
Author’s Accepted Manuscript

The Impact of E-service Offerings on the Demand
of Online Customers

Xun Xu, Charles L. Munson, Shuo Zeng

PII: S0925-5273(16)30335-8
DOI: http://dx.doi.org/10.1016/j.ijpe.2016.11.012
Reference: PROECO6585

To appear in: Intern. Journal of Production Economics

Received date: 26 June 2016
Revised date: 31 October 2016
Accepted date: 21 November 2016

Cite this article as: Xun Xu, Charles L. Munson and Shuo Zeng, The Impact of
E-service Offerings on the Demand of Online Customers, Intern. Journal of
Production Economics, http://dx.doi.org/10.1016/j.ijpe.2016.11.012

This is a PDF file of an unedited manuscript that has been accepted for
publication. As a service to our customers we are providing this early version of
the manuscript. The manuscript will undergo copyediting, typesetting, and
review of the resulting galley proof before it is published in its final citable form.
Please note that during the production process errors may be discovered which
could affect the content, and all legal disclaimers that apply to the journal pertain.

www.elsevier.com/locate/ijpe

http://www.elsevier.com/locate/ijpe
http://dx.doi.org/10.1016/j.ijpe.2016.11.012
http://dx.doi.org/10.1016/j.ijpe.2016.11.012


  

1 

The Impact of E-service Offerings on the Demand of Online 

Customers 

 
Xun Xua, Charles L. Munsonb,* and Shuo Zengc 

 
a Department of Management, Operations, and Marketing; College of Business Administration; California State 

University, Stanislaus; One University Circle; Turlock, CA 95382; USA 
b Department of Finance and Management Science; Carson College of Business; Washington State University; 

Box 644746; Pullman, WA 99164-4746; USA 
c Technology and Operations Management Department; College of Business Administration; California State 

Polytechnic University, Pomona; 3801 W Temple Ave; Pomona, CA, 91768; USA 
 
 

*Corresponding author. Tel: +1 509 335 3076; fax +1 509 335 3857 

E-mail addresses: xxu@csustan.edu (X. Xu), munson@wsu.edu (C.L. Munson), shuozeng@cpp.edu (S. Zeng) 

 

 

Abstract: 

With the rapid growth of online shopping, online sellers are facing more sales opportunities and 

challenges in the highly-competitive e-commerce market. Sellers that can generate high customer 

cumulative ratings may experience higher demand and profits. We explore the question of how sellers can 

attain those high ratings. Using leading online shopping websites in China and the U.S., we collected data 

for 200 online sellers in both countries for each of 40 product categories (16,000 observations) pertaining 

to the sellers’ respective customer cumulative ratings, history, price, and e-service offerings (customized 

website design, credit card payments/autopay, purchase security/seller communication, fast shipping, 

customer support, and refund opportunities). Via path analysis, we examine the extent to which online 

sellers’ e-service offerings and characteristics influence customer cumulative ratings and demand. We 

find that the effects of online sellers’ e-service offerings on customer cumulative ratings are moderated by 

product positioning (utilitarian/hedonic) and high/low perceived risk. Our evidence also suggests that 

high customer cumulative ratings positively influence demand. We discuss implications for customer 

online shopping behavior and online sellers’ sales strategies. 
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