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Abstract: In order to enrich fitness APP related theories, and to promote sports fitness market development, by basing 

the research object on fitness APP users’ usage willingness, by basing the foundation on the Dual-Factor theory, and by 

using a structural equation model, the authors carried out an empirical analysis on the research object from the dual 

perspectives of health care and stimulation. Results: according to the magnitude of the degree of influence, users’ per-

ceived benefits affecting stimulation factors include acquiring fitness knowledge, economic convenience, social com-

munication and body exercise; users’ perceived risks affecting health care factors include product and service quality, 

after-sales service, corporate reputation as well as safety and privacy. In addition, from the perspective of path coeffi-

cient, stimulation factors can increase users’ perceived benefits, produce a positive effect on their usage willingness; 

health care factors can appropriately alleviate users’ perceived risks; stimulation factors’ influence on usage willingness 

is greater than health care factors’ influence. Suggestions: strengthen core business sector construction; provide appro-

priate economic stimulation; form the users’ sense of community belonging; build a good knowledge and culture at-

mosphere; establish clear, effective, concise and easy to understand safety and privacy policies; improve product and 

service quality; enhance corporate reputation; improve after-sales service. 

Key words: fitness APP Dual-Factor theory social exchange theory usage willingness 

 

 
  

2019-03-12 

E-mail sunjinhai@126.com



 
72 

 



 
73  

 



 
74 

 

( )  CR AVE Cronbach'�
 0.880 
 0.885 (DL) 

 0.808 
0.893 0.737 0.870 

 0.858 
 0.874 (EC)

 
[12-13]

0.826 
0.889 0.727 0.893 

 0.674 
 0.709 (SJ) 

 0.758 
0.757 0.511 0.733 

 0.824 
 0.908 (ZS)
 0.938 

0.920 0.794 0.917 

 0.824 
 0.884 (AQ)

 0.876 
0.896 0.743 0.897 

 0.910 
 0.865 (ZL)

 0.918 
0.926 0.806 0.926 

 0.836 
 0.892 (XY)

 0.897 
0.908 0.766 0.895 

 0.822 
 0.849 (SH)

 0.820 
0.870 0.690 0.888 

 0.896 
APP 0.865 (FX)
APP 0.921 

0.923 0.800 0.922 

 0.698 
 0.882 (LY)

 0.920 
0.876 0.704 0.836 

 0.817 
APP 0.743 (SY)

APP 0.825 
0.838 0.633 0.871 

  



 
75  

 

 AVE DL EC SJ ZS AQ XY ZL SH FX LY SY 
DL 0.737 0.858           
EC 0.727 0.548 0.853          
SJ 0.511 0.237 0.234 0.715         
ZS 0.794 0.363 0.401 0.247 0.891        
AQ 0.743 0.127 0.128 0.112 0.115 0.862       
XY 0.766 0.242 0.209 0.086 0.507 0.316 0.875      
ZL 0.806 0.063 0.088 0.180 0.321 0.296 0.533 0.898     
SH 0.690 0.090 0.148 0.111 0.259 0.378 0.530 0.298 0.831    
FX 0.800 0.106 0.118 0.096 0.258 0.347 0.505 0.425 0.478 0.894   
LY 0.704 0.550 0.591 0.432 0.613 0.075 0.250 0.138 0.110 0.009 0.839  
SY 0.633 0.265 0.284 0.205 0.258 0.054 0.003 0.041 0.071 0.266 0.531 0.796
1) AVE  

   P  
�  0.212 0.043 <0.001 H1  
�  0.276 0.043 <0.001 H2  
�  0.233  0.038 <0.001 H3  
�  0.413 0.038 <0.001 H4  
�  0.123  0.045 <0.01 H5  
� 0.252 0.049 <0.001 H6  
�  0.231 0.056 <0.001 H7  
�  0.190 0.050 <0.001 H8  
�  0.174 0.035 <0.001 H9  
�  0.534 0.038 <0.001 H10  
�  0.271 0.043 <0.001 H11  

 RMSEA=0.071 CFI=0.915 TLI=0.902 SRMR=0.078   
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