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Influence of platform satisfaction
on the willingness to use a new
platform

Peng Xiao, Yujie Sun, Yifei Chen"" & Xinran Wang

This study focuses on the newly created online shopping platform for cosmetics and skincare, and
based on the perceived value theory and rational behavior theory. It constructs a mechanism model
between platform satisfaction, customer perceived value, and personal subjective willingness. It also
conducts regression analysis on the collected 540 sample data and finds that: platform satisfaction
will have an impact on the willingness to use the new platform, and customer perceived value and
individual subjective willingness play a mediating role. In addition, after empirical testing, it finds that:
platform use cost has a higher impact on the willingness to use the new platform than platform use
risk. Customer-perceived value plays a higher mediating role than individual subjective willingness.
These conclusions can provide practical reference for the construction of new cosmetics and skincare
platforms as well as the reform and innovation of traditional cosmetics and skincare platforms.

Keywords Platform satisfaction, Customer perceived value, Individual subjective willingness, Willing to use
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In recent years, China’s e-commerce development is exceptionally rapid, the scale is expanding. The consumption
pattern has also produced a huge transformation, and more and more customers begin to choose online shopping.
According to the relevant research data of the 51st Statistical Report on the Development of China’s Internet, it is
shown that!, as of December 2022, the number of Internet users in China reached 1.067 billion, with an Internet
penetration rate of 75.6%, an increase of 35.49 million from the end of 2021. In this environment, the turnover
of traditional retail stores has begun to show a downward trend. More and more B2C e-commerce enterprises
have appeared, and their competition is becoming more and more intense. The vigorous development of
e-commerce has promoted the change and innovation of traditional business models. The platform economy has
gradually become the mainstay of China’s economic operation, and the importance of platform enterprises in
the development of the industry and international competition has become increasingly prominent?. Numerous
traditional retail enterprises have begun to actively transform into e-commerce platform enterprises. A variety of
new platform enterprises have been born one after another. B2C e-commerce has become the focus of attention
of enterprises and academics with its huge commercial potential and its necessity in the daily life of residents.
In the wave of online shopping platforms, cosmetics and skincare online shopping platforms have also begun
to emerge, such as wine fairy network, wine chain world, one nine, wine convenience and so on. The industry
influence of vertical e-commerce platforms for cosmetics and skincare products is gradually increasing, and
major cosmetics and skincare giants are also actively building their own e-commerce platforms. In today’s
context of fierce competition in a wide range of cosmetics and skincare online shopping platforms, if you want
to build a new cosmetics and skincare online shopping platform and make it more consumers to choose and
use, you need to take into account more influential factors. In recent years, various cosmetics and skincare
enterprises have begun to establish their own platforms other than Taobao, Jingdong, and other comprehensive
e-commerce platforms, to make a breakthrough in the fierce competition of e-commerce platforms and obtain
more performance. However, there are still some problems that need to be noticed and solved in the cosmetics
and skincare online shopping platform. For example, during the use of e-commerce platforms, the initial
investment costs, maintenance costs and other operating costs will not be lower than the operating costs of
offline retail stores, and some are even higher than those of offline stores. The sale of cosmetics and skincare
products is even more, so the traditional cosmetics and skincare sales channels have been deeply rooted in
people’s hearts, making it difficult to integrate with the e-commerce online shopping platform?. Therefore, how
cosmetics and skincare companies can create a new online shopping platform that meets customers’ needs and
makes them will to use it has become an important research topic.
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Although scholars have researched the willingness to use online shopping platforms, most of the current
studies focus on the willingness to continue to use the existing platforms, while fewer studies focus on the
willingness of customers to use new online shopping platforms. At the equal time, most of the present lookup on
customer satisfaction focuses on the product itself and fewer studies are conducted on the customer’s satisfaction
with the platforms, not to mention the impact of the satisfaction with the platforms on the willingness to use the
new platforms*. The willingness of customers to select a new online shopping platform is evaluated in the context
of temporal sequence. Meanwhile, users are the core factor for the development and growth of cosmetics and
skincare vertical e-commerce platforms. Only with a clear understanding of customer needs and the provision
of appropriate products and services can a wine online shopping platform rationally allocate resources to meet
user expectations®. Customers for platform to use the cost of consideration is the first to occur, when customers
in contact with a new online shopping platform will first learn. When customers feel that learning to use a new
online shopping platform needs to pay a lot of time and energy costs, they will give up using this new platform to
use their own more familiar with the existing platform. Secondly, customers will consider the risk in the process
of using, compared with the experience brought by choosing a new online shopping platform. Customers are
more worried about the safety of their information and property. When customers have more and more choices,
their satisfaction level and perceived value of the online shopping platform become the main factors influencing
their choice of a new online shopping platform. Customers’ characteristics are different, and there is a huge
difference in the demand and choice behavior of online shopping platforms. Platform enterprises should also
consider the differences in customers’ characteristics, build and design new online shopping platforms according
to the differences in customers’ subjective wishes.

Therefore, according to the principle of perceived value and rational behavior theory, this paper will conduct
an empirical learn about the willingness of customers to use the new platform by using the collected 540 sample
data. Firstly, this paper explores the mechanism of customer’s platform satisfaction on the willingness to use
the new platform, compares and contrasts the degree of influence of the two dimensions under the platform
satisfaction on the willingness of the customers to use the new platform. Secondly, we examine the mediating
function of customers” perceived value and individual subjective willingness, and examine the extent of their
role. More importantly, the results of the study will be used as a guide to explain in detail how the new online
cosmetics and skincare shopping platform can attract customers to use it.

Literature review and hypothesis formulation

Platform satisfaction and willingness to use the new platform

Most of the existing studies on satisfaction by national and international researchers are based on the "expectation-
inconsistency" theory®, the theory suggests that customers evaluate the experience of the consumption process
by comparing the hole between the perceived product performance and the anticipated level. If the customer’s
perceived performance is in line with the expected level or exceeds the expected level, the customer will feel
satisfied. Vice versa, they will feel dissatisfied. According to Lapidus and Pinkerton, the customer is in an
exchange relationship between the purchasing and consuming of a product or a service. The customer, in the
method of buying and ingesting a product or service, is in an exchange relationship with the merchant. The
custome compares what he gets with what he puts in, and he will be satisfied only if he feels that the two are
commensurate and that he is psychologically fair”. Satisfaction is a state of inner fulfillment achieved by the user.

The term “will” is of psychological origin. Fishbein® proposes that "willingness is the probability that an
individual will interact in a sure behavior", then the willingness to buy is the probability of purchasing a
good. Ajzen®, in studying the relationship between willingness and true behavior, posits that the generation of
willingness precedes actual behavior, so we can predict the platform usage behavior of customers through their
willingness to use the platform. Willingness to buy refers to the subjective probability of a customer’s purchasing
activity and the response of whether or not he is inclined to proceed to preserve a properly relationship with
the merchant and suggests the purchase to others’. Kiseol'® uses the Unified Theory of Acceptance and Use of
Technology (UTAUT) as a theoretical backbone. The factors influencing customers” willingness to use online
shopping platforms were investigated using American customers as research subjects. The study shows that
customers’ willingness to use is directly influenced by the external environment and fit, and indirectly influenced
by meritorious performance expectations, hedonic expectations, and effort expectations.

Customers” willingness to use a new online platform is similar to their psychology and intentions when
making a new offline purchase. This is because both create a sense of a new journey of initially the use of a
product or service, i.e., a journey of whether or not consumption expectations can be fulfilled. In the study
of customer behavior, customers willing to use a service or a product are built based on being satisfied with
their initial consumption process. However, dissatisfied users tend to stop using these services or switch to
alternative services. Similarly, in research related to online shopping platforms, users’ willingness to use the
platform mainly depends on their satisfaction with the platform in the process of using it. Specifically, pride is
a key determinant of the intention to use online shopping platforms!!. Customers decide whether to continue
or discontinue the services of the platform by considering their satisfaction in using the platform!% Further, a
customer’s willingness to use a new platform will only lead to the purchase of a product if the online shopping
platform adequately meets the customer’s needs'>. If the new platform provides customers with a product or
service trial function that can visually show the comparison between the customer’s benefit and payment in the
process of using the platform, it can not only effectively alleviate the customer’s psychological pressure but also
attract more triers.

In this research scenario, since the new online shopping platform for cosmetics and skincare is a tool used by
users in purchasing products and obtaining cosmetics and skincare-related information. The satisfaction of this
new online shopping platform for cosmetics and skincare has a vast influence on whether or not the consumer
chooses to use it and recommends it to others. The higher the user satisfaction rate of the new online shopping
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platform for cosmetics and skincare products, the more satisfied customers will be in purchasing and analyzing
cosmetics and skincare products, acquiring information, and thus more likely to choose the platform. Given this,
this paper proposes the following hypotheses:

H,: Platform satisfaction positively contributes to a customer’s willingness to use a new platform.

Perceived risk is a complex factor composed of multiple dimensions such as time, economy, and psychology,
which exists and leads to the user’s negative usage behavior. Risk perception is a major impediment to users
adopting new technologies, especially in e-commerce environments!*. Meanwhile, customer satisfaction with
the platform can be categorized into the following two dimensions: platform utilization risk and cost of platform
usel®.

The risk of platform use consists mainly of the purpose of use, the variability of the results of use, and
losses resulting from misuse. Unlike traditional offline stores for purchasing products, when users use online
platforms to purchase products, their personal information is exposed to the public at risk of information theft,
fraud, etc.!S. If users perceive a risk during the online purchasing process, they will hesitate. Due to the fact that
consumers mobile devices always store their personal information, the security and privacy risks associated
with monetary transactions conducted through mobile devices are often higher'”. Customers will inevitably
encounter threats to information security and property safety when using online shopping platforms for long-
distance interactions, and the risk of platform use is the level of threat that customers will encounter. The greater
the stage of risk, the greater the sense of distrust and insecurity of the customer, and the lower their satisfaction
will be. Trust is the foundation of all business behavior. Customers’ original intention of using the platform is
to facilitate their lives rather than to be cheated. Therefore, the greater the risk of platform use, the lower the
customers’ willingness to use the new platform. Given this, this paper proposes the following hypotheses:

H, : Platform usage risk reduces customers’ willingness to use new platforms.

Perceived cost is defined as the aggregate of all the expenses that users perceive during the use of the platform,
including unnecessary economic losses and time losses due to the inability to obtain useful information's.
Consumers do not make decisions blindly, but rather make a tendency to purchase or not based on an evaluation
of the benefits and costs. The higher the benefits and the lower the costs, the more likely consumers are to
experience high levels of perceived value, and high perceived value may act on user satisfaction and indirectly
influence the willingness to continue using. Customers’ exposure to new online shopping platforms comes with a
cost in terms of time and effort, as well as a cost in terms of network traffic expenses incurred during the learning
process, and some potential sunk costs, etc!. Cheong?® argue that users who face a high cost of paying for the
use of an online product are less likely to be willing to use. Cosmetics and skincare online shopping platform
is also a network product, and its use has the special characteristics of mobile business, mobile payment, etc?!.
Therefore, the variable of platform use cost is introduced into the model of this study. If the customer’s learning
cost is large and time-consuming during the process of using a new online shopping platform for Cosmetics and
skincare, then the possibility that the residents will tend to use the platform will be low??. Given this, this paper
puts forward the following hypotheses:

H,,: The cost of platform usage reduces customers’ willingness to use new platforms.

The mediating role of customer perceived value

Customer perceived value is the mid-twentieth century since foreign scholars such as Drucker, Zeithaml, and
Holbrook proposed and developed mature. Customer perceived value is the customer’s certain attributes of the
product. The performance of the attributes and the specific situation helps or hinders the achievement of its
goals and intentions of the product use results of the perceived preferences and evaluation?*. Customer perceived
value is not a single type of value, such as practical value, social value, emotional value, cognitive value, and
situational value?*. At present, there are fewer studies on the relationship between customers’ perceived value
and willingness to choose a new platform, but some scholars have achieved some results in the research related
to online shopping platforms. Zeithaml'® consider that perceived value has a direct affect on willingness to use
when researching customer behavior. Chinese scholar Zhu Ge? in studying the mobile payment context, it
was confirmed that the customer’s willingness to use depends on the comparison of perceived advantages and
perceived costs, i.e. on the customer’s perceived value.

In the context of e-commerce, since online shopping platforms are unique from offline stores and customers
do not have access to the goods. It is necessary to generate the corresponding perceived value through the
perception of online shopping platform attributes. When user perception is improved, users truly accept the
platform information, which then enhances their willingness to use the online shopping platform. Davis?® in
studying the influence of platform satisfaction on perceived usefulness and perceived usability, the attitude-
intention-behavior model is constructed. It is confirmed that information perception influences the willingness
to use. As a result, in the online shopping platform, after receiving the perceived external factors given by the
attribute characteristics of the platform, the customer will produce the corresponding attitude of satisfaction
or dissatisfaction and then will produce a certain perceived value of the platform, and then produce the
corresponding emotional attitude. They ultimately realize the platform’s willingness to use. The degree of
customer satisfaction with an online shopping platform affects its perceived value, which is an important basis
for customers to compare and choose a certain online shopping platform?’. At the beginning of the twenty-
first century, Kim?® proposed VAM based on TAM of Davis et al. according to the theory of customer value.
Theoretical models such as TAM and TRA consider willingness to use as the dependent variable. Different
online shopping platforms differ greatly in terms of platform functionality, information content, and platform
branding, which will have an impact on customer satisfaction with the platform, and thus will affect customer
perceived value.

At present, the relationship between perceived value and willingness to use has been confirmed by many
scholars. It has been shown that customers™ choice of online shopping platforms and their loyalty are largely
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influenced by their perceived value, which can be obtained by weighing and comparing the perceived gains
and losses of customers before, during, and after the whole process of consumption®®. Moslehpour®® studied
the intention to use online shopping platforms based on TAM and PT theory, the consequences exhibit that
customers’ satisfaction with the platform positively affects their perceived value and has a good sized influence
on their intention to choose an online shopping platform. Lin’s findings®! indicate that customers’ attitudes
toward the platform have a significant effect on their willingness to choose that online shopping platform.

In the Internet era, online consumers often want to maintain a good image, be recognized by others, and
improve their social status in an interconnected social environment®2. Therefore, the higher the perceived value
that a customer generates via the use of the new platform, the higher willingness to use the new platform.

In summary, this study concludes that user perceived value is a effective transition factor, both as an outcome
variable of consumer platform satisfaction and as a key determinant of whether or not a consumer chooses to use
a new online shopping platform. Accordingly, this paper proposes the following hypotheses:

H,: Customer perceived value mediates platform satisfaction and customers’ willingness to use new platforms.

Meanwhile, since platform satisfaction was divided into two dimensions above platform usage risk and
platform usage cost, this study considers customer perceived value as an outcome variable of platform usage risk
and platform usage cost as well. Lee®? integrates perceived value, perceived risk, and perceived trust to construct
a new theoretical framework to explain customers’ willingness to use online shopping platforms. It can be seen
that customers need to make value considerations when deciding whether or not to use a new online shopping
platform. The perceived benefits generated by customers when using a new online shopping platform will offset
the risks and costs of using the platform, resulting in a positive sense of identity and sense of belonging, among
other things*%. The advancement of internet technology has weakened the impact of physical, psychological, and
other risk dimensions on users in the traditional marketing environment, but it is difficult to avoid the potential
threat of privacy issues to users®. User privacy information may be at risk of leaking due to imperfect platform
protection measures, inadequate privacy policies, and other factors. The platform itself may also use some of the
privacy data to make personalized recommendations for users. Users can express their experience after using
the platform through comments. Since users in the e-commerce field can fully view the feelings of other users,
there will be a greater perceived risk before using the new platform. Negative reviews can shake the confidence
of other users who intend to use the new platform. The impact of browsing other users’ reviews on perceived risk
is even greater. Accordingly, the following hypotheses can be proposed:

H,,: Customer perceived value mediates between platform usage risk and customers’ willingness to use a
new platform.

Perceived cost is defined as the aggregate of all the expenses that users perceive during the use of the platform,
including unnecessary economic losses and time losses due to the inability to obtain useful information®. The
increase in perceived cost means additional time and money spent, which will give users psychological pressure
and reduce their willingness to use new platforms®”. In the context of e-comme rce, since online platforms
are different from offline stores, consumers need to spend time and effort to understand the reliability. Some
platforms even require membership fees to use normally. The product price is a key factor for users to make
their payment decisions, especially after the emergence of membership and buyout payment strategies, most of
the high-quality knowledge information on shopping platforms needs to be paid for separately®. When users
purchase paid memberships or skincare products without being able to predict the quality of the products in
advance, they face the risk of inconsistency between actual effectiveness and expected effectiveness, which may
lead to unnecessary economic losses. In addition, the problem of content homogeneity hasled to the proliferation
of similar information, increasing the difficulty of users” information filtering and generating unnecessary time
consumption. Therefore, it is necessary to generate corresponding perceived value through the use cost of online
shopping platforms, when the user’s perception is improved, the user truly accepts the platform information,
and then enhances the willingness to use the platform, users are willing to pay to enjoy high-quality service
content that meets their needs. But if they do not perceive the value of the service, the content is not attractive
enough, their willingness to use platform will decrease significantly*’. Accordingly, the following hypotheses can
be proposed:

H,,: Customer perceived value mediates between platform usage costs and customers’ willingness to use the
new platform.

The mediating role of individual subjective will
Fishbein first studied “willingness”, which is an important antecedent variable of customer behavior. Currently,
academic research on factors affecting customer willingness is mainly based on a theoretical model, such as the
TRA, TPB, TAM, VAM, and VAM, etc. According to TRA, willingness determines behavior, and the relevant
variables are willingness, attitudes, behavioral beliefs, appraisals, subjective norms, normative beliefs and
motivation, and normative beliefs and motivation.

In 1980, Martin Fishbein and Icek Ajzen fleshed out the TRB, which consists of the following key elements:
@ Individual Behavior Intention determines character behavior. The greater a person’s Behavior Intention,
the greater the likelihood that he will engage in a particular behavior. Other factors that influence individual
behavior have an indirect effect on individual behavior through behavior intention. @ Behavioral intentions are
influenced by both attitude toward the behavior and subjective norm. Behavioral attitudes are an individual’s
nice or bad evaluation of taking the conduct, subjective norms are the social pressures perceived by the character
to take the behavior. This theory has had a significant impact on the study of consumer behavior and has been
studied and confirmed by many scholars and organizations after Martin Fishbein.

According to the TRB, individual subjective willingness refers to the degree to which people perceive what
others (meaning those who are important to them) think they should or should not do. That is to say, some
people do not initially have the willingness to adopt a certain behavior but change your mind about accepting
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a certain behavior. Because you are perceived by some important people around you'!. As the new online
shopping platform for cosmetics and skincare is an emerging technology product, the number of initial users is
relatively small, so in addition to their interest in active understanding. They are also likely to be influenced by
the surrounding environment or the recommendation of friends and relatives to use it. Shirley uses the principle
of technological conduct as the main theory, supplemented by the principle of rational behavior and the idea
of deliberate behavior, to analyze the influencing factors on the consumer’s choice of the online platform, and
concludes that: the customer’s understanding of the value of the platform positively influences the customer’s
willingness to use the new platform. Shirley’s analysis of the elements influencing consumers’ choice of online
buying platforms, based on the principle of technological conduct and the principle of rational behavior, and
the concept of deliberate behavior. He concludes that the customer’s perceived value positively influences the
customer’s willingness to use a new platform, and the customer’s delight with the platform and the customer’s
subjective willingness positively influences the customer’s willingness to use the new platform. When Kang??
analyzes the influencing elements of consumers’ APP mobile shopping behavior, the rational behavior theory
is used as the theoretical support. It is concluded that consumers’ satisfaction with the APP and consumers’
subjective willingness to use the APP positively affect consumers’ willingness to use the APP. In terms of
willingness to use a new online shopping platform, user behavior is usually influenced by social relationships,
such as groups of classmates, friends, etc?®. Based on the combination of the technological acceptance mannequin
and customer perceived value theory, this study adds the variable of consumers’ subjective willingness to use new
online shopping platforms, i.e., consumers’ willingness to use new online shopping platforms will be affected
by their own perceived external environment and interpersonal relationships. Consumers are usually willing
to share the valuable information they obtain with friends or family members, and they will also refer to the
opinions of their neighboring groups before choosing a new online shopping platform. Cui Xuelian*® showed
that the influence of the external environment and interpersonal relationships received by consumers has the
strongest effect on whether they will choose a new online shopping platform. While studies have shown that
interpersonal relationships are an essential issue in the subjective willingness of individual consumers.

Convergent effects are a mechanism in the evolution of a system that allows consumers to interact with each
other and perform the same or similar adaptive activities*%. In this research situation, different consumers live in
their respective communities and circles, and the behavior and awareness of other people in the community will
have a relatively strong homophobic influence on consumers’ behavior and awareness. Therefore, it is reasonable
to hypothesize that consumers’ subjective willingness will have an impact on whether they decide to use a new
online cosmetics and skincare shopping platform. Accordingly, this paper proposes the following hypotheses:

H,: Individual subjective willingness mediates between platform satisfaction and customers’ willingness to
purchase a new platform.

Perceived risk is a subjective feeling of consumers, arising from the possibility that the actions they take
may produce unforeseen results, which are usually unpleasant®. Individual subjective intention is a risk-taking
behavior that is easily influenced by others in risky situations, which affects consumers’ perception of the risks
associated with using new platforms. It is also subject to change based on the relationship of trust with others,
which can affect consumers’ perception of the risks associated with platform use and ultimately affect their
willingness to use the platform. Lee and Turban®® believe that consumers cannot experience products before
shopping online, and their willingness to use the platform is also dynamically changing based on the influence
of others. When consumers browse reviews and videos of online products, this further changes their perception
of the product. If consumers perceive the risks and uncertainties of online shopping, their willingness to use the
platform will decrease?”. Similarly, the following hypotheses can be formulated based on the two dimensions of
platform satisfaction segmentation:

H,,: Individual subjective willingness mediates between platform usage risk and customers’ willingness to
use a new platform.

The platform usage costs include both tangible and intangible costs, which are the costs that consumers feel
they have incurred either before or after they have come into contact with or started using the platform*3. China’s
shopping platform Pinduoduo, which offers daily billion-yuan subsidies and subsidies for agricultural products
and limited-time flash sales, creats an atmosphere where users can enjoy "11.11" and “618” every day, making
them feel that the cost of using the platform is lower than any other platform, influencing consumers’ subjective
intentions. Since the platform provides extensive information on products and the purchasing process, it offers
customers a wide range of choices, including sellers, which may make the online platform a true competitive
market, allowing consumers to make informed decisions and gain a comprehensive understanding of product
prices, enabling them to shop on the platform using the platform that they believe has the lowest product cost®.
Additionally, the time cost is an aspect that cannot be ignored, as it is a measure of the interactivity between
buyers and sellers. It refers to the reduction of information asymmetry and the reduction of unexpected events
such as incorrect product delivery and missed delivery dates, making consumers feel that the platform is easy to
use and saves time, which will make them more inclined to choose the platform.

H,,: Individual subjective willingness mediates between the cost of platform use and customers’ willingness
to use a new platform.

Based on the above analysis, this study concludes that platform satisfaction has a facilitating effect on
customers’ willingness to use the new platform, in which customers’ perceived value and individual subjective
willingness play a mediating role, as shown in Fig. 1.

Research design

Data collection and sample selection

This study mainly obtains research data through online questionnaires, by designing tencent questionnaires
and by distributing questionnaires in the cassroom. So that the students can help to forward them again to the
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Fig. 1. Conceptual model diagram.

customers who have the experience of purchasing cosmetics and skincareic products on online platforms. A
complete of 800 questionnaires were disbursed and 753 were retrieved. To ensure the reliability of the research
sample, the returned questionnaires were further screened, and the screening principles were as follows: (1)
questionnaires with obvious mutually exclusive questions in the logic of the answers were excluded, for example,
questionnaires whose age was under 20 years old and whose education level was a Ph.D.; (2) according to the
pre-study, this study considered that the questionnaire filling time was at least 90 s per copy, so the answer sheets
with an answering time of less than 90 s were deleted; (3) answer sheets with answers of obvious pattern, and
the answers of several consecutive questions are the same. A whole of 540 legitimate questionnaires were bought
after removing the invalid answer sheets, with an effective return rate of 71.7%, and the sample size meets the
needs of this study.

The proportion of males among the respondents is slightly higher than that of females, and the age of the
respondents is 30 years old and below, accounting for about 60% of the respondents. Most of the respondents
have a bachelor’s degree accounting for about 60% of the respondents. More than 60% of the respondents have
a monthly consumption level of 2000 RMB and below. More than 60% of the respondents have been purchasing
cosmetics and skincareic beverages using online platforms for less than one year. More than 70% of the
respondents have purchased cosmetics and skincareic beverages using online platforms for two times and below
over the past 1 year, and the specific statistics of the samples are shown in Table 1.

Variable definition

Since the data of this study cannot be obtained through direct measurement of users’ thoughts and perceptions,
it is necessary to obtain the data from the side by means of questionnaires. The scales used in this study are
referred to the present mature scales, and are modified in accordance to the Chinese language after combining
with the content of the study. All the questions were measured on a five-point Likert scale, with a rating of 1
indicating that the respondent strongly disagreed with the content of the question, and a rating of 5 indicating
that the respondent strongly agreed with the content of the question.

Explained variable: willingness to use the new platform

Most of the scales of the existing studies on platform usage willingness have been placed in the context of
continuous usage, and fewer studies have measured the willingness to use a new platform. Considering that
this paper is based on the idea of customer perception and the idea of rational conduct to study the relationship
between patron pleasure with the platform and the willingness to use the new platform. In such a situation,
"the customer’s willingness to choose the new cosmetics and skincare e-commerce platform" is essentially a
kind of "willingness to choose" for new things. In such a situation, "the customer’s willingness to choose a new
cosmetics and skincare e-commerce platform" is essentially a "willingness to choose" a new thing, which reflects
the customer’s judgment of the perceived value and the effect of personal subjective will influenced by others.
Some scholars, citing the doctrine of technology acceptance model, define the intention to use the new online
shopping platform as the customer’s state of mind on the use of the new online shopping platform, which is
jointly ruled by the perceived usefulness and perceived ease of use®'. For the measurement of willingness to use
new platforms, four questions were used: I will prioritize this platform when I have shopping needs. I will use
this platform to shop. I will use this platform to shop in the future. I will recommend this platform to my friends
and family. In the context of this study, the questions of "willingness to use a new platform" were designed based
on the measurement of perceived value, external environment, and interpersonal relationships from existing
studies. Through literature review, this study found that many scholars’ measurement items on the existing scale
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Sample type Sample characteristics | Sample size | Proportions (%)
Male 292 54.1
Sex
Female 248 459
30 and under 322 59.6
31-50 years 186 34.4
51 and over 32 5.9
College and below 171 317
Educational attainment Undergraduates i 009
Master 34 6.3
PhD 6 1.1
Less than 2000 347 64.3
Monthly consumption level 2000-5000 140 259
5000 or more 53 9.8
Less than 1 year 360 66.7
1-2 years 90 16.7
Time spent using online platforms to purchase cosmetics and skincare 2-3 years 32 5.9
3-4 years 13 24
More than 4 years 45 8.3
0-2 times 420 77.8
Frequency of using online platforms to purchase cosmetics and skincare in the past year 36 times % 181
7-11 times 13 24
12 or more 9 1.7

Table 1. Statistics on the characteristics of the sample.

of "willingness to choose" are related to whether customers can obtain the perceived value they want to get in
the process of using the new platform, whether they make use of it or purchase it, and whether they are willing
to recommend it to others, etc. Their reliability and validity are shown to be good by empirical tests. Therefore,
this study refers to the scale used by Hajli*2, using the following questions: In the future shopping, I will pick the
new online purchasing platform if it can visualize and perceive the fabricating process of cosmetics and skincare.
I will choose the new online shopping platform if the new online shopping platform can realize the functions of
collecting, investing, and trading of cosmetics and skincare. I will choose the new online purchasing platform,
and I am willing to recommend the new online shopping platform to others. I will reccommend the new online
shopping platform to others.

Explanatory variable: platform satisfaction

Platform satisfaction research is to analyze the factors affecting customer satisfaction with online shopping
platforms, and to reduce customer loss or increase customer usage through effective improvement measures.
Commonly used methods to analyze customer satisfaction with online shopping platforms include hierarchical
analysis, fuzzy comprehensive evaluation, structural equation modeling, and questionnaire survey. Hierarchical
analysis is a combination of qualitative and quantitative analysis methods proposed by Thomas, an American
operations researcher, in the 1970s. The fuzzy comprehensive evaluation method takes qualitative into
quantitative as the core theory, takes the optimal evaluation value as the benchmarkl, and evaluates the
corresponding evaluation value according to the degree of under-optimization for the rest. At the same time
the method determines the functional relationship between each factor and the evaluation value according to
the characteristics of each evaluation factor. Since it is difficult to obtain customer satisfaction with the new
platform through direct measurement of users’ thoughts and perceptions, most of the studies chose to obtain the
corresponding data from the side by means of questionnaire surveys.

Platform usage risk mainly refers to the possible losses perceived by customers when using a new online
shopping platform for shopping. In this paper, platform usage risk mainly refers to the possible information
leakage and monetary losses during or after the process, and is defined as the user’s concern about the possible
leakage of personal privacy, basic information, and transaction information that may be triggered by the use
of a new online shopping platform. Referring to the scale items of Wu® the risk of platform use in platform
satisfaction was measured using the items: I think a good online shopping platform must be able to better protect
customer information and I think it is important to choose a good online shopping platform whose payment
methods are secure.

When a customer chooses to use a new online shopping platform, he or she will compare the product costs
incurred in purchasing with the costs of other online shopping platforms or offline stores that he or she has used,
as well as consider the non-commodity-value costs incurred in using the new online shopping platform. The
cost of using the platform refers to the user’s subjective understanding of the objective price of the product, i.e.,
the extent to which the price is perceived to be fair and reasonable if he or she is using the new online shopping
platform. In this paper, based on Chan and Guptas® scale, the measurement question items for the cost of
platform usage were obtained by combining them with the scenarios of this study.
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Mediating variables: customer perceived value and individual subjective will
(1) Customer perceived value.

Customer perceived value is a variable that contains multiple dimensions. In traditional business studies,
Sheth>® developed a more complete theoretical framework on customer perceived value, which consists of
five dimensions: social, cognitive, emotional, functional, and conditional. Zeithama'® defines perception as an
overall assessment of the utilization of online shopping platforms by customers who measure the benefits and
contributions they receive from the services during the use of the platform. Davis? builds on this by using four
question items to measure customer perceived value. Sweeney and Soutar®® developed the well-known PERVAL
perceived value scale and categorized perceived value into four dimensions: price-based purposeful value,
quality-based purposeful value, social value, and emotional value. Fandos®” and others have further developed a
multi-item scale for social, emotional, and functional values. Sweeney and Soutar 's research™® proposed a three-
dimensional framework for measuring customers’ perceived value of a new online shopping platform, including
perceived practical value, perceived benefit value, and perceived social value, and used three question items to
measure it.

(2) Individual subjective will.

Individual subjective will means that customers’ choice of online shopping platforms is often influenced by the
surrounding environment as well as interpersonal relationship networks. In other words, in addition to the
mass media, the strong and weak social relations around the user can also become an important channel for
the publicity and promotion of the new online purchasing platform, which is conducive to the proliferation of
this innovation. Algesheimer. Dholakia and Herrmann® proposed a model that illustrates how consumers’
subjective intentions affect their intentions and behaviors. They empirically found a positive correlation between
consumers’ identification with their subjective intentions and their willingness to engage, maintain interpersonal
relationships, and their willingness to use the new platform. Bearden and Etzel® in their study to analyze the
influence of personal subjective willingness on consumers’ choice of platforms, chose to examine personal
subjective willingness by using three questions. For example, “I think I will refer to my online friends’ evaluations
of the platform when choosing an online shopping platform” Ajzen®' examined the subjective willingness of
individuals by dividing it into two dimensions, the external environment and interpersonal relationships. In the
study of external environment, we used two items: "I would choose a certain online shopping platform because
of mass media and advertisements, and I would choose an online shopping platform that has a good reputation
for shopping". In the study of interpersonal relationships, two items used were as follows: "I would choose an
online shopping platform that many of my friends use, and I would choose an online shopping platform that
my friends and relatives recommend me to use". In light of the research situation, this paper chooses to refer to
Fishbein & Ajzen’s questionnaire to measure the subjective willingness of individuals.

Control variables

The psychology of customers in choosing whether or not to use a particular new online shopping platform
is complex, and the outcome is influenced by a variety of factors. Existing research in the field of customer
behavior and psychology has confirmed that customer gender®, age®, education level, and economic income
have an impact on customer behavior. Therefore, this paper chooses four control variables, namely, gender,
age, education level, and average consumption level, to be included in the hypothesis testing model. Among
them, age is divided into three levels, which are 30 years old and below, 31-50 years old, and 51 years old and
above. Education level is divided into four categories, which are college and below, bachelor, master, and doctor.
Monthly consumption level is divided into three levels, which are below 2,000 yuan, 2,000-5,000 yuan and above
5,000 yuan.

Ethical approval and consent to participate

This study was approved by the Research Ethics Committee of Anhui University. All methods were carried out in
accordance with relevantguidelines and regulations. Informed consent was obtained from all subjects following a
detailed explanation ofthe study objectives and protocol to each subject. All subjects provided written informed
consent prior to beingmonitored.

Reliability and validity analysis

The reasonableness and accuracy of the subsequent data analysis require that the questionnaire consists of
a certain degree of reliability, and this paper adopts Cronbach’s coefficient to measure the reliability of the
questionnaire from the internal consistency. As proven in Table 2, the coefficients of the platform satisfaction,
customer perceived value, personal subjective willingness and the willingness to use the new platform are all
higher than 0.7, which indicates that the questionnaire reliability is good. In addition, as shown in Table 2,
the KMO coefficients of platform satisfaction, customer perceived value, personal subjective willingness, and
willingness to use the new platform are all higher than 0.7 and the importance stage is 0.000, indicating that the
validity of the questionnaire is up to standard. Therefore, the subsequent analysis can be carried out.

Empirical results and analysis

Correlation analysis

In this study, Pearson’s coeflicient in SPSS 25.0 software was used to verify the interrelationships between
variables. The imply and general deviation of the variables and the correlation coefficients between the variables
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KMO
sample
Cronbach’s | suitability
Concept Test item a quantity | Significance
1. I think a good online shopping platform must be able to better protect customer information
Platform 2. I think it's important to choose a good online shopping platform whose payment method is secure 0.853 0.745 0.000
satisfaction | 3 1 ¢hink choosing a good online shopping platform can reduce the cost of shopping ' ' ’
4.1 think good online shopping platforms have cheaper prices for goods
Customer | 1. I'll choose a new online shopping platform if it helps me make more friends
erceived
\Ijalue 2. T will choose a new online shopping platform if the products and services it offers are worth what I pay for them 0.800 0.712 0.000
3. Tl choose a new online shopping platform if it has a clear advantage in terms of features
1. I would choose a new platform based on mass media and advertising campaigns
Individual | 2. T would shop with a reputable platform
subjective 0.757 0.729 0.000
will 3. I would choose an online shopping platform that many of my friends around me are using
4. Twill choose the online shopping platforms that my friends and relatives reccommend me to use
1. In my future shopping, I will choose a new online shopping platform to buy cosmetics and skin care products
Willingness | 21 would choose a new online shopping platform if it could visualize and perceive the process of fabricating cosmetics
to use and skin care products 0.847 0.805 0.000
the new 3.1 would choose the new online shopping platform if it can realize the collection, investment, and trading functions of | ’ ’
platform cosmetics and skincare
4. T would recommend new online shopping platform to others
Table 2. Results of the reliability test.
Variable Average value | Standard deviation | 1 2 3 4 5 6
1. Platform satisfaction 4.2032 0.84021 1
2. Platform Perceived Risk 4.4157 0.89879 0.893*%%* | 1
3. Platform Perceived Costs 3.9907 0.96598 0.908*** | 0.624*** | 1
4. Customer Perceived Value 3.6648 0.92191 0.561°%* | 0.462°** | 0.546*** | 1
5. Individual subject will 3.8079 0.83799 0.485%F* | 0.4507* | 0.426*** | 0.477°* | 1
6. Willingness to use the new platform | 3.4278 0.92425 0.399%* | 0.3187%* | 0.398*** | 0.6357* | 0.446*** | 1

Table 3. Descriptive statistics and correlation analysis. *Denotes a significance level of 0.05; **denotes a
significance level of 0.01; ***denotes a significance level of 0.001; the table below is the same.

are presented in Table 3, and the consequences of these statistics initially support the lookup hypotheses of this
paper.

Regression analysis

In this paper, the mediating effect was tested by SPSS25.0, using stepwise regression. Referring to Baron, Kenny
and Wen Zhonglin, the mediating effect was tested. For the sake of concise expression, the control variable
gender was set as C , age as C,, education level as C;, consumption level as C,. Independent variable platform
satisfaction was set as X, Platform perceived risk as X, platform perceived cost as X,. Mediator variable customer
perceived value was set as M, individual subjective willingness as M,,. Dependent variable willingness to use the
new platform was set as Y.

Since the measurement items of platform usage risk and platform usage cost were designed according to
the fact that the greater the positive score the lower the usage risk and usage cost, the regression analysis is still
validated according to the positive score.

To verify the direct and indirect relationships between platform satisfaction and customers’ willingness to use
the new platform, the following validations are needed: Firstly, verify the direct effect of platform satisfaction,
as well as platform perceived chance and platform perceived cost on the willingness to use the new platform.
Secondly, verify the impact of platform satisfaction, as well as platform perceived risk and platform perceived cost,
on the two mediator variables of customers’ perceived value and individuals’ subjective willingness, respectively.
Finally, we verify the consequences of the impartial variables and the mediator variables on the willingness to
use the new platform. In the validation results, if the impact of the unbiased variable on the mediator variable
is significant, and at the same time when testing the impact of the unbiased variable and the mediator variable
on the willingness to use the new platform, the impact of the unbiased variable and the mediator variable on the
willingness to use the new platform are both significant. Then it means that the mediator variable plays the role
of incomplete mediation. If the impact of the mediator variable is big, and the impact of the unbiased variable
is not significant, then the mediator variable plays the role of complete mediation. The regression consequences
are shown in Tables 4 and 5, and from the consequences of Models 2-4, it is clear that the H,H,,H, holds.
From the results of Models 5-7, we can see that H2 holds and that customer perceived value performs a fully
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Modell | Model2 | Model3 | Model4 | Model5 | Model6 | Model7 | Model8 | Model9
Variable Y Y Y Y M, M1 Y M1 Y
C, —0.054 | —0.017 —0.031 —0.017 —0.113 | —0.060 0.019 —0.078 0.018
C, —0.154 | —0.083 —0.090 —0.106* | —0.170 | —0.070 —0.041 —0.076 —0.043
C, —0.049 | —0.035 —0.045 —0.029 —0.056 | —0.037 —0.013 —0.051 —0.013
C, —0.004 | —0.029 —0.024 —0.024 —0.002 | —0.037 —0.007 —0.031 —0.005
X 0.390*** 0.551*** | 0.061
X, 0.306*** 0.451*** | 0.027
X, 0.391%*
M, 0.597*** 0.618***
R? 0.019 0.167 0.109 0.170 0.027 0.323 0.408 0.224 0.406
F 2.540* 21.356*%* | 13.070%%* | 21.798%* | 3.734** | 50.900%** | 61.164*** | 30.770*** | 60.668***
MAX VIF | 1.545 1.579 1.590 1.560 1.545 1.579 1.586 1.590 1.597

Table 4. Results of regression analysis (1).

Modell0 | Modelll | Modell2 | Modell3 | Modell4 | Modell5 | Modell6 | Modell7 | Modell8

Variable M1 Y M2 M2 Y M2 Y M2 Y

C, —0.062 | 0.020 —0.039 0.006 —0.019 | —0.006 —0.029 | 0.001 —0.017
C2 —0.104 —0.044 —0.217* | — 0.131** | —0.040 —0.127%* | —0.042 —0.165"* | —0.051
C3 —0.030 —0.012 —0.011 0.005 —0.037 —0.006 —0.043 0.010 —0.032
C4 —0.030 —0.007 —0.030 —0.060 —0.010 —0.057 —0.002 —0.051 —0.008
X 0.471%%* | 02370

X, 0.430%%* | 0.1447%

X, 0.536** | 0.075 0.418*** 0.254*%*
M, 0.589***

M, 0.325%** 0.376*** 0.329***
R? 0.310 0.409 0.047 0.262 0.244 0.225 0.219 0.218 0.254

F 48.023*** | 61.529*** | 6.538*** 38.0117%% | 28.743*%* | 31.036*** | 24.842°%F | 29.824*** | 30.286***
MAXVIF | 1.560 1.576 1.545 1.579 1.602 1.590 1.611 1.560 1.595

Table 5. Results of regression analysis (2). Note: The data in the table are standardized coefficients beta.

mediating function between platform satisfaction and willingness to use a new platform. The results of Models
8-9 show that H, holds and that customer-perceived value performs a fully mediating function between
perceived platform risk and willingness to use a new platform. The results of models 10-11 show that H,, holds,
and customer perceived value performs a complete mediating function between platform perceived cost and
willingness to use the new platform. From the results of models 12-14, H, holds, and individual subjective
willingness plays an incomplete mediating role between platform satisfaction and willingness to use the new
platform. From the results of models 15-16, H,_ holds, and individual subjective willingness plays an incomplete
mediating role between platform perceived H,_ holds, and individual subjective willingness plays an incomplete
mediating position between platform perceived risk and willingness to use the new platform. From the results of
model 17-18, H,, holds, and individual subjective willingness plays an incomplete mediating function between
platform perceived cost and willingness to use the new platform.

Robustness testing

To confirm the reliability of facts evaluation and enhance the rigor of the study, this paper conducted further
grouping tests. In this study, when the respondents had different purposes for purchasing cosmetics and skincare
products, significant differences were found in the survey answers, indicating a clear difference in the way
they organized their data. Therefore, this paper conducted grouping tests for the research samples separately
according to the purpose of customers’ purchasing cosmetics and skincare. It is expected to test the robustness
of the above empirical results and provide some suggestions for the implementation of differentiation strategies
in the operation of cosmetics and skincare vertical e— commerce platforms. The test consequences are shown
in Tables 6, 7, 8 and 9, and the regression outcomes are still significant in the different grouping test results,
indicating that the above hypotheses and test Models are somewhat stable.
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Modell | Model2 | Model3 | Model4 | Model5 | Model6 | Model7 | Model8 | Model9
Variable Y Y Y Y M, M1 Y M1 Y
C, —0.113 | —0.068 —0.078 —0.076 —0.167 | —0.101 —0.009 —-0.114 —0.009
C, —0.163 | —0.085 —0.096 —0.106 —0.166 | —0.054 —0.054 —0.067 —0.056
C, 0.026 0.022 0.014 0.034 0.011 0.006 0.019 —0.007 0.018
C, —0.059 | —0.078 —0.075 —0.073 —0.036 | —0.065 —0.041 —0.061 —0.038
X 0.385%** 0.557*** 1 0.060
X, 0.304*** 0.453** 1 0.030
X, 0.386"**
M, 0.584*** 0.604***
R? 0.039 0.182 0.127 0.186 0.044 0.341 0.407 0.238 0.405
F 4259 | 18,440 | 12.034%* | 18.864*%* | 4741 | 42,891 | 47.219%%% | 25.874*** | 46.882%*
MAXVIF | 1515 | 1.557 1.565 1.537 1515 | 1.557 1.561 1.565 1.571
Table 6. Results of subgroups where the purpose of purchase is using it oneself(1).
Modell0 | Modelll | Modell2 | Modell3 | Modell4 | Modell5 | Modell6 | Modell7 | Model18
Variable | M1 Y M2 M2 Y M2 Y M2 Y
C, —0.113 —0.010 —0.054 |0.003 —0.069 —0.002 —0.077 —0.013 —0.071
C, —0.086 |—0056 |[-0222 [-0126 |-0044 |-0126 |[-0049 |-0.161 |—0.052
C, 0.022 0.021 0.004 —0.001 0.023 —0.013 0.020 0.012 0.030
C, —0.057 |—0040 |-0042 |-0066 |—0.057 |-0066 |-0.050 |=—0.057 |-0.054
X 0.4797%* | 0.227***
X, 0.444°% 1 0.135**
X, 0544 | 0.071 0.419%% | 0.246"*
M, 0.578
M, 0.330*** 0.381*** 0.334%**
R? 0.334 0.408 0.053 0.274 0.261 0.240 0.237 0.225 0.272
F 41.5540%% | 47,4300 | 5.831°0%¢ | 31.241°%* | 24.335%%* | 26,151 | 21.377*%* | 24.093*** | 25.689***
MAXVIF | 1.537 1.548 1.515 1.557 1.579 1.565 1.586 1.537 1.570
Table 7. Results of subgroups where the purpose of purchase is using it oneself(2).
Modell | Model2 | Model3 | Model4 | Model5 | Model6 | Model7 | Model8 | Model9
Variable Y Y Y Y M, M1 Y M1 Y
C, 0.033 0.074 0.066 0.062 —0.062 | —0.010 0.080 —0.020 |0.079
C, -0.075 | -=0.061 | —-0.054 |-0.075 |—0.113 | —0.095 0.003 —0.086 | 0.006
C, —0.104 | —0.080 | —0.105 |—0.066 | —0.075 | —0.043 —0.051 —-0.075 | —0.053
C, 0.024 0035 |0.034 |0.031 |—0046 | —0.032 |0.057 -0.033 | 0.057
X 0.407*** 0.518*** 1 0.060
X, 0.305*** 0.390* 1 0.037
X, 0.398*+*
M, 0.670*** 0.686***
R? 0.012 0.176 0.104 0.168 0.018 0.283 0.498 0.168 0.496
F 0.568 | 7.683% | 4196 | 7.293%* | 0.811 | 14.195%%% | 29.574%% | 7.277%* | 20.407°*
MAXVIF | 1452 |1453 |1457 |1452 |1452 | 1453 1.466 1457 | 1.466

Table 8. Results of the grouping where the purpose of purchase is to give away (1).

Conclusions and implications of the study

Findings
Most of the existing research on platform usage willingness is placed in the context of continuous use, less lookup
on the use of new platforms, and the lack of systematic empirical testing, especially for the use of platforms for
cosmetics and skincare purchases. Therefore, based on the concepts of perceived value and rational behavior,
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Modell0 | Modelll | Modell2 | Modell3 | Modell4 | Modell5 | Modell6 | Modell7 | Modell8

Variable M1 Y M2 M2 Y M2 Y M2 Y

C, —0.025 {0.079 0.000 0.040 0.060 0.033 0.053 0.028 0.052
C, —0.113 | 0.001 —0.185 | —0.172 —0.002 |—-0.165 |0.011 —0.186 | —0.011
C, —-0.026 |—0.049 |—-0.089 |—-0064 |—-0058 |—0.08 |—-0.070 |—0.051 |—0.048
C, —0.038 0.056 —0.131 —0.120 0.076 —0.120 0.082 —0.124 0.073

X 0.399%** | 0.272***

X, 0.303*** | 0.186**

X, 0.506*** | 0.059 0.387*%* | 0.2647**
M, 0.671%**

M, 0.339*+* 0.394*+* 0.346***
R? 0.269 0.498 0.067 0.224 0.265 0.158 0.235 0.215 0.262

F 13.274*** | 29.568*** | 3.260* 10.411%%* | 10.757*** | 6.746*** | 9.174*** | 9.855%** | 10.605***
MAX VIF | 1.452 1.470 1.452 1.453 1.491 1.457 1.489 1.452 1.496

Table 9. Results of the grouping where the purpose of purchase is to give away (2).

this paper uses empirical data collected from 540 respondents on platform satisfaction, customer perceived
value, individual subjective intention, and the influencing mechanisms of individual willingness to use the new
platform to draw the following conclusions:

First, customer satisfaction with the platform positively affects the customer’s willingness to use the new
platform. When a customer chooses to use a new online shopping platform for cosmetics and skincare, the
expected experience is satisfied in the process of using it, which will result in a sense of satisfaction. When
the experience in the process of using it exceeds the expectation, the higher the customer’s pleasure with the
platform, and the more inclined they are to choose to use this new online shopping platform.

At the same time, when customers choose to use a new online shopping platform, they will consider the risk
and cost of using the platform. When customers think that their personal information and payment methods
are safer when using a new platform, they will be more inclined to choose this new online shopping platform,
and vice versa, they will be inclined to choose the existing online shopping platforms that they are familiar
with. Moreover, there will be the cost of time and energy when customers are exposed to new online shopping
platforms, and when customers think that the cost they need to pay for the use of a new online shopping platform
is higher than the value of the harvest, they will refuse to use the new online shopping platform.

Second, customer-perceived value performs a mediating function between platform satisfaction and
customers’ intention to use the new platform. The outcomes of the study exhibit that in both dimensions of
platform satisfaction, customer satisfaction with the platform affects the customer’s perceived value, which in
turn affects the customer’s willingness to choose a new online shopping platform.

Meanwhile, personal subjective willingness also performs a mediating function between platform satisfaction
and customers’ willingness to use the new platform. The regression results show that after adding the variable of
personal subjective willingness, the regression results of platform satisfaction and personal subjective willingness
on the willingness to use the new platform are both significant, indicating that personal subjective willingness
also plays a mediating role.

Finally, it can be considered in the regression outcomes that the influence coeflicient of platform use cost on
the willingness to use the new platform is higher than that of platform use risk, indicating that users will pay
extra interest to the consideration of cost when choosing whether to use the new online shopping platform. The
influence factor coefficient of customer perceived value on the willingness to use the new platform is higher than
that of personal subjective will, indicating that customers will pay more attention to their own perceived value
when choosing whether to use the new online shopping platform, and will pay less attention to the consideration
of the external environment and interpersonal relationship.

Theoretical contribution

In terms of theoretical significance, this study provides new insights into the relationship between customers’
satisfaction with platforms and their willingness to use new online shopping platforms. Firstly, the research
findings show that customer satisfaction with platforms has a positive impact on their willingness to use new
platforms. This emphasizes the crucial role of customer satisfaction in the development of sales platforms and
highlights the focus of developing entirely new online shopping platforms. At the same time, this study, based
on the research findings of LIN et al.*%, provides a profound insight into the methods of enhancing the stickiness
of users of existing shopping platforms and the factors that companies should pay attention to in order to
become industry leaders when building entirely new online shopping platforms, providing a theoretical basis
for the relationship between product research and consumer behavior. Secondly, the research findings show that
customer perceived value and personal subjective willingness act as bridges between customer satisfaction and
willingness to use platforms, verifying Peng et al.'s conclusions from an empirical perspective®. In addition, this
study has innovatively discovered that customer-perceived value plays a higher mediating role than individual
subjective willingness. This provides a more cutting-edge research perspective for the study of perception of
value theory. Making it compatible with the use platform makes it more practically significant. Finally, by

Scientific Reports |

(2024) 14:28607 | https://doi.org/10.1038/s41598-024-79085-9 nature portfolio


http://www.nature.com/scientificreports

www.nature.com/scientificreports/

categorizing the satisfaction with using platforms into economic and non-economic costs, namely platform
usage cost and platform usage risk, this study also suggests the economic costs that customers value more when
they are willing to accept new shopping platforms. By integrating TRA, TAM and other theories, this study
innovatively compares the gap in perceived value, external environment, and interpersonal relationships when
using new online shopping platforms; providing a more comprehensive and novel theoretical perspective on
customers’ willingness to use new platforms.

Practical contribution

First, The platform should hold appropriate promotional activities to attract consumers to turn their short-
term and long-term shopping needs into reality, achieve shopping or “stockpiling” behavior, i.e. by holding
promotional activities, enhancing consumer awareness, and thus increasing the willingness to use the platform.
E-commerce enterprises should establish a user-friendly and humanized interface platform, making it easier for
consumers to operate, saving them time and effort. Consumers are more willing to shop from such a platform,
promoting the sustainable development of the platform.

Second, businesses looking to establish a new online shopping platform must focus on the platform’s
appeal to customers while minimizing risks and costs. The company should restrict bulk queries of customer
information by business personnel through technical means, limit the export of customer information, and
ban screen captures. It should also disable USB drives, portable hard drives, and other mobile storage devices
through its terminal security system, and limit the types of tool software that can be installed on work computers.
Additionally, the company should use technical means to physically isolate the business network and the office
network, and establish a comprehensive internal security system for the enterprise.

At last, companies can promote the sustainable development of a new online shopping platform through the
AAARR model. “AAARR” stands for "Acquisition, Activation, Retention, Revenue, Referral." The platform can
organize multiple large marketing events regularly and lock in marketing resources to support the exposure of
activities, creating a buzz and driving traffic to the platform. At the same time, focus on creating "viral marketing,"
utilizing the trust relationship between acquaintances to encourage existing customers to share the platform and
guide users to spread the word.

Shortcomings and prospects
This study still has certain shortcomings and needs to be similarly extended and deepened in the future.

First, this study concludes that customers’” perceived value and individual subjective intentions mediate the
relationship between platform delight and willingness to use the new platform, and future research could further
look for other direct and indirect factors that influence customers’ willingness to use the new platform.

Second, this paper takes customer satisfaction with the platform as the unbiased variable to examine the
degree of its influence on the willingness to use the new platform. Future research can further construct a
complete mannequin to discover the antecedent influencing elements affecting customer satisfaction with the
platform, to deepen the understanding of the path of the platform satisfaction and the willingness to use the new
platform.

Data availability
All data are available on reasonable request, and directed to the corresponding author, Yifei Chen (00020@ahu.
edu.cn).
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