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ABSTRACT
In light of the internet development, many people search information of product on webs. The information of product show some
words and pictures on web pages. Un-der this situation, consumers always can’ t actually touch the product, so the advertise-ment
and the content which sellers provided become more important. By this way, these companies offer information of product, reduce
the uncertainty in mind and reduce the decision time for customers. It also increases opportunities for purchase and transaction.
This study discussed the influence of information presentation on impulse pur-chasing behavior. Besides, the research discussed the
moderating effect of product at-tributes between information presentation and impulse purchasing behavior. The par-ticipants of this
research were 326 school teachers of Taoyuan County. Questionnaire survey and purposive sampling were used to collect the data.
Descriptive statistics, re-liability analysis, factor analysis, Pearson correlation analysis, and hierarchical regres-sion analysis were
applied to analyze the data..
The findings of this results are that(] (1) The influence of information presentation affects impulse purchasing behavior. (2) Product
attributes has moderating effect be-tween the information presentation and impulse purchasing behavior, and the informa-tion
presentation are more effective for hedonic product. Finally, some suggestions ac-cording to the empirical result of this study were
discussed.

Keywords : information presentation] impulse purchasing behavior product attributes
Table of Contents

gogno

gogno

god

ooodii

ooogiv

gogdwv

oood vi

oono vii

o0 ix

oooogl
ooobogooDb1
goooogoo 2
ooobogooD 4
oogoogoon 4
oooooobgooD 4
gbooobgoos
oooogogde
ooooopooooe
oooooogooo9
gbooogoon 14
goooooboobonD 18
gbooobgoob 20
gbooobgoon 20
gooooonb 21
oo ooobooboboo 21
oooobooo 23



ooo0oooboobono 26
ooooooboobooo 28
ooobooobgono 31
ooooooobg 33
oooooobooobg 33
ooooooog 35

oo ogoboooogo 40
gbooooobuooobg 41
goo oo 44
gbooooobgd 46
oboood 46
gboooboobgoboo 47
gooooobgno 48
googso

oo 58

god

03-100000no 24
03-200000000000O 27
0330000000000 28
03-40000000000000 29
g3-5000000000000 30
0410000000 33

O 4-2 BartlettD 0 O 0 O KMODO 36
043000000000000 37
4400000000000 38
0450000000 39
46000000000 40
4700000 41
0480000000 43
0490000000000 43

god
03-1g000odgno 20

REFERENCES

O0000OOMBAUOOOODOODOODUOODUOOUOOUOOOOODO:20110 April21000O::
http://wiki.mbalib.com/zh-tw/%E4%BA%A7%E5%93%81%E5%B1%9E%E6%80%A70 D 0 020040 D0 0D 00O O0OOOOOOOO
00000000000 0000000000000 0000D0D0D00D00D0000000000000O00O0O0O0OOnOnO2008
ODecember 1900970 00 0000000DOOC0O0OOOOOODODO: 20110 April20000O:
http://www.rdec.gov.tw/public/Attachment/92313455871.pdf0 O O O O O 0 20100 December 140 0990 0000 O00DOOO0OODODOO
00000 0:20110 April 100 O O : http://www.rdec.gov.tw/public/Attachment/0121411543371.pdf0 D 0D 020000 OO OO OO O0ODO
0000000000000 000O0O00DOO00ODO0o00oDOO00DbOOOoOOoDD2004000000000DO0O0O0O0ODOO
0000000000000 0000000D0ODO00D0O0000O000DOOEIDODO0DDODOD0OODOOOOODOO0ODO
0000000000 00D0480121-1370 000020100 0SPSSO 00 0OOODDOODOOODODOO0ODO:DDO0DOO0ODOO1999
OOo0OOOOOOOOOOOOOO1e7038-390 0000000020000 0 0000000000000 O0OODODOOOODOOO
Oo0oOOOOOOOOOQ200700000000000O0O0O0O0O0OOOOOOODOOOOO0O0OO0O0O0O0O040400481-50400
OO00O0O0OOOOOOOOOOO2000000000000000000O00O0O0O0O0O0O0O0ODOO0O0O0O0O0OBO1O0047-68000
OO0O0OQOOz200800000CO0COCOCOOCOOOOOOOOOOIO200209-2300 00020070 000000000 OOOO
goooOoOoOoOoOoOoOoOoOoOoOOOOOOOOO(LeDTV)UOOODODODOOODODOODOOOoOoooooooooooooog
gz002000000O0OOCOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOODOOOOOODOOOOODODOODOOO
gooOoOoOoOoOoOOoOoOoOOOOOOOOO20100O00OOOOOOOOOODOODOOOODOOOODOODOODOODOODODODOOOD



go0oOoOoOoOoOoOoOOoOOOOOOOO2e08O0OO0O0OOOODOOOODOODOODOODOODODOOODOODODO-CDOODOODOOO
gO00OC0OO0OO0O0O0OOOUOOOOOCOUOCOUOCOUOOUOOOOOOODOOOMICO2010a0 October 180 OO0 OOOOOOOOOOO
0000000000000 0OD:20110 April 100 O O : http://mic.iii.org.tw/aisp/pressroom/pressO1_pop.asp?sno=225&typel=201 [

0 MICO 2010b0 October 180 0 0 0 0 020100 0 0000000035830 000000000000 0O:20110 April 1000 O
http://www.iii.org.tw/Service/3_1 4 caspx?id=1270 00 0000000002000 0000000000000 OOOOOOOOO
go0O00O0oOosb2004-600 0000000020110 0000000000000 O0DUDODODODODODUODOOOO™

O International Journal of Lisrel0 4010 049-680 000019860 0 00000000 0: 0000000000 OOO200500000
0000000000000 0O0O0O0O0ODO0ODOODOODODODODOOODODODO475600000203C000000O0ODODODOOD-0DOO
0000000000000 0O0O0O0O0O0O0O0O0OD0O0OD0O0ODODODO0ODODODOO0ODDDD DO Bartlett, M. S. (1951). The goodness of fit of a
single hypothetical discriminant function in the case of several groups. Annuals of Eugenics, 16, 199-214.Bayley, G., & Nancarrow, C. (1998).
Impulse purchasing: a qualitative exploration of the phenomenon. Qualitative market research: an international journal, 1(2), 99-114.Beatty, S. E.,
& Ferrell, M. E. (1998). Impulse buying: Modeling its precursors. Journal of Retailing, 74(2), 169-191.Blackwell, R. D., Miniard, P. W., & Engel, J.
F. (2001). Consumer behavior (9th ed.). New York: McGraw-Hill.Boyd, T. C., & Mason, C. H. (1999). The link between attractiveness of
"extrabrand" attributes and the adoption of innovations. Journal of the Academy of Marketing Science, 27(3), 306.Cobb, C. J., & Hoyer, W. D.
(1986). Planned versus impulse purchase behavior. Journal of Retailing, 62(4), 384-409.Crowley, A. E., Spangenberg, E. R., & Hughes, K. R.
(1992). Measuring the hedonic and utilitarian dimensions of attitudes toward product categories. Marketing Letters, 3(3), 239-249.Dittmar, H.,
Beattie, J., & Friese, S. (1995). Gender identity and material symbols: Objects and decision considerations in impulse purchases. Journal of
Economic Psychology, 16(3), 491-511.Donthu, N. (2001). Does your Web site measure up? Marketing Management, 10(4), 29-33.Hair J. F.,
Anderson R. E., Tatham R. L., & Black W. C. (1998). Multivariate data analysis (5th ed.). London: Prentice-Hall.Hirschman, E. C., & Holbrook,
M. B. (1982). Hedonic consumption: emerging concepts, methods and propositions. The Journal of Marketing, 46(3), 92-101.Hutchinson, J. W., &
Alba, J. W. (1997). Heuristics and biases in the "eyeballing"” of data: The effects of context on intuitive correlation assessment. Journal of
Experimental Psychology: Learning, Memory, and Cognition, 23(3), 591-621.Kaiser, H. F. (1974). Little Jiffy, Mark IV. Educational and
Psychological Measurement, 34, 111-117.Kim, E. B., & Eom, S. B. (2002). Designing effective cyber store user interface. Industrial Management &
Data Systems, 102(5), 241-251.Kollat, D. T., & Willett, R. P. (1967). Consumer impulse purchasing behavior. Journal of Marketing Research, 4(1),
21-31.Kotler, P. (2003). Marketing Management (11th ed.). New Jersey: Prentice-Hall.LaRose, R. (2001). On the Negative Effects of E Commerce:
A Sociocognitive Exploration of Unregulated On-line Buying. Journal of Computer Mediated Communication, 6(3), 0-0.Murphy, P. E., & Enis, B.
M. (1986). Classifying Products Strategically. Journal of Marketing, 50(3), 24-42.Nataraajan, R., & Goff, B. G. (1991). Compulsive buying: toward a
reconceptualization. Journal of Social Behavior and Personality, 6(6), 307-328.Nunnally, J. C. (1978). Psychometric theory. New York:
McGraw-Hill.Park, C. W., Jaworski, B. J., & Maclnnis, D. J. (1986). Strategic brand concept-image management. The Journal of Marketing, 50(4),
135-145.Peterson, R. A., Balasubramanian, S., & Bronnenberg, B. J. (1997). Exploring the implications of the Internet for consumer marketing.
Journal of the Academy of Marketing Science, 25(4), 329-346.Phau, 1., & Poon, S. M. (2000). Factors influencing the types of products and services
purchased over the Internet. Internet Research, 10(2), 102-113.Pohimann, J. T. (2004). Use and Interpretation of Factor Analysis in The Journal of
Educational Research: 1992-2002. The Journal of Educational Research, 98(1), 14-22.Rook, D. W. (1987). The buying impulse. The Journal of
Consumer Research, 14(2), 189-199.Siddiqui, N., O'Malley, A., McCaoll, J. C., & Birtwistle, G. (2003). Retailer and consumer perceptions of online
fashion retailers: web site design issues. Journal of Fashion Marketing and Management, 7(4), 345-355.Stern, H. (1962). The significance of impulse
buying today. The Journal of Marketing, 26(2), 59-62.Strahilevitz, M., & Myers, J. G. (1998). Donations to charity as purchase incentives: How well
they work may depend on what you are trying to sell. Journal of Consumer Research, 24(4), 434-446.Valence, G., d'Astous, A., & Fortier, L.
(1988). Compulsive buying: Concept and measurement. Journal of Consumer Policy, 11(4), 419-433.Vaughan, R. (1980). How advertising works: A
planning model. Journal of Advertising Research, 20(5), 27-33.Weinberg, P., & Gottwald, W. (1982). Impulsive consumer buying as a result of
emotions. Journal of Business Research, 10(1), 43-57.



