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ABSTRACT

This study is aimed to explore the relationship among the country-of-origin image, the brand image, and the brand loyalty,and to

use the European and Japanese imported skincare products as the research object. 430 effective samples are attained through the

method of questionnaires to work on the empirical finding and the analysis. According to the result of the data analysis, we find that

first, the country- of-origin image has significant positive influence on the brand loyalty, and its secondary dimension, including the

level of economic and technology development , also has significant positive influence on the brand loyalty. However, there is no

significant relationship between social and political development. Second, the brand image has significant positive influence on the

brand loyalty, and its secondary dimension, including functional, symbolic, and empirical image, also has significant positive

influence on the brand loyalty. Third, the country- of-origin image has significant positive influence on the brand image, and its

secondary dimension, including the level of economic and technology development , also has significant positive influence on the

brand image. However, there is no significant relationship between social and political development, Fourth, the brand image has

fully mediated effect toward the country- of-origin image and brand loyalty.
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