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ABSTRACT
This study examines the relationships between the brand image of the specialized school,perceived value and the degree of parents’
identity. The research subjects are the parents of students in Taichung County elementary schools, the total effective samples
were311.The research methods of this study were literature analysis and questionnaire survey.The collected data were used for
analysis by descriptive statistics, reliability analysis,Pearson’ s production-moment correlation,factor analysist,test and one-way
analysis of variance, regression analysis.As a result,the following conclusions were made: 1. There is a significant effect between the
brand image of the specialized school and perceived value. 2. There is a significant effect between the brand image of the specialized
school and the degree of parents’ identity. 3. There is a significant effect between perceived value and the degree of identity . 4. The
mediating effect of perceived value, the characteristic of the schools’ brand image,and the degree of parents’ identity. Based on
the aforesaid conclusions, some suggestions have been made for the school’ s managers and prospective researchers as well.
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