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Abstract 

This research aimed to examine the impact of various factors of consumer satisfaction in 

China's online clothing industry on purchase intention, with the objective of fostering 

long-term growth in this sector. The existing literature on "online shopping e-service 

quality" research served as the foundation for our innovation and knowledge 

development. This study investigates the relationship between three attributes of the 

electronic service quality model and three psychological factors in the TPB model to 

enhance the prediction of customer behaviour. The data were collected from 580 online 

apparel consumers in mainland China. The analysis indicates that service quality has a 

positive impact on customers' purchase intention through customer satisfaction. 

Additionally, purchase intention is directly influenced by perceived behavioural control 

and attitude. All dimensions of e-service quality have an impact on customer satisfaction. 

Keywords: Online Apparel Retail, E-Service Quality, Psychological, Satisfaction, 

Purchase Intention, Sustainable Growth. 

Introduction 

The global usage of the Internet has experienced significant growth in the past decade, 

leading to remarkable expansion in multiple industries. In December 2021, the online 

population in China reached 73%, comprising approximately 1.032 billion users 

(CNNIC, 2022). 

Figure 1: Total E-Commerce Transactions in China From 2011 To 2020. 

Source: National Bureau of Statistics of China (2022). 

E-commerce in this country began its development and entered the Internet e-commerce 

stage in 1998 (Wang Bingnan, 2017). The number of users and transaction scale are 

continuously growing at this stage (Figure 1). Online shopping offers customers greater 

convenience, accessibility, and product choices compared to traditional retail, as it is a 
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subset of e-commerce. As of December 2021, approximately 842 million Chinese 

individuals, accounting for 81.6% of global Internet users, engaged in online shopping 

(CNNIC, 2022). 

The apparel industry is considered a fundamental sector of consumerism in China 

(China Garment Association, 2022). Furthermore, the apparel industry holds a 

prominent position in China. The industrial chain has gradually matured and even 

formed a complete structure, encompassing production and processing. The rise of 

urbanisation and economic development has elevated clothing to a symbol of prestige, 

leading to a growing demand for fashionable attire. China's apparel industry benefits 

from its large consumer market of 1.4 billion people, which is continuously growing due 

to high demand. 

According to eMarketer's survey data from 2020, e-commerce sales reached $2.779 

trillion by 2021, representing approximately 52.1% of the global retail market. The 

transaction volume of China's clothing e-commerce B2C market reached RMB 2.15 

trillion in 2021 (China Garment Association, 2022). 

The online retail market offers clothing products at relatively lower prices. There is a wide 

variety of products available with similar styles, offering numerous alternatives to 

choose from. Customer dissatisfaction and low switching costs can lead to customer 

churn. This study aims to investigate the factors that influence customer purchase 

intention in the online apparel retailing sector of China's electronic marketplace, 

addressing a gap in the existing literature. 

Literature Review 

Customer satisfaction is the perceived difference between expectation and performance 

(Tse & Wilton, 1988). The customer's satisfaction or dissatisfaction is determined by 

comparing their expectations of a product with its perceived impact (Kotler, 2001). The 

differences between customer expectations and the actual performance of a product can 

lead to varying psychological perceptions, which in turn can result in customer 

satisfaction or dissatisfaction (Harker & Brennan, 2003). This study examines customer 

satisfaction as the emotional response that arises from comparing the perceived impact 

or outcome of a product or service with its anticipated value. 

Bossard and Monod (1994) argue that enhancing customer satisfaction is the sole viable 

approach for clothing manufacturers to expand their customer base and overcome 

challenges. According to Pradhan and Roy (2011), clothing retailers should strive to 

achieve a favourable equilibrium between pricing and quality to meet consumer 

demands. The factors of price, apparel quality, and store environment significantly 

influence consumer satisfaction and loyalty. As stated by Islam et al. (2012), improving 

service quality in the retail fashion apparel industry can lead to increased customer 

satisfaction and loyalty. San Lim et al. (2016) found that Malaysian clothing companies 
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are recognising the importance of customer satisfaction for their survival in the market. 

Saricam (2022) found that service quality has a significant impact on customer 

satisfaction in the retail sportswear sector. 

Wang et al. (2019) found that purchase intention is the main determinant of a consumer's 

future purchasing behaviour. The concept of acting as a proxy for actual behaviour and 

aiding companies in predicting customer purchase likelihood within a specific time has 

been discussed by Farris et al. (2010). Given the correlation between customers' purchase 

intentions and their actual purchasing behaviour, it is imperative for sellers to conduct 

research on these intentions (Hsu et al., 2012). 

The continuous improvement of service quality is essential for online platform providers 

to meet customer demands in the evolving e-commerce industry. Companies must 

understand how customers evaluate and perceive online service to provide excellent 

quality of service (Blut, 2016) and e-service quality. Bressolles and Durrieu (2011) 

observed a distinction between e-service quality and traditional service quality in their 

study. Online website services face specific challenges, including server issues, data 

backup, and connectivity problems. According to Zeithaml (2002), the performance of an 

e-service is influenced by its procurement, delivery, and shopping processes. The user 

experience encompasses both the website interaction and the subsequent service aspects. 

Fassnacht and Koese (2006) define electronic service quality as the capability of e-service 

to meet customer demands effectively and efficiently. 

The topic of electronic service quality has been extensively researched, with significant 

contributions from scholars from various countries. This statement is derived from a 

comprehensive review of 49 scholarly works on the subject matter. Electronic service 

quality research encompasses various domains and incorporates multiple attributes. 

This study evaluates the impact of various e-service quality attributes, such as 

responsiveness, dependability, and website design, on overall service quality (Table 1). 

Table 1: Statistics on the Number of Related Dimensions. 

Dimensions No. 

Web Design 18 

Reliability 23 

Responsiveness 21 

Assurance 4 

Personalization 9 

Source: Proposed By Authors (2023) 

Zeithaml (2002) conducted a comparison between e-service quality and traditional 

service quality. They introduced a revised conceptual model called "E-SERVQUAL" to 

enhance the understanding of e-service quality. Several scholars have modified the 

SERVQUAL scale to suit the e-commerce context (Blut, 2016; Gounaris et al., 2010; 

Parasuraman et al., 2005; Rasheed & Abadi, 2014). Several scholars, including Kim et al. 
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(2006) and Ha and Stoel (2012), utilise the enhanced E-SERVQUAL model. 

Ajzen (2020) states that TPB identifies three factors that impact behavioural intention. 

Sentosa and Mat (2012) posited that attitudes towards the target behaviour, subjective 

norms, and perceived behavioural control influence behavioural intentions and online 

purchasing behaviours. The TPB is a research tool used to evaluate individuals' attitudes 

towards their intention to engage in a specific behaviour. It has also been shown to be 

associated with actual behaviour. Kumar et al. (2019) observed that research on global 

online clothing purchasing is fragmented, with a greater emphasis on studies conducted 

by American scholars (Ha & Stoel, 2012; Kim, 2007; Kim & Stoel, 2004; Seock, 2003; Tahir, 

2013; Warrington, 2002). Chinese scholars have conducted limited research on online 

clothing retailing, particularly in relation to the Chinese clothing market. 

The components of this study are defined by consulting past literature and merging the 

key hypotheses of those studies with this research. This study provides a conceptual 

framework for comprehending consumer behavioural intentions in the apparel industry 

by integrating E-SERVQUAL (Zeithaml et al., 2000) and TPB (Ajzen, 1991) (Figure 2). 

 
Figure 2: Conceptual Framework. 

Web Design, Reliability, Responsiveness, and Overall Service Quality 

Prior studies have closely examined the impact of website design on service quality. Lee 

and Lin (2005) and Blut (2016) found that customer perceptions of e-service quality are 

influenced by their perceptions of website design. 

Parasuraman et al. (1985); Parasuraman et al. (1988) identified five aspects, including 

reliability. According to Lee and Lin (2005), reliability is a significant factor in online 

shopping that influences purchase intention, overall customer satisfaction, and service 

quality. Zhu et al. (2002) found a direct and positive relationship between the reliability 

dimension and customer satisfaction with electronic banking systems and perceived 

service quality. 

In addition, promptly responding to customer requests not only demonstrates goodwill 

on the part of online stores, but also helps to decrease uncertainty (Gummerus et al., 

2004). Loonam and O'loughlin (2008) and Nusair and Kandampully (2008) found that 
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responsiveness is a crucial factor in this context. Lee and Lin (2005) found that the 

responsiveness of online retailers is a primary factor and driver of overall service quality. 

This results in the proposal of the following three hypotheses: 

H1: Overall service quality is positively impacted by website design. 

H2: Overall service quality is positively and significantly impacted by reliability. 

H3: The general quality of services is positively and significantly impacted by 

responsiveness. 

Overall Service Quality and Customer Satisfaction 

According to Gounaris et al. (2010), excellent services result in satisfied customers. 

Ribbink et al. (2004) argued that delivering high-quality e-commerce services results in 

immediate customer satisfaction. Tzavlopoulos et al. (2019) and Jun et al. (2004) observed 

a significant and positive relationship between customer satisfaction and overall service 

quality in their investigation of online retail services. The following is suggested 

considering this: 

H4: Customer satisfaction is positively and significantly impacted by overall service 

quality. 

Customer Satisfaction and Purchase Intention 

According to their research, most researchers believe that customer satisfaction is a 

significant factor in influencing customers' purchase intentions. Dash et al. (2021) 

demonstrated a significant and positive correlation between these two dimensions. 

Client purchase intention in the hotel industry is positively influenced by satisfaction, as 

confirmed by Ali (2016). As a result, this hypothesis is put forth: 

H5: Customer Satisfaction has a positive and significant influence on Purchase Intention. 

Attitude, Subjective Norm, Perceived Behavioural Control and Purchase Intention 

Arvola et al. (2008) demonstrated that moral and emotional attitudes had a significant 

impact on individuals' intentions, as observed using TPB. Rong-Da Liang and Lim (2011) 

discovered that customers' attitudes significantly impact their intentions regarding 

online food consumption. Furthermore, it is probable that this will have an impact on the 

personal behaviour of individuals, leading to a higher level of purchase intention for 

specialty foods. Mosunmola et al. (2018) claim that customers' shopping attitude in the 

online shopping environment has a significant and positive impact on their shopping 

intentions. 

Bhattacherjee (2000) found a strong correlation between behavioural goals and subjective 

norms. Subjective norms refer to the influence of others on consumers' purchase 

intentions (Chen et al., 2020). O’Connor and White (2010) examined the impact of vitamin 
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supplementation and functional foods on consumer behaviour in Australia. Their 

findings indicate that subjective standards have a significant influence on consumers' 

behavioural intentions. 

To this end, we propose the following hypotheses: 

H6: Purchase Intention is positively and significantly impacted by attitude. 

H7: Purchase Intention is positively and significantly impacted by subjective norm. 

H8: Purchase Intention is positively and significantly impacted by perceived behavioural 

control. 

Mediating Relationship and Regulating Relationship 

As per Gounaris et al. (2010), the study found that consumer satisfaction is influenced by 

e-satisfaction and the quality of service. This suggests that the quality of service has a 

positive impact on satisfaction. In a study conducted by Chandra and Wirapraja (2020), 

a purposive sampling technique was employed to survey 130 respondents. The findings 

revealed a significant impact of application usability and service quality on the purchase 

intention of GoFood consumers, which was mediated by customer satisfaction. In a 

study conducted by Kalia et al. (2016), they discovered a strong link between the quality 

of online service and future purchase intention, which ultimately resulted in high levels 

of online consumer satisfaction. The study was based on an online survey that gathered 

responses from 308 participants in India. 

According to Hu and Jasper (2004), men tend to engage in utilitarian shopping, whereas 

women tend to prioritise hedonic shopping. As noted by Hasan (2010), there is a notable 

difference between women and men in terms of cognitive beliefs, particularly in their 

valuation of internet convenience. Women tend to place a higher value on internet 

convenience compared to men. Kim et al. (2021) examined 455 participants in the Korean 

market to explore the impact of mental imagery on customer satisfaction and 

behavioural intentions. The study also considered gender differences as moderators. 

Flavián et al. (2011) found that gender moderated the relationship between users' 

satisfaction with a website and their intentions to make online purchases. This was 

observed in their analysis of the impact of different visual representations of online 

products. Therefore, this causal link is proposed: 

H9: The link between purchase intention and overall service quality is mediated by 

customer satisfaction. 

H10: When comparing the effect of customer satisfaction on purchase intention, it is 

more likely to be positive and substantial for women than for men. 

Methodology 

This study utilised commonly used quantitative methods, as seen in previous studies 

(Jiang et al., 2023; Wider & Wider, 2023). This study utilises a predetermined group of 
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respondents as its research sample, who are required to meet specific criteria and provide 

the necessary data for the study. Respondents were screened to ensure the recollection of 

their previous experience with the online clothing retailer. The study focused on 

respondents from mainland China who had engaged in online shopping with clothing 

retailers within the past six months. According to the China Internet Network 

Information Centre (CNNIC, 2022), individuals between the ages of 20 and 49 constitute 

the largest segment of Internet users in China, representing 55.6% of the total. Thus, this 

study solely targets this specific group of customers. Their online shopping capabilities 

are robust. The study focuses on individuals aged 20-49 years old residing in mainland 

China, encompassing both men and women. 

The study employed a questionnaire to assess the efficacy of the model. The data was 

collected using the WeChat app "Questionnaire Star" and an online survey shared on 

multiple social media platforms. Participants scanned a QR code to access a 

questionnaire app and answer the questions. The respondents were asked about their 

visits to the online store in the past six months. 

The five measurements of overall quality of service adopted by Wang et al. (2004) and 

Rita et al. (2019) were utilized. Operationalization of e-service quality were based on the 

suggestions by Zeithaml et al. (2000). The five measurement items of Website Design 

were adapted from the measurement adopted by Ha and Stoel (2012). The five 

measurement items of Reliability and Responsiveness were adapted from the 

measurement used by Lee and Lin (2005). Based on the TPB model, the three 

independent variables were referred to as the reflective-formative type. The customer 

satisfaction measurement scale and purchase intention were based on existing works 

from Liu et al. (2008), and Hu et al. (2016). 

This study employed a modelling technique in the Smart PLS programme to evaluate 

the precision and reliability of the measurements. The study achieved an acceptable level 

of internal consistency, as indicated by a Cronbach's alpha value of 0.7 (Ingenhoff & 

Buhmann, 2016). Gefen et al. (2000) suggest that a composite reliability (CR) value 

exceeding 0.70 is deemed suitable for confirmatory research. Convergent validity is 

considered significant when values are above 0.70, and factor loadings are considered 

acceptable if they exceed 0.50 (Bagozzi & Yi, 1988). The factor loading estimates obtained 

from PLS testing were all found to be greater than 0.50 in this investigation. A score of 0.5 

is considered acceptable for the AVE, while values above 0.7 are considered highly 

favourable. The data indicates that all the constructs examined in this study had an 

Average Variance Extracted (AVE) greater than 0.50, with values ranging from 0.520 to 

0.701. Hence, the constructs in this study can be employed to evaluate the structural 

model. 

Fornell and Larcker (1981) defined discriminant validity as the situation where a latent 

variable shows more variation in relation to its associated indicator variables compared 

to other constructs in the same model. The AVE values in this study meet the required 
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criteria. The second technique is referred to as cross-loading. Chin (1998) states that cross-

loadings should be smaller than the loading of each indicator. The data indicates that all 

cross-loadings in the study are smaller than each indication loading, as shown in bold. 

The third technique used was HTMT. Kline (2011) suggests that there may be a potential 

issue with discriminant validity if the HTMT value exceeds 0.85 or if the value for Gold 

et al. (2001) reaches 0.90. The values were below the specified levels. 

Data analysis 

The purpose of this evaluation process is to assess the effectiveness of the established 

model in predicting one or more variables (Hair et al., 2017). It also aims to determine the 

validity and reliability of the model, to enhance its utility in subsequent analysis and 

decision-making. 

Evaluating collinearity issues is the initial step in analysing structural models. Prior to 

evaluating the structural relationships, it is important to check for collinearity to ensure 

unbiased results in the regression analysis (Hair et al., 2019). The collinearity of the 

structural model can be assessed by calculating the VIF value. Diamantopoulos and 

Siguaw (2006) found that the VIF measurement threshold is 3.3. The VIF value is ideally 

recommended to be around 3 or lower. The internal VIF values of all structures in this 

study range from 1.000 to 2.081, which is below the threshold of 3.3. 

This study formulated 10 hypotheses and employed the Smart PLS 4.0.9.5 bootstrap 

function to calculate t values for all paths and assess their significance. The critical values 

for one-tailed tests at significance levels of 1% (α = 0.01), 5% (α = 0.05), and 10% (α = 0.1) 

are 2.33, 1.65, and 1.28, respectively (Hair et al., 2016). The researchers noted that the route 

coefficient generally ranges from -1 to +1. The PLS testing results, as shown in Table 4, 

indicate that the values ranging from -0.027 to 0.576 fall within the range of -1 to +1. 

The accuracy of this research model will be evaluated by testing the coefficient of 

determination R2. Hair et al. (2017) state that the R2 value should range from 0 to 1, with 

higher values indicating greater prediction accuracy. The R2 coefficient and 

corresponding numerical results meet the required values. The effect sizes (f2) are all 

within acceptable limits. 

Ultimately, the predictive relevance (Q2) is assessed. Hair et al. (2017) suggested 

employing the blindfolding algorithm to assess the Q2 value for evaluating the predictive 

validity of the model. Hair et al. (2019) found that Q2 is positive, indicating that the model 

has satisfactory predictive relevance according to their study. 

Results 

The responsiveness moderately affects the overall quality of the services. The overall 

service quality significantly affected customer satisfaction. The influence of attitude and 
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perceived behavioural control on customers' purchase intentions was minimal. 

Customer satisfaction moderately influenced customer purchase intention. Subjective 

norms do not have the ability to predict customer purchase intention. 

The predicted correlation value of Q2 was 0.339, indicating predictive relevance. A value 

of 0.210 represented a 50.3% variation in purchase intention, while a value of 0.278 

represented a 33.2% variation in customer satisfaction. The overall variation in quality of 

service was estimated to be 41.3% according to the conceptual model (Figure 3). 

 

Website Design (β =0.121; p < 0.01), Reliability (β =0.136; p < 0.01), Responsiveness (β 

=0.471; p < 0.01), Overall Service Quality (β =0.576; p < 0.01), Attitude (β =0.146; p < 0.01), 

Perceived Behavioural Control (β =0.198; p < 0.01), and Customer Satisfaction (β =0.471; 

p < 0.01) hypotheses are statistically significant. Nevertheless, no statistical significance 

was observed in Subjective Norm (β =0.027; p>0.10). Hence, although H7 failed to support 

the Purchase Intention, hypotheses H1, H2, H3, H4, H5, H6, H8 were supported. 

As stated by Preacher and Hayes (2008), a method to assess the validity of an indirect 

effect is by examining whether the upper and lower confidence intervals are equal to 

zero. According to the findings, it is evident that Customer Satisfaction has a 

noteworthy and favourable indirect impact on both Overall Service Quality and 

Purchase Intention, β=0.271, t=9.009, p<0.01. Since the result is non-zero between the 

lower and upper confidence intervals, H9 is supported. In addition, in H10, the 

moderating effect of gender on the relationship between Customer Satisfaction and 

Purchase Intention is β=0.043, t=0.528, p>0.1 and the moderating effect does not exist. 

Therefore, H10 is not supported. 

Discussion 

Previous studies have shown that e-service quality is utilised in various countries and 

industries, and the effectiveness of TPB in behavioural interventions has been confirmed. 

TPB offers a diverse array of choices for strategizing and implementing interventions 

(Steinmetz et al., 2016). 

This study suggests that factors such as website design, responsiveness, and reliability 
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have a positive impact on overall service quality. Therefore, it is crucial for an online 

apparel store to prioritise these aspects and seek out advancements in electronic service 

quality that can enhance its business. The responsiveness of the service has the greatest 

impact on its overall quality, followed closely by reliability and website design. 

Therefore, in today's fast-paced era in China, customers highly value responsiveness 

when it comes to online clothing stores. In a study conducted by Jun et al. (2004), it was 

suggested that responsiveness plays a crucial role in determining the quality of electronic 

services. This finding aligns with the results of the present study. The importance of 

reliability and website design should not be overlooked, even though they may have a 

lesser impact on the overall quality of the service. Website design plays a crucial role in 

shaping the user's visual experience, while reliability is key in building trust and ensuring 

satisfaction. Therefore, it is crucial for retailers to allocate adequate resources and exert 

considerable efforts towards enhancing website design and ensuring website reliability. 

The study revealed that the Overall Service Quality had a significantly positive impact 

on Customer Satisfaction. It appears that the online clothing store has the potential to 

enhance customer satisfaction and perceived value by enhancing the quality of their 

services. In today's highly competitive online apparel retail industry in China's electronic 

market, it is essential to offer top-notch services to attract and retain customers. 

Customer satisfaction plays a significant role in influencing purchase intention, while 

perceived behavioural control and attitude also contribute positively, albeit to a lesser 

extent. Interestingly, Subjective Norm did not have an impact on Purchase Intention. 

Overall service quality also plays a role in influencing purchase intention, although the 

impact of this relationship is somewhat affected by customer satisfaction. 

Customer satisfaction had a moderate and positive effect on purchase intention. 

In addition to its small size, the study revealed a positive impact of attitude on purchase 

intention. Consumers were more inclined to make a purchase or choose a specific 

product or brand if they held a favourable perception of it. Thus, it is crucial for online 

apparel retailers to actively promote the brand and image of their products to enhance 

customer attitudes. 

Customers are more likely to consider purchasing a product if they believe they have the 

means to afford it and enough resources to support their decision. However, the impact 

of perceived behavioural control on purchase intention was only slightly and positively 

significant. Thus, online clothing retailers can enhance customers' perceived behavioural 

control by offering flexible payment methods and convenient return policies. 

Subjective Norm does not appear to influence purchase intention in this study. Perhaps 

in an online shopping setting, customers' choices are primarily shaped by factors tied to 

the product itself, rather than external influences or social pressures. However, in certain 

situations, like on social e-commerce platforms, subjective norms can still have an impact 
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on the intention to purchase. 

The overall quality of service also has a positive impact on the intention to make a 

purchase. However, this impact is influenced by the level of customer satisfaction. 

Providing top-notch services can enhance customer satisfaction, leading to a greater 

inclination to make purchases. Thus, it is crucial for online clothing retailers to prioritise 

delivering exceptional service, encompassing prompt shipping, effective customer 

support, user-friendly websites, and appealing product descriptions. 

Previous research suggests that the impact of female customers on purchase intention 

may exceed that of male customers. When it comes to consumption behaviour, women 

tend to prioritise emotion and experience, while men tend to focus more on the 

practicality and functionality of products. Nevertheless, in this study, the effect of this 

distinction is minimal. In China's e-commerce market, both women and men are 

increasingly aligning their preferences in the online garment industry, as the impact of 

customer satisfaction on purchase decisions is diminishing. However, this distinction 

may still be present in other areas of study. Thus, the resolution of this matter hinges on 

various domains of consumption and different scenarios of consumption. 

Conclusion 

This study examines the purchase intentions of customers in the online apparel retail 

industry through empirical research. This analysis is a research study that aims to 

identify the e-service quality qualities in China's online clothes retail market by using the 

TPB model. The study adopts the E-SERVQUAL paradigm and takes an exploratory 

approach. Factors that impact customers' purchasing intentions from a psychological 

perspective. This study utilises a model that integrates the E-SERVQUAL model and 

TPB, enabling a more comprehensive prediction of customer purchase intentions. The 

results will contribute to a deeper understanding of the significance of customer 

purchase intentions in the Chinese electronic apparel market. The findings of the study 

reveal that in the Chinese electronic clothing market, customers' attitudes and perceived 

behavioural control significantly influence their purchase intentions. Additionally, the 

responsiveness, dependability, and design of the website also play a role in shaping these 

intentions, albeit indirectly. 

In the future, it would be beneficial to direct research towards addressing the various 

limitations of this study. Only customers with prior experience using Chinese online 

clothing retail websites were included in the study sample. The findings may have 

limited generalizability. Additionally, this study focused exclusively on analysing the e-

commerce market within the online clothing sector in China. It is important to note that 

the measurement method employed may not be applicable for evaluating other 

industries or sectors. The measurements would need to be modified in the context of 

other industries. Lastly, this research primarily focused on investigating the direct effects 

of each variable. However, future studies could explore the potential moderating effects 
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