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ABSTRACT
The subjects of this research are the customers of the international sports shoes brands in the Cross-Strait market. It used
guestionnaire method as the way to collect the preference of each customer. The questionnaires have been sent out either in the
form of paper or internet in the city Shanghai, which represents main land China, andTaiwan. The statistics is based on the result
after organizing and analyzing the questionnaire responded to. The questionnaires have been responded to by 180 customers
inTaiwan and 163 customers in main land China (Shanghai). It used hypothesis test to examine the variables in order to reach the
conclusion that whether the result on the field is match to the theory. After performing regression analysis, it has reached three
conclusions. First, the brand awareness on the international sports shoes brands has a positive effect on its brand image. Second, the
brand image on the international sports shoes brands has a positive effect on its perceived quality. Third, the brand awareness on the
international sports shoe brands has a positive effect on its perceived quality.
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