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Abstract 
In recent years, people have become increasingly popular in leisure 

travel. And domestic tourist attractions are easily accessible. Plus due to the 

rise of the Internet. Visitors also increase their rate of travel planning by 

searching for travel information on the Internet. Using Travel Website 

Information to Plan Travel Rates to Grow Significantly. Therefore, this study 

aims to understand the consumer behavior of consumers using travel websites 

to purchase travel merchandise. Exploring Two Aspects of Service Quality 

and Corporate Image. Adopting a convenient online sampling survey. Mainly 

for people who have used tourism sites in Taiwan. A total of 463 valid 

questionnaires were recovered. Data analysis using descriptive statistics, IPA 

analysis, independent sample T test and single factor analysis of variance. 

After the overall IPA analysis of this study. A total of 6 items that need 

priority improvement for consumers. These items are items that consumers 

value for travel websites.  
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4.31 3.99 4.253 3.88 

6.
 

4.2 3.87 

7.
 

4.25 3.78 

 

8.
 

4.47 4.13 4.415 4.178 

9.  4.45 4.21 
10.

 
4.48 4.21 

11.
 

4.26 4.16 

 

12.  4.56 4.21 4.568 4.228 
13.  4.57 4.19 
14.  4.58 4.24 
15.

 
4.56 4.27 

 

16.  4.34 4.14 4.405 4.13 
17.  4.38 4.07 
18.

 
4.44 4.15 

19.  4.46 4.16 

 
20.  4.28 3.93 4.288 4.035 
21.  4.14 4.01 
22.  4.38 4.15 
23.  4.35 4.05 
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4.13 ( ) 

 

 

 
M M 

 

M M 

 
24.  4.45 4.09 4.398 4.043 

25.  4.36 4.03 

26.  4.39 4.02 

27. ( )  4.39 4.03 

  4.39 4.09 4.386 4.086 

 
 

 

     
 4.1 IPA  
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    4.1

IPA  

(Keep up the Good Work) 4.

8.

9.

10.

12. 13.

14. 15.

18.

19. 10

 

(Possible Overkill) 3.

11.

16. 22.

4

4

 

(Low Priority) 2.

5.

6.

7.
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17.

20. 21.

23.

25. 9

 

(Concentrate Here) 1.

24.

26. 27.

( ) 4

 

 

4.6 IPA  

    ( 4.14)

X

Y ( 4.14) X

Y
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 4.14  

 

 

 
M M 

 

M M 

 

1.  4.08 3.95 4.363 4.103 

2.  4.47 4.08 

3.  4.43 4.13 

4.  4.47 4.25 

 

 

5.  4.26 4.05 4.343 4.098 

6.  4.43 4.16 

7.  4.26 4.08 

8.  4.42 4.1 

 
 
 

9.  4.42 4.17 4.388 4.15 

10.  4.25 4.07 

11.  4.44 4.18 

12.  4.44 4.18 

 4.36 4.12 4.365 4.117 

 
 



 

44 

 
 4.2 IPA  

    4.2

IPA  

(Keep up the Good Work) 3.

4.

6. 9.

11. 12.

6

 

(Possible Overkill) 0  

(Low Priority) 1.

5. 7.

10. 4



 

45 

 

(Concentrate Here) 2.

8. 2

 

 

4.7 T  

    

T

 

4.7.1  

    

4.15

 

 4.15  
  Levene  T   

F   T   

 
 

 0.319 0.573 2.156 0.032  
 0.035 0.852 1.770 0.077  

 0.748 0.388 0.940 0.348  
 0.442 0.506 2.092 0.037  

 2.241 0.135 2.001 0.046  
 0.083 0.773 1.006 0.315  
 0.009 0.926 0.331 0.740  

 
 

 0.180 0.671 -0.206 0.837  
 0.009 0.926 0.305 0.761  
 0.596 0.440 0.760 0.448  
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4.8  

    

SPSS

4.16  

    

 

 
 

 4.16  

 
(P ) 

     
 

 

 0.235 0.107 0.065 0.043 0.009 0.571 

 0.002 0.095 0.252 0.162 0.162 0.699 

 0.138 0.111 0.369 0.098 0.157 0.518 

 0.139 0.004 0.605 0.841 0.719 0.364 

 0.053 0.081 0.042 0.061 0.037 0.474 

 0.090 0.001 0.288 0.043 0.147 0.998 

 0.003 0.002 0.515 0.291 0.082 0.928 

 0.014 0.000 0.366 0.177 0.009 0.548 

 0.075 0.051 0.027 0.042 0.115 0.189 

 0.290 0.089 0.419 0.197 0.787 0.059 
 

P 0.05  



 

47 

4.8.1  

    

2

 8 ANOVA

4.17

 

 4.17 ANOVA  

 
 

F  

( ) 
P  

 
 

F  

( ) 
P  

 

 2.383 *0.038 

 

 1.321 0.254 
    1.741 0.124 

 1.012 0.410  1.758 0.120 
 2.731 *0.019    

 1.185 0.316    
 1.358 0.239    
      

              *P<0.05 **P<0.01 ***P<0.001 

8 LSD ( 4. 18)

30-39 20-29

19 20-29

50-59 19 20-29

30-39 20-29 50-59

20-29 50-59 20-29
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 4.18 LSD  

 
  ( ) 

 

 

(1)19  

3>2(0.001) 
(2)20-29  
(3)30-39  
(4)40-49  
(5)50-59  
(6)60  

 

(1)19  

1>2(0.000) 

(2)20-29  
(3)30-39  
(4)40-49  
(5)50-59  
(6)60  

 

(1)19  

5>1(0.029) 

5>2(0.021) 

(2)20-29  
(3)30-39  
(4)40-49  
(5)50-59  
(6)60  

 

 

(1)19  

3>2(0.045) 

5>2(0.011) 

(2)20-29  
(3)30-39  
(4)40-49  
(5)50-59  
(6)60  

 

(1)19  

5>2(0.005) 

(2)20-29  
(3)30-39  
(4)40-49  
(5)50-59  
(6)60  

 

4.8.2  

4  6
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ANOVA 4.19

 

 4.19 ANOVA  

 
 

F  

( ) 
P  

 
 

F  

( ) 
P  

 

 0.375 0.826 

 

   
 0.844 0.498  0.393 0.813 

 1.083 0.364  0.350 0.844 
      

 1.134 0.340    
      
      

             *P<0.05 **P<0.01 ***P<0.001 

6 LSD ( 4.20)

 

 

 4.20 LSD  

 

  ( ) 

 

 (1) ( ) 

1>5(0.047) 

(2) ( ) 

(3) ( ) 

(4) ( ) 

(5) ( ) 
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4.8.3  

2  8

ANOVA 4.21

 

 4.21 ANOVA  

 
 

F  

( ) 
P  

 
 

F  

( ) 
P  

 

 0.215 0.806 

 

 1.008 0.366 
 0.870 0.420    

 1.014 0.364  0.738 0.479 
 9.256 ***0.000    

      
 1.766 0.172    
 1.884 0.153    

              *P<0.05 **P<0.01 ***P<0.001 

8 LSD ( 4.22)

 

4.22 LSD  

 
  ( ) 

 

 

(1)  

1,2>3(0.000) (2)  

(3)  
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4.8.4  

3  7

ANOVA 4.23

  

 4.23 ANOVA  

 
 

F  

( ) 
P  

 
 

F  

( ) 
P  

 

   

 

 0.832 0.574 
 0.906 0.512    

 0.679 0.679  1.276 0.254 
 0.548 0.548    

 1.366 1.366    
      
 0.829 0.829    

              *P<0.05 **P<0.01 ***P<0.001 

7 LSD ( 4. 24)
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 4.24 LSD  

 

  ( ) 

 

 

(1)  

4>7(0.019) 

8>7(0.048) 

(2)  
(3)  
(4)  
(5)  
(6)  
(7)  
(8)  
(9)  

 

 

(1)  

4>7(0.043) 

8>7(0.038) 

(2)  
(3)  
(4)  
(5)  
(6)  
(7)  
(8)  
(9)  

 
4.8.5  

2

 8 ANOVA

4.25
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 4.25 ANOVA  

 
 

F  

( ) 
P  

 
 

F  

( ) 
P  

 

   

 

   
 2.666 *0.032  2.328 0.055 

 2.105 0.079  2.447 *0.046 
 1.063 0.375    

 3.166 *0.014    
 2.139 *0.075    
 1.595 0.174    

             *P<0.05 **P<0.01 ***P<0.001 

8 LSD ( 4.26)

50001

20000 20001~30000 50001

20000 20001~30000 50001

20000 20001~30000

50001 20000 20001~30000  

 4.26 LSD  
   ( ) 

 

 

(1) 20000  
5>2(0.007) 

5>1(0.045) 

(2) 20001~30000 
(3) 30001~40000 
(4) 40001~50000 
(5) 50001  

 

(1) 20000  
5>2(0.030) 

5>1(0.017) 

(2) 20001~30000 
(3) 30001~40000 
(4) 40001~50000 
(5) 50001  
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 4.26 LSD ( ) 
   ( ) 

 

 (1) 20000  5>2(0.042) 

5>1(0.015) (2) 20001~30000 
(3) 30001~40000 
(4) 40001~50000 
(5) 50001  

 (1) 20000  5>2(0.023) 

5>1(0.006) (2) 20001~30000 
(3) 30001~40000 
(4) 40001~50000 
(5) 50001  
 

4.8.6  

10 ANOVA 4.27

 

 4.27 ANOVA  

 
 

F  

( ) 
P  

 
 

F  

( ) 
P  

 

 3.877 **0.001 

 

 1.353 0.232 
 2.581 *0.018  1.887 0.081 

 3.989 **0.001  3.427 *0.003 
 1.494 0.177    

 2.775 **0.012    
 1.863 0.086    
 2.144 *0.047    

              *P<0.05 **P<0.01 ***P<0.001 

10 LSD
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( 4. 28)

 

 4.28 LSD  

 

  ( ) 

 

 

(1)  
2>1(0.000) 

2>3(0.000) 

2>6(0.037) 

(2)  
(3)  
(4)  
(5)  
(6)  

 

(1)  
2>1(0.000) 

2>3(0.013) 

2>6(0.044) 

(2)  
(3)  
(4)  
(5)  
(6)  



 

56 

 4.28 LSD ( ) 

 

  ( ) 

  (1)  2>1(0.000) 

2>3(0.000) 

2>6(0.011) 

5>1(0.049) 

5>3(0.029) 

(2)  
(3)  
(4)  
(5)  
(6)  

 (1)  2>1(0.032) 

2>3(0.039) (2)  
(3)  
(4)  
(5)  
(6)  

 (1)  2>1(0.007) 

2>3(0.003) 

2>6(0.007) 

5>3(0.030) 

5>6(0.030) 

(2)  
(3)  
(4)  
(5)  
(6)  

 (1)  2>1(0.041) 

2>3(0.046) 

2>6(0.005) 

5>6(0.036) 

(2)  
(3)  
(4)  
(5)  
(6)  

 (1)  2>1(0.003) 

2>3(0.012) 

2>6(0.041) 

(2)  
(3)  
(4)  
(5)  
(6)  
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 4.28 LSD ( ) 

 

  ( ) 

 

 (1)  2>1(0.023) 

2>6(0.031) (2)  
(3)  
(4)  
(5)  
(6)  

 (1)  2>1(0.011) 

2>3(0.038) 

2>6(0.016) 

(2)  
(3)  
(4)  
(5)  
(6)  

 (1)  2>1(0.000) 

2>3(0.010) 

4>1(0.022) 

4>3(0.048) 

4>6(0.031) 

(2)  
(3)  
(4)  
(5)  
(6)  
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3.3.2

3.3.3

IPA

 

5.1  

    4.11  

39

20000

39

 

5 4.15

14. 13.

12. 15.

10.
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5 4.15

15.

14.

9. 10.

12.

 

4 4.16

29. 31.

38.

39.

 

4 4.16

31. 38.

39.

 

IPA : 

1. 24.

26.

27. ( )

4
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IPA : 

2. 8.

2

 

T

 

 

5.2  
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5.3  

    

 

IPA 1. 

24.

26.

27. ( ) 29.

31. 6

 

 

 

:
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□ V  

1.  □ □  

2.  
□19 □20-29 □30-39 □40-49 □50-59  
□60  

3.  
□ ( ) □ ( ) □ ( ) 
□ ( ) □ ( ) 

4.  □ □ □  

5.  
□ □ □ □ □ □ □  
□ □  

6.  
□20000 □20001~30000 □30001~40000□40001~50000  
□50001  

7.
 

□ □ □ □ □ □ □  
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※ □ V  

[ (
) ] 

  

 

  

 

 

 

  

 

 

1.            

2.            

3.            

4.            

5.
 

          

6.
 

          

7.
 

          

8.
 

          

9.
 

          

10.
 

          

11.
 

          

12.            

13.            

14.            

15.

 
          

16.            

17.
 

          



 

72 

18.
 

          

19.            

20.            

21.            

22.            

23.            

24.
 

          

25.            

26.
 

          

27. ( )            

 
 

   

 
  

   
  

  

28.            

29.            

30.            

31.            

32.            

33.
 

          

34.
 

          

35.
 

          



 

73 

36.            

37.            

38.
 

          

39.            

─── ─── 
 
 
 


