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ABSTRACT

Researchononlineshoppingexperiencehasbeenstudiedintensivelyoverthepastyears.However,
thereareonlyfewstudiesrelatedtoonlinesecond-handshoppingexperience.Thepresentstudyaims
toinvestigatetheeffectofonlinesecond-handshoppingexperienceontrust,attitude,andrepurchase
intention.Theresultsindicatethatonlinesecond-handshoppingexperiencehasasignificantand
positiveeffectonattitude, trust,andrepurchase intention.Attitudeandtrustalsohaveapositive
influenceonrepurchase intention.Thisstudyprovides implications tosecond-hande-retailers to
developmarketingstrategiestoretaintheexistingcustomers.
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INTROdUCTION

Inrecentyears,thedynamicsofshoppingpatternshavebeenchanging.Customersaresopassionate
towardsbuyingproductsthroughe-commerceportals.Peoplehaveshiftedtheirshoppingpatterns
frombrick-and-mortartoonlinestoresduetoitsvariedadvantages(DholakiaandUusitalo,2002).
Productssuchaselectronics,furniture,apparel,andhomeappliancesarecertainproductcategories
thatfascinateonlinebuyersandattracthugeprofitstoanonlineretailer(OverbyandLee,2006).
However,online retailers facemanychallenges togaincompetitiveadvantageandsustain in the
business(Papatla,2011).Understandingandmeetingcustomerexpectationsiscrucialtoe-retailers
(Sheth,Sisodia,andSharma,2000).Measuringtheeffectofcustomer’sonlineshoppingexperience
ispivotaltounderstandcustomerexpectationsandtodevelopandmaintaincustomerrelationshipsin
onlineplatform,sincepooronlinecustomerexperiencecangeneratealossof24percentofonline
revenue(Econsultancy,2011).Hence,e-retailershavetofocusonprovidingapositiveonlineshopping
experienceinordertosurviveintoday’scompetitiveonlineshoppingenvironment.

Similartoonlineshopping,onlinesecond-handshoppingishighlyboominginIndia(Singh,2016).
Theriseofonlinesecond-handshoppingisincreasingdrasticallybecauseofexpediencyandcheaper
rates.Itattractsalargecustomerbasebyenablingcustomerstoevendisposeproductsrespectably
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andstillearnprofit.Manystudieshaveanalysedtheconceptofonlineshoppingexperienceinvarious
contexts(e.g.,MiyazakiandFernandez,2001;Zhouetal.,2007;Bilgihan,KandampullyandZhang,
2016),onlyafewresearchhavebeenconductedonexaminingthesignificanceofonlineshopping
experienceinsecond-handcontext.Forinstance,fewresearcheshavestudiedfactorsthatmotivates
thecustomertoshopsecond-handproductsoffline(e.g.,GuiotandRoux,2010;Roux,andGuiot,
2008);fewstudiesoncustomerinitialtrusttowardsonlinesecond-handproducts(e.g.,LeeandLee,
2005);andfewscholarshaveconsideredonlinesecond-handbusinessfromseller’spointofview
(e.g.,TurunenandLeskinen,2015).Mostofthesestudieshaveexaminedpre-purchasebehaviour
andmotivatingfactorsofonline-second-handconsumers.There isapressingneed to investigate
thepost-purchasebehaviourononlinesecond-handshoppers.Moreover,consumerbehaviouroften
variesbetweennewproductandusedgoodsconsumption(AndersonandGinsburgh,1994).Most
ofthestudiesonsecond-handshoppingarebasedondevelopedcountries,researchondeveloping
countrieslikeIndiaisessential(Kim,Ferrin,andRaghavRao,2009).

Hence, this studyaims toaddress theabove researchgapsby testing theeffectof shopping
experienceoncustomers’outcomevariables.Specifically,thisstudyexaminestheimpactofonline
second-handshoppingexperienceoncustomer’sattitude,trustandrepurchaseintention.Therestofthe
paperisdividedasfollows.Thenextsectionpresentsbriefreviewofliteratureanddevelopshypotheses.
Wethenpresentresearchmethodologyfollowedbydiscussionoffindingsandimplications.Finally,
thelastsectionoutlinesthelimitationsofthepresentstudyandfutureresearchdirections.

REVIEw OF LITERATURE

Online Shopping Experience
Onlineshoppinghasbecomethetopmostactivityamonginternetusers(Bigneetal.,2008)andis
attainingapopulargrowth,especiallyinIndia(KhareandRakesh,2011).AccordingtoComscore
(2013),Indiahasthelargestpopulationofinternetusersandmorethan100millionusersoptforonline
shopping.Asthisfigurekeepsrisingeveryyear,onlineshoppersarebecomingmorethanthenumber
ofinternetusers.Thisindicatesthatmoreuserstakeprivilegebyshoppingonline(Farag,Schwanen,
Dijst,andFaber,2007)duetoitsenormousbenefits.Forinstance,shopperscanbuyproducts/services
24/7throughonlineandthisenablescustomerstobuytheproductsanytimeatanywhere(Ling,Chai,
andPiew,2010).Therearealsoothergainsofonlineshoppingsuchastimesavingandcomparisonof
priceswithothersellerswithinasamee-commerceportalaswellasothercompetitivee-commerce
companies. Inaddition,customerscaneasily track theirproducts,availdiscounts, returnandget
refunds,andbuyproductsfromforeignmarket(Wu,Chen,Chen,andCheng,2014).Nevertheless,
deliveringpositiveonlineshoppingexperienceiscrucial toanonlinebusinessfirm(Khalifaand
Liu,2007).E-retailersneedtoimplantpositiveonlineshoppingexperiencetogaincustomerloyalty.

Most of the scholars believe that user-friendliness and visual efficiency of online shopping
websitesbestowbestshoppingexperience(WolfinbargerandGilly,2003).Whileitistruetosome
extent,onlineshoppingexperiencealsoconsistofother factors like interactivity, fun, reliability,
accessibility,compatibility,andplayfulness(Soopramanien,2011).Allthesefactorscomposethe
processofonlineshoppingandthusinculcatingthesevariablescanevokeapositiveonlineshopping
experience.Second-handshoppingistheprocessofpurchasingtheproductsthatarealreadyused
byotherpeople.Recentstatisticsshowthatonlinesecond-handshoppingcontinuestoflourishat
ahigherrate(Ferraro,Sands,andBrace-Govan,2016).Thesuccessrateofsecond-handbusiness
reliesontheavailabilityofrareandqualityproductsatcheaperrates.Onlinesecond-handshoppingis
growingdrasticallyasitenablespeopletopurchasegoodsthatarenoteasilyavailableintheprimary
market(SihvonenandTurunen,2016).Insimplewords,obtaininganantiqueorrareproductwithout
searchingphysicallyfromshoptoshopisthereasonbehinditsgrowth.Olx,Quikr,andeBayarethe
mostpopularonlinesecond-handwebsitesinIndiathatallowspeopletobuyandsellsecond-hand
productsthroughonline.
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HyPOTHESES dEVELOPMENT

Effect of Online Second-Hand Shopping Experience on Customer Attitude
Existingliteratureshowsthatcustomerexperienceisanimportantantecedentthateffectthelevelof
customerattitude(SivadasandBaker,2000).Customerexperienceconsistsofcustomerperception,
informationquality,websitedesign,transactionprocessing,andconveniencewhichinfluencecustomer
attitude(KooandJu,2010;LeeandLin,2005).Amongthefactors,convenienceandwebsitedesign
arethemostinfluencingfactorsinpredictingonlinecustomerattitude(Srinivasan,Andersonand
Ponnavolu,2002).Severalstudiesshowthatuserexperienceinfluencesattitudestowardswebsites
andbrands(e.g.,Fangetal.,2014;Kim,Ferrin,andRaghavRao,2009).Basedontheabovefindings,
wehypothesizethat:

H1:Onlinesecond-handshoppingexperienceispositivelyrelatedtocustomerattitude.

Effect of Online Second-Hand Shopping Experience on Customer Trust
Though online second-hand shopping provides a greater comfort to online shoppers, the usual
purchasingprocessisquiteachangeinsecond-hand.Thiscreatesadeepconcernregardingcustomer
trustintheshoppingprocess.Theentireprocessofonlineshoppingstartingfrominformationsearch
topurchasedecisionreliescompletelyoncustomertrust(Gounaris,2005).

Customer trust does not simply rely on the outline process rather, it requires very positive
experiential aspects (Eid, 2011).Marketersneed tomake andmaintain the instruments that can
magnify theonlineshoppingexperienceof thecustomerssoas todevelopcustomer trust (Park,
Hill,andBonds-Raacke,2015).Thisphasemainlyinvolveseasyflowofpurchasingprocesswith
anemphasisonqualityandreliability.Basedontheaboveargumentsthatpositiveonlineshopping
experiencehelpsthecustomerstodeveloptrusttowardsthecompany,wehypothesizethat:

H2:Onlinesecond-handshoppingexperienceispositivelyrelatedtocustomertrust.

Effect of Online Second-Hand Shopping Experience 
on Customer Repurchase Intention
Manystudieshavebeenconductedonidentifyingfactorsbehindtheformationofonlinerepurchasing
intention.Specifically,VanSchaikandLing(2008)revealthatshoppingexperiencebasedonwebsite
qualityisthemostinfluentialfactorinpredictingcustomerrepurchaseintention.Inaddition,personal
experienceisalsoimportantforcustomersforrepurchasing(Sun,ZuoandKong,2017).Coverdale
andWilbon(2013)examinethatonlineshoppingexperiencepositivelyinfluencestheintentionto
repurchaseandrecommendtoothershoppers.Priorpositiveonlineshoppingexperiencestrengthens
onlinecustomerrepurchaseintention(BridgesandFlorsheim,2008;Hwang,2010).Ascustomer
intentiontorepurchaseincreasesalongwithpositiveonlineshoppingexperience(Giannakos,Pateli
andPappas,2012;Liu,2016),wehypothesizethat:

H3:Onlinesecond-handshoppingexperienceispositivelyrelatedtocustomerrepurchaseintention.

Effect of Customer Attitude on Customer Repurchase Intention
Customer attitude is theprominent factorof today’sbusinessworld, particularly in e-commerce
industrysincerewardedcustomersaretheonestogoforrepeatedpurchasing(Hellieretal.,2003).
Wu(2003)findsapositiverelationshipbetweencustomerattitudeandonlineshopping.Relationship
between customer attitude and customer repurchase intention is stronger in online than offline.
Specifically,asenseofpleasureandperceptionarethemajorleadsingeneratingcustomerattitudein
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onlineshoppingplatform(Jayawardhena,2004).Customerattitudealsoinfluencescustomerloyalty
(AndersonandSrinivasan,2003)sinceretainingloyalcustomersisveryimportantfore-commerce
industries.Asattitudestandsasaninfluentialfactorforinfluencingcustomerrepurchaseintention
inonlineshopping(Sorce,PerottiandWidrick,2005),wehypothesizethat:

H4:Customerattitudeispositivelyrelatedtocustomerrepurchaseintention.

Effect of Customer Trust on Customer Repurchase Intention
Trustisasignificantfactorthathelpsinencouragingpeopletobeengagedinaparticularaction(Safa
andIsmail,2013;Srivastava,Singh,andSrivastava,2013).Severalstudieshaveassessedtheeffect
ofonlinetrustoncustomerrepurchaseintentionfromvariousperspectivessuchastechnological,
behavioural,psychological,andeconomicapproaches(KirsandBagchi,2012).Forinstance,online
customertruststandsastheimmediateupshotinvolvinganycommercialexchangesandmonetary
transaction (Koh and Sundar, 2010). Customer trust based on security and safety of transaction
increasesrepurchaseintention.Inaddition,itinculcatesconfidenceincustomermindintheprocess
ofonlineshopping,whichinturninfluencerepurchasebehaviour.Therefore,formationofcustomer
trustisvitaltomaintainanddevelopcustomerrelationshipsinthelong-termandtoengagethem
moreinonlinetransactions(Beldad,deJongandSteehouder,2010).Hence,wehypothesizethat:

H5:Customertrustispositivelyrelatedtocustomerrepurchaseintention.

METHOdOLOGy

Sample and data Collection
Wecollecteddata fromonline second-hand shoppers to empirically test thehypotheses.A self-
completionquestionnairewasmailedandpostedonnumberofFacebookpages.Therespondentswere
instructedtoanswerallthequestionsaccordingtotheirexperienceinonlinesecond-handshopping.
Amongthereturnedquestionnaires,700responseswerefoundtobeusefulfordataanalysisafter
exclusionofincompleteresponses.

Measurements
Tomeasureonlinesecond-handshoppingexperience8itemswereadaptedfromChenandChang
(2003). To measure customer attitude, items were adopted from (Zhou, Dai and Zhang, 2007;
Mamoun,MutazandAl-Debei,2015;Mutazetal.,2015),customertrust(Ponteetal.,2015;Samuel,
BalajiandWei,2015)andrepurchaseintentionitemswereadoptedfrom(Pappasetal.,2014).All
thestatementsweremeasuredbasedonafive-pointLikertscalerangingfrom5‘stronglyagree’to
1‘stronglydisagree’.

Theresearchquestionnairealsocapturedthedemographicprofileoftherespondentsincluding
gender,age,education,occupation,andincome.DemographicprofileisshownininTable1.Asan
initialstep,wecheckedthedataforredundancy,factorloadings(<.5),crossloadings(<.4)(Hairet
al.,1998)andreliability(<.7)(Nunally,1978).Thisprocessendedupindeletionofcertainitemsof
alltheconstructs(seeTable5intheAppendix).

ANALySIS ANd RESULTS

Measurement Model
ThisstudytestedthemodelshowninFigure1.Measurementmodelvalidationwasassessedbasedon
reliability,convergent,anddiscriminantvalidityusingSmartPLS3.2.6.Reliabilitywastestedusing



International Journal of Asian Business and Information Management
Volume 9 • Issue 4 • October-December 2018

40

compositereliability(CR)values,wheretheresultsshowthatthevaluesofCRrangedfrom0.90to
0.95,exceedingtheindicatedvalueof0.7(Hairetal.,1998),confirmingconstructreliability.Next,
convergentvaliditywasexaminedusingthecriteriathatallindicatorloadingsshouldbesignificant
andexceed0.70andtheaveragevarianceextracted(AVE)ofalltheconstructsshouldexceed0.50
(FornellandLarcker,1981).Theresultsshowedthateachfactorloadingvaluesexceeded0.7and

Table 1. Demographic profile

Items N %

Gender

Male 374 53.4

Female 326 46.6

Age

Lessthan20years 207 29.6

21-30years 432 61.7

31-40years 51 7.3

41-50years 6 0.9

51-60years 4 0.6

Education

Undergraduate 226 32.4

Post-graduate 159 22.7

Others 315 45.0

Occupation

Privatesector 107 15.3

Publicsector 101 14.4

Student 385 55.0

Business 97 13.9

Others 10 1.4

Incomeperannum

0-5lakhs 604 86.3

5-10lakhs 7 1.0

10-15lakhs 76 10.9

15-20lakhs 2 0.3

Morethan20lakhs 11 1.6

Haveyoupurchasedsecond-handproductsfromonline?

YES 700 100.0

NO 0 0

Website

OLX 333 47.6

QUIKR 159 22.7

Others 208 29.7
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theAVEvaluesrangedfrom0.70to0.80indicatingthatconvergentvalidityisgoodenough.The
resultsofcompositereliabilityandconvergentvalidityarepresentedinTable2.Discriminantvalidity
wasdeterminedusingthecriteriathatthesquarerootofAVEshouldbegreaterthanallothercross-
correlationssharedbetweenoneconstructandanotherinthemodel(FornellandLarcker,1981).The
resultsshowedthattheentirediagonalvaluesexceededinter-constructcorrelations.Discriminant
validityispresentedinTable3.

Structural Model
WethentestedthestructuralmodelusingbootstrappingtechniqueinSmartPLS3.2.6.Theresults
ofthestructuralmodelshowedthatonlinesecond-handshoppingexperiencesignificantlypredicts
customerattitude, trust,andrepurchase intention.Thus,wefoundsupportforH1,H2,andH3. In
addition,customerattitudeandtrustalsohadsignificantpositiverelationshipwithcustomerrepurchase
intention.Thus,H4andH5werealsosupported.StructuralModelresultsareshowninTable4.

dISCUSSION ANd IMPLICATIONS

Thisstudyhastestedamodelcontainingtherelationshipsamongshoppingexperience,customer
attitude,trust,andintentiontorepurchaseinonlinesecond-handshoppingcontextandfoundpositive
relationshipsamongalltheconstructs.

Thisstudycontributestotheonlinesecond-handshoppingliteratureinmanyways.First,this
studyhasdevelopednewhypothesescontainingtherelationshipbetweenonlinesecond-handshopping
experienceandcustomeroutcomes.Secondly,thisstudyhasdevelopedandtestedanempiricalmodel
inonlinesecond-handshoppingcontext.Next,thisstudyisthefirstattempttoexplorethesignificance
ofonlinesecond-handshoppingexperiencebypredictingitspotentialoutcomevariables(Fanget
al.,2014;Kim,Ferrin,andRaghavRao,2009).

In general, the findings of this research reveal that positive online second-hand shopping
experience influences customer attitude, and trust, which in turn positively triggers customer
repurchase behaviour. This indicates that consumer behaviour is highly dependent on pleasant

Figure 1. Effect of online second-hand shopping experience on customer outcomes
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Table 2. Results of measurement model

Constructs Measurement 
Items Loadings p-Value Cronbach’s 

Alpha AVE Composite 
Reliability

OnlineSecond-hand
ShoppingExperience

OSSE1 0.83 *** 0.87 0.66 0.91

OSSE3 0.86 ***

OSSE4 0.74 ***

OSSE5 0.77 ***

OSSE6 0.84 ***

Attitude

ATT1 0.85 *** 0.91 0.74 0.94

ATT2 0.86 ***

ATT3 0.88 ***

ATT4 0.87 ***

ATT5 0.85 ***

Trust

TR1 0.86 *** 0.86 0.70 0.90

TR2 0.78 ***

TR3 0.88 ***

TR4 0.82 ***

RepurchaseIntention

ORP1 0.86 *** 0.92 0.75 0.94

ORP2 0.90 ***

ORP3 0.88 ***

ORP4 0.87 ***

ORP5 0.84 ***

Table 3. Discriminant validity

Constructs 1 2 3 4

OnlineSecond-handShoppingExperience 0.81

Attitude 0.57 0.86

Trust 0.58 0.60 0.84

RepurchaseIntention 0.76 0.68 0.68 0.87

Note - The diagonal elements are the AVE values and the off-diagonal elements are the squared inter-construct correlations.

Table 4. Structural model

Hypothesized Paths t-Values p-Values Hypotheses

Attitude <-- Onlinesecond-handshoppingexperience 17.77 *** Accepted

Trust <-- Onlinesecond-handshoppingexperience 18.30 *** Accepted

Repurchaseintention <-- Onlinesecond-handshoppingexperience 13.25 *** Accepted

RepurchaseIntention <-- Attitude 7.08 *** Accepted

RepurchaseIntention <-- Trust 7.67 *** Accepted

*** statistically significant at P<0.001
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experience(Guo,2004).Specifically,thisstudyfindingindicatesthatshoppingexperiencecreates
positiveattitudeamongthecustomers.Thisimpliesthee-retailerstomaketheircustomersfeelthat
purchasesofsecond-productsareusefulandbuyingusedgoodsthroughonlineisanenjoyabletask.
Relationshipbetweenexperienceandtrustsuggeststhatonlineretailersshouldmakeanattemptto
giveassuranceaboutthesafetyoftransactionanddelivery.Asattitudeandtrusthaveasignificant
relationshipwithrepurchasebehaviour,e-retailersshouldcreatepositiveattitudeandbuildtrustto
covertacquiredcustomerstoloyalcustomers.

This study finding signifies strong relationship between shopping experience and customer
retention.Thisimpliesthesecond-handretailerstoprovideuserfriendlywebsiteinterface;assuresafe
transactionanddelivery;andcreateconveniencetobuytheproductsthroughthewebsites.Thiswill
eventuallylurethecustomerstovisitthewebsiteinfuture.Onthewhole,onlinesecond-handretailers
needtocreateuniqueshoppingprocesstogainpositiveattitudeandtrustamongcustomerstoachieve
profits.Theyoughttofillthebasicrequirementsofcustomerssuchassecuredpaymentsystems,
privacypolicies,fulltimeservicing,flexibleandeasyreturnstogainfaithandrepeatcustomers.

CONCLUSION ANd FUTURE RESEARCH dIRECTIONS

Thisstudyindicatesthatshoppingexperiencepositivelyinfluencescustomerrepurchasebehaviour
whileshoppingsecond-handproductsthroughonline.Whencustomersgainenjoyments,convenience,
credibility,andotherbenefitsinsecond-handshopping,theyintendtodeveloppositiveattitudeand
trusttorepurchasetheproductsthroughthesamewebsite.

Though this study is the first attempt in testing an empirical model in online second-hand
literature,weacknowledgecertainlimitations.First,thehypothesizedrelationshipsaretestedusinga
cross-sectionalresearchdesign.Toenhancethegeneralizabilityofthefindings,futureresearcherscan
uselongitudinalresearchtotesttheresearchmodelofthisstudy.Second,samplewaschosenbased
onFacebookpagesandgroupsonsecond-hand.Generalizationbasedonthisstudysamplewarrants
caution.Futureresearchersmayreplicatethestudyusingbroaderandcross-sectionalsegmentsof
second-handshoppers.Third,futureresearchescantest themediationeffectofattitudeandtrust
betweenexperienceandrepurchaseintention.Fourth,othervariablessuchassatisfactionandword-of-
mouthcanbetestedinthehypothesizedmodel.Finally,factorsthatcomposesecond-handshopping
withrespecttodifferentproductcategoriescanbeexploredinfutureresearch.
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APPENdIX

Table 5. Measurement items

No. Items Source

Online Second-Hand Shopping Experience

1 I’mabletofindwhatIwantedveryeasily

(ChenandChang,
2003)

2 Thetransactionisverysecure*

3 ItisconvenienttoshopwiththeInternetvendor

4 Itsavesmealotoftimeinshopping

5 I’mabletoplacetheorderatthetimeconvenienttome

6 TheInternetvendorofferedalargeselection

7 Thetransactionisofconsiderablevalue*

8 Thereisnoprivacyconcernsinvolvedwiththetransaction*

Trust

9 Ifeelthatsecond-handshoppingthroughonlineistrustworthy

(Ponteetal.,2015;
Samuel,Balajiand
Wei,2015)

10 Ibelievethatsecond-handshoppingthroughonlineisdependable

11 Ibelievethatsecond-handshoppingthroughonlineisreliable

12 Ifeelthatsecond-handshoppingthroughonlineisbelievable

13 Ifeelthatsecond-handshoppingthroughonlineisrealistic*

Attitude

14 Myattitudetowardsonlinesecond-handshoppingispositive
(Zhou,Daiand
Zhang,2007;
Mamoun,Mutaz
andAl-Debei,
2015;Mutazetal.,
2015)

15 Ifeelthatitisabestideatogoforonlinesecond-handshopping

16 Ifeelusingonlineplatformforshoppingsecond-handgoodsisawisedecision

17 Ifeelthatonlinesecond-handshoppingisveryuseful

18 Ifeelthatsecond-handshoppingthroughonlineisapleasantthingtodo

Online repurchase intention

19 Iwillcontinueusingonlineplatformforshoppingsecond-handproductsinthefuture

(Pappasetal.,
2014)

20 Ihaveastrongintentiontogoforonlinesecond-handshoppinginthefuture

21 Iwillregularlyuseonlineplatformforbuyingsecond-handproductsinthefuture

22 Myintentiontobuysecond-handproductsthroughonlineishigh

23 IfIweretobuysecond-handproducts,Iwouldconsiderbuyingitfromonlineplatform

* removed based on poor loadings


