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Abstract :

Under the trend of market liberalization and internationalization, there are many brands
and models in the automobile market in Taiwan. The marketing of the auto industry has been
gradually adjusted from product orientation to customer demand orientation. Under the
background of the above structure and environment of the automobile industry, it's essential to
improve customers' purchase intention on one's own car brand products in the future. In
addition, it's worth exploring, how consumers will consider and decide on the purchase of cars
among many car brands and product categories.

The main purpose of this study is the relationship between automobile brand image,
perceived risk, perceived quality, perceived value and customer' purchase intention of cars.
For those who are willing to purchase a car in the future, 235 valid questionnaires were
obtained through the online device. The research results showed that the brand image has a
negative impact on the perceived risk, while brand image has a positive influence on the
perceived quality and the perceived value. The perceived risk has a negative impact on the
customers' purchase intention, while the perceived quality and perceived value have a positive
influence on customers' purchase intention.

Automakers should establish a good brand image of their own products, which can reduce
the customer's awareness of the perceived risk of the product, and having a high brand image

can enhance the customer’s evaluation of product perception quality and perceived value. By
\Y



providing the necessary product information or services, the industry can fully understand the
advantages of the products, reduce their perception of the perceived risks of the products,
strive to improve the quality and value of the products, and enable consumers to have high
perceived quality and perceived value of the products. A sense of identity, in order to increase

the willingness of customers to purchase our products.

Keywords: Brand Image, Perceived Risk, Perceived Quality, Perceived Value, Purchase

Intention.
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Bl FEGEE)ORER LA o+ R et A U R AR LA

LA %

¥ oa Py EXK
- EWRHER %G B
Dodds et al. (1991 ) ; Dowling & Staelin (1994 ) ; Kotler (1997) % %Jﬂ" Y %’Ki

12



DR K R S TR A kA G F BT B &0k 'k o Biswas (1992)
FELPRe  FOEg v i pfaFafh {3t g@raci
AAE e HEEF T PR TR RREL TR (R DY ELR SOk
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8i6% RAE 6.545 p i (Mazda) 11 4.7
Eantd 7.43 (Lexus) 18 7.7

23



:r\‘;ai; —ﬁA\F"

Ry 8.45 21 (Volkswagen ) 14 6.0
9.% & (Mercedes-Benz ) 24 10.2
10. 5 (BMW) 16 6.8
11.45+ (Suzuki) 1 0.4
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4-4 235 6 1 7 491 1.356 1.839
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WA Glcy 3 Z R F L% FHNLE > A LA AR PN RiE S ik

080 MAFH§F LMD E b AL i F L] dhe FR AT R

Z 4~ Ap B T dic

1 2 3 4 5
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