1. Introduction
The online fashion industry has grown rapidly, with companies increasingly using digital technologies, data analytics and social media to compete in global markets. Among them, SHEIN has become one of the world's fastest-growing ultra-fast fashion retailers by offering affordable products, frequent new collections and a highly responsive business model (Yan & Yan, 2025). Despite this success, the company has received growing criticism regarding product quality, delivery reliability, customer service and return procedures, raising concerns about customer satisfaction and long-term loyalty (Ahmad & Hameed, 2025; Andersen & El-Sayed, 2024).
Customer satisfaction is a key driver of customer loyalty, repeat purchasing and business performance (Oliver, 1980; Anderson & Sullivan, 1993). In e-commerce, customers compare their expectations with the actual performance of products and services (Bhattacherjee, 2001). When expectations are not met, dissatisfaction increases the likelihood of negative reviews and customer switching. Therefore, this research investigates the factors influencing customer dissatisfaction at SHEIN and examines their impact on customer loyalty and repurchase intention.
2. Business Problem 
SHEIN is one of the world's leading ultra-fast fashion retailers, operating exclusively through online platforms. Since its establishment in 2008, the company has expanded rapidly through a direct-to-consumer business model, data-driven decision-making and an agile supply chain that enables new products to reach the market quickly (Yan & Yan, 2025). This strategy has enabled SHEIN to attract millions of customers worldwide (Kherbachi, Benkhider & Keddari, 2024).
Despite its success, customer dissatisfaction has become a significant business challenge. Studies report frequent complaints about inconsistent product quality, delivery delays, poor customer service and complicated return procedures (Ahmad & Hameed, 2025; Andersen & El-Sayed, 2024). These issues reduce customer satisfaction, damage brand reputation and increase the likelihood of customers switching to competing online retailers.
Customer satisfaction is particularly important in e-commerce because customers can easily compare brands and share their experiences online. Oliver (1980) argues that dissatisfaction occurs when products or services fail to meet customer expectations, while Parasuraman, Zeithaml and Berry (1988) emphasise that poor service quality further influences customers' overall evaluations. Therefore, understanding the factors contributing to customer dissatisfaction is essential for helping SHEIN improve customer loyalty and maintain its competitive advantage.
Although previous studies have examined customer satisfaction in online retail, limited research has investigated how product quality, delivery service, customer service and return policy collectively influence customer dissatisfaction within the specific context of SHEIN. This study aims to address this gap and provide evidence to support future business decisions.
3. Research Aim
The aim of this research is to investigate the factors influencing customer dissatisfaction at SHEIN and examine how these factors affect customer loyalty and repurchase intention in the online fashion retail industry.

4. Research Objectives
To achieve the research aim, this study will address the following objectives:
1. To identify the main factors contributing to customer dissatisfaction at SHEIN. 
2. To examine the influence of product quality, delivery service, customer service and return policy on customer satisfaction. 
3. To investigate the relationship between customer satisfaction, customer loyalty and repurchase intention. 
4. To provide practical recommendations that may help SHEIN improve customer satisfaction and strengthen long-term customer loyalty. 

5. Research Questions
This study aims to answer the following research questions:
RQ1. What are the main factors contributing to customer dissatisfaction at SHEIN?
RQ2. How do product quality, delivery service, customer service and return policy influence customer satisfaction?
RQ3. How does customer satisfaction influence customer loyalty and repurchase intention?
RQ4. What recommendations can be proposed to help SHEIN improve customer satisfaction and customer loyalty?
6. Critical Literature Review
6.1 Customer Satisfaction and Expectation Confirmation Theory (ECT) 
Customer satisfaction is widely recognised as a key determinant of customer loyalty and business performance. According to Oliver (1980), satisfaction results from comparing customers' expectations before purchase with the actual performance of a product or service. When performance meets or exceeds expectations, customers are satisfied; when it falls below expectations, dissatisfaction occurs.
Bhattacherjee (2001) extended this theory through the Expectation-Confirmation Model (ECM), arguing that customer satisfaction is the strongest predictor of continuance intention and repeat purchasing. While Oliver (1980) explains how satisfaction is formed, Bhattacherjee (2001) demonstrates how it influences future customer behaviour.
More recent studies suggest that customer satisfaction cannot be explained solely by expectation confirmation. Shukla, Mishra and Dwivedi (2026) argue that factors such as trust, perceived value and previous shopping experiences also influence post-purchase evaluations. This indicates that customer satisfaction is a multidimensional concept requiring a broader perspective than ECT alone.
In the context of SHEIN, ECT provides a useful framework for understanding customer dissatisfaction. Customers often develop high expectations through social media marketing and product images. When product quality, delivery or customer service fails to meet these expectations, dissatisfaction is likely to occur, reducing customer loyalty and repurchase intention (Ahmad & Hameed, 2025).
6.2 Service Quality (SERVQUAL) 
Service quality is a key determinant of customer satisfaction in both traditional retail and e-commerce. Parasuraman, Zeithaml and Berry (1988) introduced the SERVQUAL model, which evaluates service quality through five dimensions: reliability, responsiveness, assurance, empathy and tangibles. The model suggests that customer satisfaction decreases when perceived service fails to meet expectations.
Although SERVQUAL remains widely used, it has been criticised. Buttle (1996) argues that customer expectations vary across industries and over time, limiting the model's universal application. He also suggests that customer satisfaction is influenced by additional factors, including perceived value and previous experiences. Therefore, SERVQUAL should be applied alongside other theoretical perspectives.
Nevertheless, SERVQUAL continues to provide a useful framework for evaluating service performance. Rust and Oliver (1994) distinguish service quality from customer satisfaction, arguing that service quality reflects the evaluation of a specific service, whereas satisfaction represents the customer's overall experience. This distinction is particularly relevant in e-commerce, where customers evaluate both products and services throughout the purchasing process.
For SHEIN, SERVQUAL helps explain how delivery delays, ineffective customer support and complicated return procedures contribute to customer dissatisfaction. Recent studies report that improving these aspects of service quality could increase customer satisfaction, customer loyalty and repurchase intention (Yan & Yan, 2025; Ahmad & Hameed, 2025).
6.3 Customer Dissatisfaction at SHEIN 
Recent studies suggest that customer dissatisfaction at SHEIN results from multiple factors rather than a single issue. Although the company has achieved rapid global growth through affordable prices and fast product launches, customers frequently report concerns about product quality, delivery performance, customer service and return procedures (Yan & Yan, 2025). These findings suggest that customer satisfaction depends on the overall shopping experience.
Product quality is one of the main sources of dissatisfaction. Ahmad and Hameed (2025) found that customers often complained that products did not match the descriptions or images displayed online. This supports Expectation Confirmation Theory, which explains that dissatisfaction occurs when perceived performance falls below customer expectations (Oliver, 1980). Similarly, Text Mining on SHEIN Reviews (2025) identified product quality as one of the most common themes in negative customer reviews.
Delivery performance also plays a significant role. Nguyen (2026) argues that reliable logistics are essential in cross-border e-commerce, while studies on SHEIN show that delivery delays reduce customer trust and satisfaction (Yan & Yan, 2025).
Customer service and return procedures are equally important. Andersen and El-Sayed (2024) report that customers expect prompt responses and simple return processes. When these expectations are not met, dissatisfaction increases and customers are more likely to leave negative reviews or switch to competitors.
The literature suggests that customer dissatisfaction at SHEIN is shaped by the combined effect of product quality, delivery performance, customer service and return policies. However, these factors have rarely been examined together within a single framework, providing the rationale for this study.
6.4 Customer Loyalty and Repurchase Intention 
Customer loyalty is a key outcome of customer satisfaction because satisfied customers are more likely to repurchase products and recommend a brand to others (Anderson & Sullivan, 1993). In e-commerce, retaining existing customers is more cost-effective than acquiring new ones (Bhattacherjee, 2001).
Expectation Confirmation Theory suggests that customers whose expectations are met are more likely to remain satisfied and continue purchasing from the same retailer (Oliver, 1980). Bhattacherjee (2001) similarly argues that satisfaction is a strong predictor of continuance intention.
Studies on SHEIN support these findings. Customers who receive products that meet their expectations and experience reliable delivery and effective customer service are more likely to trust the brand and purchase again. In contrast, negative experiences reduce customer loyalty and increase switching to competitors (Ahmad & Hameed, 2025; Andersen & El-Sayed, 2024).

6.5 Research Gap 
The literature shows that customer satisfaction, service quality and customer loyalty have been widely studied in the e-commerce sector. However, most studies examine these concepts separately or focus on broader issues such as sustainability, digital marketing or supply chain management. Only limited research has specifically investigated customer dissatisfaction in the context of SHEIN (Yan & Yan, 2025; Kherbachi, Benkhider & Keddari, 2024).
Furthermore, few studies have examined product quality, delivery service, customer service and return policy within a single conceptual framework. Consequently, there is limited understanding of how these factors collectively influence customer satisfaction, customer loyalty and repurchase intention. This study addresses this gap by integrating Expectation Confirmation Theory (ECT) and SERVQUAL to investigate customer dissatisfaction at SHEIN and provide evidence-based recommendations for improving customer experience.
7. Research Methodology and Design
7.1 Research Approach
This study adopts a quantitative research approach to examine the relationships between customer satisfaction, customer loyalty and the factors influencing customer dissatisfaction at SHEIN. A quantitative approach enables statistical analysis of data collected from a large sample and is widely used in e-commerce research to investigate consumer behaviour (Bhattacherjee, 2001).
7.2 Research Design and Data Collection
A cross-sectional survey will be conducted using an online questionnaire. The survey will target individuals who have previously purchased products from SHEIN, as they have direct experience of the company's products and services. An online questionnaire is considered suitable because it allows data to be collected efficiently from a large number of respondents within a limited period of time.
The questionnaire will contain closed-ended questions measured using a five-point Likert scale, ranging from 1 (Strongly Disagree) to 5 (Strongly Agree). The questions will measure the main variables identified in the literature review, including product quality, delivery service, customer service, return policy, customer satisfaction, customer loyalty and repurchase intention. Most items will be adapted from previously validated studies to improve the quality of the research.
7.3 Sampling Strategy
This study will use convenience sampling, as participants can be accessed through online communities and social media platforms where SHEIN customers are active. The expected sample size will be approximately 150–200 respondents, which is considered sufficient to identify patterns and relationships between the selected variables while remaining realistic for a university research project.
7.4 Data Analysis
The collected data will be analysed using descriptive statistics to summarise participants' responses and identify general trends. In addition, correlation analysis will be used to examine the relationships between the independent and dependent variables. Where appropriate, multiple regression analysis will also be conducted to identify which factors have the greatest influence on customer satisfaction.
7.5 Reliability, Validity and Ethical Considerations
To improve reliability, the questionnaire will be based on measurement scales that have been previously validated in academic research. Using established scales helps ensure that the questionnaire measures each variable consistently.
To improve validity, all questionnaire items will be directly linked to the research objectives and the conceptual framework developed from the literature review. This helps ensure that the research measures the concepts it is intended to investigate.
Ethical principles will be followed throughout the research. Participation will be voluntary, respondents will receive clear information about the purpose of the study, and informed consent will be obtained before data collection. No personal or sensitive information will be collected, and all responses will remain anonymous and confidential. The data will be used only for academic purposes and stored securely in accordance with university ethical guidelines.
7.6 Research Limitations
Although the proposed methodology is appropriate for achieving the research aim, it has some limitations. First, the use of convenience sampling may not provide a fully representative sample of all SHEIN customers, which may reduce the generalisability of the findings. Second, the study will rely on self-reported questionnaire responses, meaning that participants' answers may be influenced by personal opinions, memory or response bias. In addition, as the research adopts a cross-sectional design, data will be collected at one point in time and may not capture changes in customer satisfaction over time. Despite these limitations, the chosen methodology is appropriate because it enables efficient data collection from a relatively large sample and provides useful insights into customer dissatisfaction at SHEIN.
8. Business Relevance and Practical Implications
From a business perspective, the findings may help SHEIN identify the main causes of customer dissatisfaction and improve product quality, delivery performance, customer service and return procedures. These improvements could strengthen customer loyalty and encourage repeat purchasing. From an academic perspective, this study will contribute to existing research by combining Expectation Confirmation Theory and SERVQUAL within a single framework to examine customer dissatisfaction in the context of SHEIN. It will also strengthen the researcher's understanding of applied business research by demonstrating how academic theories can be used to investigate real business problems and support evidence-based decision-making. Furthermore, the findings may support future research on customer behaviour in the ultra-fast fashion industry and provide a foundation for developing more effective customer satisfaction and retention strategies.
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