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ABSTRACT
Many designers look for inspiration hidden in subculture style. In such creating process, they often express subversive ideas, while
creative ideas are emerging endlessly. In order to provide designers with a reference and direction, this study aims to explore
consumer preferences for subculture style in accessory design found in a Taiwanese creative market. The goals of this study include;
1. to investigate consumer preference for subculture style in accessory design; 2. to analyze subculture designing principles applied in
accessory design. The results of this questionnaire interview are: 1. the acceptance will increase as consumers get older. The form of
products is the primal factor of considering buying. The most popular accessory designs possess elements of the form and
functionality, which are “ fashion logo style” ,“ ethnic style” ,and “ street style” ; 2. Most subculture accessory designs imply the
concept of subversion. Those with elements of the narrative and ideology are rather favored by consumers with designing
background. Replacing the precious jewelry, the materials used in such designs are mostly copper, silver plating, acrylic, and so on.
The author recommends that, through subculture design, if the designer can avoid the radical ideas in the subculture style, he or she
can bridge the gap between consumers and the subculture. On one hand, consumer will sense the ideology and concept of the
subculture. And, on the other hand, it makes the design products more unique and meaningful.
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