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ABSTRACT

Groupon USA has entered into the Taiwan market since 2010. The corporation created a new purchasing style by building a

group-buying platform on internet. However, some group-buying websites have been repeatedly complained due to the credit

controversies that caused more than half group-buying websites had been eliminated. Buying markets tend to centralized, 80%

domestic buying-market share took over by three group-buying websites. The group-buying websites’ images and herd behaviors

should be concerned. The purpose of this study is to investigate the effects of group-buying website image, conformity and perceived

value on purchase intentions of group-buying consumers on internet, and the mediating effect of perceived value. This study adopted

a survey approch with online and paper questionnaires, 432 valid questionnaires were collected. The conclusions of SPSS regression

analysis revealed: (1) Group-buying website image has positive effects on the perceived value and the purchase intention. (2)

Conformity has positive effects on purchase intention. (3) In this study, the perceived value has a mediating effect. The value of the

goods has a complete mediating effect on the website reliability and purchase intention, and has a part mediating effect on the rest of

variances. The suggestions to the group-buying websites are to choose cooperative companies carefully, put emphasis on the image

of the websites, enhance the community managements to create the product experiments, and build the consumers’ confidence

and loyalty to the group-buying websites.

Keywords : Website Image、Conformity、Perceived Value、Purchase Intention

Table of Contents

中文摘要 ⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ iii 英文摘要 ⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ iv 

誌謝 ⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ v 內容目錄 ⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ vi 

表目錄 ⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ viii 圖目錄 ⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ ix

第一章 緒論⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 1 第一節 研究背景與動機⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 1 

第二節 研究目的⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 4 第三節 研究流程⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 4 

第二章 文獻探討⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 7 第一節 團購網站形象⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 7 

第二節 從眾行為⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 11 第三節 知覺價值⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 17

第四節 購買意願⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 20 第三章 研究方法⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 22

第一節 研究架構與假設⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 22 第二節 研究變數操作行定義與衡量工具⋯⋯⋯⋯⋯⋯⋯⋯ 25

第三節 研究範圍與研究對象⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 29 第四節 資料分析方法⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 30

第五節 問卷信度分析⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 31 第六節 因素分析⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 34

第四章 研究結果⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 40 第一節 樣本結構分析⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 41

第二節 各衡量問項的平均數統計分析與標準差⋯⋯⋯⋯⋯ 42 第三節 變數相關分析⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 45

第四節 研究假設驗證分析⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 46 第五節 中介變數檢定⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 53

第五章 結論與建議⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 59 第一節 結論與討論⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 59

第二節 對管理學術上的意涵⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 63 第三節 對實務上的建議⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 64

第四節 研究限制與未來研究方向⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 66 參考文獻 ⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 67

附錄A 研究問卷 ⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 80

REFERENCES

中文文獻 白詩瑜(2011)。團購瘋旅遊、宅配。天下雜誌 第488期 。 皮世明、李依珊(2009)。消費者進行線上合購行為之整合性模型研究

。國際資訊管理學術研討會。世新大學。台北市。 朱珮君（2004）。國小兒童從眾行為對零食購買決策影響之研究。世新大學觀光研

究所碩士論文。台北市。 何雍慶、林美珠(2007)。電子商務顧客網路購物知覺價值因果關係之研究─以國內大專生為例。顧客滿意刊

。61-96。 吳惠君（1998）。網路商店形象之組成構面與消費者購買行為之研究。國立臺灣大學商學研究所碩士論文。台北市。 李德治

、童惠玲(2009)。多變量分析。台北市:雙葉書廊。 周俊宏(2001)。大學生網路購物從眾行為及前攝性思考之研究，國立成功大學工業管



理學系研究所碩士論文。台南市。 周嘉俊(2007)。探討服務品質、商店形象、信任、知覺風險與顧客忠誠度之關係- 以電子商店為例。

國立臺北商業技術學院商學研究所碩士論文。 林融生(2007)。以資訊搜尋策略為干擾變項探討消費者網路購物從眾行為:兩岸三地的比較

。銘傳大學。台北市。 郤瑞育(2009)。從眾行為與網路合購之行為研究。國立交通大學管理科學系所碩士論文。新竹市。 洪子鑫(2010)

。汽車維修服務廠服務品質、知覺價值對顧客滿意度與顧客忠誠度之影響。南台科技大學商管專業學院碩士班碩士學位論文。台南市。

徐強、周俊宏、凌儀玲(2003)。網路購物從眾行為及前攝性思考之研究。電子商務與數位生活研討會。台北實踐大學資訊管理學系。 張

耀川、林大裕、鄭乃章(2010)。以理性行為模試探討台灣線上團購行為之決定因素。屏東教大運動科學刊，第六期，297-321。 陳乃瑜

（2004）。大專學生從眾行為對外食購買決策影響之研究，世新大學觀光學系碩士論文。台北市。 陳立軒(2004)。網路商店形象對於顧

客知覺價值之影響，國立成功大學國際企業研究所碩士論文。台南市。 陳建中、黃世浩(2008）。從眾行為對大學生外時購買決策之影

響。台北海洋技術學院學報，3， 109-126。 陳瓊玉（2006）。網路商店形象與知覺風險對網路購買意願之影響，輔仁大學管理研究所

碩士論文。新北市。 葉肅科(2007)。社會心理學。洪葉文化。台北市。 潘貴鈺(2010)。以從眾行為及交易成本理論探討線上合購之行為

。銘傳大學國際企業學系碩士在職專班碩士論文。桃園縣。 謝佳宇(2012)。突破成長瓶頸「服務力」與「差異化」是關鍵。管理雜誌 

第453期，84-89。 電子媒體 黃昱哲(2011)。中國團購登台 搶30億商機。電子商務時報。取自 http://www.ectimes.org.tw/Shownews.aspx 

黃莉涵(2012)。團購淘汰賽開打 LivingSocial 出新招。電子商務時報。取自 http://www.ectimes.org.tw/Shownews.aspx 莊郁茹(2011)。O2O

團購戰況激烈 PChome推Liker出征。電子商務時報。取自 http://www.ectimes.org.tw/Shownews.aspx 創市際研究顧問 。創市際月刊報告

書，May 2011。 取自 http://news.ixresearch.com/?p=2514 comScore Data Mine網站: Top Global Markets for Groupon Visitors from 

http://www.comscoredatamine.com/2011/06/ emarker 網站: A Bright Future for Daily Deal Sites (MARCH 2011) from 

http://www.emarker.com/ GoodLife半價團購情報網站  http://buy.goodlife.tw/ 17p 好康 網站(17life )  http://www.17life.com/ Gomaji團購麻

吉 網站  http://www.gomaji.com/Taiwan Groupon台灣 網站  http://www.groupon.com.tw/ 英文文獻 Allen, V. L. (1965). Situational Factors

in Conformity, Advances in Experimental and Social Psychology, ed. Leonard Berkowitz, New York, NY: Academic Press, 133-175. Amirani, S., &

Gates, R. (1993). An Attribute-Anchored Conjoint Approach to Measuring Store Image. International Journal of Retail and Distribution

Management, 21(5), 30-39. Bagozzi, R. P., & Burnkrant, R. E. (1979). Attitude organization and the attitude-behavior relationship. Journal of

Personality and Social Psychology , 37( 6), 913-929. Baker, J., Parasuraman, A., Grewal, D., & Voss, G. B. (2002). The Influence of Multiple Store

Environment Cues on Perceived Merchandise Value and Patronage Intentions. Journal of Marketing, 66(2), 120-141. Baron, R. M., & Kenny, D.

A (1986). ModeratorMediator Variables Distinction in Social Psychological Research: Conceptual, Strategic, and Statistical Consider Ations.

Journal of Personality and Social Psychology, 51(6), 1173–82. Bearden,W.O., & Etzel, M.J. (1982). Reference Group Influence on Product and

Brand Purchase Decisions. Journal of Consumer Research, 9,183-194. Bearden, W. O., Netemeyer, R. G., & Teel, J. E. (1989). Measurement of

consumer susceptibility to interpersonal influence. Journal of Consumer Research,15(4),473–481. Berman, B., & Evans, J. R. (1995). Retail

Management: A Strategic Approach.6th Edition, Prentice-Hall, Inc., Englewood Cliffs, NJ. Bloemer, J., & Ruyter, K. (1998). On the relationship

between store image, store satisfaction and store loyalty, European Journal of Marketing, 32(5/6), 499-513 Bolen, W. H. (1988). Contemporary

Retailing, Third Edition, Englewood, Cliffs, NJ: Prentice-Hall, Inc. Bolton, R. N., & James H. D. (1991). A multistage model of customers’

assessments of service quality and value. Journal of Consumer Research, 17 (4), 875–884. 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), 306-319. Cambell, J.

D., & Fairey, P. J. (1989). Informational and normative routes to conformity: the effect of faction size as a function of norm extremity and attention

to the stimulus. Journal of Personality and Social Psychology, 57(3), 457-468. Chang, T. Z., & Wildt, A. R. (1994). Price, product information, and

purchase intention: an empirical study. Journal of the Academy of Marketing Science, 22 (1), 16–27. Chen, Z., & Dubinsky, A. J. (2003).

Conceptual model of perceived customer value in e-commerce: A preliminary investigation. Psychology & Marketing, 20(4), 323-347. Cox, D. F.

(1967). Risk handling in consumer behavior-intensive study of two cases. in Donald F. Cox (Ed.). Risk Talking and Information Handling in

Consumer Behavior. Boston:Harvard University Press, 34-81. Dichter, E. (1985). Commentary: What's in an image. The Journal of Consumer

Marketing, 2(1), 75-84. Dodds, W. B., & Monroe, K. B. (1985). The effect of brand and price information on subjective product evaluations.

Advances in Consumer Research,12, 85-90. Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of price, brand, and store information on

buyer's product evaluation. Journal of Marketing Research, 28, 307-319. Dholakia, U.M., & Soltysinski, K. (2001). Coveted or overlooked? The

psychology of bidding for comparable listing in digital auctions. Marketing letters, 12(3), 225-237. Eggert, A., & Ulaga, W. (2002). Customer

perceived value: A substitute for satisfaction in business markets. The Journal of Business and Industrial Marketing, 17(2/3), 107-118. Engel, J. F.,

Blackwell, R. D., & Miniard, P. W. (2001).Consumer Behavior, The Dryden Press, Fort Worth, TX 9th Ed. Ernst & Young (1999) E-commerce:

Customer Relationship Management. Special Report Technology in Financial Services, New York. Fishbein, M., & Ajzen, I. (1975). Belief,

Attitude, Intention and Behavior, Reading Mass: Addison-Wesley. Forester, O. & Murray, R. M. (1999). Deja vu Discussion Delivers Message

Emphasizing Value, Chain Store Age,75(April), 12. Grabner K., & Kaluscha, E.A. (2003). Empirical research in on-line trust:a review and critical

assessment. International Journal of Human-Computer Studies, 783-812. Grewal, D., Krishnan, R., Baker, J., & Borin, N. (1998). The effect of

store name, brand name and price discounts on consumers’ evaluations and purchase intentions. Journal of Retailing,74 (3), 331-352. Grewal, D.,

Monroe, K. B., & Krishnan, R. (1998). The effects of Price comparison advertising on buyers’ berceptions of acquisition value and transaction

value. Journal of Marketing ,62 (4), 46-59. Gurhan, C. Z., & Batra, R. (2004). When corporate image affects product evaluations: the moderating

role of perceived risk. Journal of Marketing Research, 41( 2), 197-205. Haiyan H., & Cynthia R. J. (2010). A revisit of the theoretical model of store

image and its application to Chinese consumers. Journal of International Consumer Marketing, 22:81–93 Hartnett, M. (1998). Shopper needs



must be priority. Discount Store News, 37(May), 21–22. Heijden, H. V. D., & Verhagen, T. (2004). Online store image: Conceptual foundations

and empirical measurement. Information and Management,41, 609-617. Hirschman, E. C. (1981). American jewish ethnicity:its relationship to

some selected aspects of consumer behavior. Journal of Marketing,45(3), 102-110. Holbrook, M. B., & Hirschman, E. (1982) The experiential

aspects of consumption: consumer fantasies, feelings and fun. Journal of Consumer Research ,9,132-140. Hoyer, W. D., & Macinnis, D. J. (2001).

Consumer Behavior. 2nd. ed., Boston: Houghton Mifflin. Houda, Z., & Mohsen, D. (2012). Online purchasing intention: factors and effects .

International Business and Management , 4(1), 37-47. Ikilem, G., ＆Yesim, I. B. (2012). Assessment of the effects of store image, perceived risk and

customer relations on customer satisfaction in the textile industry. International Journal of Business and Social Science, 3 ( 9), 133-145. James, D.

L., Durand, R. M., et al. (1976). The use of a multi-attribute attitude model in a store image study. Journal of Retailing, 25(2), 23-31. Jarvenpaa, S.

L., & Todd, P. A. (1997). Consumer reactions to electronic shopping on the world wide web. Intenational Journal of Electronic Commerce,1(2),

59-88. Katherine B., Rosann, H., & Spiro, L. (2005). Recapturing store image in customer-based store equity: A construct conceptualization.,

Journal of Business Research,58, 1112-1120 Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-Based Equity. Journal of

Marketing,57(1),1-22. Kerin, R. A., Varadarajan P. R., & Peterson R. A.(1992). First -mover advantage: a synthesis , conceptual framework, and

research propositions , Journal of Marketing, 56(4), 33-53. Kiesler, C. A., & Kiesler, S. B. (1969). Conformity. Reading, MA: Addison-Wesley.

Kotler, P. H. (1997). Marketing Management ,9th ed., Prentice Hall International, New Jersey. Kunkel, J. H., & Berry, L. L. (1968). A Behavioral

Conception of Retail Image, Journal of Marketing,October, 32, 21-27. Kuo, Y. F., Wu, C. M., & Deng, W. J. (2009). The relationships among

service quality, perceived value, customer satisfaction, and post-purchased intention in mobile value-added services, Computers in Human

Behavior, 25(4), 887-896. Lascu, D. N., & Zinkhan, G. (1999). Consumer conformity: Review and applications for marketing theory and practice.

Journal of Marketing Theory and Practice, 7, 1-12. Lee, Y. J., & Park, J. K. (2008).The Mediating Role of Consumer Conformity in E-compulsive

Buying, Advances in Consumer Research, 35, 387-392. Lemon, K. N., Rust, R. T. & Zeithaml, V. A. (2001).What drives customer equity,

Marketing Management, 10, 20-26. Lin, C. H., Sher, P. J., & Shih, H. Y. (2005). Past progress and future directions in conceptualizing customer

perceived value. International Journal of Service Industry Management, 16(3/4), 318-336. Lindquist, J. D. (1974). Meaning of Image, Journal of

Retailing, 50(winter), 29-38. Lohse, L. G., & Spiller, P. (1998). Electronic shopping. Communications of the ACM, 41(7), 81-88. Luo, X. (2005).

How Does Shopping with Others Influence Impulsive Purchasing? Journal of Consumer Psychology, 15 (4), 288–94. Loudon, D., & Bitta, B.

(1988). Consumer Behavior. Concepts and Applications, 3rd. ed., McGraw-Hill International, Singapore. Macinnis, A. J. (1997). Aspects of the life

history of the round goby, Neogobius melanostomus (Perciformes: Gobiidae), in the Detroit River. Master’s thesis. University of Windsor,

Windsor, Ontario. Martineau, P. (1958). The Personality of the Retail Store, Harvrd Business Review,36, 47-55. Mayer, R. C., Davis, J. H. &

Schoorman, F. D.( 1995). An integrative model of organizational trust. Academy of management Review, 20 (3). Miller, D.T., & Prentice, D.A.

(1996). The construction of social norms and standards. Handbook of Social Psychology, 799–829. NY: Guilford Press. Monroe, K. B. (1990).

Pricing: Marketing Profitable Decisions, 2nd edition, New York : McGraw-Hill. Morwitz, V. G., & Schmittlein, D. (1992).Using segmentation to

improve sales forecasts based on purchase intent: Which ‘intenders’ actually buy? Journal of Marketing Research, 29 (4), 391-405. Mowen, J.

C., & Minor, M. (1998). Consumer Behavior, (5th. ed.). New Jersey: Prentice-Hall Inc., 487-489. Mudd, K., & Govern, J. M. (2004). Conformity to

misinformation and time delay negatively affect eyewitness confidence and accuracy. North American Journal of Psychology, 6(2), 227-238.

Nguyen, N., & Leblance, G. (2001). Corporate image and corporate reputation in customers retention decisions in services. Journal of Retailing

and Consumer Services, 8(3), 227-236. Oxenfeldt, A. R. (1974). Thinking therough the potential-profits question, Management Review, 63(2),

16-25. Parasuraman, A., & Grewal, D. (2000). The impact of technology on the quality-value-loyalty chain, A research agenda. Journal of the

Academy of Marketing Science, 28, 168-174. Park, C.W., & Lessig, V. P. (1977). Students and housewives: differences in susceptibility to reference

group influences, Journal of Consumer Research, 4, 102-110. Petrick, J. F., (2002). Development of multi-dimensional scale for measuring the

perceived value of a service, Journal of Leisure Research, (34), 119-134. Porter, M. E. (1990). The Competitive Advantage of Nations. New York:

MacMillan Press, 37. Richardson, P. S., Dick, A. S., & Jain, A. K. (1994). Extrinsic and intrinsic cue effects on perceptions of store brand quality.

Journal of Marketing,58, 28-36. Richmond, A., (1996) Enacting online shoppers to buy: A human behavior study. Computer Network and ISDN

Systems, 28. Roselius, T. (1971). Consumer rankings of risk reduction methods. Journal of Marketing, 35 (January), 56-61. Schechter, L. (1984). A

normative conception of value. Progressive Grocer, Executive Report, 12–14. Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Consumption

Values and Market Choices: Theory and Application. South-Western, Cincinnati, OH. Spears, N., & Singh, S. N. (2004). Measuring attitude

toward the brand and purchase intentions, Journal of Current Issues and Research in Advertising, 26(2), 53-66. Sweeney, J. C., & Soutar , G. N.

(2001). Consumer perceived value: The development of a multiple item scale. Journal of Retailing, 77, 203–220. Teas, R.K., & Agarwal, S. (2000).

The effects of extrinsic product cues on consumers’ perceptions of quality, sacrifice, and value. Journal of the Academy of Marketing Science 28

(2), 278–90 Torkzadeh. G., & Dhillon, G. (2002), Measuring factors that influence the success of internet commerce, Information Systems

Research 13(1), 187-204. Venkatesan, M. (1966). Experimental study of consumer behavior conformity and independence. Journal of Marketing

Research, 3, 384-387. Wallstrom, A., & Chaharsooghi, S. K. (2010) . Value-Base Adoption of Mobile Internet In Iran, Industrial marketing and

e-commerce . 1653-0187 Wilkie, M. (1994). Consumer Behavior, (3rd. ed.). New York: John Wiley and Sons Inc. Wyckham, R. G. (1967).

Aggregate department store image: social and experimental factors. Changing marketing systems, Chicago: American Marketing Association,

333-337. Zeithaml, V. A. (1988). Consumer perceptions of price, quality and value: A means-end model and synthesis of evidence. Journal of

Marketing, 52, 2-22.


