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Sudy on cusomers repurchase intention in China

HUANG Jin-song, ZHAO Ping, WANG Gao, L.U Qi-hin
School of Ecoromics & Management , Tanghua Universty , Beijirg 150084 , China

Abgract : Creating cusomer loyaty isone of the centra tznets and principa objectivesfor a company. Cudomers

repurchase intertion , one of the mgjor measurements for cusomer loyalty , is the object of this gudy. The article
firgly carriesout a literature review about the irfluencing factors of cusomers repurchase intention and brings for-
ward the ressarch quections of this gudy. Then, this pgper takes durable goods indugry in China as an example,
enploys the hierarchica linear nodel s to analyze the variation of cugomers repurchase intention at both individua
and brand levd's. Research results show that the percentage of individua level variance of customers repurchase in-
tention is much higher than that of brand level variance for the durable goodsindugry in China. Further research re
ved s that conpanies should improve research on market segmentation and provide cusgomized products and services
to target markets, should make great eforts to inprove cusomer satifaction, and should awoid the image of low
price-lon-qudity. Furthernore , conpanies could inplement the policy of inmproving service quaity or increasing the
quality/ price ratio as low cog with high dficiency drateges to enhance cusomers repurchase intention.

Key words: cusomer repurchase intention; hierarchica linear nodels; durable goods



