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Application Strategy Analysis of Interactivity in Promoting E-commerce Website User
Loyalty

MIAO Xiu, HAN Dong-nan, WANG Teng
(Inner Mongolia University of Science & Technology, Baotou 014010, China)

ABSTRACT: It analyzes the interactivity of e-commerce website. Though literature research to classify interactivity behavior,
based on competing goods analysis and user research, it writes questionnaire and conducts a large-scale survey. By recovering
data, combined with e-commerce website features, the interactive factors are extracted by using SPSS principal component
analysis. The interactive factors of e-commerce website can be concluded into correlation, authenticity and relationship. From
the two dimensions of information interaction and social interaction to explore the application strategy of each interaction factor,
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can effectively enhance the customer loyalty of the electronic business website.
KEY WORDS: interactivity; e-commerce website; information interaction; social interaction; user loyalty
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Fig.1 The extraction process of interactive factors
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Fig.2 Correlation methods from both information interaction and social interaction dimension
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Fig.3 E-commerce website authenticity presentation from infor-
mation dimension
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