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ABSTRACT

As the living standard goes up, the flower industry which provides things met people’s psychological needs has a tremendous

development while the production and supply can not catch up. Therefore, in this research would discuss customers’ behaviors

during the whole purchase decision process. Hope that the result of this research could give flower merchants more understanding

about the customers’ decision behavior toward flowers and help to expand the domestic flowers market.

This research used Customer Decision Model(CDP) as the conceptual framework and lifestyle variables as the basis of market

segmentation to carry out an empirical study in the form of questionnaire investigation.

From the analysis result, the prime motive for consumers to purchase floral products is to beautify the living environment and the

second is the hobbies of planting flowers. Based on these the products were positioned as leisure goods. The most important

information source before purchasing is flower books, next are flower merchants and internet. The factor which customers

emphasize most on before evaluating products is the quality, next are price and the ease of growing. The frequency and time slot for

most customers to purchase flowers is irregular. Customers prefer to buy flowers and go flower shop most frequently. After

purchasing, customers will spend time looking after these flowers and taking care properly after florescence preparing for next

blossom.
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