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Abstract

As China fully enters the digital era, a growing number of consumers have become online consumers,
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with an increasingly strong demand for high-quality services in e-commerce. Their service needs
are markedly diverse and distinctly personalized, making the traditional homogeneous and stand-
ardized service supply model increasingly inadequate for meeting current practical demands.
Based on this, this paper constructs a model of the influence of social comparison orientation on the
need for uniqueness in e-commerce services, drawing on social comparison theory and consumer
need for uniqueness theory. Through analysis, it is found that both social comparison ability orien-
tation and social comparison opinion orientation among online consumers positively influence the
innovative choice, nonconformity choice, and avoidance of similarity choice dimensions of the need
for uniqueness.
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Figure 1. A model of the influence of social comparison orientation on consumer need for uniqueness

B 1. Mt mEEEE R E R mRE

DOI: 10.12677/ecl.2026.156610 82 TR 4TS


https://doi.org/10.12677/ecl.2026.156610

E#E,

3. BERITSEES R
3.1. &gt

ARSI GO AL IR T 3, G2 i R & S Bk, IR 2
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Table 1. Rotated component matrix of social comparison orientation

= 1. S EERIAENESE B 5 AERE

BT e

1 2
HHEFLE O EMANGERLIA, FEERK 05 LM SR HAR N IEE M FE T IR 0779 0.183
o2 AR H e B DA =R s =R X 5 0.823 0.267
WU FRARATERAAT W, FREAE B AR A Al N AT EE AL 0.806 0.267
BEERAL SRR, ZHCEREE) S HAR N BT R . 0.798 0.288
PRSI AN FEELI N 6 0.640 0.380
FoHH K B SR AE AR RS R SIS AT 0.767 0.253
P E YOt RS AR B A AT 22 3 0.231 0.726
B ik R I 2 ) N T e AN FRAR ABAIy e R, A 2 A8 A4 0.255 0.761
SRR TEAEAR LIS TE T 0l A= B RE 0.257 0.753
WRRERBFE LT REIENE L, RSB A ST fAR . 0.297 0.706
BRI AEBRIE 5 il AAHEL 0.191 0.689
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Table 2. Rotated component matrix of consumer need for uniqueness
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MR CAPA FE B T A B A P AR AT, RaRE
SRR SEIX = R EGE R 0784 0.176  0.251

I R 557 it E o R A K AR SRR R, RAEH &

R, RSB WO LG AN N S35 S 187 i 5 0.811 0.233 0.148
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Table 3. Correlation analysis of social comparison orientation and consumer need for uniqueness

3. R ExHEE R T RE X D

Bl AT PELE AR 36
. ‘ Pearson {51 0.556" 0.554" 0.495™
hox BUAELRE Syt i)
BENECR) 0.000 0.000 0.000
‘ Pearson FH K1 0.681"" 0.578™ 0.530™
o LU s B 1)
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WRYE AT EE KT A Y, Ao BT ) 2 ANYEFERHE 98 SR PE R SR 1 3 A28 52 x4 52 25 1k
CREYVEHS/INT 0.05, A BEVEGE T8 o YW A2 UBUIT ) 9 BE 3 A0UL ROV 2l 5 R 1 75 SR K
PR ARSAT PR . ARAUTES R A AR 2 25 AR S, JF HLASNERE Z 1R A SR R U KT 0,
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Table 4. Model summary for innovative choice

F 4. BIEMERRELLE

LS R R 77 VRS R JT PR SR TR
1 0.703a 0.494 0.490 0.49219

M EZ 4 Wi b el LA, %S R2 N 0.490, T BAGIIE IR RN BN H 49% 2 Bt 23 LU
R, B E W R .

Table 5. ANOVAa analysis for innovative choice
5. BIEMIESE ANOVAa 547

1R T R F HE %5 F N
EPE| 60.750 2 30.375 125.388 0.000b
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Bk 123.008 259

M EZE s GETH S R AT AL BEEN 0.000 <0.05, BB kLo U A 48 152 v 2 /A — AR X B3
PEIE PG A TR o DR A 2 B A) 0] 3G PR PEAAAE R OG G R, W] AR VR

Table 6. Coefficients for innovative choice

F 6. BIEMERRY

o i FhruEll R b PRttt R 3L ‘ e
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(&) 1.085 0.171 6.337 0.000

1 tho HL B RE J 3] 0.178 0.045 0.221 3915 0.000
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Table 7. Model summary for nonconformity choice
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Table 8. ANOVAa Analysis for Nonconformity Choice
# 8. dERITIHIESE ANOVAa H#f

it FIi A H A B7 F BEM
E)E] 48.479 2 24.240 84.712 0.000b
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Mt 122.018 259

Table 9. Coefficients for nonconformity choice

9. ERITHERRY

B ARERRE pnn  WEARN ¢ e
B Beta
(i) 1.364 0.186 7.330 0.000
1 Lot RE J A 0.257 0.049 0.320 5.200 0.000
#E 2 LLAU A5l 0.386 0.062 0.381 6.192 0.000
M4 RZEE O LR, WAt B AR E RS SR S 4E R B EE 350 0.000 < 0.05, FEZ R

Bi%, BAGHHEENE. WERNRIREILRECN 1.364, BEHRIREL REBUON 0257, WA KRR
AR N 0386, M AR EIA T FEIERAT IR =1.364+0.257 * s tbiae Jifiim) +0.386 * 4t
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Table 10. Model summary for avoidance of similarity choice

7= 10. AAOVEHLEE AR RS R

et R R 7 G R T FrUEAG B R
1 0.571a 0.327 0.321 0.62958

M EZE 10 g geitas BT, HESS R2 4 0.321, Ui HAIEME R B E A 32.1%& Bt 2 He i
[ R 1 o

Table 11. ANOVAa analysis for avoidance of similarity choice
= 11, AAPEALEEEE ANOVAa 5347

A SE H ¥175 F BEN
@S| 49.391 2 24.696 62.304 0.000b
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M EZE 11 EEE T LA, RETERESY 0.000 < 0.05, B Ly BUBU ) 48 5 rh 22 /A — A4
JEEOS REABME I8 e 453 BRG 1 SAMT o DAL s 2 PR ARABTE 1 S AR AL R AL FEAF AR LR A G R, T DA TR 25
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Table 12. Coefficients for avoidance of similarity choice

< 12, AEIREEE R

- KArHEL R TR I . -
B TGN Beta
(F&) 1.338 0.219 6.111 0.000
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Table 13. Summary of research hypothesis testing
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