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ABSTRACT
The characteristic of the consumer is combine by many factors, the changes of the whichever characteristic, may affect the
consumption behavior; the characteristic of the different level will affect each other also. In many cyber caf? consumption behaviors,
for example network on-line game, search the data, receive and dispatch the E- mail or on-line chat etc., also will produce some
person''s hobbies the difference of the different activity; like these differentiations, cause in everybody*'s behavior and characteristics
different, therefore the consumption behavior of the performance also will vary from person to person. The purposes of this study
were to investigate understanding primarily social factor and personal factors of user for consume the influence that behavior cause,
further analyze the different social class, life style, and consume the relation of the behavior. The study used stratified random
sampling questionnaires that had investigated the cyber caf? users in Taipei with 701 effective samples . The questionnaire
investigate time from on October 1 of 2003 to October 31 of 2003, proceed a month™ sampling. The datas available were analyzed
by descriptive statistics, square, Dependent Samples T-Test, and One-Way ANOVA. The conclusions were drawn as follows: 1. The
cyber caf? obstacle is low, the social class can enter the consumption through high status and lowses. 2. Male and more high of level
of deucations, the use time of the cyber caf? is shorter. 3. Male and family income more high, the cyber caf? consumption amount of
money is higher. 4. The person whom tradition keep use the number of times at least every week in the cyber caf?, the super and
young person use the number of times at most every week. 5. The person that freshman live consume the amount of money each
time at least in the cyber caf?, the fashionable brave man consume the amount of money to is at most each time.
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