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Abstract 

Online shopping is becoming more and more common for Chinese customers. Although China 

has shown the widespread use of electronic networks and information, there are still doubts 

about the factors influencing the intention of repeat purchase and recommendation. The purpose 

of this study is to research the influence of service quality, trust, satisfaction on online 

repurchase intention and willingness to recommend in China to collect data, 451 questionnaires 

were distributed to Chinese using Jingdong shopping platform website to purchase 

products/services online from September 2020 to October 2020, and 51 cases were removed, 

and there were 400 respondents left, which occupy 88.7% as a usable data set. Furthermore, 

Pearson's correlation coefficient, and descriptive statistics were applied to test the influence. 

Through purpose and convenience sampling techniques, non-probability is applied to collect 

data from sampling units. Five-point Likert was designed to explore the instrument. In addition, 

statistical analysis outcome displayed that “service quality” is significant influence on trust, 

“service quality” and “trust” are significant influence on satisfaction, “trust” and “satisfaction” 

are significant influence on repurchase intention, and “satisfaction” and “repurchase intention” 

are significant influence on willingness to recommend. However, “service quality” is not 

influence on repurchase intention, and “trust” is not influence on willingness to recommend. 
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