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ABSTRACT
Adolescents’ consumption ability is increasing; therefore, the importance of the market segment is prominent. Based on previous
mentioned condition, the research is conducted to find out the connection among the lifestyles of teenage consumers, production
attributes of sports shoes and the purchase intention. Adolescents in Chung-Hwa are the targets of this study. Aiming at seven junior
and senior high school students, 550 questionnaires in total are distributed and 493 valid questionnaires are retrieved. Then we took
these valid questionnaires to carry on to Descriptive Statistics, Factor Analysis, Cluster Analysis, One-Way ANOVA, and Multiple
regression analysis. The result of the research reveals that the life styles of adolescents are divided into 4 categories I multi-lifestyle,
family-oriented, sporting- chic oriented and close-conservative type. The product attributes of sports shoes are divided into the
appearance, quality, service and price. The research also concludes that different clusters of lifestyles have differences in levels of
focusing on the product attributes of sports shoes and the purchase intention. Among the product attributes, the appearance, service
and quality affect the purchase intention of adolescents, while the product attribute O appearance affects the most. In order to raise
the purchase intention of the consumers, it is highly suggested that the designers produce the sports shoes with creative and
innovative ideas, especially on the appearance, in accordance with the need of the adolescents of different lifestyles.
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