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Abstract

Marketing strategies are always changing along with the changeable consumer
behaviors. How to promote goods based to changeable consumers is an important issue for
nowadays companies. Additionally, college students is a niche market that companies want
to promote goods, because college students can form their future purchase intentions and
last a long time. Especially for the Otaku undergraduates that form a small but niche
market. The Otaku consumers are famous in their unique purchase intentions and loyalty on
their interested goods. However, rare studies are discussing about college students with
Otaku behaviors, because they are always with low profiles. Fortunately, owing to
technology evolvement, the group of Otaku consumers can be touched through social
media, because the Otaku consumers always join the discussion groups for sharing their
experience on their unique and interested topics. This study investigates college students
with Otaku behaviors and finds their unique behaviors. This study surveyed 439 consumers.
The analytical results show the Otaku undergraduates have four factors of their personal
purchase behavior: specified tastes, high quality of service, information collection, and ego.
The analytical results also reveal their factors of impulsive purchasing intentions, include:

purchase as will, brand, layout of goods, and promotions. This study clusters samples



140

— 1T 5 R

though factors of personal purchase behavior, and develop marketing strategies to each

cluster based on the factors of impulsive purchasing intentions.
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