
Abstract 
For the modern Taiwanese consumer, it’s a material world.  In the prevailing 

marketplace, considerations of practical utility are no longer dominant as more abstract 
considerations drive customer demand.  More specifically, material goods have come 
to fulfill the complex psychological needs of consumers.  In Synder and Fromkin’s 
“Theory of Uniqueness,” “the need to see oneself as being different from other persons 
is aroused and competes with other motives in situations that threaten the 
self-perception of uniqueness.”  In our material culture, when the economic standard 
and material quality have become roughly equivalent, consumers will strive for 
variances in their consumer choices in order to satisfy their desire for uniqueness. 

The main purposes of this study are to discuss the character and degree of the 
consumer’s need for uniqueness in Taiwan and to analyze this mentality from the 
perspective of marketing strategy,  

The questionnaire used in this study has been constructed from a “Need for 
Uniqueness Scale.” After examining several consumers, the formal questionnaire was 
finalized and placed on theinternet.  After sampling 444 consumers and 
conceptualizing the value-belief according to the steps of Factor Analysis, this study 
examined the different types of consumer need for uniqueness through the process of  
Cluster Analysis.  Five consumers in each group were then interviewed to understand 
their uniqueness needs, preferences and shopping habits.  

According to the results of Factor Analysis, the statistics of the item have been 
divided into three factors. These factors include “Creative Choice 
Counter-conformity,” “Avoidance of Similarity,” and “Unpopular Choice 
Counter-conformity.” From these factors three groups have been identified: 
“Independent Conformity Group,” “Creative Performance Group,” and “Rebellion 
Avoidance Group.”  The “need of uniqueness” is shown to be different for each 
identified group.  “Creative Performance Group” received the highest points, followed 
by “Rebellion Avoidance Group,” with “Independent Conformity Group” receiving the 
fewest points. As to “Avoidance of Similarity” and “Unpopular Choice 
Counter-conformity, there is no significant difference between “Independent 
Conformity Group” and “Creative Performance group.”  Only the “Rebellion 
Avoidance Group” received significantly highest points.        

The results of the interviews show that although the “Independent Conformity 
Group” exhibit the lowest need for uniqueness, they will also demonstrate a particularly 
attractions for special designs. The “Creative Performance Group” seems to give 
emphasis to quality and design, and they like to DIY. The “Rebellion Avoidance 
Group” shows a preference for exclusive items.  They are not afraid of being different.  



From the results of the study, possible strategies for product design and marketing 
activities have been identified.  To appeal to the consumers need for uniqueness use 
design to attract consumers, provide exclusive products or limited edition products, and 
brands alliance or DIY strategy.  A further discussion of the implications for consumers 
and suggestions for further researchers is included.  


