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ABSTRACT

In this study, we investigated how to distinguish
customer delivered value to re-purchasing in fierce B2C
industry. To identify key managerial variables that could
distinctively impact re-purchasing, we first identified
customer value proposition as per the customer buying
decision process. Next, core value propositions of choice
efficiency and competitive price are defined to determine
vendor satisfaction during the searching stage and
purchasing stage. The trust level is also introduced in the
sense of reflecting confirmation to guarantee after
purchase security. Then, significant managerial variables
to impact on core value propositions are extracted. The
resulting model illustrated that
convenience and quality assurance affect the choice
efficiency, and re-purchase strongly
explained by both the vendor satisfaction and trust level.
The empirical testing results also support that transaction
cost reduction is key determinant of shopping at the
Internet shopping mall. Furthermore, trust level should
be combined to induce re-purchasing in addition to

structural search

intention is

transaction cost savings.
Key Words: B2B e-commerce, Differentiation strategy,
Repurchasing, Customer Buying Process.
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