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ABSTRACT
As the quality of the products is increasing, the computer marketers are striving to provide better products for satisfying existing
consumers and pursuing the sustaining innovation of the computer market. Therefore, the functions of computers go beyond the
needs of users gradually. In this case, some junior marketers launched simpler products in the low-level consumer market in order to
attracting customers. Thus, it threatens the marketers who act slower. Finally, the “ Netbooks” were born under the development.
The purpose of the study is to analyze the motivation of buying and using netbooks from the lifestyle viewpoint. First of all, through
the framework of the development and questionnaires, it researches the customer groups of using netbooks and go further
classification. Secondly, it researches the rise and the development directions of netbooks from the consumer and users’
perspectives; moreover, it discovers the defects and inconvenience of netbooks. Finally, the research hopes to find out the
technological products which meet the users’ needs.
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