A Comparison of the Differences on Consumer Decision- Making Styles with Personal Traits,
Lifestyle, Astrology.
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ABSTRACT
Astrology became a popular subject in Taiwan in the last two decades. Many media, such as newspapers and magazines, provided
more and more layouts of astrology. Thousands of websites were continually established. People might eventually choose someone as
their friends or not considering their types of astrology. This study would like to explore the differences of personal traits, lifestyle and
types of astrology on the consumers’ decision process. A structured questionnaire, including astrology scale, lifestyle scale, and
personal traits scale, was designed and applied to female students in Da-Yeh University. The main findings of this research were
concluded as followings: 1. Types of astrology existed less difference on the consumer decision-making styles than lifestyles, and
personal traits. 2. Different types of astrology had significantly different on the decision-making styles.

Keywords : astrology, lifestyle, personal traits, consumer decision-making styles.

Table of Contents
OOOO e HOO00 e, VO OO e, vOooo
....................................... ViOOO v VIO O O e X000 0 d
..................................... 1000 0000000 ... 1000 0000 v, 2000 0o O
............................... 3000 ooog aevveeeeeen. 3000 00000 OOoOO0OO0d e, 4000 0000
............................... 40000000 i, 6000 000000 OoOO0O e....6000 0000
.............................. LBOOoOooooood v, 15000 00OO0OOOOO ... 22000 0000
OO0 e, 260000 000000 v 27000 0000 i JO0000000
.............................. 40000000 e, 35000 000000000 ... 42000 00000
O e, 40000000 e, 4600000000000 i, 4600000000
D000 e, 46000 00000000000 ... 52000 000000000000 O0OOOO0O0 ..
53000 0000 wiiiiieeeeeeeereeieeas 65000 0000 ciiviieriieieeeceens 76000 00000 i 770
OO0 OO0 oo, 77000 OO0 i, 820 T OO e 840 0AODOOO
................................. B500BOOODO wveeeeeeeeeeeeeeeeenn. 101

REFERENCES

O00D00O0O 1Bandura, A. (19820 0000000 OODO)ODOO:DOO Pervin,L.A. (1995000000 0ODOO)NDOOO:000O
OO0 Tyson, S, &Jackson, T.(1986)0 0 D0 O0(OOOO0)0O0O0: 000 0000 2072200300 000000000O0O0O0O0OOOO
0000000 00180211-2250 3.000(o01) 000000000 DOOO0ODOCO 4000006 DOOOOODODOOODOOOO
0000000000 O0O00DODOO00O0OOOgsbObO0dEMODOO00DOO0O0DODOO0O0ODOO00-OO000DDObDObLOODbO
0000000000 O00DOO0O0bOOedODMe®UODOOOODOODOODODODOODDOOOODDOOOOODOODDOOODOOOO
0000000000 00DOO00bO OO 7000@o00)DODOOOOODDOOO:00DO0OO45560 800019990 D00O000OO
gbooboooooboobobobob boboboboooobobOobobobooooooOobDbUobb2000DOOODODO
OO00:00000 10.000Ro5ODCO0ODODO-000000DCO00: 000000 NNO00OROS)DODODO0O0OO0ODOOO0ODOO
0000000000 0000000000 12000005 000000000: 00000 13.000RODODODOODOOOOO
goooOoOoOoOOOOOOO 0000000000000 0OO0O0O0O0O0O0OO0OO0OOOOOCOOOOOO0O0 14000 /(2003)
goooOoOoOoOoOoOOOOOOOOOOOOOOO0O0OOOOODOOOOOOOOOO0OO0OOO0O0 100000000
goooOoOoOoOOOOOOOOOOO 0000000000000 OO00OOODOO0OOOOOOD 00000000
goooOoOoOoOoOoOOOOOOOOOO0O0O0OOODOODOOOODODOOOOOOOOOOOO 17000 OOOOOOOO
go0oOoOoOoOOoOOOOOOO0O0O0O0O0OOOOOOOOOOOOOOO0O 18 O0OORI) IO ODOOOOOOOgg
OO00C0OCOOCO 0000000000000 oooooooooOoo 19000 IO ODODODODODODggooADSLOOOOOO
000 0ooboo0ooooooooOoOoooOo0oooo0ooooDOoooOob 000 Uuooooooo:Dbo00D 2200



g@oo4UOODOODODODOODODOODOODOODOODOODODO-0OC0 000000000 0NU0ONU0NU0ON0OND0DND0DONUODONOOOOOO
000 22000060 0000[0O00OO]00O3: http://www. astropopo.com/ index_star.htmlI[2006, November 13]00 23.00 O (2006)0 O
O00[@OO0]00na: http://www. coden .com.tw/ libary/lib05.htm[2006, November 13]0 24.0 0 (2006)0 OO O[O OOOJO0O0O:
http://www. ccmhk. org.hk/99 06_5.htm[2006, October 17]0 25.0 0 (2006)0 O O O O [0 OO O 10 O O : http://zh.wiki pedia.org/w/
index.php?title[2006, October 1710 26.0 00000600000 0000O[[MEODOCO]0OC O : http://www. lib libertytimes.com.tw[2006,
October 17]0 27.0?0(19920 0000000000: 000000340 280000000000 000000:00000000000O
000 000000000000000000 2.000(001)0000000000000000000000O0OO0OOOOO0O
0000000000000 0O0O0O0OD0O0ODO 000000000000 3000190000000 0:0D0000 31.00
019940 00000000000000000000000 00000000 32000@0)0D0O0000000: 00000 383.
o00@oo)ODOOD00ODODOODOO0O0U00O0OD0OD0OD0OD0 OO0 0O000oO0DoO0oDO0oDO0DOO0bOO0bOOoOooOn 4000
goOoOo@eeooooooooOoOo:000fdoOogssfofEic4)oooooooooooooooopoo-ogogooooo
gooooOoOoOoOoOoOOOOOOOOOOOOOOOO0SsBOO0RIOUIODODOOOODOOOOOOOOOoOOoOoOoOgO o
goooOoOoOoOoOoOoOOOOOOOOOOOOOOOOOOOS7O00RIOUOOOOODOOODOOOOOoOOoOoOoOOO
0000000000000 0oooooooooooo s oo 00oooooooooo:ogogoog ¢e.00d
g@oos)DOODOODODO@E@UOO)@O0: 00000040000 OoOoOOOOOOOOOOOOODOODOODOO OO0
goooooOooOooo—0OOCOOCOOCOOCOOCO0O0O0O0OUODOOO0OO0OO0OO0OO0OOOOOOOOOOOOOOO 400
g@o40ODODOD0ODODODOODOODODODODODODODODODOODOOD 00000000000000000000 420000000(2003)
OO00OO0OOOOoOoOoOoOoOoOoOoOoOO2e@O 701-7090 430000070 0000000000000 OOUOODOODOOOODOOO
g00O0OO0O0OO0oOOoOOOOOOOOO0OOO0O0OO M4O000@oOODODODODOOOODOODOODOODOODOOOODOO OO0
O000O0O0O0O0O0OO00O0O0O0O0O0O0O0O0OO0OOD 4000000009 O0O00000O0:00000 40001 OOOO:O
000000000000 47000 ULLOIOLUOLOLOUOOLUOLODODUDOUODUOODODDODODDODDODDODDODOODODOODOO
O0000OO0O0OO0OOoOoOOD 4000@oUODODDODDODDODDODDODODOODOODOODOODOODOODOD D00D000000OO0OOOO-
O0000000DO0O0O0 4000000000000 0O0O0O0O0O0O0O0O0O0O0O0O0O0OO 00301251430 50.0 O O (2003)0
O000000O0O0O0O0O0O0ODODOOODOOOOOOO25051.000R3UIDODODOODODOOOODODODOODOOOODOOOO O
O000000O0O0OO0O0OOOODO R200000000000ROCOODODODOODOODOODOOOO OO0OOOOO:0ICPOO
00000000000 OS8O 79-1020 53.0 0000200500000 0000000000000 O00O0OO 28(1)0220-2210 54.0
00002 April1)D 0000000003200 OO0O0O0O0O 1.Allport, G. W. (1937). Personality: A psychological interpretation. New York:
Holt. 2.Allport, G. W. (1961). Pattern and growth in personality. New York: Holt, Rinehart, & Winston. 3.Andrews, G. R. & Debus, R. L. (1978).
Persistence and casual perceptions of failure: Modifying cognitive attributions. Journal of Educational Psychology, 70, 154-166. 4.Bandura, A.
(1977). Saocial learning theory. Englewood Cliffs, NJ: Prentice-Hall. 5.Berman, B. & Evans. (1978). Retail Management: A strategic Approach.
Macmillan Publishing Co. Inc., New York, 125. 6.Cattell, R. B. (1943). The description of personality: Basic trait into clusters. Journal of Abnormal
and Social Psychology, 38, 476-506. 7.Cattell, R. B. (1950). Personality: A systematic, theoretical, and factual study. New York: McGraw Hill.
8.Costa, P. T. Jr., & McCrae, R. R. (1985). The NEO personality inventory manual. Odessa, FL: Psychological Assessment Resources. 9.Costa, P.
T.Jr., & McCrae, R. R. (1992). Four ways five factors are basic. Personality and Individual Differences, 13, 653-665. 10.Durvasula, S., Lysonski,
S., & Andrews, J. C. (1993). Cross-cultural generalizability of a scale for profiling consumer’ s decisionmaking styles. Journal of Consumer Affairs,
27, 55-65. 11.Dweck, C. S. (1975). The role of expectations and attributions in the alleviation of learned helplessness. Journal of Personality and
Social Psychology, 31, 674-684. 12.Engel, J. F., Blackwell, R. D., & Kollat, D. T. (1978). Consumer behavior(3rd ed.). The Dryden Press, 175.
13.Eysenck, M. W. (1990). The Blackwell dictionary of cognitive psychology. Oxford: Blackwell. 14.Friedman, M., & Rosenman, R. H. (1959).
Association of specific over behavior patterns with blood and cardiovascular findings. Journal of the American Medical Association, 169,
1286-1296. 15.Gauquelin, M. (1982). Zodiac and personality: an empirical study. Skeptical Inquirer, 6(3), 57-65. 16.Gilbert, F. W. & Warren, W.
E. (1995). Psychographic constructs and demographic segment. Psychology & Marketing, 12(3), 223-237. 17.Hafstrom, J. L., June, S. C., & Young,
S. C. (1992). Consumer decision-making styles: comparison between Untied Stares and Korean young consumers. The Journal of Consumer
Affairs, 26, 146-158. 18.Jamal, M. (1990). Relationship of job stress and type-A behavior to employee’ s job satisfaction, organizational
commitment, psychosomatic health problem, and turn-over motivation. Human Relations, 43(8), 727-738. 19.Kotler, P. & Armstrong, G. (1991).
Principles of Marketing. Englewood Cliffs, NJ: Prentice-Hall, Inc. 20.Kotler, P. (1997). Marketing Management(9th ed.). NJ: Prentice-Hall
International, Inc. 21.Kotler, P. (2000). Marketing Management(10th ed.). Englewood Cliffs, N. J.: Prentice-Hall. 22.Kotler, P. (2003). A
Framework for Marketing Management (6th ed.). Prentice Hall, N. J. 23.Mayo, E. J. & Jarvis, J. P. (1981). The psychology of leisure travel. Noston,
M. A. : CBI Publishing Company, Inc. 24.Mayo, J., White, O., & Eysenck, H. J. (1978). An empirical study of the relation between astrological
factors and personality. Journal of Social Psychology, 105(2), 229-236. 25.McCrae, R. R. & Costa, P. T. (1987). Validation of the five-factor model
of personality across instruments and observers. Journal of Personality and Social -psychology, 52(1), 81-9. 26.McGervey, J. D. (1977). A statistical
test of sun-sign astrology. The Zetetic, 1(2), 49-54. 27.Myers, J. H. (1996). Segmentation and positioning for strategic marketing decision.
Chicago:American Marketing Association. 28.Plummer, J. T. (1974). The concept and application of life style sesgmentation. Journal of Marketing,
38, 34-37. 29.Pride, W. M., & Farell, O. C. (1991). Marketing. (7th ed.), Houghton Mifflin. 30.Rotter, J. B. (1966). Generalized expectancies for



internal versus external control of reinforcement. Psychological Monograp, 80, 1-28. 31.Russell, J. & Wagstaff, G. F. (1983). Extraversion,
neuroticism and time of birth. Birtish Journal of Social Psychology, 22(1), 27-31. 32.Saklofske, D. H., Kelly, I. W. & Mckerracher, D. W. (1982). An
empirical study of personality and astrological factors. Journal of Social Psychology, 110(2), 275-28. 33.Shim, S. (1996). Adolescent consumer
decisional-making styles: The consumer socialization perspective. Psychology & Marketing, 13, 547-569. 34.Silverman, B. (1971). Studies of
astrology. Journal of Psychology, 1971(2), 141-149. 35.Smith, W. R. (1956). Product differentiation and market segmentation as alternative
marketing strategies. Journal of Marketing, 21, 3. 36.Sproles, G. B. & Kendall, E. L.(1986). A methodology for profiling consumers’
decision-making styles. The Journal of Consumer Affairs, 20, 267-279. 37.Sproles, G. B. (1985). From perfectionism to fadism: Measuring
consumer's decision-making styles. Proceedings of American Council on Consumer Interests, 79-85. 38.Wells, W. D. & Tigert, D. (1971). Activities,
interests, and opinions. Journal of Advertising Research, 11, 27-35. 39.Wells, W. D. (1975). Psychographics: A critical review. Journal of Marketing
Research, 12, 196-197.



