A Study of Online Shopping Factors on Tourism Industy — Comparing the Consumers of
Taiwan with Mainland China.
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ABSTRACT
The main purpose of this study was to investigate the factors study of cross-strait tourism shopping, for example, whether these
effects would be on both sides (China and Taiwan) willingness to buy five (product type, price differences, access convenience,
promotion, network Security and network Act) factors causing differences in willingness to buy travel products. The setting up of six
hypotheses, the entity conducting the inquiry asked vouchers through statistical analysis, obtained the following conclusions: 1. The
product type on online shopping intention. Mainland China was a significant influence, Taiwan was a significant impact. 2. The
price difference on online shopping intention. Mainland China was a significant influence, Taiwan was a significant impact. 3. The
passage (convenience) on online shopping intention. Mainland China was a significant influence, Taiwan was a significant impact. 4.
To promote ways for online shopping intention. Mainland China was a significant influence, Taiwan was a significant impact. 5.
E-commerce online shopping safety and laws on intention. Mainland China was not significantly affected, Taiwan was a significant
impact. This five hypotheses presented both sides (China and Taiwan) Internet travel products consumers buy factor differences,
which is the main objective of this research.

Keywords : online shoppingD product typel] price differencesd access convenienceld promotion[] network security and network
decree.
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