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ABSTRACT
The main purpose of this study was to understand the purchasing behavior of sport shoes among the elementary physical education
teachers in central Taiwan. A total of 450 questionnaires were sent out, and 421 were returned. The returned rate was 93.6%. There
were 402 valid questionnaires, therefore the valid reply rate was 89.4%. The data were analyzed by using descriptive statistics,
chi-square test, t-test, one-way ANOVA, and Scheffe comparative method, with the use of SPSS program (Windows 12.0). The
results of this study were listed as follows: 1. The top three favorite brands of sport shoes for the elementary physical education
teachers in central Taiwan were Nike, New balance , and Adidas. 2. The top three product attributes of sport shoes for these
elementary physical educa-tion teachers to consider were comfort, durability, and ventilation. 3. There was no significant difference
among background variables, such as work loca-tions, average monthly income and marital status on purchasing sport shoes
behavior. However, different genders showed significant differences in purchasing motivation, source of information, place and
price. Different age ranges also showed significant difference in place and satisfaction. Different year of employment showed
significant difference on purchasing motivation.
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