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ABSTRACT
This study is aimed at investigating the relationship among the brand equity of online shopping, delivery services and consumers’
purchasing decisions. Hoping this study can help online shopping businesses provide appropriate delivery services to consumers with
various socio-economic statues and purchasing decisions. Online survey was the research method used in this study. There were 463
valid samples obtained by stratifies sampling. Data were analyzed by descriptive statistics, factor analysis, t-test, one-way ANOVA
and correlation analysis. The results are as fol-lowings: 1.Consumers’ awareness of the brand equity is affected by the varieties of
genders, age, educational level, monthly income and monthly net purchases. 2.Consumers’  choices of delivery services are affected
by the varieties of genders, age, educational level, monthly income, monthly net purchase and the number of hours shopping online
weekly. 3.Consumers’ purchasing decisions are affected by the varieties of genders, age, educational level, monthly income,
monthly net purchase and the num-ber of hours shopping online weekly. 4. The brand equity and the delivery services are both
related to consumers’ purchasing decisions. 5. The brand equity of the "perceived quality and brand association™ is related to
delivery services.
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