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Abstract -

There is no large-scale cultivation of olive trees.in Taiwan. Most of the olive oil
needs to be imported. Most people in Taiwan have developed their habits on olive oil
in recent years. Since most olive oils are imported, so the purchasing habits of
consumers will be affected by the relationship-between image of the country of origin,
the brand image and the perceived quality and customer satisfaction and price
premium. As the consumption habits change, also the family life pattern and social
and economic structure gradually change, the demand on selectivity of healthy edible
oils will be more and more, and will the requirement for imported.edible oils.

This study collected ‘questionnaires from the general consumer groups with edible
oil products in Taiwan as thesmain analysis object. A total of 201 questionnaires were
collected and analyzed by statistical software SPSS20. The results showed hypotheses:
(1) Image of the country of origin has positive impact on perceived quality; (2) Brand
image has positive impact on perceived quality; (3) Perceived quality has positive
impact on customer satisfaction; (4) Customer satisfaction has positive impact of on
price premium, All hypotheses have been shown to be established, and this study can

be used as a basis for the discussion of olive oil.
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