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Abstract

In the wave of digitization, e-commerce profoundly changes the global economic landscape and
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consumer behavior. This study comprehensively applies literature research, theoretical analysis,
and empirical research methods to analyze the consumer decision-making process and influencing
factors in the e-commerce environment. Research has found that the development of e-commerce
has significantly changed consumer behavior patterns, and traditional decision-making models have
limitations. The factors that affect consumer behavior include multiple levels such as individual,
psychological, social, and platform. Through empirical analysis of consumers aged 18~60 who have
had atleast 3 online shopping experiences in the past year (sample obtained through stratified sam-
pling, including different regions, consumption levels, and e-commerce mode preference groups), it
was verified that factors such as information search behavior, platform trust, risk perception, and
social influence have a significant impact on purchasing decisions. The user experience, personal-
ized recommendations, and trust security measures of e-commerce platforms are closely related to
consumer behavior. Research has found that in the future, artificial intelligence and big data will
optimize the shopping experience, while cross-border e-commerce presents both opportunities and
challenges; Sustainability and ethical consumption will gradually emerge.
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2P0 o S BRI R SRR, 9 2 AT A A e e M e SR i A . T HL, WA AE
LRSI B M AT R 1 ABE AR B B PRI TR 3 2 5 AT R AE A0 IR ) A PR S8 il 2 S SR B, B
2 kit FELER B [2]

2.1.2. Nicosia {85

Nicosia FAIAZ 0o I3 MV HHA5 SO 2 8 A5 5 S SRS, AR 0HE Bl INRITE G T8
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ROV B (5 ARkt e PEAE A

3.23. N RGHRIEE

HLF 18 557 & VP R Gi(Review System) i 9 {5 ATAL I (¥ B B4 S 43 o T 9 2 30 % s Al
PR NI RS AR AE, SR10, FVP R EOTE . W BmS i, WREETEE NE. 1
A, PP BSE DA A 17 5 Y B ko R o R AR )

DOI: 10.12677/ecl.2025.1451492 2044 N e


https://doi.org/10.12677/ecl.2025.1451492

B

B8 2a: 2 A B IE PO 1 908 R B 5 E
(B8 2b: KRR SR 0 52 RS BRIM 9 8 R T B RO 3B
B8 2e: VPN RGEIIE I LRI TLS PRI 224 £ 1035 IR

3.3. RBE A

T B 3 TR S5 IR P I R AT N 32 B XU B (Perceived Risk) i B 5EM . AR TAE G2k T 3%,
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B 4 Lk 5 (Purchase Decision) 32 H#E#E R4t MEW & 520 #7272 R 4(Recommendation System)
IS LTV P e, SRR . HIL T R P s e SR, DRSS A P AT
DNARABAIE S5 2 4L FEAR B ATIZ S . i, P BRI 2 O b HoAA A A SEAT A I A, D B AR H
FUHEFAARATIL [R5 2 (R s 6T NS IR HE R S0 U SR A T3 Wt i B P . RRAE S5 P R Y R FR 25 DL
SR, R RGNS EE . FH P s B R L U SR SR PR OB o 4 1R 1) 89 ot 5 9 98 5 SICBm 75 SR 22 R
R, BUEHEEERATE AT, SRR 2 o HERE RR S AT, Bh T s ) S e sk

ik Sa: HEFE RGN THE 2 Il SE AL %

4. SCUEST AT
4.1. AREIT
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HlE s AT EAT B T R T S W R SRAT MR E G, OO 518 £, [l
AR 500 173

WA R DUAFERE 18~60 %, kNI 2D 3 IRE EIGWA I HH 3 #H A RN R . HIE
FIAFHX . JE RE AP SR 22 R, i 7 R AR o5 DL R

Hodg oA . —ZITT(30%) . =R (50%) . ARASHIIX (20%):

WRZEW: BN HUN > 15,000 7). HEEIN(5000~15,000 7T) RIS (L5000 TT):

R R A EEGE T 2R EFEREEE . T HEXHEFEE 2).

FEAR: 233 CRT (Cross-Validation Rigor Testing) ™ ik, ARG A MFEA N =500, HA45H
IRl B 5 483 By, P EAT NIBEREHE 17 4. FIH G*Power3.1 THEIHTHIFUIKL, %38 XFHH
AHyE )T Cohen's medium effect size 223K AKX B {E (n > 50, = 0.05, 1 — f=10.8).

Akl Ny URHEN R AT T8 S & A&, JATRA 7z N BB RAFE R ) Likert 5
MER. EZERERT, | K “BEAFEE", 28 “ARER”, 3FmR “HPL7, 4 “FHE”,
5MEWE “sEallE”, Db G2 viE KSR XA . B s, Bl &80k 5 a i
FEAT B 0 EE RS EDU S R 2 i N A R, TR P S AT A, s
B AR, UL T R L 2 R SRR S AT L . sl I E AL S, TS
XV BB AT N SR IRARIEINT . BARAR & LA 1
Table 1. Summary of variable measurement and reliability and validity test results
1. TENESEHEREERLER

A
YERE
FEAE 1 ASSHEEAGRE( “REF WS A AR R ) UmE EKB Al S
FATH 20 WERGVEAEABER IR BT TR B AR AS) Nicosia %%

1. SR AR “CPEMIM R R RN )
2. BRAVRIIE B CFERAN NG BRI ER” ) TPB #it 5 Tk 0.89 0.71~0.83 0.62

. § ‘
MBS =g R KR Cronbach’s a !i%@ AVE
T 05 Bl

0.82 0.68~0.77 0.53

ok

S R R <P SR T R )
e e T

m% 2. T ERE( L& B, OGS SRIAATT” ) Perceived Risk Hifk 0.84 0.65~0.79 0.58
BR 3 B G E BB SRR B R )

#HE 1. KOL 00 J3( “ 4P KOL ML dh 7 ) L e L e .

B 2.UGC S B S R ) TR 078 0.61~073 051
Wz 1. WS A 2 (S BRI ST U ERERESRE o
W 2. WSCRE( “RiFRILERR—H N R ) $iip : 66-0.75.0.

4.2. RS ESER

AT TR FH S5 46 77 FEAR Y (SEM) 5 £ Je 2R 1 [ VA 40 BT AR 45 B 1 77k, R GuAs B6 BRAR HE 22 v 2520 1)
BRI R S AR B BE MR AR AR BEEE S AT . M tEgiit. SRR AL S TR
MARBEIAF . {HFH SPSS 25.0 5 AMOS 28.0 St 0tr, BRI e 54 1T

4.2.1. BIETALIE SHER MG

N ORESCHRE 73 B HER PE R RS dE, ASHIE SR WS B AR A B HEAT 1 7™ ) AL BR AN SR 1 S 1
griire BARIEUE Sy, 8 S R R R R S T R R 90% ) IR B R HEER LI L BUE RUR S 1)
FEAR, 32 1 2 B ANE S SRR B HEAT SR 7E LA AN 5 I AR THEE se B A o A ik, [RDit
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X} %48 BT JE Shapiro-Wilk %, S5 E/RFTAZER p HHAT 0.05, RPLKIEFE ESS M.
R, RUWSSERIFEATTE 72T RS i, BEREREEE RE T NS G R . £ DS
FHEZTH, ZMEAEREAR T 5 HIE 58%, JRILH AR T ST N S KT 2 s /g s ARt sttt b, 18~25 %
AT P AT LG 30%, 26~40 % IR 3R )& L 45%, 41~60 % BEE B LG 25%, AR
BRI 2 A TR . TEVH RIZ IO, S RONEEIER (S L 20%, FEERONERE G L 60%, K1
NBHE G LG 20%, X — 0 ARG R SR Be SR PAT NI R R . MR UL R, SR
HEHAREM P RIZE S Z IR, WOR 45%7H 2838 1Bk ELRE F e DAL B AR 7 ol R s R SR
HEREE, RG] 30%MIE R E S A RS AL S AR RIS, AR 25% T A, e,
R T T RR G b, SR 2:

Table 2. Descriptive statistical analysis table for key variables

2. KRETEMAMGIT DR

A HE PRt 22 =N
HL AT AR 38 0.72 1~5 (Likert 5 55 7 %)
T fE R 3.5 0.85 1~5 (Likert 5 f5 )
SR I S 3.2 0.91 1~5 (Likert 5 5 fE3)
W ST E AL 3R 55.0% 12.3% 0%~100% (5 47 LhAg 30)

4.2.2. G HFESREEE

ONERTT BT 95 B R VH B SR R TR A S R A R, AN TR AT 1 S5 A R AR (SEM)MT 22 78
LRAE RN TS, XA R AR B 8] 2R R BEAT TIRA T -

1) S5t J7FERR(SEM)

SR IR (SEM) S — MHRERS Al b BE 2 AN DERSC R Gt I3, &M TR ZAZ R . /£4
Wrgedr, RIS AR R I G B AT AR ATHERE L XU R SR 45 A 0o g S ke SR () SE M AL 1

PR BE 5 AT

1. P EE R

PlatformTrust,= - Payment Security+ [3,- Privacy Protection+ ;- Review System,+ ¢,

v, KA Platform Trust, Ron s i NHBTE T GEER. BRARE B, B, B Komsift#a. B
TRIFIVEAT RGNV S AEAT KSR . F AT Payment Security, 7358 i AN P80 SO 22 4 (R o
H A& Privacy Protection, 27 55 i MH P 0 F- & BB RL RIS TERV AN . B A& Review System, 7R 5
i N BRE XTGP RGRMEAL L. R ZEI € R I A R Bl B AR 1 AR L R TR 3R

2. T SK A

Purchase Decision= f,- Social Recommendation+ Py PlatformTrust+ [ Perceived Risk+ e,

HH K22 & Purchase Decision, 227~ 5 i M1H T35 BIIE S ERHE,  RIVH 9 8 e 242 15 1R 8 T ST b IR VR 49
Biv Bov B Tt AHESE . P S AGAT AT RS B EIN I SE W SR 52 FE R o Social Recommendation, 7R
550V U N AL SR AR AR B o AL ST R ARV T 1 O A ST S AR m A A HE A ) S
Platform Trust, /<55 i /M P& X SRRV o Perceived Risk, 27555 i /NH P& I XR BH0, &
I VH B et A AT T 2 P RIS (A S PR e i o B XU 55 ) R IR A o e, IR BIT A o2 e A Y
AR PR JFL At A R 0] D S PR SR 52
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2) Z otk A B
N T A HERE T G A5 AR B RS RN I SR SRR BRI, ASHIE TR T 2 T04k
PERNE e AR B2 Oy

Purchase Decision,= 3, + ;- Social Recommendationi, + B,- Platform Trust+ ;- Perceived Risk+ ¢

e Purchase Decision, e i A P& MWK RFDF 70, Rom il P8 0 K s B g, %on
P ARSI, T YSRNEAEE . BIHRE B . B, By RS . 1 G5 (R XU B0
X SRR I FEME K /N e Social Recommendationi, F73 55 i§ AN 9 WAL AT MR B2, [k 74152
HEFEXT W SEHRSRMIFEM o Platform Trust, R85 1 N BB X G EARRIPEY, BT 7 6 E R
MG SR o Perceived Risk, 227555 i /I 3 2 10 XU IR - 715 T 3138 b v 0 DU (A e i S B 52
{22 5 RSN . e WRZET, RIS T JoVZ 30 I [] U AE 28 Ao 1) A K] 3 0] Ty SR S 52D

4.23. BRERESEBYE

EA T, a7 7B RS, DASGUE A A Bl & TR AT SR 2. SRS, AR
BT TLEAES, AR SE M 7 PR AL (SEM) 58U G RCAR B2 . e, #3047 7 IRE S0, R & /ME &
FEAEIIR R IR E .

1) (ER R

HER—%k: B A8 &) Cronbach's o I KT 0.7 (4 1| AR B & S5 ER I R RE), &
HA AT 5 BT SR FH A £ T EL B AL I P — B

WehtE: BRUEPE 7 T (CFA) A SR R, BT8R T 0.6, H p EH/NT 0.01, AVE (P75 242
HUE) KT 0.5, WEBH T E T HEA RIFrlksitst.

X% S8R AVE “FIMEIRT 0.5, HEALERIFAHKREIY/NT 0.6, R FLHIME
THEA REFHX 5 80%.

2) SEM HR AU A i

A T I S48 7 AR RS (SEM)RT BUAE HEAT 06 0 AT, KSR 20 5 54 R G RO R o A 40L& FE TR A
AR AR B H AR HEE W3 3:

Table 3. Related indicators of model fit and their standard values

3. REMSENEXIER R EIREE

ECEZ) i rifE
X2/df 2.31 <3
RMSEA 0.06 <0.08
CFI 0.93 >0.90
TLI 0.91 >0.90

MNFEME AT LLE H, Fra PG EIEFRI A AndE, IEREA R RIG LA,
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Table 4. Regression analysis results table
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