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ABSTRACT

The samples are the mid-grade elementary students of Pusin Township, Changhua County in this study.It investigates all kinds of

innovators among mid-grade elementary students，and characteristics of purchasing fashion products.It separates into two

stages.First，it investigates thirty mid-grade elementary students to understand what they think about fashion products.According to

the result of the first stage，it carry on the second stage，and have numerous samples.It separates into two groups，one accepts

Innovation more easily，but another does not.It investigates characteristics of purchasing fashion products on the two groups

further.The result of this study is that the two groups differentiate alternatives evaluation .
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