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Abstract:

Cloud Note is the future of Personal knowledge management, and only the continuous use
of users can truly realize its value. However, existing research has given too much attention
to the new technologies of Cloud Note, and empirical research on existing users is almost
blank. Based on the Expectation conformation model of IS continuance(ECM-ISC) , this
study explores the influencing factors of individual users' continuance intention on Cloud
Note. In particular, this study expanded ECM-ISC and increased brand intimacy to explore
the impact of continuance intention on brand intimacy. This study collected effective
opinions from 400 individual users of Cloud Note through a survey questionnaire and
conducted data analysis using SPSS 24.0 and AMOS20.0. In this study, individual users’
expectation confirmation, satisfaction, and perceived usefulness of the Cloud Note system
were tested as antecedents of continuance intention, and the relationship between
continuance intention and brand intimacy was analyzed. The research results show that the
expectation confirmation of individual users of Cloud Note has a positive impact on
perceived usefulness and satisfaction. Perceived usefulness and satisfaction have a
significant positive impact on continuance intention, and continuance intention also
significantly affects brand intimacy. At the same time, perceived usefulness and satisfaction
partially mediate the relationship between expectation confirmation and continuance
intention. Overall, the results of this study strongly support the research model, which
explains 69.476% of continuance intention, with all hypotheses being significant.

Keywords: Cloud Note; Expectation conformation model of IS continuance (ECM-ISC) ;
Continuance intention, Brand intimacy.

1. Introduction

The amount of data generated globally will increase from 33 ZB in 2018 to 175 ZB in 2025
(IDC, 2018).We are in the era of the information explosion . Due to the difficulty in judging
information quality and the changes in the way and speed of obtaining information, how
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to quickly and effectively find useful information and transform it into knowledge has
become a challenge (Hu, 2016). The solution of these problems depends on personal
knowledge management, which is one of the basic skills for individuals to survive and
develop in the society (Liu & Ning, 2022). In this era of information explosion, Personal
knowledge management tools must be used to achieve Personal knowledge management
(Zi, 2013). Cloud Note is a kind of online note tool that has emerged in recent years. It
focuses on the management of personal knowledge in the network environment, and has
almost all the functions of Personal knowledge management tools (Bao, 2014). Cloud Note
facilitates users to record every bit of their life or work in the form of text, sound, video,
photos, and other forms anytime and anywhere, as well as quickly save the required content
when browsing the web page, meeting the management of communication records, agenda
items, scattered data, and so on. They generally support multi-platform clients for PCs and
mobile devices, while achieving mobile phones, computers Information synchronization
between tablet clients and cloud servers(Cai & Zhan, 2018).

Cloud Note entered the Chinese market in 2012 as an important tool for personal
knowledge management. Subsequently, Cloud Note software for individual users in China
continued to emerge. China's Cloud Note market has great development potential(Tang,
2019), But in just a decade, two Cloud Note software have ceased operations, one
Cloud Note software has been acquired, and new Cloud Note software is still being
launched. As of December 2022, there are 12 major personal Cloud Note software in the
Chinese market. At the same time, compared to developed countries, the development of
Chinese Cloud Note enterprises are tepid. There are two main reasons for this: first, Chinese
App users have low awareness of payment and difficulty in commercialization. Second, the
mobile Internet market slowed down, and the number of individual users of Cloud Note
entered the stock market. (Liu, 2022).In order to regain growth rate and open up the growth
space of China's Cloud Note individual user market, Cloud Note service providers can only
continuously tap into the value of existing users at this stage. The longer a user uses a Cloud
Note system, the deeper their affection for the system (Tang, 2019). At the same time, the
data shows that the proportion of paid users of the Cloud Note software Evernote has
remained between 4% and 6% for a long time. For users who use it for one month, the paid
conversion ratio is less than 1%. For users who use it for one year, the conversion ratio is
11%. For users who use it for four years, the conversion ratio reaches 25%; among the daily
active users of Youdao Cloud Note, only about 10% are paid users, but the renewal rate of
paid users is as high as 80%. Understanding existing user needs and establishing intimate
relationships are the foundation for the future profitable growth of Cloud Note service
providers (Chen, 2021). However, few scholars pay attention to the feelings of individual
users of Cloud Note (Coursaris et al., 2013; Gatwood et al., 2021), and research on the
continuance intention of Cloud Note users is even more blank. Meanwhile, research on the
relationship between willingness to use and brand intimacy is also extremely limited
(Cheng et al., 2022; Navaneethakrishnan & Sathish, 2020). Therefore, taking "Continuance
intention and Brand Intimacy of Individual Users of Cloud Note" as the research topic in
this article is undoubtedly a major challenge.
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2. Literature review

2.1 Theoretical foundation

Due to the lack of research on the continuance intention and brand intimacy of Cloud Note
users. Therefore, this study draws on research on other types of cloud services to sort out
the main theory in the field of cloud service continuance intention—The Extended Model
of Expectation confirmation theory ( Expectation conformation model of IS
continuance .ECM-ISC), take it as the basic theory of this study. Drawing on the viewpoint
of Cheng et al. (2022), brand intimacy is incorporated into ECM-ISC as a subsequent
variable of continuance intention to construct this research model.

Expectation conformation model of IS continuance (ECM-ISC)

The Expectation Confirmation Model, also known as the expectation conformation model
of IS continuance(ECM-ISC).It is developed by Bhattacherjee (2001) based on the
expectation disconfirmation theory (EDT) proposed by Oliver (1980) , which is used to
explain the factors affecting the continuance intention of information technology and has
been widely used in the field of information systems (Cheng, 2022; Hung et al., 2020; Khan
& Saleh, 2022; Zhao & Khan, 2021).Veeramootoo et al. (2018) also confirmed that ECM
is superior to other technology adoption models because it includes satisfaction and
confirmation that are important for the post adoption response of the study.

In the field of IS use behavior research, the most typical representative of the post
adoption stage is the continuous use of information systems. Bhattacherjee (2001)
combined with the practical application of information system technology, proposed ECM-
ISC which includes expectation confirmation, perceived usefulness, and satisfaction and
continuance intention. Perceived usefulness refers to the degree to which users believe that
using a specific system will improve their work performance (Davis et al., 1989).
Confirmation refers to the perceived degree of consistency between users' expectations of
IS usage and their actual performance. Satisfaction is whether the user is satisfied with the
use of an information system and the degree of satisfaction. Continuance intention refers
to the user is satisfied with the use of the information system and is willing to continue to
use it in the future (Bhattacherjee, 2001). The above variables not only have an impact on
the user's continuance intention, but also have mutual influence. Specifically, the
expectation confirmation of information system users will directly affect their satisfaction
with the information system, thereby affecting their continuance intention. At the same time,
the degree of expected confirmation also affects the user's expectation after use, that is, the
perceived usefulness. Perceived usefulness has a direct positive impact on continuance
intention, and can also mediate the relationship between expectation confirmation and
continuance intention (Bhattacherjee, 2001).

Brand Intimacy

The emotional science of measuring the connection between users and the brands they use,
and love is called brand intimacy. Brand intimacy is a new marketing paradigm proposed
by Natarelli and Plapler (2017) in "Brand Intimacy", which creates a higher form of loyalty
- loyalty based on emotional connections, which is an emerging theory. When users have
emotional connections with a certain brand, they are more likely to purchase more products
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and services from that brand, have lower price sensitivity, and are more willing to
recommend and share the brand. If ignored, it may disrupt a company's growth, as
companies must establish intimate relationships between brands and users in order to
succeed in the newly defined market (Natarelli & Plapler, 2017). Usage intention plays a
crucial role in creating brand intimacy, but the research on this aspect is very limited (Cheng
et al., 2022; Navaneethakrishnan & Sathish, 2020).

2.2. Hypotheses development and research model

2.2.1 Hypotheses development

Direct effect

Expectation confirmation is the evaluation of user expectations after actual use. ECM-ISC
hypothesis confirmation is positively correlated with perceived usefulness and user
satisfaction (Bhattacherjee, 2001).Cheng also found in a series of studies on continuance
intention in the field of cloud services that expectation confirmation affects users' perceived
usefulness and satisfaction (Cheng, 2018, 2019a, 2019b, 2020a, 2020b, 2021a, 2021b,
2021c).Hung et al. (2020) found that teachers' expectation of cloud bookstore positively
affects perceived usefulness and satisfaction. This study posits that the user's expectation
confirmation of the Cloud Note system will affect their perceived usefulness and
satisfaction with the system. If users' expectations are confirmed after actual use of the
Cloud Note system, they will feel satisfied and also perceive that the Cloud Note system is
useful. Therefore, this study proposes the following hypothesis:

H1: Expectation confirmation will positively affect users' perceived usefulness of Cloud
Note system.

H2: Expectation confirmation will positively affect user satisfaction with Cloud Note
system.

Davis et al. (1989) introduced perceived usefulness as an important variable into the study
of information system usage. Gefen (2003) empirical study found that perceived usefulness
has a significant positive impact on the continuance intention of information system users.
Cheng (2021c¢) also confirmed in his study on the continuance intention of cloud consulting
services that perceived usefulness has a positive impact on users' continuance intention.
This study posits that if users believe that using Cloud Note system is helpful for their work,
study, or life, they are more willing to continue using the Cloud Note system. Therefore,
this study proposes the following hypothesis:

H3: Perceived usefulness will positively affect users' continuance intention to use Cloud
Note system.

Bhattacherjee (2001) pointed out that satisfaction plays an important role when users
decide whether to continue using an information system. Li and Fang (2019) found in their
study on Branded apps' continuance intention that satisfaction has a positive impact on
continuance intention. Ashfaq et al. (2020) showed that satisfaction is a strong determinant
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and predictor of users' continuance intention of chat-bots e-serves. Cheng (2020b, 2021b)
also found in his study of continuance intention in cloud-based e-learning system that
satisfaction is a positive predictor of continuance intention. When users are satisfied with
cloud services, they will plan to continue using such services. This study posits that if users
are satisfied with the Cloud Note system, they will be willing to continue using it. Therefore,
this study proposes the following hypothesis:

H4: Satisfaction will positively affect users' continuance intention to use Cloud Note
system.

Brand intimacy is multi-dimensional and involves not only emotions, but also the
strength of the relationship, intention of use and its duration (Huber et al., 2015). Brand
intimacy is a component of the emotional relationship between users and the company, and
intimate relationships can grow over time (Wang & Lee, 2020). Willingness to use plays a
crucial role in creating brand intimacy(Navaneethakrishnan & Sathish, 2020). The more
positive the user's willingness to use the application they are using, the higher their brand
intimacy with the application (Cheng et al., 2022). This study posits that if users have a
more positive continuance intention towards Cloud Note system, their brand intimacy with
the system will be higher. Therefore, this study proposes the following hypothesis:

HS: Continuance intention will positively affect users' brand intimacy towards Cloud Note
system.

The mediating role of satisfaction and perceived usefulness

Bhattacherjee (2001) applied the ECM-ISC model to an empirical study of users'
continuous behavior of e-banking and found that expectation confirmation positively
affects the continuance intention of information systems through satisfaction and perceived
usefulness. Cheng (2022) also confirmed in his study of e-learning system that perceived
usefulness and satisfaction play a mediating role between expected confirmation and
continuance intention. Therefore, this study proposes the following hypotheses using
perceived usefulness and user satisfaction as mediating variables:

H6: perceived usefulness mediates the relationship between confirmation and continuance
Intention.

H7: satisfaction mediates the relationship between confirmation and continuance intention.

2.2.2 Research model

The research model of this study is based on ECM-ISM, with perceived usefulness,
expected confirmation, and satisfaction as antecedents, directly or indirectly leading to
users' continuance intention to Cloud Note system and its impact on brand intimacy. The
research model is shown in Figure 1.
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Figure 1 Research Model

3. Methodology

3.1 Measures and pre-test

This study used a cross-sectional questionnaire survey method to measure all variables
using a 7-point Likert scale, ranging from 1 (="strongly disagree") to 7 (="strongly agree").
The initial scale of this study draws on mature items that have been used in literature, and
combines with scenario adjustment and revision of Cloud Note. In previous studies, they
have shown strong reliability and validity. To ensure the validity of the content, the initial
scale was presented to five experts in the field of management (or economics) with doctoral
degrees, and a structured survey questionnaire was completed based on their feedback
(Table 1). In addition, the survey questionnaire recruited 58 individual users of Cloud Note
from colleagues, classmates, and students through a combination of judgment sampling and
snowball sampling, and pre-tested them. A total of 47 valid questionnaires were obtained
by excluding invalid questionnaires with the same option selected throughout the entire
questionnaire and a response time less than 1 minute displayed on the internet. The
instrument’s reliability was evaluated using Cronbach’s a coefficients that indicate internal
consistency of the items used for calculating scales and the Cronbach’s a values (ranging
from 0.730 to 0.900) exceeded common requirements for exploratory research, indicating
a satisfactory reliability level(Hair et al., 1998).At the same time, this study also excluded
participants in the pre-test from the final data collection and subsequent research.

Table 1 Revised measurement scale

Variable Code Items Source

Confirmation EXP1 The experience of using the Cloud Note
(EXP) system exceeded my expectations.
The overall functionality or service level
EXP 2 provided by the Cloud Note system is better
than what I expected.

Bhattacherjee
(2001)

EXP 3 Overall, most of my expectations for Cloud
Note systems have been met.

Perceived PUL Using Cloud Note can improve my efficiency = Ming (2013)
usefulness in work, study and life.
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(PU) The Cloud Note system can help me easily
PU2 and quickly find the information I have
collected and organized.
Using the Cloud Note system allows me to
PU3 collect and organize information more
quickly.
I think using Cloud Note is useful for my

PU4 .
work, study, and life.

Satisfaction =~ SAC1 I am satisfied with the performance of the
(SAC) Cloud Note system.
SAC2 I am satisfied with the user experience of the
Cloud Note system.

. . . . Cheng
SAC3 I am satisfied with the functionality of the
(2022);
Cloud Note system.
: . . Yu (2020)
SAC4 I am satisfied with the overall experience of
the Cloud Note system.
SACS5 I think using this Note system is a wise
decision.
Continuance CON1 I am willing to continue using Cloud Note
intention system in the future.
(CON) CON2 I will continue to use Cloud Note system in
the future.
CON3 [ will often use Cloud Note system in the )
Gui (2016);
future.
Cheng

I intend to continue using the Cloud Note

CON4 . . (2019b)
system instead of other alternative tools.

CONS I am willing to use more functions of Cloud
Note system.

CONG6 I would like to recommend my friend to use

Cloud Note system.

BRA1 [ feel a warm feeling as soon as I see this

Brand
. Cloud Note Cheng et al.
Intimacy .

BRA2 I have a dependency on this Cloud Note. (2022)
(BRA)

BRA3 I feel emotionally close to this Cloud Note.

3.2 Sample, data collection and ethical considerations

The target population parameter of this study is the individual Cloud Note users living in
Chinese Mainland. In order to identify respondents with the above parameters, the sampling
framework of this study was taken from the world's largest Chinese online communication
platform - "Baidu Tieba". Considering user activity and timely updates, six Tieba related to
cloud note were ultimately determined as the sampling units for this study through manual
inspection one by one. "Baidu Tieba" is mainly aimed at Chinese users. Six Tieba related
to Cloud Note basically cover several Cloud Note software with more users in the Chinese
market, and the total number of users exceeds 40000. And these users have used at least
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one Cloud Note software, which is very consistent with the requirements of this study on
target population parameters. This study used the professional online survey website WJX
in China ( http://www.wjx.cn/ ) Generate survey links and publish it to six target Tieba.
Firstly, seek help from the 'Tieba Manager' who acts as gatekeepers and distributes survey
links to team members. Secondly, the author will post survey links in six Tieba and invite
Tieba members to participate in the survey. To minimize data changes, data collection is
completed within a month. A total of 459 questionnaires were distributed in this survey, and
59 invalid questionnaires with the same option selected and the online display of answer
time less than 1 minute were excluded. 400 valid questionnaires were collected (87.0%). In
terms of scientific research ethics, this study follows the ethical principles of Bouma and
Ling (2000) for investigation. Before the survey, participants were informed that their
participation and responses would be completely anonymous, confidential, and voluntary,
and they had the right to withdraw at any time during the survey. Please ask them to
objectively reflect their true opinions on each question as much as possible, and there is no
right or wrong answer to each question. At the same time, inform participants that the data
from this survey is only for academic research and that returning the completed
questionnaire means agreeing to participate in this study.

3.3 Data analysis

The data analysis of this research adopts the Structural Equation Modeling (SEM) method.
First, confirmatory factor analysis (CFA) was used to develop the measurement model.
Next, to explore the causal relationships among all constructs, the structural model for the
research model was tested by using SEM.

4. Results

4.1 Demographic Information

A total of 400 valid questionnaires were collected in this survey. Among them, 197
respondents (49.3%) were female, and 203 respondents (50.7%) were male, with a balanced
number of male and female users. The 18-30 age group has the highest number of
respondents (52.8%, n=211), followed by the 31-40 age group (43%, n=172), with users
generally under the age of 40. The majority of respondents (99.25%, n=397) have a college
degree or above, and Cloud Note users generally have higher education levels. From the
personal characteristics of the respondents, it can be seen that people with higher education
and younger age are more willing to accept Cloud Note and put it into use. In terms of user
experience, only 3.0% of users have been using Cloud Note for less than or equal to one
year, while the majority of users have more than one year of Cloud Note usage experience
(97%), which means that most participants have a rich Cloud Note experience. In terms of
the regions where the sample users are located, 259 users (64.8%) are located in the eastern
coastal region, 80 users (20%) are located in the central inland region, and 61 users (15.3%)
are located in the western remote region. The sample size of the user's region is also in line
with the economic development situation of the region.
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4.2 Test of normality

This study collected 400 valid questionnaires, with a sample size higher than the minimum
sample size required for SEM analysis of 200(Kline et al., 2011). In this study, the absolute
values of skewness and kurtosis for all items ranged from 0.010 to 0.600 and 0.052 to 1.205,
respectively, meeting the requirement proposed by Kline et al. (2011) that the absolute
values of skewness and kurtosis for all items should be less than 3 and 10. Therefore, the
survey data in this study conform to Normal distribution.

4.3 Results of structural modeling analysis
Measurement model. In order to evaluate the measurement model, reliability, convergent
validity, and discriminative validity were analyzed in this study.

First, evaluate reliability. This research applied Cronbach’s alpha and composite
reliability to test reliability. The results indicate that the Cronbach's alpha coefficients of all
dimensions exceed the 0.7 critical value recommended by Hair et al. (1998), indicating that
their reliability is sufficient. Meanwhile, their composite reliability (CR) are all higher than
the recommended standard of 0.7. Overall, the reliability of all dimensions has been
confirmed (Table 2).

Second, evaluate convergence validity. This study is based on the viewpoint of Hair et al.
(1998), squared multiple correlations (SMC) for each item and composite reliability (CR)
and average variance extracted (AVE) for each dimension were used in this research to test
the convergent validity. At the same time, the following fit indices are used to measure the
convergence validity of the scale, Goodness of Fit Index (GFI). Adjusted Goodness of Fit
Index (AGFI). Comparative Fit Index (CFI). Chi-Square/df(x*/df)» Root Mean Square
Error of Approximation (RMSEA). The measurement standards for these fit indices are:
x*/df<<5.CFI>0.9. GFI>0.9. AGFI>0.9. RMSEA <0.10(Hair et al., 1998; MacCallum
et al., 1996; Marsh & Hocevar, 1985). The CFA results show that the factor loading and
SMC values of all items are greater than 0.6 and 0.36 respectively (Bagozzi, 1981), It
indicates that the item can reflect the dimension information well. The CR and AVE values
of all dimensions exceed the minimum acceptable values of 0.7 and 0.5 (Hair et al., 1998),
All dimensions of the scale have good intrinsic quality. The fit indices of the four
measurement models, namely Perceived Usefulness (PU), Expectation Confirmation
(EXC), Satisfaction (SAC), and Brand Intimacy (BRA), all meet the standards and are well
fitted, indicating that the scales of these four measurement models have good convergent
validity. However, the partial fit indices of the Continuance Intention (CON) measurement
model, AGFI=0.777<0.9, x*/df =14.946>5, and RMSEA=0.187>0.1, do not meet the
threshold level recommended by scholars. Therefore, this study modified the measurement
model of CON by deleting the measurement item CON6 based on the modified indicators.
After the modified, the x*df =3.202, GFI=0.984, AGFI=0.953, CFI=0.991, and
RMSEA=0.074, and the values of all fit indices met the standards. Overall, the fit indices
of each measurement model is good and has good convergence validity (Table 2).

Table 2 Results of CFA, validity analysis and reliability test
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Fact compo
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Third, evaluate discriminant validity. According to the suggested standards of Fornell
and Larcker (1981), the square root of each construct’s AVE should be higher than their
inter-correlations. The results of confirmatory factor analysis show that the square root of
AVE for perceived usefulness, satisfaction, continuance intention, confirmation, and brand
intimacy is higher or closer to their correlation, it indicates that the measurement model of
this study has good discriminant validity (Table 3).

Table 3 Discriminant validity for the measurement model

Construct AVE EXC BRA CON SAC PU
EXC .566 752

BRA .650 171 806

CON .626 480 S14 791

SAC .509 769 229 579 713

PU .621 582 197 452 238 788

Note: The boldface values along the diagonal line are the AVE values for the constructs and
the other values are the squared correlations for each pair of constructs.

4.4 Common method bias

When respondents fill out the same questionnaire in the same measurement environment,
it is easy to generate common method bias, so it is necessary to test it. Harman's single-
factor test is a commonly used testing method (Podsakoff et al., 2003).This study used

Migration Letters



658 Descriptive Study On Cloud Note User s Migration: Based On Extended Expectation
Confirmation Theory

Harman's single-factor test method to conduct non-rotating exploratory factor analysis on
the questionnaire measurement scale. Four factors with eigenvalues greater than 1 were
identified, which collectively explained 69.476% of the total variance, with the variance
explanatory power of the first factor being 35.738%, which is less than 50% (Podsakoff et
al., 2003). This indicates that there is no single factor in the data that can explain the vast
majority of variance. Therefore, there is no serious issue of common method bias in this
study:.

Structural model. The next step is to evaluate the overall fit between the structural model
and the data. The overall fit indices of the structural model in this study (Figurel) is as
follows:x*/df=1.265, GFI=0.950, AGF1=0.937, CFI1=0.989, RMSEA=0.026 (Figure
2) . Based on the rules of previous studies (Bagozzi & Yi, 1988; Hair et al., 1998), the
results of CFA showed that these indicators exceeded their respective acceptable levels,
indicating that the structural model of this study had a good overall fit with the data.

4.5 Hypotheses testing

The path analysis results of the structural model are shown in Table 4. Table 4 lists all
standardized path coefficients, t-value, and significance. The path relationship of each
variable is displayed. As to the hypotheses, confirmation had positive effects on Perceived
usefulness and satisfaction, Perceived usefulness had positive effects on continuance
intention, and satisfaction positively affected continuance intention, continuance intention
had positive effects on brand intimacy. All of the hypothesized relationships in this research
model were validated at a p < 0.001 significance level.

Table 4 the results of hypothesis testing

Standardized
Hypothesis path S.E. t-value Significance(P) Support

coefficient
H1:EXC-->PU .532 .077 8.576 ook Yes
H2:EXC-

729 .072 10.549 ok Yes
>SAC
H3:SAC-

474 .051 8.145 ok Yes
->CON
H4:PU-

306 .039 5.82 ok Yes
->CON
H5:CON-

513 .084 9.037 ok Yes
->BRA

Note: ***p<0.001

According to the path analysis diagram of the structural equation model (Figure2),
Expectation confirmation explains 28% of perceived usefulness and 53% of satisfaction.
The combination of two variables, perceived usefulness, and satisfaction explained 43% of
continuance intention. The continuance intention explains 26% of the brand intimacy.
These data indicate that the overall explanatory power of this research model is good.
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chi-square=229.177 df=165

chi-square/df=1.389 p=.001
GFI=947 AGFI=1932
CFl1=.984 RMSEA=.031

O— -7

Figure 2 Structural Equation Model Path Analysis

On the basis of direct effects, this study used SPSS24.0 to analyze the mediating effect of
this study according to the Bias-corrected nonparametric percentile Bootstrap method
recommended by Zhonglin and Baojuan (2014) (the number of sampling is set to 5000),
and the results are shown in Table 5 and Table 6. The Confidence interval of the direct
effect of expectation confirmation on the continuance intention and the mediating effect do
not contain 0, indicating that the mediating effect is significant and partially mediated. The
confidence interval of the mediating path of perceived usefulness is (0.059, 0.143),
excluding 0. The mediating effect is significant, the size of the mediating effect is 0.099,
and H6 is supported. The confidence interval of the mediating path of satisfaction is (0.134,
0.237), excluding 0. The mediating effect is significant, the size of the mediating effect is
0.181, and H7 is supported.

Table 5 Direct effects of each variable

DV v coeff se t p LLCI ULCI

PU constant  1.902 228 8.343 .000 1.454 2.350
EXC 516 .046 11.106  .000 425 .607

CON constant  3.310 162 20.462  .000 2.992 3.628
PU 193 .033 5.873 .000 128 257
EXC .196 .035 5.620 .000 127 264

Table 6 Indirect effects of each variable

Effect = BootSE t p BootLLCI BootULCI
EXC->PU->CON  .099 .022 4.500 .000 .059 143
EXC->SAC->CON .181 .026 6.962 .000 134 237
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5. Discussions. Implications and Conclusions

The empirical results of this study support the multi-path hypothesis that Cloud Note
users' continuance intention and brand intimacy are formed. Firstly, referring to ECM-ISC,
the results of this study support that expectation confirmation is a positive predictor of
perceived usefulness and satisfaction, while perceived usefulness and satisfaction are
important factors in the continuance intention. The results of this study show that the higher
the degree of expected confirmation of the Cloud Note system, they will find the system
more useful and satisfied with it. At the same time, if users perceive that Cloud Note system
can improve their work performance, i.e. perceived usefulness, they will demonstrate a
higher continuance intention. And user satisfaction of Cloud Note system is a stronger
predictor of continuance intention than perceived usefulness. The results of this study
confirm the viewpoint of Bhattacherjee (2001) and are similar to the findings of Ashfaq et
al. (2020),Cheng (2021c) and Hung et al. (2020), namely, expectation confirmation
positively affects perceived usefulness and satisfaction, Continuance intention is influenced
by perceived usefulness and satisfaction. Only when users feel that the system is useful and
satisfied with it will they be willing to continue using it. Secondly, this study integrates
brand intimacy into ECM-ISC to investigate the relationship between continuance intention
and brand intimacy. The research results show that brand intimacy positively affects users'
continuance intention of Cloud Note system. The stronger the continuance intention of
Cloud Note system, the higher their brand intimacy with the system will be. The results of
this study are similar to the findings of Cheng et al. (2022), and further support this
viewpoint through empirical testing of information systems such as Cloud Note. Finally,
in addition to studying the direct relationship between the main variables, this article further
investigates the mediating effects of perceived usefulness and satisfaction as expected
confirmation and continuance intention. The results show that the Mediating effect of
perceived usefulness and satisfaction exists and is partially mediated. The results of the
mediation effect analysis of this study further confirmed the importance of perceived
usefulness and satisfaction to improve the continuance intention of Cloud Note, echoing
again the view of Bhattacherjee (2001) that perceived usefulness and satisfaction are
important evaluation indicators of continuance intention, and the same is true for Cloud
Note system. Based on ECM-ISC, this research constructs a model of influencing factors
of continuance intention of individual Cloud Note users, and the model has good
explanatory power.

From a theoretical perspective. Firstly, this study applies ECM-ISC to Cloud Note for the
first time, expanding the application scope of this theory and filling the gap in the field of
Cloud Note research, providing important theoretical and empirical basis for subsequent
related research. Secondly, it is also the biggest theoretical contribution of this study. For
the first time, brand intimacy was added as a follow-up variable of continuance intention
to ECM-ISC, further expanding the research scope of continuance intention in Cloud Note
context and providing reference for research in the field of continuance intention.

From a practical perspective. Personal Cloud Note system has been in operation in China
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for over a decade, and now many competitor platforms are available for users to use.
Although the development potential of the Chinese market is great, the development of
Chinese Cloud Note enterprises is tepid, facing difficulties in commercialization and the
industry dilemma of users entering the existing market. How to retain users, enhance their
brand intimacy, and improve brand competitiveness is a huge problem for Chinese Cloud
Note service enterprises (Liu, 2022). This study provides ideas for Cloud Note companies
to solve the problem, and also puts forward requirements for marketers. The research results
indicate that Cloud Note enterprises should conduct user behavior analysis before
formulating any strategy, regularly and in detail understand users' expectations of Cloud
Note system (functionality, performance, security, services, etc.), enhance expectation
confirmation, improve users' perceived usefulness and satisfaction, enhance continuance
intention, increase user payment conversion ratio, form brand intimacy, and thus increase
its market share, which is very important.

ECM-ISC is widely used in the study of continuance intention in information systems.
But this study is the first to apply this theory to the specific object of Cloud Note and
incorporate brand intimacy to empirically test the relationship between various variables.
The research results indicate that expectation confirmation positively affects perceived
usefulness and satisfaction, and perceived usefulness and satisfaction are important
predictors of continuance intention. Continuance intention significantly affects brand
intimacy, and perceived usefulness and satisfaction can partially mediate the relationship
between expectation confirmation and continuance intention. All assumptions in the paper
are valid. This is consistent with the research by Bhattacherjee (2001) . The results of this
study not only enrich previous research in the fields of ECM-ISC and Cloud Note, but also
demonstrate the impact of continuance intention on brand intimacy. This study has several
limitations. First of all, this research data is only from Chinese Mainland. Due to the limited
scope, further research can be extended to respondents in other countries, and cross-country
comparisons can be made to improve the integrity of the research. Secondly, this study
mainly uses questionnaire survey method to collect data. Further research can consider
using qualitative research methods to further optimize theoretical models and enhance the
scientific nature of the research. Finally, due to the limited discussion of external factors in
ECM-ISC, further research can incorporate external factors into this research model to

make it completer and more accurate in terms of prediction and interpretation.
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