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Abstract

As multiple channel purchasing has been accepted by consumers, it showed the trend
that consumers may shopping from these channels (e.g., catalog, mail-order, TV shopping,
on-line shopping, etc.). In this context, online consumers may make purchase directly from
the Internet for its convenience, easy and flexibility with price. Thus, the aim of this
research is to examine the relationships among “perceived quality”, “information quality”,
“system quality”, “service quality”, “customer satisfaction”, and “customer loyalty”. Data
were collected from the experienced pre-purchasing consumers to examine their
relationships. The results showed that the four antecedents had significant positive effects
on customer satisfaction, in turn, customer satisfaction was also found to have a positive
impact on customer loyalty.

Keywords: Online customer satisfaction, online customer royalty, online buying, perceived
product quality
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