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ABSTRACT

This study investigated the effects of self-monitoring, self-image, need for cognition, and
the degree of product involvement on the relationship between marketing strategies and consumer
satisfaction and perceived service values for web shop. The empirical study included a conceptual
framework, questionnaire design, web data collection, and statistical data analysis. The results
indicated that the effects of eight types of marketing strategies on consumer satisfaction and
perceived service values were moderated by consumers personality characteristics and the degree
of product involvement. The moderating effects have been discussed and marketing implications
given.

Key words: product involvement, self-image, self-monitoring, need for cognition, moderating
effect.
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