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ABSTRACT. This study is attempted to combine the decomposition theory of planned behavior
with the theories of relationship quality and product involvement to establish a complete model for
the explanation of factors influencing online investment and post-purchase behavior. The SEM causal
model was used to verify the capability of the model to explain the online investment and post-purchase
behavior of consumers. Consumers in the top four largest cities in Taiwan who invest in financial
products via banks were selected, and the number of research subjects was detemiined by the population
of each city. The stratified random sampling method was used for the survey and 274 valid questionnaires
were returned. The SEM model was used for data verification. In the preliminary fit, the tinancial
support of family members has the highest influence on the decision of consumers (subjective norm),
the incorrectness of product information announced by service providers is perceived by consumers
as the highest risk (perceived risk), and the attractiveness of products is the most important variable
to arouse the interest of consumers to buy (product involvement). As for the actual behavior, personal
requirements for investment are the most decisive factor for consumers to take actions. The correctness
of products is the most infiuential factor for the gap of perceived service quality. Among the parameters
under the post-purchase behavior, the external response and internal response are most decisive for
consumers to take actions after they have made a purchase. As for the internal fit, the subjective norm
to actual behavior, perceived risk to actual behavior, subjective norm to post-purchase behavior, and
gap of perceived service quality to post-purchase behavior reach the significant level and the overall
goodness-of-fit of the research model was satisfactory.
KEYWORDS. Decomposition theory of planned behavior, relationship quality, product involvement,
structural equation model (SEM)
With the development of ÍT technology,
many consumers use the Internet as a tool that
helps them collect information on products and
services easily and rapidly. Particularly, the realtime interactive communication of multimedia,
a network technology that combines text, voice,
and other media for interaction, provides a more
friendly and effective communication mechanism than conventional media. For financial
institutions, the Internet not only reinforces the

relationship between banks and consumers, but
also adds a new element to the marketing mix
of banks. For consumers, collectitig information
and feedback on investment products for their
purchase via a plurality of routes in a manner
similar to direct sale is a manifestation of
relationship marketing.
In an environment in which the national
economy is continually improved continually,
banks and other flnancial institutions should.
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in addition to upgrading their hardware and
software, improve their customer relationship
management to meet the coming challenges.
Merely using traditional marketing strategies
and reinforcing motivations is not sufficient
to improve interactive relationships with customers. Rather, how to trace the performance
of short-term transactions and convert them to
long-term relationships is a critical element for
which service providers must take actions for its
achievement, needless to say that the cost for
developing new markets is much higher than the
cost for retaining existing customers. According
to Lovelock's (1981) classification of service
encounters by product attributes, the banking
industry is a branch of industries where service
encounter is crucial for its service quality.
Berry and Parasuraman (1991) also suggest that
service providers may increase their market
share by decreasing loss of existing customers
and providing more trading approaches for their
customers. In addition to looking for partners,
service providers of banks and other financial institutions should make efforts to ensure repeated
purcha.se behavior of existing customers for their
survival in the fiercely competitive environment.
The study will discuss this topic based on the
concept of relationship marketing.

Shao,Wang and Chen. 1999); (3) Website and
e-Commerce: Planning of website content and
construction of website systems or implementation of e-Commerce were discussed for their
influence on service providers. Lai and Yang
(1998), for example, proposed an IA-based
customized marketing system to solve tbe problems encountered by consumers when they surf
the World Wide Web, while Bloch and Segev
(1997) discussed the influence of e-Commerce
implementation on service providers from the
viewpoint of the supply chain; (4) Purchase decision: Factors that influence the purchase decision
of consumers were discussed. For example, the
EKB model (Enge & Kollat & Blackweil model)
and Howard-Sheth model (Evans and Berman,
1994; Engel, Blackwell and Miniard. 1995) were
used to explain and predict the cause for and consequence of consumer behavior. In other words,
previous research focused on the following
three dimensions: (1) Explaining and predicting
consumer behavior based on consumer behavior
theories; (2) Stressing the influence of various
industrial characteristics on consumer behavior
and explaining the difference; (3) Focusing
on the construction of software and hardware,
e.g.. construction of websites and their content
features.

Previous researches on factors that affect the
willingness to consume or consumer behavior
on the Internet usually proceeded with the
following approaches: ( 1 ) Theories: Intention of
consumer behavior and attitude of consumers
were discussed based on different theories.
While some researchers analyzed the influence
of website system construction on the willingness to consume based on the Technology Acceptance Model (TAM) (Moon and Kim, 2001),
others applied the Theory of Planned Behavior
(TPB) and Decomposed Theory of Planning
Behavior and brought up a more comprehensive
description of the willingness to consume on the
Internet and the understanding of using information technology. There are some technological
and psychological factors affecting the Internet consumer. (Ajzen. 1991; Taylor and Todd.
1995a); (2) Industries: The service industry was
the focus of this approach and different theories
were discussed to explain purchase intention
and behavior patterns (Ajzen and Driver, 1992;
Henderson, Rickwood and Roberts, 1998; Liao,

In spite of the fact that much research
has focused on online consumer behavior, the
following topics are not either touched upon
or completely explained and need to be explored further: (1) Factors that influence the
actual online consumer behavior: Only part of
the causal variables were discussed (Leblance,
1992; Ducoffe, 1996) or described based on
other models (e.g., Rogers. 1983, using the
Innovation Diffusion theory to support his argument of consumer behavior), and only a few
researchers focused on the examination of the
suitability of models derived from integrated
or expanded theories; (2) Most of the previous
studies focused on the intention of consumer
behavior (Hou and Lin, 1997; Ajzen and Fishbein, 1980). and studies on factors that may
influence actual purchase and post-purchase
behavior were rare; (3) Most researchers used
tbe Muitivariate Statistical Analysis approach
for their research, but the causal model and path
analysis of the Structural Equation Model (SEM)
were rarely touched.
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Factors influencing the actual purchase behavior of consumers include variables that can
be observed directly, such as marketing mixes,
product features and demographics, and variables that cannot be observed directly, such
as psychological, social and cultural variables
(Engel et al., 1995; Teo, Vivien, and Lai, 1999;
Lai, 2000). Pervious researches were capable of
explaining factors influencing consumer behavior based on the Theory of Planned Behavior.
Decomposition Theory of Planned Behavior and
Technology Acceptance Model (Ajzen, 1985;
Davis, Bagozzi and Warsbaw. 1989; Moon and
Kim, 2001). However, these researches were
either involved in products to a limited extent
or rarely made analysis from the viewpoint
of product involvement. The Study discusses
the online investment behavior and, thus, is
significantly involved in products. Since the perceived risk of consumers has great influence on
their purchasing behavior, the Study is trying to
combine the Decomposition Theory of Planned
Behavior with the theories of relationship quality
and product involvement to establish a complete
research model. The SEM causal model is
used to verify the capability of the model to
explain the online investment and post-purchase
behavior of consumers.
Based on the above description, the objectives
of the study are summarized as follows based on
the above description:
1. Providing a model for factors that affect
online actual purchase behavior and postpurchasing behavior by integrating the Decomposition Theory of Planned Behavior
with the theories of relationship quality and
product involvement.
2. Inferring management implication from
verified provider's data based on SEM.

LITERATURE

REVIEW

Decomposition Theory of Planned
Behavior
The Theory of Rational Activity (TRA) argues that behavior is a controllable factor under
personal willpower and ignores the importance
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of uncontrollable factors (Ajzen, 1985). This
ignorance is modified by the argumentation of
the Theory of Planned Behavior. It emphasizes
not only personal motive and attitude toward
behavior inclination and actual purchase behavior, but also the influence of external factors
on the subjective norm of individuals toward
a certain behavior. Advocates of the Theory of
Planned Behavior also argue that the behavior
intention and actual purchase behavior are dependent on whether an individual has adequate
opportunities, resources and familiarity with the
implication of a certain product.
Taylor and Todd (1995a, 1995b) combine
the advantages of the Technology Acceptance
Model and Theory of Planned Behavior and explain consumer behavior on a more comprehensive basis. Like the Theory of Planned Behavior,
they find that the positive "subjective norm" and
negative "perceived risk" are important for a
potential consumer to use IT systems or buy
products. As for the factors affecting the online
investment and consumer behavior as discussed
in the Study, many researches find that service
features of a website, such as interactivity, convenience, informatively reliability and quality
assurance are important dimensions to attract
consumer's attention. (Eighmey, 1997; Ducoffe,
1996; Parasuraman, Zeitbmal and Berry, 1988).
Product involvement is another attractive aspect
for consumption (Zaichkowsky, 1985; Beatty
and Smith, 1987).
The study adopts the following two dimensions of the Decomposition Theory of Planned
Behavior: (1) Subjective Norm: the compliance
of an individual with opinions of other people
or organizations for decision of taking actions.
The Study uses the opinion of family members
or peers of a consumer on the content of
investment-related websites as major variables;
(2) Perceived behavioral control: the assessment
of overall risks when a consumer is in a certain
purchasing situation.

Product Involvement Theory
Theoretically, observation and explanation of
product involvement is different depending on
the subjects and objects of the research. (1)
As for subjects, Zaichkowsky (1985) finds that
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involvement "is a psychological perception of
affairs based on inner demands, values and
interest of an individual". When comparing the
personal involvement of Zaichkowsky ( 1985)
and the purchase decision of Mittal (1989),
Pallister and Gorden (1998) and find that both
theories are different in the ratio of rational
and emotional involvement of a consumer. TTie
personal involvement focuses on assets management of a consumer and is more rational
when involvement of the consumer is assessed.
The purchase decision focuses on the purchase
situation that a consumer is facing and is concurrently rational and emotional when involvement
of the consumer is assessed. (2) As for enduring
concern about and efforts made for a product, Marsha and Bloch (1986) classify product
involvement into situational involvement and
enduring involvement. The former relates to
the product involvement occurring in a special
situation (e.g., the situation of purchasing a
special product) and is normally temporary or
infrequent. The latter relates to the enduring
concern of a consumer about a product because
the product is important to the consumer or
the consumer has to be concerned about the
product on a long-term basis. The enduring
involvement indicates a steady purchase status
and great interest in the product. Both theories
are also different in the efforts for collection
of product information and the latter is usually
higher than the fonner. Beatty and Smith ( 1987),
for example, point out in their studies that
consumers usually collect more information
when purchasing high-value or complicated
products to relieve financial and psychological
risks and show their concern about the products.
The products, such as funds, stocks and other
high-value or complicated products, discussed
in the Study are highly-involved investment
products and, thus, classified in the category
of enduring involvement. Generally speaking,
consumers are more rational than emotional
when buying financial investment products.

Relationship Quality
Parasuraman et al. (1988) create a measuring
criterion SERVQUAL for perceived service
quality of consumers. They classify the service

quality dimensions into five elements: Tangibility (including substantial facilities, tools for
rendering service, and appearance of staffs);
Reliability (the capacity of fulfilling service
commitments correctly and reliably); Response
(the capacity of staff to give feedback to consumers quickly); Correctness (knowledge and
politeness of staffs to make them trustworthy to
consumers);and Care (the capacity of staffs to
show their concern for consumers).
Boulding. Kalra. Staelin and Zeithmal ( 1993)
create the "Dynamic Process Model of Service
Quality" and group the quality expected by
consumers into two categories: the quality level
that should be reached by the service provider
in an ideal service environment, and the quality
level that can be reached by the service provider
in a restricted realistic environment.
Parasuraman et al. ( 1985) point out that actual
perception of quality level is determined by
comparing expected and actual level of service
quality. He puts forward five gaps as criteria
to determine the quality level. Gapl and Gap
2 result from insufficient resources, market information and operating capability of the .service
provider. Gap 3 results from insufficient on-thejob training or inappropriate attitude of staffs.
Gap 4 results from exaggerated commitment
of the service provider that cannot be fulfilled
to meet the requirements of consumers, and
Gap 5 results from the difference between the
expected quality level and actual perception of
consumers. The first four gaps are directly related to the performance of the service provider,
while the fifth gap is related to an overall
assessment made by consumers about the service
quality.
One of the objectives of the Study is to
discuss the factors influencing the post-purchase
behavior of consumers and. thus. Gap 5 is used as
a reference for argumentation of service quality.
I

Establishment of an Integrated Model
Both the "Technology Acceptance Model"
and "Theory of Planned Behavior " have good
explanation for use behavior of information
technology (Davis et al., 1989; Mathieson,
1991; Liao et al.. 1999; Bhattacherjee, 2000).
However, the Technology Acceptance Model
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Stresses more on the influence of information
systems on consumer behavior and ignores the
effect of social and psychological factors. The
Decomposition Theory of Planned Behavior, on
the other hand, has taken these factors into consideration in its analysis. The Study incorporates
the concept of product involvement as it is one
motive of consumers when they are buying. In
other words, consumers usually collect a lot
of product information actively when facing
highly-involved products to make the best decision and reduce risks. The Study applies the relationship quality to the analysis of post-purchase
behavior as the occurrence of post-purchase
behavior is dependent on the implication of
the relationship quality. Since maintaining the
satisfaction of consumers is the goal of the
relationship quality, how to eliminate the gap
in relationship quality perception of consumers
is the key for enterprises to retain customers.
What the Study di.scusses is consumer behavior
related to highly-involved products and, thus,
overall assessment of service quality is the core
of the analysis. Reasons for putting forward an
integrated model for the Study are as follows: ( I )
Though there is a great number of dimensional
variables in an integrated model, it is required
to combine three theories for the explanation
of empirical data; (2) An intergraded model
is required to clarify the causal relationship
among variables when LISREL model is used
for verification; (3) Combining three theories to
form an integrated model is helpful for complete
analysis of relevant factors, clear definition
of inter-variable relationship, and complete
structure.
The EKB model or Decomposition Theory of
Planned Behavior reflects the influence of internal and external factors on consumer behavior.
Especially, the stimuli received by consumers
when they are shopping are identified and assessed via their internal information processing
procedure. Consutners will assess the contents of
promotion activities or the tolerance of subjective norms. They will also consider advantages
and disadvantages of shopping before actually
buying products and compare the costs and
benefits that may occur after the purchase. They
will take a positive attitude toward purchasing
if the benefit is greater than the cost based on
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their perceptive assessment. Otherwise, they will
take a conservative attitude. Though satisfaction
of consumers with quality, features, and other
aspects of products is important for taking postpurchase actions, the attitude of reference and interest groups is decisive for conducting repeated
purchase behavior or taking actions against
unsatisfactory products or service. In fact, social
groups or social and cultural environment have
great influence on the decision of consumers.
Engel et al. (1995), for example, points out in
his research on factors affecting the decision
of consumers that consumers usually search
information externally when internally searched
information is deemed as unsatisfactory. External searching approaches include mass media
and social groups (including the primary relative
relationship and the secondary peers relationship). Schiffman and Kanuk (1987) also find that
besides psychological factors external environment (e.g., social and cultural environment) is
another factor influencing the actual purchase
behavior; in other words, subjective norms are
important for the decision of consumers on their
actual purchase and post-purchase behavior.
Hypothesis 1: "Subjective norm" has a
positive effect on "actual behavior"
Hypothesis 2: "Subjective norm" has a
positive effect on "post-purchase behavior"
According to previous studies on online
consumer behavior, most consumers transfer or
eliminate consumption risks by means of various
mechanisms and strategies that are effective
to reduce purchasing risks (Guseman, 1981;
Boze. 1987). Tan (1999) points out thai the
attitude of consumers toward risks will affect
their purchase intention and actual purchase
behavior on the Internet. Other studies also
show that every risk-reducing factor may affect
consumers' willingness to buy and ibeir purchase behavior (Guseman, 1981; Boze, 1987).
Keeney (1999). for example, finds that assuring
security of transaction and protecting personal
data from disclosure have a positive effect on
consumers" willingness to .shop on the Internet.
Swaminathan, Elzbieta and Bharat (1999) leam
from their survey of online consumers for their
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experience that purchase intention or purchase
behavior is affected whenever consumers perceive higher purchasing risks.
Hypothesis 3: "Perceived risk" has a negative effect on "actual behavior".
When consumers perceive that the product
is highly associated with their requirements,
they will run into a highly involved state and
collect related product information actively,
compare the difference between products and
brand names carefully, and make better decisions
to select appropriate products. The higher the
association of an involved object with personal
values, requirements and Interest of a consumer,
the more the involvement of the consumer
will be (Zaichkowsky, 1985). The consumer in
this highly involved state will be inclined to
evaluate related information along the central
path; otherwise, the consumer may evaluate the
information along the peripheral path (Flynn
and Goldsmith, 1993). The involvement of
consumers in financial investment products as
discussed in the Study is very high because they
are one of the tools for people to control their
income and, thus, important for the improvement
of their material life.
Hypothesis 4: The possibility of "actual behavior" grows with the increase of "product
involvement".
Actual consumer behavior is affected by both
the stimuli brought by surroundings and the
behavioral intention of consumers. Like motive,
the inner attitude and behavioral intention of
a consumer may affect his or her actual behavioral models. Most consumers are hesitant
or may take careful consideration before they
buy financial products, but they may run into
enduring involvement as described by Marsha
and Bloch (1986) when making decision to buy,
and extend their trading relationship with the service provider if the rate of return on investment
is satisfactory. Otherwise, consumers who are
rational or want to make long-term investment
may take other investment actions. The service
provider may contact with customers actively
in an adverse investment environment to give

acceptable reasons and consolidate the customer
relationship.
.

.
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Hypothesis 5: "Actual behavior" has a positive effect on "post-purchase behavior".
Gronroos (1983) sorts the service quality
into technical quality and functional quality by
service delivery. The former stresses whether
the provided service can improve customer
satisfaction, while the latter emphasizes whether
the process and manner of service delivery
can improve customer satisfaction. Lovelock
( 1993) classifies the attribute of service products
into person-based service and equipment-based
service. The financial investment products as
discussed in tbe Study have primarily personbased attribute with equipment as an auxiliary.
Also, the service quality of these products
mainly belongs to the category of technical
quality with a few products belonging to the
category of functional quality. Parasuraman et
al. (1988) defines the service quality as the gap
between the quality level expected by customers
and the actual quality level provided by service
providers. The bigger the gap is, the worse the
service quality will be, and the smaller the gap
is, the better the service quality will be. Boulding
et al. (1993) points out the association of service
quality with repeated purchase behavior of consumers. Parasuraman et al. ( 1996) further argues
that service quality perceived by consumers
may have a positive or negative effect on their
repeated purchase behavior. Consumers who do
not encounter quality problems have a higher
perception of service quality than those who
encounter problems, acquire satisfactory solutions, and do not manifest any transfer or external
response. However, these consumers may have
no higher intention of repeated purchase than
customers whose quality problems are remedied.
When consumers perceived negative service
quality, they could switch the brand of product
and lower loyalty. In short, when perceiving a
big gap of service quality, customers may feel
disappointed, reconsider post-purchase actions
or repeated purchase behavior, and, especially,
request the service provider to patch up the gap
by, for example, compensation or apology.
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FIGURE 1. Research Structure

Gap of Perceived
Service Qualiiy

Note. "+" stands for positive relationship; " -" stands for negative reiationship

Hypothesis 6: The bigger the "gap of
perceived service quality" is, the higher
the possibility of "post-purchase behavior"
will be.

METHODOLOGY
Research Structure
The following research structure (Figure 1) is
established based on the above literature review
and assumptions.

Variabtes and Operational Definition
The operational definition and measurement
of each variable are shown in Table 1.

Sampling, Objects and Characteristics
Analysis
The study has six variables and each variable
has its literature for definition and operation.
To prevent mistakes and misunderstanding in
answering the questionnaire, we used a convenient sampling method to select 6 interviewees
from consumers who have opened accounts with
the network banks of Chinatrust Commercial
Bank, Citi Bank and Taishin Bank to do the
pre-test. These selected interviewees were asked
to answer the designed questionnaire and give

feedback about the meaning and phrases of the
questionnaire for modification.
The banking industry discussed in the study
is a person-based service industry. Since the
number of banks (including all branches in
Taiwan) is limited, we distributed questionnaires
in a manner like a census and used the Stratified Random Sampling method to distribute
650 questionnaires in four largest cities,namely
Taipei, Kaohsiung, Taichung, and Tainan, at a
sampling proportion of 2:1:1:0.5 (based on the
population of each city). The questionnaires
were delivered directly by the banks to their
clients, so that we could trace and urge the
return of questionnaires by telephone calls to
ensure the return rate of effective questionnaires.
After deducting 9 ineffective questionnaires and
23 questionnaires returned by interviewees who
were not used to investment, 274 effective
questionnaires were returned from the banks at
a return rate of about 42.1%. (Refer to Table 2
for more information.)

Data Analysis
The study uses Descriptive Statistics, reliability, validity, Factor Analysis, and Linear
Structural Relation (LISREL) to analyze related
data. The LISREL model is used for analysis of measurement and structural models to
assess their goodness-of-fit and capability of
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TABLE 1. Variables and Operational Definition
Variables
Product
involvement

Gap of
perceived
service quality

Perceived risk

Subjective norm

Actual behavior

Post-purchase
behavior

Operational Definition

Literature

A sat of motive-related product features or associations. The Study
measures the product involvement by analyzing five factors: efforts
made for collection of product information, consumer's care about
products (such as funds, stocks), interest, importance, and
attractiveness of products.
The gap between the quality expected by consumers and the actual
quality provided by service providers. The Study refers to the
SERVQUAL measuring criteria of Parasuraman et al. (1988) to
measure the gap based on five elements: Tangibility (including
substantial facilities, tools for rendering service, and appearance of
staffs); Reliability (the capacity of fulfilling service commitments
correctly and reliably); Response (the capacity of staffs to give
feedback to consumers quickly); Correctness (knowledge and
politeness of staffs to make them trustworthy to consumers); and
Care (the capacity of staffs to show their concern for consumers).

Batra and Ray (1985)
Zaichkowsky (1985)
Marsha and Bloch (1986)

Personal assessment of situational risk, i.e. the possibility of estimation
and the controliability of the uncertainty of a situation, in the Study,
the perceived risk is defined as the degree of negative effect
subjectively perceived by a consumer when using online information
systems. It is measured by disclosure of personal data, sense of
transaction insecurity, and possible incorrectness of online product
information.
The social pressure perceived by a consumer when determining to
take specific actions. The subjective norm is mainly composed of
"normative beliefs" and "motivation to comply". The Study focuses on
consumer behavior, so the subjective norm is defined as the
influence of consumer's family members or peers on consumption
decision and measured by investigating the pressure of family
member's opinion on decision, influence of the close/remote
relationship with other family members on decision, influence of
family's financial support on decision, and pressure of peer's opinion
on decision.
Actions that are taken in a specific situation or environment for a
specific purpose. Actual behavior is defined in the Study as the
actual investment activity of consumers based on online product
information. It is measured by investigating whether consumers are
attracted by online product information and, thus, actually participate
in investment activities, and whetfier consumers need to make
investment and, thus, are willing to participate in investment
activities.
Actions taken by consumers after the actual purchase behavior. It is
measured by investigating (1 ) Transfer (consumers select products of
other brand names even when preferential conditions are provided);
(2) More devotion (consumers are willing to buy even when the price
rises or produces are more expensive than other brand names); (3)
External response (consumers will make complaints, respond to
their relatives or friends, report to relevant authorities); (4) internal
response (consumers will respond to their employees or supervisors
when hard to solve problems are encountered).

Roselius (1971) Kaphan
and Jacoby (1972),
Brooker (1984) Tan
(1999)

explanation (Bagozzi and Yi, 1988). The purpose to assess the goodness-of-fit of the model
is to identify whether the theoretical model is
capable of explaining the data derived from

Parasuraman et ai. (1985,
1988), Boulding et al.
(1993)

Ajzen (1985) Taylor and
Todd (1995b)

Ajzen (1989)

Parasuraman et al. (1985,
1988)

observation. Criteria to assess the goodnessof-fit of the model include the preliminary fit,
overall model fit and internal structure fit of the
model.
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TABLE 2. Basic Data of Samples in the Study

Feature of population
Sex
Male
Female
Age
Under 3 0 31-40
41-60
61 and over
Education
Junior high scfiool or below
Senior high (vocational) school
Bachelor
Master or above
Times of investment per year
1 time
2 - 3 times
4 - 5 times
Over 5 times
uncertain

Number
of
samples

%

102
172

37.2%
62.8%

13
53
172
36

4.7%
19.3%
62.8%
13.2%

3
56
148
67

1.1%
20.4%
54.0%
24.5%

6

2.2%

15
58
37
158

5.5%
21.1%
13.5%
57.7%

Family status

Number of
samples

%

27
92

9.9%
33.6%

121

44.2%
6.9%
3.6%
1.8%

Monthly household income
Under 20 thousand
20-50 thousand
50-100 thousand
100-150 thousand
150-200 thousand
Over 200 thousand
Marriage and children
Single
Married without children
Married with minor children
Married with adult children
Occupation
Soldiers, civil servants, and
educational employees
Dealer
Private enterprises
SOHO
None (student, housewife)
Others

19

10
5
27
40
148
59

9.8%
14.6%
54.0%
21.6%

72

26.4%

62
114
16
4
6

22.6%
41.6%
5.8%
1,4%
2.2%

Reliability and Validity Analysis of Samples of the model. The Average Variance Extracted
Since the measurement and operation of all
variables are made based on previous literature and the questionnaires are completed by
consumers who buy investment portfolios from
banks, the validity of the returned samples
can be ensured. To verify the reliability of
returned samples, we use the item analysis
method to delete the questions in high and low
groups that have no significant difference and
calculate the Cronbach's a value of each variable
using the principle component factor analysis
method. The result ofthe calculation is shown in
Table 3. The Cronbach's a value of all variables
is higher than 0.6, indicating a guaranteed level
of reliability.
In the six-factor model established in the
Study, the factor loading of 23 measurement
factors is between 0.60 and 0.85 and the factor
loading of ail measurement factors reaches
the significant level (P < O.OI). The factor
composite reliability (CR) value ofthe six-factor
model is between 0.714 and 0.865 (Table 4)
and indicates an excellent internal consistence

(AVE) value of each factor is greater than 0.5
and meet the requirements of the suggested
value.
TABLE 3. Reliability Analysis of Variables

Variables
Subjective norm
Perceived risk
Product involvement
Actual behavior
Post-purchase
behavior
1° Transfer
igMore devotion
©External response
©Internal response
Gap of perceived
service quality
i^iTangibility
©Reliability
©Response
©Correctness
©Care

Ouestions

Cronbach's a
value

4
3
5
2

0.7635
0.8217
0.8134
0.7652

2
2
3
2

0.8316
0.8034
0.7659
0.7382

3
2
2
3
2

0.8415
0.8262
0.7933
0.7851
0.8062
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TABLE 4. CR and AVE of the Six-factor Model
Taipei Area

Taichung Area

Tainan Area

Kaohsiung Area

Latent Variables

CR

AVE

CR

AVE

CR

AVE

CR

Product
invoivement
Gap of perceived
service quality
Perceived risk
Subjective norm
Actuai behavior
Post-purciiase
behavior

0.815

0.628

0.845

0,643

0.807

0.627

0.812

0.635

0.823

0.705

0.837

0.662

0.849

0.658

0.836

0.647

0.796
0.807
0.835
0.846

0.574
0.623
0.562
0.679

0.806
0.714
0.793
0.815

0.582
0.619
0.543
0.648

0.835
0.764
0.821
0.802

0.573
0.625
0.502
0.639

0.829
0.753
0.807
0.865

0.552
0.611
0.563
0.628

AVE

1
1

Linear Structural Relation (LISREL)
Analysis
The objective of the study is to discuss factors
that influence the actual and post-purchase
behavior of consumers. The causal relationship
among the subjective norm, perceived risk, product involvement, actual behavior, post-purchase
behavior, and gap of perceived service quality is
analyzed based on the aforementioned literature
and LISREL model. A path drawing of ihe
LISREL model is shown in Figure 2.
Figure 2 and Table 5 provide integrated data
of the analysis, while the verification result of
the LISREL model is shown in Figure 3. The
LISREL model is used for analysis of measurement and structural models to assess their
goodness-of-fit for assumptions. The measurement model includes analysis of the subjective
norm, perceived risk, product involvement, gap
of perceived service quality, and post-purchase
behavior. The influence of family's financial
support on decision is most significant (^X4 =
0.812) among parameters under the subjective
norm. It indicates that financial support is a very
important factor that consumers usually take into
consideration when they are buying. Possible incorrectness of product information is the highest
risk (^X7 = 0.875) for consumers under the perceived risk, indicating that most consumers take
a conservative attitude toward promotion activities of service providers. Attractiveness of products (ÀX12 = 0.812) is the most important variable under the product involvement to arouse the

interest of consumers to buy. As for actual behavior, personal requirements for investment (A.Y2
= 0.804) are the most decisive factors for consumers to take actions. The correctness of products (ÀX16 = 0.793) is the most influential factor
for the gap of perceived service quality. The analysis resuU indicates that consumers need quality
service from service providers and rely on their
expertise and experience to make right decisions.
Among the parameters under the post-purchase
behavior, external response (ÀY5 = 0.805)
and internal response (Ä,Y6 = 0.817) are most
decisive for consumers to take post-purchase
actions. It indicates that most consumers take
sequential actions when they are dissatisfied
with the service for their investment.
As for the structural model (Table 5), the y
and ß path coefficients show that the subjective
norm to actual behavior (y 11 = 0.634), perceived risk to actual behavior {y\2 = 0.713),
subjective norm to post-purchase behavior (y21
= 0.354), and gap of perceived service quality
to post-purchase behavior {^024 = 0.533) are
statistically significant, except for the product
involvement to actual behavior. It indicates
that in addition to personal requirements for
investment, the attitude of family members and
friends, and other factors, such as service level of
staffs and problems encountered by consumers
in their investment activities, may influence the
actual and post-purchase behavior of consumers.
In other words, the empirical result is affected by
intervening variables. As a result, all hypotheses
are supported except for Hypothesis 5.
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FIGURE 2. The LISREL Model Structure of subjective Norm, Perceived Risk, Product involvement,
Gap of Perceived Service Quality, Actuai Behavior, and Post-Purchase Behavior

Note. X,: Pressure of family's opinion on decisions

X2: Influence of the close/remote relationship with other
family members on decisions
X3: Pressure of peer's opinion on decisions
X4: Influence of family's financial support on decisions
Using information may disciose personal data XQ. Using information may cause transaction insecurity
X7: High possibility of incorrect infornnation or
product messages
Consumer's efforts for coliection of product
information
Consumer's care about products
X10: Consumers are intrested in products
: Consumer's care about products
X12: Attractiveness of products
: Service tangibility
X14: Service reliabiiity
X15 : Service response
Xig: Service correctness
X17 Service care
Y,: Attracted by online product information to
participate in activities
Participating in investment activities due to
personal requirements
Y3: Transfer
Y4; More devotion
Y5: External response
Yg: Internal response

RESULTS AND SUGGESTIONS
The empirical research on factors influencing
post-purchase behavior showed that the gap
of perceived service quality has an effect on
the post-purchase behavior of consumers. The
bigger the gap is, the higher the possibility is
for consumers to take actions. This result is

consistent with the findings of many previous
studies. Blouding et al. (1993), for example,
point out the association of service quality
with recommendation. Parasuraman et al. ( 1996)
also finds that the perceived service quality
of consumers is in positive correlation with
their post-purchase behavior. It indicates that
consumers are not over-tolerant or indifferent
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TABLE 5. Analysis Results of the LiSREL Model
Evaluation indicator
Preliminary fit
Subjective norm

Perceived risk

Product involvement

Gap of perceived
service quality

Actual behavior

Post-purchase behavior

Parameter / Determination Criteria
Lambda X/0.5-0.95
Pressure of family's opinion on decision (ÀXJ )
Influence of the close/remote reiationship with other famiiy
members on decision (kX2)
Pressure of peer's opinion on decision (ÀX3)
Influence of family's financial support on decision (ÀX4)
Data disclosure (ÀX5}
Transaction insecurity (AXg)
Possible incorrectness of product information (AX7)
Consumer's efforts for collection of product information

Parameter

t-value

0.736
0.715

10.135"
11,572"

0.693
0.812^
0.815
0.835
0.875 ^
0.739

13.186**
10.933**
12.154"
111.562"

Consumer's care about products (AXg)
Consumers are interested in products (Â
Consumer's care about products
Attractiveness of products (ÀX12)
Service tangibility

0.795
0.802
0.781
0.812^
0.763

10.174"
12,035"
11.439*'
8.357"

Service
Service
Service
Service

0.725
0.713
0.793^
0.706

9.126"
8.455"
7.634"

0.795

10,563"

reiiabiiity (A.X14)
response (ÂX15)
correctness
care {ÀX17)

Lambda Y/0.5-0.95
Attracted by online product information to participate in
activities (/.Y,)
Participating in investment activities due to personal
requirements (XYz)
Transfer (ÀY3)
More devotion (ÀY4)
Externai response (ÀY5)
Internal response

0.804«

-

0.746
0.719^
0.805
0.817

8.934"
7.965"
8.129"
1

Internal fit

Subjective norm—Actual
Perceived risk—Actual behavior(7i2)
Product involvement—Actual behavior()'i3)

6.632"
1.572
1

Subjective norm—Post-purchase behavior()/2i)

1.859"

Actual behavior? Post-purchase
Gap of perceived service quality—Post-purchase

1.725'
2.594"

Overall fit
GFI
AGFI
RMSR
NCI

7.038"

587.346
0.913
0.905
0.017
2.340

= 587.346/251)

Nole."p < 0.05, *p < 0.1 Dotted line Indicates that the verification result Is not supported.

toward unsatisfactory service any more in an
era when consumers become aware of their
rights. Instead, they take an active attitude to
strive for their interests. On the other hand,
more and more enterprises deem the interests

of consumers as crucial for their survival in
the fiercely competitive environment. The role
of print and electronic media in Taiwan in
promoting social justice and the positive attitude
of the Consumer's Foundation, Taiwan Taipei
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FIGURE 3. LISREL Model Verification Results of Subjective Norm, Perceived Risk. Product
Involvement, Gap of Perceived Service Quality, Actual Behavior, and Post-Purchase Behavior

Note. X,: Pressure of family's opinion on decision
X3; Pressure of peer's opinion on decision
X5: Using information may disclose personal data
X7: High possibility of Incorrect information or
product messages
Xg: Consumer's efforts for collection of product
information
Xg: Consumer's care about products
X,,: Consumer's care about products
Xi3: Service tangibility
X.,5: Service response
X,?; Service care
Y,: Attracted by online product information to
participate in activities
Yg: Participating in investment activities due to
personal requirements
Y3: Transfer
Y5: External response

X2: Influence of the close/remote relationship with
other family members on decision
X¿. Influence of family's financial support on
decision
Xg: Using information nrray cause transaction
insecurity

XfQ. Consumers are intrested in products
Xi2: Attractiveness of products
X14: Service reliability
Xig: Service correctness

Y4: More devotion
Yg: Internal response

•p <0.05, 'p <0.1. Dotted line indicates that the verification result Is not supported.

toward protection and education of consumer's
interests are also important for the development of consumer awareness and cannot be
ignored.
The empirical research of the study discovered that the subjective norm has greater

influence on actual behavior than post-purchase
behavior. It indicated that consumers are influenced by opinion of other people or organizations, especially the close/remote relationship
with their family members and the financial
support of their families, when they make
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purchase decisions. Consequently, consumers
who are not the key person in the decision
of investment strategies or have no adequate
financial resources or supports may have lower
willingness to buy. Since many uncertain external factors (e.g., changes to industrial structure
and financial status of consumers) are involved
in the post-purchase behavior of consumers, the
influence of the subjective norm on actual and
post-purchase behavior is different.
According to the results derived from this
study, the following specific suggestions for
management are provided for reference. First,
the banking industry should plan an attractive
marketing mix strategy especially for customers
and their close relationship with family members. Second, the banking industry should lower
the risk of uncertainty when consumers purchase
the on-line financial products. If the banking
industry are willing to lower these risks, they
should not only enhance constructions of security system for transactions but aiso improve
diverse secured transaction terms, such as encryption, for increasing the security modulus,
which will be trusted by consumers. If the
contact window can be well set. we believe that
on-line transaction will be one of the best ways
based on the advantages that the Internet prevails
over traditional channels. Third, the banking industries should frame measures with increases of
customer's consumption value and enhancement
ofthe relationship marketing strategy to build a
long-term business relationship with customers
instead of a price war, sacrifice of service quality,
a business goal with short-term benefits. This
will have permanently good relationship with
customers.
However, the product involvement does not
significantly influence the actual behavior. The
reason for the insignificant influence is perhaps
that, in addition to the kern benefit of the
product, the deferred value or value relevance
of the product or the percentage of expenditure
to the total budget is important to consumers.
Consumers usually take careful consideration
before taking actions if the product, especially
financial investment products, has high deferred
value or expenditure.
The theoretical structure ofthe study is based
on the Decomposition Theory of Planned Behav-

ior combining the concept of product involvement and relationship quality and conformed
to the three factors—personal factor, physical
factor and situational factor—related to product
involvement of consumers (Zaichkowsky, 1985).
The result of the Study provides the following
management implications for enterprises: (I) In
addition to reinforcing the factors related to consumer's personal requirements, providers of enduringly involved financial investment products
should develop market segmentation strategies
for different products to expand their market domain by meticulous deployment; (2) Providers
should reinforce the professional training of their
staff to win the trust of consumers, improve the
deferred effect of consumers on the staff and
reduce their motivation to comply, shorten the
time for decisions, and eliminate uncertainty; (3)
Providers should improve their service quality
and develop a total solution to improve the
perceived value of consumers to reduce postpurchase actions and improve customer loyalty
and satisfaction;(4)We can further test the research model, and there are may be difference
among sampies from different areas.
Since the study discusses the actual purchase
and post-purchase behavior of consumers only
based on part of theories in this field, the argumentation may not be complete enough to form
a comprehensive result. It is therefore suggested
that researchers dealing with this topic may
put forward a more comprehensive model for
better management solutions and implications.
Comparative researches on other industries or
multinational surveys are also suggested to find
strategies on a global basis.
,

REFERENCES
I

Ajzen, I. 1985. From intentions to action: A theory of
planned behavior, action-control: From congition to
behavior, Heidelberg: Springer.
Ajzen, I. 1989. Attitude, personality, and behavior, Milton
Keynes: Open University Press.
Ajzen. I. 1991. The theory of planned behavior. Ori>ani'
zational Behavior and Human Decision Processes, 50:
179-211.
Ajzen. I. And B.L. Driver. 1992.Application of Simultaneous Factor Analysis to Issues of Factorial Invariance,
in Factor Analysis and Measurement in Sociological Research: A Multidimensional Perspective, D.D.

Wen-Bao Lin

Jackson and E.P. Borgaüa (eds), CA: Sage Beverly Hill,
249-280.
Ajzen, I. And M. Fishbein. 1980. Understanding Attitudes
and Predictinfi Social Behavior. Engelwood Cliffs, NJ:
Prentice-Hall.
Bagozzi, R.P. and Yi, Y. 1988. On the evaluation of structure
equations models. Academic of Marketing Science, 16;
76-94.
Batra. R. and M. Ray. 1985. Affective response mediating acception of advertising. Journal of Consumer
Research, 3: 234-249.
Beatty. S.E. and S.M. Smith. 1987. External search effort:
An investigation across several product categories.
Journal of Consumer Research, 14: 83-95.
Berry. L.L. and A. Parasuraman. 1991. Marketing Sen'ice:
Competing Throui;h Quality, New York: Free Press.
Bhallacherjee, A. 2(X)0. Acceptance of Internet Applications Service: the Case of Electronic Brokerages. IEEE
Transactions on Systems, Man, and Cybernetics-Part A :
Systems and Humans, 30{^)^^^20.
Bloch. M. and A. Segev. 1997. The impact of electronic
commerce on the travel industry. Proceedings, Hawaii:
HICSS31.
Boulding. W., A. Kalra. R., Staelin. V.A. Zeitham!.
1993. A Dynamic Prtxess Model of Service Quality:
from Expectations to Behavioral Intentions. Journal of
Marketing Research, 30( 1 ): 7-27.
Boze, B.V. 1987. Selection of legal service: An investigation of perceived risk. Journal of Professional Service
Marketing, 3(2): 287-297.
Brooker, G. 1984. An Assessment of an expended measure
of perceived risk in Thomas, C. and U. Kinnear,
(Ed.), Advances in Consumer Research, Advances in
Consumer Research, II, 439-491.
Davis. F.D.. R.P. Bagozzi. and PR. Warshaw. 1989. User
Acceptance of Computer Technology : A Comparison of
Two Theoretical Models: Management Science, 35(8):
982-1003.
Ducoffe, R.H. 1996. Advertising Value and Advertising
on the Web. Journal of Advertising Research, September/October. 21-35.
Eighmey. J. 1997. Profiling User Responses to Commercial
Web Sites, Journal of Advertising Research, 37(3):
59-66.
Engel, J. F. R. D. Blackwell and P.W. Miniard. 1995.
Consumer Behavior. 8th ed.. Chicago: Dryden Press.
Evans, J.R. and B Berman. 1994. Marketing. 6th ed.,
MacMillan. Pub. Co.
Fiynn. L.R. and R. E, Goldsmith. 1993. Application
of the personal involvement inventory in marketing.
Psychology & Marketing. 10(4): 357-366.
Gronroos, C. 1983. Strategic Management and Marketing
in the Service Sector. Boston: Marketing Science
Instruct. (May 63).
Guseman. D. 1981. Risk Perception and Risk Reduction
in Consumer Service", in Donnelly, J. and W. George.

37

(Eds.). Marketing of Sen'ice, American Marketing
Association. 200-224.
Henderson. R. D. Rickwood and P Roberts. 1998. The
Beta Test of an Electronic Supermarket. Interacting with
Computers, 10: 385-399.
Hou. J.S. and C.I. Lin. 1997. "The National Park Tourism
Intention of College Students: A Theory of Fishbein
Behavioral Intention Model. " in Leisure Behavior. The
Outdoor Recreation Association of R.O.C. (eds), Taipei:
Garden City, 19-34 (In Chinese).
Kaphan. L.B. and Jacoby, J. 1972. "The Components of
Perceived Risk". In Proceedings, Third Annual Conference (Ed.), M. Venkatesan, Urbans, IL: Asswiation for
Consumer Research.
Keeney, R.L. 1999. The Value of Internet Commerce to the
Customer. Management Science, 45(4): 533-542.
Lai. H. and T. Yang. 1998. A system architecture of
intelligent-guided browsing on the Web. Hawaii ínternational Conference on System Sciences.
Lai. H.C. 2000. Intermarketing in Electronic Commerce
Theory and Practice. T.P Liang, (eds). Taipei: Hwtai.
273-323 (in Chinese).
Leblance. G. 1992. Factor Affecting Customer Evaluation
of Service Quality in Travel Agencies: An Investigation
of Customer Perceptions. Journal of Travel Research,
30: 10-16.
Liao, S.. Y.P Shao. H. Wang and A. Chen. 1999.
The adoption of virtual banking: An empirical study.
International Journal of Information Mamigement, 19:
63-74.
Lovelock, C.H. 1981."Why Marketing Management Needs
to Different for Service," Marketing of Service. J.
Donnelly, and W. George (rds.). Chicago: American
Marketing Association. 5-9.
Marsha. R.L. and PH. Bloch. 1986. After the new wears off:
The temporal context of product involvement. Journal
of Consumer Research, 13: 280-285.
Mathieson. K. 1991. Predicting User Intentions: Comparing the Technology Acceptance Model with the Theory
of Planned Behavior. Information Systems Research,
2(3): 173-191.
Mittal. Bonwari. 1989. Measuring purchase-decision
involvement. Psychology & Marketing, 6(2): 147163.
Moon. J.W. and YG. Kim. 2001. Extending the ATM for
a World-Wide-Web Context. Information and Management, 1%: 2X1-23.0.

Pallister. J.G. and G.R. Gorden.1998. Measuring purchase
decision involvemem for iinancial service: Comparsion
of the Zaichkowsky and Mittal Scales. The International Journal of Bank Marketing, 16{5): 180193.
Parasuraman, A.. V.A. Zeithmal. and L.L. Berry. 1985.
A conceptual model of service quality and its implication for future research. Journal of Marketing. 49:

38

JOURNAL OF INTERNATIONAL CONSUMER MARKETING

Parasuraman, A.. V.A. Zeithmal, and L.L. Berry. 1988.
SERVQVAL: A multipte-item scale for measuring
consumer perceptions. Journal of Retailing, 64: 1240.
Parasurman. A.. V.A. Zeichaml. and L.L. Berry. 1996. The
Behavioral Consequences of Service Quality. Journal
of Marketing, April: 31-46.
Rogers, E.M. 1983. Diffusion of Innovations. 3th ed..
New York: The Free Press.
Roselius, T. 1971. Consumer rankings of risk reduction
mtlhods. Journal of Marketing, 35: 56-61.
Schiffman, L.G. and L.L, Kaunk 1987. A markets segments. Marketing, 59-62.
Swaminathan, V. Lepkowska-White Eizbieta. and P.R.
Bharat. 1999. Browsers or Buyers in Cyberspace?
Journal of Computer-Mediated Communication, 5(2):
56-68.
Tan, S.J. 1999. Strategies for reducing consumers' risk
aversion in internet shopping. Journal of Consumer
Marketing. 16(2): 163-180.

Taylor, S. and PA. Todd. 1995a. Understanding information technology usage: A test of competing models.
Information System Research, 6(2): 144—176.
Taylor, S. and P.A. Todd. 1995b. Decomposition and
Crossover Effects in the Theory of Planned Behavior:
A Study of Consumer Adoption Intentions. International Journal of Research in Marketing, 12: 137155.
Teo, T.S.H., K.G. Vivien, and R.Y.C. Lai. 1999. Intrinsic
and extrinsic motivation in internet usage. Omega,
27(1): 25.
Zaichkowsky, J.L. 1985. Measuring the involvement
construct. Journal of Commer Research, 12: 341352.
is

SUBMITTED: September
FIRST REVISION: March
SECOND REVISION: March
ACCEPTED: June

2005
2006
2007
2007

