20165 3 A

g 8 B
Ay MEROERR=VIZBIT A bEE
IUN=VavELOBRICOWT

T A FREFERA A HH B

[EE]

BFEIGITHZICHE N BRI Xy MEROBEN—V ERRB L 28H 2 V0 IEEmN
—Ih5DEVWELEETSBA. IN—U 3 ROBVWFEDEIICEZDD,, &
EONR=IHP5DaAN—=T3> BuEbErs5a =3 EOBGREDHL

AAPMOER, BRNA—JDREH,LSODAL/N—T 3 VRIZHARIZETH Y. WS
HELPSDALN—=T 3V RIIBONIEETH 7= ThHEDE, BWVWEHOEDLSDFEXIL,
BERN— Y DBERDPSDEX LY, BVWEHLELSDEXDHFEEIKEN ED DY
27

AREOHFERICELY . v MRBRESHOEECRTEEEICEVWEDEHREIN- 3
CEOEREFRATNIEREIDENTHE EFA D,
aePidN v MEER, mmN—U FuwEbte, 32N 3 K ENH

[Abstract]

Our research was on the e-commerce market, specifically to learn what the difference
was in the "conversion rate” when customers or companies searched on the product
page of online sales or when they made inquiries on the product page, as well as to
learn the relationship between the conversion, based on the product search and the
conversion, based on inquiries.

The results of our survey revealed that the "conversion rate", based on the search on
the product page, was about 4% and the "conversion rate", based on inquiries, was
about 30%. In other words, the number of orders, resulting from inquiries, was greater
than that resulting from the search on the product page, but we were able to analyze
it.

The results of this study indicated that it was useful to take advantage of the results,
showing the number of inquiries and their "conversion rate" for the business and the
marketing activities of the internet marketing companies.

Internet Sales, Goods Page, Inquiry, Conversion Rate, Number of Orders
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