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ABSTRACT

The social structure of Taiwan has tuned into middle and old aged one along with the development of economy. People are now

becoming more aware of health issues so that the health food industry is important and full of potential. Among those products, Four

Agent drinks are the new favorite for many female office workers because these beverages provide convenience in urban regions.

Nevertheless, there is not much research on related competitive analysis marketing, so this work focuses on such Four Agent drinks,

performing brand perception/positioning and proposing strategic directions. First, eight criteria are found for consumers to evaluate

Four Agent drinks through the discussion of literatures. Four companies, including Quaker, Lee Herb, Sun Ten, and Weichuan, are

the subjects for analysis of brand positioning by multidimensional scaling. The questionnaire is targeted at female elementary school

teachers in the five major regions of Taoyuan area. Four-hundred questionnaires are distributed, and among the collected ones three

hundred and fifty of them are effective at a rate of 87.5％. The results find that Quaker and Lee Herb are the leading group while

Sun Ten and Weichuan are the challenge group in the aspect of brand positioning. With regard to perceptual analysis,

benchmarking analysis gives the outstanding brand for specific properties, competitive analysis discusses their advantages and

disadvantages, and the assessment of key factors obtain the brand properties upon which consumers put a high value. From the cross

analysis of the last two methods, the adoptable strategies for these four companies are claim, improvement, change, and

abandonment. At last, these analysis results should provide reference basis for management, acquirement of resources, and

marketing.
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