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Effect of Online Shopping Service Remedy Quality on
Consumers’ Repurchase Intention

ZHONG Jinwen  LIAO Mengnan  CHEN Qi
( School of Business Jiangxi Normal University Nanchang Jiangxi 330022 China)

Abstract: Online shopping has become the first choice of more people’ s shopping methods but the following
online shopping complaints surge. Improving the online shopping service remedy quality has become an effective way
for e — commerce enterprises to restore consumer repurchase intention. Through the construction the model of online
shopping service remedy quality relationship quality and consumer repurchase intention for empirical analysis re—
sults show that: based on the mediating effect of relationship quality online shopping service remedy quality has a
significant positive impact on consumer repurchase intention. The Enlightenment of the research results is: in the on—
line shopping situation e — commerce enterprises should construct early warning mechanism and provide timely serv—
ice remedy; improve the quality of remedy and reshape consumer loyalty; strengthen learning and training to avoid
service failure.

Key words: Online shopping service remedy quality; Repurchase intention; Relationship quality; E — satisfac—

tion; E — trust



