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Abstract 

Purpose: This study investigates the influence of students’ satisfaction, loyalty and learning performance using Tencent 

Conferences online learning in Chongqing, China. The key variables are developed to construct a conceptual framework, including 

service quality, perceived usefulness, perceived ease of use, image, satisfaction, loyalty, and learning performance. Research 

design, data, and methodology: This study applied a quantitative method to distribute online questionnaires to 500 students at a 

university in Chongqing. The Item-Objective Congruence (IOC) and pilot test (n=30) of Cronbach’s Alpha confirmed the validity 

and reliability. The researcher employs judgmental, stratified random, and convenience sampling techniques to collect the data. 

The data were analyzed by Confirmatory Factor Analysis (CFA) and Structural Equation Modeling (SEM) to apply the model’s 

goodness of fit and test the hypotheses. Results: All hypotheses were proven to be supported in this study. Service quality, 

perceived usefulness, perceived ease of use, and image can determine student satisfaction. Student satisfaction and image 

significantly influence student loyalty. Furthermore, student satisfaction has the strongest influence on student 

loyalty. Conclusions: This study contributes to educators and academic institutions in order to initiate effective online learning 

and promote the significant elements that can enhance student’s learning performance. 
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1. Introduction12 
 

The coronavirus disease (COVID-19) was a health crisis 

that completely changed the lives and perspectives of all 

people. Since January 2020, the COVID-19 epidemic has 

swept the world, posed a major human disaster, and brought 

many human activities to a standstill, including education 

and teaching activities at all levels. Under the influence of 
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COVID-19, more than 1.2 billion children worldwide were 

using online platforms for online education (Chandra, 2020). 

Governments worldwide have closed most offline 

educational institutions to control the spread of disease, 

considering the safety of students, educators, and all 

associated people. Under the requirements and guidance of 

the Ministry of Education, college teaching activities were 

all carried out online. The Ministry of Education required 
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active implementation of online teaching activities, such as 

online teaching and online learning, to ensure the progress 

and quality of teaching during the epidemic prevention and 

control period (Ali, 2020). Faced with the postponement of 

school opening caused by the epidemic, the Ministry of 

Education in China had put forward the guidelines of 

“stopping classes without stopping teaching and stopping 

classes without stopping learning” to ensure the orderly 

development of education and teaching while fighting the 

epidemic. 

The development of online education was still in the 

exploratory stage. There were already many excellent online 

teaching platforms and smart teaching tools in China, such 

as Rain Classroom, Tencent Conference, Ding Talk, etc. 

Each of these platforms had its characteristics and 

advantages. Teachers could choose suitable platforms and 

tools according to the course’s requirements. Rain 

Classroom was an intelligent teaching tool jointly developed 

and promoted by the online education office of Tsinghua 

University. It was simple and easy to operate using 

PowerPoint and WeChat (a common social platform in 

China). Chaoxiang had a strong function. It contained 

massive teaching resources, such as teaching literature and 

academic journals, and could provide online lectures, 

training courses, and live lectures (Gao & Zhang, 2020). 

Regardless of whether online education or offline 

classroom, students’ learning experiences come first. In the 

spring semester of 2020, during the outbreak of the epidemic, 

all offline courses of art colleges and universities were 

converted to online courses. This study focuses on the online 

learning experience of Chinese art college students in 

Chongqing during COVID-19. Through data investigation 

and analysis, it was necessary to explore students’ 

satisfaction, loyalty, and learning performance with online 

learning using Tencent Conference. Its purpose was to 

provide real feedback on the current situation of online 

education and teaching and provide a reference for future 

online teaching through this feedback to enhance and 

improve students’ sense of learning experience. There were 

some surveys on the service quality, perceived ease of use, 

image, perceived usefulness, student satisfaction, learning 

performance, and loyalty of Tencent Conference when 

students use it for online learning. In order to fully mobilize 

the enthusiasm, initiative, and creativity of students on 

online learning and improve the effectiveness of online 

teaching, promoting the substantial equivalence of “online 

learning” and offline classroom teaching was one of the 

important challenges facing. 

 

 

 

 

 

2. Literature Review 
 

2.1 Service Quality 
 

Zeithaml (1988) described service quality as the 

advantage or superiority of providing a service. In other 

studies, service quality was specified as an attitude 

connected with satisfaction but not synonymous with 

satisfaction, and the contrast between prospect with 

performance sensing (Parasuraman et al., 1988). Gorla et al. 

(2010) said that service quality was defined as the service 

quality of dependability, reactivity, guarantee, and empathy 

provided by the supplier to users (taking students as an 

example). Wang and Lin (2012) proposed that system quality 

extremely affected applicants’ perception of the usefulness 

of mobile services. Parasuraman et al. (1985) demonstrated 

dissatisfaction when prospects were higher than behavior 

and perceived quality. Saglik et al. (2014) clarified the 

perceived service quality of college students and the 

influence on their satisfaction and behavioral purpose. Hence, 

the service quality can determine the satisfaction of users 

through use perception, as indicated in a hypothesis: 

H1: Service quality has a significant influence on student 

satisfaction. 

 

2.2 Perceived Usefulness 
 

Perceived usefulness is the extent to which a man 

assumes that applying a specific system would improve 

his/her execution at work (Davis, 1989). Perceived 

usefulness was considered an impacted determinant of the 

number of systems and technology applications (Gamal 

Aboelmaged, 2010). In the e-commerce field, Cenfetelli et al. 

(2005) believed that service quality characteristics were the 

sole determinants of the applicant's perceived usefulness of 

the e-commerce system. Mathwick et al. (2002) showed 

perceived usefulness as the degree to which people believed 

a specific system could improve their career performance. 

Perceived usefulness was thought of as a significant 

predictive index for curriculum satisfaction in the field of 

education (Teo, 2009). Chen et al. (2009) conducted a 

comprehensive model to forecast user satisfaction. The result 

showed that user satisfaction with self-service technologies 

(SSTs) was extremely affected by perceived usefulness. 

Meanwhile, Cenfetelli et al. (2005) emphasized that the 

perceived usefulness of the e-commerce environment 

positively impacted user satisfaction. Therefore, a 

hypothesis is set: 

H2: Perceived usefulness has a significant influence on 

student satisfaction. 
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2.3 Perceived Ease of Use 
 

Perceived ease of use was defined as “the extent of ease 

of use connected with the application of the system” 

(Venkatesh et al., 2003). Perceived easiness was an indicator 

that impacted students’ opinions to accept distance learning 

as a new platform for their studies (Lazim et al., 2021). In 

the e-learning field, perceived ease of use was the degree to 

which a man asserts that no effort was required to use the e-

learning system (Lin et al., 2007). Perceived ease of use and 

perceived usefulness were considered the main driving 

forces of IT receiving to forecast or examine end-user 

satisfaction (Davis et al., 1989; Venkatesh & Davis, 1996). 

An expanding expectation theory, including perceived ease 

of use, had been diffusely utilized to account for IS/IT 

utilization performance in previous research, which 

promoted to conduct of a more integrated account of user 

performance in the condition of continuous use IS/IT 

purpose (Lee, 2010) since perceived ease of use was one of 

the main recognition beliefs to decide satisfaction and 

persistence purpose of IS/IT (Hong et al., 2006; Thong et al., 

2006). Thus, a strong link between perceived ease of use and 

satisfaction is determined below: 

H3: Perceived ease of use has a significant influence on 

student satisfaction. 

   

2.4 Image 
 

Image is described as consumers’ minds based on their 

functional quality and mental property (Martineau, 1958). 

Alves and Raposo (2010), who analyzed the image of 

universities, emphasized that the image of a college was the 

recipient of the services provided, partly communicating and 

partly cognition. Researchers increasingly agree that the 

image belongs to organizational stakeholders and is based on 

a complicated structure of multiple elements (Arpan et al., 

2003). Andreassen and Lindestad (1998) argued that image 

was considered to have a halo impression on customer 

satisfaction because customers anticipated ahead of products 

and services in their minds. Clemes et al. (2007) empirically 

determined the positive influence of enterprise image on 

satisfaction. Palacio et al. (2002) proved that image 

influenced student satisfaction. Kandampully and Suhartanto 

(2000) stated that there was a positive correlation between 

image and loyalty. Helgesen and Nesset (2011) also 

investigated this connection in higher education. Then, two 

hypotheses are proposed: 

H4: Image has a significant influence on student satisfaction. 

H6: Image has a significant influence on loyalty. 

 

 

 

 

2.5 Students Satisfaction 
 

Satisfaction assesses a particular service experience 

(Bolton & Drew, 1991; Cronin & Taylor, 1992). Elliott and 

Healy (2001) believed student satisfaction was a short-term 

attitude. It was the outcoming of their encounter in receiving 

education services. Barnett (2010) pointed out that student 

satisfaction was extremely significant because it was the 

only index of the service quality of higher education service 

offers. According to Helgesen and Nesset (2011), customer 

loyalty was generally considered the direct result of their 

satisfaction. Athiyaman (1997) also revealed that customer 

satisfaction positively and virtually impacted loyalty. Job 

satisfaction was regarded as a predictor of performance 

(Vroom, 1964). Judge et al. (2001) also promoted that there 

was a relationship between satisfaction and performance. 

Iaffaldano and Muchinsky (1985) asserted that there was a 

positive impact between satisfaction and job performance. In 

the context of management accounting (Andreassi et al., 

2014; Riketta, 2008), people generally looked forward and 

explored that there was a positive correlation between 

satisfaction and performance. Based on the above 

assumptions, this study develops the following hypotheses: 

H5: Student satisfaction has significant influence on loyalty. 

H7: Student satisfaction has a significant influence on 

learning performance. 

   

2.6 Loyalty 
   

Oliver (1997) regarded loyalty as a deep-rooted promise 

to continuously repurchase or patronize one’s 

complimentary products or services in the future, even 

though contextual impact and marketing efforts might lead 

to conversion behavior. Lovelock and Wirtz (2007) 

demonstrated loyalty as a customer’s promise to consist in 

patronizing a particular company temporarily. Some 

researchers studied the connection between service quality, 

facilities, student satisfaction, image, and student loyalty 

(Helgesen & Nesset, 2011). Customer loyalty was extremely 

significant for service organizations because the construction 

of customer loyalty was closely connected to their 

sustainable survival and future growth of them (Kim et al., 

2004). Zhai (2022) added that student loyalty is not a short-

time emotion but it can be long-term reputation for a school 

to be referred to prospective students. 

 

2.7 Learning Performance 
 

Learning performance is defined as students’ self-

evaluation of their complete knowledge obtained, developed 

skills and abilities, and their efforts in a specific class 

compared with other classes (Young et al., 2003). Student 

performance was derived from final exam scores. Swanson 
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and Holton (2001) believed that performance was one of the 

final aims in the field of HRD (human resource 

development). The three common elements that evaluate 

school performance are attending, score, and student 

classroom performance (Duff et al., 2004; Gottfried, 2010). 

Learning performance was related to students' positive 

attitudes toward the teaching environment, the lessons, and 

the teachers (Dunn et al., 1990). In the field of the academic 

environment, students who used social networking sites 

while learning performed worse than their peers (Kirschner 

& Karpinski, 2010). 

 

 

3. Research Methods and Materials 

 
3.1 Research Framework 
 

This study uses Tencent Conferences online learning in 

Chongqing, China, to investigate the influence of student 

satisfaction, loyalty, and learning performance. The 

conceptual framework is adopted key factors from previous 

literature (Salimon et al., 2021; Teeroovengadum et al., 

2016; Yuce et al., 2019), including service quality, perceived 

usefulness, perceived ease of use, image, satisfaction, 

loyalty, and learning performance. Consequently, a 

conceptual framework is demonstrated in Figure 1. 

 

 

 
Figure 1: Conceptual Framework 

 
H1: Service quality has a significant influence on student 

satisfaction. 

H2: Perceived usefulness has a significant influence on 

student satisfaction. 

H3: Perceived ease of use has a significant influence on 

student satisfaction. 

H4: Image has a significant influence on student satisfaction. 

H5: Student satisfaction has significant influence on loyalty. 

H6: Image has a significant influence on loyalty. 

H7: Student satisfaction has a significant influence on 

learning performance. 

 

 

3.2 Research Methodology 

 

This study applied a quantitative method to distribute 

online questionnaires to 500 students at a university in 

Chongqing. The survey consists of three parts which are 

screening questions, measuring items with a 5-point Likert 

scale, and a demographic profile. Before the data collection, 

Objective Congruence (IOC) and pilot test (n=30) of 

Cronbach’s Alpha were conducted. The data were analyzed 

by Confirmatory Factor Analysis (CFA) and Structural 

Equation Modeling (SEM) to apply the model’s goodness of 

fit and test the hypotheses.  

The Item-Objective Congruence (IOC) and pilot test 

(n=30) of Cronbach’s Alpha confirmed the validity and 

reliability. Consequently, all scale items passed at a score 

rating from three experts equal to or above 0.6. Cronbach’s 

alpha coefficient reliability test was used to examine a pilot 

test (n=30). As a result, all constructs show internal 

consistency with above 0.7 (George & Mallery, 2003), which 

are very good (>0.8) and excellent (> 0.9) values. The results 

are service quality (0.962), perceived usefulness (0.923), 

perceived ease of use (0.944), image (0.890), satisfaction 

(0.953), loyalty (0.964), and learning performance (0.956). 

   

3.3 Population and Sample Size 
 

The target population is Chinese art second to fourth-year 

students using Tencent Conferences for online learning at 

Sichuan Fine Arts Institute (SCFAI), Chongqing, China. 

Most rules-of-thumb for minimum sample size is suggested 

to be around 100 or 200 (Boomsma, 1985). To perform 

multiple regression, covariance analysis, or log-linear 

analysis, the researcher selected 500 participations for the 

final sample size. 

 

3.4 Sampling Technique 
 

The sampling procedures in this study are judgmental, 

stratified random, and convenience sampling. The judgmental 

sampling was to select Chinese art second to fourth-year 

students using Tencent Conferences for online learning at 

Sichuan Fine Arts Institute (SCFAI), Chongqing, China. The 

stratified random sampling was used to proportionate 500 

respondents, as shown in Table 1. Convenience sampling was 

to distribute an online questionnaire to the target group via 

WeChat and other online media. 

 
Table 1: Sample Units and Sample Size 

Year of Study Number of Students Sample Unit 

Sophomore 1612 165 

Junior 1572 161 

Senior 1698 174 

Total 4882 500 

Source: Constructed by author. 
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4. Results and Discussion 

 

4.1 Demographic Information 
 

The demographic results from 500 questionnaires are 

demonstrated in Table 2. 33 percent are male, whereas 67 

percent are female. The year of the study shows that 

sophomores are 33 percent, juniors are 32.2 percent, and 

seniors are 34.8 percent. 59.8 percent of respondents have 

been using Tencent Conference for online learning for 1-2 

years, and 40.2 percent of those have used the system for 

more than two years.  
 

Table 2: Demographic Profile 
Demographic Characteristics (N=500) Frequency Percentage 

Gender Male 165 33% 

Female 335 67% 

Year of Study Sophomore 165 33% 

Junior 161 32.2% 

Senior 174 34.8% 

Demographic Characteristics (N=500) Frequency Percentage 

Time of Using 

Tencent Conference 

for online learning 

1-2 years 299 59.8% 

More than 2 

years 

201 40.2% 

 

4.2 Confirmatory Factor Analysis (CFA) 
 

Kline (2010) indicated that confirmatory factor analysis 

(CFA) was viewed as a particular modality for analyzing 

factors. The results in Table 3 were acceptable as the factor 

loading was required to be greater than 0.5, the p-value should 

be less than 0.05, and the t-value should be greater than 1.98 

(Ojong et al., 2014). All constructs show Cronbach’s Alpha 

values above 0.7 (George & Mallery, 2003). CR’s values of 

0.7 or above were also acceptable. The AVE value of every 

construct was essential to over 0.50, and the hypothetical 

constructs could lead to most of the variance noticed in the 

items (Fornell & Larcker, 1981). 

 

 

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

 

The utilization of CFA to validate the connections 

between projects and their respective factors was favorable 

since it permitted these connections to be fixed in the 

measurement model and offered a means to evaluate the fit 

of the proposed theoretical model to data collection (Stevens, 

2009). Before the modification, the data results indicated that 

the values of GFI and AGFI did not meet the acceptable 

requirements. Therefore, modifying the measurement model 

to obtain a good fit was necessary. After modification, these 

values met the requirements of acceptable values and had the 

goodness of fit. The results of these data were 

CMIN/df=1398.855/464 or 3.015, GFI=0.856, CFI=0.939, 

RMSEA=0.064, TLI=0.931, AGFI=0.826 and NFI=0.912.  

 
Table 4: Goodness of Fit for Measurement Model 

Fit Index 
Acceptable 

Criteria 

Statistical 

Values Before 

Adjustment 

Statistical 

Values After 

Adjustment 

CMIN/df < 5.00 (Awang, 

2012) 

1968.408 / 474 

or 4.153 

1398.855 / 

464 or 3.015 

GFI ≥ 0.85 (Joreskog 

& Sorbom, 1984) 

0.793 0.856 

CFI ≥ 0.90 (Hair et al., 

2006) 

0.903 0.939 

RMSEA ≤ 0.08 (Browne & 

Cudeck, 1993) 

0.079 0.064 

Fit Index 
Acceptable 

Criteria 

Statistical 

Values Before 

Adjustment 

Statistical 

Values After 

Adjustment 

TLI ≥ 0.90 (Hair et al., 

2006)  

0.892 0.931 

AGFI ≥ 0.80 

(Tabachnick & 

Fidell, 2007) 

0.755 0.826 

NFI ≥ 0.90 (Arbuckle, 

1995) 

0.876 0.912 

Model Summary 

Not in 

harmony with 

empirical data 

In harmony 

with 

empirical 

data 

Remark: CMIN/DF = The ratio of the chi-square value to degree of 

freedom, GFI = Goodness-of-fit index, CFI = Comparative fit index, 

RMSEA = Root mean square error of approximation, TLI = Tucker–Lewis 

index, AGFI = Adjusted goodness-of-fit index, and NFI = Normed fit index.  

 

The discriminant validity confirmed that construct 

testing was special in experience and stood for the 

phenomenon of interest that another testing in SEM could 

not obtain (Hair et al., 2010). Table 5 reflects the test results 

of discriminant validity. The value of the AVE square root 

of all variables on the diagonal was greater than the 

correlation values among the corresponding variable and 

Variables 
Source of Questionnaire 

(Measurement Indicator) 

No. of 

Item 
Cronbach's Alpha Factors Loading CR AVE 

Service Quality  Lwoga (2013) 5 0.896 0.681 -0.854 0.887 0.614 

Perceived Usefulness Davis (1989) 5 0.878 0.680 -0.824 0.880 0.596 

Perceived Ease of Use Davis (1989) 4 0.893 0.736 -0.887 0.886 0.662 

Image Etemad-Sajadi and Rizzuto (2013) 4 0.925 0.817-0.890 0.918 0.738 

Student Satisfaction Ali et al. (2016) 7 0.955 0.803 -0.907 0.943 0.769 

Loyalty  Etemad-Sajadi and Rizzuto (2013) 4 0.928 0.763 -0.923 0.866 0.618 

Learning Performance Ali et al. (2016) 4 0.883 0.631-0.889 0.803 0.509 
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other variables. Therefore, these data supported the 

discriminant validity of the measurement model. 
 

Table 5: Discriminant Validity 

 SQ PU PE IM SA LO LP 

SQ 0.784       

PU 0.701 0.772      

PE 0.642 0.717 0.814     

IM 0.605 0.668 0.714 0.859    

SA 0.694 0.765 0.756 0.787 0.877   

L

O 

0.529 0.546 0.542 0.666 0.705 0.786  

LP 0.424 0.386 0.392 0.419 0.487 0.468 0.713 

Note: The diagonally listed value is the AVE square roots of the variables 

Source: Created by the author. 

 

4.3 Structural Equation Model (SEM)   
 

SEM was a cluster of equations for the system being 

analyzed, the parameters of which were confirmed 

according to statistical observations. The fitness of the 

structural equation model was tested by applying the 

goodness-of-fit index. According to Table 6, the values of 

GFI, RMSEA, and AGFI are needed to meet the 

requirements. After the adjustment, the acceptable values 

show that CMIN/df= 1437.181/471 or 3.051, GFI=0.853, 

CFI=0.937, RMSEA=0.064, TLI=0.929, AGFI=0.825, and 

NFI=0.910.  

 
Table 6: Goodness of Fit for Structural Model 

Fit Index 
Acceptable 

Criteria 

Statistical 

Values Before 

Adjustment 

Statistical 

Values After 

Adjustment 

CMIN/df < 5.00 (Awang, 

2012) 

3124.674 /488 

or 6.403 

1437.181/471 

or 3.051 

GFI ≥ 0.85 (Joreskog 

& Sorbom, 1984) 

0.707 0.853 

CFI ≥ 0.90 (Hair et al., 

2006) 

0.828 0.937 

RMSEA ≤ 0.08 (Browne & 

Cudeck, 1993). 

0.104 0.064 

TLI ≥ 0.90 (Hair et al., 

2006)  

0.814 0.929 

AGFI ≥ 0.80 

(Tabachnick & 

Fidell, 2007) 

0.664 0.825 

NFI ≥ 0.90 (Arbuckle, 

1995) 

0.803 0.910 

Model Summary 

Not in 

harmony with 

empirical data 

In harmony 

with 

empirical 

data 

Remark: CMIN/DF = The ratio of the chi-square value to degree of 

freedom, GFI = Goodness-of-fit index, CFI = Comparative fit index, 

RMSEA = Root mean square error of approximation, TLI = Tucker–Lewis 

index, AGFI = Adjusted goodness-of-fit index, and NFI = Normed fit index.  

 

4.4 Research Hypothesis Testing Result 
 

Based on Table 7, all of the proposed research hypothesis 

were supported measued by standardized path coefficient (β) 

values and t-value. The significant degree is also verified by 

p<0.001.  
 

Table 7: Hypothesis Results of the Structural Equation Modeling 

Hypothesis (β) t-value Result 

H1: SQ → SA 0.168 3.664*** Supported 

H2: PU → SA 0.227 4.070*** Supported 

H3: PE → SA 0.248 4.237*** Supported 

H4: IM → SA 0.357 6.821*** Supported 

H5: SA→ LO 0.444 6.088*** Supported 

H6: IM → LO 0.330 4.583*** Supported 

H7: SA → LP 0.539 11.248*** Supported 

Note: *** p<0.001 

Source: Created by the author 

 

Among the hypotheses presented in the study, the 

influence of students’ satisfaction on academic performance 

was the most obvious and strong. In H7, the value of 

standardized coefficients between them was 0.539, and the 

T-value was 11.248. The results supported the previous 

conclusions of many researchers, including Freeze et al. 

(2010), Vroom (1964), and Judge et al. (2001). 

Students’ satisfaction also significantly influenced 

loyalty, with the value of standardized coefficients at about 

0.444 and the value of the T-value at 6.088 in H5. The 

research results of Helgesen and Nesset (2011), Athiyaman 

(1997), and Fornell (1992) also showed that satisfaction was 

the main influence result of loyalty. 

The image significantly influenced student satisfaction, 

with the value of standardized coefficients at about 0.357 

and the value of the T-value at 6.821 in H4. Studies by 

Clemes et al. (2007) and Palacio et al. (2002) also showed 

that image affected satisfaction. 

Loyalty was another variable significantly influenced by 

an image with the value of standardized coefficients of about 

0.330 and the value of T-value at 4.583 in H6. Many 

previous studies by Kandampully and Suhartanto (2000) and 

Helgesen and Nesset (2011) supported the results of this 

study. 

Perceived easiness significantly influenced student 

satisfaction, with the value of standardized coefficients at 

about 0.248 and the T-value at 4.237 in H3. This result was 

consistent with Davis et al. (1989), Venkatesh and Davis 

(1996), and DeLone and McLean (2003), that perceived 

ease of use had an impact on satisfaction. 

Perceived usefulness significantly influenced students’ 

satisfaction with the value of standardized coefficients at 

about 0.227 and the value of T-value at 4.070 in H2. Wen et 

al. (2011), Joo (2010), and Bhattacherjee (2001) showed that 

perceived usefulness was an important factor in determining 

the level of satisfaction. 
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Service Quality significantly influenced Students’ 

Satisfaction, with the value of standardized coefficients at 

about 0.168 and the value of T-value at 3.664 in H1. 

Parasuraman et al. (1985) and Saglik et al. (2014) proved 

that there was a positive correlation between service quality 

and student satisfaction. 

 

 

5. Conclusion and Recommendation 
 

5.1 Conclusion and Discussion 

 
This study uses Tencent Conferences for online learning 

in Chongqing to explore factors influencing Chinese art 

students’ satisfaction, loyalty, and learning performance. 

The researcher used Confirmatory Factor Analysis (CFA) 

and Structural Equation Modeling (SEM) to analyze the 

collected data to obtain the model’s goodness of fit and test 

the hypotheses. There was a strong relationship between 

student satisfaction and learning performance, which 

showed that student satisfaction significantly influenced 

learning performance. Then, the following was the impact 

of students’ satisfaction on loyalty, the impact of image on 

students’ satisfaction and loyalty, and the impact of 

perceived easiness, perceived usefulness, and service 

quality on students’ satisfaction. 

Based on the findings, H1 was effectively supported by 

the data. This result proved the view of much previous 

theoretical literature (Parasuraman et al., 1985; Saglik et al., 

2014). Service quality had a certain impact on students’ 

satisfaction. H2 indicated a positive correlation between 

perceived usefulness and students’ satisfaction. Wen et al. 

(2011), Joo (2010), and Bhattacherjee (2001) also confirmed 

that perceived usefulness had an important impact on 

students’ satisfaction. H3 illustrated that students’ 

satisfaction was affected by perceived easiness. Davis et al. 

(1989), Venkatesh and Davis (1996), and DeLone and 

McLean (2003) indicated that perceived easiness directly 

affected students’ satisfaction.  

H4 proved that image was the most significant factor 

affecting students’ satisfaction, compared with service 

quality, perceived usefulness, and perceived easiness. 

Clemes et al. (2007) and Palacio et al. (2002) also indicated 

the importance of image in evaluating students’ satisfaction. 

H5 was supported by research data, which was consistent 

with previous studies by Helgesen and Nesset (2011), 

Athiyaman (1997), and Fornell (1992). Students’ 

satisfaction directly affected whether students would 

continue to use the platform or recommend others to use it 

for online learning.  

H6 showed that image and loyalty had positive effects. 

This result was also verified by Kandampully and 

Suhartanto (2000), and Helgesen and Nesset (2011). Among 

these hypotheses, the degree of correlation between H7 was 

the most significant, which meant that students’ satisfaction 

was an important determinant of learning performance. 

Freeze et al. (2010), Vroom (1964), and Judge et al. (2001) 

also confirmed that student satisfaction could directly affect 

students’ learning performance. 

 

5.2 Recommendation 
 

This study showed significant factors affecting student 

satisfaction, loyalty, and learning performance when using 

Tencent conferences for online learning. The image was the 

most significant factor affecting students’ satisfaction, 

compared with other factors, namely, perceived easiness, 

perceived usefulness, and service quality. In addition, 

students’ satisfaction could greatly determine students’ 

loyalty and learning performance. Therefore, when 

promoting and designing online learning platforms, 

educators, workers of higher education institutions, senior 

managers, platform developers, and marketers need to 

seriously consider the factors that affect student satisfaction, 

loyalty, and learning performance, especially the core 

elements, to ensure a better experience of students’ online 

learning. In the later practice teaching, practice workers 

should make full use of the influence factors of this study to 

strengthen students’ favorable impression of online learning 

through Tencent conferences. This measure would mobilize 

students’ enthusiasm and initiative for online learning 

through Tencent conference, improve students’ learning 

performance, help teachers and students to interact better 

and communicate, and reduce some drawbacks of online 

learning left behind. This study was conducive to the 

improvement of the new teaching model of “online + offline” 

in the future and provided strong support for the 

development of online learning. 

 

5.3 Limitation and Further Study 
 

Several limitations can be discussed. First, the research 

object selected in this study was university students from 

Chongqing, China. Therefore, future studies can be 

extended to the different demographic characteristics and 

broaden the sample size. Second, more or other variables 

should be determined to investigate students’ online learning 

experience. Furthermore, this study only scoped the use 

behavior of Tencent Conference. More online learning 

platforms, such as WeChat, Rain Classroom, Ding Talk, etc., 

should be considered. Last, the qualitative method should be 

extended for the future studies. 
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