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Abstract

With the traditional e-commerce model gradually reaching saturation, community e-commerce
appears in the public view. The community e-commerce shopping model has not been effectively
promoted. Therefore, it is very necessary to understand the influencing factors of consumers’ ac-
ceptance of community e-commerce and solve the problem more accurately through quantitative
research. Using SPSS and Amos statistical analysis software, this paper quantifies consumers’ ac-
ceptance of community e-commerce with variable Overall Identity, introduces three intermediary
variables: Basic Demand, Commodity Value and Value-added services, classifies the influencing
factors, and establishes a model for the docking acceptance of influencing factors. According to
results, Basic Demand, Commodity Value and Value-added services had a significant positive im-
pact on the overall identity, among which Value-added services had the most significant positive
impact on the overall identity, followed by Commodity Value, and Basic Demand had the least im-
pact. Finally, according to the survey results, this paper put forward specific countermeasures for
the supervision, platform and business promotion of relevant departments.
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1. 518

MXCHR, BIAXETRES, A RARKEERH T, 8. 2E. M. HXETRR AL
AT, NP SRGE T — RN ER AL IX LA SR B 2020 SEHR, SRR, Aok %
W LAY, > TR R AR T NIRRT, X O X R K A R AHE) Bl T 52
[1]. [FIEF, SEfRIUSScARE, FHANJJSAMIEARRTI I, With X d R ae s BRI A, XA PR
TITUESA, AR R fxGe[2]. HAr, B4k X R E g s m B &y AT 71, AEX A sk
PG SRS S EORIRE, BT G #E TR G0 DU S (1 H B [3].

R AERIBT FER Y], ARG 98 R BOREAE LR S — RO 2 #5112
X AL L AR R 52 5 B AR — S R B [4] [5] [6]. KES BTN 2 R AT XS Herp—AN 5T, Bl a4
Fa. WEREESE, RN ZHECONIIRITT, AN N SGRERRETERII . A CKREA L
DRI ZR 2 RO B 1 52 DO RS, BEAT AR RS MEM e ST T, A A X B R IR IR AT B R0 ) ) A
2. HEMRRIT
21 BELR

AR B 5 AN B

F— BT, W ARAERITAARYE LA MR 5y BT 100 AR 405 045, Y[Rl 2 25

97 13, HEATEAE I, 2D RO D e AR SR B L, R S A5 T LA 5 SROx i) o )
WHEAT U0, R AN A I BRI DA SE 38 BB, R 2R IR A S DAL N 1 25 St
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P IEATE, AR U BN S 2 R AR S G 0 708 RS O T AT BUE X S 2
FHEX AT A OB BRI R A B, SR JZ e AR 9 S F EA XA T A, F g E ) A
FEIX Y CABEALAAE 1715, S 35 Ar T . WAl TERGEFL M~ 22 R V) = AN b X 2 BG4
JEAEAE ELIRAN AR AT H X DA AE A P R A O AR R AT I

AL R TR AR AR )2 300 4, [RIfic 281 4 A 20, A RN 93.6%; HLF 15 K T 350 43
AR EICN S G (i E I 2 BT )5 ELIPERF F EAT 0 4 I A 1R A R O], X[
[ ir) 5 AT TR, [RIN 313 I A R, B RN 89.4%, — LA 594 1 A A 4

2.2. EEHRLE

A SPSS 22.0 AR 1) B AT (S FEA S A BEAG 38 o ARHE 2 1, WTLAf3H Cronbach’s L #(7& 7E
0.808~0.868 . [11], & HHAR I ] 5 AN 2 LI ) e B0 A 0 LA B O IS B, [t B — B,
RIS 5 AT . S — 0T, FRATTN FH R Mk A7 RO AR 5G,  FR AT AR KMO fE347E 0.7 LA |,
R GIE GIATR T84, J8Id Bartlett BRIEATLS, 7T UMRH & AFiih &1 sig EAS/N T 0.05, A F
BEMAT, RS SRR, N R SRR SRR AL T ER A

Table 1. Test of reliability and validity
F 1. EEMPERE

AR 55 T3 Cronbach’s « KT # fir KMO Bartlett SIG
BR1 0.846
BR2 0.836

FERH T K 0.808 0.713 301.879 0.000
BR3 0.864
BR4 0.879
cvi 0.904

[ETERARIED CcV2 0.865 0.901 0.731 455.761 0.000
cv3 0.862
VA1 0.754

R4 0.867 0.741 465.771 0.000
VA2 0.897
oIl 0.776
ol12 0.719

eN uNINEDEs 0.868 0.798 468.395 0.000
0lI3 0.786
Ol4 0.796

3. X7

AERIH RN R ET BR SEHAMRRZE, B RUR S E RGBTz, X TR
BN FEARFEER RN TR ESR . i3 2-5, BERFRR. midbi(E . BEEARSS . SARILIE
JEPYAAZ & T A HL AT B AU (AR S R MO B2, AT IEMIOCOR AR . tiUhaRm], 2 1) 25 v A i st
THEH, AT SRR T
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Table 2. Correlation analysis of Basic Demand variables
2. BERMEREEEXON

BR1 BR2 BR3 BR4
P 1.000 0.913” 0.874” 0.852"
BR1 Sig. (WE) 0.000 0.000 0.000
N 313 313 313 313
MR RE 0.913” 1.000 0.871" 0.833"
BR2 Sig. (WE) 0.000 0.000 0.000
5 7 /R N 313 313 313 313
Rho P 0.874" 0.871" 1.000 0.864™
BR3 Sig. (WE) 0.000 0.000 0.000
N 313 313 313 313
XA 0.852" 0.833" 0.864" 1.000
BR4 Sig. (WE) 0.000 0.000 0.000
N 313 313 313 313
Table 3. Correlation analysis of Commaodity Value variables
= 3. mmiNETEHEXS
CcVvi CV2 Ccv3
Pt 1.000 0.891" 0.885"
cvi Sig. (WE) 0.000 0.000
N 313 313 313
FHR R 0.891" 1.000 0.905"
Hi /R 2 Rho CV2 Sig. (FU2) 0.000 0.000
N 313 313 313
P 0.885™ 0.905" 1.000
Cv3 Sig. (WE) 0.000 0.000
N 313 313 313
Table 4. Correlation analysis of Value-added service variables
4 BERSEEMEXSHN
VAL VA2
R ZH 1.000 0.910™
VA1 Sig. (W) 0.000
iK% % Rho N _ -
R ZH 0.910 1.000
VA2 Sig. (WE) 0.000
N 313
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Table 5. Correlation analysis of Overall Identity variables
F 5. BIRAREZEHEXIH

on oI2 oI3 ol4
LIP3 1.000 0.876" 0.867" 0.879™
on Sig. (WE) 0.000 0.000 0.000
N 313 313 313 313
XA 0.876" 1.000 0.861" 0.838"
012 Sig. (WJ2) 0.000 0.000 0.000
0 N 313 313 313 313
Rho MR 0.867" 0.861" 1.000 0.810™
013 Sig. (WE) 0.000 0.000 0.000
N 313 313 313 313
MR RE 0.879™ 0.838" 0.810™ 1.000
ol4 Sig. (WJ2) 0.000 0.000 0.000
N 313 313 313 313

4, EHFERREIRBIES
4.1. IBpETT

g5 K6 7 FEAE R (Structural Equation Modeling, SEM)J2 T 2 AN B2 185 R 10— MGt 7
%, BERMAE TN ZEAEELERRAMNEER . —BCRUL, REIE B HUI 2 1748 SRR AL &,
T T LI 2 B AT B AR AR AL S AR E OB AR AR . A2 B H A AR R (AR R O N AR AR
B, DAL SR s H AR AR AR E AR R, Y AR R RS2 AR AR S A s S
by A B A BN N FR 2 g A AR B [7]. 1B/ H T SEM BT LAJR] I b B 22 A BRI AR B L A VR R 25 A A
W AESRAE )2 N T T 3 AT

4.2, RBIEN

A SCARATTHG V8 B o 5o 4k X L e D P e e ) e 52 B P AR B A [ BE AT A, Y B X T AL X HL R
P& RO R EZARIE DU AN R FR bR EALIX B P & 007 P g 04k X R~ & SR 1 AR 45
TR R X LR & R R R . R A A X A TR P 6 AR S

FRy, FATFIAFERTFRBR) FHaMECV) BERS (VA) =AM E:

1) FEAh R SRASHRTH P i 4L DX A R I, GE R SR R A O A T T B R AR B TR, 2T
P BRI = B R A . R TR SR A IO SR S, PR A, FEE.
BB

2) T e OB AT B T S (R R o T A BT AR I, T DS Bt v 2 ) e A X LR
VAR i AP B o R AR ME R S =SS bR ek, RA AP, DAAR ik .

3) MMENRSS A TRARYETE oh & T5 2, I R R A R RS, B RS A BN S IR S5 A
MEFEbR. 1k 1.
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Figure 1. Diagram of SEM
1. GERHFEER

4.3. AIRRIK

HARRST

1) FEAT R V2 AR S i N T ol — SRR TR, Bl AR, R TR A
BRI AN BB e, MALX R 08 T SERMZET S, MiBnaitn
SRR, RSFE, DRSS R . S RTHAORE RGN, B0 R RS, g
FHS, TRz &, FTOFP i . bR

H1: JEAHF R T BN R A IR 5

2) pnME: AL R T B T S A P R B — R A R R DA AR R R, B
e AR AAMURE R S, REAEEL R MRS RS E AR DE, FAEVER IR 5 A
A, XEE RS EAL IR R T HAGEE, XK ERA I E R A T S E . kR

H2: 7 b A (B S AR A R A TE [ 520

3) MMEMRST . X T AL X AR SN T, e EAR, YL BORSE T BERIUE R ML
Ja, RV A AR BB RSS, BN IRAEAL XS T & BRI S UL LB GRS . BT ai
B2 B SS . BRI 1A, BT A, SERR B S AL, SR 2 R A X A
TG BRI o T 3 8RR B R T SR B e RS e, B LT & LIS i,
ASAHL LRI 17 ST JCI%0 2 H S /K. Bt :

H3: HEEAR ST S AN R A IR . WK 6.

Table 6. Summary of research assumptions
= 6. ARFILLEFT

B A%

HL SERFR A SR A E
H2 IR B A A7 e
H3 S8 R B P LAY T
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4.4, GRS

441 EREHRE

“R771H CMIN 4y 122.687, HHiJ% DF Jy 98, #%f-K77 CMIN/DF 4y 1.252, p fH4 0.053 > 0.05; H
RIS S PRI 2 ZK, KT 0.9, mhRZE TR RMSEA =0.038<0.05. W& 7, &ZHMME
R ZAAIUA R IF o

Table 7. Model fitting test value
F 7. R ESERE

WA bR CMIN F CMIN/DF p NFI CFI FI TLI RMSEA
AMOS it E 122.687 8 1.252 0.053 0949 0965 0987  0.989 0.038
A b 1~2 >0.05 >0.9 >0.9 >0.9 >0.9 <0.05

4.4.2. RFWIELER

ST G, BB TR, Wk 8 fin. Bk, IraBRslmEsz, ®
W, SERFSR. B ERIEER S =AM R RS RO FREAERENIEMX KR &E, HER
25 St AR TR BE IE [ i 2%, JEBR AR AL EIA B 0.675, izt KT At 75 SR AN B it A (B X s A A [F]
FERIREMAPE R, FUGE R S E 0.474, SR AN R IE R, A 0.211. @I E®
RIS aT DU Y, 4GER 0T o AR TR R B EBRIA LR, “F &R AR 5] 56 2 H P e 75 3
EREAEETF.

Table 8. Model fitting test value
= 8. BESRRIZEE

IREAS 56 Estimate S.E. C.R. P g
H1 0.211 0.056 3.792 B2
H2 0.474 0.098 4.860 o
H3 0.675 0.100 6.782 ez

Pl "R p<0.001.

5. it 5L
5.1. 45ig

1) BeZAL X AT A — e Hm e ARYE T A g R R, U A A X R A SRR
AEHNE BT AREAT IR X R R B PR 3 A, IR RAEAE DL 2 T I oM 2
K2 BB #R T et 8 1, I HRZH TR X P GV AH T . ZakE, RERE
X R R AP, A LS NREE RS A DR, HR A Z A X R R e, thEE
B X —Hri ey . AT aatiat, X mEams R AR B, PRk
ZE Y. DI, XA A EOGE N, BT R R ESH MR EE 71, R
AR IR SRS

2) WABEAIEFHXHE T AN 2B EZREAR, KA ERS RRER. L ARHET,
PATAF R S B A X R T S IR JERT R R s B AE (E AR 55 = Ao, b e
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MR IO 2, HUGRR MO E, BT RSN, Bk, XA TFaREERE . R
W39 =ANJ7 TS 2R, SRRt 55 (5045 4 AR 25 T 3 M BRIA B3R, 7 508 5 M B 55 A0 7
WA BEARMBANT, IR RS T i e A D03 $ 7.

5.2. N

1) BURFHERER: X R R I . B X B N BUF C 2 B 1 CRT R 557%)
WA X R R AR A 2 s s BUR AT R VG A BEAT o BURF LN 534 X R R 1 6 72 52 44 1l
W EREIL, BRIEE . Zari, BEAESFTMRE . MEEEAT AL I EN, e
AN, BIEEARNRE G AR S R R TR R AR BRSNS T T R
AN SLE5[8] 0 3 ME HT- 65 R 55 VR BCRI A By MEDUAE ARV AL X g W0 AT o B SRBRAE S 36 DT 5 R A
RO T SR BN O DI, BRI 6 RS B8 =7 AL R R 2

2) “FE s X R R e T DMEINRUE . S BE2 2R e T, UEIENE
RPN — M 8IE 10 N2 %, BRI EA BRI E IS P51 G EaT LM AR D
S~ AT AR RIEIEE IR N AT ARG ST &, Ew Y R EEKRE, @I E A5
T3 A GIE P . W] DU INEG RE 30, Ak DR R R DA DO BARL, BRI AT A A DX i — 2
SR, FHRMET R R BT IR A, RFIR I S ML R RS, AT DUR ] — 23445 2 AL ok
SIHERER, ILHRERERS 5HET A,

3) Tl AL M Bt 55 (1 [R) I SRR 0 e MG B 35 LAWK 51 % 7 o it R 55 7 4067 7o 2% 2 S TR
(1, TN TG B R, R BRSO A IR 55 (4 [R] I EAR AR A P A R 55
flgn, UL “HH” NEF X IYIE,  BARYEE ROE B N H KB, R eI
VI A3 BRI O FE B, FRJ I B B R AR ST, VISR R I B R R B D o M R 55 15 4 7T LA 7
W SRR R, RTHE BT S RN E SEL WS EZ R,

SE 30k
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