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ABSTRACT
Popular culture means being fond of most public, favorable to the majority, and belonging to subculture and the trend formed by
people. Hence, the industry can take the advantage of this trend and pour life ino various purchandise so that they can grasp
consumers’ attention and have business in hand. Consequently, increasing interest on how to conceive market tendency among
marketers, producers and advertiserss becomes indispensable. With different involvement of popular culture, consumers will hold
diverse attitudes on purchase willingness. Besides, when purchasing products, consumers will have various purchase attitudes due to
the differences of values. Thus, this research is to explore: 1) what is the current situation of culture involvement that consumers have
when surrounded by popular culture? 2) What are the effects of consumers’ culture involvement on the willingness of relevant
product purchasing? 3) Are there any moderating effects of consumers’  purchasing values between popular culture involvement
and purchasing willingness? This research was targeted at the consumers in middle Taiwan, adopting Convenience Sampling
method to obtain research subjects and the valid samples were 374. Descriptive statistics, reliability analysis, factor analysis, t-test,
one-way Anova, Pearson correlation analysis, and hierarchical regression analysis were applied to analyze the data. The major
results of the study are as follows: 1. Significant positive correlation between the extent of popular culture involvement and
consumers’  purchase intention was found. 2. consumers’  purchasing values between popular culture involvement and purchasing
willingness have no significant effect.
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