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Abstract

How to successfully sell products through shopping apps has become an important topic in
mobile commerce. This study recruited 34 Taobao App consumers to participate in simulated shopping
tasks to explore differences in App functionality usage behaviors. We used clustering methods to
identify five unique shopping groups and then applied lag sequential analysis (LSA) to analyze search
paths. Additionally, we augmented the explanations of these approaches with lifestyle analysis to
explore the characteristic of five unique shopping groups. The research findings indicate that time
factors significantly influence shopping behaviors. Transactional-oriented group and recommendation-
adopting groups with shorter shopping times have simplified search moves. In contrast, price sensitive,
information-consuming, and product-comparing in longer time groups demonstrate more diverse and
unique search patterns and place emphasis on comparing prices, information, and brands, respectively.
The lifestyle analysis in the study revealed significant differences in the information-seeking (IS)
dimension among different shopping groups. This finding aligns with the research results obtained
through segmentation analysis based on shopping App functionality usage in this study. The findings
contribute to helping shopping App managers understand various consumer shopping behaviors for
enhancing design of Apps functionalities and interfaces.
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Extended Abstract

1. Introduction

In recent years, online shopping platforms
have developed mobile shopping applications
(apps) to provide targeted marketing to enhance
consumers’ purchase intentions. As consumers
use these apps to browse and gather information
on desired products, they generate vast and rich
datasets on their information behavior. These
datasets present an opportunity for researchers
to observe changes in information needs and
evaluate how app functionalities or interfaces
support consumers with varying needs. Lifestyle
factors influence consumer shopping behaviors.
Lifestyle factors, including personal attitudes,
values, and worldviews, influence product
choices and shopping motivations (Dahana et al.,
2019; Ittaqullah et al., 2020; Kau et al., 2003;
Zahra & Anoraga, 2021). Free time availability
also influences consumer shopping behaviors.
Several studies have provided insights into the
relationship between online shopping and time
factors (Almarashdeh et al., 2018; Liu et al., 2017,
Tupikovskaja-Omovie & Tyler, 2022). On the
basis of previous research findings, this study
explored consumer segmentation in app-based
shopping from the perspective of shopping
time expenditure. Furthermore, the relationship

between the information-seeking behaviors of

different shopping groups and their lifestyles

was investigated.

To ensure the representativeness of the study
context, this study selected the Taobao app as
the experimental platform and recruited 34
participants. Each participant completed two
simulated shopping tasks, during which their
browsing and clicking behaviors on the app were
recorded. The research objectives are summarized
as follows:

(1) Investigate consumer interaction behaviors
on the mobile shopping app and employ the
K-means clustering algorithm to conduct
shopping group segmentation.

(2) Use lag sequential analysis (LSA) to identify
significant search patterns on the basis of
platform interaction behaviors and observe
whether different shopping groups exhibit
distinct search behaviors on account of varying
shopping time expenditures.

(3) Explore the relationship between lifestyle
factors and shopping behaviors by administering

a questionnaire survey and analyzing the results.

2. Research Model and Methods
Using the stimulus-organism-response (S-O-R)

model (Mehrabian & Russell, 1974) as a reference

framework, the study investigated how the

Note. To cite this article in APA format: Yu, H.-K., & Wu, I.-C. (2024). Exploring shopping behaviors of
different groups using the Taobao App from a time perspective. Journal of Library and Informa-
tion Studies, 22(2), 55-100. https://doi.org/10.6182/jlis.202412_22(2).055 [Text in Chinese].

To cite this article in Chicago format: Hsin-Kai Yu and I-Chin Wu, “Exploring shopping behaviors
of different groups using the Taobao App from a time perspective,” Journal of Library and Informa-
tion Studies 22, no. 2 (2024): 55-100. https://doi.org/10.6182/jlis.202412_22(2).055 [Text in Chinese].
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distinctive features and page characteristics of the
shopping app (stimulus) and various consumer
psychological factors (organism) influence
information-seeking behaviors in mobile shopping
(response). The research process is illustrated in
Figure 1.

Regarding consumer response, this study
explored shopping app usage behaviors and
determined binary outcomes, providing deeper
insights into the effects of stimulus and organism
on behavioral response, thereby enhancing result
interpretability. The S-O-R model was chosen as

the reference framework for this study because

Extended Abstract

it examines how external stimuli affect users’
internal psychology and subsequently influence
users’ reactions and decisions. This model offers
an explanatory framework suitable for this
exploratory study. Moreover, this framework has
been widely adopted in recent years for research
related to online shopping or e-commerce, and it
provides a valuable foundation for understanding
consumer behavior.

As summarized in Figure 2, the research
process consists inviting participants, user behavior
tracking and analysis, shopping group analysis,

search pattern analysis, and lifestyle analysis.

Figure 1. Our Research Model based on the S-O-R Model
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3. Empirical Analysis Results

3.1 Influence of psychological factors
on behavior

This study used #-tests to calculate differences
in shopping behavior variables across different
need states and shopping time expenditures. The
results indicated that nine variables related to time
expenditure showed significant influence, whereas
no variables related to need states passed the tests.
Therefore, this study focuses on time factors as the

main dependent variables for subsequent analysis.

3.2 Clustering of shopping behavior
characteristics

This study used the K-means clustering method
and utilized compactness and purity to identify
representative shopping groups. The analysis
identified three groups with long shopping times:
the price-sensitive, information-consuming, and
product-comparing groups. Additionally, two
groups with short shopping times were identified:
the transactional-oriented and recommendation-
adopting groups. The analysis results are detailed
in Table 1.

3.3 Search pattern analysis results

LSA analysis revealed that the transactional-
oriented group had more simplified movement
paths and that the recommendation-adopting
group exhibited the fewest search patterns and the
highest usage of recommendation features. The
groups with long shopping times demonstrated
more diverse and unique search patterns than did
the groups with short shopping times. The price-
sensitive, information-consuming, and product-
comparing groups emphasized price, information,

and brand comparisons, respectively.
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3.4 Lifestyle analysis results

This study employed the online consumer
attitudes and behavior scale proposed by Kau et
al. (2003) to explore consumers’ information-
seeking patterns in online shopping. The findings
indicated that different groups exhibited varying
consumer attitudes and behaviors toward

99

“brand comparison,” “online shopping,” “deal
proneness,” and “information seeking.” To begin
with, in the brand comparison construct, the
product-comparing group placed the highest
importance on the brand, which corresponded
with their characteristic of spending the most time
searching and filtering search results. Similarly,
the price-sensitive group tended to spend more
time on price comparisons, aligning with their
high proportion of “product page visits” and
“repeatedly browsing the same products.” In
the online shopping construct, the transactional-
oriented and product-comparing groups showed
a greater preference for online shopping. This
preference may be influenced by time factors,
with the transactional-oriented group tending to

make direct purchases through the shopping app.

4. Conclusion and Recommendations

The results of this study indicate that time
expenditure is the primary factor influencing
different shopping groups’ adoption of various
functions or app page information. Shopping
app operators can infer which shopping group a
consumer belongs to by tracking on their current
shopping behavior and analyzing search patterns
within the app. This information can help to
identify the consumers’ preferred shopping
time and adjust appropriate shopping platform

functions, interfaces, or promotional activities



Table 1. Clustering Results based on Need-state and Usage of Time

Extended Abstract

Group Trans.actional- Pri.c.e Recommer.ldation— Informat?on- Produgt-
(No.) oriented sensitive adopting consuming comparing
€) (&) () (Cy) (€)
# of simulations 20 22 10 9 7
Time (seconds) 7245 219.01 175.00 661.61 438.39
(32.253) (116.700) (107.588) (96.872) (98.124)
Long 0 14 4 9 7
Short 20 8 6 0 0
Webpage browsing behaviors
Frequency of browsing 0.004 0.129 0.150 0.546 0.155
store-level pages (0) (0.019) (0.114) (0.077) (0.213) (0.101)
Frequency of browsing 0.070 0.121 0.187 0.556 0.181
product pages (0) (0.022) (0.101) (0.066) (0.245) (0.120)
Frequency of browsing 0.007 0.123 0.129 0.683 0.224
brand pages (0) (0.015) (0.067) (0.061) (0.285) (0.074)
Frequency of repeatedly 0.000 0.063 0.000 0.359 0.154
browsing same stores (0) (0.000) (0.084) (0.000) (0.359) (0.140)
Frequency of repeatedly 0.000 0218 0.000 0.578 0.200
browsing same (0.000) (0.230) (0.000) (0.323) (0.283)
products (0)
Frequency of repeatedly 0.013 0.151 0.068 0.649 0.211
browsing same brands (0) (0.041) (0.111) (0.070) (0.199) (0.105)
Proportion of browsing 0.299 0.645 0.400 0.568 0.480
product pages (0) (0.081) (0.106) (0.083) (0.183) (0.218)
Time to sorting/filtering 0.132 0.162 0.139 0410 0.766
product (0) (0.121) (0.124) (0.128) (0.155) (0.165)
Frequency of click Ads (0) 0.050 0.114 0.150 0.278 0.071
(0.154) 0.214) (0.242) (0.363) (0.189)
App function usage behavior
Proportion of using search 0.327 0.200 0.320 0.242 0.356
function (o) (0.670) (0.120) (0.348) (0.470) (0.246)
Proportion of using 0.062 0.039 0.104 0.051 0.053
promotion/ (0.182) (1.274) (0.129) (0.120) (1.881)
recommendation
function (0)
Proportion of viewing 0.031 0.171 0.455 0.146 0.113
review comments (0) (0.079) (0.126) (0.101) (0.135) (0.104)
Search iterations (0) 0.069 0.114 0.125 0.222 0.161
(1.276) (1.823) (1.491) (1.986) (1.113)
Shopping cart usage behavior
Average clicks to cart (0) 1.000 1.273 1.400 2.667 0.857
(0.000) (1.241) (0.699) (2.062) (0.378)

Note. The highest values of the variables characterizing shopping behavior are indicated in bold and

double underline, while the lowest values are underlined; (o) denotes the standard deviation.
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to stimulate purchase intentions. Additionally,
examining shopping groups from a lifestyle
perspective reveals the decision-making factors
underlying mobile search behaviors. The product-
comparing group values brand the most, the price-
sensitive group weighs both brands and discounts,
and the information-consuming group is least
concerned with discounts but focuses instead on
extensive information comparison. This study
identified significant differences in the information-
seeking construct among different shopping groups,
demonstrating a correlation between consumers’
shopping behaviors on mobile apps and their
information-seeking attitudes.

The research perspectives, methods, and
conclusions presented in this study can serve as
references for related consumer shopping behavior
research. The findings of this exploratory study
are expected to assist shopping app operators in
identifying the potential behaviors of different
consumer groups on the basis of shopping
behaviors and shopping channel characteristics,
providing a basis for planning marketing strategies
and interface designs.
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HIEREEZR A (strong exploratory-based ) [
I HE i E R HEE DR s 2 #E
B HEAFENRER - e SERTE SR
R - IPERTL Zavali®E A (2023) ¥
A B -

IR BTG (2021) BEERFEKIRRE
B 7 it B A B S I A I B
UHLHRETT R U2 (eI T2 5 nl i
AT RS A RISV RERE © BRISR0LL Tl
Y, EE R R E B - BRI
RE Ry B0 B 4 1 H 2 D REBE I TR TR YA
¥ MRS RN B H DU RE SR
BT ZERF- » (AT I R A R - I
K -meanss FHEHRRBIE A - HEEA
FlEm Y p A = RS DURE I YRR -

ift 5% 525 i B4 53 A BB 1 B AR R SR AT
FHRER AR R © (DT IRREANBIRERY B E
RUBAHEE A B R B S A A
5 H B GRRE LAOHEE R LR S
P B LA - Q) B AINETR OIRRERYFTE
AU E AR - E R E =
Bl 8 B S OI6E - Q) FFim AN
HHA PR AR A - 5T

E BB T R B AR R T App T R LB AT A
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HRNUEE R S H A R BRI B A E
1T R HERTT BY TR -

AR FERR DB R e BN B - LU
BHETHAppIIAE « HIHZI TR ERITS, -
DB $HNSE T K EIRF ] [RIZR A A E R % > 2
MR EIRIRE I B R -

= ERNEEREERZHEEBYEERT
AT Ty L Y H RS A0 EUE R

B IR SRAIRE S S B e A A3 RS AT
EE B2 - A0 Ry AN R AR 3 JEAS e (B

Bl BEYIRHHEG T & TR RIS - TE1T8
O FH 28 B AP TEARE o A A I R (K]
RHBEEIT R ER S MRS
BEFREPlummer (1974) gz LG AIRE
3 (activities, interests, opinions, AIO)
Mitchell (1983 ) #i&H . B (B Bl AR 35 JaUkS
(values and lifestyles, VALS ) * LlJKahle
(1983) FlKahleBdKennedy (1988) fEH &
B{E%Z% (list of values, LOV) -
VALSHILOVERIGHE B FH B L
FREGRETH A TSR - VALSEREHIE
B E R EEB AT W & Ty
J\AH BURE Y AR R+ 13 17 2% e AT 3 R g%
(Mitchell, 1983) ; LOVERAMELEIHE L
PEMEXISE - RAERR R ~ iR ~ RIFA
BEBAGR ~ BIRED » A B - FIHE5EHE
LA~ LSRR - (e B
HEEE] (Kahle & Kennedy, 1988) °
KauE A (2003) RritiHeE# 2 By
PRIV BB - AT T AR,
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THEEEREY .~ THTRLE L~ T EEE
Ko o~ TEERL ) B TRIHRG ) Fiw
AEE RS R REAE o DABRERANIE] AR 3 JEU A
IHEE HR RS Y T R SRR 2
A GRS B B 2R T SRR 0 BT B
5T o P TR | B R AR A AL
TR B R R T Ry - T AR Y ) 3
MESAZEEEY - RiFERiIEE
8 - THTHIRLE o SRRTEA S ST ED - Bk
L ERRRE - TEGENEK ) R B |
BREITR - TSR ) ARSI
EHERERES - TPIHRT ) R RERRLs
rat A S E m e T R FERRRER -

Bt 9258 W B AT Ky T 17 s 32 2 W W B
ST RTHEER L S AR S AR - R AR
fEHER (on-off) ~ ELERHY (comparison) ~
R (traditional) ~ R (dual) ~
TSR (e-laggard) & RNEIE R

(information surfer) o HHRELER A HER
TR IIRE ~ [EAS O LLi - e 8
B EE R E » EHEEARE G
B B R B i ) B A B - R AT
J&E & B B o 2R D BN R
YT R H s T &SR ) REmEEL - PR
IHE B BT B I SE RS - thift 1
AWTEZ SRR -

BarnesZ A (2007) ®5[fHKauZE A

(2003) W52 » FRIFE® 1A FHE
TR FFME - A RESRGT IR S | FIAE RF I B B
FHAYTT SR - 625 H R R B R
THEVRE B3 - G TR E BN YR
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R RBEAEECHEEH - Ganesh®
A (2010) WAERIBAIEE & 77 FEAHRI I 52
FE o+ KK auSE A2 BFSEAS SAN A BB 25T
g H = Ry D R R AT By TR T RE VI B EAH 43
BTy -

Dahanaé A (2019) EEMAEEE -
HIREDR - TATHES T KRS B 5 A 15
R KR AR TR » 2P B3 ,05213 1 &
H R ERHHE RS AR B & o B A
#£AF# (individualistic innovators) ~ ¥
MBERE# (rational followers) ~ HIEEIR
# (self-actualized experts) ~ BARIREYIE

(integrated shoppers) - (i ZEIHA[FEIHURERE
FHK HAEEE - FrEE @ AR
[F] o A - A6 A - FR B0 B R M AIRSE
B F SR b B e A B R FE R
MMEESBENEHEE B eREE Rk
H CHR SR R PR - S e i E
[IDEIRNR

Ittaqullah®E A (2020) MHFEEHTEIRG
B~ BT 018 REOR AR 3 R 40 ] s 28 iy )y 1Y
%17 (impulse buying behavior) - J#EF
ATOZE THAYRE 5 FPRE A 05 A B )1 T Fy
BB o BZAFSTEEE 10067 EREE K B2 A4
BRI - R HTRIERE R - A0S S T
B S E Y T Ry - MR BB E EHIR
R 1o B R BRI - LB RS YRy
Atk

Karasev (2020) HIZZ#A10 ~ LOV
FIVALS 53R 51 i 5 J A V4 B F 1Y AR T
JEAE - AR E 45340 R o TR



BEIN - HIHESE R AL S/
KB E &S R s (survivors) ~ ik
#t#& (achievers) ~ PRI E (average
86K H (happy-go-lucky )
#izett (patriot women) FLFAMEVEERE -
fEEE T ERRSTEREMN - OB
PR EHFRIHES - TEIRBE NN
P » BRI B HR X FrctE
FEEEEN LSS -

performers )

KopfivovaEdMatusinskd (2023) &

A 3 VRS AT TR IR A B T R Y A
BHITIGERE - TR ATORRIERY
TR AT AR - SIS IR 3R AT T
sk H TR Y ~ SRERTT Ry Bl R IR R — {1l
[ o MCHEER R - A E R =
B R - BEWTTeR R R s 2
FHERVEERE L - A0 AR IR A A - 5
FAEREEHT Y - RSN 5 NG Bl
PO BT RIS - TR ERE Y
SN o B FeRE A B A S A4
TGRS 1Y T

AR FEse i 1 26 % S A5 B HY BE i
IHEE VIR EZ RN - NRZH
WrEli LIRS R L - HEE AR E S
T - ARWTFeRE — S B A R YR &
AR AT Ry BLEL AR VRS o BRI -

M« LIS-O-RIBGR S EMAVHERBYIM R
MehrabianBiRussell (1974) ¥{S-O-R

( Stimulus-Organism-Response Model ) H i

HYE 2 IR (stimulus, S) EAGRE

E BB T R B AR R T App T R LB AT A
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fenvi bt (organism, O) M5 [HE1T R S HE
(response, R) -+ WFZE - ZEEBE AT
SRt AT LB E - HE# B HAT
Fy » WERHASIAN BRGZER » &R0/
Wi FEIRIRALR » HEAURE R hEFHORY B -
WA B R R AL RRER I

DonovanEilRossiter (1982) K5
S-O-R¥ &y F R PRER 85 8 15 ThI By iU 0
B HETEYIT Ry RS RINESE - A AR OB
15 8 B e B — Tl S B RS iy - SR
HEFmEmM (pleasure) ~ M E G
(arousal ) LA SZHC (dominance ) —fff3-2E
M EFRE RS - i B =
FlBRER 53 » (H SR R SR AE R AR -
S-O-R¥ & it — BRI 2 F A Y 58 116
B9 - A5 BRI B FE RN B e
G EAE EREYITSE (Donovan & Rossiter,
1982; Park & Lennon, 2009) -

ParkEB2Lennon (2009) LAS-O-REEAIEE
SR I e ) o R R AT B S A T e R R
B~ pEE PG R E R HR LR
B S Ry WPRIA 1 - R E(E BRI TP 5
R ARSI E TR - B eait B
MIE - BTSRRI BT R AR (AT A1 B S
W o VYRR B G - 55385 A N A% B
IHE R 2B BRI SE R - SIS
R E FA A A PR TR T a5 T 52 S did
FHEE R EEE AT - BRBEHEE)
T EEEE R -

MoZFEA (2015) HR#ES-O-RELGRAELE
ALDABRETR Eatam S R T Rl 8 - H

>
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s ETam A 7 B ET S R IR ~ 1 I
Fo PR TE T - SAPeSH SRR E R
SE nnhRYE N A L H 2 SR RS - g
43407 4% FEEY)E T RIS ADT R - AR
R RTEE S T e G P e
fi Fr BV AR s B BRI E R - N
RIFENG AR — 0 TR I P LR R I B S R 2 (o B
BAERAIE T » (LI E Ry AREE -
Rana¥E A (2023) thEEEHHEIET- 5 a0
BV AR AR o B S B B A B Y
Bt - HREE SRR A TR
Sy B R AL e e 2 P Ry BRI 7 (S)
EA RIS 1S (B R i s A B RS A
EFHEEH (0) - MBlHEEIEE B
(R) -~ EZWFFEREA I FEIREE G T [ 377
AR KRR BRI A B o BN
LHSTERE Y EHUEAER - BB AL R
MR A S S SR EERT - 7
EEE AR S E ISR -
ITHAS-O-REEEIFHRAISE - HADLUE
BB S Ry WA T PR AR LI YITT Rz
W9e - sREHLES A (2022) DIS-O-REHGM
Fo BERE - SPEAFIBERY E SRR E
FHEM MEEREE TS - BRET R e
AR R T L EEREH] (O) - BEBFTELIE
L B R EFacebookHE EH Ry 15 - Wi
FE il 43 Ry R B U B = R 7 O » LET IR
19413 BRI 5 SRR BRI SRR
BARERLERSK » VIR B i e BELIGEE A A 7
a8 MET R NEEE ; BhAh - REE
RIAYZE St ELER AR IRV FRSR SR
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Huo%: A (2023) $RJHS-O-REGHIRER
EIHEE N B R EEEYIIRER - R
i By i 5 K B e S R B (S) - AR
PR Ry DR ASES (flow experience)

(0) - EEIEY I RITEIE (R) -
S B <5 38 IR 3R R O B S iz ] ) e i A3
B WHFEER RN BB TR B S8R5
G OSBRI TR - MFFCILEHIER20214F
—HE=HAM375 B3 - DlbeE
UK FRIBAGR  IFFehE R B ER AR
¢ o B B RN e B S BN
FHREgEEEY) -

Hussain A (2023) EEETHIEBIRY
Instagram/E& SEE (S) &5 A] LAWY@ &
B AR B 5 A RN B 7 SRRy 22 B DL R
ek (0) - EMPEMEEE (R) -
W9 L33 747 B2k P i Instagram U FH & Ry
5 E RS 2 IE A A Y
FIEAT - WFFEHE € B S-O-REEAI AR5t
A LB B R e Bh R S U (B B A s N
B AEELLT » 2 2 S

LinidShen (2023) STt -5
HEERE TR - SRR - WETTH
Bt BRI (S) B A LA HE g EZE A
fH{E (0) #EMmMPEHEEEW (R) - Zit
SRR TApp/ MIEFHERESE » &5
AEEIB0 1 H RS - WETERE R E E R
FrlE ~ MATTHE Bt BERI R ST H B B 7840
EEIEmZE - BAEESHEEEEE
FIEMHIE -
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DA _EDAS-O-REN G AR I AURE
P i SR BEA SR B R ELRE - SN
W SEBH 6K S-O-RE & R PR THE A ppHY
ERFHEIEISE (Ashraf et al., 2021; Wu et al.,
2021) - HAGRRTEAppEYITT R o3 47
ARk e 2/ E S I i GRES
BE - WEuLEGETEUE IR (Chen & Yao,
2018; Donovan & Rossiter, 1982; Lin et al.,
2021; Mummalaneni, 2005 ) ~ {EE47EEE 5
4 (Chen & Yao, 2018; Huo et al., 2023; Park
& Lennon, 2009 ) EHilfR 3R (Moetal., 2015;
Rana et al., 2023) ; DA Z RIRBIAZREAAHISE
B App H A T BB hRERIF AN IR -

TEPIAEBEREHIFR > » A WFFEEET A
e+ HE B R AR LB - HATRE
HEERE - SRR EREIRE - HRTAAD
FEELARRRIRET < = THIKIZA HHEAHR - N iltE
BRI FE FNEE R BA RN 4% (Ashraf et al.,
2021; Lin et al., 2021; Wu et al., 2021 ) DU
TifaEs (Huo et al., 2023; Hussain et al., 2023;
Wu et al., 2021 ) BEEAHHFEHI AT AL A

_

¥ (Stimulus)

MHEAME 5 S39ME LIRS R B 82 P92 (Huo
etal.,2023) -

TERRIT R IIETR Y » AW R it
LB T TR T Ry T PRER AT SE
R AW TR AR AE TR B S e
BRI A]

15

2~ W B BT
- HEERHE

AWE T E LT Ry E A B R 5
HIS-O-REEHY » {F Ry AERER A M 5T 38 R 224
22448 (Mehrabian & Russell, 1974) -
WFoE - BERET ) A p pf U R (D e B B T
T (S) ~ [IEEEE LHHERE (0) A
B TR &S RIT R (R) - W
SEALEANE — » BREAANE -

Bz 9HR
OB

(—) ®E (Stimulus)

MR P A p pid i FF 0 Dy RE B B AT g
T AW SRR 7 - 2 R BRI H B K
@R AE e T i e E YN |
AU RFARUA IR AN R — -

MAELRE

Bl (Organism)

X (Response)

~

(WA T ) | WREELITIER) MR R RARITA)
| o o i |
| e A | | RN E BN,
! }_’: }—»: o b N :
: YBI'ER E H FL A1 o TR 2 R Lo :
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x— BYTAEEHER

ES3E ettt R
BT H %X BN FI RS
BITEAN A Pt K B
BT AR K B
H AR HR PR
AR ARl R A KB
H AR B R K B
P RH R E G L
= E G
g, HEE Ak
e H 15 B IR ]
HEF /il s bR
HHTE TR
R 5 R B

% H 1 LR

R R

(=) ## (Organism)

922 %DonovanfiRossiter (1982)
S-O-REEAY 7 AR 5 T 1 SO ¥ )17 Ry 1Y
B L WHFEH - B P AR L B R R

(0) W53¥E » KFKIRTEE (need-state)
JBAMUEE 3% 5 5 BT AU (lifestyle)
BIEL A L B e 15 SRR A Bl - T HRF R R IR
# (time spent) HIBRZECE - ARif5EZ
TROIRERZE - E N AR A Y55
==K (Janiszewski, 1998; Wu & Yu, 2020)
WY e S & & B YA pp
IIREFT Z5THER (Liu et al., 2017; Nakayama
& Wan, 2021; Tupikovskaja-Omovie & Tyler,
2022) -

AW FE R R R =R B Ry O TS » FRIRIAR
WZEfHEER 2 e E S B @ E - B EE
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/|

—ERFGEE - LSRR eE 1 2
A ppfiRF A f 2 T H BT 2 D IRFTAT T
2 thgh 2 BHRFE SCRCTERYRERAN © HuoFEA
(2023) $RHIS-O-RELGmHRZEINE AN E
MEEEIREYIINGS - BRI R S
tRe (0) BE (S) RUSHATEE - &b5e
ISRt R A FERI TR R —

GRS RFRERSY » AXZH R AKau
FA (2003) Frasat G RaTHE & A
JEES B VT R W23 - Ty D BRI T
Fo T SEETT I PORERE o2 A7 3 T SEEL A 2 9 I
R -

(=) ZFE (Response)

TEEER Sy wENR T ZE TS
R EEARE - AR TS
YIAppE AT Ry THIRVERER » R A
W VIIge R DL S B 1T Rt =X - mILL
IR g TR B P A B TR A T Ry S R s 2
AR IS SRR « SOFITER 20 R ER
E A A AN RIT Ry BEPIRERH - DL
e R BURY A p pf iR = - T T AR 77
SOIRRE ~ IR B AR TS RS B g B E &
T hy -

fir ERmdt - pFFE RN TR SRR ER A Y
R (simulated tasks ) - #3 LA
BITEIEYIER 2 E 2 BT - BRI
B F R I R AN ARE TR KRB FHEA pp
B BT REBE BRI T Ry R 18 - WA G AE
BN B A5 AR - PRET AN s B I AT
Ry » FERFEEAYRATTE

AN



(OB FEE R TH B O ) TR A pp B EE
MY ERIEE - a0 A - HimK
W pREE - RS - DU ERERE)
FEFAAN [R5 SKIIRRE S W f R I ] < S5 L
TR QENVEEEENTE - AR
BB AR T AN R EFHIH B AT ek Z App
TORE » A0 - HEPE -~ GFEm - T ZRF -
AIFFEERFILSA (lag sequential analysis) J3
FEHH AR SRR B (search
patterns) * FEEISHEVIREH AR =
it s QWITE B TR YIRERE A
TG SRR o Bl I+ PRSI o A AN AT ERE
IHE BBV R B2 L -

— - HAEARE

ABTE R IR BRI E 7R & 7 1%
(exploratory sequential mixed-methods
B L R SR L AT T
7 0 SHETSERTEA AN R E AR o B
B AEAS 2 B AHE R - DURRH g E R
AppHIEYIIT Ry - PRERTENEFAR & T5 AR
BRI FEERET A DU R BAL AT E b e %
REALIT - 40 - FIEERE - BRI A

approach)

E BB T R B AR R T App T R LB AT A

B BB AR A W] DURR B8 B B I A9 05 ok i A
& - tFsE A BB d S R E R - I H
AT LLHAE B 52 @ R v A {1 RS B 40 #T G R
(Edmonds & Kennedy, 2017) -

NSRS Do ke kel Sk =]
FARER - W ARG MR E S E T
MR - ISR AppBIE BB T Ry » DL
K-means/ ik + ZOSTSHILSAZ =4 Ehi
RO PR YRR AR EATh -
DI 22 $70% i e RV < d LR e e L 2/ K
P AR U AR % AU Z BRI - W SERAE
il — s+ BREAATT -

(—) ZHABRBE (Invite Participants )

AWM RH R HITH R EHES -
P IR IR IEFERE AR (snowball
sampling ) B FEMEAIEE (random
sampling) AT - ARG E SN
MATEIEY) ~ TTEIEYIEE - Y EIE SR
T AR - e TT
BiEYicER HE S - EHEGE AN HE
ZREAEH -

A Tupikovskaja-OmovieHdTyler

(2022) HUBHSE - AR EHFHRE

B— mMERE

Inviting Participants User Behavior Tracking Shopping Group Analysis Research Findings
4 b+ Kemeans
ﬁ —> ‘Ll‘.- « Purity and Compactness
[ 1]
=
Search Pattern Analysis
i Performi M
Participants N S?r'nurl;';:'g o a:;a;e . ?_"? « Zero-Order State Transition Matrices (ZOSTSs)
Tagie > 8.8 Sequential Analysis (LSA)

o wOn r l ; .
I m— p Lifestyle Analysis

5 L‘ Usage of App HES

H b / A4 Functions « Pre- and Post-Questionnaire

5 1 I o Lifestyle survey
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BITEREYSEE HA R R App L IHE
F - MEBEREBZHEIEREL LT
BIEYIRER - H82%M 2R £ T HEE
FEYIApp LK - fFllie LB AN 23 242555
T LB - #szeAH B HEEApp A
BRI B PR -

(=) ERETHRERE ST (User Behavior

Tracking and Analysis )

AWTFELLEEE ApplE R e T Bt is -
KT AGIRRE R AN e B e E AR L R
B AR PR o WRSEERABE BT R T
THikEEMoreaZ3 T AE YRR - &
AppBIE H H Bl 1 EIhRERE I TEIE » RFAT
L 1 S DIREET TARAS - (IR
RUREREYIHH S -

(=) B4+ (Shopping Group Analysis )
AWFFEERFK-meansif ik 4T FTRc 8%

ZEIT R R R IH A P B R R

AR~ BIEAF R~ B S

R~ PSAHBA E G L ~ s PR E G
B~ TEE)HEEE AL ~ BB EmESE
afEm EH AL - BB R - R K&
P KB VF Rl A - WFSEER ISR
ERNEEFE (5-fold cross-validation) » HHEX
B (compactness) BAHiE (purity) $oH
HARKXEYIRA - ARSI ET R T
Ll
() ¥EFERE D47 (Search Pattern Analysis )
AWFFEER HZOS Ts i in s S 2 14
FREFY > WLALS AZHT A YRR
FRME =B -

() BRI DH (Lifestyle Analysis )
WFoeE RS A% - PR S YR
HH TR RE Y17 By S H H B TH B 3 TH < BRI
M SRR TR R S S L Kau$E A
(2003) Frigiizff BIHERE R BT s i
o HEIHEENIHERRE - TG & IEY)
FERH A B A 3% R o B -

rR- BYERRE
CERRINGS EFRLY
NAMEEAR  SoTicE RS2 IR ARIAE HIRE - (s T E LR EE M ERY) - FE6E
F 12 AppkifE— 134 Hig ) -
EFEK -
1. S P i e JEVRS SR AR A - SR ARTIRIR I B S -
2. P B AR IR - FE IR F B A B B E R o e
H%/DERrRa N -
HitE A TREAFEIIITARAE T2 H - IR RS, A2 HURES - S5 B HIEE

AppPlift —E A RXA, il -

EFEOK -

VAR ZEE A - Tyttt ftipage T SEBI PRI o AORRER -

2. PR BN SRR - SR RIRRAE H RO T8 b N fE S 2

% /D ERHIRENh -

il




= EBHRSRE

WF5E2%Borlund (2003 ) $2&HH 2
TR GRS 7 - B YRR T
BT - BB AR R AR
[FlZBRAERY - #f AR 1B 5 Ry — (iR
RUETTAIRCE » AT (G e B T
AR - BZE i L H B R IR

il

FUSBARCME st A B 1 85 - R -
Bl KA ~ BRBERIEEL ~ TR AR TRAYR

i

CERHE B TSR ER -
ERAh - R AT 52 3 E R AH R YA
% KL EEEEHIGDUEE (10 - 4L
TAIEEB L) - I H SO R R B T
EBEEE » ARSI RE L
& A LR AY o {5 AL R AR AR5 15 52 vl LA
HE R A B =& R (interactive information
retrieval, IR ) FASEHURE ELERT#ER] - T8
BB AT HE | AR KB R -
%R C ARy [ U R E PR
11 : SkovEiIngwersen (2014) $F¥HE L
YIRERFIR TS (special interest visitors )
feE A KRBT T - HARIE(LEE
PEWISE ST » IR AL & e 1T
REIRERREYEERIBIEIT R - FOUE
(2018) FEiaei B BRI - T IEE &
EAf R B H A SR SR A W R T
HEATRIAER - WoF A (2023) LURE
kT Rt oe s 52 - DUES PAEL B AR i
B PRERME I8 i B a3 Y i 58
JSCAT S ST g A T Ry BRI B RS IR, -

E BB T R B AR R T App T R LB AT A
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Rt 0 2 i B W R E PTRESL B E T
BITIEFRYSZEE - WHTGER YO R
L HE— P ZEAE SR AT A IR H AR T
B HERsaAE AT HAR B -
AN R B BRI - 1 AR FTRERT Y
JREUE (carryover effect) ©

i 5 2 B S TR R O B 2 A B )
TR G3HTIIESE » 26 DUREYIRE0nG Ry T 252
3 P2 < VIR N B - K
AWFSERR A B EAHRRA B A 5250 M 2 FF
U - ETTIHE B ST RSB AT
SRR TE PR T B N u i B R AL P ER
P53 REE I - AR B App I ~ DHRER
HH SRR R ima Ry T BT B
FRRE, ~ TBIEEELG ) Rk R
KBy F= KA AOEBATIE R R R
RIHE BN TFRBYApp= KR ENZIT R
MR SR - WEYAT Fe e U R B AN R —

CBIEE FRE M E%—) s -

FH A Ve B A p pEB 43 DI RE B H T % &
G A L 225 - Dips i alim R
Fo Bl - 1HEL A pp st im H I B & £ e L
Hif 5 AW wubilYu (2020) $RAZHE
BT R BB T e EH RS
ARy T R E
PERIERT ) - AR ERITEIEY App
W HThReR Y T HEFE R SRR L

TEHIETESE Y, K TERESEX
B, o WFTCERAER O F ohe E FE 2EE  T
LT FHERE -

I5iE
e
oL

(viewing review pages)



B & 4 AT £22% #2841 (2024.12)

m - HARHE
(—) EREMAppEAEEZ HEE S B R

RiFZEE-FIMacQueen (1967) FitgH:
HYK-means{EE % + K-meansiE —HE K& R
% (clustering) HEERTIE - TERIBER
HRA 2R ORI AR RS - B B A AHI
R BRI R R ERIKEE - EERRE L
PEMSPOEK FEEORHM R OME - R
FEER LR LA IR RS 1S R

(Euclidean distance) * FLURKFZEELR
BLR R (cluster) ZAHDUEEE » BRREEGT
FORBAHIL - BORFRZ SRR R R B AR
REEE -

KR EZ2FHanF A (2011)
ERIIREER TR - ARKIBEIE C EORIURE
TFEEET T IE R b MR AR
& BURAIIEZ BB - BRI b LR R
PIEDR B LB AR RS - (2 i SRR
Rl EHEEFAG AR - (BB NRTRAE IR
i+ NI SERIRE BRI (2021) -

[KI 8 A 5 VB el 2 T B A S R £
FEHBE LSRN - BB LRI
A ASEE )+ HTFE S AN RS E B A HE
FH (ground truth) BIZECAIEVITE 2K
TR A8 R IR R 5 (o RS LR [ 43
RO & IR B R R - BBLUGRGY
FrEEd = B E I FEREE (Solomonoff et al.,
1998) o AMFFE T BELUR S Aa B SR8 K
Wy E s s YR 25 » MG LARS
TEFRAR A R 2 BRI E - MEREEH T2
VAT » BEEEL LIRS TR -
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c
1
i Cpurity) = ) maxjleing] ()
i=1

C iR
t, ¢ B RS E E R RS 2R 3

AW ST i B S B - SR K
ENETE (seed) LTSGR XEEE (5-
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(Q12-Q15)

Eafl=ok 1.73 265 3.07 3.70 3.00 5270 0.0017

(Q16-Q18)

S RAT 035 -0.05 045 -0.17 0.29 0.198 0.938

(Q19-Q20)

FA il 1.68 1.52 1.70 222 1.57 0223 0.925

(Q21-Q22)

p<.1."p< 05 p<oOl.

84



(—) FRhELEE
F\BR - (ERSRUERAY (C,) Hilpgantt
WA (Cs) BRFBRIQ2MIQ6 » L R EF

Ry CE IR R < TEYIREH - AR
By T raan B E GG EE o o AR R
HEMAKauZE A (2003) WF5eHe e Hhig
BNEEE - ElmIIRE - [EHAA SR L
B R EIZEE YR - RE A
PRHIIRER » BEAL - £EQ13 W] DU R {E RS REURK
AU B g o EE A SRR _E I (e S TR BRI RE
FEAZTREN 5 (ERS AR SR S SRE
Sy TR - R E Yy B g T e
BRLLIIRE ~ [ER B AR -

(Z) HEREEEY

FBUR > BantbA (C5) mRaelm
QY sEthFTREFHR A E Y - K
HEYITT R K ausE A (2003) WFFEHE S
LA (dual) - SRIFEENE LR
mfinfeR B DTRE
(Z) ifmeF

F\BUR - BRI (C,) &R
FaFEIQI2ANQ I3 Z VIR - Bl vl i A%

E BB T R B AR R T App T R LB AT A

FUESSEE) - =R LRF & e Brb ey
PR - BbOh > HEREERAIAY (C)) NRHy
FAEIQI3 » HEWIEN TINE)HEE H S
by o SRR EREYIe SRS - KL o
ERHER (C,) MIpghhbl (Cs) B
Q13 » HXEEEI —FHHEA B 22T
SHTG BRI HE ISP -

(m) BEAFK

/R - FrEREHEREEQL6 » {HLL
HHWHE R (C,) RRillF - BRHHIEYIE

iR - H "EHETEER, &

o SEHEE R RS ST HEE
B2 K LR R O+ (BB A 2 RE R B ) —
YIAppBIEHFAER -

FHER /AR A] » REIEAHBR TR

e, o~ THEEEIEY L o THTHREE . ROTE
M=ok, 2 EEEEREIEE R
BAAT Ry » HUITRESTERRGE F TR App 2
BEVITT R S SIRE 22 2 - SRR FHANO VAR
S TR, W (Q2) B T IR
i, R (QI282Q13) HO5%HHE 7k HE -

\%% ‘lﬂlﬁ ‘1111»

KA\ MBEERZESEBPTER

HE A [EREERE R ERUEER peaL i Fli &

mEgE  (C) (G,) (Cy) (c) (Cy) P
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