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ABSTRACT
Teens' purchasing power becomes increasing in recent years, which makes it im-portant to make the market distinguishing. The
similar studies conducted in the past had hardly been discussed over the issue of idolization. This study based upon EKB model (by
Engel, Kollat and Blackwell three scholars in 1982) tried to find out if different value judgment and idolization would impact the
consumer behavior and then further analyze the relationship between value judgment and idol-related products.
This study was conducted with the questionnaires. All subjects came from five dif-ferent junior high schools in Yuan Lein 492
samples were valid from 550 returned sam-ples. And the valid samples were analyzed by descriptive statistics, factor analysis, cluster
analysis, one-way ANOVA and Pearson product moment correlation analysis.
The findings of this study are as follows:
1. A person’ s internal value and external value can divide teenagers into three groups: ideal and active consumers, easy-going
consumers, and cold but inter-ested consumers.
2. The motives to shop are connected to collection and memory.
3. The related products of idols may lead teenagers value judgment.
4. The different value judgment differentiates consumer behavior.
5. The involvement of idol products differentiates consumer behavior as well.
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