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ABSTRACT

Almost everyone live in the brand world. The brand equity is viewed as a very important concept in the academic circles and

practical circles. Due to the successful and famous brand, marketing staff can acquire competitive advantages. Therefore, using

individual variable, product involvement, emotional advertising appeals as independent variables, brand equity as interfered

variable, and purchase intention as dependent variable to probe into the relation among the product involvement, emotional

advertising appeals, brand equity and purchase intention. Furthermore, using brand equity as interfered variable to investigate the

effect of interference to product involvement, emotional advertising appeals on purchase intention. This research was using the

method of questionnaire survey together with various kind of satistic analysis and got the important discoveries are stated separately

as follows: 1.The different individual variables to product involvement, brand equity, emotional advertising appeals and purchase

intention comes out a partly remarkable discrepancy. 2.Product involvement, brand equity, emotional advertising appeals and

purchase intention reveals outstanding positive relation. 3.The interaction of product involvement and brand equity reveal

interference effect to the purchase intention.
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