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ABSTRACT
This study is mainly on discussion general consumer for MUJI' s market orientation perceived product value, and its influence of
repurchasing intentions. This research is focus on the consumers in the middle part of Taiwan, effective samples were 307 out of 340
guestionnaires, and the effective rate was 90%. Based on the SPSS statistic method, identification factors, the T-test, the Pearson’ s
correlation and Typical principal lines, the actual findings are as belowd On the market orientation shows significant positive
influence on the consumer repurchasing willingness; and the consciousness of value also shows positive influence of repurchasing
intentions. In demographic variables shows, the consciousness of value will be varying based on different income, education, and it
will impact consumers repurchasing willingness. For the overall framework, the market orientation will direct impact consumer
repurchasing willingness, and through the influence of consciousness of value. This could be the valuable reference for marketing
strategy decision making.
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