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Consumer loyalty of health care products in direct selling industry
——from the perspective of consumer trust
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College of Management, Wuhan College, Wuhan, Hubei 430200

Abstract :

Consumer trust of health care products in direct selling industry has a significant impact on consumer

loyalty, and its consumer trust mainly consists of the characteristics of consumers, operators, and

the interaction between them. The characteristics of consumers include trust tendency, personality,

rational tendency of consumption and so on. The characteristics of managers include trust tendency,

personality, quality and professional ability. Interactive factors include antecedent factors, the process

of interaction between them and the result.
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