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ABSTRACT

This research aimed to explore college students’ consumption of sports shoes, with a special focus on the interplay of the three

major factors—product attributes, lifestyles, and purchase decisions in order to know the differences in different backgrounds and

how product attributes and lifestyles might affected purchase decisions. The target group of this research was college students in

Taichung. In order to collect data of more substantial relevance to this research, altogether there were 1500 questionnaires which

had been sent to every one of the colleges in this area. 1327 of the return questionnaires were valid and 173 of them were not able to

be used. The percentage of valid questionnaires was 88.47%. What follows were a number of key findings after the analysis of the

questionnaires: 1. Females valued the basic functions of sports shoes more than their male counterparts. 2. The amount of students’

allowance might affect both purchase decisions and the level of valuing the product attributes, and this phenomenon showed the

differences in the lifestyle. 3. The more the money for purchasing, the more clearly it influenced purchase decisions and the level of

valuing the product attributes, and this phenomenon showed the differences in the lifestyle. 4. Brands represented fashion and high

quality, and brands played an important role in purchase decisions. 5. The stronger speciality of merchandise and personal lifestyle

were, the more distinct consideration and choices person would take when buying merchandise would be.
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