A Study on Female Hedonic Shoppers’ Consumption Characteristics, Leisure Involvement,
and Shopping Experience.
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ABSTRACT
The research was aimed at exploring relationships among female hedonic shoppers, leisure involvement, and shopping experience.
Using a convenience sampling method, the sample was go to Yijhong and Fengjia shopping districts. 454 questionnaires were
distributed. A of total of 429 completed questionnaires were returned. The questionnaire information was examined by Descriptive
statistic, reliability test, t-test, one-way ANOVA, and Pearson correlation to analyze data. Most of the sample were 20-29 years old,
unmarried, educated to university level and monthly usable money of less NT$5,000. The result indicated that: 1. There were
significant differences in leisure involvement among female shoppers with varied demographic background. (i. e., age, marital status,
education, occupation and usable money). 2. There were significant differences in shopping experience among female shoppers with
varied demographic background. (i. e., age). 3. There were significant differences in leisure involvement among female shoppers with
varied consumption background. (i. e., frequency, consume, occasion, place, brand partiality). 4. There were significant differences in
shopping experience among female shoppers with varied consumption background. (i. e., companion, frequency, occasion, brand
partiality). 5. There was a significant positive relationship between female shoppers’ leisure involvement and shopping experience.
v Finally, according to the findings and comprehensive discussion were offered to related proprietor and future research.
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