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Abstract 
This study examined the consumer buying behavior and customer satisfaction in e-
commerce in China. The objectives of this study are to identify the consumer buying 
behavior to e-commerce in China, to examine the customer satisfaction of e-commerce, 
and to explore the relationship between consumer buying behavior and customer 
satisfaction of e-commerce in China. The focus of this study is to explain the influence of 
consumer buying behavior of six major variables that were derived from literature. 
These variables are price, trust, convenience, internet experience, risk and privacy. This 
study used quantitative research method to conduct 400 respondents. Privacy and risk 
have been considered as the most significant factors affecting consumer buying behavior 
impact on customer satisfaction of e-commerce in China. 
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1. Introduction 

E-commerce (electronic commerce) is the buying and selling of goods and services, while using 
internet. These business communications happen either as business-to-business (B2B), 
business-to-consumer (B2C), consumer-to-consumer or consumer-to-business. In the last 
decade, widespread use of e-commerce platforms such as Amazon and eBay have contributed 
to substantial growth in online retail. E-commerce accounted for 5.1% of total retail sales in 
2007, made up 16% in 2019. (Rouse, 2020). 
With the rapid development of the Internet, e-commerce applications have become an integral 
part of people's lives. Online shopping has become more and more popular among Chinese 
people, more and more people choose to do online shopping, many traditional enterprises also 
gradually carry out online marketing, B2C e-commerce platform website has become one of the 
most popular shopping channels of consumers. With the rapid development of e-commerce in 
China, consumers' shopping habits and behaviors have changed significantly (Acheampong, 
Zhiwen, Abubakar, Antwi, & Akomeah, 2016). The number of e-commerce enterprises and 
platforms is increasing, the scale is gradually increasing, and the competition is becoming more 
and more fierce. Consumer behavior is a complex field of study because the behavior of a human 
being cannot be easily predicted with certainty (Huynh & Foxall, 2015). 
China which has biggest population in the world is a definitely a huge potential of e-commerce 
place. From the year 2000, various kinds of new e-commerce tools and resources appeared, e-
commerce in China has developed towards a bright position (Hong & Chen, 2010). 
In the world, China is top country of ecommerce revenue market which amounts to 
US$1,001,947m in 2020 (Statista, 2019). E-commerce is so popular in China because it is 
significantly easier for a lot of Chinese consumers to shop online rather than offline. In fact, if 
customers live in small, third-tier cities, customers can have online access to different kind of 
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products. E-commerce platforms are also growing more developed, user friendly and 
embracing digital payments for consumers’ ease and convenience. 
 

Table 1. Top Five Countries of E-commerce Revenue 
Countries Revenue 
China US $ 1,001,974 m 
United States US $ 99,130 m 
Japan US $ 84,885 m 
United Kingdom US $ 84,885 m 
Germany US $ 82,155 m 

Source: (Statista, 2019). 

2. Problem Statement 

There are many e-commerce companies which entering the China market. Moreover, all of 
organizations are using digital marketing and selling products or services via internet. China 
where e-commerce has developed a topmost, an exciting number of people are ready to acquire 
about e-commerce (Hong & Chen, 2010). While there are many competitors who are emergent 
in e-commerce, businesses have opportunities and challenges. Nowadays, the e-commerce 
market is fierce competitive. If organization do not understand customers’ behavior, the 
organization cannot meet customers’ satisfaction. 
Consequently, a good analysis about customer’s behavior and shopping habits to B2C will 
support companies to adapt strategy and maintain market share. The research problem of this 
study is what are the internal and external factors that affect Chinese consumer buying 
behavior in e-commerce. This study will conduct consumer buying behavior factors which have 
significant impact on customer satisfaction towards e-commerce in China. 

3. Research Objectives 

The main purpose of this study is to identify the consumers buying behavior towards e-
commerce in China. In this study, the drivers that contribute to influence consumers’ buying 
behavior on customer satisfaction will be examined. The objectives of the study are: 
1)To identify the factors of consumer buying behavior to e-commerce in China. 
2)To examine the customer satisfaction of e-commerce in China. 
3)To explore the relationship between consumer buying behavior and customer satisfaction of 
e-commerce. 

4. Literature Review 

Nowadays, there are many demanding studies on consumer buying behavior (Blackwell, 
Miniard, & Engel, 2006) and the field covers a lot of areas (Hasslinger, Hodzic, & Opazp, 2007). 
According to Kuester 2012 (Kuester, 2012), consumer behavior is ‘the study of individuals, 
groups, or organizations and the processes they use to select, secure, use, and dispose of 
products, services, experiences, or ideas to satisfy needs and the impacts that these processes 
have on the consumer and society’. Different with traditional market, e-commerce market is 
borderless and limitless, which has less requirements and qualifications to start an e-store than 
a physical store (Weiss, 2015). Everyone can start an own e-commerce online store. Meanwhile, 
many e-commerce companies commonly expand targeted consumer segments by using 
globalized and localized websites (Weiss 2015). According to Park and Kim (2003), online 
shopping continuously gains popularity (Park & Kim, 2003). Nowadays more and more people 
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rapidly enhance online consumption. Numerous factors affect the consumer online buying 
behavior. Among them price, trust and convenience are regarded as the three main influencing 
factors (Zhao 2012). 

4.1. Price 
Price as one of the marketing mix strategy is always considered as the principal and analytical 
factor for marketers to create the consumer desires of purchasing (Kotler and Keller 2006; Zhao 
2012). Different with physical stores, online product prices are fairly cheaper by cutting the 
product cost such as physical store renting and daily expenditure (Zhao 2012). Under the 
borderless information circumstance, price comparison on the internet enhances the price-
sensitivity of consumers for similar products (Degeratu et al. 2000), which means the price-
sensitive consumers tend to go for the lowest price to get the best value (Ruskin-Brown, 2006). 
Therefore, prices as a primary factor to online shopping contains two main attributes: money 
saving and price comparison. 

4.2. Trust 
Mayer, Davis and Schoorman, in 1995, defined trust at first as: “The concept “trust” is defined 
as the willingness of a party to be vulnerable to the actions of another party based on the 
expectation that the other will perform a particular action important to the trustor, irrespective 
of the ability to monitor or control that other party” (Mayer, Davis, & Schoorman, 1995). Mayer, 
Davis and Schoorman’s (1995) study was one of the first and the most popular studies on e-
commerce trust and they viewed the main predictors of trust to be intention to take a risk and 
perception towards the trustee’s characteristics. Customer relationships are the most 
significant factor in maintaining trust while building ecommerce (Kim & Tadisina, 2007). As far 
as the fear for secure transactions is concerned, it is imperative that online companies ensure 
that they will never use their customers’ private information for any other purposes. This 
should be mentioned in the privacy policy. One of the major factors that are inhibiting online 
purchasing is the lack of consumers’ trust in vendors over the internet (Gefen, Karahanna, & 
Straub, 2003). 

4.3. Risk Perception 
Consumer Risk perception may be a big consider finding users who haven't realized an internet 
purchase and people that have. Jarvenpaa, Tractinsky and Vitale (2000) did an examination of 
consumer behavior towards specific online shops, where they found that perception about 
reputation and size affected the buyer trust of the retailer (Jarvenpaa, Tractinsky, & Vitale, 
2000). The extent of trust features a positive relationship towards the attitude of the shop and 
a negative relationship toward perceived risk. Attitude and risk perception also affected 
consumer intention to shop for from a selected store (Lowengart & Tractinsky, 2001). Once risk 
is perceived in an exceedingly purchase situation, there's evidence that the next consumer 
behavior is formed by this risk perception (Bauer, 1967). 

4.4. Personal Information Privacy 
According to Bélanger et al., (2002), privacy in ecommerce may be defined because the 
willingness to share personal information over the net, which allows for a transaction regarding 
a procurement to be made (Belanger, Janine, & Wanda, 2002). To ease people’s minds about the 
difficulty of privacy, many websites have privacy policies in situ (McGinity, 2000). According to 
Vellido et al., (2000), out of the nine factors they found that relate to consumer opinions 
regarding online shopping, consumer risk perception was often highlighted (Vellido, Lisboa, & 
Meehan, 2000). According to (Pan & Zinkhan, 2006), privacy issues majorly affect the trust of 
the buyer towards the web retailer. In fact, some studies say that the priority of privacy is that 
the main bump within the road to the expansion of Internet shopping (Hoffman, Novak, & 
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Peralta, 1999). The more the protection and privacy offered to the customer in online shopping, 
thus less risk about exchange of data. The more positive is that the effect on the trust of the 
buyer, and therefore the better is that the shopping experience. 

4.5. Convenience 
According to Wang et al., (2005) convenience is one the foremost impactful factors concerning 
online shopping willingness. Although convenience is one in every of the foremost positive 
factors prompting consumers to buy online, (Ahmad, 2002), prior researches either treated 
convenience as a variable that affects outcome variables like customer service for customer 
satisfaction (Colwell, Aung, Kanetkar, & Holden, 2008), or united of the facts regarding service 
quality online, like accuracy (Udo, Bagchi, & Kirs, 2020). Service convenience is effort saving 
within the sense that it minimizes the physical, emotional and cognitive activities that 
customers bear to shop for goods and services online (Berry, Seiders, & Grewal, 2002). 

4.6. Internet Shopping Experience 
By online Shopping Experience, this study asked the previous experience of shoppers when 
shopping online and therefore the Perceived Outcome. Somebody that are cheated within the 
past are less likely to buy online and other people with previous good experiences are more 
likely to feel confident and trusting when purchasing items online (Hasslinger et al. 2007). 
Gefen (2000) also showed that increased familiarity with online shopping increase the 
intention to shopping also as increasing the trust in e-commerce vendors. (Zhou et al 2007) also 
suggests that internet experience is negatively related to online experience, and novice users 
enjoy online experience quite experienced users. This will be linked to users within the past 
being cheated by shopping online. 

4.7. Customer Satisfaction 
Customer satisfaction is one of the key targets of e-commerce. The customer is looking for 
quality and price, e-commerce aims to win customer satisfaction by providing convenience, 
trust, and quality (Shih, Yu, & Tseng, 2015). Customer satisfaction can be encountered in a 
variety of circumstances of and linked to both goods and services. Customer satisfaction is often 
dependent on the customer's interaction with the company (Khalid, Lee, Choi, & Ahn, 2018). 
According to Cardozo (1965), increasing customer satisfaction can lead to increased buying 
habits, as well as influencing customers to buy additional items (Cardozo, 1965). Customers' 
satisfaction is determined by whether they receive adequate compensation after buying a 
product (Howard & Sheth, 1969). Customer satisfaction is created by customers’ buying 
experience (Fornell, 1992). Customer satisfaction refers to a person's satisfaction or 
dissatisfaction with the perception of a product's success in comparison to their expectations 
(Kotler & Keller, 2009). Customer satisfaction occurs when goods and services meet customers' 
expectations. Customers are pleased with the goods and services offered by the website, as 
satisfied customers are more likely to be loyal and make repeat purchases, increasing the 
profitability of the e-commerce company (Jiradilok, Malisuwan, Madan, & Sivaraks, 2014). 

5. Conceptual Framework 

The relationship between consumer buying behavior (independent variables), and customer 
satisfaction (dependent variables) which leads to consumer buying decisions towards e-
commerce. According to conceptual framework, this study analyzed the consumers buying 
behaviors to e-commerce and customer satisfaction. Moreover, this study analyzed the factors 
which impact on customer satisfaction towards e-commerce. In this study, price, trust, 
convenience, internet experience, risk and privacy are independent variables. Customer 
satisfaction is dependent variables, which is measured by factors of consumer buying behaviors. 
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Figure 1. Conceptual Framework of the Study 

Source: Own Compilation. 

6. Research Design 

Research design means as a system of strategies and techniques chosen by a researcher to 
incorporate various segments of research in a reasonably logical way so that the research 
problem is systematically handled. This study used descriptive method. Moreover, this study 
used primary data while respondents were surveyed by quantitative research method. 
Questionnaire survey and statistical analysis are the most commonly used research methods in 
business research, and also the core method of this study. The questionnaire was divided into 
two parts. The first part is Demographic, which contains routine demographic information, 
such as gender, age, education level and income level. The collection and sorting of data through 
Demographic can reflect the state of the population phenomenon, the process of change, the 
law of population and the process of development. The second part is to discover consumer 
buying behavior in E-commerce which characterized by Trust, Price, Convenience, and Internet 
Experience and customer satisfaction. 

7. Target Population and Sample Size 

The target population of this study is mainly consumers who familiarize with the network, and 
use e-commerce platform to buy service or product. According to China Electronic Commerce 
Research Center monitoring data show that in the first half of 2017, China's online shopping 
the number of households reached 516 million, compared with 2016 in the first half of 4.8 
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million people, an increase of 7.5%. Projected 2017 China the scale of online shopping reach 
540 million people. 

8. Data Collection and Analysis 

On the basis of absorbing and drawing on the existing research results, this paper constructed 
the consumer buying behavior factors e-commerce and customer satisfaction. This article has 
been taken the form of the questionnaire survey to collect research data. The questionnaires 
were surveyed through google forms to respondents. The questionnaires were distributed 
through google forms, email, and also through Facebook. This study distributed and collected 
questions only from online because travel restrictions and social distancing happened to 
prevent Covid19 virus. According to the statistical calculation of population data, the study in 
this paper needs to issue 400 questionnaires. In the questionnaire survey, a complete 
questionnaire was used as an effective questionnaire. The questionnaire of incomplete 
information was used as an invalid questionnaire, and the information did not meet the 
requirements of the questionnaire as an invalid questionnaire, and these invalid questionnaires 
were eliminated in the information collection. 
Statistical Analysis of the data was done by computing percentage and Mean & Standard 
Deviation calculation. Results described by pie charts, bar graphs and tables for clear 
understanding. The information from the finding is analyzed systematically by using 
descriptive statistics. To assess part (1) demographic information will show with frequency, 
bar graphs and percentage of the data. For part (2), consumer buying behavior – trust, 
convenience, price and internet experience factors and customer satisfaction factors were 
calculated with Mean, Standard Deviation and Likert-scale. After obtaining the original data 
through questionnaires, this study used ANOVA statistical method to analyze and simulate data, 
and study the relationship between consumer buying behavior and customer satisfaction. This 
article used the social science statistical analysis software SPSS 25 commonly used descriptive 
statistical analysis of survey data, reliability analysis and correlation. 

9. Demographic Results of Respondents 

The first part is the analysis of demographics of respondents and the second part is analysis of 
consumer buying behavior and customer satisfaction. In this study, this survey was selected 
400 customers. To discover customer characteristics, this study examined demographics of 
respondents. Based on the result from analysis of customer’s demographic profile, it found that 
the age group between 20-29 years get 32% and 28%. Therefore, this group aged between 20-
39 years old are main online consumers in China. In gender section, male customers 54% are 
larger than female. In marital status, most of respondents are married (54% of respondents). 
In occupation of the respondents’ section, self-employed get 45% and employee section get 
43.8%. In education section of respondents, bachelor level composition gets 42% so it is the 
largest and then follows up by descending master level. In section of monthly income level of 
respondents, the largest percentage is between 2,001 – 3,000 Yuan. 
To know customer buying online characteristics, there are two questions - online shopping 
times per week and the reasons to choose online shopping. For shopping times, most of 
respondents used online shopping between 2-4 hours per week (48.9% of respondents). 
Moreover, the respondents used online shopping because of convenience are 56.1%, therefore 
it is the main reasons to choose online shopping. The following reason is respondents used 
online shopping because of time-saving (25.3%). 
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10. Analysis of Consumer Buying Behavior Factors 

The six factors (price, trust, convenience, internet experience, risk and privacy) of consumer 
buying behaviors were analyzed to indicate of consumer buying towards e-commerce. 
 

Table 2. Reliability of Variables 
Variables No. of items Cronbach’s Alpha 
Price 3 0.764 
Trust 3 0.766 
Convenience 3 0.885 
Internet Experience 3 0.884 
Risk 3 0.863 
Privacy 3 0.759 

Sources: Survey Data, 2020. 
 

All Cronbach’s alpha values of consumer behavior (price, trust, convenience, internet 
experience, risk and privacy) are greater than 0.7 in this study. Therefore, it can be concluded 
that the measured items for each observed variable are unique, dimensional and reliable. 
 

Table 3. Mean Value of Consumer Buying Behavior Factor 
Variables Mean Interpretation 
Price 3.09 Neutral 
Trust 3.83 Agree 
Convenience 3.82 Agree 
Internet Experience 3.87 Agree 
Risk  4.03 Agree 
Privacy 4.07 Agree 
Customer Satisfaction 4.20 Satisfied 

Sources: Survey Data, 2020. 
 

The privacy factor got the highest mean value 4.07, risk factor got the second highest mean 
value 4.03. The internet experience got 3.87 mean value, the trust factor got 3.83 mean value, 
the convenience factor got 3.82 mean value and price factor got 3.09 mean value. 

11. Correlation and Multiple Regression Analysis of Consumer Buying 
Behavior and Customer Satisfaction 

Table 4. Correlation Matrix 
 1 2 3 4 5 6 7 
PRICE (1) 1       
TRUST (2) .432** 1      
CONVENIENCE (3) .017** .543** 1     
INTERNET EXPERIENCE (4) .092** .588** .774** 1    
RISK (5) .171** .616** .680** .751** 1   
PRIVACY (6) .243** .550** .513** .560** .826** 1  
CUSTOMER SATISFACTION (7) .582** .715** .654** .623** .852** .847** 1 

** p < 0.01 Source: Survey Data, 2020. 
Correlation is significant at the 0.01 level (2-tailed). 
Dependent Variable: Customer Satisfaction. 
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Correlation is the statistical technique that can show whether and how strongly pairs of 
variables are related. The relationship consumer buying behavior on customer satisfaction 
towards e-commerce can be analyzed in six factors: price, trust, convenience, internet 
experience, risk and privacy. 
According to data, the consumer buying behaviors (price, trust, convenience, internet 
experience, risk and privacy) and customer satisfaction are significant at two tailed with 0.01 
levels. The correlation indicated that risk, privacy and trust are greater than 0.7. Therefore, risk, 
privacy and trust are strong correlated with customer satisfaction. The correlation coefficient 
of convenience, internet experience and price are less than 0.7. Therefore, convenience, 
internet experience and price are moderately correlated with customer satisfaction. 
 

Table 5. Multiple Regression Analysis 

Model 
Unstandardized Coefficients 

Standardized Coefficients 
t Sig. 

B Std. Error Beta   

(Constant) 0.356 0.131  2.721 0.007 
Price 0.16 0.021 0.017 

 
0.774 0.439 

Trust 0.219 0.039 0.120 
 

5.629 0.000 

Convenience 0.218 0.031 0.240 
 

6.975 0.000 

Internet Experience -0.081 0.027 -0.115 
 

-3.009 0.003 

Risk 0.301 0.037 0.388 
 

8.031 0.000 

Privacy 0.410 0.033 0.482 12.488 0.000 
R 0.909a 

R square 0.827 
Adjusted R2 0.824 

Sources: Survey Data, 2020. 
p < 0.05, Dependent Variable: Customer Satisfaction. 
 
According to data, the customer satisfaction in e-commerce is 0.356, the unstandardized 
coefficient of price is 0.16. When one additional unit of price is added, the customer satisfaction 
towards e-commerce will be increased by 0.16. There is positive relationship between price 
and customer satisfaction. The unstandardized coefficient of trust is 0.219. When one 
additional unit of trust is added, the customer satisfaction towards e-commerce will be 
increased by 0.219. There is positive relationship between trust and customer satisfaction. The 
unstandardized coefficient of convenience is 0.218. When one additional unit of convenience is 
added, the customer satisfaction will be increased by 0.218. There is positive relationship 
between convenience and customer satisfaction. The unstandardized coefficient of risk is 0.301. 
When one additional unit of risk is added, the customer satisfaction towards e-commerce will 
be increased by 0.301. There is positive relationship between risk and customer satisfaction. 
The unstandardized coefficient of privacy is 0.410. When one additional unit of privacy is added, 
the customer satisfaction towards e-commerce will be increased by 0.410. There is positive 
relationship between privacy and customer satisfaction. One factor internet experience has p 
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value of 0.003 and unstandardized coefficient value of -0.081. therefore, it implies that this 
factor is not significant and it has negative relationship with customer satisfaction toward e-
commerce. 

12. Finding and Discussion 

This research focused on consumer buying behaviors towards e-commerce on six factors: price, 
trust, convenience, internet experience, risk and privacy. To achieve study objectives, this study 
analyzed the survey data from customers and collected data from 400 respondents by using the 
survey questionnaires through google forms. 
According to the mean value of consumer buying behaviors factors, privacy factor got 4.07 
mean which is highest among other five factors. The second-high mean is 4.03 which is risk 
factor. The customers agree on consumer buying behaviors on privacy, risk, internet experience 
and convenience. The customers strongly disagreed about the delivery fees. The customers do 
not think the delivery fee is affordable. Most of the respondents worried about for non-delivery 
ordered goods when purchase from online. Besides, the customers concern about providing 
number of card when shopping products. For privacy, the customer received unwanted e-mails 
after giving personal information when buying products from online. And the customers feel 
loss of privacy because of improper use of personal information after buying products. 
From the results of correlation, consumer buying behaviors risk, privacy and trust are strongly 
correlated with customer satisfaction of e-commerce. Price, convenience and internet 
experience factors are moderately correlated with customer satisfaction. Due to the multiple 
regression analysis, there was a positive relationship between consumer buying behavior 
(price, trust, convenience, risk and privacy) and customer satisfaction of e-commerce. There is 
significant effect on consumer buying behavior and customer satisfaction. Among them, privacy 
and risk factors have the maximized effect on customer satisfaction of e-commerce. Therefore, 
these consumer buying behaviors factors are important for customer satisfaction. 
However, there is negative relationship between consumer buying behavior (internet 
experience) and customer satisfaction of e-commerce. There is no significant effect on 
consumer buying behavior and customer satisfaction. This study investigated a number of 
factors influence online consumers buying behavior. Specifically, the research confirms that 
customers are influenced by demographic factors. It was determined that customers are 
influenced by factors such as privacy, risk, and convenience factors. 
This study analyzed consumers’ buying behaviors – price, trust, convenience, internet 
experience, risk and privacy towards customer satisfaction of e-commerce. This study found 
out price has positive and significant relationship with customer satisfaction of e-commerce. 
The study found out that the consumers are not happy with the delivery fees. The consumers 
think that the delivery fees are not affordable. Jansson (2016) also supported that price factor 
is significant important factor for Chinese consumers. Acheampong, et al (2016) also found out 
that price factor impact on consumers towards online shopping. Jun & Jaafar (2011) also 
supported that Chinese consumers tend to browse online before making purchases during a 
store, over 70% of Chinese consumers say that they often compare online vs offline prices and 
as many visited physical stores to browse before they purchased something online. 
This study found that trust is the significant factor influenced on consumers’ satisfaction of e-
commerce in China. Jun & Jaafar (2011) also found that trust has a greater influence on 
consumers’ satisfaction towards online shopping than the other independent variables. 
Acheampong, et al (2016) also agreed that trust has significant impact on consumers 
satisfaction of e-commerce. This study found that convenience is another significant factor 
influenced on consumers’ satisfaction of e-commerce in China. Jansson (2016) also agreed with 
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this factor and they found out that Chinese consumers stand out here in that they find it much 
more convenient to shop online as opposed to in physical stores. 
For internet experience, this study found out that internet experience has negative relationship 
with customer satisfaction of e-commerce. Jansson (2016) found out that Consumers who 
experience pleasure and joy from using shopping online are likely to use it more extensively 
than others. Ancheampong, et al (2016) agreed with that less experienced users tend to become 
more frustrated by shopping online and therefore the persons who become frustrated are less 
likely to offer positive reviews of their experience. This study discovered that risk factor has 
significant relationship with customer satisfaction of e-commerce. Jansson (2016) also 
discovered that Chinese consumers viewed the risks as higher shopping online. Aung (2016) 
also supported that product performance risk is high concentration to respondents. For privacy 
factor, this study discovered that privacy factor has significant impact on customer satisfaction 
of e-commerce. Jansson (2016) supported that Chinese consumers think privacy factor as 
important in e-commerce. 

13. Recommendation 

The findings of the study showed that Chinese consumers have strongly satisfied in online 
shopping. Previous literature on determinants for online shopping have shown that the E-
commerce market is primarily pull-driven by consumers. Demographic factors are also an 
element in consumer behavior. Most of consumers are middle aged married people in China. 
Therefore, the e-commerce companies should develop marketing plan relative to middle aged 
consumers. According to the result, the e-commerce companies should develop promotion plan 
that married young couple would interest in. Moreover, most of e-consumers are employees. 
Therefore, the e-commerce companies should develop promotion plan as payday plan, reward 
yourself campaign on social media. The company website should provide consumers profile to 
create their preferences, size, favorite colors and it will help consumers to choose easily. 
Moreover, the company can give birthday discount, wishes and seasonal gifts to consumers. It 
will help company’s public reputation among consumers. 
According to results, independent variables of consumer buying behaviors have a greater 
influence on customer satisfaction of e-commerce. The e-commerce companies should 
cooperate with well-known delivery company. Besides, the e-commerce companies should 
develop good supply chain to deliver best quality and affordable price to consumers. The e-
commerce companies should have own websites to get consumers’ trust. And the companies 
should protect consumers profile. Moreover, the e-commerce companies always find the best 
transaction way for consumers. It will support companies’ reputation among consumers. The 
companies should sustain the efficient transaction processes for consumers. Moreover, the e-
commerce companies should try to provide fast shipping delivery, fast delivery. 7-days return 
policy and free shipping to get more consumers’ intention. Besides, the companies should 
encourage consumers who already used products to write products reviews on website. The e-
commerce companies should have customer service team to solve consumers complaints not 
only for products but also website user experience. The e-commerce vendors might keep 
customers’ privacy as confidential and they should not be used for improper use. 
The findings of this study have verified that privacy, risk, trust and convenience will affect the 
buying behavior of consumers and customer satisfaction toward e-commerce in China. Online 
retailers will better understand the preferences of online consumers and determinants of 
customer behavior, through the results of this study. In China, it is important for the e-
commerce service providers to pay more attention to privacy, risk, convenience, price and trust 
when they expand their business through the Internet in China. By understanding the key 
factors that could affect the attitude of online consumers towards online shopping, online 
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retailers would be able to efficiently and effectively formulate and implement their e-business 
strategy and have a stronger competitive advantage. Furthermore, research into this study has 
been useful to China’s online users and e-commerce providers. Because of consumers’ 
expressions and views in the research, they would benefit from having better offerings from e-
commerce or online shopping for consumers. Furthermore, consumers may be aware that 
online shopping has more benefits, such as ease, than the conventional way of shopping. The 
result of this study may suggest that it is a guide for improving business strategy that will allow 
online retailers to gain more consumers, as well as better understanding of consumers’ needs 
and willingness to do so. 
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