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Tables 
Table 1. Reliability analysis table of each dimension scale and total scale 

Variable Item Cronbach’α coefficient  KMO value 

Total table 29 0.999 0.911 

Perceiving video content 4 0.862 0.872 

Perceived convenience 5 0.876 0.746 

Perceptive e-commerce 4 0.835 0.837 

Perceived social contact 3 0.845 0.735 

Perceived service quality 7 0.867 0.781 

Customer expectation 4 0.884 0.715 

Perceived value 2 0.857 0.869 

Table 2. Weights of each first-level index 

Indicators Weight 

Perceiving video content 0.150 

Perceived convenience 0.054 

 Perceptive e-commerce 0.068 

Perceived social contact 0.035 

Perceived service quality 0.116 

Customer expectation 0.219 

Perceived value 0.358 

Table 3. Satisfaction of each level indicator 

Indicators Satisfaction 

Perceiving video content 3.6316 

Perceived convenience 3.2627 

Perceptive e-commerce 3.5404 

Perceived social contact 3.2626 

Perceived service quality 3.3696 

Customer expectation 3.6261 

Perceived value 3.5813 


