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ABSTRACT

Thepurposeofthisstudyistoexaminetherelationshipsamongdimensionsofonlinesecond-hand
shopping, customer satisfaction, and repurchase intention. Responses obtained from 608 Indian
onlinesecond-handshoppersshowthatthedimensionsofonlinesecond-handshoppingsuchasprice,
websitequality,nostalgia,andbrandimageinfluencecustomersatisfaction.Inaddition,customer
satisfactionpositivelyaffectsrepurchaseintention.Findingsofthepresentstudyprovideintuitive
guidelines for online second-handmarketers in approaching emergingmarkets through effective
onlineshoppingstrategies.
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INTRODUCTION

E-commerceresearchhasgainedmomentumamongacademiciansandpractitionersoverthepastfew
years.Onlinesecond-handretailmarketisthemostinterestingexpansionofe-commerceindustry
(Belk,Sherry,andWallendorf,1988;RouxandGuiot,2008;Sherry,1990a;SoifferandHerrmann,
1987).Itprovideshugeopportunitiesforsellersandbuyers.Buyersareabletocompareproducts
throughonlineplatformandsellersareabletopostadvertisementsonlineandcommunicateeasilywith
theprospectivebuyers(KamounandHalaweh,2012;Kumar,Sikdar,andAlam,2016;Sherry,1990b).

Globally,onlinesecond-handretailmarketisspearheading.InIndia,onlinesecond-handretail
industryhasbeengrowingoverthepastyears(Snigdha,2016).Forexample,Indianhouseholdshave
progresseddealingwithsecond-handgoodsworthof1,15,000crorein2015from60,000crore
in2011(Chitra,2014).Today’seconomicconditionfuelsthedemandforpurchasingsecond-hand
products.Importantly,middleandlowerincomepeoplebuysecond-handproductstosatisfytheir
needsinacost-effectivemanner.Peoplewhocountontimeandmoneyarethemostprospective
buyerstoengageinsecond-handshopping(KwonandLennon,2009;WilliamsandPaddock2003).
However,customerretentionstandsasamajorconcernforonlineretailersandsellerswhowishto
developandmaintaincustomerrelationships(Sharkey,ScottandActon,2010).Customerretention
is four timesprofitable thanacquiringanewcustomer(Fang,Chiu,andWang,2011).Hence, it
iscrucialtodeterminethekeyfactorsthataffectcustomer’sintentiontowardsrepeatpurchaseof
second-handproducts.

Thus,thepurposeofthisstudyistoexaminetheeffectofonlinesecond-handshoppingdimensions
oncustomersatisfactionandcustomerretention.Specifically,thisstudyaimstotesttherelationships
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betweenprice,websitequality,nostalgia,andbrandimageoncustomersatisfactionandeffectof
customersatisfactiononcustomerretention.Therestofthepaperisstructuredasfollows.Thenext
sectionprovideshypothesesdevelopment followedby researchmethodology.Finally,wepresent
discussion,implicationsandfutureresearchdirections.

Hypotheses Development
Thisstudyhypothesizesthatprice,websitequality,nostalgiaandbrandimagehaveapositiveinfluence
oncustomersatisfactionandcustomersatisfactionwillpositivelyaffectcustomerretention.Customer
retentionreferstotheprobabilitythatacustomerwillcontinuetopurchasesecond-handproducts
fromthesamewebsiteinfuture(Chiuetal.,2012).Figure1showstheresearchmodelofthestudy.

Price
Pricerepresentsasumofmoneythatcustomersgivetoacquireaparticularproduct(Zeithaml,1988).
Customersusepriceasaquality-signallingcuethatindicates“yougetwhatyoupayfor”(Ericksonand
Johansson,1985).Customershaveapropensitytocomparethepricesandthenadopttheonewhich
suitstheirsituation(Abu-shamaaetal.,2016;Bojanic,1996;Kimetal.,2012;Yoon,etal.,2014).
Inonlinesecond-handconsumption,priceisthemostinfluencingdimensionasmanyrareproducts
areavailableforlesserprice.Fairpricestrategyhelpsthesecond-handsellerstoattractbuyersand
achievebuyers’satisfaction.Therefore,wehypothesizethat

H1:Thereisapositiverelationshipbetweenpriceandcustomersatisfaction.

website Quality
Websitequalityreferstotheextenttowhichitpresentssufficientandrelevantinformationaboutthe
productsbeingpromoted(LawandBai,2008).Websiteplaysamajorroleinonlineretailindustry
becauseitistheonlywaytocommunicatewiththecustomers(ChangandChen,2008).It’saplatform
forefficientandeffectiveinformationandservices(Yates,2005).Onlineretailersmustpayattention
towebsitedesigntoeasecustomersearchforinformationandpayment.Poorwebsitedesignmaylead
tolesschanceofcustomers’repeatpurchase(Lin,2008).Onlineshopperswilltendtorepurchase
ifaparticularwebsitehasgreaterfunctionality(Maamaretal.,2009).Hence,wehypothesizethat

H2:Thereisapositiverelationshipbetweenwebsitequalityandcustomersatisfaction.

Nostalgia
Belketal.,(1989)explainsecond-handshoppingasawayofobtainingexclusiveproducts.Online
second-handmarketstimulatestheconsumersbyofferingexclusiverecreationalprovisions(Leonard-
Barton,1981;Stone,Horne,andHibbert,1996).Consumerswhotendtohaveahighreturnontheir
incomepreferonlinesecond-handshopping(WilliamsandPaddock,2003).Inaddition,peoplewho
lookforuniqueandoldobjectsadoptsecond-handshopping(GregsonandCrewe,1997;Kopytoff,
1986).Inshort,onlinesecond-handshoppingisthemethodofinterlinkinghedonicandeconomic
phases(BardhiandArnould,2005;Sherry,1990a).Therefore,wehypothesizethat,

H3:Thereisapositiverelationshipbetweennostalgiaandcustomersatisfaction.

Brand Image
Brandshaveamajorroletoplaywhilemakingapurchasedecision(DeChernatonyandMcDonald,
2003;Keller,2007).Brandimageenablessellerstogeneratemoreprofitbyattractingmorenumber
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