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ABSTRACT

With the gradual development of internet communication, the transmission of music files is more convenient and the online music

market is rapidly growing. In cooperation with the KKBOX of Skysoft Co., Ltd, the HiNet Internet Service by Chunghwa Telecom

has offered the online music service. The customers can receive and play music files via internet service. This service provides

functions similar to the online music players, but is distinct from the current online music stores, which charge by downloading files,

or those like P2P music exchange. This study aims to research the population of online music publication shoppers and explore the

potential internet customers for purchasing KKBOX like products. Through detail literature survey, we decided to use the life style

as the main variable for consumer research. In addition, based on the variables of population statistics, the experience of purchasing,

and the use of online music publications, I investigate the correlations of these variables and the desire of purchasing online music

products. Among those variables the life style variables were generated by the AIO measuring table devised by Plummer. The life

style variables were first identified by factorial analysis and then different human populations were divided by their life styles. Lastly,

the purchasing desires were analyzed according to those factors. Results show that those populations with stronger desire for

purchasing online music products have distinct life style features, including a higher acceptance to new products, loyalty to brand

names, insensitivity to price, no high demand on product quality and no blind acceptance to popular products. For those potential

online product shoppers, their population statistics characters include age, which is ranging from 16 to 25 years old, 60% of them

have university or college degree, no high monthly income allowance, half of them are credit card holders and 70% of them have

prior online KKBOX music product shopping experience.
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