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1. &EEm

H 2019 4 12 A#E > #rhiisk (COVID-19) {EFEIBaRIERER - MRkl
FemE R e G H R RERAIE R - SEER T 2020 £ 1 H LRI
TR0 P DA ER ISR 175 DAD (R 3 A% - BEE e i T [ B2 IR A R 2
FER T IR Z NE AR - FRGUHBHERIBUH B IVARE iR OB FECR - &
BB 2020 £F 2 HEEAR T CBERIIAE AR R P76 K AT RIREET IR BT A<hhBh
IR ALERE - BE - BIBEFK > FZHLL THiE - 470~ kil = KI5 - BL
K TRERSE ~ IIFE R BIARE - IR ) DURIFE RIS G B A SR S A
B - 2020 £ 6 H - SEBUTEATNE R BRI E AR RIREL = (227 oA - #id
RIBUHE ~ IRELEORE TIREL=(577 ) > kBl =& ZRAVEGETERL 1,000 & HARUEE
3,000 TTEMWEEIFITE > AR & E R R A R R S TN E -

FEERUREE = 270530 GEBUFWAZ T BT ERARERSN - BEIAT
ERF -~ BT B FERS 70 A DGR RCE (A B R = 555
RIBEELREE 2021 4 4 ARTEAmny (IREL=(%2%EM ~ R RERIERTHD
FHfREHRE) AFE - BE 2020 F 12 H 31 Hik > ©F 2,332 EAHEN 5725
FHUNELHT 98.35% o BETHREL = (%253 A TURE T2 - EREA3 RaRAE L. &
B SPERE - ARASHEULGIZE 92.23% » RS ELBIRIZZE 7.77% - Bk =
BRI MEWE T 8B ARAVHE - WEBRANKEEDR > BIAMRE  BEGELL
KEEENEFEH AP - MBEELOREET - 78 2020 7 3R ={%
2% > SOBRGREIE T 5 (8 AR BIGE R IEE - HEEFELE 2020
R ETET T RS - 1 0.2% 0 IAh - BERE AR IRE = IR A ik
RS 0 4E 2020 9 HE| 11 HRENVEFESETAI T o B - EiRE =53
B2tk > bR T BB N HET R > RSB A ETSH (GDP) k& T 3.11% » @ik
TP/ NBE fE— IR R HVBI R ¢ NEFBINEE LL SO B E A B R g T
BRI HI N - (EF55B5E  SEES TATRSEZLE -

BUF SRR = 2 2 HEVZE Ry THREUHET R - IR OHEIRFRZZE ST
(BRI = (A 5 G W HEMA RS - Rt GEEFEHETR -
wLE I A S i A L O (B RS - WYV E B > R [ (E R A
HHETESE - AUTERst SRR CHERNER (YR - ERBEVE - JBE
RUERIE) HATHRET T FEUH BRI IR = (2 500 EE > BE THEA
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[EHE B I BT Ry AR s & e T R LU EE T R th BAR B 5 R DLUROH
B LAY - IMImEFREE AV T - EEREBIREUSEFE - HNGE
R IR E 2 M B AT Ry T VR WP IR 1 -

2. SURRIE]E

2.1 IREUHEF

FERERY =T/ N ETTHEZFHY SO L - S (2009) fEHEBUNE 78 & A TR
BUEE » HONBEEEAEE B E B E MR N RN RS - ARG ERIED
BE AR i » Kan et al. (2017 )AYWTFeiE BB & HHOH B R HIE G TR
BHVRE BB ENEER LS ANEER - AN RAVESIN S - tEA
A WEE - BT MaE (2020) f5H 2009 FHEZFHVERES - EE
AR > ATH BT ~ AVEE (2021) BSERASEZFATRHIZ S LR R R AL &
F AR = 2R 0TT R - BERGARER > KA 7 IR AR RHREURTCAE T HEOHE T
JE TERSNHE > HIEEFHRELORHIHEER 3 IAA  ERAEREIHIRAZNE
A SEEUHT AR i Bz SH Y B R RF R B ZRAEAE T AR A RS ) b - 3R
BRI - RS E—EEINZ S FEEHT > A0 NS R H CIEZ gt iR LR
ME RIS E—TAtH - HEE L - BRI RAEHRS =S - 4
BH N N NEAEIEAE -

2.2 EEhERY)

Applebaum (1951) B2 Stern (1962) Bt $HEEHIERYIETIII - SREERAEHEA
G GATANL A HE YT S > GBI ~ AF& -~ R~ SUBURIREERR
8 NItERE S FERES N g A A FEESEY{T R - Richins & Dawson (1992) L
K. Wood (1998) #E IAE(ERGHY S REASTH ~ (LR ~ IR RIRR DI MERIR & K &
ETENERETITT R - BIRETE S > REE (2012) ARHEDETRS > SRHEERR
FEMER ~ BERE A DGETEIE E o A A FEAVEE TR -

2.3 [EREUEE

Gabor & Granger (1964) ~ Monroe (1971) J Sirvanci (1993) &2 H {E S 20 2=
POHIPE M EAS > B ESCER > g S EREE ERENEEE N HESE
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i B I o I T LA A o L P (RS PR T TR B R {181 O (A SR
J& - Sirvanci (1993) BEEEERHFL ~ MR~ BEEE ~ FUA - ISIREE - (E#E 5 E
AN EEMEFAEHEAR BRI A 2510 - BAbtsed » g&fkar (2012) f5H=Z
FEOBRET  HEFHVEGHRGEEER > HEHERBEIE g - NI
B SRS AU ELE - D& O T RIER R -

2.4 FERAMSE

Shefrin & Thaler (1988) FoR{E#GK B CHYFTS =80 HATEENS « EE
PTG AR S - 10 AP E =GRV AHE - B (ERRSE A KFHE
fEIEARAFTTS » Van Raaij (1981) 58/ NI RUA D BCEIA FIRHE T2 > ME
HETTEAE A BATEEEE - F1a0: & AFREAFBRAN—E o AEEN
FIERE T H R R E 17 5 BHE L HERWRAHEREESAHEDN
58 o fR A (2011) PRETRIA AT A SR LEIR SRS - &R TSk E £ 2R
R YA BT E AR BEVIRETT Ry « AUTZERR IR UERE - IR e BRA
FEE PR = I IR U T AR -

3. WIFEHA

3.1 HERGET

AWt FE AR AR G TR B R K AT - MERE H 312 Rook & Fisher
(1995) ~ BEESL (2009) ~ &REAT (2011) HIREAE » FETEE EIELFEAT
FTeR - BG X BIURELSY » 3R RZEARERL - Z[EFATEREET R - =BT
Ry CHESFT ~ Bz pEEE) DR CHENZEE (EEMEmyEd - ER
BEREAH LR IS RMEEREAE ) > AR DN R EE AR L F A 'R - I
HRF R 5y SO T IO U R 4R

3.2 BEDHT

FEEREMEN A FEN - fEMEERN—BB et - ElEHSERL - HE
HIME FERRAE - DRILL (S P n] R RSS2 M S s 2= IR S ( BPBSEL - 2010 ) - A
WRIEEEEET 77 R EA NS —2EEE 8 Cronbach’s o AREUIRETE » 45
Cronbach’s o (REE Y 0.7 RIEREE Bz B B A By E—2E - 1fi Cronbach’s
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o HREHIET R A0 (1):

k 2
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k—1 S2
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He k RAGEPRENEE - S5, RITEZABEDHERE > 57 RZREEE
{8 TR oy B s S

3.3 T

S R M B A IEREN: - RBOHIER By ( DEREEL - 2010 ) - HIEATRER
SN BV R MEE BT H AT E 2 WA EIERF & - AARWTFERE AR 1
PRty B GRS - PR E AR AR EE RN ZR R 5 i (Orthogonal
Rotation) FHYEZAZEEE (Varimax) wHEBIIERYIIT R ~ (ERERVEL R IFEMTT
FWUEERERE » FDMBUR R AT -

3.4 fRETTIA

AWFERR A R E B B AR = rER . e8RER - BMEANRER
HEBRERMA R Z NZE o T 3B E L /KEERTE 95% I EHERERZE T IE 3%
A R AEZE D 1,068 {77 - — xRN FRE UL R ATZE SR ~ AJIEFRA
AHETTIRER > By T AR - &K A DUER) S5l el ki 07 e 7 1 %5
77 o AW FER AR (EA R T A TR E - MDA G T U TR &
HTUE B RS ATl Facebook tHELLK Deard S Befiiichin - BEZRILHIE T A%
REEHEHY » (EHERREEE A AR - AT ERTHIEEUL 55 (76 @ WHIE
HEHIEUL 1,097 {5fH4 -

3.5 HETRZERR

BT B RS NS s e S RS EAOLLR] - AT RRR IS
PSR T AR TN F1 TIERMEDNE | TRONET R R R B R
B L o BRI TR R RO T R IR B A TR S ABHI L -
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EIEEHES MY - RS ETEIRER  REEERSHTER
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ot ( BREEEC > 2010 ) © ABFEiE M 2 N 52 BB TEIT A DGt 2 %
PEEhEE &R 8 BRI B S PE RME B -

3.7 EERIHT

ABL R 3 AT PR A — (I B B ] B B A — (R B B I Ay T R = > RE L T AR
HY B SR LR R B PR B - AT S8 (o R AL SR o A i 17 i 12 1 R PR 2 A I35 T
BIFNREE AT BRZR S RIE A EAE O T E 8 (EYHIRRE - YRS
HaEE: - [ERRELRL - BIMNER ~ TEBRRR) AR ERK -

3.8 MFEERAIEE

WP B UER B TR 48 & P T SRR AT DU EIE T SRR o T T AU TR R
EAYTEE - AEARWITEE T - R8I R IR A TPy PR ek - RS E AL k
(EEERS - 0 RS e AR Iy BB R EY B T OBE(E By K-means HY#IAASERETULES -
R AT E S FC R R R T SRR o0 S ECEI R OV RERE G i R E—
ESERE ¢ 15N - BEERA T OGN RESHF ZRETER T ORLE - 81
B e PP BE - EEI SR k (EERE B~ HEEE ML -

3.9 HIFEAE
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4. WIFEER

4.1 fREEst

AP A (o0 P A B = 3% 23 A2 i3 M O I Y A2 5 & (B N et ST
BREUKETHE * HRSFWER > AR 41 (RIERA R EEHNYZEEEADSET
SIS -

ST (0 IR B = 5 23 Y 2 50 1T AU T R B MR at - B BrKAE A
HRSHER > BER 42 - W] BEEZ5EGE+ ZH AR B’ = & 23 (EH 58
o N FHRAEIHYZ 55 G LB HIEY 2 - JrEL = (525 HTARS T H B2 EURHr
AT U R IR R AL S (P2 AR - [EREEERACE - ﬁtiﬂié’ﬂﬁéﬁ%%
NHCOCEERRAFEN =427 - WIFRRaBBUF IR RE 2 B s (T
57 o

FEIREL = S EAT R el DU T BRI R AR R = TSR ga =
B CEEEA P E GBS - ST AR - RIEER 43 SENE
1T REVEURPERT = R BN 7R ot ~ AREMEC (DU B BEIZ AR #E T 3C HYEF IR
R (& - BR T 8T 3C 4 RELEFTAHEREEAA Tl ERVE R - 3£ 4-3 FFr
SRR RFORRBAAG G NS - HN=E2rMiEs HE SRR - FrTET 3C
ZAh  RECEFTRICHEIREEA 35% Hies R MEBGEEGSRAY A RE A BET
3C KB REER SRS - (A=A E FEZ T MRS — s
BRI i o

4.2 BRI

FERETTERE N Al - FEE RN DU B R E T ETRE - $HEEET
i - o IR AT ST ARSI - FERBAB AR T T LA EE;H”%%
MefsE > INIE > FM AR S REGEEE M TRE - AUTFERA Levene’s [FIE S
BEtE® - Hip e R B EEERY) o8y p (E 5. 747 (EREBRVZ 2 8HT p E
F5.206 > FEERME BT p (H5R.054 > =FE K05 (YEE /KA » RoRrTo 8 REE

BRI RRGY -

TRIEA (R EL = R B AR (M~ Fi - BEEE - EEE - £
WAZE) DL =B ERTRER (BEEFEN=2F - 2O A S B =G5 HEER
E ~ A ASNINEEEE) BTN CERNER (EEEY) - ERER - JEE RN
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FE) ANOVA 537 » HASRAR 14 BREESHINES - H b A AASE SN
B - HLA RIS BYHITTIA - BRFIHBRESHER p -

F 4-1: SR FRE = 25 NSRS ram sk -

g iy HETH HEM (%) KEEAH (%)
P Hit 31.38% 40.17%
o * 68.62% 59.83%
30 5% (&) LT 38.43% 36.61%
s 31-40 % 34.17% 32.80%
Y 41-50 % 15.07% 18.87%
51 LAk * 12.34% 11.72%
—RZEE T 28.60% 25.03%
E[EEES 9.77% 6.10%
R 11.77% 14.05%
ey iR 11.34% 8.68%
HAH 11.76% 15.21%
HEANE 11.50% 12.65%
g x 15.26% 18.28%
1El& 45.04% 52.43%
- ol 33.08% 22.79%
EERE 3] 20.23% 19.86%
HE * 1.66% 4.91%
30 HwLAT 27.95% 30.95%
31-50 & 30.81% 24.80%
LA 51-70 & 18.23% 17.04%
71-100 & 14.25% 17.94%
100 ELLE * 8.76% 9.27%
=k (&) DT 14.43% 14.79%
I BR] 9.34% 9.28%
AFRE KoE 55.48% 55.44%
RE A * 20.75% 20.49%
e B4 45.84% 35.75%
TRARHR A FAE * 54.16% 64.25%
fitt 60.83% 69.35%
INEE 1-2 fir 33.89% 28.15%
3fL (&) PAE* 5.29% 2.49%
fiE 12.92% 7.91%
EIELOEINE =P Tivs 1-2 fir 33.33% 33.97%
3fIL (&) AL * 53.75% 58.12%
TR R 3 T R S 13.62% 15,887

T * 86.38% 84.12%
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R 4-20 FERZH B HIIRE =S5 1T B Tk -

SR 15ETE HorEk (%)
i . = 49.94%
KA S =50 IEs S, = * 50.06%
3,000 7C 39.41%
RER AT X/ VSN =25 & 3,000 JT 4.28%
#E3E 3,000 JT * 56.31%
_ . i 77.82%
H N\ = (%5548

{E A =58 = Wiy * 99.18%
= 30.85%

= ; I Hﬂ: ,/ e
=aAS " RIS ES) | = * 69.15%
e JHEFE = 80.96%

S =15 SHEHIE =

S = AR R E A = i * 19.04%
7 B 11.95%
8 H 12.92%
9 H 14.08%
AEH A = (e 52 2= 10 H 11.98%
11 H 11.50%
12 H 24.64%
RHE * 12.93%

R 4-3: HETT RAES TR LR -

e
(4) (B) (B/A) (©) (C/A)

BEENZ B 165 140 84.85% 63 38.18%
X NV 165 153 92.73% 69 41.82%
B rmeok 226 200 88.50% 80 35.40%
AR EmEC R 217 162 74.65% 85 39.17%
Br 3C 160 86 53.75% 43 26.88%
JREEER)SE 179 133 74.30% 68 37.99%
HoAp, 195 133 68.21% 62 31.79%

HEET 1,307 1,007 77.05% 470 35.96%
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T 44 BEEITHER -

s EEIEY) BRSEEE JEERRUE FRER
£33l 003* >4

—fZE > Bl
—fZE > ST
i g .037* —feZlE > HAH
AR > SR
HEANE > EHE
FUTA 011%* 100 #LLF >70-100 #
= (&) LT > BERE
= (&) LT > K2

HETE 001+
KA > HiF)
R > HR}
ARG 041% KiE > B8
FIEF AR 020* 3 6z (&) BLE > S A
it
st 01 s > AT
SRR 0T 4k > Wi
PRI 5 0 040 HEN > RSN

#E ok 20,001 > **p<0.01 > *p<0.05 °

R 44 AR > BESESURLL N = R EHU A E@E Ry s LR AR E AR
HFIRATR BB IR E A FIE IR R - HEERUSER R ERERNE
A g R E SRR - M AR S EEEYT R - EFtsERaEL - 5/
A SHE Y Z 5 & B Y o Beg b fE RS sH A 2 & - AR SR SR T I
MR EHEBE R BLES > Rt LUE HE R A @ Y o B B thH A
BRCE IR » BEAMERTIRAIEH, - —f2/E B TRYE Y o Brg th 8 sk
EHBREABHIRTGKAE - ABHE R AN FEBEEER SEEhiEY) 8
EHVER > AT RABUR A FBR SR E @Y s e A E R -

MR BERE - BIWIRRE - AERARE - B = ETHESUES
SANREF IS SRV E R L - WERBRVE B R RS 2R - EREEER M
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FEBURE D B (N B ~ A2 IR EE) R R A ERS U 7 8E & P S IR
EEHVERAR - R AFMENERERTEEIEE 3 L (&) DB AREN R
&> Dk E P (&) UM ERSE T BE EERARSEHR RS - BREE
FEEUR B RSB AIE A RFRAVIE « 8 Sofl BN 7 FHASS SRAHTE « 18
ﬁ@il#{ﬁ%i: TR BELEZHAEGHEHE L - A ERBEVE T8 gt
RISV - AR TSS SR « TEHERIHVREES IS =T Ry b BMELUR 255
%Eﬁ%’ﬁu@ TR = A DL T AR A B RS, - HoOAE S AR B R B R
AAMBLEHAEGE RN - A BTSRRI T E s AT T = -

FEFWAREH E > $PREARMUE T BE AEE 2R RFUWALE 100 EHLL
FHIRBEEEEIA 70 EE] 100 HAYRFKS - HRGRE={F3E —EE/NT A
B EHCIRARIZE -

4.3 BRI

Fo T FRAA R = (5 2 E S E RV EEHE TG 2 LS B8 KHE
HIE&MER (backward elimination) J7 #UHYAER 732K T 4% © TR TS A XU
B3t 814 {7 > {REIH (v) 3l R/ B LERNZE T - 58HE 2B AOSETE
BHAERTT R > BEHEE RIS - BR 41 R3E 42 (VB8R MBS EEE T N
(67K e HLf Bl N-1 {E e SEE By R AT - 3t 38 ([EEBI AT i - £ 41 &
® 42 0y HHIZFHH] > ARG REBHER 45 5 4-10 - B REMAFER
il (backward elimination) J7 & HAHYE BEEEER 2 -

R 4-5 SMAEGERZE A > fFEEEEY) T m-IEYRE L DI 30
e (8) DUNHSBBEARERRT - B2EFLCE 40 U T —RREEZER
T FFUTALE 31-50 B - (EHATTHERN= 5% » WAE 7 A EA5ERH0IR T
GHRESEEGHEREEAINET R - EEIEY T EE - YR E R DR
ERETHIBHBAREWRET] - G29iE R R2ZEEL  HEBRGAWSEREDN
EHBURE] - EZaE BHBMRELE - ARENSAREEER TSN ET -

FE(E RS BRUE TP 1 - EERELRE A AL - 7 S 0PRSS & 8 45 1 8 B A A (AR R
5 BB - H28E A - mEPH‘“k (&) LUMHIEERE - AR =7
TR = DU SIIRE IS S8 - HAE TN ERIA EREE g atE= %IHEE
FREME BB }EEIU\&&ﬁl—HE%]\HT AIFoRZ &
HEHTA ARG EHE =500 H S & - fEEREUR T - 15*%[:@7%[1
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R 4-5: JAWE AR -

T B JHERE bR BEEM R*(Adj R?)
FELCAE 30 % (&) LUT 0.687 .000%**
LA 31-40 3% 0.371 .019*
—EZEAT 0.398 .005%*
L k%% 0.457 .020%
E@iﬂiﬁﬁzgf%ﬁ% FEULA 31-50 & 0.321 017%  0.061(.050)
B 3000 7T -0.227 0.069
£ 7 AEREE 0.417 .023*
£ 12 Bl -0.275 0.056
A HERE= S 0.344 .020%
L A5 -0.344 016*
g{igﬁgfgg —feZEE T 0.427 003**  0.023(.019)
[ -0.322 017*
A5 0.539 .000%**
FELCAE 41-50 3% -0.292 0.084
—EZEAT -0.285 .029%*
Eﬁilﬁﬁ%ﬁ— = () UTHERE 0.625 L000%** 0.086(.077)
=GB OLEN ETEE [ -0.238 0.074
EEERA -0.386 .038*
= = A 0.755 L002%*
SRR S SE) 0.581 .000***
A5 0.566 .029%*
FEATE 30 5% (&) AT 1.141 .003**
FEESTE 31-40 5% 0.698 .043*
—EZEAT -0.549 .043*
UG ALE 31-50 0.513 0.055
= (&) DN sERE 1.315 L000#*
{E%Q@Zﬁ%ﬁ— CUE -1.072 .005%* 0.106(.091)
EFE LB AR B =2 H 1-2 i/ 1.025 00T
EERA -1.058 .005%*
B IN=f%27E8) 0.811 001%*
£ 7 A E 0.675 0.07
£ 11 BEAzE 1.333 001%*
£ 12 BiEfsEE 0.917 002%*
i = = fE 2R A 1.613 001%*

#E kp 0,001 > **p<0.01 » *p<0.05
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i) B JHERE RS BEEME R?(Adj R?)
FEHATE 30 B (&) DA 0.573 007#*
FEAAE 31-40 3% 0.338 0.098
FEEATE 41-50 5% 0.369 0.097
—fEZEET -0.628 .014%*
PUTT—— HH¥E/RE /BMat -0.466 0.099
5 4L il -0.768 011%  0.048(.035)
AR5 € -0.544 0.058
/N -0.655 027
HEAE -0.927 002%*
FUTALE 30 ELLT -0.449 .015%
e = 0.854 001%*
FELCAE 30 B (=) DUT 0.821 006%*
FELEAE 31-40 7% 0.712 .020%
FELOAE 41-50 75§ 0.732 .029%
HEAE -0.659 .031%
3%&‘?@:}&@%&@ FYLA 30 BELUT -1.203 .001%* 0.032(.020)
{EH I (B2 A 31-50 5 -0.873 014*
FEUTA 51-70 & -0.783 .039%
YA 71 E-100 E -1.206 002%*
1 11 AR -0.558 0.063
1 12 Az -0.465 .032*

s *¥**p<0.001 > **p<0.01 > *p<0.05 °

30 pk (&) DUNHVEBEEAREMRRT > HRXBES - 5257/ 40 5t (&) BT
Bk~ &P (8) UMNEERE - 7 1-2 i/MZ - B2IN=E2E8) - £ =G5 E
FIFAPR AT (E A (e R LR A H = A ET =AML T > SALEREETEE
R e HTIIEAS LU AR S - 3 HIB KB AR ELE © EZeiE REEN —RZER T
SRR N EERRRT » R TS DU R SRR R & R

FEIREAMRE TR -BIMEG A — 2B TWEEE A RERES - H
REHFENE - BEZHER 30 5t (&) DITEOLA S =EriET =l §51E
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R/ =EFER EE TRNEY) > LAFEE CENMIRGHY - EZ5E K
ZRAET -~ EHEE - HAR - BERARSFUW 30 ELUTE - £ LEG =ERE
R EHTMREVIRAREENEZE > R =2 E CE RIS - FIFE R
JE TS -fCERZ AR - DIFEUCA 30 SLU NV E A A R EMRE T - HRXBERA
71-100 HHYEE - HZFE R 50 BRLLT o (LA GRZ M EATRE  E2EiE
FULAERY 100 EECETE 12 ARFE=(E5RNE TR > GEFH =B g5l
B2 B R -

PN ER AR R R Y - HI M2l VIF B/ R 10 - FonoSE Bl
Y B BB e L AR MR - B p HE/NY.05 > ForRaZ B Rt AL B 1 B AR IR
& > 7S ERERYEY R-square FYRIK - ForiE s oAl s @ A VB EN T2 F
BENAFIE - (RG] DAST % 7 AR 3 P R VB A B SR B TR -

4.4 WMFBERADE

AT P R P B USRI (two-staged clustering) ZRHA i FIHREL = (%27
& ERPERS BRGEEAEN TR BT R  WIRBE S RAVEE R =
ZFERTT R - AT REERFILEFREAFETTR - MBS B ERE T
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Analysis of Taiwan Consumer Behavior in Using Taiwan
2020 Triple Stimulus Voucher

Chih-Yun Lee and Nan-Cheng Su'

Department of Statistics, National Taipei University

ABSTRACT

Since December 2019, the global economy has been affected by COVID-19, many
countries have provided stimulus check or other forms of financial aid to minimize
the impact to the economy. Taiwan government announced Triple Stimulus Voucher
program to stimulate economy since April 2020. Due to the influence of individual
psychological factors leading to different consumer behaviors, this study applied psy-
chological factors (impulsive buying, price sensitivity, non-fungibility) analysis of how
consumers perceive the Triple Stimulus Voucher and what’s the difference consumption
behaviors across different group of consumers.

This study utilized the online questionnaire method to collect 1,097 responds.
The results show that the overall replacement rate is about 70% except for the 3C
category. There are significant differences in price sensitivity score among different
genders, degrees, marriages, number of family member, search behaviors, and attending
campaign. Also, different occupations and receiving form of voucher have significant
different in impulse buying score. In addition, people with different annual incomes
have significant differences in non-substitution effects. After applying the two-stage
clustering method, consumers are divided into four groups including prudent, hedonism,
romantic and rationality, and there is no significant difference in the four groups in

consumption places and consumption categories.

Key words and phrases: Triple Stimulus Voucher, Mental Accounting, Impulsive Buy-

ing, Price Sensitivity, Non-Fungibility, Two-Stage Clustering.
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