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Abstract
With the continuous growth of the transaction volume in my country’s online trading market, the
competition among major e-commerce platforms has become particularly fierce, and the logistics
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link in e-commerce is particularly important. This paper investigates consumers’ cognition of dif-
ferent logistics modes, their attitude towards logistics before placing an order, and their satisfac-
tion with online shopping, to understand consumers’ perceptions of different logistics modes and
the correlation and influencing factors of online shopping satisfaction. Through quantitative anal-
ysis, it is found that different educational backgrounds have a significant impact on the under-
standing of pre-purchase logistics information; consumers’ understanding of different logistics
modes has different degrees of influence on the satisfaction of online shopping receipt; time has a
differential impact on the satisfaction of receiving experience. Service also has a differential im-
pact on the satisfaction of receiving experience. However, different logistics modes do not have
such obvious differences in time and service. It is hoped that the analysis results of this article will
provide some reference suggestions for e-commerce merchants in choosing logistics modes, and
further improve their competitiveness.
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B 2 5 IR GG LA IR S 1 4L AE, 2020 45 A [ Al R4 B s T 37 A 8570 12.7¢
R E A AR, Tt 2023 FETIZ LK 1.5 127, 2020 4F 0 [ VR0 B i T 37 Sk 55 4
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T DU ] - BB - WS PRI o6 S 25 e . AR SOV [ B — R BEAR AT T, TR K
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21.2. EHEE

AR YR I V) 2 A A T AR 2 1 AT S BRGEAT P A, R A 2R AR Y 2 k)
H AT Bk SR et 322 H AR T 1A VH 2 28k 24 bR Ak 55 BT8RN o AR 0 6 1 2RI 2 R 4% 1)
BB, I AE L A AT . JERTUR 4 260 17, ARG 248 17

2.2. IRAZERBIHF

KRS FE T R E BTk A SUE S E N AT B EIRS SH FEE, il (O M2
TEPARIGIUIRY HE W&, ARG - HTigH SPSS22.0 #1 R3.6.2 5 i, AHE 7L THIA 2 it
WEFCEER, WSR2 At 7 TR LR % 3 B DI A OGS 6 B SR e N 158 55 MDA AL, Jd s i
SEAAR, RV T N AN FEA IR AR . T BTN A RS B B DR AL B R AR AE W
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3. MHBREMNWIREEIREE
3.1 EXERHRMEER

e 1~3 T2 HES R TR, ST EEN AR EEUFE, hERNE, HEh A 20
EE A% 5] 95.16%

Table 1. Gender ratio
= 1. MR

by N =Rl
5 138 55.65%
£'8 110 44.35%
ENCESE e =P NN 248

Table 2. Ratio of academic qualifications
2 2. FREEH

UL N7 BRI
W R LAF 12 4.84%
T 72 29.03%
LR 96 38.71%
AR F 68 27.42%
ESECE Ve CPNY/¢ 248
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Table 3. Age ratio
< 3. AL

I3 7Ny BRI
20 5 LLF 11 4.44%
21~30 % 138 55.65%
31~50 ¥ 90 36.29%
50 D I 9 3.63%
KNS TERVE CPNY/e 284

32. WEEFWER
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FEIRI B A H SPSS22.0 HF

Table 4. Dissatisfaction factors in the process of residence

4. FIHEBEEWEHEENER
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PR — %A (MK 16:00 A
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FEH W

26 (10.48%)

28 (11.29%)

34 (13.71%)

29 (11.69%)

30 (12.1%)

24 (9.68%)

N
PSS

74 (29.84%)

70 (28.23%)

59 (23.79%)

79 (31.85%)

54 (21.77%)

65 (26.21%)

M

70 (28.23%)

89 (35.89%)

85 (34.27%)

69 (27.82%)

88 (35.48%)

86 (34.68%)

AR

49 (19.76%)

45 (18.15%)

47 (18.95%)

49 (19.76%)

48 (19.35%)

50 (20.16%)

FEH AR

29 (11.69%)

16 (6.45%)

23 (9.27%)

22 (8.87%)

28 (11.29%)

23 (9.27%)

3.3. IEHEAE

[FIBLIZH SPSS2.0 Xk FFMlABEAT WS R 5, MRAEH & ik £ M,
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Table 5. Selection propensity
= 5. IEFEMEEER

3 ENIE T JEH A 7 & —& A A
M2k 5 5% 22 (8.87%) 47 (18.95%) 84 (33.87%) 66 (26.61%) 29 (11.69%)
Pz BH A BROIR 55 17 20 (8.06%) 72 (29.03%) 89 (35.89%) 58 (23.39%) 13 (5.24%)
e 2R A5 Pt 33 (13.31%) 51 (20.56%) 85 (34.27%) 58 (23.39%) 28 (11.29%)
fi e PRtk o F] 1kAk 24 (9.68%) 74 (29.84%) 69 (27.82%) 50 (20.16%) 22 (8.87%)
TE EIE A [H] 21 (8.47%) 73 (29.44%) 83 (33.47%) 47 (18.95%) 24 (9.68%)
ZHEEENRIER 39 (15.73%) 72 (29.03%) 58 (23.39%) 46 (18.55%) 33 (13.31%)
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Table 6. Service and Quality Cognition
6. RBFSREINH

RV A A = A %= —f& A AR A 7= EHAFE =

H ﬁ%m%ﬁ RIET (10.89%) 60 (24.19%) 80 (32.26%) 44 (17.74%) 37 (14.92%)
VY5 —ik

@ﬁggfzgiﬁﬁ 23 (9.27%) 79 (31.85%) 71 (28.63%) 61 (24.6%) 14 (5.65%)
= JiL

H %%ﬁg%ﬁrﬁﬁ;% 38 (15.32%) 66 (26.61%) 83 (33.47%) 41 (16.53%) 20 (8.06%)
VY8 —ik

@@~§?g§¢gg 23(9.27) 80 (32.26%) 75 (30.24%) 48 (19.35%) 22 (8.87%)

3.5. B\ IAH
CHEW TR Wi AR AR HAR A AT G Ee RO, k7 Fon, Hob AR E i 2 ).

Table 7. Pattern recognition

= 7. BRI

NI T JEH T T fi# — & ARIRT fil EHAT R
T B E R 22 (8.87%) 47 (18.95%) 84 (33.87%) 66 (26.61%) 29 (11.69%)
TiEYR AT E R 20 (8.06%) 72 (29.03%) 89 (35.89%) 58 (23.39%) 13 (5.24%)
TR E A 33 (13.31%) 51 (20.56%) 85 (34.27%) 58 (23.39%) 28 (11.29%)
s = SE=AN %,f_r@

T %ﬁééziﬁggﬁ B 24(9.68%) 74 (29.84%) 69 (27.82%) 50 (20.16%) 22 (8.87%)

TR T R EE IR
LA 21 (8.47%) 73 (29.44%) 83 (33.47%) 47 (18.95%) 24 (9.68%)
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ARSI S g L 4 TR P P PR AA, b TR AT B, A BER G BB VRS i, A F 2
KFBEHLIAEE . 3ERN 260 433G, [BIY 260 31045, 5BR AR/ 'S A S B s AR S 1 T B R0 1]
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4.1. AENEE

VA ) 45 (18 0 K T SEPE ST 7T A E RN SCR B ARG o Al Ik o i) 45 (1045 5 S 350 A TR
HIEAFRUEE T B2 I AU 2, G oIS A T 58 . ARSIl IS SPSS22.0 1A 5 14 43 b 7 v2:
#57 Cronbach’s Alpha REEEAY, 408 H AN W @b T 5, 48 BIA R 2 1) 245 15 AT IR RUR «

Xf i) ] SRS 00, i 8 W75 Cronbach’s Alpha Z%04 0.944 > 0.900, FETFruEfLIR
Cronbachs Alpha ] 2%/ 0.936 > 0.900, it B &3 ] 4 3 i — S5 B AT
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Table 8. Reliability statistics
=8 AEMGItE

Cronbach’s Alpha T FRMELINY Cronbachs Alpha

Tk

0.944 0.936

24

Table 9. ANOVA and Friedman and Tukey’s non-additivity test

52 9. ANOVA LR Friedman 1 Tukey BYIERT AN MEAR TS

S5 AN df Yo7 Friedman {1575 Sig

NPl 3085.236 247 12.491

T2 [A] 620.962a 23 26.998 775.111 0.000

JERr Nt 214.265b 1 214.265 325.896 0.000
NANF B i 3734.398 5680 0.657
Mt 3948.663 5681 0.695
Mt 4569.625 5704 0.801
Mt 7654.861 5951 1.286

MYJME =2.84; a Kendall (F1E RE W =0.081; b, ZESLBIATiIME = -1.319, W ZUE A k£ 1) Tukey Ffhiit-.

HH# 9 AIA1, ANOVA DL Friedman Al Tukey HJERT IR IR+, F=775.111, M2 Sig = 0.000 <
0.05, 7ERFEMKF a<0.05 LT, WL ZERN R SOEREGEF, RN iH 5% W =0.081 <1, AfLLIA
NV GARZ BT REAN R H IR BRI SRR S5, d3E—D Ui T LRSS e e

42. BXRGEDH

M 10 3EAE b, AT LR B ARVGRTT B L, bkt Bk, EER I, 21~30 ¥
HI 5 EEoA 55.6%, 31~50 % LN 36.3%, Hul EERIWM A FEELESE. PENTE, BHEh Pl

Jitr) EefliE 3 95.16%.

Table 10. Frequency analysis of basic information

@ 10. EXEEIBOT

A e I Aokt
5 138 55.6%
4 5]
g 110 44.4%
WIFR B PLT 12 4.8%
N i 72 29.0%
2200
LR 96 38.7%
ARt DL 68 27.4%
20 % LR 11 4.4%
21~30 % 138 55.6%
SRS
31~50 % 90 36.3%
50 % L I 9 3.6%
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4.3. BEXER - WXITHRBREERE

B TSR RS AT Ry “FR” A CARRRT , CHET BEREREPRARE
FE. FE BAE “ARE” OFRAEREFRIARRAR. ERARE, B FEEREZ A
TWANER . BT IZARNRAL, AT T — BER AT Kendall 1) tau_b REGHEATIN . FEAME S x0T
AR SRAT N R R s, BARnse 11 fos.

Table 11. Basic information-inspection of the degree of consent to purchase
11 BERER - MEITHREREENKLE

Q4-1 Q4-2 Q4-3 Q4-4 Q4-5 Q4-6
Kendall ) tau_b e %A% 0014 0009  -0054 0037  -0.027  -0.070
/ |
Sig. 0.821 0.886 0.399 0.562 0.674 0.269
X MZZ#H  -0071  -0079 0144  -0138  -0159  -0.163
#Ih _
sig. 0.230 0.184 0.015 0.020 0.007 0.006
_— MZ<Z#H 0029  -0077  -0058 0011  —0.044  0.044
s
: Sig. 0.635 0.212 0.344 0.864 0.472 0.471

B 11 mIATL, PRI AR 8 1 2 2 P I K T BB MK 0.05, AT A AR AR 4 B 1%, BV ) R0 A i
X T SE ok R (1 ) R R P R A S [ o A (R 25 R T R SR A R e it (Q4-3) 48 7 PRuidh Ay wl ik ik
(Q4-4). %Ikt |a)(Q4A-5)HI T M Jm A& WIviifS . (Q4-6) A B B HIREMA Yy, ELARS T 1 BRI 414 bR
(02(Q4-1). BHE T TR (Q4-2) KA & .

4.4. PREN - WEATEREXME

Pearson fHXREZM RN ERBLE L AIMEMEACIEE, EEARCEENMER, HuksE Pearson
FHOR R B T 2 - WA B A B A DGk, 23 BT ¥ 2 2 X AN [ IR P A 2 i) 17 A R T UL B i 2
FERIAR G o 22 12 AR DA HH ¥ 9 38 00 78 2K BT A FH PRI 0 A X A R A A 2 1R 58 RV 9 3 WA B
BN HRERE TR ST SR 23 rI S R B A e e o . i S RS
T AR A R R SR PR 0 N A S A v o Y R R S R R R I R AT
AN PR E =K IR T (R38R AR DI B/ o U BV 23 5o T A [R] AR P i e X R0 A R 45 90 9 (RS B A
I R ARG

X AHOPEREAT B E VEAT SR, BH7 12 W] Sig E38 /0 T B35 /K 0.05, FE48 R B (R E B 2 A4
FHIR),  BIA [RIASE 25 AL B A 96 5 7 e A AN R FEE R T 11

Table 12. Mode-Relevance of the satisfaction of goods receipt

12, R - WESHEEREX M

Q7-1 Q7-2 Q7-3 Q7-4 Q7-5
Pearson AH 5k 0.564 0.522 0.450 0.439 0.492

Q5-1
Sig. W E HAE 0.000 0.000 0.000 0.000 0.000
Pearson 51 0.533 0.624 0.494 0.431 0.517

Q5-2
Sig. B EMEE 0.000 0.000 0.000 0.000 0.000

DOI: 10.12677/5a.2022.115133 1284 Giih 5 R


https://doi.org/10.12677/sa.2022.115133

P &

Continued
Pearson A< 0.532 0.519 0.495 0.442 0.434

Q5-3
Sig. i EHAE 0.000 0.000 0.000 0.000 0.000
Pearson et 0.563 0.566 0.513 0.463 0.466

Q5-4
Sig. B E MEE 0.000 0.000 0.000 0.000 0.000
Pearson #H 4 0.524 0.544 0.530 0.400 0.552

Q5-5
Sig. & EHEAE 0.000 0.000 0.000 0.000 0.000
Pearson #fZ< ik 0.510 0.529 0.523 0.521 0.548

Q5-6
Sig. i EHAE 0.000 0.000 0.000 0.000 0.000

4.5. BYE) - fR% - WA AR ENERM

1T AT AR R P R AR R, P A T RS G P A 0 WA B A 6 A 9 95 X S B AR 6 ik o P2 P 22
SR A 13 WAL ERFEMEKT N 0.05 K, REMEL/NT EBZEVEKT 0.05 #, HAT AR
o JRARRE, RV [ X ST B A B R PR AR A 22 SRR, R 55 X WAL B A B S P th o A 2 SRV R . A
THREE., kit KHEE, —ABERMEURRH ST S, it HEERENE kK
R 38 328 T I [N BRI 55 5 RS T =K AL IS A PR WAL B AR B0 R B R B IR A B B 22 SRR . AN 2
B I 2 DU — 3B 0] T HRIE A TE T AL — 58 b B 84 W SR (0 22 AR

Table 13. Time-service-receipt experience difference inspection satisfaction

%z 13. BYE] - RS - WA FEENERMRE
I} 18] - Pearson 718 B IR - S k%% - Pearson <718 M55 - BEM

Q5-1 209.791 0.000 177.576 0.000
Q5-2 206.729 0.000 154.314 0.001
Q5-3 162.531 0.000 196.446 0.000
Q5-4 166.673 0.000 187.362 0.000
Q5-5 138.848 0.001 140.955 0.001
Q5-6 178.636 0.000 175.768 0.000

5. BE5iL

HRE 2R VU 2 (T G5 SRR, 2ROy 2 1 AR AR SR A MIRLAS A2, T P R 0 D AN
SN o B A R B R 2G5 B RSB R AR G o I TR IR 55 A0 ¥ 24 2 AR MAC B R 562
WA ZFIERN, (B BAR AR E IR BOA I R 2 R .

X IR G BT SS REAT T 2 T7 0T, AR EIR, AU S R E R RO L — B R4
HuhARE W =0.081 <1, ATCLAJSTHENT RAMRZ (A0 a8 H R SR ss, iE— D] 1 =
RAR PRV XA R B E B A RN SR RIS AS S RO B AR LR IR KT
RIS S . BRI Do TR A RIE . RS P A ] R B EIREN A L EEY
WG ERA YRR . 7R 9 TR A R R R R, A A SRR B A F
PR SC RN 55 B 8 UL B S AR 0 o 8 3o 1R 75 AL 96 T 1] 0 WS B A 6 i P2 AT AR 55 o WG B AR 6 3 2
PR ZE AR REME, AT LAAS R0 1% M1 5 55 0 0 AT B AR 6 ik e FEE A 22 S P M o R SR R T R R 55 o WA B il =
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B =R, (BRI, WaOR B ER AN =Jr iR ORI IE &, X5
A Y8 22 AR RS

P 18 SC B AR Y B 0 AN [ A SN, RIS B S R A RS MR AT AR SR I 7T . £ [ PN 4h
FFEDTICR AR R IR b, IR 48 1] 35 8 2O 9 AT IREIT, b E R 9t e W BRI R R
PRIER . B1oX A4 RN R K3 — SR R e AT A A DA O T 9 RO B i R 2 A
A IR . 7 500] DO R AR B i bR e 1, 3R B E IR, BRI
WA

AR RS T BAR R S AR Bl A 3 5 A — R A R 2 4k, HAR VR BEZ E id AE
W2 L RFEATRENLECR, B DA B0 45 R BAT — s IBEALIE, A BEA TR 9 A R = A &0
XIS B i i RS MAAE A SC P AR R . ARSI AR ARSI b, ARSI AU 248 13, JF
AN R B AT B B % SEBR AL, ARG R AT IR ZE R . T 2 PR ) B IR 1) 9% AR )
FESCH I EE 1R R BOR E 28 T A NIIA R M EAREAE, MBS R R A VEZ R, AT
TR B VT RITIT o

E&UH
IV AL R BUTARIT AL E /73R IUH (%5 2022KY0855).
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