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Abstract

Nowadays, with the popularity of smart phones in Taiwan, the rapid development

of mobile networks, and the promulgated the Act Governing Electronic Payment

Institutions and the speed of acceptance by the consumers of using electronic payment
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have increased. How to promote mobile payment has always been an important topic
for the technology -~ financial and retail industries since the introduction of
smartphones. With the development of smart phones growing popularity, Taiwan’s
mobile payment market has already exists, mobile commerce gradually change the
user's consumer behavior and payment habits.

Due to advances in technology and information, the mobile payment industry can
provide more diversified payment models. Compared to the traditional transaction
payment, mobile payment is faster and more convenient. Mobile payment is cost-
effective for both users and enterprises. How to provide innovative and convenient
services, but also take into account the transaction security, reduce the risks brought by
emerging technologies, promote the action to pay for industrial applications are the
main topics. Therefore, this study will explore the impact of marketing innovation,
service innovation and corporate image on the use intention of mobile payment, and
explore the mediating effect and interference effect of corporate image.

Keyword: mobile payment, marketing innovation, Service Innovation, Use Intent
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Consumption Motivation and Purchasing Decision in Healthy Juice
Industry
FHEE AEHRAGE S AR
Yu-I Lee ! Ya-Yen Chou ? I-Ting Hu * I-Hui Lee *
TR

HTEAE R BB RIRRHI S » BRI AR B R M P EE Bl e H SR iR
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ERYVIEE T - AMEIASNEARILE & > SEOHE B REIEL B 2 1
AT EARE FROEANERRTT - BRI PR TR E UM E SN ERETRERAYA T
B MIRMEGRT R THE AR R o ARG RERHVE AR R - 2K
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FURLHE B T AR - DR E A SRR 2B E
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Abstract

Over the last few years, chronic disease has occurred in younger groups more
frequently due to the changes in lifestyle and diet patterns; and with food safety
problems and the rise of healthy eating consciousness, people are more aware of the
correct way of healthy whole food diet. However, Taiwanese loves dining out which
causes a limited consumption of fruits and vegetables. As the days of summer get longer
and warmer, the fresh squeezed juice not only can cool people down, it can also supply
nutrition to human body faster. Therefore the fresh squeezed juice become popular
around the world which created a large health food business opportunities.

In 2011, the world’s biggest coffee chain -Starbucks bought Evolution Fresh for
$30 million as a way of establishing a base in the juice bar market. Accordingly, the
capacity of the fresh squeezed juice has a great potential. In order to understand
consumers' views on the fresh squeezed juice, the factors of purchasing decision-
making and the relationship between consumer motivation and purchasing behavior,
this study through the qualitative research of in-depth interviews by interviewed

consumers face to face.
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Keyword: Healthy juice industry, Purchasing decision, consumer motivation,
grounded theory
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