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This study looks at the variables affecting Chinese customers' loyalty in 

online marketplaces. Global digitization has greatly aided the development 

of this online purchasing trend. The overarching objective of this research is 

to focus on the web of factors that shape Chinese consumers' loyalty to online 

marketplaces. By unravelling the underlying variables and dynamics, this 

research aims to provide e-marketers with the tools and insights necessary to 

navigate the complexities of the Chinese market successfully. A quantitative 

analysis is employed to address the aim and objectives of this study. Survey 

questionnaire was utilized to gather data. The survey results underwent a 

rigorous examination with the aid of the Statistical Package for the Social 

Sciences (SPSS). Various statistical methodologies, including but not limited 

to multiple regression analysis to test hypotheses, the application of 

descriptive statistics to summarize data, and a comprehensive validity 

analysis, were employed in the process of scrutinizing and interpreting the 

survey findings. In conclusion, all four of the hypotheses established for the 

current inquiry are accepted with the help of hypothesis testing. The outcome 

of this investigation underscores the critical significance of various factors 

such as pricing strategies, the robustness of website security measures, the 

precision of information dissemination, and the influential role of word-of-

mouth recommendations in shaping and sustaining consumer loyalty. The 

study's findings serve as a compass for e-commerce entities, guiding them 

http://www.aijbes.com/


 

 
Volume 6 Issue 21 (September 2024) PP. 35-51 

  DOI 10.35631/AIJBES.621003 

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved 

36 

 

This work is licensed under CC BY 4.0 
 

 

toward crafting more effective pricing strategies that resonate with their 

target audience. In sum, this research not only highlights on the dynamics of 

customer loyalty but also furnishes e-commerce businesses with actionable 

insights to elevate their customer retention strategies and brand marketing 

efforts. 

Keywords: 

Customer Loyalty, Customer Behaviour, E-Commerce, Marketing Strategy, 

Taobao 

 

 

Introduction  

This study examines the variables affecting Chinese customers' loyalty in online marketplaces. 

People today find it impossible to envision their lives without the ease of online shopping. 

Global digitization has greatly aided the development of this online purchasing trend. The 

expansion of internet purchasing has been seen to have a positive impact on all sectors and 

industries of the world. China's online retail sector not only remained resilient but continued 

its steady expansion. There is an impressive surge in online consumers, with 87.88 million 

people engaging in online purchases, a significant increase from the previous year's 74 million. 

(Reddy & Reddy, 2018) Sales of social consumer goods reached 44,082.3 billion yuan, with a 

12.5% increase over the previous year. Notably, online retail sales of physical goods exceeded 

the 10-trillion-yuan threshold, reaching 10.8 trillion yuan. These online sales accounted for 

24.5% of total retail sales of consumer goods and contributed significantly to overall growth. 

(Ministry of Commerce [MOC], 2022) Food, clothing, and consumer goods saw substantial 

increases in online sales, with growth rates of 17.8%, 8.3%, and 12.5%, respectively (National 

Bureau of Statistics of China, 2021) However, this rapid growth in the Chinese e-commerce 

sector comes with both prospects and challenges for domestic and foreign marketers. To 

formulate effective e-marketing strategies tailored to the evolving desires and lifestyles of 

Chinese consumers and to build their loyalty, it is imperative for marketers to gain a deep 

understanding of the motivators that drive Chinese consumers to embrace online shopping. The 

dynamism of the Chinese market necessitates an adaptable approach that can resonate with the 

unique preferences and demands of its vast consumer base. 

 

Background 

The rise of online shopping has become indispensable in the retail sector, transitioning from a 

mere option to a necessity. Rita et al. (2019) emphasize how businesses have integrated online 

shopping into their strategies, enhancing customer convenience and satisfaction. In China, this 

trend has been particularly pronounced, with millions of consumers embracing e-commerce, 

as evidenced by China Internet Network Centre (CNNIC)'s statistics showing a significant 

surge in online purchases. However, this growth presents both opportunities and challenges for 

marketers, requiring a deep understanding of Chinese consumer behavior to develop effective 

e-marketing strategies tailored to their preferences. 

 

Customer loyalty is paramount in the online retail landscape, as highlighted by Breznitz & 

Murphree (2011) and Syed and Norjaya (2010), whose research underscores the link between 

meeting or exceeding customer expectations and fostering loyalty. Understanding the 

multifaceted nature of customer loyalty is crucial for businesses to thrive in the online 

marketplace. The objective of research in this area is to unravel the factors shaping Chinese 

consumers' loyalty to online marketplaces, providing e-marketers with the insights necessary 

https://creativecommons.org/licenses/by/4.0/?ref=chooser-v1
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to navigate the complexities of the Chinese market successfully. In an era defined by rapid 

technological advancement and shifting consumer preferences, adapting to the nuanced drivers 

of customer loyalty is key to thriving in the online retail sector.  

 

The objective of this research is to focus on the web of factors that shape Chinese consumers' 

loyalty to online marketplaces. By unravelling the underlying variables and dynamics, this 

research aims to provide e-marketers with the tools and insights necessary to navigate the 

complexities of the Chinese market successfully. In current world, the key to thriving in the 

online retail sector lies in understanding and adapting to the nuanced drivers of customer 

loyalty. 

 

Research Problem 

The burgeoning online marketplace has captivated interest across society as a novel avenue for 

shopping, marking a transformative shift in business operations towards digital infrastructure. 

China stands as a formidable force in the global internet market, experiencing rapid growth and 

shaping the competitive landscape of e-commerce. Amidst the opportunities presented by this 

growth, online marketplaces face intensifying competition and the imperative to navigate the 

intricacies of the digital realm. Strategies for engaging online customers and fostering loyalty 

are paramount, as identified by Momtaz et al. (2011), with an emphasis on understanding the 

unique dynamics of the online purchasing environment in China. These strategies were 

developed by focusing on how to convince online customers to make a purchase. The online 

purchasing environment and typical purchase scenarios are very different from one another as 

a result of electronic networking's invulnerability and digital world (Aryani et al., 2021). 

Despite the clear growth in corporate and consumer engagement in e-commerce, there is a 

significant lack of empirical research on Chinese consumers’ online shopping behaviour. This 

gap in knowledge raises questions about the applicability of findings from Western contexts to 

China’s unique cultural and legal environment. This study aims to address this gap by 

empirically investigating the factors influencing Chinese consumers' propensity to shop online. 

By identifying and discussing various tactics for sustaining client loyalty and retention, this 

research aims to provide valuable insights for online marketplaces seeking to optimize their 

strategies in the dynamic Chinese market. Ultimately, understanding the drivers of client 

loyalty in online markets is essential for navigating the evolving landscape of e-commerce in 

China. 

 

Research Questions 

1. Does pricing strategy of online marketplace influence the loyalty of Chinese customers? 

2. Does website security of online marketplace influence the loyalty of Chinese     

customers? 

3. Does information quality of online marketplace influence the loyalty of Chinese 

customers? 

4.  Does word of mouth of online marketplace influence the loyalty of Chinese customers? 

 

Research Objectives 

1. To determine the influence of pricing strategy of online marketplace on the loyalty of 

Chinese customers. 

2. To determine the influence of website security of online marketplace on the loyalty of 

Chinese customers. 

3. To determine the influence of information quality of online marketplace on the loyalty 

of Chinese customers. 
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4. To determine the influence of word of mouth of online marketplace on the loyalty of 

Chinese customers. 

 

Significance And Scope Of The Study 

The forthcoming research study focuses on the factors influencing Chinese consumers' loyalty 

to online marketplaces, aiming to enrich existing literature and provide practical insights for 

industry practitioners. By evaluating the efficacy of client loyalty strategies specific to online 

marketplaces, the study seeks to broaden the scope of benefits and enhance its applicability 

within the field. While primarily centred on online marketplaces, the study's recommendations 

hold relevance for businesses across various sectors, offering adaptable strategies to bolster 

client retention and loyalty. Moreover, the research sets the stage for further exploration into 

the impact of customer loyalty on businesses in China and other Asian countries, signalling a 

potential avenue for future research and practical applications in a broader context. Factors 

influencing Chinese customer’s loyalty in online marketplace has been the focus of this 

research paper. This research paper has supplied a thorough understanding of customer loyalty 

and factors affecting customer loyalty. A quantitative analysis is employed to address the aim 

and objectives of this study. Questionnaire was utilized to gather data. Therefore, when future 

readers conduct their own research on the same subject, they will profit from the richness of 

information provided in this research paper. 

 

Literature Review  

Customer loyalty stands as a crucial metric for the success of any business, reflecting the degree 

of customer satisfaction with a company's offerings and interactions. Daroch et al. (2021) 

highlighted the importance of factors such as the reputation and services provided by online 

sites in influencing consumers’ online shopping behaviour. Businesses strive to foster and 

nurture customer loyalty, recognizing its pivotal role in bolstering brand recognition and 

driving financial gains. However, the consequences of customer discontent are equally 

significant, potentially leading to substantial losses. Effective communication and prompt 

resolution of customer concerns are emphasized in the retail sector to enhance satisfaction 

levels. According to Forrester's 2024 US Customer Experience Index, the quality of customer 

experience (CX) among US brands has hit an all-time low. (Forrester, 2024) To enhance 

satisfaction without sacrificing revenue, companies should focus on ten key areas of the 

customer experience. These areas include aspects like product quality, service responsiveness, 

and consistency in meeting customer expectations. (Hult & Morgeson, 2023) Through 

consistent delivery of exceptional services and exceeding customer expectations, businesses 

aim to cultivate lifelong loyalty among their customers, safeguarding their market position and 

ensuring sustainable growth. 

 

Customer satisfaction, driven by the alignment between customer desires and actual 

experiences, is a key determinant of loyalty. It transcends individual transactions, 

encompassing the overall perception of a business by customers. While customer satisfaction 

revolves around meeting expectations and needs, customer delight goes beyond that by creating 

a positive and memorable experience. Delighting customers involves surpassing mere 

satisfaction and focusing on exceeding basic needs. The impact of delight on customer loyalty 

cannot be underestimate. (Saxena, 2023) Delight occurs when a business exceeds customer 

expectations, while discontent arises from issues such as inefficient problem resolution and 

unmet expectations. By prioritizing customer satisfaction and striving to deliver exceptional 

experiences, businesses endeavour to secure and strengthen customer loyalty, thereby 

fortifying their market position and mitigating the adverse effects of customer dissatisfaction. 
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China’s Online Marketplace 

China's online marketplace has experienced remarkable growth fuelled by the increasing 

buying power of Chinese consumers and the widespread accessibility of the internet. Online 

commerce transactions in China reached approximately 15.43 trillion yuan, representing an 

almost 12 percent year-on-year growth. (Statista, 2023) The rise in online usage, coupled with 

a more user-friendly shopping environment, has led to a surge in online shoppers. While C2C 

e-commerce dominates, platforms like Taobao accommodate both B2C and C2C transactions, 

reflecting the evolving dynamics of China's online retail market. Despite historical consumer 

tendencies like a preference for conservative savings habits and mistrust of online retailers, 

attitudes appear to be shifting, especially among younger, educated consumer segments who 

exhibit a heightened sense of brand awareness and an appreciation for foreign products. 

However, international companies face significant challenges in establishing a successful 

presence in China's online market, including cultural barriers, governmental regulations, and 

underdeveloped distribution networks and online payment systems. Nevertheless,  Chinese 

consumers exhibit familiarity with the livestreaming channel and are comfortable spending on 

livestream platforms. The adoption rate is notably higher than that of their American 

counterparts. (Daxue Consulting, n.d.) The government's prioritization of e-commerce and 

policies aimed at guiding its expansion highlight the market's importance in stimulating China's 

economy. While accessing this market presents hurdles, its dynamic nature and untapped 

opportunities make it an enticing prospect for businesses aiming to tap into China's growing 

consumer base. 

 

Pricing Strategy 

Pricing strategy is a critical component of retail business strategy, influencing consumer 

behaviour and overall profitability. Among the various approaches delineated by Gefen (2000), 

variable pricing and fixed prices stand out as significant methods with distinct impacts. 

Variable pricing offers flexibility and responsiveness to market dynamics, allowing retailers to 

adjust prices based on changing demand and market conditions. This adaptability enables 

retailers to attract customers through discounts and promotions, fostering loyalty and driving 

sales. On the other hand, the long-term fixed-price strategy provides stability and predictability 

by maintaining consistent prices over an extended period. (Li,2023) Rooted in customer 

psychology, this approach builds trust and reliability in the brand, leading to repeat purchases 

and sustained customer loyalty. The variable pricing strategy thrives in environments 

characterized by fluid market conditions, enabling retailers to swiftly respond to fluctuations 

in consumer demand. During peak seasons or sales events, prices can be reduced to attract 

shoppers, while higher price points during low-demand periods help optimize profits. 

Conversely, the long-term fixed-price strategy appeals to customers seeking stability and 

consistency, catering to a segment valuing predictability in their shopping experience. By 

maintaining steady prices, retailers cultivate trust and simplify product management, appealing 

to customers who prioritize reliability in their purchasing decisions. Overall, both pricing 

strategies offer unique advantages and play crucial roles in shaping the retail landscape. Gerpott 

& Berends (2022) examined 132 articles on competitive pricing in e-tail markets. They 

highlighted that pricing strategies do not receive proper research attention according to their 

practical relevance. 

 

Website Security 

Customer satisfaction in e-commerce is intricately linked to perceptions of security, with robust 

security measures being vital for enhancing consumer trust and confidence. Elliot and Fowell 

(2000) define security as the safeguarding of customer personal information obtained through 



 

 
Volume 6 Issue 21 (September 2024) PP. 35-51 

  DOI 10.35631/AIJBES.621003 

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved 

40 

 

electronic transactions, highlighting its importance in mitigating risks related to unauthorized 

access and misuse of data. Security concerns in e-commerce primarily revolve around user 

authentication and the security of data and transactions, areas that directly influence customers' 

trust in online retailers. As consumers perceive lower security risks, their satisfaction with e-

commerce services tends to increase, emphasizing the critical role of security measures in 

shaping consumer experiences and fostering trust in online platforms. In the rapidly expanding 

e-commerce landscape, particularly in markets like China, security concerns are paramount 

due to heightened apprehensions about submitting personal information online. Despite the 

popularity of e-commerce in China, security remains a significant barrier to industry growth, 

distinguishing it from more mature markets (Dong-Her et al., 2004). Chawla & Kumar (2022) 

found that a secure and reliable system is essential for e-business firms to work successfully. 

They also found that website information and effective customer care services build a 

customer’s trust. Tran and Nguyen (2022) investigated the relationship between security, 

individuality, reputation, cognitive trust, perceived risk, consumer attitudes, and purchase 

intention of online shopping. They found that security and reputation positively affect cognitive 

trust and negatively affect perceived risk. According to Aboobucker (2019), security issues 

does have an impact on the online shopping buying behaviour of the customer. Positive 

correlation between security measures and e-satisfaction underscores the importance of 

providing a secure online environment to enhance the overall shopping experience and bolster 

customer confidence (Sharma & Lijuan, 2015). 

 

Information Quality 

Customer perception of website information quality is a crucial determinant of user 

engagement and satisfaction in e-commerce platforms. Park and Kim (2003) define website 

information quality as the quality of information presented on a website, which directly 

influences users' perceptions and interactions with the platform. This concept encompasses 

various elements, including the nature of products offered, service quality, website design, 

usability, and overall product representation. Amsl et al. (2023) found that online shoppers 

make product purchase decisions based on product information shown on a retailer’s website. 

According to Yoo et al. (2023), information trust, information accuracy, and website design 

had a positive influence on customer satisfaction, which subsequently led to user shopping 

loyalty. It serves as a fundamental aspect of e-commerce websites, highlighting the significance 

of optimizing information presentation to enhance user satisfaction (Kuo & Chen, 2011). 

Therefore, achieving high website information quality involves not only delivering accurate 

and relevant information but also creating a user-friendly and captivating online environment 

that enhances customer satisfaction and drives user adoption. 

 

Word-of-mouth 

In the digital age, word-of-mouth marketing has undergone a transformative evolution, 

propelled by the proliferation of e-commerce and social media platforms. Consumers now 

wield unprecedented power as online product evangelists, utilizing digital channels to share 

their opinions and recommendations about various products and services (Sharma & Lijuan, 

2015). This democratization of consumer feedback has reshaped the marketing landscape, 

allowing individuals from diverse backgrounds to participate in influential marketing activities. 

According to Junejo (2020) found that positive online experiences and trust lead to higher 

customer loyalty and more frequent positive word of mouth. Similarly, Marcos & Coelho 

(2020) highlight that perceived value and customer satisfaction directly impact loyalty and 

word of mouth, thereby underlining their importance in building customer loyalty. Social 

media platforms have emerged as the epicentre of modern word-of-mouth advertising in e-
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commerce, offering consumers a plethora of tools to express their sentiments, including online 

reviews, testimonials, and influencer endorsements (Sharma & Lijuan, 2015). These platforms 

serve as virtual arenas for product discussions, facilitating the organic exchange of information 

and opinions among users. The interconnected nature of social media amplifies the reach and 

impact of these interactions, creating a dynamic cycle of recommendation and exploration that 

drives consumer engagement and brand recognition. As individuals initiate conversations 

about brands online, these narratives have the potential to spread virally across social circles, 

significantly enhancing the brand's visibility and resonance within the market (Ahn et al., 

2007). Thus, fostering brand discussions in the digital landscape becomes paramount for 

achieving heightened brand recognition and fostering consumer engagement in the competitive 

e-commerce arena. 

 

Customer Loyalty 

In the realm of e-commerce, the interplay between customer trust and loyalty is fundamental 

to the success of online businesses. Customer trust plays a crucial role in influencing brand 

loyalty. When customers trust a brand, they are more inclined to stay committed and continue 

purchasing its products or services. Trust establishes confidence and dependability, resulting 

in customers feeling valued and understood. (Valeria, 2023)  Mazumder (2020) highlighted 

that trust of the customer acts as a mediating factor which enhances the loyalty of the customer 

in regard to the further purchase and consumption of the particular product or service in the 

online environment. Thus, customer satisfaction serves as the foundation upon which trust is 

built, setting the stage for subsequent loyalty. Jiby and Pragadeeswaran (2016) found that the 

online shopping intention, attitude, and loyalty are not only due to ease of use alone, but also 

by factors like trust, product quality, service quality, previous online shopping satisfaction 

experiences, and easy access in online shopping. The establishment of trust engenders a sense 

of reliability, influencing customers' willingness to engage in repeated transactions with the 

same e-commerce platform. This propensity to return for further purchases constitutes the 

essence of customer loyalty, as conceptualized by Oliver (1997). Furthermore, Al-Adwan and 

Al-Horani (2019) found that customer trust, satisfaction, and loyalty with regard to the 

provision of e-commerce services are expected to be critical factors for the assessment of the 

success of online businesses. Thus, for e-service providers, nurturing and preserving customer 

trust is paramount, as it serves as the cornerstone for cultivating enduring relationships and 

securing repeat business in the competitive digital marketplace. 

 

Underpinning Theories 

Oliver's theory of customer loyalty delves into the intricate relationship between satisfaction, 

trust, and loyalty within the e-commerce landscape. Oliver (1997) posits that satisfaction, 

characterized by a state of completion intertwined with enjoyment, serves as a subjective 

assessment of how a purchase aligns with a standard of pleasure versus unhappiness. This 

satisfaction, which accumulates over time, lays the groundwork for trust development and 

subsequently fosters loyalty. Contrary to Oliver's perspective, the article defines loyalty as an 

unwavering determination to consistently choose the same brand or set of brands in the future, 

even when faced with situational influences and marketing strategies that may tempt one to 

switch allegiances. Loyalty, as elucidated by Oliver (1997), encompasses a steadfast resolve to 

repurchase a particular product or service, disregarding alternatives, thereby solidifying the 

customer's allegiance through repeated actions and choices. Fishbein and Ajzen's (1975) 

Theory of Reasoned Actions elucidates consumer attitude, intention, and behaviour by 

highlighting the logical judgments individuals make based on available facts. The theory posits 

that trust, fostered by truthful and trustworthy website content, positively influences early 
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purchases and subsequently impacts loyalty. The Technology Acceptance Model, an extension 

of the Theory of Reasoned Actions by Mayer, Davis, and Schoorman (1995), further explicates 

consumer behaviour by emphasizing perceived ease of use and utility as determinants of 

technology adoption. McKnight et al. (2002) proposed a study paradigm for e-commerce 

consumer loyalty based on the Theory of Reasoned Actions and the Technology Acceptance 

Model, suggesting that website qualities foster customer trust, thereby influencing trust-related 

activities and loyalty. Additionally, Oliver's (1980) Expectation Confirmation Theory 

exemplifies customer post-purchase behaviour by illustrating how expectations shape 

consumer perceptions, subsequently influencing trust and fostering loyalty. Finally, Ajzen's 

(1991) Theory of Planned Behaviour forecasts human social behaviour by incorporating 

various variables, including emotional components, attitudes, social consequences, and 

perceived influence over behaviour development, thereby providing a comprehensive 

framework for understanding and predicting consumer loyalty in e-commerce contexts. 

 

Research Hypothesis 

 

H1: Pricing strategy of online marketplace has an influence on the loyalty of Chinese customers 

in Taobao online marketplace. 

 

H2: Website security of online marketplace has an influence on the loyalty of Chinese 

customers in Taobao online marketplace. 

 

H3: Information quality of online marketplace has an influence on the loyalty of Chinese 

customers in Taobao online marketplace. 

 

H4: Word of mouth of online marketplace has an influence on the loyalty of Chinese customers 

in Taobao online marketplace. 

 

Research Framework 

 

Figure 2.7: Research Framework 

Source: Authors (2023) 
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Methodology 

 

Research Design 

The research strategy used in this study is a quantitative research approach, which involves 

collecting and analyzing numerical data to test hypotheses. The research method used is a 

survey, which was conducted online and targeted Chinese Taobao users.  

 

Population 

The population of Chinese Taobao users as of December 2022 was approximately around 300 

million annual buyers. (DMR,2023)  

 

Sample Size 

The sample size for the survey is 384 participants. The sampling technique used in this study 

is convenience sampling, which involves selecting participants who are easily accessible and 

willing to participate in the study.  

 

Instruments 

The questionnaire used in the survey is a structured questionnaire that includes questions 

related to the factors influencing Chinese customers' loyalty in online marketplaces, including 

pricing strategy, website security, information quality, and word of mouth. A quantitative 

instrument evaluating the elements influencing Chinese customers' loyalty in online 

marketplaces: with regard to Taobao online marketplace was developed to collect information 

from the respondents for testing purposes. Each question was scored using a five-point Likert 

scale (1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, and 5 = highly agree). The 

questionnaire used to assess the items of the independent variables and dependent variable was 

created by adapting and modifying the items from the research conducted by Madjid et al. 

(2018) and Yang et al. (2015) respectively. 

 

Data Analysis 

The data analysis for this study was conducted using the Statistical Package for the Social 

Sciences (SPSS), which is a software program used for statistical analysis. The data analysis 

included descriptive statistics, multiple regression analysis, and validity analysis. The focus of 

this study was on online shoppers hailing from China, comprising the study's primary 

demographic. 

 

Results 

The main goal of the study was to examine the variables affecting Chinese customers' loyalty 

in online marketplaces, specifically with regard to Taobao online marketplace. 384 Chinese 

users of the Taobao online marketplace were surveyed to reach the study's goals. The sample 

profile and response rate are displayed in Table 1. Only 116 replies were received out of the 

384 questionnaires that were sent out. With 30.20% response rate, it is considered acceptable 

as mentioned in Tools4dev (2023), most statisticians agree that the minimum sample size to 

get any kind of meaningful result is 100. However, only 104 out of the 116 replies submitted 

by the respondents were accepted as credible. 89.66% of the received replies in this instance 

are valid. Due to confusing, missing, or irrelevant information, the remaining replies were 

judged inappropriate for further research. 
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Table 1: Response Rate 

Items Frequency 

Number of Surveys Distributed 384 

Number of Surveys Obtained Back  116 

Response Rate (%) 30.20 

Valid Response 104 

Valid Response Rate (%) 89.66 

Number of Responses Used for Statistical Analysis 104 

 

Descriptive Analysis of The Demographic Questions 

To begin, the researcher inquired about the participants' gender. Male and female were the two 

choices. Female respondents provided 58 of the responses, making up 55.8% of the total, and 

male respondents provided 46 of the replies, making up 44.2% of the total. 

 

Table 2: Gender 

 Frequency Percent 

Cumulative 

Percent 

Valid Female 58 55.8 55.8 

Male 46 44.2 100.0 

Total 104 100.0  

 

Secondly, the researcher inquired about the participants’ age. Four alternatives were presented 

to the responders. 18 to 30 years, 31 to 40 years, 41 to 50 years, and above 51 years were the 

alternatives. 36.54% of the respondents were between the ages of 18 and 30. The age group 

between 31 and 40 comprises 20.19% of the population. 31.73% of the sample's respondents 

were between the ages of 41 and 50, while 11.54% were above the age of 51. 

 

Table 3: Age 

 Frequency Percent 

Cumulative 

Percent 

Valid 18 - 30 years old 38 36.54 36.54 

31 - 40 years old 21 20.19 56.73 

41 - 50 years old 33 31.73 88.46 

> 51 years old 12 11.54 100.00 

Total 104 100.0  

 

Thirdly, the researcher inquired about the participants’ education level. Five options were 

presented to the responders. High school was the highest level of education for 18.27% of the 

respondents. The highest level of education for 24.04% of the respondents were Pre-U/A-

level/Foundation. 39.42% of the respondents were Bachelor’s Degree holders. 15.38% of the 

respondents were Master’s Degree holders. Whereas, only 2.89% of the respondents had 

Doctoral Degree. 
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Table 4: Highest Level of Education 

 Frequency Percent 

Cumulative 

Percent 

Valid High School 19 18.27 18.27 

Pre-U/A-

level/Foundation 

25 24.04 42.31 

Bachelor's Degree 41 39.42 81.73 

Master's Degree 16 15.38 97.11 

Doctoral Degree 3 2.89 100.00 

Total 104 100.0  

 

 

Descriptive Analysis of Variables 

 

Pricing Strategy 

PS1 has an overall mean score of 3.18 (std. deviation = 0.64). PS2 has an overall mean score 

of 3.94 (std. deviation = 0.83). PS3 has an overall mean score of 3.39 (std. deviation = 0.48). 

The mean index for pricing strategy has an overall mean score of 3.50 (std. deviation = 0.65). 

Since the standard deviation for all the items are below 1.00, it is concluded that all the 

respondents agree that pricing strategy does influence Chinese customers’ loyalty in Taobao 

online marketplace. 

 

Table 5: Descriptive Statistics for Pricing Strategy 

 Items N Mean 

Std. 

Dev 

The price offered on online shopping is in 

accordance with the quality of the item. 

PS1 104 3.18 0.64 

Prices offered on online shopping are more 

economical than traditional shopping. 

PS2 104 3.94 0.83 

Promotional and discount strategies used by the 

online shopping web influences me to make a 

purchase. 

PS3 104 3.39 0.48 

 Mean 

Index 

104 3.50 0.65 

 

Website Security 

In assessing the impact of website security on Chinese customers' loyalty within the Taobao 

online marketplace, it can be examined several key dimensions. WS1 exhibits an impressive 

mean score of 4.11, with a standard deviation of 0.64. Moving on to WS2, as observe a slightly 

lower mean score of 4.09, accompanied by a standard deviation of 0.51. WS3, on the other 

hand, stands out with an elevated mean score of 4.93 and a low standard deviation of 0.49. 

When consider the mean index for website security across these dimensions, it averages at 

4.38, with a standard deviation of 0.55. An observation is obtained that the standard deviations 

for all these items fall comfortably below the 1.00 threshold. This convergence suggests a 

consensus among respondents, affirming the influence of website security on the loyalty of 

Chinese customers in the Taobao online marketplace. It's apparent that the respondents 



 

 
Volume 6 Issue 21 (September 2024) PP. 35-51 

  DOI 10.35631/AIJBES.621003 

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved 

46 

 

collectively recognize the important role website security plays in shaping customer loyalty, 

underscoring its significance in the context of e-commerce in China. 

 

Table 6: Descriptive Statistics for Website Security 

 Items N Mean 

Std. 

Dev 

I am sure Taobao’s online site has a security 

system to protect my personal and financial data. 

WS1 104 4.11 0.64 

I believe online Taobao’s sites  will not sell 

personal information (e-mail, telephone numbers, 

account numbers) to other parties for commercial 

purposes. 

WS2 104 4.09 0.51 

I feel safe to pay money or make buying and 

selling transactions on online Taobao sites. 

WS3 104 4.93 0.49 

 Mean 

Index 

104 4.38 0.55 

 

 

Information Quality 

IQ1 has an overall mean score of 3.80 (std. deviation = 0.45). IQ2 has an overall mean score 

of 4.19 (std. deviation = 0.83). IQ3 has an overall mean score of 4.23 (std. deviation = 0.74). 

The mean index for information quality has an overall mean score of 4.07 (std. deviation = 

0.67). Since the standard deviation for all the items are below 1.00, it is concluded that all the 

respondents agree that information quality does influence Chinese customers’ loyalty in 

Taobao online marketplace. 

 

Table 7: Descriptive Statistics for Information Quality 

 Items N Mean 

Std. 

Dev 

The Taobao website catalog is complete and fulfills 

all my needs. 

IQ1 104 3.80 0.45 

Classifying types of regular items so that I can 

easily find the items I want to buy. 

IQ2 104 4.19 0.83 

The ordering process on the Taobao site is simple 

and does not confuse me. 

IQ3 104 4.23 0.74 

 Mean 

Index 

104 4.07 0.67 

 

 

Word of Mouth 

WM1 has an overall mean score of 3.01 (std. deviation = 0.77). WM2 has an overall mean 

score of 3.99 (std. deviation = 0.85). WM3 has an overall mean score of 3.73 (std. deviation = 

0.68). The mean index for word of mouth has an overall mean score of 3.58 (std. deviation = 

0.77). Since the standard deviation for all the items are below 1.00, it is concluded that all the 

respondents agree that word of mouth does influence Chinese customers’ loyalty in Taobao 

online marketplace. 
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Table 8: Descriptive Statistics for Word of Mouth 

 Items N Mean 

Std. 

Dev 

I encourage friends or others to shop on this site. WM1 104 3.01 0.77 

Reviews or recommendations from other 

consumers can affect me in buying products on the 

Taobao site. 

WM2 104 3.99 0.85 

I often post positive and negative comments about 

the product I bought. 

WM3 104 3.73 0.68 

 Mean 

Index 

104 3.58 0.77 

 

Customer Loyalty 

CL1 has an overall mean score of 3.09 (std. deviation = 0.78). CL2 has an overall mean score 

of 3.78 (std. deviation = 0.67). CL3 has an overall mean score of 3.77 (std. deviation = 0.96). 

The mean index for customer loyalty has an overall mean score of 3.55 (std. deviation = 0.80).  

 

Table 9: Descriptive Statistics for Customer Loyalty 

 Items N Mean 

Std. 

Dev 

Overall Taobao’s online shopping site has been 

very well designed and is one of the best online 

sites in China. 

CL1 104 3.09 0.78 

I am very motivated to participate actively in this 

site. 

CL2 104 3.78 0.67 

I post messages and responses on this site with 

great excitement. 

CL3 104 3.77 0.96 

 Mean 

Index 

104 3.55 0.80 

 

 

Validity Analysis 

The results of the validity test for the research instruments are shown in Table 4.4. The table 

shows that this study has a respectable level of discriminant validity since the correlation 

coefficient magnitude between the notion of customer loyalty and the variables affecting it 

ranges from 0.892 to 0.605. 

 

Table 10: Discriminant Validity 

Variables  

AVE 

Pricing 

Strategy 

Website 

Security 

Information 

Quality 

Word Of 

Mouth 

Customer 

Loyalty 

Pricing 

Strategy 

0.862 0.851     

Website 

Security 

0.783 0.788 0.817    

Information 

Quality 

0.765 0.629 0.790 0.892   

Word Of 

Mouth 

0.686 0.689 0.622 0.743 0.844  
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Customer 

Loyalty 

0.782 0.877 0.605 0.881 0.760 0.677 

Note: The coefficients in the diagonal section are the roots of AVE; The coefficient outside the 

diagonal is the correlation coefficient between constructs; AVE: Average Variance Extracted. 

 

Multiple Regression Analysis 

The correlation coefficient (R) value of 0.772 indicates that the independent and dependent 

variables are well correlated as per table 4.5. When the correlation coefficient is high, there is 

a significant link between the variables being studied. The coefficient of determination, often 

known as the R square, was found to be 0.620. The research's findings suggest that the four 

independent factors may account for around 62.0% of the variation in Chinese customer’s 

loyalty in Taobao online marketplace. 

 

Table 11: Model Summary for Multiple Regression Analysis 

R R Square Adjusted R 

Square 

Standard Error 

of the Estimate 

0.772 0.620 0.627 0.390 

 

 

Hypothesis Testing 

As shown in the table below, all four of the hypotheses considered for the current inquiry are 

accepted because the significant value is less than 0.05. Information quality has contributed the 

most in influencing the loyalty of Chinese customers in Taobao online marketplace. 

 

Table 12: Hypotheses Testing 

Hypothesis Multiple Linear Regression 

Result (sig) Remarks 

H1: Pricing strategy of online marketplace has an 

influence on the loyalty of Chinese customers in 

Taobao online marketplace. 

 

r = 0.822 

(p < 0.01) 

Accepted 

H2: Website security of online marketplace has an 

influence on the loyalty of Chinese customers in 

Taobao online marketplace. 

 

r = 0.890 

(p < 0.01) 

Accepted 

H3: Information quality of online marketplace has 

an influence on the loyalty of Chinese customers in 

Taobao online marketplace. 

 

r = 0.901 

(p < 0.01) 

Accepted 

H4: Word of mouth of online marketplace has an 

influence on the loyalty of Chinese customers in 

Taobao online marketplace. 

r = 0.899 

(p < 0.01) 

Accepted 

 

 

Conclusion and Recommendations 

The study explores the factors influencing Chinese customers' loyalty in the Taobao online 

marketplace, focusing on pricing strategy, website security, information quality, and word-of-

mouth. Findings reveal significant correlations between all the variables tested and customer 
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loyalty. That indicates that all four objectives of the research have been achieved. This is also 

supported by the acceptance of all four hypothesis. Notably, reasonable pricing, secure website 

platforms, comprehensive information, and positive electronic word-of-mouth contribute to 

higher levels of loyalty among customers. These results align with established theories such as 

Oliver's Theory of Customer Loyalty, the Theory of Reasoned Actions by Fishbein and Ajzen, 

the Technology Acceptance Model, the Theory of Planned Behaviour, and Oliver's Expectation 

Confirmation Theory. Overall, the study underscores the critical role of these variables in 

shaping customer loyalty in online marketplaces like Taobao, providing insights for future 

research and practical implications for e-commerce businesses. Despite the study's 

contributions, several limitations are acknowledged, including sample size constraints and 

language barriers in questionnaire design. Recommendations for future research include 

expanding sample diversity, incorporating cross-national analyses, and employing real online 

purchase data for more robust findings. Additionally, suggestions for exploring other variables 

such as website quality and shipping alternatives are proposed to deepen understanding and 

improve prediction capabilities in the e-commerce context. Ultimately, the study underscores 

the paramount importance of factors like pricing, security, information quality, and word-of-

mouth marketing in shaping customer loyalty, offering practical guidance for e-commerce 

enterprises to navigate the competitive landscape and foster enduring customer relationships. 
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