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ABSTRACT

The result of “2009 national children media usage behavior research survey” in-dicated that compared to audio and visual media,

contemporary children spent much less time reading newspapers and magazines to the extent of less than six minutes per day.

Children’s books are the key to our enlightenment of education and creativity. Therefore this research primarily described and

analyzed the life style of the con-sumers of children’s books and product involvement’s influence upon purchasing deci-sion

behavior, according to different population statistics variables, life style, and prod-ucts’ involvement of consumers’ characteristics

and behaviors. Also, consumer popula-tion statistics variables, life style, the relationship between product involvement and

purchasing decision were discussed for related industries to plan for marketing strate-gies. This research adopted convenience

sampling, and 400 questionnaires were issued, 397 copies were returned, and 11 invalid copies were excluded. There were totally

362 valid copies, and valid returning rate was 90.5%. After SPSS statistics software proc-essing, with the analysis of descriptive

analysis, factor analysis, reliability analysis, T test, One-Way ANOVA, Scheffe multiple comparison analysis, Chi-Square test,

correla-tion analysis, and regression analysis, the following results were concluded: 1.Some variables among life style, product

involvement, purchasing motivation, evaluation guidelines, purchasing information, and purchasing decision demonstrate

differences. 2.Consumers of children’s books demonstrate remarkable similar relationship in life style, product involvement,

purchasing motivation, and evaluation guidelines. 3.Consumers of children’s books demonstrate noticeable influence in life style,

prod-uct involvement in purchasing motivation, and evaluation guidelines.
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