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ABSTRACT

In the competitive environment of the infant formula industry, establishing a good brand image, commiting to product quality

improvement and strict control, and raising the evaluation of consumers on the overall quality customer loyalty, have become issues

the infant formula industry must pay attention to. This study explores how brand image and product quality of well－known

imported infant formula affect customer loyalty and the questionaires were based on related documentaries.The researcher

distributed 580 questionaires to customer in Taiwan who had bought infant formula manufactured by Abbott, Mead Johnson,

Wyeth S-26, Quaker, Nestle, Klim, Karihome, Fernleaf, Snow Brand, Meiji, Coberco, Neoangelac. 489 valid questionaires were

returned. The percentage of valid questionaires was 84.31.The researcher analyzed the results using SPSS statistical software,

drawing the following conclusions: 1. Higher brand image attracts higher customer loyalty. There is a significant positive influence.

2. Higher product quality attracts higher customer loyalty. There is a significant positive influence. 3. Higher brand image increases

product quality in the mind of the customer. There is a significant positive influence. 4. The relationship between brand image and

customer loyalty is affected by product quality.
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