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ABSTRACT

In recent years, consumer attention to material, and enjoy the famous
self-awareness of the phenomenon is becoming increasingly popular. In order to attack
the retail market, launched a limited often buy goods or department store anniversary
activities, in order to attract large numbers of consumers to meet their desires. Coupled
with the rise of today's media, a wide range variety of advertising, have not the time to
stimulate and attract people rush to stores, competing to buy. Therefore, this study was
to investigate the consumer materialism, crowded perceived involvement with the ads
on the willingness of consumers to buy influence and further explore the variables that
exist between the effects of interference.

This study used paper and electronic questionnaire at the same time issuing a ques-
tionnaire survey. Total 320 questionnaires sent, 250 valid questionnaires recovered.
Pearson correlation analysis and a simple regression analysis on February 2 to discuss
the relationship between variables, and class regression analysis to find the four va-
riables that exist between the interference effects.

By the findings show that consumers will buy the material and a significant impact
on the purchase of the crowded perception will have no significant impact on the pur-
chase of your involvement will have significant impact. In addition, the effect of the in-
terference, in the materialistic consumer willingness of consumers to buy influence rela-
tions between the ads interfere with effects of involvement in the crowded perceived
willingness of consumers to buy influence relations between the ads also involved in a
disturbance effect.
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