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ABSTRACT
This research’ s core is that on-line shopping has brought up such security problem to get more and more popular from the
customers’  attention. The quality of website service must be strengthened to serve as an important factor in deeper relationship
with customers. Therefore, this of research focus on Internet shopping and coordinates of the theories which are the basis of this
research, this research uses SEM (Structural Equation Modeling) to develop its framework to approach the mutual influence and
relationship under the coordination of the website service quality and information security, how the website brand image leads to an
influence on customer satisfaction. From the research, we can find that the most important things in on-line shopping customers’
mind, are the protection of users’ information, the quality of products, and the attitude on service of the websites. Accordingly, the
website service industry of B2C must strictly check whether their websites with high level of service quality and rigorous information
security. Also, by means of the website brand image could affect and strengthen the customers’ satisfaction and enable the website
service industry of B2C to find a bigger potential market.

Keywords : structural equation modeling ; information security ; website service quality ; website brand image ; customer satisfaction
satisfaction
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