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and Department Stores—Verifying with the Model of Genetic Algorithms and Artificial
Neural Network

1 2

(Received: Jun. 29, 2004 First Revision: Sep. 30, 2004 Accepted: Dec. 14, 2004)

191 194 ( 46.67% 47%)

Abstract
The past studies of consumer behavior emphasized more on consumer characteristics,
not on business identity but only store image  nor on the influence of product identity and
public identity on consumer purchasing decision. Besides, the past research of the service
quality didn’t focus on various types of consumers nor its influence on purchasing decision.
Owing to the above reasons, this paper will construct the research framework to study the
overall picture of influencing consumer purchasing behavior by using demographic variables,

life styles, business identity and service quality as independent variables  and purchasing
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frequency, the amount of money and staying time as dependent variables. After collecting 191
samples from hypermarkets and 194 samples from the department stores (each response rate
46.67%  47%, individually), this paper, will also take the model of genetic algorithms and
the artificial neural network to verify the relation between each variable. It is finally found out
that the main factors that influence consumers purchasing decision of hypermarkets are the
outcome of demographic variables, product identity of business identity and the reliability,
reaction and fellow feeling of service quality. Therefore, it will suggest that the business
should take the income of consumers as the basis of market segmentation, pay more attention
on the identity and quality of products and the brand, and strengthen the training of service
staff. As to the influential factors of consumers purchasing decision of the department stores,
they are the outcome of demographic variables, product identity of business identity and the
reliability and authenticity of service quality. Due to the above reasons, this paper will
propose the department stores to provide the products with high quality and peculiarity to the
well-educated and high-income female consumers. And also provide the latest information to

let the consumers feel relieved about the considerate and patient service quality.
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