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Abstract

In B2C electronic-commerce
(e-commerce), electronic-shopping
(e-shopping) is a trading behavior to

represent associations between
businesses and consumers on the
Internet. As electronic market is

different from traditional market in time,
space and cost, which also arises
different behaviors of e-shopping. Based
on consumer values, this study designs
questionnaire associated with
measurement instruments including Web
use (individual characteristics, Web use,
and Web technology), user acceptances
of electronic-trading (e-trading), and
user attitudes on e-shopping to
investigate 107 Web users. After factor



analysis, the influence factors thus
explored : system quality, information
quality, agreement mechanism, system
functions, product value, timeliness, and
service quality. Analyzing correlations,
the results reveal that Web use is directly
related to user acceptances of e-trading,
and user attitudes on e-shopping is also
directly related to user acceptances of
e-trading.  This  empirical  study
constructs a useful assumption for
developing the regression model to
demonstrate e-shopping behaviors.

Keywords : Web use, electronic-shopping, user
acceptances of electronic-trading, user
attitudes on electronic-shopping
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