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ABSTRACT
This study aims to explore the U.S. beef imports, by investigating the relationship between consumer’ s awareness of the risk
(perceived risk) and its purchase intention. And at the same time to further explore the interference effect between consumer
products involvement on perceived risk and purchase intention. With expectation to find a consumer product involvement will slow
down the perceived risk of the negative purchase intention.It uses reliability analysis, validity of the Person correlation coefficient,
and regression analysis as the methodology to analyze the data. Convenience sampling questionnaires are issued to several major
super markets’ consumers in Taichung city. The findings are as below: (1) physical risk and psychological risk and purchase
intention was negatively related; (2) Financial risk and willingness to buy presents a positive relationship; (3) Perceived risk and
consumer willingness to buy is partially negative related; (4) Consumer’ s involvement degree and willingness to buy is significantly
positive relationship; (5) Consumer involvement on perceived risk and purchase intention is partially moderate effected; (6)
Consumer involvement will weaken the physical risks and psychological risks to their willingness to buy are negatively related, and
will further converted to a positive relationship.
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