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Abstract Rapid developments in digital technology are expanding online markets at home and abroad.
This study was performed to verify that customer satisfaction affects repurchase decision-making and
to clarify structural relationships based on data obtained by surveying Mongolian consumers about
online shopping mall satisfaction factors. 210 completed questionnaires were collected from online
shopping mall consumers, and 154 were analyzed using SPSS 22.0. Analysis showed that online shopping
mall satisfaction, convenience, delivery service, and postal service significantly affected repurchase
decision-making, but transaction safety had no significant effect. The results of this study are meaningful
for online shopping mall companies considering involvement in overseas markets or seeking to improve
competitiveness in existing markets. In addition, the results of this study could be used to improve
services and establish marketing strategies tailored to the needs and preferences of Mongolian
consumers. Furthermore, the study shows that factor analysis and models that consider consumer

characteristics can be used to separate market factors and the impacts of consumer repurchases.
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Table 1. General characteristics of the sample
Type of respondent Frequency Percentage
Male 40 26
Gender
Female 114 74

153

Under 20 8 5.2
21-30 97 63
Age 31-40 38 24.7
41-50 10 6.5
50 older 1 0.6
High school 12 7.8
Academic Junior college 2 1.3
Ability University 137 89
Other 3 1.9
Public officials 17 11
Office workers 29 18.8
Self-employed 14 9.1
Occupation
Students 75 48.7
Unemployed 6 3.9
Others 13 8.4
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Table 2. Reliability Analysis

. Number of | Cronbach's
Constituent factors Questions Alpha
Convenience 5 0.877
Online Transaction Safety 5 0.881
Shopping Mall - -

Characters Delivery Service 4 0.891
After-sales Service 4 0.883
Customer Satisfaction 5 0.875
Repurchase Intention 4 0.895
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Table 3. Discriminant Validation Results
2 3 4 5 6 7
Convenience | 0.870
Transaction 0.705 | 0.861
Safety
Delivery Service| 0.594 | 0.658 | 0.866
Aftersales | 405 | 0.592 | 0.548 | 0.795
Service
Customer | )56 10382 | 0.545 | 0.461 | 0.769
Satisfaction
Repurchase | 611 | 0,674 | 0.711 | 0588 | 0.490 | 0.777
Intention

HE3TL 8RA-A A= Table 49+ Zo] E5 0.60143°]

P23 0.813
P24 0.878
sﬁﬁiﬁ;’ﬂﬁn P25 0.897 0.769
P26 0.805
P27 0.827
P28 0.862
Repurchase P29 0.683 0.777
Intention P30 0.742
P31 0.876
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Table 5. Hypothesis test results

Hypothesis B S.E. |T-Value | P-Value | Result
a, AVE7]' 0.5 O]/Ko]—obj—E 7H1§1—ﬂ| QQE’E‘ :EE‘]%E} H1: Convenience
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Information
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Table 4. Confirmatory Factor Analysis Service .
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Factor Item St. Est AVE Information
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Service cc
P6 0.810 — Satisfaction 0.232 | 0.055 | 4.255 0.000 Adopt
Convenience p7 0.747 0.870 Information
P8 0.684 Meatstacion.
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P10 0.856 Intention
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Table 6. Comparative Analysis by Age

Age P-Value S.E.

10-19 0.390 1.174

20-29 0.375 0.837

Convenience 30-39 0.380 0.687

40-49 0.360 0.974

50-59 0.370 0.789

10-19 0.352 1.257

20-29 0.400 0.908

Transaction Safety 30-39 0.304 0.873

40-49 0.300 0.958

50-59 0.404 0.879

10-19 0.945 1.032

20-29 0.906 0.958

Delivery Service 30-39 0.936 0.692

40-49 0.956 0.936

50-59 0.952 0.678

10-19 0.412 1.391

20-29 0.405 1.043

After-sales Service 30-39 0.438 0.920

40-49 0.437 1.477

50-59 0.478 0.789

10-19 0.800 0.999

20-29 0.712 0.802

Customer Satisfaction 30-39 0.735 0.723

40-49 0.752 1.262

50-59 0.676 0.825

10-19 0.557 0.481

20-29 0.547 0.926

Repurchase Intention 30-39 0.589 0.941

40-49 0.560 0.874

50-59 0.527 0.784
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