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This study investigates the impact of Brand Image, Product Attributes,
and Perceived Value on purchase ambition of Chia-Ying Farm CAS Fresh Egg.
The research was conducted using an equal distribution of online and paper
questionnaires. The research participants were consumers who have previously
purchased Chia-Ying Farm CAS Fresh Egg. A total of 215 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.

The analysis of demographic variables demonstrated that female
consumers were the majority of those who had purchased products from Chia-
Ying Farm CAS Fresh Eggs. Among the respondents, those aged between 21
and 29 years old had the highest proportion. The majority of respondents
worked in the service industry, while the highest proportion of respondents had
a college or vocational school education. The most common monthly income
range for respondents was between 30,001 and 40,000 NT dollars. Unmarried
respondents were the majority in terms of marital status. The most common
frequency of purchase was once a month, and the most common reason for
purchase was for personal use. These findings provide valuable insights into
the consumer behaviors and preferences correlated with the purchase of Chia-
Ying Farm CAS Fresh Egg, which can be used by the farm to develop targeted

marketing strategies to increase sales and enhance brand image.

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

Attribute, Perceive Value, Purchase Ambition
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