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An Empirical Analysis of the Impact of Customer Experience on Repurchase of Social E-
commerce Platform: Take Xiaohongshu Beauty Product Repurchase as an Example

MA Li-ting' , HUANG Li-xue’

1. School of Economics and Trade, Fujian Jiangxia University, Fuzhou 350108, Fujian Province, China; 2.Fujian Branch of
Agricultural Bank of China LTD, Fuzhou 350003, Fujian Province, China

Abstract: With the vigorous development of "scientific technology" and "social economy", the intersection between "social" and "e—
commerce" is constantly emerging, forming the cooperation mode of "social media + online shopping". The social field has gradually
become the blue ocean of e—commerce enterprise development, from which social e—commerce is produced. This paper studies the
formation process and influencing factors of repurchase of beauty products by social e—commerce customers. Through questionnaire
survey and empirical analysis, it is proved that product quality, after—sales service, logistics distribution, social interaction and other
factors have significant positive correlation with the impact of social e —commerce platform customers on repurchase of beauty
products.

Key words: social e—~commerce; customer experience; cosmetic products; repurchase intention
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