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The study of the students to tea-shops consumer behavior

—for example with National Chin-yi Technology of I nstitute.

Y-D.Hsiao® Y-J.Chang® W-L.Zeng" B.-Y.Liu'
K.-M. Lin* H.-P.Lin®
'Department of Business Administration , National Chin-yi Technology of Insitute.
Qualipro Enterprise Co., LTD.  *Meng Boon Enterprise Co. , LTD.
Abstract

Tea-shop have been opened one after another around National Chin-yi Technology
of Institute. Some of them are chained,and some are private businesses, the main
purpose of this study is: 1. To discuss the reasons of the students who get drinks from
consumer behavior, which contains consume situation, select shops standard and their
life style. 2. Testing the difference from the consumer of tea-shops which had different,
whether background variety, consumer condition, or not from select shops standard,
their life style.

300 questionnaires were passed out to Chin-yi students, and 292 valid ones were
back. The percentage of the valid returning was 97.33% handed.

Adopt SPSS 10.00 editions using data analysis, include descript statistic, t-test,
ANOVA, Scheffe’ method post-hoc compare, reability analysis and factor analysis etc.

The percetage more than 50% of the present was. man of gender was 65.1%.
Single of marriage condition was 93.2%. 21-25years old of age was 58.6%. Day section
of school section was 74.7%, under 10000NT dollars of monthly using was 76.4%.
Other condition of more than multi -percentage was. 3. 3 of grade was 43.8%. 3.
Mechanical department of school departments was 21.9%.

From research result, finding technology students at total select shop standard was
3.70, between "common” to "import”, whole life style was 3.43, between "common" to
"agree".

Between the both background variety and life style of the research subject achieve
significance level, through Scheffe' method post-hoc compare, at the hobby dimension
of life style, the students of business administration prior to the students of industria
engineering and management. The others doesn't achieves significance level.

The finding from consume situation of questionnaires, consumer general doesn't
costs at fixed shop. The ones often go shopping at the noon. Almost ones always go to

12



PERBAGKECF 12 BFCRF 12RA2ARKERMIE

" Dou Di Tea-shops".

Key word: tea-shop, consumer behavior, select shops standard, life style.
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