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Abstract

Objective: This paper mainly focuses on the consumers of Chinese e-commerce platform as the
survey object, and empirically analyzes the intermediary effect of brand image by analyzing the
relationship between the product characteristics, brand image and their purchase intention that
they emphasize in the process of automobile consumption selection. Methods: Data collected from
622 consumers of e-commerce platform through a network survey questionnaire were analyzed
to test the research hypothesis. Based on this, the paper explores the relationship between the
automobile purchase intention, product characteristics and the brand image of the e-commerce
platform consumers, and determines whether the brand image has an intermediary effect in the
purchase intention and product characteristics. Results: 1) The Automobile Attributes (Perfor-
mance (8 = 0.41, p < 0.001) and Safety (f = 0.29, p < 0.01)) had a positive influence on consumers’
purchasing intention. 2) The brand image (f = 0.59, p < 0.001) was positive correlated with con-
sumers’ purchasing intention. 3) The brand image had an indirect effect on the relationship be-
tween automobile attributes (Performance and Safety) and Consumers’ Purchasing Intention. Con-
clusion: The purchase intention of consumers on e-commerce platforms is not only directly af-
fected by the product characteristics, but also can affect the purchase intention of cars through the
intermediary role of brand image.

Keywords

E-Commerce Platform, Automobile Attributes, Brand Image, Purchase Intention

Copyright © 2024 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 51§

REF R R R T E RS, RfE—NERGE S ARIAFR B N EE RG] &
R, PEVAET 2RSSR KSR, N2 EHREF KRR TR % #W0E s, ER
ARG BIZEET, 35 EVR A T2 AT B BER G =815 0L, 2023 AR3RIE R A= 84 & 5 s 2
3016.1 J34M A1 3009.4 Ji 4, [A] Lk 5K 11.6%81 12%, 611 S i F s ol i e K, B4 15 47
ERE—[2]. HULFIR, B RN S RS ERE A R, 454 2B % OB — &S
PR, FEHTF RIS IER N B AS AR R 1o 2 TN T SE A 5 75 3, T 2 mT Dod i SO
AT BB E EARS T M gy, ANBIHE R, KBS e TR 4 A
BE BT RE N, ARG AT, [ s s P A i s SO e R RN T, IR
e BRE S H b R BRI B AR T e ok TR SE I R AL, IEh 4
EH PRI LB ST R ORBE S A B S al (3], R AR A e b 2 T ) s g B i, S
W R T AH

— 5T, EAPAL G T RSB T R A BRI, Y SR S P AT DAEAR AT A M AR T RS B, AR
WYY TSR SE R 5 AT R B (4], BDE RIS T & MIRE S T KRG E R IR, 5 —T07
T, HTEATIAE 5 77 AARME A 1 57 4 AN TR B2 DG 7 S B 5 AR R PR 5 7= i T R R R AR, I8 7R
BELATFGB T &R S i il o A R M TE S, B S TR Y R AR

DOI: 10.12677/ecl.2024.132356 2904 HL 7 55 Ve


https://doi.org/10.12677/ecl.2024.132356
http://creativecommons.org/licenses/by/4.0/

R, X

FES @GR, ik, N7 HRTEFRIIS, VR EBE D WL T A E Fe ) 74 R
gg, s EIER RS, AR RIS, DG 3, TS K 2
Y, GRS SRS o AL, SETH AL RN EE RO R S AR FE R R .

FEMAEA T, ABEFC LA SR EXT R, B HAE L 18 551 B PR PR AR
VERER R AR SRR DU SR B Z 18 R R AT, BT R P BOSEAT SEE, AN
BN TRRETERERWER T, RERTHSTE TEE RIS AR5 s 52 it seds vk 1
SHENBORL, I8 E N A R T RZ AT AT ST T o

2. BRI
2.1, FRME

AT TR R (R 0 i K22 2278 2Bt 2013 AR JER I A VR 25 T SRR AE S IR A = V8 2R AT it 7
TUH, Z0H RSB B, SR F TR 9t 70 BTSSR SR = B« HLT R S B R o
TN GAT ARG A 2023”7 4R . IXARPUEAEXS T 1 557 SR R SR T Pk B AR P
RS TR RIE G 0L 9 0 K = B AAEAE R R AT IR . BARIRAE Sy, @l X E
FlREAE 75 (B U7 E T8 9, R IADEE T 9% ) R H 4 E BN U A B AE R 5T e TR T o
(CELFE PRI %) O BEAR AT TH M LA B FELUE U 1), Rl DA AR 7 im) 5 1 T QR TR 2, 3L 683 1 RS LA
. TEGIBRTCRIE . AL E R Z — B B U )G, 23t 662 t AR AL AT AT

VARG, FHERN 33.16 (£7.29)%; T 359 N, ot 303 \; CUEH 316 A\, KUSH 346
N BUAVRZES 198 N, HIIREH 464 N BUEGPHEHMBEN L E£(39.27%), HICHAS G
s AT TAE A 51(30.97%); AU AREGLIN 2 5% 71T 8000~12,000 7T 2 [H](63.29%)

2.2. MREE

ML 951 B R R R4 AR SR A i AR A R T EDRINAR AL, TR 2 Rk 35 1A 2 38 % TR
T B S AT S E A SE R, B W 045 B SRE AR A5 2 RO T e sl ks, 1k
RESE ™ bR P 7 T ) SEARE S AT« AT SRAT MBS MR R THT I 55 5 V1 9% 38 (K0T SR R MEAT 32 3L
AL TR 2 TR R RARSC R PTSANE ,  TITIR A IR AR DG 28 0 32 S e ™ ot (R R e 5 R TR 1, L7 Al )
Ja P LG 95 387 1 A ST T ) e 5 A R S O A IR K SR IBR [ TR i i i LTS B 4% B
FRERBCE . U R T SRR RS BRI BB N s R RIE 6] BEAh, I R
TR S BT Ok athy BOREE. ER. SIENE. WAITE. 25 ESE 2 R IR Z00 3 il R B8
REE 2 E R I[7], B L S 2R AR HE R, T 380%™ i f M RIGAR N . [FIAE,
LT B AT NI FOR B, B AR A SR B 7 A S B AT R SN RS Bl X 7 A
FSVE, AT AEAN NIEFEEARG, I AR A AT N (8], BIAE AR MR 1R 7 i i
PRI RIBSI IS, AR S O TE R B R AR, A WSk RN s, FE, SRR E,
BURARAR ARG, W B R fh—Te A, ISR R R AR, 2T, AR M R AT SR B

WEFURBE 1. BP9 6 2 ARV SR SR R R I R T R e L S R A A
2 AR .

BT 2: MR 551 6 W B AR AR I SRR SR AR T VA R RO L SR B A R
w2 AR .

WEFURBE 3: LTI 55T 6 2 AR SR SR R FP BT R T2 Al R A 7 i R P L
SR A AT b REER 2 h o (R RN o

DOI: 10.12677/ecl.2024.132356 2905 TR 4TS


https://doi.org/10.12677/ecl.2024.132356

R, X

23. METR

22.1. i

TR B PE RO 52 15 Bh T Mitchell 5 Olson FISEATRFFE[9], F7= dhii 43 M LAk, R A
ZEWENEMATERE, SO, BERESERNEMIMERER R SR 5 Sk, 1%
TR R AT IR “1= 5CEAEE” & “5= AEWEE” ), 159500 R AR R fhi v i &
MUREEE NI . 205, VRS AR IS BN 0.75, BRI PYE— 0B KT

2.3.2. HEER

an TR SR E AR 4 Aaker [10155 Keller [11]f5EATAITT, H4 el i R RBTAT A H 1)1 2 AR EA T 40
ZUEt S, MUURRT WA RIAE. D52 RKMEG B, BREEA~MIFN. Ak, Ei
ESESEMRASELZ NIRRT EE S, $ETMH 5 Sy, IR R AR TR
H(“l= EEAR” & “5= EEFE”), HFohe Rt SR LA REE NS . 285, 5
FHMEEH 0.75, BIA—BUEECN R 1T

233 MEEME

T 3K = B 58 2 7% Blackwell 2582235 IR FEAR[12], A4 H @ O BRI S 02 B LA AR B it-X)
PR 7 AT N B S AT R R O PT REME R, RIS R BN SEAT N A, 78 a] DA LR SEAT N
HEAT T . S RRIAMER 5 a5, IRIRIER AR EHATIRE( “1 = EeAAET & “5 = JEEIA
[H7 ), 18 Hm LN, 250, WEEENEERN 0.87, BINHE—EER N R IT.
2.4, G4

(Bl PEam i SPSS 24.0 K2 Amos 24.0 A2 A TACER, T a= 0.05 [P35 3 PR /K i AR PR 53 B 45
RIS . KA Z ICRIAD M R IRBUR 77 S . b R 5 5 40 0 ey SIZ 7 1 1) F R % 1 5 i 42
FEAd F bootstrap v2: 5 #4243 AT SR BEAT HH A RUSAS 6

3. FhER
3.1. XRMRESZERIIE

[ Harman B30, R T A RSUG T T — N Rl T EAT IR UEVE R 7 007, R BURFEAROR T 1
MIRFA 44, HE AR 1077 Z2 008 1 43 BN 42.31%, 6 A 70 1 500 AN A7 7™ 28 1R 3 ) 5 720 22

3.2. ARG SHEX A

FREREPE S AEROME S SEE AR T A R AR 1 s, PR E S SRR R OME S I SR
& KA B S IR G (p < 0.001),  H™ b5k 5 et R (ELTR) R O 2. 25 IEAH G (p < 0.001)

Table 1. The mean, standard deviation, and correlation between all variables
= 1. R RENMESWEEENERGTTSHEX S

M (SD) 1 2 3
7= R 2.35 (0.55) 1

mn A 2.28 (0.57) 0.56"" 1

) K P 2.31(0.79) 0.57"" 0.59™" 1

: "p<0.05, “p<0.01, Tp<0.001, FH.

DOI: 10.12677/ecl.2024.132356 2906 TR 4TS


https://doi.org/10.12677/ecl.2024.132356

R, X

3.3. RigRE

AR AR 5 (B AR D A BT 5 58, b — 2B AT TP A VA G o S5 R oR, VRZE SRR PR RE(B = 0.39,
p <0.001). ZAVE(B =0.21, p < 0.01)%f I 3 5 Bl A5 25 B B [ S M), %90 B 245 SRR Ad R i B )
N 46% (p < 0.001), BPHFR55F G iR b Re e I PERE e A R 75, Y 9 T SRAT N I
AT U g, 4k e] DA RS 251 Y B TV I S R S I R R B R VR G P R (1
B AR LB EA S BERR N7 X — 8. B, RO,

A %(8 = 0.59, p < 0.001) % 1) K & B TR AL 1) 5 35 AR, B HL S & VR 250 238 I
i T R, HORHZ S R I S B, UG TR ST 6 S AR R S SR R
FIT i E PRV ot BT Rt ) S 35 G o 2 3 I se e i ) A

%2 B R AIRZEST A REIE S Y S IE RN BB AR, 7 SR 0 2 A A R X I ST
(RIEEME AN P22, PR REAE SO I S IR 52 8 S, B ABAR /N, i A i 5 0 ST I8 TR A AE i PR T 2 1)
A AN, 22 AV I S R I T A AE i B R 58 4 TR N o itk — IR 8N, 8 H Amos
24.0 FATERAT S A der 56 5 A AR B 2 ) () 845 228, FFHH Bootstrap 125 DASGHIE /G BE SR AR o0 A 52 AN E 1
B R R] ) O (] 1)

Table 2. Regression analysis of automobile attributes and brand image on purchase intention
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Figure 1. The mediating role of brand image between
automobile attributes and purchase intention
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Table 3. The mediating role of brand image
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