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P FERARN BARR O M2 ERE D AR EEA AT A K H P o A4E g e R %% Klein
(2003) % Fiore & 4 (2005)%3‘% Ven{TE IR P A8 2 F & £ * Dickson (2000) %73 1 T
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(2000) # Newman and Landay (2000)#7# 4! ch#r& 38 P o /& 5% % % Hoffman and
Novak (1996) ~ Hoffman and Novak (1997) -~ Koufaris (2002) ~ Agarwal and Karahanna
(2000) ~ Moon and Kim (2001) % Hoffman and Novak (2000)=0# & ; & 2 »t% %% Kotler
(2002)#7#% d1 g 4 o 7 5 F & %4 Huang (2000)#7#% D enmE£ 58 0 - B 5 0 2 s B 5
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%1 T RAHT
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. DHE | T3E | ¥Rk u Cronbachs

# m (Construct) ) (Standard

(Range) | (Mean) | (Variance) o Alpha

Deviation)
Ak g Eﬁ?&i—}é} 5.71 47838 0.819 0.90506 0.846770
Al | 4.14 5.0081 0.734 0.85662 0.867180
PR }:h F 3 5.67 5.0363 0.753 0.86760 0.864816
R S 4.50 5.2087 0.772 0.87849 0.885934
R 2% 4.00 5.1263 0.700 0.83676 0.903848
75 F B 4.33 5.0806 0.775 0.88060 0.823492

= ~ Az ag»x & (Convergent Validity)
YeROC R ek ¢ 3 0 T 35% B 5P (Average Variance Extracted, AVE) ~ 17 % ‘&
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At € TRk (Social) 0.884149 0.523113 0.723266
A8 ¥ % & (Media) 0.897672 0.556458 0.745961
PR L F 3 (Atmos) 0.898822 0.597081 0.77271
se iz 5 5% (Flow) 0.909497 0.557384 0.746582
R 4 >z % (AIDA) 0.920464 0.536897 0.732733
7 % F J&(Behavior) 0.883342 0.654637 0.809096

‘& % K (Composite Reliability, CR)% 7 % 370.6 - 2 & £ R (CRIE) 5 F - #5 #77F
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Social Media Atmos Flow AIDA | Behavior

Social | 0.723266

Media | 0.697019 | 0.745961

Atmos | 0.585594 | 0.640948 | 0.772710

Flow | 0.582178 | 0.652655 | 0.737127 | 0.746582

AIDA | 0.619656 | 0.710615 | 0.672403 | 0.739711 | 0.732733
Behavior | 0.538453 | 0.593009 | 0.545579 | 0.633091 | 0.719967 | 0.809096
7L ¢ Social : A- € TR R > Media @ SR E F R Atmos ¢ R EF 4

Flow : it/2 5% ; AIDA : B £ »t% ; Behavior ! {7 5 F J& °
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Abstract

As the rapid development of Internet, its convenience changes the business model of the
change, also lots of human lifestyle and shopping behavior. There are some studies found that
layout structures and shopping environment of real store would affect the consumer's
purchase intention, but related issue is less discussed in the virtual store. Therefore, the main
purpose of this study was to explore the effects of 3D virtual store layout patterns on customer
purchase behavior. This research adopted the media richness theory and social presence
theory, and Attention-Interest-Desire-Action (AIDA) model as its theoretical base. We
contend that store layout attributes (store atmosphere, media richness and social presence
related factors) directly affect their immersion experience, and also influence their behavior
reaction  via  their  perception of the advertising effectiveness (AIDA,
Attention-Interest-Desire-Action). A research design was developed, and the research model
will be empirically tested by a survey with 3D virtual stores in the e-commerce contexts. Data
collected from a sample of 372 students at universities in Taiwan were tested against the
research model using the partial least squares (PLS) approach. The results indicate store
atmosphere, media richness and social presence related factors will affect the immersion
experience, thereby affecting behavioral responses via advertising effectiveness. The findings
of this study provide several theoretical and practical implications for web designers to
develop the best 3D virtual store layout design strategies. Such as web design can enhance
consumers' behavioral responses toward the development of related factors, raising the online
store atmosphere, media richness and social presence, etc., and thus enhance the consumer
website of the immersion experience, the purpose allowed consumers shopping behavior
response.

Keywords: 3D Virtual Store, AIDA, Store Atmosphere, Social Presence Theory, Media
Richness Theory



