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ABSTRACT
This research investigated the consumers'* personal traits that might affect consumers"** buying behavior through the channel of
WWW. Characters includes Compliant-oriented] Aggressive-oriented] Detached-oriented. Lifestyle includes fulfilledsCI believers
O status(J striversC] action] makers and achievers. By Web questionnaire, we investigated WWW users"*" purchasing manner and
other related data. The questionnaire contains not only the factors effecting clothing purchase on the Internet, purchase wish, but
also Cohen""'s CAD scale, SRI""s VALS 2, King & Summers™" Opinion leadership scale. After using factor analysis, we got the
factors within the variables of life style. By correlation analysis and ANOVA, we obtained the influences of Internet users™'* gender,
character, life style and opinion leadership (or non-opinion leadership) on the factors effecting clothing purchase on the Internet are
significant. Besides, the correlation of the Internet users™* characters, life style and opinion leadership (or non-opinion leadership)
are significant, and so the purchase wish on the Internet.At last, we discussed the results and gave suggestions for marketing on the
Internet. Key wordsC) WWW, Gender, Consumer Behavior, Lifestyle, Personality, Opinion leadership, EC
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