gobooogouTpBUOUOOODOOOOOOOOODOOO
goougon

E-mail: 9707185@mail.dyu.edu.tw

00
000000 ((Internett0 00 OO DO OODO O (Electronic Commerce, ECO 00D OO0DOODOOODOOODOOODO Yahoo
OPChomel OO0 0O0DOOO0ODOOOOODOOOODOOOODOOOODOOOOOOOOODOOOOODOOO
0000000000000 D0000000o000Do000Doo000Doo00o0oo00oo0ooOouooooOooon
0000000000000 Do000oo000Doo000ooO000Doo00o0oo0ooooOouooooOooon
COOOO0OLISRELODODOOOO O0OD0OOOO0O0OD0OOO00O0ODOO000D0O00D0ooooooooooooooon
000000000000 0ooo000ooo0oooooooooooooooooooog

ooo:0boooo,boboobos,;obon
oo

goofdboobo0oooO0obooogobOOobOoooOOobobO WwicobDoobOoU0oO0obDOobOOoUoOOoboboboOoDooo
vlO0OoOooooooboooOobooogooobooooobvooDOOobOOoOooOOooOOoboUoOOobUobObOoDOoDbOo
OvioODOOooOoooooOoboooooboooooobooviooboboooooobooboooobooooo
000 xOODOODOOooOoooOooboooooO0ooooooboo0 10000 oo0boooobD0obOoDoDOoDo
gooodl1gobooboboooboooboobooboobooob00 4000bobboboobooboobooboo
gbo4000 0000000DOO00DOOOODO0ODO SO0bO00bOOobOOO0bO0bUuObOobOoO0obLOo0DbOon
el0booooboobooooobooooboboooobo e DbUObDOODOODUbLbODODODOOOOD
oo oooobooooboobooooobob 24000 000ob0obboooobobob0obDOobO x100n
obooobooboooooboooooobL s3bobooooobooooobO0obboooUobOobobOUODO400DbOoboO
gboooboobobobobooboob 4o00b0obb0obo0obo0obobbobboobo0o4boobono
gbooobooboboboboobo4/70boobobbobooboobobboobboob 4800b00DbDODO
gboooboobooboboboobosioboobobooboobooboboboobbooboossbgoobooonoo
gbooobooboboboboobossgbooboboobooboobobboobbooboobosrobobo
gboooboobobobobooboobooesbbbobooboobobbobboobooboobesnO
gbooobooboobobobooboobooboeebbobo0oboobobobobbobDoobooboo 1o
oo oboobooboboobooboob kBoboboobooboboboobDoOoboobobDboobooo4b0On
oooobooboboboboooboobooboo 91

oogno

000000 Adam Cohen(20020 D DeBay(D OO DO)D 0 0: 00000 ODO0O00OO0O0OO0O0OOOEROY)DOOOCOOOO2ObOOO
O0000:0000000 000 DO0O0O0O00D00OD00OD: 000000 000EIS DD NNNNNNDNNDNDDOO
OCO0O0]0YoungGameO OO O OO OODOOOODO: http://www.heart.net.tw/wang/article.ntm[2005, Decembrer ] O O O (2004)0 O
gooooO0oO0oOoOOO0OO0OO0OOOOOOOOOOODOODOOODOOODOODOODOODODO O0OOEICOUODUODODDODDODDD—0O0O
O0o0o0000o0O0O0O0O0O0O0OD0OO0O0O0OO0DO 000RIUOIDOIDUDU0DUD0DD0UDUD0DUDDDODODDDDODO
000007020070 0000000000 [[MODOOICOOO0O0OOO: http://mic.iii.org.tw/intelligence/ [2007,December] O 0O O
dro2UO0OD00OD0O0ODODOODOO0OOODOODODODODO0OO0OOODOODODODOODOODOO0OOOODODODOoD OO
g@oooCOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOODOOOOOO00000O(o00COO
OO00OO0OO0O0O0OOOOOOOOOOOOOOOOOOOOOOOOODOO0O0OS345-330 D00 OO0 00ooooog—a
gooOoOoOoOOOOOO0OO 0000000000000 0OO0OOOO0OODOEIA)OODODODODODOODODOOOOOOOOOOOn
OO00OO0OOOOOOOOOOOOOOOOO@eYUIOOoOooooooooooooooooooooooooooogo oo
g@ooomOOOoOOOYAHOOOOOO:OOOOO OOOR@OOG7OODOODOODODODOODODODODOODODOoooooooooooo
O00OO0OO0OOOO0OOOOOOO0OOOOOO0O0OO@ewuuoooooooooOOdNet98TawanD DO OO0 OO0
goO0O0O0O11200 000ROO1)IUOOOOOOOOOOOOOOOOOOOOOOOL17O59-730 0DO0O@oQUOOOOOooOOoOn



0000000000000 00000000000000000000 D000000EI4) 0D D000 ooooog
000035430 0O00Ooo/s)D 0000000000000 00000000000000ooo0 oooEIc4)uoDoooonon
0000000000 000000000000000000000 0000009 DO DDNOD00NDDOoOoOooog
0:0000 000@oo7 020070 000 0000BCO000ODODO0OOOOOODOOOO OO0 DOOOODoOOoOn
O0000O0O0O00O0O0OO0ODO 000D UOOO 2007000015000 [DOOOIOOO:
http://www.net247.com.tw/News/Doc_711.htm 0 0 0 (2007 0 D0 0 O-Yahoo! DO O OO OODOODOODOODDODOD [DDODODO]OOO:
http://mic.iii.org.tw/ intelligence/ [2007,December] 0 0 0 0(2001)0 0 000 0000000000000 0OO0O0O0OOOOOOOO
0000000 000@I4)IO0D0N0N0N0N0N0N0N0N0N0N0N0N0N0N0NUDNUN0NU0N00D00DUDUD0DUODUD OO0 (R202)00
Oo00000o00000O0O0O0O0O0O00OD0OO0ODOO0ODODOODODOODODODOODOD 0D00OEI4)UODODDO0ODODOODODOODOO
000000000000 bO0bO0000o0odoooDdoDOo oodocUI OO0 oDoboboooo-0oooooo
0000000000000 0O0000000gdRo)0ooOo00oboo0oooooooo-oboo00oooDOoooooon
0000000000 00ooO0 DdgRoceoooooo0oooooo-o00bDo0ooDoo00ooDOoooooon
0000000 [0DOO00]0o00: http://www.ad.nccu.edu.tw/14thdown load.htm [2006, April O O 0O (200000 O 0O 0 OO0OOOODOO
000000000o0o00oo00D0o000oDo00oDoO0000000DoO00D0O0000o0DO0 oOooEoosI3codnn
0000-00000000000000000000000000000D00O00 000000 Agarwal, R., & Karahanna, E. (2000).
Time flies when you're having fun: Cognitive absorption and beliefs about information tech-nology usage. MIS Quarterly, 24(2), 665-694. Ajzen, 1.,
& Fishbein, M. (1975). Belief, attitude, intentions and be-havior: An introduction to theory and research. Boston, MA: Addison-Wesley. Ajzen, 1., &
Fishbein, M. (1977). Attitude-havior relations: A theo-retical analysis and review of empirical research. Psychologi-cal Bulletin, 84(5), 888-918.
Ajzen, 1., & Fishbein, M. (1980). Understanding attitudes and pre-dicting social behavior. Englewood Cliffs, New Jersey: Pren-tice-Hall. Ajzen, 1.
(1985). Form intention to action : A theory of planned be-havior. In action control form cognition to behavior, NY : Springer Verlag. Allison, M.,
(1994). Compulsive buying tendency as a predictor of attitudes and perceptions. advances in Consumer Research, 21(1), 590-594. American
Psychological Association. (1985). Standards for educa-tional and psychological testing. Washington, DC: Author. Anderson, J. C., & Gerbing, D.
W. (1988). Structural equation mod-eling in Practice: A review and recommended two-step ap-proach. Psychological Bulletin, 103(3),411-23.
Beatty, E., & Scott, M. (1987). External search effort: An investiga-tion across several product categories. Journal of Consumer Research, 14(1),
83-95. Bentler, P. M. (1990). Comparative fit indexes in structural models. Psychological Bulletin, 107(2), 238-246. Bentler, P. M., & Bonett, D. G.
(1980). Significant tests and good-ness of fit in the analysis of covariance structures. Psycho-logical Bulletin, 88(3), 588-606. Bettman, J. R. (1979).
An information processing theory of con-sumer choice. Mass: Addison Wesley. Bollen, K. A. (1989). Structural equations with latent variables. New
York: Wiley. Browne, M. W., & Cudeck, R. (1993). Alternative ways of assessing model fit. In Bollen and Long (Eds.), Testing structural equa-tion
models, 136-162. Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and brand affect to brand performance: The role
of brand loyalty. Journal of Marketing, 65(2), 81-93. Chen, H., Wigand, T. R., & Nilan, S. M. (1999). Optimal experience of web activities.
Computers in Human Behavior, 15(5), 585-608. Chen, Z., & Dubinsky, A. J. (2003). A conceptual model of per-ceived customer value in
E-Commerce: A Preliminary Inves-tigation, Psychology and Marketing, 20(4), 323-3470 Churchill, G. A. Jr., & Peter. J. P. (1984). Research
design effects on the reliability of Rating scales : A meta-analysis, Journal of Marketing Research, 21(4), 360-375. Clarke, K. A., & Belk, R. (1978).
The Effects of Product Involve-ment and Task Definition on Anticipated Consumer Effort. in H. Keith Hunt(ed.).Advances in Consumer Research.
Ann Ar-bor: Association for Consumer Research, 5, 313-318. Csikszentmihalyi, M. (1975), Beyond boredom and anxiety. New York: Harper &
Row. Csikszentmihalyi, M. (1990). Flow: The psychology of optimal ex-perience. NY: Harper and Row. Csikszentmihalyi, M. (1993). The evolving
self: A psychology for the third millennium. New York: Harper & Row. Csikszentmihalyi, M., & Csikszentmihalyi, 1. (1998).Optimal ex-perience:
Psychological studies of flow in consciousness.NY: Cambridge University Press. David A. A,. (1996). Measuring brand equity across products and
markets. California Management Review. Berkeley, 38(3), 102-120. Davis, F. D. (1986). A technology acceptance model for empirically testing new
end-user information systems: Theory and results. Doctoral Dissertation, MIT Sloan School of Management. Cambridge, MA. Davis, F. D.,
(1989). Perceived usefulness, perceived ease of use, and useracceptance of information technology. MIS Quarterly, 13(3), 319-340. Davis, F. D.,
Bagozzi, R. P., & Warshaw, P. R., ( 1992). Extrinsic and intrinsic motivation to use computers in the workplace, Journal of Applied Social
Psychology, 22(14), 1111-1132. Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User accep-tance of computer technology a comparison of
two theoretical models. Management Science, 35(8), 982-1003. Davis, R. A. (2001). A Cognitive-behavioral model of pathological Internet use.
Computers in Human Behavior, 17(2),187-195. Devaraj, S., Fan, M., & Kohli, R. (2002). Antecedents of B2C channel satisfaction and preference:
Validation e-commerce metrics, Information Systems Research, 13(3), 316-333. Egger, O., & Rauterberg, M. (1996). Internet Behavior and
Addic-tion, 4(1), 11-40. Engel, J. F., & Blackwell. R. D. (1982). Consumer Behavior(4th ed). New York: The Dryden Press. Engel, J.F., Miniard
P.W., & Blackwell, R. D. (1995). Consumer Behavior (8th ed). Forth Worth: Dryden. Fornell, C., & D. F. (1981). Larcker, evaluating structural
equation models with unobervables and measurement error, Journal of Marketing Research, 18(1), 39-50. Free, E. M. (1992). Addiction behaviors:
Effective social word ap-proaches. New York : Logman, 1-9. Freeman, W. J. (1992). Tutorial in neurobiology: From single neu-rons to brain chaos.
Int. J.Bifurcation & Chaos, 2(3), 451-482. Gefen, D., Karahanna, E., Straub, D. W. (2003). Trust and TAM in Online Shopping: An Integrated
Model. MIS Quarterly, 27(1), 51-90, 2003. Gefen, D., Straub, D. W. (2003). Managing user trust in B2C e-Services. e-Service Journal, 2(2), 7-24.
Gillett, P. L., (1970). A profile of urban in-home shopper. Journal of Marketing, 34(3), 40-45. Goldberg, W. M. (1996). Using a web-based course



authoring tool to develop sophisticated web-based courses. Educational Technologies Press. England Cliffs: New Jersey. Griffiths, M. (1998).
Internet addiction: Dose it really exit? In J.Gackenbach(ed.). Psychology and the Internet: Interper-sonal,interpersonal and transpersonal
implications. NY: Academic Press. Griffiths, M. (1998). Internet addiction:Does it really exist? In J.Gackenbach (Ed.), Psychology and the
Internet:Intrapersonal, interpersonal, and transpersonal implications, 61-75. New York: Academic Press. Gulati, R., & Jason, G. (2000). Get the
right mix of bricks and clicks. Harvard Business Review. 78(3), 107-144. Gvu’ s center. (2000). Primary Place of WWW Access.[]

[Online]. Available: http//www.cc.gatech.edu/gvu/user_surveys/papers [2000, July]. Hairs, Jr. F., Anderson, R. E., Tatham, R. L., & Black, W.
C. (1998). Multivariate Data Analysis (5th ed). New York: Macmillan. Hall, A. S., & Parsons, J. (2000). Internet addictions: College stu-dent case
study using best practices in cognitive behavior therapy. Journal of Mental Health Counseling, 23(4), 312-327. Harrison, D. A., Peter P. M., J., &
Cynthia K. R. S. (1997). Execu-tive decisions about adoption of information technology in small business: Theory and empirical tests. Information
Sys-tems Research, 8(2),171-195. Hatter, L. I. (1994). Addictive Process. Encyclopedia of Psychology, NY: Longman. Hayduk, L. A. (1987).
Structural equation modeling with LISREL.: Essentials and advances. Baltimore: Johns Hopkins. Henderson, R., Rickwood, D., & Roberts, P.
(1998). The beta test of an electronic supermarket. Interacting with Computers, 10(4), 385-399. Hirschman, E. (1992). The consciousness of
addiction: Toward a general theory of compulsive consumption. Journal of Con-sumer Research, 6(4), 155-179. Hirschman, E. C., & Holbrook, M.
B. (1982). Hedonic consumption: emerging concepts, methods and propositions. Journal of Marketing, 46(3), 92-101. Hoffman, D. L., Novak, T.
P., & Chatterjee, P. (1995) Commercial scenarios for the web: Opportunities and challenges, Journal of Computer- Mediated Communication,
1(3).29-53. Holbrook, M. B., & E. C. Hirschman. (1982). The experiential as-pects of consumption: Consumer fantasies, feelings, and fun. Journal
of Consumer Research, 9(2), 132-140. Howard, R. A. (1989). Knowledge Maps. Management Science, 38(8), 903-922. Hsu, C. L., & Lu, H. P.
(2004). Why do people play on-line games? An extended TAM with social influences and flow experi-ence.Information & Management, 41(7),
853-868. Igbaria, M. (1997). Personal computing acceptance factors in small firms: A structural equation model. MIS Quarterly, 21(3), 279-305.
Igbaria, M., Guimaraes, T., & Davis, G. (1995). Testing Determi-nants of Microcomputer Usage via Structural Equation Model. Journal of
Management Information Systems, 11(4), 87-114. Igbaria, M., livari, J., & Maragahh, H. (1995). Why do individuals use computer technology? A
finnish case study. Information and Management, 29(5), 227-238. Igbaria, M., Parasuraman, S., & Baroudi, J. J. (1996). A motivational model of
microcomputer usage. Journal of Management In-formation Systems, 13(1), 127-143. Jacobs, B. I., & Levy, K. N. (1995). Market-neutral strategy
limits risk, Pension Management. Kassarjian, H., & Sheffet, M. J. (1981). Personality and consumer behavior: An update. Perspectives in Consumer
Behavior, 160-180. Kerin, R. A., Jain, A., & Howard, D. J. (1992). Store shopping ex-perience & consumer price-quality-value perceptions. Journal
of Retailing, 68(4), 376-397. Klobas, E. (1995). Beyond information quality: Fitness for purpose and electronic information resource use. Journal of
Informa-tion Science, 21(2), 95-114. Levy, M. (1995). Retailing Management, NY: McGraw-Hill. Malone, T. W. (1981). Heuristics for designing
enjoyable user inter-face: Lessons from computer games. Proceedings of the 1st Major Conference on Human Factors in Computer Systems.
Gaitherburg, Maryland, USA, 63-68. McDonald, R. P., & Ho, M. R. (2002). Principles and practice in re-porting structural equation
analysis.Psychological Methods, 7(11), 64-82. Mulaik, S. A., James, L. R., Alstine, J. V., Bennett, N., Lind, S., & Stilwell, C. D. (1989). Evaluation
of goodness-of-fit indices for structural equation models. Psychological Bulletin, 105(3), 430-445. Nunnally, J. C. (1978). Psychometric theory. NY:
McGraw-Hill. O’ Guinn, T. C., & Faber, R. J. (1991). Mass communication theory and research, in Handbook of Consumer Behavior, NJ:
Pren-tice-Hall. Pavlou. P. (2002). Evidence of the effect of trust building technol-ogy in electronic markets: Price premiums and buyer behavior.
MIS Quarterly, 26(3), 243-268. Peter, J. P., & Jerry, C. O. (1987). Consumer behavior: Marketing strategy perspectives. Homewood, IL: Richard
Irwin. Peter, J., & Jerry, C. (1987). Consumer behavior: Marketing strategy perspectives. Homewood, IL: Richard Irwin. Rasmussen, S. (2000).
Addiction treatment: Theory and practice. New York: Sage. Robbins, S. B., Lese, K. P., & Herrick, S. M. (1993). Interactions between goal
instability and social support on college fresh-man adjustment. Journal of Counseling and Development, 71(3), 343-348. Rook, D. W. (1987). The
buying impulse. Journal of Consumer Re-search, 14(2), 189-199. Rook, D. W., & Fisher R. J. (1995). Normative Influences on Impul-sive Buying.
Journal of Consumer Research,22(3), 305-313. Rook, D. W., & Hoch, S. J. (1985). Consuming impulses.advance in consumer research (12th ed).
M. B. Holbrook and E. C. Hirschman, Provo, UT:Association for Consumer Research, 23-27. Scott. J. (1994). The measurement of information
systems effective-ness: evaluating a measuring instrument. Proceedings of the Fifteenth International Conference on Information Systems.
Vancouver, BC, 111-128. Slama, M. E., & Tashchian, A. (1985). Selected socioeconomic anddemographic characteristics associated with
purchasing involvement. Journal of Marketing, 49(1), 72-82. Solomon, & Michael, R. (1992). Consumer behavior: Buying, hav-ing, aad being. New
Jersey: Prentice Hall. Stern, H. (1962). The significance of impulse buying today. Journal of Marketing, 26(2), 59-62. Szajna, B. (1996). Empirical
evaluation of the revised technology acceptance model. Management Science, 42(1), 85-92. Tucker, L. R., & Lewis, C. (1973). The reliability
coefficient for maximum likelihood factor analysis. Psychometrika, 38(1), 1-10. Venkatesh, V., & Davis, F. D. (1996). A model of the antece-dents of
perceived ease of use: Development and Test. Deci-sion Sciences, 27(3), 451-481. Venkatesh, V., & Davis, F. D. (1996). A model of the antecedents
of perceived ease of use: Development and test. Decision Sci-ences, 27(3), 451-481. Walker, A. L., & Lidz, C. W. (1983). Common features of
trouble-some habitual behaviors. A cultural approach. commonalities in Substance Abuse and Habitual Behavior, ed. P. K. Levison et al.,
Lixington, MA: Lexington Books, 29-44. Webster, J., Trevino, K. L., & Ryan, L. (1993). The dimensionality and correlates of flow in
human-computer interactions. Com-puters in Human Behavior, 9(4), 411-426. Weinberg, P., & Gottwald, W. (1982). Impulsive consumer buying
as a result of emotions. Journal of Business Research, 10(1), 43-57. William, R. D., & Doody, A. F. (1966). Retailing Management, (3th ed).
Wolfinbarger, M., & Gilly, M. C. (2001). Mary shopping online for freedom, control, and fun. California Management Review, 43(2), 34-55.



Wood, M. (1998). Socio-economic status, delay of gratification, and impulse buying. Journal of Economic Psychology, 19(3), 295-320. Young, K. S.
(1998). Caught in the Net: How to recognize the signs of Internet Addiction and a winning strategy for recovery. NY: John Wiley & Sons. Young,
K. S. (1999). Cyber-Disorders: The Mental Health Concern for the New Millennium, [OnLine]. Available: http://www.net-
addiction.com/articles/cyberdisorders.html [1999, May]. Young, K. S., & Rogers, R. C. (1998). The relationship between de-pression and internet
addiction. CyberPsychology & Behavior, 1(1), 25-28.



