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ABSTRACT

The purpose of this study is to investigate the relationship between IT environment and commitment in online.The
satisfaction of customers, who are in a servicescape, will be subject to many environmental stimulations. In particularly, the
servicescapes of the store and the customer characteristics are important factors that affecting the emotional commitment of
consumers. In this study, the servicescape that consumers evaluated can be divided into physical and social factors.
Furthermore, how these factors can affect the emotional commitment through perceived service quality and social interaction
will be studied as well. In addition, the moderating effects of the individual characteristics at the perception of servicescape,
such as optimum stimulation level and social appropriateness will be studied together.
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