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Perceived Effects of Shopee’s Marketing Strategy on Shopping Behaviors 

Chia-Wen, Tsai 

Wenzao Ursuline University of Languages, 2021 

Abstract 

With the emergence of Internet business opportunities and the changes in 

people's consumption habits, people have evolved from physical stores to online 

stores. As a result, online shopping has become a part of most people's lives. Shopee 

has successfully squeezed out many well-known online shopping platforms. This 

research aims to understand the impact of Shopee's various marketing strategies on 

consumers' shopping behavior. The questionnaire is designed to investigate the ideas 

of Shopee's multiple marketing strategies and the consumption behavior of some 

consumers using Shopee. After examining the correlation between Shopee consumers' 

consumer behavior, Shopee's eight crucial marketing strategies, and the demographic 

factors of the customers themselves, a total of 506 questionnaires were collected. The 

study used covariance analysis. The survey results indicate that Shopee app strategy 

and product strategy will affect consumer satisfaction with Shopee. Still, the most 

significant influence on consumer behavior is demographic data, not the strategies 

themselves. In conclusion, many factors lead to consumer behavior. Although the 

strategy itself may not have much impact, perhaps the decision-makers can consider 

consumers' elements more when formulating strategies. 

 

Key terms: Shopping behavior, Shopee’s marketing strategy, Shopper 
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INTRODUCTION 

Background 

Nowadays, people generally use the Internet, and online shopping has become 

a channel that people often use daily. Due to the popularity of smartphones, the 

development of the Internet has also driven overall e-commerce, an essential key to 

growth. The preference emerges of the otaku economy among many online shopping 

websites; Shopee is one of the successful platforms. It has attracted a lot of young 

shoppers. Shopee uses the free delivery strategy for rapid growth. Moreover, it uses 

Third-party payment methods to gain the favor of consumers. 

With the emergence of Internet business opportunities and the changes in 

people's consumption habits, the retail sales of non-physical stores have been 

overgrown. Among them, e-shopping the proportion of the industry is about 70%. 

Shopee surpassed 400,000 transactions in just one minute during the "Double 11" 

celebration. Also, they sold 200 million products on that day. Shopee is a famous 

website undoubted. 

However, although Shopee is a famous and successful platform, it still has few 

weak points that some people didn't choose Shopee to shop. Much research does not 

understand consumers' actual thoughts and age groups of using Shopee. General 

studies say that only young people use Shopee for shopping. However, according to 

my observations, the age group using Shopee is inclusive. 

Nowadays, due to the advancement of technology, the otaku economy is 

developing rapidly. Online shopping has become a part of most people's lives. Shopee 

has squeezed out many well-known online shopping platforms. However, such a 

successful platform, why many people still don't know or even use it, and what kind 

of marketing strategy is it to attract customers to use Shopee. So my research can help 
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people know more about how Shopee perception Taiwan's economy and our daily 

life. Also, my study can learn how to improve and attract more consumers to shop 

with Shopee. 

Motivation 

The research will deeply understand the thoughts and opinions of Shopee 

customers of all ages. So the contributions of my study can let us know if the 

Shopee’s marketing strategy will affect our shopping behavior and learn more about 

how online shops perception Taiwan’s economy. Also, it can help me to understand 

how to improve or what kind of strategy can attract more consumers to shop with my 

store in Shopee. 

 

Research Purposes 

The purpose of the study is to investigate shoppers’ perceived effects of 

Shoppe’s marketing strategy on their shopping behaviors.   

Shopee entered Taiwan in 2015 and quickly occupied the Taiwan market with 

various discounts. Therefore, its marketing and business strategies are worthy of in-

depth understanding. This research aims to understand the consumer behavior of 

Shopee auction website consumers and its influence on the marketing strategy of the 

Shopee auction website. Also, examine whether the various marketing strategies of 

Shopee shopping website impact and discuss how it impacts. The research results and 

suggestions will be helpful and reference for Shopee sellers and related businesses. 
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Research Question 

In the research, the purpose is to study Shopee's marketing strategy and 

understand what kind of marketing strategy will affect consumers' buying behavior. 

So designed the following research questions. 

1. Which strategies will affect the number of weekly page views consumers use the 

Shopee App? 

2. What strategy would affect the monthly purchase frequency on Shopee? 

3. What strategy would affect the spending on Shopee every month? 

4. What strategy would affect the satisfaction? 

 

Limits and delimits 

Due to the epidemic's impact, I may not be able to distribute physical 

questionnaires on the road. I may only do online questionnaires. Therefore, I may not 

be able to collect people of all ages effectively, or I may not collect so many 

questionnaires. The delimits of my research will focus on Shopee's shoppers and 

Shopee's marketing strategy.  
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LITERATURE REVIEW 

Shopping Behavior 

Consumer shopping behavior includes fields such as sociology, psychology, 

economics, and marketing. According to Kotler, consumer shopping behavior refers 

to the process activities involved in people seeking, choosing, purchasing, using, 

evaluating, and disposing of products and services to satisfy their needs and desires, 

including consumer's subjective psychological activities and objective activities.1 

Understanding consumer buying behavior is the key to attracting customers and 

turning them into purchased products. 

The theoretical model of Shopping Behavior 

 Engel's consumer behavior model consists of four different stages: information 

input, information processing, decision process, and variables influencing the decision 

process.2 The information input is mainly to stimulate the consciousness of 

consumers, from the marketing activities of manufacturers, media reports, and 

recommendations from relatives and friends, to promote consumers' awareness of 

products and brands. 

 The decision-making process is the model's core, and the consumer's purchase 

decision includes four stages. The first stage is needed awareness, which tells 

customers the needs you can meet to perceive the difference between ideal and reality 

and generate demand. The second stage is intelligence search searches for good 

brands from memory, finds experience on the Internet, and understands the 

advantages and disadvantages of each product in demand. The third is program 

                                                       
1 Philip Kotler, "Marketing Management, Millenium Edition,"  (2000). 
2 Engel Kollat, "Engel Kollat Blackwell Model of Consumer Behavior,"  (1993). 
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evaluation: when the information is available, it is better to evaluate the effects of a 

family. The fourth is to choose to buy. Choose a product that best meets your needs. If 

the product is very satisfying, it will remember the experience, which can help the 

next purchase decision; if it is not satisfied, it will re-collect information and make a 

new purchase decision. 

The Factors that Influence Shopping Behavior 

Many factors will influence customer shopping behavior. Based on the book 

"Customer behavior," the factors affecting consumer behavior can be roughly divided 

into three categories, the first one is consumer factors, the second is external factors, 

and the third is market management factors.3  

The first is customer factors. Personal interests and opinions will be affected by 

demographic characteristics. These factors include a person's age, gender, marital 

status, budget, personal beliefs, values, moral concepts, and so on. People's reactions 

to the product will determine how they feel about the product itself, perceptions, and 

attitudes. And it will determine their perception of the entire brand, and it will also 

help analyze consumers' behavior in purchasing products and brands.  

The second is external factors. External factors, including social factors like 

family, friends, education level, social media, and so on. The environment in which 

customers are in influences the elements of how they view the product. The role and 

positioning of each person in society also affect shopping behavior. Different social 

classes also have other product preferences and brand preferences, so consumers of 

various courses have different advertising media for product promotion. Cultural 

factors also are the main factor in the external factor. It mainly affects everyone's 

                                                       
3 簡明輝, "Customer Behavior,"  (2014). 
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consumption behavior due to different nationalities and cultures. But culture is 

defined by a person's race or the culture there and the customer's religious beliefs.  

The third factor is the market management factor. Consumers' behavior will be 

affected by related activities carried out by enterprises. For example, enterprises will 

conduct many promotions for different products to attract consumers. Sometimes 

companies also communicate relevant advertising information to change consumers' 

habits or ideas or even change consumers' attitudes. For example, sometimes, when 

we choose a restaurant, food will be based on its reviews or discounts. 

The Relationship between Marketing Strategy and Customer Shopping 

Behaviors 

 Kotler mentioned in "Principles of Marketing," "Effective marketing is to 

target the right customers and establish the right relationship." The specific method is 

through the process of segmentation, targeting, and positioning. The focus of 

marketing is on the customers who are more willing to buy, so that they will not do a 

lot of activities, but will not bring in any customers.4  

Market segmentation, as the name suggests, is to segment the market. Different 

consumers must be observed and classified into other markets. As the market is more 

finely divided, the better it is to imagine how to satisfy these customer groups. There 

are four common market segmentation conditions. The first geographic segmentation 

is like country, region, city, rural area, and so on. The second is demographic 

segmentation, divided into age, gender, income, family type, religion, etc. The third is 

psychographic segmentation, which can be divided into social class, lifestyle, and 

personality. The last one is behavior segmentation, such as timing, the pursuit of 

benefits, user status, product usage rate, loyalty, attitude, etc.  

                                                       
4 Philip Kotler, "Principle of Marketing,"  (1980). 
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After the target market has classified the broad market segments, the next step is 

to evaluate each market after the segmentation. Finding which market is most suitable 

for the information we want to convey and choosing the desired and relevant target 

market is the purpose of this stage, to find the target market. Because not all markets 

are attractive to the company itself, and no company can satisfy the entire demand, it 

is necessary to fully play to its strengths to find a target market with a comparative 

advantage.  

The last Positioning has a firm foothold in the target market and finds its 

position. The so-called market positioning is based on the competition of similar 

products in the target market to occupy a place in customers' hearts. Evaluate the 

work of one's products or services and competitors in the same industry in the target 

market, find out where they are different from their compets, find a position in the 

target market, and gain a foothold. Consumers' shopping behavior, sometimes, will be 

affected by related activities carried out by enterprises. For example, enterprises will 

conduct many advertisements and publicity for different products or propose relevant 

favorable conditions to attract consumers and allow consumers to consume them 

willingly. 
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Marketing Strategy 

Marketing strategy means that companies or sellers should take customer needs 

as the starting point and obtain information on customer demand and purchasing 

power based on experience and the expectations of the business world. Also, it 

provides customers with satisfactory products and services through mutually 

coordinated products and prices and achieves corporate goals. Whether it’s a physical 

store or online shopping, common market strategies are STP and 4P. 

STP Strategy 

The STP marketing strategy divides strategy into three steps, segmentation, 

targeting, and positioning. Segmentation is to analyze different customer groups and 

different needs in the market. Targeting, choose your target customer group. It is 

positioning to deliver brand value to specific target customer groups. The market 

should be segmented first, and the main target should be selected from the target, and 

then we should find a way to establish a position in these targets and create 

irreplaceable value. This marketing model focuses on products, market segmentation, 

and brand value transmission. It is a marketing strategy that must be used when 

conveying brand propositions. 

4P strategy 

The most commonly used marketing 4P strategy, this theory, was invented by 

Engel Kollat, and divided into product, price, place, and promotion.5The first P is the 

product. Marketers need to design products or services that meet the unmet needs of 

consumers, and functional product requirements are the first.  The second essential 

                                                       
5 Kollat, "Engel Kollat Blackwell Model of Consumer Behavior." 
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component of marketing is price. Marketers must decide what fee to charge for a 

product or service to remain competitive in a fierce market. The third P is Place. It's 

about the location where the consumer will find your product, service, or any method 

to deliver the product or service to the consumer. The last P is Promotion; it involves 

building relationships with consumers through marketing communication channels. 
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Online Marketing Strategy 

Online marketing is a new marketing method that sells products or services 

through digital technology channels, also known as "Digital marketing." Online 

marketing includes: search engine optimization marketing, paid advertising 

marketing, content marketing, and social media marketing, and so on. With the rapid 

development of the Internet and the increasing penetration of smartphones, consumers 

have gradually changed their original consumption patterns. Online marketing has 

become an indispensable and most important part of corporate marketing strategies. 

Search Engine Optimization (SEO) 

According to the inbound data marketing observer, Search Engine Optimization 

improves the ranking of a website in search results through website optimization and 

keywords.6 When users enter relevant keywords in a Google search, the website will 

appear at the top of the search results. Most users will click on the results of the first 

two search engines, so as long as the content of the website is good enough and the 

keywords are matched, through search engine optimization, there is a chance that the 

website can get more exposure and attract potential of consumers. 

Content Marketing 

According to the definition of the Content Marketing Institute in the United 

States, content marketing is "a strategic marketing approach focused on creating and 

distributing valuable, relevant, and consistent content to attract and retain a clearly 

defined audience and, ultimately, to drive profitable customer action."7 In other 

words, content marketing can attract customers who resonate with content through 

                                                       
6 集客數據行銷觀察員, "網路行銷手法 5大策略總整理，快速佈局網路行銷渠道,"  (2020). 
7 Content Marketing Institute in the United States. 
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various forms and truly convey the information they want to know. Common content 

marketing: Blogs, Longform Content, Videos, EBooks, and so on. 

Social Media Marketing 

Based on the 4C strategy last C-Communication, social media marketing can have 

a chance to communicate with the customer. Based on the article "How to do online 

marketing," social media sites are currently among the most common online 

marketingmethods.8 Social media marketing is a socialization process in which 

individuals or groups create long-term communication channels with target customers 

through online services that gather netizens. It is an opportunity for companies to 

establish connections with consumers. Social networking sites have become a part of 

modern people's lives. Almost all companies have based their brands on social 

networking platforms to increase exposure. Companies should use social media 

marketing to increase consumer interaction, build consumer goodwill, and increase 

brand loyalty opportunities. The key to building a social community is to cultivate the 

relationship between the brand and potential customers and loyal customers and rely 

on the power of the community to expose your content or products to more people and 

make customers more impressed. Shared platforms, such as Facebook, Instagram, and 

YouTube, are social media frequently used by everyone, and they are also the most 

potent weapon for advertisers. 

  

                                                       
8 首邑電商顧問, "【網路行銷】如何做網路行銷？電商必學的 7 大網路行銷手法,"  (2019). 
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Shopee’s Marketing Strategy 

App Shopping 

The most significant difference between Shopee and traditional e-commerce is 

that it detects mobile shopping opportunities earlier. Yang Chenxin, Marketing 

Director of Shopee Taiwan, once stated, “Users who successfully sell products use the 

App 60% more frequently than sellers who have not completed the transaction. In 

addition, users with higher loyalty will open the app 4 to 5 times a week on average.”9 

The reason is that it has a convenient and easy-to-understand operation interface. It 

can also interact with buyers and maintain close contact at any time, and enhance user 

loyalty through social interaction-like services. 

 

4P Marketing Strategy 

 Shopee provides diversified products for the product strategy, from 

convenience products that include daily needs to unique and high-priced special 

products. So Shopee's product strategy lets consumers find all the items they want to 

find on Shopee. For the buyer to fully understand the product, the customer can use 

the chatting system with the seller and ask questions about the product to increase its 

authenticity. 

For the price strategy. Shopee's price is set by the seller, as the Shopee 

provides sellers with free shelf fees. The benefits of free shelf fees, when the cost is 

low, the price of the goods provided by the seller will be relatively low. The common 

one is odd pricing, which uses odd numbers as the mantissa of the price to set prices 

                                                       
9 楊晨欣, "電商新霸主？蝦皮３大攻略讓台灣市場乖乖買單！,"  (2017). 
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so that consumers feel cheaper in their hearts. For example, the price of socks is 

usually set at NT $49 or NT$59 to make consumers feel cheaper. Another common 

price strategy in Shopee is the current price pricing method, which is based on the 

prices of existing competitors or the average market price, also known as the imitation 

pricing method. 

The third P-Place also can be said to be a distribution strategy. Shopee's 

distribution strategy mainly includes five types: postal delivery, supermarket pickup 

and payment, supermarket pickup, President Transnet Corp, and seller's home 

delivery. Sellers can choose a personally convenient delivery method for buyers to 

choose when they consume. 

For the last P-promotion strategy. Shopee Shop will launch various themed 

activities from time to time or cooperate with other companies so that consumers can 

buy products that match the event at a relatively low price. In addition, Shopee 

activities such as free shipping, discounts, sweepstakes, or limited-time snap-ups will 

also be launched at different times to attract consumers. Shopee combination some 

games for the customer to get discount. Mobile devices continue to bring changes to 

consumption habits. Shopping and entertainment no longer have time and field 

restrictions. Shopee increases the interaction and stays time with consumers through 

games. For example, in the trendy game "Shopee's orchard," users need to keep 

watering and invite friends to join. They can use planted plants to exchange discount 

coupons or physical goods. Therefore, the frequency of users using Shopee is also 

increasing, and the ultimate goal is to obtain traffic because the longer the user stays, 

the more transaction amount will be. 
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Free Shipping 

Shopee Shop entered Taiwan in 2015. According to "big data group's article," 

it was based on the free shipping strategy to quickly recruit 10 million members in 

just one and a half years, accumulating a large number of users and capturing the 

Taiwan market.10 As members promote each other's preferential information, build 

loyalty and stickiness between buyers and sellers, and quickly open the Taiwan 

market like a virus. Now Shopee has a shopping festival from time to time every 

month, and the shopping festival launches free shipping activities to attract consumers 

to buy goods. 

Social Media Marketing 

Shopee's social media marketing will publish different content according to 

the characteristics of each social platform.11 For example, Facebook users are mainly 

the general public, producing as entertaining content as possible. Instagram has many 

women, and posts tend to be biassed towards women's issues. Such as women's 

clothing, makeup, and other content, and then combined with products to attract 

consumers' attention. It also will post advertisements on social networking sites such 

as Facebook and Instagram to attract users. If users leave a good impression on 

Shopee auctions, relying on everyone to pass the information one by one, making 

Shopee the most comprehensive auction platform today. 

Online Live Streaming Sales Strategy 

Shopee auctions will conduct official or on-site seller sales from time to time. 

The prices of products sold through live broadcast are usually lower than usual, and 

                                                       
10 大數聚, "電商新霸主？蝦皮３大攻略讓台灣市場乖乖買單！,"  (2017). 
11 周郁芬, "2021品牌經營大解密：娛樂行銷為王 蝦皮化身接觸消費者的第一哩路,"  (2021). 
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dynamic products can attract consumers.12 As long as more people watch the live 

broadcast, share with friends or family, and reach high ratings, the brand’s popularity 

will increase. Nowadays, this is also a standard sales method and sales strategy. 

Shopee’s Content Marketing 

 Shopee's content marketing strategy is mainly in contact with 15 to 35 years 

old. Its blog, Shopee Trend's content includes politics, English teaching, travel and 

fitness, 3C products, beauty, etc.13 It also reflects the brand image "Shopee is 

everywhere.” When searching for current affairs or related content keywords, the 

articles of Shopee Trend will also appear in the top several Google rankings, allowing 

knowledge visitors to discover that Shopee also may turn into potential consumers. 

  

                                                       
12 譚偉晟, "另類電商思惟》不拚倉儲規模、經營自媒體 搶下心占率首席 蝦皮出奇招黏住消費

者,"  (2020). 
13 Eric Shen, "內容行銷案例分析： 快速竄升的電商巨頭—Shopee,"  (2020). 
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METHODOLOGY 

Research Method 

This research needs to measure and understand the thinking of a large number 

of consumers. The research method is based on literature research and the research 

purpose framework to establish hypotheses and use questionnaire surveys to explore 

the effects of Shopee's marketing strategy on shopping behavior.  

According to the article "Marketing Strategy Model of Online Shopping 

Platform—Taking Shopee shopping as an Example"14, to understand consumers' 

shopping preferences and orientations and shopping habits, they distributed 

questionnaires and received 150 valid questionnaires and invalid questionnaires 0 

Copies. Another article, "Analysis of the successful strategy of shopee shopping 

website among young consumers"15 also received a 100% valid questionnaire. This 

research uses SWOT analysis, 4P+4C integration analysis, and questionnaire survey 

methods to analyze Shopee's business philosophy, marketing methods, business 

strategies, and marketing techniques. The difference is that this research is aimed at 

young people's views. They used convenience sampling of 300 young people who 

shopped for Shopee as the survey subjects. They distributed 176 online questionnaires 

and 124 paper questionnaires, a total of 300 valid questionnaires were obtained, and 

the effective recovery rate was 100%. The research method of another article, 

"Successful Operation of Shopee Auction"16 is to use the literature research method. 

After collecting and reading relevant literature, understand its marketing methods and 

compare it with other online shopping platforms. Also, they use marketing 4P analysis 

                                                       
14 周軒竹  黃紫涵 吳宜臻, "網路購物平台之行銷策略模式—以蝦皮購物為例 "  (2019). 
15 林靜誼 陳柏芊 劉子萱 蔡和凰 蕭雅涵, "小蝦米對上大鯨魚-蝦皮購物網站於青少年消費族群中

成 功策略分析,"  (2019). 
16 李九漁, "蝦皮拍賣的成功經營—將我的商品加入購物車吧 "  (2016). 
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and SWOT analysis to find out the advantages, disadvantages, and success factors of 

the shrimp auction. This study did not explore consumer thoughts. 

According to the above papers, most of these papers use the questionnaire 

survey method and literature analysis method, and most of the questionnaire survey 

response rates are not too low. The questionnaire can understand consumers' thoughts 

of different age groups and different places to complete the research. The research 

uses the survey to investigate and send the online questionnaires to the respondents. 
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Research Design 

The research design of the paper used quantitative research. The study will use 

two methods to receive the data. One analyzes many documents from various 

websites and observes some previous studies to understand Shopee's marketing 

strategy. The other is to use questionnaires. Questions will be about Shopee's 

marketing strategy to understand consumers' thoughts on Shopee's strategy and 

influence their consumption behavior. The questions will mainly be divided into three 

parts. The first is the shopping behavior of respondents, such as how much they spent 

on Shopee each month. The second part is the respondent's view on the eight different 

Shopee's marketing strategies. The third part is the basic information of the 

respondents, such as gender and age. Since different respondents come from different 

fields, they may have different views and different information.  
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Sources of Data 

The data I collected is related to Shopee's marketing strategy and consumer 

behavior and thoughts. I have collected many related to Shopee's marketing strategy 

and many previous related papers. This research needs to investigate consumers' 

thoughts to obtain more detailed data to send a questionnaire to the target population, 

shoppers. The questionnaire use online forms. Using an online questionnaire can 

access the potential respondents quickly, and without the time and locations constrain, 

it is also easy for analyzing. I use convenience sampling to select customers who use 

Shopee to conduct surveys randomly. Thus, I post online questionnaires on the 

Internet for people to fill out. 
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Instrumentation and Data Collection 

First of all, when making the questionnaire, some questions will be designed 

based on the literature discussion, and Likert will be used to design the questionnaire. 

The options are divided into five: very dissatisfied, dissatisfied, normal, satisfied, and 

very satisfied. The questionnaire is divided into several parts. The first part is the 

consumption behavior is divided into four parts: number of weekly page views, 

monthly purchase frequency, spending on Shopee every month, and satisfaction. The 

second part is Shopee's various marketing strategies, which is divided into eight parts, 

Shopee application browsing and operation, Shopee's product marketing strategy, 

Shopee's price marketing strategy, Shopee's promotional marketing strategy, shipping 

strategy, Shopee's live online sales strategy, Shopee's content marketing strategy, and 

social media marketing. The last part is demographic variables, mainly collecting 

relevant background information of the respondents, such as gender, age, education, 

and average monthly income. To collect different information, publish the online 

questionnaires on the Internet for relatives and friends to forward for different people 

to fill out, also post the questionnaire on the Shopee. 
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Data Analysis 

  The online survey was designed to perceive the effects of Shopee's marketing 

strategy on shopping behaviors. The data was collected from July 4th, 2021, to 

August 11th, 2021, by using SurveyCake. To collect the data, I post the questionnaire 

to the Facebook questionnaire group, friends, family, Shopee's discussion group and 

announce it on my own Shopee's market. Unfortunately, during the data collection, 

not many people fill the questionnaire. So to solve the problem, I post the 

questionnaire on my Shopee market again, also announced that if they fill the 

questionnaire, they can get a 10% discount. So the questionnaire quantity and 

ultimately grow. Finally, I collected 506 online questionnaires from Shoppe's shopper; 

however, among the responses, 2 of them were completed in less than 1 minute. 

Therefore, only 504 responses were used for data analysis. These data will be 

analyzed on how Shopee's marketing strategy will affect shoppers' shopping behavior. 

The analysis of covariance in SPSS was used. It contains eight Shopee marketing 

strategies. Such as application browsing, products, prices, promotions, shipping, 

online live sales, content marketing, social media marketing, and some basic 

information. Such as age, gender, monthly income, and education level. Also four 

shopping behavior number of visits to Shopee a week, monthly purchase frequency, 

monthly consumption, and satisfaction. The results will show what kind of strategy 

will affect the shopping behavior of shoppers and which variable has the more 

significant impact.  

There are 42 questions related to Shopee strategy in this study, so the number of 

items is 42. Cronbach's Alpha value is 0.974. According to the scholar Gay (1992), if 

the reliability coefficient of any test or scale is above 0.90, the reliability of the test 

letter or scale is excellent. The codes a-h represent Shopee's eight strategies, and 

Cronbach α is all above 0.8. Thus, the reliability is very credible. 
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(a1+a2+a3+a4+a5+a6)/6 represent app strategy (a=0.832). (b1+b2+b3+b4+b5)/5 

represent product strategy (a= 0.853). (c1+c2+c3+c4+c5)/5 represent price strategy| 

(a= 0.832). (d1+d2+d3+d4+d5+d6)/6 represent promotion strategy (a=0.811). 

(e1+e2+e3+e4)/4 represent shipping strategy (a=0.844).(f1+f2+f3+f4+f5+f6)/6 

represent live streaming strategy (a= 0.815). (g1+g2+g3+g4)/4 represent content 

strategy (a=0.816).(h1+h2+h3+h4+h5+h6)/6 represent social media strategy 

(a=0.816). 
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Respondent's Basic Information  

The collected data not only included basic demographic variables, but also 

surveyed the respondents' thoughts on Shopee's various marketing strategies, whether 

they were satisfied, and so on. These data will be analyzed on how Shopee's 

marketing strategy will affect shoppers' shopping behavior. The detailed statistics 

were shown in Appendix B. For the gender group, the respondent's two-thirds are 

female. For the age group, 20 to 30 years old respondents were the most significant 

percentage, and 31-40 years old respondents were the second largest percentage. In 

the education part, the respondents in University were the most. The respondent's 

average monthly incomes located less than 10,000 (including 10,000), are the highest 

percentage. However, respondents with incomes of 31,000 to 40,000 ranked second. 

 In addition to some essential demographic variables, the online survey was 

designed to perceive the effects of Shopee's marketing strategy on shopping 

behaviors. The detailed statistics were shown in Appendix C. Among the respondents, 

the average number of visits to the Shopee shopping platform in a week is six times 

(include more than six times) accounted for the most. Respondents make 1-2 

purchases on the Shopee shopping platform every month on average, and 3-4 

purchases are the second most frequent. Most respondents spend an average of (NTD) 

below 1,000 (inclusive) on the Shopee shopping platform each month, the second is 

1,001-2,000, and a small number of people will spend over $3,001. 

 Since this study has four research questions, the following data is divided into 

four blocks. In addition, eight Shopee marketing strategies and four interference 

variables, including gender, age, education level, monthly income, and four shopping 

behaviors. These are used to study what Shopee marketing strategies affect 

consumers' shopping behavior, and analysis of covariance was used for analysis. 
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Number of Weekly Page Views 

After narrative statistical analysis, 33.7% of the respondents browse the 

Shopee app six times or more a week the most. Extremely, 25.5% of the respondents 

browse the Shopee app once a week, which is the second most. The respondents who 

browse the Shopee app 2-3 times a week are about the same as the once-a-week 

respondents, accounting for 25.3%. The first questionnaire of the study was "Which 

strategies will affect the number of weekly page views consumers use the Shopee 

App." Therefore, eight kinds of Shopee marketing strategies, four intervention 

variables are used to study which Shopee strategies will affect the consumption 

behavior of Shopee shoppers' weekly browsing times. 

Marketing Strategies Shopper Attributes Shopping Behaviors

APP

product

price

promotion

shipping

live streaming

content

social media

gender

age

education

income

timeswk

P=0.05

P=0.006

P=0.005

P=0.001

P=0.01

Fig 1 The significance of 8 strategies in number of weekly page views 

 

The result of the analysis of covariance is that Shopee application browsing 

and operating strategies will affect Shopper's weekly page views. [F=3.847 P=0.05] 

Values greater than or equal to 0.05 are significant, and 1.0% has little effect. 

Therefore, the browsing and operating strategy that represents the Shopee application 
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will affect Shopper's weekly page views. None of the other strategies have a 

significant impact. In addition, when these eight strategies consider gender [F=7.592, 

P=0.006], a P value less than 0.05 is significant. This intervention variable affects the 

number of weekly visits to Shopper. There is a small impact of 1.9%. When 

considering income in various strategies, [F=3.723 P=0.005] P value less than 0.05 is 

significant. This intervention variable affects Shopper's weekly page views, with a 

relatively small impact of 3.7%. When the strategy considers gender and age 

[F=4.854, P=0.001], a P value less than 0.05 is significant. This intervention variable 

affects the number of weekly visits to Shopper, with a small impact of 4.8%. When 

considering gender, age, and education in the strategy, [F=4.637 P=0.010] P value 

less than 0.05 is significant. This intervention variable affects Shopper's weekly page 

views, with a small impact of 2.3%.  (See Appendix C-1) 
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Monthly Purchase Frequency 

The second questionnaire of the study is "What strategy will affect the 

monthly purchase frequency on Shopee?" According to the results of narrative 

statistical analysis, 55.3% of respondents buy Shopee platform products 1-2 times a 

month, which is the most, accounting for more than half. Furthermore, 33.2% of 

respondents purchase Shopee platform products 3-4 times a month. Furthermore, 5-6 

times only accounted for 5.7%, and those who answered more than seven times were 

the least, accounting for only 4.7%. Most of the respondents do not buy too many 

times per month. 

Marketing Strategies Shopper Attributes Shopping Behaviors

APP

product

price

promotion

shipping

live streaming

content

social media

gender

age

education

income

timesmo

P=0.006

P=0.000

P=0.006

 Fig 2 The significance of 8 strategies in monthly purchase frequency 

 

The result of the analysis of covariance is that the Shopee strategy does not 

affect the consumption behavior of Shopee shoppers' monthly consumption times. 8

個策略都沒有影響。However, when the strategy considers the intervention variable 

income, [F=3.680, P=0.006], P value less than 0.05 is significant, with a small effect 

of 3.7%. Thus, when the intervention variable of income is considered in various 
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strategies, it will affect the consumption behavior of Shopee shoppers' monthly 

consumption times. When the strategy considers the intervention variables gender and 

age, [F=6.497, P=0.000], P value less than 0.05 is significant, and the effect of 6.4% 

is small. When the strategy considers the intervention variables gender, age, and 

education [F=5.115, P=0.006], a P value of less than 0.05 is significant, with a small 

effect of 2.6%.  (See Appendix C-2) 
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Spending on Shopee Every Month 

The third questionnaire of the study is "What strategy would affect the 

spending on Shopee every month?" Based on the results of the narrative statistical 

analysis, the respondents who spent 1,000 yuan or less on the Shopee platform in a 

month accounted for the most, accounting for 42.3%, and the second most were 

spending $1,001-$2,000 on the Shopee platform each month, with 38.5%. Moreover, 

only 6.3% of respondents spend more than RMB 3,001 each month. It means that 

most people do not spend too much money on online shopping a month, and they 

seldom buy too expensive products on Shopee. 

Marketing Strategies Shopper Attributes Shopping Behaviors

APP

product

price

promotion

shipping

live streaming

content

social media

gender

age

education

income

spendmo

P=0.005

P=0.000

P=0.006

P=0.04

 

Fig 3 The significance of 8 strategies in spending on Shopee every month 

 

After the analysis of covariance, the result is that the Shopee strategy does not 

affect the consumption behavior of Shopee shoppers' monthly consumption amount. 

However, if the intervention variable of gender is taken into account in various 

strategies, [F=8.074, P=0.005], a P value of less than 0.05 is significant, with a small 

effect of 2.1%. Therefore, when gender is considered, these eight strategies will affect 

the money consumers spend on Shopee each month. Also, when the strategy considers 
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the intervention variable income, [F=6.315, P=0.000], a P value of less than 0.05 is 

significant, with a small effect of 6.2%. If the strategy considers gender and age of the 

intervention variables simultaneously, [F=3.663, P=0.006], a P value less than 0.05 is 

significant, with a small effect of 3.7%. Furthermore, when the strategy considers the 

intervention variables gender, age, and education level [F=5.623, P=0.004], a P value 

less than 0.05 is significant, with a small effect of 2.8%.  (See Appendix C-3) 
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Satisfaction 

The last question of the study is "What strategy would affect the satisfaction?" 

To understand what kind of Shopee strategy would affect, the analysis of variance 

was used to study. It uses 8 Shopee marketing strategies, Shopee app browsing and 

operation, Shopee's product marketing strategy, Shopee's price marketing strategy, 

Shopee's promotion marketing strategy, shipping strategy, Shopee's online live 

streaming sales strategy, Shopee's content marketing strategy, and social media 

marketing. Also, four interventions were used, gender, age, monthly income, and 

education level, to research whether Shopee strategies affect shoppers' satisfaction. 

Marketing Strategies Shopper Attributes Shopping Behaviors

APP

product

price

promotion

shipping

live streaming

content

social media

gender

age

education

income

satisfaction

P=0.000

P=0.005

P=0.001

P=0.01

 

Fig 4 The significance of 8 strategies in satisfaction 

 

After the analysis of covariance, it is found that Shopee's app browsing and 

operation strategy will affect the satisfaction of Shopee consumers. [F=38.319, P= 

0.000], the P-value is less than 0.05, which is significant and has a small effect of 

9.0%. Also found that Shopee's product marketing strategy will also affect Shopee 

consumer satisfaction. [F=4.083, P=0.044], P value less than 0.05 is significant, and 



36 
 

there is a small effect of 1.0%. In addition, when the various strategies consider both 

the intervention variables of age and income, it will affect the satisfaction of Shopee 

consumers. [F=1.989, P=0.033], a P value of less than 0.05 is significant, with a small 

effect of 4.9%. When each strategy considers both the intervention variables of 

education and income [F=2.583, P=0.009], a P value less than 0.05 is significant, with 

a small effect of 5.1%.  (See Appendix C-4) 
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Data Summary 

From the results of data analysis, the main findings of the research problem 

are summarized as follows: 

1. The browsing and operation strategy of the Shopee application will affect 

the number of weekly browsing of Shopper. When gender is considered 

in various strategies, it will also affect the number of weekly views of 

Shopper. When the intervention variable of income is taken into account, 

it will also affect the number of weekly views of Shopper. Moreover, 

when the Shopee strategy considers both gender and age and gender, age, 

and education level, it will also affect the number of weekly views of 

Shopper. 

2. Although the analysis of Shopee's various strategies does not affect the 

consumption behavior of Shopee shoppers' monthly consumption times. 

However, when the strategy considers the intervention variable income, it 

will affect the consumption behavior of Shopee shoppers' monthly 

consumption times. In addition, when the strategy considers the 

intervention variables gender and age at the same time and the 

intervention variables gender, age, and education, it will also affect the 

consumption behavior of Shopee shoppers' monthly consumption times. 

3. Although the analysis of Shopee's various strategies does not affect 

Shopee shoppers' monthly consumption amount. However, if gender is 

considered an intervention variable in various strategies, these eight 

strategies will affect consumers' monthly spending on Shopee. In 

addition, when the strategy considers the intervention variable income, it 

will also affect the monthly spending of consumers on Shopee. 

Furthermore, if the strategy considers both gender and age of the 
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intervention variables and considers gender, age, and education level, it 

will also impact. 

4. After covariance analysis, it is found that Shopee's app browsing and 

operation strategy and Shopee's product marketing strategy will affect the 

satisfaction of Shopee consumers. In addition, when various strategies 

consider age and income and the two intervention variables of education 

and income simultaneously, it will affect the satisfaction of Shopee 

consumers. 
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CONCLUSION 

Discussion 

This research studies what kind of strategies will affect consumers' shopping 

behaviors. 

Discussion 1: Which strategies will affect the number of weekly page views 

consumers use the Shopee App 

After research, the research showed that among the 8 Shopee strategies, the 

browsing and operation strategies of the Shopee app are significantly related to the 

number of times consumers browse each week, which represents a good app usage 

strategy and whether it is convenient to operate and the influence of browsing on 

consumers' consumption behavior. For consumers, if they have a good shopping 

experience or good browsing tools, they would be willing to continue browsing. 

Therefore, users will also pay attention to whether the platform design is comfortable 

and convenient when contacting them. Furthermore, in 吳孟芸(2008)17 article, it is 

pointed out that buyers will evaluate the uncertainty of the auction website because of 

the accumulation of experience. Therefore, consumers who use the Shopee auction 

more frequently are more familiar with the Shopee app. Therefore, Shopee's consumer 

experience here is good, and they are willing to use the Shopee app more frequently. 

 

Discussion 2: What strategies will affect Shopee's monthly purchase frequency? 

After analysis, Shopee's eight marketing strategies did not affect Shopee's 

monthly purchase frequency. The main factors that affect the frequency of consumers' 

monthly purchases are some consumers' factors, such as different genders or different 

                                                       
17吳孟芸。「拍賣網站之購物行為研究：買方之不確定性與資訊瀏覽初探」。碩士論文，國立

中正大學電訊傳播研究所 
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ages. In addition, the frequency of monthly purchases is also different, and the amount 

of monthly income will affect the monthly purchase frequency of consumers. 

  

Discussion 3: What strategy would affect the spending on Shopee every month 

After analysis, Shopee's eight marketing strategies would not affect the 

shopper's spending on Shopee every month. The factors that affect the monthly 

consumption of consumers are some factors of the consumers themselves, such as 

monthly income and age. The narrative statistics show that 42.3% of respondents have 

a monthly consumption of less than 1,000 yuan, which means that monthly income 

will depend on the number of money consumers will spend on online shopping in a 

month.  

 

Discussion 4: what strategy would affect the satisfaction 

According to the analysis results, Shopee's app browsing and operation 

strategy are significantly related to consumer satisfaction. Consumers usually give 

positive comments on things they are familiar with （吳孟芸， 2008）. Similarly, 

consumers who are more familiar with online auctions' operating methods and 

procedures, or better operate, will be more satisfied with online auctions. Moreover, 

Lin Suxiu (2012)18 pointed out that customers' buying behavior is based on satisfying 

customer needs. If customer needs can be met, customer satisfaction will be higher. 

On behalf of consumers, the better the service quality of the shopping platform is, it 

will help the industry improve customer satisfaction and attract new consumers. 

Furthermore, Shopee's product marketing strategy is significantly related to consumer 

satisfaction. The types of products that represent Shopee meet the needs of consumers 

                                                       
18林素綉(Su-Hsiu Lin)（2012）從顧客知覺關係利益觀點探討壽險業顧客關係加強努力對關係結

果之影響 
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and increase consumer satisfaction. When most people consume, whether the product 

quality and variety are diversified and whether they can meet their needs will affect 

whether consumers are willing to shop again. 

Conclusion 

Through the analysis of Chapter 4, it is found that among the eight strategies, 

only the operation strategy of Shopee app browsing and the Shopee product strategy 

has significant levels that impact consumers' shopping behavior. In particular, these 

two strategies have a significant impact on consumer satisfaction. However, other 

strategies need to consider the consumer's demographic variables such as gender, age, 

education level, and monthly income to impact shopping behavior significantly. 

Therefore, most shopping behavior that affects consumers is not the policy itself but 

the consumer's factors such as their monthly income or the shopping behavior of 

people of different genders. 

Suggestion 

In recent years, Shopee's marketing strategy has been changed and updated, so 

hoped that follow-up researchers could do more research on this part. In addition, 

many factors cause consumer behavior, but this study did not consider all factors, and 

there is room for research on other factors. Therefore, if the follow-up researchers can 

pay more attention to or improve this part would be better. Furthermore, this research 

mainly aimed at Shopee's strategy and recommended that follow-up researchers 

compare Shopee with other online shopping platforms. In addition, because research 

has found that the main influence on shopping behavior is not the policy itself but the 

consumer’s own factors, perhaps decision-makers can take more into account the 

consumer’s own factors when making decisions.  
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APPENDIX A 

蝦皮對消費者購買行為的影響 
親愛的小姐/先生： 

您好，我是文藻外語大學國際事務系的學生，目前正在進行一項有關蝦

皮對消費者購買行為的影響之研究。在此希望能耽誤您幾分鐘的時間，請教

您一些問題。您的意見無對與錯之分，您的回答僅供個人學術研究之用，並

不對外公開，敬請安心填答。 

感謝您在百忙之中，抽空為本問卷所做之填答，在此本人獻上十二萬分

之謝意! 

         文藻外語大學國際事務系 

指導教授：林建宏 

學生：蔡佳雯 

一. 基本資料： 

1.性別： □ 男  □ 女 

2.年齡：□ 20以下(包含 20)  □ 21-30歲   □ 31-40歲 □ 41-50歲 □ 

51歲以上 

3.月收入(包含零用金)：□1 萬以下(包含 1萬）□1萬 1千～2萬 □２萬 1千

~3萬 □ 3萬 1千~4萬 □ 4 萬 1千以上 

二. 蝦皮購物網之使用與消費行為 

1. 平均一周瀏覽蝦皮購物網的次數: 

□1次以下 □2-3次 □4-5次 □6次以上(包含 6次)  

2. 平均每個月在蝦皮購物網購買頻率 

□1-2次 □3-4次 □5-6次 □7 次以上(包含 7次)  

3. 平均每月在蝦皮購物平台上花費(新台幣): 

□5,000(含)元以下 □5,001 元-10,000 元 □10,001 元-15,000 元 □

15,000(含)元以上   

 

三.蝦皮購物平台 App的瀏覽以及操作  

題    目 
非常

同意 
同意 普通 

不 

同意 

非常 

不同意 

1我覺得蝦皮購物網的 App瀏覽操

作是簡顯易懂的   

□ □ □ □ □ 

2. 我很滿意蝦皮購物平台 App 上的

操作介面 

□ □ □ □ □ 

3. 我使用蝦皮購物的 App頻率會比

使用網頁的頻率還要多 

□ □ □ □ □ 



43 
 

4. 我覺得蝦皮購物的 App頁面設計

很吸引人   

□ □ □ □ □ 

5. 我覺得蝦皮購物的 App導覽很方

便 

□ □ □ □ □ 

6. 我認為蝦皮購物的 App提供的資

訊是明確的 

□ □ □ □ □ 

 

四. 對於蝦皮購物網的各項行銷策略想法 

 

4-1 產品策略 

題    目 
非常

同意 
同意 普通 

不 

同意 

非常 

不同意 

1蝦皮購物網提供多元化的產品 □ □ □ □ □ 

2. 蝦皮購物網的商品種類，符合您

的需求 

□ □ □ □ □ 

3. 我在蝦皮拍賣網上可以買到所有

我想要的商品 

□ □ □ □ □ 

4. 我在蝦皮拍賣網上可以買到所有

所需要的商品(日用品) 

□ □ □ □ □ 

5. 蝦皮拍賣網商品種類比其他購物

網站多 

□ □ □ □ □ 

 

4-2 定價策略 

題    目 
非常

同意 
同意 普通 

不 

同意 

非常 

不同意 

1我對於蝦皮購物網商品的畸零定價

法 (ex:99元 199元)感到滿意  

□ □ □ □ □ 

2. 蝦皮購物網的商品價格，符合您

的需求 

□ □ □ □ □ 

3. 蝦皮拍賣之賣家所提供的產品/服

務其價格是合理的 

□ □ □ □ □ 

4. 蝦皮拍賣定價的高低會影響我的

購買意願 

□ □ □ □ □ 

5. 蝦皮拍賣商品的定價比其他購物

網站低 

□ □ □ □ □ 

 

4-3折扣策略 

題    目 
非常

同意 
同意 普通 

不 

同意 

非常 

不同意 

1 蝦皮購物網的蝦皮天天登入賺蝦

幣，1蝦幣折抵 1元是吸引我的  

□ □ □ □ □ 

2.購物網的每日 00:00 / 10:00 / 

15:00 / 20:00商品限時優惠會吸引

我購買優惠商品 

□ □ □ □ □ 
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3. 蝦皮購物網的"蝦蝦果園"遊戲賺

取兌換折扣卷是吸引我的 

□ □ □ □ □ 

4. 蝦皮購物網的娛樂節日(例:雙十

一節/五五女神節)活動是吸引我的 

□ □ □ □ □ 

5. 蝦皮購物網的各種主題活動會讓

我想購買更多商品 

□ □ □ □ □ 

6. 蝦皮購物網的 299元滿額折價活

動是吸引我的 

□ □ □ □ □ 

 

4-4：運費行銷策略 

題    目 
非常

同意 
同意 普通 

不 

同意 

非常 

不同意 

1. 蝦皮拍賣超商免運費是吸引我的  □ □ □ □ □ 

2. 蝦皮購物網的 99元/199 元免運

費政策會使我想購買更多商品 

□ □ □ □ □ 

3. 蝦皮購物網的 99元免運費會影響

我是否選擇在蝦皮購物 

□ □ □ □ □ 

4. 我會比較蝦皮購物網的與其他網

購平台的運費政策 

□ □ □ □ □ 

 

4-5：直播銷售策略  

題    目 
非常

同意 
同意 普通 

不 

同意 

非常 

不同意 

1 . 蝦皮購物網的直播銷售直接看到

商品真實樣貌會更吸引我購買 

□ □ □ □ □ 

2. 蝦皮購物網的直播銷售實際穿搭

或是實際操作商品特性會讓我想購買

更多商品  

□ □ □ □ □ 

3. 蝦皮購物網的直播銷售會讓我更

加了解產品細節 

□ □ □ □ □ 

4.蝦皮購物網的週三直播免運日購買

商品免運費會吸引我觀看直播購買商

品 

□ □ □ □ □ 

5.蝦皮購物網的直播銷售與網紅及明

星進行直播會吸引我觀看直播 

□ □ □ □ □ 

6. 蝦皮購物網的直播銷售每場發送

限量折扣碼會吸引我觀看直播 

□ □ □ □ □ 

 

4-6:內容行銷 

題    目 
非常

同意 
同意 普通 

不 

同意 

非常 

不同意 

1 .蝦皮購物網找出現代人的煩惱，

推出「解憂方案」，包裝商品與折扣

吸引我購買商品 

□ □ □ □ □ 
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2. 我會不定時關注蝦皮購物部落格-

蝦品輯的各類文章 

□ □ □ □ □ 

3. 蝦皮購物網的部落格-蝦品輯貼文

符合時事，結合商品會吸引我購買商

品 

□ □ □ □ □ 

4. 蝦皮購物網的部落格-蝦品輯貼文

包羅萬象、貼合時事讓我覺得蝦皮無

所不在 

□ □ □ □ □ 

 

4-7:社群媒體行銷 

題    目 
非常

同意 
同意 普通 

不 

同意 

非常 

不同意 

1 .我會主動追蹤蝦皮購物網的社群

網站的相關訊息 

□ □ □ □ □ 

2.蝦皮購物網粉絲團不定時抽獎活動

會吸引我關注蝦皮購物網的社群媒體 

□ □ □ □ □ 

3.蝦皮拍賣網使用 LINE宣傳活動或

促銷產品會吸引我購買商品 

□ □ □ □ □ 

4.蝦皮購物網的社群媒體(Line, 

Facebook, Instagram)不定時祭出折

扣碼會吸引我關注 

□ □ □ □ □ 

5. 蝦皮購物網使用 Line, 

Facebook, Instagram傳達活動消息

會讓我增加對蝦皮更加的認識 

□ □ □ □ □ 

6. 蝦皮購物網時常 Facebook 和 

Instagram 等社交網站上發布廣告會

吸引我點入蝦皮賣場瀏覽商品 

□ □ □ □ □ 

 

5.請問您對於蝦皮購物網整體的滿意度如何？: 

□非常滿意 □滿意 □普通 

□不滿意 □非常不滿意 
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APPENDIX B 

 

Respondent's Basic Information Statistics Table 

 

 

 

Demographic Information of Respondents’ condition of using Shopee 

 

  

Attribute  Demographic Percentage 

Gender Male 

Female 

34.6% 

64.4% 

age Under 20 years old (inclusive 20) 

21 to 30 years old 

31-40 years old 

41-50 years old 

Over 51 years old  

17% 

47.2% 

20.9% 

11.1% 

3.4% 

education Junior high (inclusive) and below 

High School  

University  

Institute (inclusive) above 

0.2% 

12.3% 

71.9% 

14.6% 

Average 

monthly 

incomes 

Below 10,000 (including 10,000) 

NT$11,000 to NT$20,000 

NT$21,000 to NT$30,000 

NT$31,000 to NT$40,000 

NT$41,000 or more 

30.2% 

15% 

11.7% 

29.2% 

12.8% 

Attribute  Demographic Percentage 

Number of visits to 

Shopee in a week 

1 time (including 0 times) 

2 to 3 times 

4 to 5 times 

6 times or more 

25.5% 

25.3% 

15.4% 

33.7% 

Monthly purchase 

frequency on Shopee 

1 to 2 times 

3 to 4 times 

5 to 6 times 

7 times or more 

55.3% 

33.2% 

5.7% 

4.7% 

Spend on Shopee 

every month (NTD) 

Below $1,000 (inclusive) 

$1,001 to $2,000 

$2,001 to $3,000 

Over $3,001 

42.3% 

38.5% 

12.3% 

6.3% 
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APPENDIX C 

Appendix C-1 

Tests of Between-Subjects Effects  

Dependent Variable: Which strategies will affect the number of weekly page views 

consumers use the Shopee App 
 

Source 

Type III 

Sum of 

Squares df 

Mean 

Square F Sig. 

Partial Eta 

Squared  

Corrected 

Model 

298.484a 77 3.876 4.096 0.000 0.449 

 

截距 0.019 1 0.019 0.021 0.886 0.000  

appmean 3.667 1 3.667 3.874 0.050 0.010  

productmean 0.217 1 0.217 0.230 0.632 0.001 

 

pricemean 1.104 1 1.104 1.167 0.281 0.003  

promotionmean 2.533 1 2.533 2.676 0.103 0.007 

 

shippingmean 0.728 1 0.728 0.770 0.381 0.002 

 

live 

streamingmean 

2.002 1 2.002 2.115 0.147 0.005 

 

contentmean 3.042 1 3.042 3.214 0.074 0.008 

 

Social 

mediamean 

1.000 1 1.000 1.057 0.305 0.003 

 

gender 7.185 1 7.185 7.592 0.006 0.019  

age 6.408 4 1.602 1.693 0.151 0.017  

education 0.830 2 0.415 0.438 0.645 0.002  

income 14.093 4 3.523 3.723 0.005 0.037  

gender * age 18.375 4 4.594 4.854 0.001 0.048 

 

gender * 

education 

1.950 2 0.975 1.030 0.358 0.005 

 

gender * 

income 

5.154 4 1.288 1.361 0.247 0.014 

 

age * education 4.977 7 0.711 0.751 0.629 0.013 

 

age * income 13.196 10 1.320 1.394 0.180 0.035 

 

education * 

income 

6.366 8 0.796 0.841 0.567 0.017 

 

gender * age * 

education 

8.777 2 4.389 4.637 0.010 0.023 
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gender * age * 

income 

7.497 5 1.499 1.584 0.163 0.020 

 

gender * 

education * 

income 

7.822 5 1.564 1.653 0.145 0.021 

 

age * education 

* income 

3.846 3 1.282 1.355 0.256 0.010 

 

gender * age * 

education * 

income 

0.470 1 0.470 0.497 0.481 0.001 

 

Error 366.256 387 0.946    
 

Total 3705.000 465     
 

Corrected Total 664.740 464     

 

a. R Squared = .449 (Adjusted R Squared = .339)  
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Appendix C-2 

Tests of Between-Subjects Effects  

Dependent Variable: What strategies will affect Shopee's monthly purchase frequency  

Source 

Type III 

Sum of 

Squares df 

Mean 

Square F Sig. 

Partial Eta 

Squared  

Corrected 

Model 

101.588a 77 1.319 2.861 0.000 0.365 

 

截距 1.651 1 1.651 3.579 0.059 0.009  

appmean 0.764 1 0.764 1.656 0.199 0.004  

productmean 0.082 1 0.082 0.178 0.673 0.000 

 

pricemean 0.417 1 0.417 0.905 0.342 0.002  

promotionmean 0.625 1 0.625 1.355 0.245 0.004 

 

shippingmean 0.003 1 0.003 0.006 0.938 0.000 

 

live 

streamingmean 

0.200 1 0.200 0.433 0.511 0.001 

 

contentmean 0.007 1 0.007 0.015 0.902 0.000 

 

Social 

mediamean 

1.699 1 1.699 3.684 0.056 0.010 

 

gender 2.306 1 2.306 5.002 0.026 0.013  

age 2.028 4 0.507 1.099 0.357 0.011  

education 0.846 2 0.423 0.917 0.401 0.005  

income 6.788 4 1.697 3.680 0.006 0.037  

gender * age 11.983 4 2.996 6.497 0.000 0.064 

 

gender * 

education 

0.562 2 0.281 0.609 0.544 0.003 

 

gender * 

income 

5.696 4 1.424 3.088 0.016 0.031 

 

age * education 7.204 7 1.029 2.232 0.031 0.039 

 

age * income 4.998 10 0.500 1.084 0.373 0.028 

 

education * 

income 

4.409 8 0.551 1.195 0.301 0.024 

 

gender * age * 

education 

4.718 2 2.359 5.115 0.006 0.026 

 



50 
 

gender * age * 

income 

1.034 5 0.207 0.448 0.814 0.006 

 

gender * 

education * 

income 

4.951 5 0.990 2.148 0.059 0.027 

 

age * education 

* income 

0.747 3 0.249 0.540 0.655 0.004 

 

gender * age * 

education * 

income 

0.037 1 0.037 0.080 0.777 0.000 

 

Error 176.611 383 0.461    
 

Total 1431.000 461     
 

Corrected Total 278.200 460     

 

a. R Squared = .365 (Adjusted R Squared = .238)  
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Appendix C-3 

Tests of Between-Subjects Effects  

Dependent Variable: What strategy would affect the spending on Shopee every month 

Source 

Type III 

Sum of 

Squares df 

Mean 

Square F Sig. 

Partial Eta 

Squared  

Corrected 

Model 

133.183a 77 1.730 3.093 0.000 0.382 

 

截距 1.617 1 1.617 2.891 0.090 0.007  

appmean 1.421 1 1.421 2.540 0.112 0.007  

productmean 0.353 1 0.353 0.632 0.427 0.002 

 

pricemean 0.210 1 0.210 0.375 0.541 0.001  

promotionmean 0.389 1 0.389 0.695 0.405 0.002 

 

shippingmean 0.070 1 0.070 0.125 0.724 0.000 

 

live 

streamingmean 

0.730 1 0.730 1.304 0.254 0.003 

 

contentmean 0.975 1 0.975 1.744 0.187 0.005 

 

Social 

mediamean 

1.409 1 1.409 2.519 0.113 0.007 

 

gender 4.515 1 4.515 8.074 0.005 0.021  

age 4.433 4 1.108 1.981 0.097 0.020  

education 0.780 2 0.390 0.697 0.499 0.004  

income 14.128 4 3.532 6.315 0.000 0.062  

gender * age 8.194 4 2.049 3.663 0.006 0.037 

 

gender * 

education 

2.404 2 1.202 2.150 0.118 0.011 

 

gender * 

income 

8.225 4 2.056 3.677 0.006 0.037 

 

age * education 7.756 7 1.108 1.981 0.057 0.035 

 

age * income 6.399 10 0.640 1.144 0.328 0.029 

 

education * 

income 

3.753 8 0.469 0.839 0.569 0.017 

 

gender * age * 

education 

6.289 2 3.145 5.623 0.004 0.028 

 

gender * age * 

income 

3.758 5 0.752 1.344 0.245 0.017 
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gender * 

education * 

income 

6.123 5 1.225 2.190 0.055 0.028 

 

age * education 

* income 

1.066 3 0.355 0.635 0.593 0.005 

 

gender * age * 

education * 

income 

0.016 1 0.016 0.029 0.866 0.000 

 

Error 215.322 385 0.559    
 

Total 1858.000 463     
 

Corrected Total 348.505 462     

 

a. R Squared = .382 (Adjusted R Squared = .259)  
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Appendix C-4 

Tests of Between-Subjects Effects  

Dependent Variable: What strategy would affect the satisfaction 

Source 
Type III Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Partial Eta 

Squared 
 

Corrected Model 65.397a 77 0.849 4.117 0.000 0.451  

截距 2.536 1 2.536 12.291 0.001 0.031  

appmean 7.906 1 7.906 38.319 0.000 0.090  

productmean 0.842 1 0.842 4.083 0.044 0.010  

pricemean 0.577 1 0.577 2.796 0.095 0.007  

promotionmean 0.046 1 0.046 0.224 0.636 0.001  

shippingmean 0.503 1 0.503 2.436 0.119 0.006  

live streamingmean 0.020 1 0.020 0.095 0.758 0.000  

contentmean 0.123 1 0.123 0.596 0.440 0.002  

Social mediamean 0.505 1 0.505 2.449 0.118 0.006  

gender 0.755 1 0.755 3.660 0.056 0.009  

age 0.985 4 0.246 1.193 0.313 0.012  

education 0.208 2 0.104 0.505 0.604 0.003  

income 0.758 4 0.190 0.919 0.453 0.009  

gender * age 1.262 4 0.316 1.529 0.193 0.016  

gender * education 0.736 2 0.368 1.785 0.169 0.009  

gender * income 0.921 4 0.230 1.116 0.349 0.011  

age * education 1.503 7 0.215 1.040 0.402 0.019  

age * income 4.103 10 0.410 1.989 0.033 0.049  

education * income 4.264 8 0.533 2.583 0.009 0.051  

gender * age * 

education 
0.483 2 0.242 1.172 0.311 0.006  
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gender * age * 

income 
0.585 5 0.117 0.567 0.725 0.007  

gender * education 

* income 
1.094 5 0.219 1.060 0.382 0.014  

age * education * 

income 
0.431 3 0.144 0.697 0.555 0.005  

gender * age * 

education * income 
0.451 1 0.451 2.184 0.140 0.006  

Error 79.637 386 0.206     

Total 7190.000 464      

Corrected Total 145.034 463      

a. R Squared = .451 (Adjusted R Squared = .341)  
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