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ABSTRACT

The purpose of the study was to investigate the cross-country relationships among the computer brand, perceived value, and

uncertainty avoidance. The present research adopted computer brand as example and investigated discrepancy analysis among

Japanese, Taiwanese, and American brand. The study adopted questionnaire as instrument and the participants were consumers

who bought computer. There were total 550 questionnaires released and actual valid questionnaires were 468. the return rate is 85.1

％. The findings of the present research are as follows: (1) Brand credibility has a significant positive influence on avoiding

uncertainty. (2) Relative price has a significant positive influence on avoiding uncertainty. (3) Avoiding uncertainty has a significant

positive influence on utilitarian value. (4) Avoiding uncertainty has a significant positive influence on hedonic value. (5) Avoiding

uncertainty has a significant positive influence on holism efficacy. Under the discrepancy analysis of cross-country brand, the

avoiding uncertainty of Japanese brand is greater than that of Taiwanese and American brand under the influence of avoiding

uncertainty. Moreover, the perceived value of Japanese brand is greater than that of Taiwanese and American brand.
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