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Abstract

The recent stabilization of the Internet is now driving every aspect of life into an Internet presence. In the
coming years, the Internet will see growth in numbers unlike the world has ever seen.

The subject of this study is the Research Study on the Products Purchase Type of On-line Shopping Mall Buyer.
Also, this paper is to examine the relations between customer satisfaction and intensity of repurchase intention
and complaining behavior in on-line context.

On-line shopping customer depths interview it led and the online afternotes trust evaluation dimension was
discovered the of useful characteristic, intention characteristic, exaggerating characteristic and on-line afternotes
with or without.

From these results, this paper suggests effective marketing strategy to the marketer who plans to run on-line
shopping mall in the near future and also to the marketer who plans to sell products through the on-line shopping
mall.

Key Words : Internet, On-line shopping mall, Products purchase, Customer satisfaction.
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