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Abstract 

 

Online shopping is becoming more popular in recent decades and there is certainly a variety of 

variables contributing to keeping customers interested in shopping online. Based on research in 

the business-to-business setting we proposed four variables including security, communication, 

product and personalization that influence the relationship quality. The purpose of this study is 

to investigate whether these variables have impacts on business-to-consumer relationship 

quality and explore their practical implications, and then suggest how companies enhance their 

customer relationship. The variables’ effects are empirically tested through regression analysis 

with data obtained from questionnaire. The results show that four variables positively influence 

the B2C relationship quality, but they have different effects in different companies. 

Additionally, we make practical recommendations by using Tmall and JD.com as case studies. 
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1. Introduction 

1.1 Research Background 

The global e-commerce industry has seen an impressive growth in recent years. E-commerce 

includes several various categories among which business to business (B2B) and business to 

consumer (B2C) are the most known ones. At present, B2C e-commerce business model is 

becoming popular for selling of goods to consumers. B2C allows vendors to get access to 

customers all over the world (Internet World Stats, 2006), to make higher income due to the 

cheaper cost (comScore, 2006) and to improve the quality of customer service. For customers, 

they have an additional selection of similar goods or services and more product information 

based on others’ reviews. Thanks to these relative advantages, B2C e-commerce has been a 

trend widely adopted and constantly growing since 1995 (Netcraft, 2015). 

 

The e-commerce market in China is still booming with 1.8 trillion Yuan online sales in 2014, 

andB2C has reached 1.288 billion Yuan or 45.8% of the e-commerce market which has 

increased by 68.7% in 2014 (Gentlemen Marketing Aency, 2015). B2C market will develop 

more with increasing customer demand and variety of marketing channels. Since customers 

tend to buy anything they want with good quality, it brings challenges and opportunities for 

merchants to provide better service. With the numerous users on Weibo, a Chinese version of 

Twitter, it seems an effective channel to conduct marketing campaign to appeal more customers 

and gain more profits. 

 

Customer relationship is critical for e-commerce success (Sun, Zhang & Xiao, 2007). Minocha, 

Millard and Dawson (2003) thought that E-commerce should concentrate on continuously 

providing and creating value for customers to keep long-term relationships since it is becoming 

increasingly difficult to maintain the relationship with customers. 
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1.2 Theoretical Background 

The first time when relationship marketing was defined by Berry was in 1983. Based on the 

synthesis of 26 definitions of relationship marketing, Harker (1999:16) redefined it as 

“organizations engaged in proactively creating, developing and maintaining committed, 

interactive and profitable exchanges with selected customers/partners over time”. Relationship 

is divided into three types: inter-firm relationship, individual-to-firm relationship and 

interpersonal relationship, and all of them would influence customer purchase behavior 

(Palmatier, 2008). Maintaining good relationship is one of the aims of merchants, which 

contributes to firms’ profitability, because higher relationship quality would lead to more repeat 

purchase and positive word of mouth (Kim, Han, & Lee, 2001). 

 

The process of building buyer-seller relationship includes entering a relationship, continue a 

relationship and enhance the scope of relationship (Selnes, 1998). Relationship quality is the 

strength of the relationship between a buyer and seller measured in terms of three variables: 

satisfaction, trust, and loyalty. Selnes (1998) thought satisfaction, trust and loyalty play 

different roles in these three phases. Ghzaiel and Akrout (2012) conducted a study to identify 

the antecedents of B2B relationship quality and then distributed their findings into three 

different categories, as shown in Figure 1. All antecedents in their research are supported by 

many other authors that these antecedents influence relationship quality jointly through 

influencing customers’ satisfaction, customers’ trust or customers’ loyalty. Specifically, the 

antecedents which belong to characteristics of two parties mainly influence trust (Boles, 

Johnson & Barksdale, 2000; Lagace, Dahlstrom & Gassenheimer, 1991) and loyalty (Selnes, 

1998), the antecedents which belong to relational behavior have effects on satisfaction 

(LivePerson, 2013; Ho & Lee, 2007) and trust (Morgan & Hunt, 1994), and the antecedents 

about product mostly have impact on satisfaction (De Figueiredo, 2000) and loyalty (Selnes, 

1998). These antecedents are interrelated and interact on relationship quality. 
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Figure1 Antecedents of Relationship Quality (Modified Version) 

 

Our purpose is to test whether these antecedents work in B2C context as they do in B2B context, 

so we plan to build a framework and test it by regression analysis. We conceptualize them as 

four independent variables according to previous studies, which will be explained in the part of 

literature review. In most of the past literature, the definitions of security, communication, 

product and personalization are definitely consistent with these four independent variables, so 

security, communication, product and personalization would be the independent variables in 

our framework. In order to collect accurate data for our regression analysis, we use two popular 

Chinese B2C websites, Tmall and JD.com, as case studies. 

 

The contributions of this study are as follows. First, to test the proposed framework derived 

from B2B research in a B2C setting. Second, our findings should help B2C websites build 

better relationship with customers. 

First category： 
characteristics of two parties 
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relational behavior 
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Product related 

Personalization 

Communication 

Security 

Product 



Uppsala University 

 4

1.3 Background of Tmall and JD.com 

Tmall (50.55%) and JD.com (23.28%) are the two top B2C websites with regard to market 

share by sales revenue (China Internet Watch, 2014), which means most online shoppers have 

understanding about these two websites. Tmall is the largest B2C platform which is operated by 

Alibaba Group to sell branded products in China with over 500 million registered customers 

(Export Now, 2015). It was firstly introduced in April 2008 as Taobao Mall and launched as an 

independent web domain in 2010. JD.com is one of the largest B2C online retailers in China 

which was founded in Beijing in 1998. JD.com started trading on NASDAQ (National 

Association of Securities Dealers Automatted Quotations) on May 22, 2014 and had 

approximately 72,604 full-time employees by the end of March 2015 (JD.com, 2015). 

 

Even though Tmall and JD.com are both B2C e-commerce websites, they have many things in 

different. Firstly, Tmall is a platform for businesses to sell branded products and JD.com is an 

online direct sales company which stocks goods and sells to customers by itself. Secondly, 

JD.com has built its own logistics system since 2007, but Tmall delivers through third-party 

logistics like EMS. Thirdly, both of them have their own payment systems. JD.com accepts 

PayPal, Credit or Debit Card as a method of payment while Tmall uses Alipay which is an 

escrow-based online payment platform developed by Alibaba Group. Finally, JD.com uses an 

intelligent service robot called JD Instant Messaging Intelligence for its online service, and 

Tmall uses a live chat software called Aliwangwang to serve its customers. These differences 

make we believe that using both of them as case studies is favorable to obtain a more 

generalizable result than only using one website. 

1.4 Research Purpose and Question 

As mentioned in the theoretical background, we would like to empirically test our framework 

by regression analysis. Moreover, if these four variables involved in our framework can 

influence relationship quality, how can B2C companies apply this framework in practice? So 
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we would use two successful B2C companies as case studies to collect data for regression 

analysis, and then further explore the practical implication of our framework by analyzing how 

these companies act in these four variables.  Hence, we describe our research question as 

follows: 

Would these four variables influence B2C relationship quality and what are their 

practical implications? 
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2. Literature Review 

From Fournier’s perspective, attaining true customer intimacy is an effective way to avoid the 

premature death of B2C relationships (Fournier, Dobscha & Mick, 1998). To keep customers 

intact in such a competitive environment, creating a good customer experience and building a 

long-term relationship are essential for B2C websites. Ghzaiel and Akrout (2012) carried out a 

qualitative study to find out the antecedents of buyer-seller relationship quality in B2B 

e-commerce. After a theoretical overview on the construct of relationship quality, they 

conducted a study through interviews with sixteen respondents and analyzed the data using the 

thematic and lexical analyses. The factors stemming from the analyses were proven to have 

impacts on relationship quality by various authors in different situations. Ghzaiel and Akrout 

(2012) put forward three categories which might influence relationship quality based on 

pervious literature, which area as follows: 1) factors related to characteristics of the two 

relationship parties, 2) factors related to relational behaviors and 3) factors related to 

characteristics of the offer. The categories are able to better conceptualize the relationship 

quality and be widely adopted in various contexts. 

 

The first category includes the behavior of both sides of partner exchange (Boles et al., 2000), 

and the ethics of the salesperson (Lagace et al., 1991). Boles et al. (2000) held the views that a 

trustworthy environment is an important factor which influences customers decisions making 

and provides a secure shopping environment is a basic need for customers; Lagace et al. (1991) 

also thought a reliable and responsible seller could appeal more customers, which will create a 

transparent and honest environment.  

 

The second category is relational behavior. This characteristic consists of five factors: customer 

orientation (Baker, Simpson & Siguaw, 1999), adaptive selling behavior (Ghzaiel & Akrout, 

2012), listening to customers (Ghzaiel & Akrout, 2012), conflict handling (Selnes, 1998) and 
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communication quality (Morgan & Hunt, 1994). The hypotheses put forward by Baker et al. 

(1999) supported the fact that customer orientation could be the trend of future relationship 

constructs. Using customer information to improve its customer service continuously is a 

competitive advantage in marketing relationship. Adaptive selling (Ghzaiel & Akrout, 2012) 

behavior refers to that sellers should be flexible to deal with different customer profiles 

according to customers’ specific characters. Listening to customers (Ghzaiel & Akrout, 2012) 

allows sellers to collect much information concerning customers’ needs so that the company 

can improve the quality of their recommendations. Selnes (1998) stated that companies should 

avoid conflicts as much as possible through communication with customers, which is also a 

basic function of communication. Morgan and Hunt (1994) thought the communication is 

positively related to trust and is relevant, timely and reliable which could be seen as high 

quality communication will result in greater trust. 

 

The last one is the characteristics of offer, which includes product performance and 

product-related variables (Ruyeter, Moorman & Lemmink, 2001). Ruyeter et al. (2001) 

emphasized the importance of products in developing a strong long-term relationship. Ghzaiel 

and Akrout (2012) thought that good product or service is a key factor. Their analysis of results 

showed that selling a good product is beneficial to establish a trustworthy atmosphere between 

sellers and buyers. 

 

In business-customer setting, the security in B2C environment is that the sellers are reliable 

enough that makes customers feel that their private information will remain secure and private 

when doing business through Internet (Webb & Webb, 2002). The definition is similar with the 

content of first category, so we named our first variable as security. With regard to the second 

category, we cannot find a definition of a variable which includes the five aspects, so we 

summarize them in two variables. According to the definition of personalization by Halima, 

Chavosh and Choshalyc (2011) that it is the procedure of collecting information to perfectly 

provide products and service to meet customer’s needs. It is the summary of the first three 
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aspects of the second category, so personalization is our second variable. The other two 

aspects in second category could be summarized in variable communication which defined by 

Jain, Bhakar and Bhakar (2014) that communication helps sellers better understand customers 

and deal well with transaction problems. According to the description of the third category, 

product will be the fourth variable. Since all these categories could influence relationship 

quality, the dependent variable is relationship quality. 

2.1 Independent Variables 

2.1.1 Security 

One feature of the e-commerce is that it does not need the face-to-face interaction between 

customers and vendors as the traditional commerce transaction since most operations are reliant 

on the internet (Chien-Ta ho & Oh, 2008). This fact gives rise to some related issue: one of 

them is security (Oreku& Li, 2005). Udo (2001:165) claimed that web users’ concerns about 

security may be the key reason to prevent them from making online purchases, and he defined it 

as “the protection of data against accidental or intentional disclosure to unauthorized persons, 

or unauthorized modifications or destruction”. Security is vital during the transaction because it 

can build up customer confidence for a specific e-commerce website (Marchany & Tront, 

2002). 

 

Holcombe (2007) stated that every e-commerce system should satisfy four indivisible 

requirements including privacy, integrity, authentication and non-repudiation. Based on this 

statement, Lai (2014) came up with three ways to meet the software security requirements. First 

one is customer personal data security. E-commerce software security should offer an excellent 

personal data protection mechanism which is able to suitably collect, handle and use personal 

data. Second one is e-commerce system operation security. The e-commerce system is under 

threat of information theft and financial loss. E-commerce security requirement must propose a 

mechanism to prevent the intrusion of hackers and malicious user to build the trust between the 
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buyer and seller. Third one is e-commerce transaction security. A standard operation procedure 

and a reliable payment mechanism must be built to ensure the non-repudiation. All in all, from 

customers’ perspective, security requirements refer to the protection of personal data, the 

prevention of identity theft problems and the non-repudiation of payment. According to these 

three requirements, our paper proposed three factors of security, which are privacy, 

authentication and payment system security.  

 

Privacy: Marchany and Tront (2002) argued that customer privacy is becoming the most 

important security issue in e-commerce. The most accepted definition of privacy is “the claim 

of individuals, groups and institutions to determine for themselves, when, how and to what 

extent information about them is communicated to others” (Westin, 1967, p. 158). There are 

many studies supporting that security subsumes privacy. For instance, Kim and Ahn (2006) 

defined information privacy as one part of the construct of web security, and Clarke (2009) 

proposed that companies usually apply privacy to their security frameworks. A merchant with 

standardized privacy risk managements would build customer trust (Oetzel & Krumay, 2011), 

and a merchant who is capable to protect customers’ personal data would avoid alienating loyal 

customers (Ackerman & Donald, 2003).  

 

Authentication: Katsikas, Lopez and Pernul (2005) considered authentication as basic security 

services of applications. Authentication is one of the requirements that e-commerce systems 

must meet to reduce their security threats, so both sender and recipient have to prove their 

identities to each other (Holcombe, 2007), and therefore both parties are confident about who 

they are talking to. For companies, a difficult security dilemma is to have the appropriate level 

of authentication. If companies are too lax, customers’ personal data is at risk. If too strict, 

customers would feel inconvenient and unsatisfied (Ponemon Institute LLC, 2013). 

 

Payment system: Payment is a basic activity for any commercial transaction” (Cheok, 

Huiskamp & Malinowski, 2013, p. 2). The usage of payment systems is to transfer customer 
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funds to merchants to pay for transactions. A secure and convenient online payment system is 

seen as a key driver for growth of in e-commerce industry (OECD, 2012). E-commerce 

companies need an online payment system, which is able to address a lot of ongoing and 

emerging challenges to prevent customers being charged for unauthorized or fraudulent events. 

This kind of system will enhance customers’ confidence and facilitate transactions (0ECD, 

2012).    

2.1.2 Communication 

In the area of relationship marketing, most scholars think highly of the importance of 

communication between sellers and buyers since it is an essential factor to building strong 

relationship (Chung & Shin, 2010). Jain et al. (2014) stated that communication could be 

defined in two aspects: helps sellers better understand customers and deal well with transaction 

problems.  Holland and Baker (2001) claimed that communication is the foundation for 

understanding customers and it is always regarded as a driver for relationship quality. A 

successful communication could be considered as a competitive advantage for firms (Rule & 

Keown, 1998). Customers have communication with sellers through different ways such as 

website interactions or other machine-mediated interactions, which can happen before, during 

or after transactions(Jain et al., 2014). Before transactions, communication is one of the basic 

elements of a good website. Specifically, e-commerce websites should communicate clearly to 

visitors what products or services are and how they can benefit customers, so visitors can 

quickly get attracted with useful information and therefore make purchase decision (Snell, 

2009). During transactions, a two-way communication is a vital aspect of relationship 

development (Halima, Chavosh & Choshalyc, 2011). Here communication function mainly 

refers to the use of Internet as communication tool to answer customers’ enquiries and thus 

promote customer service (Ab Hamid, 2005). After transactions, customers are eager to track 

order status. Customers are always a weak link in the logistics process and communication 

plays an important role in overcoming logistical challenges (TranslateMedia, 2015). In short, 

useful information, customer service and logistics are used to measure communication in 
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different stages of transaction and thus we would explore these three factors of communication.  

Useful information: One of communication functions is to disseminate information. Fill (1995) 

thought that effective communication emphasizes on rational and product-based information. 

E-businesses should adhere to guidelines that they offer customers truthful product-based 

information and instructions for proper use of the product as well as an exhaustive, itemized 

information list to designate the currency, terms of delivery, methods of payment, warranties 

and guarantees, cancellation and after-sale service (FTC, 2000). Detailed and accurate 

information would save customers’ time and thus allow companies to exceed customer 

expectations (Beard, 2014). 

 

Customer service: Customer service could be defined broadly as an interaction that happens 

between the business and the customers, to address certain queries or issues in the customer’s 

request (Nader, 2012). A more effective and convenient communication tool for customer 

service would contribute to enhance the relationship (Wang & Head, 2005). LivePerson (2013) 

conducted a quantitative research among online shoppers and found that customers are not 

satisfied with call centers and emails any more. Their expectation is a customer service 

platform with speed, simplicity and availability of information. The research showed that 

communication tools like Live Chat are able to meet their needs and emerges as a preferred 

engagement channel. Optimizing the customer services would generate high levels of customer 

satisfaction and enhanced trust in a brand (LivePerson, 2013). 

 

Logistics: “B2C e-commerce leads to dramatic changes in physical logistics compared to 

traditional marketing channels” (Paché, 2001, p. 311). However, sometimes e-commerce 

websites’ poor tracking capability and a lot of handovers in the supply chain lead to the risks of 

damage, loss and theft (Ecommerce Europe, 2012). What’s more, “logistics is 

customer-oriented operation management” (Tseng, Yue & Taylor, 2005), but during the 

process of logistics, customers are always a relatively weak link (TranslateMedia, 2015). 

Fortunately, being multifunctional and informational will be the future trends in China’s 
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e-commerce logistics industry, being multifunctional refers to not merely delivering products, 

and being informational refers to that companies need information tools to manage the 

operations (Xiao, Liu & Zhang, 2012), and these trends would enhance the communication 

with customers. 

2.1.3 Product 

As the basic concept in marketing, the definition of product is a good or service which meets 

customers’ needs or satisfies their wants (Business dictionary, 2015). In an exchange 

relationship, a relationship could be built only when a product exists, however, only a product 

that meets customers’ standards is their motivation for continuing the relationship (Čater & 

Čater, 2010). Alfred (2013) thought that the price and quality of product are the main issues that 

customers consider about in marketing environment. Usually, customers have the chance to 

pick up a product from a lot of options and therefore price plays a key role when customers 

select a product. However, Alfred (2013) also claimed that it is not enough to be cheap simply. 

The product must meet some level of expected performance. Quality can be considered as an 

indicator that consumers evaluate the degree of excellence of a product. High quality products 

are beneficial to increase both production and product reliability. Additionally, De Figueiredo 

(2000) proposed that e-commerce websites should show product quality on the website in order 

to further improve customers’ confidence about the quality before purchase. The main usage of 

product reviews is to show the assessment of product quality (Flanagin, Metzger, Pure & 

Markov, 2011) so customers always consider product review as an efficient method to perceive 

product quality. In a moment, we will discuss product in three dimensions, product quality, 

product review and price. 

 

Product quality: Shetty (1987:46) defined product quality as “a key attribute that customers 

use to evaluate products”. High product quality plays a key role for improving performance of 

sellers (Reed, Lemak& Mero, 2000). Typically, customers are reluctant to compromise on 
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quality, they even regard quality as a more important factor than price and use this as a basic 

criterion to select potential suppliers (Liukko, Vuori & Woodside, 1997). 

Product review: A product page will be better if it includes interaction features such as product 

review and customer sharing information (Kailer, Mandl & Schill, 2013). Product review can 

be considered as a form of electronic word of mouth which is experiencing massive growth 

(Brown, Broderick & Lee, 2007). It shows how customers judge the product, and this is vital to 

make customers satisfied and build a closer relationship (Crosby, Evans & Cowles, 

1990). According to a survey conducted by Dimensional Research (2013), the vast majority of 

participants stated that their purchase decisions would be influenced by reviews, including both 

positive and negative ones.  

 

Price: Goolsbee (2001) found evidence that consumers are very sensitive to price differences 

between online and conventional retailers. Lynch and Ariely (2000) thought that the price 

sensitivity of consumers will be increased when comparison between online shops is made 

easier. In e-commerce markets, price becomes more transparent because customers are easy to 

do direct comparison and find out the variety of prices (Haberzettl, 2000). In short, “when 

people perceive that a product is overpriced they are less likely to make a purchase” 

(Dapkevicius & Melnikas, 2009, p. 19). 

2.1.4 Personalization 

Personalization is the procedure of collecting information to perfectly provide products and 

service to meet customer’s needs (Halima et al., 2011).It is one of the most vital relationship 

marketing tactics which are usually used by companies to improve and enhance their 

performance in marketing (Vesanen, 2007) and maintain a long-term relationship with 

customers (Halima et al., 2011). Personalization allows sellers to satisfy the customer’s desires 

and needs through recommending better products and services (Nunes & Kambil, 2001). It is 

favorable to save a customer’s time and raise their sense of satisfaction (Ho & Lee, 2007).The 

unique treatment and the provision of specific interest contents help websites establish the 
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relationship with customers and make customers return to your websites (Deitel, Deitel & 

Steinbuhler, 2001). “In the recommendation algorithm, goods and users are two types of 

important data” (Zhang & Feng, 2012, p. 53). Based on the different characteristics of data, two 

main approaches have been introduced, content-based personalization and collaborative 

personalization. The former one relies on the most suitable items while the later one employs 

the preferences of similar users (Goy, Ardissono & Petrone, 2007). 

Content-based personalization: The Content-based personalization means to analyze the 

customer’s purchase history to know the user's preferences and then pick out the recommended 

goods which fit with the user’s preferences (Zhang & Feng, 2012). It is based on a 

classification of items (Goy et al., 2007), so there are two important aspects for this method 

including obtaining users’ preferences and studying the classification of commodities (Zhang & 

Feng, 2012). Using content-based personalization is favorable to recommend new items 

successfully if information about their features is available, but it needs to monitor the 

individual customer for a while (Goy et al., 2007). 

Collaborative personalization: Collaborative personalization means that e-vendors 

recommend products to the customers, and those products are popular among peers who have 

similar past behaviors on an item (Adomavicius & Tuzhilin, 2005). A prerequisite of 

collaborative personalization is that items should be ranked by a certain minimum number of 

customers before being recommended (Goy et al., 2007). This method is valid even though the 

product features are unstructured (Zhang & Feng, 2012). 

2.2 Dependent Variable 

2.2.1 Relationship Quality 

Wong, Hung and Chow (2007) claimed that relationship quality is a suitable tool for sellers to 

assess the intensity of customer relationship. It consists of a dynamic process which was 

affected by relation development (Gronroos, 2007). The goal of coming up with the concept of 
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relationship quality is to enhance existing relationships and turn indifferent customers into 

loyal ones (Berry & Parasuraman, 1991). Most researchers agreed that the notion of 

relationship quality is a higher-order construct involving several relevant dimensions, but these 

dimensions vary for each research project (Chung & Shin, 2010). A study of institutional 

buyers has shown that satisfaction and trust play complementary roles in maintaining and 

enhancing the relationship, whereas satisfaction is a key variable when related to continue the 

relationship (Selnes, 1998). Loyalty could be a key variable when customers evaluate product 

quality through their experience, both satisfaction and trust could influence loyalty (Selnes, 

1998). Based on this research, this paper proposes that B2C relationship quality consists of 

three different but related dimensions, which are loyalty, satisfaction and trust. 

 

Loyalty: Researchers consider customer loyalty as a main goal of relationship marketing 

because it contributes to increase in business value as well as lower business costs 

(Rahmani-Rahmani-Nejad, Firoozbakht & Taghipoor, 2014). Loyalty means that customers 

continuously believe that the products or services that a specific organization provides are 

always the best option (Loyalty Research Center, 2012). It means they will not be influenced by 

other organizations’ promotion strategies, such as sales and price promotion. Loyal customers 

are less likely to be influenced by other organizations’ promotion strategies, such as sales and 

price promotion because they continuously believe that the products or services that a specific 

organization provides are always the best option (Loyalty Research Center, 2012). 

 

Satisfaction: Satisfaction is the degree to which performance meets customer expectations. 

Customer satisfaction will be affected by the quality of service and product, price and some 

personal factors (Zeithaml & Bitner, 2000).  It is an assessment of the experience and used to 

predict future experience (Ruyter & Wetzels, 2000). Bhattacherjee (2001) thought that B2C 

e-commerce is more difficult to gain satisfaction than conventional retailing.  

 

Trust: We follow Morgan and Hunt’s (1994) definition of trust as confidence in the other 
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party’s reliability and integrity. This includes that the seller considers the customer’s long-term 

interests. Hart and Saunders (1997) proposed that all business relationships involve some form 

of trust. It is fundamental for customers to have interaction with e-vendors and generate 

long-term relationship (Kamari & Kamari, 2012). The lack of trust would cause all social 

relationship to fail and could not function normally (Noor, 2012). In the online environment, it 

is relatively harder to establish trust with customers due to the lack of physical clues and 

physical interaction, but e-commerce companies need to face this challenge and learn how to 

establish and manage trust (Gustavsson & Johansson, 2006). 

2.3 Research Framework 

To show the variables we propose more clearly, we build a research framework as shown in 

Figure 2 based on the literature we mentioned above. In this research framework, we use 

security, communication, product and personalization as independent variables, and use 

relationship quality as the dependent variable and add measurable factors to examine each 

variable as shown in the Figure 3. Next, we apply this framework in two practical cases: Tmall 

and JD.com, by designing a questionnaire. 

 

 

 
 
 
 
 
 
 
 
 

 

Figure 2 Research Framework 
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Figure 3 Operationalization 

 

In the questionnaire, we designed 8 questions in order to collect demographic information as 

well as understanding our respondents’ habits. Regarding the security, it consists of the 

following factors: privacy, authentication and payment system, and we measured these factors 

from Question 9 to Question 12. Q13 to Q16 are used to measured communication which refers 

to useful information, customer service and logistics. With regard to the product, Q17 to Q19 

would examine the product quality, product review and price. In terms of personalization, it 
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-Loyalty (Q23) 
-Satisfaction (Q24) 
-Trust (Q25) 

Relationship quality 
(Q23+Q24+Q25)/3 
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includes content-based personalization and collaborative personalization (Q20-Q22). The last 

three questions (Q23-Q25) are used to know how the two different types of B2C e-commerce 

companies would perform as represented by Tmall and JD.com in relationship quality, which 

includes loyalty, satisfaction and trust. We would calculate the average values of factors related 

to the same variable in order to make each variable measurable.  
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3. Methodology 

Our research belongs to causal research, which is conducted to identify the cause-and-effect 

relationship between the variables (Research Methodology, 2015). We propose four variables 

based on previous studies and use literature review to propose suitable factors to measure the 

variables. To find out whether the variables have effects on relationship quality, it is necessary 

to obtain customers’ thoughts regarding their online shopping experience. So we design to 

conduct a questionnaire online and then analyze the data by regression analysis of SPSS. 

3.1 Questionnaire 

This part is quantitative and consists of an online survey which was created with the use of 

Sojump (sojump.com), a professional online survey, evaluation and voting platform. The 

survey was constructed to measure the variables mentioned in the literature review. Before we 

collected the data officially, we carried out a pilot-study to test the quality of our questionnaire 

because of the complexity of constructing it (Denscombe, 2009). 

 

Our target population is Chinese experienced online shoppers. Mugera (2013) stated that the 

non-probability samplings are suitable when population is so widely dispersed so a 

non-probability convenience sampling was used in our paper. We sent the link of the 

questionnaire to people around us and asked them to send the link to others. Bryman and 

Bell(2010) thought this sampling method has a limitation that respondents are selected by their 

easy accessibility so there is a risk of not being representative for the entire online shoppers and 

hence decrease the ability to generalize the results (Bryman & Bell, 2010). The convenience 

sampling leads to that our respondents consist mainly of people came from Guangdong 

Province. In our case, they are considered as suitable respondents. According to data shared by 

research firm iResearch, Guangdong Province was ranked No.1 by estimated number of online 

shopping orders in 2013, which was nearly 956,958,000 (DBS Group Research, 2015). 
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Therefore, we think people from Guangdong Province know online shopping better than the 

residents of other Chinese provinces and hence could enhance the probability of having a 

representative sample of the population. Despite this, there are numerous advantages 

convincing us that this method is the most appropriate sampling method. They are time saving 

and less costly, which enables us to reach a large amount of people in a relatively fast and 

inexpensive way (Mugera 2013). Furthermore, since our target population are Chinese, so we 

translated our questionnaire into Chinese in order to save respondents’ time as well as make 

them understand accurately. 

 

As shown in Figure 3, the questionnaire was constructed to measure the correlation between the 

four independent variables and the dependent variable. Generally, each variable has three or 

four questions to test, which was shown in Figure 3. The first eight general questions were 

asked in order to do classified analysis in following part, and the rest of questions were directly 

asked about the thoughts to that how well the website does on each variable. The different 

thoughts towards different websites were clearly shown on the results. The questions regarding 

the thoughts were measured with a Likert scale ranging from 1-5. According to Johns (2010), 

this type of method can measure broader thoughts and values, where 1 refers to entirely 

disagree and 5 refers to entirely agree. To motivate respondents to complete the questionnaire, a 

progression bar was provided for respondents to see how far they have come. In addition, in 

order to make sure that no question was left unanswered by the respondents, the questionnaire 

was designed in a way that all questions had to be answered before moving on. 

 

The total number of respondents for the questionnaire came out to be 250 with a dropout rate of 

9.2%. The final sample size was 227. It can be hypothesized that a primary reason for invalid 

questionnaires was due to that respondents needed to have shopping experience on both B2C 

websites. In a survey conducted by China Internet Network Information Center (2013), 81.8% 

of the online shoppers were from age 18 to 35 in 2012. A strong educational background is 

another feature of the Chinese online shoppers, which means the higher the education level, the 
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higher the online shopping rate (Godula, Fuhrmann & Hohenwarter, 2008). So, most of the 

respondents whom we chose to answer the questionnaire were young and well-educated. In 

particular, the vast majority of the respondents were between 16 to 25 years old (83%), while 13% 

were in the age group of 26 to 35 years. With regard to the education level, the sample primarily 

consists of well-educated people, including bachelor (73%) or above (15%). In order to select 

the respondents who were quite familiar with online shopping, the questions about online 

shopping time and frequency were asked. 62% of them claimed that they have more than 3 

years’ experience in online shopping, and 47% of all respondents did online shopping 2 to 5 

times per month as well as 13% of them choose more than 5 times per month. These selected 

respondents could be more representative to analyze. 

  Frequency Percentage 

 
Age 

 

15 or below 
16-25 
26-35 
36-45 

45 or above 

1 
189 
30 
2 
5 

0 
83 
13 
1 
2 

 
Education 

background 
 

Primary school or below 
Junior high school 

High School 
Bachelor 

Master or above 

5 
8 

14 
165 
35 

2 
4 
6 

73 
15 

 
Online shopping time 

 

Never  
Less than 1 year 
Less than 2 years 
Less than 3 years 
More than 3 years 

3 
23 
19 
43 
139 

1 
10 
8 

19 
62 

 
Frequency of online 

shopping 
 

Once in a month 
2-5 times in a month 

More than 5 times in a month 
Never 

86 
106 
30 
5 

38 
47 
13 
2 

Table 1 Demographics 
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3.2 SPSS Analysis 

In this paper, there are totally four variables in the research framework (Figure 1) and we apply 

this framework to Tmall and JD.com respectively. 

3.2.1 Reliability Analysis 

As shown in Figure 2, each variable is measured by three or four questions. So, firstly we 

should test if these related questions are measuring the same variable. This process is called as 

reliability analysis and it could be assessed by the internal consistency, which refers to “the 

degree to which the items that make up the scale are all measuring the same underlying attribute” 

(Pallant, 2010, p. 6). Cronbach’s alpha coefficient is used as an indicator to test the internal 

consistency, and it would be acceptable if the coefficient is more than .7 (DeVellis, 2003). After 

running reliability analysis for four independent variables and relationship quality (both for 

Tmall and JD.com), we found out that only the variable product (both for Tmall and JD.com) is 

lower than .7, all the others are ideal. 

 

  Cronbach's Alpha 

 Tmall JD.com 

Security Q9 Q10 Q11 Q12 .774 .775 
Communication Q13 Q14 Q15 Q16 .847 .825 
Product Q17 Q18 Q19 .648 .664 
Personalization Q20 Q21 Q22 .765 .760 
Relationship quality Q23 Q24 Q25 .829 .833 

Table 2 Cronbach’s Alpha 

 

Pallant (2010) stated that Cronbach’s alpha values are dependent on the number of questions 

for each variable, when the number is fewer than 10, it is quite difficult to achieve a decent 

value. In this case, the mean inter-item correlation coefficient could be used to test the 

reliability and the optimal values range from .2 to .4 (Briggs & Cheek, 1986). We can see from 

Table 3 that Tmall products and JD.com products are respectively .390 and .400, which are 

regarded as optimal. It would be fair to conclude that the design of questions is appropriate. 
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  Mean inter-item correlation 

Tmall JD.com 

Product Q17Q18 Q19 .390 .400 

Table 3 Mean Inter-Item Correlation 

3.2.2 Compute Variables 

Before performing statistical analysis, we should add together scores from all the questions that 

make up the same variable. Specifically, as we mentioned before, Q9 to Q12 are used to 

measure security, Q13 to Q16 are for communication, Q17 to Q19 are for product, Q20 to Q22 

are for personalization and Q23 to Q25 are for relationship quality. 

 

 

Five variables for Tmall 

TmallSecurity=(Q9.1+Q10.1+Q11.1+Q12.1)/4 

TmallCommunication=(Q13.1+Q14.1+Q15.1+Q16.1)/4 

TmallProduct=(Q17.1+Q18.1+Q19.1)/3 

TmallPeasonalization=(Q20.1+Q21.1+Q22.1)/3 

TmallRelationshipQuality=(Q23.1+Q24.1+Q25.1)/3 

 

 

Five variable for JD.com 

JD.comSecurity=(Q9.2+Q10.2+Q11.2+Q12.2)/4 

JD.comCommunication=(Q13.2+Q14.2+Q15.2+Q16.2)/4 

JD.comProduct=(Q17.2+Q18.2+Q19.2)/3 

JD.comPeasonalization=(Q20.2+Q21.2+Q22.2)/3 

JD.comRelationshipQuality=(Q23.2+Q24.2+Q25.2)/3 

Table 4 Compute Variables 

3.2.3 Correlation 

Correlation analysis is a good way to give us an indication of the strength of the relationship as 

well as whether the relationship is positive or negative (Pallant, 2010). Two correlation analysis 

respectively for Tmall and JD.com are performed to quantify the strength of the linear 

relationship between four independent variables and the dependent variable. Pallant (2010) 
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argued that if the significance value is lower than .05, it means the variable is making a 

significant unique contribution to the prediction of the dependent variable. Using the Pearson 

Correlation analysis, we found out that all the significance values in Table 5 and 6 are below .05. 

Cohen (1988) proposed that the strength of correlation which are between 0.5 and 1.0 indicates 

a large correlation between the two variables. In Table 5 and 6, all the Pearson correlation 

coefficients are above 0.5. We could draw a conclusion that for both Tmall and JD.com, 

relationship quality has a strong positive relationship with security, communication, product 

and personalization.  

 
Tmall 

Security 
Tmall 

Communication 
Tmall 

Product 
Tmall 

Personalization 
Tmall 

Relationship 
Quality 

Pearson Correlation ,546 ,653 ,683 ,647 

Sig. (2-tailed) ,000 ,000 ,000 ,000 

Table 5 Correlation Coefficient for Tmall 

 

 
JD.com 
Security 

JD.com 
Communication 

JD.com 
Product 

JD.com 
Personalization 

JD.com 
Relationship      
Quality 

Pearson Correlation ,542 ,686 ,701 ,599 

  Sig. (2-tailed) ,000 ,000 ,000 ,000 

Table 6 Correlation Coefficient for JD.com 

3.2.4 Multiple Regression 

“Multiple regression is a more sophisticated extension of correlation and is used when you want 

to explore the predictive ability of a set of independent variables on one continuous dependent 

measure” (Pallant, 2010, p.104). On the basis of the theoretical background, we suggest that a 

multiple regression would be appropriate to further test the causal-effect relationship between 

independent variables and relationship quality. A big sample is essential to run a regression 

analysis, since small samples would lead to a not generalizable result, which is of little 

scientific value (Pallant, 2010). Tabachnick and Fidell (2007) gave a formula as “sample size > 

50 + 8*independent variables”, so our sample size is big enough to run a regression 

(227>50+8*5).  
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Checking the multicollinearity  

In the correlation analysis, the largest correlation coefficient among all independent variables 

is .684. It implies that all the correlation coefficients are lower than .7, so all the variables could 

be retained in the regression analysis (Pallant, 2010). To prove that there is no risk of 

multicollinearity for this framework, we look at the value of Tolerance. “Tolerance is an 

indicator of how much of the variability of the specified independent is not explained by the 

other independent variables in the model” (Pallant, 2010, p.158). If it is less than .1, it means 

there is risk of multicollinearity. In the column labelled Tolerance, we see that all the values are 

bigger that .1. 

 

Evaluating the model 

R Square indicates how much of the variance in the dependent variable is explained by the 

model (Pallant, 2010). For Tmall, 58.6% of the variance in relationship quality is explained by 

the framework. With regard to the JD.com, our framework including security, communication, 

product and personalization can explain 62.9% of the variance in relationship quality.  Both 

these two values are quite respectable. 

 

Evaluating each of the independent variables 

The next thing we want to assess is the relative contribution of each independent variable to the 

prediction of the dependent variable. The values of Beta can tell us how well an independent 

variable is able to predict a dependent variable, the larger the beta value, the greater the effect 

(Pallant, 2010). For Tmall, both product and personalization are .276, so their effects are 

identical. The beta value of security is only .154, indicating that it makes less contribution than 

other variables. For JD.com, the beta value of security is the lowest (.137) as well. The largest 

beta value is communication (.336), which makes the strongest contribution in explaining the 

relationship quality. To further determine that all the variables are making significant 

contributions, we check the column labelled Sig. If the significance value is less than .05, it 

means that that variable makes a statistically significant unique contribution to the prediction of 
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the dependent variable (Pallant, 2010). In this case, all the significance values for both Tmall 

and JD.com are below .05, so they are all statistically significant. 

 R Square B Beta Sig Tolerance 

Model for Tmall .586 ,101    
Tmall Security  ,168 ,154 ,006 ,619 
Tmall Communication  ,228 ,207 ,002 ,443 
Tmall Product  ,303 ,276 ,000 ,418 
Tmall Personalization  ,270 ,276 ,000 ,529 

Model for JD.com .629 -,060    
JD Security  ,142 ,137 ,007 ,663 
JD Communication  ,354 ,336 ,000 ,524 
JD Product  ,291 ,261 ,000 ,414 
JD Personalization  ,236 ,235 ,000 ,634 

Table 7 Regressions for Tmall and JD.com 

 

As discussed in Pallant’s (2010) book, the values listed as B are used to construct a regression 

equation, so we can get two equations as following: 

Tmall Relationship Quality= 

0.101+0.168security+0.228communication+0.303product+0.270personalization+ε 

JD.com Relationship Quality= 

-0.060+0.142security+0.354communication+0.291product+0.236personlization+ε 

 

To sum up, the framework is effective for two different types of B2C e-commerce websites: 

Tmall and JD.com, which means we are able to predict relationship quality based on security, 

communication, product and personalization as well as understand the predictive power of each 

variable included in the framework. It is worthwhile to mention that, in different B2C websites, 

the importance of four variables varies. 
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4. Cross Tabulation Analysis 

In this part, we would like to analyze the questionnaire results from four variables’ perspective 

to understand how these variables influence JD.com and Tmall’s relationship quality. It mainly 

shows the questionnaire results for the further exploration about the strength and weakness of 

B2C companies’ relationship quality and how to improve it in next part. 

 

Among the first eight general questions, the shopping time (Q5) and frequency (Q6) could be 

considered as important factors to reflect whether the respondents are familiar with online 

shopping. Therefore, we pick up Q5 and Q6 which belong to different categorical data to do 

cross tabulation. Cross tabulation is used to analyze categorical data as a statistical tool 

(Study.com, 2015). We chose only the respondents who shop online over two times per month 

which is more representative as they were the majority of our respondents (60%). The average 

scores could be the main metrics. 

4.1 Security 

Compared with other three variables, for both companies most of the low scores are 

concentrated on the variable of security as shown in Table 9 which means customers have 

relatively less confidence in the aspect of security. In terms of privacy, actually, all these scores 

fluctuate around 3.0 which means that customers have no idea if these two websites would 

abuse their personal information and they worry about the identity theft problems no matter for 

which website. JD.com gets only one score above 3 from the group whose shopping time is 

more than 3 years. Tmall is much lower as all the scores are below 3.0. Similarly, we could find 

that customers tend to trust the third factor payment system with the increase of shopping time 

in Table 8. The results show that they both get high scores which are all above 3.0. And Tmall 

gets the highest score 3.7 which means it does quite well in the third factor. 
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Table 8 Questions for Security 

4.2 Communication 

Table 9 shows that for the factor of useful information in both websites, all these scores are 

between 3.1 and 3.4. It is consistent with the fact that most B2C websites have similar web 

design. Although these results show us that people tend to feel satisfied concerning looking for 

product information, they still need to be improved as they are not good enough. This situation 

also happens to the customer service. In general, the respondents agree that both Tmall and 

JD.com have good quality customer service which could be seen from nearly all scores are 

between 3.3 and 3.5. In our questionnaire, we design questions to obtain people’s thoughts 

towards the logistics companies working for B2C websites and the efficiency of delivery. 

JD.com has self-build logistics while Tmall deliveries their products with third-party logistics. 

In general, JD.com has advantages and gained high scores on their logistics which was shown 

in Table 9. We would further explain the self-built logistics model in JD.com in Part 5, which 

could set an example for all B2C companies to create new channel. 

 

 

 

 

 

Shopping time 
Question            (year) 

JD.com Tmall 

≤1 ≤2 ≤3 >3 ≤1 ≤2 ≤3 >3 

It would not abuse my personal 
information. 

2.8  2.9  3.1  3.2  2.9  2.6  2.9  3.1  

I trust its e-vendors' identities.  2.9  3.1  3.1  3.2  2.8  2.9  2.9  3.0  

It does not have identity theft 
problems. 

2.4  2.6  3.1  2.9  2.4  2.6  2.8  2.8  

I trust its security systems and 
payment method. 

3.1  3.2  3.4  3.6  3.1  3.3  3.5  3.7  
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Table 9 Questions for Communication 

4.3 Product 

Table 10 shows clearly that customers thought JD.com offers quite good products especially 

the customers who have more than two years shopping experience. The reason could be 

explained by their different sales model. Both websites are considered to provide customers 

with useful reviews while there is no score below 3.0. For the factor prices, most respondents 

disagree with that JD.com offers low price as most of its average scores are below 3.0 while the 

lowest one is only 2.4. The scores of Tmall concerning this factor are fluctuating between 2.7 

and 3.1. Generally speaking, people do not agree with that these two websites offer low price 

for customers.  

 

 

 

 

 

 

 

Table 10 Questions for Product 

Shopping time 
Question        (year) 

JD.com Tmall 

≤1 ≤2 ≤3 >3 ≤1 ≤2 ≤3 >3 

It has clear description and good 
graphic design 

3.1  3.3  3.2  3.4  3.1  3.4  3.2  3.4  

I feel satisfied with its sales 
service. 

3.5  3.5  3.4  3.5  3.4  3.1  3.3  3.3  

Its logistics companies are good 3.3  3.8  3.7  4.0  2.8  3.0  3.1  3.1  

It delivers goods quickly 3.4  3.5  3.8  4.0  2.9  3.1  3.3  3.2  

Shopping time 
Question          (year) 

JD.com Tmall 

≤1 ≤2 ≤3 >3 ≤1 ≤2 ≤3 >3 

It has good product quality. 3.3  3.4  3.7  3.6  3.1  3.0  3.2  3.1  

Its reviews about products are 
useful. 

3.3  3.5  3.2  3.4  3.3  3.4  3.0  3.3  

It has lower price for the same 
product than other websites. 

2.8  2.7  2.4  3.0  2.8  3.0  2.7  3.1  
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4.4 Personalization 

We have found an interesting result through comparing the two relevant factors that 

respondents prefer the collaborative personalization rather than content-based personalization. 

This fact could be supported by the results shown in Table 11 that all the average scores of 

collaborative personalization are higher than content-based personalization. When asked if the 

respondents had ever bought the recommended products, the average scores for both 

companies which are all below 3.0 shown that the recommended products may not match their 

requirements perfectly.  

 

 

 

 

 

 

 

 

Table 11 Questions for Personalization 

 

 

 

 

 

 

 

 

 

 

 

Shopping time 
Question          (year) 

JD.com Tmall 

≤1 ≤2 ≤3 >3 ≤1 ≤2 ≤3 >3 

It has useful recommendation 
based on my previous behavior. 

2.9 3.1 3.1 3.2 2.9 2.9 3.0 3.2 

It is good at recommending 
products which havegood 
reviews among other users. 

3.1 3.4 3.2 3.3 2.9 3.1 3.1 3.2 

I have always bought 
therecommended products. 

2.6 2.8 2.9 2.9 2.5 2.7 2.7 2.9 
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5. Discussion 

Based on the regression analysis and classified analysis of questionnaire results, we would like 

to explore why people have different thoughts toward these four variables of JD.com and Tmall 

based on practical strategies, and then link to literature review to have a deep discussion. 

 

Security 

Most of the earlier studies support that security is a very important variable influencing 

relationship quality in e-commerce. In our paper, the regression analysis of the independent 

variables show that the effect of security is relatively weaker than the other three variables, but 

we agree with that security still needs to be taken seriously. Besides security has positive 

relationship with relationship quality, as we mentioned before, most of the low scores are found 

in the variable of security.  

 

A series of information leakage and identity theft incidents happened in e-commerce industry in 

recent years could explain why customers lack confidence in privacy and authentication. 

Respondents do not have confidence in that B2C websites would keep their information from 

leaking. To solve this problem B2C websites can carry out a new policy to convince their 

customers to be sure that once this happens, sellers would be in charge. We mentioned that 

respondents tend to trust sellers’ identities in JD.com. It is because Tmall acts as platform 

which means there are a lot of third-party sellers in this website. When people buy things, they 

do not know who the sellers are and whether they are honest or not.  

 

Meanwhile, customers are eager to have simplified, convenient and secure payment systems 

(Jeberson et al., 2011). From the analysis, we know Tmall do quite well in the factor payment 

system. Alipay is its competitive advantage. A specific bank helps Alipay to keep customers’ 

money away from fraud. Moreover, the money will put be in Alipay first and release to sellers 

after customers confirm that they have received the physical products. In this kind of 
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environment, sellers can build trust with their customers relatively easily. 

 

Communication 

High communication quality could help improve customer satisfaction. Clear description of 

products and good graphic design would help customers to find product information easily and 

make them feel obliging. Good customer service would create friendly and harmonious 

atmosphere for websites to bring customers back and create more profits. Good logistics 

service and quick delivery could improve customer satisfaction as well.  

 

Why do people choose to shop online? Time-saving and convenience must be mentioned when 

they answer this question. Providing useful information about products is the basic function for 

websites. In order to meet customers’ requirement, web page design, graphic design and 

product description should be concise.  

 

Most of our respondents have good comments on the factor of customer services. This makes 

us think of Aliwangwang and JD Instant Messaging Intelligence, they respectively belong to 

Tmall and JD.com. The communication software has improved their service quality, because 

customers can send and receive instant messages from sellers. Text, voice, picture or video are 

all available. In the fast-paced life, customers are unwilling to wait for a reply for a long time, 

so instant Message can meet their requirements. 

 

Respondents speak highly of JD.com’s logistics. As mentioned in literature review, 

multifunctional and informational would be trends for China’s logistics. Actually, JD.com has 

already achieved the level of information management and controlled logistics information due 

to its self-logistics which was constructed in 2007. So it is able to control the quality and speed 

of delivery. What’s more, JD.com uses the principle of proximity, which increases the 

efficiency of their delivery obviously. For most B2C websites, they choose to cooperate with 

other logistics companies, so they can only control when to deliver. What’s worse, there are 
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many problems in China’s logistic industry. The products may be damaged or stolen during the 

transport.  

 

Product 

In general, respondents are satisfied with JD.com’s product quality. JD.com is an online direct 

sales company. They purchase and deliver products by themselves. So they have the ability to 

check and control their product quality. While Tmall provides an online platform for the 

third-party sellers from all over the country, therefore, they need to spend lots of energy and 

money to make sure there is nobody selling counterfeit. Some retailers only pursue high profit 

and ignore the quality of products, it will destroy their image, reputation and influence the 

relationship quality with customers. Even though it costs a lot, checking the product quality 

should not be avoided. A compromised way could be that they check the product quality 

randomly and punish more seriously.  

 

Compared with traditional stores, virtualness is a salient characteristic of online shopping. 

When customers shop online for the first time, they have no idea about the product quality, so 

they would like to judge the product quality according to other buyers’ reviews which means a 

good reputation is vital for a company to attract new customers and bring customers back. 

However, Pan and Chiou (2011) claimed that customers tend to trust negative reviews more 

than positive reviews. Once customers have complaints, companies should try to solve the 

problems instead of ignoring them. 

 

Chinese are sensitive to product price. It could be a decisive factor influencing customers’ 

purchase decision. The websites with third-party sellers have price advantage over direct-sale 

websites due to the competition between sellers. What’s more, there are many new strategies 

such as Group buying and Double Eleven Shopping Festive trying to win in the price war. 

These kinds of strategies are following the principle that increase the sales by reducing the price, 

and obtain higher profit in the end. 
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Personalization 

Jack Ma made the speech in Hannover Messe in German. He thought the future of B2C is C2B. 

Customers will change business; the products should be customized as the manufacturers have 

huge amounts of data about customers and products, otherwise it will be difficult for them to 

survive. Thousands of merchants compete with each other, the winners will be decided by 

customers, so how to serve them better and meet their needs are the aims they pursue. No matter 

for retailers or wholesalers, personalization would be an inevitable choice. 

 

Based on the results, we found an interesting thing that customers think collaborative 

personalization is more useful than content-based personalization. It could explain that 

customers are easy to be influenced by public preferences and content-based personalization 

may recommend the products they have already bought. According to customers’ preferences, 

sellers can focus on collaborative personalization. Our questionnaire results showed that 

respondents seldom buy the recommended products. It means the personalization does not 

work efficiently. B2C websites should provide products for targeted customers appropriately. 
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6. Recommendation 

Base on the analysis and discussion, we will elaborate what could be learned from the two 

websites to improve relationship quality from four variables. 

 

Firstly, B2C companies need to promise that they would not abuse customers’ personal 

information. Website’s privacy policy needs to be completed and let more customers know 

how to safeguard their rights when they are in trouble. Moreover, B2C websites which act as 

a platform should strengthen the controls on seller’s identities, they can set higher standard to 

prevent unscrupulous sellers from entering and ask third-party sellers to use their real 

identities to sell online. Meanwhile, a reliable and convenient payment system could also 

reinforce the relationship between company and customers. The successful third party 

payment platform like Alipay could be a trend. 

 

Secondly, the web pages should be easy for customers to search, browse and place orders 

while product description should be concise. B2C websites can popularize the communication 

software to improve their service quality and make up for the lack of face-to-face interaction. 

According to the questionnaire results, we can not deny that self-build logistics system has a 

significant advantage due to their ability to control the process of transportation. With 

adequate funding, we recommend to choose self-built logistics. The websites with third-party 

logistics could strengthen the relationship with logistics companies for better and faster 

service. 

 

Thirdly, B2C companies, especially those acting as a platform for third-party sellers, should 

supervise their product quality. They can check randomly to make sure there is no counterfeit. 

Due to the virtualness of Internet, customers prefer to judge the product quality according to 

others’ reviews, so B2C companies also need to do well in their review management. When 

there are negative reviews, companies need to solve customers’ complaints as soon as 
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possible in order to convince customers to write positive review in the end. Chinese 

customers are price-sensitive, and online shopping is easy to make comparison of price, so 

right price with great sales would be an appropriate way. 

 

Finally, sellers should realize that personalization is the trend of B2C ecommerce. Our results 

show that collaborative personalization seems more useful for customers, which means they 

would be affected by the sales and ratings. Sellers should update the information timely and 

then offer popular products according to public preferences. Additionally, sellers should know 

their target customers to avoid wasting time and money on low return investments. 
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7. Conclusion 

This paper proposed a framework including four independent variables which are security, 

communication, product and personalization, and one dependent variable which is relationship 

quality. These independent variables stemmed from the antecedents of B2B relationship quality. 

The aim of this study is to explore whether these independent variables would influence B2C 

relationship quality as they do in the B2B context and what are their practical implications. The 

results of regression analysis supported that all of them impact the B2C relationship quality 

collectively, but the importance of the four variables varies when applied to different websites. 

We also analyzed how these variables act in real life by using Tmall and JD.com as case studies. 

After the comparison, we make recommendations according to the analysis of each variable as 

we believe that a successful company will make strategies including all these four aspects, and 

ever more. 
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8. Limitations and Future Research 

The methods we used are regression analysis and cross tabulation. Regression analysis is the 

best way to test the relationship quality between independent and dependent variables, and 

cross tabulation showed the comparison of the statistical data gathered from questionnaire. 

Both these two methods were used properly and the results were quite reliable. But we couldn’t 

ensure that all the respondents provided accurate and truthful answers which could be the 

greatest impact on our findings. Another limitation in our paper is that we cannot include all 

possible variables that influence relationship quality in the framework. It is an obvious 

limitation but in practice, such a limitation was not damaging to the quality of our results. The 

positive relationship between four variables and relationship quality will not be changed by 

other possible variables. Furthermore, the framework we proposed was tested by two big B2C 

websites instead of all types, so it may not be a generalizable model to test all B2C websites. 

 

For future research, more related variables such as technology and commitment could be 

explored to improve our framework, which allows it to be a tool to measure the relationship 

quality for all B2C websites. B2C websites could enhance their relationship with customers and 

pursue long-term benefits through improving themselves on the variables that the framework 

includes. In addition, Tmall and JD.com are relatively successful companies, it may lead to 

interesting results and different conclusions if the case studies are changed, for example, use a 

successful company and a non-successful company as subjects. The different types of B2C 

e-commerce companies may also bring different results. 
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Appendix 

Uppsala University-B2C relationship quality questionnaire 
 

1. What is your gender? 
Male 95 41.85% 

Female 132 58.15% 
 
2. What age bracket do you fit into? 
15 or below 1 0.44% 

16-25 189 83.26% 
26-35 30 13.22% 
36-45 2 0.88% 

Above 45 5 2.2% 
 
3. What is the highest level of education you have completed? 
Primary school or below 5 2.2% 

Junior high school 8 3.52% 
Senior School 14 6.17% 

Bachelor 165 72.69% 
Master or above 35 15.42% 

 
4. How many hours do you spend on the internet in a day? 
Less than 1 hour 6 2.64% 
Less than 2 hours 30 13.22% 
Less than 3 hours 47 20.7% 
Less than 4 hours 35 15.42% 
More than 4 hours 109 48.02% 
 
5. How long have you been shopping online? 

Never 3 1.32% 
Less than 1 year 23 10.13% 
Less than 2 years 19 8.37% 
Less than 3 years 43 18.94% 
More than 3 years 139 61.23% 
 
6. How frequently do you purchase things online? 

Once in a month or less 86 37.89% 
2-5 times in a month 106 46.7% 

More than 5 times in a month 30 13.22% 
Never 5 2.2% 
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7. Why do you prefer online shopping? (Choose as many as applicable) 
Saves time 149 65.64% 

Convenient and flexible 176 77.53% 
Fun doing shopping on web 29 12.78% 

Wide range of choices 161 70.93% 
Flexibility of prices 141 62.11% 

Other reasons 16 7.05% 
 
8. Why you do not purchase things online? (choose as many as applicable) 

It is difficult to shop 2 0.88% 
I do not trust online shopping 19 8.37% 

I heard bad things about online shopping 63 27.75% 
I do not find what I look for 60 26.43% 

No Internet Availability 23 10.13% 
Could not see physical products 150 66.08% 

Other reasons 44 19.38% 
 
All questions are answered on a scale of 1-5 (entirely disagree, disagree, neutral, agree, and 
entirely agree). 
 
9.1 I believe Tmall would not abuse my personal information.     
9.2 I believe JD.com would not abuse my personal information. 
 1 2 3 4 5 Mean 
9.1 21(9.25%) 28(12.33%) 121(53.3%) 45(19.82%) 12(5.29%) 3 
9.2 22(9.69%) 28(12.33%) 102(44.93%) 59(25.99%) 16(7.05%) 3.08 
 

10.1 I trust the e-vendors' identities in Tmall.     
10.2 I trust the e-vendors' identities in JD.com. 
 1 2 3 4 5 Mean 
10.1 18(7.93%) 42(18.5%) 117(51.54%) 43(18.94%) 7(3.08%) 2.91 
10.2 16(7.05%) 30(13.22%) 109(48.02%) 63(27.75%) 9(3.96%) 3.08 
 
11.1 I think Tmall does not have identity theft problems. 
11.2 I think JD.com does not have identity theft problems. 
 1 2 3 4 5 Mean 
11.1 21(9.25%) 63(27.75%) 106(46.7%) 28(12.33%) 9(3.96%) 2.74 
11.2 19(8.37%) 49(21.59%) 111(48.9%) 37(16.3%) 11(4.85%) 2.88 
 
12.1 I trust Tmall's security systems and payment method.     
12.2 I trust JD.com's security systems and payment method. 
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 1 2 3 4 5 Mean 
12.1 2(0.88%) 14(6.17%) 98(43.17%) 88(38.77%) 25(11.01%) 3.53 
12.2 4(1.76%) 14(6.17%) 111(48.9%) 79(34.8%) 19(8.37%) 3.42 
 
13.1 I think Tmall has clear description and good graphic design. 
13.2 I think JD.com has clear description and good graphic design.     
 1 2 3 4 5 Mean 
13.1 8(3.52%) 17(7.49%) 99(43.61%) 84(37%) 19(8.37%) 3.39 
13.2 6(2.64%) 20(8.81%) 106(46.7%) 80(35.24%) 15(6.61%) 3.34 
 
14.1 I feel satisfied with Tmall's sales service.   
14.2 I feel satisfied with JD.com's sales service. 
 1 2 3 4 5 Mean 
14.1 5(2.2%) 17(7.49%) 120(52.86%) 75(33.04%) 10(4.41%) 3.3 
14.2 5(2.2%) 15(6.61%) 95(41.85%) 92(40.53%) 20(8.81%) 3.47 
 
15.1 I think Tmall's logistics companies are good. 
15.2 I think JD.com's logistics company is good. 
 1 2 3 4 5 Mean 
15.1 10(4.41%) 28(12.33%) 124(54.63%) 53(23.35%) 12(5.29%) 3.13 
15.2 3(1.32%) 7(3.08%) 76(33.48%) 81(35.68%) 60(26.43%) 3.83 
 
16.1 I think Tmall delivers goods quickly. 
16.2 I think JD.com delivers goods quickly. 
 1 2 3 4 5 Mean 
16.1 5(2.2%) 25(11.01%) 128(56.39%) 54(23.79%) 15(6.61%) 3.22 
16.2 3(1.32%) 7(3.08%) 74(32.6%) 77(33.92%) 66(29.07%) 3.86 
 
17.1 I think Tmall has good product quality. 
17.2 I think JD.com has good product quality.  
 1 2 3 4 5 Mean 
17.1 9(3.96%) 27(11.89%) 130(57.27%) 53(23.35%) 8(3.52%) 3.11 
17.2 3(1.32%) 15(6.61%) 87(38.33%) 104(45.81%) 18(7.93%) 3.52 
 
18.1 I think Tmall's reviews about products are useful. 
18.2I think JD.com's reviews about products are useful.  
 1 2 3 4 5 Mean 
18.1 10(4.41%) 27(11.89%) 95(41.85%) 77(33.92%) 18(7.93%) 3.29 
18.2 7(3.08%) 21(9.25%) 98(43.17%) 81(35.68%) 20(8.81%) 3.38 
  
19.1 I think Tmall has lower price for the same product than other websites.    
19.2 I think JD.com has lower price for the same product than other websites.   
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 1 2 3 4 5 Mean 
19.1 18(7.93%) 41(18.06%) 102(44.93%) 56(24.67%) 10(4.41%) 3 
19.2 19(8.37%) 47(20.7%) 113(49.78%) 41(18.06%) 7(3.08%) 2.87 
 
20.1 I think Tmall has useful personal recommendation based on my previous purchase 
behavior   
20.2 I think JD.com has useful personal recommendation based on my previous purchase 
behavior   
 1 2 3 4 5 Mean 
20.1 9(3.96%) 40(17.62%) 112(49.34%) 57(25.11%) 9(3.96%) 3.07 
20.2 7(3.08%) 33(14.54%) 122(53.74%) 54(23.79%) 11(4.85%) 3.13 
 
21.1 When I am searching for products, Tmall is good at recommending products which have 
good reviews among other users.   
21.2 When I am searching for products, JD.com is good at recommending products which 
have good reviews among other users.   
 1 2 3 4 5 Mean 
21.1 11(4.85%) 28(12.33%) 108(47.58%) 70(30.84%) 10(4.41%) 3.18 
21.2 6(2.64%) 27(11.89%) 110(48.46%) 74(32.6%) 10(4.41%) 3.24 
 
22.1 I have always bought the products that Tmall recommended.    
22.2 I have always bought the products that JD.com recommended. 
 1 2 3 4 5 Mean 
22.1 29(12.78%) 52(22.91%) 77(33.92%) 61(26.87%) 8(3.52%) 2.85 
22.2 24(10.57%) 55(24.23%) 88(38.77%) 47(20.7%) 13(5.73%) 2.87 
 
23.1 Even though other websites have promotions; I still prefer to shop on Tmall.    
23.2 Even though other websites have promotions; I still prefer to shop on JD.com. 
 1 2 3 4 5 Mean 
23.1 25(11.01%) 52(22.91%) 93(40.97%) 48(21.15%) 9(3.96%) 2.84 
23.2 13(5.73%) 55(24.23%) 95(41.85%) 47(20.7%) 17(7.49%) 3 
 
24.1 Overall, I am satisfied with Tmall. 
24.2 Overall, I am satisfied with JD.com.    
 1 2 3 4 5 Mean 
24.1 4(1.76%) 19(8.37%) 114(50.22%) 81(35.68%) 9(3.96%) 3.32 
24.2 3(1.32%) 11(4.85%) 95(41.85%) 99(43.61%) 19(8.37%) 3.53 
 
25.1 Overall, I trust Tmall. 
25.2 Overall, I trust JD.com.     
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 1 2 3 4 5 Mean 
25.1 10(4.41%) 23(10.13%) 113(49.78%) 72(31.72%) 9(3.96%) 3.21 
25.2 4(1.76%) 12(5.29%) 99(43.61%) 92(40.53%) 20(8.81%) 3.49 
 
 
 
 

Uppsala University-B2C relationship quality questionnaire (Chinese version) 
 
1、您的性别 
男 
女 
2、您的年龄 
15 岁或以下 
16-25 
26-35 
36-45 
45 岁以上 
3、您的学历 
小学或以下 
初中 
高中 
本科 
硕士或以上 
4、您每天用于上网的时间有多少 
1 小时以内 
2 小时以内 
3 小时以内 
4 小时以内 
4 小时以上 
5、您网上购物的经历有久？ 
从没网购过 
1 年以内 
2 年以内 
3 年以内 
3 年以上 
6、您网上购物的频率 
一个月 1 次 
一个月 2-5 次 
一个月 5 次以上 
从不网上购物 
7、 您选择网上购物的主要原因是？  [多选题] 
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节省时间 
方便灵活 
网上购物很有趣 
有更多的选择 
价格差异 
其他 
8、您不选择网上购物的主要原因是？  [多选题] 
我不会使用 
我不相信网上购物 
我听说过负面新闻 
我找不到我需要的东西 
没有网络 
看不到实物 
其他 
1-5 分别表示“非常不同意”“不同意”“一般”“同意”“非常同意” 
9.1 我相信天猫商城不会滥用我的个人信息 
9.2 我相信京东商城不会滥用我的个人信息 
10.1 我相信天猫商城的卖家身份 
10.2 我相信京东商城的卖家身份 
11.1 我相信天猫商城不会发生盗窃买家身份的行为 
11.2 我相信京东商城不会发生盗窃买家身份的行为 
12.1 我相信天猫商城的安全系统和支付方式 
12.2 我相信京东商城的安全系统和支付方式 
13.1 我觉得天猫商城有很清晰的产品描述和平面设计 
13.2 我觉得京东商城有很清晰的产品描述和平面设计 
14.1 我对于天猫商城的售货服务很满意 
14.2 我对于京东商城的售货服务很满意 
15.1 我觉得天猫使用的快递公司很好 
15.2 我觉得京东使用的快递公司很好 
16.1 我觉得天猫商城发货速度很快 
16.2.我觉得京东商城发货速度很快 
17.1 我觉得天猫商城商品质量很好 
17.2 我觉得京东商城商品质量很好 
18.1 我觉得天猫商城其他用户的产品评论很有用 
18.2 我觉得京东商城其他用户的产品评论很有用 
19.1 我觉得天猫商城的价格比其他网站低 
19.2 我觉得京东商城的价格比其他网站低 
20.1 我觉得天猫商城基于我之前购物行为所做的个性化推荐很有用 
20.2 我觉得京东商城基于我之前购物行为所做的个性化推荐很有用 
21.1 天猫商城在搜索商品时，基于其他用户评分所做的推荐很好 
21.2 京东商城在搜索商品时，基于其他用户评分所做的推荐很好 
22.1 我曾经在天猫商城买过它推荐的产品 
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22.2 我曾经在京东商城买过它推荐的产品 
23.1 即使别的网站有优惠，我仍更喜欢在天猫购物 
23.2 即使别的网站有优惠，我仍更喜欢在京东购物 
24.1 总体上，我对天猫很满意 
24.2 总体上，我对京东很满意 
25.1 总体上，我很信任天猫 
25.2 总体上，我很信任京东 
 
 


