A study of television channel brand image and loyalty : O OO0 0 0O 0O 0O O O
Oooooog

E-mail: 342141@mail.dyu.edu.tw

ABSTRACT
The purpose of this study was to investigate the television channel brand image and loyalty among MLB viewers in Taichung area.
Questionnaire survey procedure was adopted to collect the data. A total of 360 questionnaires were distributed, and 347 valid
guestionnaires were obtained. Data were analyzed by descriptive statistics, factor analysis, reliability analysis, independent-sample
t-test, one way ANOVA, Pearson correlation analysis and regression analysis. The findings of this study are listed as follows: 1. Brand
image factors include “ functional” ,” symbolic” and“ experiential” dimension while “ experiential” dimension is perceived
as the primary factor, followed by “ symbolic* and*“ functional” factor. 2. Brand image is influenced by gender, age, occupation,
education, income of month, the years of watching ball games on TV and watch games of year on TV. 3. Loyalty is influenced by
gender, age, education, the years of watching ball games on TV and watch games of year on TV. 4. MLB Viewers’ loyalty of
television channel was affected by multiple brand image factors including “ functional“ ,“ symbolic” , and "experiential"
dimension.
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