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Abstract
The purpose of this paper is to examine the relationship among web-characteristics
perceptions, price/convenience orientation, and Internet shopping intention of young web
users. In sum, the web functions perceived by young users can be classified into four
characteristics —information, entertainment, economic and navigation. Among the four, the
information characteristic seems to have the most significant effect on web-shopping
intention of young web users, follows by economic, then entertainment, and finadly,
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navigation. The result seems to indicate that the design of web navigation is not purely
technical, yet the enrichment of information and economic-related characteristics are more
important. If compared the perceptions of various web characteristics with individual’s
price/convenience attributes, the influence of the former (web characteristics) on user’s
Internet shopping intention is more significant, or at least as significant as, the latter
(price/convenience attribute).  Furthermore, users with different extents of price and
convenience attributes seem to be different in their perceptions of web-characteristics,
consuming status and Internet shopping intention aswell.  Particularly, compared to thosein
lower extent, those in higher price or convenience extent not only perceive higher on various
web characteristics, but also show a higher intention on Internet shopping.
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