2019 36(3): 31 -35 Journal of Researches on Dietetic Science and Culture

APP

( 225127)
APP
APP
: APP; ; ;
TS 971 DA 1 2095 - 8730(2019) 03 - 0031 - 05
APP
1
5-6
APP ° APP APP
2
APP
APP N 1
o APP
1.1
3-4
APP
APP o ” Donald Norman
(1990) o Gentile(2007)
12019 -03 -06  *
(20178JB1164)

(1995 -)
(1981 -)



2019 3 5 N
.
( 1) APP
8-9 )
HI1:
H1 -1:
H1 -2:
H1 - 3:
1 APP
1.2
2
2.1
10
APP
Gentile( 2007) Schmitt( 1997)
11-12 718 \
1 ; Bauer
-7 (1960) .Hans( 2004) 14 19
H2: i ;
H2 -1: Zeithaml( 1996) .Kim( 2006) 20-21
H2 -2: N
APP
H2 -3:
° 3
1.3 ;
Likert Scale (
> L) ;
APP
14 -15 o
2.2
R 16 =17 APP 335
316
22 47,
H3: -

— 32 —



2019 No. 3 Journal of Researches on Dietetic Science and Culture

Vol. 36 Sum No. 135

363 93.7% .
2.3
48.5%
51.5% 18 ~35
90% ;
86.2%;
2000
70. 8%
2.4
AMOS 24. 0
( 1)
CR
0. 80 .
0. 60
(£=9.766 P <0.001) AVE
0.5 .
© y, = 279. 808

(df=109; y,/df =2.567) GFI =0.917 AGFI =
0.883 NFI = 0.909 CFI =0.942 IFI = 0.943
RMSEA =0. 066 .

2.5

o

X2 =226.614 (df = 107; x,/df = 2.118) GFI =
0.934 AGFI =0.905 NFI =0.926 CFI = 0. 959
IFI =0. 948 RMSEA =0. 056

(t=1.960) .
2

T AVE CR
0.702 -
0.816  13.267*** 0.58 0.803
0.756  12.570%**
0.826 -
0.844  16.942*** 0.64 0.843
0.731  14.592***
0.781 -
0.813  15.507***
. 0.57 0.841
0.721  13.661%**
0.700  13.217***
0.626 -
0.785  10.918***
. 0.51 0.805
0.779  10.887***
0.653  9.766***
0.672 -
0.855 13.629*** 0.65 0.847
0.877 13.751***
* % % P <0.001
2
S.E. C.R.
HI -1
0.129 0.135  0.955
N
HI -2
0.347 0.078 4.435***
N
HI -3
0.278 0.102 2.728**
N
H2-1 0.147 0.125  1.169
N
H2 -2 0.159 0.070 2.289"
N
H2 -3 .
-0.202 0.093 -2.171
N
H
3 0.193  0.073 2.633**
N

* P<0.05 % *%P<0.01 % * *P<0.001

3.1



2019 3 36 135

APP

APP o

APP

3.3

APP

APP

APP

o APP 1 .
APP I (
) 2018 47(6) :80 -88.
2 . 020
I 2016 35(12):
94 -100.
39 3 FLINT DJ WOODRUFF R B GARDIAL S F. Explo-
APP ring the phenomenon of customers’ desired value change
in a business — to — business context J . Journal of

Marketing 2002 66(4) :102 —117.
7. 2003 16(2) 159 -62.
> J. 2006( 11) :7 9.
? — J.

. 2017 29(8) : 136 - 146.



2019 No.3

Journal of Researches on Dietetic Science and Culture

Vol. 36 Sum No. 135

7 GENTILE C SPILLER N NOCI G. How to sustain the I 2005( 1) : 61 -65.
customer experience: An overview of experience compo— 14 BAUER R A. Consumer behavior as risk taking M .
nents that cocreate value with the customer J . Euro- Chicago: Proc Amer Mark Assoc 1960:389 —398.
pean Management Journal 2007 25(5) :395 —410. 15 CUNNINGHAM S M. The major dimensions of per—
8 GRISSEMANN U S SCHNURR B. Room with a view: ceived risk C //COX D F. Risk taking and informa—

how hedonic and utilitarian choice options of online trav—

el agencies affect consumers booking intentions J . In—

tion handling in consumer behavior. Boston: Graduate

School of Business Administration Harvard University

Press 1967:82 - 108.
VIJAYASARATHY L R JONES J M. Print and inter—

ternational Journal of Culture Tourism and Hospitality
Research 2016 10(4) :361 —376. 16

9 ALBAJ LYNCH ] WEITZ B et al. Interactive home net catalog shopping: assessing attitude and intention

shopping: consumer retailer and manufacturer incen— J . Internet Research 2000( 10) : 68 —76.
tives to participate in electronic market places J . Jour— 17
nal of Marketing 2001 61(3):103 —114. J. 2011( 11):97 -99.

10  FORSYTHE SM SHI B. Consumer patronage and risk 18 SCHMITT B H SIMONSON A. Marketing aesthetics:
perceptions in internet shopping J . Journal of Busi— the strategic management of brands identity and image
ness Research 2003 56( 11) : 867 —875. M . New York: The Free Press 1997:81 —82.

11 COX A D. Competing on price: the role of retail price 19 HANSV D H. User acceptance of hedonic information

system J . MIS Quarterly 2004 28(4):695 -704.
ZEITHAML V A LEONARD L. B PARASURAMAN

advertisement in shaping store — price image J . Jour—
nal of Retailing 1990 66( 4) :428 —445. 20
12 MWENCHA PM MUATHE SM THUO J K. Effect

of perceived attributes

A. The behavioral consequences of service quality J .

perceived risk and perceived Journal of Marketing 1996 60(4) :31 —46.

value on usage of online retailing services J . Journal 21 KIM J FORSYTHE S. Adoption of virtual try on tech—
of Management Research 2014 6(2):140 - 161. nology for online apparel shopping J . Journal of In—
13 . teractive Marketing 2010 22(2) :45 -59.

Research on consumer experience and purchase intention
of food APP under the mobile internet background

SHI Jinfeng HU Ting
( College of Tourism and Culinary Science Yangzhou University Yangzhou Jiangsu 225127  China)

Abstract: The rapid development of communication and information technology has accelerated the prosperity
of the food —like APP market and has also increased the consumer’ s sense of dependence on the online con—
sumption of mobile phones which has led to fierce competition in the gourmet food APP market. To maximize
market share catering companies should be consumer — oriented and understand consumers’ perception expe—
riences and purchase intentions as comprehensively as possible to influence consumers’ purchase decisions.
The user experience was divided into three dimensions: functional experience relationship experience and
service experience. The factors affecting consumers’ purchase intention were analyzed. The structural equa—
tion model was used to analyze the collected questionnaire data. The results showed that among the three di-

mensions the service experience positively and the perception risk negatively affected the purchase intentions.

The service experience negatively and the relationship experience positively impacted the perception risk.
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