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Abstract. With China’s national energy transition and growing energy storage
market demand, the industry has boomed but exposed deep-seated issues, ham-
pering suppliers’ long-term customer relationships. Customer trust and repur-
chase intention are critical for its high-quality development, yet academic re-
search on their formation remains scarce. To fill this gap, this study adopts em-
bedded market theory and employs structural equation modeling for empirical
testing, exploring how social bonding, product quality, technical support, and
value co-creation affect trust and repurchase intention. It also examines trust’s
mediating role and customer type’s moderating effect. Theoretically, it expands
embedded market theory’s application, improves perceived value dimensions,
and verifies the mediating mechanism and boundary conditions. Practically, it
offers actionable suggestions for suppliers to develop differentiated marketing
strategies and optimize quality management. It also highlights that policymakers
need to strengthen market supervision and information disclosure to build a trust-
based market environment.
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1 Introduction

As energy storage technology grows increasingly critical, the Chinese government at-
taches great significance to the industry’s development. By the end of 2024, the cumu-
lative installed capacity of energy storage equipment had reached 73.76 million kilo-
watts, representing a 130% year-on-year increasel'l. However, this rapid growth has
given rise to prominent challenges, with disorderly market competition being the most
pressing. Blind capital influx has led to a surge in market participants, prompting en-
terprises to prioritize low prices over safety design and quality control, which directly
undermines market order!?!,

Furthermore, the industry lacks effective safety governance: regulatory standards lag
far behind industrial development!®], creating loopholes that allow shoddy products
from price wars to circulate. Such inadequate regulation fails to constrain substandard
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production and further exacerbates safety risks™l. Against this backdrop, exploring the
factors and mechanisms influencing customer behavior is practically significant, as it
can mitigate the negative impacts of disorderly competition and promote the industry’s
standardized, high-quality development. Thus, this study addresses several core re-
search questions:

(1) What factors may influence repurchase intention in China’s energy storage in-
dustry?

(2) What is the mediating mechanism through which these factors affect repurchase
intention?

(3) What are the boundary conditions for the relationships between these factors and
customer trust as well as repurchase intention?

This study makes the following contributions: First, it provides a systematic theoret-
ical explanation for customer perceptions and behaviors in China’s energy storage in-
dustry, enhancing the explanatory power of embedded market theory in complex, high-
investment sectors. Second, relying on structural equation modeling as the holistic an-
alytical framework, it explores the formation mechanism of customer trust and its im-
pact pathway on repurchase intention, supplementing the theory’s psychological mech-
anism. Finally, it takes customer type as a moderating variable through structural equa-
tion modeling, offering a new entry point for relevant research in China’s energy stor-
age industry.

2 Literature Review

2.1 Research Directions

A key research direction in the energy storage industry is analyzing the impact of policy
reforms, particularly the shift from mandatory quota-based to market-oriented energy
storagel. However, marketization brings new challenges. Specifically, policy gaps fos-
ter low-quality and low-price unfair competition, hindering high-quality development,
thereby necessitating strengthened supervision and higher market access thresholds!®.
Additionally, existing full-life-cycle safety standards for energy storage equipment re-
main inadequatel*. Researchers propose targeted solutions to mitigate operational risks.
In the digital domain, blockchain technology can establish secure data sharing frame-
works, facilitating decentralized transactions and reliable information exchange among
stakeholders!®.

2.2 Theoretical Foundations

One fundamental basis for studying consumer decision-making is the Technology Ac-
ceptance Model, which explores cognitive processes facilitating acceptance. It empha-
sizes that the perceived functional and economic value of energy storage equipment, as
well as ease of system management, significantly influence customers’ purchase inten-
tion!”). Other studies examine how customers assess specific risks associated with such
equipment, including perceived financial risk and trust risk in suppliers and their staff—
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these risk perceptions act as key barriers, indicating that storage-related risks influence
purchase decisions through individual cognitive perspectives®l.

Trust-related theories are also crucial, particularly regarding technical reliability and
supplier competence. Studies show that in transaction contexts, trust in energy storage
equipment better predicts the perceived effectiveness of suppliers’ solutions than cus-
tomers’ own technical knowledge of energy systems and markets, underscoring that
suppliers’ reliability, safety, and service capabilities are vital for marketing storage
equipment®.. As a cognitive heuristic, customer trust reduces the complexity of pur-
chase decisions, allowing customers to more readily assess equipment performance and
supplier competencel!%,

2.3  Research Gaps

While studies have explored the energy storage industry across policy reformsl®], busi-
ness model innovation!'!), market mechanism optimization!'?), and risk management(¢,
they lack an integrated theoretical model to explain these factors’ combined impact on
customer trust and repurchase intention. Although some studies mention influencing
factors such as product quality!!*! and technical services!'¥, none have specifically seg-
mented perceived value in the context of China’s energy storage industry.

Regarding customer trust, despite consensus on its role as a key antecedent of repur-
chase intention!'], most studies focus on macro factors such as policy™ and technol-
ogy!, or examine perceived risk!® in isolation, neglecting their interactive effects in
long-term supplier-customer relationships. Thus, the mediating effect of customer trust
remains under-researched.

Furthermore, the boundary conditions for antecedent variables influencing repur-
chase intention via customer trust are insufficiently identified. Despite distinguishing
private industrial and commercial enterprise customers influenced by economic inter-
ests and relational ties and public sector or state-owned enterprise customers who pri-
oritize policy compliance and technical stability!'®), existing studies do not clarify how
these priorities shape the strength or direction of the relationships between social bond-
ing, perceived value, and customer trust, limiting targeted marketing strategies for sup-
pliers.

3 Research Design

3.1 Research Model

This study is rooted in embedded market theory, which posits that economic transac-
tions are embedded in social networks, with social and economic factors jointly shaping
business relationships!'?l. Aligning with the research model: social bonding serves as
the social embedding mechanism; perceived value acts as the economic embedding
mechanism; customer trust is the key mediating variable!"l; and customer type is the
moderating variable. Notably, perceived value is subdivided into product quality, tech-
nical support, and value co-creation, a classification derived from in-depth interviews
with industry practitioners. It adapts to the energy storage industry’s high asset
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specificity, long service cycles, and dual operational-financial attributes, ensuring con-
textual relevance. To test this multi-path theoretical model, structural equation model-
ing is adopted as the core analytical tool, given its advantages in handling mediating,
moderating effects and verifying complex causal relationships.

3.2 Research Model

By integrating embedded market theory with the realities of China’s energy storage
industry, this study constructs a theoretical model centered on customer trust. Drawing
on Paulssen and Roulet’s!'”! framework, it identifies two core antecedent variables: so-
cial bonding and perceived value, with the latter further broken down into three dimen-
sions—product quality, technical support, and value co-creation. These four dimen-
sions ensure customers obtain safety guarantees and value in their relationships with
suppliers, thereby fostering trust and long-term repurchase intentions.

Additionally, customer type is included as a moderating variable to explore the var-
ying impacts of these antecedents on trust and repurchase intention. Customers are cat-
egorized into two groups: public sector or state-owned enterprise customers and private
industrial and commercial enterprise customers. These two groups differ significantly
in decision-making logic, risk preferences, and their reliance on formal institutions ver-
sus interpersonal relationships. This suggests that customer type moderates the strength
of the relationships among the antecedents, customer trust, and repurchase intention.
The entire model’s path relationships, mediating effects, and moderating effects are
systematically verified through structural equation modeling.

3.3 Research Hypothesis

Based on embedded market theory and empirical studies, the four core dimensions (so-
cial bonding, product quality, technical support, value co-creation) all positively influ-
ence customer trust in China’s energy storage industry. Social bonding strengthens cus-
tomers’ sense of belonging and perceived value while mitigating risk!'>); product qual-
ity meets core operational needs, builds supplier reputation, and lowers purchase
risk!'81; technical support provides seamless experiences and transparency!!#); value co-
creation innovates business models and integrates resources!'°l.

Customer trust positively influences repurchase intention and mediates the relation-
ships between these four dimensions and repurchase intention. As a key predictor of
long-term commitment, trust converts relational and economic value into sustained pur-
chase willingness!'®.

Customer type moderates these indirect effects. For social bonding, private industrial
and commercial enterprise customers rely on relational mechanisms?”, making the in-
direct effect via trust stronger than public sector or state-owned enterprise customers.
For product quality, public sector or state-owned enterprise customers focus on risk
control®!, enhancing its effect more than private industrial and commercial enterprise
customers. For technical support, public sector or state-owned enterprise customers
need standardized services®!l] resulting in a stronger indirect effect. For value co-
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creation, private industrial and commercial enterprise customers seek higher returns?,
leading to a stronger indirect effect.

Based on the analysis, this study proposes the following hypotheses:

Hla: Social bonding positively influences customer trust.

H1b: Product quality positively influences customer trust.

Hlc: Technical support positively influences customer trust.

H1d: Value co-creation positively influences customer trust.

H2: Customer trust positively influences repurchase intention.

H3a: Customer trust plays a mediating effect in the relationship between social bond-
ing and repurchase intention.

H3b: Customer trust plays a mediating effect in the relationship between product
quality and repurchase intention.

H3c: Customer trust plays a mediating effect in the relationship between technical
support and repurchase intention.

H3d: Customer trust plays a mediating effect in the relationship between value co-
creation and repurchase intention.

H4a: Compared with the public sector or state-owned enterprise customer, the indi-
rect effect of social bonding on repurchase intention through customer trust is stronger
in the private industrial and commercial enterprise customer.

H4b: Compared with the private industrial and commercial enterprise customer, the
indirect effect of product quality on repurchase intention through customer trust is
stronger in the public sector or state-owned enterprise customer.

H4c: Compared with the private industrial and commercial enterprise customer, the
indirect effect of technical support on repurchase intention through customer trust is
stronger in the public sector or state-owned enterprise customer.

H4d: Compared with the public sector or state-owned enterprise customer, the indi-
rect effect of value co-creation on repurchase intention through customer trust is
stronger in the private industrial and commercial enterprise customer.

3.4 Measurement of Variables

All items use a 5-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree). Social
bonding (SB) is measured using a scale adapted from Schakett et al.l?? (9 items), prod-
uct quality (PQ) by adopting a scale from Das Guru and Paulssen!'! (9 items), technical
support (TS) through utilizing a scale developed by Chumpitaz Caceres and
Paparoidamis!#! (9 items), value co-creation (VC) via drawing on a scale from Ranjan
and Read!'! (11 items), customer trust by employing a scale from Doney and Cannon!?3!
(8 items), and repurchase intention by relying on a scale from Zboja and Voorhees!*¥
(3 items).

A pre-survey was conducted with 20 random industry practitioners to test item clar-
ity and rationality; ambiguous items were revised based on their feedback to ensure
accurate understanding and authentic responses. Additionally, experts in the energy
storage and marketing fields were invited to evaluate the adjusted scale. Through these
procedures, we confirmed the relevance and validity of the scales in the specific
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research context, they have been contextually adjusted to match the characteristics and
practical scenarios of this sector.

3.5 Sampling Design

The sample comprises real customers of a specific energy storage enterprise who pur-
chased storage equipment and participated in supplier selection/evaluation, with a pur-
chase history within the past year. The survey was conducted from August 1 to October
31, 2025, adopting judgmental sampling that considers industry practitioners’ basic at-
tributes to ensure representativeness. Data were collected via Wenjuanxing online and
on-site offline. In the end, 500 valid samples were targeted, including 250 private in-
dustrial and commercial enterprise customers and 250 public sector or state-owned en-
terprise customers. The sample size meets the statistical requirements of structural
equation modeling, ensuring the reliability of empirical results.

4 Result

This study employs structural equation modeling for data analysis, as detailed below:

All constructs demonstrated Cronbach's o values exceeding 0.7, indicating strong
internal reliability. Their CR values all exceeded 0.7, and AVE values all exceeded 0.5,
indicating strong convergent validity. The square roots of their AVE values were all
greater than their correlation coefficients with other constructs, indicating strong dis-
criminant validity, as shown in Table 1. Table 2 presents the model fit indices, indicat-
ing that the research model achieved a good fit.

Table 1. Reliability and Validity Results.

o CR AVE XsB Xpq Xrs Xve M Y
Xss 312 093  0.62 0.79
Xpq 3.00 093 0.62 0.43 0.79
Xrs 250 094 0.65 0.17 0.15 0.80
Xve 298 094 0.63 0.35 0.40 0.16 0.79
M 238 09 0.61 0.46 0.66 0.38 0.48 0.78
Y 3.04 090 0.82 0.38 0.57 0.35 0.43 0.71 0.91

Table 2. Model Fit Results.

CMIN DF CMIN/DF GFI NFI TLI CF1 RMSEA

1454.52 1116 1.30 0.90 0.92 0.98 0.98 0.03

Path analysis shows social bonding ($=0.15), product quality ($=0.51), technical
support (p=0.27), and value co-creation (=0.19) all positively influence customer trust

(p<0.001), while customer trust strongly predicts repurchase intention ($=0.77,
p<0.001), supporting Hla-H1d and H2, see Table 3.




Research on Customer Trust and Repurchase Intention in China’s ...

Table 3. Path Analysis Results.

Estimate S.E. C.R. p S.Estimate
M — XsB 0.12 0.03 3.97 0.001 0.15
M —  Xpo 0.47 0.04 10.87 0.001 0.51
M — X713 0.33 0.04 7.78 0.001 0.27
M «—  Xvc 0.18 0.03 5.19 0.001 0.19
Y — M 1.41 0.09 16.17 0.001 0.77

Bootstrap analysis confirms customer trust’s significant mediating effects in all four

relationships, supporting H3a-H3d, see Table 4.

Table 4. Mediating Analysis Results.

X Effect S.E. LLCI ULCI p
Xsp DiFect 0.05 0.07 -0.08 0.17 0.48
Indirect 0.54 0.07 0.42 0.69 0.001
Xro Direct 0.23 0.10 0.05 0.42 0.05
Indirect 0.78 0.09 0.62 0.97 0.001
Xrs DiFect 0.20 0.08 0.04 0.36 0.05
Indirect 0.63 0.09 0.46 0.82 0.001
Xve Di?ect 0.15 0.07 0.02 0.29 0.05
Indirect 0.60 0.07 0.47 0.76 0.001

Regarding the moderating effect of customer type, we assigned virtual codes to cus-
tomer types: 0 for private industrial and commercial enterprise customers and 1 for
public sector or state-owned enterprise customers. Results showed that H4a is sup-
ported, as the comparison model shows a significant difference (p<0.01) with a higher
social bonding-trust coefficient for private industrial and commercial enterprise cus-
tomers (B=0.59) than public sector or state-owned enterprise customers (B=0.31). H4b
is not supported, with no significant model difference (p=0.73). H4c is marginally sup-
ported (p=0.06), the coefficient is higher for public sector or state-owned enterprise
customers (B=0.63) than for private industrial and commercial enterprise customers
(B=0.39). H4d is not supported, with no significant model difference p=0.13). Details
are shown in Tables 5 and 6.

Table 5. Comparison of Model Fitting Quality Analysis Results.

NFI IFI RFI TLI
X ACMIN/ADF P Delta-1 Delta-2 rho-1 rho-2
XsB 10.63 0.01 0.002 0.002 0.002 0.002
Xpq 0.12 0.73 0.000 0.000 0.000 0.000
Xrs 3.44 0.06 0.001 0.001 0.000 0.000
Xve 2.31 0.13 0.000 0.000 0.000 0.000

Table 6. Grouping Path Coefficients Analysis Results.

Estimate S.E. C.R. p Type

M — XsB 0.59 0.07 8.10 0.001 0

M — XsB 0.31 0.05 5.99 0.001 1

M — XpQ 0.48 0.04 10.88 0.001 0
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M — XpQ 0.50 0.05 10.15 0.001 1
M — XTs 0.39 0.10 4.12 0.001 0
M — XTs 0.63 0.09 7.36 0.001 1
M — Xve 0.47 0.06 7.81 0.001 0
M — Xve 0.34 0.06 6.21 0.001 1

5 Conclusion

This study develops a theoretical model based on embedded market theory to explore
how social bonding, product quality, technical support, and value co-creation influence
customer trust and repurchase intention in China’s energy storage industry, as well as
the mediating effect of customer trust and the moderating effect of customer type.
Adopting structural equation modeling as the core analytical framework, this study ex-
tends embedded market theory to this specific sector and clarifying core influence
mechanisms and boundary conditions. It also provides practical guidance for suppliers
to develop differentiated marketing strategies and for policymakers to promote the in-
dustry’s standardized, high-quality development.
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Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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