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Student ID : M11150001 Total pages : 115

Title of thesis : A Research on Brand Image, Product Attribute, Perceived
Value to Purchase Ambition : A Case study of Chia-Ying
Farm CAS Fresh Eggs

Name of Institute : Department of Agribusiness Management, National

Pingtung University of Science and Technology

Graduate date : June, 2023 Degree Conferred : Master

Name of student : Pin-Han, Chen Adpviser : Dr. Chiu-Kuei, Cheng

The contents of abstract in this thesis :

The research participants were consumers who have previously purchased
Chia-Ying Farm CAS Fresh Egg. A total of 417 valid questionnaires were
collected, and analyzed using SPSS statistical software to examine the

differences and relationships among the four dimensions of brand image,

product attributes, perceived value, and purchase ambition.

After analysing the demographic variables, the gender of the sample was
mostly "female", the age of the consumers was 41~50 years old, the occupation
of the consumers was mostly "service industry", the education level of the
consumers was mostly "university or college", the monthly income of the
consumers was mostly "NT$30,001~40,000", the marital status of the
consumers was mostly "married", the average number of times a month a
consumer purchased CAS eggs was 2~4 times, and the reason for the

purchasing of the CAS eggs was mostly for "self-consumption".

11



The conclusions of this study are as follows:

The demographic variables of "age" are significantly different for brand
image, product attributes, perceived value and purchase intention; "occupation"
is significantly different for brand image; "average monthly income" is
significantly different for brand image; "average number of CAS eggs
purchased per month" is significantly different for brand image; and "reason
for purchase" is significantly different for brand image, product attributes,

perceived value and purchase intention.

Brand image has a positive and significant effect on product attributes, so
the higher the degree of brand image the higher the degree of product attributes
of the consumers towards Jayin Livestock Farm. Product attributes and
perceived value have a positive and significant effect on purchase intention.
Therefore, the higher the degree of product attributes and perceived value of

the farm, the higher the degree of consumers' willingness to buy.

The effect analysis table of the three regression models shows that the
greater of the three dependent variables for each component is the brand image,
so increasing brand image recognition can effectively increase the recognition

of product attributes, perceived value and purchase intention.

Based on the results of this study, further management implications and
feasible recommendations will be provided for the reference of the industry and

industry stakeholders.

Keywords: Chia-Ying Farm, CAS Certificate, Brand Image, Product

Attribute, Perceive Value, Purchase Ambition
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