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Abstract

With the rapid development of the Internet, this study deeply analyzes the impact of mixed online
customer service image on consumer purchase intention. By adopting quantitative research meth-
ods and distributing questionnaires, this study collected various evaluation data. The results show
that the mixed online customer service image has a significant positive impact on consumer pur-
chase intention, with psychological distance acting as an intermediary role in the process. In addition,
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brand loyalty plays a moderating role in the relationship between mixed online customer service
image and consumer purchase intention. This study not only provides an in-depth analysis of the
relationship between mixed online customer service image and consumer behavior, further enrich-
ing the existing research content, but also emphasizes the importance of psychological distance and
brand loyalty in consumer decision-making, providing important theoretical references for enter-
prises in designing mixed online customer service systems.
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HAT, AR RN SRR N TEIRS & a2 IR G R AR A L% i 3] X Rl
FA TR RER IR I R AR AN T R i e ng, it 7k 2 e fi it . & 4% il id 2 fe
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BILE[9]. BEARE RER IRAE TS IR AL PO AR EAL AR S5, EL B — AR 1 IS AN L A P Rk (4]
M, REHAEE A TERBAN, Tah TR AR, 5T IHEGER[10]. B 8% Ml LLRIEAR 55 10—
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REEBCAFIUIS . B FURM], BRI 28 5 T AT 2 22 18] AR Lo B AT DA BRI 1 2 X T i e 14
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P2 5t i, ReRsR AL S R AR R DA S b [ IR R [20]. X LERT SR, O BRER B RV 28 F AT
NHPIRE EREERME, BEWENIE 5 ML B R AR GRAE . 16 RIRES AL KR S R . AR
FLR H 2R, (OB AT B2 . B TTRY, R R AR QIR FIE N g O B R, AEs
A RO e SR [ 7] AERXAEL T, O E AR M E R, RS EEEE. E
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ZR LR, OSSN A AT AR R BTN, JCH R AR R U, SN 2T
[ o SXLEHE TR AR T 0 BB B AR AN RIS 58 0 S B AT R s AL, RS R AR A R IR R 5 KR
2 AR E M T Ak E, BARCEEE B E LS, TR AR R R R R
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W HERF T 8 PRIE I A R B SRR, U2 IS4 IR AT [22] . BEE b [ e RAE TG 7T HY
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vt R PEE AN B At 0 T P EE R Y S, 3 RIS 1 A% RE VR 51 BE VB AR, AT SR T R A T
W3E4 1[25] MR IR B AR SE R SR, ST T FRAM AT e 1 e, A T B e A B
BOA RTINS, M fUelFiZ i, BRI 2% 30 W0 i A B R B IR AT, XA (5 AR e i
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3. SEUESTHR
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GXE RF SR . WA AN SRR EAANOSGIHE R RETERE MY
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Pl AR “AEHAFR” , 5 RFR “AEEEE" ETIE .. £ REN B, Lkl 2k 328
B, IR T 320 A A, ARSI ESCERIAR] T 97.6%. K vl Bk R EGHAT N
— RS, RAEELFIRILR . HRE L RIE . OFEPE B RS B R AT SR R ECN 0.864.
0.861. 0.876 f10.870, ¥Jid 0.7 B4 ZWME, RMANEGMEXREA RIFIEE. MH AMOS #AFdtiT
IS UEME R b, R A O BE R AR B 45 CFIL. RMSEA. NFIFIIFI 25, M7RfE a2 IbrtEZ N, Sk
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BB T 0.7 Vb, WRAERYAS RIGPSGERMAEGEE. EXBRERES, N EEH
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I, ARG SE B R B R R . B R 7 0174, WEJE R 58 0.171, HHIRAEL R IRIE S0
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p<0.001, RUPGERIBPRE 2, XK, 9 BE RS TR R G, Ab A2 30 1B EE 55
/N
BNk, A =5 T IRATER BRI SR CoH PR B P WL R R B A . SR ER, R
BAELR R MR GAEFE )0 BEEE B9 5, X 91 25 0 SE S TS G 225 R AR 1m) s, ARvfEAL IRDA R %0(8)  0.315,
tfH4 6.052, WEEMHKT p<0.001. [, CoFEFE B0 o 0 K R R WS I IR M g2, ArdELLE
IHZB(B) N 0.288, t{H N 553, EEM /KT p<0.001. HA R 5N 0.246, HEJ5 R /7N 0.242, F£H
XN AR T e WL R B T 2 1) 24.6%. F {HN 51.814, &3 H/KF p<0.001, MR EAKE
EN
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[RIREIR, TRATEL B Y R BT 28 W S B B4 T . ARt fE b, BN 4 T
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Table 1. Testing for mediation effects using the distribution regression method

1 DHETEEITHABAEE

TR A — i PR =
R T E SRR e i ERE) T E LR
it B t B t B t
TR TR IRIE S 0.417 8.175™ 0.352 6711 0.315 6.052"
IOy FEE B 0.288 5.530""
R 77 0.174 0.124 0.246
WEERT 0.171 0.121 0.242
F 66.836™"" 45,041 51.814"

E: 77N 0.001 KR

Table 2. Bootstrap results for mediation effect test

3% 2. Bootstarp /TR I L5 R

LS BRNLAE LLCT ULCT U o L
RN 0.412 0.313 0.511

HHERR 0.311 0.210 0.413 76%

ETEE33 90 0.100 0.059 0.147 24%
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AW HIFH SPSS PROCESS Z: A2 /74t 320 M AR HEAT 17 A4, BERITHEAEL R LS
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SERRTE B LR W, TRATERRIRIE GO P T S B 1 B H R E0k 0.462, KN p
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