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ABSTRACT

Globalized market and division of specialties have led to diversified products and soaring quality sense among consumers. Doubtful

concerns were caused in Taiwan’s consumers by the booming of concepts of food safety and health as well as increasing problems

of imported foods in recent years. As the beer market in Taiwan became fiercely competitive since beer import was permitted,

investigation was made in whether the brand association of different countries of manufacture and of origin would affect

consumptive behaviors. As elaborated for the experiment, the method of factor design was used to measure more than two kinds of

effects between variables including the main effect of individual variable and the interaction effect between variables. Two factors

manipulated were images of countries of beer manufacture and of beer origin. The perspectives of beer consumers for these two

national images were divided in “high” and “low”. A 2x2 bi-factor design is multiplied by 4 sets coupled by another 4 control

sets, deriving a total of 8 sets. Inquiries by questionnaires were conducted by field experiment, and inquiries in both northern and

central regions resulted in a total of 404 valid questionnaires. This research discovered that whether the images of countries of beer

manufacture and of beer origin are high or low, they tend to bear notably positive effects on brand association and on consumer

decision making, as main effect. But these two kinds of images being high or low, when interacting, have no significant effect on

either brand association or consumer decision making—no interaction effect exhibited.
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