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Abstract

Purpose: This paper assessed the factors affecting the satisfaction and use intention of Chongqing residents toward e-commerce
platforms, including service quality, information quality, system quality, perception of ease of use, perception of usefulness,
intention, and satisfaction. Research design, data, and methodology: A questionnaire survey was conducted on 500 resident
residents in Chongqing. The sampling technique involved judgmental, stratified random and convenience sampling. The validity
of the research instrument was assessed by the index of item-objective congruence (IOC), and a pilot test by Cronbach alpha
coefficient reliability test. The researcher used confirmation factor analysis and the structural equation model as statistical analysis
tools. Results: The system quality was the strongest predictive factor for satisfaction and the intention of using the e-commerce
platform. The perceived ease of use and service quality also strongly impacted satisfaction and use intention. The perceived
usefulness and information quality only had a strong impact on satisfaction. This case study did not show a significant impact of
perceived usefulness and information quality on use intention. Conclusions: Providing high system quality to users made the
system feel valuable and useful to them. Therefore, the recommendation is to ensure and promote the advantages or benefits of

B2C e-commerce business platforms.
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1. Introduction

Park et al. (2004) emphasized the impact of the quality
and satisfaction of a website quality on the transaction
intention and satisfaction of online shopping. Urvashi et al.
(2016) analyzed the impact of the perception of ease of use
and perception of usefulness on Indian customers'
satisfaction. Yan and Du (2016) analyzed the impact of B2C
corporate image and website security on customer
satisfaction.
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The above research provided some basis for analyzing
customer satisfaction and the use intention of the B2C e-
commerce platform. However, the influencing factors of
customer satisfaction and intention of use are diverse and
should be comprehensively analyzed. As a municipality and
a new first-tier city in China, Chongqing plays an extremely
important role in China's development. Therefore, it is very
important to systematically study factors that affect the
satisfaction and intention of the Chongqing B2C e-
commerce platform.
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For the society, the measurement model of the
construction of the B2C e-commerce platform satisfaction
and the intention of using intention was conducive to
evaluating the quality of the country's macroeconomic
operation and providing a basis for the government to
formulate  economic  policies. = Chengdu-Chongging
Economic Circle is a major strategy of China at present.
Chongqing was the central city of the Chengdu-Chongqing
Economic Circle. Chongqing's B2C transaction volume
accounted for relatively high in the country. Studying
Chongqing's B2C situation was significant in grasping
China's economic development.

For enterprises, the evaluation of customer satisfaction
and the intention was conducive to improving products and
services and tapping customers’ potential needs. Through the
evaluation of customer satisfaction and intention, the
discovery was not enough to improve the dissatisfaction of
customers, which could bring customers the source and
maintain the good image of the enterprise. Chongqing was
the central and new tier city of the Chongqing Economic
Circle, playing an important role in the development of B2C.
Studying the situation in this area would help enterprises
formulate marketing strategies and improve products and
services. This paper assessed the factors affecting the
satisfaction and use intention of Chongqing residents toward
e-commerce platforms, including service quality,
information quality, system quality, perception of ease of use,
perception of usefulness, intention, and satisfaction.

2. Literature Review
2.1 Service Quality

Abdurrahaman et al. (2020) believed that the quality of
service should be measured from the following aspects:
empathy, ability, confidence, follow-up support, response,
and reliability. Masrek (2007) found a strong correlation
between service quality, user satisfaction, and willingness to
use. This discovery was supported by (Lwoga, 2013;
Shaltoni et al., 2015). Service quality's basic feature was
meeting customers' expectations (Rasheed et al., 2015).
According to Rasheed et al. (2015), the quality of service was
a combination of comfortable and diverse packaging and the
customer's friendship with the service provider. According to
Rust and Zahorik (1993), the quality of service includes the
quality-of-service environment, service products, and
service delivery results. Brady and Cronin (2001) believed
that the quality of service included the quality of the result,
the quality of the physical environment, and the quality of
interaction. Thereby, following hypotheses are proposed:
H1: Service quality has a significant impact on use intention.
H2: Service quality has a significant impact on satisfaction.
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2.2 System Quality

Gorla et al. (2010) believed that system quality was a
prerequisite for information quality. DeLone and McLean
(1992) believed that the system's quality was closely related
to the technical standards of the system. Subsequently,
DeLone and McLean (2003) pointed out that system quality
was measured by function, ease of use, reliability, data
flexibility, integration, and quality. Abdurrahaman et al.
(2020) believed that the system quality and intention had
much to do. Chen (2015) believed that the system quality and
satisfaction were positive. Lwoga (2013) believed that the
system's quality impacted satisfaction and intention of use.
Lederer et al. (2000) believed that the system’s quality was a
powerful prediction factor that perceived usefulness. Hence,
this research suggests hypotheses:

H3: System quality has a significant impact on use intention.
H4: System quality has a significant impact on satisfaction.

H7: System quality has a significant impact on perceived
usefulness.

2.3 Information Quality

DeLone and McLean (2003) identified five success
criteria ~ for  information  quality:  completeness,
comprehensibility, personalization, relevance, and security.
The quality of information is usually measured by
completeness, accuracy, relevance, coherence, and
timeliness (Alzahrani et al., 2017). Lin and Lu (2000) argued
that users were more likely to use a system when they
perceived its value than when they perceived it as vague,
incorrect, incomplete, and outdated. Huh et al. (1990) argued
that information quality should be measured by currency,
accuracy, completeness, and comprehensiveness. The
literature on information systems suggested that information
quality impacted user satisfaction and willingness to use
(DeLone & McLean, 2004; Park & Kim, 2006; Wixom &
Todd, 2005). Information quality improves perceptions of
the usefulness of a system (Seddon, 1997). DeLone and
McLean (1992) argued that the quality of an information
system influenced the degree of use and user satisfaction of
the information system and, ultimately, the behavior of
individuals and organizations. Subsequently, hypotheses are
developed per below:

H5: Information quality has a significant impact on use
intention.

H6: Information quality has a significant impact on
satisfaction.

H8: Information quality has a significant impact on
perceived usefulness.
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2.4 Satisfaction

Satisfaction was a widely used variable in different fields,
such as information and communication technology
(Zolotov et al., 2018). Doll and Torkzadeh (1988) proposed
and created a user satisfaction instrument called End User
Computer Satisfaction (EUCS). Satisfaction has been used
to evaluate the success and effectiveness of IS, the success
of decision support systems, the success of office automation,
and the utility of IS in decision-making (Zviran et al., 2006).
From a marketing perspective, satisfaction depended heavily
on performance; however, product experience alone did not
determine overall satisfaction (Anderson & Sullivan, 1993).
Zolotov et al. (2018) found that the most commonly used
theoretical models for measuring and understanding
satisfaction are D&M and ECM. Oliver (1980) found that
there was a strong positive correlation. Alzahrani et al. (2017)
concluded that user satisfaction was one of the key factors
for the success of information systems. Satisfaction was
usually influenced by the quality of information evaluated by
customers (Bharati & Berg, 2003; Kim et al., 2009; Misick
& Johnson, 1999). Rouibah et al. (2020) argued that
information, system, and service quality influenced users'
usage. Therefore, use intention is significantly impacted by
how satisfied users are, as presented in a below hypothesis:
H9: Satisfaction has a significant impact on use intention.

2.5 Perceived Ease of Use

Ease of use played a key role in understanding
individuals' responses to information technology (Agarwal
& Karahanna, 2000; Chau & Hu, 2001; Hong et al., 2002).
Agarwal and Prasad (1999) argued that ease of use
significantly impacted intention to use. Perceived ease of use
positively  affected perceived usefulness because
technologies that were easy to use might be more useful and
advantageous (Schillewaert et al., 2005; Wu & Chen, 2017).
Davis (1989) argued that when all else was equal,
applications that were perceived as easier to use by end users
were more likely to be accepted than other applications.”
Perceived ease of use" and "perceived usefulness" might lead
to behavioral intention to shop online (Davis & Cosenza,
1993; Davis, 1989). Chang et al. (2012) stated that ease of
use positively activates the intention to use innovative
technologies. Based on previous studies, this study provides
hypotheses that:

H10: Perceived ease of use has a significant impact on use
intention.

H11: Perceived ease of use has a significant impact on
satisfaction.
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2.6 Perceived Usefulness

Perceived usefulness of the technology can be referred to
what the upsides users will receive from using the system
(Zhong et al., 2022). Bhattacherjee (2001) argued that
perceived usefulness affected citizen satisfaction at both the
acceptance and post-acceptance stages. Many previous
studies have shown that perceived usefulness plays an
important role in intention to use (Agarwal & Prasad, 1999;
Davis, 1989; Nicole et al., 2010), and Mathew (2014) further
stated that perceived usefulness was the most important
factor in deciding whether to use it or not. Lee and Lehto
(2013) argued that perceived usefulness was an important
factor influencing the use of information systems. Saeed and
Abdinnour-Helm (2008) and Vanduhe et al. (2020) argued
that perceived usefulness was not only a pre-adoption belief
that signified the intention to use the technology but also a
post-adoption belief that influenced continued use. As a
result, below hypotheses are stated:

H12: Perceived Usefulness has a significant impact on use
intention.

H13: Perceived usefulness has a significant impact on
satisfaction.

2.7 Use Intention

DeLone and McLean (2003) applied intention to use in
an updated D&M model to test users' behavioral intentions.
Lu and Chiou (2010) and Lu et al. (2010) analyzed the
potential factors of intention to use. The Theory of Rational
Behavior (TRA) argues that behavior could be predicted by
direct intentions toward so-called behaviors (Ajzen &
Fishbein, 1980). Furthermore, previous studies have shown
that customers' perceptions of service quality and satisfaction
positively influence purchase intention (Rust & Zahorik,
1993). Kesharwani et al. (2017) confirmed that perceived
ease of use indirectly influences the intention to use behavior
through perceived usefulness. Van der Heijden (2004) argued
that perceived usefulness was the only factor that could
predict or explain behavioral intention.

3. Research Methods and Materials

3.1 Research Framework

The concept framework showed all variables used in this
study. The researcher used three main theories, models of
Tam, Rouibah, and others, updated D & M IS successful
models, and four main research frameworks to support and
develop the conceptual framework of this study. These three
main theories provide research on the study of intention to
use, satisfaction, perceived ease of use, perceived usefulness,
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system quality, information quality, and service quality. The
first research framework was carried out by (Nripendra et al.,
2013). It researched user intent and satisfaction regarding

information quality, system quality, and perceived usefulness.

The second research framework was carried out by
(Abdurrahaman et al., 2020). It researched system quality,
information quality, service quality, intention, and
satisfaction. The previous third research framework was
carried out (Abu-Shanab & Hammouri, 2018). It studied
information quality, system quality, computer self-efficacy,
usefulness perception, and satisfaction. The conceptual
framework of this study is shown in Figure 1.

Service Quality | pq
Use H10| perceived Ease
2 f  Intention of Use
System Qualit Tt "
stem Quali H3
v v Ho
H4 12 P ived
. . erceive
Information 5 Satisfaction Usefulness
Quality 5
i H7 I ?
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Fiqure 1: Conceptual Framework

H1: Service quality has a significant impact on use intention.
H2: Service quality has a significant impact on satisfaction.
H3: System quality has a significant impact on use intention.
H4: System quality has a significant impact on satisfaction.
HS: Information quality has a significant impact on use
intention.

H6: Information quality has a significant impact on
satisfaction.

H7: System quality has a significant impact on perceived
usefulness.

H8: Information quality has a significant impact on
perceived usefulness.

H9: Satisfaction has a significant impact on use intention.
H10: Perceived ease of use has a significant impact on use
intention.

H11: Perceived ease of use has a significant impact on
satisfaction.

H12: Perceived usefulness has a significant impact on use
intention.

H13: Perceived usefulness has a significant impact on
satisfaction.

3.2 Research Methodology

The researchers collected standardized measurement
results, and the quantitative method was a good choice, which
could be achieved by investigating the respondents by the
same problem. According to the purpose of the research, this
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study adopted quantitative research. Quantitative research is
a method and process, which can skillfully express problems
and phenomena, and then analyze, test, and interpret the
results of research (Rossman & Wilson, 1984). It was non-
participation and required control requirements and design
assistance (Malina et al., 2007). The research methods used
in this study include three steps. First, a questionnaire was
designed to measure the intention and satisfaction of the user
intention and satisfaction of the B2C e-commerce platform.
In order to evaluate the effectiveness and reliability of the
questionnaire, we adopted an objective consistency item (I0C)
to evaluate the questionnaire. Secondly, the collected data
was manually input and reviewed, and exported in Excel
format for 39 users. The validity and reliability of the sample
were tested using JAMOVI 1.6.23 statistical software.
According to the test results, all measurement values were
greater than 0.7 of Cronbach’s Alpha reliability test,
indicating that the questionnaire was scientific and could be
used for large-scale surveys. Finally, the hypothesis was
tested by scanning electronic microscopy (SEM), and a
relationship analysis of the model structure (CFA) was
performed. Existing research showed that scanning an
electronic microscope was suitable for testing the underlying
structure and revealing its relationship (Bollen, 1989). Use
SPSS 23.0 and AMOS 24.0 statistical software for SEM
analysis (Sun et al., 2017).

3.3 Population and Sample Size

The target group of this study was people who had used
the B2C business platform in Chongqing. Chongqing was the
central city of the Chengdu-Chongqing Economic Circle,
which was of great significance to the development of
Chengdu-Chonggqing Economic Circle and China. According
to statistics from the Chongqing Municipal Commerce
Commission, in 2020, Chongqing achieved a total online
retail value of 135.05 billion yuan, an increase of 13.05%
year-on-year, which was 1.49 percentage points higher than
the national level. The online retail sales of physical goods
increased by 25.8% year-on-year, which was 11 percentage
points higher than the national average. The number of e-
commerce couriers reached 590 million, a year-on-year
increase of 28.3%. So, it was important to study it.

3.4 Sampling Technique

This study mainly adopted the probability sampling
method of multiple sampling. According to Ackoff (1953),
multiple sampling was a method that processed large samples
into limited samples by using incremental processes. First, a
certain number of groups were randomly selected from the
first-level group to complete the first phase of sampling. Then,
a certain number of secondary groups were selected from
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each group selected in the first stage to complete the second
stage sampling. The above process repeatedly proceeded until
the end and could directly investigate personal samples.
Multiple sampling was a combination of cluster sampling and
type sampling. On the one hand, the sampling of multiple
stages maintained the advantages of cluster sampling, such as
concentration, convenient investigation, saving cost, and
comparison and preparation of sampling framework. At the
same time, it avoids the waste caused by too many surveys
and gives full play to the advantages of sampling surveys
(Wang, 2019).

In this study, the respondents were from Chonggqing. In
order to distribute 500 samples in three districts. The
researcher collected the total number of customers using e-
commerce platforms in these areas in February 2022. As
shown in Table 1, 500 samples in Chongqing were divided
into 320, 140, and 40 samples, distributed in Jiulongpo
District, Yuzhong District, and Chengkou County.

Table 1: Sample Units and Sample Size

. Population | Proportional
Area Couzlty .(Clty’ Size Sample Size
District)
Jiulongpo District 839740 320
Chongqing Yuzhong District 362450 140
Chengkou County 106132 40
Total 1308322 500

Source: constructed by author

4. Results and Discussion
4.1 Demographic Information

The population statistics on gender, age, and education
were collected from the interviewees. The questionnaires
selected by Chongqing were distributed to 500 people with
experience in B2C e-commerce. Among the survey objects,
288 women, 57.6%, and 212 men, accounting for 42.4%. One
hundred seventy-four people under 30, 130 years old, 31-40
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years old, 114 years old, 41-50 years old, 61 years old, 51-60
years old, 21 people over 60 years old, accounting for 34.8%,
26.0%, 22.8%, 12.2%, and 4.2 of the totals %. Forty-two
people and below, 112 junior high schools, 150 high schools,
104 undergraduate, 93 undergraduate or above, accounting
for 8.2%, 22.4%, 30.0%, 20.8%, and 18.6% (see Table 2).

Table 2: Demographic Profile

Demographic and General Data Frequency | Percentage
(N=500)

Gender Male 212 42.4%
Female 288 57.6%
30 years old or below 174 34.8%
31-40 years old 130 26.0%
Age 41-50 years old 114 22.8%
51-60 years old 61 12.2%
61 years old or Over 21 4.2%
Primary school or below 42 8.2%
Education J uni.or mi.ddle school 112 22.4%
Level Senior middle school 150 30.0%
Bachelor 104 20.8%
Bachelor above 93 18.6%

4.2 Confirmatory Factor Analysis (CFA)

Xun (2016) believed that confirmation factor analysis was
a verification of the degree of fitting between existing
theoretical models and data and a way to examine the
effectiveness of the questionnaire structure. Fernando and
Jayawarna et al. (2013) believed that confirmation factor
analysis (CFA) was a factor analysis, emphasizing the
reliability of theoretical analysis results. In Table 3, the
acceptable factor loading threshold was 0.5 or higher (Hair et
al., 2003). In addition, all measurement values were greater
than 0.7 of Cronbach’s Alpha reliability test. According to
Fornell and Larcker (1981), the CR and AVE values were 0.7
or above and 0.4 or more, respectively, and were considered
acceptable. This study's CR results and AVE values were
higher than the threshold.

Table 3: Confirmatory Factor Analysis Result, Composite Reliability (CR) and Average Variance Extracted (AVE)

Variables Source of Questionnaire No. of Item Cronbach's Factors CR AVE
(Measurement Indicator) Alpha Loading
Service Quality (SEQ) (Hassan & Abu-Shanab, 2020) 4 0.868 0.703-0.862 0.871 0.629
System Quality (SYQ) (Nripendra et al., 2013) 3 0.764 0.687-0.762 0.766 0.522
Information Quality (IQ) (Nripendra et al., 2013) 4 0.836 0.668-0.813 0.836 0.562
Perceived Usefulness (PU) (Kesharwani et al., 2017) 3 0.795 0.623-0.864 0.805 0.584
Perceived Ease of Use (PEOU) (Abu-Shanab & Hammouri, 2018) 3 0.840 0.750-0.843 0.841 0.639
Use Intention (UI) (Hassan & Abu-Shanab, 2020) 4 0.878 0.778-0.833 0.879 0.644
Satisfaction (US) (Lee & Chung, 2009) 5 0.856 0.654-0.793 0.860 0.552

Model fit was expressed as an acceptable value of the fit
index (as shown in table 4). Statistical values of each
indicator were compared with acceptable standards.
CMIN/DF =2.552, GFI=0.902, AGFI = 0.876, NFI1 =0.900,

CFI1=0.936, TLI=0.925, RMSEA=0.056. There was no need
to modify the measurement model in this study, as the
original measurement model had shown model fit.
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Table 4: Goodness of Fit for Measurement Model
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model’s fit. The statistical values of each indicator were

Fit Index Acceptable Criteria Statistical CMIN/DF = 3.774, GFI = 0.852, AGFI = 0.819, NFI=0.848,
atues CFI = 0.883, TLI = 0.867, RMSEA =0.075. This study did
<5.00 (Al- 2552 not need to modify the structural model because the results
CMIN/DF | Mamary & Shamsuddin, 2015; Awa had shown the model fit.
ng, 2012)
GFI 2 0.85 (Sica & Ghisi, 2007) 0.902 Table 6: Goodness of Fit for Structural Model
AGFI | =0.80 (Sica & Ghisi, 2007) 0.876
Index Acceptable Statistical Values
NFI >0.80 (Wu & Wang, 2006) 0.900
CFI > 0.80 (Bentler, 1990) 0.936 < 5.00 (Al-Mamary & 3.774
CMIN/DF Shamsuddin, 2015; Awang,
TLI >0.80 (Sharma et al., 2005) 0.925 2012)
RMSEA <0.08 (Pedroso etal., 2016) 0.056 GFI >0.85 (SlCa & GhlSl, 2007) 0.852
AGFI > 0.80 (Sica & Ghisi, 2007) 0.819
Model Acceptable
Summary Model Fit NFI >0.80 (Wu & Wang, 20006) 0.848
Remark: CMIN/DF = The ratio of the chi-square value to degree of CFI1 > 0.80 (Bentler, 1990) 0.883
freedom, GFI = Goodness-of-fit index, AGFI = Adjusted goodness-of-fit TLI > 0.80 (Sharma et al., 2005) 0.867
index, NFI = Normed fit index, CFI = Comparative fit index, TLI = Tucker- Al 2 :
Lewis index and RMSEA = Root mean square error of approximation, RMSEA <0.08 (Pedroso et al., 2016) 0.075
Model Acceptable
Fornell and Larcker (1981) proposed that when AVE's summary Model Fit

square root was greater than the coefficient of any relevant
structure, the decision validity was confirmed, as shown in
Table 5, the square roots of all structures on the diagonal line
were 0.793, 0.722, 0.750, 0.764,0.799, 0.802 and 0.743,
which were greater than the coefficient between the meter
table. Therefore, the effectiveness of the discrimination was
guaranteed.

Table 5: Discriminant Validity
SEQ [SYQ | IQ PU
SEQ | 0.793
SYQ | 0.410 |0.722
1Q 0.362 [0.387| 0.750
PU 0.441 [0.426| 0.378 | 0.764
PEOU | 0.390 |0.346| 0.315 | 0.396 | 0.799
UI 0.501 [0.512| 0.425 | 0.414 | 0.448 | 0.802
Us 0.508 [0.524| 0.464 | 0.496 | 0.420 | 0.593 | 0.743
Note: The diagonally listed value is the AVE square roots of the variables
Source: Created by the author.

PEOU | ITU us

4.3 Structural Equation Model (SEM)

The structural equation model (SEM) was a
mathematical method that used confirmation factor analysis
to evaluate steps that affected a conceptual integration
strategy. The theory was usually related to causality
mechanisms that lead to various variable analyses
(Newcomb & Bentler, 1988). Shelley (2006) and Boslaugh
(2008) believed it evaluated the linear causality between
variables and compensated for error specifications. This was
equivalent to the return evaluation, but it might be more
influential than the regression assessment.

The statistical values of each indicator are shown in
Table 6. The statistical values of each indicator were
compared with the acceptable fit values to evaluate the

Remark: CMIN/DF = The ratio of the chi-square value to degree of
freedom, GFI = Goodness-of-fit index, AGFI = Adjusted goodness-of-fit
index, NFI = Normed fit index, CFI = Comparative fit index, TLI = Tucker-
Lewis index, and RMSEA = Root mean square error of approximation

4.4 Research Hypothesis Testing Result

In this study, the regression coefficient or standardization
path coefficient was used to measure the correlation between
the independent variables proposed in the assumption, and
10 of the 13 hypotheses proposed were supported, as shown
in Table 7.

Table 7: Hypothesis Results of the Structural Equation Modeling

Hypothesis B) t-Value Result
H1: SEQ— Ul 0.201 4.203*** Supported
H2: SEQ — US 0.275 5.993*** Supported
H3: SYQ — Ul 0.257 4.112%** Supported
H4: SYQ — US 0.353 5.935*** Supported
H5:1Q — UI 0.154 2.972 Not Supported
H6: 1Q —» US 0.252 5.003*** Supported
H7:SYQ — PU 0.422 6.873*** Supported
H8:1Q —» PU 0.286 5.401*** Supported
H9: US —» UI 0.299 4.455%** Supported
H10: PEOU — UI 0.230 4.832*** Supported
H11: PEOU — US 0.185 4.008*** Supported
HI12: PU — UI -0.026 -0.469 Not Supported
H13: PU- US 0.190 3.266 Not Supported

Note: *** p<(0.001
Source: Created by the author

The results in Table 7 are refined as follows:

H1 confirmed standardized coefficient value of 0.201,
and the t-value was 4.203. The results of this study were
consistent with the results of Masrek (2007). In H2, the
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standardized coefficient value was 0.275, and the T value
was 5.993. This result supported research (Lwoga, 2013).
In H3 was 0.257, and the T value was 4.112. This result
supported  the  studies by Cheng (2014).In
H4, standardization coefficient was 0.353, and the t-value
was 5.935. This result supported research by
(Abdurrahaman et al., 2020) and Nripendra et al. (2013).
When the standardization path coefficient was 0.154 and the
t-value was 2.972, the impact of the quality of information
on use was not found. Therefore, the HS is not supported.
This discovery contradicted the research (DeLone &
McLean, 2003). H6 resulted standardized coefficient value
was 0.252, and the T value was 5.003. This result supported
research (DeLone & McLean, 2004). H7 showed
standardized coefficient value was 0.422, and the t-value
was 6.873. This result supported research (Seddon & Kiew,
1996). The standardization coefficient of H8 was 0.286, and
the T value was 5.401. This result supported research (Al-
Ammari & Hamad, 2008). H9 was 0299, and the t-value
was 4.455. This result supported previous research (Oliver,
1980). H10 was 0.230, and the t-value was 4.832. This
result supported previous studies (Agarwal & Prasad, 1999;
Rajan & Baral, 2015; Venkatesh & Davis, 2000). H11 was
0.185, and the t-value was 4.008. This result supported
previous studies by (Mahmood et al., 2000). When the
standardization path coefficient was -0.026, and the t-value
was -0.469, no impact of perceived usefulness on the
intention of use was found, so H12 did not support H12.
This discovery contradicted the previous research of
(Agarwal & Prasad, 1999). They believed that perceived
usefulness significantly impacts the intention of use.
Perception of usefulness has a significant impact on
satisfaction. Finally, the standardization path coefficient was
0.190, and the t-value was 3.266. No effect of perceived
usefulness on satisfaction was found, so H13 was not
supported. This discovery contradicts the research of
previous Seddon (1997), Rai et al. (2002), and Franz and
Robey (1986). They claimed that perceived usefulness had
a significant effect on satisfaction.

5. Conclusion, Recommendation & Limitation
5.1 Conclusion and Discussion

This study aimed to investigate the factors that affect the
satisfaction and use intention of the Chongqing e-commerce
platform. The interviewees of this empirical case study were
people who had experienced e-commerce platforms from
three different regions in Chongqing, China. Based on
previous research, the researcher combined relevant theories
and research with this topic to form a framework for the
concept of this study. Three core theories, based on the
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Technology acceptance model (TAM) devised by Davis
(1989), the model by Rouibah et al. (2020), and the newer
D&MIS success model developed by DeLone and McLean
(2003), identify potential determinants of satisfaction and
intention to use e-commerce platforms. TAM described the
process of personal acceptance and adoption. The variables
used in the concept model were perceived usefulness,
perceived ease of use, and behavioral intention.

The study’s findings could be summarized in two main
findings. First, system quality was the strongest predictor of
satisfaction and intent to use. System quality significantly
influences users’ satisfaction and use intention of e-
commerce platforms. Therefore, establishing a perception of
system quality and its advantages was the key to motivating
satisfaction and use intention. Secondly, the antecedent
variables contributing significantly to the perceived
usefulness were sorted from information quality and service
quality. Providing high system quality to users made the
system feel valuable and useful to them.

5.2 Recommendation

The researchers identified the key factors of system
quality, information quality, service quality, perceived ease
of use, and perceived usefulness affecting satisfaction and
use intention in using e-commerce platforms in three
different cities in Chongqing. These key factors needed to
be developed and promoted to achieve the satisfaction and
use intention of the e-commerce platform. In this study,
system quality was the strongest predictor of e-commerce
platform satisfaction and use intention. Therefore, emphasis
must be placed on promoting the system quality of e-
commerce platforms. If users thought the system quality was
high, they would be satisfied and inclined to use e-
commerce platforms. Both government and business should
ensure this attribute.

E-commerce platforms were vital to people's lives. It
allows people to buy what they want whenever and
wherever they want easily. E-commerce platforms were
especially important during the COVID-19 pandemic.
Shopping through e-commerce platforms could reduce the
direct contact between people and reduce the risk of virus
transmission. The results of this study showed that there
were significant or insignificant factors affecting the
satisfaction and use intention of e-commerce platforms.
System quality was the strongest predictor of e-commerce
platform satisfaction and use intention. Service quality and
perceived ease of use also had a greater impact on
satisfaction and use intention; information quality only had
a greater impact on satisfaction. This case study did not
prove that perceived usefulness and information quality
significantly impacted use intention. System quality and
information quality had a greater impact on perceived
usefulness.
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These could determine the important factors that
countries and enterprises should emphasize when trying to
enhance user satisfaction and use intention to use
e-commerce platforms. In real life, the country and
enterprise should focus on improving the system quality of
the e-commerce platform to improve the user's satisfaction
and willingness to use the e-commerce platform. At the
same time, service quality and system usability should be
strengthened to enhance further users' willingness to use and
satisfaction. In addition, attention should be paid to the
impact of system quality and information quality on
perceived usefulness to promote users' satisfaction and
willingness to use B2C e-commerce platforms. Therefore,
the recommendations for these two main findings were to
ensure and promote the advantages or benefits of B2C
e-commerce business platforms.

5.3 Limitation and Further Study

The research scope was limited to three representative
regions of Chongqing, and some important regions were not
included. Secondly, only five variables that directly or
indirectly affect satisfaction and use intention were included
in the analysis, while other constructs deemed to have
significant observational value were not included in the
conceptual framework construction of this study. Further
research might involve using e-commerce platforms in other
regions, such as Beijing, Xinjiang, etc. Exploring e-
commerce usage in different regions might lead to different
findings, improve the generality of the research model, and
obtain more generalized results. Further research could
include government administrators and enterprises in the
respondents to understand their views on using e-commerce
platforms. Further research could include e-commerce
platforms such as C2C to understand the influencing factors
of different e-commerce platforms. In future studies,
researchers could use experimental methods to control other
variables that may confuse causalities, such as defining a
specific quality factor and observing the effect of this
independent variable on dependent variable satisfaction and
behavioral intention.
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