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ABSTRACT

The purpose of this study is to investigate the consumption psychology of consumer’s purchase of limited-edition sports goods. The

scope of the study scope covered Taipei’s Ximenting commercial center and Hsinyi commercial center and Taichung’s Fengchia

commercial center and Tai Ping Road. The limited-edition sneakers were selected as the limited-edition sports goods for the

investigation on the consumption psychology of consumer’s purchase of limited-edition sneakers. By eliminating those

questionnaires with incomplete answers, 196 effective questionnaires were received. The following are the study results accrued from

statistic analysis： 1. The factors of consumer life style There are five factors：the factor of brand fever（the eigenvalue is 2.722 and

the variance explained is 16.01％）、the factor of chasing idols（the eigenvalue is 2.370 and the variance explained is 13.94％）

、the factor of gaining both success and fame（the eigenvalue is 2.345 and the variance explained is 13.38％）、the factor of being

active as well as quite（the eigenvalue is 1.801 and the variance explained is 10.59％）and the factor of having an uncertain future

（the eigenvalue is 1.462 and the variance explained is 8.62％）. 2. The factors of consumption value There are five factors：the

factor of condition（the eigenvalue is 2.441 and the variance explained is 17.43％）、the factor of function（the eigenvalue is

2.067 and the variance explained is 14.76％）、the factor of emotion（the eigenvalue is 1.763 and the variance explained is 12.59

％）、the factor of society（the eigenvalue is 1.559 and the variance explained is 11.14％）and the epistemic factor（the

eigenvalue is 1.30 and the variance explained is 9.29％）. 3. The factors of mavens’ influence There are two factors：the factor of

estimating products（the eigenvalue is 2.021 and the variance explained is 33.69％）and the factor of sharing information

achievements（the eigenvalue is 1.544 and the variance explained is 25.73％）. Key words：limited-edition sports goods、life style

、consumption value、mavens
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