CD

1998

[10]

(3]

81
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Electronic Commerce B toB

cyber marketing

B toC
CtoB
CtoC

[7]

[12]

[19]
(2]

Internet marketing

[9, 11]

[1, 4, 6, 8]



2002

1999 54.4%  45.6% 2002 49.6%  50.4%
1999 2002 80%
1999 23.7% 2002 57%
1999 57.7% 2002 62%
2002 61.2%

Virtual Bookstore

Online Bookstore

http://survey..yam.com/index. ht ml
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[14, 15, 16, 18]

[17]

brand loyalty

brand awareness

perceived quality

brand association

other proprietary brand assets

1.
Aaker, David A., Strategic Market Management 5.

Aaker



Aaker

Laura

Michael Mauboussin

[13]

[13]

(5]

[13]

Credit Suisse First Boston

Al

85



86

Likert scale



63.5%

400

SPSS for MS Windows 8.0

Cronbach’s alpha

KMO

254

one-way ANOVA

Cronbach’s alpha

87

KMO
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Kaiser-Meyger-Olkin KMO
KMO 0.905 1
Bortlett’s 2222.052 253
P-value  0.000
0.621
1. KMO Bartlett
Kaiser-Meyer-Olkin .905
Bartlett 2222.052
253
.000
25
1
2
2.
Cronbach’s Alpha
0

0.8385




3
3.
Pearson Pearson
( ) C
* .017* * .955
* .338 * .055
* .326 * .457
, * .048* * .000* *
* 413 * .000* *
* .528 * .000* *
* .000* * * .046*
* .166
* 0.05 ( )
** 0.01 ( )
3
Pearson P 0.017 0.048 a =0.05
a =0.05
4
4,
Pearson Pearson
111 .000**
.004** .067
.023** 134
.031* 412
.300 .804
.466 .403
.187 .826
.010** .645
( .403 .285
( .257 731
( ) 644 .851
.041**
* 0.05 ( )

* %

001 ( )

89



90

4
o =0.05
T
5
5.
Levene

F t (
2.577 110 -1.282 214 .201

-1.321 213.174 .188
4.493 .035* 537 214 .592

.555 213.699 .579
3.547 .061 1.145 214 .253

1.190 214.000 .235
.035 .852 -.134 214 .894

-.128 166.639 .898
3.718 .055 .066 214 .947

.073 166.639 .942

5 Levene's Test
F T
Levene’'s Test
93
P a =0.05

ANOVA
.05 .01




91

6.
.110 .087 .020* .013* .026* .374
.035* 519 .088 .397 .790 .334
.061 .155 .340 .288 .616 .699
.852 671 .864 .751 .979 .843
.055 .001** 117 .989 .970 .039*
* 0.05 ( )
% 0.01 ( )
a
=0.05
ANOVA F
7 18 18~23
24~28 29~33 34~38 18
18
7.
Scheffe
(1) (J) (I-J

18 | 18~23 2.2562646* .438 .001*

24~28 2.0803750* .445 .007*

29~33 2.2135129* .469 .006*

34~38 2.2654299* .504 .012*

39~43 2.3535896 .699 191

43~47 2.2532545 .699 .190

47~51 2.5686362 .699 .103

51 2.1237654 .642 .212

.05



92

( )
.087
( ) .201
216
-.145* -.119
( ) .033 .060
218 250
.088 -.004 .069
( ) .201 .953 280
214 246 247
-.019 .009 .409** | .050
( ) .783 .881 .000 436
218 250 252 247
-.071 | -.151* 670%*| .135* ABT7**
( ) .297 .017 .000 .035 .000
218 249 251 246 251
.102 .025 103 .106 .094 131*
( ) 132 691 106 .100 .138 .039
217 247 249 244 249 248
* 0.05 ( )
*% 0.01 ( )
8
P=.033<a =0.05
30
P=0.00 a =0.05




Promotion

18

18

18

93
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