A Life Style, the Brand Awareness and Consumer Purchase Attitude on Lugu Farmers
Association Competition Tea
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ABSTRACT
The study focuses on the relations of brand awareness, consumer attitude and life-style on the Lugu Farmers Association
Competition Tea.
The subjects of the study came from the Competition Tea consumers. 450 ques-tionnaires were released and 386 were returned.
The validity of the conduct is about 85.78%. Female participants are the same amount as male participants, from the age 31 to 45 (
over 50% of all subjects). 64.5% of all participants have bachelor degree and higher education. 34.2% of all participants work as
governmental employees.

The study analyzed all the data gathered from the questionnaires with the methods: “ Factor Analysis” ,“ Regression Analysis” ,
“ Cluster Analysis” and “ One-Way ANOVA” and reached the following conclusion:

1. Consumers’ life styles includes “ self-request” ,*“ rational thinking” , “ quality first” , which divide consumers into three :
“ conservative” ,“ multi-thinking” and*® aggressive” consumers.

2. Consumers’ lifestyles have great impact on the brand awareness.
3. The brand awareness influences the consumers’  attitude to purchase competi-tion tea.
4. Consumers’ lifestyles also effect their attitude toward competition tea purchase.

Keywords : brand awareness{] life-style[] consumer attitude
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