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The construction of online shopping index system and its influence

on consumer purchase intention
LU Cheng ZHU Yiyi ZHAO Zhuanye WANG Aiyun

( Fashion College Shanghai University of Engineering Science Shanghai 201620 China)
Abstract: The factors affecting the consumer purchase intention in the network shopping environment was
comprehensively explored by taking online shopping indexes as the object and classified study was conducted. The
online shopping index system from four indexes ( website value store value product value and service value) by
applying grounded theory and combing the perceived value satisfaction loyalty purchase intention and purchase
behavior etc. Besides the questionnaire survey and analytic hierarchy process were used to construct the influence
hierarchical model of the online shopping index system on the consumer purchase intention and the impact of the
weight of each indicator was gained by calculation. The results reveal that in the online shopping environment from
the perspective of consumer perceived value the sorting ( descending order) of influencing factors for consumer
purchase intentions are as follows: service value product value website value and store value.
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Fig.1 [Influence hierarchical model of online shopping on consumer purchase intention
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Tab.1 The index weight of each layer and the synthesis weights
A B C D
(0.8333) 0.0832
(0.428 6) (0.1667) 0.016 6
(0.6667) 0. 066 6
(0.2330) (0.428 6) (0.3333) 0.0333
(0.2099) 0.0070
(0.2402) 0.008 0
(0.1428)
(0.5499) 0.0183
(0.2) 0.0175
(0.70009) (0.8) 0.0702
(0.8571) 0.006 0
(0.1252) (0.0561) (0.1429) 0.001 0
(0.1220) 0.003 7
(0.5584) 0.0170
(0.2430)
(0.3196) 0.009 7
(0.5) 0.012 1
(0.0870) (0.5) 0.012 1
(0.8333) 0.094 5
(0.409 3) (0.1667) 0.0189
(0.8571) 0.0195
(0.2771) (0.0822) (0.1429) 0.003 2
(0.8) 0.0336
(0.1515) (0.2) 0.008 4
(0.75) 0.056 1
(0.2700) (0.25) 0.0187
(0.5) 0.0304
(0.166 7) (0.5) 0.030 4
(0.6667) 0.0810
(0.3333) (0.3333) 0.0405
(0.2395) 0.014 6
(0.3647) (0.2395) 0.014 6
(0.166 7) (0.4327) 0.026 3
(0.088 3) 0.005 4
(0.875) 0.106 4
(0.3333) (0.125) 0.0152
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