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摘要 

 

随着互联网应用的普及和我国旅游业的蓬勃发展，旅游电子商务面临着前所

未有的发展机遇。根据艾瑞咨询统计数据显示，2012 年中国在线旅游市场交易

规模达 1729.7 亿元，较 2011 年的 1313.9 亿元增长 31.6%。如此之高的增长率

证明，研究对消费者使用旅游电子商务平台的意向产生影响的因素是有一定的理

论和实践意义的。 

基于此，本文在经典技术接收模型的基础上，仍然保留感知旅游电子商务有

用、感知旅游电子商务易用两个因素，同时引入了感知风险、平台特性、相容性

三个因素共同构建消费者旅游电子商务使用意向模型。研究过程采用文献研究和

实证分析相结合的方法。首先通过对已有研究成果的整理和研究得到本文提出的

理论模型的合理解释，其次结合访谈、问卷调查和实证研究方法来探讨各种因素

对消费者旅游电子商务使用意向的影响关系。 

实证研究结果表明，感知有用、感知易用仍然是影响消费者旅游电子商务平

台使用意向的重要因素，且感知有用比感知易用对使用意向的影响程度更强。而

感知风险会对消费者使用态度产生显著的负向影响。同时，平台特性、相容性从

不同的角度对感知有用、感知易用、感知风险存在调节作用，进而影响消费者的

使用意向。 

基于以上研究结果，本文选取我国旅游电子商务的代表性企业携程网与淘宝

旅行网为例，详细对比两者在各个因素上的差异，并且结合问卷调查结果对两个

网站的消费者使用意向做更加深入的分析。 

在比较分析结果的启示下，本文从以创新提升产品与服务价值、加强网络安

全管理、注重消费者体验性、打造差异化发展路线四个方面对我国旅游电子商务

的发展提出自己的建议。 

最后，详细说明本文在研究方法等方面存在的不足，并且对未来的研究方向

进行展望。 

 

关键字：旅游电子商务；技术接收模型；旅游消费者行为 
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ABSTRACT 

 

With the popularity of Internet applications and the vigorous development of 

China’s tourism industry, tourism e-commerce is facing an unprecedented 

opportunities for development. According to iResearch’s statistics, in 2012, the 

turnover of China’s online travel market is 1729.7 billion yuan, with a growth rate of 

31.6% compared with 1313.9 billion yuan of 2011.  

For reasons such as noted above, this paper adds three variables in Technology 

Acceptance Model, namely platform features, perceived risk and compatibility, 

making it work together with perceived usefulness of tourism e-commerce and 

perceived ease of using tourism e-commerce to build model of consumer online 

booking intention. The paper takes both literature research and empirical analysis. 

The empirical results show that perceived usefulness and perceived ease of use 

are still the important factors affecting consumers’ intention of booking online, and 

perceived usefulness has greater influence. Perceived risk has a significant negative 

influence on behavior intention. At the same time, the platform features and 

compatibility affect perceived usefulness and perceived ease of use from different 

angles, and then affect the behavior intention. 

Based on findings above, the paper selected two enterprises from Chinese 

tourism e-commerce industry, TaobaoTrip and Ctrip, representing B2C e-commerce 

and C2C e-commerce respectively, compared the difference in every dimension. And 

combine it with investigation to take further analysis. 

Inspirited by case-study results, the paper put forward some proposals for 

Chinese tourism e-commerce industry, namely raising the value of products and 

service by innovation, enhancing network security management, emphasizing 

consumer experience, make diversified development. 

Finally, illustrate the shortcoming of the paper, and discuss the future research 

trend. 
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