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FE=FEE L BEERAE SRS EHERE, JdikE THEE RS, SEEEHN. MEE
B2, FIERTNE N, A TFTEMNE=FFEINEE . ERELHFEERERE, F=FF
B30 BN AEBIERE T M 020 BAWE = H L FENET, hiAE ARG RBREE
BEHE

TR 1 (F=FEELH BIEER ), AOSt#ERE 3, SLRBGAERS 307 7. Zih
ZHh B L, HhRkE . AR EHU ER N 93.1%, R 3 FEU RSN 95.1%, HILA]
W, ZFhEPBERS, BEHATKNMARREK,

*£3 ZTHFAOSGHRER (N=307)

4y g B o5 H A H/%

5 129 42.0

51
& 178 58.0
FMHRRUT 6 2.0
g RET 15 49

BERE

KERAR 159 51.8
- R - 127 41.4
K 14E 3 1.0
1~3 4 12 3.9

iy
3~5 & 68 22.1
5~10 & 162 52.8
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% g REE 4%
)4 10 0 B 62 20.2
18 # BT 1 0.3
19~23 % 47 15.3
24-30 % 228 74.3
3
31~35 % 12 39
36~40 % 6 2.0
40 %LAE 13 42

& MHEFHATERET 100%, BEIEEEEETTSEABA

XA 2 (BETTFERFTEWAARR ), AORITHEERILE 4, HEWGAZERS 182 . HIFR
4 YIER R A —RE R4, AREE 178 43, [EWOR 97.8%. ZTE B L WHIEARF, AEER
RESLFER, XEANE, BT 25FRER, WHRAHERKZ, BEIEHTSSERERK.
Y& 27 M 3 SELL R8I & R 46.6%, 1B 3% 7 fif A LI ) ) B TR 286 o

x4 |AAOLTRER ( F~178)

4 & FREE 5%
- B 90 50.6
xz 88 494
FHSE 139 78.1
BT 4 127 713
Y E HESE 12 6.7
AN 88 49.4
ki1 40 22.5
1~3 4 55 30.9
S 3~54F 23 12.9
5~10 4 27 15.2
10 A E 33 185
BSEUT 18 10.1
24~30 % 53 29.8
Fip 3135 % 43 242
36~40 % 25 14.0
40 5Ll 39 21.9
5 HRER

5.1 MBERKE

N ERAGEAEEENRBRAMBENRERANTE. FENREESHEREEMRH—3E;
B XREABE (construct validity ), HIFRAXE (convergent validity ) FIX HI%%E ( discriminant
validity ) WEBMER D). $6hnfE BHE I BRI B TR (loading) W&, NEHF—BHERHARE
( composite reliability ) 1 Cronbach o XM &E, 2 FMEE (average variance extracted, AVE) Fi
KIMERESHE ., XHI3EH Fornell-Larker criterion ( Fornell-Larker #77E ) 1
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X H SmartPLS 3, HEIKTRBENMEMGENRRLERSIE S MK 6. BF, BFRAMFK
F 0.5 #IMEENGE, KT 071 EE; HE5ELF 0.6 BIT; Cronbach a =0.70, B TEEEPY,
AVE X T 0.5 R EOREGE 20840, 2 Fornell-Larker criterion 5 BnEG — NS &
) AVE 5 RK T AR B 5 HA AR B AU A C 2R 50 (8, TUI0 AR % AR B A 0 0 (X 3k 1200, 4R 4
RN, BRI 36 4% 3R B 3K 32 XU B B AR R B B4R BE AU

x5 UBHEBLR
ri pUE - %5y N F i AVE composite reliability Cronbach «

K7 BAAE 0.796

A Btk ;zgzz:z j 2:‘: 0.651 0.882 0.821
L7 EEA I 4 0.772
SEITHERA 1 0.824

LRI BTN 2 0.896 0.731 0.891 0.816
ST EHIA 3 0.844
EHHEE 0.884
LHHE 2 0.880

LEHHEE TRES ) 0.539 0.816 0.747
EHWE 4 0.574

K7 BRI iizgzz ; 23; 0.762 0.810 0.701

JREN S B z:;zzz ; z:z;: 0.859 0.924 0.837
EHBFRIE 1 0.659

F Iy F B SEHHLF R 2 0.965 0.765 0.905 0.835
LT I 3 0.964
ETRA R 0.940

o7 A M SEHREA R 2 0.946 0.866 0.951 0.923
SRR R 3 0.905
SEHBEFHIA L 0.898
. SEHBBHIA 2 0.913

FHHEBIA T 903 0.784 0.935 0.907
SEHBBEHIA4 0.825
EHHE 0.867
EHHE?2 0.864

LHWE ZHWE3 0.859 0.708 0.924 . 0.897
THHE4 0.798
EZHHEES 0.817
SR 1 0.795

RN SR 2 0.820 0.676 0.862 0.760
SRR 3 0.850
BRAEIE A 0.909

RS R 2 o190 0.836 0.910 0.804
EHEFEU 1 0.763

SOy T B SFH TR 2 0.900 0.717 0.883 0.806
EHEFEW3 0.872
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%2 6 Fornell-Larker criterion B & R

S LA | EHBA | THH | XHF | THE | THRA | AR | I | £ | R | BR% | BRAE
AR A | BRIA | WE FEW | FHE | MG | Bl | HE | FRIR | OFAE | P

ki 0.807

Bk )

LA

- 0.375 0.873

EHHE

ik 0.668 0.332 0.855

LHTHE 0.529 0.334 0.603 0.734

IHET

ik 0.603 0.432 0.433 0.552 0.875

EH B

P -0.016 0.013 0.067 | —0.009 | —0.090 0.931

ZHER 0.019 -0.030 | 0.099 0.063 | —0.066 0.516 0.822

B

iffﬂ% - 0.057 -0.003 0.002 -0.012 -0.087 0.743 0.560 0.885

71N

EHWE | —008 | —0018 | -0.007 | —0.066 | —0.140 0.707 0.503 0.787 | 0.841

if:}% -0.049 0.040 0.004 0.028 | —0.081 0.485 0.459 0.484 | 0.501 | 0.847

@Eéﬁ 0.003 -0.031 | 0.091 0.074 | -0.014 0.489 0.554 0.493 | 0435 | 0.336 0914

ﬁgiﬁ 0.463 0.475 0.551 0.481 0.415 0.022 0.099 0.040 | 0.000 | 0.003 0.056 | 0.927

52 SFHREKE

EFREB/N_FEMIT28, HESWEAN KR RBIR A SmartPLS 3 MEMEEBITRIE, A
TR AR RN BEME, KA SmartPLS 3 H#Y Bootstrapping BB/F, EidEFHARBARN
3000 A, FTHERREEEIE rREY, TRV FERNBEREEE TRBES LR 2,
HEZEHEEE,

B2 LEWTE-FAME PLS 44
ek AP HIFIRTE 1%, 10%HIKE L+ BE

FRRABEKER SHEWE TR, THAT 1.96 ERBEC, ALeIOrERIG, g Eik
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6.1 #it

AR BRE R RO B ERIA S . R, Whigiie, #ETERTRE
BARGSEM MR A — =77 F 6 K77 DRSS =77 F & 207 B 8y, MRS =77F6
TR eI A IS AU REAS b, MR T BORIBUR AR 32 77 2R AR X PR A R il
IR MREN R TR =0 F AR A, MRS BRI 7 % S0Es 5.

ZEREY, WTHE=JFEREENT;, FERGEPEMMIRAEN, 7 IMNRRBUNA KL
TSR =07 A RSB BEREHEE R . X TR0, ORI HUB A AR E R, X
FEIT, KRBT A A IE MW, 82, REITXE =I5 F A i ER 22
TR . T3oh, KT X LI SR IR, HARRERE.

REF=IFFE SR EEN TH =GR X0r, (BRLEIUTIRMEE ., #eE. Bag
R B, RETBIRE ) IE [ R M) (40 2 25 AR B AN ) o 5 i 2 2 1) B R i IR 8 R S R A B L) [ R
Hoh, ERGX L IHAE LSS RS, ARARRMEL LT SRR EENE =T FE N EE N
AREIFAMUURIR TR, A HAMNR . F2 2T RRYEERE =77 F & IR E AR B E
TRER . LHANRTHAFEERRHER W, SHCHHEERES, UAEAEMSE =77
FREER S FEARRBBIRT, 3L78HEF BT RES BIF TSR ARG B R .

6.2 BERBTR

M 1990 EHRTHEA 2] 2015 F2RBFERA, BRCEN-MITI R BRI EY, 27
MBSV ECEHEENSRANFANR TR TS, RRIABYG. A FG. T5F
BEMEL . ZHANTE. FREEZWTXE =TI FE R FEEE, REASTHTTARR, #iH
AR

(1) =7V X SEL AR L Ale o TR SET7, AMUATAZEINELLE . FTHr 3
WEE, WL RSB B . B, KR E R RS Mk A B ALY, K
FHREFTREA TEYERME. ML)y, fTLUHELMILEG, MEXN—EMITRRHEA T
MR, PREMEHES TRS. I =056 BRSO R AT RERZEDR AR — a4
TRBE, R HME=77F 5 B

(2) B REEW AL E, MAEFREZMRBHLT . H=JOPFEGREIGAT SN G,
— B ESEWAII—FTEE, LHFETEENELFE, XTHESERAGENHGREE
EEEFPERBBE,; Y TELNXTHEE, EFRSBRNEIFEMERMS, MMKLEHS
Z=HFE. Bk, B FENZERELSHRFER, HHEAFER™ RS, REFIEL
KT YEFRBREG, SHBEMBIAAMAEN, FARERIIEZHLHIEREFSG L, £=
7 6 8 1 3 SESE XU B, D RSESE XS X V- 5 SRR AT AL, SR B SK SE WU M L 4 4%
i R AR o
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The Empirical Research of The Third Party E-commerce Platform’s Loyalty Based on The
Expectation Confirmation Theory

ZHANG Chengwei', GUO Yirong', HE Qibing?
( 1. Faulty of Management and Economics, Dalian University of Technology, Dalian 116024, China )
( 2. Institute of Economics and Management, University of Electronic Science and Technology of China, Chengdu 610054,
China )

Abstract Based on the “expectation-confirmation” model, this paper regards outside catering platform as the research object
of the third-party e-commerce platform, builds the variables of the perceived motivation and the perceived buyer and seller
scale, corrected “expectation-confirmation” model, puts forward the third-party platform loyalty model, and used SEM to
verify the hypothesis. The result shows that the expectation confirmation model is applicable to the continuous use of both
buyer and seller market for third-party e-commerce platform, perceived motivation for buyer and seller has a positive influence
on the third-party e-commerce platform’s loyalty, and perceived scale of buyer ( seller) has a positive influence on perceived
usefulness of seller ( buyer) respectively.

Key words third-party platform loyalty model, ECT, reciprocity theory, loyalty, user’s continuous usage
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