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ABSTRACT
Nowadays, flowers are one of our main agricultural economic products. In recent years, Taiwan’ s floral industry has grown
rapidly, but Taiwanese floral expenditure is still less than European countries, Japan and other countries. Obviously, Taiwanese
floral demand can increase more in the future. As a reason, this research is try to understand Taiwanese consumers’ consumption
value on floral products, and to study the consumption value of floral products which influences consumer’ s purchasing behavior.
The writer hopes this study will provide the valuable information to domestic floral promotional parties and floral industry for their
reference on their marketing plans in the future. The questionnaires are applied to the data collection in this research by the
interviewees, who are over age 18 in Taiwan. The data was analyzed by Factor Analysis to result the following eight factors: sense
value, emotional reaction, visual value, desire of knowing floral information, usage, meaning of floral, prices and product value.
Moreover, the writer uses Logistic Regression Analysis to analyze each factor which impacts on consumer’ s purchasing behavior
for flowers. There are seven findings as listed as followings. 1.Action purchasing flowers: the consumers who have stronger emotional
reaction and stronger curiosity, as well as stronger desire of knowing floral information and care about visual value would purchase
flowers more. 2.Purchase frequency: other sense value, emotional reaction, visual value, desire of knowing floral information and
curiosity are obvious factors. 3.Expenditure of purchasing flowers: emotional reaction, visual value, desire of knowing floral
information, curiosity, prices and value of product are the key factors. 4. Type of products: the visual value of flowers and curiosity
are the influential factors. 5.Prices: visual value, curiosity and value of floral products are the important factors. 6.Purchasing outlet:
visual value and the desire of knowing floral information are the key factors. 7.Usage: The emotional reaction to flowers and visual
value are the apparent influential factors.
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