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前  言

在国家大力推进信息产业和数字经济发展的背景下,立足于国内外

在线教育和知识付费行业快速发展的现状,本书先梳理了中国在线教育

平台的发展脉络和商业模式,发现在线课程成为在线教育平台的主要收

入来源,开展在线教育平台用户课程购买意愿影响因素的探讨有着重要

的意义。针对在线课程购买意愿低的问题,通过调研大量相关文献提炼

了影响在线课程购买意愿的相关因素,基于感知价值理论、技术接受模

型并结合当前的研究情境引入了中介变量、调节变量(网络口碑)和多群

组变量(复购历史),提出了中国B2B2C在线教育平台课程购买意愿影

响因素模型,剖析了影响在线课程购买意愿的相关因素和各因素之间的

作用关系,并对是否复购的异质性进行分组建模,得出不同购买历史的

用户存在影响机理的差异。本书在数据分析的基础上还进行了相应的

讨论并给出了对应的建议,如保证课程质量,提供口碑,根据用户的购买

经验进行分组,使用人工智能为用户推荐在线课程;优化时间和空间自

治功能,提高5G、虚拟现实和增强现实的用户体验;使用云服务和大数

据技术降低课程价格,提供更多免费试用,以减少用户的感知风险。

本书为深入剖析中国在线教育平台课程消费情景下在线课程购买

意愿提供了系统的研究,融合多理论的预测模型和 MGA多群组技术,

为开展相关理论研究提供参考,丰富了本领域的理论研究和研究方法。

为了同步国内外研究动态和文献语境,本书采用中英双语进行写作,也

便于读者同步了解本领域的中英文表述。
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Introduction

InthecontextofChina􀆳svigorouspromotionoftheinformation

industryanddigitaleconomy,itisbasedonthebackgroundoftherapid

developmentofonlineeducationandknowledgepaymentindustriesat

homeandabroad.Thisbookfirstsortsoutthedevelopmentcontextand

businessmodelofonlineeducationplatformsinChina,andfindsitisof

greatvaluetoexplorethefactorsaffectingusers􀆳intentiontobuyonline

courses.Aimingattheproblemoflowonlinecoursepurchaseintention

basedonthecurrentstatusquo,thisbookresearchedalargenumberof

relevantdocuments,itrefinedtherelevantfactorsthataffectonline

coursepurchaseintention,based onthe perceived valuetheory,

technologyacceptancemodelandcombinedwiththecurrentresearch

situation,introduced mediation variables, moderation variables

(Internet word-of-mouth)and multi-group variables (repurchase

history),andproposedamodelofinfluencingfactorsofChina􀆳sB2B2C

onlineeducationplatformcoursepurchaseintention,andidentifiedthe

influence factors of online education platform course purchase

intentions,analyzedtherelevantfactorsthataffectonlinecourse

purchaseintentionsandtherelationshipbetweenthefactors,andthe

heterogeneityofwhethertorepurchaseisgroupedandmodeledtofind

thatuserswithdifferentpurchasehistorieshavedifferencesinthe
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influencemechanism.Basedonthedataanalysis,thisstudyalso

discussedthecorrespondingrecommendations,suchasguaranteeing

coursequality,providingword-of-mouth,groupingusersaccordingto

theirpurchasingexperience,usingartificialintelligencetorecommend

onlinecoursesforusers;optimizingfunctionsoftimeandspace

autonomy,improvinguserexperiencewith5G,virtualreality,and

augmentedreality;reducingcoursepricewithcloudservicesandbig

datatechnologies,andprovidingmorecoursefreetrialinanattemptto

reduceusers􀆳perceivedrisk.

Thisbookprovidesasystematicresearchforthein-depthanalysis

ofonlinecoursepurchaseintentionunderthecourseconsumption

scenarioofChina􀆳sonlineeducation platform.Itintegrates multi

theoreticalprediction modeland MGA multigrouptechnologyto

providereferenceforrelevanttheoreticalresearch,andalsoenrichesthe

theoreticalresearchandresearchmethodsinthisfield.Forresearchers

andpractitionerstokeepabreastofdomesticandforeignresearchtrends

andliteraturecontext,thisbookis writtenin both Chineseand

English,whichisalsoconvenientforreaderstounderstandtheChinese

andEnglishexpressionsinthisfield.
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