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Abstract 
With the rapid development of the Internet in our country, college students have been 
inseparable from online shopping, and with the rise of the phenomenon of cash back on 
good reviews, it has an important impact on the repeat purchase intention of college 
students. This article uses the SOR model to study the impact of repeated purchases on 
college students' online shopping under the condition of positive cashback from three 
variables of perceived value, satisfaction and platform reputation. Descriptive statistics 
are used to analyze the repeated purchases of 140 college students through 
questionnaire data, reliability and validity analysis, correlation analysis and regression 
analysis. The results show that satisfaction has the most significant positive effect on 
repeat purchase intention of college students, followed by a great positive effect on 
perceived value, while positive feedback negatively affects college students' confidence 
and repeat purchase intention. And according to the final results, this paper puts 
forward suggestions on how to improve the three aspects of perceived value, satisfaction 
and platform reputation so that college students can repeat the purchase of goods under 
the condition of high praise and cash back. 
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1. Introduction 

China Internet Network Information Center (CNNIC) released the 48th "Statistical Report on 
Internet Development in China" in Beijing, showing that as of June 2021, the number of Internet 
users in my country reached 1.011 billion, an increase of 21.75 million compared with 
December 2020, and the Internet penetration rate reached 71.6 %. The proportion of netizens 
aged 20-29 also reached 17.4%[1]. It can be seen that college students are an important group 
of Internet consumption in my country. However, with the rapid development of the Internet, 
there are also great problems in online shopping. When doing this kind of online shopping, it 
will be found that merchants will use the positive feedback method to affect the perceived value 
and satisfaction of college students and make them make repeated purchases. The existing 
research on this phenomenon mostly focuses on a large group. A single form of analysis and 
inquiry, but few separate studies are conducted on college students, and there is no precedent 
for combining positive reviews and repeat purchases, so it has research value. 

2. Literature Review 

In our country, some scholars combine impulse buying behavior and repeat buying behavior to 
study. Shi Tingting (2010) used an empirical method to study the impact of impulsive buying 
behavior motivated by promotion on repeated purchases, and also explored the impact of 
consumers' personal impulse characteristics on impulsive buying behavior [2]. Guo Xiangdong 
(2014) conducted an empirical study on the relationship between online impulse buying and 
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repeat purchase intention using post-purchase evaluation as an intermediary, and found that 
there is a positive correlation between product quality satisfaction, price satisfaction, service 
satisfaction and repeat purchase intention [3]. 
To sum up, from the domestic and foreign scholars’ research on repeated purchases, we can 
know that there are impulse purchases, online reviews, satisfaction, etc. that are currently 
associated with repeated purchases. University student research and impact. 

3. Research Design 

3.1. Theoretical Model and Variable Selection 
With the development of market economy, merchants pay more and more attention to 
customer's post-purchase behavior, which is greatly affected by customer's perceived value, so 
it is necessary to study the relationship between the two. Jiang Jian (2017) introduced the 
concepts of customer perceived value and post-purchase behavior, analyzed the impact of 
customer perceived value on post-purchase behavior, and finally put forward opinions and 
suggestions on how to improve customer perceived value [4]. Wang Yan (2020) used the SOR 
model and the overall shopping experience-trust-repeat purchase intention model. 
Strengthening the construction of private brands according to the differentiated needs of 
customers can not only improve the profitability and reputation of the platform, but also 
improve the platform's profitability and reputation. Product differentiation attracts consumers 
and increases their repeat purchase intentions. It can be seen that platform reputation will 
increase consumer trust and then repurchase [5]. Although scholars have carried out certain 
research on repeated purchases, including influencing factor models, etc, not only have 
discussed many factors that can affect consumers' repeated purchase behavior, but also have 
conducted research on repeated purchase intentions of college students, but college students 
are the most important part of online shopping. The larger group, the proportion is obvious and 
the degree of acceptance is greater. There is little research on their repeated purchases under 
the background of positive cashback shopping. Therefore, we use the SOR model to select three 
perspectives of perceived value, satisfaction and platform reputation for this problem. After 
some research and conclusion, the model is following. 
 

 
Figure 1. Theoretical model 

3.2. Research Hypothesis 
3.2.1. The Effect of College Students' Perceived Value on Repeat Purchase Intention 

under the Condition of Cashback 
When the merchant perceives the loss of the amount of cash back for positive reviews as 
positive, and it is perceived that the adoption of cash back for positive reviews is beneficial to 
not adopting cash back for positive reviews, the merchant's strategy choice depends on the 
perception of the amount of cash back. Under the background that the positive feedback can 
bring benefits to the merchants, the more strategic the merchants choose the favorable 
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cashback [6]. In addition, what customers buy and consume is not a product but a value, that is, 
the customer's perceived value of the product, and the perceived value will lead to the 
possibility of repeat purchase behavior. Based on the above theories, this paper proposes the 
following research hypotheses: 
H1:The perceived value of college students under the positive feedback has a positive impact 
on the repeat purchase intention. 
3.2.2. The Effect of College Students' Satisfaction on Repeat Purchase Intention under 

the Condition of Cashback 
Li Mingkun and Ge Yibo used the method of constructing the income matrix, solving the 
dynamic equation, and analyzing the stability of the model to obtain the obvious degree of 
positive feedback incentives for consumers under three different conditions of low, medium 
and high product satisfaction [7]. Although everyone has different opinions on the relationship 
and role of satisfaction and repeat purchases, it is generally believed that customer satisfaction 
has a significant positive impact on repeat purchase intentions. Zhang Hongmei et al. (2016) 
explored the influence of tourist area image on consumer behavior intention, starting from 
consumer satisfaction to explore the influence of tourist image on consumer purchase intention, 
and verified that satisfaction affects the consumption intention of tourist area [8]. Based on the 
above theories, this paper proposes the following research hypotheses: 
H2: The satisfaction of college students under the positive cashback has a positive impact on 
repeat purchase intention. 
3.2.3. The Influence of Trust Level on College Students' Repeat Purchase Intention 

under the Condition of Cashback 
Wang Xuhui and Song Song used two-factor variance analysis and intermediary effect analysis 
methods to remind platform sellers to improve the credibility of reputation information 
through sampling analysis of sellers, and to reject such behaviors as possible to return good 
reviews, in order to establish a good reputation and increase customers. trust [9]. Lin Jing, Dai 
Shirui, and Lin Lihua used the state-owned enterprise Hanshang Group as an example to verify 
that loyal customers not only bring repeat purchases, but also spread good word of mouth in 
the long run, and good word of mouth will further enhance the group's reputation and form a 
positive Feedback regulation to promote the development of enterprises [10]. Based on the 
above theories, this paper proposes the following research hypotheses: 
H3:The trust brought by the reputation of the platform company under the positive cashback 
has a negative impact on the repeated purchase behavior of college students. 

3.3. Questionnaire Design 
In the research on the impact of online live shopping of college students, three scales were set 
up based on the SOR model, corresponding to the above three factors: perceived value, 
satisfaction, and platform reputation. Some of the relevant scales proposed. The variable names, 
serial numbers, items and references of the questionnaire are shown in Table 1. 
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Table 1. survey design 

Variable name 
Serial 
number 

Measurement item References 

Perceived value 

A1 Reasonable prices for this shopping platform 

AoJiao(2014) 
ShiDanping(2019) 

A2 Good quality products on this shopping platform 

A3 
The online payment method of this shopping platform is 
relatively safe 

A4 
The shopping platform pays attention to personal 
privacy protection 

A5 
The operation process of the shopping platform from 
selection to checkout is simple and easy to understand 

Satisfaction 

B1 I have enjoyed my shopping experience on this platform 

CaiJie(2009) B2 I am satisfied with the purchases from this platform 

B3 I am satisfied with the service of this platform 

Platform 
reputation (trust) 

C1 
I emotionally identify and support this shopping 
platform 

LiLuli(2018) 
LiuLiy(2018) 

C2 
The shopping platform will not do things to mislead 
consumers 

C3 The shopping platform is completely trustworthy 

C4 
The shopping platform can honor its guarantee of 
product and service quality 

Repeat purchase 
intention 

D1 
When I need to shop in the future, I will continue to 
choose this shopping platform 

YangJinjing(2017) D2 
I will actively recommend this shopping platform to my 
friends and family 

D3 
If there is a need in the future, I will give priority to this 
shopping platform 

3.4. Questionnaire Measurement Scale Design 
The research questionnaire used in this paper mainly adopts the five-level Likert scale index 
system, using five-level indicators, which are strongly disagree, disagree, general, agree, 
strongly agree, with 3 influencing factors (independent variables), a total of 12 questions There 
are 3 items under repeated purchase intention (dependent variable), 3 options for basic 
information, a total of 18 items. 

3.5. Descriptive Statistic 
The statistical results of the basic information of the sample are shown in Table 2. In terms of 
gender, there are 76 male college students, accounting for 54.3% of the total, and 64 female 
college students, accounting for 45.7% of the total. 
 

Table 2. Statistics of basic information 

Basic Statistical Variables Type Number of 
samples 

The proportion of 
samples 

Gender 
male 76 54.3% 
female 64 45.7% 

Grade 

freshman 23 16.43% 
Sophomore 43 30.7% 
junior year 51 36.43% 
senior year 23 16.43% 

Have you encountered a positive 
cashback? 

Yes 135 96.4% 
No 5 3.6% 
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In terms of grades, freshmen account for 16.43%, sophomores account for 30.7%, juniors 
account for 36.43%, and seniors account for 16.43%. The number of questionnaires is large, so 
it is in line with the group nature of the study. In terms of cash back for good reviews, 135 
students have encountered the phenomenon of cash back for good reviews, accounting for 
96.4%, accounting for the vast majority. Only 5 students have not encountered cash back for 
good reviews, indicating that the cash back for good reviews has not been encountered. Now 
this phenomenon has been deeply rooted in the hearts of the people. With almost everyone 
around, I learned that the platform also likes to use the promotion method of cash back on 
positive reviews. Because our research is based on the background of cash back on positive 
reviews, we have not encountered The questionnaires that have been received will be regarded 
as invalid questionnaires. 

4. Data Analysis 

Table 3. Reliability analysis from four perspectives 

Name Term removed alpha coefficient Cronbach's  alpha coefficient 

A1 0.724 

0.842 

A2 0.797 

A3 0.810 

A4 0.824 

A5 0.789 

B1 0.826 

0.892 B2 0.888 

B3 0.819 

C1 0.628 

0.749 
C2 0.694 

C3 0.719 

C4 0.597 

D1 0.896 

 
0.914 

D2 0.864 

D3 0.936 

 
As shown in the table 3, the Cronbach's alpha coefficient of perceived value is 0.842>0.800, thus 
indicating that the perceived value scale has high reliability. Since the alpha coefficients for the 
removed items are all smaller than the alpha coefficients for the scale, there is no need to 
remove either option.The Cronbach's alpha coefficient of satisfaction is 0.892>0.800, thus 
indicating that the satisfaction scale has high reliability. Since the alpha coefficients for the 
removed items are all smaller than the alpha coefficients for the scale, there is no need to 
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remove either option.The Cronbach's alpha coefficient of platform reputation (trust) is 
0.749>0.700, thus indicating that the platform reputation (trust) scale has high credibility. 
Since the alpha coefficients for the removed items are all smaller than the alpha coefficients for 
the scale, there is no need to remove either option.The Cronbach's alpha coefficient of repeat 
purchase intention is 0.914>0.900, thus indicating that the repeat purchase scale has high 
reliability. Since the alpha coefficients for the removed items are all smaller than the alpha 
coefficients for the scale, there is no need to remove either option. 

4.1. Validity Analysis 
In the validity analysis, by testing the KMO value and the Bartlett sphericity test value, it shows 
that it is suitable for factor analysis. In SPSS26.0.0, KMO measurement and Bartlett sphericity 
test were carried out on 12 measurement items of three influencing factors. The results show 
that KMO=0.796>0.700, the approximate chi-square value is 400.124, and the significance 
probability is 0.000. Therefore, the 15 items of influencing factors have good construct validity.  

4.2. Related Analysis 
The correlation analysis results of each influencing factor and repeat purchase intention are 
shown in Table 4. 
 

Table 4. Pearson correlation among factors 
 Perceived value Satisfaction Trust Repeat purchase 

Perceived value 1 - - - 
Satisfaction 0.812** 1 - - 

Trust 0.052 0.205 1 - 
Repeat purchase 0.768** 0.794** -0.428 1 

 
As shown in Table 4, the perceived value and satisfaction of the independent variables of the 
influencing factors have a significant positive correlation with the dependent variable repeat 
purchase intention at the level of 0.01 on both sides, and platform reputation (trust) has a two-
sided level of 0.01 on the dependent variable repeat purchase intention. The above-mentioned 
hypotheses H1, H2, and H3 are all established, that is to say, the greater the perceived value of 
customers, the higher the satisfaction, and the stronger their willingness to repeat purchases, 
which also reflects the praise Cashback does have an impact on customers. Compared with no 
positive feedback, sellers' implementation of positive feedback will significantly reduce the 
reputation of the platform and also make customers feel that the platform is attracting 
customers in this way because the quality of its products is not good. Well and become 
distrustful of the platform. 

4.3. Regression Analysis 
In order to explore the degree of influence of the independent variables of each factor on the 
dependent variable, this paper adopts the method of regression analysis to explore the weights. 
The results are shown in Table 5, Table 6. 

 
Table 5. Model summary 

Model R R square Adjusted R-square Error in Standard Estimation 
1 .823a .778 .771 0.57 

a. Predictors: (Constant), Perceived Value, Satisfaction, Platform Reputation 
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Table 6. Coefficienta 

Model 
Unstandardized coefficients Standardized coefficient 

T Salience 
B Standard error Beta 

1 
Perceived value .478 .116 .361 4.198 .000 
Satisfaction .601 .105 .503 5.731 .000 
Platform reputation -.110 .099 -.205 .102 .001 

a. Dependent variable: repeat purchase intention 

 
As shown in the model summary table in Table 5, the adjusted R2 value is 0.771, so the three 
independent variables can well explain the occurrence of repeated shopping intentions of the 
dependent variable, and there is a highly correlated relationship. The significance probability 
has a value of 0.000, so this analysis is acceptable. According to the coefficient data in Table 6, 
set the dependent variable repeated shopping intention as Y, perceived value as X1, satisfaction 
as X2, platform reputation as X3, using the standardized coefficient as the coefficient, the 
equation is obtained as follows: 
 

           Y=0.361X1+0.503X2-0.205X3                                                    (1) 
 
It can be seen from the obtained regression equation that the X3 satisfaction with the highest 
coefficient is the biggest factor affecting the willingness of college students to repeat shopping. 
The X3 variable increases by 1, and the Y changes the most. There is a significant positive 
correlation between satisfaction and repeat purchase behavior. The improvement of 
consumers' online shopping satisfaction will make them more and more loyal to the platform, 
which can increase their willingness to repeat purchases. There is also a certain positive 
correlation between perceived value and repeated purchase behavior, so the platform can 
make a series of improvement measures in order to improve the perceived value of customers, 
such as reliable product quality, reasonable price, low perceived risk, etc., and then will increase 
their willingness to repeat purchases. It also proves that the negative impact on the reputation 
of the store itself under the method of cash back will make consumers distrust and think that it 
is to make up for the lack of quality and other aspects. 

5. Conclusion and Suggestion 

(1) Positive influence of satisfaction on repeat purchase intention under the background of 
cashback 
For online platforms, the improvement of customer satisfaction means leaving a good 
impression on customers, creating value for customers, and bringing customers a pleasant 
shopping experience. Then, when the customer is very satisfied with the product, it will 
increase the willingness of the customer to repeat the purchase. Therefore, for those online 
platforms that want to attract more customers, they have to think about how to form good 
service and after-sales to increase customer satisfaction. The specific approach is similar to that 
in the process of publicity and sales, to supervise the quality of the product, the reliability of 
product information, etc., so that the customer's experience value is greater than their previous 
expectations, so that the final customer is satisfied. Positive feedback adjusts their expectations. 
Willingness to repeat purchases. 
(2) Positive influence of perceived value on repeat purchase intention under the background of 
cashback 
The higher the customer's perceived value, the stronger the customer's willingness to buy again. 
Research has proved that compared with those who have not experienced positive cashback, 
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those who have experienced it also feel that the price is more reasonable, the quality is not bad, 
etc., and the perceived risk is also relatively small, which is not conducive to consumers’ 
repeated purchases of this platform. Products have a positive impact, so when customers 
encounter this kind of positive cashback when shopping, the merchant platform must maintain 
the quality of the products so that customers feel that they face less risks, feel that the price is 
reasonable, the quality is good, and they have what they want. The payment environment is 
relatively safe, etc. These are all important aspects of customer perceived value. It is also 
necessary to determine and compare reasonable and perfect marketing methods to allow 
customers to truly retain, so as to promote the development of the platform and the after-sales 
service of the platform. We must do a good job and make certain return visits. If there are 
quality problems, we must implement them, such as changing products and repairing products 
in order to maintain the basic rights and interests of customers, so that even if there are 
accidents that cause problems with a few products , Doing so will also make customers less 
disgusted, but its own perceived value is relatively high. 
(3) Negative influence of platform reputation on repeat purchase intention under the 
background of cashback 
In today's society where online shopping has penetrated into people's daily life, it is not 
uncommon for sellers to improve their store's praise rate through "rewarding positive reviews" 
behavior. Such behavior can indeed improve product ratings to a certain extent. However, the 
seller's "cashback" behavior will have a negative impact on the reputation of the platform 
company, make college students distrust the platform, and make consumers aware of the risks 
brought by re-purchasing, so it is not conducive to the platform. Therefore, the suggestion is to 
formulate relevant policies to strengthen the supervision of the phenomenon of such a positive 
cashback on the platform. For example, a punishment mechanism for such behavior can also be 
established. When consumers encounter such a situation, they can report it, and then report to 
consumers There are certain rewards, so that the platform does not dare to carry out dark-box 
operations because of the consumer's reporting behavior. This way, the evaluation is good and 
the evaluation is true. After consumers trust this platform, it will naturally increase consumers' 
interest. Willingness to repeat purchases. 
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