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Thesis Title  The impact of customer satisfaction and perceived 

value on online retail sales in Hunan province 

Name  Wenxin Chen 

Degree     Master of Business Administration 

Major Field          International Business Management 

Thesis Advisor   Assistant Professor Dr.Napawan Kananurak  

Graduate Year   2017 

ABSTRACT 

In China, the online retail market has developed rapidly, occupying a large share 

of China's retail market. China's online retail industry has great potential for business 

opportunities for companies trying to enter the Chinese market. This paper is based on 

the online consumer information network platform, easy operation, information 

quality, information correlation and online consumer trust in online shopping platform, 

and the perceived risk, perceived benefits, perceived cost survey, in-depth 

understanding of customer satisfaction and perceived value of online consumers in 

Hunan. Although a certain number of consumers think they can gain a store advantage 

in an entity store, they still prefer to shop online. The reason is that the network 

market competition is fierce, the network platform enterprise will use the small profit 

and quick turnover policy, each website can satisfy the consumer's demand as far as 

possible. Increasingly form their own brand image, and establish a deep relationship 

with customers, so that customers experience the benefits and values it represents. In 

order to do research, quantitative research methods and questionnaires will be used in 

this paper to study online shopping users in Hunan province. The sample size of 34 

local administrative divisions in Hunan province is 400. The data were analyzed by 
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descriptive analysis and social science statistical software package. Through the 

investigation and research, this paper draws the conclusion: (1) easy of search, 

information quality and trust have a direct impact on customer satisfaction. (2) 

perceived risk and perceived cost have direct impact on perceived value. (3) customer 

satisfaction has a direct impact on purchasing intention. (4) perceived value has a direct 

impact on purchasing intention. 
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CHAPTER 1 

INTRODUCTION 

 

The first chapter presented the development of the China’s online retail industry, 

and underlying problems in the process of its development. At the same time, this part 

identified major factors that affect the online retail industry for meeting research and 

stated the purpose of this research. 
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1.1 Background of the Research 

1.1.1 Introduction China Retail Market Status 

China retail industry face high cost, high compete, low return, difficult 

development and so on problem from 2011. The first half of the 2015 year, china 

major retail all have 121 retail companies go into liquidation. Traditional retail 

industry faces a big problem. At the same time, China internet rapid development. 

China electronic commerce and online retail entry china retail market. (China 

development website 2016). From 2014 to 2017, the total retail growth rate in the Asia 

Pacific region is higher than the global retail growth rate. (Emarketer, 2017) 

 

Figure 1.1 2014-2017 Retail Growth Rate 

Source: Emarketer 2017 

In 2015, the global economy is full of uncertainty, but the global retail market is 

still showing growth, strong toughness, driving in emerging markets such as India, 

China, global retail market remained relatively steady growth. With years of high 

growth and huge consumer market volumes, China has the largest share of the global 
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online retail market. According to eMarketer1 statistics, in 2015 the global retail 

market total sales of approximately $22 trillion and 500 billion, although the current 

global economic growth uncertainty has increased, but in a mature market relatively 

robust retail sales growth and the rapid development of emerging market retail sales 

growth trend, the global retail market is still showing strong growth toughness. 

2014-2019 years, the annual compound growth rate of the global retail market is 

expected to remain at around 5.5%, and in 2019 reached about 28 trillion U. S. dollars. 

Through emarketer analysis, China's retail market is the main reason for the growth of 

global retail market. The growth of China's retail market is due to the rapid 

development of China's online retail industry, driven by the development of the entire 

market, thereby affecting the growth of the global retail market. 

Since Alibaba company listing at American. China internet enterprise peaking. 

Although physical retail with electronic commerce is incompatible as fire and water, 

and always have some people think electronic commerce will substitution physical 

retail. Past ten years, electronic commerce rapid development, for physical retail 

industry causes enormous impact. But physical retail industry always is china market 

leading. China also have ninety percent physical retail share. According to website 

data analysis china retail market always is physical retail industry for market leading 

in the last few years. 

Online retail industry and traditional retail industry interact with each other. At 

the same time, online retail and traditional retail are also restricting each other. Two 

different retail industry channels have their own characteristics and irreplaceable, the 

following form is the online retail industry and traditional retail industry contrast. 
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Table 1.1 Characteristics of Traditional Retail and Online Retail 

Classify Traditional retail Online retail 

Characteristics 

of differentiation  

1. Physical store, physical goods 

2. Business time limited 

3. Store rent and operation cost 

4. Fixed traffic and not easily 

transferable place of purchase. 
5. Limited store scope 

1. Virtual stores and the products are 

shown in picture and words. 
2. Non limited store scope  

3. 7*24 hour service 

4. Home delivery  

5. Packing material and delivery cost 

6. Customer no regional restrictions 

Product 

exhibition and 

differentiation  

1. According customer shopping 

habit to put goods 

2. Large volume of sales 

3. High Brand popularity 

1. Key words, classify, price for 

research  

2. Picture and information integration 

3. Provide a wide range of options to 

customer. ( hot-sale products, 

personalized customization  

service, clearly classify and 

recommend relation product  ) 
Market 

Promotion 

strategy 

differentiation 

1. Advertisement (newspaper, TV and 

outdoor advertising.)  
2. Physical store could use  light , 

music and smell to increase 

customer purchase intention  

3. Face to face introduction goods 

information 

1. Website advertisement and SNS 

cooperation 

2. Have a lot of customer research, 

purchase, collect and related goods 

information 

3. Provide website link, customer 

message board and rating system to 

customer understand goods 

information and other customer 

experience 

Supply model 

and management 

differentiation 

1. Inventory, delivery and warehouse  1. Just consideration inventory 

management and delivery  

Staff model 

differentiation 

1. Staff have rich experience in sales. 
2. Professional operating personnel 

1. IT staff and online sales staff very 

important for online retail store  

2. A lot of delivery person  

Source: Yu Fei (2012), Online Retail Marketing Strategy Research 

China's traditional retail industry has been impacted by the online retail industry, 

and it also has positive significance for the development of e-commerce. Therefore, 

the traditional retail market has changed a lot, it will affect the Chinese business 

model, every detail of services, innovation and new start, technology and business 

also have mutual integration. Since 2014, China's retail industry has gradually been 

based on the Internet and online retail enterprises, some physical combination of each 
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other, and then give the entity itself innovation. 

In 2015, the total retail sales of 300931 hundred million RMB, an increase of 

14.68% over the previous year, according to statistics, urban consumer goods retail 

sales of 258999 hundred million RMB, an increase of 10.90%; rural consumer goods 

retail sales of 41932 hundred million RMB, an increase of 12%. According to the type 

of consumption statistics, retail sales of 268621 hundred million RMB, an increase of 

10.60%; catering revenue of 32310 RMB, an increase of 11.70%. 

 

Figure 1.2 2008-2015 China Total Retail Sales 

1.1.2 Chinese Online Retail Market  

Past ten years, from 2006 to 2016, China's economy can be seen as a key factor 

affecting the world economy, especially the global financial crisis in 2008. At present, 

China's rapid economic growth, as well as its huge potential business opportunities in 

the world market. A large number of companies have turned their expansion into the 

Chinese market. 

China now has the world's largest online population and will become the world's 

largest online retail market. An average of one quarter of Chinese citizens have the 
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experience of shopping and buying products from online stores. According to the 

Chinese Internet Network Information Center (CNNIC), the number of Internet users 

has reached 513 million, at the end of 2011, Internet penetration rate has been 

increased to 38.4 percent, has exceeded the global popularity rate (Internet world stats 

2012). In addition, Boston Consulting Group expects China's online retail market sales 

are expected to reach $364 billion to $2015. These figures suggest that China is now 

in the online shopping market really potential business opportunities. As of 2016, 

Chinese 15 large online retail companies: Taobao, Jingdong, Chinese Amazon, 

Dangdang, Suning Appliance, geihui.com, nuomi network, guomei online.com, 

meituan.com, Yihao dian, jumeiyoupin.com, mogujie.com, Weipinhui.com, 

beauty.com, lashou.com. Through Baidu zhidao that the analysis of each online 

shopping website advantages and rankings. Through Baidu know the data, this article 

selects the top three companies for analysis. 

Table 1.2 Online Shopping Websites Ranking in China in2016 

Web name Introduction Advantages  

Taobao  

Integrated online shopping platform C2C, Taobao is China's online retail 

business worthy of the boss, the number of online merchandise reached more 

than 1 billion. 

corporate champion of 

electricity supplier 

Jingdong 

China's largest self operated electricity supplier enterprises Jingdong 

network, in China's B2C market share of 56.3%, of which the site provides 

more than more than three thousand of goods. 

The largest online digital 

mall in China 

Suning electronic 

From the physical market, Suning Appliance developed, the site sells goods 

covering traditional home appliances, daily necessities and other integrated 

categories, the next line of physical stores more than 1600. 

certified products and 

everyday have promotion 

Chinese amazon 

Amazon China's official website was founded in 2000, is a veteran integrated 

network of retailers, in the guarantee of genuine goods, the goods have a 

considerable number of discounts. 
cheap certified products 

Geihui.com 

China hundreds of B2C merchants reached a cooperation agreement! Users 

through the Hui net to China's major B2C businesses, Taobao shopping, you 

can get a certain percentage of cash rebates! There are coupons, super rebates 

and other special services. 

Taobao mall shopping 

high rebate 

Nuomi.com 

Since its inception, it has been dedicated to becoming a city's boutique life 

guide. Websites include food, movies, hotels, KTV, takeout, home, and a 

range of local life services. 

Integrated life service 

network 

Dangdang 

Dangdang focuses on online book sales, online books occupy more than 50%. 
In addition, we also handle all kinds of department stores, including audio 

and video, daily necessities, clothing and digital products. 

The largest Chinese 

online bookstore in China 

Guomei Using the "B2C+ entity store" e-commerce business model, the main business china leading online 
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online.com in the electricity industry main types of household electrical appliances 

products, won the top 500 Chinese enterprises. 
appliance mall 

Meituan.com 
The meituan.com for consumers to find the most trusted businesses, allowing 

consumers to enjoy ultra-low discount quality services. 
Boutique consumer guide 

Yihaodian 
yihaodian opened the Chinese e-commerce industry "online supermarket" first, 

allowing consumers to enjoy free online shopping. 
online supermarket 

Jumeiyoupin.com 

China's famous cosmetics limited sale mall, jumei.com every day recommend 

hot cosmetics on the site, is committed to do special quality special feminine 

cosmetics website. 

Cosmetics limited time 

sale mall 

Weipinhui.com 

A special site for sale! 10 new products every day on the site, including 

women's clothing, men's clothing, beauty, mother and baby, home, etc., to 

ensure genuine, special, limited purchase 

Special sale site 

Mogujie.com 

Mogujie.com is an e-commerce website for fashion women consumers, 

providing girls with clothes, shoes, bags, accessories, beauty, makeup etc. for 

young women. 

Women shopping online 

business platform, 

gathered all kinds of 

quality buyers shop 

Beauty.com 

Young, fashion conscious women offer the most popular fashion shopping 

experience with more than 100 million of women registered users aged 

between 18 and 35. 

Senior fashion buyer 

team launches new 

product every day 

Lashou.com 
Is the world's first buy and location-based services combined social 

networking site. 
Group buy, enjoy 

excellent service 

 

As China's emerging industry - network retail industry, the most representative of 

China's online retail industry, the top three enterprises: Taobao, Jingdong, Suning 

appliance. 

1.2 Statement of the Problem 

China is more suitable for the online retail industry than the European and 

American countries. Because Chinese has a dense population, the inconvenience of 

traffic in some areas, underdeveloped retail, huge consumer market and rising 

household income so that e-commerce can meet customer needs China, reflecting its 

enormous value. There are 7 characteristics of China's online retail development. 

 

1. Mobile Shopping 

Shopping characteristics of mobile users: fragmented time, busy work, convenient 

mobile devices make shopping more frequent and fragmented, shopping peak occurs 

in the evening and holidays. There will be innovative business models and more new 
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technology, which will make full use of the advantages and characteristics of mobile 

devices, such as mobile device scanning, image and speech recognition function, 

positioning function, people and equipment and equipment and equipment between 

the induction function. Mobile commerce should give full play to the potential value 

of these features, rather than just moving websites from computers to mobile devices. 

 

2. Platform 

Electricity providers will continue to move towards the platform, so that the system, 

process, flow efficiency and value maximization have been created. The main reasons 

are:a platform to make full use of social resources to make up their own shortcomings, 

such as the increase in the category, species, geographical coverage, service type; b) 

website accumulated flow value of maximum efficiency; c) will build its electricity 

supplier products, in the service of their own at the same time, also service platform 

users; d) to meet customers one-stop shopping and enjoy the service demand. 

 

3. E-Commerce in Every Region 

China's e-commerce is no longer the privilege of a second tier city residents, will 

continue to penetrate into the 345 line city. Mobile Internet speeds up the process, and 

consumers who are not covered by fiber and Wi-Fi can also touch the net. The increase 

of urban residents' income, the inconvenience of local shopping and the lack of 

availability of goods and services are the main driving force of their online shopping. 

 

4. Social Shopping 
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The Internet, especially the birth of mobile Internet, makes social communication 

easier, closer and more frequent. Consumers want to get the recommendation of 

relatives, friends, opinion leaders and reference opinions when shopping. E-commerce 

enterprises can also make precise marketing and personalized service to consumers in 

the process of social interaction. For example, a circle of friends are talking about a 

delicacy, if the delicacy recipes, ingredients, restaurants, cultural background and 

other timely and non intrusive manner (non-intrusive) recommended to the circle of 

friends, the accepted level will be very high. 

 

 

 

5. O2O 

The advantages of offline retailing are the experience of physical goods, the 

immediate availability of commodities, stimulating impulse buying, and the close 

service of clerks. The advantages of e-commerce are low cost, massive customer 

information to help precision marketing, the speed and breadth of word of mouth 

marketing, and not limited by the geographical, time and shelf space. In the future, 

online and offline retail will complement each other, make full use of the unique 

advantages of both sides, provide customers with multi-channel and different 

scenarios of shopping solutions. 

 

6. Precision Marketing and Personalized Service 

In the Internet age, inefficient mass marketing will be eliminated and replaced by 
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highly efficient marketing. A baby product promotion to a middle-aged man kids have 

grown very attractive, a razor does not arouse the interest of a high school girl. When 

the Internet has been able to accurately portrait for each customer, also doing mass 

marketing is a great waste of resources. 

The electricity supplier can track the source of each customer in detail, including its 

online shopping path, search collection, purchase behavior, the relevance, 

repeatability and periodicity of the purchase of goods. Using the analysis of these data, 

we can build the customer behavior model, and make accurate recommendation and 

personalized service for customers. 

 

7. Internet Banking 

Accumulated enough users, the electricity supplier will build a financial platform, to 

provide users with factoring, small loans, insurance, funds and other financial 

products. Service objects include mass consumers, suppliers, businesses, partners and 

so on. Most services do not need to provide themselves, but by the ISV, including 

banks, insurance companies, financial companies, funds and other specialized 

financial enterprises to provide. 

Chinese combines the characteristics of the development of electronic commerce, 

this paper will study the impact of customer satisfaction and perceived value to the 

development of China electronic commerce, current situation and development trend 

of China online retail industry, the main results are as follows: 

1. The online retail platform's easy search function, the customer's trust to the online 

retail platform, the quality and relevance of the information provided by the online 
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retail platform affect the customer's satisfaction with the online shopping. 

2. Customer perceived benefit, perceived cost and perceived risk affect customer 

perceived value 

3. Customer satisfaction and perceived value affect customers 

China's top three online retail platforms are: Taobao, Jingdong, suning. Based on 

the survey of the three companies, this paper investigates the impact of customer 

satisfaction and customer perceived value on purchase intention in the online retail 

market. 

1.2.1 Taobao Company  

Taobao (www.taobao.com) has set up 2003, which is fully established by Alibaba, 

China's largest e-commerce company. Taobao is an online shopping website for 

Chinese customers to facilitate the retail market for customers and businesses to 

customers in the retail market. Taobao provides an online trading platform for 

companies and individual sellers to build their own online shopping stores, with its 

target customers in mainland China and other overseas regions. 

As a leader in China's online retail industry, Taobao is now Asia's largest online 

retail network, Taobao is committed to creating the world's first retail network. As of 

the end of 2009, Taobao has 170 million registered users, sales reached RMB 400 

billion yuan. Taobao has occupied the leading position in the online retail market, with 

more than 80% market share in China's online retail market. 

 

Taobao has integrated thousands of Brand Company supplier and manufacturers 
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to provide a common platform for sellers and customers to trade through Alipay. 

Alipay is an automated online payment system, which is the preferred payment 

method for transactions between customers and sellers in Taobao. When consumers 

buy things on Taobao, they pay Alipay first, and then confirm that they will transfer 

the money from the Alipay to the seller until they receive the purchase of the product. 

This online payment system reduces the risk of online transactions between sellers 

and buyers. This system is very good to protect the interests of businesses and 

customers, but also reduces the risk of network virtualization for customers. An instant 

chat program, Aliwangwang, is another feature of Taobao shopping. It improves the 

communication between sellers and customers in the online shopping process. When 

consumers shop in online stores, they want to chat with sellers using Aliwangwang to 

obtain product information and transaction products at the price of the transaction. 

Throughout the procurement process, Chinese customers have become accustomed to 

online chat with the seller in order to obtain information before and after purchase. 

Alipay and Aliwangwang are registered users of the free program, the use of real 

name authentication system, thereby reducing the risk of online transactions, improve 

transaction efficiency. 

Taking Taobao as an example to discuss whether the customer behavior and 

perceived value are the main factors affecting the retail network. First of all, Taobao is 

a typical online shopping website in China, which contains the largest number of 

Chinese users and sellers. Its success responds to China's online consumer needs and 

preferences. Secondly, Taobao is a successful example of China's retail market, eBay 

in 2003 or even beat China's online retail market, occupies an absolute dominant 
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position. Therefore, there is a high probability of doing research on the consumer 

behavior of Taobao to represent the general online shopping behavior of Chinese 

consumers. 

 1.2.2 JingDong Company 

Jingdong online shopping mall's CEO Liu Qiangdong (CEO) was founded in 2004, 

Jingdong online shopping mall initial sales of computer products, by 2006 only 

information technology products such as mobile phone appliances are back, there 

have been a variety of merchandise, mall DIY computer service is also very popular. 

After the development of e-book market, November 2010 to create a channel of books, 

online reading. Jingdong online shopping mall plans to enter the international market, 

such as Russia, Brazil, India and so on, the current major competitors for the United 

States, Suning, Dangdang, Amazon, China and so on. 

In 2011, Jingdong online shopping mall registered users of 25 million, with 1200 

suppliers, accounting for 35.1% of China's B2C market. 56% of Internet users are young 

people aged 25~35 who enjoy consuming computers and communications products, 

so malls have a high degree of overlap with this group of people, and company 

employees and enterprise managers account for 70% of consumers in the mall. 

The Jingdong vertically integrated the information, logistics and sales 

departments. Jingdong in the logistics and distribution, can use Jingdong self courier, 

and then use the Jingdong self courier. At present, Jingdong's self courier can cover 

most parts of mainland china. In the Jingdong cannot reach the territory of self 

logistics, forwarding third party express. Jingdong has established logistics 
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distribution centers and warehouses in several parts of the country. Items purchased at 

the Jingdong will be shipped at warehouses near the receiving site. As of late April 

2016, Jingdong distribution line staff has reached sixty thousand people. 

1.2.3 Suning Electronic 

Suning electronic is China's leading supplier of 3C Electronics (home appliances, 

computers, communications) and home appliance chain retail enterprises. As of March 

2007, Suning has chain stores in 28 provinces and municipalities and more than 120 

cities in China, with more than 80000 employees. 

The evening of February 19, 2013, Suning Appliance Limited by Share Ltd 

announced that the multi-channel online and offline integration, the whole category 

management, open platform services based on morphology, Suning company intends 

to change the name to Su ningyun group Limited by Share Ltd, in order to better 

adapt with the business scope and business model. The name change can be seen as 

Suning Appliance technology transformation strategy taken another big step, but also 

announced that Suning "cloud business" new model officially unveiled. 

Because of its accurate management and unique brand management, Suning 

Appliance is one of the 20 major commercial enterprises in China, which has been 

mainly cultivated by the Ministry of Commerce of the people's Republic of China in 

June 2006. In July 21, 2004, Suning Appliance (002024) was listed on the Shenzhen 

stock exchange, and in August 4, 2005, the reform program of the share structure 

reform of Suning Appliance was adopted by the shareholders' meeting to achieve full 

circulation. In 2006, Suning Appliance continued to be favored by investors with 
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outstanding performance, and its market value continued to rise. It became the most 

valuable home appliance chain enterprise in China's capital market and achieved full 

circulation. In 2006, Suning Appliance continued to be favored by investors with 

outstanding performance. The company's market value continued to rise and became 

the most valuable home appliance chain enterprise in China's capital market. 

Because of the accurate management and brand management, brand Lab (World 

Brand) evaluated the value of "Su Ning" brand of 6 billion 842 million yuan in June 

2006. In December 2005, Suning Appliance passed the ISO9000 quality management 

system certification with strict standard, scientific and efficient internal management. 

In 2006, Suning Appliance were awarded "the most investment value of listed 

company" award, the 2006 most competitive listed companies, China business 

technology 100 and Chinese top 500 private enterprises in the top three, "the national 

employment and social security advanced private enterprise" in 2006, the best 

corporate public image award and other honors. 

1.3 Significance of the Study 

This paper will continue to study, Influence on consumer purchase intention 

satisfaction, the customer satisfaction has four main factors: the search of authenticity, 

website, website information quality and website information correlation. These four 

factors indirectly indicate the satisfaction of consumers' purchase intention. Customer 

satisfaction is the feeling of pleasure or disappointment that the customer perceives 

the product's effect (or result) as compared with the desired value. 
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Taobao is the largest retailer in the Chinese network, Taobao will have Ali 

Wangwang online shopping system can help customers understand the product, 

improve the quality of information website at the same time, businesses can give 

customers through the Ali Wangwang shop to introduce other products, help 

customers select the appropriate goods. 

Jingdong is a network sales company with its own logistics. For customers in 

remote areas, Jingdong products can be selected and Jingdong logistics is selected. 

This will increase customer satisfaction with online shopping. 

Suning Appliance owns entities, shops and online store companies, and 

sometimes customers in order to determine the size and quality of goods, you can go 

to Suning Appliance Store inspection, and then go to the network platform to buy 

products. This will improve customer confidence in the network platform and 

satisfaction with the platform. 

    Effects of perceived value on purchase intention of customers purchase, the three 

main factors of customer perceived risk perceived value and perceived value, through 

the cost effect, the influence of perceived value on customer purchase intention. 

Consumer perceived value is closely related to product price and risk, and consumer 

perceived value is directly related to consumer awareness of behavior. The 

relationship between the two is closely related. Consumer satisfaction also influences 

customer satisfaction, increase purchase consciousness, repurchase rate, strong brand 

can attract the attention of consumers, the price is low, can reduce consumers' 

perceived risk transfer, strong brand also means good consumer value, resulting in 

product consumer behavior intention pole. 

Larger shopping platform can reduce customer perceived risk, Taobao is China's 
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largest online shopping platform, is also the preferred company of online shopping 

customers. At the same time, in the online retail platform, Taobao's price is also the 

cheapest, low price, can increase customer's purchase intention. 

China's annual online shopping transactions 17 billion 300 million times, the 

annual per capita transactions 48 times. (CNNIC, 2015) through the survey of China 

Internet Information Center, the rate of online shopping in China is very high. But the 

number of population Chinese population in the rural areas and remote areas Chinese 

accounted for 48.73. of the total population (zhihu.2017). For the population in remote 

areas can be door-to-door goods online shopping can be very convenient, compared to 

the customer to go to the store to buy will reduce the purchase cost of this kind will 

increase customer awareness. 

For customers, if the same goods, the quality of the same, the net purchase price 

is lower than the store price, the customer will choose online shopping. Suning 

Appliance Quality is very secure, but Suning Appliance online shopping price is 

usually lower than the store price, the customer's perceived interests have been met, it 

will increase the awareness of shopping in the network platform. 

To study the three important aspects of consumer satisfaction, perceived value 

and customer purchase intention, and explore the relationship between them. 

1.4 Research Objective 

1. To study ease of search direct affect customer satisfaction on online retail in Hunan 

province. 

2. To study trust direct affect customer satisfaction on online retail in Hunan province. 

3. To study information quality direct affect customer satisfaction on online retail in 
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Hunan province. 

4. To study information relevancy direct affect customer satisfaction on online retail in 

Hunan province. 

5. To study perceived cost direct affect perceived value on online retail in Hunan 

province 

6. To study perceived risk direct affect perceived value on online retail in Hunan 

province 

7. To study purchase benefit direct affect perceived value on online retail in Hunan 

province. 

8. To study the customer satisfaction direct affect purchase intention on online retail in 

Hunan province. 

9. To study the perceived value direct affect purchase intention on online retail in 

Hunan province. 

1.5 Research Question 

1. Does ease of search direct affect customer satisfaction of online retail in Hunan 

province? 

2. Does trust direct affect customer satisfaction of online retail in Hunan province? 

3. Does information quality direct affect customer satisfaction of online retail in 

Hunan province? 

4. Does information relevancy direct affect customer satisfaction of online retail in 

Hunan province? 

5. Does perceived risk direct affect perceived value of online retail in Hunan 

province? 

6. Does purchase cost direct affect perceived value of online retail in Hunan province? 

7. Does perceived benefit direct affect perceived value of online retail in Hunan 

province? 

8. Does perceived value direct affect purchase intention on online retail in Hunan 

province? 
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9. Does customer satisfaction direct affect purchase intention on online retail in Hunan 

province? 

1.6 Expected Benefits 

1. From this study, the empirical analysis of the factors influencing customer purchase 

intention was conducted and found to be complete. There are many online retail 

platforms in China that can benefit from this article. In this study, China online retail 

platform to pay more attention to customer satisfaction and customer perceived value, 

so as to improve the sales network platform sales strategy is an important factor 

affecting the customer's purchase intention. 

2. This research provides a profound decision on customer purchase intention, so as to 

get a better understanding of online marketing platform and adopt appropriate 

marketing planning based on the conclusions of this paper. Through this study, an 

online marketing platform or organization can obtain useful information to enhance 

customer purchase intention. 

3. The results of this study will help the online marketing platform to understand the 

impact of customer satisfaction and perceived value on the purchase intention, thereby 

improving the sales service platform to meet consumer demand. 

4. The results of this study will help the online marketing platform to understand 

consumer preferences, thus enabling online marketing platform to better develop 

marketing strategies. Help consumers to enhance the trust and purchasing power of the 

network platform, and play an important role in the long-term development of 

network sales platform. 
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1.7 Operational Definitions  

Ease of search refer to website navigation ease of search product, ease operating 

system. 

Trust refer to online retail website is integrity, customer information have a 

privacy and security online shopping environment. 

Information quality: Customer can understand the product through on-line 

information to determine whether the product is suitable. 

Information relevant: Supplementary information, data which is applicable to the 

situation or problem at hand that can help solve a problem or contribute to a solution. 

Customer satisfaction: the feeling of pleasure or disappointment formed by a 

customer after comparing the perceived effect (or outcome) of a product with the 

expected value. 

Perceived value: A customer's opinion of a product's value to him or her. It may 

have little or nothing to do with the product's market price, and depends on the 

product's ability to satisfy his or her needs or requirements 

Perceived risk is defined as the subjective expectation that consumers will 

consider loss when they purchase online  

Purchase cost refers to the purchase cost of a consumer is the cost of the social 

recognition given by the consumer for the purchase of the product. Generally includes 

energy, economy, time, physical and other cost. 

Perceived benefit refer to product is defined by society as a product of 

satisfaction, can provide convenience and comfort to consumers.  
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Purchase intention: the willingness of a customer to buy a certain product or a 

certain service is known as purchase intention. 

 

 

 

 

 
 

CHAPTER 2 

LITERATURE REVIEW 

 

The second chapter expounds the relevant theory and literature. By linking 

different theories, the reader can understand the relationship between variables and 

purchase intention. At present, scholars both at home and abroad believe that there are 

many factors influencing purchase consciousness. This paper selects two main factors 

and seven indirect factors that influence the purchase intention. On the basis of 

previous studies, a feasible research hypothesis is put forward. 
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Related Literature 

Monroe proposes a model of perceived price and purchase intention. Perceived 

value has significant influence on purchase intention. Thaler also points out that 

consumer perceived value is a causal variable in consumer purchase intention. In 

Chinese research, perceived value is also used as an alternative and extension of the 

theory of social transaction theory and investment model theory, which determines the 

degree of substitution of individual relationships. Some scholars divide the 

relationship between customer satisfaction and customer behavior into 2 different 

views: (1) the low satisfaction of customer behavior is mediated by "attitude", and is not 

directly controlled by the satisfaction. Research such as Bearden has proved this view. 

Second, customer satisfaction is independent, and customer satisfaction has direct 

effect on their behavior. Studies such as Oliver have also shown that high satisfaction 

has a significant impact on the customer's intention to buy cars. As a result, the cost of 
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switching from one service provider to another is positive not only to customer loyalty, 

but also to the relationship between satisfaction and purchase intention. A sound 

market structure will affect the profitability of traditional channels, such as customer 

satisfaction (Qiao Lin and Sullivan, 1993). Customer perceived value is an important 

basis for the purchase decision of the customer, the consumer perceived value 

decision utility and cost itself, another kind of performance and potential risks to the 

consumer behavior is estimated to be consumers' perceived value. (Gao, Kai, 2009). 

Since customer satisfaction and perceived value are the basis for judging purchase 

intention, this study attempts to identify and test factors that influence the structure of 

online shopping. In addition, the purpose of this study is to develop a model to explain 

and measure these sufficient to demonstrate the effects of structure and to have 

practical use as a rapid online satisfaction feedback. 

2.1 Customer Satisfaction   

Follow the formation process of economic psychology and consumer behavior of 

satisfied customers (Nigel H, Jim A, 2002). According to Manfred B, Michael A of G, 

the customer in the online shopping and consider buying, some expectations for the 

shopping platform service and customer choice in the purchase and selection of 

products, the formation of perception of platform satisfaction and commodities, often 

exists between expectation and perception differences. When the perception was 

higher than expected, a higher degree of customer satisfaction, customer purchase 

intention is higher. When the perception has not reached the expected level, the lower 

the degree of customer satisfaction, customer purchase intention is low. In addition, 
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the customer has certain effect on the website of the search, trust, information quality 

and information relevance perception on customer satisfaction, and the impact on 

customer purchase intention (Tor W A, Bodil L, 1959) can be said Customer 

satisfaction will lead to the customer's purchase intention to improve, so that customer 

satisfaction is the customer purchase intention variable (Liliana L B, Lester W J, 2000), 

can make some degree of interpretation on customer purchase intention. Establish a 

good market structure will affect customer satisfaction and other traditional channels, 

profitability (Qiao Lin and Sullivan, 1993), trust (2002 bar and Pavlou), easy to use 

(Gefen et al., 2003), information content and design (2002 Ranganathan and Gunnar 

Bardi) are important factors affecting the quality of on-site experience may affect 

customer satisfaction. According these four factors literature review, this study 

forecast customer satisfaction direct affect purchase intention.  

 

 

 

 

 

 

 

 

Figure 2.1 Literature of Customer Affect Intention Framework  

Source: Influencing Variables on Outsourcing Repeat Purchase Intention by 
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Thailand’s Kasikornbank PCL 

 

2.1.1 Ease of Search  

The site's easy to search function is an important part of the online store 

experience. (Davies, 1989) in the case of online retailers, the use of Web navigation 

technology allows users to search sites easier to find the products they are looking for 

(Yoo and Donthu 2001). As a result, websites have good navigation mechanisms, ease 

of search refer to website navigation ease of search product, ease operating 

systemsuch as functional linking and well-organized layout, to improve the overall 

site usage and information search (Palmer, 2002). 

Yoo and Donthu (2001) and Todd and Benbasat (1992) found that customers had a 

positive correlation between site search function and site performance satisfaction. 

Further support by Huizingh and Hoekstra (2003), easy to search for changes in 

consumer attitudes, the direct impact on the site. Therefore, this study proposes that 

ease of search have a significant impact on online shopping customer satisfaction 

experience. 

2.1.2 Information Quality 

Information quality is one of the important factors that influence the experience 

of the website. With the visible situation on the Internet, consumers can understand the 

product through on-line information to determine whether the product is suitable. (Jin 

and Kim, 2010). 

Network display is virtual, customers can not touch the product, only through text 
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and pictures to understand the performance and practicality of products. Product 

information quality plays an important role in introducing products and displaying. 

Thus, its theory, website information quality consumer perceptions of Web site 

experience satisfaction on e-commerce sites. 

2.1.3 Information Relevancy  

Due to the development of the network completely expand the denotation and 

connotation of the traditional sense of service, many researchers conducted extensive 

research and Discussion on the adaptability of information such as Zeithaml quality of 

service in the network environment, Parasuraman and Malhotra (2000) the earliest on 

electronic information service quality research field defines the conceptual model put 

forward the quality of electronic information service. The induction reduced 11 

evaluation of electronic information service quality dimensions: reliability, 

responsiveness, availability, flexibility, easy of search, efficiency, assurance, security 

privacy, price information, site aesthetics, relevancy. In this study collect these 

evaluation of electronic information service quality factor relevance to analysis. In the 

context of retailers, topics, or content, consumers are interested in product information 

and prices. (loiacano, et, al., 2007) find strong evidence that there is a positive 

correlation between them, and that the evaluation of information can give some useful 

information about the product and make the content more convincing. Data applicable 

to situations or problems that can help solve a problem or help solve a problem. This 

study further proposes that the content of online retail platform has relevance, which 

has an important impact on customer satisfaction. 
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2.1.4 Trust  

Customer trust is the customer's trust to the brand product and the brand 

enterprise, and they can rationally face the success and disadvantage of the brand 

enterprise. Therefore, customer trust affects customer satisfaction and plays a vital 

role in the survival and development of enterprises. A survey of Bain & company, the 

claims on the product and the enterprise trust and even very trust customers, 65%-85% 

customers will turn to other products, only 30%-40% customers will buy the same again 

with the same type of products or similar products (Zhouhuating, 2014).  

A virtual nature of online shopping, belongs to intangible products, customers do 

not have the ability to feel and touch the product, do not know the quality of the 

product, has a certain risk for customers, trust is a very important factor, to provide 

assured shopping (Belanger, Hiller and Smith, 2002). Therefore, the shopping website 

has a certain degree of trust, for customer satisfaction is an important factor. 

The empirical background of the website shopping, the credibility of the research 

hypothesis, is an important factor for consumers to be in e-commerce sites, and the 

focus should be on privacy and security perspectives. In today's world of complex 

network analysis, synchronous browsing and online privacy are a major concern for 

Internet users (Brown and muchira, 2004). Consumers are worried about their details, 

the collected information, the information will be used for a variety of purposes, from 

hate to a variety of products and services to sell some of the spam, the main problem 

is the credit card fraud and identity theft (Belanger et al., 2002). Therefore, trust is very 

important, some websites take measures, such as privacy statements, found to allow 

consumers to "rest assured" and "trust" to promote e-commerce sites (Kim and benbasat 
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2005). 

As China's first online retail platform, Taobao has a good degree of trust and 

security measures to give customers a safe shopping environment. Taobao is the third 

party payment system, Alipay, Alipay China is leading third party payment platform, 

committed to providing simple, safe and fast payment solutions. Alipay company was 

established in 2004, has always been to "trust" as the core products and services. 

 

 

 

 

 

 

 

Figure 2.2  Literature of Major Factors Affect Customer Satisfaction Framework 

Source：Antecedents to Website Satisfaction, Loyalty, And Word-Of-Mouth 
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Since the 90s of last century, the research of customer perceived value has 

become the focus of scholars' attention. The study of customer perceived value 

originates from the study of customer value. Research on customer value is mainly 
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interpreted as the customer perceived value, customer perceived value to customers or 

business; (2) from the perspective of customer value, customer assets tend to bring the 

value of enterprise, the customer is. Many scholars believe that customer perceived 

value has a direct impact on enterprise competitive advantage. ( Huang WenYan.2015）

The consumer's perceived value of the purchased product determines whether the 

consumer buys the product, and the consumer's perceived value of the product plays a 

major role in the decision making of the consumer when buying the product. (Zhu 

Guanyu, Yu Zhiyi, 2014). Perceived value is the overall evaluation of the benefits of 

the product or service when the consumer can perceive the gains and the cost of the 

product. A large number of studies have shown that customer perceived value has 

positive correlation with consumer purchase intention. (Huang Wenyan. 2015) 

Perceived value, perceived benefit and perceived risk affect three aspects of 

perceived value. Online shopping is also faced with huge risks and perceived risks of 

shopping. The original concept was developed by Bauer of the Harvard University 

(1960). 

Stretching out from heart science. Bauer believes that any consumer purchasing 

behavior may not be fully aware of its expected results is correct, and some results 

may be unpleasant to consumers. Therefore, consumer purchase decision-making 

implicit uncertainty, as well as this uncertainty, risk is the first concept. 

Sandra, Shi, et al. (2003) when consumers consider online shopping, the perceived 

risk is defined as "subjective expected loss". Yu Dan, Li Guanghui, et al. (2006) when 

consumers consider the possibility of subjective possibility of online shopping, the 
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perceived risk online is defined as the seriousness of the adverse consequences of this 

shopping. 

Generally speaking, the definition of network consumers' perceived risk, can be 

summarized as the following three points: (1) the network consumer perceived risk 

perceived risk is based on the traditional thought; (2) emphasize the subjectivity of 

network consumers' perceived risk. Perceived risk is the possibility of consumers' loss 

expectation and future consumption risk. Sandra, Shi, etc. (2003) also believe that 

consumers in online shopping, the loss of their own expectations, but also based on 

personal subjective wishes to define. Yu Dan, Li Guanghui (2006) also emphasized the 

subjectivity of risk perception is very strong, consumers in the online shopping risk 

prediction, forecasting the possibility that may not meet the actual situation, 

depending on the dimension of knowledge of consumers, the personality 

characteristics and information; (3) the probability of occurrence and loss is the core 

concept of risk perception. Intention was first developed from the field of psychology. 

According to the definition of Fishbein (1975), willingness is the subjective 

probability of an individual performing a specific act, and purchase intention is the 

subjective probability of a consumer engaging in a particular purchase behavior. The 

three aspects mentioned above can be seen as the performance of online shop to meet 

customer needs and create customer value from different dimensions. 

The definition based on perceived value, perceived value variables of consumers 

identified as the three factors affecting the perceived benefits, perceived risk and 

purchase cost, namely the customer perceived value is influenced by three factors of 

the perceived usefulness, perceived risk and perceived cost. Among them, the greater 
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the perceived utility of consumers, the greater the perceived value of consumers; the 

greater the perceived risk of consumers, the smaller the perceived value of consumers; 

the greater the purchase cost of consumers, the smaller the perceived value of 

consumers. Consumers can assess perceived value, perceived risk, and perceived 

value after purchasing costs (Wang Chong, 2007). 

In the decision-making process, consumers must measure their perceived value. In 

the study of many foreign scholars is the most important factor affecting customer 

perceived value is customer repurchase intention (Dong, 2004; 1997; babinetal, 

Parasuraman, 1994). Kotler and others (1998:34 - 36) argue that consumer purchases 

take into account both the total consumer value and the total customer cost, that is, the 

difference between perceived consumer value and perceived value. The consumer 

determines the likelihood of purchase by determining whether the product has reached 

its desired value. 

 

 

 

 

 

 

 

 

Figure 2.3 Literature of Perceived Value Affect Purchase Intention Framework 

Source： Participating in Social Network Online Purchase 
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2.2.1 Perceived Benefit 

The customer value is customer perceived value, namely the comparison between 

customer perceived benefits and customer perceived sacrifices. Third most important 

antecedents of customer perceived value are customer perceived risk , customer 

perceived benefit and customer perceived cost. Perceived benefits of products are 

defined by society as a product of satisfaction. The ability to respond to a desire or 

demand; including all kinds of work. The convenience, comfort, etc of a consumer 

(Philip Kotler). The value of a product or service is the benefit of the customer. This 

benefit is the most important factor in perceived value. For example: telephone 

communications, for customers, mobile phone reliability, security and confidentiality 

is very important, customers are willing to pay for these features. Perceived benefit 

significantly affected perceived value (Zaithaml, 1988). 

Principle of maximizing perceived benefits. The advantage is that consumers can 

benefit from a specific product or service (Garvin, 1983; Zeithaml, 1988). The 

principle is that consumers always seek to maximize their interests by choice, 

implementation, and maximum satisfaction of decisions. According to this guiding 

principle, the purchase decision is the profit maximization principle. This is the 

embodiment of perceived benefits affecting perceived interests.   

2.2.2 Perceived Cost 

Perceived cost refers to the total expenditure on consumption in the process of 

actual customer feel, is the sum of time, money, energy, physical and psychological 

cost of the customer in the process of consumer goods or services to the customer, and 
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not only refers to the price. The discussion of perceived value added strategy focuses 

on how to increase the value of core products. Indeed, less perceived cost will 

undoubtedly increase customer perceived value for the customer, but if the customer 

perceived cost unchanged, reduce customer perceived cost is also increasing customer 

value of a good way. In order to reduce the perceived cost of customers, enterprises 

must fully understand the customer perceived value chain and the activities that 

constitute the value chain, and grasp the knowledge about customer needs and 

preferences. In fact, the purchase price and the convenience in time and space are also 

the factors that influence the customer perceived cost. (Yang ling, Wang YongGui. 

2002) 

The average purchase cost of a consumer is the cost of the social recognition 

given by the consumer for the purchase of the product. Generally includes energy, 

economy, time, physical and other costs (Ye fuqan & Houlun 2011). The value is the 

price, the customer value is equivalent to the price of that customer perceived value in 

payment is the most important, will also impact on the customer perceived value. The 

price paid by the customer is the purchase cost, which can show that the purchase cost 

affects the perceived value. (Zaithaml,1988).  

2.2.3 Perceived risk 

Perceived risk, or consumers' subjective expectations of loss, can provide a useful 

analytical framework for identifying and interpreting barriers to online shopping. 

Since 1960, Harvard University scholar Bauer for the first time the concept of 

"perceived risk" from psychology into consumer behavior, perceived risk in the West 



 34 

has been used to explain the behavior of the traditional shopping, home shopping 

behavior (such as telephone or mail order shopping) and associated with a variety of 

media shopping risk. Mitchell (1999) believes that consumers tend to reduce their 

perceived risk rather than maximize their perceived value when they make purchase 

decisions, and perceived risk is more powerful and powerful in explaining consumer 

behavior. Kotler (1997), a famous marketing expert, once pointed out that consumers' 

change, postponement or cancellation of purchase decisions are largely influenced by 

perceived risks. 

Perceived risk is defined as the subjective expectation that consumers will 

consider loss when they purchase online". Yu Dan, Li Guanghui, et al define online 

perceived risk as a subjective expectation of the seriousness and likelihood of the 

adverse consequences of such shopping when consumers consider online shopping 

(Wang Yu et al., 2009). Perceived wind insurance can be summarized as: financial risk: 

loan loss, credit card theft losses; time risk: information search time, delivery time is 

too long, too long, too long to return to pick up time; performance risk: fake risk, 

product risk; psychological risk: psychological stress; physical risk: physical injury 

risk: the loss of personal information privacy; shopping habits are tracking, 

unauthorized contact; service risk: return risk, maintenance risk, no sales personnel 

risk; risk of payment: online payment failed, hackers steal credit cards; information 

risk: the credibility of the web site. (Huber&Herrman) through the study of perceived 

value, consumer perceived risk significantly affects their perceived value. Kaine 

(C.Keen) believes that the perceived value of consumers is not only the purchase cost, 

but the purchase of products all perceived costs, in addition to the purchase cost, but 
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also includes perceived risk. Consumer shopping is not only about product quality and 

after-sales service, but also about the amount of money and time spent buying the 

product, whether it is convenient to buy the goods, and the risks of buying the goods. 

In particular, consumers in the online shopping, from the products, online ordering 

and payment risks such as unprecedented increase, consumer decision result is more 

uncertain, the study concluded that perceived risk and other factors influence 

compared to impact on consumers' perceived value is more significant. 

(Jarvenpa&Todd) study the influencing factors of perceived value of Internet 

consumers, and think that products, services and consumer perceived risk have 

significant influence on perceived value.  

The price is the quantity of money to get consumers to give up some products or 

services, perceived risk is the consumer for the purchase decision results and the 

consequences of uncertainty, so the risk is representative of a future and uncertain 

may cost, risk cost should influence the buying behavior of consumers is more 

significant (Wood and Scheer, 1996). Dong Hai (2005) studied the perceived risk 

components and risk avoidance strategies of online shopping. Shao jiabing (2006) 

analyzes the effective strategies to improve perceived value of e-commerce from the 

point of view of reducing perceived risk. 
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Figure 2.4 Literature of Major Factors Affect Perceived Value 

Source: Consumer Trade-Offs between Benefits and Risk of Online Shopping: The 

Moderating Effect of Information Source 

 

 

2.3 Purchase Intention 

The concept of "Intention" was first learned from the field of psychology, which 

refers to the subjective probability of individuals engaging in specific behavior. 

Purchase intention: the probability of consumers' willingness to take specific purchase 

behavior. It has been proved to be an important index to predict consumer behavior. 

Dodds et al believes that purchase intention refers to the subjective probability or 

probability of a consumer purchasing a particular product or brand. Schiffma and 

Kanuk point out that purchase intention is a measure of consumer purchase of a 

product or service. Based on previous studies, we can find that purchase intention is 

the subjective tendency and willingness of consumers to choose and buy a product. 

2.4 Theoretical Framework 

Based on the previous literature, the online customer satisfaction, perceived value, 

2 main factors were studied in order to understand the online shopping behavior of 

consumers, segmentation and selection through the consumer buying process. from the 

Perceived cost  
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questionnaire design, the research describes the questionnaire base on a research 

model. the researcher has developed conceptual model as seen in figure 2.5. 
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Figure 2.5 Conceptual Framework 
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2.5 Hypothesis 

H1: online retail company website Ease of search direct affect customer satisfaction 

H2: online retail company website trust direct affect customer satisfaction 

H3: online retail company website Information quality direct affect customer 

satisfaction 

H4: online retail company website Information relevancy direct affect customer 

satisfaction 

H5: perceived benefit direct affect perceived value 

H6: Perceived cost direct affect perceived value 

H7: perceived risk direct affect perceived value 

H8: customer satisfaction direct affect purchase intention 

H9: perceived value direct affect purchase intention 

CHAPTER 3 

METHODOLOGY 

 

The focus of this chapter is to present the methodology of collecting and 

interpreting data for this study. In addition, a method is proposed to analyze the 

determinants of consumer purchase intention. 
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3.1 Research Design 

This study used questionnaires to answer nine questions: 

1. Does ease of search affect customer satisfaction of online retail in Hunan province? 

2. Does trust affect customer satisfaction of online retail in Hunan province? 

3. Does information quality affect customer satisfaction of online retail in Hunan 

province? 

4. Does information relevancy affect customer satisfaction of online retail in Hunan 

province? 
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5. Does perceived risk affect perceived value of online retail in Hunan province? 

6. Does perceived cost affect perceived value of online retail in Hunan province? 

7. Does perceived benefit affect perceived value of online retail in Hunan province? 

8. Does perceived value affect purchase intention on online retail in Hunan province? 

9. Does customer satisfaction affect purchase intention on online retail in Hunan 

province? 

The questionnaire of customer satisfaction and perceived value of online retail 

industry in Hunan was designed. This study design questionnaire is English language 

but the research area in china Hunan province, so questionnaire use English and 

Chinese two language. 

The questionnaire consists of three parts: demographic information, customer 

satisfaction and perceived value. Because this study first step is to know customer 

information, so the first part of design is demographic information, to understand the 

personal information of consumers involved in the survey. Second is to understand the 

consumer satisfaction of online shopping in Hunan province. Consumer satisfaction in 

online shopping is divided into four main factors: easy search, website information 

quality, website information, relevance and trust. Through these four parts to 

understand whether customer satisfaction affects purchase intention. The last part is 

perceived value. The perceived value in people's life comes from three main aspects: 

perceived risk, perceived benefit and purchase cost. Customer perceived value can be 
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understood through these three parts. So this part designed three small parts, the first is 

the purchase cost, because the price (cost) is the first feeling of customers, no online 

retail store rent, no electronic fee and water fee, if the price of similar products of the 

same store or above the store's customers may give up online shopping, the store's 

customer can understand the store sales price by service and store decoration, but 

cannot feel the online store customer service, do not know the quality of the products. 

(unless luxury goods are the highest because of the Chinese product tax, if customers 

choose to buy luxury goods online, sometimes the product sells at a price greater than 

that of the store.) The second smallest is trust, and the biggest problem with online 

shopping is payment (trust). Customers worry that can’t receive the product after the 

payment, so China leading online retail company Taobao Alipay technology, customer 

payment to the Alipay system, then the merchant shipping. When the customer 

receives the goods entering the system, the merchant can receive the money. As a 

result, the system can increase consumer confidence in the online retail platform. The 

last part is perceived risk, Consumers buy counterfeit products more likely to buy 

after that perceived risk possibility of buying similar products at lower prices and 

larger online, worry about the actual product and website products on display, and not 

the actual product. 

This paper designed a questionnaire survey, divided into three main parts and 

seven small parts. Through the questionnaire designed in this paper, the study can 

answer the question of the influence of customer behavior and perceived value on the 

purchase intention of Hunan. 
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3.2 Population and Sample 

3.2.1 Population  

The research population of this study is mainly the users who has the experience 

of online shopping. From Hunan Internet development and security status report 2016 

there are 30 million 130 thousand online shopping customers in Hunan province. So in 

this research will use this number as the population. 

3.2.2 Sample 

According Hunan population survey news, Hunan province online shopping 

customer have 30 million 130 thousand, an increase of 8.6%, higher than the national 

average (6.9%) of 1.7 percentage points, for more than 8.5% consecutive quarters stable 

at more than. Overall Hunan is appropriate area, whether location or economic. This 

simplified formula assumes a 95% confidence level and the maximum variance 

(p=0.05) .The formula is shown below: 

n=N/1+N (e2)                                                     (1) 

Where  

n is the sample size 

N is the population size 

E specifies the desired level of precision, where e = 1-precision 

According Fenghuang technology website date Hunan total online shopping 

customer population is 30.13 million (2017), which precision level can be expected at 
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5 %. 

Where  

n is the sample size 

N is 30130000 

E specifies the desired level of precision, where e = 1-95%=0.05 

n=30130000/1+30130000 (0.052) ≈ 400 samples 

From the calculation, the sample size was approximately 400 sample. Therefore, 

the appropriate sample size for the research was 400. 

3.3 Data Collection 

3.3.1 Tools 

In this study, questionnaires were used to collect data, and 400 questionnaires 

were collected from online shopping consumers in Hunan province. Data were 

collected from various regions of Hunan province. This research uses the Chinese 

“Wenjuanxing "survey website, Wenjuanxing questionnaire network is a professional 

online survey, evaluation, and voting platform, Wenjuanxing questionnaire to focus on 

data collection, custom reports, functional analysis of the survey results. Wenjuanxing 

has the advantages of quick, low cost and easy operation. Questionnaires were 

released through WeChat, micro-blog, and major social APP, which kept the 

questionnaire random and gave real questionnaire data (follow the collect data: 

WeChat total collect questionnaire 330, major social APP collect questionnaire 67 and 

micro-blog collect questionnaire 3 ). 
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Table 3.1 Source of Customer Information 

No.  Customer introduction Source 

1.  Do you use online shopping  

a. yes 

b. no 

Brent Coker(2013) 

2.  How long time use for online shopping for every 

time 

a. Less than 30 minutes  

b. 31-60 minutes 

c. 61-90minutes 

d. More than 90minutes 

Brent Coker(2013) 

3.  Which online retail platform you usual use 

a. Taobao 

b. Suning  

c. Jingdong  

d. Guomei  

e. Geihui.com 

f. Chinese amazon 

g. Weipinhui 

h. Jumeiyoupin 

i. Dangdang 

j. Yihaodian  

k. Beauty.com 

l. Mogujie 

m. Lashou.com 

n. Meituan 

o. Nuomi.com 

Brent Coker(2013) 

 

 

 

 

Table 3.2 Source of Ease of Search 

No.  Ease of search Source  

1.  Ease of search the online retail website 

a. Strongly disagree 

b. disagree 

c. no opinion 

d. agree 

e. strongly agree 

Brent Coker(2013) 

2.  Online shop commodity classification clear 

a. Strongly disagree 

b. disagree 

c. no opinion 

d. agree 

e. strongly disagree 

Zhou die (2014) 

3.  Online retail website have ease operation system 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Yang qi (2006) 
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Table 3.3 Source of Trust 

No.  Trust  Source  

1.  Trust the security of the online retail website 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Brent Coker(2013) 

2.  Online shopping website is integrity  

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Li xuexin&zhongkai (2013) 

3.  Online shop customer information is privacy  

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Ma hongjun (2011) 

 

 

 

 

Table 3.4 Source of Information Quality 

No.  Information quality  Source  

1.  Sufficient product information quality on online 

retail website 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Brent Coker(2013) 

2.  Online retail website information design is practical 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Ranjbarian(2012) 

3.  Online retail website promotion information is 

attractive 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Ranjbarian(2012) 

 

 

 



 46 

 

Table 3.5 Source of Information Relevance 

No.  Information relevance  Source  

1.  Sufficient content Information relevancy 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Brent Coker (2013) 

2.  Information relevancy solve online shopping 

problem 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Bai HaiQing, Liu TongYan & 

Luo TingTing (2005) 

3.  Web sites recommend information about alternatives 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Bai HaiQing, Liu TongYan & 

Luo TingTing (2005) 

 

 

 

Table 3.6 Source of Perceived Risk 

No.  Perceived risk Source  

1.  In online shopping, rarely buy counterfeit and 

shoddy products 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

(Wood＆Seheer。2005) 

2.  Product exchange goods has small probability 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Chen yiwen &Majiwei(2012) 

3.  Online shopping products quality has guaranteed 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Baihaiqing(2011) 
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Table 3.7 Source of Perceived Benefit 

No.  Perceived benefit  Source 

1.  Online shopping saves time cost 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Fabiaoba(2017) 

2.  Online shopping is convenience, not regions limited. 
a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Maojiye (2011) 

3.  Online shopping product is benefit for customer 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Hu zichao (2006) 

 

 

 

 

 

Table 3.8 Source of Perceived Cost 

No.  Perceived cost Source 

1.  Online shopping total expense higher than physical 

store expense 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

C．Keen，(2004) 
 

2 Online retail products price cheaper than physical 

store 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

(Jarvenpa&Todd，2005) 

3 In online shopping, you can reduce cost except 

products price.(eg: transportation fee) 
a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

(Jarvenpa&Todd，2005) 
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Table 3.9 Source of Customer Satisfaction 

No.  Customer satisfaction Source 

1.  Online shopping platform customer serve is good 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Wangxun&Yangfujun(2017) 

2.  Online shopping platform customer serve speed 

satisfy me 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Song lei (2014) 

3.  Online shopping platform delivery speed let satisfy 

me 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Chen xiangqing(2016)  

 

 

 

Table 3.10 Source of Perceived Value 

No.  Perceived value  Source 

1. My online banking account is safe during the online 

shopping process. 
a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Yangyi (2007) 

2.  I bought good quality products is a reasonable price 

at online shopping. 
a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Guangtao , Gaojing & 

Zhangxuetong (2017) 

3.  The information is identical with my online shopping 

platform product. 
a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Wang liping(2014) 
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Table 3.11 Source of Purchase Intention 

No.  Purchase intention Source 

1.  In the future, I will continue use online platform to 

buy product. 
a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Ma weihua, Zhao fangmin & 

Yaoqi(2017) 

2.  In the future, I will recommendation to my friend use 

online shopping 

a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

a. Strongly agree 

Liu tong, Chen xi & Chen 

yiwen.(2017) 

3.  In the future, I will increase purchase number of 

times on online shopping. 
a. Strongly disagree 

b. Disagree 

c. No opinion 

d. Agree 

e. Strongly agree 

Zhang ying (2017) 
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Table 3.12 Source of Demographic 

No.  Demographic  Source 

1.   Age 

a. 18-28years old 

b. 29-39 years old 

c. 40-50years old 

d. 50 years or older 

 Susan E. Wyse (2012) 
 

2.  Marital status 

a. Single  

b. Married  

c. Widowed  

d. Divorced  

Hanzaee, Teimourpour 

&Teimourpour (2012) 
 

 

3.  Education  

a. High school graduate and below high school 

b. College graduate   
c.  University graduate     

d.  graduate or above     

Hanzaee, Teimourpour 

&Teimourpour (2012) 
 

 

4.  Employment status 

b. Employed 

c. Self-employed 

c.  Out of work  

d.  Out of work but not currently looking for work 

e.  student 

f.  Military 

g.  Retired 

h.  others 

Hanzaee, Teimourpour 

&Teimourpour (2012) 
 

 

5.  Monthly income  
a. less than 1000 Yuan   

b. 1001-3000 Yuan    

c. 3001-5000 Yuan 

d.5001-7000Yuan       

e. More than 7000 Yuan 

Hanzaee, Teimourpour 

&Teimourpour (2012) 
 

 

3.3.2 Plan 

According to China's online shopping customer analysis in 2017 (Bai Yang, 2017), 

there are 30 regions in Hunan province. According to the population size of online 

shopping customer and proportionately to calculated the number of questionnaires in 

each area. Because each region is difference, this study give each region 

questionnaires and according the proportionately calculated give difference region 
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difference questionnaires number. This study will use china questionnaires website to 

research hunan province regions, because this website can choose research regions, 

data efficiency can also be guaranteed. Through WENJUANXING website choose 

region, Ensure the authenticity of each regional questionnaire and the quantity of the 

questionnaire. 

Table 3.13 Hunan Province Rate of Questionnaire Population 

No. Regions of Hunan Rate of population  Questionnaire number  

1 Changsha  0.07  28 

2 Yueyang 0.04 17 

3. Yongzhou 0.05  20 

4. Zhuzhou 0.03  13 

5 Changde  0.045 18 

6 Huaihua  0.039 15 

7 Xiangtan 0.04 17 

8 Zhangjiajie 0.024 9 

9 Loudi 0.036  14 

10 Hengyang 0.045  18 

11 Yiyang 0.046  18 

12 Xiangxi 0.028  11 

13 Shaoyang 0.052 21 

14 Chengzhou 0.04  16 

15 Liuyang 0.021  8 

16 Youzhou 0.028  11 

17 Hengshan 0.017  7 

18 Leiyang 0.031  12 

19 Qizhou 0.029 11 

20 Shaodong 0.029 11 

21 Wugang 0.024  10 

22 Miluo 0.036  15 

23 Lizhou 0.035  14 

24 Yuanjiang 0.031  12 

25 Zixing 0.023 9 

26 Daozhou 0.02  8 

27 Yuanlin 0.018  7 

28 Jingzhou 0.017  7 

29 Lengshuijiang 0.025 10 

30 Mengdong 0.018  7 

Source: China's Online Shopping Customer Analysis in 2017 
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3.4 Data Analysis 

3.4.1 Descriptive Statistics are Used to Describe the Basic Features of the Data 

Gathered From Surveys. 

This article has collected 427 questionnaires, 14 questionnaires were not used in 

online shopping, is defined as invalid questionnaire, and 13 questionnaires all the 

answers are the same, does not have the significance of the research, so in the end for 

the study of the questionnaire is 400. 

1. Descriptive statistical analysis Frequencies and percentage: use for analysis 

questionnaire part 1 demographics such as age, marital status, education, employment 

status, monthly income. Through frequencies and percentage analysis this study can 

get the data which crowd usually use online shopping and mostly use which website 

to online shopping.  

2. Descriptive statistical analysis Means and standard deviation: use for analysis part 2 

(customer satisfaction) and part 3(perceived value). Through calculate means and 

standard deviation the researcher can get each factor which aspect is most import for 

research objective.   

3.4.2 Inferential Statistics are use to Test Hypothesis 

1. Multiple regressions is use for test the relationship between ease of search and 

customer satisfaction as in hypothesis 1, trust and customer satisfaction as in 

hypothesis 2, information quality and customer satisfaction as in hypothesis 3, 

information relevancy and customer satisfaction as in hypothesis 4. And the 

relationship between perceived benefit and perceived value as in hypothesis5, 
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perceived risk and perceived value as in hypothesis 6, purchase cost and perceived 

value as in hypothesis 7. The multiple regression will test each factor data is feasible 

or not, this method is very import for research result. 

2. Simple regression is used for test of the relationship between customer satisfaction 

and purchase intention as in hypothesis 8, relationship between perceived value and 

purchase intention as in hypothesis 9. Simple regression also test the factor data is 

feasible or not, but this method only one dependent. 

 

3.5 Reliability Text  

In order to ensure an effective questionnaire, it is need to test it before distributing 

it. The credibility of the survey questions were measured by Cronbach’s Alpha. 

Cronbach’s alpha value is a tool for testing the consistency of questionnaire. It’s 

considered to be reliable and acceptable if Cronbach’s alpha value greater than 0.7 

(Nunnally & Berstein, 1994). The test results of reliability have been shown as follows: 

Table 3.14 Reliability Text 

 

Based on the result of reliability test, was performed for ease of search, trust, 

Factor Cronbach’s Alpha (Pre-test) Cronbach’s Alpha (Final) 
Ease of search 0.876 0.901 

Trust  0.870 0.900 

Information quality 0.867 0.897 

Information relevance 0.874 0.902 

Perceived risk 0.879 0.905 

Perceived benefit 0.876 0.903 

Perceived cost 0.876 0.901 

Customer satisfaction 0.879 0.902 

Perceived value 0.864 0.898 

Purchase intention 0.877 0.898 
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information quality, information relevance, perceived risk, perceived cost, perceived 

benefit, perceived value, customer satisfaction and purchase Intention, resulting in 

Cronbach’s alpha were all greater than 0.7, which is an indication of a reliable and 

acceptable questionnaires in this research. 
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CHAPTER 4 

ANALYSIS RESULT 

 

This chapter mainly through the questionnaire survey data analysis, verify the 

validity of this hypothesis, also verify the influence of various factors on customer 

purchase intention. 
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4.1 Demographic Characteristic 

In the section one, each survey object Hunan online customer, the online 

shopping consumer use are different, the percentage and frequency of online shopping 

consumer information was show as follow: 

 

Table 4.1 Demographic Type in the Sample of 427 Respondents 

Online customer Information Frequency Percentage% 

use 400 93.68% 

Not use 14 3.28% 

Same answer 13 3.04% 

 

The figure showed that there were 400 online shopping customer of respondent 

which account for 93.68%. From this table exhibition most of Hunan's online users will 

use the online shopping platform. 

In the second part, it surveys the situation of consumer's consumption of online 

shopping, the percentage and frequency of online shopping consumer information was 

show in the table 4.2.  

Table 4.2 Consumption Situation in the Sample of 400 Respondents 

Consumption information Frequency Percentage% 

long time use online shopping 

Less than 30 minutes 91 22.75 

31minutes – 60 minutes 215 53.75 

61minutes – 90 minutes 67 16.75 

More than 90 minutes 27 6.75 

Usually use which platform 

Taobao  305 76.25 

Suning  7 1.75 

Jingdong  29 7.52 

Guomei 2 0.5 

Geihui.com 1 0.25 

Chinese amazon 8 2 

Weipinghui 22 5.5 

Jumeiyoupin  2 0.5 

Dangdang 6 1.5 

Yihaodian  2 0.5 
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Beauty.com 0 0 

Mogujie 1 0.25 

Lashou.com 0 0 

Meituan  14 3.5 

Nuomi.com 1 0.25 

 

   For the consumer consumption situation, there are 91 respondents (22.75%) every 

time use online shopping platform less than 30 minutes, there are 215 respondents 

(53.75%) every time use online shopping platform 31 minutes to 60 minutes, there are 

67 respondents (16.75%) every time use online shopping platform 61 minutes to 90 

minutes, there are 27 respondents (6.75%) every time use online shopping platform 

more than 90 minutes. From this table exhibition most Hunan province online 

shopping user usually use 31 minutes to 60 minutes for every time. 

   For the usually use which online platform situation, there are 305 respondents 

(76.25%) consume use taobao online shopping platform, there are 7 respondents (1.75%) 

consume use suning electronic online shopping platform, there are 29 respondents 

(7.25%) consume use jingdong online shopping platform, there are 2 respondents (0.5%) 

consume use guomei online shopping platform, there is 1 respondent (0.25%) consume 

use geihui.com online shopping platform ,  there are 8 respondents (2%) consume use 

Chinese amazon online shopping platform, there are 22 respondents (5.5%) consume 

usually use weipinghui online shopping platform, there are 2 respondents (0.5%) 

consumer usually use jumeiyouping online shopping platform, there are 6 respondents 

(1.5%) consume usually use dangdang online shopping platform, there are 2 

respondents (0.5%) consumer usually use yihaodian online shopping platform, there is 

1 respondent (0.25%) consume usually use mogujie online shopping platform, there are 



 58 

14 respondents (3.5%) usually use meituan online shopping platform, and there is 1  

respondent (0.25%) consume usually use nuomi.com online shopping platform. But in 

my questionnaire total has 400 consume don't have anyone use lashou.com and 

beauty.com. From this table exhibition most of Hunan province online shopping user 

will use taobao online retail platform. 

   The Demographic sector of this research consists of age, education, income, 

occupation and marital status. The percentage and frequency of demographic 

information were summarized in table 4.3. 

Table 4.3 Demographic Type in the Sample of 400 Respondents 

Demographic Frequency Percentage（%） 

Age 

18-28 174 43.50% 

29-39 92 23.00% 

40-50 95 23.75% 

More than 50 39 9.75% 

Total 400 100% 

Education 

High school graduate and below 82 20.50% 

College graduate 73 18.25% 

University graduate 198 49.5% 

Post grade degree or above 47 11.75% 

Total 400 100% 

Occupation 

Employed 182 45.50% 

Self-employed 43 10.75 

Student 87 21.75% 

Military 2 0.50% 

Retired 14 3.50% 

Others 65 16.25% 

Out of work 2 0.50% 

Looking for work 5 1.25% 

Total 400 100% 

Month income 

1000 Yuan or less 57 14.25% 

1001-3000 Yuan 101 24.25% 

3001-5000 Yuan 95 23.75% 

5001-7000 Yuan 86 21.5% 

More than 7000 Yuan 65 16.25 

Total 400 100% 
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   There are 174 respondents (43.5%) in the largest group that age between18 to 28, 

there are 92 respondents (23%) in the third largest group that age between 29 to 39, and 

there are 95 respondents (23.75%) in the second largest group that age between 40 to 50, 

and there are 39 respondents (9.75%) in the group that age 50 and older. 

   There are 4 groups of marital status. The largest group is married consume which 

accounts for 52.25%, total 209 respondents. single consume accounts for 41.75%, which 

has 167 respondents. Widowed consume accounts 5.5%, total 22 respondents. And 

there are 2 respondents (0.5%) are divorced.   

   For education level, 82 respondents (20.5%) are high school graduate and below level, 

73 respondents (18.25%) are college graduate, 198 respondents (49.5%) are university 

graduate, and 47 respondents (11.75%) are post grade degree or above. 

   For occupation, employed accounts for 45.5%, which are 182 respondents. 

Self-employed accounts for 10.75% , which are 43 respondents. Student accounts for 

21.75%, which are 87 respondents. Military accounts for 0.5%, which are 2 respondents. 

Retired accounts for 3.5%, which are 14 respondents. others accounts for 16.25%, 

which are 65 respondents. Out of work accounts for 0.5%, which are 2 respondents.  

Looking for work accounts for 1.25%, which are 5 respondents . 

   Monthly income of 57 respondents with 1,000 Yuan or less accounts for 14.25%. 

Monthly income of 97 respondents with 1,001 to 3,000 Yuan accounts for 24.25%. 

Monthly income of 95 respondents with 3,001 to 5,000 Yuan accounts for 23.75%. 

Monthly income of 86 respondents with 5,001 to 7,000 Yuan accounts for 21.5%.  And 
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there are 65 respondents earn more than 7,000 Yuan accounts for 16.25%. 

 

4.2 Level of Agreement 

The following contains the descriptive statistic results of the variables. Each tables 

showed the mean and standard deviation of each statement in questionnaire. 

 

Table 4.4 Descriptive Statistic Results of Ease of Search 

 N Mean Std. Deviation 

 400 3.84 .72232 

Ease of search the online retail website 400 3.89 .879 

Online shop commodity classification clear, easy to search 400 3.87 .808 

Online retail website have ease operation system 400 3.77 .826 

 

   The table 4.4 ease of search shows that the statements with the highest mean value in 

usability value is “Ease of search the online retail website” (mean=3.89). Following by 

‘Online shop commodity classification clear’ (mean=3.87), and ‘Online retail website 

have ease operation system’ (mean=3.77). 

 

Table 4.5 Descriptive Statistic Results of Trust 

  N Mean Std. Deviation 

 400 3.34 .82055 

Trust the security of the online retail website 400 3.45 .938 

Online shopping website is integrity 400 3.54 .914 

Online shop customer information is privacy 400 3.03 .991 

 

   For the table 4.5 focus trust, respondents most agree with the statement ‘Online 

shopping website is integrity’ (mean=3.54). The second agree with the statement ‘Trust 

the security of the online retail website’ (mean=3.45). The third most agree with the 
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statement ‘Online shop customer information is privacy’ (mean=3.03). 

 

Table 4.6 Descriptive Statistic Results of Information Quality 

 N Mean Std. Deviation 

 400 3.61 .70094 

Sufficient product information quality on online retail website 400 3.48 .831 

Online retail website information design is practical  400 3.57 .795 

Online retail website information is attractive 400 3.77 .800 

 

   From the table 4.6, the result showed that respondents most agree in Information 

quality with the statement ‘Sufficient product information quality on online retail 

website’ (mean=3.48). Respondents second agree with the statement ‘Online retail 

website information design is practical’ (mean=3.57). Follow by ‘Online retail website 

information is attractive’ (mean=3.77). 
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Table 4.7 Descriptive Statistic Results of Information Relevance 

  N Mean Std. Deviation 

 400 3.87 .69677 

Sufficient content information relevancy 400 3.88 .766 

Information relevancy solve some online shopping problem 400 3.84 .821 

Website recommend information about alternatives. 400 3.89 .773 

 

   For the information relevance, respondents most agree with the statement ‘Website 

recommend information about alternatives’ (mean=3.89). Respondents second agree 

with the statement ‘Sufficient content information relevancy’ (mean=3.88). Respondents 

least agree with the statement ‘Information relevancy solve some online shopping 

problem’ (mean=3.84). 

 

Table 4.8 Descriptive Statistic Results of Perceived Risk 

 N Mean Std. Deviation 

 400 2.89 .83461 

In online shopping, rarely buy counterfeit and shoddy products 400 2.69 1.021 

Product exchange goods has small probability 400 3.11 .923 

Online shopping products quality has guaranteed 400 2.88 .947 

 

   The table shows that the statements with the highest mean value in perceived risk is 

‘Product exchange goods has small probability’ (mean=3.11). The statement with the 

second mean value is ‘Online shopping products quality has guaranteed’ (mean=2.88). 

The statement with the third value is ‘In online shopping, rarely buy counterfeit and 

shoddy products’ (mean=2.69). 

 

Table 4.9 Descriptive Statistic Results of Perceived Benefit 

 N Mean Std. Deviation 

 400 3.84 .74066 

Online shopping saves time 400 3.70 .960 



 63 

Online shopping is convenience, not regions limited. 400 3.96 .876 

Online shopping product is benefit for customer 400 3.85 .860 

 

   For the perceived benefit, respondents most agree with the statement ‘Online 

shopping is convenience, not regions limited.’ (mean=3.96). Respondents second agree 

with the statement ‘Online shopping product is benefit for customer’ (mean=3.85).  

Follow by ‘Online shopping saves time.’ (mean=3.70). 

 

Table 4.10 Descriptive Statistic Results of Perceived Cost 

 N Mean Std. Deviation 

 400 3.54 .66677 

Online shopping will cost you more money 400 3.15 1.045 

Online retail products are more affordable than the store’s products 400 3.62 .823 

In online shopping, you can reduce time cost 400 3.85 .826 

 

   The table shows that the statements with the highest mean value in perceived cost is 

‘In online shopping, you can reduce time cost’ (mean=3.85). The statement with the 

second mean value is ‘Online retail products are more affordable than the store’s 

products’ (mean=3.62). The statement with the third value is ‘Online shopping will cost 

you more money’ (mean=3.15). 

 

Table 4.11 Descriptive Statistic Results of Customer Satisfaction 

 N Mean Std. Deviation 

 400 3.48 .74558 

Online shopping platform customer serve is good 400 3.49 .826 

Online shopping platform customer serve speed satisfy me 400 3.42 .889 

Online shopping platform delivery speed let satisfy me 400 3.52 .834 

Valid N (listwise) 400     

 

For the table 4.11 customer satisfaction, respondents most agree with the 
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statement ‘Online shopping platform delivery speed let satisfy me’ (mean=3.52). 

Respondents second agree with the statement ‘Online shopping platform customer 

serve is good’ (mean=3.49).  Follow by ‘Online shopping platform customer serve speed 

satisfy me’ (mean=3.42). 

 

Table 4.12 Descriptive Statistic Results of Perceived Value 

 N Mean 
Std. 

Deviation 

 400 3.41 .74470 

My online banking account is safe during the online shopping process. 400 3.46 .857 

I bought good quality products is a reasonable price at online shopping. 400 3.44 .850 

The information is identical with my online shopping platform product. 400 3.32 .921 

 

The table shows that the statements with the highest mean value in perceived 

value is ‘My online banking account is safe during the online shopping process’ 

(mean=3.46). The statement with the second mean value is ‘I bought good quality 

products is a reasonable price at online shopping.’ (mean=3.44), and ‘The information is 

identical with my online shopping platform product.’ (mean=3.32). 

 

Table 4.13 Descriptive Statistic Results of Purchase Intention 

 N Mean Std. Deviation 

 400 3.78 .74338 

In the future, I will continue use online platform to buy product. 400 3.88 .803 

In the future, I will recommendation to my friend use online shopping 400 3.80 .849 

In the future, I will increase purchase number of times on online 

shopping. 400 3.65 .846 

 

For the purchase intention, respondents most agree with the statement ‘In the 

future, I will continue use online platform to buy product.’ (mean=3.88). Respondents 

second agree with the statement ‘In the future, I will recommendation to my friend use 
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online shopping’ (mean=3.80).  Follow by ‘In the future, I will increase purchase 

number of times on online shopping.’ (mean=3.65). 

 

4.3 Hypothesis Testing 

4.3.1 Multiple regression 

Table 4.14 –4.16 shows the result of the relationship between independent (ease of 

search, trust, information quality and information relevancy) and dependent. 

 

Table 4.14 Model Summary Analysis of Customer Satisfaction 

Model Summaryb 

R 

R 

Square 

Adjusted 

R Square 

Std. 
Error of 

the 

Estimate 

Change Statistics 

Durbin-Watson 

R 

Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

.526a .277 .270 .63710 .277 37.858 4 395 .000 1.933 

a. Predictors: (Constant), trust, relevancy, ease, quality 

b. Dependent Variable: satisfaction 

 

 
 

Table 4.15 ANOVA Analysis of Customer Satisfaction 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 
Regression 61.776 4 15.444 38.123 .000b 

Residual 160.021 395 .405   

Total 221.797 399    

a. Dependent Variable: satisfaction 

b. Predictors: (Constant), quality, ease, trust, relevancy 

 

 

 

Table 4.16 Coefficients Analysis of Customer Satisfaction  

Coefficuents 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

(Constant) 1.325 .203  6.538 .000 
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Ease of search .132 .066 .123 1.994 .047 

Information relevancy .041 .066 .038 .628 .531 

trust .281 .054 .309 5.207 .000 

Information Quality .154 .075 .138 2.064 .040 

 

The equation of multiple linear regressions is Y = β0 + β1X1 + β2X2 +…… + βpXp. 

When Y is the dependent variable (Customer satisfaction), X1, X2 and X3 is the 

independent variables (ease of search, trust, information quality and information 

relevancy),  the multiple regression equation for the relationship between ease of 

search, trust, information quality and information relevancy on customer satisfaction 

was written as: Y= 1.325+0.123X1+0.309X2+0.138X3 

According to table 4.14, the result showed that there was 27.9% (R²=0.279) of 

variance in the dependent variable (customer satisfaction) which can be explained by 

eight independent variables (ease of search, trust, information quality and information 

relevancy). 

The result revealed that ease of search (p value=0.047), information relevancy (p 

value=0.531), trust (p value=0.000), information quality(p value=0.040), there were a 

relationship between ease of search, information relevancy, trust and information 

quality the p value of independent variables were all less than 0.05. Thus, hypothesis 1, 

hypothesis 2 and hypothesis 3 were accepted. There were no relationship between 

information relevancy and customer satisfaction. Furthermore, ease of search (β=0.123), 

trust (β=0.309), information quality (β=0.138) were relative high, which was considered 

that there was a relationship between ease of search, trust, information quality and 

customer satisfaction. 
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Table 4.17 Model Summary Analysis of Perceived Value 

Model Summaryb 

R 

R 

Square 

Adjusted 

R Square 

Std. 
Error of 

the 

Estimate 

Change Statistics 

Durbin-Watson 

R 

Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

.689a .475 .471 .54149 .475 119.554 3 396 .000 2.071 

a. Predictors: (Constant), cost, risk, benefit 

b. Dependent Variable: perceived value 

 

Table 4.18 ANOVA Analysis of Perceived Value 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 
Regression 105.165 3 35.055 119.554 .000b 

Residual 116.113 396 .293   

Total 221.279 399    

a. Dependent Variable: perceived value 

b. Predictors: (Constant), cost, risk, benefit 
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Table 4.19 Coefficients Analysis of Perceived Value 

Coefficients 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

(Constant) .788 .164  4.811 .000 

Perceived risk .406 .037 .456 10.998 .000 

Perceived benefit .050 .045 .050 1.102 .271 

Perceived cost .353 .052 .316 6.771 .000 

 

The equation of multiple linear regressions is Y = β0 + β1X1 + β2X2 +…… + βpXp. 

When Y is the dependent variable (perceived value), X1 and X2 is the independent 

variables (perceived risk, perceived benefit, perceived cost),  the multiple regression 

equation for the relationship between perceived risk, perceived benefit and perceived 

cost on perceived value was written as: Y=0.788+0.456X1+0.316X2 

According to table 4.17, the result showed that there was 47.5% (R²=0.475) of 

variance in the dependent variable (perceived value) which can be explained by eight 

independent variables (perceived risk, perceived benefit, perceived cost). 

The result revealed that perceived risk (p value=0.000), perceived benefit (p 

value=0.271) and perceived cost (p value=0.000) there were a relationship between 

perceived risk, perceived benefit and perceived cost the p value of independent 

variables were all less than 0.05. Thus, hypothesis 6 and hypothesis 7  were accepted. 

There were no relationship between information relevancy and customer satisfaction. 

Furthermore, perceived risk (β=0.456), perceived cost (β=0.316) were relative high, 

which was considered that there were a relationship between perceived risk, perceived 

cost and perceived value. 
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4.3.2 Simple regression 

Table 4.20 Model Summary Analysis of Customer Satisfaction 

Model Summary 

R 

R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

.583a .340 .339 .60458 .340 205.231 1 398 .000 

a. Predictors: (Constant),customer satisfaction 

 

 

 

 Table 4.21 ANOVA Analysis of Customer Satisfaction 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 
Regression 75.016 1 75.016 205.231 .000b 

Residual 145.477 398 .366   

Total 220.493 399    

a. Dependent Variable: purchase intention 

b. Predictors: (Constant), customer satisfaction 

 

 

 

Table 4.22 Coefficients Analysis of Customer Satisfaction 

Coefficients 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

(Constant) 1.754 .144  12.151 .000 

Satisfaction .582 .041 .583 14.326 .000 

 

 

The equation of simple regression is Y = β0 + β1X. With the dependent variable 

(purchase intention) y, the independent variable (customer satisfaction) x, the 

regression equation for this relationship was written as: y = 1.754+0.583x.  

From the Table 4.20, the result showed that there was 34% (R²=0.34) of variance in 

the dependent variable (purchase intention) which can be explained by independent 

variable (customer satisfaction). 

And the result revealed that there was a significant relationship between customer 
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satisfaction and purchase intention, which the p value less than 0.05. Therefore, 

hypothesis 8 was accepted. 

 

Table 4.23 Model Summary Analysis of Perceived Value 

Model Summary 

R 

R 

Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

.613a .376 .374 .58807 .376 239.580 1 398 .000 

a. Predictors: (Constant),perceived value 

 

 

 

Table 4.24 ANOVA Analysis of Perceived Value 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 
Regression 82.854 1 82.854 239.580 .000b 

Residual 137.640 398 .346   

Total 220.493 399    

a. Dependent Variable: purchase intention 

b. Predictors: (Constant), perceived value 

 

 

 

Table 4.25 Coefficients Analysis of Perceived Value 

Coefficients 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

(Constant) 1.693 .138  12.288 .000 

Value .612 .040 .613 15.478 .000 

 

 

The equation of simple regression is Y = β0 + β1X. With the dependent variable 

(purchase intention) y, the independent variable (perceived value) x, the regression 

equation for this relationship was written as: y = 1.693+613x.  

From the Table 4.23, the result showed that there was 37.6% (R²=0.376) of variance 

in the dependent variable (purchase intention) which can be explained by 
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independent variable (perceived value). 

And the result revealed that there was a significant relationship between 

perceived value and purchase intention, which the p value less than 0.05. Therefore, 

hypothesis 9 was accepted. 

4.4 Summary of Hypothesis Testing Result 

   The result was showed in Table 4.26. There are total 9 hypotheses that analyzed on 

ease of search, trust, information quality, information relevancy, perceived benefit, 

perceived cost, perceived risk, customer satisfaction, perceived value and purchase 

intention in this research. 

 

Table 4.26 Summary of Hypothesis Testing Result 

 
 
 
 
 
 
 
 

  

Item Description of Hypothesis Result 

H1 online retail website Ease of search affect customer satisfaction Accepted 

H2 online retail website trust direct affect customer satisfaction Accepted 

H3 online retail website Information quality direct affect customer satisfaction Accepted 

H4 online retail website Information relevancy direct affect customer satisfaction Rejected 

H5 perceived benefit direct affect perceived value Rejected 

H6 Purchase cost direct affect perceived value Accepted 

H7 perceived risk direct affect perceived value  Accepted 

H8 customer satisfaction direct affect purchase intention Accepted 

H9 perceived value direct affect purchase intention Accepted 
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CHAPTER 5 

CONCLUSION 

 

On the basis of the results of this study, this chapter mainly summarizes and 

discusses the factors influencing customer purchase consciousness. At the same time, 

researchers will put forward some effective suggestions to the online retail platform 

and other related organizations and personnel. 
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5.1 Conclusion 

Online customer information –according to the table 4.1 showed that there were 

413 online shopping customer of respondent which account for 96.72%. From this 

table exhibition most of Hunan's online users will use the online shopping platform. 

And according to the table 4.2 show there are 91 respondents (22.75%) every time use 

online shopping platform less than 30 minutes, there are 215 respondents (53.75%) 

every time use online shopping platform 31 minutes to 60 minutes, there are 67 

respondents (16.75%) every time use online shopping platform 61 minutes to 90 

minutes, there are 27 respondents (6.75%) every time use online shopping platform 

more than 90 minutes and there are 305 respondents (76.25%) consume use taobao 

online shopping platform, there are 7 respondents (1.75%) consume use suning 

electronic online shopping platform, there are 29 respondents (7.25%) consume use 

jingdong online shopping platform, there are 2 respondents (0.5%) consume use 

guomei online shopping platform, there is 1 respondent (0.25%) consume use 

geihui.com online shopping platform ,  there are 8 respondents (2%) consume use 

Chinese amazon online shopping platform, there are 22 respondents (5.5%) consume 

usually use weipinghui online shopping platform, there are 2 respondents (0.5%) 

consumer usually use jumeiyouping online shopping platform, there are 6 respondents 

(1.5%) consume usually use dangdang online shopping platform, there are 2 

respondents (0.5%) consuem usually use yihaodian online shopping platform, there is 1 

respondent (0.25%) consume usually use mogujie online shopping platform, there are 
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14 respondents (3.5%) usually use meituan online shopping platform, and there is 1  

respondent (0.25%) consume usually use nuomi.com online shopping platform. But in 

my questionnaire total has 400 consume don't have anyone use lashou.com and 

beauty.com. 

Age – according to the table 4.3 shows that the number of samples age between 

18-28 years old is 174 or 43.5%, age between 29-39 years old is 92 or 23%, age 

between 40-50 years old 95 or 23.75% and age older than 50 years old 39 or 9.75%. 

Marital status – according to the table 4.3 shows that number of single status is 

167 respondents or 41.75%, married status is 209 respondents or 52.25%, widowed 

status is 22 respondents or 5.5% and divorced status is 2 respondents or 0.5%. 

Education – according to the table 4.3 shows that the education levels of samples 

can be high school graduate and below level is 82 respondents or 20.5%, college 

graduate is 73 respondents or 18.25%, university graduate is 198 respondents or 49.5% 

and post grade degree or above is 47 respondents or 11.75%. 

Occupation – according to the table 4.3 shows that the employed accounts for 

45.5%, which are 182 respondents.Self-employed accounts for 10.75%, which are 43 

respondents. Student accounts for 21.75%, which are 87 respondents. Military accounts 

for 0.5%, which are 2 respondents. Retired accounts for 3.5%, which are 14 respondents. 

others accounts for 16.25%, which are 65 respondents. Out of work accounts for 0.5%, 

which are 2 respondents.  Looking for work accounts for 1.25%, which are 5 

respondents. 

Income – according to the table 4.3 shows that the number of 1,000 Yuan or less 
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has 57 respondents or 14.25%, between the 1001 Yuan to 3000 Yuan is 97 respondents 

or 24.25%, between 3001 Yuan to 5000 Yuan has 95 respondents or 23.75%, between 

5001 Yuan to 7000 Yuan has 86 respondents or 21.5% and the income more than 7000 

Yuan has 65 respondents or 16.25%. 
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The Analysis Level of Agreement of the Sample on Ease of Search, Trust, 

Information Quality and Information Relevancy on Online Retail. 

The results of level of agreement on online shopping, the researcher ask the 

online customers of online retailer to give the feedback for the online shopping 

process in terms of all related factors that included ease of search, trust, information 

quality and information relevance on online shopping by choosing the provided scale 

question s that scale the satisfaction toward each related factors from 1 strongly 

disagree to 5 strongly agree. 

According to the 5 points rating scale, the means table 4.4 to table 4.7 reveal that the 

agree level affects ease of search, trust, information quality, information relevance its 

related factor on online retail platform. 

 From ease of search shows that the statements with the highest mean value in 

usability value is “Ease of search the online retail website” (mean=3.89). Following by 

‘Online shop commodity classification clear’ (mean=3.87), and ‘Online retail website 

have ease operation system’ (mean=3.77). 

For the focus trust, respondents most agree with the statement ‘Online shopping 

website is integrity’ (mean=3.54). The second agree with the statement ‘Trust the 

security of the online retail website’ (mean=3.45). The third most agree with the 

statement ‘Online shop customer information is privacy’ (mean=3.03). 

From the information quality result showed that respondents most agree in 

Information quality with the statement ‘Sufficient product information quality on 

online retail website’ (mean=3.48). Respondents second agree with the statement 
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‘Online retail website information design is practical’ (mean=3.57). Follow by ‘Online 

retail website information is attractive’ (mean=3.77). 

For the information relevance, respondents most agree with the statement ‘Website 

recommend information about alternatives’ (mean=3.89). Respondents second agree 

with the statement ‘Sufficient content information relevancy’ (mean=3.88). Respondents 

least agree with the statement ‘Information relevancy solve some online shopping 

problem’ (mean=3.84). 

The Analysis Level of Agreement of the Sample on Perceived Risk, Perceived 

Cost and Perceived Benefit on Online Retail. 

The results of level of agreement on online shopping, the researcher ask the 

online customers of online retailer to give the feedback for the online shopping 

process in terms of all related factors that included perceived risk, perceived cost and 

perceived benefit on online retail by choosing the provided scale question s that scale 

the satisfaction toward each related factors from 1 strongly disagree to 5 strongly 

agree. 

According to the 5 point rating scale, the means table 4.8 to table 4.10 reveal that 

the agree level affects perceived risk, perceived benefit and perceived cost its related 

factor on online retail platform. 

From the perceived risk result shows that the statements with the highest mean 

value in perceived risk is ‘Product exchange goods has small probability’ (mean=3.11). 

The statement with the second mean value is ‘Online shopping products quality has 

guaranteed’ (mean=2.88). The statement with the third value is ‘In online shopping, 
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rarely buy counterfeit and shoddy products’ (mean=2.69). 

For the perceived benefit analysis result, respondents most agree with the statement 

‘Online shopping is convenience, not regions limited.’ (mean=3.96). Respondents 

second agree with the statement ‘Online shopping product is benefit for customer’ 

(mean=3.85).  Follow by ‘Online shopping saves time.’ (mean=3.70). 

For the perceived cost shows that the statements with the highest mean value in 

perceived cost is ‘In online shopping, you can reduce time cost’ (mean=3.85). The 

statement with the second mean value is ‘Online retail products are more affordable 

than the store’s products’ (mean=3.62). The statement with the third value is ‘Online 

shopping will cost you more money’ (mean=3.15). 

The Analysis Level of Agreement of the Sample on Customer Serve Quality, 

Customer Serve Speed and Delivery Speed on Online Retail. 

The results of level of agreement on online shopping, the researcher ask the 

online customers of online retailer to give the feedback for the online shopping 

process in terms of all related factors that included customer serve quality, customer 

serve speed and delivery speed on online shopping by choosing the provided scale 

question s that scale the satisfaction toward each related factors from 1 strongly 

disagree to 5 strongly agree. 

According to the 5 point rating scale, the means table 4.11 reveal that the agree 

level affects customer serve quality, customer serve speed and delivery speed its 

related factor on online retail platform. 

For the customer satisfaction analysis result, respondents most agree with the 
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statement ‘Online shopping platform delivery speed let satisfy me’ (mean=3.52). 

Respondents second agree with the statement ‘Online shopping platform customer 

serve is good’ (mean=3.49).  Follow by ‘Online shopping platform customer serve speed 

satisfy me’ (mean=3.42). 
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The Analysis Level of Agreement of the Sample on Online Banking Account, 

Cheap Price Good Quality Product and Goods Same With Website Introduction 

on Online Retail. 

The results of level of agreement on online shopping, the researcher ask the 

online customers of online retailer to give the feedback for the online shopping 

process in terms of all related factors that included online banking account, cheap 

price good quality product and goods same with website introduction on online 

shopping by choosing the provided scale question s that scale the perceived value 

toward each related factors from 1 strongly disagree to 5 strongly agree. 

According to the 5 point rating scale, the means table 4.12 reveal that the agree 

level affects online banking account, cheap price good quality product and goods 

same with website introduction its related factor on online retail platform. 

For perceived value shows that the statements with the highest mean value in 

perceived value is ‘My online banking account is safe during the online shopping 

process’ (mean=3.46). The statement with the second mean value is ‘I bought good 

quality products is a reasonable price at online shopping.’ (mean=3.44), and ‘The 

information is identical with my online shopping platform product.’ (mean=3.32). 

The Analysis Level of Agreement of the Sample on Continue Use, 

Recommendation to Friends and Increase Purchase Number on Online Retail. 

The results of level of agreement on online shopping, the researcher ask the 

online customers of online retailer to give the feedback for the online shopping 

process in terms of all related factors that included continue use, recommendation to 
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friends and increase purchase number on online shopping by choosing the provided 

scale question s that scale the perceived intention toward each related factors from 1 

strongly disagree to 5 strongly agree. 

According to the 5 point rating scale, the means table 4.12 reveal that the agreement 

level affects continue use, recommendation to friends and increase purchase number 

its related factor on online retail platform. 

For the purchase intention, respondents most agree with the statement ‘In the future, 

I will continue use online platform to buy product.’ (mean=3.88). Respondents second 

agree with the statement ‘In the future, I will recommendation to my friend use online 

shopping’ (mean=3.80).  Follow by ‘In the future, I will increase purchase number of 

times on online shopping.’ (mean=3.65). 

5.2 Discussion 

The Relationship between Ease of Search and Customer Satisfaction  

This study research ease of search direct affect customer satisfaction, use 

questionnaire get the online customer data and use social science statistical software 

package to test, final the result revealed that ease of search （p value =0.047）, when 

the independent variables were all less than 0.05 . Thus hypothesis ease of search 

direct affect customer satisfaction were accepted. The result same with Yoo and 

Donthu (2001) and Todd and Benbasat (1992) , they found that customers had a 

positive correlation between site search function and site performance satisfaction. 

Further support by Huizingh and Hoekstra (2003), easy to search for changes in 
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consumer attitudes, the direct impact on the site. Therefore, in this study chapter 2 

proposes that perceptions have a significant impact on navigation site experience 

satisfaction. 

 

The Relationship between Trust and Customer Satisfaction  

In this study, researcher propose the hypothesis trust direct affect customer 

satisfaction, and then use questionnaire to get the online customer data and use the 

social science statistical software package to test the data. The p value is 0.000, when 

independent variables were all less than 0.05 this hypothesis is accepted, so trust 

direct affect customer satisfaction is accepted. This result same with Belanger, Hiller 

and Smith. A virtual nature of online shopping, belongs to intangible products, 

customers do not have the ability to feel and touch the product, do not know the 

quality of the product, has a certain risk for customers, trust is a very important factor, 

to provide assured shopping (Belanger, Hiller and Smith, 2002). Therefore, the 

shopping website has a certain degree of trust, for customer satisfaction is an 

important factor.  

The Relationship between Information Quality and Customer Satisfaction 

This study proposed hypothesis information quality direct affect customer 

satisfaction. And then use questionnaire to collect online customer online shopping 

information and use social science statistical software package to test this data. Get the 

result is p value equal 0.040 less than 0.05, so this hypothesis is accepted. The result 



 83 

same with Jin and Kim research. Information quality is one of the important factors 

that influence the experience of the website. With the visible situation on the Internet, 

consumers can understand the product through on-line information to determine 

whether the product is suitable. (Jin and Kim, 2010).  
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The Relationship between Information Relevance and Customer Satisfaction 

In this study hypothesis, the information relevance direct affect customer 

satisfaction. And then the researcher use questionnaire to get the online customer 

online shopping information and use social science statistical software package to test 

the data, the result is p value equal 0.531, higher than 0.05, so this hypothesis is 

rejected. This study conclusion the reason for information relevance direct affect 

customer satisfaction is rejected, the reason is questionnaire population, in this study 

researcher choose population area is Hunan province, this is small area so the 

population size is limited. At the same time has another reason is a lot of participate in 

questionnaire visitor mostly use taobao website and taobao website has more than 1 

million goods for sales, the customer can ease find they want buy, so they think the 

information relevance is not important for online shopping website. This hypothesis 

result difference with loiacano research result. In the context of retailers, topics, or 

content, consumers are interested in product information and prices. (loiacano, et, al., 

2007) find strong evidence that there is a positive correlation between them, and that 

the evaluation of information can give some useful information about the product and 

make the content more convincing.  

The Relationship between Perceived Risk and Perceived Value 

In this study proposed hypothesis perceived risk direct affect perceived value, and 

then use questionnaire get the date and use social science statistical software package 

analysis this hypothesis P value is 0.000 less than 0.05, so this hypothesis is accepted. 

The result same with Yu dan & Li guanghui & wang yu research . Perceived risk is 
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defined as the subjective expectation that consumers will consider loss when they 

purchase online". Yu Dan, Li Guanghui, et al define online perceived risk as a 

subjective expectation of the seriousness and likelihood of the adverse consequences 

of such shopping when consumers consider online shopping (Wang Yu et al., 2009).  

The Relationship between Perceived Benefit and Perceived Value 

In this study proposed hypothesis is perceived benefit direct affect perceived 

value. And then use questionnaire to get the date and use social science statistical 

software package analysis this hypothesis P value is 0.271 higher than 0.05, so 

perceived benefit direct perceived value hypothesis in this study is rejected. This study 

researcher conclusion the reject reason is questionnaire population size, this 

questionnaire is face to Hunan province online customer, is a small population size, 

online shopping has freedom, anytime and anywhere shopping characteristic, but 

traditional store has good service , display and a lot of store in each city characteristic. 

Whether traditional stores or online stores, each has it own advantages. So consumers 

think that the perceived benefits of online stores are not very obvious. So this 

hypothesis is rejected. The result difference with Philip kotler and Zaithamal research.  

Perceived benefits of products are defined by society as a product of satisfaction. The 

ability to respond to a desire or demand; including all kinds of work. The convenience, 

comfort, etc of a consumer (Philip Kotler). The value of a product or service is the 

benefit of the customer. This benefit is the most important factor in perceived value. 

Perceived benefit significantly affected perceived value (Zaithaml, 1988).  

The Relationship between Perceived Cost and Perceived Value 



 86 

In this study proposed the hypothesis perceived cost direct affect perceived value. 

And then use questionnaire get the data and use SPSS analysis this hypothesis P value 

is 0.000 less than 0.05, so this hypothesis is accepted. The result same with Zaithaml 

study. The value is the price, the customer value is equivalent to the price of that 

customer perceived value in payment is the most important, will also impact on the 

customer perceived value. The price paid by the customer is the purchase cost, which 

can show that the purchase cost affects the perceived value. (Zaithaml,1988).  

The Relationship between Customer Satisfaction and Purchase Intention 

In this study proposed the hypothesis is customer satisfaction direct affect 

purchase intention. And then use questionnaire to get the data and use the social 

science statistical software package analysis this hypothesis get the P value is 0.000 

less than 0.05, so this hypothesis is accepted. The result same with Manfred B, 

Michael A of G, the customer in the online shopping and consider buying, some 

expectations for the shopping platform service and customer choice in the purchase 

and selection of products, the formation of perception of platform satisfaction and 

commodities, often exists between expectation and perception differences. When the 

perception was higher than expected, a higher degree of customer satisfaction, 

customer purchase intention is higher.  

The Relationship between Perceived Value and Purchase Intention 

In this study proposed the hypothesis perceived value direct affect purchase 

intention. And then use the questionnaire to get the data and use the social science 

statistical software package analysis to test the data get P value is 0.000 less than 0.05, 
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so this hypothesis is accepted. The result same with Dong, babinetal, parasuraman and 

kotler research. In the decision-making process, consumers must measure their 

perceived value. In the study of many foreign scholars is the most important factor 

affecting customer perceived value is customer repurchase intention (Dong, 2004; 

1997; babinetal, Parasuraman, 1994). Kotler and others (1998:34 - 36) argue that 

consumer purchases take into account both the total consumer value and the total 

customer cost, that is, the difference between perceived consumer value and perceived 

value. The consumer determines the likelihood of purchase by determining whether 

the product has reached its desired value. 

5.3 Recommendation  

 China's online retail market is developing rapidly, but the online platform is also 

facing some problems, customer satisfaction ，customer perceived value and purchase 

intention. According to the results of the current survey, some recommendation for 

online retailer, customers and the next researcher. 

For Online Retailer 

According to the chapter four analysis result, online retail not only face 

traditional retailer, also face to other online platform retailers, the competition is very 

fierce. According to the analysis gives some recommendation for online retailer. This 

paper studies two main factors that influence purchase intention, customer satisfaction 

and perceived value. These two important factors directly affect the customer's 

purchase and repurchase rate. Through this study, retailers should pay attention to the 
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following points: 

1. Strengthen the website construction, improve the function of the online shopping 

platform, make it easier for customers to search for the goods you want. 

2. To strengthen the quality of information on the web page, to provide customers with 

more valuable product information. 

3. To enhance the security of the online shopping platform, so that customers have a 

safe shopping environment. 

3. Reduce unnecessary costs and provide customers with quality products. 

Through the impact of customer satisfaction and perceived value on customer 

purchase intention, there are two factors that are rejected: customer perceived benefit 

and information relevance of website. It is hoped that the next researcher can continue 

to study these two factors, expand the scope of research, design questionnaires in 

many ways, and get a more accurate answer. 

For Customer 

According to the chapter four analysis, a lot of customer use online platform to 

shopping. The customer can use online shopping experience to gives the network 

platform provides effective suggestions to help the construction and development of 

network platform. Help build a safe, convenient online shopping environment. 

For Next Researcher 

According to the chapter four analysis has two hypothesis is rejected, researcher 

think there are two hypothesis 4 information relevance the rejected reason is a lot of 
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participate in questionnaire visitor mostly use taobao website and taobao website has 

more than 1 million goods for sales, the customer can ease find they want buy, so they 

think the information relevance is not important for online shopping website. Second 

hypothesis is perceived benefit, online shopping has freedom, anytime and anywhere 

shopping characteristic, but traditional store has good service , display and a lot of 

store in each city characteristic. Whether traditional stores or online stores, each has it 

own advantages. So consumers think that the perceived benefits of online stores are 

not very obvious. Researcher hope next researcher can continue to study about these 

two factors. To prove there two factors is accepted or rejection. 

 

5.4 Research Limited  

Based on the perceived value and customer satisfaction is elaborated, and 

analysis the impact on network environment perceived value on consumer purchase 

consciousness and customer satisfaction in the network environment on consumer 

awareness, puts forward the research hypotheses, and using structural equation 

modeling method to verify the hypotheses of the questionnaire, finally established the 

purchase awareness model of perceived value and customer satisfaction based on the 

consumer online. The sample data used in the study mainly from the Hunan area, the 

research data is local, must at the same time, the network economy in China is 

unbalanced and the differences between regions. Hunan province belongs to the 

middle part of China, and the economic development belongs to the middle and lower 

levels, so the next researcher can expand the research area and increase the research 
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time. At the same time, when next researcher designing the questionnaire, many 

aspects of design problems are obtained, and a more comprehensive and more 

accurate survey result is obtained. Therefore, the research results also have certain 

limitation, the influence of network purchase decision of the consumers perceived 

value theory needs further research. 

5.5 Research Prospect 

In order to improve the results of the study, the research in the future should 

expand the sample size and sample coverage, the development of data analysis results, 

in order to further study the impact of perceived value and customer satisfaction on 

purchase consciousness in the online retail. The conceptual framework can improve 

customer satisfaction and perceived false follow-up research, explore customer loyalty, 

customer behavior and other aspects of research, to increase online retail purchasing 

intention. 

In this study, we define the impact of customer satisfaction and perceived value 

on customer purchase intention from a online retail multidimensional perspective. The 

use of this method is not only to determine the specific characteristics of Chinese city 

mainstream consumers, consumer goods and retail network help enterprises better to 

existing customers as the goal, forecast future demand and integration of potential 

customers, but also conducive to helping other industry enterprises to develop 

marketing strategies in the expansion of their traditional industries across the border. 
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Appendix 1 

 

Customer satisfaction and perceived value impact purchase 

intention in Hunan questionnaire 

Dear participant， 

This questionnaire is designed to study the online customer satisfaction and 

perceived value impact purchase intention in Hunan province. The researchers 

sincerely hope that you would make this study a success by answering all questions 

frankly, honestly and thoroughly. At the same time, your answer will help online 

retailer to be a good merchant and give customer good service or good product. 

Your privacy would be retained and no information obtained from this study shall 

be disclosed in any manner that would identify you. All information obtained would 

be kept strictly confidential. The data obtained will be analyzed as a group for statistic 

purpose. 

Specific instruction is given at the beginning of each section of the questionnaire 

Kindly complete the questionnaire by answering all questions in each section. We 

wish to thank you in advance for your cooperation and participation in this study. 

 

Yours sincerely 

Chen wenxin 

University of the Thai Chamber of Commerce 
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 Essential information 

Do you use online shopping a. Yes 

b. No 

How long time use for online shopping 

for everytime 

a. Less than 30 minutes 

b. 31-60minutes 

c. 61-120minutes 

d. More than 90minutes 

Which online retail platform you usually 

use 

a. Taobao 

b. Suning  

c. Jingdong  

d. Guomei  

e. Geihui.com 

f. Chinese amazon 

g. Weipinhui 

h. Jumeiyoupin 

i. Dangdang 

j. Yihaodian  

k. Beauty.com 

l. Mogujie 

m. Lashou.com 

n. Meituan 

o. Nuomi.com 
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Section A: Demographic Information:  

Demographic  

1. Age 

 
□ 18-28 years old 

□ 29-39 years old 

□ 40-50 years old 

□ More than 50 years old 

 

2. Marital status 

 

□ Single  

□ Married  

□ Widowed  

□ Divorced 

 

3. Education  ≈ High school graduate    

≈ University graduate     

≈Post grade degree  

≈ Religious education 

 

Employment status □ Employed for wages 

≈ Self-employed 

≈ Out of work and looking for work 

≈ Out of work but not currently looking 

for work 

≈ A homemaker 

≈ A student 

≈ Military 

≈ Retired 

 

Month income ≈ less than 1000 Yuan   

≈ 1001-2000 Yuan    

≈ 2001-3000 Yuan 

≈ 3001-4000Yuan       

≈ 4001-5000 Yuan      

≈ More than 5000 Yuan 
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Section B：Please Choose Your Overall Evaluation of The Online Retail (Strongly 

Disagree, Disagree , No Opinion, Agree, Strongly Agree) 

 

Ease of search  Strongly 

disagree 

Disagree No 

opinion 

Agree Strongly 

agree 

Ease of search the online retail 

website 

     

Online shop commodity 

classification clear, easy to 

search 

     

Online retail website have ease 

operation system 

     

 

 

Trust  Strongly 

disagree 

Disagree No 

opinion 

Agree Strongly 

agree 

Trust the security of the online 

retail website 

     

Online shopping website is 

integrity 

     

Online shop customer 

information is privacy 

     

 

 

Information quality Strongly 

disagree 

Disagree No 

opinion 

Agree Strongly 

agree 

Sufficient product information 

quality on online retail website 

     

Online retail website 

information design is practical  

     

Online retail website 

information is attractive 

     

 

 

Information relevance Strongly 

disagree 

Disagree No 

opinion 

Agree Strongly 

agree 

Sufficient content information 

relevancy 

     

Information relevancy solve 

some online shopping problem 

     

Website recommend information      
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about alternatives. 

 

 

Perceived risk Strongly 

disagree 

Disagree No 

opinion 

Agree Strongly 

agree 

In online shopping, rarely buy 

counterfeit and shoddy products 

     

Product exchange goods has 

small probability 

     

Online shopping products 

quality has guaranteed 

     

 

 

Perceived benefit Strongly 

disagree 

Disagree No 

opinion 

Agree Strongly 

agree 

Online shopping saves time      

Online shopping is convenience, 

not regions limited. 

     

Online shopping product is 

benefit for customer 

     

 

 

Perceived cost Strongly 

disagree 

Disagree No 

opinion 

Agree Strongly 

agree 

Online shopping will cost you 

more money 

     

Online retail products are more 

affordable than the store’s 

products 

     

In online shopping, you can 

reduce time cost 

     

 

 

Customer satisfaction Strongly 

disagree 

Disagree No 

opinion 

Agree Strongly 

agree 

Online shopping platform 

customer serve is good 

     

Online shopping platform      
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customer serve speed satisfy me 

Online shopping platform 

delivery speed let satisfy me 

     

 

Perceived value  Strongly 

disagree 

Disagree No 

opinion 

Agree Strongly 

agree 

My online banking account is 

safe during the online shopping 

process. 

     

I bought good quality products 

is a reasonable price at online 

shopping. 

     

The information is identical 

with my online shopping 

platform product. 

     

 

 

Purchase intention Strongly 

disagree 

Disagree No 

opinion 

Agree Strongly 

agree 

In the future, I will continue use 

online platform to buy product. 

     

In the future, I will 

recommendation to my friend 

use online shopping 

     

In the future, I will increase 

purchase number of times on 

online shopping. 

     

 

 

Thank you for your participation and your time! 
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Appendix 2 

顾客满意度和感知价值对购买意向的影响 

亲爱的参与者： 

这个问卷调查的目的是研究消费者行为和感知价值影响顾客购买（湖南省）。研

究人员衷心的希望您坦率，城市和彻底回答所有的问题，使得研究成功。您的答

案也将帮助网络营销人员成为更好商家并且让顾客得到更好的服务和产品。 

您的隐私和回答将被保留，没有人会从这项研究中获得任何有关于你个人信息。

获得的数据会作为一个进行统计分析，并且所有的信息都将严格保密。 

问卷每个部分的开始有特定的指令。请根据每部分特定指令回答所有的问题。我

们由衷的感谢您的合作和参与这项研究。 

 

 信息统计 

你有过网购经验吗？ A. 有 

B. 没有 

每次你会画多长时间网购 A. 少于 30 分钟 

B. 半个小时以上-一个小时 

C. 一个小时以上-两个小时 

D. 两个小时以上 

你用的最多的网购平台是哪一个？ A． 淘宝 

B． 苏宁 

C． 京东 

D． 国美 

E． 给惠网 

F． 亚马逊中国 

G． 唯品会 

H． 聚美优品 

I． 当当网 

J． 一号店 

K． 美丽说 

L． 蘑菇街 

M． 拉手网 

N． 美团 

O． 糯米团 
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请为网购平台的易搜索性打分（请选择适当的分数）（非常反对，不同意，没有

意见，同意， 非常赞同） 

 非常反对 反对 没意见 赞同 非常赞同 

在网购中很容易搜索到想要买

的商品 

     

网购商品分类清晰      

网购平台操作系统很好      

 

 

请为网站真实性打分（请选择适当的分数）（非常反对，不同意，没有意见，同

意， 非常赞同） 

 非常反对 反对 没意见 赞同 非常赞同 

信任网店的安全性      

网购平台建设是完整的      

顾客隐私在网购平台是安全的      

 

 

请为网购平台信息质量打分（请选择适当的分数）（非常反对，不同意，没有意

见，同意， 非常赞同） 

 非常反对 反对 没意见 赞同 非常赞同 

网购平台提供的信息质量是有

价值的 

     

网购平台的信息设计是实用的      

网购平台的促销信息对顾客具

有吸引力 

     

 

 

请为网购平台信息相关性打分（请选择适当的分数）（非常反对，不同意，没有

意见，同意， 非常赞同） 

 非常反对 反对 没意见 赞同 非常赞同 

网购平台会根据搜索提供推荐      

根据网购平台的推荐可以找到

其他的替代品 

     

根据提供的信息相关性可以解

决购物问题 
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请为感知风险打分（请选择适当的分数）（非常反对，不同意，没有意见，同意， 

非常赞同） 

 非常反对 反对 没有意

见 

赞同 非常赞同 

在网购中很少买到假冒伪劣产

品 

     

网购退换货几率不大      

网购商品的质量是有保障的      

 

 

请为感知利益打分（请选择适当的分数）（非常反对，不同意，没有意见，同意， 

非常赞同） 

 非常反对 反对 没有意

见 

赞同 非常赞同 

网购可以节约时间成本      

网购不受区域限制      

网购比实体店购物更加便利      

 

 

请为感知成本打分（请选择适当的分数）（非常反对，不同意，没有意见，同意， 

非常赞同） 

 非常反对 反对 没有意

见 

赞同 非常赞同 

网购总花费会比实体店购物高      

网购产品的价格更加实惠      

网购可以节约除了产品以外的

成本（比如：交通费，餐饮费） 
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请为顾客满意度的问卷打分（请选择适当的分数）（非常反对，不同意，没有意

见，同意， 非常赞同） 

 非常反对 反对 没有意

见 

赞同 非常赞同 

网购平台客服服务好      

网购平台客服服务速度快      

网购平台快递速度让我满意      

 

 

请为顾客感知价值的问卷打分（请选择适当的分数）（非常反对，不同意，没有

意见，同意， 非常赞同） 

 非常反对 反对 没有意

见 

赞同 非常赞同 

我的网银账户在网购中是安全

的 

     

我以合理的价格买到了质量不

错的产品 

     

我在网购中的商品和网购平台

提供的信息一致 

     

 

 

请为顾客购买意向的问卷打分（请选择适当的分数）（非常反对，不同意，没有

意见，同意， 非常赞同） 

 非常反对 反对 没有意

见 

赞同 非常赞同 

未来我将继续使用网购      

未来我将推荐网购给我的朋友      

未来我将增加购买次数      
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个人信息统计 

 个人信息统计 

你多大年纪了？ 
a. 18-28 岁 

b. 29-39 岁 

c. 40-50 岁 

d. 50 岁以上 

婚姻状况 a. 单身 

b. 已婚 

c. 离异 

d. 丧偶 

你的最高学历 a. 高中及以下 

b. 大专毕业 

c. 大学毕业 

d. 研究生及以上 

工作状况 a. 职员 

b. 个体户 

c. 失业 

d. 正在找工作 

e. 学生 

f. 军人 

g. 退休人员 

h. 其他 

收入状况 a. 少于 1000 人民币 

b. 1001-3000 人民币 

c. 3001-5000 人民币 

d. 5001-7000 人民币 

e. 7000 以上 

 

 


