BAB V

PENUTUP

Bab ini akan membahas kesimpulan akhir dari penelitian yang telah

dilakukan serta saran dan masukan yang diharapkan bagi penelitian selanjutnya.

5.1 Kesimpulan

5.1. 1 Kesimpulan Analisis Deskriptif

Berdasarkan data yang diperoleh dari 150 responden, peneliti menarik

kesimpulan sebagai berikut :

i

Responden didominasi oleh perempuan (63,3%). Responden laki —
laki merupakan responden minoritas (36,7%).

Usia responden didominasi oleh usia dewasa yaitu 21-30 tahun
(88,7%).

Pendidikan responden didominasi oleh SLTA/SMA/Dibawahnya
(52%) dan Sarjana Strata / S1 (37,33%).

Pekerjaan responden yang mendominasi pembelian online di
marketplace Shopee adalah pelajar atau mahasiswa (62%).

Responden yang mendominasi pembelian online di marketplace
Shopee adalah responden dengan pendapatan Rp 1.500.000 -
3.000.000,- (44%).

Dalam kurun waktu sebulan, responden melakukan pembelian online

di marketplace Shopee 3 — 4 kali (43,33%).
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7. Produk yang dibeli responden secara online di marketplace Shopee
terbanyak adalah produk fashion (44%), namun tidak terbatas pada
satu jenis produk saja melainkan produk — produk lain seperti

kecantikan, makanan, dan elektronik.

5.1.2 Kesimpulan Analisis Regresi dan Mediasi

Berdasarkan hasil analisis regresi dalam penelitian, dapat ditarik

kesimpulan :

1. Kepuasan dengan penjual secara signifikan mempengaruhi
kepercayaan kepada penjual di marketplace Shopee.

2. Kepercayaan kepada penjual secara signifikan mempengaruhi niat
beli ulang konsumen di marketplace Shopee.

4l Interaktivitas secara signifikan mempengaruhi niat beli ulang
konsumen di marketplace Shopee.

4. Interaktivitas secara signifikan mempengaruhi kepercayaan kepada
penjual di marketplace Shopee.

) Efektivitas penggunaan live chat secara signifikan mempengaruhi
interaktivitas di marketplace Shopee.

6. Efektivitas sistem penilaian dan umpan balik tidak berpengaruh
terhadap interaktivitas di marketplace Shopee.

7. Kepercayaan kepada penjual bukan merupakan variabel mediator
yang mempengaruhi interaktivitas terhadap niat beli ulang konsumen

di marketplace Shopee.
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5.2 Implikasi Manajerial

1. Bagi perusahaan e-commerce yang akan mengembangkan bisnis , Hasil
penelitian ini dapat digunakan sebagai bahan pertimbangan dan evaluasi
mengenai faktor — faktor yang paling berpengaruh dalam keputusan
pembelian berulang konsumen di e-commerce, serta kendala atau
permasalahan yang dihadapi perusahaan dapat digunakan sebagai acuan
untuk perbaikan serta peningkatan kinerja perusahaan dikemudian hari.

2. Bagi perusahaan — perusahaa e-commerce sejenis, keberhasilan
kompetitor dapat digunakan sebagai pembanding, sehingga dapat
diketahui berbagai kelebihan dan kekurangan agar dapat dilakukan
perbaikan dan pengembangan usaha.

3. Bagi pihak — pihak yang akan melakukan bisnis online, berbagali
kendala yang ada dalam penelitian ini dapat digunakan sebagai bahan
pertimbangan dalam menyusun strategi untuk memulai bisnis online.
Meskipun e-commerce memberikan prospek bisnis yang baik,
khususnya dalam lingkup internasional, namun bukan berarti
pelaksanaannya tidak memiliki kendala.

4. Bagi kalangan akademis, penelitian ini diharapkan dapat digunakan
untuk menambah pengetahuan serta memahami peranan e-commerce

terhadap keputusan pembelian ulang konsumen.
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5.3 Keterbatasan Penelitian dan Saran

1.

Penelitian ini hanya berfokus pada marketplace asal Singapura yaitu
Shopee yang masih termasuk pendatang baru sehingga hanya
responden yang pernah melakukan pembelian online di marketplace
Shopee sebagai responden yang memenuhi kriteria kuesioner.

Peneliti menggunakan justifikasi pribadi untuk menjelaskan analisis
hipotesis yang tidak mendukung (ditolak) karena masih sedikit
penelitian tentang interaktivitas.

Sampel dalam penelitian ini hanya terbatas pada pengguna
marketplace Shopee di Yogyakarta yang pernah melakukan pembelian
di marketplace Shopee sehingga tidak dapat digeneralisasi secara luas.
Penelitian ini tidak menggunakan SEM (Structural Equation
Modeling) sebagai alat analisis, sehingga dimensi — dimensi
interaktivitas (kontrol aktif, dua arah komunikasi, sinkronisasi) tidak
dapat diuji secara terpisah, hanya menggunakan variabel interaktivitas
secara umum untuk mewakili hasil analisis.

Penelitian selanjutnya diharapkan dapat mengembangkan penelitian
ini dengan melakukan penelitian terhadap faktor-faktor lain yang
dapat mempengaruhi keputusan pembelian ulang konsumen di
marketplace Shopee karena masih ada faktor — faktor lain yang
memberikan kontribusi terhadap niat beli ulang konsumen di
marketplace Shopee dengan tidak membatasi sampel hanya di wilayah

Yogyakarta.
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LAMPIRAN I

PERTANYAAN KUESIONER
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KUESIONER

“Niat Beli Ulang Konsumen pada E-Marketplace Shopee
(Studi Efektivitas Penggunaan Live Chat)”

Nama - Silvera Agni Santoso
NPM : 140321131
Konsentrasi : Manajemen Pemasaran

BAGIAN I: KUESIONER DEMOGRAFI RESPONDEN

Di bawah ini adalah kuesioner penelitian mengenai data karakteristik responden.
Bapak/lbu/Sdr/l dipersilahkan untuk menjawab dengan memilih salah satu alternatif
jawaban yang telah disediakan sesuai dengan karakteristik saudara.

1. Anda pernah berbelanja online di www.shopee.co.id minimal 1x :
a. Ya
b. Tidak

2. Usia anda saat ini:

17 — 20 tahun
21 — 30 tahun
31 — 40 tahun
41 — 50 tahun
51 — 60 tahun

®o0 o

3. Pendidikan terakhir yang telah anda raih:

SLTA/Sederajat/Dibawahnya
Diploma (D1 - D3)

Sarjana Strata 1

Paskasarjana (Sarjana Strata 2/3)

oo o

4. Pekerjaan Anda saat ini:

Pelajar/Mahasiswa

Pegawai Negeri Sipil

Pegawai Swasata

Wiraswasta

Lainnya, Sebutkan..................

®o0 o


http://www.shopee.co.id/
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5. Pendapatan Anda Per bulan :

< Rp 1.500.000,-

Rp 1.500.000 — 3.000.000,-
Rp 3.000.001 — 5.000.000,-
Rp 5.000.001 — 10.000.000,-
> Rp 10.000.000,-

®o0 o

6. Berapa kali Anda melakukan belanja online di marketplace Shopee dalam sebulan :
a. 1-2kali
b. 3-4kali
c. 5-6kali
d. >6kali

7. Produk yang sering Anda beli secara online di marketplace Shopee (boleh lebih dari 1) :
Makanan

Elektronik

Fashion (Pakaian, sepatu, tas,dll)

Kecantikan (Kosmetik,dlIl)

Lainnya, Sebutkan...................

®o0 o
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Di bawah ini adalah kuesioner penelitian. Bapak/lbu/Sdr/l dipersilahkan untuk menjawab

dengan memilih (\) salah satu alternatif jawaban yang telah disediakan.

SS : Sangat Setuju

S : Setuju

N : Netral

TS : Tidak Setuju

STS : Sangat Tidak Setuju

A. KEPUASAN DENGAN PENJUAL

No Pertanyaan SS flis STS
1. | Secara keseluruhan, saya sangat puas melakukan
pembelian online di www.shopee.co.id.
2. | Secara keseluruhan, saya sangat senang melakukan
pembelian online di www.shopee.co.id
3. | Harapan saya terpenuhi saat melakukan pembelian online
di www.shopee.co.id.
4. | Saya akan merekomendasikan www.shopee.co.id ke
teman saya.
B. KEPERCAYAAN KEPADA PENJUAL
No Pertanyaan 58 TS | STS
1. | Saya percaya bahwa www.shopee.co.id konsisten dalam

kualitas dan pelayanan.

2. | Saya percaya bahwa www.shopee.co.id sangat tertarik untuk
memenuhi kebutuhan dan keinginan saya.
Saya percaya bahwa www.shopee.co.id jujur.
Saya percaya bahwa www.shopee.co.id ingin dikenal sebagai
aplikasi belanja yang memiliki janji dan komitmen.

5. | Saya percaya bahwa www.shopee.co.id dapat dipercaya.

6. | Saya percaya bahwa www.shopee.co.id memiliki integritas
tinggi

7. | Saya percaya bahwa www.shopee.co.id dapat diandalkan.

8. | Saya percaya bahwa www.shopee.co.id paling berkesan di

hati saya.
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C. INTERAKTIVITAS
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No Pertanyaan SS TS STS

1. | Saya merasa bahwa saya memiliki kontrol penuh atas
pengalaman belanja saya di www.shopee.co.id.

2. | Saat berada di situs www.shopee.co.id, saya dapat memilih
dengan bebas apa yang ingin saya lihat.

3. | www.shopee.co.id memfasilitasi komunikasi dua arah
antara penjual dan pembeli.

4. | Saya dapat secara langsung berkomunikasi dengan penjual
melalui media chat di www.shopee.co.id.

5. | Penjual di www.shopee.co.id menanggapi pertanyaan saya
dengan cepat.

6. | Saya bisa mendapatkan informasi dari penjual di
www.shopee.co.id dengan cepat.

D. EFEKTIVITAS PENGGUNAAN LIVE CHAT

No Pertanyaan SS TS STS

1. | Media live chat yang disediakan www.shopee.co.id efektif
bagi saya untuk berkomunikasi dengan penjual.

2. | Saya telah menggunakan media live chat untuk
memverifikasi informasi dengan penjual di
www.shopee.co.id

3. | Saya percaya bahwa media live chat di Shopee telah
memfasilitasi komunikasi langsung dan negosiasi antara
penjual dengan saya.

4. | Saya memiliki dialog yang baik dengan penjual di
www.shopee.co.id melalui media live chat.

E. EFEKTIFITAS SISTEM UMPAN BALIK

No Pertanyaan SS TS STS

1. | Saya merasa yakin bahwa mekanisme penilaian dan umpan
balik di www.shopee.co.id memberikan informasi yang
akurat tentang reputasi penjual.

2. | Mekanisme penilaian dan umpan balik di
www.shopee.co.id memberikan informasi tentang kepuasan
konsumen terhadap penjual.

3. | Saya percaya bahwa mekanisme penilaian dan umpan balik
di www.shopee.co.id efektif bagi konsumen untuk
mengetahui reputasi penjual.

4. | Saya percaya bahwa mekanisme penilaian dan umpan balik

di www.shopee.co.id dapat diandalkan sehingga dapat
membantu saya mengevaluasi penjual.
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F. NIAT BELI ULANG
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No Pertanyaan SS TS STS
1. | Dalam jangka menegah, probabilitas saya melakukan
pembelian online di www.shopee.co.id tinggi.
2. | Dalam jangka panjang, probabilitas saya melakukan
pembelian online di www.shopee.co.id tinggi.
3. | Probabilitas saya melakukan pembelian ulang di

www.shopee.co.id tinggi.
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No Jenis Usia Pendidikan Pekerjaan Pendapatan Frekuensi Produk yang sering dibeli secara online
Kelamin belanja (1 bulan)
1 P 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 3 -4 kali Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll);Kecantikan
(Kosmetik,dll);Perlengkapan bayi
2 P 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 5 - 6 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-
3 P 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 3 -4 kali Makanan;Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll);Kecantikan (Kosmetik,dll)
4 L 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Makanan
tahun 3.000.000,-
5 P 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-
6 P 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1-2 kali Elektronik;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll)
7 P 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 5 - 6 kali Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll);Kecantikan (Kosmetik,dll)
8 L 21-30 Diploma (D1 - D3) Pelajar/Mahasiswa | <Rp 3 -4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 1.500.000,-
9 P 21-30 Diploma (D1 - D3) Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
10 P 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 1 -2 kali Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll);Kecantikan
(Kosmetik,dll);Perlengkapan bayi
11 P 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1 -2 kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
12 P 21-30 Diploma (D1 - D3) Pegawai Swasata | Rp 3.000.001 - 5-6kali Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll);Kecantikan
(Kosmetik,dll);Perlengkapan bayi
13 P 17 -20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 1-2Kkali Fashion (Pakaian, sepatu, tas,dll)
tahun 1.500.000,-
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14 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 3.000.001 - 1-2 kali Makanan;Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
15 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 3.000.001 - 3 -4 kali Elektronik;Kecantikan (Kosmetik,dll)
tahun 5.000.000,-
16 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 3.000.001 - 1-2 kali Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll);Kecantikan
(Kosmetik,dll);Perlengkapan bayi
17 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 5.000.001 - 3 -4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 10.000.000,-
18 17-20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 3 -4 kali Makanan;Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll);Kecantikan (Kosmetik,dll)
19 21-30 Diploma (D1 - D3) Pegawai Swasata Rp 3.000.001 - 1-2 kali Elektronik;Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll)
20 21-30 Sarjana Strata 1 (S1) Pegawai Swasata | Rp 3.000.001 - 1 -2 kali Makanan;Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
21 17-20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 3 -4 Kkali Fashion (Pakaian, sepatu, tas,dll)
tahun 1.500.000,-
22 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 3.000.001 - 1-2 kali Elektronik;Kecantikan (Kosmetik,dIl)
tahun 5.000.000,-
23 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 3.000.001 - 3 -4 kali Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll);Kecantikan
(Kosmetik,dll);Perlengkapan bayi
24 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 1.500.000 - 5-6kali Elektronik;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll)
25 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 3.000.001 - 3 -4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 5.000.000,-
26 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 3.000.001 - 3 -4 kali Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll);Kecantikan
(Kosmetik,dll);Perlengkapan bayi
27 21-30 Diploma (D1 - D3) Pelajar/Mahasiswa | Rp 1.500.000 - 3-4kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
28 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Elektronik;Kecantikan (Kosmetik,dIl)
tahun 3.000.000,-
29 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1-2 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-
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30 21-30 Diploma (D1 - D3) Pelajar/Mahasiswa | <Rp 3 - 4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 1.500.000,-

31 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 3.000.001 - 3 -4 kali Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll);Kecantikan (Kosmetik,dll)

32 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 3.000.001 - 3 -4 Kkali Elektronik;Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll)

33 21-30 Diploma (D1 - D3) Pelajar/Mahasiswa | Rp 3.000.001 - 1 -2 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 5.000.000,-

34 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 1.500.000 - 1 -2 kali Makanan;Elektronik;Fashion (Pakaian,
tahun 3.000.000,- sepatu, tas,dll)

35 21-30 Sarjana Strata 1 (S1) Pegawai Swasata | Rp 1.500.000 - 3 -4 kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)

36 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 5.000.001 - 1-2 kali Makanan;Elektronik;Fashion (Pakaian,
tahun 10.000.000,- sepatu, tas,dll)

37 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 3.000.001 - 3 -4 kali Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll);Kecantikan

(Kosmetik,dll);Perlengkapan bayi

38 21-30 Sarjana Strata 1 (S1) Pegawai Swasata | Rp 1.500.000 - 5-6kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dlIl)

39 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 5.000.001 - 1-2 kali Elektronik;Kecantikan (Kosmetik,dIl)
tahun 10.000.000,-

40 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 3.000.001 - 3 -4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 5.000.000,-

41 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 5 - 6 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-

42 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1-2kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)

43 17-20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-

44 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 3.000.001 - 1-2 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 5.000.000,-

45 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 5.000.001 - 3 -4 kali Makanan;Elektronik;Fashion (Pakaian,
tahun 10.000.000,- sepatu, tas,dll)

46 17-20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 3.000.001 - 3-4kali Makanan;Fashion (Pakaian, sepatu,
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tahun 5.000.000,- tas,dll);Kecantikan (Kosmetik,dll)

47 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 5-6kali Elektronik;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll)

48 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1-2 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-

49 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-

50 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 - 4 kali Elektronik;Kecantikan (Kosmetik,dIl)
tahun 3.000.000,-

51 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 5- 6 Kali Makanan;Elektronik;Fashion (Pakaian,
tahun 3.000.000,- sepatu, tas,dll)

52 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 5 - 6 kali Elektronik;Kecantikan (Kosmetik,dIl)
tahun 3.000.000,-

53 17-20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dlIl)

54 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 3.000.001 - 1-2 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 5.000.000,-

55 21-30 Diploma (D1 - D3) Pelajar/Mahasiswa | <Rp > 6 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 1.500.000,-

56 21-30 Diploma (D1 - D3) Pelajar/Mahasiswa | <Rp 1-2 kali Makanan;Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll);Kecantikan (Kosmetik,dll)

57 17-20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 1 -2 kali Elektronik;Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll)

58 21-30 Diploma (D1 - D3) Pelajar/Mahasiswa | <Rp 3 -4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 1.500.000, -

59 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 5 -6 kali Elektronik;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll)

60 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 3.000.001 - 1-2 kali Elektronik;Kecantikan (Kosmetik,dIl)
tahun 5.000.000,-

61 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 5.000.001 - 3 - 4 kali Makanan;Fashion (Pakaian, sepatu,
tahun 10.000.000,- tas,dll);Kecantikan (Kosmetik,dll)

62 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 3.000.001 - > 6 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 5.000.000,-

63 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1-2 kali Makanan
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tahun 3.000.000,-
64 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan
(Kosmetik,dll);Perlengkapan bayi
65 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 5 - 6 kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
66 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-
67 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1-2 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-
68 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1-2 kali Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
69 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 5.000.001 - > 6 kali Makanan;Fashion (Pakaian, sepatu,
tahun 10.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
70 17-20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 1 -2 kali Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll);Kecantikan (Kosmetik,dll)
71 21-30 Sarjana Strata 1 (S1) Pegawai Swasata | <Rp 1-2 kali Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll);Kecantikan
(Kosmetik,dll);Perlengkapan bayi
72 17-20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Elektronik;Kecantikan (Kosmetik,dIl)
tahun 3.000.000,-
73 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
74 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 5.000.001 - 5 - 6 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 10.000.000,-
75 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 3.000.001 - 5 - 6 kali Elektronik;Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll)
76 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 5.000.001 - 1-2 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 10.000.000,-
77 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 3.000.001 - 3 - 4 kali Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
78 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1-2 kali Makanan
tahun 3.000.000,-
79 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 5 - 6 kali Elektronik;Kecantikan (Kosmetik,dIl)
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tahun 3.000.000,-

80 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1-2kali Makanan
tahun 3.000.000,-

81 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - > 6 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-

82 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)

83 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 1-2 kali Elektronik;Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll)

84 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 3 -4 kali Elektronik;Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll)

85 21-30 Sarjana Strata 1 (S1) Pegawai Swasata | <Rp 1-2 kali Makanan;Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll);Kecantikan (Kosmetik,dll)

86 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 5.000.001 - 1-2 kali Elektronik;Buku
tahun 10.000.000,-

87 17-20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Elektronik;Kecantikan (Kosmetik,dIl)
tahun 3.000.000,-

88 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 3.000.001 - 3 -4 kali Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll);Kecantikan

(Kosmetik,dll);Perlengkapan bayi

89 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 5 -6 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-

90 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | < Rp 5 - 6 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 1.500.000,-

91 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 1 -2 kali Elektronik;Kecantikan (Kosmetik,dIl)
tahun 1.500.000,-

92 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)

93 17-20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 5-6 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-

94 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 3.000.001 - 3 -4 kali Elektronik;Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll)

95 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 1.500.000 - 3 - 4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-
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96 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 1.500.000 - 5 - 6 kali Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
97 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan
(Kosmetik,dll);Perlengkapan bayi
98 17-20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 5 - 6 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-
99 21-30 Diploma (D1 - D3) Pelajar/Mahasiswa | Rp 1.500.000 - 5-6 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-
100 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 1-2 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 1.500.000,-
101 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 3 -4 Kali Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll);Kecantikan
(Kosmetik,dll);Perlengkapan bayi
102 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 1-2 kali Elektronik;Buku
tahun 1.500.000,-
103 21-30 Diploma (D1 - D3) Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Makanan
tahun 3.000.000,-
104 21-30 Sarjana Strata 1 (S1) Pegawai Swasata | Rp 1.500.000 - 3-4kali Elektronik;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll)
105 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 5.000.001 - 3 -4 kali Elektronik;Kecantikan (Kosmetik,dIl)
tahun 10.000.000,-
106 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
107 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 5 - 6 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-
108 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
109 21-30 SLTA/Sederajat/Dibawahnya Pegawai Swasata Rp 3.000.001 - 3 -4 kali Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
110 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1-2 kali Elektronik;Alat pancing
tahun 3.000.000,-
111 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 5.000.001 - 1-2 kali Makanan;Elektronik;Fashion (Pakaian,
tahun 10.000.000,- sepatu, tas,dll)
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112 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 5 - 6 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-

113 21-30 Sarjana Strata 1 (S1) Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-

114 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 3 -4 Kkali Elektronik;Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll)

115 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 1.500.000 - 1-2 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-

116 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 5.000.001 - 3 - 4 kali Fashion (Pakaian, sepatu,
tahun 10.000.000,- tas,dll);Kecantikan (Kosmetik,dll)

117 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 5.000.001 - 3 -4 Kkali Makanan;Fashion (Pakaian, sepatu, tas,dll)
tahun 10.000.000,-

118 21-30 Sarjana Strata 1 (S1) Pelajar/Mahasiswa | Rp 3.000.001 - 3 -4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 5.000.000,-

119 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 1.500.000 - 3 -4 kali Makanan;Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-

120 21-30 Sarjana Strata 1 (S1) Pegawai Swasata | <Rp 1-2 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 1.500.000,-

121 21-30 Sarjana Strata 1 (S1) Wiraswasta Rp 3.000.001 - > 6 kali Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll);Kecantikan (Kosmetik,dll)

122 21-30 Sarjana Strata 1 (S1) Pelajar/Mahasiswa | <Rp 3 -4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 1.500.000,-

123 21-30 SLTA/Sederajat/Dibawahnya | Pegawai Swasata = | Rp 1.500.000 - 3 -4 kali Elektronik;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)

124 21-30 Diploma (D1 - D3) Pelajar/Mahasiswa | <Rp 1 - 2 kali Makanan
tahun 1.500.000,-

125 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 -4 kali Elektronik;Buku
tahun 3.000.000,-

126 17-20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1-2kali Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)

127 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 - 4 kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)

128 21 - 30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1-2Kkali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-
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129 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 5.000.001 - 3 - 4 kali Elektronik;Kecantikan (Kosmetik,dIl)
tahun 10.000.000,-
130 21-30 SLTA/Sederajat/Dibawahnya | Pegawai Swasata | Rp 5.000.001 - 3 -4 kali Elektronik;Fashion (Pakaian, sepatu,
tahun 10.000.000,- tas,dll)
131 21-30 Diploma (D1 - D3) Pelajar/Mahasiswa | Rp 3.000.001 - 1-2 kali Makanan;Kecantikan (Kosmetik,dlIl)
tahun 5.000.000,-
132 17-20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 1 -2 kali Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll);Kecantikan (Kosmetik,dll)
133 17-20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 3 - 4 kali Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll);Kecantikan (Kosmetik,dll)
134 21-30 Sarjana Strata 1 (S1) Pelajar/Mahasiswa | <Rp 1-2 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 1.500.000,-
135 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 1-2 kali Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll);Kecantikan (Kosmetik,dll)
136 21-30 Sarjana Strata 1 (S1) Ibu rumah tangga | Rp 5.000.001 - 1-2 kali Keperluan RT
tahun 10.000.000,-
137 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 1-2 kali Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll);Kecantikan (Kosmetik,dll)
138 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp > 6 kali Makanan;Fashion (Pakaian, sepatu,
tahun 1.500.000, - tas,dll);Kecantikan (Kosmetik,dll)
139 21-30 Sarjana Strata 1 (S1) Pelajar/Mahasiswa | <Rp 1-2kali Elektronik;Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll)
140 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1-2 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-
141 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1 -2 kali Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dlIl)
142 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 1 -2 kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
143 21-30 Sarjana Strata 1 (S1) Pelajar/Mahasiswa | <Rp 1-2kali Elektronik;Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll)
144 17-20 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | Rp 1.500.000 - 3 - 4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 3.000.000,-
145 17 -20 Diploma (D1 - D3) Pegawai Swasata Rp 3.000.001 - 1-2Kkali Makanan;Fashion (Pakaian, sepatu,
tahun 5.000.000,- tas,dll);Kecantikan (Kosmetik,dlIl)
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146 21-30 SLTA/Sederajat/Dibawahnya Pegawai Swasata Rp 5.000.001 - 1-2 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 10.000.000,-

147 21-30 SLTA/Sederajat/Dibawahnya | Pelajar/Mahasiswa | <Rp 3 -4 kali Makanan;Fashion (Pakaian, sepatu,
tahun 1.500.000,- tas,dll);Kecantikan (Kosmetik,dll)

148 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 5.000.001 - 1-2 kali Fashion (Pakaian, sepatu,
tahun 10.000.000,- tas,dll);Kecantikan (Kosmetik,dll)

149 21-30 Sarjana Strata 1 (S1) Pegawai Swasata Rp 5.000.001 - 3 -4 kali Fashion (Pakaian, sepatu, tas,dll)
tahun 10.000.000,-

150 21-30 Diploma (D1 - D3) Pelajar/Mahasiswa | Rp 1.500.000 - 1 -2 kali Makanan;Fashion (Pakaian, sepatu,
tahun 3.000.000,- tas,dll);Kecantikan (Kosmetik,dll)
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LAMPIRAN 111

DATA KUESIONER
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LC|LC|LC|FB |FB | FB |FB | RP|RP|RP

LC

SS

SS

SS

SS

NO

10
11
12
13
14
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20
21

22
23
24
25

26
27
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LAMPIRAN IV

n Al_w WTA
N— <,




1. KEPUASAN KEPADA PENJUAL

VALIDITAS N =38

Correlations

120

SS1 SS2 SS3 SS4 KEPUASAN
SS1 Pearson 1 0.000 4417 295 722"
Correlation
Sig. (2-tailed) 1.000 .006 073 .000
N 38 38 38 38 38
SS2 Pearson 0.000 1 144 -.015 414"
Correlation
Sig. (2-tailed) 1.000 .389 930 .010
N 38 38 38 38 38
SS3 Pearson 441" 144 1 L 660"
Correlation
Sig. (2-tailed) .006 .389 506 .000
N 38 38 38 38 38
SS4 Pearson 295 -.015 111 1 634"
Correlation
Sig. (2-tailed) 073 930 506 .000
N 38 38 38 38 38
KEPUASAN Pearson 722" 414" 660" 634" 1
Correlation
Sig. (2-tailed) .000 .010 .000 .000
N 38 38 38 38 38

**_Correlation is significant at the 0.01 level (2-tailed).

>0,3202

>0,3202

>0,3202

>0,3202



2. KEPERCAYAAN KEPADA PENJUAL

Correlations

121

K1 K2 K3 K4 K5 K6 K7 K8 | KEPERCAYAAN
K1 Pearson 1| 240 3227 | .322° | 216 | .317 | .418 | .309 .658

Correlation

Sig. (2- 147 | .048 | 048 | .194 | .053 | .009 | .059 .000

tailed)

N 38 38 38 38 38 38 38 38 38
K2 Pearson .240 1| .102 | .118 | .183| .237 | .302 | .157 487"

Correlation

Sig. (2- 147 541 481 | 272 | .151| .065 | .345 .002

tailed)

N 38 38 38 38 38 38 38 38 38
K3 Pearson 322" | 102 1|.361° | -.014 | .121 | .068 | .200 447"

Correlation

Sig. (2- 048 | 541 026 | 935 | .467 | .684| .228 .005

tailed)

N 38 38 38 38 38 38 38 38 38
K4 Pearson 322" | 118 | .361° 1| -074| .106 | -.025 | -.122 351"

Correlation

Sig. (2- 048 | .481 | .026 659 | 526 | .880 | .464 .031

tailed)

N 38 38 38 38 38 38 38 38 38
K5 Pearson 216 | .183 | -.014 - 1| .329" | .793" | .632" 657"

Correlation .074

Sig. (2- 194 | 272 | 935 | .659 .044 | .000 | .000 .000

tailed)

N 38 38 38 38 38 38 38 38 38
K6 Pearson 317 | .237| .121| .106 | .329 1| .493" | .403 638"

Correlation

Sig. (2- 053 | .151 | .467 | 526 | .044 002 | .012 .000

tailed)

N 38 38 38 38 38 38 38 38 38
K7 Pearson 4187 | 302 | .068 - | 7937 | 493" 1| .758" .809”

Correlation .025

Sig. (2- 009 | .065| .684 | .880 | .000 | .002 .000 .000

tailed)

N 38 38 38 38 38 38 38 38 38
K8 Pearson 309 | .157 | .200 - | .6327 | .403" | .758" 1 699"

Correlation 122

Sig. (2- 059 | .345| .228 | .464 | .000 | .012 | .000 .000

tailed)

N 38 38 38 38 38 38 38 38 38
KEPERCAYAAN Pearson 658" | .487" | .447" | 351 | 657 | .638" | .809" | .699" 1

Correlation

>0,3202

>0,3202

>0,3202

>0,3202

>0,3202

>0,3202

>0,3202

>0,3202
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Sig. (2- .000| .002| .005| .031| .000| .000| .000| .000
tailed)
N 38 38 38 38 38 38 38 38 38
*. Correlation is significant at the 0.05 level (2-tailed).
**_Correlation is significant at the 0.01 level (2-tailed).
3. INTERAKTIVITAS
11 12 13 14 15 16 INTERAKTIVITAS
11 Pearson 1 271 | 349" | .338 .250 224 5737
Correlation
Sig. (2- .100 .032 .038 .130 177 .000
tailed)
N 38 38 38 38 38 38 38
12 Pearson 271 1| 4817 | .7147 .138 123 692"
Correlation
Sig. (2- .100 .002 .000 408 462 .000
tailed)
N 38 38 38 38 38 38 38
13 Pearson 349" | 4817 1| .604" .165 .320 743"
Correlation
Sig. (2- .032 .002 .000 .322 .050 .000
tailed)
N 38 38 38 38 38 38 38
14 Pearson 338" | 7147 | 604" 1 .136 .118 727"
Correlation
Sig. (2- .038 .000 .000 414 481 000
tailed)
N 38 38 38 38 38 38 38
15 Pearson .250 138 .165 136 1| .696" 603"
Correlation
Sig. (2- .130 408 .322 414 .000 .000
tailed)
N 38 38 38 38 38 38 38
16 Pearson 224 .123 .320 118 | .696~ 1 .639”
Correlation
Sig. (2- 177 462 .050 481 .000 .000
tailed)
N 38 38 38 38 38 38 38
INTERAKTIVITAS Pearson 5737 | 6927 | 7437 | 7277 | 6037 | .6397 1
Correlation
Sig. (2- .000 .000 .000 .000 .000 .000
tailed)
N 38 38 38 38 38 38 38

*. Correlation is significant at the 0.05 level (2-tailed).
**_Correlation is significant at the 0.01 level (2-tailed).

>0,3202

>0,3202

>0,3202

>0,3202

>0,3202

>0,3202



4. EFEKTIVITAS PENGGUNAAN LIVE CHAT

Correlations

LC1 LC2 LC3 LC4 LIVECHAT
LC1 Pearson 1 758" 384 345 820"
Correlation
Sig. (2-tailed) .000 017 .034 .000
N 38 38 38 38 38
LC2 Pearson 758" 1 504" 408" 867"
Correlation
Sig. (2-tailed) .000 .001 .011 .000
N 38 38 38 38 38
LC3 Pearson .384 504" 1 .264 721"
Correlation
Sig. (2-tailed) 017 .001 .109 .000
N 38 38 38 38 38
LC4 Pearson .345° 408" 264 1 644"
Correlation
Sig. (2-tailed) .034 .011 .109 .000
N 38 38 38 38 38
LIVECHAT Pearson 820" 867" 721" 644" 1
Correlation
Sig. (2-tailed) .000 .000 .000 .000
N 38 38 38 38 38
**_Correlation is significant at the 0.01 level (2-tailed).
5. EFEKTIVITAS SISTEM UMPAN BALIK
Correlations
FB1 FB2 FB3 FB4 FEEDBACK
FB1 Pearson 1 666 -.030 -,011 681
Correlation
Sig. (2-tailed) .000 .859 .946 .000
N 38 38 38 38 38
FB2 Pearson 666" 1 118 .050 754"
Correlation
Sig. (2-tailed) .000 480 764 .000
N 38 38 38 38 38
FB3 Pearson -.030 .118 1 372 554"
Correlation
Sig. (2-tailed) .859 480 .022 .000
N 38 38 38 38 38
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>0,3202

>0,3202

>0,3202

>0,3202

>0,3202

>0,3202

>0,3202



*x

FB4 Pearson -.011 .050 372 1 .523
Correlation
Sig. (2-tailed) .946 764 022 .001
N 38 38 38 38 38
FEEDBACK Pearson 681" 754" 554" 523" 1
Correlation
Sig. (2-tailed) .000 .000 .000 .001
N 38 38 38 38 38
**_Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
6. NIAT BELI ULANG
Correlations
RP1 RP2 RP3 NIATBELIULANG
RP1 Pearson 1 767 674 903"
Correlation
Sig. (2-tailed) .000 .000 .000
N 38 38 38 38
RP2 Pearson 767" 1 651" 895"
Correlation
Sig. (2-tailed) .000 .000 .000
N 38 38 38 38
RP3 Pearson 6747 6517 1 881"
Correlation
Sig. (2-tailed) .000 .000 .000
N 38 38 38 38
NIATBELIULANG Pearson 903" 895" 881" 1
Correlation
Sig. (2-tailed) .000 .000 .000
N 38 38 38 38
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>0,3202

>0,3202

>0,3202

>0,3202

**_Correlation is significant at the 0.01 level (2-tailed).



RELIABILITAS N = 38

1. KEPUASAN DENGAN PENJUAL

Case Processing Summary

N %
Cases Valid 38 100.0
Excluded?® 0 0.0
Total 38 100.0
a. Listwise deletion based on all variables in the
procedure.
Reliability Statistics
Cronbach's
Alpha N of Items
727 5
>0,7
Item Statistics
Std.
Mean Deviation N
SSi 4.0000 .69749 38
SS2 4.2895 .61106 38
SS3 4.0000 .61512 38
SSs4 3.8421 .78933 38
KEPUASAN 16.1316 1.66313 38

2. KEPERCAYAAN KEPADA PENJUAL

Case Processing Summary

N

%

Cases

Valid
Excluded?
Total

38
0
38

100.0
0.0
100.0

a. Listwise deletion based on all variables in the

procedure.

125



Reliability Statistics

Cronbach's Alpha N of ltems
744 9 >0,7
Item Statistics
Std.
Mean Deviation
K1 3.9211 74911 38
K2 4.2895 .73182 38
K3 4.2632 .75995 38
K4 4.2368 .75101 38
K5 3.6316 .81940 38
K6 3.6316 .78572 38
K7 3.8421 .82286 38
K8 3.9211 .67310 38
KEPERCAYAAN 31.7368 3.62934 38
3. INTERAKTIVITAS
Case Processing Summary
N %

Cases Valid 38 | 100.0

Excluded® 0 0.0

Total 38 | 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's Alpha

N of
Items

.764

7

Item Statistics

>0,7

Std.
Mean Deviation N
11 4.3421 .58246 38
12 4.3421 .78072 38
13 4.2368 .78617 38
14 4.2368 67521 38
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15 3.3947 .71809 38

16 3.6316 .78572 38
INTERAKTIVITAS 24,1842 | 2.88383 38

4. EFEKTIVITAS PENGGUNAAN LIVE CHAT

Case Processing Summary

N %
Cases Valid 38 100.0
Excluded?® 0 0.0
Total 38 100.0

a. Listwise deletion based on all variables in the
procedure.

Reliability Statistics

Cronbach's N of
Alpha Iltems

.802 5

>0,7

Item Statistics

Std.
Mean Deviation N
LC1 3.8421 .82286 38
LC2 3.9211 .67310 38
LC3 3.7632 .81983 38
LC4 4.0789 71212 38
LIVECHAT 15.6053 2.30791 38

5. EFEKTIVITAS SISTEM UMPAN BALIK

Case Processing Summary

N %
Cases Valid 38 100.0
Excluded® 0 0.0
Total 38 100.0

a. Listwise deletion based on all variables in the
procedure.



Reliability Statistics

Cronbach's N of
Alpha Items
742 5 50,7
Item Statistics
Std.
Mean Deviation
FB1 4,1053 .76369 38
FB2 4.0526 .73328 38
FB3 3.8947 .68928 38
FB4 4.0526 .65543 38
FEEDBACK 16.1053 | 1.79774 38
6. NIAT BELI ULANG
Case Processing Summary
N %
Cases Valid 38 | 100.0
Excluded® 0 0.0
Total 38 | 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

N of

Cronbach's Alpha Items

.860 4

>0,7

Item Statistics

Std.
Mean Deviation N
RP1 3.6316 .85174 38
RP2 3.7105 .86705 38
RP3 3.7895 .99071 38
NIATBELIULANG 11.1316 2.41807 38
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SEMUA VARIABEL

Case Processing Summary

N %
Cases Valid 38 100.0
Excluded® 0 0.0
Total 38 100.0
a. Listwise deletion based on all variables in the procedure.
Reliability Statistics
Cronbach's Alpha N of ltems
911 351 >0,7
Item Statistics
Mean Std. Deviation N
SS1 4.0000 .69749 38
SS2 4.2895 .61106 38
SS3 4.0000 .61512 38
SS4 3.8421 .78933 38
K1 3.9211 74911 38
K2 4.2895 .73182 38
K3 4.2632 .75995 38
K4 4.2368 .75101 38
K5 3.6316 .81940 38
K6 3.6316 .78572 38
K7 3.8421 .82286 38
K8 3.9211 .67310 38
11 4.3421 .58246 38
12 4.3421 .78072 38
13 4.2368 78617 38
14 4.2368 .67521 38
15 3.3947 .71809 38
16 3.6316 .78572 38
LC1 3.8421 .82286 38
LC2 3.9211 .67310 38
LC3 3.7632 .81983 38
LC4 4.0789 71212 38
FB1 4,1053 .76369 38
FB2 4.0526 .73328 38
FB3 3.8947 .68928 38
FB4 4.0526 .65543 38
RP1 3.6316 .85174 38
RP2 3.7105 .86705 38
RP3 3.7895 .99071 38
KEPUASAN 16.1316 1.66313 38
KEPERCAYAAN 31.7368 3.62934 38
INTERAKTIVITAS 24.1842 2.88383 38
LIVECHAT 15.6053 2.30791 38
FEEDBACK 16.1053 1.79774 38
NIATBELIULANG 11.1316 2.41807 38
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LAMPIRAN V

ANALISIS REGRESI




REGRESI SEDERHANA

1. Pengaruh Kepuasan Dengan Penjual Terhadap Kepercayaan Kepada Penjual

Variables Entered/Removed?

Model Variables Variables Method
Entered Removed
KEPUASANME
1 b Enter
ANS

a. Dependent Variable: KEPERCAYAANMEANS

b. All requested variables entered.

Model Summary

131

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .284°% .080 .074 41603
a. Predictors: (Constant), KEPUASANMEANS
ANOVA?®
Model Sum of Squares df Mean Square F Sig.
Regression 2.241 1 2.241 12.945 .000"
1 Residual 25.616 148 173
Total 27.857 149
a. Dependent Variable: KEPERCAYAANMEANS
b. Predictors: (Constant), KEPUASANMEANS
Coefficients®
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 3.079 .264 11.672 .000
! KEPUASANMEANS .233 .065 .284 3.598 .000

a. Dependent Variable: KEPERCAYAANMEANS



2. Pengaruh Kepercayaan Kepada Penjual Terhadap Niat Beli Ulang Konsumen

Variables Entered/Removed?

Model Variables Variables Method
Entered Removed
KEPERCAYAA
1 b Enter
NMEANS

a. Dependent Variable: NIATBELIULANGMEANS

b. All requested variables entered.

Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .180°% .032 .026 .75188

a. Predictors: (Constant), KEPERCAYAANMEANS

ANOVA?®
Model Sum of Squares df Mean Square F Sig.
Regression 2.810 1 2.810 4.970 027"
1 Residual 83.667 148 .565
Total 86.477 149

a. Dependent Variable: NIATBELIULANGMEANS
b. Predictors: (Constant), KEPERCAYAANMEANS

Coefficients®

132

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 2.465 .576 4.279 .000
! KEPERCAYAANMEANS .318 142 .180 2.229 .027

a. Dependent Variable: NIATBELIULANGMEANS




3A. Pengaruh Interaktivitas Terhadap Niat Beli Ulang Konsumen

Variables Entered/Removed?
Model Variables Variables Method
Entered Removed
INTERAKTIVIT
1 b Enter
ASMEANS

a. Dependent Variable: NIATBELIULANGMEANS

b. All requested variables entered.

Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .455° .207 .202 .68052

a. Predictors: (Constant), INTERAKTIVITASMEANS

ANOVA?®
Model Sum of Squares df Mean Square F Sig.
Regression 17.937 1 17.937 38.731 .000°
1 Residual 68.540 148 463
Total 86.477 149

a. Dependent Variable: NIATBELIULANGMEANS
b. Predictors: (Constant), INTERAKTIVITASMEANS

Coefficients?®

133

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 1.020 441 2.312 .022
INTERAKTIVITASMEANS .678 .109 .455 6.223 .000

a. Dependent Variable: NIATBELIULANGMEANS




3B. Pengaruh Interaktivitas Terhadap Kepercayaan Kepada Penjual

Variables Entered/Removed?
Model Variables Variables Method
Entered Removed
INTERAKTIVIT
1 b Enter
ASMEANS

a. Dependent Variable: KEPERCAYAANMEANS

b. All requested variables entered.

Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .606° .367 .363 .34508

a. Predictors: (Constant), INTERAKTIVITASMEANS

ANOVA?®
Model Sum of Squares df Mean Square F Sig.
Regression 10.232 1 10.232 85.926 .000°
1 Residual 17.624 148 119
Total 27.857 149

a. Dependent Variable: KEPERCAYAANMEANS
b. Predictors: (Constant), INTERAKTIVITASMEANS

Coefficients?®
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Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 1.964 224 8.785 .000
INTERAKTIVITASMEANS 512 .055 .606 9.270 .000

a. Dependent Variable: KEPERCAYAANMEANS




REGRESI BERGANDA

1. Pengaruh Penggunaan “Live Chat” dan Sistem Umpan Balik Terhadap

Interaktivitas.

Variables Entered/Removed?

Model Variables Variables Method
Entered Removed
LIVECHATMEA
NS,
1 Enter
FEEDBACKME
ANS"

a. Dependent Variable: INTERAKTIVITASMEANS

b. All requested variables entered.

Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .699° .489 482 .36834

a. Predictors: (Constant), LIVECHATMEANS, FEEDBACKMEANS

135

ANOVA?

Model Sum of Squares df Mean Square F Sig.

Regression 19.052 2 9.526 70.214 .000°
1 Residual 19.944 147 .136

Total 38.996 149
a. Dependent Variable: INTERAKTIVITASMEANS
b. Predictors: (Constant), LIVECHATMEANS, FEEDBACKMEANS

Coefficients®
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta

(Constant) 1.318 .285 4.625 .000
1 FEEDBACKMEANS .105 .077 .092 1.369 173

LIVECHATMEANS 574 .059 .650 9.655 .000

a. Dependent Variable: INTERAKTIVITASMEANS
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2. Pengaruh Interaktivitas dan Kepercayaan Kepada Penjual Terhadap Niat Beli

Ulang

Variables Entered/Removed?

Model

Variables

Entered

Variables

Removed

Method

KEPERCAYAA
NMEANS,
INTERAKTIVIT
ASMEANS"

Enter

a. Dependent Variable: NIATBELIULANGMEANS

b. All requested variables entered.

Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 4717 222 211 .67656

a. Predictors: (Constant), KEPERCAYAANMEANS,

INTERAKTIVITASMEANS
ANOVA?®

Model Sum of Squares df Mean Square F Sig.

Regression 19.190 2 9.595 20.962 .000°
1 Residual 67.287 147 .458

Total 86.477 149
a. Dependent Variable: NIATBELIULANGMEANS
b. Predictors: (Constant), KEPERCAYAANMEANS, INTERAKTIVITASMEANS

Coefficients®
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta

(Constant) 1.544 541 2.854 .005
1 INTERAKTIVITASMEANS .815 .136 .547 5.982 .000

KEPERCAYAANMEANS -.267 .161 -.151 -1.655 .100

a. Dependent Variable: NIATBELIULANGMEANS
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Abstract

Purpose — Retaining customers is very important for the survival of e-commerce sellers. The purpose
of this paper is to investigate the roles of computer-mediated communication (CMC) tools, interactivity,
trust and perceived effectiveness of e-commerce institutional mechanisms (PEEIM) in influencing
customer’s repurchase intention in the Chinese online e-commerce marketplace.
Design/methodology/approach — The research model is empirically tested using survey data
analyzed with partial least squares structural equation modeling.

Findings — This study confirms the positive relation between customer satisfaction and trust in the
seller, which further contributes to repurchase intention. Results also support the positive influences of
effective use of an instant messenger and feedback system on customer perceived interactivity, which
helps enhance trust in the seller. PEEIM demonstrates interesting results regarding its moderating effects.
Research limitations/implications — In the future, researchers can extend the study to other
e-commerce platforms and take trust transfer effects and product categories into consideration.
Practical implications — This study highlights the importance to manage trust, PEEIM,
interactivity and CMC tools in e-commerce platforms, assisting practitioners to develop appropriate
business strategies and processes to retain customers.

Originality/value — This study extends previous investigations by integrating trust and PEEIM with
interactivity and testing the model in the context of the Chinese online marketplace.

Keywords Trust, Interactivity, Online repurchase intention, Partial least square modeling,
Perceived effectiveness of e-commerce institutional mechanism

Paper type Research paper

1. Introduction Emerald
The rapid growth of the online market has created both opportunities and challenges for
the e-commerce online websites. According to Reichheld and Schefter (2000), the cost of
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developing a new customer is considered higher in the e-commerce environment than
through traditional channels, but the profit grows faster after the relationship with the
seller is developed because repeat online customers tend to spend more than they do in the
beginning. Therefore, in order to stay competitive in the marketplace, it is important for
online sellers to attract existing customers to conduct repeat purchases (Chiu et al, 2009).
Based on the research of Mainspring and Bain & Company (2000), existing customers’
loyalty and retention are crucial to the success of e-commerce. For instance, to balance
the cost invested, online sellers need no less than four times repurchases. This leads to the
following question: what factors drive online customers to repurchase from the same
seller? The main objective of this study is to examine potential factors that are crucial
to the achievement of online repurchases, especially the roles of computer-mediated
communication (CMC) tools, interactivity, trust and perceived effectiveness of e-commerce
mnstitutional mechanisms (PEEIM). Understanding how online customer repurchase
intention can be affected will lead to better business strategies and long-term profitability
to online sellers, which further contribute to long-run success in the online market.

This research uses Chinese e-commerce platform Taobao.com as an example.
Founded by the Alibaba Group in 2003, Taobao.com is a dominant consumer-to-
consumer (C2C) platform in China. It is also one of the top 10 most visited websites in
the world according to Alexa Internet. In 2015, in the 11.11 Global Shopping Festival,
the Alibaba Group set a new record with a total gross merchandise volume of $14.3 billion
(91.2 hillion RMB), and the total number of mobile buyers on Tmall.com and Taobao
Marketplace was 95 million, according to the data released by Alibaba. Such success
makes Taobao.com the most representative e-commerce platform in China.

One factor of Taobao.com’s success can be linked to the effective use of CMC tools
(Ou et al, 2014). CMC tools are important in online market, particularly in China as they
enhance interactivity and contribute to better buyer-seller communication which is
positively related to trust, a critical factor to the success of online transactions (Ou et al,
2014). Previous studies have already shown that trust plays a central role in online
customer behavior by reducing customer perceived risks and creating positive attitudes
(McKnight et al, 2002; Pavlou and Fygenson, 2006). Recently, Fang et al. (2014) have
focused on the role of PEEIM, the moderating effects of which are reported on the
relationships between trust, customer satisfaction and customer repurchase intention.
They call for future research to further explore the effect of PEEIM in e-commerce
environments. Therefore, to examine the factors of online customer repurchase intention,
this research adopts the model provided by Fang ef al. (2014) and extends it by including
CMC tools and interactivity as extra influential factors. Moreover, we also attempt to
explore the moderating effect of PEEIM between interactivity and repurchase intention.
It allows us to see how interactivity affects the repurchase intention under boundary
conditions. Using Taobao.com as an example, the research can lead to a better
understanding of online repurchase behavior in the Chinese context.

This study makes several contributions to the literature and Chinese online market.
First, by extending the model provided by Fang et al. (2014), this study confirms the
importance of satisfaction and trust in the achievement of customer repurchase
intention. Second, this study shows that nteractivity is influenced by the effective use
of CMC tools, and can increase the buyers’ trust in sellers. Moreover, PEEIM moderates
the relationship between interactivity and repurchase intention, although it does not
significantly moderate the relationships between satisfaction, trust and repurchase
intention. The new findings show that PEEEIM plays different roles in e-commerce
platforms like Taobao.com compared to other online vendors.



This paper proceeds as follows. The next section reviews previous literature and
theoretical development related to trust, PEEIM and interactivity. Next, research
framework and corresponding hypotheses are developed to guide the research. Then
the methodology and data analysis are presented. After that, the paper discusses
research findings and lists possible limitations before drawing a conclusion.

2. Literature review

2.1 Trust

The definition of trust often contains two essential elements: first, the expectation that
another party is reliable (Rotter, 1980); and second, the expectation-based behavioral
intentions which involve potential loss (Deutsch, 1958). Mayer ef al. (1995) define it as
“the willingness of a party to be vulnerable to the action of another party based on the
expectation that the other will perform a particular action important to the trustor,
irrespective of the ability to monitor or control that other party” (p. 712).

Trust can be treated as a multidimensional concept with three dimensions —
benevolence, integrity and competence (or ability) (Chiu et al, 2009; Jarvenpaa ef al,
1998; Mayer et al., 1995). In the online marketplace, competence (or ability) is the vendor
doing its job to meet the customer’s expectation, integrity is vendor honesty and
reliability, and benevolence is the vendor being concerned and acting in the customer’s
best interest (McKnight et al,, 2002). If all the three dimensions are perceived to be high,
the trustee will be considered trustworthy (Mayer et al, 1995). High level of trust will
reduce the perceived risks, create positive attitudes (Jarvenpaa et al, 2000; McKnight
et al., 2002; Pavlou and Fygenson, 2006) and enhance collaboration (Gambetta, 2000;
Joubert and Wishart, 2012).

2.2 PEEIM
Institutional mechanisms refer to the structures provided by third parties that support and
protect the success of-transactions (Pavlou and Gefen, 2004). Based on the concept of
mnstitutional mechanisms, the customers’ PEEIM can thus be defined as “online customer
perceptions that third-party safeguarding mechanisms, escrow service and privacy
protection exist to protect them against potential risks in the e-commerce environment”
(Fang et al, 2014, p. 409). For example, online escrow services can guarantee the
transactions through its secured transaction mechanism which releases the payment only
when satisfactory merchandise 1s received (Hu ef al, 2004), and customer perceived
effectiveness is the extent to which they believe their expectation will be fulfilled in terms of
its effectiveness (Pavlou and Gefen, 2005). Credit card online payment guarantee is another
example to protect customers from potential loss by financial institutions (Fang et al, 2014).
Some concepts can be confused with PEEIM, such as structural assurance
(Mcknight et al, 1998) and institutional structures (Pavlou and Gefen, 2004). There are
two distinguishing characteristics of PEEIM: first, PEEIM eliminates both the potential
relationship-specific risks and system-dependent uncertainty while institutional
structure only focuses on the transaction with one specific vendor; and PEEIM
emphasizes the effect of reducing risks through the third party’s guarantee compared
with structural assurance (Fang et al, 2014).

2.3 Interactivity

Interactivity, in the online marketplace, is defined as a high level of engagement and
communication between the buyer and the seller perceived by the buyer (Ou et al,
2014). The concept of interactivity was originally proposed by Newhagen et al. (1995) as
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a psychological factor, consisting of two dimensions: “(1) viewers’ psychological sense
of efficacy and (2) viewers’ sense of the media system’s interactivity” (Song and
Zinkhan, 2008, p. 100). Many subsequent studies have extended the two dimensions
into three: active control, synchronicity and two-way communication (Liu, 2003; Lowry
et al, 2009). Active control measures the degree of active control that parties have for
the communication, and synchronicity represents the level to which the communication
is synchronized, while two-way communication is about the extent to which the
communication is mutual (Ou et al,, 2014). In this study, we adopt the three-dimensional
conceptualization as it emphasizes immediate and mutual communication.

Some online vendors adopt inquiry ticket to interact with the customers, but it can
take one or two days for customers to get responses, which is not efficient. Another
example of interactivity is CMC technology. Sellers and customers usually use CMC
tools such as WangWang in Taobao.com to communicate with each other and build a
more trust-based relationship (Ou et al, 2014).

Table 1 summarizes the previous literature that studies trust, PEEIM or
interactivity. This study intends to propose a framework that integrates the three
very important variables and see how they together shape the repurchase intention in
the online marketplace.

3. Research model and hypothesis development

3.1 Effect of trust in the seller on vepurchase intention

Trust has been seen as a factor that positively affects customer intention and behavior
in the conventional marketplace (Curtis ef al, 2011; Schurr and Ozanne, 1985). Under
the e-commerce environment, the risk and uncertainty involved in a transaction are
typically high (Gefen et al, 2003). Due to asymmetry, lack of control and potential
opportunism, online consumers rely heavily on trust to reduce the uncertainty (Gefen
and Straub, 2004; Morrison and Firmstone, 2000) and trust can be more important in
the buyer-seller relationships online than in traditional marketplace (Hoffman et al,
1999; Pavlou and Fygenson, 2006; Riegelsberger et al, 2005). High level of the online
customer trust generates more favorable attitudes toward the online store and
increases the consumer’s purchase intention (Jarvenpaa et al, 2000). Without sufficient
trust online trade cannot even be iitiated (Hu ef al, 2010). Moreover, with trust the
online customer is willing to share more information with the seller, and it leads to more
tailed products offered to the customer and in return will gain the customer’s loyalty
(Reichheld and Schefter, 2000). In another word, trust reduces the perceived risks and
uncertainty involved in repurchase, lowers the barriers between sellers and consumers
and increases customer intention to buy again (Teo and Liu, 2007). Therefore, we propose
a positive relationship between trust in seller and customer online repurchase intention:

HI. Trust in seller has a positive effect on repurchase intention.

3.2 Effect of customer satisfaction on trust in seller

Customer satisfaction is the customer’s overall attitude toward a supplier (Levesque and
McDougall, 1996). It is based on the difference between customers’ expectation and what
they really get (Hansemark and Albinsson, 2004) and is the result of a cognitive and
affective evaluation related to cumulative experiences with a certain supplier (Homburg
and Giering, 2001). Compared to unsatisfied customers, satisfied customers are less
sensitive to price and less interested in competitors (Hansemark and Albinsson, 2004).
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Table 1.

Author(s) Key variables Study
Pavlou and Perceived effectiveness of  Investigates the role played by perceived
Gefen (2004) IT-enabled institutional effectiveness of three IT-enabled institutional
mechanisms mechanisms-feedback mechanisms, third-party
Trust escrow services, and credit card guarantees in
forming buyer trust, leading to transaction
intentions
Gefen and Straub ~ Social presence Focusses on the influence of the four dimensions of
(2004) Trust trust on purchase intention in B2C e-commerce, and
the importance of social presence
Gefen ef al. (2003) Trust Explores customer’s intention of using a business-
The perceived usefulness  to-consumer (B2C) website by integrating trust-
(PU) of using the new IT  based antecedents and the technological attribute-
The perceived ease of use  based antecedents found in TAM
(PEOU) of the new IT
Jarvenpaa et al Perceived size Investigates factors that influence trust and the
(2000) Reputation relationship between online customers trust and
Risk perception their willingness to buy
Attitudes
Trust

According to Mayer ef al. (1995), the outcome of a trusting behavior will affect trust at the
next interaction. In buyer-seller relationship, a buyer’s satisfaction about the outcome will
increase its perception of the seller’s benevolence and credibility (Ganesan, 1994). In the
context of e-commerce, satisfaction of previous purchase experience enables the customer
to form a positive opinion of the performance of the seller and thus enhances the confidence
of the customer that the seller will have integrity, competence and benevolence (Fang ef al,
2014). Previous studies have given empirical verification of the positive relationship
between customer satisfaction and trust in the seller in online background (Flavian ef al,
2006; Li et al, 2006). Hence, the following hypothesis is proposed:

H2. Customer satisfaction with seller has a positive effect on trust in seller.

3.3 Effect of interactivity on repurchase intention and trust in seller

High-quality interactivity in the online marketplace enables the buyer and the seller to
communicate efficiently and effectively (Teo and Liu, 2007). Interactivity is found to be
important for e-commerce customer loyalty because it can improve customer’s
information-searching experience and increase the amount of information available to
the customer and the speed of accessing the information (Srinivasan et al, 2002; Ou et al,
2014). Moreover, since interactivity is a two-way communication, each party (buyer and
seller) can share his/her opinion for some disagreement, discuss the price and postage of
products or services, and help the seller to know more about the customer’s preferences so
that they can respond to more personalized requests (Ou ef al.,, 2014). Studies have shown
that interactivity can transform visits to purchases and is the major concern of repurchase
decisions (Ghose and Dou, 1998; Ha ¢t al, 2010). Thus, the following hypothesis is proposed:

H3a. Interactivity has a positive impact on repurchase intention.

High-quality interactivity can be the foundation of trust (Wu and Chang, 2005).
Communication and information exchange are important parts of interactivity, and



they are found to have a significant influence on trust (Selnes, 1998). Giving buyers the
sense of active control can increase their engagement with the sellers and make them
feel more involved with the seller, while two-way communication and synchronized
interactions can make the buyers feel sellers approachable and willing to hear the voice
of buyers (Yoon et al., 2008). With proper interactions, sellers can show their knowledge
to the buyers and thus demonstrate their ability to offer a satisfied product and/or
service. Moreover, the level of sellers’ trustworthiness and reliability can be reflected
from the interactivity. Also, via communications, sellers can express their concern for
buyers and show their willingness to act in buyers’ best interests (Ou et al, 2014).
Therefore, trust can be cultivated from interacting with others:

H3b. Interactivity has a positive effect on trust in seller.

3.4 Moderating the role of PEEIM

The function of trust that affects people’s behaviors is to reduce uncertainty, but the
effectiveness varies by the level of uncertainty (Chiu ef al, 2012). According to
Schlosser et al. (2006), when perceived risk is low, trust plays a less significant role in
purchase intention compared to when perceived risk is high. E-commerce institutional
mechanisms are risk-mitigating mechanisms (Fang ef al, 2014). When the environment
1s protected by high level of PEEIM, it decreases the perceived risk and uncertainty
related to the e-commerce environment. As a result, it reduces the level of trust needed
to form the repurchase intention. So with high level of PEEIM, the role of trust in
forming customer repurchase intention is less significant. Conversely, when the
environment is perceived as risky with low level of PEEIM, customer behavior tends to
be more dependent on trust. Thus, following Fang ef al (2014), we claim that
consumers’ PEEIM can serve as a moderator of the relationship between trust and
repurchase intention, and such moderating effect is negative:

H4a. PEEIM negatively moderates the relationship between trust in seller and
repurchase intention.

The role of interactivity in online transactions is to offer better communication which helps
to build a high-quality relationship between the seller and the buyer and convert visitors
into buyers (Ou et al, 2014). Moreover, customers rely heavily on the information provided
during interactivity and it is seen as a supplementary means to the customer’s decision-
making process (Fang, 2012). It reduces perceived risks by allowing the customer to gather
complete and accurate information and thus enhances the customer’s willingness to
purchase (Fiore et al, 2005). In a risky environment, the role of interactivity can be more
significant because customers are more likely to refer to CMC tools such as instant message
and feedback system for gathering information in order to reduce risks involved in the
transaction with the seller. When the environment is protected by PEEIM, less importance
is placed on interactivity because one function of PEEIM is to reduce risks involved in the
specific buyer-seller relationship. Hence, the following hypothesis is proposed:

H4b. PEEIM negatively moderates the relationship between interactivity and
repurchase intention.

When the PEEIM level is high, it can provide a secure guarantee for customers to
conduct transactions in the platform. Fang ef al (2014) argue that when customers are
confident that they are protected by the institutional mechanism, they will rely more
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on previous experience to judge the seller rather than evaluating it repeatedly.
Nevertheless, according to decision-making theory, when market uncertainty is high,
people tend to engage in exchange relations with those with whom they have prior
transaction experience (Podolny, 1994). In the online marketplace, this happens as
customers have better knowledge about a seller if they have transacted with the
seller before and are satisfied with the results. When the environment is not
protected, customers are more sensitive to risks and tend to rely more on previous
knowledge and experience as additional assurance to reduce risks and make
decisions. On the contrary, with a high level of PEEIM, customers are aware that their
transactions are protected, so they worry less about potential financial losses. Due to
the reduced likelihood of losses in a secured environment, the role of previous
satisfaction can be less significant. Therefore, instead of following Fang et al. (2014),
the following hypothesis is proposed:

H4c. PEEIM negatively moderates the relationship between customer satisfaction
and trust in seller.

3.5 Effect of CMC tools on interactivity

CMC tools can play an important role in connecting the buyer and the seller to form a
more effective communication environment (Kaplan and Haenlein, 2010). Typical CMC
tools include the feedback system such as customer review board and instant
messenger (Thorsten et al., 2010). These tools provide opportunities for experience
sharing and interactive information exchange among customers or between customers
and sellers (Kaplan and Haenlein, 2009).

Instant messenger acts as an online private communication channel to help the
customer get product details they need, negotiate about product price and verify the
transaction information (Cho ef al, 2005). In Taobao.com, sellers and buyers use
WangWang — an instant messenger that is embedded in Taobao.com and can also be
used as an individual app to communicate with each other. With such two-way chat
tools, the customer can send product photos immediately to seller to check the product
details as well as use avatars and emoticons to bring the two parties closer (Ou and
Chan, 2014). Such an information exchange channel can therefore improve the
sensation of interactivity:

Hb5. Effective use of instant messenger has a positive impact on interactivity.

The feedback sytem in the online purchasing website provides a platform to display
different personal evaluations from customers about a specific product and gives the
seller an opportunity to respond to customers’ evaluations (Ou et al, 2014). When a
specific transaction completes, the system will ask the customer to rate the product and
service quality of the seller (Pavlou and Dimoka, 2006). Through this feedback system,
customers can easily check the previous transaction reviews and comments in order to
decide whether or not to purchase. Therefore, reviews can enhance the interactivity
through a number of word-of-mouth communications from former customers. Here, the
following hypothesis is proposed:

Hé6. Effective use of feedback system has a positive impact on interactivity.

Figure 1 presents the proposed research model.
Although as shown in Table I existing studies have studied trust, PEEIM or
interactivity, our study extends Fang et al’s (2014) work by studying the impact of



Satisfaction with Trust in Seller Repurchase Intention
Seller
e

H3a

Effective Use of
Instant Messenger

Effective Use of
Feedback System

perceived interactivity on trust; moreover, our model includes CMC tools as an
influential factor, and attempts to investigate the moderating effect of PEEIM between
interactivity and repurchase intention which has not been studied before.

H6 Interactivity

4. Methodology

4.1 Measurement development

To increase the validity and reliability of the results, each construct in the model has
multiple items and most measurement items used in this research are adapted from
previous studies with minor changes. Specifically, the items of PEEIM were used for
capturing the buyer’s perception of third-party protection and the items of trust were used
for evaluating the buyer’s perception of the seller’s trustworthiness in terms of integrity,
competence and benevolence, adapted from Fang et al (2014). The items of active control,
two-way communication and synchronicity were used to form the second-order construct
of interactivity following Ou ef al (2014). Research constructs, measured items used in this
research and their sources are listed in the Appendix. A ten-point Likert scale was used to
measure all items, with 1 representing “strongly disagree” and 10 representing “strongly
agree,” indicating the respondent’s level of agreement toward the given statement.

4.2 Questionnaire design and data collection
We used a questionnaire survey to collect data. A pilot study was conducted with a
small sample to validate the adapted measurement items before distributing the final
questionnaire. Research data were collected from the university students. They fit well
for this research because they are so-called “Net Generation” — extensive users of the
internet and the most active segment of online shoppers, so they can reflect the
behaviors of heavy online shoppers (Comegys et al, 2006; Li et al., 2006).
Participants were asked to answer the questionnaire only if they had several
purchase experiences on Taobao.com. In all, 210 samples of the questionnaire were sent
out with 66.66 percent valid results. Among the 150 valid samples, 40 percent are males
and 60 percent are females.

Repurchase
intention

in the Chinese
e-marketplace

1767

Figure 1.
Research model




IMDS
116,8

1768

5. Data analysis
The research model was examined with partial least squares structural equation
modeling using SmartPLS 3.0 (Hair et al, 2013). To confirm that no multicollinearity
issue exists, the variance inflation factor (VIF) was calculated. The VIF value for
each construct was below the suggested threshold of 10.0 (from 1.227 to 1.880)
(Neter et al., 1990).

5.1 Measurement model

The reliability and validity were examined in order to test the measurement model. A
review of measurement items showed some low outer loadings and high cross-loadings,
and a few items were removed before continuing the measurement test. The items that
have been removed are marked with asterisks in the Appendix. The item loadings and
cross-loadings of the remaining items are listed in Table IL

This study used Cronbach’s a and composite reliability to evaluate the internal
consistency reliability. According to Nunnally and Bernstein (1994), the reliability can
be confirmed if the Cronbach’s a is above 0.70 and the composite reliability is also over
0.70. As shown in Table III, the Cronbach’s « for each latent construct is higher than
0.70 (from 0.704 to 0.923). Moreover, the composite reliability for each latent construct is
also above 0.7 (from 0.832 to 0.945). Therefore, the internal consistency reliability is
confirmed with confidence.

The average variance extracted (AVE) and Fornell-Larcker Criterion were used to
assess the convergent and discriminant validity. For AVE, it should exceed 0.5 to
have an acceptable degree of variance between constructs (Fornell and
Larcker, 1981). As shown in Table III, all the AVE values are higher than 0.5
(from 0.626 to 0.811). As shown in Table IV, the correlations between two constructs
are all smaller than the square root of the construct’s AVE, which fits the criterion.
Based on the AVE and Fornell-Larcker Criterion, the convergent and discriminant
validity are verified.

5.2 Structural model

The results of the structural model are shown in Figure 2. The model explains
20.5 percent of the variance in repurchase intention, 61.3 percent of variance in trust in
the seller and 39.6 percent of variance in interactivity. The results support the positive
effect of trust in seller on repurchase intention (H1: f = 0.344, t =3.227, p < 0.01). Also,
the positive effect of customer satisfaction on trust in seller is confirmed to be
significant (H2: f=0.617, t =9.689, p < 0.01). Moreover, as hypothesized, interactivity
has a significant positive impact on trust in seller (H43b: = 0.180, ¢ =2.270, p < 0.05),
and effective use of instant messenger and effective use of feedback system both
significantly influence interactivity (H5: f=0.382, t=>5.195, p < 0.01; H6: =10.375,
1=4.623, p < 0.01). In addition, PEEIM is also found to significantly and negatively
moderate the relationship between interactivity and repurchase intention (H4b:
p=-0235,t=1.928 p < 0.05).

However, interactivity is not found to be a significant influential factor for
repurchase intention (H3a: = 0.090, {=0.813, p > 0.05). The moderating effects of
PEEIM in the relationships between satisfaction with seller, trust in seller and
repurchase intention are not supported as well (H4a: = 0.233, t =1.790, p > 0.05; H4b:
p=0.049, t=0.851, p > 0.05). The possible explanations about such results will be
discussed in the next section.
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Table III.
Cronbach’s a,
composite reliability
and average
variance extracted

Cronbach’s a Composite reliability AVE
(recommended (recommended (recommended
minimum minimum minimum
value > 0.70) value > 0.70) value > 0.50)
Effective use of feedback
system (EFS) 0923 0.945 0.811
Effective use of instant
messenger (EIM) 0.845 0.896 0.682
Repurchase intention (RI) 0.704 0.834 0.626
Trust in seller (TS) 0.873 0.899 0.614
Satisfaction with seller (SS) 0.849 0.905 0.690
Interactivity (I) 0.757 0.876 0.544
Active control (AC) 0.730 0.879 0.784
Two-way communication (TC) 0.842 0.927 0.864
Synchronicity (SN) 0.820 0917 0.848
Perceived effectiveness of
e-commerce institutional
mechanisms (PEEIM) 0.829 0.854 0.666

Table IV.
Fornell-Larcker
Criterion

EFS EIM RI TS SS I AC TC SN PEEIM

Effective use of feedback

system (EFS) 0.900

Effective use of instant

messenger (EIM) 0.382 0.826

Repurchase intention (RI) 0.074 0194 0.791

Trust in seller (TS) 0.176 0.339 0.391 0.783

Satisfaction with seller (SS) 0.251 0.348 0428 0.755 0.831

Interactivity (I) 0535 0495 0211 0490 0.509 0.738"

Active control (AC) 0492 0492 = 0.260 0485 0.538 0.798 0.885

Two-way communication (TC) 0438 0430 0.215 0490 0423 0.891 0.562 0.929
Synchronicity (SN) 0.366 0.258 —0.002 0.162 0.253 0.732 0.355 0.531 0.921

Perceived effectiveness of
e-commerce institutional
mechanisms (PEEIM) 0.258 0.179 0.193 0419 0.378 0.368 0.419 0.312 0.139 0.816

Notes: “Interactivity is a reflective-formative second-order construct. Interactivity is formatively
measured by three first-order constructs (active control, two-way communication and synchronicity),
and each of the first-order constructs is reflectively measured by items

6. Discussion

6.1 Key findings and implications for theory

This research integrates trust, interactivity, PEEIM and CMC tools to study their
effects on shaping online repurchase intention. This study has the following major
findings and contributions. First, the result confirms the positive relationship between
customer satisfaction and trust as well as the relationship between trust and
repurchase intention, which is consistent with the findings from Fang et al (2014).
It provides empirical support that, in the Chinese C2C retail market, meeting customers’
requirements and making them satisfied will enhance their trust in the seller and thus
lead to repurchase intention.
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Second, this study highlights the importance of CMC tools and interactivity. CMC tools
are being widely used in many e-business platforms, while limited attention has been
paid to how those tools improve business performance. Results from this study show
that effective use of CMC tools can improve the interactivity perceived by customers,
which builds trust toward the seller. Consistent with Ou et al’s (2014) findings, the
integration of CMC tools into the online marketplace facilitates communication and
interaction in the online marketplace. Better communications provide channels for the
seller to screen their knowledge to the product and concern to the customers, and lead
to an increase in trust in this seller-consumer relationship.

Moreover, this research studies the role of PEEIM. Previous work has studied
PEEIM in the context of online retailer; for example, Fang et al. (2014) tested the
moderating roles of PEEIM in Amazon.com; however, the context of C2C retailing
platform is not given much attention. This study tests the roles of PEEIM in the online
platform of C2C retail, and the results reveal some interesting findings that are different
from previous studies. The results do not support significant moderating effects of
PEEIM between satisfaction and trust or between trust and repurchase intention. One
possible explanation can be that in this research we use Taobao.com as an example,
which is the leading e-commerce platform in China. To promote a safe trading
environment, all the users on Taobao.com are required to obey certain rules and
regulations such as service rules, trust rules, user registration and real name
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authorization rules (Li and Liu, 2007). A trust forum is also provided where there are
guidelines and tips on safe online transactions, password protection and identification
of fraud e-mails and so on (Lu et al, 2007). Moreover, people tend to trust the platform
due to its good reputation (Swift, 2001). Thus, it is possible that online buyers will form
a positive attitude toward it and consider it as a platform with a reliable protection
system. According to McKnight et al. (1998), the security one feels about a situation
leads to institution-based trust. Thus, this Taobao-based trust will mask the effect of
PEEIM. If customers believe Taobao.com is secured in general, they will make a
judgment about the trustworthiness of the seller based on direct experience with the
seller without considering the effectiveness of the third-party protection. Similarly,
PEEIM will not affect the level of trust needed to form repurchase intention as well.
In addition, the results show that the relationship between interactivity and repurchase
intention is not significant whereas the negative moderating effect of PEEIM in this
relationship is confirmed. It indicates that customers tend to rely on interactivity to make
repurchase decisions only when the level of PEEIM is low. Without the effect of PEEIM,
interactivity cannot affect the repurchase intention until trust is developed toward the
seller. The possible explanation can be that Taobao.com is a platform with millions of
mdividual buyers and sellers, and the risks involved in the transaction with a particular
seller are so high that communication with the seller is not enough to lead to repurchase
intention regardless of the fact that Taobao.com is perceived as a reliable platform.
However, with a low level of PEEIM, customers are aware that their transactions are
protected by a third party but the protection is weak; so they are likely to refer to CMC
tools to communicate with the seller and get information, which is seen as additional
assurance to enhance their confidence and thus it leads to repurchase intention.

6.2 Implications for practice

This study has several practical implications for online sellers and practitioners. It
recommends that online sellers should try their best to meet customer expectation and
strategically forge a positive and trust-based relationship with them. For example, they
could offer better quality products and provide after-sales service. Moreover,
practitioners could consider enhancing online interactivity by embedding CMC tools
into the online platform. Applying instant messenger and feedback system can make
the sellers approachable to their customers, and assist the customers to better
communicate and interact with the sellers. Sellers could give timely response to their
queries via instant messenger. They could also present their gratitude to customers’
positive feedback, and respond to customers’ negative evaluations and suggestions for
improvement, so that the trust built lasts beyond one-time purchase.

6.3 Limitation and further research
This study empirically investigates factors that influence repurchase intention in
Taobao.com, and it involves some limitations that future research could look into.
First, this research focuses on a single Chinese e-commerce platform, Taobao.com. Although
Taobao.com is widely perceived as dominating the Chinese online marketplace, the rapid
growth of e-commerce in China has brought successes to other e-commerce platforms such
as DJ.com and JUMEILcom. Future research can extend the investigation to other platforms
to better understand customer behaviors in the Chinese e-commerce market.

Second, trust transfer effects may exist in the online marketplace. It is possible that
buyers’ positive attitude toward a platform will transfer to the sellers on the platform



because of their associations, according to trust transfer theory (Stewart, 2003). Hence
further research can take the effect of trust transfer into consideration and test its role
in the online marketplace.

Third, product categories may also be an influential factor. Consumers’ online
behaviors may be different across product categories. For example, customers may
have different behaviors when dealing with search products and experience products.
The difference between product categories can be investigated in the future.

7. Conclusion

This study examines the roles of trust, PEEIM, interactivity and CMC tools in
influencing the consumer’s repurchase intention in the Chinese online marketplace.
While customer satisfaction positively influences trust in the seller, which plays a
significant role in increasing the repurchase intention, PEEIM does not moderate those
relationships. Moreover, interactivity, influenced by the effective use of CMC tools, has
a significant and positive effect on trust in seller, and its interaction with PEEIM can
influence the repurchase intention. Using Taobao.com as an example, this study
extends previous studies with interesting findings and provides a better understanding
for the repurchase phenomenon in the Chinese online marketplace.
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Appendix

Questionnaire items (general perceptions about online purchase) Sources

Perceived effectiveness of e-commerce institutional mechanisms (Scale 1-10)

PEEIM1  When buying online, I am confident that there are mechanisms in place to Fang ef al
protect me against any potential risks (e.g. leaking of personal information, (2014)
credit card fraud, goods not received, etc.) of online shopping if something
goes wrong with my online purchase

PEEIM 2  Thave confidence in third parties (e.g. SafeTrader, TRUSTe) to protect me
against any potential risks (e.g. leaking of personal information, credit card
fraud, goods not received, etc.) of online shopping if something goes wrong
with my online purchase

PEEIM 3  Iam sure that I cannot be taken advantage of (e.g. leaking of personal
information, credit card fraud, goods not received, etc.) as a result of
conducting purchases online

PEEIM 4** ] believe that there are other parties (e.g. your credit card company) who
have an obligation to protect me against any potential risks (leaking of
personal information, credit card fraud, goods not received, etc.) of online
shopping if something goes wrong with my online purchase

Repurchase intention (Scale 1-10)

Please indicate the degree to which you agree with the following statements concerning Fang ef al
your likelihood/probability of buying online again from the vendor you had in mind as (2014)
you filled out this questionnaire

PRI 1 In the medium-term?
PRI 2 In the long-term?
PRI 3 All things considered, and on a scale from 1-100%, what is the probability

that you will purchase online from the same vendor again? %
Trust in seller (Scale 1-10)
TS1 I believe that this vendor is consistent in quality and service Fang et al.

(2014)

TS 2#* I believe that this vendor is keen on fulfilling my needs and wants
TS 3 I believe that this vendor is honest
TS 4% I believe that this vendor wants to be known as one that keeps promises

and commitments
TS5 I believe that this vendor has my best interests in mind
TS6 I believe that this vendor is trustworthy
TS7 I believe that this vendor has high integrity
TS 8 I believe that this vendor is dependable
Previous satisfaction with seller (Scale 1-10)
Please circle the number that best describes how satisfied you are with previous Fang et al.
experiences with the vendor (2014)
SS1 Overall, extremely satisfied
SS2 Overall, extremely pleased
SS3 My expectations were exceeded
SS4 I would recommend this vendor to my friend

Effective use of instant messenger (Scale 1-10)
EIM 1 I feel that TaoBao.com’s instant messenger (i.e. WangWang) functions as Ou ef al
an effective communication channel for me to communicate with this seller (2014)

(continued)
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)
EIM 2 I have used WangWang to verify information with this seller
EIM 3 I believe that WangWang has facilitated the direct communication and
negotiation between this seller and me
EIM 4 I have great dialogues with this seller in WangWang
1778 Effective use of feedback system (Scale 1-10)
EFS 1 I feel confident that TaoBao.com’s ratings and feedback mechanism Ou et al.
provides accurate information about this seller’s reputation (2014)
EFS 2 A considerable amount of useful feedback information about the
transaction history of this seller is available through TaoBao.com’s ratings
and feedback mechanism
EFS 3 I believe that that the ratings and feedback mechanism in TaoBao.com is
effective for buyers to know about this seller
EFS 4 I believe that the ratings and feedback mechanism in TaoBao.com is
reliable and dependable so as to help me evaluate this seller
Interactivity (Scale 1-10)
Active Ou et al.
control (2014)
AC1 I felt that [ had a lot of control over my experience at this seller’s website
AC 2 While I was on this seller’s website, I could choose freely what I wanted to
see
Two-way communication
TC1 This seller facilitates two-way communication between him/herself and
visitors
TC1 This seller gives visitors the opportunity to talk to him/her
Synchronicity
SY1 This seller responded to my questions very quickly
Table Al SY 2 I was able to get information from this seller very rapidly
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