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ABSTRACT
This research explores the relationships among brand awareness,perceived value and consumer’s re-buying will,take international
famous sporting clothes for example. The researcher distributed 500 questionaries to consumers, 479 valid questionaries were
returned. The researcher analyzed results using SPSS stastical software,drawing the following conslusions: 1.Higher brand awareness
attracts higher perceived value.There is a significants positive influence. Higher brand recall attracts higher perceived value. There is
a significants positive influence. Higher brand recognition attracts higher perceived value. There is a significants positive influence.
2.Higher perceived value attracts higher consumer’s re-buying will. There is a significants positive influence. Higher functional
value-performance/quality attracts higher consumer’s re-buying will. There is a significants positive influence. Higher functional
value-price/value for money attracts higher consumer’s re-buying will. There is a significants positive influence. Higher social value
attracts higher consumer’s re-buying will. There is a significants positive influence. Higher emotional value attracts higher consumer’s
re-buying will. There is a significants positive influence. 3.Higher brand awareness attracts higher consumer’s re-buying. There is a
significants positive influence. Higher brand recall attracts higher consumer’s re-buying will. There is a significants positive influence.
Higher brand recognition attracts higher consumer’s re-buying. There is a significants positive influence.

Keywords : Brand Awareness
Table of Contents

gogo
gbooobooboobobooboobgooboooo o
gooobooboobobooboobgoobooog o
gooobooboobobooboobooboooo o
gooobooboobobooboobooboooo o
gooobooboobobooboobooboooo o
gooobooboobobooboobooboooo o
gooobooboobobbooboobooboooos
gooobooboobobbooboobooboooos
ooooboobobboobooboobooboboooobg 2
oooobooboobobboobooobooboobonD 4
ooooboobobobobooboooboobon s
goooboooboobobobooboobooboooo 7
ooooboobobbobooobooboobobooboooboo 7
ooooboobobobobooobooobooboooooo o
oooobooboboboobooobuoobobooonb 12
gboooboobobboobooboobonboboob 14
gboooboobooboboboobooboobonoog s
gboooboobobbooboobgoobonboon 15

oo ooobooboboobgooboboo s

oo ooobobobobooboobobboobogn 16
gboooboooboobobbobooboobooboboo 20
gboooboobobboobooboboboboo 21

oo oboooboobobooboobooboboog 23
oo oboooboobobooboobooboog 23

oo ooobooboobobooboobon 30

oo boooboobobooboobobooo 34



ooo0o0o0obOwobooboboooobogoon 40

oo oboooboboboboooboboboboo 41
000 Pearson0 000000 ODOOODOOODOO 59
000 booobobobobooobobobobooo el
oo ooobooboboooboobobobooboog er
oo oooboboboooobobobobooo er
oo oooooboooboooobooooooon 73
oo ooboobooboboooobooooogn 7e
oo ooooboooboooobooooogn 7e
gbooobooobobooboooboooooboooog 7
gooobgooboboooboobooobooog 77
goooboobobooobooboobooog 77
gooobooboboboboobooboooo el
gbAd0O0OODOODOO0ODbObODbOobDOODbOOD 82
gopboobOobboOobOo0obOooboboboboo 83
gochooobuooboboboboobooboonoo 8s
gopoooobooboobooboooboobobobooog sy

oogd
FJ1gfobobooobooboobobooboobooboboooboo 17
F200000000000DLO00DLOODOODO0ObDOO0OD 18
JFP[OOODODOODODObLOOoO0bOoobobDboobooobOoobooboboo 20
4-100000000DO0D0bOOobDOoOobOooboobog 23
4-2000000000000O0OO0O0D0OO0OO 24
4A3000000000000000000DO0DbO0O 24
4-400000000000DO00O00OD0OOOODOODO0OOOD 25
5000000000000 0000DO0ODOO 25
4i6000000DO0O00O0ODOODLOOLOOODOODOOOOD 26
4700000000 DOO0OO0DOObOOODbO0ObObObOOobDoOO 27
Hoobooo.oooboobobooboobooog 2y
oJU0b0bo.0o0oboobobbobooboooo 28
F7oobobo.booobuoobobboboobooog 29
U ooo.oooboobobooobooog 29
JF00b0b0Lb.Ooo0bo0obOobobobOoobOooDb 30
Fuoooobob.0obooobooboboooboobooboboobOon 30
4-140000000000000000O0OO0O0Ob00O0ODbO 31
4-150000000000000000O0O0O00b00O00ODbO 32
4-160000000000O0OD0DOOODO0ODOODbDObDOO 34
4-17000000000O000O0O0O0ODOO0ObDO0ODbOg 35
4-18KMOOBartletD OO O O0O0DOOO0O0ODOOOODDOO 36
4-90000000000000O00D0O0ODODO0ObD0O0ODbDO 36

4-20 KMOOBartlet0 DO O 0DO00DOD0OO0ODOODOOODOODO 37
4210000000000000D0O0O0O0ODODOO0O 37

4-22 KMOOBartletD OO O OODOOOOODOOOODODOO 39
4230 0000000000000 0bDOooboOoDbOobDOon 39
4240 0000000000000 0DO0O00O0OD0ObOO0 40
4-25000000000000000000O0000O00O0O0DOO 41
42600 0000000DOO0O00OO0OOODOOODOO0ODOO 42
4-27000000D00000DO0O0OO0bODODbODnOO 43

4-280 00000000000 0OOOO0ODOOODOODOO 45
4-2900 0000000000000 0O0ODbO0ODbOnOD 46

4-300 0000000000 b0OoOobOo0obOoobonog 47

4-31 000000000000 00b000bOoO0bOonog 49

e e e e e [y Ay o



4-320000000000000O0OO0O0DbO0ObOobOD 5o
4-3300000000000000b000bOoobOobog s
4-3400000000000ODOOobOoOobOoobonboog ss
4-3500 0000000000000 00b0O0bOonon 54
4-366 00 0000000000000 0O0DbODODbDOnOO 56
4-37 00 0000000000000 0o0obO0oOobOooboD 58
4-38Pearson0 000 00O0OOOOOOOOOODOODOO 59
4390 00000000000 0DbO0b000D0DbbO0On 61
4400000000000000D0OOOODODOODO 62
4-4A100000000000000000DO0ODO0D0ODO0O 62
4-4200000000000000000DO0OO0DODOO 63
4-43000000000000000O00O0Db0ODODbOODOO 63
4-44000000000000000O000DO0O0DO0O0O0 64
4-4500 0000000000000 00DO0O0O0DO0O0O0O 64
4-460000000000O0O0OOOOO0ODOODOODODO 65
4-4700 0000000000000 0O0Db0O0bOonon es
4-480 00000000000 0LOO0OO0ODOO0ODOO0 66

4-4900 0000000000000 0O0ODO0O0DbO0O0 66

5-1d0b0b0bobo0obo0obooboboboobooo er
520000000000D0000O0ODOO0ODOO0ODOD 68
530000000b000buoboboboooboobon 7o

Oo0oooooooooDoooooooogogao

gdn
0110000000000 00b000booboooge
03-1000boooobooooboobooooono 15

REFERENCES

0000 0.0000 00002000000 0000000000D0O000DO0O0000DODODO0OODOOOODODOO0ODOOOODOO
0000000 0O0o0ooz060 0000000000030 0000:0000 0000206000 00000000—00000O
0000000000000 00000000D0D000001B0100107-132000020070 000000000 0000000
000000 000Ooz00 00000000 0000000000000 0O0DODR2020000000000D00000000O
0000000000000 000000000DDO0000o000DoO00DO0O000 O0.0000 Aake,D.A.,01991.Dec 100

O Guarding the power of a brand name,[J New York Times,313. Aake,D.A.,0 Measuring brand equity across products and markets,[J California
Management Review,Vol,N0,102~120,1996. Dodds,W,B.,&Monroe,K.B.O 198501 O The effect of brand and price information on subjective
product evaluations.Uath:Association for Consumer Research,85-90. Dodds.W.B.,Monroe.K.B. & Greual.D.[0 19910 .Effect of price,brand and
store information on buyer's product evaluations. Journal of Marketing Research.280 301 .pp.307-319 Egger. A.,& Ulaga W.[0 20020 .Customer
perceived value:A substitude for satisfaction in business markets] The Journal of Business and Industrial Marketing,170 20 ,107-118.
Federicks,Joan O.and James M.Salter[] 0 199501 :Beyond Customer Satisfaction, Management Review,May,29-31. Francken,D.A.[1 1993

O .Postpurchase consumer evaluation, complaint actions and consumer response to advertised reference price claim. Psychology and Marketing, 11
0 20 235-251. Hellier,P.K.,Geursen,G.M.,Carr,R,A.,& Rickard,J.A.00 20030 Customer repurchase intention:A general structural equation
model. European Journal of Marketing,370 11-1200 00 17620 Jones, T.O.,& Sasser W.E.O 199500 .Why satisfied customers defect.Harvard
Business Review, 730 600 88-97. Keller,K.LO 19930 [0 Conceptalizing,measuring,managing customer-based,[] Journal of
Marketing,VVol.57,No.1,1-23. Levitt, T.O0 19830 .The marketing imagination.New York:The Free press. Lien,T.B.,& Yu,C.C.00 20010 An
integrated model for the effects of perceived product,perceived service quality,and perceived price fairness on consumer satisfaction and
loyalty.Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior,[0 10 ,125-140 Lynn B.Upshaw 19950 Building Brand
identity;Published by arrangement with Wiley & Sons International Right,Inc. Macdonald E.K & Sharp ,B.MO 200001 Brand Awarness Effects on
Consumer Decision Making for a Common,Repeat Purchase Product:A replication,Journal of Business Research,48,5-15. Mano,Haim., and
Oliver,Richard L.0 19930 O Assessing the Dimensionality and Structure of the Consumption Experience : Evaluation,Feeling and Satisfaction,
O Journal of Consumer Research,20,pg.451.15pgs. Manrai,L.A.,Dana-Nicoleea Lascu,and Ajay K.Manarill 199801 ,00 Interactive Effects of
Country and Product Category on Product Evaluations, O International Business Review,Vol.7,591-615. Monroe,K.B.and Krishnan,R.[0 19850
O The Effect of Price on Subjective Product Evaluation, O In Perceived Quality:How Consumers View Stores and Merchandise. Eds,Jacob and
Jerry C,Olson.Lexington.MA:Lexington Books,83 PP.209-232. Parasuraman,A.0 19970 .Reflections on gaining competitive advantage through



consumer value. Journal of the Academy of Marketing Science.25.pp.154-161. Parasuraman,A.,& Grewal,D.00 20000 . The impact of technology
on the quality-value-loyalty chain:A research agenda. Quelch,J.A.& Harding,D.[0 199600 Brand versus private labels fighting to win,Harvard
Business Review,99-109. Rao,A.R.,& Monroe,K.B[0 198801 . The moderating effect of prior knowledge on cue utilization in product
evaluations.Journal of Consumer Research,150 2[1 ,253-264. Richheld,F.F[0 199000 .Zero defections:Quality comes to services.Harvard Business
Review,6801 500 ,105-111. Samiee,Saeedd 199400 ,(0 Customer Evaluation of Products in a Global Market,(] Journal of International Business
Vol.25,N0.3,579-604 . Sweeney,J.C., & Soutar ,G..N.[0 20010 .Consumer perceived value: The development of a multiple item scale.Journal of
Retailing,770 200 ,203-220. Zeithaml,VV.A.(0 19880 .Consumer perceptions of price,Quality and value:A means-end model and synthesis of
evidence.Journal of Marketing5200 300 , 3-22. Zeithaml,Valarie A.,L.L. Berry,and A.Parasuraman{] 199601 .The Behavioral Consequences of
service Quality.Journal of Marketing,60.1s5,4,31-46. 0 000 O OO0 000000 O://www.nikecomtw OO OO OO

O ://www.mizuno.com.tw 0 0 000 O 0O O ://www.adidas.com.tw 0 0 0O 0 0O O O O ://www.marketingpower.com



