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Abstract

The man purpose of this dudy is to
examine the effect of the characterisics of
high-tech product on consume’s purchase
decison process by means of perceived risk.
Literatures are reviewed to develop research
framework and hypotheses. In order to collect
the empiricd data, a persond survey was

conducted with married women in Tainan city as
subjects. The mgor findings are as follows: (1)
the characterigtics of a high-tech product affect
consumer’ s perceived risk ggnificantly except
thet time risk is not influenced by the complexity
of a hightech product. (2) Consumer’ s
perceived risk regading a high-tech product
does affect his or her purchase decision process.
(3) When the perceived risk of the high-tech
product is high, a husband is more likey than a
wifeto be thefina decisonmaker.

Keywords: Hi-tech product characteristics,
perceived risk, purchase decison process.
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