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ABSTRACT
ABSTRACT Due to prosperous developments of the domestic sports and recreation industry in recent years, there has been
increased demand for sports consumables. The main objective of this study is to conduct discussions on how brand personality and
brand awareness influence brand attitude in world-famous sports shoes. Randomly selected consumers who favor and regularly
purchasing famous international branded sports shoes in central Taiwan have been chosen as study subjects in this study. A total
number of 270 samples have been distributed and 250 valid questionnaires have been returned. The rate of valid retrieval is 92.59%.
Through statistical methods such as descriptive statistical analysis, credibility analysis, regression analysis, and case studies, the
following results have been drawn: 1. Brand personality is positively related to brand awareness. 2. Brand personality is positively
related to brand attitude. 3. Brand personality and brand awareness are positively related to brand attitude. It is expected that the
analytic results obtained in this study will ensure enterprise emphasis on brand personality and brand awareness so that a positive
consumer attitude toward “ brand” can be achieved.

Keywords : Brand Personality ; Brand Awareness ; Brand Attitude
Table of Contents

OCO0oOoOooooDOoDoboawicoo0owoOoOoDvOOviOOviidO0O xO0OOxiCOO oo oooooooo
001000 00003000 0000DO0 40000000000 O0OS000 OOODODOBrand Personalityd
000 0b0obd0 120000000 1y00o0c 00000000 20b00bbODODOD 22000 OO
ooooooboooobo 20000000 2800 ooooo B¥oboooooxkoooooooogo g
gbob3pso0obobobogb3yggbobob oo obbobooobo20b0boboBobgbaon
O7%00007w0O0001-100000 402-10000000 brang personality frameworkd 11 03-10000 200
b 021000000 1503-10000000000000 2503200 00000000000O0O 27033000
gbooobgoobgob 2803-4000000000 3003000000000 0 30036000 00O00O0O00OO 31
037000000 3204-1000000000 360O42000000Cronbach’ sa 0 3604-300000000O0
3704-400000Cronbach’ sa 0 3904-500000000000000000DO000O0O 400460000000
goooboobobbobo 4004700000000 O0O0DODODODO 400480 000D0ODODODOODODOO
oooobdob 410490000000 000000000000O04104-100000000D0O0O0O0OODOO0O 42
0411000000000 00000D00000D000 4204-1200000000000000000O000O0O 43
04-130000000000000000 430414000000000000O0O0O0O0ODOO0ODOO0O 40415000
0000ob0o0ob0ob0bOobo0o0ob0 440416000000 000O00O0O0ODOO0O0 44041700000 0O0ODODOO
0000b0o0obOobDb 404180000000 0000DO00O0O0DO0ODODOODO 4504900000 0D0O0ODOOO
0004604200 0000000000000 0O0OO0O0O 4042200000000 00DOODODOO 4704-22
0o0o00oboobobobob 4704230000000 00000000D0OODDODODOODOD OD 4804240000
U00o0b0b0o0ooobOo0oonDoobb 4804200000000 00O0000DO0O0OO0OD 4804260000
obooobobo0oobooboooobobo oo 4b427000boooobobobOobDobOoooOoDUOnD 49
042800 00000000000000DO0O0OOS00O4-29000000000DO0O0OOODODODOOOODODO O
gsof43o00000b0b00oopoobooooobooooobooosip43ioogoobooooobooooooon
gslib4-3200000000000000O0000O00O00O0ODOO0O0O0O0S204-330000000D0O0DOODOODO
googbgobbs20434000000000000O00O0DO0O0O0OODO S204-3500000000000O0D0OOO
goooboobobs3d43eib0booboobooboobobobOobos3b4-3rognoooOon
Uo0o00bo0obOobobs04380000000000O00O0O0DO0O0ODLD0OODOODOODOSNMO430000000
goooboobobbooboobgoossb4400000000D0ODOODOODOOOOSDO441000000
ooooboobobboobooboogoseb4-420000000000O000D0O0ODOODOOOOO0ODO 5 04-43
goooboobobobobooboobgsebi44400b00b0O0ODbODODODOODOODODODO OO 57



0445000000000000000000000O0O0O00OS7T0446000000000000000O0O0O0O0O0O 58
0447000000000 0O00O00O0DOO0O0DOOOODOODOOS80448 00000000 DO0ODOODODDOO
gooobse0440000000000O000O00O0DOD0O0O0DOOSROO400000D0OODDODOODOODbOOO
Oo0odbo0obe0d4s1000000D00O0DO0O0ODOODDOODbDOUODbDOOD G BOO42000D0000D0OODOO

do0odbgobeod4s3000000D0O0DODDODUODUOODO0ODUOODDbD DD AIO4MDO0DOODOO

O000b00ob0oboboboooelb4-550000000b00Db0ObDbO0ObDOoOoDbDOee20456000000D0O00O0O
oo0ooboobo0oobooboboboobe2045700000000DO0O0OODOOOOODODOUDOODO 6304-5800

U0oooobooobooboboooboe3d4soonoobooooobooboobobb0o0nDODbD DU 6404-60
oooobobo0oooobouooobooboooobeeib46100000D0DOOOOODOOOODOD 6404-62
gboooboobobboboobooboboob obesd4e3bbboboobooboobooboonDn
gboesd4-6400000000000O0O00O0OOOODOO0OGO4-6500000000O0O00O0O0OO0ODOOODOOO
b odbecd4660000000000OO0ODOO0OO0ODOO0ODOO0OD 67046700 00O0O0ODOODOODOODO

gboogbe7rd46800000000O0DOO0ODOODOOODOE8O4-900000D0OOOODOODODODO 6804-70
goooboobobbgoesb4-7100bobb0obo0bobobOobboOobeU4-72000000DLDO0ODODOO
goooesb4-730000000D0O0O0DOODO 0047400 00000O00O0ODODO0ODOODODOOOTO

REFERENCES

0000000000 1000020030 000000000000000000000-0D0D000D0O0000ODODOOO0OOOO0O
000000000 20000200400 0000000000000000D0OC00-00000D0000O0OCO0O0ODOOOODOOO
00000003.000019880 00000024000 00000000 4000020030 000000000000000000
0000000000 0000000000000000000000000000000000 5.0000200000000000
0000000000 0o0oo-00000000o00o0o000o0ooo0oooooooOe0OOO2040 000000000
0000000000 00ooo00oo000oo00oo000ooo0oDo00oDo0 7000000000020 0100 2005
0600 80000200 000000000000000000D0O000DO0O00OODOOO0ODOOO0OOOOOOOOO0OOOO
o.00002040000000000000000000O0O0O0O0OO0OD 0DDOO0O0O0O0OOO0OD 10.0000200600000
O0000o0o0oooo0ooooooo0—0000000000000000000000000000000 0oooog
1.Aaker, D.A.00 199100 , Managing Brand Equity: Capitalizing the Value of a Brand Name, NY:The Free Press. 2.Aaker, D.A.0 199507, Building
strong brand, NY: The Free Press. 3.Aaker, J.L.[0 19970 , “ Dimensions of Brand Personality,” Journal of Marketing Research,Vol.24,No.3,
pp.347-356. 4.Aaker, P. A. [0 199600 ,“ Measuring Brand Equity Across Product and Markets, ” California Management Review, VVol.38, No.3,
pp.102-120 5.Alba, J. and Hutchinson, J.W.00 198700 , “ Dimensions of Consumer Expertise , ” Journal of Consumer Research, Vol.13,
pp.411-454. 6.Assael, H.O 199210, “ Consumer Behavior and Marketing Action, ” 4th edition,Pwskent Publishing Company. 7.Andreson,N.H.
0 196801, “ likableness Ratings of 555 Personalityl) Trai Wordss” Journal of Per sonality and Social Psychology, VVol,9, No.3,pp.272-279.
8.Batra,R,Lehmann,D.R. and Singh,,D.,Brand Equity and Adverting,Hillsdale,NJO 19930 :Lawrence Erlbuam Associates. 9.Berkman,N.E., and
Gilson,C. 0 19860 , “ consumer Behavior, 10.Partitioning Country of Origin Effects: Consumer Behavior,” 3rd edition.,Kent Publbing
Company. 11.Biel,A.L.00 199801 , “* How Brand Image Drives Brand Equity, , “ Journal of Advertising Research.Vol.15,September,pp.1390] 168.
12.Blanckett,T.[0 19880 , “ Researching Brand Names,” Marketing Intelligence and Planning ,Vol,6,No.3,pp.5-8. 13.Cordell, Victor V. 0 1993
O,“ Interaction Effects of Country of Origin with Branding, Price, and Perceived Performance Risk,” Journal of International Consumer
Marketing, Vol. 5, No. 2, pp. 5-20. 14.Dawar, Niraj and Phillip Parker 0 199400 , “ Marketing Universals: Consumers’  Use of Brand Name,
Price, Physical Appearance, and Retailer Reputation as Signals of Product Quality, ” Journal of Marketing, 5801 April , pp.81-95.
15.Engel,J.F.,Blackwell,R.D. and Miniard ,P.W.[ 199000 , Consumer Behavier,6thed., 111:Drydem Press. 16.Fishbein,M.,and Ajzen,l. 0 19750 ,
“ Belief, Attitude, Intention and Behavior :An Intoduction to Theory and Research,” AddisionC] Wesley Publishing Co. 17.Hoyer, W. D. and
Brown,S. P.[01 199000 , “ Effects of Brand Awareness on Choice for a Common, Repeat-Purchase Product, ” Journal of Consumer Research,
Vol.17, No. 2, pp.141-148. 18.Jacoby, J. S. G. and Busato-Schach, J.00 19770 , “ Information Acquisition Behavior in Brand Choice Situations,

" Journal of Consumer Research, Vol. 3, No. 4, pp. 209-225. 19.Keller,K,L.00 199300 , “ Conceptualizing ,Measuring,and Managing
Customer-based Brand Equity,” Journal of Marketing, Vol.57, January,pp.1-22. 20.Keller,K,L.00 199801, Strategic brand mangenent: Building,
Measuring,and managing brand equity, NT:Prentice-Hall. 21.Keller, Kevin Lane [0 199300 , “ Conceptualizing, Measuring, and Managing
Customer-Based Brand Equity,” Journal of Marketing, Vol. 57, No. 1, pp. 1-22. 22.Kinnear,T.C., and Jaylor,J.R 19910 , “ Marketing
Research: An Applied Approach,” 4th edition. Mc Graw Hill. 23.Kotler Philpsd 19910 ,“ Marketing management: Analysis, Planning,
Implenentation and Controly, ” Prenticed Hall 7 th edition, pp.164. 24.Mehta,A.00 200000 , “ Advertising Attitudes and Advertising
Effectiveness ” Journal of Advertising Researh.V10.40,No 0.3,May,pp.67-72. 25.Macdonald, Emma and Byron Sharp 0 200000 "Brand awareness
effects on consumer decision making for a common, repeat-purchase product: a replication”, Journal of Business Research , VVol. 48 [0 No.1 AprilOJ
p.5-15.. 26.Mackenzie,S.B., R. J.,and Blech G.E.[0 198600 ,* The Role of Attitude Toward the Ad as a Mediator of ,Advertising Effectiveness: A



Test of ” Competing Explanntions, Journal of marketing, \Vol. 50, pp. 130 -143. 27.Nedungadi, P.00 199001 , “ Recall and Consumer
Consideration Sets:Influencing Choice Without Altering Brand Evaluations,” Journal of Consumer Research Vol. 17,No.3,pp. 263-276. 28.0lson,
Jerry C. and Jacob Jacoby (0 197200, “ Cue Utilization in the Quality Perception Process,” in Proceedings of the Third Annual Conference of
the Association for Consumer Research. ed. M. Venkatesan, College Park, MD: Association for Consumer Research, pp.167-179. 29.Plummer,J.L.
0198501, “ How Personality Makes a Difference” , Journal of Advertising Research, Vol.24, No.6,pp.27-31. 30.Rao, Akshay R. and Kent B.
Monroe 0 19890 , “ The Effect of Price, Brand Name, and Store Name on Buyers’ Perceptions of Product Quality: An Integrative Review,”
Journal of Marketing Research, 2600 August[] , pp.351-7 31.Revierson, C.[0 19670 , “ Atttudes Change Toward Foreign Products,” Journail of
Marketing Research O No.ov O pp.385-387. 32.Sirgy, J.00 19820 , “ Self-Concept in Consumer Behavior: A Critical Review, ” Journal of
Consumer Research, Vol.9, pp.287-300. 33.Schultz, D.E. and Barnes, B. 0 19950 ., Strategic Advertising Campaihns, 111: NTC Publishing
Group.



