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Abstract
“Order Online Pick Up in-Store” is an innovative logistics distribution system created by
FamilyMart in Taiwan in 1999.1t combines the online order, distribution and convenience store parts so
that it increases the risks of service failure during the transaction. Consumer decision making styles
deal with consumer’s general predisposition toward the act of shopping and describing mental

orientation of consumers in their decision-making process. Therefore, this paper uses questionnaire to

evaluate associativity between consumer decision making styles and demographics in online bookstore.

The results show that gender and shopping frequency are related with consumer decision making styles,

it can be referred by merchants, and then further be developed into a strategy for both management and

improvement.
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it (Keavene,1995)- 555> Fan et al.(2013)fR4ZAIES B8 1 P s e s I s i 5 48 B
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cognitive differentiation) £ ZE3E (delivery delay) 75 A AR 22 A -
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GRBEEFHRASORR - L DUMERE R U A (consumer characteristics approach)f
R Ry Bl R IRy 7 =0 IR B O e o DL O R AT IR LR R 25 e A
5K HAHRBERY HE S — e I AU AR L 0 B A ] Y DR SROE AR (Lysonski et
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(A ERERI R R RAIRE(52(1)=3.868; p=0.049) B {4 1]/ N> 0.05 BHZ KA » TR
MEREERFIF A SRIIRE 2 I B A EE R - (e XFBiRP I AI(E 2) - 5
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