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摘要

(中) 

  電子商務的發展漸趨熱絡，其對傳統的商業型態、交易流程及企業

組織帶來了不少的衝擊與改變，亦開啟了新的商機，電子商店全年無休

的營業特色，使得消費者能隨時隨地上網購物，顛覆了傳統的購物行

為，民眾對於網路購物的接受度日益提高，企業若想在這個新興的通路

裡佔有一席之地，則電子商店建構之模式將是非常重要的參考依據。 在

網路上作生意必需考慮的議題包括：何種產品適合在線上販售、軟體介

面、以顧客的觀點設計購物的必要流程、顧客願意付出多少的價格購

買、顧客使用何種付款方式等；本研究透過調查分析的方法，針對電子

商店之管理者、建置者與消費者等三個層次作探討，並提出整合之模式



架構，供未來想進入這個市場的企業機構一個依循方向。 本研究發現，

電子商店之建構模式在交易保障因素、彈性因素、產品因素、促銷因素

等相關行銷因素上有顯著的差異，而外部支援因素、專業人才因素、相

關經驗因素等相關建置因素無顯著差異，相關管理因素中，業界地位及

作業程序因素在不同的建構模式中有顯著的不同，而在成本收益因素、

規模因素上則無顯著的差異。 實驗法所設計之三個商店雛型（商店Ａ：

功能居中；商店Ｂ：功能最少；商店Ｃ：功能最多）分析結果顯示，在

受測者的滿意度上商店Ｃ明顯高於商店Ｂ，再訪意願亦是商店Ｃ高於商

店Ｂ，而平均瀏覽時間及消費額分別是商店Ｂ最高，商店Ａ次之，商店

Ｃ最低。  

摘要

(英) 

  The development of electronic commerce has changed the traditional 

business models and transaction processes, and influenced the business 

organizations. It brings lots of commerce opportunities to enterprises too. 

Electronic stores open year-around make customers shopping any time any where 

via Internet and upset the tradition shopping behavior. Internet shopping has 

accepted by customers gradually. So the implementation model for electronic 

store is a very important issue. There are many issues for Internet business 

including what kind of products to be sold, store interface, customer-oriented 

shopping processes design, price strategy, and payment system, etc. Our research 

use survey method to explorer the perceptions of the electronic store’s manager, 

developer, and consumers about the implementation model of electronic store. An 

integrated model for enterprise to refer when they plan to enter the electronic 

market is suggested after analysis of responded data. We find that implementation 

models of electronic store differ significantly in related marketing factors 

including transaction security, flexibility, product, and promotion, but do not 

differ significantly in related development factors such as external support, 

professional personnel, and related experience. As for the related management 

factors, status of the organization in its industry and operation processes factor 

differ significantly in the implementation model of electronic store, but this 

finding does not hold for cost/profit factor and scale factor. We design three 

electronic store prototypes (store A has middle store function; store B has little 

function; store C has full function) for experimentation. After analyzing the 

experiment data, we found that participator’s satisfaction on store C is obviously 

higher than store B. For the average surfing time and expenditure, store B is the 

highest, store A is the next, and store C is the lowest.  
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