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As the power of consumption promoting immediately, the coffee drinks' economic potential is worth
anticipating. However, coffee’s culture development in Taiwan is not rich as same as in European and
American, imitation other countries does not favor our own industrial’s development and the competitive
power. Therefore, this research from cultural and the consumer behavior viewpoint, discusses the coffee
culture’s formation and the development in Taiwan, the characteristic which integrates Taiwan culture, as
well as Taiwan coffee race's consumer behavior. This research uses the expert interview and the literature
discussion, explores that the coffee culture the vein which develops in Taiwan, and carries on the difference
comparative analysis with coffee’s cultures in European and American. This research uses the questionnaire
survey, discusses the relationships among coffee culture, region sub-culture, the consumer characteristic
(including life style and personality) and the consumer behavior. We hope to provide suggests about exploring
and developing coffee’s culture in Taiwan, and segmentation strategy for coffee’s industries. A

recommendation of the theoretical implication will be presented.

Keywords: Coffee Culture, Region Sub-Culture, Coffee Consumer Behavior, Life Style
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