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ABSTRACT
Due to the nutrients and heat that provided by the breakfast will affect the students learning, and more and more children can
decide to buy what kind of breakfasts for themselves. Therefore parents and teachers have to face up to what kind of breakfasts that
the students eat? What kind of fact will affect the students breakfast buying beha- vior? This research mainly based on the impact of
role to discuss the relationship be- tween the impact of role (parents, peers and teachers), junior high school students’ breakfast
consumer attitudes (attitude = cognitive x emotion) and breakfast purchase intentions. We hope to make some suggestions to
parents, teachers, and follow-up re- searchers. This research focused on the sixth grade students. A total of 260 valid question- naires
were obtained through descriptive statistical analysis, correlation analysis and re- gression analysis. The results of this research
showed that the impact of role and students’ breakfast consumer attitudes had remarkable related with breakfast purchase
intentions. We found that this research had remarkable related with peer-role, the attitudes of school students to breakfast goods, the
attitudes of money using and purchase intentions. Therefore student attitudes had remarkable related with the impact of role.
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