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ABSTRACT
The Study of Consumer Purchase Intention Toward Onlie Sanitary Equipment Buying Student: Yi-Hua Tsai Advisor: Prof.
Chiung-Yuan Hu Da-Yeh University ABSTRACT With the popularization of network, more and more enterprises invest in the
internet trade to look for new business opportunity. In this study, the author investigate the influence of several factors including
consumer characteristics, product impression, network managing, and sale-improving approaches on the consumer online purchase
intention toward sanitary equipment. In experiment, the questionnaires were retrieved and analyzed using the SPSS statistic
software. Results indicate that the factors of the consumer characteristics, product impression, network managing, and
sale-improving approaches show positive influence on the online purchase intention. Specifically, the convenience and payment
variety in the factor of consumer characteristics are attractive for consumers to buy something through internet. In addition,
consumers also have stronger purchase intention when they are provided with better brand, better after-sale installation and delivery
services, good product quality, and reasonable price. The interface operation easiness, security and privacy, and sufficient website
information in the factor of network managing are also found to play important role in the consumers’ purchase intention. Finally,
the online purchase intention can also be enhanced by commercial advertisement propaganda and promotional price cuts. Key
Words: on-line shopping, sanitary equipment, purchase intention
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