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ABSTRACT
As the lifestyle change, people become more concern the spiritual aspect of life than material aspect. Hence, Pets play more
important role in nowadays family. However, regarding the pet’ s research in the past, mostly focus on phenomenology, Health and
medical and the relationship between human and animal, seldom concentrate on analyzing the phenomenon of pet’ s ownership
and researching the specific customers. In such violently competitive market, which kind of dog’ s feed was preferable attractive to
customer? In this research, which divided the perceived value into perceived* Product” value and perceived “ Pet” value. Due to
lack of study to investigate product knowledge moderates the direct effects of brand image on purchase intentions. The research
examined the influence of perceived value, product knowledge, and brand image on the owner’ s purchase intentions. Using the
efficient 702 questionnaires; taking the owners for the object. Hierarchical Regression Analysis was used to analysis these data. The
result revealed that Perceived “ Pet” value and Product Knowledge moderates the direct effects of brand image on purchase
intentions. Finally, we also discuss the implications of all results for further researching and practicing.
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