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ABSTRACT

SUMMARY IN ENGLISH AS OUR UNDERSTANDING , THE DIY PRODUCT IS STILL UNDER GROWING AND

WITH MORE POTENTIAL IN TAIWAN MARKET. TO FOCUS THE SUBJECT OF RESERCH , THE BEHAVIOR OF

CONSUMER TO BUY ADHESIVE AND SEALANT , AND IN ORDER TO AVOID THE WASTE OF COMPANY’S

ENDEAVOR AS WELL AS HAVE THE MOST EFFECTIVE WORKING , THIS IS WHY RESURCH SUBJECT COMES .

THIS RESURCH THEORY IS BASED ON EKB MODEL , AND TRY TO SIMPLIFY INTO THREE MAIN FACTORYS

：MOTIVATION , BEHAVIOR AND INFLUENCE OF FACTORY FOR PURCHASE IN DEEPLY DISCUSS FOR THE

DIFFERENT FACES REFFERENCE IN FUTURE：MARKETING STRATEGE , POLICY AND PROCESS . THE

METHOD IS BY USING ENGAL INQUIRE SHEET , TO COLLECT INFORMATION AND TO PROOVE THE DETA IS

IN HIGH RELIABILITY , THEN BY FACTORY ANALYSIS FOR SHRINKAGE , SELECT, AND ACCORDING TO

REGRESSION ANALYSIS , VARIANCE TESTS AND INTERCOMPARE TO EXAM EVERY RESURCH . MAJORY , IT

PROOF TO BE TRUE , THAT THIS DIY MARKET IS MUCH POTENTIAL AND WORTH TO PROMOTE , BUT

WITHOUT EXCELLENT MARKETING STRATEGY , THERE MUST HAVE CRISIS , WHICH NEED US TO THINK

AND ACT VERY CAREFULLY . EVERYONE’S POINT OF VIEW IN MARKETING IS DIFFERENT , BUT TO

CONDER THE “SELLING SHOES IN AFRICA” , THIS RESURCH HAVE PROVIDED SUGGESTION TO THOSE

WHO INTEND TO RESURCH COMPANY’S STRATEGY IN DIY MARKET , AS WELL AS FOR REFFEREENCE

PURPOSE .
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