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Abstract The development of the Internet of Things led to new services that did not exist before. This
required a change to the existing network. This study aims to verify the service quality, satisfaction,
repurchase intention relationship, and the moderating effect of online reviews of Chinese consumers
using fashion shopping malls. The results of the study showed that from the perspective of consumers
in their 20s and 30s in China, the type, reliability, convenience, and interaction of service quality had
a positive effect on customer satisfaction and repurchase intention. In addition, negative reviews among
online reviews had a great influence on repurchase intention. Based on the results of the study, it will
help improve the effect on online product reviews and in-depth understanding of the acceptance of
online product reviews for online fashion shopping malls, and establish strategies for fashion companies

to effectively manage online product reviews information.
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(Table 1) demographic characteristics
index n.p %
male 146 43.8
sex
fena 187 56.2
~3000RMB 22 6.61
3000~6000RMB 96 28.83
income 6000~10000RMB 134 40.24
10000~15000RMB 65 19.62
15000RMB ~ 16 4.8

A ~500RMB 50 45.02

verage

monthly 500~1000RMB 123 36.94

purchase of 1000~1500RMB 106 31.83

fashion 1500~2000RMB 39 11.87
products

2000RMB ~ 15 45

5 or more week 29 8.71

Number of Tweek 3~4 107 32.13

internet Tweek 1~2 124 37.24

fashion

shopping 2week 1~2 39 7N

month 1~2 34 10.21

%1RMB=190(20224 5¢ Hrt &87|F)

?} ar1max9J7ﬂT% AA] 0}01 2
Q AYAE E}Tsio}oq AR 89l E B8l AREt
(Eigenvalue)o] 10141 ATRS QRloz XEsiqirt.
2 A B Ao 183= 2.823(8FA), 2.912(41

FA), 2.167(H9A), 1.706(Z&-L4), 2.176(FH),
2215 9), 2.624(FAF AR, 2.127(F
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(Table 2) Correlation Analysis

vari-

AV | SD | Tan | Re | Con | Int | Sat | Ri RE1 | RE2
able

Tan |5.649|0.806| 1

Re [5.5627|0.835(0.681** 1

Con |5.718|0.810(0.6940.501% 1

Int 15.220|1.010(0.497**/0.662*%(0.470% 1

Sat [5.552|0.800 [0.670**|0.756"*(0.722**|0.635" 1

Rl 5.6360.818]0.716**0.690"(0.781**|0.537**|0.836** 1

RET |5.134|1.074|0.382**|0.655"*{0.387**|0.726**/0.593*(0.438"| 1

RE2 |5.4390.929|0.551*|0.457**|0.569"*|0.501**|0.531**0.645**|0.438**| 1

* p€0.05 ** p¢0.001
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(Table 3) Verification of the Influence Relationship
between Service Quality and Satisfaction
of On-line Fashion Shopping Mall

unnormalized c
DV v coefficient t VIF SF
B SE  BETA

constant 257 .189 - 1.361 - 0.000
Tan "
(ho) M9 043 15 349 2154 0006
S Re 317 043 321 7456 2152 0.000%
a (-2 : : : : :
t
Con 354 042 37 8394 2246 0.000%
H1-3) - : : : : :
Inter .
(o 131 032 165 4132 1847 0.000

R=0.847, R*=0.717, Adjusted R*=0.714, F=207.7147, D.W=2.032

* 5(0.05 ** p¢0.001

(Table 4) Verification of the relationship between
satisfaction and repurchase intention

unnormalized
NC

DV WV coefficient t VIF SF
B SE BETA
constant 0.888  0.173 - 5127 - 0.000
RI (SHazt) 0.855  0.031 0.836  27.690 1.000 0.000**

R=0.836, R*=0698, Adjusted R*=0.698, F=766.711, D.W=1.995

* p€0.05 ** p¢0.001

(Table 5) Positive reviews verify the moderating
effect between satisfaction and
repurchase intention

oV v model 1 model 2 model 3
B t B t B t
constant  5.636 228.480 5.636 230.149 5.623  222.285
Sat 865 27.690 .910 23.885 .917 23.564
RE2 -.069 -2.419 .073 -2.529
Sat *RE 2 .025 .930
RI R? .698 704 704
Adjusted R? .698 702 702
AR? .698 .005 .001
F 766.717 391.906 261.452
AF 766.717 5.853 .865

* 5(0.05 ** p¢0.001
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(Table 6) Negative reviews verify the moderating

effect between satisfaction and
repurchase intention
oV v model 1 model 2 model 3
B t B t B t
constant  5.636 228480 5.636 233.722 5.623 222.285
Sat 855 27.690 779 21.862 .036 23.564
RE1 124 4045  .031  -2.529
Sat *RE 1 .028 .930
RI R? .698 713 717
Adjusted R? .698 AN 714
AR? .698 .014 .004
F 766.717 409.328 277.427
AF 766.717 16.360 4.627
* 5(0.05 ** p(0.001
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