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ABSTRACT
This paper is tested consumer lifestyle, perceived risk and perceived hidden on ac-ceptance of online shopping. It is investigated by
guestionnaires to research women's lingerie purchase intention. The sample correspondences come from central universities and
medical units. Analysis method includes scale reliability, validity and item analysis, correlation analy-sis, factor analysis, and
regression analysis. The empirical analysis shows that on the online shopping the different lifestyles of female consumers have
significant influence on purchase intention; the perceived risk and perceived occult will have significant influence on purchase
intention too. Based on the results, it is suggested that the marketing staffs must take into account the site’s safety, quality and
after-sales service and other related issues. In order to improve Internet consumer willingness to buy, how to reduce their risk and
increase their confi-dence, indeed essential, are provided in response to the era of online shopping. Key Words: acceptance online
shopping, lifestyle, perceived risk, perceived hidden

Keywords : acceptance online shopping lifestyle[] perceived risk(J perceived hidden
Table of Contents

000000000000 0ob0o0D0oDO00D00D0Db0o0DNbODO00D0 DO0DODO0boo0oDO0oDLOOobODOO0DOODOO
oOo0ivoOoO OooOoooooooooooOooboooobvooooooooooooooboooooDooboooo
OOviboooooooooooooooooooooooooxooooooooooooooooooooboooo
OO0OxiboOoOoooooOooooooooooOooooooOoDbi10obDoo0OoDooOooooOooOoUobooooooo
oooolioooooboooooobooboooooboooobobbo20booooooboOooooboboboOooDooo
goooob3goobo obobooboobooboobooboob400b0o0obboboobooboobobo
gbo4000 0D0000OO0ODO0ODOODOOOOODOY0ODLO DOO0DDOODOODOODOODODOO40DO

gooobooboobobooboobsbogbgboobooboobobbooboob2rbo0oooboOoobo
gboooboobobbob23bog gobobooboobuoobobboobooz2zrobooboobboobDoon
gbooobgooboboobzrboobOobbooboobooboboooboobOoob2rooboobOoobOon
obooboobobbobooz2s0booboobo0obo0obo0obooooobo0oboOosss oo oooooon
gboooboobobbooboossbooboboobooboobobobooboobuooss o oonooon
ooooboobobobob4000 00Db0O0b0ObObO0ObDO0O0ObDO0ODbObOSsODO0 O0bOoobOoOobOobDo
oooobooos7robo bobooobooboobobbooboobbealO0b DbobOooboobOoboboboo
gbooeli0dDbO0Ob0OD0O0O0ObOO0ODbUO0ODbUObDbO0ObUOR2UUD ODDODOODUOODUODODUODOODOR4AODO
oo oboooboobOobOboboo0obo0obOobese DOODbOODOODDODDODODOODOODOM40DDO
0210000000000 00b000bo0buooboeb 2220000000 0ODODDODODOODOODUODDODGS
O2-3rummerd OO0 000000000 0DO0O0ODOD1102-40000000000000000000000

0130 2-5000000000000DbO0000b0O00b00Oo 0 3-1D00booboobooooboDoobooo
o020 3-200000000000D00DOO0O0OO0ODO0O0OOO300 3-300gpoobooooobooooDoobn
oo0o310 3400000000000 0b0oooobooboooD320d 410000000 0oooboooooDoon
oo00s3e0 4200 0000000000000 0DO0OOOODOO37TL 4-3000000O0ODOD0ODOOOODOOO
obo0oob400 4-40000000000DO0O00OO0ODOOOODOD420 450000000 0D0OOOODODOO
gbooodbd4d 4-e0000000DO000OODOO0ODOO0ODOOODOO404-70D0OO0DODOODOODODOO
goooboo47r04-8000000000000O00O000OO0O0DOOODOODO4D 4-00000D0O0OOODOODODOO
gbooobgoosib 4100000000000 00b0o0bo0obOobDoOos3t 4-11poooobooboobo
gooobgoopogoosso 41200000000 00000DO0000DO0O0ObOOS7T0 4300000000000
gooobgobobogosst 4-14000000000000L000O0ODOO0ODLDOODOS80O 415000000000
Uoo0boobOoboboboosstd 41600 000b0bb0ob0o0boobobobOobbogecd 5-10000DbOOO
gooobooboboboboobe2b00d 0 -10b0O0ObO0O0ODbOO0ObODODbOObDOObOODbO30 2-1000



oooobooboboboboobooobgoo s-1gpooooobooboboboboooboobgozy

REFERENCES

0000000000 HiNetODOD (20080 00000000 O250[0000]1000: http://times.hinet.net/times
/article.do?newsid=1667826&i- sMediaArticle=true [2009, December 10|00 0 0 0 (20090 00000000000 DOOOODOODODOO
0000000000 000ooo0oooo0ooo0oooooooooo oooEIc3UinDooonooooooooooog
0000000000000 0O0O0O000O0O0O0O0O0 000EIUDDODONONODONOODOOOO29YO68-790 00O (19990 0 O
0000000000 000o0o00ooo00ooooooo0oooo oooRoLUONDoo0oonooooooo-00000n
0000000000000 0DO0D000000o0oD o0ooogoEIUDO OO0 DnoO0nDOoonoOonOnDOnOisE)
0209-2350 DOOJRo))DOODODDOOOODOOO0DOOOOODODODO0ODOOOODODODO0ODODOO0DDOOODOODODDO0ODO OO
0o 0000000000000 DD000O0O000DDO00DOO000D0DD4(20123-1430 DO0OROKO)DODDODOOODOO
0000000000 00ooO0o00 000oo000oo00ooo00oDD000o0o0 oDogERo)ODODODDODDoooooooo
0000000000000 000000000D0 DoO0dERIg OO0 DDO000DDO0O0U0DO00DDoOoD0oDDOoUooog
0000000000 000D000D 00oo@es7noo0ooo:0Do000 oooEess oo ooo0n:ooonoo o
019970 000000000000 000000000000000D0D00D0O0000O0000oDO00Y2U1-200 OO
0o 0000000000000 0o0o000ooD0U0D0o00D000000DD0000000000O 0DOO((2006)00
0000000000 00oo00ooo000oDo00o0o000Doo00D00o0000Do00000O00000g OO0 ((2006)00
00000000000 000o000oo0000oDo00o00o000Doo00D00o0000DD000000000Og 000200800
00000000000 000o000ooo000oDo000o000oo00Doo000ooo00o0o000ooOn0 0ooao (20080
0000000000 00000000000000000000004(1)045-600 OOOROGDDDOOOODODOOODODOOO
0000000000 0000000000000000 0001940 00000000 0D0O00nonoi2e)nse-400 00O
0@o07OOOOUODODOO0DOO000D0D0000000000o00ooO00D00o000oo0o0ooD00oo0ooooooooon
000000 O0o0oOoRoDODDND0OONNDoO00DoO000Noo00oo000oo0o0ooo0ooooooooooooog
0000000 oooEo4)iiD00nNnooouoooooooooooo0oooooooooooooooooon aon
0o DO C00DOO00DOOO0O0DO[DOOO]odO: http://www.find.org.tw/find/home.aspx?page=news&id=5- 138 [2009,
December 1210 0O 0O (0050 000000000000 0OO0OOOO0OOOOOOOOO0OOOO0OOOOOOOOOOO OO
groog) 0D OIDOODODODOO0OOUODOODODODODO0OO0OO0ODOOODODOODOODOO0OOODOn OOo(2003)d
0O0000000ooo00oOoO000oo0o00oooO00ooO0o00ooOoO00DOO000oDODDO00DDOO000OobEUUDDOOOT
o00ooo0o0oooo0o0oo0o0ooo0ooo00oo00ooo0UooDoO000ooODoOD00DODD0 00O ooOoooo
oo 00000000 D0O000DOD00ooOooOoo00000000000O(pp.788-80) 00 0: 0000000 OO
greog 0000000000000 DD000N0000NDO0U0DO0000ODD00DDO00D0DDODDO00 0oDoDDOooooog
0@o0UI D00 00DD0000N0000NDo00oo0oooooO221)0143-1520 0D O0O(1997 000000000 DOO0O0OO
0000000000000 0O0000o000oooD00oo0oo0ooD o0/ D000 DOo0oDooD0ooDoDOooooog
0000000000000 000000000000000000 000G D D000 DOD0NDDO0nOooOg
0000000000 0000000000000000(pp-100-1200000: 0000000 0D00OROOS) DO O ODOOOODODOO
0000000000000 00Do000oDo00o0oo0000o000Do00D0O00000000D00 000000 Alba,
J., Lynch, J., Weitz, B., Janisewski, C., Lutz, R., Sawyer, A., & Wood, S. (1997). Interactive home shopping: consumer, retailer and manufacture
incentives to participate in eltronic market-places. Journal of Marketing, 61(3), 38-53. Bauer, R. (1960). Consumer behavior as risk-taking. In R.
Hancock (Ed.), Dynamic Marketing for a changing world: Proceedings of the 43rd Conference of the American Marketing Association (pp.
389-398). Washington, DC: U. S. Department of Health and Human Service. Blackwell, R. D., Paul, W. M., & James, F. E. (2001). Consumer
Be-havior. Fort Worth, Texas: Dryden Press. Cox, D. F. (1967). Risk Taking and Information Handling in Con-sumer Behavior. Cambridge:
Harvard University Press. Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). The Effects of O Price, Brand, and Store Information on Buyers
Product Evalua-tions. Journal of Travel Research, 10(2), 307-319. Dowling, G. R., & Richard, S. (1994). A Model of Perceived Risk and Intended
Risk-handling Activity. Journal of Consumer Research, 6(3), 119-133. Engel, J. F., Kollat, D. J., & Blackwell, R. D. (1978). Consumer Be-havior.
New Jersey: Prentice-Hall. Garretson, J. A., & Clow, K. E. (1999). The Influence of Coupon Fair Value on Service Quality Wxpe Ctation, Risk
Perception and purchase Intention in the Dental Indsutry. New Jersey: Pren-tice-Hall. Hustad and Pessemier (1974). The development and
Application of psychopraphic. Chicago: AMA. Jacoby, J., & Leon, B. K. (1972). The Components of Perceived Risk. Advances in Consumer
Research, 7(1), 382-383. Jarvenpaa, S. L., & Pike, T. P. (1996). Consumer Reactions to Elec-tronic Shopping on the World Wide Web.
International Journal of Electronic Commerce, 1(2), 59-88. Lazer, W. (1963). Life Style Concepts and Marketing in Stephen Greyserm. Toward
Scientific Marketing, 5(1), 140-151. Murray, K. B., & John, L. S. (1990). The Impact of Service Versus Goods on Consumers’  Assessment of
Perceived Risk and Vari-ability, Academy of Marketing Science. Journal Greenvale, 18(2), 51-65. Plummer, J. T. (1974). The concept and
application of life style seg-mentation. Journal of Marketing, 3(8), 33-37. Roselius, T. (1971). Consumer Rankings of Risk Reductions Methods.



Journal of Marketing, 35(1), 56-61. Sandra, T. (2003). Consumer patronage and risk perceptions in internet shopping. Journal of Business
Research, 5(5), 101-120. Schiffman, W. L., & Kaunk, L. L. (2004). Consumer Behavior. New Jersty: Prentice-Hall. Schneier, J. (1997). Applied
Crytography. New York: John Wiley & Soned Edition. Strader, T. J., & Shaw, M. J. (1999). Consumer Cost Differences for Traditional and
Internet Markets. Journal of Internet Research, 9(2), 82-92. Thomas, P. H., & Edgar, A. P. (1974). The Development and Applica-tion of
Psychopraphic. Life Style and Psychopraphic, 10(2), 37-50. Wells, W. D., & Tigert, D. J. (1971). Actives, interests and opinions. Journal of
Advertising Research, 11(4), 35-94. Wind, Y., & Green, P. E. (1974). Some Conceptual, Measurement, and Analysis Problems Problems in Life
Style Research. In W. D. Wil-liam (Ed.), Life Style and Psychographics (pp. 97-127). Chicageo: AMA. Yesil, M. (1997). Creating the virtual store.

New York: John miley & Sons. Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: A Means-End Model and Synthesis of
Evidence. Journal of Marketing, 52(2), 2-22.



