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Abstract

By discussing the change of customer acceptance and its influence factors after the scale promo-
tion, the paper verifies whether the model has the vitality of sustainable development, and pro-
vides corresponding suggestions for the marketers. The same respondents were investigated twice
for six months, combining the motivation theory and the appraisal experience theory, taking the
user acceptance as the dependent variable, and the efficacy factor, the pleasure factor and the so-
cial factor as the independent variable. The research shows that with the development of scale, the
user acceptance tends to rise, the influence of efficacy factors is weakened, the influence of he-
donism factors is changed from negative to positive, the influence degree is strengthened, and the
influence of social factors is weakened from negative to positive. This suggests weakening the ef-
fectiveness of marketing, strengthening the pleasure of marketing, focusing on the use of the com-
bination of the two, while users in the platform establish weak-related social relations.
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Figure 1. User acceptance profile
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Figure 2. User acceptance factor model
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Table 1. Factors influencing user acceptance
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Figure 3. User acceptance comparison
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Figure 4. Improved user acceptance model
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