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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



to the development of domestic online pharmacies.

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