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Abstract 

Customer loyalty is an important issue for the success and sustainability of an online business. 

Moreover, the concept of affiliate marketing online business has become well-known among 

online shoppers in the past several years. Nevertheless, there is little research investigating 

customer loyalty towards affiliate marketing websites, especially in China, where this kind of 

websites are known as ‘cash-back website’. Therefore, this research investigates customer 

loyalty towards cash-back websites (51fanli.com as the leading cash-back website) in the China 

market. Based on previous studies and interview, this research applies six factors (cash-back 

promotion, price comparison service, WOM in social community, quality web design, privacy 

and security, trust) as core and supplementary services which influence customer perspective in 

loyalty. This study aims to find out which factors in cash-back websites can influence customer 

loyalty in the China online market. In this research, questionnaires are sent to cash-back website 

users to collect quantitative data. A statistical analysis is used to verify the nine hypotheses to 

analyze the collected data. The result points to five factors in both core and supplementary 

services that support customer perspective towards loyalty, while only ‘WOM in social 

community’ has no correlation with Chinese customer perspective towards loyalty. After 

comparing the results of the two groups of customers, those used 51fanli.com and those who did 

not use  51fanli.com, the research discover that customers who used 51fanli.com have stronger 

opinions on ‘privacy and security’ factor. Customer perceived value has significant positive 

relations to customer satisfaction that may influence customer loyalty. Furthermore, managing 

the loyalty programme in order to maintain high switching cost is only applicable to customers 

who have high satisfaction towards the website. Finally, some managerial implications suggested 

cash-back websites to adapt unique strategies to gain more customers and cautiously use 

switching cost. Maintaining a good reputation on privacy and security is another key success 

factor of cash-back websites in China market. 

 

Key words: affiliate marketing, customer loyalty in e-commerce, customer perceived value, customer 

satisfaction, cash-back website in China  
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1. Introduction  

1.1 Background 

Internet is one of the best global communication medium and an innovative tool for marketing 

goods and services (Chaffey et al., 2009:14). The process of purchasing goods and services from 

merchants who sell them on internet websites is called online shopping. This is where shoppers 

can visit web stores 24/7 through their computers (Adriana N., 2011). Shoppers can use search 

engines to quickly access to a variety of items with full descriptions of products and photos with 

reasonable prices (McGaughey and Mason, 1998). Many innovative shopping channels provided 

by internet make consumers rapidly adapted to online shopping. It is also becoming popular in 

China and the purchasing power of the Chinese market has entered the top range in Asia Pacific 

(Zhang, 2011; Niesen, 2010).  

Figure 1: Transaction Value of Online Retailing Market in 2006-2015e 

 

Source : Li and Fung Research Centre, 2012 

The size of China's online shopping market transactions value has already reached 1320 billion 

Yuan (210 billion US Dollar) in the year of 2012, on average 98 Yuan spent per person. The 

number is also expected to be doubled to achieve 2.55 trillion Yuan in 2015 surpassing the U.S. 

to become the biggest e-commerce market by then (Lin and Su, 2012). 

Two biggest Chinese online retailers Taobao.com and 360buy.com gained the highest share in 

the China online market at 60.1% (Staff Reporter, 2013). However, others which refer to online 

shop obtained 39.9% which was due mainly to the low barriers to entry and as a result leads to 

price and marketing battle to sustain position in market (Lee, 2009).  
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1.1.1 Affiliate Marketing 

Figure 2:  Affiliate Marketing Concept 

 
According to Gallaugher et al. (2001), affiliate marketing is a type of online advertising in which 

merchants share a percentage of sales revenue generated by each customer who arrived at the 

company’s website via a content provider. Content provider is an affiliate who usually places 

online advertising such as banner or text link on its website. Visitors who click at the 

advertisements redirects them to the merchant’s website and a cookie stored on the visitors’ 

computers tracks the affiliation. Merchants, who are called advertisers in online marketing, pay a 

commission fees to the content providers’ service only when a visitor coming from their website 

executes a specified action such as purchasing of a product, filling in a form with personal data, 

and subscribing to a newsletter, etc (Benediktova and Nevosad, 2008). 

Affiliate marketing by nature represents a potential win-win situation for both parties involved. 

Advertisers realize the benefit of a purely commissioned sales force and have a marketing cost 

that is predictable. Affiliates have the opportunity to create a revenue stream without investments 

in inventory and infrastructure. All that is required is the ability to create websites with adequate 

appeal to attract customers that are interested in the products and services sold by the affiliate's 

advertisers (Duffy, 2005). 

According to Sarkar et al., (1995), affiliate websites offer following services to customers: 

• Search and evaluation – simplifying choice of retailer, product or service. 
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• Needs assessment and product matching – specifying customers’ needs and selecting the right     

product or service for them. 

• Customer risk management – diminishing the level of perceived risk by reducing customers’ 

risk to connect with unreliable sellers. 

• Product distribution – physical distribution of the products or services. 

1.1.2 Cash-back Websites in China  

Figure 3: China Cash-back Websites Concept 

China affiliate marketing, developed by affiliate marketing, combines with more functions to 

create efficiency for customers in the following (Liang, 2012). 

1. Shopping websites comparison, the service to provide price comparison for selected product 

from several merchants to find the optimal price, and directories for buyers. 

2. A reward system for every purchase via cash-back. 

3. Social community for buyers to share their experiences and comments about products.  

“51fanli.com pioneered the cash-back trend in China in November 2006. The cash-back business 

started to boom in June 2010 when the site had partnerships with about 280 B2C sites and had 

nearly 15 million registered members. The website on average received 22,000 orders every day 

and more than 1.5 million Yuan (167,400 Euros) was ploughed back as rebates to members 

http://en.wikipedia.org/wiki/Price_comparison_service
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every month. Purchasers could earn cash back rewards typically ranging from 1 to 40 percent. 

They could have the rebates transferred to their bank accounts or Alipay accounts, a third-party 

electronic payments service, in one to four days or choose to exchange the discounts for gifts. It 

created the buzz on the web about cash-back shopping and brought more customers to those 

cash-back websites.” (Yao, 2011). Chief Executive Officer (CEO) of Chinese leading cash-back 

website 51fanli.com, told the Global Times that they have developed rapidly and received 

venture capital investment of $10 million because of their new business model “cash-back+ price 

comparison+ social Network” (Liang, 2012). Our interviewee Ms. Wang, the secretary of the 

Chief Operating Officer (COO) of 51fanli.com, also said that “51fanli.com had already 

ploughed back cumulatively amount 100 Million Yuan (about 16 Million U.S.$) to their 

customers by the end of 2012. Their sales amount in 2012 was 6000 Million Yuan which 

increased 1400% year-on-year.” 

1.2 Research Problems 

All types of business are turning to internet as a medium to sell their products lead to the 

intensive competition among online shops. Many online retailers have started looking for new 

tactics in order to stand out and gain more market shares and reached target consumers (Yao, 

2011).  

Chen Shousong, an industry analyst with Internet consulting firm Analysis International, noticed 

that several main sellers such as Taobao.com and 360buys.com that joined cash-back website 

gained popularity. This leaves little space in the online market for other competitors. Moreover, 

Wang Zhouping, an expert with the China e-Business Research Center, also commented that 

cash-back sites could also affect the customer loyalty in online retailing websites, which could 

hinder the cooperation between online retailers and cash-back websites (Liang, 2012). On the 

other hand, China E-commerce Research Center (CECRC, 2012) also express that some of cash-

back websites meet problems in losing a part of customers. 

Previous research have already demonstrated that the most common forms of loyalty 

programmes today are those utilizing cash-back rewards due to switching cost for customers 

(Capizzi and Ferguson, 2005; Jang and Mattila, 2005). Other research have referred to those 

business relationship in affiliate marketing (Benediktova and Nevosad, 2008; Duffy, 2005). In a 
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recent paper by Altinkemer and Ozcelik (2009), cash-back promotion was defined as loyalty 

programme and was examined from online retailer’s standpoint. However, on the consumer side, 

there are little research investigating customer loyalty towards affiliate marketing websites, 

especially in China. 

In finding the reason behind losing customers’ loyalty, we have to find the key factors that 

influence the customers’ loyalty and repurchasing behavior. After testing this consumer decision-

making problem by analyzing the factors of various feature sets in online repurchasing, we are 

willing to acquire how the factors influence consumers’ perspective in using cash-back websites 

and provide our solutions to these websites. 

In order to guide this study, the critical research question is formulated as: 

“What are the customer perspectives in purchasing products from cash-back websites which lead 

to loyalty?”  

To clearly comprehend the main research question, the following sub-questions are defined: 

1. What can influences customers’ perspective in purchasing products through cash-back 

websites? 

2. Which factors in cash-back websites can influence customer loyalty? 

3. How to maintain online consumers’ satisfaction and loyalty by cash-back websites? 

1.3 Research Objective 

In 2012, China had 538 million internet users, which accounts for 22.4% of the world users 

(internet world stat, 2012). Moreover, the turning mode of traditional shops to online stores and 

low entrant barriers bring the intensive competition to the online market. The sellers strive to 

make larger profit and maintain their position by creating potent marketing strategies which one 

of the newest tactics in China is cash-back. 

For companies that have already invested and participated in cash-back websites, understanding 

the customer’s perception and the factors that affect their loyalty is necessary information to 

develop greater marketing strategies to convert potential customers to active ones. From a 

multinational standpoint, if companies are able to understand the Chinese consumer behavior in 

purchasing online products, this can increase the likelihood of success. 
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The purpose of this research is to identify the key factors influencing Chinese consumers’ 

perception in online shopping that can lead to loyalty. The specific objectives of this research 

are: 

 To examine whether cash-back have an impact on customer loyalty. 

 To identify the factors that influence customers’ perspective to adopt cash-back websites in 

online shopping. 

 To determine the important factors that influence customers’ loyalty in cash-back websites. 

The major contribution of this study is to improve the understanding of customers’ perception 

which relates to the repurchasing intention in cash-back websites especially in China’s e-

commerce market. The information from perception and behavior analysis will benefit future 

research that study consumer behavior and marketing in e-commerce industry.  

From a practical perceptive, this research provides valuable insights into the linkage between 

online shopping and Chinese consumers’ intention to repurchase or not in the same website. This 

information can assist marketers and retailers to develop appropriate marketing strategies to 

sustain current customers and attract new customers. 
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2. Literature 

2.1 Customer Loyalty 

Researchers have used both attitudinal and behavioral measures to define and assess this variable 

(Zeithaml, 2000; Oliver, 1999). From an attitudinal perspective, customer loyalty has been 

viewed by some researchers as a specific desire to continue a relationship with a service provider 

(Czepiel and Gilmore, 1987). From a behavioral view, customer loyalty is defined as repeat 

patronage, that is, the proportion of times a purchaser chooses the same product or service in a 

specific category compared to the total number of purchases made by the purchaser in that 

category (Neal, 1999). Another aspect of loyalty is identified as cognitive loyalty which involves 

the consumer’s decision-making process in the evaluation of an alternative before a purchase is 

effected, and extended the concept of loyalty related with three actions are the degree to which a 

customer exhibits repeated purchasing behavior, possesses a positive attitudinal disposition 

toward the provider, and considers using only this provider when there is a need for this service 

(Gremler and Brown, 1996). Selnes (1993) also illustrated, customer loyalty is divided into three 

parts: the likelihood of future purchases or conversely switching to another service provider and 

most importantly the positive word-of-mouth. One of the most effective measurements of the 

degree of loyalty is whether the company’s customers are willing to recommend the products to 

others (Jones and Sasser, 1995). 

Ma and Zhang (2003) defined loyalty toward online consumers in China as customers being 

dependent and having attitudinal preferences to a certain firm or retailer; hence they often re-

purchase and recommend others the products in this firm or retailer and are less vulnerable to the 

outside environment, in particular from the temptation of competitor information. Customer 

loyalty not only encompasses the frequency of visit, but also includes the time they stay on that 

website (Gupta and Kabadayi, 2010). This is because loyal consumers are more willing to stay 

longer and search for other products on the website. Since loyalty can be measured by purchase 

frequency and intention of purchase, commitment and word-of-mouth (Chang et al., 2009), we 

hereby measure customer loyalty in cash-back websites from three dimensions: word-of-mouth, 

repurchase intention and staying time. WOM refers to consumers positively recommending their 

own friends and relatives to join and share the online shopping behavior through cash-back 

websites. Repurchase intention means the willingness of consumers to revisit the same website 
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for further online shopping with their coupons or cash-back. Staying time refer to customer 

enjoying staying longer during their visiting this website. 

2.2 Models Applied on Loyalty in Online Shopping 

Figure 4: Model of Customer Perceived Value, Satisfaction, and Loyalty  

 

 

 

 

Source: Yang and Peterson (2004):799-822 

Yang and Peterson (2004) indicated that finding more about customer loyalty through a web-

base survey on online service is necessary to focus on customer satisfaction and perceived value. 

In which the elemental factors of online satisfaction are customer fulfillment both in services and 

products. However, services can be classified into several terms such as ease of use, security and 

privacy and product portfolio. The effects of switching costs on customer loyalty are depending 

on the level of customer perceived value and satisfaction. Then, the switching cost is only a part 

when a firm achieves an above average performance on perceived value and satisfaction.  

Figure 5: Model of Consumer Expectations, Post-purchase Affective States and Affective Behaviour 

 

Source : Santos, J., and Boote, J. (2003) 

Expectation and perceived valued model: this paradigm states that the customers’ feeling of 

satisfaction is the result of a comparing outcome between expectation and perceived actual value. 

The customer satisfaction occurs if the perceived actual performance is equal to their 

expectation. Whereas, the customer is very satisfied if the perceived value is much more that 

expectation. In contract, the customer is dissatisfied when actual perceived valued remain lower 

than expectation (Santos and Boote, 2003). 

 

Perceived 
value 

Satisfaction 

Customer 
Loyalty 

Switching cost 

Expectation Perceived value Satisfaction/dissatisfaction 
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2.3 Factors Influencing Customer Loyalty 

2.3.1 Expectation of Core Services towards Perceived Value 

Customer expectations are a part of their beliefs about a product or service that provided to meet 

the standards or reference points (Olson and Dover, 1979). Customers’ service expectation can 

be classified from five dimensions: reliability, tangibles, responsiveness, assurance, and 

empathy. Reliability is the more important in service outcome, whereas, tangibles, 

responsiveness, assurance and empathy are more related to the service process. Reliability is 

classified as the most important dimension in meeting customers’ expectations, the factors 

influencing process dimensions (especially assurance, responsive and empathy) are most 

important in exceeding customer expectations (Zeithaml et al., 1991). 

Customers have expectations of many attributes. However, online shopping offers fast and 

accuracy in order to fulfillment, reasonable price, high level of customer service and website 

function (Ang and Buttle, 2009). There is also the convenience of accessing electronics cash 

such as online banking processes in the payment function through credit or debit card.  The 

research revealed that 88% of customers have positive or neutral perception of cash-back offers. 

Cash back for marketers can be valuable and some companies use rebates as not only a 

promotional tool, but also the leading source of opt-in emails and customer preference data. 

Rebates are a great way to drive sales and urgency, and start to communicate with customers for 

retention, loyalty and referrals (Parago, 2013). In addition, there are rebate or cash-back which 

refunds cash to customers after purchase. Customer will perceive the price of its product as a 

discount or cheaper than normal (Gopal et al., 2006). Therefore, the following hypothesis is 

introduced: 

H1(a) : There is a positive relationship between expected value on cash-back promotion and 

perceived value. 

Reibstein (2002) indicated that online consumers generally look for price information from 

different retailers for the same product in order to make the most favorable economic decision. 

Price is one of the most essential factors used in the consumers’ decision-making process in 

online and traditional markets (Chiang and Dholakia, 2003). Price-comparison engines allow 

customers to compare product offerings of online sellers and reveal almost complete information 
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on the alternatives. Consequently, the competitive dynamics of online sales are affected in 

markets where price-comparison shopping is diffusing rapidly (Kocas, 2003). Ulaga and 

Chacour (2001) stated that the customer's perceived value is a result of one or more comparison 

standards, such as expectations and price etc. This lead to the following hypothesis: 

H1(b) : There is a negative relationship between expected value on the accuracy of price 

comparing services and perceived value. 

From the beginning of human society, Word-of-mouth (WOM) through the social community 

has been respected as one of the most influential technique for information transmission (Godes 

and Mayzlin, 2004; Maxham III and Netemeyer, 2002; Reynolds and Beatty, 1999).  

Nevertheless, WOM can work effectively within the limited of social contact boundaries and the 

rapidly decreases speed in expanding information have been counted as WOM restriction 

(Bhatnagar and Ghose, 2004). However, the advance of technology and the increasing popularity 

of online social network sites changed the information transmission process and removed the 

limitations of traditional WOM (Laroche et al., 2005). Virtual communities that focus on sharing 

various deal information of consumer products leads to a lower purchasing price (Gopal et al., 

2006). Online recommendation systems benefit consumers in terms of reduced shopping efforts 

and some consumers benefit from using these decision aids (Ong, 2011). Thus, online WOM has 

increased as a significant role in customers’ perception and consumer purchase decisions (Duan 

et al., 2008).  Thus, it is proposed that: 

H1(c): There is a positive relationship between expected value in word of mouth through online 

social community and perceived value. 

2.3.2 Expectation of Supplementary Services towards Perceived Value 

Academic research has demonstrated several factors that customers apply in evaluating of 

websites in terms of in general their service quality. These include content, graphic design, 

privacy and security, and trust. It is important to note that when customers visit online website, 

they have two main criteria which affect satisfaction, which are goal oriented and entertainment 

related factors (Zeithaml et al., 2002). 
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One Forrester Research indicated that high-quality web content, the design that facilitates revisit 

and repurchase, is one of the necessary factors in contributing to repeat visits (Rosen and 

Purinton, 2004). However converting web surfers to repeat visitors through effective web design 

is a less well-understood phenomenon. Practitioners' advice on site design and content are 

abound and is often conflicting. This research presented that one way to assist in the 

development of effective web designs is to examine the web from the perspective of cognitive 

psychology. In many ways, designing effective web content is very similar to designing a 

physical landscape. Computer interaction is cognitive involving perceptions and preferences. 

Interactivity means not only perceiving the web landscape, but also entering into it and 

“experiencing” the space (Rosen and Purinton, 2004). Online consumers’ attitudes toward 

comparison shopping websites impact perceived credibility and usefulness (Ong, 2011). This 

lead to the following hypothesis:  

H2(a): There is a positive relationship between the quality of web design and customer perceived 

value.  

Privacy and security are key criteria in evaluating online service. However, these two related 

factors have been distinguished from each other. Privacy involves the protection of personal 

information by not sharing personal data collected from customers with other sites (as in selling 

list), protecting anonymity and providing informed consent (Friedman et al., 2000) Whereas, 

security refers to protect the user from the risk of fraud and financial loss from the use of credit 

card or other financial information. Most online consumers are concerned about perceived lack 

of security from those websites which do not provide clear and prominent statements about 

privacy and security matters (Yang et al., 2004). Therefore, the following hypothesis is 

advanced: 

H2(b): There is a positive relationship between privacy and security and customer perceived 

value. 

Among different fields containing sociology, social psychology and organization behavior, trust 

has different meanings and it is a complicated and abstract concept (Kim et al., 2009). From the 

e-commerce perspective, (Gefen, 2000) defined Trust as "a general belief in an online seller that 

results in behavioral intention." Beliefs regarding trust mean that customers would like to follow 
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the advice of the vendor, to share their own information with the vendor, and to buy goods from 

this vendor (McKnight et al., 2002; Shiau and Luo, 2012). Moliner et al. (2007) agreed that the 

customer's trust and commitment to merchants are the key variables underlying perceived value. 

Thus, it is proposed that: 

H2(c): There is a positive relationship between trust and customer perceived value. 

2.3.3 Perceived Value and Customer Satisfaction 

Customers’ perceived value is frequently referred to the customer's assessment of the value that 

has been created by a supplier given the trade-offs between all relevant benefits and sacrifices in 

a specific-use situation or the ratio of perceived benefits relative to perceived cost (Liljander et 

al., 1992; Mazumdar and Monroe, 1990). However, customers are not homogeneous as different 

customer segments perceive different values within the same product (Ulaga and Chacour, 

2001). Perceptions of value however are not limited to the functional aspects but may include 

social, emotional and even epistemic value components (Sheth et al., 1991). It is important to 

understand how value interacts with other key constructs in a macro sense. Academics and 

managers are also vitally interested in the relative impact of individual performance attributes 

(benefits) on consumers’ value perceptions (Patterson and Spreng, 1997).  

Companies tend to approach satisfaction as the only viable strategy in the long run (Selnes, 

1993). Customer satisfaction is often considered as a post consumption experience, which 

compares perceived quality with expected quality (Gounaris et al., 2010). In fact, according to 

Richins and Dawson (1990), a consumer has the willingness to make a cognitive appraisal of 

previous shopping experience, which leads to an affective reaction reflected by satisfaction. This 

research is all based on Oliver’s (1980) cognitive model, which expresses satisfaction in two 

different stages ”emotion-based” and “evaluative”. Customers usually have their own 

expectations before purchasing, then there exist a distance between their expectation and reaction 

after purchasing. The ‘distance’ is the standards to measure customer satisfaction (Oliver, 1980). 

By the nature of satisfaction reflecting the effect of discrete experiences with the provider over a 

period of time and measure the degree to which overall a customer is both satisfied/dissatisfied 

and pleased/displeased with online shopping (Szymanski and Hise, 2000). In the online shopping 

environment, service encounters is considered as the interaction experience with the site 
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navigation, information availability and content, graphics (Harris and Goode, 2004). Liang and 

Lai (2002) argued that online stores must provide adequate post-sales services to support the 

customers’ needs in the entire buying process. Therefore, the following hypothesis is introduced: 

H3: Value perceptions will be a positive, direct antecedent of satisfaction. 

H4: There is a positive relationship between Customer Satisfaction and Customer loyalty. 

2.3.4 Switching Cost 

Switching costs refers to the costs that consumers spend when they change supplier or 

marketplace (Burnham et al., 2003), which are not only economic in nature (Morgan and Hunt, 

1994) but can also be psychological and emotional (Sharma and Patterson, 2000). Then, for 

buyers switching costs include those are monetary, behavioral, search, and learning related 

(Yang and Peterson, 2004). Moreover, Hauser et al. (1994) have shown that a large number of 

switching costs have decreased customer sensitivity to satisfaction level. Thus, the following 

hypothesis is proposed: 

H5: The higher the level of switching costs, the greater is the likelihood that customer 

satisfaction will lead to greater customer loyalty. 

2.4 The Adapted Research Model and Hypotheses 

This paper combines previous studies and additional external key factors to create an adapted 

research model that fit China’s cash-back websites. The adapted research model helps us analyze 

Chinese customer loyalty in using cash-back mode and understand their online shopping 

behaviors. Our adapted model is based on interview result and two previous models in Part 2.2 

(Yang and Peterson, 2004; Santos and Boote, 2003). In summary, the hypotheses and the adapted 

model are shown in Table1 and Figure 6. 

Table1 : Hypotheses Summary 

Hypotheses Contents 

H1(a) 
There is a positive relationship between expected value on cash-back promotion 

and perceived value. 
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H1(b) 
There is a negative relationship between expected value on the accuracy of 

price comparing services and perceived value. 

H1(c) 
There is a positive relationship between expected value in word of mouth 

through online social community and perceived value. 

H2(a) 
There is a positive relationship between the quality of web design and customer 

perceived value. 

H2(b) 
There is a positive relationship between privacy and security and perceived 

value. 

H2(c) There is a positive relationship between trust and perceived value. 

H3 Value perceptions will be a positive, direct antecedent of satisfaction 

H4 
There is a positive relationship between customer satisfaction and customer 

loyalty. 

H5 
The higher the level of switching costs, the greater is the likelihood that 

customer satisfaction will lead to greater customer loyalty. 

 

Figure 6: The Adapted Research Model 
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3. Methodology 

In this chapter, we study the framework of research including both the quantitative and 

qualitative parts, referring to the measurement of those indictors. The qualitative research relied 

on our interview to a representative Cash-back Website company as the process of collecting 

quantitative data was shown. We designed our table of questionnaire as our quantitative research 

according to previous studies and pre-tested our questionnaire to see if any modifications needed 

or not. 

3.1 Design of Qualitative Research 

We interviewed a representative company “51fanli.com” in this segment of the online retailer 

industry according to our designed questions for them (Appendix 4). Our study also presents a 

valuable survey and a professional conclusion for their business; therefore, they appreciated this 

interview and provided some useful data for our research such as basic information. 

In order to understand the service provided by that representative company, we summarized the 

related core and supplementary service into ‘expected value’ part of our adapted model 

according to interview. “Our website was built with three main functions: Cash-back Promotion, 

Navigation and Social Community. We invested our capital in developing supplementary 

services such as safety and web design in order to maintain customers.”(Ms. Wang). Six 

indicators that closely related to 51fanli.com’s performance and their customers’ opinions were 

identified. Core Services: Cash-back Promotion, Price comparison service and WOM in the 

social community; Supplementary Services: Quality Web Design, Privacy and Security, Trust. 

We conducted a series of interview questions, which mainly revolved around the six indicators, 

to gain data from company’s perspective and compare with our quantitative primary data. 

Additional questions such as the company’s development and the manager’s customer 

management opinions were also included to get a much clearer understanding of their success 

and future plans. All the information gathered from the interviewee supported our model and 

quantitative research from the company’s practical concept. Finally, by analyzing and comparing 

related main points from the interviewee with our quantitative data, we summarized the key 

factors and the managers’ important comments regarding customer loyalty. In this research, the 

secretary of the COO, Ms. Wang, of 51fanli.com was eligible to be selected as our interviewee. 
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3.2 Design of Quantitative Research 

In this part of research, sending the questionnaire was our basic method of collecting quantitative 

data. “They lend themselves to various forms of statistical techniques basing on the principles of 

mathematics and probability.”(Denscombe, 2007). According to the above mentioned adapted 

model, our questionnaire was designed to measure the factors including Expected Value which 

maintains the six indicators of services, Perceived Value, Switching Cost, Customer Satisfaction 

towards Customer Loyalty in 51fanli.com’s cash-back website. Although some research 

considering loyalty, satisfaction, value, service quality and trust had already been undertaken for  

online business, this cash-back website is still developing in an emerging B2C domain, and few 

research in China have studied this mode of websites before. That was the reason why we had to 

collect a large enough amount of data in order to get a more accurate result and design our own 

questionnaire referring to previous studies. (McDougall and Levesque, 2000; Harris and Goode, 

2004)  

We hereby used an online survey service provider and the most popular social network web 

“weibo.com” to send and share our questionnaire in China with a return. Another data mining 

organization, which was established by “Renmin University of China”, also cooperated with us 

in setting our survey into their system to find customers who had used any kind of the cash-back 

websites before. This cooperation with the data mining organization provided us the most 

efficient and accurate survey results of customers’ opinions through their purchase experiences. 

However, customers’ experiences and opinions from one organization cannot represent our 

research result. We still needed a lot of random samples and chose an online survey provider 

website as another way to send the questionnaire. The online questionnaire of Chinese customer 

loyalty on cash-back websites was posted onto the survey website provider 

(http://www.diaochapai.com) and shared through several different social network websites such 

as “weibo.com”.  

In the context of our questionnaire, we divided it into two parts. The first part was about 

respondents' demographics including gender, age, income per month, frequency in using the 

cash-back service and living location. The questions in the second part were chosen from 

previous studies and modified to fit our adapted model. The measurement items for each factor 

are shown in the Appendix1.  
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However, the samples collected from China using the questionnaires were for a short time 

period. It may have some limitations of our samples. First, we might not be able to verify the 

quality of the answers. For example, some respondents may fill in all questions with the same 

choice or some respondents may not read the questions carefully and may give us an opposite 

answer. Therefore, our model is affected by this. Secondly, the response rate was low due to the 

fact that cash-back websites were a relatively new concept for most Chinese consumers. It was a 

challenge for us to get the expected sample size. 

3.3 Measurement 

Selected measurement items must represent the concept about which generalization are to be 

ensure the content validity of the measurement (Ong et al., 2004). We used a 5-point Likert-scale 

measurement, which means that there are 5 points in which ranging from 1=strongly disagree to 

5=strongly agree. The survey items were modified to fit the context of the cash-back websites. 

(See Appendix 2) 

Based on the theoretical framework of our study, measurements are proposed for each factor. 

Swan and Trawick (1980) defined ‘desired expectation’ as the level at which customers want the 

product or service. Zeithaml and Berry (1993) described the ‘desired standard’ closer to the ideal 

standard expectation. Then, our paper find out customer’s expected values on services is 

measured based on six services, which classify into two types: core services (Cash-back 

promotion, price comparison engine and WOM through social community) and supplementary 

services (quality web design, privacy and security and trust).  Core services include cash-back 

promotion, four measurement items are raised adapted from previous study of Lichtenstein et al. 

(1990) from respect of ‘cash-back promotion’ can fulfill customers’ perception. Second, ‘price 

comparison’ engine was measured base on four questions from Srinivasan et al. (2002) studying 

buyer’s habit on shopping and website function that match their behaviour. Next, ‘WOM through 

Social Community’, as the one way to influence customers in decision making, (Srinivasan et al. 

2002) research questions were adapted to measure customer preference in using this function not 

only in sharing comments or their feeling perceived this function is useful for them. 

Supplementary services related to three majors are ‘web of design in service quality’ following 

Srinivasan et al.’s (2002) concept and came up with five questions to identify the attractive and 

comfortably to access and follow the website instruction in achieve the goal. Then, ‘Security and 
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Privacy’ by Yang et al. (2004) is represented the reliable of website in keep customers’ privacy 

and the accuracy of the system that lead to customers’ feel free to use this website. Third, ‘Trust’ 

by Harris and Goode (2004), is adapted to indicate reliability of overall services are provided by 

this cash-back website. 

Perceived customer value has been defined as the degree of appropriateness of a relationship to 

fulfill the needs of customer associated with the expected. Our study adapted measurement from 

two studies (Anderson and Srinivasan, 2003; Luarn and Lin, 2003), with selected 4 questions to 

ascertain the customers’ attitude toward the overall services and those services can fulfill their 

requirement.  

Satisfaction defined as the summary psychological state resulting of comparison between a 

consumer’s prior feeling or expectation and consumer experience or perception. Then, 

satisfaction can be measured by the contentment of customer with respect to his or her prior 

purchasing experience with a given electronic commerce firm (Oliver, 1997). Customer 

Satisfaction in our study is accommodated from several studies (Anderson and Srinivasan, 2003; 

Yang et al., 2006), 5 items and 2 of them are negative questions to remove customer’s bias can 

search for the customer emotion and perceived value in using the website and the intention of 

repurchase products from this website. The last factor that indicate loyalty is Switching Costs 

(Jones et al., 2000; Burnham et al., 2003), from 2 researchers lead to 3 questions which mainly 

from 3 perspectives: time, effort and cost.  

Customer Loyalty can be expressed as a favorable attitude toward one specific brand or store and 

consistent purchase of the brand or store over time (Keller, 1993). Jacoby (1971) described the 

view that loyalty is a biased behavioral purchase process which result from a psychological 

process. Therefore, customer loyalty toward online business can measure from customer’s 

favorable attitude toward an online business websites that results in repurchasing behavior, 

willing to share their experience and revising website (Chang et al., 2009). Our research 

measuring customer loyalty is based on 6 questions have been developed from several 

researchers (Srinivasan et al., 2002; Yang et al., 2006; Gupta and Kabadayi, 2010), in finding 

customers’ perspective of repurchase intention and word-of-mouth. 
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3.4 Population, Sample and Data Collection 

The market of Chinese cash-back websites is huge and the population who uses cash-back 

websites is rapidly increasing now. Therefore, we decided to use a questionnaire method to 

collect data from the huge population in Shanghai, China. It contains a large amount of 

consumers who have different cultural background, consumption behavior and preferences in 

Shanghai. Therefore, we think that the samples from Shanghai can reflect the whole situation of 

Chinese consumers who use cash-back websites that rely on loyalty and repurchasing behavior.  

In this study, we used two sampling techniques to collect enough data. The first technique was 

convenience sampling. We cooperated with the data mining organization and then the 

organization sent the questionnaire hyperlink to customers to answer. It was easy for us to get 

data, but our sample might be biased as mentioned above. As this sampling technique might not 

involve different age levels, it may be difficult to get the general result. The second technique 

was snowball sampling. We asked our friends and previous old colleagues to answer the 

questionnaires and then asked them to help us share our questionnaires with their friends directly 

or through different social network websites. Hence, our sample size became bigger. It is defined 

as initially, there is a small group of participants, and then these participants introduce new 

objectives in the research. By using this method, the sample size grew increasingly bigger 

(Denscombe, 2007).  

This research lasted from April 22 to May 6, 2013, which was two weeks to collect data online. 

Since this paper is to understand Chinese consumers who use cash-back websites, the 

questionnaire was translated into Chinese. Hence, it was easy for consumers to fully understand 

all questionnaires well and correctly. This research collected forty-one questionnaires by using 

convenience sampling. Next, snowball sampling through social network was applied. At the 

beginning, we found twenty friends and previous old colleagues to answer our questionnaires, 

and among them ten were females and the remaining were males, because balancing the female 

and male ratio helped us avoid gender biasness. After the pretest in getting respondents and 

adjusting our questions, we started to sending our questionnaire through three channels: Chinese 

biggest Social Network Weibo.com, our own friends and relatives, and the most important way 

was through the above mentioned data mining organization issued by Renmin University of 
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China. Finally, 187 questionnaires were received back and 175 were valid questionnaires in this 

research. 

3.5 Pretest 

Before sending the questionnaire to the cash-back company and the respondents, we conducted a 

pretest to examine whether all the questions was translated and expressed in the correct way. We 

firstly sent our questionnaires to 20 friends and previous old colleagues through email with a 

Word-format. We then we waited for their answers for two days. Finally, their feedbacks were 

good and all 20 respondents could understand our questionnaire well. In the next step, we 

prepared to send our questionnaire to the cash-back company and to other respondents. 
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4. Presentation of Empirical Studies 

The survey populations of this research are the consumers who have used websites such as cash-

back to do shopping online. Through comparing consumers who have used 51fanli.com and 

those who have not used 51fanli.com, a comparable conclusion about consumers’ loyalty to this 

website has been reached.  The logic between all links of this survey is as follows: qualitative 

research implementation——quantitative research implementation——data analysis——survey 

report writing.  

4.1  Reliability and Validity 

The design of the questionnaire is based on the model in Figure 6 and takes references from 

other literature. The questions of this questionnaire were closed-ended and the respondents have 

to answer the questions all by themselves through the web based survey (www.diaochapai.com), 

which can shorten the survey time and avert the same IP address of those respondents preventing 

one individual answering the questions several times. It can also improve the size of the sample 

as well as the rate of sample recovery. What’s more important is that survey questionnaire 

designed with this measurement method has very strong pertinence and purposefulness. All the 

data collected can be analyzed by using the statistic software SPSS to draw an expected 

conclusion. There is a preliminary test with twenty people after the design of the questionnaire is 

finished. At the same time, one of the stuff in 51fanli.com has also been interviewed and their 

customer management mode of the company has also provided in the qualitative research as the 

assistance. According to their opinion, some inappropriate problems in the questionnaire have 

been modified. Then the final questionnaires are formed and given out. 

After the contents of the questionnaire have been decided and the implementation plan of the 

survey has been worked out, the survey has to be carried out, the questionnaires have to be 

recovered according to the time schedule and the data have to be processed. The data are 

analyzed on this basis and then the final survey report is output. According to the survey design 

and the time schedule, the survey was carried out in April and the data were analyzed at the 

beginning of May.  

During this survey, 187 questionnaires were recovered. There are 175 valid questionnaires, the 

recovery rate of which is 94%. 12 questionnaires are invalid because of following existing 
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problems: (1) We set our first question as “have you ever learnt about cash-back website?”, some 

of the answers were ‘No’. It meant that these respondents have no idea about this kind of 

websites and their surveys are up to end automatically. (2) As for the length of the questionnaire, 

it can be finished in no less than 6 minutes. If the answering time is under 6 minutes, then we 

treat them as invalid. (3) We set some opposite questions such as Question 28, 39 and 41 in order 

to avoid bias from those respondents. If the opposite questions have similar answers with 

positive questions, or if all questions tend to have the same answer, it means that the interviewee 

did not do the questionnaire carefully and the questionnaire also has to be neglected, avoiding 

affecting the results. 

4.2 Correlation Result 

Correlation analysis is a kind of statistic analysis which studies the intimacy of variables and has 

been widely used for quantitative analysis. The magnitude of the correlation coefficient between 

two variables directly reflects the degree of the linear correlation between them. If the correlation 

coefficient is a positive number, then the two variables have a positive relation. If the correlation 

coefficient is a negative number, then the two variables have a negative relation. The value range 

of the correlation coefficient r is between -1 and 1. When Pearson Correlation value>0.7, then 

the two variables have a strong linear correlation. When the absolute value of Pearson 

Correlation ＜0.3, then the two variables have a weak linear correlation. According to the 

purpose this survey expects to achieve, an analysis had been made between any two variables. 

See the analysis in the following tables. We sifted from Question “Have you ever use 

51fanli.com as one of your purchasing channels?” in second part of questionnaire in order to test 

those samples who used 51fanli.com. 

Table 2: Correlations for Expected Value and Perceived Value 

Pearson 

Correlation 

Comparison 

of Price 

Cash 

Back 

Promotion 

WOM 

Quality 

Web 

Design 

Security 

and 

Privacy 

Trust 
Perceived 

Value 

Comparison 

of Price 
1             

Cash Back 

Promotion 
.249* 1           

WOM 0.041 0.005 1         
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Quality 

Web Design 
.489** .289** 0.141 1       

Security 

and Privacy 
.268** .369** 0.067 .270** 1     

Trust .403** .351** 0.037 .389** .390** 1   

Perceived 

Value 
.437** .554** -0.026 .408** .418** .513** 1 

Note: Correlation is significant at the 0.01 level (2-tailed). 

From table 2, we find the Pearson Correlation Number of all above variables except WOM in 

Social Community towards Perceived value are all larger than 0.4 which means they are 

significant at the 0.01 level. However, the result also shows that WOM in Social Community has 

no significance towards Perceived Value which means this factor has no relationship with 

Customers Perceived Value. 

Table 3: Correlations for Perceived Value and Switching Cost towards Satisfaction and Loyalty 

Pearson Correlation 
Perceived 

Value 

Switching 

Cost 

Customer 

Satisfaction 

Customer 

Loyalty 

Perceived Value 1 .356** .618** .604** 

Switching Cost  1 .294** .263** 

Customer Satisfaction   1 .628** 

Customer Loyalty    1 

Note: Correlation is significant at the 0.01 level (2-tailed). 

From Table 3, we find the Pearson Correlation Number of Perceived value towards Satisfaction 

is 0.618 which means significant at the 0.01 level. Furthermore, Satisfaction and Perceived 

Value also have high significance value larger than 0.6 towards Customer Loyalty. However, the 

result of Switching Cost show us that it has low significance towards Customer Satisfaction 

which quite same with previous literature (Yang and Peterson, 2004). It also causes us interests 

in finding the Switching Cost with a deeper test according to Yang and Peterson’s (2004) study. 

The result demonstrates that factor of Perceived Value has the positive relationship towards 

Customer Satisfaction and Customer Loyalty in significant level.  We conclude the hypotheses 

H3 and hypotheses H4 result are support. 
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We test the Switching Cost in hypotheses H5 from a separated group comparison between high 

satisfaction and low satisfaction according to previous research (Yang and Peterson, 2004) 

because of its low value in our previous correlation analysis. 

Table 5:  Correlations for Switching Cost on Satisfaction Low 

Table 4:  Correlations for Switching Cost on Satisfaction High 

 Switching Cost Customer Satisfaction(High) 

Switching Cost 
Pearson Correlation 1 .516 

Sig. (2-tailed)  .000 

 

 Switching Cost Customer Satisfaction(Low) 

Switching Cost 
Pearson Correlation 1 -.066 

Sig. (2-tailed)  .657 

According to previous study, some literatures have already proved that high switching cost could 

have influence on high satisfaction customer to enhance their loyalty(Yang and Peterson 2004). 

From Table 4 and Table 5, we divided our customers into two groups which judge by high 

satisfaction >3 and low satisfaction<3 and finally find that high satisfaction occupied significant 

positive correlation with Switching Cost at 0.516 Pearson Correlation Value under 0.01 

significant level, while lower satisfaction occupied non-correlation with Switching Cost. This 

result also proved that previous study is quite suitable in using our Cash-back Website empirical 

Study. We conclude the H5 result is conditional support only when customers’ satisfaction 

is high. 

4.3 Regression Result 

The above correlation result provides us a first step to verify our hypotheses. Based on the result, 

we still need regression analysis to express the further evidences of these six factors in expected 

value since the correlation value of those variables in Table 2 are not high enough. 

In order to further understand the variables’ incidence towards the dependent variables, this 

paper uses statistical software SPSS 20.0 to make a multiple regression analysis of these data and 

works out the regression coefficient between the predictors and the dependent variables, judging 

on the whole the influence of factors in Expected Value towards Perceived Value. In our 



 

25 
 

following regression table, we suggest the standardized coefficients as our criteria. The value of 

standardized coefficient should be positive with significance level less than 0.05. The samples 

are still within 105 customers who used 51fanli.com.  

Table 6: Regression Result for Core Service in Expect Value towards Perceived Value: H1 

Predictors Standardized Coefficients Sig. 

Comparison .320 .000 

Cash-back .374 .000 

WOM -.042 .589 

Note 1: Dependent Variable: Perceived Value 

Note 2: Predictors: WOM, Comparison of Price, Cash-back promotion 

From Table 6, the Standardized Coefficients of Comparison of Price, Cash-back Promotion, 

Social Community on perceived value are 0.320, 0.374 and -0.042 respectively. The significance 

level of Comparison of Price, Cash-back Promotion are 0.000<0.05 which pass our test. But the 

value of Social Community is 0.589>0.05. The result demonstrate that Comparison of Price, 

Cash-back Promotion have the positive relationship towards Perceived Value in significant level, 

while Social Community has no relationship with Perceived Value. We conclude the H1 result 

as H1(a) support, H1(b) nonsupport which the original hypothesis is in negative, 

H1(c)nonsupport.  

Table 7: Regression Result for Supplementary Service in Expect Value towards Perceived Value: H2 

Predictors Standardized Coefficients Sig. 

Web Design .215 .016 

Security Privacy .227 .011 

Trust .341 .000 

Note 1. Dependent Variable: Perceived Value 

Note 2. Predictors: Security Privacy, Trust, Web Design 

From Table 7, the Standardized Coefficients of Quality Web Design, Security and Privacy, Trust 

on perceived value are 0.215, 0.227, and 0.341 respectively. The significance level of them are 

all less than 0.05, which pass our test. The result demonstrates that factors in supplementary 
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services all have the positive relationship towards Perceived Value in significant level. We 

conclude the H2 results are all support. 

As shown in the Figure 7 below, the services factors in adapted model of this research had 

reached some important conclusions through questionnaire design and survey data. The new 

adapted model is adjusted by the result of regression coefficients as follows. 

Figure 7: Regression Coefficients from Expected Value towards Perceived Value 

 

 

 

 

 

4.4 Comparison Result 

Table 8: Group Statistics of Comparison 

  Group N Mean Std. Deviation Std. Error Mean 

Comparison of Price 
1 105 3.5016 0.8941 0.08725 

2 70 3.3905 0.78219 0.09349 

Cash-Back Promotion 
1 105 3.4786 0.86054 0.08398 

2 70 3.4179 0.78103 0.09335 

Social Community 
1 105 3.0546 0.61139 0.05967 

2 70 2.9107 0.54844 0.06555 

Quality Web Design 
1 105 3.3314 0.67415 0.06579 

2 70 3.28 0.62638 0.07487 

Security and Privacy 
1 105 3.3786 0.58539 0.05713 

2 70 2.8429 0.93558 0.11182 

Trust 1 105 3.2257 0.67214 0.06559 

0.341 

0.215 

-0.42 

Core services  

- Cash-back 

promotion 

- Price comparison 

service 

- WOM in social 

community 

 

Supplementary 

services  

-Quality web 

design 

-Privacy and 

Security 

-Trust 

Perceived 

Value 

0.374 

0.320 
0.227 
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2 70 3.1333 0.74514 0.08906 

Perceived Value 
1 105 3.2381 0.59584 0.05815 

2 70 3.3464 0.70748 0.08456 

Switching Cost 
1 105 3.3587 0.74921 0.07312 

2 70 3.0667 0.74557 0.08911 

Customer Satisfaction 
1 105 3.2876 0.66096 0.0645 

2 70 3.2429 0.51964 0.06211 

Customer Loyalty 
1 105 3.2889 0.67395 0.06577 

2 70 3.2071 0.63919 0.0764 

From Table 8, the mean value of Security and Privacy has most obvious differences in our 

model, and the distance of value is higher than 0.5 in mean column; And Switching Cost 

contains a differences of distance value 0.3 in mean column, which help us in finding these two 

factors have different opinions from customers in two group. It also helps our empirical study 

meaningful that 51fanli.com has its own customer management philosophy to maintain customer 

satisfaction with higher switching cost and stands competitive in the Chinese market. 
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5. Analysis and Conclusion 

5.1 Finding 

Through our formal data analysis, we test our hypotheses using the regression statistic mode and 

conclude our test result in the following table. 

Table 9: Hypotheses Result 

Hypotheses Contents Result 

H1(a) 
There is a positive relationship between expected value on 

cash-back promotion and perceived value. 
Support 

H1(b) 

There is a negative relationship between expected value on 

the accuracy of price comparing services and perceived 

value. 

Nonsupport 

H1(c) 

There is a positive relationship between expected value of 

word-of-mouth through online social community and 

perceived value. 

Nonsupport 

H2(a) 
There is a positive relationship between the quality of web 

design and perceived value. 
Support 

H2(b) 
There is a positive relationship between privacy and security 

and perceived value. 
Support 

H2(c) 
There is a positive relationship between trust and perceived 

value. 
Support 

H3 
Value perceptions will be a positive, direct antecedent of 

satisfaction 
Support 

H4 
There is a positive relationship between customer 

satisfaction and customer loyalty. 
Support 

H5 

The higher the level of switching costs, the greater is the 

likelihood that customer satisfaction will lead to greater 

customer loyalty. 

Conditional 

Support only when 

Customer 

Satisfaction is high 
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The conclusions of this research are discussed and analyzed according to the hypothetical results 

and the regression result above shown in Table 9 and Figure 7. The meaning of the conclusion is 

then analyzed through the comparison between our research and previous studies as follows:  

1. Influences of customer satisfaction and customer perceived value 

Through empirical study, this paper has tested and verified the impacts of perceived value on 

customer satisfaction and satisfaction on customer loyalty when people buy things on cash-back 

websites. According to Table 3, the correlation of these two dependent variables are 0.628 and 

0.618 respectively, which has also reached significant level. 

The above result means that customer satisfaction and customer perceived value both have a 

positive impact on customers’ loyalty, which is consistent with previous research results (Yang 

et al., 2006; Anderson and Srinivasan, 2003). The correlation between customer satisfaction and 

customer loyalty as well as customer perceived value and customer loyalty is close, which means 

that both customer satisfaction and customer perceived value have a similar high impact on 

loyalty. Previous research have a positive affirmation or remain unconvinced on the relationship 

between customer satisfaction and customer loyalty. Some scholars think that the relationship 

between customer satisfaction and customer loyalty is not so obvious, only when customer 

satisfaction gets to certain degree can it lead to customer loyalty (Yang and Peterson, 2004). But 

the majority of research show that customer loyalty is built on the basis of customer satisfaction 

and perceived value (Srinivassan, 2002; Yang et al., 2006; Gupta and Kabadayi, 2010). The 

more customers are satisfied with the merchants, the more they will buy things on their websites, 

and the longer their loyalty to the merchants will last (Gupta and Kabadayi, 2010). The empirical 

research in this paper has firstly confirmed that many international scholars’ conclusions can be 

applied to the operation model of affiliate marketing such as cash-back websites. However, this 

paper also proves switching cost as a moderate factor that influenced satisfaction towards 

loyalty. 

2. Influence by Switching Cost 

Theoretically, loyalty programme used to be one of the most important business strategies to 

enhance switching cost (Harris and Goode, 2004). But it can be observed from this research on 

consumers who have online shopping experiences through cash-back that switching cost has no 

direct impact on customer loyalty unless they are highly satisfied (Table 3 and 4). This research 
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result is proven to conform to the facts through the case interview. “Firstly, we have to maintain 

interesting and fresh core services to attract new customers, since it’s a brand-new mode for 

online shopping. The Cash-back mode is our main core product and brand-new form of 

website.” (Ms. Wang). “But taking loyalty programme in order to increase switching cost is 

popularized by all websites now. Online shopping has become sufficient and the shopping modes 

in different websites tend to be the same, which has made it quite convenient for customers to 

buy things on new websites.” (Ms. Wang). It also indicates that the switching cost and individual 

reward points have no impact on the cash-back websites customers’ loyalty. “Since almost all 

websites have their own rewards promotional programme for their customer in order to build 

exit barrier, it becomes more and more useless to keep their customers’ loyalty this way. 

Customers have a higher expected value than before.” (Ms. Wang). 

Our empirical research prove that in Chinese Cash-back websites, when the degree of 

satisfaction keeps rising and goes above average, the switching cost increase their influences on 

customer satisfaction towards loyalty. The higher the switching cost is, the more loyal the 

consumers will be to the website. It did not necessarily mean that the loyalty of the consumers 

would be improved by switching cost. The formation of loyalty depended more on the 

consumers’ emotional positioning of high-level satisfaction. 

3. Six indicators in Expected Value towards Perceived Value 

The standardized regression coefficients of the six sub-factors except WOM in social community 

of expected value to online customer perceived value are passed by test of significance (Table 6 

and Table 7). In addition, all of these five sub-factors have positive impacts on customer 

perceived value. According to the equations below, factors in supplementary service have more 

impact on online customer perception, which surpass the core service factors.  

Supplementary Services: Perceived Value = (0.215 x Quality web design) + (0.227 x Privacy and 

Security) + (0.341 x Trust) 

Core Services: Perceived Value = (0.374 x Cash-back Promotion) + (0.320 x Comparison of 

Price)  

It indicates that customers have high expectations of the extra services that the online websites 

can provide in this information age where homogenization of conditions such as products and 

resources are becoming more severe. “There are thousands of different cash-back websites and 
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almost all of them provide core services like 51fanli.com. But 51fanli.com still takes strong 

competitive advantages because of our wide range of over 300 collaborated online retailers. It 

also made us become the only cash-back website who got Venture Capital investment”(Ms. 

Wang). Consumers also attach more importance to various services the cash-back websites 

provided, which have become an important factor in determining whether online consumers 

continued using them. For instance, when consumers have to do shopping on a cash-back 

website, a simple and easy-to-learn website design can leave a good impression on the 

consumers and improve the good image and reputation of the merchants at the same time. Cash-

back websites consumers also pay much attention to the appearance of the webpage, the 

stabilization and reliability of online trade and the professional navigation knowledge to deal 

with. “We hope that our customers could enjoy their experience using our website which means 

they spend more time staying on our website. This experience is based on our services provided, 

because convenience and trust help customers save their time in learning and decision making.” 

(Ms. Wang). 

According to the regression analysis (Table 6), the WOM factor does not have a significant 

impact on consumer perceived value, which indicated that consumers do not pay much attention 

to WOM or others’ comments when they buy things from cash-back websites. “Maybe it is 

because that cash-back websites in China are still in its initial period of development and 

consumers are not very concerned about aspects such as effective communication and external 

market information. Instead, they pay more attention to their perception.”(Ms. Wang). It also 

indicates if cash-back websites consumers are satisfied or not has nothing to do with whether the 

website provides consumers with the access to share their consumption experience with 

51fanli.com. 

4. Different Opinions on Different Customer Group 

From Table 8, the comparison results of privacy and security, also provide if they pay attention 

to protect customers’ privacy, has played an important role in customers’ perceived value. This is 

the only difference between these two groups. We treat this factor as 51fanli.com’s advantage 

among all cash-back websites in China. “We suggest all our core business services more or less 

depend on trust and safety. We found that people are usually worried about their private 

information being misused by service companies and cause a lot of nuisance calling.” (Ms. 
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Wang). The knowledge that cash-back websites consumers have more interest in is whether they 

provide a more personalized service, keep a watchful eye on customers’ privacy and help 

customer usefully through the purchasing process. 

5.2 Managerial Implications 

1) Use the switching cost cautiously.  

Previously, there were many scholars who advised online merchants to reduce customer loss 

through improving switching cost. However, this paper suggests that it should not depend too 

much on switching cost and the frequency should be controlled properly. On one hand, by 

moderately increasing the switching cost, merchants could promote the long-term buying 

behavior of consumers and enhance their loyalty to them, such as delaying the consumers’ 

benefits, practicing membership and rewarding the consumers according to their points. On the 

other hand, if used improperly, it will raise the purchasing threshold and cause negative effects. 

Cash-back websites can first improve their services to satisfy their customers’ shopping needs 

and then make their switching cost increasing moderately.  

2) Employ differentiated service strategies.  

Employ differentiated service strategies. The data analysis shows that online shoppers’ 

consciousness of social community services in Chinese cash-back websites have no impact on 

their loyalty. A transaction through cash-back website is finally completed at online merchants’ 

part and they also offer platforms for their customers to share consumption experiences. 

Consumers prefer to share their consumption experiences in online merchants instead of cash-

back websites. It’s not only a big challenge but also a good chance for cash-back websites to 

develop their differentiation strategies in building an attractive platform for sharing consumption 

experiences.  

3) Maintain a good reputation for security. 

According to the data analysis, security is the main factor which led to success in cash-back 

websites. Maintaining a good reputation for security can reinforce the consumers’ loyalty to the 

websites through consumers’ privacy protection. In terms of online shopping, the consumers’ 

private information spread quickly through various channels. It is more difficult to protect the 
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consumers’ privacy in the network environment than in physical stores. But it is more important 

for the online shoppers to do so, because the online consumers’ sense of trust, to a large extent, is 

determined by how well the website protects the consumers’ privacy. Most online consumers 

concern that their personal data will be leaked. Then, many consumers stand in confusion before 

doing online shopping due to harassment messages and fraud cases caused by the leak of 

personal information. Therefore, online service provider shall pay particular attention to this 

aspect. 

5.3 Conclusion 

Chinese cash-back websites have developed rapidly in these two years. The numbers of 

consumer and sales amount of the leading company 51fanli.com have increased constantly, while 

some other small cash-back websites with same services have been losing their customers. 

Therefore, it is very important to find out customer’s perspective towards cash-back websites. 

This paper is aimed to study those factors influencing customer loyalty in Chinese cash-back 

websites. The empirical data are carried from a survey research in Chinese market. Chinese cash-

back websites, compared to other online retailers, have its own advantages in cash-back 

promotion and navigation services for online shoppers. The key factors to drive customers' 

repurchase behavior are the switching cost and the high reputation on privacy and security. There 

is no sufficient factor towards customer loyalty in cash-back websites. Managers should always 

seek suitable strategies to stay competitive in online shopping industry. 

5.4 Limitation and Future Research  

Even though, this research is carefully prepared, the authors are still aware of its limitations and 

shortcomings. First of all, the research is conducted within a time limit, which is only two weeks 

that is not enough for the observation of all the consumers in the China online market. Thus, the 

sample of respondents is too small to represent the majority of China’s online consumer 

behavior. Our study of online customer loyalty supports only two main services and 

supplementary services in cash-back websites. However, there is a possibility that customer 

loyalty can be effected by other factors which are out of our scope such as sales promotion.  

China online shopping market is expected to grow more than 50 percentage of its size, the 

factors and model which influence customer perspective could be changed in the future. In 



 

34 
 

addition, this research studies from the consumers’ perspective to market, where a part of the 

information is gathered from primary data, which adapted to an online method in collecting data. 

Therefore, the respondents’ bias in answering questions in the questionnaire that come from 

doubt or misunderstanding the context cannot be avoided.  

For future research, we offer several suggestions: first, quantitative research can be used to get in 

a wide amount of sampling due to this kind of research being more reliable when the result 

comes from a number of respondents. Second, this research focuses on customer’s loyalty 

towards only one cash-back website in the China market. However, several websites offer the 

characteristic quality of services that could influence consumers’ perspective on loyalty. Hence, 

future research can think about new factors and method to find out more about the relationships 

concerning customers’ loyalty. Moreover, this paper just researches the customers’ loyalty group 

only in China and neglect customers’ loyalty group in other countries such as USA, UK and 

India. Therefore, future study may consider surveying customers’ loyalty to affiliate marketing 

group of websites in other countries. 
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Appendix 

Appendix1: Factors and indicators 

Factors (Latent 

variables) 

Indicators (Observed variables) 

Cash-back promotion 

(Sources: Donald R. 

Lichtenstein, Richard 

G. Netemeyer and Scot 

Burton,1990) 

1. Cash-back promotion makes me feel good. 

2. When I get cash-back, I feel that am I getting a good deal. 

3. Cash-back promotion have caused me to buy products I normally 

would not buy. 

4. I am more likely to buy products from the cash-back website than 

directly buy product from retailers’ website. 

Comparison of price 

(Sources: Srinivasan et 

al. 2002) 

1. I always check prices at the grocery store to be sure I get the best 

price. 

2. This website provides a “one-stop shop” for my shopping. 

3. Pricing Comparison through this website is intuitive. 

Social Community 

( Sources: Srinivasan et 

al. 2002) 

1. I prefer to share experiences about the website/product online with 

other customers of the website. 

2. I think the social community supported by this website is not 

useful for gathering product information. 

3. I benefit from the social community sponsored by the website. 

4. I think customers of this website are not strongly affiliated with 

one another. 

Web of design in 

service quality 

(Sources: Srinivasan et 

al. 2002) 

1. This website design is attractive to me. 

2. A first-time buyer can make a purchase from this website without 

much help. 

3. This cash-back website is a user-friendly site. 

4. The organization and structure of online content is easy to follow 

5. It is easy for me to complete a transaction through the company’s 

website 

Security and privacy 1. The company will not misuse my personal information 
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(Sources: Yang and 

Peterson, 2004) 

 

2. I feel safe in my online transactions 

3. I felt secure in providing sensitive information (e.g. credit card 

number) for online transactions 

4. I felt the risk associated with online transactions is low 

 

Trust  

(Sources: Harris and 

Goode 2004) 

1. This Cash-back Website is interested in more than just making a 

profit from us. 

2. Most of what this Cash-back Website says about its service is true. 

3. In my experience this Cash-back Website is very reliable. 

Perceived Value 

(Source: Luarn and 

Lin, 2003; Anderson, 

Rolph E., 2003) 

1. Comparing to alternative websites, this cash-back website offers 

attractive refund. 

2. Comparing to alternative websites, this cash-back website offers 

accurate price comparison engine.  

3. Considering what I pay, I will get much more than the worth of my 

time, effort and money.  

4. Based on simultaneous considerations of what I received and what 

I give up, I consider this purchase to be valuable. 

5. Services at this cash-back website are considered to be good. 

Customer satisfaction 

(Sources: Yang and 

Tsai et al., 2006; 

Anderson and 

Srinivasan, 2003) 

1. I think I did the right thing to purchase product (redirect to 

retailers’ site) from this cash-back website. 

2. I am satisfied with my decision to use redirect to retailer’s site 

from this Website. 

3. My choice to use navigating service from this cash-back website 

was a wise one. 

4. If I had to purchase again, I would feel differently about using 

service from this cash-back website.  

5. I am unhappy that I used navigating service from this cash-back 

website. 

Switching Costs 

(Sources :Jones et al. 

2000; Burnham et al. 

1. In general it would be a hassle changing website. 

2. It already took me a lot of time and effort in learning to use this 

website. 
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2003) 3. For me, the costs in time, money, and effort to switch website are 

high. 

Customer loyalty 

(Sources: Srinivassan, 

2002; Yang et al., 2006; 

Gupta and Kabadayi, 

2010) 

1. I consider myself as a loyal customer towards cash-back website. 

2. Next time, when I need a cash-back, this website is my first 

choice.  

3. I intend to buy more products from cash-back website in the future  

4. I enjoy spending a lot of time visiting cash-back website (to find 

more information or products.)  

5. I am willing to say positive things of cash-back website to others. 

6. I do encourage friends to use cash-back website. 
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Appendix 2 Questionnaire (English) 

Dear Sir / Madam :  

We are carrying out an experimental study on customer loyalty toward the Cash-back Website 

then, want to know what some of your opinions and views. Please carefully read the 

questionnaire and answer according to your own feelings. The survey is anonymous survey. Data 

collection is just for academic using only. 

Hope can get your support and help, Thank you! 

                                                                                        Chanida Kasikitvorakul and Jianzhi Zhou 

Uppsala University, Sweden  

Department of Business Studies 

Questionnaire for customer loyalty toward the Cash-back Website 

This questionnaire is designed to investigate customer loyalty with regard to the cash-back 

website in the Chinese market. The questionnaire consists of two parts: the first part includes 

questions which will be used to analyze customer loyalty and factors that influence customer 

loyalty; the second part includes a few general questions on your background. Thank you for 

your cooperation! 

Part 1: Background 

Gender             Female                          Male 

Age             Less than 20                  20-30               31-40            More than 40 

Educational level 
           Senior High school                             College School 

           Bachelor’s degree                               Master’s degree and beyond 

Occupation 

          Government Dept.                                   Manager of corporation 

          Normal stuff of corporation                     Owner 

          Free work                                                 Student 

          Other…………………… 

Income (RMB/ 

month) 

          Less than 3000                                          3000-5000 

          5001-8000                                                 8001-10000 

               More than 10000 
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Part 2:  

For the following questions, there are your frequency behavior related to this website. 

Moreover, there are five options after each question which from left to right, indicate number 

1 to 5: 1=strongly disagree, 5=strongly agree. Please click the option under the number you 

choose when you make choice. 

Do you know 51fanli.com? 

 

Have you ever use 51fanli.com as one of your 

purchasing channels? 

 

How long have you been using 51fanli.com as 

one of your purchasing channels? 

 

On monthly average, how often do you use 

51fanli.com as one of your purchasing 

channels? 

On average, how much do you spend (RMB) 

on each purchase? 

Which kind of products that you usually 

purchase online? 

 

      Yes                       No,  go to end 

 

       Yes                       No 

 

     Less than 1 months       1 - 3 months 

     3 – 6 months                  More than 6 months 

 

     Less than 1 time             1 – 3 times 

     4 – 6 times                      More than 6 times 

 

    Less than 100                101 – 300  

    301 – 500                      More than 500  

      Cloths and appeals      Cosmetics  

      Films and music          Home appliances 

      Kids’ products             Travelling tickets  

      Foods                           Others, ……  

(When you answer the following questions, 

please consider the group buying website that 

you most usually use.) 

1. I always check prices at the physical store to 

be sure I get the best price. 

2. Price Comparison through this website is 

objective.   

3. This website provides a “one-stop shop” for 

my shopping. 

 

                        

Strongly Disagree                                     Strongly agree 

1                       2                       3                          4                         5  

 

 

 

 



 

47 
 

4. When I get cash-back, I feel that am I 

getting a good deal. 

5. I am more likely to buy products from the 

cash-back website than directly buy product 

from retailers’ website. 

6. Cash-back promotions have caused me to 

buy products I normally would not buy. 

7. I think customers of this website are not 

strongly affiliated with one another. 

8. This website design is attractive to me. 

9. The organization and structure of online 

content is easy to follow. 

10. It is easy for me to complete a transaction 

through the company’s website. 

11. A first-time buyer can make a purchase 

from this website without much help. 

12. This cash-back website is a user-friendly 

site. 

13. I feel safe in my online transactions 

14.I felt secure in providing sensitive 

information (e.g. credit card number) for online 

transactions 

15. The company will not misuse my personal 

information. 

16. In my experience this Cash-back Website is 

very reliable. 

17. I felt the risk associated with online 

transactions is low. 

18. This Cash-back Website is interested in 

more than just making a profit from us. 

19. Comparing to alternative websites, this 

cash-back website offers attractive refund. 

20. Cash-back promotion makes me feel good. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

48 
 

21. I think I did the right thing to purchase 

product (redirect to retailers’ site) from this 

cash-back website. 

22. Most of what this Cash-back Website says 

about its service is true. 

23. My choice to use navigating service from 

this cash-back website was a wise one. 

24. Comparing to alternative websites, this 

cash-back website offers accurate price 

comparison engine. 

25. Considering what I pay, I will get much 

more than the worth of my time, effort and 

money. 

26. Based on simultaneous considerations of 

what I received and what I give up, I consider 

this purchase to be valuable. 

27. I am satisfied with my decision to use 

redirect to retailer’s site from this website. 

28. I think the social community supported by 

this website is not useful for gathering product 

information. 

29. I benefit from the social community 

sponsored by the website. 

30. I prefer to share experiences about the 

website/product online with other customers of 

the website 

31. I am willing to say positive things of cash-

back website to others. 

32. For me, the costs in time, money, and effort 

to switch website are high. 

33. It already took me a lot of time and effort 

in learning to use this website. 

34. I enjoy spending a lot of time visiting cash-

back website (to find more information or 

products.) 
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35. Next time, when I need a cash-back, this 

website is my first choice. 

36. If I had to purchase again, I would feel 

differently about using service from this cash-

back website. 

37.I intend to buy more products from cash-

back website in the future 

38. In general it would be a hassle changing 

website. 

39. I am unhappy that I used navigating service 

from this cash-back website. 

40. I consider myself as a loyal customer 

towards cash-back website. 

41. I do not encourage friends to use cash-back 

website. 
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Appendix 3 Questionnaire (Chinese) 

尊敬的先生/女士， 

我们拟针对近两年发展速度迅猛的返利型网站，进行客户忠诚度的实证性研究。所谓返利型网

站，即会员通过第三方返利网站提供的一站式购物搜索平台去各大网上商城购物，并获取该返利

型网站提供的相应积分或现金返利，供下次购物时抵扣使用或直接现金返还。比如: 

www.51fanli.com 返利网  

恳请您仔细阅读问卷并根据自身消费过程中的感知客观地完成问卷。我们承诺问卷数据将以匿名

形式仅供学术调研使用。 

这篇调查问卷的包括两个部分：第一部分是个人背景信息；第二部分是一些用来分析顾客忠诚度

及其影响因素的问题。 

谢谢您的合作！ 

Part 1: Background 

性别                女                                          男 

年龄                20 岁以下                          20-30                    31-40               40 岁以上 

学历 
               高中                                                                   大专 

               本科                                                                   硕士以上 

职位 

               国有企事业单位                                             企业管理人员 

               企业一般职员                                                  私营业主 

               自由职业者                                                        学生 

               其他…………………… 

月收入 (人民币) 

               3000                                                                   3000-5000 

               5001-8000                                                         8001-10000 

               10000 以上 
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Part 2:  

对于下面的问题，每个问题后面有 5 个方框，从左到右代表数字 1 到 5，而数字表示您对每题

所陈述的观点同意与否的程度：1 代表非常不同意，5 代表非常同意。  在您做选择时，请点

击相应的数字下方框。以下问题请参考您上述勾选的最常用的返利网站。 

您是否知道 51fanli.com 及返利网站? 

 

您是否曾使用过返利网 51fanli.com 作为自己网

上消费的渠道? 

 

您第一次在返利型网站购物距今有多久了? 

 

您月均使用返利型网站作为网上消费渠道的频

率为多久一次? 

 

您平均每次网上消费金额为多少人民币? 

 

您最常在网上选购的商品是什么？ 

      是                         否 (选否调研结束) 

 

       是                        否   

 

       少于一个月                      1 - 3 个月 

       3 – 6 个月                          多于 6 个月 

 

        少于一次                          1 - 3 次 

        4 – 6 次                              多于 6 次 

 

      少于 100 元                       101 – 300 元 

      301 – 500 元                      高于 500 元 

        服饰类                               化妆品 

        影音类                                家居用品 

        儿童用品                            旅游类 

        食品                                     其他 ,  ……………………         

(请按照您最常用的返利网作为回答问题的基准) 

1. 非我经常逛实体商店里的商品并与其网上的

价格进行比较，确保能以最优惠的价格买到想

要的商品。 

2. 我认为该网站提供的比价结果是客观真实的.   

3. 该网站提供了我“一站式”购物的体验. 

4. 当我获得消费返利时，我会感到自己此次消

费体验非常好。 

5. 我更愿意通过返利型网站消费而不是自己寻

找零售网站。 

6. 我会更愿意购买具有返利促销的产品。 

完全不同意                                                                       完全同意 

1                       2                       3                          4                         5 
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7. 我认为在该网站消费的人群，通过该网站互

相交流经验的不多。 

8. 该网站的设计非常吸引我。 

9. 该网站的设计结构和内容表现形式简洁明

了，让我很容易明白。 

10. 该网站能让我非常快捷地链接到最终零售商

家的网页。 

11. 首次购买时我并不需要太多额外帮助即可完

成整个购物过程。 

12. 使用该网站各项服务功能时，非常容易。 

13. 我感觉在网上交易时，非常安全。 

14. 我感觉提供给该网站的个人敏感信息是安全

的。 

15. 我认为该公司不会泄露我的个人隐私。 

16. 从我个人的购物体验来看，该网站是值得信

赖的。 

17. 我认为交易风险极低。 

18. 我感觉该网站更倾向于向消费者提供便利而

并非赚取利润。 

19. 比较其他网站，该网站提供了更加吸引我的

促销方式和折扣率。 

20. 返利的方式非常吸引我。 

 

21. 我认为我通过返利型网站来消费的行为是正

确的。 

22. 该网站所述其提供的服务项目是真实存在

的。 

23. 我认为我通过该网站提供的比价结果来选择

商家的这种消费行为是正确的。 

24. 相比其他网站，该网站提供给我更加精确的

导购和比价搜索引擎。 
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25. 我消费过程中所获得的体验价值比我投入的

时间和金钱多。 

26. 在权衡通过该网站购物中的利弊得失后，我

认为通过该网站购物是值得的。 

27. 我非常满意自己使用此网站来链接到实际零

售商网页。 

28. 我认为此网站中的社区交流平台对我获取产

品信息没有用。 

29. 我在消费过程中受益于此网站中的社交平

台。 

30. 我愿意与该网站的其他消费者分享自己的消

费经历或购买产品。 

31. 我愿意给予该网站以很高的评价 

32. 对我来说，更换到使用其他的同类网站，所

消耗的时间、精力等转换成本很高。 

33. 我已经耗费了一定的时间和精力来学习如何

使用该网站。 

34. 我很乐意花些许时间在该网站中浏览并寻找

商品或促销信息。 

35. 下次当我想消费并获取返利时，我还是会选

择该网站。 

36. 当我再次消费同类产品时，我会发现该网站

提供给我的服务质量与上次不同。 

 

37. 将来，我会更多地使用返利型网站来进行网

上消费。 

38. 总的来说，这是一个比较使用麻烦而且一直

变化其操作规则的网站。 

39. 我对该网站提供给我的导购比价结果不满

意。 

40. 我认为我是该网站的忠实客户。 

41. 我一般不推荐我的亲戚朋友使用该网站。 
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Appendix 4 Interview Questions 

1.How and what is the development of 51fanli.com in these two years? 

2.What’s your services providing to the customers? 

3.Which business strategies was applied to gain more customers in different time period? 

4.What’s your Key Success Factor among these six services and which is weak relatively? 

5.How does your company define customer loyalty towards 51fanli.com and how to maintain 

their loyalty? 
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Appendix 5 Subject Characteristics of Samples 

The data was collected with 175 effective respondents which 105 used to purchase through 

51fanli.com whereas 70 respondents have used other cash-back websites as their channel.  

Personality Number % 

Gender 
Male 82 46.9 

Female 93 53.1 

Age 

Less than 20 2 1.1 

20-30 103 58.9 

31-40 61 34.9 

41-50 8 4.6 

More than 50 1 0.6 

Education 

High School 4 2.3 

College 31 17.7 

Bachelor 74 42.3 

Master and above 64 36.6 

Occupation 

Government Employee 16 9.1 

Corporation Manager 31 17.7 

Corporation Clerk 63 36 

Owner 10 5.7 

Free 19 10.9 

Students 32 18.3 

Other 2 1.1 

Income(RMB/Mont

h) 

Less than 3000 31 17.7 

3001-5000 24 13.7 

5001-8000 86 49.1 

8001-10000 10 5.7 

More than 10000 24 13.7 

  Total 175 100 
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Appendix 6 Comparison of Customer Loyalty in Different Personalities 

Personality Contents Mean Value of Loyalty 

Gender 
Male 3.2764 

Female 3.2384 

Age 

Below 20 3.4167 

20-30 3.2864 

31-40 3.1967 

41-50 3.2292 

Over 50 3.6667 

Education 

Level 

Senior high school 3.1667 

College School 3.1667 

Bachelor level 3.1599 

Master or higher 3.4089 

Income level 

Less than 3000 3.414 

3000-5000 3.3472 

5001-8000 3.1202 

8001-10000 2.95 

more than 10000 3.5764 

Occupation 

Government Employee 3.25 

Manager in Corp. 3.1559 

Clerk in Corp. 3.1905 

Owner 3.2833 

Free Job 3.2281 

Student 3.5156 

Other 3.3333 

 

The loyalty customers of 51fanli.com were mostly students, elders and well-educated people. 

Income level did not make a difference as loyalty customers contain people who had high 

income and low income as well. 
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Appendix 7 Table of Correlation Analysis 

Table of Correlations 

  COP CBP WOM WDQ SAP Trust PCV SC CS CL 

COP 
Pearson 

Correlation 
1 .249* 0.041 .489** .268** .403** .437** 0.053 .450** .485** 

  
Sig. (2-

tailed) 

  
0.01 0.678 0 0.006 0 0 0.594 0 0 

CBP 
Pearson 

Correlation 
.249* 1 0.005 .289** .369** .351** .554** .231* .482** .598** 

  
Sig. (2-

tailed) 
0.01 

  
0.963 0.003 0 0 0 0.018 0 0 

WOM 
Pearson 

Correlation 
0.041 0.005 1 0.141 0.067 0.037 -0.026 -0.131 -0.026 -0.011 

  
Sig. (2-

tailed) 
0.678 0.963 

  
0.151 0.496 0.708 0.789 0.182 0.791 0.914 

WDQ 
Pearson 

Correlation 
.489** .289** 0.141 1 .270** .389** .408** 0.155 .435** .473** 

  
Sig. (2-

tailed) 
0 0.003 0.151 

  
0.005 0 0 0.116 0 0 

SAP 
Pearson 

Correlation 
.268** .369** 0.067 .270** 1 .390** .418** .250* .642** .390** 

  
Sig. (2-

tailed) 
0.006 0 0.496 0.005 

  
0 0 0.01 0 0 

Trust 
Pearson 

Correlation 
.403** .351** 0.037 .389** .390** 1 .513** .261** .444** .515** 

  
Sig. (2-

tailed) 
0 0 0.708 0 0 

  
0 0.007 0 0 

  N 105 105 105 105 105 105 105 105 105 105 

PCV 
Pearson 

Correlation 
.437** .554** -0.026 .408** .418** .513** 1 .356** .618** .604** 

  
Sig. (2-

tailed) 
0 0 0.789 0 0 0 

  
0 0 0 

SC 
Pearson 

Correlation 
0.053 .231* -0.131 0.155 .250* .261** .356** 1 .294** .263** 

  
Sig. (2-

tailed) 
0.594 0.018 0.182 0.116 0.01 0.007 0 

  
0.002 0.007 

CS 
Pearson 

Correlation 
.450** .482** -0.026 .435** .642** .444** .618** .294** 1 .628** 

  
Sig. (2-

tailed) 
0 0 0.791 0 0 0 0 0.002 

  
0 

CL 
Pearson 

Correlation 
.485** .598** -0.011 .473** .390** .515** .604** .263** .628** 1 

  
Sig. (2-

tailed) 
0 0 0.914 0 0 0 0 0.007 0 

  

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

**. Correlation is significant at the 0.01 level (2-tailed). 
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Appendix 8 Table of Regression Analysis 

Regression Model for Core Service Hypotheses H1 

Predictors 
Unstandardized 

Coefficients 
Std. Error 

Standardized 

Coefficients 
T Sig. 

(Constant) 1.470 .321  4.584 .000 

COP .214 .053 .320 4.035 .000 

CBP .328 .055 .474 5.976 .000 

WOM -.041 .075 -.042 -.542 .589 

R=0.635    R
2
=0.404  Adjusted R

2
=0.386    F=22.795（P=0.000） 

a. Dependent Variable: PCV 

b. Predictors: (Constant), WOM, COP, CBP 

Regression Model for Supplementary Service Hypotheses H2 

Predictors 
Unstandardized 

Coefficients 
Std. Error 

Standardized 

Coefficients 
T Sig. 

(Constant) .833 .336  2.478 .015 

WDQ .190 .077 .215 2.456 .016 

SAP .231 .089 .227 2.594 .011 

Trust .302 .081 .341 3.725 .000 

R=0.598    R
2
=0.357   Adjusted R

2
=0.338    F=18.713（P=0.000） 

a. Dependent Variable: PCV 

b. Predictors: (Constant), SAP, Trust, WDQ 

 


