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ABSTRACT
ABSTRACT The purpose of this study is two-fold[J to inspect type distinctions based upon lifestyles of college students in central
Taiwan and to confer the internet users’ types and distinctions. The range and the objects of this research are aimed at the
colleges in central Taiwan and the college students. First, the Internet users’ lifestyles are explored and based upon for distinctions
in this research. Second, distinguishing the internet users from their lifestyles, hiving them off appropriately, focusing on the different
items of population statistics, behaviors of using internet, motivations of using internet, behaviors of science and technology,
situations of using science and technology products, situations of using Internet, and shopping desires on internet in each group.
Third, finding out appropriate distinctions, making use of the characteristics in different distinctions and describing the differences of
them. Finally, marketing strategies are initiated to tailor the differences between distinctions. 00 [0 A questionnaire is used to
investigate the data pertinent to the different items of population statistics, behaviors of using the internet, motivations of using the
internet, behaviors of science and technology, situations of using science and technology products, situations of using the Internet,
and shopping desires in the internet. Totally, 783 valid questionnaires are collected. Hypotheses are analyzed via the statistical
techniques includingdd MANOVA, ANOVA, chi-square test, cluster analysis and factor analysis. Objectives of this study are: 1.
Selection and naming of the Internet users’ types. 2. Make mobile phone strategies of each Internet destination. 3. Remarkable or
partial remarkable differences are in the different items of population statistics, behaviors of using the internet, motivations of using
the internet, behaviors of science and technology, situations of using science and technology products, situations of using the
Internet, and shopping desires in the internet in the five internet destinations.

Keywords : Lifestyle ; Hierarchical cluster analysis ; Internet users’ types ; Market Segmentation
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