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ABSTRACT
The subject of the research is going to discuss when consumers purchasing diet food and comprehensive vitamin purchase intention
whether the brand image and value cognition effect the purchase intention. And when purchase involvement happened, would the
relationship between the purchase intention of consumers be effect by the degree of purchase involvement. By quoting and discussing
concerned papers, we can figure out that the relationship among the brand image, value cognition, and purchase intention. Also,
through the way of research to evaluate the affect of purchase involvement. This research discussed what to do to the consumers,
who bought the healthy food, with brand image ,value cognition and purchase intention by Descriptive statistical analysis, factor
analysis, Reliability Analysis, Pearson correlation, Analysis Of Variation, regression analysis and ANCOVA Analysis. Here is the
abstract from this research: First, the brand image and value cognition of diet food and comprehensive vitamin is go with purchase
intention. Second, different kinds of healthy food every components in brand image (functional image, symbolizing image experience
image), have the different influence of relationship to purchase intention. Third, the degree of purchase involvement, which is
affecting the consumers who buy the diet food or comprehensive vitamin, have different interference result; and the value cognition
doesn’ t effect the purchase intention no matter the degree of purchase involvement.
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