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ABSTRACT

With the popularity of e-commerce market and IT improvement, customer who purchase online have been constantly increased,

overtime. This leads practitioners and academicians put their attention on the basis of IS success model to evaluate the user

satisfaction and actual use. However, the user behavior intention is seldom discussed. We believe that the actual use is not only

predicted by user satisfaction but also influenced by behavior intention. Therefore, to add intentional considerations are needed, in

order to avoid the evaluative bias as well as less effective management. After having a comprehensive review of literature, an

appropriate e-commerce success model has been proposed on the basis of two major models (IS success model & TRA) to evaluate

the linkage between website quality and user behavior. Customers who have been visited shopping web site were selected as our

sample. The results of regression analysis show that (1) The quality of shopping website has positive effect on customer

attitude/satisfaction. (2) The quality of Shopping website has positive effect on value that annexed from online customer. (3) The

attitude/satisfaction of online customer will predict actual use effectiveness by behavior intention. (4) The attitude/satisfaction will be

positive effected and adjusted by value that annexed from online consumer.

Keywords : Behavior Intention, IS Success Model, TRA, Satisfaction ; IS success model ; Behavior ; TRA

Table of Contents

授權書 iii 中文摘要 iv 英文摘要 v 誌謝 vi 目錄 vii 圖目錄 xi 表目錄 xiii 第一章 緒論 1.1 背景與動機 1 1.2 研究目的 4 1.3 研究

範圍與限制 4 1.4 研究流程 6 第二章 文獻探討 2.1 電子商務與線上購物 7 2.1.1 電子商務 7 2.1.2 線上購物 8 2.1.3 國內與國外

線上購物發展現況 8 2.2 理性行為理論 11 2.2.1 行為意圖模式 11 2.2.2 理性型為理論定義 13 2.2.3 理性行為理論應用限制 15

2.2.4 理性行為理論於消費行為之相關研究 17 2.2.5 態度/滿意度 19 2.3資訊系統成功模型 19 2.3.1 資訊系統成功模型定義 19

2.3.2 資訊系統成功模型修正 21 2.3.3 電子商務資訊系統成功模型 22 2.3.4 實際使用 24 2.3.5 價值 25 2.4 網站品質 27 2.4.1 資

訊品質 27 2.4.2 系統品質 28 2.4.3 服務品質 30 第三章 研究方法 3.1 研究假說 32 3.1.1 網站品質、態度/滿意度與行為意圖之

關係 32 3.1.2 態度/滿意度、行為意圖、實際使用與價值之關係 33 3.2 變數定義與問卷題項發展 34 3.3 研究對象 37 3.4統計

與分析方法 38 3.4.1 敘述性統計分析 38 3.4.2 效度分析 38 3.4.3 信度分析 39 3.4.4 線性結構關係模型理論 40 3.5 結構方程模

式分析步驟 41 3.5.1 發展理論模式 42 3.5.2 建立因果關係徑路圖及細列估計參數分析 42 3.5.3 評估模式的辨認 42 3.5.4 選擇

測量變數及測量 43 3.5.5 模式估計 44 3.5.6 配適度標準 44 3.5.7 模式修正 46 3.5.8 解釋與討論 47 第四章 研究結果 4.1 研究

對象 48 4.1.1 樣本基本結構 48 4.1.2 樣本特徵 48 4.2 驗證性因素分析 50 4.2.1 測量模式修正 50 4.2.2 資訊品質構面 52 4.2.3 

系統品質構面 53 4.2.4 服務品質構面 55 4.2.5 態度/滿意度構面 56 4.2.6 行為意圖 57 4.2.7 實際使用 58 4.2.8 價值 59 4.3 研究

模式檢驗 60 4.3.1 測量模式 60 4.3.2 結構模式適合度 63 4.4 假設驗證 64 4.5 效果分析 66 第五章 結論 5.1 結論 72 5.2 建議 73

5.3 後續研究 75 參考文獻 76 附錄 84

REFERENCES

台灣網路資訊中心(TWNIC)(2006)。九十五年度台灣寬頻網路使用狀況調查。2006年1月，取自

http://www.twnic.net.tw/download/200307/0308a.doc 林世懿(2004)。Forrester:2010年全美線上銷售將突破3千億美元。2004年8月17日，

取自www.find.org.tw/find/home.aspx?page=news&id=3321 邱皓政(2001)。社會與行為科學的量化研究與統計分析。台北市:五南圖書出版

股份有限公司。 張紹勳(2004)。研究方法，第三版，台中市:滄海書局。 陳樺誼(2006)。eShopping 從消費行為探索線上購物商機。財團

法人資訊工業策進會-資訊市場情報中心。 Ahn, T., Ryu, S., & Han, I. (2004). The impact of the online and offline features on the user

acceptance of Internet shopping malls. Electronic Commerce Research and Application, 3(4), 405-420. Ajzen, I., and Fishbein, M. (1980).

Understanding Attitudes and Predicting Social Behavior. Englewood Cliffs, New Jersy, Prentice-Hall. Alba, J., Lynch, J., Weitz, B., Janiszewski, C.,

Lutz, R., Sawyer, A., & Wood, S. (1997). Interactive Home Shopping: Consumer, Retailer, and Manufacturer Incentives to Participate in

Electronic Marketplaces. Journal of Marketing, 61(3), 38-53. Anderson, J. C., & Gerbing, D. W. (1998). Structural Equation Modeling in Practice:

A Review and Recommended two-step Approach. Psychological Bulletin, 103(3), 411-423. Bagozzi, R., Wong, N., Abe, S., & Bergami, M. (2000).

Cultural and Situational Contingencies and the Theory of Reasoned Action: Application to Fast Food Restaurant Consumption. Journal of

Consumer Psychology, 9(2), 97-106. Bagozzi, R. P., & Yi, Y. (1988). On the Evaluation of Structural Equation Models. Journal of the Academy of



Marketing Science, 16(1), 74-94. Bentler, P. M., & Bonett, D. G. (1980). Significance Tests and Goodness-of-Fit in the Analysis of Covariance

Structures. Psychological Bulletin, 88(3), 588-606. Bhattacherjee, A., & Premkumar, G. (2004). Understanding Changes in Belief and Attitude

Toward Information Technology Usage: A Theoretical Model and Longitudinal Test. MIS Quarterly, 28(2), 229-254. Bollen, K. A. (1989).

Structural Equations with Latent Variables. New York: Wiley. Cao, M., Zhang, Q., & Seydel, J. (2005). B2C e-commerce web site quality: an

empirical examination. Industrial Management & Data Systems, 105(5), 645-661. Chen, K., & Yen, D. C. (2004). Improving the quality of online

presence through interactivity. Information and Management, 42(1), 217-226. Choo, H., Chung, J., & Pysarchik, D. (2004). Antecedents to New

Food Product Purchasing Behavior Among Innovator Groups in India. European Journal of Marketing, 38(6), 608-625. D’Ambra, J., & Rice, R.

E. (2001). Emerging factors in user evaluation of the World Wide Web. Information and Management, 38(6), 373–384. Davenport, T. H., &

Klahr, P. (1998). Managing customer support knowledge. California Management Review, 40(3), 195-208. Davis, F. D., Bagozzi, R. P. &

Warshaw, P. R. (1989),Perceived Usefulness, Perceived Ease of Use, and User Acceptance of Information Technology. MIS Quarterly, 13(3),

319-340. DeLone, W. H., & McLean, E. R. (1992). Information Systems Success: The Quest for the Dependent Variable. Information Systems

Research, 3(1), 60-95. DeLone, W. H., & McLean, E. R. (2003). The DeLone and McLean Model of Information Systems Success: A Ten-Year

Update. Journal of Management Information Systems, 19(4), 9-30. DeLone, W. H., & McLean, E. R. (2004). Measuring e-Commerce Success:

Applying the DeLone & McLean Information Systems Success Model. International Journal of Electronic Commerce, 9(1), 31-47. Devaraj, S., Fan,

M., & Kohli, R. (2002). Antecedents of B2C Channel Satisfaction and Preference: Validating e-Commerce Metrics. Information Systems Research,

13(3), 316-333. Drucker, P. F. (2002). Managing in the Next Society. Truman Talley Books. Elena, K., Detmar, W. S., & Norman, L. C. (1999).

Information Technology Adoption Across Time: A Cross-Sectional Comparison of Pre-adoption and Post-adoption Beliefs. MIS Quarterly, 23(2).

183-213. Fishbein, M., & Ajzen, I. (1975). Belief, Attitude, Intention and Behavior: An Introduction to Theory and Research. Addison-Wesley Pub.

Fornell, C., & Larcker, F. (1981). Evaluating Structural Equation Models with Unobservable Variables and Measurement Error. Journal of

Marketing Research, 18(1), 39-50. Gronoroos, C., Helnomen, F., Isoniemi, K., & Lindholm, M. (2000). The NetOffer model: a case example from

the virtual marketspace. Management Decision, 38(4), 243-252. Hair, J. F., Black, B., Babin, B., Anderson, R. E., & Tatham, R. L. (2006).

Multivariate Data Analysis(6th ed.). Prentice Hall. Hartwick, J., & Barki, H. (1994). Explaining the role of user participation in information system

use. Management Science, 40(4), 440-465. Hoffman, D., & Novak, T. (1996). Marketing in hypermedia computer mediated environments:

Conceptual foundations. Journal of Marketing, 60(3), 50-68. Igbaria, M., & Baroudi, J. (1995). An examinations of gender effects on career success

of information. systems employees. Journal of Management Information Systems, 11(3), 181-201. Jeong, M., & Lambert, C. U. (2001). Adaptation

of an information quality framework to measure customer’s behavioral intentions to use loading Web sites. Hospitality Management, 20(1),

129-146. Jiang, Z., Wang, W., & Benbasat, I. (2005). Multimedia-Based interactive advising technology form Online Consumer Decision Support.

Communications of The ACM, 48(9), 93-98. Joreskog, K. G., & Sorbom, D. (2000). LISREL 8: Nanlysis of Linear Structural Relationships by

Maximum Likelihood, Instrumental Variables, and Least Squares Methods(7th ed.). Mooresville, IN, Scientific Software. Kiang, M. Y., Raghu, T.

S., & Shang, H. M. (2000). Marketing on the Internet – Who Can Benefit from and Online Marketing Approach?. Decision Support System,

27(4), 383-393. Lee, M. K. O., & Pow, J. (1996). Information access behaviour and expectation of quality: two factors affecting the satisfaction of

users of clinical hospitality information systems. Journal of Information Science, 22(3), 171-179. Li, E. Y. (1997). Perceived importance of

information system success factors: a meta analysis of group differences. Information & Management, 32(1), 15-28. Liang, T. P., & Huang, J. S.

(1998). An Empirical Study on Consumers Acceptance of Products in Electronic Markets: A Transaction Model. Decision Support System, 24(1),

29-43. Liao, Z., & Cheung, M. T. (2001). Internet Based E-shopping and Consumer attitudes: An Empirical Study. Information & Management,

38(5), 299-306. Liu, C., & Arnett, K. P. (2000). Exploring the factors associated with web site success in the context of electronic commerce.

Information and Management, 38(1), 23-33. Loredana, F. (2002). Measuring the usability of e-commerce Application. International Function Point

Users Group, IT Measurement: Practical Advice From the Experts, Addison Wesley Professional. Mak, B. L., & Sockel, H. (2001). A confirmatory

factor analysis of IS employee motivation and retention. Information and Management. 38(5), 265-276. Malhotra, Y., & Galletta, D. (2005). A

Multidimensional Commitment Model of Volitional Systems Adoption and Usage Behavior. Journal of Management Information Systems, 22(1),

117-151. McKinney, V., Yoon, K., & Zahedi, F. M. (2002). The Measurement of Web- customer Satisfaction: An Expectation and

Disconfirmation Approach. Information Systems Research, 13(3), 296-315. Moe, W. W. & Fader, P. S. (2001). Uncovering patterns in

cybershopping. California Management Review, 43(4), 106-119. Molla, A., & Licker, P. S.(2001). E-commerce systems success: an attempt to

extend and respecify the DeLone and McLean model of IS success. Journal of Electronic Commerce Research, 2(4), 131-141. Negash, S., Ryan, T.,

& Igbaria, M. (2003). Quality and Effectiveness in Web-Based Customer Support Systems. Information and Management, 40(8), 757-768. O

’Callaghan, R.(1999). From reengineering to electronic commerce: Old questions, new challenges. Journal of Strategic Information Systems, 8(1),

61-62. Olson, J. S., & Olson, G. M. (2000). I2i trust in e-commerce. Communication of the ACM, 43(12), 41-44. Parasuraman, A., Zeithaml, V. A.,

& Berry, L. L. (1985). A Conceptual Model of Service Quality and its Implication for Future. Journal of Marketing, 49(4), 41-50. Parasuraman, A.,

Zeithaml, V. A., & Berry L. L. (1988). SERVQUAL: A Multipleitem Scale for Measuring Consumer Perceptions of Service Quality. Journal of

Retailing, 64(1), 12-40. Pavlou, P. A., & Fygenson, M. (2006). Understanding and predicting electronic commerce adoption: An extension of the

theory of planned behavior. MIS Quarterly, 30(1), 115-143. Peterson, R., Balasubremanian, S., & Bronnenberg, B. J. (1997). Exploring the

implications of the Internet for consumer marketing. Academy of Marketing Science Journal, 25(4), 329-347. Pitt, L. E., Watson, R. T., & Kavan,

C. B. (1995). Service Quality: A Measure of Information Systems Effectiveness. MIS Quarterly, 19(2), 173-187. Rai, A., Lang, S. S., & Welker, R.



B. (2002). Assessing the Validity of IS Success Models: an Empirical Test and Theoretical Analysis. Information Systems Research, 13(1), 50-69.

Rose, G. M., & Curran, J. M. (2005). On-line waiting: The role of download time and other important predictors on attitude toward e-retailers.

Psychology and Marketing, 22(2), 127-151. Ryan, M. J., & Bonfield, E. H. (1980). Fishbein’s Intentions Model: A test of External and Pragmatic

Validity. Journal of Marketing, 44(2), 82-95. Santos, F. (2003). E-service quality: a model of virtual service quality dimensions. Managing Service

Quality, 13(3), 233-246. Schiffman, L., & Kanuk, L. (2006). Consumer Behavior(9th ed). Prentice-Hall, Inc. Schoell, W. F., & Guiltinan, J. P.

(1995). Marketing: Contemporary Concepts and Practices (6th ed.). Prentice Hall. Seddon, P. (1997). A respecification and extension of the DeLone

and McLean model of IS success. Information Systems Research, 8(3), 240-253. Segars, A. H., & Gorver, V. (1998). Strategic Information Systems

Planning Success: An Investigation of the Construct and Its Measurement. MIS Quarterly, 22(2), 139-163. Sengupta, K., & Zhao, L. (1998).

Improving the communicational effectiveness of virtual organizations through workflow automation. International Journal of Electronic

Commerce, 3(1), 46-49. Senqupta, K., & Zhao, L. (1998). Improving the communicational effectiveness of virtual organizations through workflow

automation. International Journal of Electronic Commerce, 3(1), 46-69. Shirley, T., & Peter, T. (1995). Assessing IT Usage: The Role of Prior

Experience. MIS Quarterly , 19(4), 561-570. Stevens, J. (1996). Applied multivariate statistics for the social sciences(2nd ed). Hillsdale, New Jersey,

Lawrence Erlbaum Associates. Szymanski, D. M., & Hise, R. T. (2000). E-Satisfaction: an initial examination. Journal of Retailing, 76(3), 309-322.

Taylor, S., & Todd, P. A. (1995). Assessing IT Usage: The Role of prior Experience. MIS Quarterly, 19(2), 561-570. Turban, E., King, D., Lee, J.

K., & Viehland, D. (2006). Electronic Commerce: A Managerial Perspective(4th ed.). Prentice Hall. Venkatesh, V., Morris M. G., Davis, G. B., &

Davis F. D. (2003). User acceptance of information technology: toward a unified view. MIS Quarterly, 27(3), 425-478. Wang, Y. S., & Tang, T. I.

(2003). Assessing customer perceptions of website service quality in digital marketing environment. Journal of End User Computing, 15(3), 14-31.

Wang, L., Fan, X., & Willson, V. L. (1996). Effects of non-normal data on parameter estimates in covariance structure analysis: An empirical study.

Structural Equation Modeling, 3, 228–247. Wixom, B. H. (2001). An empirical investigation of the factors affecting data warehousing success.

MIS Quarterly, 25(1), 17-41. Wixom, B. H., & Todd, P. A. (2005). A Theoretical Integration of User Satisfaction and Technology Acceptance.

Information Systems Research, 16(1), 85-102. Yang, Z., Jun, M., & Peterson, R . T. (2004). Measuring customer perceived online service quality:

Scale development and managerial implications. International Journal of Operations and Production Management, 24(11), 1149-1174. Zeithaml,

V. A., Parasuraman, A., & Malhotra A. (2002). Service quality delivery through web sites: A critical review of extant knowledge. Journal of the

Academy of Marketing Science, 30(4), 362-375. Zhang, X., & Prybutok, V. R. (2005). A Consumer Perspective of E-service quality. IEEE

Transactions on Engineering Management, 52(4), 461-477.


