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travel e-commence

Abstract

Travel e-commence has rapidly developed
in Taiwan, and has become a major market.
Some scholars emphasize the importance of
experiential values to online consumers.
However, there is little study concerning on
this topic. The study therefore explored
consumers’ experiences, emotions, and values
for travel e-commence. Basing on Holbrook
(1986)’s C-E-V model, a conceptual
framework and hypothesis were established.
The study also suggested that consumer’s
personal characteristics and website settings
provide stimulus cues that influence consumer
website evaluation which in turn affect
consuming emotions, and website patronage
and experiential values. A hierarchical
multiple regression was applied to examine the
causal relations among variables. The research
results showed that both of consumers’
involvement and website environmental factors
influenced consumers’ evaluations for travel
e-commence. Consumers’ evaluations also
significantly affect consumers’ emotions thus
influence repurchase intentions and experiential
values. Accordingly, the implications for travel
e-commence in understanding both of
consumers’ functional and non-functional

needs were discussed.

Keywords: e-commence ~ consumer behavior ~

experiential value - online travel
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