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ABSTRACT: The	purpose	of	this	paper	is	to	explore	the	infl	uencing	factors	of	users’	purchase	intentions	for	online	courses,	and	to	

examine	the	eff	ects	of	perceived	value(PV)	on	users’	purchase	intentions.	This	will	help	to	better	understand	the	purchase	behaviour	of	

users in virtual communities and help online course creators and online courses platforms to understand their users’ needs and improve their 

services	as	a	result.	It	will	also	help	to	provide	references	for	improving	knowledge	service	quality	and	optimizing	resource	allocation.	A	

quantitative	questionnaire	survey	(involving	155	participants)	are	used	in	this	paper.	Results	show	that	the	perceived	value	is	a	signifi	cant	

factor in predicting the purchase intentions. 
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Introduction
With	the	rapid	development	of	mobile	communication	technology,	the	application	scenarios	of	the	Internet	have	been	greatly	enriched.	

However,	only	few	participants	expressed	their	willingness	to	pay	for	online	courses	according	to	the	knowledge	acquisition	survey.	In	

addition, there are many problems arising, such as: an extensive amount of entertaining content in the academic courses, and incomplete 

evaluation	and	screening	systems	for	monitoring	course	quality,	which	leads	to	the	reduction	of	repeat	purchase	rate.	

In this study, the perceived value refers to the overall evaluation of the gains and given during users’ using the paid online courses. 

图 1 收益的整体评价

The	aim	of	this	study	is	to	examine	the	eff	ect	of	perceived	value	on	users’	purchase	intentions	for	online	courses.	Another	aim	is	to	

verify	the	mediating	eff	ect	of	perceived	value	between	the	infl	uencing	factors	and	purchase	intentions.

Method Participants
Only users with experience in buying online courses were eligible to participate in the survey, and a bonus of 5 pounds with a 10% 

winning	rate	was	set	to	encourage	respondents	to	fi	ll	in	the	questionnaire.	Questionnaires	were	posted	on	https://www.wjx.cn/	and	carried	
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out	to	qualify	users	with	online	courses	payment	experience.	

Procedure
The	questionnaire	adopted	in	this	research	is	derived	from	or	adapted	from	existing	literature	in	order	to	ensure	the	content	validity.	

It	has	seven	items	in	total,	namely:	PU,	PT,	PEU,	PR,	PC,	PV,	and	PI.	Each	variable	has	3-4	corresponding	questions.	This	questionnaire	

adopts a seven-level scale, with 1-7 indicating from strongly disagree to strongly agree.All of the analyses were conducted in SPSS and 

AMOS.

Results
According	to	the	results	of	the	correlation	analysis	of	purchase	intentions	of	155	samples,	among	these	there	is	a	signifi	cant	negative	

correlation between perceived risk and purchase intentions, indicating that perceived risk can negatively predicate the purchase intentions. 

According	to	the	results	of	 the	correlation	analysis	of	perceived	value,	all	factors	except	perceived	risk	are	signifi	cantly	correlated	

with	perceived	value.	Among	these	there	is	a	signifi	cant	negative	correlation	between	perceived	risk	and	perceived	value,	indicating	that	

perceived risk can negatively predict the perceived value; that is, the greater the perceived risk is, the lower the perceived value will be. 

Perceived	usefulness,	perceived	trust	and	perceived	ease	of	use	have	a	signifi	cant	positive	correlation	with	perceived	value	respectively,	

which	means	that	they	all	have	a	positive	predictive	eff	ect	on	perceived	value.

The	results	show	the	infl	uence	of	the	hypothesized	predictors	on	perceived	value.	Increasing	perceived	usefulness	was	associated	with	

higher	perceived	value.	Increasing	perceived	trust	was	associated	with	higher	perceived	value.	The	results	of	Regression	Coeffi		cients	show	

the	infl	uence	of	the	hypothesized	predictors	on	purchase	intentions.	

According	to	the	results	of	mediating	eff	ect	of	Perceived	Value,	Perceived	trust	signifi	cantly	aff	ects	the	purchase	intentions,	but	when	

perceived	value	is	included	in	the	model	as	a	mediator,	perceived	trust	has	no	signifi	cant	impact	on	purchase	intentions,	which	means	that	

perceived	value	plays	the	complete	mediating	eff	ect	between	perceived	trust	and	purchase	intentions.Perceived	usefulness	and	perceived	

ease	of	usesignifi	cantly	aff	ect	the	purchase	intentions.	

General Discussion
This	research	has	the	following	signifi	cance	for	online	course	content	creators	and	online	courses	platform	operators.	First,	realize	that	

the	perceived	value	is	the	core	factor	that	aff	ects	users’	purchase	behaviour.	Therefore,	online	course	content	creators	can	specifi	cally	provide	

useful	courses	to	diff	erent	user	groups	according	to	their	needs,	improving	the	knowledge	quality	is	always	the	most	important	part	in	the	

online	courses	market.	They	can	focus	on	the	following	parts:(1)	Strictly	review	the	education	level	and	qualifi	cations	of	the	online	courses	

givers,	to	ensure	that	they	are	qualifi	ed	to	give	lessons;(2)	Add	the	process	of	satisfaction	evaluation	after	class,	or	establish	the	curriculum	

evaluation	ranking	table	on	the	platform.	Which	can	increase	the	courses	givers’	motivation	to	improve	the	quality	of	the	course;(3)	Give	

commitments to uses, such as uses can get their money back if a certain degree of user course said the online course is of no perceived value. 

Which	can	urge	the	givers	to	design	better	courses	and	can	give	the	users	a	feeling	of	trust.	Second,	improve	users'	trust	of	the	platform.	It	is	

important to set the price in a reasonable range after understanding the consumers’ cognition and understanding of the value of products. 

There	are	some	limitations	to	this	study.	Firstly,	 it	 is	quite	important	to	the	results	in	fact,	so	face-	to-face	interviews	are	needed	in	

further	researches.	Secondly,	for	the	questionnaire	survey	part,	the	participants	in	the	research	are	mainly	customers	with	purchase	history;	

this	group	is	diff	erent	from	the	market	as	a	whole,	as	there	is	a	large	number	of	potential	consumers	as	well.	Future	studies	could	recruit	

participants from the whole consumer market and compare the groups that have not bought an online course before with those that have, so 

as to obtain more market information relating to online courses. Also, design laboratory control experiments to measure purchase intentions 

will	complement	the	research	fi	ndings.

References
[1]Agarwal,	S.,	&	Teas,	R.	K.(2001)	.Perceived	value:	mediating	role	of	perceived	risk[J].	Journal	of	marketing	theory	and	practice,9	(4):1-14.

[2]Amit	B.,	Sanjog	M,H.,&	Raghav	R.	(2000).	On	risk,	convenience,	and	Internet	shopping	behavior[J].	Communications	of	the	ACM,	43(11):98-105.



240

Volume 7 Issue 05

[3]B,	Amit.,	&	M,	Sanjog	.,&	Rao,H.	(2000).	On	Risk,	Convenience,	and	Internet	Shopping	Behavior.	Communications	of	the	ACM	43(11):98-105.

[4]Annika.,	&	Gronroos.(1996).The	value	concept	and	relationship	marketing	Ravald,	Christian	European	Journal	of	Marketing;30(2),19

[5]Davis,	Fred	&	Davis,	Fred.	(1989).	Perceived	Usefulness,	Perceived	Ease	of	Use,	and	User	Acceptance	of	Information	Technology.	MIS	Quarterly.	13,319-

339.

[6]Dodds,	W.	B.,	Monroe,	K.B.,	&	Grewal,	D.(1991).	Eff	ects	of	price,	brand,	and	store	information	on	buyers’	product	evaluations[J].	Journal	of	marketing	

research,28(3):307–319.

[7]Eggert,	A.,	&	Ulaga.,W.	 (2002).Customer	perceived	value:	a	substitute	 for	satisfaction	 in	business	markets?	 [J].	 Journal	of	business	&	 industrial	

marketing,17(2 /3):107-118. 

[8]	J	W	Dauben	.,	&	Julian	Lowell	Coolidge.(1999).	American	National	Biography	4	(Oxford),	424-425.

[9]	Kim,	H.W.,	Xu,Y.,	&	Gupta,	S.(2012).	Which	is	more	important	in	internet	shopping,	perceived	price	or	trust?	[J].	Electronic	commerce	research	and	

applications,11(3):241-252. 

[10]	Kuo,	Y.	F.,	Wu,	C.M.,	&	Deng,	W.	J.,	(2009).	The	relationships	among	service	quality,	perceived	value,	customer	satisfaction,	and	post-purchase	intention	

in mobile value-added services[J]. Computers in human behavior,25(4): 887-896. 

[11] Pavlou, P.A. (2003).Consumer acceptance of electronic commerce: in- tegrating trust and risk with the technology acceptance model[J].International 

journal of electronic commerce,7(3):101-134 .    

[12]	Keen,	C.,	Wetzels,	M.,	De	R.	K.,	et	al.(2004).E-tailers	versus	 retailers:	which	 factors	determine	consumer	preferences[J].	 Journal	of	business	

research,57(7):685-695. 

[13] Pande,A. C., Soodan, V. (2015). Role of consumer attitudes, beliefs and subjective norms as predictors of purchase behaviour : a study on personal care 

purchases[J].	The	business	&	management	review,5(4):284-291.

[14]	Yeon,	K.H.,	&	Chung,	E.	(2011).	Consumer	purchase	intention	for	organic	personal	care	products[J].	Journal	of	consumer	Marketing,28(1):	40-47.	

[15]	Zheng,	C.D.,	Liu	X.,	&	Yang	X.	(2012).Research	on	the	infl	uence	of	perceived	value	and	personal	characteristics	on	users’	mobile	shopping	acquisition	

intention [J]. Journal of management, 9 (10):1524-1530.


