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Abstract

Today, Chinese consumers’ purchasing behaviors through the Internet are becoming more and
more frequent. When consumers purchase online, the risk they assume is often higher than that of
the offline. Consumers’ willingness to buy products is often influenced by the reputation of the
network business, the price fairness and the trust of price. Therefore, this thesis is based on trust
and price fairness, which are considered as mediating variables to explore the impact of EWOM on
purchase intention of consumers. Through questionnaire method, and the empirical analysis of
data by SPSS, the research results show that EWOM has a positive impact on purchase intention,
and at the same time, trust and price fairness, as mediators, play an important role in EWOM and
purchase intention.
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Figure 1. Research framework
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