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I

摘 要

网上药店自创办以来，凭借其相对低廉的价格和方便快捷的购买方式，逐渐

赢得了消费者的青睐，并已成为消费者接受度较高的购药途径。为了使网上药店

对消费者购药意愿的影响因素有更全面和深入的了解，进而有针对性地完善其服

务，最终使消费者获得更多的实惠，本文采用感知价值理论，结合我国网上药店

的实际情况，探究网上药店消费者购买意愿的主要影响因素，以及这些因素对消

费者感知价值的影响和感知价值对消费者购买意愿的影响等关键问题进行了探

究。

本文首先归纳分析了大量国内外学者的相关研究；然后，进行了访谈和专家

咨询；最终，确定从感知药品质量、感知药店服务质量、购买成本和感知风险等

四个方面研究网上药店消费者的感知价值，并建立了一个以九个研究假设为前提

的消费者感知价值对网上药店购买意愿影响的理论模型。为了评估本文提出的理

论模型，进行了广泛的问卷调查。基于问卷调查结果，进行了人口统计分析、信

度分析和效度分析，并对提出的假设进行了检验。根据假设检验的结果，用MATLAB

拟合出显著影响感知价值的因素与感知价值之间、感知价值和感知药店服务质量

与购买意愿之间的规律模型。

研究结果表明：感知药品质量和感知药店服务质量对感知价值有显著的正向

影响；消费者的购买成本和感知风险对感知价值有显著的负向影响；感知药店服

务质量和网上药店消费者的感知价值对购买意愿均有显著的正向影响；提出了提

高网上药店消费者购买意愿的策略，为促进我国网上药店的发展提供指导。

关键词：网上药店；感知价值；购买意愿
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Abstract

Due to the relatively low prices and accessibility, online pharmacies have been

drawing more and more consumers’ attentions and have become a widely recognized

way to purchase medicines. In order to get a comprehensive understanding of factors

affecting consumers’ purchase intention in online pharmacies and thus enable the

operators to improve their services and the consumers to gain more benefits, this

paper investigated the main factors affecting consumers’ purchase intention, their

effects on consumers’ perceived value and the effects of consumers’ perceived value

on the purchase intention using the theory of consumer’s perceived value combined

with the practical situations of online pharmacies.

Firstly, extensive studies from both domestic and foreign researchers are collected and

analyzed. Then, expert interviews are conducted to derive valuable advices. Finally,

the perceived quality of medicines, perceived quality of online pharmacies’ service,

purchasing cost and perceived risk are chosen and employed to investigate the

consumer’s perceived value. A theoretical model of the effects of consumers’

perceived value on their purchase intention in online pharmacies is established based

on nine hypotheses. To assess the accuracy of the proposed model, an extensive

questionnaire survey is carried out. Based on the questionnaire results, demographic

analysis, reliability analysis and validity analysis are conducted and the accuracy of

the theoretical model is evaluated.

The results indicate that the perceived quality of medicines and perceived service

quality have positive effects on the consumers’ perceived value, while the purchase

cost and perceived risk have negative effects. The perceived service quality of online

pharmacies and the consumers’ perceived value have significant positive effects on

consumers’ purchase intention in online pharmacies. Strategies for improving the

consumers’ purchase intention in online pharmacies are proposed to provide guidance
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to the development of domestic online pharmacies.

Key words: Online pharmacies; perceived value; purchase intention of consumers
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