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Abstract: This paper puts forward the factors which affects book buyers on the basis of analyzing the
characteristics of on-line book-buying behavior and literatures about on-line shopping; then this paper founds
probable consumers’ intent model of on-line book shopping and modifies the model by collecting a mass of
data and analyzing it with statistical software—SPSS and AMOS, and finally, establishes the book buyers’
intent model of on-line book shopping and provide some managerial implications.
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Figure 1. Hypothesis model of online consumers’ purchase
intention
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Table 1. Hypothesis model of online consumers’ purchase intention
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Table 4. Test of the Hypothetical Model
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Figure 2. Model for the intention of online book purchasers
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Figure 3. Pathway for online books purchasing behavior affected
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