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ABSTRACT

With features of compact size, ready-for-use at anytime, anywhere and mobility, Personal Digital Assistants (PDA) has created a

worldwide trend and the market is expected to expand rapidly in 2001. The projected price-cut will certainly make PDA even more

popular and user-friendly to become the new star mobile product after mobile phones. At the rise of technological integration,

regarding high-tech products becomes increasingly sophisticated. As a solution, it is necessary to adopt the high market involvement

strategy to effectively reduce or disperse risks in the market of rapid changes and uncertainty. The study has conducted questionnaire

survey in the Greater Metro Taipei area to explore and study the consumer markets through demographics, perceived risks, buying

behaviors, effect of satisfaction and such variables. The purpose of the study is to provide further understanding in consumer

behaviors regarding high-tech products, to be used as a reference for market segmentation, product development or marketing

strategy establishment. The results cover: in the area of “evaluation criteria”, the samples take “future development and

timeliness” into top consideration. The two major systems in the market today, i.e., Palm and Win CE are still the hardest to choose

from. This might be a result of “short product life cycle” and the fact that “consumers must take irrecoverable system upgrade

and compatibility into consideration”. Salespeople are advised to provide comprehensive product profiles and short/mid-term

development plans to clarify unnecessary doubts in order to promote the product. In the area of consumer satisfaction, the samples

are least satisfied in “educational training”. Relevant analysis also shows that: the more concern of educational training of

samples, the less the effect of satisfaction. Indicating that there is a difference in the expected and actual after sales services.
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