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ABSTRACT

This research aimed to study the impact of perception of marketing mix and
social media influencer on online customers’ purchase intention among Chinese JD
users. One hundred and sixty-two Chinese JD users participated in the survey
research. The respondents were Chinese customers aged 18 years to 40 years old and
are currently using JD online platform during the last 6 months. The respondents were
selected using purposive sampling and convenience. The mean, standard deviation,
and hypotheses were analyzed using Regression analysis.

The findings revealed that (1) product, place, and promotion are significant
predictors of respondents’ purchase intention of JD.com products. However, price is
not significant predictors of respondents’ purchase intention of JD.com products and
(2) found that social influencer can significantly influence the respondents’ purchase

intention of JD.com products.
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CHAPTER 1

INTRODUCTION

1.1 Rationale and Problem Statement

With the rapid development of science and technology today, we can enjoy
all kinds of convenience in our life. Perhaps 20 years ago, we could not have
imagined that only a mobile phone could solve our daily needs in life, such as mobile
phone takeaway, ticket purchase, hotel reservation, navigation, and so on. And the
development of e-commerce has made people's lives more convenient. We can buy
the items we need on some platforms, and then deliver them to our residences through
logistics companies. It can be done only through mobile phones, without going out to
buy by yourself.

Development of e-commerce has also transformed traditional offline
marketing into online marketing. More people are beginning to learn how to use
online platforms to sell their own products, to study customers' purchase intentions,
and to make marketing plans. Here we will talk about marketing mix.

The term "marketing mix" is the underlying model of a business, historically
centered around product, price, place, and promotion (also known as the "4 Ps")
(McCarthy, 1964). The marketing mix has been defined as the "set of marketing tools
that the firm uses to pursue its marketing objectives in the target market (Kotler,
2000). In today's e-commerce era, it makes sense to study online marketing mix. At
the same time when it comes to online media, we also need to talk about social media
influencers.

A social media influencer can be anyone from a student to a housewife. They
are famous on Facebook, Twitter, Instagram, and they have fans who will follow the
product used by them which leads decision to buy the same product from their fans.

Influencers on social media likely have a positive impact on company to build



awareness and gain higher returns (Foong & Yazdanifard, 2014). There are many
e-commerce platforms, and there are two main e-commerce platforms in China,
Pinduoduo, Taobao and JD.com. This article mainly uses JD.com as a research case.
Here, the researcher takes marketing mix and social media influencers as independent
variables, and online customers' purchase intentions as dependent variables to study
the relationship between them.

Problem Statement

Offline, the purchase intention of traditional customers may be different from
that of online customers. What does the impact of marketing mix on online customers'
purchase intention? From product, price, place, and promotion, what kind of impact
does the 4P have on customers' purchase intention? Is it positive or negative? And
merchants on e-commerce platforms often use social media influencers to market
their products, so what kind of influence does social media influencers have on
customers' purchase intentions? This research mainly explores and investigates the

impact of marketing mix, including product, price, place and promotion, and social

media influencers on customers' purchase intention.

1.2 Objective of the Study

1.2.1 To examine the influence of perception of marketing mix (4Ps) of
JD.com on the Chinese customers’ purchase intention of JD.com.

1.2.2 To examine the impact of influencers of JD.com on the Chinese

customers’ purchase intention of JD.com.



1.3 Scope of the Study

There are many existing B2C platforms in China, such as Tmall, JD.com,
Suning, Dangdang, Vipshop and so on. Among all these B2C malls, only JD.com and
Tmall provide consumers with a variety of products. Compared with Suning,
Dangdang, etc. that provide a certain product, JD.com and Tmall have more products
and more representative.

Compared with Tmall and JD.com, JD.com was established earlier. The most
important point is that JD.com has its own logistics. However, Tmall can only use
third-party platforms for cargo transportation. As the earliest B2C e-commerce
platform in China, JD.com is currently the largest and most classic B2C platform in
China. Therefore, considering the characteristics and status of the JD.com platform,
the researchers took JD.com as the context to analyze the impact of marketing mix
and online social media on the customers’ purchase intention via JD.com.

The researchers used purposive sampling method and convenience sampling
method to select 162 users who have used JD.com Mall from the Internet in China

using the online questionnaire survey.

1.4 Research Questions

There are three independent variables in this study, one is marketing mix
(including products, prices, places, promotions) and the other is social media
influencer, and dependent variable is online customer purchase intention.

1.4.1 What impact does perception of marketing mix (including products,
price, place, and promotion) of products promoted in JD.com have on online customer
purchase intention?

1.4.2 What impact does social media influencer have on customer purchase

intention?



1.5 Significance of the Study

In this e-commerce era, online marketing has become the first choice of most
young people, so online customers have become the mainstream. To achieve
marketing goals, it is necessary to understand online customers' purchase intentions.
It is important to develop a marketing mix, understand how the marketing mix
influences the purchase intention of online customers and understand how social
media influencers the purchase intention of online customers of JD.com.

Customer value is largely determined by marketing strategy. Marketing mix
is the specific embodiment of marketing strategy, which includes product, price, place,
and promotion. These factors are integrated with each other. Enterprises can decide to
what extent services are provided to customers, and to what extent they can satisfy
customer needs and their value (Mothersbaugh & Hawkins, 2016). Therefore, the
researcher believes that the research on marketing mix is very meaningful. In order to
further refine the research on marketing mix, the researcher summarized the following
understanding of marketing mix.

1) Understand the impact of the products in the marketing mix on
online customers' purchase intentions, and make reasonable adjustments to the
products in JD.com, such as product quality and category, etc.

2) Understand the impact of the price in the marketing mix on online
customers' purchase intentions, and adjust the price of products in JD.com reasonably

3) Understand what kind of impact the place in the marketing mix has
on online customers' purchase intentions, and you can reasonably adjust the supply
channels in JD.com, such as whether the channel is convenient, meets the customer's

satisfaction with the distance, etc.



4) Understand the impact of promotions in the marketing mix on
online customers' purchase intentions, and reasonably adjust the promotion plan in
JD.com, so that customers can get more affordable and satisfactory prices and
products

5) Understand the influence of social media influencers on the
purchase intention of online customers, so as to choose whether to build social media

influencers and what kind of social media influencers to build.

1.6 Definition of Terms

1.6.1 JD.com is a Chinese e-commerce company based in Beijing and is one of
the two largest online B2C retailers in China, a member of the Fortune Global 500 and
a major competitor of Alibaba's Tmall (“Selling on JD.com in China", 2015).

1.6.2 E-commerce refers to companies and individuals who buy and sell goods
and services over the internet (Bloomenthal, 2024). The existence value of e-commerce
lies in allowing consumers to shop online and pay online through the Internet, saving
the time and space of customers and enterprises, greatly improving the transaction
efficiency, especially for busy office workers, but also saving a lot of precious time
(Subramani & Walden, 2001).

1.6.3 Marketing mix refers to the underlying model of a business, historically
centered around product, price, place, and promotion (McCarthy, 1964) (also known as
the "4 Ps"). Marketing mix is defined as "a set of marketing tools that a company uses to
pursue its marketing objectives in a target market” (Kotler, 2000).

1.6.4 Social media influencers refers to, in social media, we try to pay attention
to some famous people, these people are usually social media influencers, because they
have a certain popularity in the network, so some brands often find them for

endorsement, they usually will attract fans and get traffic on Instagram or Tik Tok, so as



to sell their products or products on other platforms to fans. They cover a wide range of
fields, including beauty, fitness, fashion, food and so on (Nandagiri & Philip, 2018).
1.6.5 Customer purchase intention refers to consumer's choice of brands in the
portfolio in the evaluation stage to form a purchase priority order, and according to this
order, the willingness to purchase a certain product arises (Kotler, 2000). Usually, a
consumer will make a decision based on his purchase intention, but it will also be

affected by other factors.



CHAPTER 2

LITERATURE REVIEW

This chapter summarized the concepts on marketing mix, social media
influencers, and customer purchase intentions. The outline of this chapter is as

follows:

2.1 Concepts of Marketing Mix

2.1.1 Marketing Mix

The marketing mix is the business model, historically centered around
product, price, place, and promotion (McCarthy, 1964). The marketing mix is defined
as "the set of marketing tools that a company uses to pursue its marketing objectives
in its target market" (Kotler, 2000).

2.1.2 Product

A product refers to an item that satisfies people's needs or desires. It can be a
tangible item or an intangible item, and some are even an electronic product. A
product can also refer to an item sold by a business, which has its own design, its own
brand and category, service, and packaging (Blythe, 2009). This research article is
mainly about JD.com products. First of all, JD.com is very different from Taobao,
Pinduoduo, and Lazada and Shopee, which are more popular in Southeast Asia.
Taobao, Lazada and Shopee are a kind of C2C online shopping platform. The
products are from different merchants in Lazada, and different merchants have their
own product brands. Therefore, Lazada or Taobao has a complete range of products,
with various all kinds of products, even many products are an invisible electronic
product. Moreover, JD.com is a B2C platform, in which all products are produced
and sold by JD.com Mall itself, so compared with O2C online shopping platforms,

JD.com's product categories are not complete enough. But because the products are



only sold by JD.com itself, unlike Lazada or Taobao, there are thousands of
merchants online, and the quality of the products they sell is also uneven. In contrast,
the quality of the products sold by JD.com is better and more trustworthy.

2.1.3 Price

Price is the amount a customer must pay to purchase a product, and it is also
the total cost to the customer of obtaining the product. It may include money and
psychological costs, etc., such as the time spent buying products, etc. Price is also the
main thing that customers will consider when purchasing a product (Blythe, 2009). In
JD.com Mall, you can find that the price of the same product in Lazada or Taobao
will be much cheaper than JD.com. JD.com formulates prices based on the products,
services, and costs it provides in the marketing mix, including logistics, excellent
service levels, and warehouse costs, and everything in JD.com has undergone strict
quality inspections, so JD.com’s Things are more expensive than Taobao or Lazada.

2.1.4 Place

It is direct or indirect marketing channels, logistics, orders, retail stores, etc.
The physical location where the business conducts business or the distribution
channel through which it enters the market. Can refer to a retail store, but now more
and more a virtual shopping platform (Blythe, 2009). It is direct or indirect marketing
channels, logistics, orders, retail stores, etc. The physical location where the business
conducts business or the distribution channel through which it enters the market. Can
refer to a retail store, but now more and more a virtual shopping platform. JD.com
market is a B2C shopping platform; they have their own warehouse, logistics,
network platform, and offline retail stores. Customers can use the JD.com app or
website, and at the same time purchase products through JD.com’s offline retail
stores. It also has its own exclusive logistics, because JD.com has its own warehouses
in almost every city in China, so after customers place an order, they can usually get

the products they purchased through JD.com within one day.



2.1.5 Promotion

Promotion refers to the various activities carried out by enterprises to
promote and introduce their products and persuade customers to buy their products,
including advertisements, public relations, personal sales, promotional activities, etc.
(Kotler, 2000). JD.com has its own shopping festival. Every year, June 18 is the
JD.com Shopping Festival. Chinese people usually call it JD.com 618 Shopping
Festival. On this day, JD.com will discount most of the products in its warehouse, as
well as what kind of promotional interaction. At the same time, there are many
festivals like this, such as JD.com Mother and Child Festival, JD.com Mobile Phone
Festival, JD.com Beauty Festival, JD.com, JD.com Home Appliances Festival and so
on. In these days, the corresponding products will be discounted accordingly. JD.com
also has its own social media influencers and celebrity spokespersons to promote its
products and so on.

2.1.6 Impact of Marketing Mix on Customers’ Purchase intention

Many studies have shown that there is a significant relationship between
marketing mix variables and purchase intention (Bahl & Chandra, 2018) and
according to previous studies, marketing mix variables are related to consumer
attitudes (Bahl & Chandra, 2018). Customer decision process is an intermediate
variable between marketing strategy and marketing result. In other words, the
marketing results produced by marketing strategy are determined by the interaction
between strategy and customer decision-making process and the marketing mix is the
specific embodiment of the marketing strategy. Only when customers feel that the
product can meet some of their needs, are aware of the product and the benefits it
provides and believe that the product is an ideal way to meet their needs, buy it and

feel satisfied, will the company be successful (Mothersbaugh & Hawkins, 2016).
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2.1.7 Impact of Social Media Influencer on E-Commerce

Social media is an interactive technology that can spread one's own
information, interests, ideas, opinions, etc. through virtual communities and networks
(Kietzmann, Hermkens, McCarthy, & Silvestre, 2011 and Obar & Wildman, 2015). In
social media, the figure of a person or reference group that can give influence is called
“celebgram”, “blogger”, “vlogger”, “youtuber”, “kol (key opinion leader)”, or broadly
they are all referred to be called “social media influencer” (Nurhandayani, Syarief, &
Najib, 2019). These influential people can exist in the film and television industry, the
music industry, and so on. A social media influencer can be anyone among us; it can
be a student, a housewife. They are especially well-known in some social media, such
as TikTok, Facebook, Instagram. They have a lot of followers, and these followers
will be influenced by them, and they will also change the purchase intention of these
followers. So social media influencers may positively influence the company,

enabling the company to better market its products and gain revenue (Nurhandayani,

etal., 2019).

2.2 Related Theories

2.2.1 Selective Exposure Theory

Selective exposure theory is a theory in psychological practice, often used in
media and communication studies, that historically suggests that if someone prefers
certain information, that information reinforces their preexisting views (Hart, et al.,
2009). Based on the historical use of the term, people tend to choose specific aspects
of exposed information and incorporate them into their mindset. These choices are
made based on their opinions, beliefs, attitudes, and decisions (Sullivan, 2009).

People can psychologically dissect the information they are exposed to and
choose the evidence that is favorable and ignore the evidence that is unfavorable. The

foundation of this theory is rooted in cognitive dissonance theory (Festinger 1957).
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Tsang (2019) asserted that when individuals are faced with radically different ideas,
certain psychological defense mechanisms are activated to produce harmony between
new ideas and preexisting beliefs, leading to cognitive equilibrium. Cognitive balance,
defined as the state of balance between a person's mental representation of the world
and his or her environment, is crucial to understanding selective exposure theory.
According to Jean Piaget, when there is a mismatch, people find it "inherently
unsatisfactory (Beauchamp, 2005).

Selective exposure relies on the assumption that people will continue to seek
information about an issue even after they have personally taken a position on it. The
position one takes will be influenced by the various elements of the issue, which are
reinforced in the decision-making process. According to Stroud (2008), selective
exposure theoretically occurs when people's beliefs guide their media choices (Stroud,
2008).

2.2.2 Social Exchange Theory

Social exchange theory is a sociological and psychological theory that studies
social behavior in interactions between two parties and implements cost-benefit
analysis to determine risks and benefits. The theory also deals with economic
relationships-cost-benefit analysis occurs when each party has a good that the other
party values (Roeckelein, 2018). Social exchange theory suggests that these
calculations occur in romantic relationships, friendships, professional relationships,
and transient relationships, as simple as talking to customers at the checkout counter
(Mcray, 2015). Social exchange theory states that if the cost of a relationship is higher
than the return, for example, if a lot of effort or money has been invested in a
relationship without a return, then the relationship may be terminated or abandoned

(Emerson, 1976).
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Social exchange theory views exchange as a social behavior that can lead to
economic and social outcomes (Lambe, Wittmann, & Spekman, 2001). Social
exchange theory is often analyzed by comparing human interactions with markets.
The study of this theory from the perspective of microeconomics is attributed to Blau
(Cook & Rice, 2003) the way he sees it, everyone is trying to maximize his wins.
Blau says that once the concept is understood, social communication can be observed
anywhere, not only in market relationships but also in other social relationships such
as friendships (Burns, 1973). The process of social exchange brings satisfaction when
people get a fair return on their spending. The main difference between social and
economic exchange is the nature of the exchange between the parties (Cook &
Emerson, 1987). West and Turner (2007) said social exchange theory makes the
following assumptions about human nature:

1) Humans seek rewards and avoid punishment

2) Man is a rational animal

3) The criteria humans use to evaluate costs and returns vary over time
and from person to person.

Social exchange theory makes the following assumptions about the nature of
relationships (West & Turner, 2007).

1) Relationships are interdependent
2) Relationship life is a process

2.2.3 Customers’ Purchase Intention

Customer attitudes positively influence intentions and purchase decisions
(Firdausi, 2002). Sumarwan (2017) states that attitude is an expression of feelings of
like or dislike of an object, which is very related to the concept of belief and
behaviour. Schiffman and Kanuk (2007) introduce the concept of five stages that

reveal the process by which a consumer decides to buy and reject a product:
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1) Awareness: At first time consumers are introduced to or know
about the innovation of a product.

2) Interest: Customers care about a product and want to know more
about it

3) Customers decide whether they believe the product or service will
meet their expectations

4) Trial: Consumers try a limited number of products.

5) Adoption or Rejection: If the trial phase meets customers'

expectations, they will also buy a certain amount or use the product for a long time.

2.3 Hypothesis and Research Questions
Hypothesis 1: Marketing mix (product, price, place, and promotion) can
significantly affect customers’ purchase intention.
H1.1: Product can significantly affect customer purchase intention
H1.2: Price can significantly affect customer purchase intention
H1.3: Place can significantly affect customer purchase intention
H1.4: Promotion significantly affect customer purchase intention
Hypothesis 2: Social media influencers can significantly affect customer

purchase intention.



2.4 Theoretical Framework

Figure 2.1: Theoretical Framework

Perception of Marketing Mix of
JD.Com among Chinese JD.com

users

H1

Product factor of JD.com among
Chinese JD.com users

HI.1

Price factor of JD.com among
Chinese JD.com users

H1.2

/

Place factor of JD.com among
Chinese JD.com users

H1.4

Promotion factor of JD.com among
Chinese JD.com users

Chinese customers’
purchase intention of

products in JD.com.

H2

Perception of social Influencer of
JD.Com Social Influencer
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CHAPTER 3

METHODOLOGY

3.1 Research Design

The purpose of this study is to examine the influence of marketing mix and
social media influencers on the purchase intention of JD.com customers. The research
method is quantitative research, and the researchers will survey 150-180 Chinese
respondents of JD.com by making questionnaires. Then, the data obtained from the
questionnaires were analyzed to investigate the influence of marketing mix and social
media influencers on JD.com customers’ purchase intention. The questionnaire will
be divided into four parts according to the independent variable and the dependent

variable.

3.2 Population and Sample Selection

The population was Chinese users who are currently customers of on JD.com
platform. The respondents of the study were male and female, mainly between the
ages of 18 and 40 years old, who have experienced using JD.com for at least 6
months. The sampling methods are purposive sampling and convenience sampling.
This researcher sent out over 180 questionnaires through social media such as
WeChat, JD.com platform, Douyin, and Kuaishou and there were one-hundred and

sixty-six respondents participated in the survey. The response rate was 90%.

3.3 Research Instrument
There are 4 parts in the questionnaire. Part I inquired about the demographic
data of the respondents. There are 5 nominal-and-ordinal questions, asking about

gender, age, monthly income, marital status, and educational background.
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Part I1, Part III, and Part IV used 5-point likert scale. In Part II, the researcher
adopted the marketing mix scale to measure the opinion of respondents toward the
marketing mix and the influence of social influencer from Lyu (2021). There are 12
likert questions in this part. In Part III, the researcher also adopted the scale to
measure the impact of social influence from Zin (2020). There are 5 likert questions
in this part. In Part IV, the researcher used the customer purchase scale adopted from

Gao (2018). There are 5 likert questions in this part.

3.4 Instrument Pretest

The researcher translated the English questionnaire into Chinese and did back
translation to ensure content validity of the questionnaire. In order to ensure the
reliability of the questionnaire, the researcher pretested the questionnaire with 30
customers prior to the data collection, and the findings revealed that most parts have
Cronbach alpha higher than 0.70. Part II, marketing mix have Cronbach alpha of
0.929, impact of social influencer has Cronbach alpha of 0.816, and customers’
purchase intention has Cronbach alpha of 0.857 as shown in Table 3.1. The reliability
results revealed that each scale is considered to have very high reliability as indicated

in Table 3.2.
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Table 3.1: The Cronbach alpha of the questionnaire can be summarized as follows

Cronbach | Number of
Variables Statements
Alpha Items
Marketing Mix (4Ps) of 0.929 12
the products sold in
JD.com.
- Products 0.749 3 About product quality,
packaging, and variety
- Price 0.747 3 About cheap prices, payment
methods and price range
- Place 0.611 3 About convenient purchase,
fast shipping, and
self-operated products
- Promotion 0.840 3 About the number of coupons,
their attractiveness, and
discounts
Impact of Social 0.816 5 About love for influencers,
Influencers trust in them, ads pushed by
influencers, etc.
Customers’ Purchase 0.857 5 About product quality, price

Intention

flexibility, logistics
convenience, trust in

influencers, etc.
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Table 3.2: Criteria of Reliability

Cronbach’s Alpha Coefficient Reliability Level
0.80-1.00 Very High
0.70-0.79 High
0.5-0.69 Medium
0.30-0.49 Low
Less than 0.30 Very Low

3.5 Data Collection Procedure

3.5.1 Primary Data

The questionnaire survey is mainly sent through WeChat, and the researcher
will randomly select 162 people on their WeChat platform and send the questionnaire
survey report.

3.5.2 Secondary Data

Researchers will also browse website information, newspapers, magazines,

and other related fields, and apply relevant theories for research.

3.6 Data Analysis

The researcher used data analysis to analyze the data as follows:

3.6.1 Descriptive Statistics

First, the researchers will analyze the data obtained for gender, age, income,
education level and marital status.

Second, the researchers performed mean and standard deviation analyzes on

the independent variables in the marketing mix and social media influencers.



3.6.2 Regression Analysis

The researcher used Regression analysis to analyze the two independent
variables, including the impact of independent variable marketing mix and social
media influencer on the dependent variable that is customer purchase intention to

judge whether the hypothesis is valid.
3.7 Demographic Profile of the Respondents
As shown in Table 3.3, most of the respondents were male (62.3%, n =91)

and female (43.8%, n=71)

Table 3.3: Frequency and Percentage of Demographic Characteristics: Gender
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Frequency Percentage
Male 91 56.2
Female 71 43.8
Total 162 100

As shown in Table 3.4, majority of the respondent were those aged 18-30
years old (43.5%, n = 70), followed by respondents aged 31-40 years old 31.5%,
n=51), those aged 41-50 years old (15.4%, n=15.4%), aged 51-60 years old (7.4%,

n=12), and aged over 60 years old (2.5%, n = 4), respectively.



Table 3.4: Frequency and Percentage of Demographic Characteristics: Age
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Frequency Percentage
18-30 years old 70 43.2
31-40 years old 51 31.5
41-50 years old 25 15.4
51-60 years old 12 7.4
Over 60 years old 4 2.5
Total 162 100

As shown in Table 3.5, majority of the respondents earned a monthly income

of 5001-1000 Yuan (59.9%, n = 97), followed by respondents who earned below
5,000 Yuan (18.5%, n = 30), earned income 10,001-15,000 Yuan (13%, n=21), and
earned 15,001-20,000 Yuan (6.8, n =11), and earned more than 20,000 Yuan (1.9%,

n = 3), respectively.

Table 3.5: Frequency and Percentage of Demographic Characteristics: Monthly

income (CHY)
Frequency Percentage

Below 5,000 Yuan 30 18.5
5,001-10,000 Yuan 97 59.9
10,001-15,000 Yuan 21 13
15,001-20,000 Yuan 11 6.8
Over 20,000 Yuan 3 1.9

Total 162 100
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As shown in Table 3.6, most respondents had marital status as married

(68.5%, n=111), single (28.0%, n =47), and divorced (2.5%, n= 4) respondents),

respectively.

Table 3.6: Frequency and Percentage of Demographic Characteristics: Marital status

Frequency Percentage
Married 111 68.5
Single 47 28.0
Divorced 4 2.5
Total 162 100

As shown in the Table 3.7, most respondents have completed their education

at bachelor’s degree level (80.9%, n = 131), followed by those completed High school

diploma (8.0%, n = 13), Master's degree and above (7.4%, n = 12), and Junior high

school and below (3.7%, n= 6 respondents).

Table 3.7: Frequency and Percentage of Demographic Characteristics: Educational

level

Frequency Percentage
Junior high school and below 6 3.7
High School diploma 13 8.0
Bachelor’s degree or vocational degree 131 80.9
Master's degree and above 12 7.4
Total 162 100




CHAPTER 4

FINDINGS

In this chapter, the findings these researches are presented as follows:
4.1 Results of descriptive statistics on examined variables
4.2 Results of hypothesis testing

4.3 Conclusion
4.1 Results of Descriptive Statistics on Examined Variables
As shown in Table 4.1, the researcher used the following criteria to interpret

the mean of the independent variables and dependent variables.

Table 4.1: Criteria to interpret the opinion of respondents toward the marketing mix of

JD.com
Mean (Criteria) Interpretation
1.00-1.50 Strongly disagree
1.51-2.50 Disagree
2.51-3.50 Neutral
3.51-4.50 Agree
4.51-5.00 Strongly disagree

As shown in Table 4.2, descriptive findings revealed that majority of the
respondents agreed with all the statements in the marketing mix (Mean = 3.57,
S.D.=9.911). When compared each marketing mix, respondents had the highest mean
on the products of JD.com (Mean = 3.58, S.D. = 1.08). When examining each

statement regarding the product, respondent agree with the statement “I buy products
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in JD.com because their quality is very good.” (Mean=3.73, S. D=1.115) the most,
followed by “I buy products in JD.com because the product packaging is very good.”
(Mean=3.51, S. D=1.310), and “I buy products in JD.com because there are so many

kinds.” (Mean=3.51, S. D=1.207), respectively.

Table 4.2: Mean and Standard Deviation of Opinions on Marketing Mix regarding

product
Product Mean Std. Deviation | Interpretation
Marketing Mix 3.57 0.911 Agree
Product 3.58 1.08 Agree
1. I buy products in JD.com 3.73 1.115 Agree

because their quality is very good.

2. I buy products in JD.com 3.51 1.310 Agree
because the product packaging is

very good.

3. I buy products in JD.com 3.51 1.207 Agree

because there are so many kinds.

As shown in Table 4.3, the results of the respondents' opinions on the price of
JD.com showed that the respondents agreed with the overall price (Mean = 3.56, S.D.
=0.981). When examining each statement, respondents agreed with “I buy products in
JD.com because the prices are cheap.” (Mean=3.67, S. D. =1.260), followed by “I
products things in JD.com because the payment method is flexible.” (Mean=3.54,
S. D.=1.257), and “I buy products in JD.com because of the wide range of prices.”

(Mean=3.48, S. D. =1.170), respectively.
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Table 4.3: Mean and standard deviation of opinions on marketing mix regarding price

Items Mean Std. Deviation | Interpretation
Price 3.56 0.981 Agree
1. I buy products in JD.com 3.67 1.260 Agree
because the prices are cheap.
2. I buy products in JD.com 3.48 1.170 Agree
because of the wide range of prices.
3. I products things in JD.com 3.54 1.257 Agree

because the payment method is

flexible.

As shown in Table 4.4, the results of the respondents’ opinions on the place

of JD.com showed that the respondents agreed with the overall place (Mean=3.57,

S.D. =0.989). When examining each the statement, respondent agreed with the

statement, “I buy products in JD.com because the delivery is fast,” having the highest

mean (Mean=3.65, S. D=1.218), followed by the statements, “I buy products in

JD.com because it is very convenient.” (Mean=3.59, S. D=1.264), and “I buy products

in JD.com because the after-sales service is very good.” (Mean=3.49, S. D=1.247),

respectively.
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Table 4.4: Mean and standard deviation of opinions on marketing mix regarding place

all products are JD products and

self-operated.

Items Mean | Std. Deviation | Interpretation
Place 3.57 0.989 Agree
1. I buy products in JD.com because 3.59 1.264 Agree
it is very convenient.
2. I buy products in JD.com because 3.65 1.218 Agree
the delivery is fast.
3. I buy JD products because almost 3.49 1.247 Agree

As shown in Table 4.5, the results of the respondents' opinions on the

promotion of JD.com showed that the respondents agreed with the overall promotion

(Mean = 3.56, S.D. = 1.01). When examining each statement, respondent agreed with

the statements, “I buy products in JD.com because the promotions are attractive.”

(Mean=3.62, S. D = 1.300) with the highest mean, followed by the statements, “I buy

products in JD.com because there are discounts” (Mean=3.62, S. D=1.237), and “I

buy products in JD.com because there are often coupons” (Mean=3.46, S. D=1.305),

respectively.
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Table 4.5: Mean and standard deviation of opinions on marketing mix regarding

promotion
Items Mean Std. Deviation | Interpretation
Promotion 3.56 1.01 Agree
1. I buy products in JD.com 3.46 1.305 Agree

because there are often coupons.

2. I buy products in JD.com 3.62 1.300 Agree
because the promotions are

attractive.

3. I buy products in JD.com 3.62 1.237 Agree

because there are discounts.

As shown in Table 4.6, the results of the respondents' opinions on the impact
of social media influencers of JD.com showed that the respondents agreed with the
impact of social influencer (Mean= 3.52, S.D. =0.921). When examining each
statement, respondents agreed with the statement, “I buy products in JD.com because
I trust the social media influencers presented in JD.com.” with the highest mean
(Mean=3.68, S. D=1.172), followed by the statements, “I buy products in JD.com
because I like their spokesperson.” (Mean=3.56, S. D=1.236), “I buy products in
JD.com because of the recommendations made by all social influencers in any social
media platforms such as Weibo, Douyin, Kuaishou, etc.).” (Mean=3.46, S. D=1.310),
“I buy JD.com products because some social media influencers tell me that JD.com
products are worth buying.” (Mean=3.45, S. D=1.305), and “I buy JD.com products

because of some celebrity advertisements.” (Mean=3.45, S. D=1.231), respectively.
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Table 4.6: Mean and Standard Deviation of Opinions on the impact of social media

influencers on respondents’ purchase intention

Items

Mean

Std. Deviation

Interpretation

Impact of social media influencers

3.52

0.921

Agree

1. I buy products in JD.com because

I like their spokesperson.

3.56

1.236

Agree

2. I buy products in JD.com because
of the recommendations made by all
social influencers in any social
media platforms such as Weibo,

Douyin, Kuaishou, etc.).

3.46

1.310

Agree

3. I buy products in JD.com because
I trust the social media influencers

presented in JD.com.

3.68

1.172

Agree

4.1 buy JD.com products because
some social media influencers tell
me that JD.com products are worth

buying.

3.45

1.305

Agree

5. I buy JD.com products because of

some celebrity advertisements.

3.45

1.231

Agree

As shown in Table 4.7, the descriptive results of the respondents' purchase

intention of JD.com showed that the respondents agreed with all the statements (Mean

=3.56, S.D.=0.962). When examining each statement, respondents agreed with the

statements, “I feel like I trust the recommendations of some social media influencers

of JD.com more than I choose the products by myself,” having the highest mean
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(Mean=3.64, S. D=1.204), followed by the statements, “I might buy products from

JD.com even though their prices are higher than other social platforms.” (Mean=3.62,

S.D.=1.276), “I might plan to buy JD.com products when I get their coupons.”

(Mean=3.55, S. D=1.266), “I plan to buy JD.com products when I think about the

logistics of JD.com.” (Mean=3.54, S. D=1.247), and “I think the product quality of

JD.com is better than other social platforms.” (Mean=3.49, S. D=1.282), respectively.

Table 4.7: Mean and Standard Deviation of the purchase intention of Chinese JD.com

customers
Items Mean Std. Deviation | Interpretation

Customer purchase intention 3.56 0.962 Agree
1. I think the product quality of 3.49 1.282 Agree
JD.com is better than other social
platforms.
2. I plan to buy JD.com products 3.54 1.247 Agree
when I think about the logistics of
JD.com.
3. I might plan to buy JD.com 3.55 1.266 Agree
products when I get their coupons.
4. I might buy products from 3.62 1.276 Agree

JD.com even though their prices are

higher than other social platforms.

(Continued)
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Table 4.7 (Continued): Mean and Standard Deviation of the purchase intention of

Chinese JD.com customers

Items

Mean

Std. Deviation

Interpretation

5. I feel like I trust the
recommendations of some social
media influencers of JD.com more

than I choose the products by

myself.

3.64

1.204

Agree

4.2 Results of Hypothesis Testing

Multiple regression analysis was used to test the hypotheses. The results are

as follows:

H1: Marketing mix factors significantly influence Chinese customers’

purchase intention of products in JD.com.

H1.1: Product can significantly influence customer purchase intention.

H1.2: Price can significantly influence customer purchase intention.

H1.3: Place can significantly influence customer purchase intention.

H1.4: Promotion significantly influence customer purchase intention.

As shown in Table 4.8, the Regression analysis found that marketing mix can

explain 87.4% of the customer purchase (R?>= 0.874*, p< 0.05). When examining the

power of each marketing mix, the findings revealed product (Beta = 0.451%*, p<0.05),

lace (Beta = 0.249%*, p<0.05), and promotion (Beta = 0.133*, p<0.05) are significant
p p p

predictors of respondents’ purchase intention of JD.com products. However, prices

are not significant predictors of respondents’ purchase intention of JD.com products




(Beta =0.128, p > 0.05). Therefore, Hypothesis 1, Hypothesis 1.1, Hypothesis 1.3,

and Hypothesis 1.4 were accepted but Hypothesis 1.2 was not accepted.

Table 4.8: Summary of Regression Analysis for Hypothesis 1
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Predictors Std. Error of Beta
B Sig. t
(Independent variables) the Estimate | (Standardized)

Marketing mix 0.916 0.48208 .867 .000
Product 0.400 0.068 0.451 0.000
Price 0.125 0.070 0.128 0.070
Place 0.243 0.059 0.249 0.000
Promotion 0.126 0.062 0.133 0.042

(R2= 0.874, df= 4, p<0.05)

H2: Social media influencers significantly influence Chinese customers’

purchase intention of products in JD.com.

As shown in Table 4.9, Regression analysis found that social influencers in

JD.com can explain 64.3% of respondents’ purchase intention of JD.com and social

influencer can significantly influence the respondents’ purchase intention of JD.com

products (Beta= 0.802, p< 0.05). Therefore, hypothesis 2 was accepted.
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Table 4.9: Summary of Regression Analysis for Hypothesis 2

Predictors B Std. Error of Beta Sig.t
(Independent variables) the Estimate | (Standardized)
Social influencers 0.838 0.049 0.802 .000

(R2= 0.643, df= 1, p<0.05)

4.3 Conclusion

4.4.1 The descriptive findings revealed that majority of the respondents are
male (56.2%), aged between 18-30 years old (43.2%), with a monthly salary between
5,001-10,000 Yuan (59.9%), married (68.5%), and have a bachelor's degree or other
equivalent education (Bachelor’s degree or vocational degree).

4.4.2 In terms of opinions on marketing mix factors affecting JD.com
consumers’ purchase intention, respondents’ opinions on product factor indicated as:
respondents agreed that quality of product had the highest impact on JD.com
consumers’ purchase intention (Mean=3.73, S.D=1.115), followed by product
packaging and kinds. In price factor, respondents agreed that cheap prices had the
highest impact on JD.com consumers’ purchase intention (Mean=3.67, S. D=1.260),
followed by payment method. In place factor, respondents agreed that fast delivery
had the highest impact on JD.com consumers’ purchase intention (Mean=3.65,
S.D=1.218), followed by convenient. In promotion factor, respondents agreed that
promotions and discounts had the highest impact on JD.com consumers’ purchase
intention (Mean=3.65, S.D=1.218), followed by coupons.

4.4.3 Hypotheses testing results could be summarized as following:

H1: Marketing mix factors significantly influence Chinese customers’

purchase intention of products in JD.com.
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According to the results shown in Model Summary of Table 4.11, the
findings revealed product, place, and promotion are significant predictors of
respondents’ purchase intention of JD.com products. However, prices are not
significant predictors of respondents’ purchase intention of JD.Com products
Therefore, Hypothesis 1, Hypothesis 1.1, Hypothesis 1, 3 and Hypothesis was
accepted. Hypothesis 1.2 was unaccepted.

H2: Social media influencers affect Chinese customers’ purchase.

The results revealed that social influencer in JD.com can explain 64.3% of
respondents’ purchase intention of JD.com, which is considered to be high prediction.
Social influencer can significantly influence the respondents’ purchase intention of

JD.com products (Beta= 0.802, p< 0.05). Therefore, hypothesis 2 was accepted.



CHAPTER 5

DISCUSSION

In this chapter, the findings can be summarized and presented in 4 parts as
follows:

5.1 Summary of Findings

5.2 Discussion

5.3 Recommendation for Further Application

5.4 Limitations and Recommendation for Further Research

5.1 Summary of Findings

5.1.1 According to the survey conducted on the respondents, most of the
respondents are male (56.2%), aged between 18-30 years old (43.2%), with a monthly
salary between 5,001-10,000 Yuan (59.9%), married (68.5%), and have a bachelor's
degree or other equivalent education (Bachelor’s degree or vocational degree).

5.1.2 In terms of opinions on marketing mix factors affecting JD.com
consumers’ purchase intention, respondents’ opinions on product factor indicated as:
respondents agreed that quality of product had the highest mean on JD.com
consumers’ purchase intention (Mean=3.73, S.D=1.115), followed by product
packaging and kinds. In price factor, respondents agreed that cheap prices had the
highest mean on JD.com consumers’ purchase intention (Mean=3.67, S.D=1.260),
followed by payment method. In place factor, respondents agreed that fast delivery
had the highest mean on JD.com consumers’ purchase intention (Mean=3.65,
S.D=1.218), followed by convenient. In promotion factor, respondents agreed that
promotions and discounts had the highest impact on JD.com consumers’ purchase

intention (Mean=3.65, S.D=1.218), followed by coupons.
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5.1.3 Hypotheses testing results could be summarized as following:
H1: Marketing mix factors significantly affect Chinese customers’ purchase
intention of products in JD.com.
H1.1: Product significantly affect customer purchase intention.
H1.3: Place significantly affect customer purchase intention.
H1.4: Promotion significantly affect customer purchase intention.
H1.2: Price cannot significantly affect customer purchase intention.
Hypothesis 1 finding revealed that marketing mix can explain 87.4% of the
customer purchase. When examining the power of each marketing mix, the findings
revealed product, and promotion are significant predictors of respondents’ purchase
intention of JD.com products. However, prices are not significant predictors of
respondents’ purchase intention of JD.Com products according to the findings.
Therefore, Hypothesis 1, Hypothesis 1.1, Hypothesis 1.3, and Hypothesis 1.4
were accepted but Hypothesis 1.2 was not accepted.
H2: Social media influencers affect Chinese customers’ purchase.
Regression analysis found that social influencers in JD.com can explain
64.3% of respondents’ purchase intention of JD.com and social influencer can
significantly influence the respondents’ purchase intention of JD.com products.

Therefore, hypothesis 2 was accepted.

5.2 Discussion

5.2.1 Regarding product factor, it was revealed that the quality, packaging,
and kinds of JD products will indeed affect JD users’ purchase intention. Similarly, in
a study “How packaging, product quality and promotion affect the purchase
intention?” (Ririn, Rahmat, & Rina, 2019), the study also proposed that the quality of

the product and the specific packaging will affect the customer's purchase intention.
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5.2.2 Regarding place factor, it was revealed that the convenience of
JD.com’s channels, the speed of express delivery and after-sales service will indeed
affect customers’ purchasing intentions. Similarly, Rachmawati, Shukri, Azam, &
Khatibi (2019) also believed in his research that it is meaningful for location to affect
customer purchase intention.

5.2.3 Regarding promotion factor, it was revealed that using coupons and
other promotional methods can influence JD.com’s customers’ purchase intentions. In
research “The effect of promotion and price on purchase decisions”, Yusuf and
Sunarsi (2020) also believe that promotions have such a positive significance on
customers’ purchase intention.

5.2.4 From the research, it was found that the marketing mix can significantly
influence the purchase intention of JD.com users. The results coincided with Putra,
Tarigan, Sitepu and Singh (2020) who studied “The Impact of Marketing Mix on the
Consumer Purchase Decision in the Surabaya - Indonesia Hotel Residence” and found
that marketing mix has an impact on purchase intention.

5.2.5 From the research, it was found that online influencers and influencer
advertising can influence JD customers’ purchase intentions. Hypothesis 2 findings
coincided with Nurhandayani, et al. (2019) who examined the impact of social media
influencer and brand images to purchase intention” and they found that social media
influencers also have a positive impact on customer purchase intentions.
Nurhandayani, et al. (2019) believe that social media influencers also have a positive
impact on JD.com’s customer purchase intentions.

In conclusion, the research is explained by theories as follows:

Hypothesis 1 findings revealed that marketing mix factors can significantly
influence Chinese customers’ purchase intention of products in JD.com. Homans
(1961) defined social exchange as the exchange of activity, tangible, or intangible,

and more or less rewarding or costing between at least two persons. Festinger (1957)
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posited that people can psychologically dissect the information they are exposed to
and choose the evidence that is favorable and ignore the evidence that is unfavorable.
The foundation of this theory is rooted in cognitive dissonance theory. Schiffman and
Kanuk (2007) introduced the concept of five stages that reveal the process: awareness,
interest, decision, trial and adoption or rejection. Schiffman and Kanuk (2007) found
that when customers make a purchase intention, they are first exposed to marketing
mix variables such as product and price. The core of social exchange theory is mutual
benefit. I think the hypothesis 1 is valid, which is a manifestation of social exchange
theory. JD.com provides users with suitable products and services and Customer’s
purchase can bring benefits to JD.com too.

Hypothesis 2 Social media influencers significantly influence Chinese
customers’ purchase. When customers have the intention to purchase a product, they
must first be aware of and interested in the product. Social media influencers can
make products available to more people and increase product exposure. When
customers make a purchase intention, they will first think of and choose the products
introduced by social media influencers (Cite the past studies too). Meanwhile, H
Hypothesis 2 is valid, which is also a manifestation of social exchange theory, Users
can gain knowledge about products from social media influencers, reducing the user’s
choice pressure. At the same time, social media influencers can also benefit from
JD.com.

From the research, it was found that price is not significant predictors of
respondents’ purchase intention of JD.com products. Widyastuti, Pujiharto, Tubastuvi,
& Santoso (2020) also indicate that the price did not affect the purchase decision in
paper “The effect of marketing mix on purchase decisions” It can be seen from
JD.com's market positioning that, as a B2C platform, JD.com mainly provides
consumers with a high-quality, high-standard, and reliable comprehensive shopping

experience, and emphasizes authenticity guarantee and quality control. Therefore, the
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main users of JD.com are mainly those who pursue high quality and authentic
products, and price is not a major consideration for them. However, researchers also
suggest that JD.com should try its best to make prices more affordable while

continuing to maintain high-quality products.

5.3 Recommendation for Further Application

This study uses JD.com as a case study to study the impact of marketing mix
and social media influencers on customers’ purchase intentions. The researchers put
forward two main hypotheses and conducted a survey on 162 JD users through a
questionnaire. The survey included marketing mix, variables in the marketing mix and
social media influencers. Through data analysis of the questionnaires answered by
162 respondents, the researcher found that HI, H1.1, H1.3 and H1.4 can be
established, H1.2 cannot be established, and H2 can be established. Based on the
analysis of the data, the researchers put forward some recommendations for future
applications as follow:

5.3.1 JD.com should continue to maintain its good product quality,
appropriately improve product packaging, and appropriately add more product types
to give customers more choices.

Regarding the prices of JD products, JD should try to lower product prices as
much as possible, add more product price ranges, and set up more payment methods
so that customers can buy good products at lower prices and provide customers with
better products, multiple prices, and flexible payment methods to choose.

Regarding places, JD.com can continue to maintain or appropriately increase
the convenience of purchasing its products. And continue to maintain the speed of
express delivery and improve better after-sales service.

Regarding JD.com’s promotions, researcher believes that JD.com’s

promotions are still very successful. On this basis, JD.com can further improve its
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promotional methods and maintain the attractiveness of its own promotions, so that
more users will be willing to purchase JD.com products.

5.3.2 Regarding JD.com’s social media influencers, JD.com can hire more
and more popular influencers to speak for itself and try to open and enter more social
media applications. And JD.com can create more trustworthy influencers, allowing
these influencers to better promote JD.com products, and at the same time create more
attractive advertisements, so that more consumers can understand JD.com, like
JD.com, and trust JD.com. Promote purchasing power and increase visibility, thereby
increasing JD.com customers’ purchase intention and allowing more people to

purchase JD.com products.

5.4 Limitations and Recommendation for Further Research

5.4.1 Regarding the limitations of this study, the researcher will make the
following statements:

The researchers used marketing mix and online social media as independent
variables, and customer purchase intention as the dependent variable to study their
impact. The researchers conducted a questionnaire survey among 150-200 Internet
users through social platforms. Some of the interviewees may be users who rarely use
JD.com. They may still lack understanding of JD.com, and the choices they make
may be relatively one-sided. Moreover, the research was mainly conducted online
through a survey, and the content of the interview was prescribed by the researcher
and lacked a certain degree of flexibility, which may not fully reflect the true wishes
of the interviewees. And this study uses JD.com as an example. The main users of
JD.com are Chinese, and people from different countries are affected by culture,
environment, religion, etc., so the conclusions drawn from the study may not be fully

applicable to e-commerce platforms in other countries.
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5.4.2 There are some recommendations for future research:

The main purpose here is to study the impact of marketing mix of JD.com
and online social influencers on JD.com’s customers' purchase intention. In fact, there
are many factors that affect customers' purchase intention, such as culture, brand
lifestyle, etc., which will all affect customers' purchase intention. Therefore, when
decision makers consider how to influence customers' purchase intentions, they not
only consider marketing mix and social media influencers, but also consider a series
of factors such as customers' culture, lifestyle, etc.

In order to have a more realistic understanding of JD users, qualitative

analysis can be conducted to obtain more accurate user opinions.
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Questionnaire Survey
The Impact of Marketing Mix and Social Media Influencers on Chinese

Customers' Purchase Intention of JD.com

The survey is a partial requirement of ICA701 Independent Study, Master of
Communication Arts Program in Global Communication, at Bangkok University,
Thailand. The objectives of this research is to investigate the influence of marketing
mix (4Ps) and social media influencers on customers' purchase intention of JD.com.
The researcher hope that participants will truthfully fill in the questionnaire based on
your own perception and experience. The finding will be only used for educational

purpose only. Really thanks to all the participants.

Qiwei Huang
Graduate School
Bangkok University, Thailand

Email: mwei20191216@gmail.com



Part I: Personal characteristics of the respondents
1. Your gender? (Single-choice question)
LI 1. Male
L1 2. Female
O 3. LGBTQ
L1 4. Confidential (You do not want to reveal your gender.)
2. Your age of respondent
L1 1. 18-30 years old
L1 2. 31-40 years old
L1 3. 41-50 years old
L1 4. 51-60 years old
L1 5. Over 61 years old
3. Your monthly income (CHY)
O 1. Below 5,000 Yuan
0 2. 5001yuan-10,000 Yuan
1 3. 10,001yuan-15,000 Yuan
1 4. 15,001yuan- 20,000 Yuan
[ 5. Over 20,000 Yuan
4. Marital status of respondent
LI 1. Married
L1 2. Single

[ 3. Divorced
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5. Your educational level
O 1. Junior high school and below
0 2. High School diploma

0 3. Bachelor’s degree or vocational degree

L1 4. Master's degree and above

Part II: Measuring the Marketing Mix (4Ps) of the products sold in JD.com

47

Direction: Describe your opinion toward the marketing mix including product, price,

place, and promotion of JD.com, arranging from (5) strongly agree, (4) Agree,

(3) Neutral (2) Disagree, or (1) strongly disagree.

Marketing Mix (4Ps) of JD.com

Strongly agree > Strongly disagree

5

4

3

2

1

Products

1. I buy products in JD.com because their

quality is very good.

2. I buy products in JD.com because the

product packaging is very good.

3. I buy products in JD.com because there

are so many kinds.

Price

1. I buy products in JD.com because the

prices are cheap.

2. I buy products in JD.com because of the

wide range of prices.
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Marketing Mix (4Ps) of JD.com

Strongly agree > Strongly disagree

5

4

3

2

1

3. I products things in JD.com because the

payment method is flexible.

Place

1. I buy products in JD.com because it is

very convenient.

2. I buy products in JD.com because the

delivery is fast.

3. I buy JD products because almost all
products are JD products and are

self-operated.

Promotion

1. I buy things in JD.com because there are

often coupons.

2. I buy in JD.com because the promotions

are attractive.

3. I buy products in JD.com because there

are discounts
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Part II1: Impact of social media influencers on Chinese customers’purchase
intention in JD.com

Direction: In your opinion, describe how social influencer influences your
reasons to buy the products in JD.com., arranging from (5) Strongly agree, (4) Agree,

(3) Neutral (Somewhat agree nor disagree), (2) Disagree, or (1) Strongly disagree.

Impact of Social media influencers on your | Strongly agree > Strongly disagree

purchase decision 5 4 3 2 1

1. I buy products in JD.com because I like

their spokesperson.

2. I buy products in JD.com because of the
recommendations made by all social
influencers in any social media platforms

such as Weibo, Douyin, Kuaishou, etc.

3. I buy products in JD.com because I trust
the social media influencers presented in

JD.com

4. 1 buy JD.com products because some
social media influencers tell me that JD.com

products are worth buying.

5. I buy JD.com products because of some

celebrity advertisements.
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Part IV: Measuring customers’ purchase intention in JD.com
Direction: Describe your level of purchase intention after exposing to the
marketing mix (4Ps) of JD.com., arranging from (5) Strongly agree, (4) Agree,

(3) Neutral (Somewhat agree nor disagree), (2) Disagree, or (1) Strongly disagree.

Strongly agree > Strongly disagree

Purchase intention
5 4 3 2 1

1. I think the product quality of JD.com is

better than other social platforms.

2. I plan to buy JD.com products when I think

about the logistics of JD Mall.

3. I might plan to buy JD.com products when

I get their coupons.

4. I might buy products from JD.com even
though their prices are higher than other

social platforms.

5. I feel like I trust the recommendations of

some social media influencers more than |

choose the products by myself.
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