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Abstract

In the era of Web 2.0, does online feedback mainly dominant online users’ buying behavior, or
are user’s own preference and product quality still important? Previous studies paid more
attention to the influence of online feedback on users’ online buying behavior, however this
paper focuses on how users’ own factors, product quality related factors and online feedback
factors together influence a user’s buying behavior, and also how does this effect change as time
goes by. Taking online music as our research industry and using the data from Last.fim website,
this research shows that users’ preference and product quality are still the two most dominate
factors influencing users’ online music listening, while online feedback plays an important role
on users’first listening. It is also found that the different influences of crowds and friends.
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Figure 1. Online music purchase model proposed by Chu and Lu (2007)
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Figure 4. Research model of online music in this paper
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