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Abstract

Due to the development of the Internet, business models in many industries have Due
to the development of the Internet, many industries have adopted digital marketing as a
business strategy, and the researcher notes that the traditional grocery industry does not seem
to be fully affected by this trend. Therefore, to find an answer to fill this gap, the purpose of
the study is not only to explore customer attitudes towards online groceries, but also to
provide some guidance for future online grocers. Before conducting the interview, the
researcher will discuss the situation of online e-commerce and physical grocery retailing in
Taiwan. Taiwan has the highest density of convenience stores in the world. In addition, the
scale of e-commerce in Taiwan is not as large as that of brick-and-mortar channels, so
mergers and acquisitions are difficult, grocery retail is still dominated by physical stores. In
recent years, with the help of the COVID-19, consumers' consumption habits have changed.
Therefore, the researcher wanted to explore the purchasing attitudes of consumers towards
food retail combined with E-commerce in Taiwan

To further explore Taiwanese attitudes towards purchasing food groceries online, the
researcher used semi-structured interviews as the main research strategy. The study will
conduct at least one interview of approximately 25 minutes with 12 people from various cities
in Taiwan. The researcher used the inductive method to organize the responses of the 12
interviews and found all commonalities. Based on the researcher's personal experience in

Taiwan for nearly 60 years, the researcher comprehensively analyzed and shared the



consumption habits and values of Taiwanese. According to the conclusions drawn from the
interview results, it is found that discounts, stable product quality, product diversification and
free shipping are the main factors that increase consumers' willingness to buy fresh and
miscellaneous products online. However, product quality, receipt time and consumers' habits
of choosing food are the biggest concerns consumers have when buying food groceries online.
However, this study is only based on the responses to 12 interviews and the conclusions
drawn from the researcher's personal experience may not represent the entire social
background. In addition, this study only provides Taiwanese consumers' attitudes towards
online grocery shopping, including some opinions, ideas, and suggestions, which need to be
submitted to enterprises as some suggestions may increase costs and make businesses

unprofitable.

Key words: E-commerce, physical food grocery, online food grocery, purchasing

attitude, new retail



Paxlad

CE

Paxlad

I

—EBN

— K

55 —EN

BIFFTEE TR oot sesti s st ssses st 3
BT FTEE R EEPRIN ...ooovoeeeeeeeceeieeecreniseeesesissessssseseessesessesssssesssssessessassesnens 4
I = - SO OO TO TSRS 5

vi



FEE BFETEBINRE oo sesssssessssssssssesssssssssssesnssees 7

FBE BFETEBTEIRIR oo ssssissssssesssssesssssssssssssssssssssssesnsssees 8

SEVUET BFEFEPAIBULITIE oo sessssesssssesseseees 9

FEhET BIKFNEELR EZERIEII oot sessessseseseesne 10

BETNEN BB TERVIRIEL oo 11
BB BB ..o 12
F\E EHFEETEEE FEBEGBI oo 13

ENET R EEEEEPTBRNBIBEBE ...ooooooeee e sseseesssnenens 15

BB B AT TDRRET o rrreeeercsii et sesis st 18
BB B R RIBR DT it 19

e o SRR 21

Vii



S5 B AR EIBAIBURRER oo 23

Gl y =25 L OL2=L - S 23
BN S EHETF IS E BRIV oo 26
ER LG R 2 S OLUIN: ot 2 29
BAE BHEEE coeeeeerrreeeeesrrreeeessssreeeesssssseeesssssseeessssssssssssnes 31
o a VL N 31
ol 35
R Tt L S 36
ESU G T St O - S 37
Bl BB e e vvreeeeersrseeesesssseeeessssssseessssssseesessssssesesssssssesesssssssessssnen 38
= K
e R B BT e oL 1) =23 R 17

viii



EERREREBNEDRE N EOFEBNHEREE ABREEZEEZTE
BEt  HRLIZHEEEEA NEEERARLDEE  RLBYEEZIEAMERF
WEIRBE © BB /NEREQ014)FEMA T NEEBRE ) PRAZEHNY
B 20 EXHEEBEREEER, 2015) - IR LBREERSHAEPARBED -
RUBSHNEFESERBETHUTE BEFABAUARREFTUNFFEENZ—
( Tian, Zhang et al.,2013 ) - EFEHR/LSTHRAZHE - SEXERH—ER LTS
EERBELHHRERMAMNBROME/AEREZNERRR - WEDRAANBE
EAEF]ME(Demsetz, 1973) - UBGFFZ /N EEFOIDIBBEFHHUREBNMAES
MERWRENVENESBEAATER - BRHBEARBEARWES - EIE - £ 21 HE

b BEFABEMSEFTNEEREEEENAS -

HABEFBHRANIUBENEFENIWELASTHERE - EEBERREAN

TAFEmR FEARVHEIEERBEEZZRAELNRER  ZERHEZERER

B EmBEZI—NEE - S REE - KE R KN ER AKX oIREEMR £ HEKoch
& Cebula, 2002) * [R Y IRRERABTERI - R LEEEmMENRETNERTZHE -

AAHZEmZREESSER  AINHEE  IRM - - SEEBWFEFE—KEWE



BEXER7 REENCEEIHNAEESETHAEBRABEL - £XERE—E7x=

EESEHEERRA - FAEROER Z SR AL - TETEREE

ﬂllﬁlﬁ

=L

‘I

Rt —ERBEO-EXE  AREMERLAEREAEEREESEM -

2017 FH%E  BZEFBFAEEZHRMTER

H>

SEFERERETRE -
Bl - SRS FE 137 2= CUWAE Whole Foods(Silver et al., 2017) - EERFTIBAR
5188 Whole Foods IR tRO/E 6 - W - 167 - MEEMm  FHERERMARR - BWm/)
RZEE - MECERFTHRRE F2FHECRE, 2017) EEHEHEIEERENET
HIBLERE  EHEZE PRI APP EEBRBOUINE R ENERBER - I

HFeOEEE IR/ NFAREIMET BN E S -

R SLREEmMEEBREREEREATENS  OTFHBERRHNEREAR
RRYRAESE EERLLBERmMEEA0TYE  MEEBSERBIFESRE DA
EEHEADEERBIERT - ESNARRECHFA NERR LBE—LEEMM -

PEZHER

E‘
E[:g
&R

IMERM - UEBARKEEESAEEFERBRAMERETR

=

/

BE  ZBRAMKEREERLE  RIAWBEERLEEERNERE -

XX EMEMRERN  EEHNERNSEEEEHRRAPEEEEmMEEN

RE - BEERR  MTREEIEEFHHEENHEE (B2C) @ KEEBXR

/

&3
2l
K
iy
oot
jod

R HEHEER LEEREmMENETEYRE LT T HREAMED FEEZHR LER



A ENRAER - B TRXWEZ—EENEZERARRELCER LEEEmME
HEERNSEZEERRHE—LEEFINEE  BRIMNMERELEEE /BB EENE

E RSELEEREFNERTELEAED -

B8 tHEER
XX EMEMREERN  EEHNERNSEEEEHRRAPEEEEmMEEN

RE - BEERR A EIEEFHHEENHEE (B2C) @ BEEBRRE

3
Wi
allp
2

R EEHEER LEERRMENEERE LT T HREAMED HEEZHR LER
A ENRAER - B TRXWE—EENERRRELCER LEEREmME
HEERNSEZEERRHE—LEESINEE  BRIMNMERELEEE /BB EENE

E RSELEEREFNERTELEXNED

F=8 MREEH
mEER - "HMEE, ERXHBEEMH LEAMNE ( TEEH®R, - 2018) -
EESEREMNECEERNESRESE (JackMa ) £ 2016 FRNEEEEEAE L

RO —(Ewmz - TEEZZBEVERE - ALES  RRXBRLOBREENRES

D>

MIRFREREYASIEFMEELEABMBRFIEENTER - BEERR -

(Miliano, Margiani, Fattore, & De Luca, 2018)ie2IfTEEMSBEREHELA SR LME T



HiE  HEEE NERBULERNWRIREEmER - NEF - Eith - W8 - A

&S FTEROJLUFEMBENERESEYEZRMRET -

SHEAPHENEFABERECREEMAESABEFBHERETHTER -
S22 ITHAA Uber Eats 2 Foodpanda M AIMANFSEINABRIZ HB A BB HBHSF -
ETERAEEME  BEEMAINATFEARRZENE  IRIVAL HBEREmIERN

EE - EmNEEAEHEY - HRZT -  @Z2BERAEFEMRINARKA LBG T

K

metlEMEERN - BRE  RBEMNER SE2BEBEEFMERSR AR
BER - BEORAESEANEE - EARZERTIXNESELARET  BARZE
REEESBHNREANKRERRBIENRERNR LR G B (Chiu, 2018) - FEZE i1 3%
RICBEEEBNE - FrENSHERESEHGOER - BERM X SR EERTEE
EHRIBEEEHMENRE LD  SERSMERNZZ HEEHR LBEEEHMEER
AHERE  EEAREEMANENRILURMEEENTR  FERKARIIH

MR LEHBERMEREERSE -

EERENMRNDEZZFEEERN  BRXHNENEZERNSEEEEHBERRE
BEEHMENERE B /RIBIERHER  MRABRERBEE(EHRTT AR

RULFR Y - MEFEFERIRERE(EMRANEZERE - FEBRANSNSKRIEZR



ELEEZEFTRANGXEER - BCHRAELECMRFEZEALURA T B
EEIRE o ZE A BT 5 (Silverman, Yang, Lord, & Crawley, 2010) - E A& (EHF3E

SHECBUEZIHE LM - &R — T2 A B2 5 2R 49 2 1 (Greener,
2011) - BT RSHERNVUGE  BESRERABNINETFEHHBEE ARE TR M
AARK - R EHHRLBELHMENEZEBMRE SRR ABESR
To - BREPEFTHERBECHLROZHE  TREAFEZMOZ  HXEE

RFMSRINERT MZEFRUBE—LHo T - WIKIFEIRAEBSEMAL QARF -

FBhEn wwmXAEE
MYXNERRTESEEPETNE  EEMEES HREN - HREA - HE
AN VAR - FRAEFIEQEEFEHFNEHMENMEBEAXBGL - F£25

F—EN A RIS ARRET - F_EBIIURES RO ITE - FRERDZULH T

AR - ARPIRIINBEYER BYRE  BYRES - FHEXZERETER

BRENENERDTRIRLAWAEE -



FRE SUREREY

R1E(Mahadevan, 2000)EFEHFEENEERHSEN AT RENBINEBREE

e

TEBRRXSNEIWEE - I2EFEM - EmEE - HERBEMBBEE o UM

RBLA - RBESF, 2019)EFEHRENERZREREE LAAETHRABERS -

$

EREERBNER  AINKE BSTHASFERANESHE  HLRE  -BEFEE
EE AT EHARETES KM AR EF] B2 (Jahanshahi, Zhang, & Brem, 2013) - X
EFEBEANLERY  FEFRBLFEREDER  HEERTHEEEREH
OEEEMm - BEBERERSIERESFEEANBERRB RV BYHEEREER
3, 2000) - TTERARTER, 2004) R HEEEBABBYRHOIATESMNESERE

- ETIHE - LHE - HE -

MBI FERABENEEAMWTS - BEBESEES N (Sunil, 2015) - EFEHHE
BHREERHRMARCAMERENETD  KENH BB RBT R ETEEE P (Yuan,
Lu, Tian, & Yu, 2020) - KM EBEFEABELNREEZIAZIEREZER(Yeh, et al., 2011)
HNEIREE - BRF NERE . ZBruce & Daly, 2010) - FIERH - EFFHC
AASEEETENEEBS - At RTEAETFEBRELATERIE - Kuzic A
(Kuzic, Fisher, & Scollary, 2002)122I{EZE BT 7 MEFEF A4 ST EXVESVE[EN -

BR 7 IBIIRSIARESRS - EECRBRIRPREEER -



FE BTABRINRE

EEBEEIKECRMBMENER  EENRIE[URMMZ EFEBRETR
REIENNEERE Y —  EREEXOMURZRRECEMNELNEIEEK - HRA
SIS - IARRBESEEFBHES  BREAATGIHIERBEEEEHE 2— -
ETEBREAETUENEETEGERL - B LIEMRER S A A (Ajinkya, Bhojraj, &
Sengupta, 2005) ° L9 - BEFEH oI U AR =RMIBEREERSZIMERZBR L
B ARM(Zhu & Kraemer, 2002) - HIOEEEMS - ERARR/EBEEEZERED

BB E & (Flintermann, 2014) - R¥E Minte - 2017 A& - B L%HR BEEEHERI

$

OBt MSHeEEEm - R LERENELEENEENSIEERE - RItBXR

EERE NWERKBREERNERS  ERERUHAZEREEZEEANBEZ

HH}H

— o IG5 - BRI EEMEEZEF BB FHREEENEZHT E(Anckar & D'incau, 2002;

Ramus & Nielsen, 2005) ° #2 B EE ol IR EIREE OB BEEY - R LEY

EFABEEREENENMEAEUEEEERS BV ABRREEZHR
RES|IEZEBENGR DEESE - RFEEERRMNEFBHRINNESR - AINERNE
BT - SEFPETXKLBYE  BXREHRCENERENNEMES R - &

HEEE NER O LUSENZIWEIERER - 2M - EFEZFWEASEL A RS/



Em - BEOJMURAREFNERENRHET - TEBRHBEEZRH—ELZEzHR
STRIFNTES - HHEERHUSEEREEM(Keh & Shieh, 2001) - EHEER LBV -
AL RC R EENEENRY - WRHARENGIRARE - ©EE&E BRI
B - 39%RIR DEBEERZEARIMALIEISAREE (Mintel - 2017) ° B 53%H
R EMEEEERRBEAEHER—RBEFERRER (Mintel - 2017) - KR - K
ZHREEFEZEHRER A ERAENREm - YREFNRRERBEER LBE
EHERAEFBAHNEONEE - EERENYARBLUEER  SEHOERPRNTE

one BB F B IRV #: K1 2 2 — (Ghezzi et al., 2012) -

F=E BErABEERR

fEE RS ATIAR LEY  EBREZSHNEFBHELAIBFMARSF - R
AEBREVEERELNERGESE  MAEFAFERRBEECEAZRNBRGF
(BBC - 2018) - RZ  HFZ/NHEBEFHREHIERS - BREARLLANDHEX
ZEANTERE - IEEFALELE FRARTIGZH (Tian et al,, 2013) © IE5h - RIE
Kuan & Bock (2007)HIi0% - SHEZHKR LRBENEEIMURER LEENEE - B2
EEFEABRSBED  AREBEERFAZFEEARZIBEREUEERH(Kuan &
Bock, 2007) - BBE 4R EBMRE & - RS HBBIFSER G S REBEZNA
R BIIRFEASRELZZAEABBRERE - B2 - WIFFMAR LTEFELE

AEHENZTRRE S 7 WBEIEABEBENERFMFENoEEY ( BBC -



2018 ) - REFRRNE IS/ NVEENBENHEAZETRRIER - 2R BB
ZREORERZRZNZEY - EEHNZTEFNEMELR S (Flintermann, 2014) ° EF
BHEEEEBRLARRFNERRBZREEER - Bt - B/ RSBEZENRLE
YmBRE  BRMWAEMNUBIEZESNEENR{BENYRAMERRS - MR/

HEFBHAMEAZRAEANEEREMERARUABRAEFERE - MIEFAC
BRI HNBNE S BIFNKEBRAIRZHTIT © Achrol & Kotler (1999)f5l - MRH
EEHRIRANBBEERIIRE  ABEESNEEZENHE HEZRZREE

SRR MA -

FEn BFAHPRIZMITH

BMTHEN AR EEURMRNTESNTHERRAREEPEURARGL
EREZEERFS(Wymbs, 2011) « Ib4h - Buskirol BRI D EBEEH 2 BHERA
F % (Kannan, 2017) - B AR - HASNAE  BURGEERE T ERTHAS
MR WEASRERSHBREZHMG - EUTHIASERUERRELERE
BESLEDEE HESEPREUBRMBGESRM, 2013; FEE, 2011) - FAF

EAESEZARLRAELKEBBSEEEE(Bayo-Moriones & Lera-Lopez, 2007) °

HEENAENRE  BUITHIUE-RFNEURKERE LEPRERE - BIE



B PRI B4 ST 5B (Smith, 2010) © UGS - BRI A EE BTG RTZH E

FENY - BEBRFNNERSNEREZHEmERE(Bayo-Moriones & Lera-Lopez, 2007)

FhHEN RN EK LSENER

AL ENFZANSMEARSZE - BEEHENGEE  AMOEEEEBELER
e - BN - MRBZROHEEROEAR LRERY  KRELBEYESINERRR

MESET @ BIEERRNEEEE B (Rose & Samouel, 2009;Wood, 2011) °

RIZ (MarketLine, 20149)RUHIE - TR LEEXNEEENFERNE 7572 - i€t
2010 F89 3,222 B30I E 2014 89 9,867 87T - EFFAIRE « 7 2014 £/ L
BENERPESFEmiL 22.5% - REMEELIKETEN 19.1% - FLEMEE D HIL
i1 11.5% - ZBEEHEmEAMEBRLBEENEm  BEEEUFTAZEER L

BEEHERRNME - BR  FEEZEERNER LBEERARFHRNEM -

a2 - 1 2011 32 2015 FHWNFED - G LZENEBEFE 7 —F - 2015 F

W5 171.78 18370 - B EERMLAREER 8.7% (MarketLine, 2016) - o] DISA]

SERLIBEEEHFEmAMENEASRER TS  EERER LBEEEHEEMANE

10



EEaEBEAEK - Bt - R ETERTINEEEENERELIE IR EEHF R mAl

MERHEEZERESRIEREENE—AKE -

SENET EHEERAIEE

RIBFZENE (Maslow, 1954)NERFKIEMR - FEBRKEEFEATEK - BHIL -
AMBXEEREMNERERNET EPHRELINEX - IEHR - E@EATRIH
HEm EmMEBYHASERERSESATRPDNBHBLZHIER - KIEXER
B4 15% 2 20% MW AREE &M S (Food Marketing Institute, 1994) * 1R1E Yeh et
alQ0INWHRE - B\ BARNERETEHEERACEENERE (1) BB (2) B
mmE - (3) BEELRRE - (4) BERTS - (5) BYRE . (6) BISHEZE
B&HE (7)) BmZnlE (8) EXERER - ZRIMIBRT  BREBEERXEHE
EZARAEEEEBENEERZE Y —(Urbany, Dickson, & Kalapurakal, 1996) * & mBmE K
wmEfMBERPHEERERN LHEEYAmEM. A. Bourlakis, Ness, &

Priporas, 2006) - FZ HEEZERELEHMEEmAAEEEEmNEEAFIHR -

%
ik

mEENERNE TERERBENEESEERFEHEENTERENEE

i

(Jackson et al., 2006) - HEZHZTEFEEEBNVKE - KR ZEGRBSHTZEHESR
BRIBERERE(Sengupta et al., 2009) - SERERRENSERBEIOHEEZRRZIF

FEE  SEMMRFILIZE ATM BRFS ~ R ENRIBMBTTARTS | Bourlakis EAMRE -

11



EANEUE S EERZEESZTEREIARE R ZEM. Bourlakis & Bourlakis, 2006)
HEEINZER SRR B &t MBI RIEE (Hsuetal,, 2010) - TER
ENEXKEEGEBEENBYKEENR ST ETERR(Yeh et al, 2011) ° 5
oy BEFIENTER KMER¥HEERBY WS EIFEEZE(Hsuetal, 2010) - AIMNEZEH]
EmNERIIME  BYZEENBEENREZR - B/ ERFRIEPESR  TEFELEA
BT B CHEBRIHFETER  UESELE (B @ R - U&  EmmBMEE

2 ) BHFHEEREL -

FLEn SEEERMM

SENEEAR 36,000 FHAE - HREIWALOXNR 2326 & - 70% L ERWAEDRE
AR AEEZEREHHE - SENAOBREFIEFH AR 641 A ( REEIFHE 23K
BERlA8 - 2022) - £ 20 HACHHE - MEEETERE - LERY - HE - BmbAE
BHEMm SRESE  FEMPERERT BELENRE  SEEBHNEH

BAECSARN fBRIVEES -

THRINENBEZSEMEITE B2C WEEEE - RIE Nielsen(2018 ) B9
& ALHLEXZAZHEEEEEEZMRETEMROREREE - (1) BRSIDNE
BOEE (2) B5FE (3) REREEYER (4) BERREMHINEEZRNER (5)

BEGEFRHERERIREE - UET A2 ZEFEEMINAME—FIH2(Lee et al,, 2011) °

12



SENENBEEEZHR L&SH - F198 2304 ARB—EEFR BE/E(Tian, 2016) °
SLEEAFE 24 NHEE - QE2EBXENBERRRHASASROERINRTS - AIUIE

IR ~ FHRT - ToPMEE - ERFERBUKAZINEERE LG BIKE - 54

53
%Iﬁl

- BEENEER - o2FNBENZERMBRZANGRT  WEAHRRRERESZER
#(Leeetal., 2011) - EIE - MEBNBEEEFTBEEBRIKIEE - R I@E - HFAENI
RSN - EZBEFEZZPEMBEMMASNER - B ARIEERN - HILRERERE
NEE - RARtMIUERZSEETUREEAmiEE B M(©Nielsen, 2018) - SZRIERNE
ERERRHE SRISERN  BIERLEVEANER - £ AT P AMI IR LT
FIEEEAFE - £ 1999 FRENFENHENBZIRGEMREBE - BT 105F

SERHEE M RaMNERFIRE (PWC, 2017) - HEENBYBEZHWLE - FHin

R NERR DS Rt EFTERBREENES

F\E EHEETELETHHESER

MEEHBEEFEHEEILUABR LAIBNNE  UBRHEEREmEE
RO - KT7TREHEBEREFWAR LBYEE KA EEAEERPILSNE
£ BERASHEEREBIRY SLENEEENACETABRE  ERmE
MRFmBE=EEEPEARITERY - 7 BeMINES|IFBEZE B (Boyer & Hult, 2005b) °
BER TEHBETELNARY  EENERE—EXKRSZBERERERNEL

7% 22— ( Wood, 2011 ) -

13



—EEFNEILRR T BSRIENRSZZE2 2 - BEREZEEEEZETEARILEZ
B iFr95 —ENZ (Anckar, Walden, & Jelassi, 2002) - RIFAIENR o] DUEHEE R IL D IF

HEREE  HIAEERAESHNEERER - i EFHAABMRFEIEFB R

E

)

Hig
it

58 - BERZR LEHMEXEMINRFEEIIKZREZ —(Keh & Shieh, 2001) * 73
TRSEEEZEZBRLBEELEHME  ZPILAEEERHEZSERMEFNE - AR
BEREEERSULMERRASANERNR - R ELEHMEF I ZBRERENE

RERMRERFBEIOR EEEENZEEIET K - NREERBRERF
HF ML EB(Keh & Shieh, 2001) ° AR EEFFEEF I LIAERIEEERDBERNR

e Bl - MREEEEBIEEEBHNEMMEEERNZEEEE - AT oM

nllP

BE

]]ﬂ]Q

A EIRARMFAM DN E

(Koch & Cebula, 2002)i2%! - BURBENERALIEZRR LWE  MEHR
mAEMEERZ— - R EFIBNEE LPIFTRET S EFI#IR(Boyer & Hult, 2005a)
ERBBANARERZERZTE2EEANWRE - ARFZEHEmSIEME - FlW

#E - ERD AENGRXS - HERERSHEZP  BEZEBREEHSEYRET AR

>H

o ZEOHBEHRNKR LBEEHMEN T ZEREIZMRZ FEEANE 0 (Seitz et al,
2017) - BEBHAZEHMEFRIERZUR LBE - @ —HGEEHS L5E—fEE
B BEREBEBEURNER - B LBHARMAIAE F2 Webvan -~ Streamline

SE

Homegrocer * Homeruns F Shoplink(Kaipia, Holmstrom, & Tanskanen, 2002) * #A10 - BB

14



MR RAERE F ANBUEAERIRS AR - B AMREEEE - 8]
R EERMETEELABISINSunil, 2015) - WE—FPFE - BIEFZREEE—RE
RENMGHRI)  BFAFERMNECENRFRIKRBEER LEHMERER LKA
REMEE EEREMMERFESAERLEEOMRTAIR L EHMEREE

2| g9BE R (Dawes & Nenycz-Thiel, 2013) °

ENE R EERBESFTIBIRMER

AZNTNAERMAREFEEMBEIEMUELS  WERTH HE - 2ENY
TZNE1ERE S BN (Boyer & Hult, 2005b) « BI85 3 1735 81 72 AR 51 2 MNEB
B BNABRENLESENRUEBHEEH R LBETHHENEOMNBIE - RE
Keh and Shieh (Keh & Shieh, 2001)M&0)% » EfflZEH A EEEAER LBENE
ZREA - ENLZEMNBERAEREER LEMMETE  OREEEETE - A
—ERFRA - AR DS E AR AR B 2 — T 255 AR R &= P F U B Y E i R BB B Ath
MBS P EENEREHES(Boyer & Hult, 2005b) - £HEEZSEHEIZEN
Em - FAIEEECEERNEEBEREERNMEBaker, 2000) - EHHEEZHEE
ZIZEESRENE M - BHIttPBEERENT - BRANZENSEEEE ( Scitz et al,
2017) - R EFATBERZE FPINERARREESRN TR HEEEREMAMIES -
SHBEEAREXEERRMEEN(Boyer & Hult, 2005b) ° Ellis ( 2003)2EHEZE T LIEBH

EREREBIFNEHFMEHEFEPHNENME XN  E2BHHE - B2 - B

15



REGEEHMEEJUREERNTEENmE  URECEHEENARRY
(Anckar & D'incau, 2002) - Bl - BERECJBEERIZA —FRVZER - HEN—EHRER
BEEBG—MNER  RBEMADAEREHBMERIERAREEEZUERIERE -
IEo - KERBNAREE T2 EEE ABR LEYRIRE(Keh & Shieh, 2001) ° X%
FHEZBHPERERE - ERMMFRARATERERME - RIE Mintel (2018 ) BURS -
53%BIR EEHMERAPRERENER —RARXNE LFIEFEEE - BB 46%MAE L

EEMBHBEENREBABRFZAN N EMMIFAERZRS -

16



iAW

\\\‘t

=

SE—En 3UsRAR

SmXEREEEAENE  HRDARERSTEMRZH B ENRTERESR
BWE PMEEEZEWATEEBERTE  MRDEABUBRFANS IR
WATRER - IRRBRNEEZEIFEEZNIRE - BREAGR - WX A =125 A
wE - EEEER  BEIRNEER - BRI ENBEIRZEMREFEG
BRI EZETT)A(Blaikie, 2007) - BEEE—MRARBARE  BREARELMR - &
ErREtEREHEERKRERERSR  WHIRNIWEIE ; BEEE—RARA
NHEE  BEEARECHR  BEXTRZRERAEIIRCHSHERINEZEM
&Y & (Bryman, 2011) - IE XA ERNESE R LI ST AREBHSEY - HEEEMN
HERENEL BEERERMABZUEARCRGNREERBEM - FIE - IE

am R T AR A R E R A E LRI AET - tIREBRRE(EHRE I UL

SEFEENR IIEEEHMEENRENER - WRHABETENEW -

Saunders % A (M. N. Saunders & Townsend, 2016)I2F|E =& RN EFABIRIEHEAAE1E -
REBI - FEBINMIELEBINGIR - FEBNIRNEBRBIREBILIRBETIRE
MERBERAETHLHAZE  S2RANAIANER - sixXBZENANEHLAEEE

K- O EHEFRREBIRBIELEMEEIR © 154 - 1RIZ(Carson, Peterson, & Higgins, 2005)3

17



(TIT

B RESRUUBDMAEZESEDIRBNATEE L - GEMMNEE - BB
ol MEEREBBHEMAINERS ERMXEZEHNERNSEHEZHRLE

BEEHMENEETEEL —LERINEEE TR LBEEHMENER  FAAY

=
+rd

¥ L

I8

MAEMBREBREEPEUEZEMARER - AL - BIESHFERIIE

ERERE G - R EBREEFSEBAAXIER UM SORANRKWEZRES -

g _ERRAt - MRS EEFEBIURESRMAEEZMARE - FILGRNER K
BRENRTHRESEREJENLEFREERE - AL - IRBR/IUEFBHESR

BERENERIERPRER - WHEIDRA FHESEAREEER -

B8R 3EERET

A B BRVRRETE M X ERB AT D - BRI UKR ESHE AR ITRERN

BER - AtEROXEED BOEE D - SESONEEEESREERESHNEN

F—8 BB -LEEAEE BOREFRE LEYNEE  22%H
miE - BEYE RS - BEmIR  BEERX BRI /RIGXRERREBER

FEMERSIANRESTEDE LR ES 2R LB ARIBER -

18



F_BMhE rBOXEBNSZEEEREEHMENER  EEBEBE (H
B RBE - ER)  BEUH BEAX . RICESEE  BARZWEMMEEER

EREEHMENERABATER LEEMEEZR ? ERERM ?

F=BMASHIT Do REENXEERMERZZR LRBREEHME R ARIM
BER TEHMEEERHETERENRF LB RSTIREBEER LBEEHMEE
R - F=8BEEER F RARIRBARBLEARZEFEZHR LEEEHMER
EAMHE - BERAF =8 MHOBEBRAS Ao LEE MR mAVPEB A MME R -
KHPEZERERYIREBRIRERRANBEREUARZE - FMNUEDOIUE 7 #
MLfRENRF 2 UMER S HEEH R LBETHMENRRE  EUE f#aE

AHHE EBYERERSE —

FE=E RER DA

MY RAENZ RN SEHEZHNTENE S  HREBRFHEBSHFERS
MINBENWER - B EHEF A EEHMERESMUERETAL 40 2
BRNAXEDVOR - BIERSUENEE  XNEFTERLBYNERESTSU N K
B FS-FRVEQEERE20FU L F_FEEFBHBAMEALRE 10 FL

EREER BRBREELEHMENENCESERRETT  MFZEECKREK

19



SWNE - FILIMREREEFBBNBEIA - REXEBR LEERANVEERE

TR P3Ol DA S SUE R TR S -

N
N

HRMREARGEES

PANN
/.

EN - IR LATPSGEST - MR - B TSR

]

/=

dle

W RERNEM - XD IEZEBEMXEBNSHRER EANEBEE - £
EIRREFRE - MRABRERABNERDROCIBH—RARZL LA ERR -
AR R R EE— LRI AT - BAVARR ¢ o] IR RBIBARZIE R E J LIRS -
3898 B S48 Bk AR R IB 25 KR 2R (Carson et al. ,2001)  BREP A E K L EFEHE
XRESENFELENONE  ARRNMETHERBEZIUEESSEAHR LE
BEASHHEEELB - Moustakis (1990 ) RARMBREBREHMEEZZBESEREI
REFENMAEH  ERUAAEERNER  WHESYETHANEE  BAEEi
K EMEREBENARES N —ETErGwm - TREBESELEE 60 FthHE 5 £ 8
FHREBEYAR  REBUEMRNGSE  IREFUUAMBEAZEREZEDHND=Z
SEANRHEZEEBEMNEESR - At - MREBRBRECHRITZANMEBEMNAR S AEZES

UCHSE

20



%Ei% n\ﬂ%ﬁgjﬁﬁ

WESEMN - FRERY 12 UBFARBERNERETRAMK - HRERHE
BBBIBR O 12 RREFROGRPEE —EXR[RNEE - € F—RP - §5F

AN AR EEBAI S -

G 1-1 REpEFAAMEE
RaE Fi BiE

A 22 gy
AN [
C 26 o
D 28 &
E 24 o
F 30 A
G 5 g
H 25 o
! % gl
I 2 ai

21



=

=

E—En R ARV A

MRZBADRBIARWAERINE —EEERIR - FRRNERBIRNEBENE

ERERELEY RXNERTBENAKSHRHEBRITIETEELHEME - &

REREEETNSEELESEAFBKESEET

FI - RER AR LBEERERFHRNEMHESEZEEERSI TN =ARE

EB

=hE - ZRENEE  MEEEBEENEREEREEAT (MR BE) @ R

ot

BEEMERATSIAY - XKMEIR R/ IURSIMMMPZBR EEEEHMENSENE

I]

ZERHER BEE ERZRECNREE  HESHRNEARZELERNESE

YR ERBEIRMESEEHMENEE - JLIRRERBEE N2 LXUARE

o BENERZSEUHHEZEFBHERSIANER - RMREE LIRSS ZIEM

HEERLBEEHMEENER - iXRASRMERRIFER LNEFHER L

REBENEERFIRESEmEMGMM -

22



BE #x L IBYIRVRSER

RIERBINRFEIZAMZZBEEZR2NEFEH TS (AW PChome
Momo Al Shopee ) EEER M - NZEXIEENE mmEE L AL LHEE -
MarketLine(2016)I22DEEEZ B/ OEAFREEW aREY - RIttMEREFEZBIEH
RMEFEEY AZHXRFPBIZEAERETRLBYSBRFH - KM - =&Y
RMBEANEERAFERGIRS N - B LURBERNBRINNVERFLEE - ZIhE 9
URBEZEBEFOERAERNN  IERCREMBAIEXRWONEFNFE - REE
REENBENELRLNR - EEBERCUFEANRISENENEZEEHER L
B = A B8(Tian,2016) - BN B ERKERH AT - RILELERERE /5
IR - WS - MPREBRIR  HEEIRRLBYNERKERZESE - BmAZIR(EH
BEE=IR MEAEBREMSELEATER (M mE ) ALK - RENEE

MERASEEHE (RY - ABH) E=& -

E=En BEEHMENEE

ERRIDEBHR LBEEEHMENEEZR - ARBLX FEEE FHES
HEBYEE  SFBE  BEERNUE - ERERA  BIBXNERBERIMMLNER
EREME Hop 3 ABERE - Hb | AHEXZAREMEE - BXEER Tian(2016)

RISEEINFENEEFES - B - RBIIXBIXBARL - 22 Yeh et al. (2011) I8

23



3 EHEENEHMESEEEN/\BERZZ2HCNHTE - EEEIMER - ERN
BUBR4EEHME R ERENATEMEZEM. Bourlakis & Bourlakis, 2006) ° JHE & B4 4

FER JERYEEREA IR 1% & R Bt MIRVRS M 5E R NEE (Hsu et al., 2010) °

“BREMOBRZ/NER - HABEPEER - FIURETETEZEMZET RN

B ROVBEMEE -~ (RFPEA)

“BREFEHENEZMEERIANESEME  SEKR BREARNE - HEE—X

E—& NMRBEAHBEE  AR/RAGE - (XHEB)

“BEBDTIRRNEN 7-11 BEMENBEm - TTAN=7E - TRMAER -

PR EZEKRIFY) - (RHEE)

REBILEXMONETEER - FIURERE ISNELAEREERE - IR E

—REE—EFERA -~ (RFHEF)

“BRMRANEE—RE - FIDIBIERERERA - AMEERA - B2 ERHX

FSENMEEE  BAREER - FIEEAR - (X5EH)

“MRBRFBEMNEERY  HREDTIRIWONEEES - EREZEIINAZNZ

ROZER  FAUHRIVBEREEHS -~ (RHE])

24



EHRBEF FREEEEREEHMERHERNER  nBEEUNER

pall

ERN - BIURMEBRTEREMBZOITEMNER S URMBRIIBELH

MERIGHERBEALNREERE CENEmAERAMENER - B5SURHERE

Bl EEAZR B MR EEEVNRRENE M -

H

"HROVEEMEELERm - R 7 —EEREHRNVEDNRR - AAERE

?m
S
_H.l
2t

RRAZARRHERRMONERTSZEE - MELLREE - " (RHEA)

“BREBEKRE IRARENRAZIASKEENSE - EERBIREE
R EFEBER R HFIRERERTEN - £EREEHIODADHARE R LR

— MM EBBRENERE=EME" (RMZED)

"EEMER S REEMRASEEEH - WIEHRRES —LEiH - HEE

mE}

BmhBpkE  ERRESmEARNIZERZLERZ L ( RFHET)

BESENEEHETDEAN  EXZTRHEBRTNAKBEEZBR LEEEHM
BE-RIIBRERTNECHELBEEHMEAKER  FZRAZMMAEREHE
ZRENEM  WoMUuBRESHMEENELEME - IRERKRIE - AlZE - HR

EREEHEmMEERREIEE -

25



“BIAERIABBEEZERERN@ENRYY - RBEECEERFHRER

BIERETENEm -~ (XFHEB)

“BRPELEEMEREM. . REBXREREZER  RTJEERSES -7

(®&hED)

“CLLLRERSSEXHEY  REWEOBRZAE - IR ILUBRERHFEN

Em o MEREE FRERENZAIRA - (RHEL)

EEd RGTEBHEFEBESEHMEERNE

E/RRPEHESBHAOEHMEENEEZE LIREERAZE - TRERA

ERFHES LR L EmAOAE - WIRSMFIRHEE SN A4 -

UNZZhERERIEZEMMPEBAR LEEEHMESRNAR - EHE
B BENEERY BelnEREE  2EZE  BENEM BERZSRNEmM
BEelE  REASEEmNR R  DEIEMNRERICEEM - MEBIOWESL - &

HER BEmMmEREE BHZIENEmM  REBEEHJURSIZMEENES

i

REBEEHMESRIER -

26



“REFERERRSIHERBEESHMERN  IEBR LBEIUE-—ERHRNE
m - Bl Z AR TR RR B N E & HARRY Royce Tise WAIKE ... EHBEELHE

OEmiBtollRERBEEMEHES -~ (XFPHEA)

“NMRG BB IJLUREREEENRE CHEEEEBRLBEME AR
REEREME  HEREEFERFUNBEEAE—RE ” (XEEB)

“HRBREBITIMIEEMZEZERSIDNREE - LEWFEE BBQ £ - HAE

... BE—MEBHRD - ItHh - REBTNETENBER LBEMENTRE -~ (X5

LR ERMEEREERHEEENEBNESmENERBH I LUBMBAELR

EREEHMENTRE -~ (XPED)

“NRG LBEEESTEEE - KR - REMNER - ERMIUEBERIEER R
FENWFFBEmR  HEEANER LBEEEHME  BrliRREmBEJUBIRE -~ (X

A& G)

“IEE instagram ERAALTAARZEIINER - FILUBIZSABEE T ANER - A8

AEeEZ2EELENEmICRE.... 3 AXWNOBRZED  NRRFENEES -

27



BAMBCEREY - ALt - HWRAR LEHMFIENRILRRRESNRIAEmE

BRIFR " (RAAE])

“BRPARLEEEFTEAVNRAERERHTRETAEMEAOSREAEHE - E

R LBENEBRELEXNEETELRERERRA -7 (RAET)

“BRmEmMNZTERERS I RERBEREMENER RERNZRERRTZER
BREAX... ABBLERZIRENBETEER... . WRIE—RERE LB

BEEEMEREEAS  BUMRSIRERRLBEME - (RHEK)

IEAh - BYMGRE - FIERE  BAZEEMRNEBE  EREBERAT  FHK

RFAERNEENLEN  ELEEISNEHEBRLLBEELEHMEETANBERRE - &

BEEINE MRAELFEEmInE  JEHENEAZZESEmNEEREEER

AR LEEEHMEN T EREH - EERIRAB SURFERIMMELEmEE

MARPRENETEEERNNRE  MATEOERBRELIEFERSER - M

TERmmE - WWINEIRFERR  BLEEEHMEEFTERRNEEmAER

@ EFRZEERFHNERHEIMOGFEESANBRERZERSENLR - W

REBIZANBRABERBRBLESTE EUASHRYEENRE - B —RNZ

B I BRPERAMMREAREEEEEENEHMEER LEEEHMEN — KB

’EE °
=

28



“RERLBREBEREENZARBHNER AT m - FIURER EEER

5 EZAGERXK - KRNRNBLEBRAZHINRENER -7 (RAHZE)

“EMFTRIERIA - HERBCBEZRA - TEHEKR - FiUAERERZR

ro A IEER ARVIRFS - O - BB ABEUBIZEENERIZ—......” (RHEL)

Ehed iR EESMERERIMRISIRE

HERaZ2AEREAMKRT - ERELBAEAREREE - AEEJLUBIRERA
EIRRE - A% FlmE 8o e  HRERBERBEORLBEZAIEEEE -
Al BB — 2SR B L o LR FZ o e B EZ2BR LEEEHMENR

B8

REBMAER - 7 BRINERD  RLEHBEIUERKE LREBEZEEERE
all - ERENMAERZ NS - AINEEESEM - @B EFM - BiEEM - X
Bolbl BRI FBEEEEMPREAEM

“NREEFEIEBERHKE —LEERBRREEM - CEWNZPREE I LURER - [Z1EF kL
WAMERC..... ERHEMULIBEMEERFENEm - BrliRER IS EERE

I - ETASR S RERRBREN -~ (RHET)

29



“RAEEZR L HEBERAFERENEN  ZEEEETEER - IEEm AR
azlz - EEUDURAE-ZIWEEEE - EEAMIUERZHH—BNER - B

HHRIEETE - (RFHEC)

BE  MRELBRLBNERERF IS EFEEHR LEEEHMENR
fg - 28H& B RF  BENREEEERLAEVARRNKREZ—  BRZEER
MBS BBRNEHMES  AILBVERR LEHFHEREARTRRERS - UL -
RMED F KERIEEEMNBREFEEM  FEZRYGFERFNEEBRER LS
WALBNRE - &R  EREEAEEFRNMUORMENESAE - KEBBEEL
ERBEENNEREY - sikERER - B 10 URHERE - IRMPIBREESH

MEBRERR/)  PBAZERREAR/EEBRELRNMEBE 7 - R F2HABITIRD S -

FHIMI B H I EREGRAERIEES

+HF

=ERE U2 EEZIERBERE

FFRENEmEFEENNH o RREHERE B /BEEE NERPESZ A

DR RUKREBENE D - B 5 IRHEBHEZIJLIE NER 30 pERIE - 3 IR

RO PIER—/NRAWE - ZINTEERIEN D - B 7 URMEFRER IBE 200-400 7T

WERRIURRES - B2URNEG2IUARIEZN-EEEZ ol DIERH -

30



E—En MRRSAS R

EEMANETZENZERREIEEHR LEHFMEENEE - WHZITHRRELESE
ZEE - JLUMARRE LEHMEENSEIRS| - TARBERFEABRLER
EHMENAR  RIMAEBEZEFEBRIANXER/RE  SIXPHREIUZBE
BRE(ERS|IERGHELZEZATEMBAIEN - B RREHE —EHEHERGO
fERIZE - FEBAKAFFMREBRBERLESXEENIER - &2 o] DUENELRE

/DA (M. Saunders, Lewis, & Thornhill, 2007)

ERMANGERP  IRBRRIFEEZEZEBAENETFBHEVFa LETEY -
RNB R RERAN AT ERARBAERAFZEHEZEmmENHEEMNES
fS/0v ° Tian et al. (2013) ELBFEHRANCETENHHAREEKR - ERBERESE
ARG - RZECHEZEN ORH ZHEERRBEE UMD EGER - F U4
ZEEESEBRNAKLEY YIS  IELEMRAEETENERE - EFBHNFER

AR MIBAERS - HIFaBrZmFE2IFEANR - NEaEEREAK - /)

HE

EETARBRNLEEADHS -

EEMANEIZENZERTAEEEZHR EBEEHMEENREE - (Boyer &
Hult, 2005b):3 734 LIHERmMMETTmE - EERMRBZXIREESESEJLEERET

31



BEREEEMMEHME  BAZHRSNEHR LEEEHFHES TEREEHMNE

E - Sunil(2015)8sm#a A FeERR ¥ B RV E B E F AMNEEEE -

WERGEHEZAEFBHFBE —RIIFAIPEMTREE O LIRIRERE - @A

\+)|+

H

ZEMEMPARASEERRSIAMNMS - RINETFTEEEEENELOEREESH
Em (Park et al., 2012) - B F HHIER (Bruce & Daly, 2010)H1ZE i E = (Boyer & Hult,
20052) - BRERETEBYEEEBEENIMEMNIEEZRZE Z—(Urbany et al., 1996) - 4
Ik FERNSEMIMRHBEESRRZEN - Q8 AERE -BYWREMNER K
(Nielsen,2018) - HEERBELX—ERN LBEMENMAER - EAETLIESEM
MEEMT S ESHRWER  EUMEAEEIIERERE - FREBOELSRIZHE
HERBEFEEBEANIERRNEE SHESER BTERRE  ERZK
(CRREEZRILUEMMMR FEEEHMEENWER - IMBREERERZKEIL
ERHEHBEEAYHAYEENANERRA—REAE LBYNES  EBEANEH
EmfHEEARIRIISREEREREERTMRRIULUEMMMR - BEZRE
MAE - SHERTALBELHRER  tARFBEEEANRYIERENE M -
Bk - HiE - BH - BEERE  BEAHEER BEKR  ANDHEm  ZHE
RRELERNRBEEERRARPREDZIIMWIE - Seitz et al., (2017)REMERIES -
HEEAEER TEHEENRESG BETHMENTZERE  Ft . HEEL

REFHRABE LETEKR  AMYER - EIRE B (Boyer & Hult, 20052)2FZR P &

32



iR KENRKRHNEmMmAKOEER LLERT  RMEHERNEEMEE P2

- REGHRERENSEARLBEEEHMEEREN—EER 828 EEEEEE
HMEFEOE  EARMMABE-—RBEAREDm QB HBEEREAFTKEL
BAmETUEREWRINEERE BAREXBEELEHMENSREBEETEAS - B

IHEREIRE M (JRRIMIVES T AXIE -

EmNEE  BEUBEBNEAZZEEmNEEREEEHRALBEEEHMEER
AHERE  HEPRBREnEERRWREEARVPNERABABRRNER - Hb &
ZELmMEAY - EmAER EmAMBEEBEXAT - S EEERERRERERE
Em - RIFMMEREELRABREY  SAMMRERISmNSEER - B4
Boyer and Hult (Boyer & Hult, 2005a)89sm#a81 - 255 HOEE & Pl 2RV an 2 th M
BEREPEEN—RTZE—EHE - It - RZEEEEZERZEREWRIMMETERE
an - SR BEIWRIETER AR BRI ATIRGE - 3%/ LAPRBERNER —X
WEIE mREZEMintel - 2018) * iR EBIHNFHEAFZLM - BASHRARIO -

SRFBE-ERHEHEZXBEPIRSEEH  REERSIEEZEIE

o
all
fid
.
E;

R HZEERTE—ESLE - Al - —EXTERRRERBNZR EBYEE
Z—  ABMMLAFIEERERY  GARESEBRE - RERKBTEFEH
BEER LBYERNREZ —(Keh & Shieh, 2001) - BEEZHNEMRERIRZHEFE

MENEERER LBEEEHMEPES AMBERIER - B EEMRE M

33



ZZEEMFHNEM - BEASE-LEHANEYT - Ul - BEASEEHZEES

WEHE - BEARAZER URHEEZEBRLEEEHME  SREBRKFERE

BAZIFETERE - BakerQ000) L EH M B HEEBEEEBELREEEmmE @ E
REHFMEEIRRASSENER - HEZEBBLUME - KK - EENERIORTE

EEREZERANEm  BRERLLEEEMEREEEREZEERN - HEEIE
EAEREEEEMEE - ERPNEBE  HURBUBINESEREEE  HEEERY
EmMEHEERENEREE RIS IREE(Seitz et al., 2017) - LI EEBOEEE B
FREEHMBENARELANYMP AR wE  BRESoLUEIDEEER LB

BEEHMEHHNERITB/ VEEERBNRARFGERIMR LEHMEENER -

ER—RAZEE(Keh & Shieh, 2001)IR LR L= INREHEE AR LBV
FERE BERMRZBBEREURDNEBRIFEELZEHBENEEZ— - B
11 URFERERIEELZEZEBRER EBYNRE - BROTFRNBELEZ/HE

ZHAB2HEER LBYRBEBRNEER  ARRAHSFRIAEZNREMRES -

RIS AREGR EV NS F L2 TRBRIRE -

EREZAERRBMERN - FIHREBREBIEXBME RFBMNERNAEENER
EITHBERY  RBARANERBNE LEFHEERRRBENERERBMNREHESE

ZEmEMN  UJUEEEEHR CHERENREMEEEEMENMEEZEERR L

34



BERENEE - RLBEEERRBEREIREEEEBRNER  KTRHES

¥ F & AIFA(Keh & Shieh, 2001) -

E_En 2558

EREEEN M ENES B EBBAEK(Seitz et al, 2017) - BAELEEHEERS
B R L E (Baker,2000) - BERNRERF IEEEBRE LR LBEEME - HIL
BAMAZEEERR LEmEERIL AEEREFNRERFAECEEEEREEER
FREESHME - sSEa/LI2Z A Uber Eats WE)L - FE] BRMEEHEE B R
2 EReBMmE BRMER - BIMABR - Uber Eats BIEF KB EEGBREE
mVERMTRENCEEER  BREREEREERERINZEE  MEFEHE
ZOLURDVER—EEBAUMNERREEAFEIBELD  ERNRBIFBZEEE

ABRENZBE O HERIEHZEEERTE AR -

A R ARIRFEEERADERSEZRNEmMENEN B2RER

=E

QE‘I’

ERERERAENEEZ MM RMEMERY oI UEBMPIESRRSFINE -

FUARMAEEZR ARG LERMERERI Lo IRRESEMEREN - AR

TEmMBAMEMME - BN AEREENINN - EZ0UIASARBREER

HEBXE - RLEEFUILUREBEZENBERT K - WERBEBRERRFIRS A

it
el
Kt

¥ (Keh & Shieh, 2001) °

35



REBUAINWNMEAE RNV RGRIURRH IR EEEREmMERHEER L
BEEHMEEANERYZ —  ALERMAEEZSZHRELERMEERER R LB
A - BoLIKEBRERBEEEREEZRT - ER—REEBENEYERI
DEBEEHZR LMEEENEE - Al EEE N EMMIERE L5 BaREamZE W
NWERBEEZBENEm  mEHZHEN - HEEJUBBRABEEREREIIR
PHRmMMEEERE PR MR EF(Ellis,2003) - IMIREEEHWENEY A
MR UEEEEZWINEERERENEFEBRA LS EYREEJUERR
ARBRIEBRERENSE B RULUESEERREENRE - BEREEMEEY
DR HEZHRG LMEN—LRE - IR (EENZREZN  REBERRRIE
HEER LIBEEHMENERRRZ —  BAItR FRERERRSG AR - HEER

ma CEHMBEMURHKESHNERRTERM  SEBMHHNILENHFPERE

DEFERHERERY  WREHBEATKRE  EJLGSERNALNRREE

i

g BEEODBEERMENEEERERE - IR &SR THEIETBARERHE

EENHRRHELNERZE - EINMPIHE EBEEHMETRELD -

E=d B 50 &9 By TR

Bryman (Bryman, Becker, & Sempik, 2008)35 H B {Eif 5t 48 RAVE B E RN AR -
IEMRETRENMKNAZSZHERESIL - HILRER 12 B0 FRACTRZEE T

36



ZER  AMREEEEMHTIEEZEREUEE - EREMBHALSIESE -

FIEE M HRUEEE oI sEB ARINEE S e XL -

ICHIFREE 12 RREDXK - TIRBERASTXEHR LEFMB R INEIERE -

RBARBIBEERN EECAREBHEENGH  BEEERNEZEZBAR

EI]]H'

& WACRERROEF P2 01TRY - AR —LEEZ I BEZ BN A S R
FEAN AR ERELEERNEZRRAEFRIGEEEERETENR - X RE
RESEHEEHR BEEHMEENEE S8R —LER  WEANES  MRER
FEPG LEEMEENNELER  BREBEFRISRERERD - HmFHFMEUT

EMERZER

EIER RIRMFFEE

BIEMANBEEIRAE/) - FEB(EERZREMAY - Malhotra and Dash(2011): 8 &
RMMANERBRA/ERMNIERE-—DHROER - AILATERRIR IR
RRWMFEAERFR LEHMERERPE—DRZMNEHREATNER - B3R
RERA TR I U EESIELSMNIE MM ETHRAR - UL ERZESERME

—B - RARNARR L EHEEREE oI LURAER A RAAERNEZ

37



53R

BRI (2013). FREMERNEBEEBERENEE--UZETaEFBHEREIES

MREZR.

S, (2004). WESHEEN ZE - DRSS REMBE A

HFREE. 2011). K EREEABIERER LHE _FHMZBEIIER.

BIEE. (2015). 8/ N ERHOMRINS B ERER Z R,

\I

T &I, (2000). EF @5, FTEZRE: E4E.

255F.(2019). DL 4C BB MEBEFREE Z2THERE: DURKEEY R

REE.(2017). SR <87 A2 <8, RAEMWEIRE. S HEIRI(11), 49-50.

Achrol, R. S., & Kotler, P. (1999). Marketing in the network economy. Journal of marketing,
63(4 suppll), 146-163.

Ajinkya, B., Bhojraj, S., & Sengupta, P. (2005). The association between outside directors,
institutional investors and the properties of management earnings forecasts. Journal of
accounting research, 43(3), 343-376.

Anckar, B., & D'incau, D. (2002). Value creation in mobile commerce: Findings from a
consumer survey. Journal of Information Technology Theory and Application (JITTA),
4(1), 8.

38



Anckar, B., Walden, P., & Jelassi, T. (2002). Creating customer value in online grocery
shopping. International Journal of Retail & Distribution Management, 30(4), 211-220.

Baker, M., (2000). Online grocery shopping - time for a stock-taking, ICSC Research Quarterly
[online]. 7(1), 1-4. Available from: doi: 10.1108/09590550610660260

Bayo-Moriones, A., & Lera-Lopez, F. (2007). A firm-level analysis of determinants of ICT
adoption in Spain. Technovation, 27(6-7), 352-366.

Blaikie, N. (2007). Approaches to social enquiry: Advancing knowledge: Polity.

Bourlakis, M., & Bourlakis, C. (2006). Integrating logistics and information technology
strategies for sustainable competitive advantage. Journal of enterprise information
management.

Bourlakis, M. A., Ness, M. R., & Priporas, C. V. (2006). The Greek food shopper: segmentation

on the basis of attitudes to store features. EuroMed Journal of Business, 1(2), 29-49.

Boyer, K. K., & Hult, G. T. M. (2005a). Customer behavior in an online ordering application:

A decision scoring model. Decision Sciences, 36(4), 569-598.

Boyer, K. K., & Hult, G. T. M. (2005b). Extending the supply chain: integrating operations and
marketing in the online grocery industry. Journal of Operations Management, 23(6),
642-661.

Bruce, M., & Daly, L. (2010). Innovative process in E-commerce fashion supply chains
Innovative quick response programs in logistics and supply chain management (pp. 227-
242): Springer.

Bryman, A. (2011). Research methods in the study of leadership. The SAGE handbook of
leadership, 15-28.

Bryman, A., Becker, S., & Sempik, J. (2008). Quality criteria for quantitative, qualitative and
mixed methods research: A view from social policy. International journal of social

research methodology, 11(4), 261-276.

Carson, D. J., Gilmore, A., Perry, Ch., & Gronhaug, K. (2001). Qualitative Marketing
Research. Thousand Oaks, USA: Sage Publications.

39



Carson, S. H., Peterson, J. B., & Higgins, D. M. (2005). Reliability, validity, and factor structure

of the creative achievement questionnaire. Creativity research journal, 17(1), 37-50.

Chiu, Y.-T. (2018). A Study on Business Strategy of Sharing-Economy Company-The Case of
Uber.

Dawes, J., & Nenycz-Thiel, M. (2013). Analyzing the intensity of private label competition

across retailers. Journal of Business Research, 66(1), 60-66.

Demsetz, H. (1973). Industry structure, market rivalry, and public policy. The Journal of Law
and Economics, 16(1), 1-9.

Ellis, C., (2003). Lessons from online groceries. Sloan Management Review [online]. 44 (2), 8.
Available from:
https://search.proquest.com/openview/3fef2cedd9442d3c¢800eb1e451630e0c/1?pg-
origsite=gscholar&cbl=26142

Flintermann, B. (2014). The quality of market research reports-The case of Marketline

Advantage and the automobile industry. University of Twente.

Food Marketing Institute., (1994). Food Marketing Institute. Available from:
https://www.fmi.org/

Ghezzi, A., Mangiaracina, R. and Perego, A., (2012). Shaping the E-Commerce Logistics
Strategy: A Decision Framework. International Journal of Engineering Business
Management [online]. 4, 13. Available from: doi: 10.5772/51647

Greener, I. (2011). Designing social research: A guide for the bewildered: Sage Publications.

Hsu, M., Huang, Y. and Swanson, S., (2010). Grocery store image, travel distance, satisfaction
and behavioral intentions. International Journal of Retail & Distribution Management
[online]. 38(2), 115-132. Available from: doi: 10.1108/09590551011020129

Lee, W., Shih, B. and Chen, C., (2011). Retracted: A hybrid artificial intelligence sales-
forecasting system in the convenience store industry. Human Factors and Ergonomics in
Manufacturing & Service Industries [online]. 22(3), 188-196. Available from: doi:
10.1002/hfm.20272

40



Jackson, P., Del Aguila, R. P., Clarke, I., Hallsworth, A., De Kervenoael, R., & Kirkup, M.
(2006). Retail restructuring and consumer choice 2. Understanding consumer choice at
the household level. Environment and Planning A, 38(1), 47-67.

Jahanshahi, A. A., Zhang, S. X., & Brem, A. (2013). E-commerce for SMEs: empirical insights

from three countries. Journal of Small Business and Enterprise Development.

Kaipia, R., Holmstrém, J., & Tanskanen, K. (2002). VMI: What are you losing if you let your

customer place orders? Production Planning & Control, 13(1), 17-25.

Kannan, P. (2017). Digital marketing: A framework, review and research agenda. International
journal of research in marketing, 34(1), 22-45.

Keh, H. T., & Shieh, E. (2001). Online grocery retailing: success factors and potential pitfalls.
Business Horizons, 44(4), 73-73.

Keh, H. and Shieh, E., (2001). Online grocery retailing: success factors and potential
pitfalls. Business Horizons [online]. 44(4), 73-83. Available from: doi: 10.1016/S0007-
6813(01)80050-1

Koch, J. V., & Cebula, R. J. (2002). Price, quality, and service on the internet: Sense and

nonsense. Contemporary Economic Policy, 20(1), 25-37.
Kuan, H.-H., & Bock, G.-W. (2007). Trust transference in brick and click retailers: An

investigation of the before-online-visit phase. Information & Management, 44(2), 175-
187.

Kuzic, J., Fisher, J., & Scollary, A. (2002). Electronic commerce benefits, challenges and
success factors in the Australian banking and finance industry. ECIS 2002 Proceedings,

60.

Mahadevan, B. (2000). Business models for Internet-based e-commerce: An anatomy.

California management review, 42(4), 55-69.

Maslow, A. H. (1954). The instinctoid nature of basic needs. Journal of personality.

MarketLine., (2016). Global Online Retail [online]. Marketline. Available from:

http://www.marketline.com/overview/

41



Mintel., (2017). [online]. Mintel. Available
from:http://academic.mintel.com/display/847119/?highlight

Mintel., (2017). Amazon announces acquisition of Whole Foods Market [online]. Mintel.
Available
from:http://academic.mintel.com.sheffield.idm.oclc.org/display/841727/?highlight

Mintel., (2018). Attitudes towards Voice and Same-day Delivery [online]. Mintel. Available
from: http://academic.mintel.com.sheffield.idm.oclc.org/display/888105/

Miliano, C., Margiani, G., Fattore, L., & De Luca, M. A. (2018). Sales and advertising channels
of new psychoactive substances (NPS): internet, social networks, and smartphone apps.
Brain sciences, 8(7), 123.

Nielsen., (2018). The Warring States Period of Taiwan's Retail Channel [online]. Nielsen.
Available  from:  http://www.nielsen.com/content/dam/nielsenglobal/tw/docs/2018-

taiwan-retail-landscape-whitepaper.pdf

Moustakas, C., (1990). Heuristic Research: Design, Methodology and Applications. London:
Sage Publications 1990.

Park, S., Lavallee, D., & Tod, D. (2012). The development of an athlete career transition support
programme: A case study. Qualitative Methods in Psychology, 13.

PWC., (2017). How does the retail industry respond to an uncertain future [online]. PWC.
Available from: https://www.pwc.tw/zh/publications/assets/total-retail-2017.pdf

Ramus, K., & Nielsen, N. A. (2005). Online grocery retailing: what do consumers think?

Internet research.

Rose, S., & Samouel, P. (2009). Internal psychological versus external market-driven
determinants of the amount of consumer information search amongst online shoppers.

Journal of marketing management, 25(1-2), 171-190.

Saunders, M., Lewis, P., & Thornhill, A. (2007). Research methods. Business Students 4th
edition Pearson Education Limited, England.

Saunders, M. N., & Townsend, K. (2016). Reporting and justifying the number of interview
participants in organization and workplace research. British Journal of Management,
27(4), 836-852.

42



Seitz, C., Pokriv¢ak, J., TOth, M. and Plevny, M., (2017). Online grocery retailing in Germany:

an explorative analysis. Journal of Business Economics and Management [online].
18(6), 1243-1263.Available
from:https://www.tandfonline.com/doi/abs/10.3846/16111699.2017.1410218

Sengupta, A., Das, B. and Pemberton Cyrus, J., (2009). Performance improvement analysis of
a supermarket checkstand. International Journal of Productivity and Performance
Management [online]. 59(1), 37-50. Available from: doi: 10.1108/17410401011006103

Silver, L. D., Ng, S. W., Ryan-Ibarra, S., Taillie, L. S., Induni, M., Miles, D. R., . . . Popkin, B.
M. (2017). Changes in prices, sales, consumer spending, and beverage consumption one
year after a tax on sugar-sweetened beverages in Berkeley, California, US: A before-
and-after study. PLoS medicine, 14(4), €1002283.

Silverman, J. L., Yang, M., Lord, C., & Crawley, J. N. (2010). Behavioural phenotyping assays
for mouse models of autism. Nature Reviews Neuroscience, 11(7), 490-502.

Smith, K., (2010). Digital Marketing Strategies that Millennials Find Appealing, Motivating,
or Just Annoying. SSRN Electronic Journal. Available from: doi: 10.2139/ssrn.1692443

Sunil, S., (2015) Meta-Analysis: The Efficacy of Acceptance and Commitment Therapy on
Quality of Life in Chronic Health Conditions. Doctoral thesis, University of East Anglia.

Tian, Z., Zhang, Z. and Guan, X., (2013). A new evolution model for B2C e-commerce
market. Information Technology and Management [online]. 14(3), 205-215. Available
from: doi: 10.1007/s10799-013-01598

Tian, M., (2016). What is the price behind Taiwan’s super-business density world [online].
World Magazine. Available from:

https://www.cw.com.tw/article/article.action?1d=5077792

Urbany, J. E., Dickson, P. R., & Kalapurakal, R. (1996). Price search in the retail grocery
market. Journal of marketing, 60(2), 91-104.

Wood, A., (2011). Multichannel shopping: Crossing the channels [online]. WARC. Available
from: https://www.warc.com/Content/2e398481-c9ca-4169-b335-580c10fb5570

43



Wymbs, C. (2011). Digital marketing: The time for a new ‘“academic major” has arrived.
Journal of Marketing Education, 33(1), 93-106.

Yeh, R., Plante, R. and Agrawal, D., (2011). Consumer Data Analysis and Its Managerial
Application for the Grocery Industry. Journal of Promotion Management [online]. 17(1),
96-113. Available from: doi: 10.1080/10496491.2011.553790

Yuan, Y., Lu, L. Y., Tian, G., & Yu, Y. (2020). Business strategy and corporate social
responsibility. Journal of Business Ethics, 162(2), 359-377.

Zhu, K., & Kraemer, K. L. (2002). E-commerce metrics for net-enhanced organizations:

Assessing the value of e-commerce to firm performance in the manufacturing sector.

Information systems research, 13(3), 275-295.

44



