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Research on Loyalty of Medical E-commerce Customers Based on B2C Platform

Shi Wenying, Huang Zhe (Shenyang Pharmaceutical University, Shenyang 201612, China)

Abstract  Objective: To study the factors which influence the loyalty of medical e-commerce customers
based on Business-to-Customer (B2C) platform, and to provide stratgeties for improving the loyalty. Methods:
Assumptions related to the loyalty of medical B2C platform customers were put forward from such three aspects
as commodities, platform websites and customers. The questionnaire survey method and the structural equation
model method were used to analyze the questionnaire data according to the above mentioned assumptions. Results
and Conclusion: The study confirmed the influencing factors on the loyalty of medical B2C platform customers.
Their influences (path coefficient of the structural equation model) were as follows: quality of the commodity is
0.83, customer conversion cost is 0.69, website security is 0.65, website service is 0.64, efficiency of logistics is
0.53, and commodity price is 0.23, which were ranked according to their influence. The proposed strategies to
efficiently enhance the loyalty of medical B2C platform customers consisted of improving the quality of goods,
establishing a reasonable price system, maintaining the reputation of the website, establishing and improving the
communication mechanism, enhancing the convenience and safety of the website, strengthening the logistics and
SO on.
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