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Abstract

This study is designed to understand the relationship of the kinds of
travel product, consumer purchasing involvement, multi-level markrting
characteristic sperceived risk and shopping motivation; the objective is to
study consumer behavor on travel product by multi-level markrting. A
questionnaire is developed and distributed to the consumer who purchased the
travel product once Totaly 420 effective questionnaires are anayzed by
descriptive statistics, one-way ANOVA, chi-square test, Pearson product-
moment correlation and LISREL. The findings of the study concluded in four
aspects The multi-level markrting characteristics and perceived riskall have
direct effect on shopping motivation .The shopping motivation have direct
effect on consumer’ s confidence  attitude and intention to purchase .

Consumer’ s confidence have direct effect on consume’ s eattitude, and

consumer’ s attitude have direct effect on intention to purchase

Keywords multi-level markrting perceived risk purchasing
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