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ABSTRACT
Adolescents’ purchase is increasing, therefore the market segment is more important. This study is on the basis of EKB model
theory to confer whether both value and the life-style of the adolesents would affect their common consumption. Then we also
analyzed the relationship between both of their value and life-style. We sent 550 questionnaires to five junior high school in Yuan
Lein(d O) area and we retrieved 516 valid questionnaires. Then we took these valid questionnaires to carry on to descriptive
statistics, factor analysis, cluster analysis, one-way ANOVA and Pearson product moment correlation analysis. The findings of this
study are as follows: 1. According to the four types of value: conservation, openness to change, self-transcendence,self-enhancement,
the adolescents can be classified into three clusters: ideal-confidence group, adventurous-progression group, and cold-exploration
group. 2. The life-style of adolescents can be classified five types: fashion-oriented, family- oriented, self-centered, sports- oriented,
media- oriented. According to the five types, the adolescents can be classified into three clusters: close-conservation group,
advertisement-fashion group, multi-lifestyle group.3. There is a obvious relationship between the value and the life-style of
adolescents. 4. The value clusters of adolescents have significant influence to the consumer behavior. 5. The life-style clusters of
adolescents have significant influence to the consumer behavior.
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