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Abstract

Marketers have usudly used persondity
vaiables on LOV and VALS2 to segment
markets. This study used these two sets of
persondity varigbles dong with lifetyle variables
and demogrephic vaiables to examine
persondity segmentation method in Taiwan. Out
of the 7696 villages or sub-wards of al 23 cities
or counties in Tawan, 50 villages or sub-wards
were randomly sdected. Proportional to the

population sizes of these villages or sub-wards,
respondents were randomly chosen. A total of
1073 vaid questionnaires were obtained through
persond interviewing. After investigation, the
personality characteristics of our countrymen are
classfied into eight groups Rdigious Skeptics

7696 18 .,awkeretisn ( 7 . 9Pal-lovers
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(11.,4 %Attention-getters
Retreaters (1 2 . 3a8d) Ordinary people
( 8. 3 Whjough the underdanding of the
characterigtics, the eight types can be used as a
base for market segmentation. Furthermore, they
can be compaed to other countries
classfication. The results are helpful to setting up
market segmentation, marketing srategy and
nationd livelihood policies dtogether.
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