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Abstract

The objective of this study is to predict Taiwanese adult Generation Y’s online shopping model and find out 

what the important factors are that influence their willingness to make online purchases. The understanding 

of the characteristics / buying behaviors of Generation Y Internet shoppers enable marketers to customize their 

marketing strategies to attract both Internet shoppers and non-shoppers to make online purchases.

Twelve hypotheses were developed to address the key research question. A quantitative research approach was 

used to gather and analyse the data. An online anonymous questionnaire survey of the national population 

of Generation Y Internet users aged between 18 and 27 including both online visitors (non-shoppers) and 

purchasers (shoppers) was conducted and 1,187 sample data were collected. The data analysis methods used 

in this research included descriptive analysis, independent sample t test, one-way analysis of variance (ANOVA), 

factor analysis, reliability and validity analysis as well as logistic regression analysis. 

The results presented that the important factors that influence Taiwanese adult Generation Y’s willingness to 

make online purchases were: risk aversion, convenience, trust, site quality, promotion and interaction function, 

and services for members and brand reputation. A prediction model of online shopping was formed based 

upon these results.

This study provides guidance to e-commerce marketers to formulate effective electronic marketing strategies 

that encourage Generation Y online shoppers to make online purchases. Therefore, the results are important to 

companies currently targeting adult Generation Y consumers via e-commerce formats or those considering the 

possibility of targeting this population.
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Introduction 

The Internet has developed rapidly in recent years. IDC (2004) predicted that the number of 

people using the Internet was forecast to exceed 1 billion by 2007. In the latest research report, IDC 

(2007) also pointed out that despite continuing political and economic uncertainty, the Internet’s 

extraordinary stability, resiliency, and ever-increasing utility will push the global market for 

e-commerce spending past $10 trillion by 2010. Internet usage has become a global trend and it, in 

turn, has revolutionized the traditional ways of doing business as well as the way we live. Nowadays, 

more and more people rely on the Web as an important channel to communicate, work, search for 

information, shop, entertain, or merely kill time. People in America during the 2004 holiday season 

spent $23 billion online shopping (Economist, 2005). It is due to this explosive growth of the Internet 

that many companies feel compelled to take initiatives to go online.

Through the Internet, businesses are able to market their products directly to their consumers 

without the use of intermediaries, to cultivate strong relationships with their customers, and to 

conduct useful market research. At the same time, businesses also face the challenge of attracting 

Internet users to make online purchases and make price comparisons (Wang et al., 2002; Chang & Li, 

2003; Boisvert & Begin, 2002). Therefore, businesses need to acquire a better understanding of what 

the important factors are in influencing online shoppers to make online purchases, and then further 

refine their online shopping model in order to attract the shoppers to purchase more, especially for 

Generation Y (those born between 1978–1995), the wealthiest generational cohort. This population 

has a buying power of five to six times that of their parents, known as Baby Boomers, at the same age 

(Anderson, 2001). According to American Demographics (2003, p. 4), these young people have ‘grown 

up in strong economic times and has grown too accustomed to abundance, a trait that is revealed by 

their purchasing habits.’ They are comfortable buying online, particularly if returns are allowed in a 

brick and mortar store (American Demographics, 2003, p. 3). For companies considering growth via 

market expansion and targeting Generation Y consumers in an e-commerce format, an understanding 

of the online shopping predication model in influencing the consumers’ decision to make online 

purchases or considering making online purchases would allow a Taiwanese firm to develop an ap-

propriate marketing strategy for this target market who owns great potential of purchasing power.

Therefore, the objective of this research is to predict Taiwanese Generation Y’s online shopping 

model and find out what the important factors are that influence their willingness to make online pur-

chases by examining their socio-demographic (gender, age, education, income, years using Internet, 

hours a week spent on the Internet, hours a week spent purchasing on the Internet) and motivational 

characteristics (risk aversion, brand consciousness, price consciousness, convenience, variety seeking, 
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and impulsiveness). In addition, this research also aims to identify Internet factors (trust, affect and 

site quality) and the websites characteristics (security of transactions and ease of use, promotion and 

interaction function, and services for members and brand reputation) in influencing Generation Y’s 

decision to make online purchases or considering making online purchases in order to predict their 

online shopping model and behaviors. Businesses can therefore use this predictive model to develop 

suitable marketing strategies for this certain segment and attract them to make online purchases. 

Development of B2C e-commerce in Taiwan

According to the statistical analysis results at the Institute for Information Industry (III) and 

the latest ‘E-commerce Environment Readiness and B2C E-commerce Promotion Plan’ survey of 

the Ministry of Economic Affairs (MOEA) in 2004, the total market scale of online B2C shopping 

in Taiwan reached NTD 34.72 billion in 2004, while the B2C online shopping market (excluding 

online auction) in Taiwan was NTD 69.06 billion in 2005 — a 53.2% growth from the previous year. 

In his latest research report for Market Intelligence Center (MIC), a division of III, Chou (2007) 

also pointed out that the total market scale of online B2C shopping in Taiwan could reach NTD 108 

billion in 2007 and 138.4 billion in 2008 separately.

In addition, Taiwan’s online shopping was 1.1% of all retailing in 2004 and rose to the current 

1.6%. By comparison, the total amount of online shopping in the USA is 6% of the entire retailing 

market, especially in view of Taiwan’s online population of 9.25 million people, indicating a large 

space of potential growth for Taiwan’s B2C e-commerce in the future. (Cao, 2005)

Generation Y online users and shoppers in Taiwan

Based on a 2007 report produced by FIND, the Center of Institute for Information Industry, 

the number of Internet users in Taiwan was over 9.9 million in June 2007 (FIND, 2007). While both 

females and males were found to be equally likely to utilize the Internet on a regular basis, the major-

ity of the online users were aged between 15 and 30 — the Generation Y category (Lee, 2001). More 

importantly, in another report that was published earlier in the year, it was found that only 10.9% of 

the regular users of the Internet had shopped online. The online users cited the following concerns 

with shopping online: a) online privacy; b) security of online payments; c) quality of products and 

services; d) Internet fraud; and e) delivery and refund issues (Lee, 2004).

The socio-demographic characteristics of online users and shoppers, as well as their concerns, 

were also replicated in other research studies, with slight variations. In Peng’s (1999) study, the 
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majority of online users and shoppers were male, young and educated. However, the predominance of 

male online users was undermined by the fact that more males than females participated in the study, 

due to sampling errors. Yao’s (1998) investigation of the factors that affected Taiwanese consumers’ 

willingness to purchase online also highlighted the fact that a majority of online users (73%) were no 

older than 24 years old. Furthermore, these online users were typically well-educated students. 

It is important to point out that other researchers have also constructed different profiles of the 

typically online user and shopper. In Tang’s (1998) study, the typical online shopper was a male 

online user who owned credit cards and possessed tremendous experience with Internet usage and 

shopping. Similarly, Yu (1997) also found that the typical online shoppers were older males with a 

high level of education, high incomes and credit cards.

Clearly, this discussion indicates that the literature varies in their construction of the profile of 

the typical online user and shopper in Taiwan. Nonetheless, since it is evident that the vast majority of 

the Internet users in Taiwan fall within the Generation Y range, it would be important for Web-based 

companies to determine how they can improve the proportion of online shoppers in this population of 

Generation Y online users.

Literature review and formulation of hypotheses

In a study of customer satisfaction and repurchase behavior, Mittal, Kamakura & Wagner (2001) 

divided consumer characteristics into six social-demographic variables. They were gender, age, 

educational background, marital status, children, and living area. Korgaonkar & Wolin (1999) also 

presented consumer’s purchase behavior in social-demographics in an outline of causality structure 

model. The model pointed out that utility function, self-defense, knowledge, and value performance 

affected customer’s attitudes to shopping. However, social-demographic variables such as the gender, 

income, age, and nation affected customers in purchasing. In studying marketing activities, the 

variables’ merits are simply measure and easily gain, moreover, the social-demographic variables are 

often used as the essential variables of observation and measurement for consumer characteristics. 

However, Wells & Tigert (1974) pointed out that there were few demographic variables and it was 

necessary to add additional data for the index of consumer characteristics measurement.

Several authors (Donthu & Garcia, 1999; Korgaonkar & Wolin, 1999) asserted that online 

shoppers were older and of higher income, less sensitive to brand and price, less risk averse, in 

comparison to the terrestrial consumer. Ward & Lee (2000) found most online shoppers are male, 

well educated, younger, and having higher income in a study on the relationship among with Web 

shopping, brand dependence, and search experiences. Other studies also found that Web users were 
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ranging from male, well educated, middle to high income and middle-aged or younger (Emmanouilides 

& Hammond, 2000; Korgaonkar & Wolin, 1999; Wilson, 2000). But these findings were augmented 

by other studies. Recent research by Media Metrix and Jupiter Communications indicate that more 

women were online than men, with the greatest increases among teenaged girls and women over 55 

(Hamilton, 2000).

Many studies have found that typical online buyers have used the Web for several years, and be-

cause of their familiarity, they searched online for product information and purchase options (Bellman 

et al., 1999). There was also evidence that the Internet shopper was convenience-oriented (Donthu & 

Garcia, 1999; Korgaonkar & Wolin, 1999), innovative and variety-seeking (Donthu & Garcia, 1999). 

He or she did not appear to be brand-or price-sensitive (Donthu & Garcia, 1999).

According to the research result of Greenfield Online, (Li et al., 1999) inferred that the consum-

ers’ educational background affected their online purchase intention. From a consumer’s viewpoint, 

Yao (1998) who researched the estimation standard and purchase behavior of online shopping in de-

mographic variables and behavior variables angle, found that different age groups affected customer’s 

product choice in price. Sheth (1983) considered that consumers’ purchase preference would affect 

their intention. For this reason, they inferred that preference controls consumers’ intention during 

online shopping (Swaminathan et al, 1999). 

Li et al. (1999), Eastlick & Lotz (1999) had the same conclusion with their studies. All of them 

considered that buying tendency would control consumers’ intention. And Swinyard & William (1993) 

who researched the consumers’ purchase intention via emotion, involvement, and store quality, found 

that consumers’ emotion influences their purchase intention by involvement. Yu (1997) concluded 

that high purchase involvement conducting high online shopping intention in her research of relation-

ships with Web users’ characteristics, purchase involvement, reference group, and purchase behavior. 

Risk aversion

Risk aversion, according to Donthu & Gilliland (1996), relates to the consumer’s level of cer-

tainty and sureness of what they are purchasing. Sheth & Parvatiyar (1995) submitted that perceived 

risk is a key antecedent to relationship commitment, which, as mentioned previously, has been 

increasingly more important in developing the retention of consumers. In general, consumers highly 

averse to risk require a high degree of certainty when purchasing and those with less risk aversion 

are able to tolerate some risk and uncertainty when purchasing. Typically, consumers who tolerate a 

higher level of risk are more willing to try new things and are more willing to shop different channels 

(Sheth & Parvatiyar, 1995). Studies of in-home shoppers by Berkowitz et al. (1979) and Donthu & 
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Gilliland (1996) determined that in-home shoppers are less concerned about risk when purchasing 

than non-shoppers are and they are more willing to try new things. Hence it is hypothesized that:

H1 Different Taiwanese Generation Y population statistics variables (gender, age, education, 

income, years using Internet, hours a week spent on the Internet, hours a week spent 

purchasing on the Internet) exhibit significant differences on risk aversion.

Brand consciousness

Kerin et al. (2003) presented that 19% of online consumers are known as brand loyalists. They 

regularly visit their preferred websites and are those who spend the most money online. Brands have 

personalities or images they project to consumers, which are created via their packaging, advertising 

and other marketing strategies. Consumers relate to brands and often select brands, thinking that the 

brand reflects or corresponds to their own personality or the type of person they aspire to be (Solomon, 

2001).

In previous studies, Donthu & Gilliland (1996) researched infomercial shoppers and determined 

that infomercial shoppers are more brand-conscious than non-shoppers. Korgaonkar & Wolin’s (1999) 

research of non-store shoppers indicated that they were more brand-conscious than traditional store 

shoppers. Dothu & Gilliland (1996) found infomercial shoppers are more brand-conscious than non-

shoppers. They determined that the desire to seek brands was more a result of self-image issues than 

as a desire to lower risk. Hence it is hypothesized that:

H2 Different Taiwanese Generation Y population statistics variables (gender, age, education, 

income, years using Internet, hours a week spent on the Internet, hours a week spent 

purchasing on the Internet) exhibit significant differences on brand consciousness.

Price consciousness

One factor that weighed in the evaluation of alternatives is price. Minimal research has been 

conducted on price consciousness in the online environment. In a related area of in-home shopping, 

infomercial shoppers, Donthu & Gilliland (1996) found as they had hypothesized prior to their 

research that infomercial shoppers were more price-conscious than non-shoppers. In general, the 

more expensive the product, the more extensive the decision making and problem solving are on the 

part of the consumer. Shankar et al. (1999) noted that price is a consumer-related factor that is inter-

dependent with other factors in the decision-making process. They found that the easier it is for the 

consumer to search for the price, the higher the importance of price. Finally, the higher the perceived 

range of online purchase options, the lower the emphasis on price. Hence it is hypothesized that:
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H3 Different Taiwanese Generation Y population statistics variables (gender, age, education, 

income, years using Internet, hours a week spent on the Internet, hours a week spent 

purchasing on the Internet) exhibit significant differences on price consciousness.

Convenience

In 1976 Gillett, when researching in-home shopping, identified convenience as a strong 

determinant of in-home shopping behavior. The 1979 study by Berkowitz et al. (1979) also identified 

convenience as a primary motive for in-home shoppers. In contrast, however, there are researchers 

such as Reynolds (1974) who claimed selection of merchandise available to catalog shoppers was the 

strongest determinant for in-home shopping. Another study, conducted by Gehrt & Carter (1992) also 

recognized that convenience was not always the primary reason that consumers would patronize non-

store channels, such as catalog shopping. They concluded that the key motivation in their research 

was recreationally oriented. 

Apart from its traditional meaning, convenience has also been used as a way to describe a type 

of profile or category of shoppers — convenience shoppers. Bellinger & Korgaonkar (1980) described 

convenience shoppers as those who ‘dislike shopping or are neutral toward it and thus approach retail 

store selection from a time- or money-saving point of view’ (p. 78). Hence it is hypothesized that:

H4 Different Taiwanese Generation Y population statistics variables (gender, age, education, 

income, years using Internet, hours a week spent on the Internet, hours a week spent 

purchasing on the Internet) exhibit significant differences on convenience.

Variety seekers

Consumers may seek variety when purchasing products or services for various reasons, but 

often, it is to reduce boredom or for personal stimulation. The issue of seeking variety in purchases 

surfaced as a shopping determinant in a study conducted by Reynolds & Darden (1972) on what was 

called ‘out-shopping’ (shopping out of the local geographical area); mail order buying; and a form of 

in-home shopping. The factor of variety is of concern to marketers in that consumers seeking variety 

may switch from what they consider a favored product in past purchases to a competitor’s product. 

In past research, it has been assumed the primary reason for in-home shopping is due to con-

venience. Reynolds (1974), however, studied catalog shoppers and determined convenience was not 

the strongest determinant for in-home shopping. It was found that variety was of more importance. 

Hence it is hypothesized that:
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H5 Different Taiwanese Generation Y population statistics variables (gender, age, education, 

income, years using Internet, hours a week spent on the Internet, hours a week spent 

purchasing on the Internet) exhibit significant differences on variety seeking.

Impulsiveness

Impulsiveness refers to purchasing without prior planning as a result of a sudden urge that 

one cannot resist (Solomon, 2001). An early study (Bellinger & Korgaonkar, 1980) determined 

that approximately 27 to 62% of the total merchandise lines purchased in a large department store 

were impulse buys. Bellinger & Korgaonkar (1980) and Donthu & Gilliland (1996) determined that 

recreational shoppers are more impulsive by nature. Recreational shoppers, as described in Hoffman 

& Novak’s (1996) research of consumer shopping behavior, are consumers who get involved in the 

process of shopping and lose track of time. By nature, consumers who shop on the Internet use the 

computer as a form of recreational shopping and therefore, often fit the profile of recreational shop-

pers. More recently, Donthu & Garcia (1999) claimed that Internet shoppers are more impulsive than 

non-shoppers are and more innovative. Marketing strategies could be modified, as appropriate, to 

appeal to impulse or non-impulse buyers. Hence it is hypothesized that:

H6 Different Taiwanese Generation Y population statistics variables (gender, age, education, 

income, years using Internet, hours a week spent on the Internet, hours a week spent 

purchasing on the Internet) exhibit significant differences on impulsiveness.

Trust

Because of the lack of direct physical contact and opportunity to check out goods and services 

in person, trust is a vital factor that determines whether Internet users are willing to make online pur-

chases. As Lynch et al. (2001) pointed out, consumers’ awareness or experiences of negative online 

shopping experiences in the form of online retailers who failed to live up to the expectations adver-

tised on their websites can undermine their desire to make purchases online. Moreover, e-commerce 

often involves the Internet users’ provision of sensitive information such as credit card information or 

other records; trust is a critical factor in this situation.  

However, the degree of trust in online retailers varies from consumer to consumer. Consumers 

often rely on their own assessments of trust in Internet merchants to determine whether they would 

shop at a particular Internet website (Jarvenpaa et al., 1998). Website users who are highly experi-

enced in making Web purchases may not place as strong an emphasis on making purchases via the 
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Internet as Internet users who have only made one or two purchases (Lynch et al., 2001). Hence it is 

hypothesized that:

H7 Different Taiwanese Generation Y population statistics variables (gender, age, education, 

income, years using Internet, hours a week spent on the Internet, hours a week spent 

purchasing on the Internet) exhibit significant differences on trust.

Affect

Many researchers have also found that the affect of consumers during their experiences of the 

websites can also influence their decisions to make purchases (Lee & Sternthal, 2000). In fact, Lee 

& Sternthal (2000) found that positive affect can increase the rate of consumer decision-making 

processes and tendency to recall products in a positive way. Even more importantly, the emotional 

experiences of the consumers can exert an impact on their intentions to purchase and loyalty to the 

online retailers. Oliver et al. (1997) reported correlations between affect and intent to buy among con-

sumers. As in the case of physical shopping, Internet users are more likely to return to their website 

to make repeat purchases when they had had positive emotional experiences. With the interactive 

capacity of the Internet, Hoffman & Novak (1996) pointed out that Web-based shopping experiences 

could be greatly enhanced. Hence it is hypothesized that:

H8 Different Taiwanese Generation Y population statistics variables (gender, age, education, 

income, years using Internet, hours a week spent on the Internet, hours a week spent 

purchasing on the Internet) exhibit significant differences on affect.

Site quality

Lynch et al. (2001) highlighted the importance of site quality in affecting the willingness of 

Internet users to make purchases. Recognizing the importance of this component, many companies 

have invested tremendous resources in improving the quality of their websites, particularly in the 

areas of the search engines, the ease of navigation, as well as the incorporation of graphics and 

information. By helping Internet users to obtain the necessary information needed to help them 

make their decisions and increasing their use in making the purchases, effective websites can play an 

instrumental role in determining whether Internet users are willing to make purchases on the website. 

Hence it is hypothesized that:

H9 Different Taiwanese Generation Y population statistics variables (gender, age, education, 

income, years using Internet, hours a week spent on the Internet, hours a week spent 

purchasing on the Internet) exhibit significant differences on site quality.
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Security of transaction and ease of use

Ease of use of the websites was also considered to be extremely important for consumers in their 

interaction with online businesses. In other words, consumers must be able to utilize the website, 

retrieve information about the products and services and move from point to point easily. Online 

businesses that want to reach a large market clientele must thus ensure that all Internet users are able 

to utilize their websites without difficulty and frustration (Yang & Jun, 2002). 

According to Bhatnagar et al. (2000), consumers may not be buying due to the security issue 

associated with Internet shopping, such as the possibility of credit card fraud. Hoffman et al. (1999) 

also pointed out that the factors refraining Internet users to shop online were: it is not necessary to 

connect to the Web; they are not interested in shopping online; they do not know how to shop online; 

it is more efficient to visit a real shop than visiting a online store; privacy problem and lack of confi-

dence in Internet security. Among the factors affecting the consumers in shopping online, privacy and 

Internet security remained detrimental. Hence it is hypothesized that:

H10 Different Taiwanese Generation Y population statistics variables (gender, age, education, 

income, years using Internet, hours a week spent on the Internet, hours a week spent pur-

chasing on the Internet) exhibit significant differences on security of transaction and ease 

of use.

Promotion and interaction function / services for members and brand 
reputation

A wide variety of Web marketing tools can be employed to enable companies to interact with 

consumers directly regarding the quality of their products and services. According to Peltier et al. 

(1998), emails, interactions via the website, satisfaction surveys, chat rooms, and bulletins are all 

invaluable tools for eliciting information about the consumers’ perceptions of the quality of products 

and services. This type of information is vital in contributing to the companies’ capacity to build 

relationships with their customers. According to Yang & Jun’s (2002) respondents, the responsiveness 

of the Internet businesses to member inquiries was a key service quality attribute. Once again, this 

emphasis on interaction with members is an integral Web marketing strategy. Moreover, members 

must be able to utilize the website, as well as retrieve information about the products and services, 

without much difficulty (Yang & Jun, 2002). On the other hand, Anca & Roderick (2007) pointed out 

that in many business markets the company’s reputation has a strong influence on buying decisions. 

Hence the following two hypotheses are proposed:
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H11 Different Taiwanese Generation Y population statistics variables (gender, age, education, 

income, years using Internet, hours a week spent on the Internet, hours a week spent 

purchasing on the Internet) exhibit significant differences on promotion and interaction 

function.

H12 Different Taiwanese Generation Y population statistics variables (gender, age, education, 

income, years using Internet, hours a week spent on the Internet, hours a week spent pur-

chasing on the Internet) exhibit significant differences on services for members and brand 

reputation.

Figure 1 shows the hypothesized relationships for Taiwanese Generation Y’s adoption of the 

Internet as a shopping medium affected by their characteristics. 

Social-demographic 
Factors

1. Gender 
2. Age 
3. Educational level 
4. Income per month
5. Years using Internet 
6.  Hours a week spent on 

the Internet
7.  Hours a week spent 

purchasing on the 
Internet

Motivational Factors

1.  Risk aversion
2.  Brand consciousness
3.  Price consciousness
4.  Convenience
5.  Variety seekers
6.  Impulsiveness

Factors Influencing 
Desire to Purchase 
Online

1.  Trust
2.  Affect
3.  Site quality

Website Characteristics

1. Security of transaction 
and ease of use 

2. Promotion and 
interaction function

3. Services for members 
and brand reputation

Have ever shopped online
Logistic 
Regression

Logistic 
Regression

Logistic 
Regression

t test 
ANOVA

t test 
ANOVA

t test 
ANOVA

Figure 1   The research model
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Data collection and research methodology

The author used a quantitative research approach to gather and analyse the data in this research 

study. An online anonymous questionnaire survey of national population of Generation Y Internet 

users aged between 18 and 27 including both online visitors (non-shoppers) and purchasers (shoppers) 

was conducted to test the aforementioned twelve hypotheses. The survey specifically addressed 

socio-demographic characteristics, motivational characteristics, Internet factors, as well as website 

characteristics extracted from the ten most popular websites in Taiwan (China Times, 2005) in order 

to predict generation Y’s online shopping model. The survey questionnaire in this research was a 

modified version of earlier studies executed by Donthu & Garcia (1999), and Lynch et al. (2001). The 

participants were asked to rate the individual items on the five-point Likert scale.

In this research, sample data were gathered from Internet users (aged between 18 and 27) based 

on generation Y’s population in Taiwan the researcher used newsgroup, BBS, online forums and 

advertising banners to invite interested participants. The Web-based survey was online for 3 months. 

The data analysis methods used in this research included descriptive analysis, independent sample t 

test, one-way analysis of variance (ANOVA), factor analysis, reliability and validity analysis as well 

as logistic regression analysis. The Statistical Package for the Social Sciences (SPSS) was used in 

this study for data analysis. A total of 1,187 responses were obtained, representing a response rate of 

34%, which is comparable to other studies (e.g. Brennan et al., 1998; Schillewaert et al., 1998). The 

HTML programming prevented respondents from leaving the questionnaire with incomplete ques-

tions, resulting in all of the 1,187 questionnaires being usable for this research.

Research findings 

In the ‘Motivational Factors’ questionnaire, the study discovered that Taiwanese Generation Y 

with different levels of education and monthly income exhibit significant differences with respect 

to risk aversion. Generally speaking, the higher the level of education the greater the will to take 

risks. This relationship may be due to familiarity with the online environment. As monthly income 

increases, however, the level of agreement with risk decreases. A possible explanation may be that 

those with more disposable income are less concerned with financial loss or purchasing inferior 

quality products. For brand consciousness, men scored significantly higher than women, indicating 

that when purchasing goods over the Internet men placed greater emphasis on brand of product 

than women. Additionally, for price consciousness, men also scored higher than women, turning the 

traditional perception of women’s tendency to haggle on its head. This phenomenon is well worth 

exploring in future research. Taiwanese Generation Y whose level of education were ‘less than high-



Critical Factors Influencing Taiwanese Young Adults’ Willingness to Shop Online 13

school’ scored low on price consciousness, indicating that this type of online shoppers were the least 

sensitive to price. 

For the other three faces of the ‘Motivational Factors’ questionnaire, the study also discovered 

that Taiwanese Generation Y with different levels of education also exhibited significant differences. 

The level of education is proportional to the view that Internet shopping is convenient. This may 

possibly be attributed to people with higher education having better knowledge of the Internet of 

their ability to learn. The Taiwanese Generation Y of different genders and levels of education also 

exhibited significant differences in seeking variety. Men had a greater propensity to seek variety, take 

risks or experiment with different things. This may possibly be linked to gender, or to the education 

environment. The lower the level of education the least they are willing to experiment. Finally, for 

impulsiveness, those whose level of education is high school graduate or equivalent have a greater 

propensity to make unplanned and impulse purchases. This is probably because of their relatively 

young age, so they did not appreciate the difficulty of earning money, and are less able to control 

their impulse to buy.

For the ‘Factors Influencing Desire to Purchase Online’ questionnaire, the study found that 

depending on their age, the highest level of education and average amount of time spent shopping 

online. The Taiwanese Generation Y exhibited significant differences in trust. Older, better educated 

and those who spend more time shopping online tended to make purchases on secure, reputable and 

trustworthy websites. This may be due to their level of social experience. Men were more likely than 

women to make purchases on exciting, stimulating and joyful websites. Finally, when it comes to site 

quality, generally speaking, the higher the quality of a website the more they attract the online custom 

of those who are older, better educated, have been using the Internet for longer and spends more time 

shopping online.

For website characteristics, the Taiwanese Generation Y with different genders, higher level of 

education, average monthly income, and years of Internet experience exhibited significant differences 

in ‘security of transactions and ease of use.’ Generally speaking, women placed greater importance on 

security and ease of use for transactions than men. The higher the level of education, the more time 

they spend on the Internet and the greater this tendency is, but the reverse is also true as the monthly 

income increases. As for promotion and interaction, those with higher levels of education assigned 

greater importance to a website’s promotional activities and real-time interactive service. Finally, for 

services for members and brand reputation, those with higher levels of education who spent more 

time on the Internet placed a greater importance on a website’s own brand awareness as well as its 

reputation and trustworthiness. The reverse however was true for those with higher levels of monthly 

income.
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Prediction model of online shopping and important factors influencing 
Taiwanese Generation Y’s willingness to make online purchases 

This research used logistic regression (LR) analysis to examine the six ‘Motivational Factors’, 

the three ‘Factors Influencing Desire to Purchase Online’ and three ‘Website Characteristics’ factors 

that influence Taiwanese Generation Y’s willingness to make online purchases and then find out the 

prediction model of online shopping. With the maximum likelihood estimate’s maximum likelihood 

ratio statistics actual significance as the criteria, forward stepwise logistic regression analysis then 

selects the variables to incorporate into the model. The results after six steps showed that 6 character-

istics out of 12 were selected, these being: risk aversion, convenience, trust, site quality, promotion 

and interaction function, and services for members and brand reputation. The statistics for each 

construct are as shown in Table 1.

Table 1   Statistics for variables selected by logistic regression analysis

Variable B S. E. Wald
Degrees of 

freedom
Significance Exp(B)

Risk aversion –0.61 0.15 16.18 1 0.00 0.55

Convenience 0.59 0.14 17.50 1 0.00 1.80

Trust 0.37 0.13 7.76 1 0.01 1.45

Website quality 0.48 0.14 11.50 1 0.00 1.62

Promotion and interaction 
function –0.54 0.15 13.47 1 0.00 0.58

Services for members and 
brand reputation 0.41 0.17 5.71 1 0.02 1.50

Constant –1.54 0.79 3.84 1 0.05 0.21

By applying the Hosmer and Lemeshow test (Table 2) discovered that the p value at step six is 

larger than 0.05, indicating the model’s goodness of fit is very high.
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Table 2   Hosmer and Lemeshow test

Step Chi-square Degrees of freedom Significance

1 10.55 7 0.16

2 7.83 8 0.45

3 12.18 8 0.14

4 12.07 8 0.15

5 9.32 8 0.32

6 3.01 8 0.93

Finally, as shown in Table 3, the overall accuracy for the tested sample is 72.03%, while 

individual accuracy is highest for the {(2)-(2)} ratio at 93.78%. This means that type 2 (those that 

had purchased merchandise over the Internet) samples from the original population were correctly 

classified as type 2 (those that had purchased merchandise over the Internet) in 93.78% of instances.

Table 3   Logistic regression analysis results

Original population
Classified population

Total
(1) No (2) Yes

(1) No 86 (23.43%) 298 (76.57%) 367

(2) Yes 51 (6.22%) 777 (93.78%) 820

Total 137 1,050 1,187

Overall classification accuracy rate: 72.03%.

From the results of the above study, for Taiwanese Generation Y there were six important factors 

that influenced their willingness to make online purchases via the Internet: risk aversion, conve-

nience, trust, site quality, promotion and interaction function, and services for members and brand 

reputation. Businesses can therefore use this predictive model for factors that influence Taiwanese 

Adult Generation Y’s willingness to make purchases over the Internet to come up with suitable 

marketing strategies to attract them to make online purchases.

Conclusion 

In any marketing plan, motivational factors presented in this paper, namely: risk aversion, con-

venience, trust, site quality, promotion and interaction function, and services for members and brand 
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reputation, need to be taken into account if such marketing is to make a strong impact. A marketing 

plan that addresses non-shoppers needs to address the differences between the two in their opinions 

with respect to the convenience of such shopping and the fact that Internet shopping is easier than 

going to a store. This is where the gap is the largest between the two.

When it comes to the motivational factors, there are more similarities than differences between 

shoppers and non-shoppers. Thus, it makes sense for Internet marketing to target both with similar 

advertising campaigns.

In the attitudinal factor area, there are significant differences in all three categories (affect, trust, 

and site quality). Thus, marketing campaigns aimed at shoppers should simply point these out (in 

terms of a site possessing them), while those aimed at non-shoppers need to concentrate more on the 

importance of these qualities. This is particularly true in terms of affect and trust as previous studies 

have shown the importance of emotional responses to purchasing decisions.

This study has established the foundation for further research on the topic of Internet shoppers. 

As mentioned earlier, research studies have simply focused on determining the proportion of Internet 

shoppers among Internet users. However, with this study, researchers can begin to hone in on specific 

groups of Internet users based on gender, race/ethnicity, city, region and country. Furthermore, this 

study provides detailed insight of socioeconomic demographics into the Generation Y Internet shop-

pers and non-shoppers in Taiwan, so Taiwanese companies interested in expanding their business in 

an e-commerce format can expand the understanding of the Generation Y Internet shopper’s purchas-

ing behavior and is able to identify the effective Web-based marketing strategies that encourage 

Generation Y Internet users to make online purchases.

Implications

The practical implications of this study on the field of consumer behavior and the field of 

marketing as they relate to Generation Y are varied. It could be interpreted that these consumers have 

not yet developed strong shopping behavior opinions, thus the moderate survey responses. Although 

the overall responses could be used to generalize tendencies and give marketers direction in strategy, 

the survey results suggest opportunity lies in developing customized marketing activities using CRM 

to establish and build long-term relationships. Using sophisticated analytical and statistical tools a 

firm could create a multidimensional view of these consumers and their buying patterns. It could 

be that these consumers are not motivated by any of the constructs tested in the study and therefore 

the moderate responses. Marketers could test other motivational characteristics for this segment of 

consumers such as motivation to purchase for occasion needs, for example a social event or summer 

break. 
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This group of consumers may also have been motivated to purchase depending upon peer 

influence. They may have waited to make purchases until after establishing themselves in their new 

college or office environment. If peer influence is proven to be a shopping motivation for Generation 

Y consumers, firms could influence them by marketing through key consumers on campuses and 

offices offering samples of products or inducements. Because of the varied attitudes and opinions of 

this consumer group, marketing activities such as data mining via frequent shopper programs, may 

prove to be a more effective method for creating a customer profile.
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Appendix A: Hypotheses testing results

Factor Variable Hypothesis testing

Risk aversion Gender H1–1 Rejected

Age H1–2 Rejected

Education H1–3 Accepted

Income H1–4 Accepted

Years using Internet H1–5 Rejected

Hours a week spent on the Internet H1–6 Rejected

Hours a week spent purchasing on the Internet H1–7 Rejected

Brand consciousness Gender H2–1 Accepted

Age H2–2 Rejected

Education H2–3 Rejected

Income H2–4 Rejected

Years using Internet H2–5 Rejected

Hours a week spent on the Internet H2–6 Rejected

Hours a week spent purchasing on the Internet H2–7 Rejected

Price consciousness Gender H3–1 Accepted

Age H3–2 Rejected

Education H3–3 Accepted

Income H3–4 Rejected

Years using Internet H3–5 Rejected

Hours a week spent on the Internet H3–6 Rejected

Hours a week spent purchasing on the Internet H3–7 Rejected

Convenience Gender H4–1 Rejected

Age H4–2 Rejected

Education H4–3 Accepted

Income H4–4 Rejected

Years using Internet H4–5 Rejected

Hours a week spent on the Internet H4–6 Rejected

Hours a week spent purchasing on the Internet H4–7 Accepted
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Variety seekers Gender H5–1 Accepted

Age H5–2 Rejected

Education H5–3 Accepted

Income H5–4 Rejected

Years using Internet H5–5 Rejected

Hours a week spent on the Internet H5–6 Rejected

Hours a week spent purchasing on the Internet H5–7 Accepted

Impulsiveness Gender H6–1 Rejected

Age H6–2 Rejected

Education H6–3 Accepted

Income H6–4 Rejected

Years using Internet H6–5 Rejected

Hours a week spent on the Internet H6–6 Rejected

Hours a week spent purchasing on the Internet H6–7 Accepted

Trust Gender H7–1 Rejected

Age H7–2 Accepted

Education H7–3 Accepted

Income H7–4 Rejected

Years using Internet H7–5 Rejected

Hours a week spent on the Internet H7–6 Rejected

Hours a week spent purchasing on the Internet H7–7 Accepted

Affect Gender H8–1 Accepted

Age H8–2 Rejected

Education H8–3 Rejected

Income H8–4 Rejected

Years using Internet H8–5 Rejected

Hours a week spent on the Internet H8–6 Rejected

Hours a week spent purchasing on the Internet H8–7 Rejected
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Site quality Gender H9–1 Rejected

Age H9–2 Accepted

Education H9–3 Accepted

Income H9–4 Rejected

Years using Internet H9–5 Accepted

Hours a week spent on the Internet H9–6 Rejected

Hours a week spent purchasing on the Internet H9–7 Accepted

Security of transactions and 
ease of use

Gender H10–1 Accepted

Age H10–2 Rejected

Education H10–3 Accepted

Income H10–4 Accepted

Years using Internet H10–5 Accepted

Hours a week spent on the Internet H10–6 Rejected

Hours a week spent purchasing on the Internet H10–7 Rejected

Promotion and interaction 
function

Gender H11–1 Rejected

Age H11–2 Rejected

Education H11–3 Accepted

Income H11–4 Rejected

Years using Internet H11–5 Rejected

Hours a week spent on the Internet H11–6 Rejected

Hours a week spent purchasing on the Internet H11–7 Rejected

Services for members and 
brand reputation

Gender H12–1 Rejected

Age H12–2 Rejected

Education H12–3 Accepted

Income H12–4 Accepted

Years using Internet H12–5 Accepted

Hours a week spent on the Internet H12–6 Rejected

Hours a week spent purchasing on the Internet H12–7 Accepted


