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Abstract. This study presents a B2C electronic commerce repurchase model, 
introducing current purchasing habits and satisfaction as determinants, 
explained in terms of the extrinsic benefits and perceived quality. To carry out 
the study, a survey was carried out among 1307 Spanish users from a household 
panel; the results from the survey have confirmed the proposed predictive 
model, which gives an explanation of 61.4 percent of the repurchase intention. 
Data was analysed by the partial least squares (PLS) method for validation and 
predictive ability assessment. The results confirm all hypotheses, including a 
significant influence of extrinsic benefits and perceived quality on satisfaction. 
The most significant conclusion was that B2C electronic commerce managers 
need to achieve high levels of satisfaction from Internet purchasers by 
enhancing perceived quality and perceived benefits obtained. On the discussion 
of results, the authors offer some hints in order to achieve this goal. 

1 Introduction 

Despite the growth experienced in the recent years, the expenditure of individuals on 
the Internet channel only represents a small percentage of total sales –a bit over 1% of 
global purchases in Spain. However, companies have begun to realise that in the 
digital economy competitors are “just a click away”. Attracting consumers to make 
their first purchase is only the first step in the creation and establishment of a 
competitive and sustainable advantage in the long term, with loyal and profitable 
customers. In order to characterise the behaviour of these loyal and profitable 
customers, models of repurchase intention for electronic commerce between 
businesses and consumers (EC-B2C) have traditionally been used. This article 
presents a study based on purchasing habits and customer satisfaction as fundamental 
factors in the process of repurchase. Perceived extrinsic benefits and perceived 
service and website quality have been used as satisfaction predictors. For this 
purpose, existing scientific literature on the phenomenon of satisfaction-based 
repurchase intention based was thoroughly reviewed. 
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2 Literature Review 

An important research line in EC-B2C repurchase theory started with models based 
on the Expectation Confirmation Theory (ECT) [3-4][26-27], which addresses 
repurchase intention –understood as the intention to continue using EC-B2C systems– 
based on user satisfaction. Satisfaction occurs when perceived benefits from using a 
product or service are deemed higher than the expectations held prior to its use. Thus, 
according to this theory, satisfaction is the result of an ex-post evaluation by 
consumers of their own service experience, which may be neutral, positive or 
negative [4], although other authors maintain that satisfaction is itself an emotional 
response associated with the purchasing experience [14]. On the other hand, some 
authors [13][17] argue that perceived value is only constituted by benefits –not 
benefits and sacrifices. In this study, we measure satisfaction in B2C-EC through 
quality and obtained benefits, as it has been made previously in other fields before 
(e.g. in the field of scenic arts) [14]. 

2.1 Extrinsic Benefits 

Benefits can be classified as extrinsic and intrinsic [15]. Although there are a number of 
different motivations for purchasing, these two generic classes are usually considered; 
the first group, known as extrinsic, is instrumental, functional or utilitarian, whilst the 
second, called intrinsic, is hedonic, emotional or affective. Both dimensions underlie in 
the majority of consumer phenomena [2]. 

With intrinsic motivation, the person carries out the consumer activity as a goal in 
itself [15] and, therefore, a task is performed because it results in certain benefits 
(pleasure, aesthetics, new experiences, etc.). By contrast, when people are motivated 
in an extrinsic manner, they perform an action as a means to achieve other goals. 
Hence, for example, obtaining a discount voucher, or the time saved by using online 
purchasing does not generate immediate consumption benefits, but can be used to 
obtain benefits from future actions. 

Of these two types of benefits, this study is only concerned about extrinsic benefits 
since the influence of intrinsic benefits has not yet been considered substantial [32] or 
has a degree of influence that is "between low and moderate" [10].  

Thus, our research focuses on studying the importance of extrinsic benefits and 
quality –which will be explained below–, as factors that have a direct influence on 
satisfaction –and, indirectly, on repurchase intention. The literature review on these 
aspects enable identification of various types of extrinsic benefits [1][7][32]: 

• Discounts/promotions on price: reduction of expenditure, presents or free gifts. 
• Time savings: reduction in the time spent on a task or increased efficiency in the 

task. 
• Convenience. 
• Ease of purchase. 

Prospecting theory postulates that price reductions can have an influence on 
prospecting other product alternatives [19]. This way, if the promotions and discounts 
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through B2C electronic commerce are higher than those available in physical shops, 
this may provoke a desire to make a higher number of online purchases [23]. As a 
consequence of the above: 

H1. Perceived extrinsic benefits have a significant positive effect on satisfaction 
Bhattacherjee [4] proposed that satisfaction with a product or service is the main 

motivation for consumers to continue making purchases through EC-B2C. Therefore: 
H2. The relation between satisfaction with electronic commerce on the Internet 

and the intention to repeat the purchase in EC-B2C is significantly positive. 

2.2 Customer Loyalty 

Customer loyalty is crucial for the success of any business and it is a fundamental 
pillar for success and growth of "customer–centric" companies, as it drives both 
revenue and profit growth [28-29]. If there is no customer ready to purchase again in 
a certain online shop, its business value will be zero, irrespective of the company's 
commercial and management skills [21]. Customer loyalty is vital because a shop's 
value is determined mainly by the number of loyal customers [21]. Customer loyalty 
is defined as "a deeply held commitment to repeat the purchase of a product or service 
consistently in the future, despite possible changes in circumstances or the marketing 
of other companies endeavouring to influence a change in behaviour” [28]. Empirical 
studies [33] confirm the relationship between customer satisfaction and loyalty, as 
well as the fact that these concepts mutually reinforce each other. This leads to the 
following hypothesis: 

H3. The relation between satisfaction with electronic commerce on the Internet 
and customer loyalty is significantly positive. 

2.3 Perceived Quality 

Perceived quality can be defined as an assessment of a product’s excellence or its 
superiority over other products or services on the market [34]. It is a different concept 
from objective quality, since it goes beyond the evaluation of the product attributes 
[30]. Various authors have demonstrated the relation between quality and satisfaction, 
including a description of existing works related to quality, value and satisfaction [9]. 
Furthermore, it has been demonstrated that an electronic commerce shop’s web page 
design, purchasing experience and security are very important factors which affect the 
quality perceived by Internet purchasers [6][20]. According to this, the following 
hypotheses can be established: 

H4. The quality perceived by the customer has a positive effect on perceived 
satisfaction. 

H5. Positive perception of the electronic commerce website has a positive effect on 
perceived quality. 

2.4 Purchasing Habits 

A purchasing habit can be defined as the "automatic behavioral tendency shown 
historically by an individual” [22]. Therefore, it is a present behavioral preference that 
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is often performed unconsciously, and which affects behaviour beyond social attitudes 
and norms and generally extends current behaviour into the future [5][31]. This 
automatic tendency drives the individual towards a preservation of their habits; and 
thus, an individual who is used to purchasing over the Internet will maintain this 
behaviour in the future. Therefore: 

H6. The relation between the current purchasing habits and EC-B2C repurchase 
intention is significantly positive. 

3 Research Model 

Taking into account the proposed hypotheses, the following model is proposed: 

 

Fig. 1. Proposed repurchase model 

3.1 Data Collection and Survey 

The proposed model in figure 1 was validated through a telephone survey to a sample 
of Spanish population, obtaining 1,307 valid responses from Internet purchasers. The 
sample used comes from a survey panel, which will enable longitudinal studies to be 
carried out in the future.  

The items for the survey, measured with a Likert-7 scale, have been validated in 
previous studies. Specifically, the repurchase intention and satisfaction measures were 
adapted from [4]. Measurement of extrinsic benefits was adapted from [1] and 
perceived quality and website quality were taken from [20][35], and [6][20], 
respectively. Items measuring customer loyalty were adapted from [11][16][18]. 
Finally, measurement of current purchasing habits was adapted from [22]. 

3.2 Statistical Analysis 

Data was analysed by the partial least squares method using PLS Graph software, 
version 3.00 build 1130, for its validation and predictive ability assessment [8]. 
Firstly, the validity of the measurement instrument was verified and subsequently, the 
structural model was validated. In order to check for discriminant validity, following 
the recommendations of [12], SPSS 16.0 was additionally used as a tool for calculating 
the bivariate correlations.  
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Individual item reliability offered values close to -or higher than -the recommended 
0.80. However, the value of one indicator for purchasing habits was near the threshold, 
with a value of 0.6984. The relatively low value of this indicator (“I buy on the Internet 
every week”) can be explained because the average number of purchases by product 
type oscillated between 2.07 and 8.73 per year [24], which implies that purchases are 
not made with a weekly frequency in general. 

Convergent validity was studied by compound reliability and average variance 
extracted, with values of 0.878 and 0.709, respectively. Discriminant validity was 
tested and confirmed by comparing the average variance extracted (AVE) of each 
construct and the bivariate correlation with each other construct. 

The evaluation of the structural model was analyzed through three different 
indicators: path coefficients (β), explained variance (R2) and t-statisticals. The values 
of R2 indicate a good explanation of the model based on the proposed constructs, 
given that the relations enable an explanation of at least 47.9 percent of the variance 
in all cases. For the dependent variable, the variance explained for repurchase 
intention is 61.47 percent. A blindfolding procedure [8] was also applied to measure 
the predictive relevance of the model constructs (parameter Q2 from a Stone-Geisser 
test) obtaining results that assure the predictive validity of the model (Q2 >0 in all 
cases). Path coefficients easily exceed the limit value of 0.2 in all cases. The values of 
the t-statistics also exceeded the recommended minimums. Statistical significance 
(p<0.001) was obtained for the weights and loading of the model items by bootstrap 
resampling. The results for the structural model are represented graphically in Fig. 2. 

 

Fig. 2. Research results for the structural model 

4 Conclusions and Discussion of Results 

The results confirm the predictive ability of the proposed repurchase model and 
support all the hypotheses. It has predictive capacity for all the proposed relations (the 
explained variance was 61.47 percent) in EC-B2C, considering the purchasing habits 
and perceived satisfaction of an Internet purchaser as explanatory factors. The model 
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also explains 66.75 percent of the Internet purchaser's satisfaction through extrinsic 
benefits obtained and perceived quality. 

Perceived satisfaction stands out then as a more important factor than purchasing 
habits in the explanation of the repurchase process. The low average number of 
purchases made in Spain may explain these findings, and it implies that EC-B2C has 
still not been generalised as a habit among Spanish Internet purchasers. 

In creating satisfaction, extrinsic benefits obtained have a greater weight for the 
Internet purchaser than perceived quality. Also, satisfaction has a significant influence 
on customer loyalty, explaining more than 50 percent of loyalty. 

Additionally, electronic commerce website quality has a significantly positive 
effect on perceived quality. Therefore, providing users with purchasing experiences 
with a design that produces satisfaction, simple navigation and tools providing utility 
and security are revealed as important elements for increasing perceived quality. 

4.1 Contribution to Existing Research 

Even though perceived satisfaction has been a recurrent research field in consumer 
behavior theory, this is one of the first models for EC-B2C repurchase based on 
purchasing habits and perceived satisfaction, involving the concept of benefits 
obtained –referred to in previous studies as value [13][17]– and perceived quality. 
The results suggest that the modeling of perceived satisfaction from these constructs 
offers a better explanation than that which can be found in previous literature.  

4.2 Implications for Decision Taking 

The authors' first indication for decision takers in B2C electronic commerce is that, in 
the current state of B2C electronic commerce in Spain, they should seek customer 
satisfaction, offering proposals that focus on increasing perceived quality and benefits 
obtained. 

In order to increase perceived quality, it is necessary to provide transaction security 
and a design that provides simple and useful navigation and purchasing experience. 
However, it is still more important that the customer perceives the electronic 
commerce site as "living up to what it offers", fundamentally in terms of delivery 
dates and obtaining the requested product in the condition expected by the customer. 
In order to achieve this, a first measure would be the use of quality seals, since their 
presence in considered positive and it is taken into account by two out of three 
purchasers [25]. 

With respect to promise fulfillment by the e-commerce website, one of the main 
problems stated by purchasers was that "they did not receive the product they 
requested". The authors think that more and better information for the consumer is a 
critical step to help improving the perception that an EC-B2C site delivers what it 
promises. 

The element that most influences perceived satisfaction are the benefits obtained, 
which consist mainly of providing functionality and utility to the consumer 
(fundamentally saving time and money in online purchasing, ease in the purchasing 



104 A. Urueña-López, S. Iglesias-Pradas, and Á. Hernández-García 

process and delivery and convenience with respect to traditional purchasing). Time-
saving in online purchasing compared to the physical purchasing process seems 
evident. Therefore, managers should constantly monitor their prices compared to 
traditional "off-line" sites and, taking advantage of their lower disintermediation 
costs, always offer a better price to the Internet purchaser than the off-line purchase 
option. These prices should be adapted in real time, informing at the time of payment 
of any possible price discounts in the product since the time it was selected. The use 
of tools that make it possible to record consumer preferences is also recommended, 
offering the best options in the final delivery process (in terms of delivery time and 
location). 

These measures should lead to an increase in benefits perceived by the customers, 
and in turn reflect a natural increase in online purchasing habits, which as previously 
mentioned in this study is "an automatic behavioral tendency that is unconscious" and 
which is therefore difficult to stimulate directly. 
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