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Abstract

To analyze the differences in demand for products and services between new and returning custom-
ers when shopping online on fresh food e-commerce platforms and to explore differentiated strate-
gies to improve customer satisfaction, thereby providing a basis for enhancing the competitiveness of
these platforms. The study uses online reviews from JD Fresh to identify customer needs and senti-
ments, employing multiple regression analysis to examine and compare the explanatory mechanisms
of satisfaction among new and returning customers. The research finds that customer satisfaction of
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both types of customers with the fresh food e-commerce platform’s product and service is influenced
by product specifications, taste, quality, logistics, family, price, and brand image. However, new cus-
tomers are more strongly influenced by price; for returning customers, the characteristics of the prod-
ucts have a stronger impact. Based on these findings, differentiated service strategies for new and re-
turning customers in the context of fresh food e-commerce are proposed.
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Figure 1. Customer satisfaction explanation model for new and
returning customers in fresh food e-commerce
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Table 1. Analysis of the customer satisfaction explanation mechanism in fresh food e-commerce
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