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ABSTRACT

Nowadays, as the profits from e-commerce market have continually increased high, e-commerce stores become one of the crucial

channels. The purpose of this study is to explore how the consumers make the purchasing decision according to their consumer

characteristics and service quality of different channels. This study adopts a questionnaire method which burveys 425 valid in

Taichung City and Changhua County. After data analysis, the conclusions are as follows there are： 1.A positive relationship

between price sensitivity and buying decision toward channels. 2.A positive relationship between purchasing convenience and buying

decision toward channels. 3.A positive relationship between consciousness risk and buying decision toward channels. 4.A positive

relationship between channel service quality and demand is confirmed. 5.A positive relationship between channel service quality and

information searching is confirmed. 6.A positive relationship between channel service quality and project evaluation is confirmed.
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