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Abstract : With the flourishing development of online shopping, an increasing number of customers see online shopping as an
entertaining experience. Because the online consumer has a double identity as a shopper and an Internet user, online shopping
should offer hedonic values of shopping and Internet usage. The purpose of this study is to investigate hedonic online shopping
motivations from the perspectives of traditional hedonic value and flow theory. The study adopted a focus group interview
method, including two online and two offline interviews. Four focus groups of shoppers consisted of online professionals, online
college students, offline professionals and offline college students. The results of the study indicate that traditional hedonic
values and dimensions of flow theory exist in the online shopping environment. The study indicated that online shoppers seem
to appreciate being able to learn things and grow to become competitive achievers online. Comparisons of online hedonic
motivations between groups are conducted. This study serves as a basis for the future growth of Internet marketing.
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