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Internet Shopping Behavior, Communication of the ACM (Nov. 2000), 98-105.

'2 Naiyi Ye, Yinchen Ye, Consumers’ Perceived Services and the Impacts on Attiudes

and Behavior Intentions in Internet Shopping, Southwest Jiaotong University (2007)
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2.4 Vendor’s Features
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University (2003)

'“Sendy Farag, Tim Schwanen, Martin Dijst and Jan Faber, Shopping online and/or in-
store? A structural equation model of the relationships between e-shopping and in-store
shopping, Transportation Research Part A (2007) 125-141
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'® Fred D. Davis and Viswanath Venkatesh, A critical assessment of potential
measurement biases in the technology acceptance model: three experiments, Human —
Computer Studies (1996) 19 — 45

'® Davis, F. D. Perceived usefulness, perceived ease of use, and user acceptance of

information technology. MIS Quarterly(1989) 318-339
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AN 2.2
wusaaesnnreensLmalulad (Technology Acceptance Model)
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2.8.1 Consumer Acceptance of Online Banking: An Extension of the

Technology Acceptance Model
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Extension of the Technology Acceptance Model, Internet Research, Volume 14 -
Number 3 - 2004 - pp. 224-235
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2.8.2 Theoretical Model of Purchase and Repurchase in Internet Shopping:

Evidence from Japanese Online Customers
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2.8.3 Decision Factors for the Adoption of an Online Payment System by

Customers
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'® Kanokwan et al, Theoretical Model of Purchase and Repurchase in Internet Shopping:
Evidence from Japanese Online Customers, ICEC’07, August 19-22, 2007,
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LWA (Sex)
21¢) (Age)

—_

s¥AUNNTANE (Education Background)

> w DN

svsiselld (Income)

fladenuasaniseaniumalulad
nM35uEANMIALN (Perceived Risks)

—_

nnsfudtlsclami (Perceived Benefits)
ANANLIRNNTLTN13289 web site (Vendor’s Service Features)

2

3

4. AMANLRYBY web site (Vendor's Web Site Features)
5. maluladinaufiamesild (Client-Side Technology)
6

Uszaunisndnisldaumasiig (Internet Experience)

Fialilsmn
ANAdlalun1sldn1st19 Ruaanla (Intention to use)
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