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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.
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