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Abstract

The wide band of the network popularizes and melts to promote the conduct of business
on the internet network, it is not the minority again to do shopping through the network, with
the external stimulus, consumers increase familiar degree of shopping at network, share the
energetically popularization with the government with set about researching and developing
the safe trade mechanism, in addition, the experience of relatives and friends, will reduce
consumer's doubts and worries about online security gradually , improve the possibility that
potential consumers become consumers greatly . This main purpose of research influences the
important factor of the behavior of shopping at network in order to probe into, get the
elementary materials by way of questionnaire, find after statistical analysis: (1) The men and
women of population to surf the net rate does not have big disparity; (2) Have no person who
purchases experience of network and have ninety percent can accept the shopping at network ,

show that there is limitless business opportunity in the network; (3) The information source of
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shopping at network is obtained in order to often use websites to learn , secondly there are
persons who purchases experience of network in order to be searched learning more, have
network person who purchases experience tell for relatives and friends for secondly; (4) It is
not the people's livelihood necessities that the person who has experience of shopping at
network buys the products in the network most frequently; (5) Network shopper, the amount
of money is mostly under NT$3,000 to do shopping per month equally, the most with under
NT$499. It is mostly one month within once on average to buy the number of times; (6) The
person who has experience of shopping at network has difference of showing to consider the
following projects of the situation while carrying on the decision of shopping at network:
1.Do shopping cheap via shopping at network more other ways; 2.Attracted by the
advertisement of the webpage; 3.1t is convenient for the shopping at network to fetch the
goods; 4. Transmission speed of the network; 5.0btain the government or the relevant organ to
approve of; 6.Speed of speed of delivery; 7.Transport the level of the expenses; And 8. The
suggestions of family influence the decision of doing shopping; and (7) Influence the key to
the behavior of shopping at network to include: The external stimulus is considered for value;
Seller's control system, in order to transport and guarantee, order and pay the bill; The

environmental factor is the suggestion of the same generation.

Keyword: internet purchasing, consumer behavior, irritate externally, seller control system,

suggestion of the same generation
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