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Study on effects of online store telepresence on consumer

attitude toward online store
WU Rui-juan
(School of Management, Tianjin University of Technology, Tianjin 300384, China)

Abstract: In order to find the internal mechanism and boundary conditions between the relationship of online store
telepresence and consumer attitude toward online store, 209 students are recruited to record their online store
experience. Factor analysis and regression analysis of SPSS 19.0 and LISREL 8.70 are used to verify the
hypotheses. The result shows that online store telepresence and consumer attitude toward online store are
positively significantly related. The effects of online store teleprence on consumer attitude are fully mediated by
cognitive pleasure. In the relationship between online store telepresence and cognitive pleasure, online store
usefulness is an important moderator. The effects of online store telepresence on cognitive pleasure are not
moderated by online store ease of use.

Key words: online store telepresence; consumer; online store; attitude; cognitive pleasure; usefulness; ease of use

Vol.33 No.l
February 2014

— LB IE AR, s B PLSAE T 1017 2 S AR
(i) s (B A (B A1, 2 38 FE 11 93 Tk % B 4%
fil AT AL . SR, BE A R A P &
& X — 2 BB R R AE B B E A E 3D
AR K JR Ay 2% A N ) WA et J8eut 4n ] 78 S 44
JE WAy, 3 A R st I )1 i A7 SR IR, 3 R
Il 73 B 75 23 R MRV 2 5 X G IS, R A 5
Wi, N FERL AL AR R AT A W7 33X S ] 81 F &
A SCRUEAR T () . AR SCHERT IO 9 i 2l 1, 32
Hjﬂ\%ﬂl‘/\ﬁ%mﬂﬁllk%,uﬂ{ﬁ%%u ERRaay- Al ib]
FEHLE]. A, WEIEIRIE— PR T FER ) I 37 /8%

ST PRI ZR R B A A R AT PR G S

FVE. S THRIT X SEAE B2 [ A OC 2R, AR Sl Sk

ﬁﬁﬁﬂ’]ﬁ/f Xt 209 442 A AE P 19 14 0 B A 56
T IS,

1 AREIE

11 WM& R #E S E AR {E A
HJEII*%ME i 108 2o P i 9 2 PR A T —Fh

“ Bl B B 6 SIS b 2 R B —
e TS JfFE.X]L AN il A SR BB, AR S

Wi B HA: 2013-10-10

E&TH: HEARRFESEFELSTH (71302004) ; H AT A SR8 H 4 24 W H (12YJC630239 )
EiEEE: REH(1980—), %, 4, #Iili. E-mail: jennie0212@sina.com



NI SN AN

%33 %

TA K IR 11 7 % s (9 20 2 X X O 7 A A (R S
JR PRI I I 0l 1577 b R £ B (A= 3l
vividness ) Fl7”* i 38 K- (B2 H A  interactivity )!-5L ¢4
S5 A7 B A LA Bl T R T 3] I i 7 it ) e
Jo ek 5 SR T B ERE AL 5 X ) 38 B R R T B
AR 1) 5 SR Al BB JE T AR SGA N HLL:
DA o 165 17 R 2 o A A 0 2 IE RIS . I 1If
TGS, |, T B %o I 5 P 2 B et
1.2 IANARIRAEMEIGZ RS ERESEX RPN

NER

NI PRk A T B o RS S AR E NS, A%
M 5 AMTAAR G 5C. A48 Song 55 Hh Al FH Y
B - & (consciousness-emotion-value,CEV)
BAL, FE CEV MR | R URANHE 56 T 77 il B A HI B
5, AL T8 T %8 NG S sl ™ i ol FH e A v 3 1Y
VFL DB, AnZIAR AR A I o T B
FE WS P8 T B © B ATk i —FPAR 5 X A AR
GO T TR B R, WA M PR T 2
JEE AT Rl . BT, AR SO H2 MR
P2 v R I 7S T B 3 285 FEE A B M
1.3 WIERTAMEMETIER

P I35 T FH A 1 2 I R B 2 B v L T AR
FEAREED. XIS RT R ST I 1 7 8o A R
PR FZ M RN S RAE T I 0 T M rh ) (5 B 2 G TR
L. Song GUHFFTFE H , 5 A SRR 2R RS B,
WSCAAE B 7 i R AE1 2 RIR0E 9 1O 3 L)
AR BT R SR AL (5 B A AR MR, T 2
) R P AR G e s A OB L R EL AR SRRV 2
NP B R . DR, AR SO H3: S 1T M
5 P 15 S S AR TR S 5O . O T
558, P9 s 7 B ARG PR 352 i 2 8 28 4 9
14 WMIESHAMEMNAEATER

W J5 5y FH P8 110 J2 3 1 3 2000 R I s 75 45T
HB3 ) AR BT, T 2l 3 B 28 D) o) 3 9 R 1)
SCANE Bl B R AR5 25 2 D R BRAR B T 2%
SBAL AR X 5 7 A SRR A 5 Y
I, AT REE S8 . R, AR SCIACh Ha: WK 2
PR 0 5 116 7 R A PR ) s M RN . D) 5 P
PR, D 5 1 2 BT AR PR 52 M 57 1 2

2 TERER

21 TE

W TG FAE R TS I, L S T

Song A5 WHFFT H A i 2% . AR S A EE S IR Yoo
LGOI R R L A AR AR PR R S R
Fiore®iiF 73 Hh foff 1 A4 ) 0. 3 45 728 s w2 0 o i vk
TR Z I Loiacono SIS fifi I i 3R . 45 AR
LRI RN T | WS 2 T R N B O M
2 M8 Eroglu FEMIBE5T il A 3% 5 W SR &l o
LR ) 1 ok J R A A FLE IS 207
124 2] A B Rl e MR A 6 T
BN B 2 WA 55 JEFT W 1 58 6 IR A
B L0V, A WSE B AR I BE. e, A< i) 1wl
BB NI RRAE ), A5 P 1 RN A1

MRAE T B0 K AR b e A AR i 22 R OC R L A
SCRZE AL SHEZL B AN AL 1 TR,

’—{ 17 KA B (HL) }—1

FIAR AR S| PR

o 5 1 7 1 N HR(H2) o wseEsE

ATHHECHS)
ZJtE(H4)

P A i
WK 22
#BA
PRI

B1 #HSERE
Fig.1 Conceptual framework
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Tab.3 Result of confirmatory factor analysis
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Tab.5 Test of mediating role of cognitive pleasure
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Tab.6 Result of hierarchical multiple regression model
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