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Abstract

Internet technology is developing increasingly now , the prosperous development of
tourism UGC is arousing wide attention. At the same time, there are some problems, eg
substance richness does not match deal volume, adhesiveness of users is bad and so on.
So, it is vital to enhance the buying intention.

According to the SOR theory, user interaction is independent variable, buying
intention is dependent variable and user perceptive value as intermediary variable,
exploring the affect of user interaction on buying desire in tourism UGC platform. Make a
questionnaire to gain data. By employing Spss22.0 to analyze, and it contains descriptive
statistical analysis, reliability and validity checkout, difference analysis and so on. Finally,
the intermediary effect of perceived value was tested.

Conclusions as follows: user interaction has positive effect on perceptive value;
perceived value has positive influence on buying possibility; user interaction has positive
impact on buying possibility, and perceived value plays an intermediary part. Finally,
based on the conclusion of the study, it provides the corresponding strategies for tourism

UGC enterprises to enhance the purchase intention of users.
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