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Exploration into the relations between electronic word-of-mouth behavior and purchase

intentions among university students: Viewing customer experience as the mediating variable
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Abstract; With the rapid development of social media, the influence of electronic word—of—mouth
(eWOM) is increasing. Analysis of the sampling among 295 university students verified the effects of
eWOM on their purchase intentions and found the mediating role of customer experience in the rela-
tionship between eWOM and purchase intentions among university students. Especially, the
mediating role customer experience played within the relationship between opinion seeking and pur-
chase intentions is the strongest. Accordingly, suggestions were offered from such aspects as cultiva-
ting opinion leaders, shaping communication atmosphere, managing social platforms, as well as opti-
mizing social platforms.
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Conceptual framework among eWOM,

Fig. 1
customer experience and purchase inten-

tions

“MRAE

(—) BIBEBERFEARER

FESLRWEFE R PR T 1 H bR AR 35 R B
TRAEIE I R r LA AE 3 SR I 45 0] 46 18 7 3 X7
FEMN T 6 T AR R T HEAT IR A (R R, TR A
AL 400 3114, 1M 295 34, Ho . 5
i 49.5%, &l 50.5%; K — ) SF A
15.25% , K — 0y2¢ 4 5 31.86%, K =244 5
24.41% , RVU 2 28.48% , ik i 2 & BE,
X 295 v [l 2 A FEAC 1 i ad ol 128 JIH A
KT BAR AR B, R B A AT 34 0 S i S
WA AR e 1 7= 5 (B AN
Lt fe R B — B A “ A~ HIWSE 2-3 k7,

(D) ZEHNE

Wk, FEA S AN DS R W EE
li] PR T RRALAR AT R LA R 5 A 6 2 DU A7 T
Horp ML e i R B YL T Pavlou il Gefen!"”
KT AELR W ST ) () R BT, 7Rk A
EARAT ] BRI Flynn 25 A6 T5 B8 A0
SEA TR Sun %58 AN T5 AL 1)
L IATALA AL, R Y R e S
%7 Schmitt " T AT 5 PR B A 56 (J%
BHOEECEE A1 B ek, [, 7R
W B N D Geit AR s dh, Hofh = AR 3R
FHRZESRs 7 R TIE .

= HRERSEHH

(—) WIEEREF I

BRI T I i = s R il
WL T RAEYE N T 04, Hoh TR D AR
AT AW MBI 3 A MEERIE RS FES T,



144 R TR B4l

9416 %

5 B, — LR T B Y 64.181% ; 1 i A
TFortrla (a5 B8 R 5 B, A Y
THATTE 0.696-0.747 15 B.45 TARE 6 S,
BN A DR T 3T A 0.621-0.856 15 & 1438 14
B 6 AN I, A A I PP AR AE 0. 687 -
0.855 AR H A RIS I 1 AN4EJE, v] i B A
511 53.680% ; 3 i K43 BT I, o & 14 5 7 B2
11 AN 4 R ) R 2 A 7 0.625-0.825
AR SE B B R 1 SRR AR R SR
81.797% ; il it K7 drJe , WASKE 1 R B 3 A~
TG, A ) Rl A 7F 0.862-0.936

(Z)IEEMEEST

mEL 1 R, 5 DNYEER Cronbach’ s o %X

PIRT 0.7, RIS LEBERME L R AT, W, &
HERE) AVE [H¥ KT 0.5, 4245 Fornell Fil Larcker
A1, 2 WA A 4E B 2 BAT R4 A I 8L
JiE U R XA HE B HEAT T R SR AN SC AT, 45
YEJE Z R AHOC REUFE 0.3—0.7 Z 18], R 7ELR
MR 3 M ERE (F R T FREATUK
TG ) 5 A K W SR e R A O
A O, BFSE R H1 FI H2 B{S7; JF B, AVE
(average variance extracted ) Z JFH3 5 {E K F H. 4k
B ] OC AR Fornell FI Larcker A4518 , FH
AT 5 AR FE A R KO

T SRR EEFSUE b 3R
Tab.1 Analysis of the reliability and validity of each concept
WS XL EE
i35 FHE AEZRE R FE FE E WX
Cronbach’ s a AVE .
LS < o N ¥ I N N ]
R RS .822 532 4871 902  .729
FRST .890 .646 5.093 956  .477 .804
EisKist .899 .663 4323  1.094 343 327 .8l4
JE - .909 .554 5.096 798 596 549 396 744
W) S 5 ) .888 818 4967 1.015 .506 .588 .370 .553 .904

YL XA EHMURT N AVE ZIFRSE, T =M A4 2 K /K AR 5 R AR

(=) RIERIESHT

J T AR IR T AR AT A N SE
[ ()52 M LA R Jo0 2 A4 565 1 v A VR T, SR L SPSS
PROCESS H1f) MODEL 4 X} i A REA it 4T R Gtk
GiT. B HBEEE I NEATE FREAT
G B e A, P2 BEEAT
MR A (R B S RME B AL Y e AR
R 3 R B AR A A AR R R B SR E R
BT MAEE AR i, 7E Baron 1 Kenny P
AR AR A A R R 4
RE, H—, AL RESFARNCRZEDEN;SH
oA ES ARG CREREN; S =,
AR G RAR R R AR W R S0, Y [ AR
g g AR g R s AT A ] VA R Ao R TR AR ) op
AVEFH 9 S ) R IR A 1 AR o A s 5 (358 4
HRAERD) B e R (e A ER)

FEALBE L i YRR Iy R AR R [ AR

(fF B ) KfEf & (FRA T [FEMLIE) 1Y
R M (R = 0.486, p<0.001) ; I H 4
A A (5 B8 T (:=8.130,p<0.001) ) F#5H
i (EEA T (1=6.611,p<0.001) 581555
(1=3.526,p<0.001) ) ¥ AT LLfif BE o 2 K 45, >4
A S 355 ) Sy R A2 B T A A2 ek ) E 1 e e ) 2
WER (R = 0.465, p<0.001) ;I H A7 5 (Jif
AR (1=4.767,p<0.001) A5 B T (1=2.298,
p<0.05) fEHELT(1=6.274,p<0.001) L) K15 &
ik (1=2.144, p<0.05) ) $4 0] L fife e ) 3K 325 1]
FE BT T A5 B3 0] I SR 1) 1 5 ) 2
FIR (1=4.647 ,p<0.001) ; HAERC R, 15 B8
XTI S R[] ) R M AR R (0= 2,298, p<
0. 05) ; [AIFARCR Jy 1, 17 548 X601 3K 25 1] 1Y 52
Mg [F) RS2 Sk 2 Y (1= 4.090, p<0.001) 5 Rt i %
RIS AE(S B4 F-5 W S ) ] BB AL 23 4 b A
YEM ., &5 b4 b7, 1 Hla Hlb 5 Hlc 15 5|5



55 2 3]

I, 45 R ATEL DB REAT o 5 3K B R 5Y 145

UE 1% H2a 155585 5000F

TR 2 b ECR 7T {7 B 45 T W SK 3
[f] B ) 2 S 2 Y (0= 8.273, p<0.001) 5 BT 4ER0R
T3 1T, A7 225 T 6 W SR [l 5 ) R S Y
(1=6.274,p<0.001) ; [ H R Ty i, 7 B45 7%t
W) S 2 ) ) 552 W) ) A 2 J 2 1Y (6= 3.838, p<
0.001) ; Kt Jo5 7 4K 35 7 A 5. 45 7 5 1) 3K 75 1w)
[ REAS 2 R 43 h A VEHT, ik H2b 75 33K 55

L 18

TEALYR 3 ) RRCR D T 17 B 388 X T 3K
Tf] B S0 2 S 2 1Y (1= 3.062, p<0.005) 5 B4R
D71, A5 B AL 15 X ) S 1) 11 52 A, 2 Y
(1=2.144 ,p<0.05) ; [ HRCER Ty 1, 17 B AL X )
SR ] A s [ A R S 35 79 (1= 2.795,p<0.05) 5
PRIt JB 2 R 55 7 1 JE A% 88 5 A 3K 5 1) ] e 8 ik
IR AER, B H2e 525450 0E

R2 BEAREEZOBERTHNUIERZBHXRPHFNER

Tab.2 The mediating role of customer experience in the relations between eWOM and purchase intentions

GRS

ES

A B/ A
R? P

EFFECT SE t p LLCI  ULCI

RS B T4 AR (S BT RS B A G A

JBE 25 425 Constant 486 .000 1.489 218  6.827 .000 1.060 1.918
fFRES .343 042 8130  .000 260  .426

HEAT 265 040  6.611 .000  .186  .344

5B L 116 033 3526 .000 051  .180

W 3K 3. ) Conslant 465 .000 .183 309 591 555 426 791
JEL 5 4 56 .368 077 4767 000 216  .520

R .141 061 2298 022  .020  .262

FRAT .355 057 6274  .000 243 466

151518 .095 044 2144 033 008  .181

RBCR (5 B TS 3K R m) 267 058  4.647  .000  .154 380
HAERCR (F B S -W3K ) 141 061 2298 022 020  .262
AR (5 B8 T — WL &) 126 031 4.090 .000 .045 216

AR 2 S BT 4 AR (5 B T AR B AL A A

BRCR (R RS T WK R )
HIRCR (F RS T WEE)
IRHERCR (R B4 T WK =)

.452 .055 8.273 .000 .345 .560
.355 .057 6.274 .000 .243 .466
.097 .025 3.838 .000 .025 .193

PR3 ORE BRI R AR (R BT RE R T R A

BACR (7 B — WK 5w
FLESCR (5 B AL 15— WK )
] ACR (7 B ALt L )

137 .045 3.062 .002 .049 225
.095 .044 2.144 .033 .008 .181
.043 .015 2.795 .005 .011 .096

E\E}l:.;‘;"%\gg

(—)ARE®R

ABFE i SRS A, S5 EE X =T 1 ik
FIRGE . — SRR AN TR Gl L A 2 1 A%
REAT g DU AR R e S 5 i) AT R FNAIE  —

JEXF R AR B IR T AR D LR T N S
A S 3 i) 2Z [0 1) O 2R AT R T 5 = 4 % oot % A 56
TEFELR T RERRA T R 5 W S 38 1 1 56 R T 45 1Y)
HAERHEAT 28T, VR (8 SPSS PROCESS Hr
() MODEL 4 A5 Hh T 5 2 BB 8 A T4 560 43
Br, 3 AT 58,



146 R TR B4l

9416 %

T4, I B R A Hr I DX AR
W SIORERE 1 5 2%, BN T 3 F IR B A 7R 4k 11
AR N FEAREFE RS FEA T &G E
33 3 AL B A 56 AR A K ) D) 43 ) A
1 MR,

FOR LR VAL REAT Ry 9 =2 B X6 W) 3K
o i) ELAT 2 AR URR 52 i A T L2 4% 4 R o iy
SIC 7 1) 1) 5 W) S 25 R [ U R BT —
St BRI 15 845 T X I K ) A4 1 1
e R A5 S AR SR A% 38 X W S 3 1) (19 £
HEVE R BRI

e, R ARG REE X ek D RGBT N 5
WA SR ) Z A OC R B A, (EAS— 421
S, AR A 2R D RGBT B = A
WA S R i) 22 [ (14 5 3 v T R R A 2 S 3 4 v A 1Y
YER, Zead it b & 3, A AR 56 76 15 818 - 51
SI R ) 2Z B) 4 G 3R rp T R AR R A F Dy
&R B ER R BE ARG RS T 5WEE
[ 22 ) i) 5 28 o T 2 FE (R R PR T, AN B 3
A B AR B AR A B A 33 5 WA S R ) Z [T 56 R
T R TP AR

(Z)ARBT

R 7E 2 11 R R AT Ry X ) I 28 1) R B 2 1
W A BB R T, 5 B3 % LR DA D T
Xof B 1) AE 2k 1 R R AT Sl B o % AR 5 3E AT
Tt

LEF MM, 5 & N ELE

ARIT TRV, 78 DL S At 2 — A U 1) 15 B AL 4%
&, IF HLRERE s Z 5w A i AT S BE L
SRR SR H R, A R LA ) T R At TR
KA REME, 40 BRAEBHIRBE E i B TR Z K
v R TTINE AR W S S R AR Ak
ZIA S TE A O A R A R R R
DT A TV ARG T R SRR IR
P E RS S B R ARy L R T A 2 A%
=5 <3 IO I B A VA 2520 8 LR A= = A1
A FLRBAS PR B A b R AT N SAE G T 51 5, 7
FEAEF- B B R IZ 1 5T 7= i R 55 I R 1Y)
NZPEAN

S

2BEAE RALEE

B IR D AR AT O 7 A B 2R At 22—
P BATEARB B 3 2, A RE ™ A (H WL
Rl RETE AR AR B AL Al N AN W a4
TR SR 58, s P 5 A B4l Bk
T P AT Bl B R P 5 2 1A A W
B, WERERE S, 7T U i P AT
gy, AR FRTRHR 73 B Aok A © 28 fd i i Al 7
AR IR BB 5 (2 B2 i FUR BT S Sk
8l B R AR X AT s RE S 4R 71
FHZ AT Aol il B LBl PR, PR Y 4
Jrg AV 3 E 2 BE P 22 18] 58 T Alk =
BT TR,

3R AL U

AEATT—> AV B A AT RE T I % > BT P 5
oK ZE A T 00 56 T Al il 1 G PR, e
F 2, S LR B RN RN AL RS Y T EL S TR
TR AR B PR, S RO DRI, Al I 1228
SERTTRIERIT, I 2 S AL S 5 )9 =AM 2%
RO T Aol O S AL A R AR R A, —
TERMER LR S AT R I A SRR oL —
SE BN IR R RO S NIRRT 1R B
BRI, Sl WA 2 5 AR S, kI
VA 3 S EAH , e S 3id i BN 5
SR A B R ARHER I 19 28 B DA AT D R ik T A
X — FR BN BB R B R oA 2 5
BRI, IF AR 0 E L T 8 R
HRIAIE S

4T 6, FER P EE

VEMAEAR 9K &5 S I3 IR s = Py
ARSI B2 5 73 3 0 By 5% T B AR R 5 A5
P, PR BESEN R SR B35, R
XA EER SRR AR BU T, P A A AT REJE
TEBIR I o A1 S AR b b A7 DALk, [R]
I Al AR RTZ T By i 0 i w8 HLAt - 5 BEA T
DAL, R RE S (0 = X H ™ A eI, LI 5T P
REA 22 W S Al Wi, & B e B sh A 9F 5
WA AT AR |

[ 1] AN, W25 1 AL 3G 2 0 W 3 5 AT A 52 F 52 [ ] 22 22,2017 (1) :176—189.
[2] FERDE, T 488, 430l 25 M 4% TR sl b 55 (9 5% Wil 9F 9% —— DL FE SR ik i A7l SR 49 [ 0] Bk 2 e 56, 2017 (6)



552 I, 45 R ATEL DB REAT o 5 3K B R 5Y 147

77-94.
[3] RENDER B, O’ CONNOR T S. The influence of price, store name, and brand name on perception of product quality[ J].
Journal of the Academy of Marketing Science, 1976, 4(4) . 722-730.
[4] STAUSS B. Global word of mouth; service bashing on the Internet is a thorny issue[ J]. Marketing Management, 1997,
6(3). 28.
[5] FLYNN L R, GOLDSMITH R E, EASTMAN J K. Opinion leaders and opinion seekers: Two new measurement scales[ J].
Journal of the Academy of Marketing Science, 1996, 24(2) . 137.
[6] SUNT, YOUN S, WU G, et al. Online Word-of-Mouth (or Mouse) : An Exploration of Its Antecedents and Consequences
[J]. Journal of Computer-mediated Communication, 2006, 11(4); 1104-1127.
[7] SCHMITT B. Experiential Marketing[ J ]. Journal of Marketing Management, 1999, 15(1-3): 53-67.
[8] HOLBROOK M B, HIRSCHMAN E C. The experiential aspects of consumption: Consumer fantasies, feelings, and fun[ J].
Journal of Consumer Research, 1982, 9(2) . 132-140.
[9] SWEENEY J C, SOUTAR G N. Consumer perceived value: The development of a multiple item scale[ J]. Journal of Retai-
ling, 2001, 77(2) : 203-220.
[10] PAVLOU P A, GEFEN D. Building Effective Online Marketplaces with Institution-Based Trust[ J|. Information Systems
Research, 2004, 15(1) . 37-59.
[11] FORNELL C, LARCKER D F. Evaluating structural equation models with unobservable variables and measurement error
[J]. Journal of Marketing Research, 1981, 18(1) ; 39-50.
[12] BARON R M, KENNY D A. The moderator-mediator variable distinction in social psychological research: Conceptual ,

strategic, and statistical considerations[ J]. Journal of personality and social psychology, 1986,51(6) : 1173.

(EEGHE TEAA)





