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ABSTRACT

The consumer cognitive dissonance is an important theory in marketing. Because
of technology progress, it brings up the rapid development of virtual channels.
Meanwhile, consumers are confronted with more diverse choices. Therefore, the
purpose of this study is to explore the different level of influences of consumer post
cognitive between two virtual channels-television shopping and online shopping.

An questionnaire was conducted in-this‘study. We divided virtual channels into
two categories to evaluate the responses of consumers after purchasing. The data
collected with convenience sampling from the television shopping and online shopping
consumers. 120 questionnaires of television shopping consumers were sent and returned
106 which were valid, the effective returns-ratio“was 88.3% ; 230 online shopping
consumer guestionnaires were sent and returned 202 which were valid, the returns-ratio
reaches 87.8%. The findings show that there were obvious differences between virtual
channel consumers in cognition dissonance. In the dimension of emotional reaction,
there were significant differences between television and online shopping consumers: In
the dimension of wisdom of purchasing, there were not significant differences between
television and online shopping consumers: In the dimension of concern of deal, there

were significant differences between television and online shopping consumers.
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