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ABSTRACT

Many companies emphasize on the importance of brand recently. Creating and maintaining a brand usually cost a lot of time so that

the brand value of a famous brand is priceless. Enterprises sometimes increase their profits by price promotions. Will different price

promotion strategies affect consumers’ brand evaluation and even further influence repurchase intention? That is the purpose of

this research. Many previous researches of price promotion affecting brand evaluation and repurchase intention had different results.

In order to clear this confusion, this research used Starbucks’ consumers in Shanghai as the study objects. There were 257 samples

are effective. This research of Taiwan and China have the same following results: 1.Price promotion strategies have a partial of

influences effect on brand evaluation. 2.Consumers’ brand evaluation has a positive effect on repurchase intention. 3.Price

promotion strategies have a partial of influences effect on consumers’ repurchase intention.
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