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ABSTRACT

The global bicycle industry is confronted by an economic situation where supply exceeds demand and market prices continue to fall.

In the past few years of stagnation, increased competition has seen a growth in mergers between enterprises and the demise of many

more. However, even in times of economic slowdown, there have still been industries that have achieved vigorous development, of

which the bicycle industry is one. Unceasing research and development of new products, combining innovation and value to produce

higher"innovalue”, Taiwan can once again become the bicycle kingdom. The bicycle is this country''s most used form of transport.

However, due to the limits of our physical strength and riding comfort, bicycle travel is restricted to short distances. Electric power

cycles present us with the new options of increased speed and convenience. Pollution and petroleum-free, with easy re-charging, they

give those afraid of higher speed motorcycles another option. According to Japan’s ministry of International Trade and Industry,

electric power cycles will be one of the 10 products that most dramatically change people’s future lifestyle. The young generation

were the target group of this research, with joint analysis being used to determine the electric power cycle buyer’s preferred style

and product constituents, to aid us in our quest for the optimal power cycle design. The study was carried out using questionnaires,

primarily seeking to obtain consumer’s preferences in 5 areas—overall body shape, battery exterior, color, tire design, and

accessory design. Results, produced in accordance with joint analysis, found that in young people’s opinions, overall body shape

was the most important consideration when choosing electric power cycles. Therefore, it can be said that making the body design

more attractive and competitive is the key to making a popular product. Additionally, it was also found that young people concerned

the appearance of accessories more important than that of wheels, indicating that it may be worth researching into this subject in

more depth. Keywords:Young Generation, Electric Power Cycle, Conjoint Analysis,Optimal Design
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