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Abstract: In the past two years, consumers have more opportunities to choose online shopping due to
the influence of COVID-19, and many offline stores have switched from offline to online. Therefore,
enhancing the experience of consumers in the shopping platform becomes a new focus of discussion.
This study takes the online shopping platform as the research object, through questionnaires to
investigate the people with online shopping experience. The results show that consumer-platform
interaction, consumer-seller interaction and consumer interaction have a positive effect on consumers'
social and physical presence. The impact of social presence on consumer confidence has not been felt.
This study theoretically verifies the influence of interaction on purchasing intention, establishes the core
role of consumer trust in purchasing behavior, and presence that there is a positive influence on trust. In
the part of practice, this thesis provides reference direction for the future interactive experience of online
shopping platform, enhancing consumer trust and purchasing intention.
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"7} 32 (virtual storefront)’, ' A} (electronic mall) =N HE Fo=2 EJATY2]. AT
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32 AAZAT JFs
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34 AFEe} Frjo =
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[Fig. 1] Measurement Items and Descriptive Statistics
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[Fig. 2] The Final Research Model
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