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Abstract

The above information reveals the potential of women purchasing in future
consumer market. This article will be focus on the behavior of female purchasing in
the bicycle market to understand the effectors of affecting women consuming
activities via different perspectives. This report is intended to provide a scheme of
designing women bikes for cycling related businesses and companies. The approach
will be conducted Engel-Kollat-Blackwell model (EKB model) as a conceptual
framework, based on lifestyle variables and demographic variables as input variables
to Activities, Interests, and Opinions life theory (AIO life theory) as the basis for
market segmentation. The research adopts the consumer behavior variables in order to
segment the female bike market, and analyze the characteristics of female consumers
whom are 15 to 65 years-old, females as a main body of women consuming market in
Taiwan (2009 Ministry of Economic Affairs).

First, the study result shows that female consumers in bicycle market can be
categorized into four types according to lifestyle variables: "independent type",
"fashion-oriented type", "information-oriented”, and "comparison type”. Furthermore,
the female consumers by way of product characteristics variables can be divided into
"beautiful appearance”, "service", "exclusive", and "practical use". Finally, the
research shows the groups of women consumers in the purchase motivation, product
properties standards, the actual consumption behavior, and demographic variables

were significant differences.
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