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The Relationship Study between E-Servicescape and Heavy
User’s Purchase Intention towards to Online Shopping

Abstract

Most of previous studies have considered general online shoppers as main
research subjects for electronic serveicescape, however, some studies argues that
heavy users are the main consumptions sources, and it’s quite important to understand
heavy user’s consumption traits to enhance company’s profits. By reviewing the
current literatures about online shopping heavy user, only online suffering addicting
are widely discussed (Korgaonkar and Wolin, 2002), about the consumption traits of
online shopping heavy user are seldom discussed. Hence, the purpose of this study is
to distinguish the online shopping heavy user from general online shoppers, and
compare the difference betwwen heavy users and general online shoppers’ attributes
of e-servicescape, and also clarify the relationships between e-servicescape and heavy
users’ purchase intention towards to online shopping. Results revealed that the
attributes of online shopping heavy users are significantly different with the general
online shoppers, and these differences will also significantly positively affect heavy
user’s purchasing intentions. This study also suggested that e-commerce owner should
launched the market segments for online shopping heavy users, and relocated their
resources based on heavy users’ preference, to satisfy their needs, and then truly
enhance e-commerce’s profits.

Keywords: E-Servicescape, Heavy User, Online Shopping, Purchase Intention,
Market Segments
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