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ABSTRACT
In the most previous research on internet shopping, the primary focus are most on the managerial aspects of the online shops and the
consumer behaviors toward online shopping experience. However, not many researches were involved with the investigation of the
female consumer’ s online shopping behavior. In respond to construct a model with female consumer as a independent variables.
The purpose is to discover whether the degree of website satisfaction will affect the purchasing decision made by female consumer.
Along with the discussion of whether the brand image and online shopping experience will influence the purchasing decision of the
female shopper. The investigation result are as followed : 1.In the shopper’ s background investigation, the shoppers who goes
online frequently will tend to shop more online. 2.Brand image is a characteristic factor which dominate female from purchase. 3.In
the website satisfaction research, the two primary influence factors are “ Product Price” and “ Trading procedure” .
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