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Abstract

The paper made investigation of Yonghui supermarket, and researched consumers’ trust trans-
fer from the supermarket to online shopping platform with the same brand, to analyze the im-
pact of consumers' factors such as gender, shopping length, shopping frequency and income lev-
el on trust transfer. Using questionnaires to collect data, using SPSS and multivariate Logistic
regression model, empirical study is aimed to find out the impact of consumer factors on trust
transfer. The results show that in the Chinese e-commerce market, while consumers transfer the
trust from the store to shopping platform, the gender difference does not have significant posi-
tive impact, which increases an example for foreign academic argument. Shopping length and
shopping frequency affect trust transfer; consumers rely on their own transactions experience
to decide whether to change shopping channel. Furthermore, there is no significant influence of
income level on trust transfer.
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1. 5|18

B LR AN BE & AT, fELRTH T DA RO W28 5 BB, A3l 1 IEZTHE o F )
ME IR . HRE A T 4545 2 A O (CNNIC) A & o, #% 2018 4F 6 H, FRE M AL 8.02 14,
FHUM REANBIE 7.88 14, BHULTT I, TR M RANFHUN R AR ER, TLHRN S A R BT TEZRTH
MR KR FE o8 18 2 A G 1) S JE ) S, 7EZRVH 9 WA N DU 22 5, 3828 K e L
Feshum ey, [FE R B PR ST Rt iz 8 B R RS . Kk, FRELEREa g
DR 2 B LT Sl [AME R 36 A2 o sg i, RAS B — e MBS RISt .

HHT, XHH R EE AR A P AFE R M 22 5o, 5 E AT THIPIRER, (AT S5 2
5] — S AT 6, PR 2 R B AT A% B2 i R A PR AN FE o [RIB, [ A7) 2538 X 1 i) 22 S o 7 5 )
HREFEWAEEN RN B K TIEYARRAEERE I AN 2, AER 7R REEER
TEAE I A B2 B s T U KPR SR T8 [R5 AT 3 A% 1) 52 vl [ PN AR T AR 0 8

DA AR B GOKMERB TN LT 5, (E LR 45 IR 5 N 703 20 5 A5 AT A SR 5 36 % 20 41 & (1)7H
WEAGHE. RAFEENER TR, 1B/ SPSS 1 Logistics 7M1 71k, WFFE T P51 22 5 3BT 2 1)
SO, NN 56 53 R W) A BR AN P22 AN 77 AT 1R FE, WK P2 5 3 S AR 4% 8, Aut
FAEH TIRRE M 22K
2. kB

Lee Al Turban [1 PEHEEAE RIELIE S F AT G RN AR, M REEAENmFER R, O
KT AE GRS TT IS ATRE . KT RHELR I IR BRI, 22 R s = J7 AIE LA R B 2 20k
Bk NMAMEERRIE S E H K&, AR, McKnight [2)50F 8 BTEL R R A, —ANEED
FIERN R R BEIT RN SR, MR IRERS b voe e
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(i [ LI P 48 A FRAR DL G TR A (B 39 WK)) 5 EELER R 2445 Bbly, 2016 4F 12 AfEIEHBZ
BN R AR BB AT RN, AR S AT B ARAE G SEAR BAAZ B B S, 2N RIS RN
B . TR, SRR ORI ZAR SRS, WKL 938 — N IRIE BRI
N[5 — it AL B SRTE RS AR IR . Kuan R Bock [3 15 LT 9 2 08 KA 7 5 AR A AT DA BT Y S B2 ) )
P& {E4E. Hahn 1 Kim [4)7E00EERT b, B8 W SRR S5 A5 AF T F T F00009H 28 25 4 A G- 6 48 22 7= i
MR, ZEEAELTH 25 O 0k m g2 M H 2 & (16 K & /8 . Badrinarayanan [ 5138 T PP 14 2% A4 B G 22
T, SRV 9 38 58 SR TR I (1075 2 1 [ 52 M O E 251 & AL R R B8 BE , HAB AR 1E M) S M E 2615 £
Gefen [6]W\ Y P& WKHE HARAZ AR SAGAE R P8 FI LR SE, (R I 285 48] OR B A AT 53¢ 1 RS A7
AR E R,

TEH 3 22 7 (R 9 7 T, Dittmar [ 755 H Y 238 00 14 591 A 4 22 S 5000 A4 R S0 R0 A e 1 2 AR AN
A, YA ZERPINNRMEE RN FERER, ANEME 0T R E RN ok, 7RI 90 BRI SR
EHRAANERE, BRI A ER SR, LN 5 RS A e . B YRR e AT
IR I U AEAE S 2270, Mulac [8]42 H Lo Mgk AT 5 00 A8 #e ] B 46 1) T i A5 4k . Gefen [918F5T 1 WA 157
FHOMER, SRR ARNTEE, B2 RIS T R R I 55 1 174 38 52 it ) 56 46w T
SREH, §ERENT B SR AN 3 N RIS /7. Awad A1 Ragowsky [10]15#T 75 LA KL ES,
BV T RS AR IEARE /7, B 7 AR R AR B, i EE N 7 5 N8, 18
FIEIRTEE K EE, K] DA Y 22 e 0 @SB AT RAB AL FE A A2 %2 7 . Rodgers 11155/ 7T 45 R %
B, VB AR BV BT S, A 5 2 PRGN 1% 26 R 2 i s, TV 9 3 9 B R W
A W 28 7 ATt A T (R 58 B, BT AR BRI — MK IR 2% 7 K B HL I 4851 5 R AR A A7 U B it
[K[HE, Shankar [12]52 HARXS TS 13 23, ZMEVH S 80 0PI ~F- & 2 ved 005 =5 B 50 DR 2 b 52 mig L 0f
W T FAGATACTE I m B A% . SR)5, Lewicki [ 1310 78 K BAETH 38 5 2 K1) RARERT B, 1) 2
S EH AR, WREEETLZRKMNEER ST NER. RGN T 508 B R K1)
KRR G, BT ESLFREAGAE, HWE AT NS E RS, B —F e T hER, X
HWEENZER CAEE.

KT HIAH T TT, Zucker [14]1352 HASAERIE T 238 IH R LI B AT I E S AT N, Bk
TR R B S HE SR G, BT 5 =00 e EEEM S ST 5T 2 2 RS A,
Kim [15]#2H T 9 ESASER AT EAE R, DN EER TR AR A, SR ER, B
IS M5 AR 0 2 g %) XU iR o [ A 27 R LI ~F- 5 11 5 ) PR B AL S oy R R N E R B AT B
BEMIE RS 16], KIHTH 228 I YALS, RSP~ & O B R AL S 7 (03 2 A B0nle . 38 S i AE 26 A5
15, KRB SIS . FEXHEARRSE— DR T H, Lewicki [17]#8 HABAEREAEL T 70 R
=ABEG gl E TR, BETERNGEE, METARBEM. R, Singh [18]#% K [a] 57
8 KBRS AN SERTS AR A S JE (54T, TELEVH 28 3 AR AR 250 AF R B EAE W SRk sk, 2P
MR EE 5 552 5 25

TEWN 22 SRS AR R S0 77 1, [ P AR SR FEAE X 882D, Uslaner [19]8 58 1 AMARFEXHEAEK
IRz, AFRIAIKS A ZE R BE T 5. FBUSI5E. Alesina [20]F1 Ferrara [21]8F 745 H A
L BE A DHORE FEEACE WAL, EvER 2R B, St 9A & S 4E /K . Delhey
Al Newton 2242 tHIA N GGG BRI E SR, MRS @ T % Er, Ha GRS . 476 E
WICHER, AR SRR T R

H1: TEZIH 2938 VR R 22 e E AT e B A B3 1 IR R 52 o

H2: EZTH 28 YA R S5 5 AR HE# IEAE %
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H3: FELT 335 MV SR B AT A BoAT B2 1 IR T R
H4: {ELIH $3 fON KT (82235 1E [ S e 2 5 RS AL 5 7%

3. BIEWES SR

T I AT AR A LR AT A B R U VR 0 R M T b XA BTN SR AT I A R
PLSE 2R B SR MG B T ORI AU e, 76 FL T 7 45 IR 05E I A T3 2 38 (5 AT SR I #4729 F & 1070 2 s
HEFEER, WHEMENZER. WYFER. WYIE, K. 858 2 VR SR 3k 7 T,
BInTMaER, HEEREIBBRGEE. DREEERE IORNIE A e AR R, WbREE,
WSEENHLEE, DARGREARE, W P&ERE. SMREE. =77, ASCEAW K. TETREEH e
[ SK R HCHE A SPSS B 3EAT T IR R IR 740, MIBRE08 H I i T &2 2R .

3.1. BiiEdEE

B LSRR 417 47, THRERT R TN 18~49 L H g, (HH 93%, B tbflh 1.2, HE-
FEARL A Fi 70%, TEPIEFIE] 2~8 4 15 77%, HIHMEYIHEy 3~6 IXH) & 49%, HIA 2000-6000 J&
(R 9 15 44%. 181 SPSS A M REAREAT R ME G TH 04, WL 1, FFit S KA P IAME . ArdE 2.
TR ANEE, oA /AN T 1, RGBT 2, B8 R IEAS

Table 1. Descriptive statistics

= 1. Rttt

%51 B e Hayrth
5 147 35.3%
51
7 270 64.7%
0~17 % 5 1.2%
18~29 % 243 58.3%
30~39 % 83 19.9%
S
40~49 % 64 15.3%
50~59 % 16 3.8%
60 % LA L 6 1.4%
N 8 1.9%
VIR 44 10.6%
HE RS N 69 16.5%
AF 242 58.0%
WEFEAE LA E 54 12.9%
X 13 3.1%
2 PN 81 19.4%
FEUR A (i) 2~5 4F 160 38.4%
5~8 4F 101 24.2%
8 HLL I 62 14.9%
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Continued

1~2 %/ A 158 37.9%

3~4 R/A 147 35.3%

laEEIES 5~6 /H 59 14.1%
7~8 /A 20 4.8%

9 K& LLE/A 33 7.9%

2000 7T & AR 176 42.2%

2001~5000 JG 111 26.6%

K 5001~8000 7T 71 17.0%
8001~10,000 JC 26 6.2%

10,001 K& LA 1 33 7.9%

SEA AN A 9 2.2%

KA = 23 5.5%

WETAAS [ =2 24 5.8%

RN e 69 16.5%
W ok [ 46 11.0%

Ea G 206 49.4%

FE4 A 40 9.6%

R 40 9.6%

] 31 7.4%

Herp 30 7.2%

i) #db 177 42.4%
[iiiE]a 14 3.4%

[lifE] 71 17.0%

Kb 54 12.9%

3.2. FHESH

N T IRFCHEE XS G R AENSARE 2T & AR, T ARERENFEEEEREA,
i BN B AT R, BATRHE AR 2 HIHT 27% e BN KGR, i21E 0, (SRS )A 27%(F
NEAGERER, BfF 1, REREES 2 B TRABENX 2R, R R SRR R
RAFERBN 119 N, KA TEERE N 88 N, BIHFEAN 207 A.

RIS AE ARSI G:,  Zoid B PII el 2 BUEL,  H AR A IAE — € i 28 PERE B SERRid 5
SRR B AR BB S A O BB ) 2 5 . ROTRLIR (132 AU AR R iz, TS il 298
REFEA R, e 7 Z B i T I 2 7 A I 25 O AR PR i BEOR ORAIE RS 36 498 T8 A Wi (4 B 7R 3R 05 0 A
BORBARTT gt B A R BURE T 1899 FER Y, I TGRSR A S EIR AR S /KF, St &
FERTIG B . &2 H A UL PR I K f, S BRS04 OB fo Z 20T T7 BR AR IREL AR5 HE R AT A
Yy, HrEAKY:
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iZH SPSS AEN-RFHGIG I T, Kb 22 5. Wit (] i . K PIE — AT R TS .
TEVERIZ ST, RIS EE R 4.784, HBEN 1, XUUHTHE R 0.029, Wk 2; TEMYHT
IR AR, MGt BN 17.241, SR SAARFERE, HEEN 4, BUEE R 24 0.002,
W 3; IR RS T, RIS RN 18.589, SRR, BN 4, WIH#H
HEREYERN 0.001, WF 45 X FIRAKTFRIFRTRLE, BESITHEEN 16.037, S5KTOSMFEELT,
H A 4, BUNHTE R A 0.003, W5 5.

Table 2. Chi-square test for gender differences

= 2. MRERFHRE

e =1 M HE WL 55 2 A (O )
PR Ry 4.784 1 0.029
HELMABIE® 4.154 1 0.042
AR LL 4.868 1 0.027
P KNG R IG
BTN 4.761 1 0.029
A RH 207

0 AN ERTTHE(0.0%) K THEUN T 50 /MR THECH 29.33. b, AR 2 x 2 RHBHATIHEL

Table 3. Chi-square test of shopping time
7= 3. Ma4gRtiE) R A s

5 i1 H RpURE S eI
BRI 17.241° 4 0.002
AR LL 17.599 4 0.001
LRI 14.598 1 0.000
AR RH 207

a. 2 N ETTHE(20.0%) TR THEUNT 5o B/ NUTER TN 2.98

Table 4. Chi-square test of shopping frequency
= 4. MYBRERFRE

5 i1 H fpURE S e
BRI 18.589° 4 0.001
AR LE 19.053 4 0.001
AL 12.085 1 0.001
AR RH 207

a. 0 METLHE(0.0%) AR EUN T 5. S/ MEET4CA 5.10.
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Table 5. Chi-square test of income level

=5 WNKEFRFRYE

Zi fH E):E)s T 23 L)
B IRER T 16.037* 4 0.003
AR EE 17.821 4 0.001
AU S 13.733 1 0.000
B FH 207

a. 1 M IGHE(10.0%) TR EUNT 5o B/ NN 4.68.

3.3. %4573 Logistic [EY3

(AT RS NG TH P38 SR JE 645 B0 ~1- & (D058, i T 0f 7K Mg T SIEAAR IS 1) SR A3 AME AT
R BN FK B i M AR UE RIS SRR3R, BRI RT R 7 50 Se 5 & ROTURR B8 08 RV 9 2 1)
SERE, R REIE Y B B Bl AR BN AT SE R . 18 209K Logistic IS, #E—B bk %
T VIR YIRS IR P X EATR R 5 m . (R b b, 24328 Logistic 8] J5% F T #F
T AH I N AR RN R 2 M I R, & 403 Logistic [AIHFARKIEENH . logistic £ Fh Al K ABUSR %
SKRAEHT, AUSME bR BNy —ANE%, BUETE 0~1, SCRRUAMEDY | BEERIARLE, 45t H T HU o
In(1) =0, ArLAREBSARYE—2 5 /1—2 Log likelihood X ZULASRE K B AEAL AU AR I, G ZUBASR (L Bk /N )
BRI A TR

Logistic [FIEZ 1A T2 BAER, 18 ML a0l 5 3 0N BRSSO, A& A 08 A ag
HAEA, SEREBUREMBRLRITE. @3 RANHPAMLLLE, SHEFEMENE 6, o AR
BEMR 0.256, PAEKT 0.05, ULEAMERZE R AHMEAERE RN A R E, R 1 RS2 ZEHE: W)
] ()R AN R 2 VeSS S 0, UEBA P B & s S AT A%, Rk 2 AR 3 5 BI5HIE: UK T
2EMEN 0.636, PAEKT 0.05, WIAKFPAREZE LML, X4 Ao,

Table 6. Likelihood ratio test
< 6. {LLPALLAGTE

PRIt Ees R AR LEAS 56
BN
fRT SR =2 X AR 77 H i
R 91.891a 0.000 0
5] 93.179 1.288 1 0.256
[lak7lingiE| 123.724 31.833 4 0.000
[laky/p e 113.502 21.611 4 0.000
BN IK 94.440 2.549 4 0.636

BT, WA 7 RRTDOEER], AR EPERIZE T 1 Sig 5 0.261, KT 0.005, BEEAFHARZE . 199
LIS RACE T, B 7GRS DML Sig /65 0.18, KT 0.05, HE#ET Sig (H54/M T 0.05,
HARRFIA R R RENE, 3000 T IPER S ENE . PR &AL RS, 1. 20 3. 5 &I
(1 Sig fE¥/NT 0.05, HAFE R REEA RUFIREN, WIE T IR EFRA B . 1 7
AIEAR R, Sig IR RT 0.05, VIR PARE R EMETEE . BARELIGIESS FanE 8.
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Table 7. Estimates of parameters

*7. SHAEEE

Exp(B)H 95%E 15 [X [A]

e B PrfEiRZE  FLRGE H B Exp(B)
TBR ER
[FEHI = 1.00] —0.746 664 1.262 1 0.261 474 129 1.743
[#51] =2.00] 0o . . 0
UEYAERR = 1.00] -7.325 1.886 15.089 1 0.000 0.001 1.635E-5 0.027
DaPF R =2.00] -3.971 1.155 11.814 1 0.001 0.019 0.002 0.181
(PR =3.00] —2.500 0.889 7.907 1 0.005 0.082 0.014 0.469
(PR = 4.00] -1.120 0.835 1.798 1 0.180 0.326 0.063 1.677
AR =5.00] 0 . . 0
gz =1.00] -3.159 1.120 7.954 1 0.005 0.042 0.005 0.381
[Pz =2.00] -3.614 1.212 8.895 1 0.003 0.027 0.003 0.290
gz =3.00] -3.887 1.264 9.462 1 0.002 0.020 0.002 0.244
¥R = 4.00] 0.757 1.622 218 1 0.641 2.132 0.089 51.260
[z =5.00] o . . 0
[AKF =1.00] -0.823 1.632 254 1 0.614 0.439 0.018 10.762
K =2.00] 0.036 1.720 .000 1 0.984 1.036 0.036 30.148
K =3.00] —1.402 1.806 603 1 0.438 0.246 0.007 8.476
KT =4.00] -1.213 2.415 252 1 0.616 0.297 0.003 33.819
[ IKF =5.00] 0 . . 0
Table 8. Hypothesis test results
= 8. IR ER
1% ES S AT
H1 TELRIH S 1P 3 22 e (AT 3 A% A 2 1) IE 5 AL
H2 TELRIH 23 I T AR IR 5 AT R A IE A G . T
H3 TELRIH 23 I TR AT R A% AT 2 1 IE 5. T
H4 TESTH S AN KT IE 17 50 T 2 5 (B AR 678 N s

4. GitERE

AR T TR A4, KOS T S R I e 2% B W1 & B RUR BISGR IR, ot ot 17 i 2
HESHRRPENES . WER . IR AN SEERE KR RAEE RS Xk
Hidl, 12H] SPSS M2 JT Logistic [MIAREM, STIERTFE 11 ## 5 B ISR XHME R 2w AR . BT
PR AP EETESTIIMET, RGNS 2T G i fE T, PR 2= 50t
EAEFERE ANAEAE 35 (L R, WS BRATE P05 ) 2 25 SE M AR IO I KCOP X B AR R R
AAEAE B2 IR

i WU AT SRR 2 e S AR R A s R, W ST R B 0 22 5 A RE R 3 IR 1 R 5
E¥HS, IZARENE T Lewicki [I3]MIBTFLEE R, 5HERERA PO RS- A B WV AEEEN
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SR RN T G R RS R RE Y, T 938 2 T A SO 7R R T (R ST ) S AN SRR 56y, 77 A e 7K e i
an RS AR, 4RI T AT & R RE AN B AE A, TN HCREHE S AT 8 B 20T & b
PRI 45 18 P P ) 22 57 RS MR AS (2. 25t R B PR

B AR TR, AR E R T RS EORIAE T, B RS R A BT TSR —
B, BAE T AREEEETHEN R E ST, AAERIEERaRsE, ZRIREASZHERK
P A I RIRE B . HH AR, IRV T ks ss 525
AL SEENIEEER 2

B AR R ZE R B AR T I, N AT FERI R B o AN DO OB
fEAEREBET, WO B 98 WS AR AT AR, (HR AW ORI AT X SRR RS R I A 2% . X
TWETOR QORI W 27 A HR A A AR AR R B A A, B
LAV 98 TE RN K, SHE AR R R O AN 2

ST IR REAIRYE, RO T SRS B4 TGP0 6 5UR BIZOK T, BARE —DMBON
BARRIWE O B, (HRWEIT B AR AT HARAREAEAE — SRR, W RES M FCRI U . ARRWE T T 2 T
ANTE TR B FERT SR Wi B B R B AR AR 500, A5 R S B AT TSR A [, 25 R
R e Jre i €, 5 IR Rt X ] ) et 2 R BEAT R Fr L, s BB A RE 7
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