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ABSTRACT
China is the new market to get attention from the whole world, and Shanghai’ s growing of the economy and high National Income
is the most important market for the traders. But there are some different in culture, evaluation and system between Taiwan and
China, so for the business it will be inaccuracy for Taiwan’ s experience in China. Recently, chain store of the Coffee shop is
growing briskly. Coffee is one of representation of the savor, even more the special way of the daily life. How to stimulate customer
' s purchase mind is a new and important issue in this new environment which was full of coffee shops. Most of references were
discussing about customer’ s complacence, behaviors and marketing strategies. It does not have academic studying focus on the
relationship between customer’ s purchase mind and situation, brand personality, customer’ s orientation. According to the
competition of the chain shop, it will be very important on customer’ s purchase attitude. My paper is studying for Coffee chain
shop’ s environment, brand personality and customer orientation on Taiwan and China’ s customers’ purchase attitude. The
results were as following: 1. Environment has positive affection on both side customers’ purchase attitude. 2. Brand personality has
positive affection on both side customers’ purchase attitude. 3. Customer’ s orientation has positive affection on both side
customers’ purchase attitude. Key word(] Environment, brand personality, Customer’ s orientation, purchase attitude

Keywords : Environment ; brand personality ; Customer’ s orientation ; purchase attitude
Table of Contents

oo oobobooooobooooboboooooDiooboboooooboooobOoboboOoogl200oyg
obooobooboooooboooooob4130dbooboooooboooboobo0obOoooobU414000bOOO
gbooobooboboboboosboooobooboobooboobuoobobbtes210b00DbOb0DbDODO
gboooboobobbe21i100b0oboobOonbOoboobOon.e21200b0b0o0oboobOoobOobo
goo.722000000000000000O00DO0O0ODO0ODOs82210000000DL0OO0DDLODLDOODOODO.8
222000 000000DL00O0DbO0DbODLbOO0ON2300b00b0ObDbO0ObDOo0bOo0bOobDDbODbD1223.1000
gboooboobgobboboobd1zz320dboobooobo0oboooDooboobg1k24000000000
gboooboobobbobo0oas2410000000000Db0O0DbODObOO8242000 00000000000
gooobgie2500000000b0o0oboboooboo.Looob.2122510000000000000D00O00DOO
021252000 0000000000DO00000D00O0O0O23000 bob0bO0obDOo0obDO0o0obOoboboOoboboooboOon.2s
0000 o0bobobobooobooobooboo.2s32ngboobobooobooboobobnooD.273.3
ooooboobobobobbooboooboobo.2r3sloogboooboobobobooboooboOooDbaerss2ng
0000b00obOoboboboooboob2s333anooboobooboooboobooDse334puobon
0000b0o0obobobobooos33sboboooooboooboobooboooboossss3seiooonoobon
gooobooborb..343400000b00b00b00o0boooboobobooo.3e3s0bobooonDoobOon
goooboobo.3s0ib bbb oooobooboobooo.341b00bobooobooobon
oooobobooo.34200 0000000000000 0oOo0obOoooO.40430000bobboboobOoOO
obooobob0o.414310 0000000000000 0O00DO0O0ODO4143200 000000000 DO0ODOOO
0000424330 0000000000 00000O0DO0O0OO4343400 000000000 D0ObLbOODODO
0444350 0000000000000 0000O0O0OD44400000000000D0DODOODODOODOO.45
4410 00000000000000000000454420000000000000000000004644.300
goooboobobboobooboob47444000000000000000D00D0ODDO484450000000
goooboobobbobog494s5000b0boonbooboooobooboobo.so4s1bgboonbon
gbooobgoobobogsed4s20 0000000000000 0OD00OODbOO0OsS14530000000b00bOon
Uo0o0bgons245400000000000000000000083455000000000000000DODO
gboogs3460000THOOODOOODOODOODOODOOSM40D0O0DOODODOODOODOODODODOOD
go.s6000 00000000 bOO0O0bOo0obOoOobOOobooOo.sss1b0oboobobooobooboobonoo



00.585110 00 0000000000000 0O0OO00O0s85120000000Db00b0ob0bo0oboOoOobDOonOosy
5130000000000 00b00bobboOobe0s20bboboobooboobUoboboOobOon.ers.210
O000bO0o0obobboboooboobOoes2200000b00b0OD0OObOOO0bO0ObOeIS300bDOOO
oooobooboboboboo.e20b00b0obo0obooboobUobobobDoUobUob.ek30 bbb OOb
oo0odbo0obobobobooobuesboboboobOobDbOobDOoObUO0bUobDbee Db OODOD
goooboobobobooboooboob.vobbobo0obobobUoboobDOoUobUooDbobDoobo.sbon
i4i100000000000000DO00O00ODO0ODOS0O311000000D0DbOO0OOODObObOODODbOO2e
ob0o0z221000000000000000.0....... g.0obo.eb231gooooooooboo.boooonog
ooo0.14023200000000000000DO00000O0..00..160331 0000000000 0ODOOO
g.000bgo.2803320000000000000000.00.0000.290333 000000000000
googo.ob.0ooob.31g0334pggogoooboooboobob.b.obono.32g335000n000n0oan
gbooobgoob.b.0boob.3db411o00booo0boobooboboobo.0bob.3t421000000
oooooooooo.oo.cobob.4104310000000000D00O@EO)@oOobL.Ob0ob041043200000
ooooooo@Eo)po.oboooo.0o4Bd433oooopbob.ooomo)ypooooD.O...4304340
ooooboOobo0ooo(@Euo)ppooooo.0ob 4044100000000 000O0DO0O@EO)YIDO.OOD 46
04420000000000000(CO)0COOO0.00047044300000000O000O00D0O@EO)QIDODO.
04804440000000000000@CO)IDLOODO.OD04804510000000D0DOODODO@EO)@ODOO
O.005104520000000000000@ELLO)DOOO.OO0.O0b2045300000000000D00DbD(@O)O
oo0oO0.05204540000000000000(@CODOO0OO..O00s304610000TODODODODOODOOO
oooobooob.ssb4710 0000000000000 O0OO0O0ODO.ODODOS6

REFERENCES

000000 1.000@989),00000000000,0000,0460:36-610 2000003000000 0—0000000O0O
0000000000 0000000000000 3.00000000000019%00000000000000000000
0000000240010 00pp.17-280 4. 000020000 000000000000000000O00O00O0O0O 5.000(2002)000
000000000000 —00000000000000000oo00oo00ooooooo 6. 0003 IOOOOOO
0000000000 DoDdDOO0bO000o0o0o0oooDO0Do0oo0oo0ooooooOooDOg7.0DO0DEUOCOOOoOoOa
0000-000000000000000000C0000D000D 8. 000 (19870000000 0OOnooe.00Ooo2oOd
O0000000o0oo0o0oo00D: 000000000 o0ooooD0oooOU 100000 ODODOODOOODO
0000000000 00oo00oDoO00oo0oU0ooD 11.000@nooooooooooooooooogoooDgog
0000000 12000020030 000000000000000000000O0O0O00DODO0DDOOOOODODDOOOOOOO
0000000000000 18.00002004000000000000000O0O0O0O0O0ODOO0-0D0000OO0O0ODOOOODOO
000000000000 140000040 000000O00O0O0O0O0O0ODOO0O0OD-000000(STARBUCKS)DOODOOODO
0000000000 00oDooO 10000y D0O000ND00000o000o0oooo00oDoOo0UoDooDooooog
0000000160004 000D0O0O0O00O0O0O0O0ODOOO0ODOO0O0O0ODO0D—-00000000DO0O0O00OO0O0O0OO
0000000000 17.000@o03)D 000000000 0NDO00DNDO00D0D—-0000000D000000ODO0O0OoDOOO0
000000000 18.000R3OIDODOOODOND0O0O0ODONDOO0NODO0O0NON0OO0O0OoDOO0DoOo0DoDooOooooog
0000 19.000@0)ODCO0O0DO0O0O0O0D—-000000000000D0O000D00OO000ODOOO0OOO0O0OOOOO0O0O 20.0
0019970 0000000000000 21,0009 0000000000000 000—00000000D00OO000D0OO
0000000000 00000000 22.0000200400000000000000000-000000000 CO0O0OOO
O0000000000o0ooo0nD 2. 000300 0O0O0O ,0000 ,00000000000000D000 -00000
0000000000 O00DOO0O0O0O O00OO0O00n 1. AakerJennifer L.(1997),“ Dimensions of Brand Personality,” Journal of
Marketing Research,Vol.24, No.3,August,pp.347-356. 2. Alt, Michael and Griggs Steve (1988),“ Can A Brand Be Cheeky?” Marketing
Intelligence and Planning,Vol.4, No.6,pp.9-16. 3. Antonides, G. & Raaij, W. F. (1998). Consumer Behavior: A European Perspective. New York:
John Wiley & Sons. 4. Assael, H. (1995). Consumer Behavior and Marketing Action.pp.599-630. South-Western College Publishing. 5.
Batra,R.,Donald R.Lenmann and D.Singh(1993),“ The Brand Personanlity Component of Brand Good will:Some Antecedents and Consquences,
" in Brand Equity and Advertising:Advertising’ s Role in Building Strong Brands,ed.by D.A.Aaker and A.L.Biel, Hillsdale,NJ:Erlbaum,pp.67-82.
6. Beie,F.J.,(0 1992001 “ The Management of The Supply Chain For Hospital Pharmacies: A focus on Inventory Management Practices” ,Journal
of Business Logistics,16(2) ,pp.153-173 7. Belk, Russell W(1974), "An Exploratory Assessment of Situational Effect in Buyer," Journal of Marketing
Research, 11( May ). 8. Belk,R.W. (1975),” Situational Variables and Consumer Behavior” ,Journal of Consumer Research, 2(December). 9. Biel
0199200 ,“ How Brand Image Drives Brand Equity " , Journal of advertising Research , pp.6-12. 10. Bilkey, Warren J. and Nes, E. (1982).

“ Country-of-Origin Effects on Product Evaluations,” Journal of International Business Studies, VVol.13, Summer, pp.89-99. 11. Blackston, Max



(1992). Observations: Building brand equity by managing the brand’ s relationships, Journal of Advertising Research 32(3), 79-83. 12. Boulding,
K. E. (1956). The image : Knowledge in life and society. Ann Arbor: University of Mivhigan Press. 3-18. 13. Dick, A., Jaim, A. K., & Richardson,
P. (1996). How consumer evalu-ate stroe brand. Journal of Product & Brand Management, 5(2), 19-28 14. Dunlap, B.J., M. Doston, and T.M.
Chambers, (1988), [0 Perception Approach , Journal of Business Research, VVol.17, pp.175-187. 15. Engel, David, T. Kollat & Roger, D.
Blackwell. (1968) Consumer behavior, New York, Holt, Rinehart & Winston 16. Engel, J. F., Blackwell, R. D. & Miniard, P. W.(1995), Consumer
Behavior, 3rd ed., The Dryden Press. 17. Engel, J. F., R. D. Blackwell & P. W. Miniard, (1993), Consumer Behavior, 7th ed., The Dryden Press.
18. Fennell, G. (1978). Consumers Perseptions of the Product-Use Situation. Journal of Marketing. 19. Grewal, D. R. Krishnan, J.B.&Norm, B.,
1988. The Effect of Store Name, Brand Name and Price Discounts on Consumers' Evaluations and Purchase Intentions. Journal of Retailing 74 (3),
331-352. 20. HasenO R. A. & T. Deutscher (1972)00 “ An Empirical Investiga- tion of attribute Importance in Retail Store Selection ” O Journal
of Retailing O ( Winter )0 P. 59~73. 21. Heskett, J.L., Thomas O. Jones, Gary w. Lovemen, W. Earl Sasser and Leonard A. Schlesinger(1994),”
Putting the Service-Profit Chain to Work,” Harvard Business Review, Mar./Apr.,pp.164-174. 22. Hoffman, K. Douglas and Thomas N.
Ingram(1992), “ Service Provider Job Satisfaction and Customer-Oriented Performance,” The Journal of Services Marketing, Vol. 6, No. 2 (
Spring), pp.68-78. 23. Howard, J. A.00 199400 , “ Buyer behavior in marketing strategy. Englewood Cliffs” , NJ:Prentice Hall, pp.35. 24. Kakkar,
P. & Lutz, R. J. (1981). Situaion Influence on Consumer Behavior: A Review. In H.H. Kassarjian, T. Roberson, Scott, Foresman, & Company.
Perspectives in Consumer Behavior, pp.204-214. Glenview, lllinois. 25. Kakkar, P. & R. J. Lutz (1975) "The Psychological Situation as a

“

Determinant of Consumer Behavior” , in Advance in Consumer Research. 26. Keller, Kevin Lane (1993), “ Conceptualizing, Measuring,and
Managing Customer Base Brand Equity,” Journal of Marketing,January,Vol. 57, No.1, pp. 1-22. 27. Kurtz, D. L., H. R. Dodge, and J. E.
Klompmaker (1976), Professional Selling, Dallas: Business Publicans Inc. 28. Levy, Sidney J. (1999),“ Symbols for Sales, ” Harvard Business
Review, Vol.47, No.4, pp.117-124. 29. Mehrbin,A. & J.A.Russell, (1976), “ An Approach to Envioromental Psychology” , Combridge, MA:MIT
Press. 30. Mills, P, Chase, R.B., Margulies, N. (1983), Motivating the client/Employee stem as a service production strategy, Academy of
Management Review, Vol.8, No.2,pp.301-310. 31. Morwitz, Vicki G; Schmittlein, David (1992), “ Using Segmentation to Improve Sales Forecasts
Based on Purchase Intent: Which "Intenders" Actually Buy?” Journal of Marketing Research; Nov. pp.391-405 32. Organ, D.W. (1988), A
restatement of the satisfaction-performance hypothesis, Journal of Management, 14, pp.547-557. 33. Plummer, Joseph T. (1985),“ Brand
Personality: A Strategic Concept For Multinational Advertising,” in Marketing Educators’ Coonference. New York:Young and
Rubicam,pp.1-31. 34. Randall, D. M. (1997) * Commitment and the Organization: the organization man revisited,” Academy of Management
Review, vol. 12, no. 3, pp. 462-475. 35. Rohit, D., Moorman, C., & Getald, Z. O January 199301 . Factors Affectionship Trust in Market Research
Relationship. Journal of Marketing, pp.81-101. 36. Rohit, D.F., John, U.W., Frederick, E.Jr. (January 1993). Corporate culture,customer
orientation and innovativeness. Journal of Marketing, Chicago. Vol.57, Iss.1;pp23-38. 37. Saxes ,Robert and Barton A. Weitz(1982), “ The SOCO
Scale: A Measure of the Customer Orientation of Salespeople,d Journal of Marketing Research, 19(August),pp.343-351. 38. Sirgy, M. Joseph
(1982),“ Self-concelpt in Consumer Behavior: A Critical Review,” Journal of Consumer Research, VVol.9,No.3,pp.287-301 39. Wang, and Yu.
(2001). A Comparative Study of the Impact of Country-of-Origin, Nationalism and Product Knowledge Difference on Cellular Phone Buying
Willingness. Unpublished Master Thesis of the Department of Business Administration of Chaoyang University of Technology.



