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ABSTRACT
In recent years, the lifestyle of Taiwanese people has been changed due to the influence of Westernization. Regardless of the
economic recession, the population of coffee chain stores has been growing, while the consumptive expenditures and frequency have
been rising as well. According to research literature, the consuming market of coffee chain stores maintains high developing
potential. This research utilized lifestyle of A1O (Activities, Interest, Opinion) variables and demographic factors to examine
consumers’ purchasing behavior in coffee chain stores. The relationships among consumer behavior were analyzed, which includes
motivations, information retrieval, store selection, and consumptive conduct. The aim of the research is to investigate six coffee chain
stores in Taichung City, which include Starbucks, Kohihan, Manabe, Dante, IS coffee and Barista. Random sampling was used to
retrieve 400 valid questionnaires. The Statistical Package for the Social Science (SPSS10.0) system was utilized for the Descriptive
statistics analysis, Pearson product-moment correlation, T test match-pair, one-way ANOVA, Scheffe multiple comparisons, and
Cronbach a . The result of this study showed that five research hypothesis have been proven significantly sustained. The conclusions
of the research were summarized as followings: (1) High potential consumers are female, single, college graduate, age of 21~30
employee, monthly income of 40,000 and under. (2) Consuming peak time falls on weekend 2 PM through 5 PM with average 2 to 4
companies, and coffee or desert are favor items. (3) The quality of coffee is appreciated by high-income female and leisure-oriented
person for both relaxation and refreshment purposes. (4) Store location, coffee quality, surrounding atmosphere, and convenience
are major concerns of different lifestyle consumers. Four conclusions were drawn based on the statistic findings. Several
recommendations for future research were advised. Some marketing strategies for business operation were suggested, thatcovers the
issues of coffee quality, store environment, distribution, and employee training.
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