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Non-Store Industrial Networks and their
Interdependence in Taiwan

   Professor, Department of Applied Economics, National Ilan University

Abstract

After TV Shopping comes of age, experts predict that the non-store shop-

ping industry is about to explode. Consumers today want more information and

retailing channels about their purchases. In this way, retailers that add the tele-

vision-shopping, internet online shopping, direct marketing components to their

established non-store businesses are likely to see a synergistic effect. To be

sure, this development will induce the interindustry networks substantially.

This paper investigates the contribution of Taiwan's non-store industry and its

related output(or service) activities using input-output analyses. The first, this

paper apply the interindustry interdependence coefficients matrix to calculate

the Leontief forward and backward linkage effect, and the value is 1.96 and 1.72

respectively. Furthermore, the employment multipliers are measured by their

service functions.
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