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ABSTRACT

Online shopping is becoming more and more popular in China. This study investigates factors
thatmightinfluencecustomersatisfactiontowardsonlineshopping.Atheoreticalframeworkwas
establishedtoexplaincausalrelationshipsbetweenperceivedbenefits,perceivedrisks,trustinonline
shoppingandcustomersatisfaction.Datawascollectedfrom402respondentswhohadexperiencein
onlineshoppinginmainlandChina.Correlationsandregressionanalysesweredonetorevealthatthree
factorsofperceivedbenefits(i.e.,shoppingconvenience,productselection,andhedonicenjoyment),
product risk, and trust in online shopping were significant predictors of customer satisfaction.
Implicationsfore-marketerswerediscussed,andlimitationsandfutureresearchwerepresented.
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INTROdUCTION

Alibaba’s201711.11

Starting from 2009, Alibaba Group held the world’s largest online shopping event on 11 November 
each year, known as the “11.11 Global Shopping Festival” This year, the event has been extended 
from a one-day shopping event on 11 November to a shopping festival that rolled out through 19 
October to 11 November. Further validating the New Retail model to offer seamless online and offline 
shopping experience, and going global are the main themes this year. Alibaba reported 168.3 billion 
yuan (US$ 25.3 billion) in GMV compared to the 120.7 billion yuan (US$ 17.8 billion) last year. At 
13 hours and 9 minutes into the sale, total GMV surpassed the total for the 24-hour sale last year. 
Sales growth was 39%. … (Report from Asia Distribution and Retail, November 2017)
A return/rejection rate of 35% was recorded after this year’s 11.11 Shopping Festival. Main reasons 
were poor effects, quality discrepancy with description and imitation brand. Clothing reached the 
highest rejection rate of 45%, due to color differences and sizes, etc. (Express Delivery Magazine, 
November 2017)

Customer satisfaction is a judgment that the product or service provides a pleasurable level of
consumption-related fulfillment, including levels of under or over fulfillment. It is important
becauseitfallsdownanoptimistoutcomefromthespecificresourcesandthefulfillmentofunmet
needsandwants.AccordingtoKhristianto,Kertahadi,andSuyadi(2012),customersatisfactionis
commonlyviewedasaresultofcomparisonbetweentheconsumptionexpectationandexperiences,
andcustomersatisfactionisachievedwhenthefinaldeliverable(i.e.,experience)meetsorexceedsa
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customer’sexpectation.Satisfiedcustomersaremostlikelytohavetheintentiontorepurchaseifthe
serviceproviderreachedorexceededtheirexpectation.Satisfactionandloyaltyarethekeyelements
thatdeterminethesuccessofmarketconceptimplementation.Identifyingthevariablesofcustomer
satisfactionissignificantasitactsasabenchmarkofthebusinessperformance,anditalsoserves
asguidelinesforfutureimprovement(Alan&Yasin,2010).Customersatisfactionmayreducethe
outflowofcustomers.Thecostofattractingnewcustomersissignificantlyhigherthanmaintaining
currentcustomersandtheintentionofrepurchaseishigherandtheloyaltyofthecustomertopurchase
inthesameshopisstabilizedwhencustomersaresatisfiedwiththeproductsandservices.Moreover,
negativewordofmouthwouldbereducedassatisfiedcustomersaremorelikelytorecommendtheir
choiceortosharetheirshoppingexperiencetothepeoplearound.Simply,customersatisfactionis
areflectionofbusinessstrategyandmanagement.Ithelpsanorganizationtomonitortheirbusiness
inabetterway.

Internetisnotonlyaglobalnetworkforcommunicationandinformationsharing,ithasbecome
aplatformfortransactionofproductsandservicesbetweensuppliersandbuyers.Manymarketers,
nowadays,arebeginningtodeveloponlineproductmarketing.Onlineshoppingissopopulartoday
thatsomepeoplepredictthatretailsstoreswilldecreaseandgraduallydisappearintheend.The
rapid development of online shopping provides business opportunities as well as flexibility and
convenienceforcustomers.Bothsuppliersandconsumersseemtoenjoythistypeoftransaction,
however,influencingfactorsofcustomersatisfactiontowardsonlineshoppingneedtobeexploredto
helponlineretailerstohaveabettermanagementsystem,andtomaintainasustainedandsoundgrowth.

Perceived Benefits
Wu (2003) described perceived benefits as meeting consumers’ needs and wants by the sum of
onlineshoppingadvantagesandsatisfaction.Thepotentialbenefitsofonlineshoppingforconsumers
involveinspeedandconvenience,variousselection,lowprice,personalattention,andeasyaccessto
information(Zhou,Dai&Zhang,2007).Forsythe,Liu,ShannonandGardner(2006)proposedthree
dimensionsofperceivedbenefitsofonlineshopping:shoppingconvenience,productselectionand
hedonicenjoyment.Shoppingconvenienceisperceivedtobetheabilitytoshopalmostanytimefrom
avarietyoflocationswithoutvisitingastore.Productselectionistheavailabilityofawiderangeof
productsandproductexperience,customdesigningproducts,etc.Thereisconsiderableempirical
supportforhedonicmotivesinonlineshopping(Parsons,2002).

Shopping Convenience
WolfinbargerandGilly(2001)referredconvenienceassavingtimeandeffortwhichconsistofphysical
andmentaleffort.Consumersmakeonlinepurchaseforbothconvenienceandenjoyment(Childers,
Carr,Peck&Carson,2001).Themainreasonthatmotivatesconsumerstoshoponlineisconveniences
(Swaminathan,Lepkowska&Rao,1999),anditshortensthegeographicaldistance.Jayawardhena
andWright(2009)provedthatonlineshoppingreducestravelcostsandrelatedbarriersandincreases
efficiencyinsearching.WolfinbargerandGilly(2001)revealedthatconsumerscanshopanytimeand
everywhereaslongastheyareabletogetonline.Convenientaccesstoproductinformationcould
facilitateandhelpshoppers’makinganonlinepurchasedecision(Loshe&Spiller,1999).Monsuwe,
DelleartandRuyter(2004)identifiedthatconveniencehelpconsumerstomakepurchasedecision
efficiently.Consumersoftenlovetocomparepricesfromshoptoshopastheywanttobuytheirdesired
productwiththecheapestprice.Theyneedtospendmuchtimetowalkaroundwhichrequiresmore
timeandeffort.Butwhentheyshoponline,theycaneasilyobtainnecessaryinformationandonline
shoppingsavestimeandeffort.Thus,onlinemarketersneedtoensureonlineshoppingprocesseasy
andsimple(Jarvenpaa&Todd,1996).So,thefollowinghypothesisisformulated:

H(1):Conveniencessignificantlyandpositivelyinfluencecustomeronlineshoppingsatisfaction.
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