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Abstract

It has been an inevitable trend for businesses to do the marketing activities on the
Internet and attempt to gain the competitive advantages by developing marketing strategies.
Therefore, understanding the determinants of consumer’s purchasing intentions in online
shopping represents a significant contribution to the area of business-to-consumer electronic
commerce. Data from a survey of 297 consumers of online bookstores to examine the effects
of website characteristics (such as website content, shopping convenience, and personalized
service) and perceived risk on consumer’s purchasing intentions. The analytical results
indicate that all website characteristics positive influences relative consumer’s purchasing
intentions. Perceived risk negative influences consumer’s purchasing intentions.
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R? = 0.488, Adj-R* = 0.412, F(3,246)=6.018, p=0.001**

¥ p <00l * p <005

185




2005

5.1

(D).

).

3

(4).

5.2

(1).

).

@A3).

(4).

186



52.3
().

).

187



2005

1. Bauer, H. H., M. Grether and M. Leach (2002), “Building Customer Relations over the
Internet,” Industrial Marketing Management, 31, pp. 53-163.

2. Bhatnagar, A., M. Sanjog and H. R. Rao (2000), “On Risk, Convenience, and Internet
Shopping Behavior,” Communication of the ACM, 43(11), pp. 98-105.

3. Cox, D. F. (1967), Risk Taking and Information Handling in Consumer Behavior, Boston,
MA: Harvard University Press.

4. Dowling, G. R. and R. Staelin (1994), “A Model of Perceived Risk and Intended
Risk-handling Activity,” Journal of Consumer Research, 21, pp. 119-134.

5. Jacoby, J. and K. Kaplan (1972), “The Components of Perceived Risk,” Proceedings of
3rd Annual Conference Association for Consumer Research, pp. 382-393.

6. Liebermann, Y. and S. Stashevsky (2002), “Perceived Risks as Barriers to Internet and
E-commerce Usage,” Qualitative Market Research: An International Journal, 5(4), pp.
291-300.

7. Loudon, D. L. and A. D. Bitta (1993), Consumer Behavior: Concept and Application.
New York: MCGraw-Hill.

8. McCorkle, D. E. (1990), “The Role of Perceived Risk in Mail Order Catalog Shopping,”
Journal of Direct Marketing, 4, pp. 26-35.

9. Mitchell, V. M. (1992), “Understanding Consumers Behavior: Can Perceived Risk
Theory Help,” Management Decision, 30, pp. 26-31.

10.Park, C. H. and Y. G. Kim (2003), “ldentifying Key Factors Affecting Consumer
Purchase Behavior in an Online Shopping Context,” International Journal of Retail and
Distribution Management, 31(1), pp. 16-29.

11. Salisbury, W. D., R. A. Pearson, A. W. Pearson and D. W. Miller (2001), “Perceived
Security and World Wide Web Purchase Intention,” Industrial Management and Data
Systems, 101(4), pp. 165-176.

12. Shohreh, A. and |. B. Christine (2000), “A Proposal to Assess the Service Quality
Services of Online Travel Agencies: An Exploratory Study,” Journal of Professional
Services Marketing, 2(1), pp. 63-88.

13. Szymanski, D. M. and R. T. Hise (2000), “E-satisfaction: an Initial Examination,” Journal
of Retailing, 76(3), pp. 309-322.

14. Taylor, S. and P. A. Todd (1995), “Understanding Information Technology Usage: A Test
of Competing Models,” Information Systems Research, 6(2), pp. 144-176.

15.Van den Poel, D. and J. Leunis (1999), “Consumer Acceptance of the Internet as a
Channel of Distribution,” Journal of Business Research, 45, pp. 249-256.

16. Wolfinbarger, M. and M. C. Gilly (2003), “eTallQ: Dimensionalizing, Measuring and
Predicting etail Quality,” Journal of Retailing, 79(3), pp. 83-198.

188



17. Zeithaml, V. A., A. Parasuraman and A. Malhotra (2002), “Service Quality Delivery
through Web Site: A Critical Review of Extant Knowledge,” Journal of the Academy of
Marketing Science, 30(4), pp. 362-375.

189



