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Abstract

With the rapid development of e-commerce, consumer trust has become an important factor influ-
encing their purchasing behavior. This study takes consumers who use e-commerce platforms as
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the research objects and constructs a theoretical model of “consumer trust - purchase intention -
purchase behavior”. The Structural Equation Modeling (SEM) is applied to explore the influencing
mechanism of consumer trust in e-commerce on purchasing behavior. Data are collected through
online questionnaires and empirical analysis is conducted. The results show that consumer trust
(including platform trust, merchant trust, and institutional trust) has a significantly positive impact
on purchase intention, and purchase intention also has a significantly positive impact on purchasing
behavior. Moreover, purchase intention plays a partial mediating role in the relationship between
consumer trust and purchasing behavior.
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Bt T BA  PROE R R AIRS 2l S RO K, 7R 95 LM 2 3 H 2R 0 ) S A A 0
WP AR E o, AER A 7R 55 I AR S 4G, ¥ 238 X 4k B I K HOBRE I H 2 e 2R
FERL TR SIS D, T 9 TOR I LR A R IR S5 R DA B B, XA ARV B R AT O R
W SERF IR ZR o T RE S AR RBNETAT ARRA, B2 283 X7 6 (SR E S
WS . PRI, WF T 7 95 AR T 9 15 AR S T SEAT N s, X T P Rz
SETHH 2 B i B A R R A SE R

S FA DI B (S AR SAT AR REAT 1T 2 WH7E, (HRT TSI T R (R
WAL RS U5 E AL . BUA BT 2 8 b T-VH 28 3 (B AL AR 4R P A L B, TR T 94 2 & 5 A2
ey SeE et oA () S B ) B B R M Wy SEAT N (IR TE b A, BT FL 7 S5 MR B AR BRI, T R 15
FEAIE RIALHE] AT PRI, AR SO T 9 (5 AR T SEAT D FR 2 Wi B o SR T HEAT R AR TS, B
FEPRIFUFEMATY 9 5 W AT M BAR R 2R, I HLEIAT s m A 2K

2. XekGrid SR
2.1 WHRERR

1) “FEEE

T EASAT R 2 6 TR 45T B RS /R . Xinxiang Zhang, Taiyue Wang (2021) [1]#24t T —
MK, R TR R G LR A G L E . ZEMER, SEBRETFEE#ES
BAEAERE XK, TSR KA S EAEL N A = S vEe . PR 55) RBESCR, sA&sem iy L E .
Muhammad Ashraf, Jamil Ahmad et al. (2022) [2]¥5 H EL#E AP RE W FETHE 9% 38 6 7= dh S AT IR, IR et
HEZ MM EZ), WMLk, CEIRRE], HRHFMSEEWE. APS5E., NAE#RE
SRR AT % R TR RN £ B S 2 . Junic Kim, Nianwen He et al. (2023) [3]42 252 BV &5
RGBT 557 & BN IR 2 AR AE T 2l 2 W A0 SN 9 388 R A, 38149 32 GRS 98 38 mT LAk AT SR 283
M S8 VA 2 2 BB AT K
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2) WRIEE

P FAGAT R T 8 0 P R B T S A Bl {5 4L /2% Yan Li, Zhao-yi Wang (2018) [4]4& E B
o 24 A Rk S it 2 5 S T DA KRS B2 PV 2 38 0 S R B IR WIS B, I L 4 32 ) HC AR 482 ) W A B
3K R BE . F9E(2022) [5]4 t FL R ELA AE I 3 1M AR (WA . GR35 55) 2
HREMAERNLRIE, XS5WEXEEMEERE VMG, B RHRAEREH P RESER, #—
BT BTSSR ENLE] . Tianming Han, Jing Han et al. (2024) [6]42 1% K 578 B3% S 44
PIRATER, 3 T RGNS ENLE . Pingan Xiang, Zhizhen Liu (2024) [7]1#F 7 &I, T
FIEAT T LLOE R S e SR R RSS9 3 B R 3 i

3) il EfEE:

il BEAB AT A2 F8 9 28 0T FL 1 7 5 AH SR A IR B B L A1) (1945 A /% J. Thatcher, Michelle Carter et al.
(2013) [B]F2F 2R FE 1T LA AMEAEIE S A 1, TR EAE R, X 56 BRI N2
—#. G.Melideo, Guido Proietti (2004) [9]31& 1 B3 555 & P B AEN L it 9l 158 =5 (S 4Rk
FZIHER (TSPYIPE A, 31X 5| S AT BB 77 1M1 AH4F o J. Thatcher, Michelle Carter et al. (2013) [8]#f 713
B, ) A AT R DA I 2D A2 B R AN s PR XU SRR T 2 o i S 7 i

4) LR

A AT IR B A 52 T i 2% 3 ) K e IR A% 0 R K . Purnama Dewi Pata (2024) [1016F 7830, J8%0
BEFE. B fEAa R A R 3% 035 52 e 2 2 e e kb 78 7 i SE &l . b4k, Chang Liu,
Jiagi Wang et al. (2024) [111IA 97 9% 3 R AR 2 SOA AES S A5 AE/KCT 2 U L S5k, XU I
J71H, Ashok Mishra, Mohammed Jamshed et al. (2024) [12]45 H B0 77 i XU Xof 5 Sk 52 B A (G 00 B A0
FEH 228 ) I T 3K B B V2 35 1R W) 2

5) WSEAT N

BN SEAT RTETH e Yo s v o 5 8 AT o AF TR B, 3l ) STV o 3 1) SE R R R RS R,
T H R BRI EE A 5 T . Yu Xiang Xia, Seong Wook Chae et al. (2024) [13]I\ A4t 22 it 4
2R F (0 36 EL BN AN AR 2R ZR) 8 I 52l ol o ek nd ORI B N AN E M, 3 — R ORI B SR AT
N. Ak, Risca Noviana Barutu, Muhammad Yani et al. (2024) [14]48 A3 0. o )5 400 BB A 77 B J o
SR R 3 R 3N W SEAT

6) SCHRIATE

BEA T 78 AR s TV S (S AR W SEAT N sE L], (BfEE=T R E R H—, FEREE
SHEIREBEA L, DA R K HER T & R, KRBT LS (i E). A BEEdte
2) 5 7% H R (B FEE AT R i 22 AR R, JOH 2 B #3175 b SE i B 65 AT 1 3h A SR Ak 2%
Ri; HZ, SRR BOERAAES I BRSSO RS AR L7 6 WAL BN, X EE
()RR CRER R AU AN /N F AR P 6 1) IR Z SRS, 3 B R RN %
WAHIR 2R =, ARSI S S AR, BEA 02 By s @ e A
AIENE, (HART BRI ST e ST M PR B AR AT N, H AT S E (B IR E %)
X A B AR R TS RS v AR AN BV HE SR, SO T M DA 0 A5 AT AL R B AS AL R AE

2.2. HRMRI

1) P B AR I K R
AR FACIE B F AL T BRI F AL BRI =ANERE, X = ANEFE R SE B 5
Wi e — N R 2% H 2 4RSI IR e 1 65 {5 AR 1 28 0 L7 1 951 & B A TS M A2 4k (1126 R1 . Xinxiang
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Zhang, Taiyue Wang (2021) [1]#f 7R B, ¥ S5 AT B H 20 H 9% 38 1009 SE 2 R o i 70 i B ik o,
P EAT I R SR AS AT R e S R, B4R R By 7l v 0.490 A1 0.573, ULHASF &GN B XK AE
FEANE S i 52 m AR % 5% . P. Pavlou, David Gefen (2004) [15]4&H, &5l 5 = 7 HLHI (0
WAL 3 =07 FE8 IR S5 A0S F R AR LR B AR A R, AT E 52 5 i o P RAB AT /2 48 2 3 0 BLAdk
P R (R A] SEPE AT AS B )& A . Xinxiang Zhang, Taiyue Wang (2021) [113E#E 28, 1 A5 A0 ) 3K 2
HREFZIE . Frieit, 228{(2017) [16]48H, (EHACRE S350, SLEASAX W =2 1 52 ma 23 K7
WHGLR MK FREREMRI, EEVINE, SEaeR BRIy, HlEE TSR S F
FHL 7 45 A DG B (A2 iE . I A WL &) {5 4T . J. Thatcher, Michelle Carter et al. (2013) [8]45 !,
— FRA AT (35 1) A5 A ) 0 o A 5 A5 A (A 0T s R IN sf FR A5 A2 14D T 32 2 i R s i i 72 7 B
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Mo TKIERSE(2017) [L7IWFFERIT, W S IO S SR A5 AT AT 1 AR SRS S Rt g K i S AT Y 3 I [ 52
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Fi, H A AT R R SR R R s, I SRR R T SR (S AT S W SR AT R R )
KA 1),

fut, 2 H a0 N R
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Figure 1. Studies the hypothetical model
B 1 RRRRE
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3. Wseigit
3.1 BREIT

A FE LA LR A S SR T RS VA . AT B AR B LR Y P S AT (R S S AT R EAT
HIEEAE) WS WSAT . MRt I, AR A2l = M bk AT &, KK S
2% McKnight et al. (2002) [19]- Pavlou (2003) [20] L & Kim & Prabhakar (2004) [21]3k %} F &5 A #E47 I &5
P FAS T B K T Gefen & Straub (2004) [22]. Bart et al. (2005) [23] LA 22 254w I Dellarocas (2003) [24];
il BE (5 AT 2 F RV T Pavlou & Gefen (2004) [25]. 24 Hong & Cho (2011) [26]LA A Zhou et al. (2017)
[27]; W B R KIET Dodds etal. (1991) [28]. Zeithaml et al. (1996) [29] L X 24 I Chiu et al. (2014)
[30]; JWSEAT JyEEF KT Chiu et al. (2014) [30]. Oliver (1999) [31]1LA % 4 I Neslin et al. (2006) [32].
DNBRORAS SCHASE AL, AR A S LA i b BRI 1S et Bl A R AT 7 R . AR R A2 Likert
LoraEREA, #H1~-7 HRREF AR RS2 FE.

3.2. MEXRESHIEE

HF AT RS EA 2%, EAT R AP o Sty e NBERIIR 2, (NH R E AL H
PGl A IR AT . AR T A5 R & A B, SR 223 i, BB G, 3k
156 34 211 177 .

Table 1. Descriptive statistics of basic sample information

F 1 HAEKEEMLEST

TiH Ve AR 5 %
MR 5 110 52.1
7 101 47.9
18 Z LR 16 7.6
18~25 60 28.4
R EL 26~35 73 34.6
36~45 35 16.6
46 L | 27 12.8
I E IR 196 92.89
HAR 104 49.29
o . IEZS 174 82.46
B R A R o 4455
N 102 48.34
Fopth 4 1.9
bF641MH 14 6.64
T O K 6 MH~14 39 18.48
1~-3 4F 102 48.34
IFLLL 56 26.54
TAE BB A 130 61.61
FE 1T 0 B2 127 60.19
WEEA 2B TR A PR 5 Bl ] 85 40.28
U SR 89 42.18
HoAth 4 1.9
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FEARFEARE N 1 foR, Hp B4 5T 52.1%, otk 5L 47.9%, SZRTTE K2 NELSE, FidE
FAEHLE 45 S UL, i 26~35 & IXANM B th R, b HEA 34.6%; 7R B RIS A, T
TR G R R E i, 183 92.89%, HIREHIZ 2, HH 82.46%; fE{EH % & RINKF, 1~3 41
R R, G 48.34%, UG 3L E, HEEH 26.54%. MEEIAKRE, FEAEREEA ik T
AR B % FLRE T 6 4 A L DA R A T 6 (R TR) % 5 T, b DR RS BUAE 18~35 S I ABEN T,
KB PR AR RIS . FEARGMRERMA 2, AR & AN R A H bR

4. BESHERERIE
4.1. EEMEKIE

AHWFFAEH SPSS 27 LA AMOS 26 X 5 #4715 RUE 430 o A5 B2 70 M G4 P9 38— B AS B2 23 p F
HEFEHT W5 2 Fiax, AW A AL & 1) N — 20 &2 2(Cronbach’s o)37E 0.8 PA b (= T HE#F A
0.7), TANAREINIB—EERL; Hoh, B2 E 4415 % (composite reliability, CR)YJTE 0.8 LL_E(5
THERE 0.7), VAR RHGE RS . Az HRUEYER 173 #7 (Confirmatory factor analysis, CFA)>k
AT LR, ARSI B FE U SRR R X 7 3B . 377 Z2 2 U&= (average variance extracted, AVE)n]
DARINSC SRR, N2 2 s Bds vl DUE Bl I TR PRI AVE (35K T 0.6 (51 T HEFE{H 0.5), Ui#
BREA RIFRRSORE. W 3 fim, FEAEEEPT). BEREEMT). SIEEENT) WL EEEPW).
W SEAT R(PB) 2 ]34 B AT B 2 AR (P < 0.001), A AMAZCHE REEEXHES/NT 0.5, HI/NT Bt
(1) AVE [P 7R, RIUEEH &AM A &2 (A B — @ A G, BRIk 2 1A )CBRA — 5@ i X 43 B, B3 B
ERAUEI X BB 28 BRI T B B A R S FE RS, &SR — P IR 4 B
2 NI K 3 #T

Table 2. Factor loading, Cronbach’s a, CR, and AVE values for variables
% 2. TEMNAEFHSA. Cronbach’say CR. AVE &

Bl B [A - Bt o CR AVE
PT1 0.872

FEET(PT) PT2 0.859 0.902 0.902 0.755
PT3 0.875
MT1 0.887

FZREE(MT) MT2 0.881 0.903 0.904 0.758
MT3 0.843
IT1 0.870

HIEEASAE(T) IT2 0.879 0.893 0.893 0.736
IT3 0.823
PW1 0.914

T = R (PW) PW2 0.882 0.919 0.919 0.791
PW3 0.872
PB1 0.850

T SEA4T N (PB) PB2 0.850 0.889 0.889 0.728
PB3 0.860

DOI: 10.12677/ecl.2025.1451683 3657 TR 4TS


https://doi.org/10.12677/ecl.2025.1451683

KAitE, KA

® PTING
.86

&) PT3M

@ &4

6—»-ViT2 8

)—w-uTIA \
@ ;>

@ -

p :

(1)—»-]PB2}
£1) PB3

Figure 2. Confirmatory factor analysis

B 2. BiEMEF o

oy

Table 3. Discriminatory validity
3. XHIME

PT MT IT PW PB
PT 0.755
MT 0.329™" 0.758
IT 0.424™ 0.385™" 0.736
PW 0.391™ 0.451™ 0.468™" 0.791
PB 0.404™* 0.427™ 0.354™* 0.463™ 0.728
AVE 7R 0.869 0.871 0.858 0.889 0.853

TE: XL AVE VRN TT 2248 R, W A2 BT VAR R IR G R 8 LU & AVE P57, "p < 0.001.

4.2. SR RRERENS BT

AL AMOS 26 st 454 77 FER RN EAT L6, RAREE R 4. SR R i 2 1 25 000 P 1
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FRERLEHE A T8 Bl A (2 =106.210, »2/df = 1.280, GFI = 0.939, AGFI = 0.912, RMSEA = 0.036, NFI = 0.953,
IF1 =0.989, CFI = 0.989), i BHA L5 7 R B A R I IE B -

Table 4. Analysis of structural equation model fitting results
4. FERFERBINESEROWN

ERCIE bR WM& HEFEE
2 106.210 Ve o
paleli 1.280 <3
GFI 0.939 >0.9
AGFI 0.912 >0.8
RMSEA 0.036 <0.08
NFI 0.953 >0.9
IFI 0.989 >0.9
CFI 0.989 >0.9

4.3. RigKIE

AR FLETE AMOS 26 i 45 1) 7 FER R FEAT B2 0T, 3R R T P S EEPT) B ELEMT). #
FEASAT (IT) % 1 S 25 J2 (PW) PRS2 D R ) S 25 J (PW) S A SEE 4T A (PB) PR SR, ELAA R B A 20 W 45 SR i 2
5 FT7RN

Table 5. Structural equation model parameters
=5 HHFEERESHER

PREAL R B FEbRAELL R 2L PR CR. PE
PW < PT 0.185" 0.215 0.086 2.509 0.012
PW < IT 0.284"" 0.366 0.099 3.682
PW < MT 0.291" 0.349 0.087 3.999
PB <-- PW 0.48" 0.387 0.058 6.621

: RIAR p<0.05, TFRp<0.01, “HKIRp<0.001L,

£15 PT1 N s>
.86
61) PT3 , @ @
e
@
€3 %
MT2 |t MT g2 »{ PW s »( PB
N
Q) T ), g X y, : X
«© S
2 2 [Pwa] [Pw2] [Pw1] [Pe3] [PB2] [Pe1]
@ ‘ ‘ ‘
88 X ® ® &),
o TS
e

Figure 3. Structural equation model diagram
[ 3. fE it E
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B3 5 Al ARBFFR 4 KB tRIREHI KT 1.96, VLB 4 ZEREWEE, FEgirwE L.
HARKSE, P& EEPT)IE H I L R (PW) (8 = 0.185, t = 2.509), 4 ZA5(E(MT)IE i) 521 ) 3L &% 2
(PW) (8 =0.291, t = 3.999), il FEAEAL(T)IE W20 e K 2R (PW) (B = 0.284, t = 3.682), K= IE(PW)IE
HI RS SEAT N (PB) (8 = 0.48, t = 6.621), HIRX Hla. Hlb. Hlc. H2 ISR . WK 3 Niztd
B G5 H T FE R ]

4.4. AP STHT

N — BRI O BB AT 9 8 W SEAT N RS L, AT FEREAT 7R A RS . ATTIE
AMOS 26.0 47 Bootstrap H1 /M5, %€ Bootstrap £f A% 2000, Bias-corrected & {5 X [7] 95%, F
SRR 6 fm. —Mihly, Wi 95% MBS X EAEE 0, WA B3, Wik 6 fn, MEE
JEPW) A 225 53 . TSE R IR (PW)ZE T A EEPT). BEREEMT). S EEENT) 5L =R PW)
(¢ 2 P 1 TR A 2R S 35, TR RSB 0.0834 0.135. 0.141, H =ANH42 % %42 1) Bias-corrected 95%
Cl E{5[X[f>4(0.018, 0.176). (0.051, 0.243). (0.053, 0.279), Percentile 95% CI & {5 [X [f]4(0.017, 0.173).
(0.053, 0.246). (0.047,0.272). HHMLATAI, {1 H3a. H3b. H3c ¥JMAr.

Table 6. Results of Bootstrap analysis of the mediating effect test

< 6. RN Bootstrap 53 H4E R

. ) N Bias-corrected 95% Cl Percentile 95% Cl
5854 o g4t SE RS AR
Lower Upper P Lower Upper P
H3a PT-PW—PB 0.039 0.083 0.018 0.176 0.016 0.017 0.173 0.018
H3b MT—PW—PB 0.05 0.135 0.051 0.243 0.001 0.053 0.246 0.001
H3c IT-PW—PB 0.057 0.141 0.053 0.279 0.003 0.047 0.272 0.006

5. & 5R=
5.1. x4t

AT TS 1 98 S AR W S R R M W SRAT S AR LR, B0k 1 BT S E AR R EE
5 1) A AR X ) S ok SR 22 A s M B A o T TR R, 8 R AR ) S AR B A X 3l 2 i o .25 Tl
FEAFAR 137 S AR 5 1 B 5 AR A H AR B W [RIL 0 2% 56 A0 BAT QB R . B4 RO i P S
AR BAR R PEO T 2 4 B STHE

5.2. EEBTR

1) “FaEEEE R

16 T BT ) B T P R R SR B AR BORZ T R X SRR AR S R R
SOERIN L, $RTEA2 5B W BER K B4 BE 705 il 2= T N A 5 2 =T IR R R 57 & Cris AL, i
ARUEALIRRE 5 AT RAY, S I 58 A5 AT R N 2

2) MZEAERIZ ST R

Bt AN T R e 2 St 22 S A AR BRSSP T i v e B B R, RGNS
R SN R TN KRR BRI S B I RISR B LR 7, AU AR i B e S BN RS G
AR 551 A

3) IS AL AR AL
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FEAZ Gy RE R T R B SN BRI E R, R AT W st TR . [ 4R

RIS 5 HI A R IR EE, 82 488 L s 3 R FL AR N 7 5
53 MRERSRE

A FAERE AT i Vo AP AE I P M SR e S M I 22, )5 Bt U R 4 RS B F R s S AR

PREEAR > T3y D7 R R T F IR S E AL A R IBER, 258 B MAT N BRI FERUE . RKAT
HAC=ANTT A — AR R B S OSBRSS LN s — R AT SR A5 AR AT 2 AT
HILHE] ;=7 DX % BOR N FPEOR AT FEVE 5 Mk O SEE X (B AR ) 22 AL R B A

SEEk
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