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ABSTRACT

This study explored the relationship among conformity, fashion consciousness and product attractiveness. It had been considered

that conformity, product attractiveness and fashion consciousness were independent variable, dependent variable and intervening

variable in this study. It also had been developed study hypotheses due to this research structure. This research gathered information

by using questionnaire investigation. The objects of this research were conducted with the parents who have a 3 to 6 years old child

and live in Taichung City. The effecting samples of the result are 230. The effective respondence rate was 76.7%. The method of

analysis primarily used hierarchical regression analysis modeling to analyze the data and test study hypotheses to verify the degree of

study performance. The result showed that conformity and fashion consciousness had positive influence on product attractiveness,

and conformity had positive influence on fashion consciousness, and fashion consciousness had a part of intervening effect in the

relationship between conformity and product attractiveness.
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