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Abstract

As the world enters into a new era of service economy, the modern service
industry has increasingly become the leading industry in global economic
development. Compared with developed countries, China has obvious weakness and
gap in modern service industry development. With the favorable policies released by
the government, modern service industry has become the core strategy for upgrading
the industrial structure. Based on the prosperity of the Internet, online shopping has
become the most important sector of the emerging online service industry.
Meanwhile, the more uncertainty and heterogeneity of online service, the
dramatically decreased information asymmetry and extremely low switching cost of
the Internet make online customer loyalty more difficult to build and maintain.
Therefore, thorough understanding of customer loyalty highlights the need to form
core competitive advantage of the firm and the need to develop customer loyalty as a
long term investment, especially with growing diversified and personalized
customer needs and loss of satisfied online customers.

Customers are considered as the fundamental source of a firm’s core
competence. Only the long lasting firm-customer relationship can bring company
profit. Customers participating as co-producers in value creation is the trend of
competition, especially in online service industry. The 2Is of the Internet, that is
interactivity and individuality, allow more firm-customer and customer-customer
communication and interaction. Therefore, the ability to make full use of customer
competence online to enhance value and competitive advantage becomes the key to
a firm’s success. Customer participation is the only way to use customer competence
and customer resource. Therefore, how to involve customer participation efficiently
and effectively, to enhance customer loyalty and thus profit, is the most critical
research topic in the Internet context.

This study, different from traditional satisfaction-loyalty paradigm, proposes a
theoretical model of customer participation and customer loyalty, to reveal the
influencing mechanism of customer loyalty in online service context. Based on the
21 features of the Internet, relationship marketing theory and customer participation
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theory, our model incorporates relationship quality as the moderating variable to
broaden above theories, which traditionally view customer value and satisfaction as
mediators. The research follows three steps: development of customer participation
dimensions and scale, construction of a theorical model with path analysis, and
comparative analysis of model applicability of different customer clusters. The
empirical study follows three steps: optimization of measuring items of the involved
five variables on the basis of 107 completed questionnaires, test of the goodness of
fit, validity and reliability of customer participation scale, and formal test of the
theoretical model with 618 completed questionnaires. The statistic methods involved
include descriptive statistic analysis, multiple linear regression analysis, exploratory
factor analysis, confirmatory factor analysis, and structural equation model analysis.
SPSS 16.0 and AMOS 16.0.0 are used as analyze tools.

The major findings are as follows:

1. The four dimensions of customer participation in online shopping include
preparation, information sharing, responsibility behavior and interaction. The
15-item-measurement scale developed is more applicable in online shopping industry
for Chinese customers.

2. Customer participation significantly influences customer loyalty with
relationship quality as mediator. Based on customer participation theory and the
relationship quality models of Crosby et al. (1990), Kima & Cha (2002), Morgan &
Hunt (1994), the research constructs a theoratical model. The research result shows
this indirect model excels direct model, with responsibility behavior having the most
indirect influence on customer loyalty. All dimensions have significant direct
influence on trust, while only responsibility behavior and interaction have significent
influence on it.

3. To customers with different Internet involvement level, there exists
significant differences in relationship between customer participation dimensions
with customer trust, commitment and loyalty. The research result shows that for those
with high Internet involvement, the prediction capability of participation on loyalty is
also higher. For different groups, all participation dimensions have significant direct
influence on trust and commitment, and thus significant indirect influence on loyalty,
while the degrees of the influences are different for two groups.

This study, based on the value creation of customers’ active behavior and the 2Is
features of the Internet, from a relational point of view, conducts deep theoretical and
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empirical research on the driving forces of customer participation, its dimensions and
loyalty mechanism in online service context. This research to some extent fills up the
gap of relative study and limited empirical industries in current research, which can
extend customer participation theory and relationship marketing theory. The finding
of this study also has substantial implications for managers alike. Online businesses
should fully unlock the opportunities of increased customer participation in all stages
of service process and develop marketing strategies to encourage customers as active
“co-producers” to deepen and enhance customer relationships and thus improve
relationship quality by fostering trust and commitment, to maximize returns in terms
of customer loyalty to gain competitive advantages and profits.
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ANEREPPFEIARFE . WA EERE, —BAEEFKKARS LV HER 70%
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BRER, fAR “+—R” ORPEMRS LA ERLEM, HFHERE
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2010 4, EREEHE—RIIFEHKFEBEFRS K BRKBORE K, W
53 T RBUYERERENRSEL), BEXTHAR (MEHMEHEE
KREAT W EEETINEY Fo BHEHBUF BRI B 7 % KRR
FEHE. BUREHRSCRE, (23 T MGt s, XM iay s
AR RS TEE HHENER. H—HH, BUFMKTERBASE
HIERELE, RNHET —RIT KAFBEE, AT {RIEREME BT
BB T REE SR WA, WRERE R N KRB RFEMRL, U
MR AR INEBE, AFEMNEBY TSR REE T REEAM.

EhEEBEM%EEPL (CNNIC) 2014 4E 1 HRAM (B33 kbhEE
BARI 4% & BRI TR ) B7R, BZE 2013 4F 12 H, *E MY s
Bk 3.02 12, WKEN 24.7%, FHERAZE 48.9%. 2010 F, REMNEEY)
MHA 5 BBUE 5231 127G, B 2009 E8FE, MWTHESBEEFHSTHR
MEERFOHBIRAZE 3.3%°. FBEBEMERE SO DO Hiit, wLl4HE
KIEHMEREBTE, 32015 FREHEFRSHIZSMBRIEK 5~10 fF, &
EA SR TE BB LR T EIX R 7%, HTRSBERERE 60%,
HEBBh B8 L 3 000 7 A .

EBEAT WL, AbFERAR 4% AR 45 M 7OV B ) PR 4% T P AE A ) B BUSR 3R 588
LT, SHEABHNEARAELFT, BETESRE. RAiS5+HHE 6.181Z
MERCEEAL, Bt ERKWHTSESEXKBETSRRER . B
FIR AR FE R mbE . BN ANnrEflmit DR B KA E 4R
EREEMIEEER IR, XEERHSBNEWY BN BERT. L2HE
% “HIHR” M AP, CNNIC HESIR SR, NEWYHFHE 18.5%H
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). MY PR FE R Ha M, BERESEEANR T ELFH
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I P 48 I i 37 1E A F R R R S B B AR B, B Ny B 2 7 SRR 2 2K

@ (2010 EHEMEUYHIHFRME), CNNIC, 2011.2
@ (F 33 KPEEBENERBRRZEIH#HRE), CNNIC, 2014.1
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1. BEHESET

THEHBELEFEHAFENLHRBERRBETR, AL A#EE 5%
EOrEANE, FF 5t DRI RN — it MERLE GEFE-RH
). BERENSHEITTHAANNE: A0S RS, NS, Ty
BEHRSMLSEHNS. BELSATHMARE, BERAEHRREE
AW . FIEHWS CEF-RE. PR SRS BRI,
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MR G EHMXREHNER, RUREHOREIELREEES, IE
WAMNFEREHE, FMRFKEEARE. REERFE 20 L 80 44
HREMKXREHES, RENRSEHMNENS, BRAMLENESIN
%O BRRB I RBHEALFMBERXR, MIEK IR SR ER
HBRE &7 R EF B4k, B T A BB A B VA @ AT
KL &K EESEE) . XABHNEMAZORGEEMNEE. [FIE
FAETE TEE# L 5 KA KR E R S AR BR, B TXR
B, BHRFAERRESN TR GFRR RGN KRS . Eik, &
LEE—RE”, HMFFERERAHR BT R RERRERHAZL

BT E N EERENRE R WER, BT 20 D 900 FARHIT
FHEHER—RSER, 2R ANEHAOR LA M, EAE
BRI BFE LM kS R, BRFNZ#R. RFEHRRS AE
XF TP R IR S 1B S RSN, 8 4R e 2 R R B, I8 E
R LHAERIE L. REFAVEHRSESRZLOES TFRH
TN AR DEE L —BKAEA, BN AT DUE S IR SR T H E SRR
(Karmarkar 2004 ) .
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RERWAE S FRS “HRTE”, EmEEEHDS AMA (1930) B&51
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(Karmarkar 2004). Vargo & Lusch (2004) 2R S M&H, M THE™
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IREBAE, WRAERMERERARE. hiRSEH. ZRE S & 54 A 55 R
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