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Factors affecting the intention of purchasing online have been investigated for many years. On the other hand, 
the question of what keeps online customers repurchasing through the Internet has rarely been examined. By 
expanding the existing customer satisfaction/continuance model based on the expectation-confirmation model, 
this study aims to provide a theoretical model that can support technical, business, and consumer issues 
involved in online repurchasing.  The results of an online questionnaire of 1,215 Japanese online customers 
pointed out that not only basic factors of confirmation, satisfaction, perceived usefulness, and perceived 
incentives, but a new factor, customer loyalty, are factors significantly influencing the online customers’ 
intention to repeat purchase through the Internet. This study sheds light on the development of online incentive 
technology and the means of enhancing customer loyalty to promote online repurchasing. 
 
Categories and Subject Descriptors: K.4.4 [Computers and Society]: Electronic Commerce  
General Terms: Online repurchasing, Intention to repurchase, Satisfaction, Customer loyalty, Incentives 
Additional Key Words and Phrases: Perceived usefulness, expectation-confirmation model 
________________________________________________________________________ 
 
1. INTRODUCTION  

The Internet has become a borderless medium that is rapidly extending its coverage to 

sectors ranging from education to business. Electronic commerce (EC) is at the core of 

this expansion, and its scale of growth rate varies among countries. In Japan, the growth 

in EC spending was forecasted to decrease from 26.9% in 2004 to 21.06% in 2007 

[International Data Corporation, 2004]. This decrease rate can be explained by looking at 

the impact of customers’ behavior on EC. There are plenty of studies on customer 

behavior that investigate the factors influencing purchases through the Internet. However, 

the factors affecting repeat purchasing through Internet shopping are also important.  

Since keeping the customer repurchasing on product/service is essential to maintain 

the profitability of any business, the continuance of purchasing through the Internet is 
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vital to business. Despite this need to succeed in business [Goodwin and Ball 2003], the 

factors affecting the repeat purchasing on the Internet have rarely been explored. This 

paper is one of the first studies to examine the key factors underlying customers’ 

intention to repurchase through the Internet, and it is based on a synthesis of expectation-

confirmation theory (ECT), theory of acceptance model (TAM), and several other ideas 

presented in the literature [Bhattacherjee 2001a, 2001b; Kim et al. 2000; Gefen 2002]. 

The hypothesized research model was tested using an online questionnaire of online 

customers who purchased products/services through Internet shopping. It helps to clarify 

the repurchasing behavior of online customers. 
 
2. THEORETICAL BACKGROUND 

The theoretical constructs pertinent to this study are the intention to repurchase and 

behavior prediction. ECT was designed to explain the determinants of intention to 

repurchase for a wide range of products and service continuance contexts, including 

automobile repurchases, camcorder repurchases, institutional repurchases of 

photographic products, restaurant services, and online brokerage services [Bhattacherjee 

2001a, 2001b; Kim et al. 2003]. Regarding the underlying logic of the ECT model as 

described by Oliver [1980] and Bhattacherjee [2001a, 2001b], the model posits that 

confirmation and satisfaction are the primary determinants of the intention to repurchase. 

Confirmation is the assessment of customers’ perceived performance versus their original 

expectation, and it determines the extent to which their expectation is confirmed. In turn, 

customer satisfaction is formed based on the customers’ confirmation level and the 

expectation on which that confirmation is based. The model hypothesizes that the 

intention to repurchase is determined by satisfaction, which is in turn influenced by 

confirmation. Finally, the intention to repurchase is formed by satisfied customers. 

Satisfied customers continue purchasing through the Internet, whereas dissatisfied 

customers discontinue subsequent purchases. 

 

2.1 Existing model 

Many studies on customer behavior, in particular, customer satisfaction and intention to 

repurchase, have applied expectation-confirmation theory in the EC context. One of the 

outstanding studies examined the antecedents of customers’ intention to continue to use 

an online brokerage, which is a kind of EC service [Bhattacherjee 2001b]. Its model 
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combines the underlying factor of TAM, which is perceived usefulness. The study 

confirmed the research hypotheses that perceived usefulness is directly influenced by 

confirmation and that it directly affects the intention to continue using an EC service. 

Only loyalty incentives do not have any significant effect on intention to continue, yet 

their interaction with perceived usefulness is significant. The strength of this study is that 

it combines TAM’s perceived usefulness variables and economics’ loyalty incentives 

with ECT. In addition, it has been proved in the domain of EC service that other services, 

such as Internet shopping, are interesting topics for further investigation. Although 

loyalty incentives are determinants of the intention to continue receiving service, they 

pertain to loyalty only in terms of the tangible benefit that the customers receive if they 

continue using the EC service. 

 

2.2 Customer Loyalty as a New Factor 

Customer loyalty is defined as “a deeply held commitment to rebuy or repatronize a 

preferred product or service consistently in the future, despite situational influences and 

marketing efforts having the potential to cause switching behavior” [Oliver 1996]. 

Customer loyalty is a recurring research issue for both marketing and IT-related 

businesses [Chiou 2004; Chung and Lee 2003; Gefen 2002; Goodwin and Ball 2003; 

Homburg and Giering 2001; Lee et al. 2000; Oliver 1996, 1999]. As Internet shopping is 

an emergence of marketing channels and IT, customer loyalty is crucial to its success.  It 

is an important source of success and growth of customer-centric business [Crosby and 

Johnson 2005] because it drives the growth of revenue and affects profit [Crosby and 

Johnson 2005; Oliver 1996, 1999]. If no customer is willing to revisit an Internet shop, its 

business value becomes zero regardless of its technical or managerial assets [Lee et al. 

2000]. Customer loyalty is vital because the value of a shop and the growth of its 

business are mainly determined by the number of loyal customers in the context of the 

EC [Lee et al. 2000] and the number of retained customers in the context of any business 

[Crosby and Johnson 2005]. Moreover, empirical studies showing the relationship 

between customer satisfaction and loyalty in online and offline environments indicate 

that they have a mutual relationship such that each positively reinforces the other, and 

this relationship is further strengthened online [Shankar et al. 2003]. Online customers 

must be satisfied before they will return for more purchases at a site. Therefore, this adds 

a new factor, customer loyalty, to the research model of this study. 
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3. RESEARCH MODEL AND    HYPOTHESES 

The synthesis of the strength of the base model and the potential customer loyalty factor 

composes the research model of this study. The behavior relationship model can be 

represented and evaluated in the form of a factor network that consists of constructs and 

links between the constructs. The hypotheses that we investigated are as follows. 

H1: A customer’s satisfaction with Internet shopping positively affects his or her 

intention to repurchase through Internet shopping (S → R). 

H2: A customer’s confirmation level positively affects his or her satisfaction with 

Internet shopping (C → S). 

H3: A customer’s perceived usefulness of Internet shopping positively affects his or her 

intention to repurchase through Internet shopping (PU→ R). 

H4: A customer’s confirmation level positively affects his or her perceived usefulness of 

Internet shopping (C → PU). 

H5: A customer’s perceived incentives positively affect his or her intention to repurchase 

through Internet shopping (I → R). 

H 6: A customer’s loyalty positively affects his or her intention to repurchase through the 

Internet shopping (L→ R). 

H7: A customer’s satisfaction with Internet shopping positively affects his or her 

customer loyalty (S → L). 

 

4. RESEARCH METHODOLOGY 

4.1 Measurement Development 

Six constructs, including repurchase intention, satisfaction, confirmation, perceived 

usefulness, perceived incentives, and customer loyalty, were measured using multi-item 

scales. Each construct contains several items measured by the fully anchored, 5-point 

Likert scale ranging from (1) “strongly agree” to (5) “strongly disagree”. The items were 

generated from previous research projects and were modified to fit the context of Internet 

shopping when necessary. As the survey was conducted in Japan, a Japanese version of 

the questionnaire was administrated. The questionnaire, originally written in English, was 

translated into Japanese by bilingual people whose native language is Japanese and 

whose background is IT-oriented.  The questionnaire was then translated back into 

English by other bilingual people whose native language is English and whose 
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background is IT-oriented. The English version was then compared, and no item was 

found to pertain to a specific cultural context in terms of language or to a specific IT- 

related context in terms of background translation. Each construct included at least three 

items to assure adequate reliability, as recommended by Nunnally [1978].  

 

4.2 Data Collection 

An online survey targeted at potential online users who have had the experience of 

purchasing a product or service while Internet shopping was utilized to collect data. The 

online survey was selected as a tool to gather data because of its advantages over e-mail 

surveys, i.e., better display, more interactive, easier to fill in, and improved data quality 

[Ilieva et al. 2002]. All questions were posted on a reliable website with four million 

registered users operated by GOO Company, www.goo.ne.jp in Japan. The period of the 

questionnaire ran from July 21 to 25, 2006. After the initial screening for reliability and 

validity, 1,215 responses were found to be complete and usable.  

 

5. DATA ANALYSIS 

The data analysis employed a two-step approach [Anderson and Gerbing 1988] using a 

statistical program, SPSS, and a covariance-based program, AMOS. In the first step, the 

measurement model was examined for instrument validity and refinement by using 

confirmatory factor analysis (CFA). The second step involved confirming the 

relationships and testing the hypotheses of the research model by using the structural 

equation modeling (SEM) technique. 

 

5.1 Measurement Model 

CFA was performed to validate the posited relations of the observed variables and the 

underlying constructs in the measurement model. An exploratory factor analysis (EFA) 

was not employed because no prior specification of the number of factors is exclusively 

exploratory [Anderson and Gerbing 1988].  Hence, in this study, the CFA is more 

appropriate than EFA. All items are indicated in Appendix A, and the results of the 

analysis, along with descriptive statistics (item means and standard deviation), are 

presented in Table I.  

The construct validity for each construct was assessed by examining the standardized 

factor loadings obtained from the measurement model. After performing the initial CFA 
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analysis, 20 items out of the 22 items for the six constructs conformed to an accepted 

minimum factor loading of 0.60 [Nunnally 1978]. Two items (in the perceived incentive 

and customer loyalty scales) had factor loadings in the low range of 0.1-0.5. These items 

were removed from subsequent analyses. Their removal implies that I3 (Internet 

shopping generally does not give me any incentives for me to continue shopping on it) 

was less related to other items in terms of the perceived incentive factor. In addition, L4 

(I am inclined to shop more via the Internet) was also weakly correlated with other items 

in the customer loyalty factor. 

 

Table I. Factor Loadings and Factor Reliabilities 
Construct Item Mean S.D. CR* Standardized factor loadings* 

Repurchase R1 2.11 0.70 0.800 
(0.872) 

0.607 a, † 

 R2 2.95 0.91  0.852 a (0.868 a) 
 R3 3.01 0.99  0.864 a (0.891 a) 
Satisfaction S1 2.76 0.93 0.774 

(0.815) 
0.640 a, † 

 S2 2.33 0.74  0.826 a (0.835 a) 
 S3 2.38 0.70  0.787 a (0.808 a) 
Confirmation C1 2.31 0.69 0.717 0.619 a (0.618 a) 
 C2 2.78 0.72  0.573 a (0.577 a) 
 C3 2.53 0.71  0.734 a (0.746 a) 
Perceived Usefulness PU1 2.01 0.82 0.883 0.735 a (0.735 a) 
 PU2 2.28 0.91  0.748 a (0.749 a)  
 PU3 1.96 0.82  0.750 a (0.751 a) 
 PU4 1.99 0.73  0.814 a (0.814 a) 
 PU5 1.99 0.76  0.852 a (0.851 a) 
Perceived Incentive I1 2.17 0.80 0.556 

(0.785) 
0.661 a (0.659 a) 

 I2 2.43 1.00  0.894 a (0.894 a) 
 I3 3.46 0.94  0.125 a, † 
 I4 2.81 0.96  0.696 a (0.700 a) 
Customer Loyalty L1 2.45 0.69 0.745 

(0.816) 
0.783 a (0.880 a) 

 L2 2.81 0.81  0.773 a (0.795 a) 
 L3 2.95 0.93  0.736 a, † 
 L4 3.20 1.00  0.412 a, † 

a Significant at p < 0.001, ns Non-significant at p=0.05 
* Parentheses indicate parameters after scale revision. 
† These items were removed from the final model. 
 

In addition to construct validity, the internal consistency of the measurement model 

was assessed by computing the composite reliability (CR). After dropping two 

unqualified items in the construct validity step, all six constructs had high composite 

reliability ranging from 0.71 to 0.88 compared with the acceptance level of 0.60 [Bagozzi 

and Yi 1988].  However, the composite reliability test recommended that some items be 
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removed to increase the composite reliable norm. The composite reliabilities of three 

factors (repurchase, satisfaction, and customer loyalty) increased after removing R1, S1 

and L3. This indicates that the data has high internal reliability. Confirmation and 

perceived usefulness factors did not need any item to be removed from the model because 

their composite reliabilities met the highest norm.  

 

5.2 Structural Model 

The initial test of the structural model estimated the goodness-of-fit of initial and revised 

models so that the hypothesized model would be a good representation of the structures 

underlying the observed data. The chi-square of the revised model is calculated to be 

588.10 (p=0.0) with 111 degrees of freedom. After revising the initial model, the root 

mean square error of approximation (RMSEA) is 0.060, which indicates a good fit and 

reasonable errors of approximation in the population and is lower than the recommended 

limit of 0.08 [MacCallum et al. 1996]. The root mean square residual (RMR) is 0.031, 

which is lower than the accepted limit of 0.05 recommended by Byrne [2001]. The 

goodness of fit index (GFI) of 0.95, the normed fit index (NFI) of 0.95, and the 

comparative fit index (CFI) of 0.96 meet the recommended levels of 0.90, 0.95, and 0.90, 

respectively [Byrne 2001]. 

 

5.3 Hypotheses Testing 

This step examined the path significance of each relation in our research model and 

variance explained (R2 value) of each path. Figure 1 shows the results of the structural 

paths of the research model. The estimated path effects (standardized) are presented 

along with the t-values. All path coefficients are significant at p = 0.001, which indicates 

strong support for all the hypothesized relationships. These results represent yet another 

confirmation of the appropriateness of the ECT for explaining voluntary individual 

behavior in general and are a strong indication of its applicability to the intention to 

repurchase in Internet shopping in particular. They also provide strong support for the 

new path added to the ECT representing the effect of customer loyalty. 

Intention to repurchase was predicted by satisfaction (β = 0.27), perceived usefulness 

(β = 0.22), customer loyalty (β = 0.19), and perceived incentives (β = 0.14), which 

accounted for 46% of the repurchase variance. Satisfaction had the strongest effect, 

emphasizing the important role of an individual’s intention to repurchase through the 
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Internet. Satisfaction, in turn, was predicted by confirmation (β = 0.96), which accounted 

for 92% of the satisfaction variance. Confirmation also had a strong effect on perceived 

usefulness, with a path coefficient of 0.71. Customer loyalty was predicted by satisfaction 

(β = 0.79), which accounted for 62% of the customer loyalty variance. 

 

 
Path significance at p < 0.001. Values in parentheses are t-values. 

 
Fig. 1. Final Model of Repurchasing Factors of Internet Shopping 

 
 
 
6. DISCUSSION AND CONCLUSION  

All five factors, i.e., satisfaction, confirmation, perceived usefulness, customer loyalty 

and perceived incentives, keep the online customer repurchasing through the Internet. 

The results indicated perceived usefulness, the underlying factor of TAM, was a 

determinant of repurchase intention. This implies that TAM can be combined with ECT 

to develop the model of repurchasing behavior. In addition, the findings support the 

existing theoretical links of ECT as well as the customer loyalty factor that we newly 

hypothesized in this study. Specifically, we found that perceived incentives had a 

significant effect on the intention to repurchase, which is contrast to the finding of 

Bhattacherjee [2001b]. Therefore, it deserves to study what kind of incentives and which 

incentive tools are useful for promoting online repurchasing. Our study shows that 

customer loyalty is nearly as important as perceived usefulness in influencing the 

repurchase intention. This implies that not only perceived usefulness but also customer 
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loyalty are strong indicators of customers’ intention to repurchase through the Internet. 

Therefore, customer loyalty is one of the factors affecting online repurchasing. It would 

be interesting to determine if customer loyalty by itself has any effect on the intention to 

repurchase.  

Moreover, as our model of repurchasing factors of Internet shopping has been 

validated and it well explains the repurchasing behavior of Japanese online customers, it 

should be validated with respondents from different nationalities such as Chinese, and 

Americans. For instance, regarding Whitcomb et al. [1998]’study on business ethical 

values in China and the U.S., Chinese are sometimes more motivated by profit than 

American are. This can be hypothesized that the perceived incentive of Chinese may be 

higher than that of American. Moreover, since our respondents are Japanese, whose 

consumption behavior is notably different from other societies [Synodinos 2001], a 

comparative study on online repurchasing factors in other countries is a potential way of 

extending the current study. The differences between online customer nationalities 

regarding their perceptions about repurchasing through the Internet will yield insights 

that can help Internet shops better retain customers in different world market segments.  
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APPENDIX A 

Code Item Source 
           Repurchase intention 

R1 I want to continue purchasing through the Internet rather than 
discontinue its use. 

R2 My intentions are to continue purchasing through the Internet 
rather than any alternative means (traditional store). 

R3 Internet shopping will become my first choice when I buy a 
product. 

Bhattacherjee 
[2001b] 

            Satisfaction 
S1 I am delighted with my experience of Internet shopping. 
S2 I am very happy to purchase the product from the Internet 

shopping. 
S3 I am satisfied with my decision to purchase through the Internet. 

Bhattacherjee 
[2001b] 

           Confirmation 
C1 Internet shopping gives me all the information needed to place 

and execute the purchase. 
C2 After-sale services provided by Internet shopping meet my 

expectations. 
C3 Overall, most of my expectations from using Internet shopping 

were confirmed. 

Bhattacherjee 
[2001a; 2001b] 

           Perceived usefulness 
PU1 Using Internet shopping would improve my performance in 

shopping or information seeking (e.g. save time or money). 
PU2 Using Internet shopping would increase my productivity in 

shopping or information seeking (e.g. make purchase decisions or 
find product information within the shortest time frame). 

PU3 Using Internet shopping would enhance my effectiveness in 
shopping or information seeking (e.g. get the best deal or find the 
most information about a product). 

PU4 Using Internet shopping would make it easier for me to shop or 
find information. 

David [1989] 
and Chen et al. 

[2004] 

PU5 I find Internet shopping very useful for shopping or information 
seeking. 

 

           Perceived incentives 
I1 Internet shopping offers incentives for its continued use such as 

points. 
I2 I get rewarded for my continued shopping on the Internet (i.e. 

free gifts, free coupons, points). 
I3 Internet shopping generally does not give me any incentives for 

me to continue shopping on it. 
I4 I get discounts to continue shopping on the Internet. 

Bhattacherjee 
[2001b] 

           Customer loyalty 
L1 I would recommend Internet shopping to others. 
L2 I would encourage others to purchase through the Internet. 
L3 I would consider Internet shopping as my first choice when I 

want to buy a product. 
L4 I am inclined to shop more via the Internet. 

Gefen [2002], 
Homburg and 

Giering [2001], 
Jones and 

Sasser [1995] 
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