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Abstract: The competition in the online shopping industry is becoming intense. Compared with creating new customers,
improving customer stickiness and repurchase intention is more important for the long-term development of E-commerce
enterprises. At the same time, with the development of information technology, e-commerce platforms have more multiple
channels to communicate with consumers timely. Thus, Integrated Marketing Communication, which is a more effective
marketing strategy to E-commerce platform, obtained more attention. The aim of this paper was to clarify the path of Integrated
Marketing Communications influence on online customer’s repurchase intention. We collected data by taking 514 questionnaires
of e-commerce users who have experience of online shopping in China. This paper used SPSS22.0 and AMOS24.0 data
processing software to study the relationship between Integrated Marketing Communications (IMC), and customer satisfaction
and online customer’s repurchase intention. The mechanism by which IMC worked in the relationship was also explored. The
results showed that IMC has a significant positive effect on customer satisfaction, which has a significant positive effect on
online customer’s repurchase intention. Additionally, compared with the negative direct regulation, IMC positively regulates
online customer’s repurchase intention by improving online customer satisfaction experience indirectly. The online consumer
satisfaction experience plays a significant mediating role of IMC and online customer’s repurchase intention. This analysis is
significant. It not only confirms the positive role of IMC in the field of E-commerce in China to increase customer’s repurchase
intention but also has a more comprehensive and accurate analysis of the path mechanism.

Keywords: Chinese E-commerce Websites, Customer Satisfaction, E-commerce Platform,
Integrated Marketing Communications (IMC), Online Customer's Repurchase Intention, Relationship Quality

Jingdong and Pinduoduo in China reached 4.82 trillion, 1.68
trillion and 471.6 billion respectively in 2018. Meanwhile,
the development of social e-commerce shows rapid growth.
In 2018, the scale of social e-commerce is 1.14 trillion yuan,
and it is expected to reach 3 trillion yuan by 2020, accounting
for about 31% of the Chinese online retail market. However,
customers become more familiar with the target products as
the rapid growth of e-commerce and brand endorsement ability
are more valued by users. It can be concluded that the quality
of products and service experience will receive more attention
in the future. The form and quality of products and services on
each platform are convergent because of the continuous

1. Introduction

Since the Internet appeared in China in 1996, B2C
e-commerce transactions have showed a blowout-growth.
From 2014 to 2018, the development speed of mobile
e-commerce platforms entered an ‘outbreak period’, with a
total transaction volume exceeding 35 trillion yuan at an
annualised growth rates of more than 25% [83]. Specific to
e-commerce platform, according to the 2020-2025 China
Mobile E-commerce Industry Market Analysis and Forecast
Research Report released by China Zhiyan Consulting, the
transaction scale of top three e-commerce giants: Alibaba,
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development of the e-commerce platform itself [88]. The price
war also resulted in the shrinking of platform profits.
According to the data, profits would be generated by ordinary
customers who shop online for at least four times. Therefore,
how to promote re-consumption, to increase customer
willingness to repurchase, to improve customer viscosity, and
to provide individualization products and services become the
key to the future competition of e-commerce platforms [52].

The theory of Integrated Marketing Communications (IMC)
appeared in the late 1970s, which was discovered by enterprises
to integrate advertising, public relations, and other promotional
means to improve marketing effect significantly. Kotler defined
IMC from the perspective of the enterprises, and believed that
IMC is the integration and coordination of a company’s various
communication channels which can deliver clear, consistent and
convincing information of the company and its products [47].
Coming into the 21st century, the concept focusing on IMC has
moved to customer oriented. From this point of view, it is
believed that there are many kinds of contact points between
enterprises and customers, which has improved the enterprise
marketing effect [48]. Guided by customer needs and market
changes, IMC adjusted and integrated with the ever-changing
world to achieve the best marketing effect [46]. The theory
updated itself constantly with the continuous development of
e-commerce. The mainstream view of the IMC theory was
transferred from integrating all marketing tools to deliver a
“consistent voice”, which is spreading a consistent brand
positioning and brand image to customers. Then, the scope of
IMC jumped out of the confines of enterprises and rosed to be a
kind of strategy. In this period, all stakeholders’ resources were
integrated to deliver “a consistent voice” to customers. It is
considered that the Internet was the best medium for the
realization of IMC [35]. According to Shin’s opinion,
stakeholders only involve online retailers, online customers, and
logistics enterprises in E-platform, which give full play to IMC
advantages. Kim and Ganguly pointed out that the key advantage
of the Internet is interactive potential, which plays a positive role
in e-commerce [45]. However, because of the high inclusiveness
of IMC and the shortage of internal indicators to measure the
effectiveness of marketing communications, it is difficult to
judge the effectiveness of this marketing strategy [72]. For
another, the research of the conversion from IMC to the
customer’s repurchase intention is insufficient. In the study on
repurchase intention, it is found that high quality of e-commerce
services will promote the repurchase behavior of customers [58].
Intention to repurchase is a relatively reliable predictive criterion
for customer’s final purchasing behavior [41]. Therefore, the
relationship between IMC and customer’s repurchase intention
remains to be clarified, especially in the context of B2C
e-commerce. The results of exploring related issues are still
relatively small, so this study helps to clarify the path of IMC
influence on customers repurchase intention.

In this study, IMC is defined as outside-in,
customer-oriented, delivering consistent information to
customers, enabling them to obtain a consistent experience
and establishing a good mutually beneficial relationship. The
idea of IMC is to take customer demand as the starting point,

coordinate and integrate resources, and achieve marketing
goals by forming a healthy and long-term mutually beneficial
relationship with customers [54]. Therefore, delivering a
comprehensive customer experience to customers with IMC
was the ultimate goal based on customer perspective. Hall
pointed out that marketing communication can enhance the
effect of the customer experience in any different stages [27].
It was believed that customer are looking forward to receiving
sufficient reasons to purchase before actually product
experience occurred [80]. In the experience stage, marketing
information added more value and meaning to the product.
After experiencing the product, customers will summarize the
marketing information they acquired in language, sight, and
hearing. All in all, IMC maximizes customer’s overall
consumption experience of product brands in each stage of
experience, thus increasing customer’s repurchase intention.
Therefore, this paper assumes that IMC has a positive impact
on customer satisfaction with online consumption experience,
which has a positive impact on customer’s repurchase
intention.

This study explores the impact of IMC on customer’s
repurchase intention and whether the degree of customer’s
satisfaction plays an intermediary role between the
e-commerce platform and customers. This research mainly
has the following contributions. First of all, previous studies
mostly used qualitative research methods, such as expert
interviews, in-depth interviews, small seminars, etc., to
investigate the implementation and performance of IMC
strategies, but the relationship between IMC and customer
relationship quality was rarely discussed. Therefore, based on
the perspective of online customers, this study integrates
IMC, E-commerce platform and customer’s repurchase
intention into the same research framework, and adopts the
empirical method based on quantitative research to study the
IMC path of customer’s repurchase intention systematically.
On the basis of guaranteeing the systematisms and
completeness of the research conclusions, it plays a certain
supplementary role to the related theories. Second, through
the review and research of relationship quality, this study
believes that customers online consumption experience
satisfaction will have a certain impact on customer’s
repurchase intention. Therefore, this study takes satisfaction
as mediating variable between IMC and customer’s
repurchase intention so as to clarify the path that IMC plays.

2. Literature Review and Hypothesis

Integrated Marketing Communications and customer
satisfaction

Integrated Marketing Communications (IMC) is a more
effective marketing tool in the digital marketing environment,
which positively affects customer’s re-purchasing decisions
[63, 66, 75]. IMC is different from traditional marketing tools.
The focus of IMC is not on the target turnover or target profit
of the company but on the main targets of stakeholders [62, 19,
15, 23, 71]. IMC builds its own image by influencing and
controlling resources, which in turn affects customer’s
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psychological perception [16].

Taking the brand of “Beijing Huangtaiji Jianbing” as an
example, which was founded in 2012 and gained a huge
success with the brand channel integration. The founder
worked in Baidu, Google, and other Internet platforms
successively and had no experience in catering. The founder
took E-platform as the only sales channel and achieved an
annual turnover of 5 million yuan only in 10 months. The
reasons lay in the fact that IMC effectively integrated relative
topics in a variety of Internet platforms such as Weibo space
etc. New media and traditional media fully integrated all kinds
of online sales channels to form a consistent impression
“Huang Taiji” brand, thus leading to achieving customer
satisfaction and repurchase intention for promotion [78]. It
can be conclude that consistent voice from the Internet create a
stronger image in consumers’ purchasing experience than a
message that delivers not highly consistent information. We
can further conclude that the customers will generate a strong
repurchase intention when they gains a consistent message
through different communication tools [18, 43, 51].

At the same time, IMC tools can also provide customers
with more comprehensive information, which can spread the
value of products to customers preferably and improve the
efficiency of sustainable use [70]. Through the IMC, customer
experience achieved a positive effect. Customer experience
was defined as a “journey” with the enterprise, which spans
multiple contact points in its purchase cycle [81]. It is based
on these contact points that IMC has a positive impact on
customer’s repurchase. Spreading a comprehensive buying
experience to customers is a main function of the IMC [80].

Furthermore, the concept of IMC takes customer needs as
the starting point for coordinating and integrating resources
and functions and achieving marketing goals by forming a
healthy long-term mutually beneficial relationship with
customers [28]. Relevant scholars believe that relationship
quality is the degree to which companies meet customer
needs, and products or services that meet customer needs are
necessary conditions for improving relationship quality [84].
The connotation of IMC theory has shown that there is a
close relationship between IMC and customer relationship
quality.

In addition, From a customer perspective, IMC has a
significant positive impact on brand loyalty, customer
perception, and brand imagination in the service industry
(such as the hotel industry) [2]. This process of cognition and
experience of services or brands is also a learning process for
customers. This learning process can be applied to future
purchases and consumption behaviors in the process of
obtaining consumption. In other words, in the process of
consumption, it not only played a role in purchasing
decisions but also had a guiding significance for future
purchases. Reid explored the relationship between the IMC
process and brand achievements (such as brand awareness,
brand loyalty, and sales) in the context of online audit
services [29]. IMC can influence and control the meanings
linked with the brand, and create and reflect the brand image,

thus influencing the way consumers perceive the product [16].

As brand image is shaped in the consumers' experience
through buying contacts, the consumer links the brand to
both favourable and unfavourable concepts [44]. Additionally,
IMC can create brand meaning in the consumers’ opinions by
strategically linking tangible and intangible brand
associations with certain properties [44]. Israeli reported that
repetition in marketing communications could be a signal of
quality and, moreover, significant in creating and maintaining
customer loyalty [34]. Similarly, Keller suggested that IMC
can stimulate intense and active consumer-brand loyalty by
facilitating a strong contacts between customers and the
brand [44].

Beside, customer will have negative impact on the initial
contacts about the brand if they receive inconsistent
messages [20]. Therefore, from an individual perspective,
one of the most important aims of IMC is to effectively
generate and maintain brand equity through encouragement
and reinforcement of brand relationships with the customers
and prospects [3].

Finally, it is proved that IMC has a significant positive
correlation with brand achievements through empirical
testing. The study had proved the impact of IMC on customer
satisfaction and the relationship between customers to a
certain extent [60].

Based on the positive role of IMC theory in the field of the
customer experience and brand maintenance, this study
proposes the following hypotheses:

Hypothesis 1: IMC has a significant positive impact on
online customer satisfaction.

Customer satisfaction and online customer’s repurchase
intention

Intention to repurchase is a subjective tendency of
customers to consume goods or services of enterprises [24].
When a customer makes a purchase, he expects the item
based on the price he paid to obtain the target item. If this
expectation is finally satisfied, intention to repurchase will
have occurred. At the same time, the more we expect to be
satisfied, the stronger our intention to repurchase will be [12].
E-commerce service quality will directly promote customer
behavior intention [58]. Some studies regard the overall
service quality and customer satisfaction as double
intermediaries. Finally, the empirical analysis shows that the
dimensions, reliability, responsiveness, and trust of website
design will affect the overall service quality and customer
satisfaction. In turn, it is significantly related to customer’s
repeated purchase intention [49]. In addition, relevant scholars
also believe that customer satisfaction can be divided into
transaction satisfaction and cumulative satisfaction. The former
points out that customer satisfaction is related to specific
transaction behaviors, and the latter points out that customer
satisfaction is formed in long-term interactions with enterprises.
This overall evaluation is based on multiple purchases of
products or services [39]. For instance, the atmosphere of
restaurant and service performance constitute the customer’s
dining experience and make the customer feel delighted, relaxed,
and satisfied. The sense of well-being felt at the hotel restaurant
increased their intention to repurchase particularly, which affects
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a customer satisfaction and follow-up behavior, in order that
customers have a higher intention to repurchase [50]. Perceived
value can directly affect customer’s intention to continue to buy.
The higher the perceived value, the stronger intention to
maintain the original product or service will be [86]. In the
context of the explosive growth of e-commerce activities,
system accessibility, security, service speed, and acceptance are
the keys to customer’s perceived utility value, while information
diversity, service speed and acceptability is the key to hedonic
value. Utilitarian and hedonistic values will lead to online
customer satisfaction and significantly promote their intention to
repurchase. These results indicate that customer’s perceptions of
utilitarian and hedonistic values increase their preference for
specific online shopping sites. But the direct relationship
between trust and intention to buy back online has not been
statistically supported. Perceived ease of use positively affects
trust and perceived usefulness, customer confirmation positively
affects perceived usefulness and customer satisfaction, and trust,
perceived usefulness, satisfaction, and perceived enjoyment
positively affect customer’s intention to repurchase [14]. System
quality has a significant impact on hedonism shopping value,
information quality has a significant influence on utilitarian
shopping value, and service quality has a significant influence
on both utilitarian shopping value and hedonic shopping value.
Utilitarian shopping value, customer trust, and customer
satisfaction have a direct positive effect on online customer’s
repurchase intention. Therefore, developing and controlling
high-quality, high-reliability websites is an important issue for
companies to survive, gain competitive advantage, and achieve
long-term success [30]. Based on the above analysis, we propose
the following hypothesis:

Hypothesis 2: There is a significant positive correlation
between customer’s online consumption experience
satisfaction and their intention to purchase again.

3. Mediation of Customer Satisfaction

By reviewing the existing literature on customer
satisfaction and customer’s repurchase intention, this study
finds that customer satisfaction with online consumption
experience usually appears as an intermediary variable in
recent studies and has a significant relationship with most
customer’s repurchase intention. The main difference
between the Internet and other marketing communication lies
in its interactivity [46]. Ivanov pointed out in their study that
the influence of the Internet on IMC theory lies in the fact that
the Internet is the best medium to realize IMC [35].
Meanwhile, It was believed that IMC can improve overall
customer experience and bring online customer satisfaction
[79]. Depending on the timing and the specific cause,
satisfaction can be conceptualized in two aspects, called
cumulative satisfaction (or overall satisfaction) and
transaction-specific satisfaction. The so-called
transaction-specific satisfaction referred to the fact that
satisfaction is generated based on specific service experience
or characteristics of specific service experience. When
consumer satisfaction is based on positive emotions generated

from the accumulated shopping experience in the past, it is
called cumulative satisfaction or overall satisfaction. With the
rapid development of B2C businesses, customer satisfaction
has also shifted to the category of electronic or online
satisfaction.

“Customer use comments” is the main character of
E-commerce, which increases the interaction in customer’s
purchasing behavior and makes customers feel comfortable in
the process of consumption, and produces customer
satisfaction ultimately. The research proved that eWOM
(online comment experience), that is, communication, has a
significant impact on customer’s product attitude and
behavioral intention [32]. Fazio and Zanna believed that
buying attitude is based on the direct experience of the
previous behavior of an object [21]. Compared with the
indirect experience, the attitude formed by direct experience is
more confident and persistent and has a firmer attitude when
in the face of attack. These attitudinal characteristics
contribute to the formation of attitudinal-behavioral
consistency. As a result, a positive evaluation of products and
services can be generated to achieve customer satisfaction. To
some extent, the above researches reveal the driving effect of
customer experience on customer satisfaction. E-commerce
platforms can obtain the feedback data of consumer’s
satisfaction in real-time so as to improve sales behavior,
manage customer experience, and thus improve the comfort
level of customer's online shopping experience. Finally, the
generation of customer’s repurchase intention will be
promoted by improving the level of customer satisfaction.

Therefore, this study believes that through the
implementation of IMC, e-commerce platforms coordinated
kinds of functions and various marketing tools to form a
“consistent voice”, which is conducive to quickly establish a
brand image and improve the relationship between customers
and e-commerce platforms.

The quality of relationships affects the customer’s
intention to repurchase. This study further hypothesized the
following hypothesis.

Hypothesis 3: Onine Customer satisfaction plays a
significant mediating role between IMC and online
customer’s repurchase intention.

IMC and online customer’s repurchase intention

Does IMC has a significant direct impact on online
customer’s repurchase intention? We have a fourth
hypothesis here.

IMC acts on contact points that existed in all aspects of
shopping and thus enable consumers to have a consistent
impression of the brand. Schultz has argued that the brand is the
critical crucial to integrated marketing. The brand, in
increasingly, is the central core of what consumers want and
consider to be wvalue [63]. The objective of brand
communication has been to expose the online customer to a
brand, whereby the effect can be largely maximized in terms of
increased experience and higher satisfaction, so that the online
customer will make a repurchase decision through contact
points indirectly. Any exposure to the brand communication
affects online customer satisfaction which can be measured by
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analyzing variables like brand awareness in terms of recall and
recognition, favorability, strength and uniqueness of the brand
associations in the consumer online experience. These
dimensions affect other characteristics of brand congruity and
relationships among the brand associations in online customer's
experience for building a positive image [57].

For another aspect, the fundamental foundation of IMC is
a consistent voice. This dimension refers to the
communications activities that are intended to generate a
very single positioning of a brand in its target market by
delivering a consistent voice on various communications
channels. This dimension emphasizes a clear and consistent
image by unifying messages and coordinating various
communications channels as one voice concept Nowak and
Phelps’s [55]. The aspect of IMC “continuity” consisting of
two activities—(1) a psychological continuity with an image
or a theme which is used consistently in all types of media
and (2) a physical continuity in which a uniform slogan and
the same trademark are consistently used in all types of
media Sirgy [74]. This dimension of IMC requires the B2C
marketing manager to develop a communications plan for the
target market by strategically coordinating various messages
to project a single image and by carefully unifying the
execution of message delivery on different communications
channels (e.g., advertising, public relations, direct marketing,
sales promotion, etc.). Belch and Belch conceptualized the
IMC as delivering the same voice consistently to the B2C
market through all marketing and promotional activities [8].

Finally, online customer’s repurchase intention will be
promoted. Customer experience occurs at the contact points.
For online customers, the entire shopping trip included the
following several parts: information search and sensory
experience of display pages on online store, interactive
interaction with online retailers, the general trust of online

.....................................
. N
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shopping experience, the experience of online comments,
emotional experience of repurchase and post-purchase, those
links constitute all-round key contact points of the journey [9].
Online customers make it clear that they will not repeat their
purchases if they are not satisfied with any part of the process.
This phenomenon leads us to stimulate that IMC increases the
repurchase intention indirectly based on the contact points of
the shopping journey.

Meanwhile, online customer experience covers five
dimensions: sensory experience, emotional experience, trust
experience, post-purchase experience, and online comment
experience. In terms of sensory experience and emotional
experience, Rose empirically confirmed that sensory and
emotional experience did not have a significant direct impact
on repurchase intention and customer satisfaction played a key
mediating role [61]. Based on the above discussion, this study
further puts forward hypothesis 4:

Hypothesis 4: IMC influences customer satisfaction
through indirect channels to promote the repurchase intention,
rather than directly acting on.

To sum up, we proposed the theory that IMC deliver a
consistent voice to customers through an e-commerce
platform and promote online customer satisfaction from five
aspects, namely, communication tools and channels
consistency, visual consistency, language consistency, brand
image consistency, and long term consistency. Online
customer experience runs through all the key contact points of
the entire online shopping journey. According to the
cognition-emotion-behavior  theory, online customer’s
satisfaction emotion is generated, and indirectly affects
customer’s retention and generates repurchase intention.
Based on the above discussions, the theoretical research
model is established as shown in Figure 1.

Hu

Online Customer

Repurchase Intention

H;

H>

Customer Satistaction

Figure 1. The conceptual model.
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4. Methodology
4.1. Sample and Data Collection

This study mainly focuses on e-commerce users who have an
online shopping experience. 514 questionnaires were obtained
by distributing questionnaires on We-Chat, QQ, and other
online social channels. The survey expanded the scope of
questionnaire  distribution ~ through  the  secondary
communication of relatives and classmates. This study also
expanded the regional diversity of sample data sources to
reduce the possible impact of the same area on answering
questions. This study used SPSS22.0 and AMOS24.0 data
processing software to analyze and count the survey data. The
specific analysis process mainly included descriptive statistical
analysis, reliability and validity test, correlation test, structural
equation model (SEM) path analysis, and Bootstrap
Intermediate effect test method. First of all, the rationality of
this questionnaire was judged by the demographic variables
involved in the survey, and the frequency and proportion of the
variables specially set for this study. Then the reliability and
validity of the items designed by the questionnaire were judged
by the reliability and validity test. Reliability analysis used
Cronbach’a as the criterion. Validity analysis was divided into
exploratory factor analysis (EFA) and confirmatory factor
analysis (CFA). Exploratory factor analysis mainly analyzed
the common factors of questionnaire items and the relevance of
this factor to the corresponding item. Based on exploratory
factor analysis, confirmatory factor analysis was used to
observe the degree of fitting and differentiation of each latent
variable, and determine whether the questionnaire items
reliably express the latent variable. After completing the above
basic analysis of the questionnaire and the model, the Pearson
correlation coefficient was used to detect whether the
correlation between various variables is significant, which is an
important basis for verifying the hypothesis. Finally, structural
equation modeling was used to analyze the path of the
constructed model and verify the hypothesis, and AMOS
software was used to test the mediation effect of the variables
designed by the constructed model.

4.2. Measures

Dependent variable. The dependent variable is the online
customer’s intention to repurchase. In a mobile shopping
environment, the online customer’s repurchase intention
refers to the intention to purchase a specific service or product
more than once through the same channel. The repurchase
intention scale used in this study mainly refers to the scales
studied by scholars [6, 53]. Based on the characteristics of
E-commerce platform customers, 5 measurement items
(R1-R4) are finally modified in Table 1.

Independent variable. The independent variable is IMC.
Likert scale was used in this study to analyze the data.
Respondents were asked to choose a value on a scale of 1-5
(1=1 totally disagree, 5=I totally agree). Previous studies
results on IMC were already very rich. Through the literature

review, we found that although the scales involved in the
measurement of this variable are different, they are more in
line with the definitions and connotation of IMC, which means
spreading a consistent voice to the outside. So in this study, 5
single dimension of IM were made [68]. An improvement on
the previous IMC scale was shown in our study because of the
specifically measurement, and its procedures were more
stringent in methodology. The dimensions are numbered
IMC1-IMCS in table 1.

The IMC dimension measurement Scale was first proposed
by Lee and Park in 2007, mainly focusing on product
perception, image, and customer performance. Accordingly,
Seri¢ proposed that IMC is to provide consistent image ideas
through various communication channels and select the
consistent image from five aspects to measure customer’s
IMC perception. Namely, communication tools and channels
consistency, Visual consistency, language consistency, brand
image consistency, and long term consistency.

Mediating variables. The intermediary variable is customer
satisfaction. In the context of mobile shopping, customer
satisfaction refers to the overall satisfaction that online
customers obtain during the shopping process. This definition
included the connotation of the comparison between actual
and expectations. Therefore, the customer satisfaction scale
used in this study mainly refers to the original scale of
Maxham & Netemeyer and Tsai et al. [53, 80]. The scale of
this study is obtained through translation and sorting. There
are 4 items from SAT1 to SAT4 in Table 1.

Control variables. We controlled the following variables.
First, we controlled for gender by measuring the online
customer's repurchase intention. Second, age was controlled
because young people may face more challenges in facing
difference opportunities in E-commerce website due to their
smaller experience and resource compared to the aged people.
Third, we controlled for online customer’s education because
it may differentially encourage online customer to develop
different choices. Finally, the profession was controlled
because it can be a distinguishing factor for online customer to
make a repurchase decision in Chinese e-commerce website.

5. Data Analysis
5.1. Reliability and Validity

The reliability analysis of each factor is shown in table 1,
which is judged according to the value of Cronbach’s «
coefficient. Cronbach’s o coefficient of each variable is
greater than 0.7. The Cronbach’s a coefficient value of
customer satisfaction and customer’s repurchase wishes
exceeds 0.9, which indicated that, items in the scale are highly
reliable and relevant, and have high internal consistency.
Therefore, the result showed that the design of this
questionnaire was more reasonable and reliable.

The results of the confirmatory factor analysis showed that
the factor loadings for each item were between 0.6270 and
0.9413. The AVE value of each latent variable was greater
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than 0.5 and the CR value was also exceeds 0.5. It can be
founded that the scale of this study has good combination
validity and all indicators meet the standards. At the same time,
the square of the correlation coefficient between each variable

is less than the average variance extraction rate index (AVE)
of the variable, so the variables involved in this scale also have
good discrimination validity.

Table 1. Measurement scales and properties.

Constructs/Measurement items Cronbach's Alpha Standardized loadings CR AVE
MC 0.872 0.8896 0.6270
Comm. Tools and channels consistency 0.460

Visual consistency 0.873

Language consistency 0.897

Brand image consistency 0.790

Long term consistency 0.856

SAT 0.922 0.7479 0.9223
Opverall, the products and services of this e-commerce platform can meet my expectations 0.863

Overall, I am satisfied with the products and services provided by the e-commerce platform 0.884

I am satisfied after spending on this e-commerce platform 0.855

After spending on this e-commerce platform, I feel happy 0.857

RI 0.94 0.8003 0.9413
In the future, I will continue to consume on this e-commerce platform 0.905

I tend to consume through this e-commerce platform 0.891

I am likely to spend on this platform 0.910

I really expect to spend on this e-commerce platform 0.872

Before hypothesis testing, confirmatory factor analysis was
performed on all variables. Data were imported into the
structural equation model constructed by AMOS to test the
fitting degree of the model. The three-factor, double-factor
and single-factor models were also tested in our study. The
analysis results were shown in Table 2. In the three-factor
IMC structural equation model for online customer’s
repurchase intention, an acceptance criterion was less than 5
(RMSEA value =0.075). Because of the acceptable standard

was less than 1, it was also easily concluded that the model fits
well. The other four indicators (GFI = 0.934, IF1 = 0.967, TLI
=0.946, CFI = 0.967) all exceeded the acceptable standard of
0.9, which indicated a good model fitting. Therefore, it could
be seen that three-factor model has the most ideal fitting
degree. Because creating and maintaining a consistent brand
image is an important goal of IMC, three items were created to
capture these activities.

Table 2. Discriminant validity test.

Model x2/df RMSEA GFI IFI TLI CFI
Three-factor Model 3.858 0.075 0.934 0.967 0.959 0.967
Two-factor Model 17.191 0.178 0.679 0.810 0.767 0.809
Single-factor Model 39.319 0.273 0.473 0.542 0.450 0.541
Criteria 1<<5 <0,08 >0.9 >0.9 >0.9 >0.9

Note: The three-factor model is IMC, SAT, RI; the two-factor model is IMC, SAT+RI; the one-factor model is IMC+SAT-+RI

5.2. Descriptive Statistics and Correlation Analysis

The mean and standard deviation of variables were shown in
Table 3. It can be seen that descriptive statistical analysis and
correlation tests were carried out for each major variable, and
the mean value and standard deviation of IMC were 3.535 and
1.005 respectively. The mean satisfaction degree and standard
deviation of customer’s online consumption experience were
4.007 and 0.727 respectively. The mean value and standard

deviation of online customer’s repurchase intention were 4.220
and 0.748 respectively. IMC is positively correlated with
customer satisfaction degree of online consumption experience
(=0.221, P <0.01), and customer satisfaction degree of online
consumption experience is positively correlated with customer
buyback intention (=0.249, P <0.01). These results show that
the study has passed the relevant tests, which provides
preliminary evidence for the intermediary test and lays an
empirical foundation for the next step of path analysis.

Table 3. Descriptive statistical and correlation test.

Variables M S.D 1 2 3 4 5 6 7
1. IMC 3.535 1.005 0.792

2. Customer Satisfaction 4.007 0.727 0.22] *** 0.960

3. Repurchase Intention 4.220 0.748 0.169%** 0.249%** 0.970

4. Gender 1.621 0.486 0.100* -0.013 0.009

5. Age 2.403 1.101 0.191** 0.057 -0.047 -.093*

6. Education 2.839 0.891 0.174** -0.010 -0.037 0.025 0.279%**

7. Profession 2.302 1.275 0.108* 0.005 -0.016 -0.029 0.381%* 0.365%*

Note: *a = 0.1; **a.=0.05; ***o = 0.01; Numbers in bold on the diagonal indicate the square root of AVE.
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5.3. Hypothesis Testing

Referring to Ubeda-Garcia et al. and Zaki, the bootstrapping
method (5000 samples with bootstrap confidence interval of 95%)
was used to examine the influence of IMC on entrepreneurial
performance [82, 89]. The results were shown in table 4 and
figure 2: the overall impact of IMC on repurchase intention is
significant (0.153), while the direct impact is not significant
(-0.020). These results indicate that the influence of internal
integration on repurchase intention is mediated. Therefore, the
mediation mechanism between IMC and customer satisfaction
with online consumption experience needs to be further tested,
and the results are shown in Table 4. The confidence interval of
the path coefficient (0.256) between IMC and customer online
consumption experience satisfaction is [0.196, 0.317], excluding
zero. Therefore, IMC has a significant positive impact on
customer satisfaction degree of the online consumption
experience, which supports hypothesis1. The confidence interval
of the path coefficient (0.673) between online customer’s online
consumption experience satisfaction and their intention to
purchase again is [0.599, 0.747], excluding zero. Therefore,
customer satisfaction with online consumption experience has a
significant positive impact on repurchase intention, which

supports hypothesis 2. At the same time, the IMC direct impact
on online customer’s repurchase intention (-0.02) with a
confidence interval of [-0.075, 0.035], indicating that IMC direct
impact on customer buyback was not significant. Hypothesis 4
was supported. Besides, it is further explained that the
intermediary relationship between IMC and online customer’s
repurchase intention (namely, hypothesis 3) needs to be further
demonstrated.

It can be seen from Figure 2 and Table 5 that the mediating
effect of IMC with indirect influence on customer’s
repurchase intention is 0.173. The confidence interval is
[0.113, 0.240], excluding zero. The mediating effect of IMC
on the direct impact of customer buyback is 0.153 with a
confidence interval of [0.113, 0.240], excluding zero. This
indicates that, compared with the direct regulation of IMC on
online customer's repurchase intention, IMC has an indirect
way to improve online customer satisfaction experience
(MMP1, MMP2 =0.173), significantly positively adjusted the
repurchase intention. The online consumer satisfaction
experience plays a significant mediating role. Therefore, the
mediating effect of managers’ attitude to risk is significant,
and hypothesis 3 is supported.

Table 4. Effects on dependent variables.

Dependent Variables Independent Variables T-Value (Bootstrap) Direct Effect  Percentile 95% Confidence Intervals
Customer Satisfaction (R2=0.1355) IMC 8.292 0.256%** [0.196, 0.317]
Repurchase Intention (R2=0.0441) IMC 4.570 0.153%** [0.087, 0.219]
IMC -0.707 -0.020 [-0.075, 0.035]
Customer Satisfaction 17.884 0.673%** [0.599, 0.747]
Control Variabel™ T-Value (Bootstrap) Coefficient Percentile 95% Confidence Intervals
Repurchase Intention (R2=0.0441) Gender 0.226 0.012 [-0.094, 0.118]
Age -1.856 -0.049 [-0.102, 0.003]
Education -0.288 -0.009 [-0.071, 0.053]
Profession 0.621 0.014 [-0.031, 0.059]
A. Model with Total effect
C=0.153**
IMCs . Online Customer
Repurchase Intention
1. Comm.tools and
;i channelsconsistency
IMCS; 2 Vissalconsistency | Online Customer

3. Language consistency

4. Brand image
consistency

5. Long term consistency

N .
Repurchase Intention

| | Bi=0.256**

-| Customer Satisfaction

‘ Br=0.673** |

Figure 2. Results three-path mediation model.

H1: IMC — repurchase Intention=0.020ns
H2: IMC — Customer Satisfaction — repurchase Intention =f,$,=0.173*

Note: ** *p<0.05; **p<0.01; ***p< 0.001; "Not significant (based on t (4999) one-tailed test
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Table 5. Summary of mediating effect test.

Effect BootSE BootLLCI BootULCI
Indirect Effect 0.173 0.032 0.113 0.240
Direct Effect -0.020 0.034 -0.084 0.047
Total Effect 0.153 0.037 0.082 0.226

6. Discussion

Based on the perspective of E-commerce in China, this
study constructs an IMC model, in which influences online
customer’s repurchase intention through customer satisfaction
with online consumption experience. Customer satisfaction
degree of online consumption experience plays an
intermediary role in the relationship between the two, and the
corresponding hypothesis was proposed and verified. The
experimental results showed that IMC positively affects the
satisfaction degree of customer’s online consumption
experience (Hypothesis 1). Customer satisfaction positively
influences the buyback intention of a generation of customers
(Hypothesis 2). At the same time, the mediating effect of
customer satisfaction is also significant (hypothesis 3). IMC
has no significant direct effect on online customer’s
repurchase intention (Hypothesis 4). IMC for customers
means that the information obtained in each channel is very
consistent, and in the process of obtaining such information,
customers already have an initial impression of this
e-commerce platform. When the customer’s actual purchase
experience of the business platform reaches or even exceeds
his or her expectations, it will cause customer satisfaction.
This satisfaction creates trust in the brand, so the same choice
will occur in the next shopping choice. This study has
confirmed that IMC mediates online customer’s repurchase
intention through customer satisfaction intermediately. In
terms of online shopping situation, online customer
satisfaction has played an important intermediary role, which
has further confirmed the point of view that online customer’s
repurchase intention will produce customer retention, and
above all, this is based on the satisfaction [5].

7. Theoretical Implication

This study has been clear about the mechanism of IMC to
promote the brand image so as to improve the repurchase
intention. It also enriches the theory of IMC, expands the
understanding of IMC in terms of consistency of image. IMC
is verified from the level of organization to improve online
customer satisfaction so as to improve customer's repurchase.
It not only confirms the positive role of IMC in the field of
E-commerce in China to increase customer's repurchase
intention but also has a more comprehensive and accurate
analysis of the path mechanism. It also provides a new way of
exploring the interactive communication of integrated
marketing on the construction of word of mouth in
e-commerce. At the same time, this study also provides a
referable frame for further understanding of the influence
mechanism of IMC to increase customer’s repurchase rates.

This study promotes the adaptability of the IMC to the current
marketing environment and provides new insights into the
theory.

8. Practical Implication

This study also provides practical guidance for the
application of IMC. Firstly, it is necessary to establish an
internal organization and operation system suitable for IMC to
enhance the consistency and synergy of brand communication.
The implementation of IMC requires a set of efficient and
consistent objectives and smooth communication with the
internal operating system to provide strategic support. In the
form of IMC implementation, the e-commerce platform needs
to manage the entire marketing process and promote all
employees to participate in the marketing process, so both
cross-functional and cross-departmental participation are
needed.

Secondly, taking the consumer as the center and expanding
own marketing means were necessary. Online retailers should
not only aim to improve customer satisfaction but also be
oriented by customer delight. E-commerce is the product of
the maturing of information and communication technologies.
Therefore, e-commerce platforms should make use of these
channels to constantly expand marketing methods and forms.
We can innovate marketing models, improve marketing
efficiency, and finally integrate customer’s lives by using
appropriate marketing methods in different media. If
e-commerce platforms spread their own consistent
information through various channels, they can shape their
own image better and faster and finally win the favor and
satisfaction of customers.

In addition, the use of cartoons, such as e-commerce
platforms for their own slogans or logos, is also a special form
of marketing. Transforming ice-cold characters into cartoon
characters suitable for all ages can speed up the spread of
information. For example, three squirrels animated their brand
image and let three cartoon squirrels speak for themselves. In
addition, three squirrels have been made into cartoons and
shown on websites and advertisements. In this way, the
distance between the customer and the e-commerce platform
is greatly shortened, thus improving the satisfaction degree of
the customer’s online consumption experience. The same
example could be found in Jingdong’s Happy Dog. They
regard the happy dog as the communication channel of their
brand information, so as to obtain customer satisfaction and
customer trust.

E-retailers should also focus on expanding their brand
portfolios, emphasizing diversity, and monetary value in
exchanges [22]. In addition, e-retailers need to promote
interaction opportunities on the site, not only between existing
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customers and the company (for example, through real-time
text chat) but also with potential customers (for example,
through online communities), as these tools can increase
customer loyalty.

Thirdly, e-platforms should be aware that word of mouth
communication is the most effective tool in IMC. On
e-commerce platforms, word of mouth has turned into
“Weibo” and other communications integrated with the
Internet media. After broadening the way, the enterprise
should maintain good customer relationship in word-of-mouth
communication, which becomes the foundation of the healthy
development of the enterprise.

9. Limitations and Future Research

The questionnaires designed in this institute are all
distributed through online social media (such as QQ, WeChat,
etc.) and there are deficiencies in multi-parties, which makes
the data inaccurate to reflect the psychology of the interviewee.
In addition, unanswered questionnaires could affect the
accuracy of the research. At the same time, although the
sample size obtained in this study had up to 514 questionnaires,
it is mainly based on the staff aged 26-45, and the academic
qualifications of the respondents are mostly concentrated on
undergraduates. The limitations exist in the fact that the
capabilities of users have limited consumption in e-commerce
platforms.

This study proposed the question “Before answering the
questionnaire, please select the shopping site that you choose
most frequently for daily shopping, and use this as the basis to
answer the next questions” in JD.com and Pinduoduo.
However, statistical results show that more than 70% of
customers chose Taobao and used Taobao as the basis for
answering the questionnaire. Therefore, the conclusion of this
study has limitations in applicability to other platforms.

Therefore, based on the Ilimitations of this study
mentioned above, a future study can expand the diversity of
respondents’ usage of e-commerce platforms and the
characteristics of respondents themselves so as to increase
the representativeness of the sample. At the same time, a
combination of online and offline is adopted. The
questionnaire can be modified offline to improve the
intelligibility of the questionnaire based on the responses and
questions of the interviewees, thereby improving the
accuracy of the sample data. In terms of model design, this
study draws on previous studies and divides IMC into
single-dimensional  variables. In the future, more
dimensional divisions suitable for exploring the design can
be explored. At the same time, this study takes repeated
purchase intention as the dependent variable, and the process
of converting from repurchase intention to purchase behavior
can also be further explored.

10. Conclusions

The influence mechanism of the Integrated Marketing
Communications (IMC) has always been highly concerned

because of its high efficiency in online retail market. The
conceptual model was build and online customer satisfaction
plays a significant mediating role between and online
customer’s repurchase intention. IMC influences customer’s
satisfaction through indirect channels to promote the
repurchase intention, rather than directly acting on. This study
enriches related theories, and puts forward relevant
suggestions for the actual situation. The model can be further
complicated and be explored more specific paths in future
study.
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