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Abstract

As the functions of browser and search engine are more and strong and the
interfaces are more and more user friendly, it becomes easier to use Internet. Such
an improvement make the gender digital gap becomes more and more narrow, but it
still exist some differences in onlingipurchasing behaviors according to many market
surveys. Therefore, it is quite imperative|to understand the Internet consumer
behavior for different gender.

Based on a sample of Asian Internét users, this exploratory study takes “flow
theory” as a framework and explores online shopping behaviors like information
search patterns, purchasing behaviors, browsing skill and gender differences among
them.

Results indicate that 1) different information search patterns will lead to a
different preference for product categories, and not all kinds of products are suitable
for cyber channel. 2) Females are typical centaur consumers and less purchasing in
Web. 3) In cyber environment, many males and females become comparative
shoppers, and the former are more than the latter. Due to the males rely on the
information from Internet more, they are easier to be manipulated by websites. 4)
The high price products are not welcome to cybershoppers and the expenditure from
men is higher then women. 5) Browsing skill is positive relative to some product

categories’ consumption. 6) Surprisingly, women surpass men in browsing skill.

Keywords: Internet shopping, consumer behavior, information search,

gender difference.
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