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ABSTRACT
Because the fast growing economic and changing environment, how do enterprises have vast markets and competitiveness becomes a
very important challenge. Most scholars and experts supposed that the main course effecting product evaluation is agreement, but
ignored brand features, product features and market features. The objective of this research is probing into the product feature,
product knowledge, and brand evaluation of ASUS products using the influence of product evaluates versus purchases. This thesis
supports four assumptions, and has been verified by questionnaire. Depends on our research result, we found that brand evaluation
positively relates to product evaluates, and so does product knowledge. Furthermore, product evaluates and purchases have obvious
positive relation.
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