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14) Kiely. T. "Fear and Shopping in Cyberspace”. Harvard Business Review, v75 n4,
July-August 1997, pp.13-14
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4) AHL538 B2 (Intellectual Property-Right Protection)
st R AR AREA e ¢ AN ol mat AAE) AHAGH B

TEAZE AT, L AR FFH AZEY AALFAEA} F FF S8 ALE )
A 3 =947 E st

olHF AHLFA et Ao AFLFRY F84L AFetn HEHE AT A
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JAHYL Fa}
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5} &¥a X& (Consumer Protection)
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=
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15) Survey about Americans, "Going Online”. Times Mirror Center for the People and the
Press, October 16, 1995
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Ao o8l Hasolop st 53 AALA RN AW H] ANBIE=E FHoR
Ae A AHA 2R dtdde 2uAst AETtE deM £ A8 EE £ Qe
AR 2 AE7F agEeelof & Aol

avjAel FFA7 oA AREZE BA AT A dEUAdA old AZE 1 4
AY WY E AAH FARA FFEolor ¥ HolH, ddo] AYA @L Fr HETH 2
€ 2 Az FYFH oz dA o} A

£ AHUAY AIENE 2RACE AL F de WA A AEA vidE ook
¥ Aolt}.

6) 5TE 5 WETA
(Controversial Contents Such as Pornography and Gambling)

AHYE ¥ete] ARFAYIE FHHEHEM 2r]d A Bdd] el ojde FEY
Aol S@Eon} ejylael mulelg) At oj2d WEEES Al mlAlE et A E
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e §2¢ FEAA AAHNL BASRS ARE Fystejor & Aot
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3ol A & 5 d=EF HA A=A FAv} ek ejof s

7) 98dlel M<# 34 (Technical Concerns about the Internet)

e QHYY 7le2 AEA ERHn Had Felth o] Af M2 EHF Wl
e FTEA 44 Jedld A&stn 8387 M e 713 Beel AXNHZ, 7
2302 4% T84 FAHEE AAAH {rmrt gastt, o EEey =32 4
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Ao,

a 9o Eule &&& fsiMe d8 7kA gAsde] FEH KFAAC AEA A
Helojol & Aot} AAl £ veke 2ol A9 SAFTAAFY 875 AAE A2 3
T 4599 880 RaEE A% AdHY 24L Asste A= dANY. G AER F
A71&9 Awn tEel QAT Jeule] Eud o] sHeeteE v ook AT




14
8) &M AZAA 5 F 7
(Consumer Confidence in E-Commerce and Others)
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