveness (Sig = 0.000), Compensation (Sig = 0.001), Contact (Sig =0.000). Based on 

the analysis result above shown, the paper written the equation of customer satisfaction as: 
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  Y1=0.228+0.062X1+0.110X2+0.202X3+0.007X4+0.274X5+0.129X6+0.217X7, 

  Y1 represent dependent variable (customer satisfaction), and X represent the independent 

variable (X1 is Efficiency, X2 is System Availability, X3 is Fulfilment, X4 is Privacy, X5 is 

Responsiveness, X6 is Compensation, X7 is Contact). According the value of beta, customer 

Responsiveness (beta=0.274) and Contact (beta = 0.217 ) more impact on customer satisfaction. 

 

4.3.2 Hypothesis testing for Customer Loyalty 

 As discussed before, the method of multiple linear regression analysis is used to define 

the relationship between variables, according to the characteristics of multiple linear regression, 

the equation of multiple regression will be as:  

  Y2= b0+b1X1+b2X2+b3X3+b4X4+56X5+ b6X6+b7X7+b8X8 

  Y2 is dependent variable (customer loyalty) and X is independent variable. For 

Ecommerce Service Quality, X1 is Efficiency, X2 is System Availability, X3 is Fulfilment, X4 is 

Privacy, X5 is Responsiveness, X6 is Compensation, X7 is Contact, X8 is customer satisfaction. 

b is standardized coefficients beta. After analysis 403 data by IMB SPSS statistics program 

version 23, The analysis result shown in below: 

 

Table 4.6 Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .856
a
 .733 .728 .340 

a: Predictors: (Constant), CUS, PRI, EFF, COM, SYS, CON, FUL, RES 

 

 According the model summary of table 4.6 shown, R Square= 0.733, it has explained that 

all Xs in the model are able to predict Y for 73.3%, it is mean that this multiple linear regression 

is useable. 
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Table 4.7 ANOVA
a
 

Model Sum of 

Squares 

df 

 

Mean Square F Sig. 

 

Regression 125.279 8 15.660 135.546 .000
b
 

Residual 45.635 395 .116   

Total 170.914 403    
 

a: Dependent Variable: CUL 

b: Predictors: (Constant), CUS, PRI, EFF, COM, SYS, CON, FUL, RES 

 

As table 4.7 shown, ANOVA table appear Sig.= 0.00, Sig.< 0.05, it’s indicate that this eight 

independent variables (Efficiency, System Availability, Fulfillment, Privacy, Responsiveness, 

Compensation, Contact, Customer Satisfaction) have least one variable effect dependent 

variable (Customer Loyalty) 

 

Table 4.8 Coefficients
a 

Model Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

Beta 

t Sig Collinearity 

Diagnostics 

B Std. 

Error 

Tolerance VIF 

(Constant) .231 .115  2.102 .045   

EFF .130 .042 .127 3.070 .002 .393 2.548 

SYS .126 .043 .128 2.931 .004 .357 2.801 

FUL .102 .043 .107 2.337 .020 .322 3.110 

PRI -8.153E-5 .028 .000 -.003 .998 .475 2.107 

RES -.013 .048 -.014 -.268 .789 .261 3.839 

COM .102 .033 .126 3.092 .002 .410 2.439 

CON .209 .041 .227 5.145 .000 .346 2.890 

CUS .296 .050 .300 5.936 .000 .264 3.787 

a: Dependent Variable: CUL 
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According the result of table 4.8, the variables of the paper will have abbreviated as: CUL 

is customer loyalty, CUS is customer satisfaction, EFF is efficiency, SYS is system availability, 

FUL is fulfillment, PRI is privacy, RES is responsiveness, COM is compensation, CON is 

contact. 

From the result of the table, there show that the Sig value of each variable: Efficiency (Sig 

= 0.002), System Availability (Sig = 0.004), Fulfillment (Sig = 0.020), Privacy (Sig = 0.998), 

Responsiveness (Sig = 0.789), Compensation (Sig = 0.002), Contact (Sig =0.000), Customer 

Satisfaction (Sig=0.000). Based on the analysis result above shown, the paper written the 

equation of customer satisfaction as: 

Y2=0.231+0.127X1+0.128X2+0.107X3+0.000X4+0.014X5+0.126X6+0.227X7+0.300X8, 

Y2 represent dependent variable (customer loyalty), and X represent the independent 

variable (X1 is Efficiency, X2 is System Availability, X3 is Fulfilment, X4 is Privacy, X5 is 

Responsiveness, X6 is Compensation, X7 is Contact, X8 is Customer Satisfaction). According 

the value of beta, customer satisfaction (beta=0.300) and contact (beta =0.227) more impact 

on customer loyalty 

 

4.3.3 The result of media variable analysis  

 

Table. 4.9 Coefficients of Efficiency 

Model Unstandardized 

B 

Coefficients 

Std. Error 

Standardized 

Coefficients 

Beta 

T Sig. 

EFF .684 .038 .669 18.055 .000 

EFF .280 .038 .274 7.362 .000 

CUS .609 .037 .617 16.599 .000 

a. Dependent Variable: CUL 
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Table. 4.10 Coefficients of System Availability 

Model Unstandardized 

B 

Coefficients 

Std. Error 

Standardized 

Coefficients 

Beta 

T Sig. 

SYS .679 .036 .688 19.020 .000 

SYS .277 .038 .281 7.222 .000 

CUS .595 .038 .603 15.522 .000 

a. Dependent Variable: CUL 

 

Table. 4.11 Coefficients of Fulfillment 

Model Unstandardized 

B 

Coefficients 

Std. Error 

Standardized 

Coefficients 

Beta 

T Sig. 

FUL .680 .033 .717 20.640 .000 

FUL .267 .042 .281 6.420 .000 

CUS .574 .043 .582 13.297 .000 

a. Dependent Variable: CUL 

 

Table. 4.12 Coefficients of Privacy 

Model Unstandardized 

B 

Coefficients 

Std. Error 

Standardized 

Coefficients 

Beta 

T Sig. 

PRI .428 .033 .582 14.346 .000 

PRI .113 .028 .153 4.057 .000 

CUS .690 .037 .699 18.496 .000 

a. Dependent Variable: CUL 
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Table. 4.13 Coefficients of Responsiveness 

Model Unstandardized 

B 

Coefficients 

Std. Error 

Standardized 

Coefficients 

Beta 

T Sig. 

RES .681 .033 .722 20.929 .000 

RES .240 .045 .255 5.311 .000 

CUS .584 .047 .591 12.321 .000 

a. Dependent Variable: CUL 

 

Table. 4.14 Coefficients of Compensation 

Model Unstandardized 

B 

Coefficients 

Std. Error 

Standardized 

Coefficients 

Beta 

T Sig. 

COM .546 .030 .668 18.021 .000 

COM .196 .032 .240 6.023 .000 

CUS .621 .039 .629 15.810 .000 

a. Dependent Variable: CUL 

 

Table. 4.15 Coefficients of Contact 

Model Unstandardized 

B 

Coefficients 

Std. Error 

Standardized 

Coefficients 

Beta 

T Sig. 

CON .692 .030 .752 22.871 .000 

CON .333 .039 .362 8.623 .000 

CUS .516 .041 .523 12.448 .000 

a. Dependent Variable: CUL 
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This part is mainly analyzed the relationship between ecommerce service quality effect 

on customer loyalty is mediated by customer satisfaction. So, in this analysis, independent 

variable is ecommerce service quality and dependent variable is customer loyalty, customer 

satisfaction is media variable. 

According the result of table 4.9-5.5, the beta value of each ecommerce service quality 

variable after added customer satisfaction is less than the beta value without added customer 

satisfaction. As well as the sig value all less than 0.05. So it indicated that the test result is 

partial effect. 
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4.3.4 Summary of Hypothesis  

Table 4.16 The summary for all hypothesis 

No Hypothesis Sig<0.05 Conclusion Result 

H1 
Efficiency has significant positive effect customer 
satisfaction 

0.132 No effect Reject 

H2 
System availability has significant positive effect 
customer satisfaction 

0.011 Positive effect Accept 

H3 
Fulfilment has significant positive effect customer 
satisfaction 

0.000 Positive effect Accept 

H4 
Privacy has significant positive effect customer 
satisfaction 

0.855 No effect Reject 

H5 
Responsiveness has significant positive effect 
customer satisfaction 

0.000 Positive effect Accept 

H6 
Compensation has significant positive effect 
customer satisfaction 

0.001 Positive effect Accept 

H7 
Contact has significant positive effect customer 
satisfaction 

0.000 Positive effect Accept 

H8 
Efficiency has significant positive effect customer 
loyalty 

0.002 Positive effect Accept 

H9 
System availability has significant positive effect 
customer loyalty 

0.004 Positive effect Accept 

H10 
Fulfilment has significant positive effect customer 
loyalty 

0.020 Positive effect Accept 

H11 Privacy has significant positive effect customer loyalty 0.998 No effect Reject 

H12 
Responsiveness has significant positive effect 
customer loyalty 

0.789 No effect Reject 

H13 
Compensation has significant positive effect 
customer loyalty 

0.002 Positive effect Accept 

H14 
Contact has significant positive effect customer 
loyalty 

0.000 Positive effect Accept 

H15 
Customer satisfaction significant positive effect 
customer loyalty 

0.000 Positive effect Accept 

H16 
Ecommerce service quality has significant positive 
effect customer loyalty through customer satisfaction 
is accept 

0.000 Positive effect Accept 
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Through analyzing result shown in above, it can be concluded that:  

The sig value of H1 more than 0.05 (sig = 0.132), so “Efficiency has significant positive 

effect customer satisfaction” is false. The sig value of H2 smaller than 0.05 (sig = 0.011), so 

“System availability has significant positive effect customer satisfaction” is support; According 

to the same method of analysis, “Fulfilment has significant positive effect customer satisfaction” 

is also support, because of the sig value of H3 smaller than 0.05 (sig = 0.000); However, the 

sig value of H4 more than 0.05 (sig = 0.855), so “Privacy has significant positive effect 

customer satisfaction” is false; The sig value of H5 smaller than 0.05 (sig = 0.000), so 

“Responsiveness has significant positive effect customer satisfaction” is support; The sig 

value of H6 smaller than 0.05 (sig = 0.001), so “Compensation has significant positive effect 

customer satisfaction” is support; The sig value of H7 smaller than 0.05 (sig = 0.000), so 

“Contact has significant positive effect customer satisfaction” is support. The sig value of H8 

smaller than 0.05 (sig = 0.002), so “Efficiency has significant positive effect customer loyalty” 

is support; The sig value of H9 smaller than 0.05 (sig = 0.004), so “System availability has 

significant positive effect customer loyalty” is support; The sig value of H10 smaller than 0.05 

(sig = 0.020), so “Fulfilment has significant positive effect customer loyalty” is support; The 

sig value of H11 more than 0.05 (sig = 0.998), so “Privacy has significant positive effect 

customer loyalty” is false, as well as The sig value of H12 more than 0.05 (sig = 0.789), so 

“Responsiveness has significant positive effect customer loyalty” is false. The sig value of 

H13 smaller than 0.05 (sig = 0.002), so “Compensation has significant positive effect customer 

loyalty” is support; The sig value of H14 smaller than 0.05 (sig = 0.000), so “Contact has 

significant positive effect customer loyalty” is support; The sig value of H15 smaller than 0.05 

(sig = 0.000), so “Customer satisfaction has significant positive effect customer loyalty” is 

support. The beta value of each ecommerce service quality variable after added customer 

satisfaction is less than the beta value without added customer satisfaction. As well as the 

sig value of H16 all less than 0.05 (sig=0.000) . So it indicated that the test result is partial 

effect. 
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CHAPTER 5  

 

CONCLUSION 

 

According the data of chapter 4, the chapter 5 include these 4 section that conclusion, 

discussion, recommendation, at last one is limitation and future of this research. 

 

5.1 Conclusion 

 The purpose of this paper aims to study the impact of Efficiency, System availability, 

Fulfillment, Privacy, responsiveness, Compensation, Contact, Customer satisfaction on 

customer loyalty, for testing whether these 8 independent variables have relationship with 

dependent variable. 

 404 valid questionnaires were collect from 553 Chinese responders. through built link of 
questionnaire in questionnaire network (WJX.com), and sent by different Chinese social media. 
The total of issued 53 questionnaires for pre-test, there have 35 valid questionnaires, and then 
the total of issued 553 questionnaires for final-test (include the data of pre-test), there have 
404 valid questionnaires. 

 According the data of descriptive analysis, the proportion of male (41.3%) close to the 

proportion of female (58.7%), the mainly occupation is student (34.2%) and company 

employee (30.2%), the monthly income of respondents is generally in two level, 1500 yuan or 

less is 23.5% and 1501-3000 yuan is 25%, most responder is single (72.8%), and the 

proportion of married is 27.2%.  

 The questionnaire through designed some questions to understand customer behavior on 

B2C shopping website. When responders were asked the frequency of buy product on B2C 

website, most responder responded that they usually buy product 2 to 5 times on B2C website 

(52.2%), and most responder choice buy product on Tmall.com (56.2%), follow this choice, 

the author want to further research consumers' shopping behavior on their favorite B2C 

websites. Frequency of landing on this B2C website is generally in 2 to 5 times (32.7%), The 

time of browsing this B2C website on average is generally in 11 to 20 times (32.7%) and 21 

to 30 times (25.2%), frequency of buy product in this B2C website is generally in 2 to 5 times 

(51.2%). 
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 For the agreement level of variables, the highest average mean variable is dependent 

variable efficiency (mean=3.91), next is system availability (mean=3.85), follow by customer 

loyalty (mean=3.82), responsiveness (mean=3.80), and customer satisfaction (mean= 3.78), 

next is fulfilment (mean=3.75), contact (mean= 3.74), privacy (mean=3.63), the lowest average 

mean variable is compensation (mean=3.52). 

 After the multiple regression analysis of the 15 hypotheses, hypotheses 1: Efficiency has 

significant positive effect customer satisfaction (Sig=0.132>0.05, β=0.062) was reject, 

hypotheses 2: System availability has significant positive effect customer satisfaction 

(Sig=0.011<0.05, β=0.110) was accept, hypotheses 3: Fulfilment has significant positive effect 

customer satisfaction (sig=0.000<0.05, β=0.202) was accept, hypotheses 4: Privacy has 

significant positive effect customer satisfaction (sig=0.855>0.05, β=0.007) was reject, 

hypotheses 5: Responsiveness has significant positive effect customer satisfaction 

(sig0.000<0.05, β=0.274) was accept, hypotheses 6: Compensation has significant positive 

effect customer satisfaction (sig=0.001<0.05, β=0.129) was accept, hypotheses 7: Contact 

has significant positive effect customer satisfaction (sig=0.000<0.05, β=0.217) was accept, 

hypotheses 8: Efficiency has significant positive effect customer loyalty (sig=0.002<0.05, 

β=o,127) was accept, hypotheses 9: System availability has significant positive effect customer 

loyalty (sig=0.004<0.05, β=0.128) was accept, hypotheses 10: Fulfilment has significant 

positive effect customer loyalty (sig=0.020<0.05, β=0.107) was accept, hypotheses 11: Privacy 

has significant positive effect customer loyalty (sig=0.998>0.05, β=0.000) was reject, 

hypotheses 12: Responsiveness has significant positive effect customer Loyalty 

(sig=0.789<0.05, β=-0.014) was reject, hypotheses 13: Compensation has significant positive 

effect customer loyalty (sig=0.02<0.05, β=0.126) was accept, hypotheses 14: Contact has 

significant positive effect customer loyalty (sig=0.000<0.05, β=0.227) was accept, hypotheses 

15: Customer satisfaction significant positive effect customer loyalty (sig=0.000<0.05, β=0.300) 

was accept.  

 

5.2 Discussion 

5.2.1 Discussion irrelevant 

In this part, the reasons for irrelevance are discussed. In the next section, these variables 

will not be analyzed. 
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According the sig value more than 0.05, it showed that hypothesis 1: Efficiency has 

significant positive effect customer satisfaction is reject; and hypothesis 7: Contact has 

significant positive effect customer satisfaction is reject; hypothesis 11: Privacy significant 

positive effect customer loyalty is reject; hypothesis 12: Responsiveness significant positive 

effect customer loyalty is reject. 

 Also through the result of media variable test, it indicated that hypothesis 16: ecommerce 

service quality has significant positive effect customer loyalty through customer satisfaction is 

partial effect.  

 So it means that there may be indirect effect of efficiency, privacy and responsiveness on 

customer loyalty and customer satisfaction. But this paper cannot find the explanation in this 

study. 

 

5.2.2 Ecommerce service quality and Customer satisfaction 

  (1) System availability and Customer satisfaction 

 System availability point that whether the website has chosen the technology of reasonable 

and correct, whether the website often collapse or suffer from virus invasion 

 Thornton (2002) thought that how to effectively use the network and information technology 

in the website to build customer relationship and improve customer satisfaction is the core 

problem that the shopping website must think about. 

 After get the value of significant (sig=0.011<0.05), so the hypothesis was accepted.  

 When the B2C shopping website often collapse and are prone to malfunction during trading, 

it will make customers feel insecure for this transactions, which will inevitably affect how they 

feel about using the B2C shopping site, so system availability will affect customer satisfaction. 

 

(2) Fulfilment and Customer satisfaction 

Parasuraman et.al and Madu at.al (2002) took fulfillment as an important indicator for 
measuring the quality of electronic services, and points out that fulfilling will directly affect 
customer satisfaction. The value of significant less than 0.05, so this hypothesis was accept. 
Fulfillment refers that shipment of orders in time and the degree of fulfillment about supplier’s 
promise before. So a good fulfillment will improve trust of customer, finally result in improve 
customer satisfaction. 
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(3) Responsiveness and Customer satisfaction 

Peterson (2014) thought that after customer order product, the enterprise should respond 

to and confirm the order in time. If the enterprise delays the customer's time during the process 

of processing the order, it will lead to the loss of the customer's resources. Qiao Jun (2014) 

describes responsiveness as an important indicator of the quality of electronic services in the 

study of the quality of electronic services to customer satisfaction, and points out that 

responsiveness affects customer satisfaction. 

When customers meet problems during the shopping process, if the website can respond 

promptly and solve problems in time, this will improve customer satisfaction. So all these 

theories are proving responsiveness can affect customer satisfaction. As well as the value of 

significant less than 0.05, so it indicated that responsiveness can affect customer satisfaction. 

(Xiao, L.,2016) 

 

(4) Compensation and Customer satisfaction 

The value of significant less than 0.05, so it’s mean that compensation can affect customer 

satisfaction. Compensation meant that when the customer is not satisfied with the product, the 

shopping site can accept the required of returned or change product, or provide the 

compensation for the loss of the customer. Compensation is an important indicator in 

measuring the quality of electronic services, because errors are unavoidable, so it is especially 

important to make up for errors when errors occur.  

 

(5) Contact and Customer satisfaction 

With the development of the Internet, online shopping is not only a simple process of 

buying and selling, but also a process of communication between consumers and sellers. 

Loiacono et.al (2007) points out that contact is an important index for measuring the quality of 

electronic services, and has a direct impact on customer satisfaction. Because of the increasing 

number of shopping websites, the types of products and prices are not too different, so 

customers care more about which shopping website customer service is more considerate and 
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better, a good customer service will make customers think that the transaction is secure, and 

always pay attention to customer satisfaction in order to effectively adjust the strategy. 

 

5.2.3 Ecommerce service quality and Customer Loyalty 

Follow the sig value of table 4.9, it shows that the significant value of 5 variables are less 

than 0.05 (include Efficiency sig=0.002, System availability sig=0.004, Fulfillment sig=0.020, 

Compensation sig= 0.002, Contact sig=0.000), but there have 2 variables more than 0.005 

(Privacy sig=0.998, responsiveness sig=0.789), so conclusion that efficiency, system 

availability, fulfillment, compensation, contact have positive significant effect on customer 

loyalty.    

The significant value of hypothesis 8, hypothesis 9, hypothesis 10, hypothesis 13 and 

hypothesis 14 all less than 0.05, so it indicated that efficiency, system availability, fulfillment, 

compensation and contact significant effect on customer loyalty. There are 5 variables in the 

seven variables of electronic quality of service that are related to customer loyalty. It can be 

indicated that ecommerce service quality effect on customer loyalty, it conformed to the opinion 

of Parasuraman and Grewal (2000), while Wolfinburger and Gilly (2003), ZPM (2005), Lee 

and Lin (2005). 

And PZB (1996) surveys the insurance industry and found that the quality of service will 

directly affect customer loyalty. The customer loyalty here includes the willingness to repeat 

the purchase, the willingness to introduce to others, the willingness to pay higher prices and 

the rise in the price. Continue to remain loyal and so on. So if there have 2 websites that 

customer ever bought product for customer choice, the one which higher service quality will 

attract customers to choose it again. Because it left a very good and impressive impression 

on its customers in the past. 

 

5.2.4 Customer satisfaction and Customer Loyalty 

 According table 4.9, the sig value of customer satisfaction less than 0.05, so it indicated 

that customer satisfaction has significant effect on customer loyalty. Regardless of the 

competition in the industry, the customer's loyalty will increase with the improvement of the 

customer satisfaction (Zheng. B.,2008). When customers have a perfect shopping experience 

and are satisfied with the transaction, it will greatly increase their willingness to shop again. 
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5.3 Recommendation 

1) Media Variable 

Through the analysis result of media variable，ecommerce service quality has significant 

positive effect customer loyalty through customer satisfaction is partial effect. Partial effect is 
mean that hypothesis about the impact of ecommerce service quality on customer loyalty 
through customer satisfaction is accept, but the effect of media variable (customer satisfaction) 
is not significant. It indicated that there may be some other factors in combination that may 
have full effect, but the paper cannot find explanation in this study. 

 So the paper suggests further research to continue investigate this further. 

 

2) Customer Satisfaction 

 According the result of chapter 4, the beta value of customer satisfaction is highest 

(β=0.300). So the “customer satisfaction” is the most important factor for customer loyalty. It 

can be say that customer satisfaction plays a very important role for a company to keep their 

customers and increase. The overall mean of this variable is equal to 3.78, Among four 

measure questions, respondents think satisfied with good purchased is the most important 

thing (mean=3.83). 

 Customer loyalty is a concept introduced from the concept of customer satisfaction, which 

refers to the psychological tendency of trust, maintenance and hope to repeat purchase of a 

certain product brand or company after customer satisfaction. That is to say, customer 

satisfaction affects customer loyalty to a large extent.  

Through the data survey, the final result proves that electronic service quality will affect 

customer satisfaction, and customer satisfaction is likely to affect customer loyalty, so this 

paper suggests that B2C enterprises strengthen the improvement of ecommerce service 

quality, rather than blindly adopt low-cost strategy to attract customers. With the increasing 

number of B2C online shopping websites, B2C company should have a deep understanding 

of customer needs, and finally stand out by formulating and implementing a service quality 

framework that meets customer needs. 
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3) Contact 

 Contact is the second important variable for analysis customer loyalty (β=0.227), The 

overall mean of this variable is equal to 3.74, and the mean of record customer’s preference 

measured question is the highest (mean=3.99).  

 This shows that the customer is pursuing a more humane service, simply answering 

customer problems in the course of the transaction cannot attract customers to a great extent. 

Nowadays, most customers think that simple customer should be included in the transaction. 

So customer service before or after the transaction does not necessarily bring high customer 

loyalty to the company.  

Therefore, companies should develop personalized services, such as pushing similar 

products or merchants of customer usually browse to customer’s home pages, or sending 

information to customers immediately when the products they have browsed promote. 

 

4) System Availability 

 System availability is the third importance variable for analysis customer loyalty (β=0.128). 

The overall mean of this variable is equal to 3.85. The mean of measure B2C shopping site 

usable question is the highest (mean=3.91). The system availability is that B2C shopping 

website do not often crash. This depends on the excellent computer skills of the website. 

Therefore, this article suggests: 

• Website needs to update website system regularly, optimize memory regularly, and 

enhance website running speed. 

• Zhihu.com (2017) studies have shown that users are most satisfied with the time to 

open a web page is 2-5 seconds, if waiting for more than 10 seconds, 99% of users 

will close the page. Therefore, the website needs to enhance the opening speed of 

the website. 

 

5) Efficiency 

 Efficiency is the fourth importance variable for analysis customer loyalty (β=0.127). The 

overall mean of this variable is equal to 3.91. The mean of measure B2C shopping site easy 

to browse and operate question is the highest (mean=4.04), and the second-high mean close 

to the first one, it is measure the transaction steps are easy to complete question (mean=4.02). 

So it indicated that more customer care about whether the website design is concise and clear, 
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and whether customers can complete transactions with the simplest steps. So the paper 

suggests: 

• The homepage design of the website should be clearly categorized, simple and clear, 

so that users can easily find what they want or make it easier for users to see the 

main part of the website. 

• On the front page, set up the commodity information or shop that is most suitable for 

the target customers. 

• Set up keyword query, so that customers can easily find the desired product as long 

as they input relevant words 

 

6) Compensation 

 Follow the value of beta, compensation is the fifth importance variable for analysis 

customer loyalty (β=0.126). The overall mean of this variable is equal to 3.52. the mean of 

measure shopping site able to meet the exchange goods requirement of customer question is 

the highest (Mean=3.84). In this variable, customer more cared about the part of exchange 

goods. So the paper suggests for B2C shopping site: 

• After the customer signs and receives the goods, it can set up a period of time for the 

customer to try and allow the customer to return the goods when the trial is not suitable. 

• Should communicate clearly in advance by which side be charged with freight，if the 

shopping site caused the commodity problems, that should be borne by the site freight. 

• Inform customers in advance whether goods can be returned. 

• When customer receives a damaged product, the shopping site or supplier shall 

promptly respond, and after reasonable explanation, give appropriate compensation, 

such as coupons or discounts, according the extent of the damage. 

 

7) Fulfillment 

 Follow the value of beta, fulfillment is the sixth importance variable for analysis customer 

loyalty (β=0.107). So it indicated that it has little impact on customer loyalty. The overall mean 

of this variable is equal to 3.75. The mean of measure sent according order is the highest 

(mean=3.93), and the mean of measure delivery in time also higher, the mean value is 3.84. 

According the explain of fulfillment in chapter 2, Parasuraman et.al and Madu at.al (2002) 

thought fulfilment mean that be able to fulfil the promise of the customer in time and effectively. 
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The shopping site provide reliability product, and fulfil processing orders and shipments are 

reliable and timely. So the paper suggests: 

• Before ordering the goods, the website should inform the delivery time actively to avoid 

disputes with customers because of the delay of delivery. After accepting customer's 

order, also arrange the warehouse to send the goods as soon as possible. When the 

delivery time exceeds the promised time, the website customer service should 

apologize to the customer voluntarily, also can give the appropriate compensation. 

• After accepting the customer's order, the website should carefully check the order 

information, so as to avoid shipping address or commodity errors, avoid reduce 

customer satisfaction. 

• Websites need to keep an eye on inventory information, update inventory information 

from time to time, so that the page shows reliable information about the quantity of 

goods. 

 

8) Privacy 

 Follow the value of beta, privacy is the seventh importance variable for analysis customer 

loyalty (β=0.000). So it indicated that it hardly affects customer loyalty. The overall mean of 

this variable is equal to 3.63. And the mean of measure safe pay to goods in B2C shopping 

site question is the highest (mean=3.81). Even if the significant value of privacy higher than 

0.05, it indicated that privacy has no effect on customer loyalty, but Hua Feifei (2014) pointed 

out with the popularity of the Internet, network fraud is also frequent, mainly because the 

network fraud is on the Internet, is virtual, cannot be tracked in time. This also affects 

customers' trust in online shopping. When the safety factor of the website is high, it will 

enhance customer satisfaction. Wolfingurger at.al and Gilly (2003) regarded privacy as an 

important indicator for measuring the quality of electronic services. And the ecommerce service 

quality has a direct impact on customer loyalty, so the website should still pay attention to the 

improvement and development of website privacy. So the paper suggests: 

• Websites should pay attention to the site firewall settings, regularly check network 

security, when found abnormal transactions, to take the initiative and promptly remind 

customers; 

• Check the website payment system, in order to prevent customers happened payment 

problems in the process of transaction. but also to protect customer information, in 
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order to prevent customer information leakage, resulting in loss of property and life of 

customers. 

 

9) Responsiveness 

 Follow the value of beta, responsiveness is the last importance variable for analysis 

customer loyalty (β=-0.014). Its mean value is negative value, so it’s mean that it has the 

opposite relationship. When responsiveness increases, customer loyalty decreases, and when 

responsiveness decreases, customer loyalty increases. But this does not necessarily mean 

that it has no effect on customer loyalty. Because Xiao, L. (2016) ever pointed out when 

customers meet problems during the shopping process, if the website can respond promptly 

and solve problems in time, this will improve customer satisfaction. If responsiveness can 

effect on customer satisfaction, it may also indirectly affect customer loyalty. The overall mean 

of this variable is equal to 3.80, and the mean of measure customer service staff friendly deal 

with complains question is the highest (mean=3.92). Because shopping websites are virtual 

stores, customers and shopping site communicate through virtual software, the original 

elements of interpersonal communication are facial expressions, and body language, now 

simplified into words or voice, it is easy to cause misunderstandings between each other. 

Customers ‘evaluation and feelings about the service quality of shopping websites are mostly 

derived from customer service, so good and intimate customer service is conducive to retaining 

customers and attracting customers. Quality customer service should include a friendly attitude 

of customer service staff, whenever possible, should be as prompt as possible to respond to 

customer questions and requests, when customers have questions, customer service 

personnel need to be patient in explaining. 

 

5.4 Limitation & Future research 

By collecting 404 valid questionnaires, this paper investigates the relationship between 

ecommerce service quality (include efficiency, system availability, fulfillment, privacy, 

responsiveness, compensation, contact) customer satisfaction and customer loyalty. The 

results of the study have reached the plan and purpose of the expectation. However, there 

are still some shortcomings in this study because the respondents are influenced by time, 

region and have different understanding of the sample. This part will analyze the limitations of 

the research and put forward the future research prospects. 
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5.4.1 Research Limitations 

1) Regional limitation 

There are two methods of collecting questionnaires in this paper, one is snowball sampling, 

the other is convenient sampling. The snowball sample sent questionnaires to the people 

around it and asked them to fill them out and send them to their friends. The subjects were 

distributed all over the country, but the questionnaires were mainly collected in Guangxi and 

Yunnan provinces, that is, the regional distribution of the samples was uneven. 

 

2) Research limitation 

 Because of this paper cannot find powerful explanation for explain the reason of irrelevant 

in this study, so researcher need further studies. 

 

3) Limitation of variable choice 

This paper mainly studies the impact of ecommerce service quality of B2C shopping 

websites on customer loyalty, but in the process of reading more literature, we find that there 

are other variables affecting customer loyalty of B2C shopping websites, such as customer 

perceived value. Due to limited time, there is no in-depth study. 

 

5.4.2 Future Research 

Based on the research limitation above, this paper put forward some proposals for the 

future research: 

• Because of the limitation of time and collection method, the data is not rich enough 

and the samples are not uniformly distributed. It is suggested that future researchers 

should try to avoid too many samples collected in the same area and ensure that the 

number of people surveyed in each area is even. 

• Redesign the questionnaire items of compensation and contact, and it is hoped that 

future researchers will read more literature and design more rigorous and effective 

measurement questions items before designing questionnaires. 

• Because of the paper cannot find explanation of irrelevant. It is suggested that further 

research to continue investigate this further. 
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Questionnaire (English Version) 

This survey is intended to study the impacts of Ecommerce service quality on customer 
loyalty of B2C E-Commerce shopping website in China. And B2C E-Commerce shopping 

website mean that B2C enterprises, such as Tmall，Jing dong and Sunning, provide 

consumers with a new shopping environment through Internet: online stores, make consumers 
can shopping and payment on B2C website. It is part of my thesis at the University of Thai 
Chamber of Commerce. Your opinions are valuable for the study. 

 

Part of screening  

1. Have you ever bought a product on B2C online shopping platform? 

Yes     No 

2. Age range 

Below 18   18-24    25-29 

30-34   35-39 

Above 40 

 

3. How many times do you buy product on B2C online shopping platform every month? 

1 time or less      11-15 times 

2 -5 times         Above 16 times 

6-10 times 

 

4. Please choose your most frequently used or the most impressive B2C shopping  

platform 

  Tmail.com     Jing dong.com     Suning.com 

Vip.com       GoMe.com 

Others (Eg:YHD.com, Amazon.com, Dangdang.com,Jumei.com) 
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Next, please answer the question 5-7 following the questions 3  

5. The frequency of your landing on this B2C online shopping website per month 

1 time or less      6-10 times    Above 16 times 

2-5 times         11-15 times 

6. How much time do you spend on browsing the B2C shopping platform on average? 

less than 1 minute       21-30 minutes 

1-10 minutes                 More than 30 minutes       

11-20 minutes                

7. How many times do you buy products on this B2C shopping site one month? 

1 time or less           11-15 times        6-10 times 

2-5 times                Above 16 times    
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Part of Variable 

Please indicate your agreement level with the following statement  

(1=strongly disagree;2=disagree; 3=neutral;4=agree;5=strongly agree) 

Please mark your answer by making X in the corresponded column. 

 

Question 

1 2 3 4 5 

Strongly 

disagree 

Disagree neutral Agree Strongly 

Agree 

Efficiency  

Transaction steps are easy to complete      

The classification of website information is 

very clear 
     

The shopping site are easy to browse and 

operate   
     

The web address is easy to remember      

I can quickly find what I need      

System availability  

The shopping site are always useable      

The shopping site can be started and run 

quickly 
     

The shopping site is not easy to collapse      

The pages that enter the order information 

are not easy to stagnate 
     

Fulfilment  

Arrange delivery according to the time of 

commitment 
     

Quickly arrange shipment      
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The product is sent according to my order      

I don't have to worry about the damage of 

product 
     

The goods provided are true and reliable      

Privacy  

The website does not disclose my personal 

information 
     

The website does not disclose transaction 

information of mine 
     

It is safe to pay for the goods on this 

shopping site 
     

Responsiveness  

My request can be answered timely      

Customer service personnel have the 

ability to answer my questions   
     

Customer service personnel are able to 

friendly deal with my complaints 
     

Be able to quickly deal with problems I 

meet  
     

Compensation  

When delivery is too late, the shopping site 

will give me proper compensation. 
     

The shopping site will compensate for my 

loss 
     

The shopping site is able to accept my 

requirements for the exchange and return 

of goods 
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Contact  

The website will record my preferences and 

recommend my favorite products on the 

homepage. 

     

I can communicate with customer service 

staff at any time 
     

Customer service personnel will ask me the 

satisfaction of this transaction 
     

Customer Satisfaction  

I am satisfied with the goods purchased 

from the shopping site 
     

I am satisfied with the service of the 

website 
     

On the whole, I'm satisfied the shopping 

experience with this shopping site. 
     

I never gave this website a bad comment      

Customer Loyalty  

This shopping site is the first choice for my 

next purchase of similar products. 
     

I still want to go shopping on this shopping 

site in the future 
     

I will introduce this shopping site to others      

Even if the product price increases, I still 

choose this shopping site 
     

I believe that the product and service 

provided by the website are the best. 
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Part of demographic 

Please check only one answer by making X in the box that most represent you background. 

1. Gender 

Male   Female 

 

2. Occupation 

Company employee 

Student  

Self-employed/Businessman 

Teacher 

Official (Civil servant) 

Others 

 

3. Approximate monthly income in Chinese yuan 

1500 or less          4001-5000 

1501-3000            More than 5000 

3001-4000 

 

4. Marital status 

Married 

Single 
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B2C 购物网站的顾客忠诚度调查（Chinese Version） 

您好!我是一名泰国商学院的硕士研究生，正在调查 B2C 购物网站的顾客

忠诚度。而 B2C 购物网站就是 B2C 企业，例如天猫，京东，苏宁易购等

众所周知的购物网站，通过互联网为消费者提供了一个新的购物环境——

网络商店，使得消费者可以在 B2C 网站上购物和支付。如今，中国的网络

购物市场越来越发达，然而我国的 B2C 购物网站的服务质量是否能达到

消费者的满意度，是否可以吸引消费者的再次购买?请您花几分钟时间，

根据您在 B2C 购物网站中的消费体验，完成以下题项。您的意见对此次

研究很有价值。 

 

Part of screening  

1. 您曾经在 B2C 购物网站中购物过吗? 

有     没有 

 

2. 您的年龄 

18 岁以下  18-24 岁   25-29 岁  

30-34 岁    35-39 岁    40 岁以上 

 

3. 每个月您会在 B2C 购物网站中购物几次? 

  1 次或者少于 1 次   2-5 次   6-10 次  

  11-15 次     16 次以上 

 

4. 请选择您最常使用的 B2C 购物网站  

  天猫  京东  苏宁易购  唯品会 

  国美  其他（例如：1 号店，亚马逊，当当，聚美） 
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请根据您的第三题的选项回答第 5-7 题  

5. 每个月您会在这个购物网站中登陆几次 

 1 次或者少于 1 次   2-5 次 

 6 -10 次    11-15 次 

 16 次以上 

 

6. 平均每次您会浏览多少分钟? 

少于 1 分钟           21-30 分钟 

1-10 分钟               30 分钟以上       

11-20 分钟               

 

7. 每个月您会在这个购物网站中购物几次商品? 

1 次或者少于一次          11-15 次       16 次以上 

2-5 次                6-10 次 
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Part of Variable 

请您根据每个问题的同意程度填写  

(1=非常不同意;2=不同意; 3=一般;4=同意;5=非常同意) 

 

问题 1 2 3 4 5 

非常不

同意 

不同意 一般 同意 非常

同意 

Efficiency      

交易步骤是很容易完成的      

网站的信息分类很清晰明了      

网站很容易浏览和操作       

网站地址便于记忆      

我可以很快的找到我想要的商品      

System availability      

网站总是可用的      

网站运行速度很快      

网站不容易崩溃      

输入订单信息的页面不容易停滞不前      

Fulfilment      

按照承诺的时间为我安排商品运输      

网站会很快的就安排运输      

网站发送的商品和我订购的商品一致      

我不担心商品会遭到损坏      

网站提供的商品是保证真实可靠的      

Privacy      

网站不会泄漏我的个人信息      

网站不回泄漏我的交易信息      
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在这个网站支付是很安全的      

Responsiveness      

我的要求可以得到很及时的回答      

客服人员有回答我问题的能力      

客服人员会很友好的回答我的问题      

会很快的处理我遇到的问题      

Compensation      

当运输速度太慢，网站会给予我适当的赔偿.      

网站会根据我的损失给予补偿      

网站会接受我退换货物的要求      

Contact      

网站会记录我的喜好，并且会在首页推介我感兴

趣的商品 

     

我可以在任何时候与客服人员取得联系      

客服人员会询问我此次交易的满意情况      

Customer Satisfaction      

我很满意在这个网站购物的商品      

我很满意这个网站提供给我的服务      

总体来说，我对这个网站很满意      

我从未给予这个网站差评      

Customer Loyalty      

这个网站会是我下次购物同类商品的首要选择      

未来我还想在这个网站购物      

我会向身边的人推介这个网站      

及时商品价格提高，我依旧会选择这个网站购物      

我相信这个网站所提供的服务和商品是最好的      

我相信这个网站所提供的服务和商品是最好的      
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Part of demographic 

请选择最符合您背景资料的选项. 

1. 性别 

男士 女士 

 

2. 职业 

公司职员  学生  个体经营者/商务人士 

老师  办公室人员  其他 

 

3. 您的收入 

1500 元或者少于 1500 元          4001-5000 元 

1501-3000 元      3001-4000 元  

超过 5000 元 

               

4. 婚姻状况 

已婚 

单身 
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