/A

PRESIDENT
UNIVERSITY

Research on the relationship between E-commerce service quality and
Customer satisfaction repurchases Intention under covid-19
Taking C-trip as an example

THESIS
Submitted as one of the requirements to obtain
Magister: Sarjana Administrasi Bisnis (S.A.B.)

By:
Zhijie Shi
STUDENT IDENTIFICATION NUMBER

015201800082

FACULTY OF Business Administration STUDY PROGRAM
CIKARANG
October, 2023



Chatgpt zero check result
@ GPTZero Wome  products  Resouces  Coreers (comncrsaes ) (RN

Alscan Interpret Results

Was this text written by a human or AI?

(etatcer) (o) (ard ) (Human ) (a1 = Human )

This text is most likely to be written by

p between E-commerce servi

u Terms of service

By,

sentences are likely Al generated.

PLAGIARISM REPORT



thesis 2

CofmCy Pt LI Te BE POMET

1 0% 2% 2% 8%

SIMILARITY INDEX INTERNET SDURLCES PUBLICATIONS STUDENT PAPERS
S
. Submitted to President University 4
Student Papses %
. Submitted to Mont Blanc Palace 1
Student Papses %
Submitted to MAHSA Universi
. Student Pager v {-1 O
SUF)I'I'IIH.E"E‘.' to The Hong Kong Polytechnic {1 %
University
Student Papas

Submitted to Bicol State College of Applied {1
Sciences and Technology %

Ciudent Paper

Submitted to University College London {1 %

Student Fapser

Yuan Dong, Wen Zhang. "ldentification of
Influencing Factors of Students’
Entrepreneurship Ability in Higher Vocational
Colleges”, 2021 10th International Conference
on Educational and Information Technology
(ICEIT), 2021

<1

CONSENT FOR INTELECTUAL PROPERTY RIGHT



TABLE OF CONTENT

PANEL OF EXAMINERS APPROVAL SHEET ... oiiiiiiieiieetiiee ettt ee et e e e setae s e e sesabaeeeseesnnnneenns 1
DECLARATION OF ORIGINALITY ....oovuoeeeeeeneeeeesessseessessesssessesssessssssnsssssassenns iR REXFE.
PLAGIARISM DOCUMENT .......oovvoeeereeseessesesessssesssss s sssssssssssssssssnsssnssons iR REXFE.
CONSENT FOR INTELECTUAL PROPERTY RIGHT .......coovvvvviiiiiininnes iR R XHE,
ACKNOWLEDGEMENT .......ooovourvirveeeeeeesseeesseesseeessssssessssess s sssssssessnens iRl REXHE.
TABLE OF CONTENTS .......oovvutrveeereeeeeeesesseessseesssssssssssesssssssssseesssssnsones iRl REXFE.
CHAPTER oo ssess s s sss s ssnssses s esssssessssesssnssssees iR RENFHE.
INTRODUCTION .....oooveocveaceeeeeeeseessesessssessssessssssesssssessssessssessssssssssssssnssssnens iR RE X%
1.1 Background of the Problem .........ccceeeviieeciiicieecee e, iR REXPFE.
1.2 PrOBIEm STAtEMENT c.veeeeeeeeeeeeeee ettt et et e e eaeeeeeae e eeeeeeeeeeeeens iR REVEE.
1.3 ReSearch QUESHIONS ......c.vveierereeeieieeereeeeereseesessesesscesesesssssssssssssssasenes iR REVEE.
1.4 OULHNE OF the FESCAICH «..eeeee et ee et seeeeeeeeeens iR REXPFE.
CHAPTER Il cooveoeeoeeeeeeseeesee e ss s ss e ssess s sssesnssessesnseans iR R X%
LITERATURE REVIEW ....ooovoveaeeoeseesessesssessessssessessses s sssssssssssessnsssnssnnnes iR REXFE.
2.1. ReVIEW Of LItEratUure ......c.cveveveveeeeeeeeeeeeeeeeeeeeeeeeeeee et eeaesenas BiR! REXHE.
2.1.1 SEIVICE QUATILY ceveeeeeeeeeeeeeeeeeeeeeeeeee e ee e e eee e eee s iR R XHE,
2.1.2 CONSUMET SAtISTACTION «evveveeeeeeeeeeeeeeeeeeeee et eeeeeeeeeeeeeeeeeeees iR REVEE.
2.1.3 Consumer willingness to purchase during the travel............. iR REXEE.
2.1.4 Consumer repurchase freqUENCY ......ooveeeeeeeeeeeeeeeseeeeeneenns iR REXLFHE.
2.2 The Relationship among Variable ..........ccccvveieieeveeieereeeeeees e iR REXHE,

2.2.1 The relationship between consumer satisfaction and consumer repurchase
FEEOUEBIICY v ee e eeee e eeeseeeeseeseeeeeseeeeeeeeeeeseeens HiR! REXHE,

2.2.2 The relationship between consumer willingness purchase and consumer
SALISTACTION ...ttt BiR! REXHE.

2.2.3 The relationship between the service quality and consumer repurchases
FLROUENCY vt ee et e ee et s eeee s e s eeee e e s eeseenenens iR REXFHE.

2.2.4 The relationship between service quality and consumer satisfactionftiiz ! K& X 5.

2.3 Hypothesis DeVelOPMENT .......ccceviveeiiieeeieeeieieeeteeeteteee st saennas iR REXFE.
2.4 THEOTEtiCAl FIaMEWOIK ...veeeeeeeeeeeeeeeee e eeeeeeeeeee et eeeeeeeeeeeeeeeeeseeeeea iR REVEE.
2.5 RESCAICH GAP c.eveeeeeeeeeeeeeeeeeeee et e e eee e et ee e e e e et e e e eeseeeeneenen iR R XHE,
CHAPTER Il oo sssssssssessssesssssssnsssessssssssesssesssssesessnees iR R X%
METHODOLOGY .....oovooveieeeeeeeeseesesseesseesssesesesesssssssssssssssssesssssssssssssssssnsens iR RE X%
3.1 RESEAICH DESIEN ...ttt ettt sttt st es e iR REVEE.
3.2 SAMPING PlaN oot HaR! REXPE.
3.3 Operational Definitions of Variables ...........ccccovvvvevveeiseeeeeeeeene, iR REXPFE.
3.4 Data Collection DESIZN ....c.ecvevieeeeeeeeeeeteeeteeeee ettt teeereneas iR REXPFE.
3.5 Data ANalYSis DESIZN ....cvevvevevevereeeeereeeiereeeeesesesesesesesesesesesesesesesesesesens iR REVEE.
3.5.1 ReSPONAENES’ Profile ....eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee e eesee e, iR R XHE.
3.5.2 DESCIIPLIVE ANGIYSIS cv.vveeeeeeeeeeeeeeeeeeeeeeeeeeeeereeeeeeeeeee s reeneeens iR R XHE.
3.5.3 Inferential ANalysis..........covvveveieieiieieeieieeeeeee e iR REVEE.
3.5.3.1 Validity and Reliability Test..........cocooveeerrerererrrrrenen. iR RENFHE.
3.5.3.2 GOOANESS OF Filevvvreveeeeeeeeereersereeseeeeeseereessessesessessens iR REVEE.
3.5.3.3 StrUCtULal Fit ....oovveoveeoeeeeeeeeceeeseeeseeeeseeeeseeeee e iRl REXHE.
3.5.3.4 Hypothesis TeStNG.........ccevevereruerererreereresereseeeseseneeens iR RENFHE.
CHAPTER IV ..o seeeseese s sse s ssssnsssssesssssssnsssans iR REXFE.
RESULT AND DISCUSSION w.....ovooveemreeeeeeerseeesesessesssssssssssssssesssesssssesssnssssnsssnns iR R X%
4.1 ReSPONAENtS’ PIOTIIE ...vcvviviviueieueieieieieieieieseieiesesesesese e sesesesesesssesesssesesnnas iR REXFE.
41,1 GENCT .o iRl REXFE.
B1.2 A oo iR REXFHE.

4.1.3 Last EAUCAtION «.v.vvvvereeeeseereseeereseereseesesesesessessseseseseseeseseesenes HaR! REXHE.



4.1.4 OCCUPALION .....oveevrereseceeteseeeeeee e sseese e seseseseesesesssaeseseseneees iR REVEE.

4.2 DeSCIPVE ANALYSIS ....cvvvereiececrereeeeeeteseseeeaesesesessse et seseaesesssenenans iR REXHE.
4.2.1 Managers’ Mastery of Theoretical Knowledge....................... B! RENHE.

4.2.2 The Diversity of Enterprise Management Structure............... iR R X%

4.2.3 Comprehensive Strength of the Enterprise Itself .................... iR REXHE.

4.2.4 The Establishment of Enterprise Culture...............cccovuevevnnne. iR REVEE.

4.2.5 Brand Competitiveness of Enterprises .......ccoceeeverereerieneeeenn BiR! RENHE.

4.3 Inferential ANALYSIS ....c.cevevevererererererereresesesesesesee et sese e s sesesenas iR REXPFE.
4.3.1 NOrMAlity TESt...cucuvevrerereerereeeereesesseeeeeeesessseseeaesesesese et sesnans HaR! REXPE.

4.3.2 GOOANESS Fite.uveeveerereereieeeeeeeeeeeessessessisssesseeseessesssssssesssssensens iR REVEE.

4.3.3 Validity and Reliability Test...........ovvvrrverrrererrererresnrreenrseennns iR RE X%

4.3.4 Hypothesis TEStNG .......cvvvevreeerereeeeeereseseseeesesesseesesesesesenaes iR REXHE.

4.3.5 R-SUATE ....veuevverieieereveeee ettt et teas s s s s s enene HaR! REXPE.

4.4 DISCUSSION 1.vveveveiseeeisie sttt sttt st s s esss s st st s st ssnsesssesens B! RENHE.
CHAPTER V ..ottt ssss st sss st iR REXHE.
CONCLUSIONS .....coorietneeesssessssessssese st essssss st ssssss st essssssssssssnns iR REXHE.
5.1 HypOthESiS ANSWETS .....cvvverereerererieeesesesessesesesesssesesesssssesesssssssenns iR REXPHE.
5.2.1 Theoretical IMpPlications .........ceccevereerereerieneniene et BiR! RENHE.

5.2.2 Managerial Implications .......c.cceceevvereeveeneneeneneeseneeeneeenes iR REXPFE.

5.2.3 Limitations and FUture DIir€Ctions .........oveevevvereveeveseereereeranas iR REVEE.
APPENDIX .....coootoeeeesssessessssese st ssssss s ssssss st sssss st HiR! REXHE.
QUESHIONIIAITE ...t eee et ee e eee et eesee e eeseeseeneeeeeeeenereesseeneneeees iR R XHE,
TABLES ..ottt eetseeess sttt iR REXHE.

FIGURES ...ttt eee s s s e e eee s seensees s s seseeeseeneessens s eenens BiR! REXHE.



Abstract

Purpose-Objective the purpose of this study is to confirms the changes in
consumer behavior observed by China's tourism and hotel industry during the
2019 coronavirus disease, and to preliminarily understand and evaluate the impact
of covid-19 on consumer behavior by using the influencing factors and
considerations of consumers' use frequency and travel intention during the
covid-19 period.

Design/ Methodology/ Approach- A questionnaire with 19 questions was used in
this quantitative analysis. 200 respondents who used Ctrip in varied degrees
during COVID-19 received the questionnaire. Age, gender, occupation, and
monthly disposable income are the different categories of demographic
characteristics. Conduct a preliminary analysis to glean information on patterns
and practices of behavior and to determine any probable dominating causes. The
dependability of the data was further confirmed using statistical analysis, and the
validity test was used to examine the affecting elements. Structural equation
modeling was used to verify this theory.

Finding- The results indicate that customer behavior, including consumer

Satisfaction and usage frequency, is significantly affected by the COVID-19



impact. The research can examine the fundamental ideas that guide present-day

consumer choices in the travel and tourism industries and assess the significance

of variables that are only thought to be marginally or insignificantly connected to

customer behavior. This provides a concise summary of the state of consumer

quality in China's tourist sector, which is useful for future study.

Originality/Value-In the age of COVID-19, this study focuses on Seller's service

attitude impacts business and how it influences customer behavior. This could

serve as a foundation for further studies. After the outbreak, it may be extremely

helpful as a model for China's tourism and hospitality sectors to comprehend

consumer behavior, assisting pertinent marketplaces, businesses, and institutions

in understanding the objectives and concerns of tourists.

Key words: consumer willing, services quality, consumer satisfaction,
Repurchase frequency , Ctrip, Covid-19
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