FACTOR AFFECTING DOMESTIC FEMALE WEB USERS' DECISION TO
PURCHASE

gooodg

E-mail: 9021864@mail.dyu.edu.tw

ABSTRACT
The primary objective of the study was to examine factors that might affect domestic female web-users" decision to purchase. This
study discovered that up to 65 percent of the female web-users were willing to make purchases on the internet in the following year,
regardless whether they had internet shopping experience or not. As such, the potential of the female web-users in Taiwan should
not be overlooked. Major findings of this study were highlighted below. 1.The only social-economic variable that showed significant
statistical difference in female web-users™ willingness to purchase in the future was the places in which the respondents resided.
2. Two web shop characteristics, including types of web shop, and brand name, plus web shopping experience and intention to buy,
were all found to be statistically significant. 3. The intention to purchase was uncovered to be closely related to both the frequency of
purchases and the frequency of visiting the web shop.

Keywords : female web-user ; web shop ; web shopping experience
Table of Contents

ooooo--PlIOOD0ODOOODOO0O-PAOO0DODOOODO--PEODO DOODOO--PrOO0O0ODOO--PROOOOOO
o--pPEO0O00O0ODOO--POOODOOODOO--PIOODDODOODOODOOD--PIOODDOODOODOO--P4A40ODODOO
ooo--Pl7yOO0000O00DOOO--P21O0000O00O0--P230000000--P23O0000O0O0OO--P2A0000O0O0O
ooooooo-P2e000 000O0O-P27O000 000O0OODOODO-P28O000 O0000O0OO--POODOOODO
U--P3000 0000000 DOOO00OODOODOO--Px3O00DODODOOODOODOO--POODOOODOOOOODOO
oooooobooooo--pPSs7O000OO0DOOOODOODOOOODODOOODOOD-PEIOOO ODODOODOO
gbooobooboboboboo--Pe3000 00bO0O0bOO0ODbO0ODbO0ODODDODOO--PeTODOOOODOODO
goboobgoobooobobooboob--Pro00bD DOOD--P1O000 O0OOD-PBAO0O0O ODOODOO--PI
oo booobgoo--P30000O0DOO0O--PROODOODO0O--PMADODDOODOODO--PSOOODOOODO
g--p8000 00O0O0O0OODOOODOO0ODO0ODLOODDO--PICOO0ODOODOODOODOODOODOODOO
g--Prootboobgoobobooboobuoobobobooob--PI01ODO0DODODODODOODO0ODOODLOODOO
goo--PO10000000O0O0O0OO0O0DO0OOODOOODOO--PICZO0DO ODOODO--PIG3ODO0ODOODOODOO
goooboobobobobo--P30000000D0O0O0OO0O0ODO0ODOODODOODO--PI4A0O0ODOODOOO
OO000O00O0ODOHomepagel OO O ODOOODOO--PIOSO0000O0O0ODOO0OOOOOOOOODOOODOOODOOOn
obo--PlO6O0O00DOO0OOODOOODOO0ODOO0OOODODOOOOODOOO-PIC6ODO0ODOO0ODODO0ODOODOODDOO
gooobooboboobo--PlO700000O0OODOOOOOODOODODOODOODO--PI8ODOO ODOODO--P109
gooobooboobobobooboooboobooboboob0ooboobobobobooobOoUobOooboo--P109
gooobooboobobobooboooboobooboboob0oobooboboboboooboUobUOooboo--P110
gooobooobooboboooboooboobooboobDoobooboobobobobooobooboobooboo
gooo--P1IO0OD00 DODOOO--P1I2000 0000--P112000 00000O0ODO-P112000 000000O0O0O
U--P13000O0 0O00OO0ODO0O0O0OODOOO0OO0--P122000 0000000--P1230000--P12400--P1290000
OO0000000emaild O--P133

REFERENCES

oooboobobooobroogezeoOoooooooOobooobOOoooOobOOoDbO0obOoObOoOoDObOODoDOO boOo
goobooOooebb 2000200100 0000000O000O0DODO0O0DDODOUODODOOOODODDODOODOOODOOOO O6O0O 3.
godboooooboodbzeoiogbooooooboooooooobbouobo0ogo4b000bb0o0OOoDObO2000000DO
o00ooo0oooooOooboOooboooooboobovoLs3No4d s.Oobgzeoo00doooooooooooDImisiod 600

g0 00000000DOO0O0DOO0OO0DOOOODOOODOOOOODOOOODEeOO 7DO0O2000OO0DOOODOO
gboboooooboobobobobooobooboobobooboboebo s bz bbb oOOoOOobDObObOOn



gbobooooobobOoboboebO0ogoboz2e000000000DbO0ODbOOOOOODOODOODOOOOOOOOOOODOOD
gbO0eh O 10.0020000 00000000000 OO0ODOODOODOOOOIVILLAGEDDOOOOODOOOOO ODOODOODed
0 11.FAITHPOPCORN & LYS MARIGOLD 20000 O OO O OO0OONMNMOOO0OO0OO0OO0O0OO0O0OO0OO0O0OOOO0 00000 12MARY
MODAHL 20000 O OO DOOODOOOOOOONOWORNEVERDOOOOOOOO 130002000000 00000000000
gbooo0ooooboobOobob 140001000 0000ooobobobooooboooobooboboboboboooobDOoD
gobooooooooogoosgbo is.0b0boboooeogooboooooooooboobobobobooooonoono
000 0ooppss7-5800 16.000190 0 00000000 D0OO0OOO0O0OODOODOOODbDODbDObDObObOODODODO OO
gboobodednD 170001900 0000D00ODO0ODO0ODOLOOOOOOODOUODLOODbDODbDODbDObOOUODOODeD O 1800
grooooooooobobobooooogoogooobobooooobooobobob bbb oD O O
gbooooooboobdoboebg 0o gooooobooooboobobobboobooboobDobobobooo
OO0 odoebO 2000019900 0000000000000O0O000DOO0OO0OOOOODOOODOO0OBD0O 21.00 019990
Oo0oboo0ooooo0oobb0ooboooobobOonoooboedd 22000190 00OSPSSUOODOODOODOOODOOO 23.0
oot uoooooooooobbooobooooooboboooboooooboooDbboUtedl O 240001980000 0000O
O00ooOo0o0ooooooDoo0oobO0oooobOo0oDObO0oobD obbooOenb 25000180 0OWWWODOOOODOO
O00boo0oooo0oooobooobboOoedD 26000199800 0000000O0ODOOODOOOODOOO:.DOODOOOO
gboboooooobooooboboboboobobooboboboebg 270001980 00000000000 0O0OOOO
gbooboooooboobOobobobedD 28.0001997000INTERNETUOODODOOOOOODO1997000000O0O0 29.0
goi19700ooooboboboooobooboboscobogeetoowwwiognooooooooooooooobobo
0000000000000 O0DOO00D00O0000O000DOO0OO0SO0 000000 1. AAKER, D.A.(1996),"BUILDING
STRONG BRANDS, NEW YORK:FREE PRESS." 2. ALBA, J.,J. LYNCH, B. WEITZ, C. JANISZEWSKI, R. LUTZ, A. SAWYER AND S.
WOOD(1997), " INTERACTIVE HOME SHOPPING: CONSUMER, RETAILER, AND MANUFACTURER INCENTIVES TO
PARTICIP -ATE IN ELECTRONIC MARKETPLACES," JOURNAL OF MARKETING, JULY 3. ARMSTRONG, A. AND J. HAGEL
,(1996) "THE REAL VALUE OF ON-LINE COMMUNITIES," HARVARD BUSINESS REVIEW, MAY-JANE. 4. ASSAEL, H.(1992),"
CONSUMER BEHAVIOR AND MARKETING ACTION, 4RD (ED.)", BOSTON: PWS- KENT. 5. ALBARRAN, A. B. & DIMMICK,
J.(1996)," CONCENTRATION AND ECONOMIES OF MULTIFAMILY IN T -HE COMMUNICATION INDUSTRY". JOURNAL OF
MEDIA ECONOMICS. 9(4). 6.EFRAIM TURBAN, JAE LEE,DAVID KING, H. MICHAEL CHUNG(2000) ,"ELECTRONIC
COMMERCE: A MANA -GERIAL PERSPECTIVE." 7. FROST, RAYMOND & STRAUSS,JUDY(1999), "MARKETING ON THE
INTERNET," PRENTICEHALL. 8. JANAL, DANIEL S.(1995), "ONLINE MARKETING HANDBOOK," VAN NORTRAND REINHOLD.
9. JOHN EIGHMEY(1997), "PROFILING USER RESPONSES TO COMMERCIAL WEB SITES," JOURNAL OF ADVERTISING
RESEARCH, MAY/JUNE. 10. KOLTER, PHILIP(2000), "MARKETING MANAGEMENT, ANALYSIS, PLANNING
IMPLEMENTATION, AND CONTROL," 10TH EDITION, PRETICE- HALL INTERNATIONAL. 11.JOSEPH F. HAIR, JR. & ROLPH
E. ANDERSON(1998),"MULTIVARIATE DATA ANALYSIS: FIFTH EDITIO -N". 12. REYNOLDS, FRED D. & WELLS, WILLIAM
D.(1997), "CONSUMER BEHAVIOR," NEW YORK MCGRAW- HIL -L. 13. SHERRY CHIGER(1999),"THE 10 BEST INTERNET
MARKETING CONCEPTS," CATALOG AGE, NEWCANAAN. O OOCOOCOOCOOCOOO L HTTP//WWW.FIND.ORG.TW 2.
HTTP://WWW.FORRESTER.COM 3. HTTP://WWW.GOOGLE.COM 4. HTTP://WWW.IAMASIA.COM 5.
HTTP://TW.NETVALUE.COM/ 6. HTTP://WWW.E21TIMES.COM



