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[Abstract]

In this paper, we propose a study on the purchasing intent of the new e-commerce consumer, the
coronavirus may once again drive the structural change of China's economy, and the new online
marketing model will be noticed during the epidemic. Through 438 questionnaires collected on the
Internet, frequency analysis, element analysis, reliability analysis and structural equation analysis were
performed using SPSS V22.0 and AMOS V22.0 methods. Study the validation of hypotheses in the
model to reveal the reasons why consumers in the new e-business are exposed.

The results show that e-commerce features of Internet celebrities and individual characteristics of Internet
celebrities can only enhance consumers' satisfaction. Quasi social relationships only increase consumer
satisfaction without generating the will to purchase directly. Consumer satisfaction is the core foundation that
dominates long-term consumption. E-commerce should focus on the ability of online celebrities to sell their

expertise and the adaptability of value and product characteristics when conducting online celebrity marketing.
» Key words: New E-Commerce System, Service Quality, Expertise, Customer Satisfaction,
Quasi social relations
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I. Introduction

The sudden outbreak of public health has
hindered the social and economic development of
the new crown-pneumonia epidemic, which has
many similarities to the 2003 SARS outbreak. The
SARS epidemic in 2003 has driven the rise of
domestic Internet companies, especially
e-commerce, and this new outbreak of the disease
will probably further push China's "Internet+' to
upgrade, with the "down-line" turning point giving
historic

some of the ‘“cloud

opportunitiesm.

industry"
Due to the limitations of logistics
and capacity, E-commerce has also been hit, but
for many offline retail sales, which are basically
zero in sales, live sales have become a major tool
in the field of e-commerce during the epidemic
After  this

many offline

prevention and control period.

supply-side market education,
businesses will deepen their belief that the live
broadcast will be a normal operating tool. Based on
the consumer base and direct conversion
advantages, the new type of e-commerce will be
this  structural

the biggest beneficiaries of

change.m.

Compared to traditional forms of shopping,
Internet shopping is characterized by convenience,
convenience, more choice, transparency of price,
and sufficient information about products, which
makes online consumers less motivated to make
repeated purchases at the same store. Compared to
other types of online merchants, the new type of
e-commerce ‘'fans' are characterized by high
viscosity, high browsing, high conversion, and high
sales explosive power. Store consumption is not an
impulse purchase or a random purchase, but a
continuous purchasem. While online consumption
has benefited from the pneumonia epidemic,
demand for these episodes can continue after the
epidemic has ended. Faced with huge business
profits and growing space, businesses of all kinds
have been innovating to develop online marketing

models to boost sales performance. Early studies of

first-time and repeat purchases, Geffen & Straub
(2000, compared the costs of developing new and
retaining older customers, apparently cost more.
Therefore, increasing the loyalty of older customers
and motivating them to repeat purchases is the key
to expanding competition among online merchants,
so consumers' buying behavior in this context is
also getting more and more and more.

context of the
this paper analyzes the influence

Based on the marketing
e-commerce,
factors, measuring cognition, emotion and behavior
of consumers. The research results will help to
understand the mechanism of the effect of new
e-commerce on consumers' willingness to buy again,
reveal the inducement of consumers' willingness to
buy again, make suggestions on the marketing
strategy of new e-commerce companies, and promote

the sustainable development of the new economy.

II. Theoretical Basis and Research
Assumptions

1. Theoretical Structure

The attitude model was referenced during the
study, which suggested an analytical framework that
affected consumers' Repurchase Intension from
three stages: Cognitive, Emotional, and Behavioral.
Attitude modelling was developed by psychologists
Hoffland and Luxembourg in 196. Cognitive attitude,
consumer cognition, refers to a person's direct
access to information related to an attitude object
or other channel, and emotional attitude refers to
the consumer's feelings or feelings about a
particular product or brand, and intentional attitude
refers to the possibility that the consumer may take
some action against an attitude object.

2. Research hypothesis

2.1 Quality of Service

The quality of service in this article refers to the
The reliability,
security of the service provided by the model

new one. responsiveness and
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e-commerce vendor in the process of selling the
product. Gounaris et al. (2010) studies of the online
shopping environment showed that consumers
would become bored and give up buying products if
the financial payment link was too cumbersome
and cumbersome®.  Therefore, this paper
establishes assumptions as follows:

Hla: Service Quality have a positive effect on

Customer Satisfaction.

2.2 Expertise

In this paper, Expertise is considered. Consumers
are aware of the level of familiarity, expertise,
including product knowledge, experience and
experience of the e-commerce industry. XIANG &
ZHENG(2016) analyzed product knowledge mainly
including familiarity and expertise, the former
refers to the experience consumers have gained
based on the previous use of similar products, and
the latter refers to a deep understanding of the
attributes  of

characteristics  and

(6]

product
differentiation™. When consumers find that they
don't know the recommended products and don't
use them personally, consumers' satisfaction with
the products will decrease, which in turn will affect
their willingness to buy them!”.

Consumers are more likely to get advice from
experts with similar consumer experience when
dealing with product information and are more
susceptible to expert advice'®. Research by Li Xiong
and Xiaobing Zheng (2016) in social business
communities also showed that more specialized
users were more able to attract the interaction of

community members”

which had a significant
impact on the formation of quasi-social interaction
relationships. Therefore, this paper establishes
assumptions as follows:

H2a:

Customer Satisfaction.

Expertise have a positive effect on

H2b: Expertise have a positive effect on Quasi

social relations.

2.3 Similarity

Rogers & Bachln his study, Oomik (1970) defined
similarity as measuring the similarity of beliefs,
educational backgrounds, social status, and
preferences of a person who interacts with it!"”,
Elal & Rubin(2003) analyzes the effect of similarity
on social relations, and the similarity between TV
viewers and TV characters can significantly affect
the establishment of quasi-social relations between
M In the new e-commerce economic
If there

consumer preference and the consumer, the choice

the two
situation, is a similarity between the
between the consumer and the consumer is more

applicable to the consumer. Satisfaction will be

higher.  Therefore, this paper establishes
assumptions as follows:
H3a: Similarity have a positive effect on

Customer Satisfaction.
H3b: Similarity have a positive effect on Quasi

social relations.

2.4 Perceived interactivity

Interaction in this article refers to the results of
the interaction perceived by individuals in the
Internet and the effects of perceived interaction.
According to Geffen & Straub (2000)'?, interaction
includes three dimensions: interaction involvement,
interaction, and individualization, the three
dimensions play a stable role in building a stable
and satisfaction  with

relationship expressing

interaction among the parties. The consumer

perception of interaction and interaction with
Internet reds will develop into Quasi Social Studies,
which will eventually produce quasi-social
attachment, which relies on the development of
social media and interacting with fans to gain
support.  Therefore, this paper establishes
assumptions as follows:

H4a: Perceived Interactivity have a positive effect
on Customer Satisfaction.

H4b: Perceived Interactivity have a positive effect

on Quasi social relations.



192  Journal of The Korea Society of Computer and Information

2.5 Customer Satisfaction

Satisfaction is an important criterion for
consumers to be satisfied with the new e-commerce
system and to judge the effectiveness of online red
e-commerce sales'™. Li Yu-ping (2014) analyzes the
factors influencing consumers' willingness to repeat
their purchases from the perspective of the cost of
online conversion, arguing that satisfied online
consumption can increase the costs of transforming
the business, and that trying to replace the business
and products will bring uncertainty and risk to
consumers, thereby making repeated purchases'.
Therefore, this paper establishes assumptions as
follows:

H5: Customer Satisfaction have a positive effect

on Repurchase Intension.

2.6 Quasi social relations

Labreque (2014) study found that Quasi Social
Relation promotes positive relationship results in
social media environments and recommends that
the Quasi Social Relation Theory be used as the
basis for a successful social media strategy when
establishing a consumer brand relationship!"'.
Quasi Social Relations can strengthen contact,
facilitate effective communication of information,
enhance consumers' product promotion, and
encourage consumers' buying activities''®. Li et al.
(2016) study of the relationships among parties to
social business platforms showed that quasi-social
relationships formed among participants
significantly affect the willingness to buy and hedge
the willingness to buy. Therefore, this paper
establishes assumptions as follows:

H6: Quasi social relations have a positive effect
on Customer Satisfaction.

H7: Quasi social relations have a positive effect

on Repurchase Intension.

IlI. research method

1. Research Model

Based on the above analysis, this

paper

constructs the research model.

) - N T
cognitive Affective Behavior
Service |, Hia
Quality Customer

Satisfaction &
Expertise Repurchase
He Intension
H7
social
perceived relations
interactivity
\ N e

Fig. 1. Research model

2. Operational Definition and Measurement
Scale of Variables

Table 1. Operational Definition and Measurement
Scale of Variables
variable Definition rgference
literature
. Quality of service reflects reliability, . .
service responsiveness securit and Lingling
Quality PONSIVENEss, v Gao (2015)
personalization
Specialty is the degree of
familiarity and expertise that the | Li Xiang &
Experti | consumer perceives in the | Xiabing
se message carrier itself and provides | Z h e n g
beneficial consumer guidance | (2016)
information.
Measure the similarity of belief,
. . . Rogers &
Similar | educational background, social .
. Bhowmik(
ity status, and preferences of a
. o 1970)
person who interacts with it.
Quasi . . . L
social Quasi-social relationship is the | Horton &
relatio illusion that one has a face-to-face | W o h |
ns relationship with a media figure (1956)

3. Analysis process

Through 438 questionnaires collected on the
Internet, frequency analysis, element analysis,
reliability analysis and structural equation analysis
were performed using SPSS V22.0 and AMOS V22.0
methods. This study used proven reliability and
feasibility scales from previous studies and selected
scales to be used in the final-stage analysis as a
scale-purification process. The scale purification
process of the study was carried out using
repetitive statistical techniques such as exploratory
factor analysis, Cronbach o, correlation analysis,

and positive factor analysis. In the first purification
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process, individual measurement measures were
reviewed on the premise of a single dimension, and
secondly, the number of factors above 1 eigenvalue
was determined based on the factor analysis. This
also included items with factor loadings of .4 or
higher. Thirdly, in the Wave 2 purification process,
the primary and secondary purification processes
were repeated on the premise of a single
dimension, the measured items were considered,
and the

evaluated, where all items were selected as scales

resulting measurement model was
used in the final analysis without any modification

of additional items.

IV. Analysis Result

1. Demographic Characteristics of The Sample
In terms of the general characteristics of the
subjects studied, 248(56.6%) of the 438 respondents
were male and 190 (43.4%) were female. The ratio of
men is higher than that of men. Meanwhile, the
largest number of respondents aged 40 to 49 was 127
(36.8%). Next was 103(29.9%) aged 20 to 29. Then
came 213 respondents, or 48.6 percent, aged 20 to
29. There were three respondents (2.7%) over the age
of 50 with the lowest answer rate. In the academic
degree survey, 296(67.6%)
graduates the most. The second was 90 graduates
(2.5%) and 37 graduate students (8.4%). 15(3.4%) of
high school graduates with the lowest answers.

answered university

2. Test on Reliability and Validity

2.1 Exploratory factor analysis and reliability
analysis of exogenous variables

Force Actors and Relativity to see if the various
measuring tools used in this study were consistent
with the intent of this study. The criteria for
evaluation of factor extraction are above Eign Value
and above .5. In addition, to ensure reliability of the
measured variables, the coefficient of Cronbach's
Alpha coefficient, which represents the internal
character, determined. It is

was generally

considered that holding a price above .6 is more
reliable and that holding a price above .7 is higher.

As a result, the extractive value of all factors is
above .5 and the total explanatory power is
69.110%.In addition, the results of the reliability
analysis of the test items showed that the

Cronbach's Alpha coefficient was above .7.

2.2 Confirmatory Factor Analysis

In order to wverify the convergence and

discriminant  appropriateness of measurement
variables, the deterministic element analysis was
carried out. It can be observed from <Table 5> that
the suitability of the measurement model is
x’=685.287, P=.000, DP=384, GFI=.903, AGFI=.882,
[F1=.957, TLI=.951, CFI=.957, RMR=.046 The
suitability of the measurement model can be
evaluated as a more satisfactory fit. In addition, the
measurement model X*df) = shown in 685.287 (384),
suggested that X?/d.f. be priced below 5 (large
number of specimens), and 1.785. Confirming that
the measurement model used in this study is good.

In addition, both the elements of the validation
factor analysis and the inventory amount show the
t-value that is statistically noted and confirm the
rationality of convergence. The comprehensive
trust was also evaluated through Amos. All items
exceed the generally allowed .6, indicating that the
result value is trustworthy. On the other hand,
other values for convergent appropriateness The
determination of the mean fractional extract (AVE)
value is an indication of the potential concept. is
said to be more than .5 before the size of the
dispersion. The average divergent extract (AVE)
value of all factors is above .5 in this study,

ensuring convergence.

3. Research Hypothesis Verification

HI1. Regarding the effect of service quality on
customer satisfaction, as observed in Table 5 , the
effect of service quality on customer satisfaction is
.153. These results are statistically significant at a
limited level of .05 (C.R=2.141, p<.05). Therefore, H1
is verified as expected.
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Table 2. Confirmatory Factor Analysis

Table 3. Structural model analysis result

Estim .
Survey question ate A ER Path rE:t; SE. | CR. P
Repurchase | Repurchase Intensionl 754
Intension Repurchase Intension2 748 577| 804 service quality->customer 153 06 2141 032
Repurchase Intension3 .758 satisfaction ’ ) : ’
Serw.ce Serv!ce Qual!tyA 745 Expertls.e—>cu.stomer 125 041 215 | 032
Quality Service Quality3 819 519 811 satisfaction
Service Qual!tyz 797 Expertlse->qua5| social 055 032 | 1164 | 245
Service Quality1 717 relations
similarity similarity3 .789 similarit_y->cqstomer 143 | o052 | 21 036
similarity?2 828 | 516| 761 satisfaction
similarity1 697 5|m|Iar|ty—>quaS| social 223 037 | 4288 | xxx
perceived perceived interactivity4 825 relatlgns
interactivity | perceived interactivity3 758 perceived
perceived interactivity2 818 614 864 interactivity->customer -.05 057 | -.698 | .485
perceived interactivity1 834 satisfa.ction
Expertise Expertise3 852 ) .pgrcelved _ _
Expertise2 816 636 840 interactivity->quasi social 541 043 | 9494 | *xx
Expertise 844 relations
Customer | Customer Satisfaction1 | .73 ~ Customer 291
Satisfaction | Customer Satisfaction2 779 539| .778 satlsfact.lotn—>r.epurchase 365 056 | 5.
Customer Satisfaction3 741 In e.n5|or.1 I
Quasi Quasi social relations1 695 .qua5| socia
social Quasi social relations2 712 relatlo?nst;>nr§ip;l:]rchase A6 061 | 7212
relations Quasi social relations3 .681 asi social
Quasi social relations4 755 q 2 | 4692 | s
Quasi social relationss 693 relations->customer 361 .08 .6
Quasi ial relationsé '731 523| 916 satisfaction
R R S X?=748.119, P=.000, DF=389, CMIN/DF =1.923, GFI=.896,
Quasi social relations/ | . AGFI=.875, NFI=.909, IFI=.949, CFI=.948, RMR=.063
Quasi social relations8 779 “P< 05
Quasi social relations9 725 '
Quasi socialrelations10 81

x*=685.287, P=.000, DF=384, CMIN/DF=1.785 GFI=.903,
AGFI=.882, IFI=.957, TLI=.951, CFI=.957, RMR=.046
*P<.05

H2a. Regarding the effect of expertise on customer
satisfaction that is .125 as observed in Table 5. The
results of such a study were statistically meaningless
at the level noted in .05 (C.R=2.15, p<.05).Therefore,
H2a is verified as expected.

H2b. About the effect of Expertise on quasi social
relations, as observed in Table 5, the effect of
Expertise on quasi social relations is .0555. The
results of such a study were statistically meaningless
at the level noted in .05(C.R=1.164, p>.05).Therefore,
H2b was rejected.

H3a.
customer satisfaction, as observed in Table 5, the

Regarding the effect of similarity on

effect of similarity on customer satisfaction is
.143.The results of such a study were statistically
meaningful at a limited level of .05 (C.R=2.1, p<.05).
Therefore, H3a is verified as expected.

H3b. Regarding the effect of similarity on quasi
social relations, as observed in Table 5, the effect
of similarity on quasi social relations is .223. Such
research results were statistically significant at a
limited level of .05 (C.R=4.288, p<.05). Therefore,
H3b is verified as expected.

H4a.

interaction on customer satisfaction, as observed in

Regarding the effect of perceptional
Table 5 , the effect of perceived interactivity on
customer satisfaction is —.05. These results are not
statistically significant at a limited level of .05
(C.R=-.698), p>.05). Therefore, H4a was rejected.

H4b. Regarding the effect of perceived interactivity
on quasi social relations, as observed in Table 5, the
effect of Periodic Interaction on quasi social
relations is .541. These results are not statistically
significant at a limited level of .05 (C.R=9.494, p<.05).
Therefore, H4b is verified as expected.

Hba. The

satisfaction on repurchase intension, as observed

Assume 1. effect of customer
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in Table 5, is .46. These results are statistically
significant at a limited level of .05 (C.R=7.212,
p<.05). Therefore, Hba is verified as expected.

H5b. Regarding the effect of quasi social relations
on repurchase intension, as observed in Table 5,
the effect of quasi social relations on repurchase
intension is .361. These results are statistically
significant at a limited level of .05 (C.R=4.692, p<.05)
Therefore, H5b is verified as expected.

H6. Regarding the effect of quasi socialization on
customer satisfaction, as observed in Table 5, quasi
socialization has an effect of .365.These results are
not statistically significant at a limited level of .05
(C.R=b.791, p<.05), Therefore, H6 is verified as
expected.

V. Conclusion and Revelation

1. Conclusion

This paper studies the influence factors of the
Repurchase Intension. Analyzing the approach from
the two aspects of e-commerce characteristics and
the new e-commerce individual characteristics, In
addition to analyzing the impact of traditional
Customer Satisfaction on the Repurchase Intension,

it also focuses on the effect of Quasi Social
Relations between network  celebrities and
consumers. New  e-business features and

personality traits of network celebrities simply
enhance consumer satisfaction, But consumers
are more concerned about the product itself and
the Expertise of Internet celebrities in their
interpretation of the product. In addition, online
celebrities and consumers have established Quasi
Social Relations, which will guide consumers to
consume. But for the repurchase intension, quasi
relations  will increase consumer

social only

satisfaction = without  directly  generating a

willingness to buy.

2. Recommendations
In this study, the relation between internet red
and consumer in the background of new type

e-commerce companies is studied theoretically,
and the factors affecting consumers' willingness to
buy again are analyzed.

1.Pay attention to the nature of economic
phenomena. As we can see from the results of this
study, the relationship between cyber celebrities and
consumers is not leading, so we still need to focus
on Service Quality and Expertise. 2.Drawing on the
Marketing Characteristics of Network Celebrities.
From the results of this paper, it is found that
businesses and businesses can learn from the
network celebrities' operating models so that as
many consumers can sense the Expertise of the
merchants as possible. 3.Pay attention to the
establishment of good relations with consumers.
From the results of this study, Quasi Social Relation
will be significantly positive for satisfaction.

3. Research Limitations and Prospects
This paper is concerned with the study of consumer

Repurchase Intension in the new e-commerce

environment, and the new e-commerce celebrity
model is a immature economic model in China, which
makes the conclusion of this paper only adapt to the
regions and countries that have already developed it.
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