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ABSTRACT 

 

Suffering from the heavy pressure from daily lives and work, a lot of 

contemporary people hold the idea to consume health foods as a way for keeping 

healthy. More and more people concern about their own health and would like to 

achieve this by having a healthy lifestyle or consuming health foods. Almanac of food 

consumption survey in Taiwan from FIRDI (Food Industry Research and 

Development Institute) shows that about 58.2% people had consumed functional food 

more than three times a month in 2010. Functional drink, as a format of oral-intake 

nutrients for dietary supplements, gradually becomes popular due to its convenience. 

Among those products, drinks with beauty claims have been particularly favored in 

the recent years and becomes a noticeable phenomenon. A case study on Brand’s 

InnerShine beauty drink, which achieves high market share in the past few years is 

conducted for the study.  

 

For a clearer exploration of how marketing strategy works on beauty drinks with 

consumer-orientated perspective, I chose to study on variables including brand image, 

perceived value, customer satisfaction, and customer loyalty. Both quantitative and 

qualitative methods are utilized for probing the scenario. Samples are collected from 

465 valid online questionnaires and 5 interviewees of in-depth interviews.  

 

The conclusions according to the analysis from the study results are as follows: 

The theoretical and practical meaning of “brand image,” “perceived values,” 

“customer satisfaction,” and “customer loyalty” for Brand’s management are 

examined. Consumers’ perceived value can be increased by reinforcing the brand 

image. To reinforce customer satisfaction, their perceived value should be firstly 

enhanced. In addition, customer loyalty can be increased via reinforcing the brand 

image. The study also found that differences are revealed by consumers with different 

demographical profiles on “brand image,” “perceived values,” “customer satisfaction,” 

and “customer loyalty.” Suggestions for marketing strategies on Brand’s InnerShine 

beauty drinks are elaborated.  

 

 

 

Keywords: beauty drinks, brand image, perceived value, customer 

satisfaction, customer loyalty 
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Chapter 1 Introduction 

1.1   Research Background 

 

Owing to the wide-spreading medical knowledge and the change of lifestyles, the 

need for health foods grows rapidly. In terms of the report of Global Industry Analysts 

(2010), the sales volume of global market for health foods was about $18.55 billion 

dollars, which brought an upsurge than in the previous year by 5.6%, and hopefully it 

would reach $19.85 billion dollars in 2011.The fact of burgeoning market on health 

food purchase also reflects in Taiwan recently. According to the IMS (integrated 

market survey) conducted by Global Information, Inc., the market size of health foods 

reached 84 billion NT dollars in 2010. Almanac of food consumption survey in Taiwan 

from FIRDI (Food Industry Research and Development Institute) shows that about 

58.2% people had consumed functional food more than three times a month in 2010. 

In addition, the phenomenon is not only trendy among the elders or women, 

which are presumed to concern about health more than other groups, but also a hot 

issue among youngsters and males as well. This shows the idea to consume health 

foods as a way for keeping healthy prevails gradually. More and more people concern 

about their own health and would like to achieve this by having a healthy lifestyle or 

consuming health foods (Wu et. al., 2011).     

The nature of health foods, however, does not function as ordinary food which 

satisfies hunger and offers nutrients, but intend to enhance physical well-being or 

prevent disease. For its specialty of usage and the personal relevance to human body, 

health foods are also narrowly denominated and expressly stipulated by Health Food 

Control Act, announced in 1999, as foods with health care effects, having been labeled 

or advertised with such effects. The term “health care effects” means an effect that has 
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been scientifically proven to be capable of improving people’s health, and decreasing 

the harms and risks of diseases. If being classified by product categories, health foods 

can be generally sorted into functional foods and dietary supplements (CGPRDI, 2010). 

The former includes processed foods or foods fortified with health-promoting additives, 

such as energy drinks or probiotic cultured milk. The latter is a preparation intended to 

supplement the diet and provide nutrients, usually produced in capsule or pastille form, 

such as multi-vitamins and blue-green algae pastille. With the development of biotech 

industry and the utility of herbal medicine additive, consumers are given more choices 

of health food products in Taiwan. To satisfy different individual needs, health food 

products such as functional drinks becomes one of the popular oral supplements due to 

the convenience for the intake and quick efficacy for improving physical conditions. 

With the obsession of “beauty from within,” products of functional food that enhance 

skin, nails, and hair from the inside out become another exciting market (Sloan, 2007c). 

The global market, which constitutes of beauty foods, beverages and oral beauty 

supplements, reaches totaled $5.9 billion in 2008 and $6.3 billion in 2009, and 

upsurges to $6.8 billion in 2010, according to Datamonitor, a market research company 

that conducts survey on skin care market. In the respect, functional foods and drinks, 

particularly the product items with beauty claims, are believed as a flourishing market 

that is worth marketing research.  

On the other hand, due to the various channels of manufacturers (including direct 

sale, TV shopping channels, radio stations, mail order, on-the-counter manufacturers, 

and hospitals), consumers are given a great deal of choices when purchasing the health 

food products. Yeung and Morris (2001) noted that manufacturers of food industry can 

enhance the mutual benefit between consumers and themselves via different channel 

types, and further increase consumers’ perceived values. This shows the difference of 

channel types and the availability of health foods does impact on the values and 
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purchase intention among consumers. 

 

1.2   Research Rationale & Significance of Study 

 

With the thriving global market of health foods, to further explore the factors to 

consumers’ purchase intention could be necessary and beneficial for both academic 

research and marketing practitioners. Previous studies have shown that higher level of 

customer satisfaction enhances the re-purchase intention and even leads to the profit 

gaining directly (Jones & Sasser, 1995; Mittel & Kamakura, 2001; Reichheld & Teal, 

1996). The key to business success, in the respect, would depend on how to meet 

customers’ needs, how much customers’ satisfaction can be achieved, and further 

increases their loyalty. 

Given the sheer size of the market and the aplenty options of health food products, 

what strategies consumers utilize in their decision-making will be the focus in the 

research. Moreover, it is intriguing to see the role which brand image plays in health 

food products, especially the functional drinking purchase. In the light of the previous 

findings, some questions regarding brand image should be further addressed. For 

instance, facing with different health claims of functional drinks, how consumers select 

the most suitable product with information provided by the company and whether or 

not their decisions are influenced by the brand image or their personal experiences can 

be examined.   

To clarify the mechanism behind consumers’ decision making on functional 

drinking purchase, on the other hand, I would like to investigate the factors to 

consumers’ overall evaluation. Therefore, the concept of “perceived value,” which 

represents consumers’ perceptions of what is received and what is given, and further 

leads to their overall assessment to products (Zeithaml, 1988), should be examined in 
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this regard. Other studies showed that customer perceived values are the foundations of 

all the marketing activities (Soong, 2009). Higher customer perceived value is the main 

motivation for the re-purchase (Holbrook & Morris, 1994). Whether the perceived 

values among consumers for health food has an influence on their satisfaction and 

loyalty will be the interest in the research.      

To disclose consumers’ purchase strategies of health food products, I decide to 

implement a case study of Brand’s, which is one of the most well-known health food 

manufacturers and has more than 170 years history in the world. In Taiwan, Brand’s 

also provides diverse products with very high sales volume. According to Economic 

Daily News in December, 2011, the market share of its Essence of Chicken reached 

70% and Bird’s Nest beverage was 55%, both of which were the best-selling products 

among other competitors. Brand’s functional drinks such as Berry Essence also 

accounted for more than half market share. Except for the impressive performance of 

its sales, Brand’s even gained a good reputation and guarantee for its product quality 

by getting the national authentication [note1]. Based on the above reasons, Brand’s 

appears as a good case for analyzing the interrelationship among product knowledge, 

perceived values, customer satisfaction, and loyalty of health food purchase.  

According to the survey conducted by InsightXplorer in 2011, more than 60% of 

citizens in Taiwan had consumed functional drinks; there are over 30% of them had 

consumed berry-flavored functional drinks. To shed some light on both academia and 

practice field, the research aims at not only providing advice regarding management 

strategies for Brand’s InnerShine beauty drinks, but also picturing the panorama for the 

marketing on functional drinks. 
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1.3  Research Objectives: 

 

The main objective of research consists in the study of purchase behavior, 

satisfaction, and loyalty of customers' of Brand's, and to further examine the 

interrelationship among "brand image," "perceived values," "customer satisfaction," 

and "customer loyalty" four variables. Based on the above research backgrounds and 

motives, I propose the five following research objectives: 

1. To explore the theoretical and practical meaning of “brand image,” “perceived 

values,” “customer satisfaction,” and “customer loyalty” for Brand’s management. 

2. To investigate whether “brand image,” “perceived values,” “customer satisfaction,” 

and “customer loyalty” are significantly associated with one another.   

3. To investigate whether “customer satisfaction” and “customer loyalty” are 

significantly associated with each other.  

4. To examine how perceptions and consumption behaviors are revealed by 

consumers with different demographical profiles on “brand image,” “perceived 

values,” “customer satisfaction,” and “customer loyalty.” 

5. To make suggestions for Brand’s and sharpen its marketing strategy by gathering 

results from quantitative analysis and qualitative in-depth interviews.  

 

1.4  Thesis Structure 

 

The thesis comprises five chapters. The first chapter is introduction, which states 

the backgrounds, motives, objectives, thesis structures, and process of the research. 

Literature review, purported in Chapter 2, is the retrospection of related studies 

regarding the concepts of brand image, perceived values, customer satisfaction, and 

customer loyalty. Chapter 3 is the methodology, grounded on the literature review of 

the former chapter, conceptulizes a theoretical model for the above four variables, and 
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further proposes the research hypotheses, operational definitions of the constructs of 

each variable, question items of the constructs. Data collection, tools and methods of 

data analysis is explained in details in the chapter as well. The process and results of 

data analysis is exhibited in Chapter 4, which displays the results of data collection, the 

examination of the validity and reliability of each scale and each hypothesis in the 

research. Discussion and conclusion are displayed in Chapter 5, which generalizes the 

results of quantitative online survey and qualitative in-depth interviews, and finally 

points out the limitation of the study and makes suggestions for the future research. 

Research process in the study is shown in Figure 1.  
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1.5   Research Process   

 

Clarification of research motives and objectives

Literature review of relative contribution

Establishment of research structure & 

hypotheses

Design of questionnaire

Distribution of questionnaire

Collection of data

Analysis of data

Discussion & suggestion

 

Figure 1. Research Process  



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

8 
 

Chapter 2 Literature Review 

2.1  Health Foods 

 

2.1.1  Definition of Health Foods 

No unanimity exists within the denotation of “health foods,” so ambiguity 

emerges as well when we confront with terms such as “health-care foods,” “functional 

foods,” “dietary supplements,” “nutrient foods,” and even “nutraceuticals.” One of 

commonly accepted definitions of health foods is “the food which is absorbed by oral 

intake and proved to be with health care effects” (Huang, 2004). Therefore, the terms 

of foods with health care effects or special nutrients are diverse in many countries, but 

they all refer to the following three features: (1) to provide specific nutrients (2) to 

moderate biological function and with health benefits (3) only suitable for selective use 

by certain groups (Chen, 2007).  

Even if consumers realize more about the above features on health foods, still, 

they might be baffled when differentiating the terms between “health-care foods” and 

“health foods.” According to the ITIS project conducted by FIRDI in 2010, health-care 

foods, which include functional compositions but lack of health claims, contain a 

broader sense by than health foods (see Figure 2.1). By contrast, health foods products 

with health claims can only be legalized after being proved the effects by Department 

of Health, Executive Yuan. Likewise, the report from CGPRDI (2010) indicates that 

“health-care foods,” an umbrella term encompassing “specific nutrient foods,” 

“functional foods,” “dietary supplements,” and “health foods,” implies a more 

generalized concept (see Figure 2.2). For the main product series of Brand’s, as the 

case in the study, are all authenticated as “health foods”[note 2] by Department of 

Health, Executive Yuan, the term “health foods” is used in the research.     
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Health-care foods

Health Foods

 

Source: Modification from ITIS (2010) 

Figure 2.1: Classification of health-care foods and health foods 

 

 

 

 

                                                                              Functional foods        

Specific nutrient foods                   Health foods

      
   

     

Health-care foods                     Dietary supplements

 
Source: China Grain Products Research & Development Institute (2010) 

Figure 2.2: Category of health-care foods and others 

 

 

 

 

 

 

       

       

 Include function compositions 

 Don’t have efficacy claims 

 The products are over 3000 items 

 Proved by efficacy 

 Accord with HFCA 

 The authentication products are 184 

items (2010/10/31) 
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2.1.2  Regulations: Comparison of Taiwan and Other Countries 

Since health foods are broadly defined with many terms, they are also under 

different regulations in different countries. In Taiwan, Health Food Control Act, 

announced in 1999, has specifically denominated the term “health food” as food with 

health care effects. Unlike functional food or dietary supplements, authenticated health 

foods are supposed to guarantee the effects for reducing the occurrence of disease with 

scientific evidence.  

The definition of health food in Japan was modified by FOSHU act (Food for 

Specific Health Use, FOSHU) in 1991, which refers to foods containing ingredient 

with functions for health and officially approved to claim its physiological effects to 

human body. In short, FOSHU are the foods with the additional value of physiological 

adjustment function. 

In the U.S., with the statement from DSHEA in 1994(Dietary Supplement Health 

and Education Act, DSHEA), a dietary supplement can be viewed as a product 

contained a "dietary ingredient" intended to supplement the diet, categorized as “food” 

instead of “drug” by The Food and Drug Administration (FDA). Thus, dietary 

supplements are not permitted to label its product as a cure/treatment for a specific 

disease, but they are allowed to promote structure/function claims (e.g. "glucosamine 

helps support healthy joints").  

Regarding the regulation and denomination of health foods, Food Supplement 

Directive announced by The European Union in 2002 specifically requires that 

supplements should be demonstrated to be safe in dosage and purity. Though countries 

in the bloc of EU takes different stands on the health claims of food supplements; 

however, product labels of food supplements in most countries can be classified as 

functional foods and foods for particular nutritional uses, and drug claims are inhibited 

as well. To make comparisons of health foods regulations in the world, Table 2-1 
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summaries the definitions and acts in the above regions. 

 

Table 2-1: Regulation, Legal Term, and Act in R.O.C, Japan, EU, and U.S.A. 

Region Year Legal Term Definition Act 

R.O.C 1999 Health Foods “Health Foods” shall denote 

foods with health care 

effects, having been labeled 

or advertised with such 

effects. 

Health Foods 

Control 

Act, HFCA 

Announcement 

of 

February, 3, 

1999. 

Japan 1991 Food for 

Specific 

Health 

Use, FSHU 

In order to reach the specific 

health-care purpose, and the 

special use foods absorbed 

in the daily meal. 

Nutrition 

Improve 

Act, NIA 

European 

Union 

2005 Food 

Supplement  

Supplements demonstrated 

to be safe, both in dosages 

and in purity. Food 

supplements cannot be 

labeled with drug claims but 

can bear health claims and 

nutrition claims 

The Food 

Supplement 

Directive 

U.S.A. 

  

  

 

1994 Dietary 

Supplement 

A product that is intended to 

supplement the diet and 

contains any of the 

following dietary 

ingredients: vitamin, 

mineral, herb (or other 

botanical), amino acid, 

concentrate, metabolite. 

Dietary 

Supplement 

Health and 

Educational 

Act, 

DSHEA 

Source: This Study 
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2.1.3  Functional Drinks and Oral Beauty Products 

To disentangle with the terminology, functional foods or drinks can be conceived 

as the practice of fortifying foods or drinks with added ingredients with health effects 

on the consumer (Stanton et al., 2001). The major concerns for consumers to purchase 

functional food products encompass information on the label, price, convenience, 

perceived quality characteristics and brand name (Krystallis, Maglaras, and Mamalis, 

2008). Past research studied on the characteristics of functional food products and 

contended that most of them are predominantly female, well educated, high earners, 

aged 35 to 55 years, and actively interested in health (Childs, 1997). In fact, these 

categories may not well portray the consumers in the rapidly growing market. 

Nowadays many young adults (aged 24 to 35 years) become more interested in 

functional foods or drinks that enhance their physical condition and energy levels 

(Krystallis, Maglaras, and Mamalis, 2008). In Taiwan, with the busy lifestyles and the 

change of dietary habits (e.g. eating out becomes more and more common), consumers 

quest for food with high quality, added value, and convenience. Functional fluids made 

as soft drinks are therefore a burgeoning market aware by some studies (Tallon, 2007). 

To meet the various demands from the consumers who grow more and more fastidious, 

manufacturers make great efforts on innovation of the utility of functional drinks. It is 

even intriguing to find that a noticeable phenomenon for functional drinks with 

“beauty claims,” which purport the ingredients or preparation with the improvement of 

the appearance on skin or enhancement of physical condition. A possible interpretation 

for the trend can be that a youthful and attractive appearance influences people’s 

self-confidence, social relationships, and even career success (Reis et al, 1982), 

according to Kelton Group Survey for the Restylane Report of Age Impressions 

conducted in June 2006. “Oral beauty products” (OBPs), products designed to reduce 

the impact of skin aging, are therefore produced and favored recently. A survey 
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conducted in June, 2011, by InsightXplorer, a market research company has shown that 

Taiwanese consumers’ concerns for purchase beauty drinks are price, nutrients, flavors, 

efficacy of beauty, and brand awareness. Inspiring by the above phenomena, the study 

aims at a better scrutiny for cognitive and social factors which influence consumers’ 

purchase for beauty drinks. Different approaches are explored in the following sessions 

of literature review.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Note 1: Cerebos Pacific Limited Taiwan branch had gained the authentication of UKAS-ISO9001 and 

ISO14001 by Taiwan Accreditation Foundation in 2009.   
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2.2  Brand Image 

 

2.2.1  Definition of Brand Image 

The importance of branding is evidenced in many studies. To build up a 

successful brand leads to business success for it differentiates from the competition, 

establishes reputation, and evokes the relevance with target customers (Aaker, 1996; 

Keller, 2003). A brand is considered as a company intangible which generates 

additional value for firms (Calderon, Cervera, and Molla, 1997). Due to its financial 

contribution, a brand is also viewed as an intangible asset for business (Feldwick, 

1996).  

A brand can be conceived by the definition from the American Marketing 

Association (1960) as “A name, term, sign, symbol, or design, or a combination of 

them which is intended to identify the goods or services of one seller or a group of 

sellers and to differentiate them from those of competitors.” Concerning from the 

viewpoint of relationship building, McKenna (1991) suggested that a successful brand 

keeps a good relationship between customers and company.   

Despite of the profits which brands can produce for business, a brand can also 

provide benefits for consumers. Ambler (1997) posited that brands are valuable for 

consumers in three aspects: (1). Economic benefits: consumers gain benefits from 

brands for facilitating competitions, ensuring the value of transaction, lowering the 

purchase risk, maintaining standard quality of products/services, and offering more 

product choices. (2). Functional benefits: brands benefit consumers by providing 

product assortment of added value. The differentiation of products satisfies different 

needs for consumers. Brands also ensure the quality and reliability for consumers, 

improving the efficiency of their decision making. (3). Psychological benefits: brands 

simplify consumers’ information processing and offer a solution for their problems. In 
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addition, brands provide social benefits by allowing consumers to identify and gain 

more self-esteem and by various social groups. Richardson, Dick & Jain (1994) also 

argued that brand image is usually utilized by consumers as an extrinsic cue for 

evaluation of product quality. Consumers infer or maintain the perceived quality of the 

product by brand image.  

As discussion above, Farquhar (1989) offered a great annotation for brands. He 

argued that a brand provides tangible and intangible value, beyond its functional value, 

which makes a product or service more recognizable and attractive. Also, a brand 

represents a sense of trust between customer and company, which makes it resilient 

against competitors’ promotional pressures and offers profits in a long term. 

Martin and Brown (1990) noted that brand image refers to the consumers’ concept 

generated from their beliefs on the brand. Kapferer (1992) stated that consumers build 

up a brand image in minds after perceiving, summarizing, and interpreting the message 

received from the brand. Bhat and Reddy (1998) offered an explanation from the 

cognitive perspective that brand image can be viewed as an informative clue 

facilitating consumers’ decision making by using the clue to decide the importance of 

each attribute within a product category and selecting the optimal brand from other 

competing ones.  

In the similar respect, Aaker (1991) defined brand image as a set of associations 

of a brand, organized with a meaningful way, containing the underlying value and 

exhibiting consumers’ perceptions and expectations of a brand. Peter and Olson (1994) 

purported that brand image encompasses consumer knowledge and beliefs, embedded 

in memory as associations, about brand attributes and the effects of brand use. 

Agreeing with the “brand image as associations” perspective, Keller (1993) found out 

once consumers possess a strong, favorable, and unique brand associations held in their 

memory, they are more likely to form a positive overall brand attitude in mind which 
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further influences their decision making.  

Romaniuk and Sharp (2003) proposed a composite definition for brand image, 

denoted as consumers’ brand perceptions derive from purchase experiences, marketing 

communications and word of mouth. Brand image can be conceived as descriptive 

information, benefits, evaluations of specific aspects of the brand, and consumption 

situations. In their interpretation, any information related to the brand name is likely to 

be linked, stored in memory, and finally integrated in a part of brand image by 

consumers.  

Dobni and Zinkhan (1990) considered that brand image differs within different 

consumers’ interpretations since it is a perceptive concept. They recapitulated from the 

previous research with the conceptualization of brand image as follows:  

(1). Brand image is the brand concept held by the consumer. 

(2). Brand image is formed through consumer interpretation as subjective and 

perceptual phenomenon, whether reasoned or emotional. 

(3). Brand image is not inherent in the technical, physical, or functional aspect of 

the product. Instead, it is influenced and molded by marketing activities, by contextual 

factors, and by the perceivers’ own characteristics. 

(4).The formation of brand image is relatively more influenced by the perception 

of reality than the reality itself.  

Different from the cognitive and consumer-oriented perspective, Park, Millberg, 

and Lawson (1991) emphasized the abstractive meaning of a brand which is unique 

and originated from a special configuration of product features. The abstract meanings 

of a brand, as their explanation, are deliberately created by a firm’s effort at the 

arrangements.   

Biel (1992) postulated that brand image is a set of attributes and associations 

triggered by the brand name. Brand image consists of image of maker (corporate), 
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image of user, and image of product; the above three aspect can be further classified 

into two components: functional attributes and soft attributes. Functional attributes 

denote the consumers’ perceptions for the tangible features of a brand, such as price 

and convenience of usage. Soft attributes refer to the intangible and affective features 

such as feelings of excitement, happiness, and innovativeness.  

The study agrees the definitions given by most studies that the brand image 

derives from the associations. Specifically, brand image in the study is defined as all 

the perceptive associations of customers who had been purchased Brand’s InnerShine 

beauty drinks. Those perceptive associations encompass the functions, attributes, 

benefits which customers relate to Brand’s.   

2.2.2  Construct of Brand Image 

Park, Jaworski, and Maclnnis (1986) suggested that brand concept image (BCM) 

is driven by consumer needs, which can be categorized as functional needs, symbolic 

needs, and experiential needs respectively. Hence, BCM can be measured by the above 

three aspects. A brand with functional concept is able to solve the externally generated 

problems for consumers. The functional aspect stresses on its functional efficacy and 

the ability for problem solving. The products such as cooking utensil can be included 

in the assortment for it is designed for satisfying consumers’ functional needs. 

Symbolic concept of a brand concerns to fulfill consumers’ internally generated needs 

for self-enhancement, role position, group membership, or ego-identification. Luxury 

goods and boutiques are considered as association of high status. A brand with 

experiential concept can satisfy consumers’ internally generated needs for the pursuit 

of excitement and variety. Tourism products in the sense can better fulfill the 

experiential needs.  

Aaker (1996) proposed a measure across product class and posited that brand 

image can be measured by association or differentiation two aspects, based on four 
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indicators as follows: value, brand personality, organizational associations and 

differentiation.  

(1). Value: it reveals a brand-as-product perspective and examines whether a 

brand provides functional benefits (e.g. products of the brand offers good transactional 

value).  

(2). Brand personality: it displays a brand-as-person perspective and investigates 

the emotional and self-expressive benefits of a brand, and also reflects user imagery.  

(3). Organizational associations: it conveys a brand-as-organization perspective 

and examines whether some abstract characteristics (e.g. being innovative, striving for 

high-quality) of the brand is admired or trusted by customers.  

(4). Differentiation: it tests the extent for the products or services offered by the 

brand being different from other competitors.  

Concerning brand image is directly related to product attribute, some studies 

focus the measurement on products and contended that physical attributes along with 

functional, emotional, and self-expressive benefits offered by a brand should be taken 

into account (Gwinner and Eaton, 1999; Davis, 2002). Summarizing from the previous 

studies, Martinez, Polo, and de Chernatony (2008) purported an integrated scale 

developed from Aaker’s (1996) and the product-oriented measurement as general brand 

image (GBI) and product brand image (PBI) scales.  

For a better understanding whether multifarious consumption needs are satisfied 

by the brand, the study will adopt the scale developed by Park, Jaworski, and Maclnnis 

(1986) to measure brand image of Brand’s InnerShine beauty drinks through functional, 

symbolic, and experiential brand concept image three indicators. Besides, Aaker’s 

(1996) “organization association” measure will also be used to test the overall brand 

image perceived by the Brand’s InnerShine beauty drinks customers.  
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2.3  Perceived Value 

2.3.1  Definition of Perceived Value  

Perceived value of consumers as a prevailing issue in marketing research has been 

discussed in both empirical studies and theory-driven papers. Previous findings noted 

that delivering superior customer value is the key for a company to gain sustainable 

competitive advantage (Ravald & Gronroos, 1996) and long-term success (Woodruff, 

1997). In micro perspective, customer-perceived value has been found as the primary 

indicator to the purchase intention (Chang & Wildt, 1994).  

The concept of perceived value is well captured in the research from Zeithaml 

(1988): “Value is the consumer’s overall assessment of the utility of a product based on 

perception of what is received and what is given.” From the perspective of economics, 

perceived value can be viewed as the perceived worth in monetary units of the set of 

economic, technical, service, and social benefits received by a customer in exchange 

for the price paid for a product, taking into consideration the available suppliers’ 

offerings and prices (Anderson et al., 1993). Urbany and Beardon (1989) demonstrated 

that perceived value is the buyers’ net gain (or trade-off ) from acquiring the product or 

service. Many studies also reach an understanding with the above viewpoint (Day, 

1990; Monroe, 1990; Dodds et al., 1991). Overall, definitions of perceived value in 

most studies are interpreted as an idea of trade-off between benefits and sacrifices 

among consumers’ perception toward the product/service they purchased (Kainth & 

Verma, 2011).  

In light of the trade-off perspective, the definition given by Kotler (2003, p.60) 

explains the relationship between customers’ perception of benefits and costs: 

perceived value is the difference between the prospective customer’s evaluation of all 

the benefits and all the costs of an offering and the perceived alternatives. He purports 

that “total customer value,” resulting from a given market offering, is the combination 
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of monetary value (including economical and functional) and psychological benefits. 

Monetary, time, energy, and psychic costs can be classified as “total customer cost,” 

incurring in pre-purchase phase (evaluation), using phase, and post-purchase phase 

(disposing). To further create consumers’ perceived value, Slater and Narver (2000) 

argued that customer value is generated when the benefits which customers expect to 

receive from a product/service exceed the offering’s costs in the long run.  

Emphasized on the post-consumption experience, Zeithaml (1988) also clearly 

identified the four facets of perceived value: (1) value is low price; (2) value is 

whatever one wants in a product; (3) value is the quality that the consumer receives for 

the price paid; (4) value is what the consumer gets for what he or she gives. Besides, 

Zeithaml argued what distinct the concept of “value” from “quality” consists in the 

higher level of abstraction of “value,” which is also more individual-oriented. 

Schiffman and Kanuk (2004) also suggested decision-making of consumers is based on 

their subjective perception of (product) attributes and not on objective truth. In the vein, 

perceived value is prone to conceived as a subjective attitude based on customers’ 

consumption experience. Different from Zeithaml’s viewpoint, Gale (1994) considered 

perceived value is the market perceived quality adjusted for the relative price of the 

products. He also accentuated the relativity of the nature of perceived value, which is 

based on customers’ opinions of the products/services as compared to other suppliers 

of the similar products/services.   

Instead of being an inflexible estimation among customers, perceived value is 

found as a process by which an individual selects, organizes and interpret stimuli into 

meaningful and coherent picture of the world (Schiffman & Kanuk, 2000). In this 

respect, perceived value can be explicated as the result of customers’ overall 

assessment, which stems from their cognition, during the purchase process. With the 

dynamic nature, perceived value is also situational, depending on the goals of 
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customers (Woodruff, 1997).   

With some reviews of previous research, consumer perceived value is defined as 

the total outcome, based on consumers’ comparison of their perceived costs and 

benefits.  

2.3.2 Models of Perceived Value 

The model proposed by Monroe and Krishnan (1985) pioneered in examination of 

the relationship between perceived value and willingness to buy (see Figure 2.3). It 

suggests that price is the indicator of perceived quality and sacrifice. Perceived value is 

further caused by the outcome of the evaluation between perceived quality and 

sacrifice. If the extent of perceived quality received by consumers is higher than the 

sacrifice they made, it may result in favorable perceptions for consumers upon the 

products/services, which positively influences their willingness to buy in a sequence.  

 

Price

Perceived

Quality

Sacrifice

Perceived

Value

Willingness 

to Buy

Source: Monroe and Krishnan (1985) 

Figure 2.3: The Formation of Perceived Value Model 
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Zeithaml (1988) explicated the relationship among perceived quality, perceived 

value, and willingness to buy in the means-end model (see Figure 2.4). He argued the 

consumers’ cognition during the purchase process can be classified into three levels of 

abstractions.  

(1). Lower-level attributes: contain extrinsic and intrinsic attributes. The former 

refers to the features which belong to products, such as price, brand, and advertising 

quality. The latter denotes the attributes related to the essence of the product, such as 

appearance, color, and taste.  

(2). Perceptions of lower-level attributes: include perceived monetary price, 

perceived nonmonetary price, and perceived sacrifice. Perceived monetary price can be 

understood as customers’ perception on product price, of which the form is generated 

from the objective price. Thus, the PMP is different among customers that may 

perceive the same product as an “expensive” or “inexpensive” one. Perceived 

nonmonetary price implies the cost (e.g. time for buying and searching information, 

psychological cost of cognition) that customers pay for the product/service. Perceived 

sacrifice is composed of PMP and PNP.   

(3). Higher-level attributes: comprise perceived quality, perceived value, 

high-level abstractions, and purchase behavior. Perceived quality stems from customers’ 

overall assessment to product/service, based on the extrinsic attributes, intrinsic 

attributes, and perceived monetary value. Perceived value, derived from extrinsic and 

intrinsic value, high-level abstractions, perceived quality, and perceived sacrifice, 

consists of total benefits customers received from the product/service. The outcome of 

perceived value further influences consumers’ purchase behavior.  
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Extrinsic 

Attributes
Intrinsic 

Attributes

Intrinsic 

Attributes

Objective 

Prices

Perceived 

Quality

Perceived 

Value
Purchase

High-level

Abstractions

Perceived

Monetary

Price

Perceived

Sacrifice

Perceived

Nonmonetary

Price

Lower-level 

Abstractions

Perceptions of 

Lower-level 

Attributes

Higher-level

Abstractions

Source: Zeithaml (1988) 

Figure 2.4: Means-End Model of Consumers’ Perceptions of Price, Quality, and Value 

 

Based on the primitive model provided by Monroe and Krishnan (1985), Dodds 

and Monroe (1991) considered consumers perceived differently with the external cues 

such as price, brand name, and store name, so they decided to examine the influence of 

the above three cues on perceived quality, perceived value, and willingness to buy. 

Their findings as displayed in the extended model (see Figure 2.5) indicate that price, 

favorable brand and store information positively influence perceptions’ of quality and 

value, and subjects’ willingness to buy. 
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Perception of 

Brand

Perception of 

Store

Perception of 

Price

Perceived

Quality

Perceived

Sacrifice

Perceived

Value

Willingness 

to Buy

Brand

Name

Store

Name

Objective

Price

Source: Dodds, Monroe, and Grewal (1991) 

Figure 2.5: Integrated Model of Perceived Value to Include Price, Brand Name, and 

Store Name for the Product Assessment.  

 

2.3.3 Construct of Perceived Value 

Research on the issue of perceived values is rich, but scholars hold diverse 

opinions on the measurement of constructs of perceived values. Most studies can be 

classified into uni-dimensional approaches and multi-dimensional approaches.  

In uni-dimensional approach, perceived value is basically conceived with a 

utilitarian perspective, which highlights the customers’ assessment by economic (e.g. 

price) and cognitive reasons and accordingly emphasizes the measurement of 

perceived benefits and costs (Sanchez et al., 2007). Perceived values related models 

developed earlier by Monroe and Krishnan (1985) and Zeithaml (1988) conveyed the 

perspective. Being measured as a single overall value construct is also common in 

marketing research. For instance, the concept of “perceived acquisition value,” which 

denotes the buyer’s net gain (or trade-off) from acquiring the product or services, and 

“perceived transaction value,” which is the consumers’ perceptions of psychological 

satisfaction, proposed by Grewal et al., (1998) notes the price perceptions for the 
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measurement of perceived value and reflects a value-for-money conceptualization 

(Sweeney and Soutar, 2001). However, some critics argued it is too simplistic to 

consider value as a trade-off between quality and price (Bolton & Drew, 1991). 

Moreover, the existing value constructs are too narrow and lack of validity with the 

uni-dimensional approach (Woodruff and Gardial 1996). In addition, Sanchez et al. 

(2007) points out that the problem of the uni-dimensional approach consists in its 

failure to take the intangible, intrinsic, and emotional factors into account.  

Different from uni-dimensional perspective, some studies appeal to 

multi-dimensional approach to pursue a more sophisticated contemplation. Babin et al. 

(1991) studied on consumers’ personal shopping value and suggested the emotional 

worth (hedonic value) and perceptions among goal-oriented consumers (utilitarian 

value) should be taken into account as perceived value construct. Parasuraman and 

Grewal (2000) divided perceived value as “acquisition value”, “transaction value,” 

“in-use value,” and “redemption value” four constructs, which reflects perceived 

values, as its dynamic nature, changes during pre-purchase, in-use, and post-purchase 

process. Sheth, Newman and Gross (1991) purported that consumers’ decision-making 

can be influenced by five constructs: functional value, social value, emotional value, 

epistemic value, and conditional value.  

Kantamneni and Coulson (1996) conducted a survey for the potential consumers 

with integrated twenty-seven indicators of value from previous studies and developed a 

scale as “core value,” “personal value,” “sensory value,” and “commercial value” four 

constructs.  

To refine the measurements from the previous research, Sweeney and Soutar 

(2001) separated price and quality dimension in the value construct and accordingly 

developed a new scale named as “PERVAL” to better capture consumers’ perceived 

value by the following four constructs: 
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(1). Emotional value: refers to the utility derived from the feelings or affective 

states that a product generates.  

(2). Social value: denotes the utility derived from the product’s ability to enhance 

social self-concept. 

(3). Price / Value: notes the utility derived from the product due to the reduction 

of its perceived short term and longer term costs. 

(4). Quality/ Performance: means the utility derived from the perceived quality 

and expected performance of the product.  

Concerning the nature of beauty drinks as supplement for keeping fit and beauty 

maintenance and the purpose for the case study of Brand’s InnerShine products series, 

the research will apply PERVAL scale developed by Sweeney and Soutar (2001) for 

conceptualizing the constructs of consumer perceived value. While the scale was 

originally applied to study the perceived value for durable products (e.g. clothing, 

furniture, cars…etc.), it has been found in the past studies to analyze edible products 

such as wine and functional foods (Gill at el., 2007; Shen, 2006).  
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2.4  Customer Satisfaction (CS) 

 

2.4.1  Definition of Customer Satisfaction 

Theodore Levitt (1960) brought the thought to of building up a customer-oriented 

business to the industry. He claimed the view that an industry is customer-satisfying 

process, not a goods-producing process, is vital for all businessmen to understand. 

Cardozo (1965) proposed the concept of “customer satisfaction” to the marketing 

research and found the enhancement of customer satisfaction results in repeat 

purchases, acceptance of other products in the same product line, and even favorable 

word-of-mouth. Customer satisfaction, bearing a preeminent role in consumer research, 

has always been elaborated with definitions and driven empirical studies in research.  

The concept of customer satisfaction is often conceived as the result of a 

comparison between customers’ expectation and the actual performance of the 

product/service. Howard and Sheth (1969) purported that a buyer feels satisfied when 

the actual outcome of the purchase is judged to be better than or equal to the expected. 

Miller (1976) introduced a classification for different levels of comparison: expected, 

deserved, ideal, and minimum tolerable performance in consumers’ expectation. The 

former three levels are more likely to cause satisfaction. Churchill and Surprenant 

(1982) particularly emphasized the idea of rewards and costs, perceived by the 

customer from the purchase and use. They contended satisfaction is generated from the 

comparison between the two. In the same vein, Day (1984) noted that customer 

satisfaction is the result of consumers’ comparison, and further pointed out the 

significance of pre and post purchase experience, where consumer’s response to the 

evaluation of the perceived discrepancy exists. Lovelock and Wirtz (2004) postulated 

that once the received service exceeds the desired level in customers’ anticipation, it 

will both please and surprise customers.  
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Aside from the perspective on the basis of cognitive evaluation, some scholars 

suggested the s affective aspect of customer satisfaction. Westbrook (1980) proposed a 

Delight-Terrible scale to measure product/service satisfaction based on customer’s 

subjective feelings. Woodruff, Cadotte, and Jenkins (1983) argued that the prior 

product/brand experience may influence consumers’ perception on product/brand 

performance, and further affect their satisfaction, caused by positive/negative 

emotional arousal. To achieve valid measurement, Engel, Blackwell, and Miniard 

(1995) concurred that both customers’ objective product evaluation and their affective 

response should be measured. They also considered that satisfaction results in the 

positive disconfirmation, denoted as the incongruity between customer’s anticipation 

and the product performance, occurring when performance is better than expected. 

Oliver (1997) stated that customer delight is the reaction when receiving a service or 

product that not only satisfactory, but offers unexpected value or unanticipated 

satisfaction. Kotler (2003) agreed that satisfaction stems from the match between 

expectation and product perceived performance, and he particularly purported that high 

satisfaction or delight creates an emotional bond with the brand or company, not just a 

rational preference. 

Exploring with other approaches, some studies suggest customer satisfaction as a 

concept of customers’ holistic evaluation. Woodside, Frey, and Daly (1989) contended 

that customer satisfaction is the overall judgments of the specific service event. Cronin 

and Taylor (1992) agreed on the overall perspective that satisfaction is customers’ 

assessment of a company’s business processes. Bitner and Hubbert (1994) remarked 

that consumer’s overall satisfaction is generated from all encounters and experiences 

with the particular service supplier. In the respect, overall satisfaction can be conceived 

as a relatively stable average, which is similar to an overall attitude (Jones and Suh, 

2000). 
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Opposite to the overall point of view, some research argued that consumers’ 

satisfaction with a discrete service encounter is transaction-specific. Satisfaction in 

study conducted by Oliver (1981) can therefore be understood as consumers’ 

evaluation of the surprise/excitement inherent in a product acquisition and/or 

consumption experience along with the specific shopping surroundings. Woodruff, 

Cadotte, and Jenkins (1983) noted that satisfaction derives from consumers' reaction of 

the received product in a particular use situation. Hernon, Nitecki, and Altman (1999) 

also proposed the nature of satisfaction focuses on a personal and emotional reaction to 

the service. In addition, compared with service quality, it is a transaction specific, 

relatively short-term measure.  

Except for the previous major standpoints, recent studies switch the attention to 

the enhancement of service quality. Since service failure is inevitable, service recovery, 

for example, is viewed as a cornerstone of a customer satisfaction strategy. Spreng, 

Harrell, and Mackoy (1995) found that the recovery effort by a firm can take away the 

negative consequences of the service failure and keep the long-term overall satisfaction, 

which leads to a positive cycle, consisting of repurchase intentions and word of mouth. 

Smith, Bolton, and Wagner (1999) had shown in their empirical study that the good fit 

between service failure and the recovery effort is able to compensate customers’ 

frustration and still maintain their satisfaction toward the service supplier.  

Based on the previous research, the study defines customer satisfaction as the 

positive emotional response and perceived evaluation of the product and service 

performance on Brand's InnerShine beauty drinks. If both customers' perceived 

evaluation and emotional response are favorable, their will feel satisfied. 
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2.4.2  Construct of Customer Satisfaction 

Studies on developing the measurement of customer satisfaction are plentiful with 

multifarious approaches. There is no consensus on the best evaluation of the 

measurement. Some research views construct of CS as a form of attitude, which can be 

measured as a general concept. Day (1977) considered satisfaction is consumers’ 

overall evaluative perception influenced by the pre-purchase expectation, in-use 

process, and post-purchase experience. Fornell (1992) proposed customer satisfaction 

barometer which encompasses customers’ expectation, reaction to service failure, and 

price factor and thus contended that satisfaction can be conceived as an overall 

evaluation generated from customers’ purchase experience.  

Competing theoretical approach suggests the weighting and accumulation by 

consumers’ level of satisfaction on each product attributes is more appropriate for 

measuring CS. Singh (1991) suggested satisfaction as a multi-dimensional construct 

that consists of different components by virtue of the different research goals.  

Some other research devoted to expectancy-disconfirmation approach, which 

suggests customers’ prior expectation as their criterion to assess the actual product 

performance, and thus should be measured along with satisfaction. Churchill and 

Surprenant (1982) purported that satisfaction construct should be measured by four 

elements including expectation, performance, disconfirmation, and satisfaction. 

However, some critics concerned that expectations measurement could result in 

contamination effect—customers’ expectations will be biased by the experience after 

purchase (Gronroos, 1990). Empirical studies have also shown that performance-only 

measurement of CS appeared as the most reliable and valid, compared with the 

combination of predictive expectations and perceived performance (Yüksel and 

Rimmington, 1998). The approach is usually adopted in recent studies as well. Crosby 

and Stephens (1987) considered satisfaction can be assessed by the performance of 
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service encounter and the company, so they proposed the following three indicators: 

satisfaction with contact person, satisfaction with core service, and satisfaction with 

institution. Zeithaml and Bitner (1996) based on their previous research of service 

quality and established a model which suggests service quality, product quality, 

price/value as indicators for measuring customer satisfaction. Moreover, contextual 

factors such as situational factors, individual behavior and differences, and 

socio-cultural circumstances are taken into account, too. To refine the different 

measurements, mixture of overall evaluation and multiple construct perspective 

emerges in some studies afterwards. Voss, Parasuraman, and Grewal (1998) attempted 

to combine performance perceptions, price perceptions, and overall satisfaction into a 

scale.     

  Different theories on literature as displayed above apply different measures and 

scales in studies. Scales used mostly contains simple satisfaction scale, mixed scale, 

expectation scale, attitude scale, and affect scale. Hausknecht (1990) compared over 

thirty measures and categorized them into two dimensions: (1) cognitive, affective, 

conative concepts measured, and (2) verbal, graphic scale structure. Aiello and 

Rosenberg (1976) found some upward skewing for a mixed scale so it achieves the 

highest average satisfaction degrees, which casts a doubt on the overestimation of the 

actual customer satisfaction. However, mixed scale is still mostly adopted in research 

on CS for its shortcoming can be modified by statistic method (Chen, 2011). 

To evaluate customer satisfaction from various aspects, the study adopts measure 

developed by Barbakus, Bienstock, and Scotter (2004) for indicating customers’ 

overall satisfaction and satisfaction for merchandise and service.  
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2.5  Customer Loyalty 

 

2.5.1  Definition of Customer Loyalty 

 

Customer loyalty, which attracts both study interests in academia and practice, has 

been proven a key issue in marketing research. Many corporations and service 

providers considered it as an important source of competitive advantage (Woodruff, 

1997). In spite of making efforts on enhancing customer satisfaction, to build up their 

loyalty could be more profitable for business, since loyal customers make themselves a 

valuable asset of a company by producing huge amounts of revenue and demand less 

time and attention (Yang and Peterson 2004). Therefore, customer loyalty is significant 

due to its positive impact on sales, share of wallet, and customer retention 

(Oderkerken-Schro d̈er et al., 2003; Reynolds and Beatty, 1999). 

Some studies on loyalty investigate customers’ purchase behaviors. Kotler (2003) 

defined customers’ brand loyalty as their predisposition to constantly purchase 

products with specific brand. Newman and Werbal (1973) considered customers’ 

loyalty as the behavior of buying the same brand regularly without seeking for other 

alternatives. Raynolds, Darden, and Martin (1974) argued that customers display their 

loyalty by repeat their patronage to the same store in a period of time. Selnes (1993) 

denoted customer loyalty as consumers’ repurchase intention and the preference of the 

specific product or service. Customer loyalty manifests itself in various behaviors, such 

as the more common and repetitive patronage to the preferred service provider and 

spreading favorable word of mouth to others (Lam et al., 2004; Zeithaml, Berry, & 

Parasuraman, 1996). 

Examining customers’ purchase behaviors is a mostly adopted approach in loyalty 

research; however, for better assessing the concept of loyalty, many studies noted that 

facets such as consumers’ attitude should be taken into account. Jacoby and Kyner 
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(1973) postulated that brand loyalty does not only consist of behavioral response, but a 

function of psychological processes, which reveals customers’ decision making and the 

reasons for choosing one brand without being lured by other alternatives. Dick and 

Basu (1994) understood loyalty to be the “favorable correspondence between relative 

attitude and repeat patronage.” Hence, both repetitive purchase behavior and an 

emotional bond with a specific brand convey loyalty of customers.  

Oliver (1999) established four phases according to his framework in 1997 to 

explain the development of customer loyalty. He noted that the loyalty buildup phases 

follow the cognition-affect-conation pattern in a sequence, which ends up with a 

behavioral manner, so-called “action inertia.” The four phases are stated as follows: 

1. Cognitive loyalty: consumers’ preference to a brand occurs at the stage, 

which is unstable and fickle. Only satisfaction is processed and involved in 

consumers’ experience, they are likely to proceed into affective stage.   

2. Affective loyalty: Affect (liking) attitude of consumers grow in the stage, 

which exhibits the pleasure and sense of fulfillment offered by the product/service. 

Commitment at this phase is produced and encoded as cognition and affect in 

consumers’ mind. 

3. Conative loyalty: it implies consumers’ brand-specific commitment to 

repurchase, but such behavioral intention may be anticipated but not necessarily 

implemented. 

4. Action loyalty: action control, suggested by Kuhl and Beckmann (1985), 

occurs at the stage, meaning that behavioral intention converts into action. 

Moreover, consumers at the phase will actively overcome the obstacles that prevent 

them from purchase.   

Extended with the attitudinal perspective, customer loyalty is comprehended as a 

relationship between customers and manufacturers/service providers with commitment. 
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Zeithaml, Berry, and Parasuraman (1996) defined it as “a consumer’s intent to stay 

with an organization.” Frederick and Schefter (2000) even purported customer loyalty 

is conceived as a sense of trust between customers and firms, which reveals their 

behavioral intention to maintain an ongoing relationship. 

Customer loyalty in the study concerns both behavioral and psychological aspects. 

Hence, the study defines customer loyalty for Brand’s InnerShine beauty drinks as the 

repurchase intention and the irreplaceable role of the brand within customers’ 

perceptions.   

2.5.2  Construct of Customer Loyalty 

Many studies contribute to the refinement of loyalty measurements and 

elaboration of loyalty constructs. Fornell (1992) considered customer loyalty is 

composed of repurchase intention and price tolerance of consumers. While large 

amounts of discussions on measuring the effectiveness of frequency-based loyalty (e.g. 

the repeated patronage), some critics remain skeptical on the approach for it neglects 

the complicated nature of loyalty concept (McMullan et al., 2003). Repeat purchases 

are not always viewed as outcome of a psychological commitment toward the brand 

(TePeci, 1999).  

To better capture the multifarious dimensions of loyalty construct, researchers 

propose different measurements. Stum and Thirty (1991) maintained that loyalty can 

be measured by the following four indicators: 

  (1) making repeat purchases 

  (2) purchasing across products and service lines 

(3) giving referrals  

(4) demonstrating an immunity to the “pull” of the competitors.  
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Zeithaml (1996) suggested a measure with five dimensions on customer loyalty:  

(1) loyalty to company (e.g. to give favorable word of mouth) 

(2) propensity to switch  

(3) willingness to pay more  

(4) external response to problem (e.g. to complain with other customers) 

(5) internal response to problem (e.g. to complain with salesperson) 

Bowen and Chen (2001) integrated different measures as a synthesis: 

(1) Behavioral measurement: includes consistent, repetitious purchase behavior 

(2) Attitudinal measurement: concerned with the sense of loyalty, engagement and 

allegiance, which reflect the emotional and psychological attachment inherent in 

loyalty. 

(3) Composite measurement: a combined one with the previous two dimensions, 

which measures loyalty by customers' product preferences, propensity of 

brand-switching, frequency of purchase, recency of purchase and total amount of 

purchase. 

Grønholdt, Martensen, and Kristensen (2000) investigated the latent variable of 

customer loyalty drawn from the European Customer Satisfaction Index (ECSI) and 

operationalized by four indicators:   

(1) the customer’s intention to repurchase  

(2) intention of cross-buying (buy another product from the same company) 

(3) intention to switch to a competitor (price tolerance)  

(4) intention to recommend the brand/company to other consumers. 

Since the measure proposed by Grønholdt, Martensen, and Kristensen (2000) 

provides some insights on loyalty concept with examining the differences across 

industry, it is applied in the study to examine the customer loyalty for the Brand’s 

InnerShine beauty drinks.  
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Chapter 3 Methodology 

In this chapter, methods for conducting the study are displayed in details. The 

chapter is divided into five sections. Section 1 presents research framework with 

dictions and a graph. Section 2 discusses the hypotheses and interrelationships among 

research variables. The definitions and measurements of each variable are provided in 

Section 3 in details. Section 4 outlines the sampling methods. Section 5 explains some 

strategies for data collections and analysis.  

3.1  Research Framework 

Based on the research objectives and previous literature review, the research 

framework in this study is structured and shown in Figure 3.1.1. Both quantitative and 

qualitative methods are conducted as complementary approaches in the research.   

The research variables encompass brand image, perceived value, customer 

satisfaction and customer loyalty. The effect of brand image and perceived value as 

independent variables on customer satisfaction and customer loyalty as dependent 

variables are examined in the study. H1 indicates that brand image is positively 

associated with perceived value. H2 assumes brand image is positively related to 

customer satisfaction. H3 proposes brand image is positively related to customer 

loyalty. H4 postulates a positive association exists between perceived value and 

customer satisfaction. H5 assumes perceived value is positively related to customer 

loyalty. H6 proposes customer satisfaction and customer loyalty are positively 

correlated. The variances of demographic variables (gender, age, marital status, 

residential area, levels of education, occupation, monthly income among individuals, 

purchase channel, and purchase frequency) among each research variables are 

investigated in H7. 
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Brand Image
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Satisfaction for service

Overall Satisfaction
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Emotional value

Social value
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Intention to repurchase

Intention of cross-
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Figure 3.1.1 Research  Framework

 

 

 

 

 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

38 
 

3.2  Hypotheses 

Grounded on the literature reviews of previous studies, the study proposes seven 

hypotheses, which investigate the relationship among perceived value, brand image, 

customer satisfaction, and customer loyalty. Demographic variables and personal 

characteristics are also concerned. The basis of each hypothesis is explained as 

follows: 

The Relationship between Brand Image and Perceived Value 

Fredericks and Slater (1998) considered image of a brand or company as an important 

element for the customer value, and therefore affect customer loyalty as well. LeBlanc 

and Nguyen (1999) conducted a study on college students and found that the image of 

school had a direct impact on their perceived value of school. Maklan and Knox (1997) 

argued that customer value can be increased by the improvement of brand image 

including enhancing the product functionality and quality and creating the prestige and 

status for the owner of the brand. Grewal, Monroe, and Krishnan (1998) also suggested 

that brand name is positively correlated to the customers’ perceived quality, and further 

increases their perceived value afterwards. Recapitulating from the previous findings, 

this study proposed the first hypothesis as follows: 

 

H1: Brand image has a significantly positive impact on perceived value of 

customers.  

 

The Relationship between Brand Image and Customer Satisfaction: 

Bloemer and de Ruyter (1998) studied the retail settings and manifested that positive 

store image leads to greater level of satisfaction. Blackston (2000) examined the 

components for the long-term and positive relationship between corporate image and 

customers. His study evidenced that a favorable image enhances its dependability and 
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trust, and therefore results in satisfaction. Abdullah, Nasser, and Husain (2000) studied 

the relationship between satisfaction and loyalty via consumers’ evaluation for their 

preferred cell phone brand. They found that customers’ satisfaction level is positively 

influenced by their perceived brand image. Based on these study results, the study 

proposes the second hypothesis as follows: 

 

H2: Brand image has a significantly positive impact on customer satisfaction. 

 

The Relationship between Brand Image and Customer Loyalty:  

Osman (1993) proposed a model for articulating the relationship between store image 

and customer loyalty and noted that both positive store image and purchase 

experiences in the past among customers cause their loyalty patronage behavior. 

Andreassen and Lindestad (1998) contended that brand image impacts intended 

customers in the future, which also indicates the credence quality of a firm is the key 

for the repatronage. Study conducted by Martenson (2007) evidenced the impact of the 

brand image on customer satisfaction and loyalty in grocery retailing. According to the 

previous research, the study proposes the third hypothesis as follows: 

 

H3: Brand image has a significantly positive impact on customer loyalty.  

 

The Relationship between Perceived Value and Customer Satisfaction: 

Fornell et al., (1996) introduced American Customer Satisfaction Index (ACSI) and 

suggested that perceived value is the determinant of customer satisfaction. Cronin, 

Brady, and Hult (2000) investigated six different service industries and their finding 

indicates that both customers’ perceptions on service quality and service value result in 

satisfaction. McDougall and Levesque (2000) noted that corporates should more 
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carefully assesse perceived value from customers for a more effective examination of 

their satisfaction. On the basis of the previous studies, the study proposes the fourth 

hypothesis as follows: 

 

H4: Perceived value has a significantly positive impact on customer satisfaction.  

 

The Relationship between Perceived Value and Customer Loyalty: 

Dodds, Monroe, and Grewal (1991) considered a positive relationship exists between 

consumers’ perceived value and their intention to purchase or repurchase. Ravald and 

Grönroos (1996) argued that by increasing the benefits or reducing the sacrifice for 

customers their perceived value will be enhanced, and thus leads to loyalty. The study 

conducted by Parasuraman and Grewal (2000) on service quality also gains insights on 

the effect of perceived value for it is increased as service quality is improved, and 

eventually contributes to loyalty. Yang and Peterson (2004) suggested that companies 

which strive for loyal customers should focus on their satisfaction and perceived value 

since not only the price but the cost of product or service affects the overall evaluation 

of customers. In light of the past studies, the study proposes the fifth hypothesis as 

follows: 

 

H5: Perceived value has a significantly positive impact on customer loyalty.  

 

The Relationship between Customer Satisfaction and Customer Loyalty: 

Anderson and Sullivan (1993) stated that the key for the retention of customers is high 

level of satisfaction for it is directly related to customers’ intention for repurchase.  

Bearden and Teel (1983) assumed that marketers should pay more attention on 

customer satisfaction because it is a significant indicator for repetitive purchase, 
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favorable word of mouth and consumer loyalty. Bloemer and Poiesz (1989) contended 

that “satisfaction can be thought of as an important determinant of brand loyalty.” 

Empirical findings from LaBarbera and Mazursky (1983) revealed that brand loyal 

customers are less likely to switch brands due to higher levels of satisfaction. Based on 

the previous studies, the study proposes the sixth hypothesis as follows: 

 

H6: Customer satisfaction has a significantly positive impact on customer loyalty.  

 

The Difference among Demographic Variables and each Construct: 

Many studies offer some evidence that consumers can be characterized by variables 

such as age, income, level of education, social participation for better capturing their 

consumption behaviors (Im, Bayus, Mason, 2003). Kotler (2003) considered 

geographic, demographic, psychological, and behavioral variables as indicators for 

analyzing decision making in consumer research. Bennett and Rundle-Thiele (2004) 

specifically noted that the relationship between satisfaction and loyalty is moderated by 

personal characteristics such as demographic variables and other factors. Concerning 

the reviews of the previous studies, the study proposes the seventh hypothesis as 

follows: 

 

H7: There are significant differences among brand image, perceived value, 

customer satisfaction, and customer loyalty on different demographic variables. 

 

H7-1: There is significant difference among consumers with different genders on 

brand image, perceived value, customer satisfaction, and customer loyalty. 

 

H7-2: There is significant difference among consumers with different ages on 
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brand image, perceived value, customer satisfaction, and customer loyalty. 

 

H7-3: There is significant difference among consumers with different marital 

statuses on brand image, perceived value, customer satisfaction, and customer loyalty. 

 

H7-4: There is significant difference among consumers with different residential 

area on brand image, perceived value, customer satisfaction, and customer loyalty. 

 

H7-5: There is significant difference among consumers with different levels of 

education on brand image, perceived value, customer satisfaction, and customer 

loyalty. 

 

H7-6: There is significant difference among consumers with different occupations 

on brand image, perceived value, customer satisfaction, and customer loyalty. 

H7-7: There is significant difference among consumers with different monthly 

incomes among individuals on brand image, perceived value, customer satisfaction, 

and customer loyalty. 

 

H7-8: There is significant difference among consumers with different purchase 

channels on brand image, perceived value, customer satisfaction, and customer loyalty. 

 

H7-9: There is significant difference among consumers with different purchase 

frequencies on brand image, perceived value, customer satisfaction, and customer 

loyalty.  

 

 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

43 
 

3.3  Definition and Measurement of Variables 

For the high response rate and the convenience of statistical analysis, structured 

questionnaire is used for eliciting information from respondents. The design of 

questionnaire and each research variable will be dilated.  

3.3.1  Questionnaire Design  

The questionnaire constitutes of five sections, where respondents’ perceptions 

toward Brand’s InnerShine beauty drinks in brand image, perceived value, customer 

satisfaction, and customer loyalty are surveyed respectively. The last part is the 

background information collected from respondents and categorized as demographic 

variables. The contents of questionnaire are mainly provided from the previous studies 

(Park et al., 1986; Aaker, 1996; Sweeney and Soutar, 1991; Barbakus et al., 2004; 

Grønholdt et al., 2000); however, concerning the validity, they are slightly modified in 

order to better evaluate consumers’ ideas about edible products.  

3.3.2  Research Variables  

Each construct in the questionnaire is measured with 7-point Likert scale with 

“Strongly disagree” coded as 1, “Disagree” coded as 2, “Disagree somewhat” coded as 

3, “Undecided” coded as 4, “Agree somewhat” coded as 5, “Agree” coded as 6, 

“Strongly agree” coded as 7.   

 

Independent Variables 

Brand Image refers to “all the perceptive associations of customers who had been 

purchased Brand’s InnerShine beauty drinks,” tested by functional, symbolic, 

experiential, and organization association four constructs based on the studies from 

Park, Jaworski & Maclnnis (1986) and Aaker (1996). The operational definitions of the 

four selected constructs are established as follows: 

1. Functional: the quality or function of products or services is designed to solve 
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externally generated consumption needs, such as utility and reliability.  

2. Symbolic: the products or service fulfill internally generated needs for 

self-enhancement, role position, group membership, or ego-identification.  

3. Experiential: the products or service fulfill internally generated needs for sensory 

pleasure, variety, or cognitive stimulation. 

4. Organization association: customers’ overall impression of the brand along with all 

the associations with the brand, which are triggered by the messages sent by the 

organization.   

 

Perceived Value is defined as “the total outcome, based on consumers’ 

comparison of their perceived costs and benefits,” tested by emotional value, social 

value, price/value, and quality/performance four constructs, modified from the study of 

Sweeney & Soutar (2001). The operational definitions of the four selected constructs 

are established as follows: 

1. Emotional value: the utility generated from the feelings or affections that a product 

creates.  

2. Social value: the utility generated from the product’s ability to enhance social 

self-concept. 

3. Price/value: the utility generated from the product due to the reduction of its 

perceived short term and longer term costs. 

4. Quality/performance: the utility generated from the perceived quality and expected 

performance of the product.  

 

Dependent Variables 

Customer Satisfaction denotes “the positive emotional response and perceived 

evaluation of the product and service performance on Brand's InnerShine beauty 
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drinks,” tested by satisfaction for merchandise, satisfaction for service, and overall 

satisfaction three constructs, grounded on the study of Barbakus, Bienstock & Scotter 

(2004). The operational definitions of the three selected constructs are established as 

follows: 

1. Satisfaction for merchandise: consumers’ level of satisfaction on the quality of the 

products provided by the brand. 

2. Satisfaction for service: consumers’ level of satisfaction on the service quality 

provided by the brand. 

3. Overall satisfaction: consumers’ overall level of satisfaction derived from the 

purchase experiences of the products or service provided by the brand.   

 

Customer Loyalty is defined as “the repurchase intention and the irreplaceable 

role of the brand within customers’ perceptions,” tested by intention to repurchase, 

intention of cross-buying, price tolerance, and intention to recommend the brand to 

other customers four constructs, based on the study of Grønholdt, Martensen & 

Kristensen (2000). The operational definitions of the four selected constructs are 

established as follows: 

1. Intention to repurchase: customers’ intention for purchasing the products or service 

with the same brand in the future.  

2. Intention of cross-buying: customers’ intention for buying another product or 

service with the same brand. 

3. Price tolerance: customers’ level of acceptance for the products or service provided 

by the company. 

4. Intention to recommend the brand to other customers: customers’ intention for 

delivering favorable word of mouth to others.  
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Demographic Variables 

Gender is measured with nominal scale and categorized as “male” (coded ‘1’) and 

“female” (coded ‘2’) two groups.  

 

Age is measured with interval scale, ranging from “below 25” (coded ‘1’) to “above 51” 

(coded ‘7’) eleven groups. Marital Status is measured with nominal scale and 

categorized as “single” (including “single,” “divorced,” and “widow/er,” coded ‘1’) 

and “married” (coded ‘2’) two groups. 

 

Residential Area is measured with nominal scale and categorized as “North Taiwan” 

(coded ‘1’), “Central Taiwan” (coded ‘2’), “South Taiwan” (coded ‘3’), “East Taiwan” 

(coded ‘4’), “Outlying island” (coded ‘5’), “Other regions” (coded ‘6’) six groups.  

 

Levels of Education is measured with nominal scale and categorized as “below senior 

high” (coded ‘1’), “bachelor / junior college” (coded ‘2’), “master and above” (coded 

‘3’), “Else” (coded ‘4’) four groups.  

 

Occupations is measured with nominal scale and categorized as “students” (coded ‘1’), 

“public servants” (coded ‘2’), “manufacturing” (coded ‘3’), “service industry” (coded 

‘4’), “professionals” (coded ‘5’), “freelancers” (coded ‘6’), “housekeeping” (coded ‘7’), 

“else” (coded ‘8’) eight groups.  

 

Monthly income (Individual) is measured with interval scale, ranging from “under 

20,000 NTD” (coded '1') to “more than 60,000 NTD” six groups. 

 

Purchase Channel is measured with nominal scale and categorized as “physical 
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channels” (coded ‘1’), “online channels” (coded ‘2’), “all of the above” (coded ‘3’) 

three groups. 

 

Purchase Frequency is measured with interval scale and categorized as “once a week” 

(coded ‘1’),“once a month” (coded ‘2’), “once per three months” (coded ‘3’),“once per 

six months” (coded ‘4’), “once a year” (coded ‘5’), “less within a year” (coded ‘6’) six 

groups. 

 

3.4  Sampling 

Both quantitative and qualitative methods for sampling are employed to verify the 

determinants of dependent variables and also better grasp the characteristics and 

feedbacks of consumers from the target population. Sample size is adjusted and 

described below.  

3.4.1  Questionnaire Survey 

Main Study 

The distribution of questionnaire will be both online and offline for reaching 

different target populations. Convenience sample will be used in online survey for 

avoidance of being confined by the time, space, finance, and man power. Concerning 

the data collection from those who are considered less accessible online, such as the 

elderly and housewives, questionnaire with purposive sample administered in person 

will be more appropriate. The platforms for the online questionnaire distribution will 

be PTT and FashionGuide, for the former is the most visited bulletin board system in 

Taiwan and the latter is a popular website famous for sharing information of cosmetic, 

facial care products, and health foods. 
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3.4.2  In-depth Interview 

Due to the constraints of questionnaire design, an in-depth interview will be used 

to solicit more information from the customer of Brand’s InnerShine beauty drinks. 

Five or six respondents of the previous questionnaire survey will be selected as 

interviewees. In order to add up the diversity of data, respondents who are different 

from each other on demographic characteristics will be prioritized for interview. The 

format of interview will be semi-structured for it is considered as an effective way of 

probing for more information and clarification of answers. Also, samples with the 

varied professional, educational and personal histories are able to provide more 

insights, whose answers may not be well captured in the standardized questionnaire 

(Barriball and While, 1994). 

3.5  Data Collection and Analysis Methods  

The data collected with both quantitative and qualitative methods will be adjusted 

and analyzed with selected tools. Details are explained in the session. 

3.5.1  Questionnaire Survey 

The results of survey will be coded and inputted in SPSS version 18.0 statistical 

analysis computer package. Selected strategies for data analysis will be described in 

the session. 

 

1. Descriptive statistics analysis 

To observe the essential features and the tendency of the sampling, descriptive 

statistics will be adopted. Frequency scores, measure of central tendency and 

dispersion will be summarized and exhibited by calculating the mean scores and 

standard deviation, for the tendency of conformity and disconformity from the data 

can be revealed by the two measures.   
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2. Factor analysis 

Factor analysis helps researchers to extract the meaningful and unobserved latent 

variables from the original ones. To convert a set of possibly correlated variables 

into a set of linearly uncorrelated variables, principal component analysis (PCA) 

will be used. Some uncorrelated variables can be therefore excluded via the 

varimax of orthogonal rotation; the rest of components which are not correlated 

will be excluded. 

3. Reliability analysis 

To ensure the consistency of the measured results, reliability test is indispensable. 

Cronbach's alpha, often used in testing the summated scales, is able to determine 

the internal consistency or average correlation of items in a survey instrument and 

further gauge its reliability (Santos, 1999). For the Likert scale is used in the study, 

Cronback’s alpha is selected. Reliability coefficient recognized as acceptable 

should be 0.7 at least, but lower thresholds are used in some studies (Nunnaly, 1978; 

Santos, 1999).   

4. T-test 

T-test is a tool for evaluating the differences in means between two groups. It is 

usually used when independent variables are categorical variables (e.g. gender, 

residential area), while dependent variables are continuous ones. Independent 

samples t-test and paired-samples t-test are most employed methods; the former 

tests two samples in different populations, while the latter one tests paired sample 

within the same population (e.g. before and after). In the study, independent 

samples t-test will be adopted.  

5. Pearson product-moment correlation analysis 

To examine the strength of relationship between variables, correlation analysis is 

employed. Since Pearson product-moment correlation coefficients is the most 
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frequently applied tool for measuring the association between two interval 

variables (Sarankatos, 2005), it will also be adopted in the study. The range of 

coefficient falls into +1.00 and -1.00 which indicates a perfect positive correlation 

and a perfect negative correlation respectively. Besides, there is no linear 

relationship if an r is closed to 0 (Baggaley, 1964). It will be applied to analyze the 

correlations among perceived value, brand image, customer satisfaction, and 

customer loyalty in the research. 

6. Regression analysis 

The goal of regression analysis is to determine the values of parameters for a 

function that results in the function which best fits a set of data observations. To 

investigate the relationship between two independent variables on a dependent 

variable, multivariate regression will be adopted in the study. Specifically, the 

impact of brand image and perceived value on customer satisfaction, the impact of 

brand image and perceived value on customer loyalty, and the impact of 

satisfaction on loyalty will be examined by multivariate regression.    

7. Analysis of variance, ANOVA 

ANOVA tests whether or not the means of several groups are all equal, and it is 

appropriate for comparing two or more samples. If significant difference is found 

among the observed variables, the source of variance contains the great impact and 

can be recognized as the cause of the variance. One-way ANOVA is used when the 

data are divided into groups according to only one factor; hence, it can be adopted 

for testing whether there is significant variance of each demographic characteristic 

on dependent variables (customer satisfaction and customer loyalty).  

3.5.2  In-depth Interview 

The raw data from semi-structured interview will be collected by digital recording 

and further transcribed word by word as print copy. Content analysis will be employed 
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for interpreting and systemizing the data. The procedure for data analysis will 

primarily follow the guidelines established by Thomas (2000): (1) Preparation of raw 

data files (2) Close reading of text (3) Creation of categories (4) Overlapping coding 

and uncoded text (5) Continuing revision and refinement of category system. The 

result of analysis from interview will be compared with the results from quantitative 

analysis. An overall suggestion for marketing strategy of Brand’s InnerShine beauty 

drinks will be made accordingly. 
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Chapter 4 Data Analysis 

4.1 Sample Structure 

 

The online survey of the study was administered on the my3q.com website from 

April 26 to May 13, 2012. 492 samples were collected. After ruling out the missing 

data, only 465 samples are valid. The response rate for the valid questionnaire is 

94.51%. The valid data were analyzed by SPSS 17.0. 

 

A general demographic profile of the respondents was provided in the 

questionnaire on gender, age, level of education, occupation, marital status, personal 

monthly income, and residential area (see Table 4-1-1).  For a specific understanding 

of respondents' habits of consumption, question items for the inquiry of their purchase 

channel and the frequency of their purchase are listed (see Table 4-1-2).  

 

Gender 

The samples in the study shows that females are the majority, which accounted for 

89.9%, while males are only accounted for 10.1%. 

 

Age 

Among 465 samples, group under 25 is the majority with the most accumulated 

percentage of 40.6%. Group 26 to 30 is the second largest plurality by accounting for 

38.8 %. The amount of percentage of other groups including 31 to 35 (4.5%), 36 to 40 

(4.3%), 46 to 50 (4.1%), and above 51 (4.5%) are close to one and another. The group 

with the least amount falls into 41 to 45 year-old respondents, of which is 3.2%.   
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Level of Education 

Shown in the table, group "university/college" and group "master" are nearly as many 

as each other, with 39.5% and 38.7% of total amount respectively. Group senior high 

accounted for 21.7%. Other than the above ones only accounted for 0.1%. 

 

Occupation 

With the most accumulated percentage of 35.3%, students were the majority of the 

respondents. Respondents who answered "others" (which are other than the listed 

occupations) were the second largest group, which accounted for 26.4%. Group service 

industry had a considerable proportion with percentage of 19.5%. 

 

Marital Status 

Most respondents in the study are single, accounting for 93.9% of all. While only 6.1% 

of respondents are married. 

 

Personal Monthly Income 

The great majority falls into both group 20,001 to 30,000 NTD and group under 20,000 

NTD, which accounted for 36.1% and 35.7% respectively. With the accumulated 

percentage of 13.1, group 30,001 to 40,000 NTD is the third place among all groups. 

Group 40,001 to 50,000 NTD and group 50,001 to 60,000 NTD accounted for 9.3% 

and 3.2% respectively. The least amount of the group falls in group above 60,001 NTD 

with only 2.6%. 

 

Residential Area 

Being inquired for the residential area, most respondents categorized themselves as 

people who live in Northern Taiwan, with 81.4%. The second largest group is Southern 

Taiwan, accounting for 15.6%. Respondents from other area are relatively few; there is 
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2.8% of them came from Central Taiwan. Only 0.1% came from Eastern Taiwan and 

Outlying islands. 

 

Table 4-1-1: Descriptive Analysis of Demographics 

 Frequency  Percentage （%） 

Gender 

Male 47 10.1 

Female 418 89.9 

Age 

Under 25 189 40.6 

26 to 30 180 38.8 

31 to 35 21 4.5 

36 to 40 20 4.3 

41 to 45 15 3.2 

46 to 50 19 4.1 

Above 51 21 4.5 

Level of Education 

Senior high 101 21.7 

University/College 184 39.5 

Master 177 38.7 

Others 3 0.1 

Occupation 

Student 163 35.3 

Public servant  59 12.8 

Manufacturing 3 0.1 

Service industry 90 19.5 

Professional 26 5.7 

Freelance 3 0.1 

Housekeeping 4 0.1 

Others 117 26.4 

Marital Status 

Single 437 93.9 

Married 33 6.1 

Personal Monthly Income 

Under 20,000 NTD   166 35.7 

20,001 to 30,000 NTD 168 36.1 
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30,001 to 40,000 NTD 61 13.1 

40,001 to 50,000 NTD 43 9.3 

50,001 to 60,000 NTD 15 3.2 

Above 60,001 NTD 12 2.6 

Residential Area 

Northern Taiwan 377 81.4 

Central Taiwan 12 2.8 

Southern Taiwan 72 15.6 

Eastern Taiwan 3 0.1 

Outlying islands 1 0.1 

Others 0 0 

 

Aside from the demographic data, consumers’ using experiences are investigated 

in the questionnaire as well. Numbers and details are shown as follows: 

 

Purchase Channel  

The results of the answers for the question item “which channel do you purchase 

Brand’s InnerShine beauty drinks” are summarized as follows: According to the data, 

most respondents went to physical stores to buy the products, for the 69.2% of all had 

such experiences. Those who have purchased Brand’s InnerShine beauty drinks in 

online stores only accounted for 18.7%. There is also 12.1% of all have shopped for 

the products in both physical and online stores.  

 

Purchase Frequency 

The results of the answers for the question item “how frequent do you purchase 

Brand’s InnerShine beauty drinks” are precisely shown in the below table. With the 

most accumulated percentage of 44.6, respondents who haven’t been purchased the 

products within a year are the majority. Respondents who have been purchased the 

products “once a month,” “once per three months” and “once per six months” 
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accounted for 15.9%, 16.1%, and 13.3% respectively. Group “once a year” is 6.9%. 

With the least proportion, group “once a week” accounted for only 3.2%.  

 

Table 4-1-2: Descriptive Analysis of Consumers’ Using Experiences 

 Frequency  Percentage （%） 

Purchase Channel 

Physical stores 

（e.g. over-the-counter stores, 

convenience stores, shopping malls, 

supermarket, Brand’s chain stores） 

322 69.2 

Online stores（e.g. auction websites, 

Brand’s official website） 

87 18.7 

All of the above  56 12.1 

Purchase Frequency 

Once a week 15 3.2 

Once a month 74 15.9 

Once per three months 75 16.1 

Once per six months 62 13.3 

Once a year 32 6.9 

Less than once within a year 207 44.6 
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4.2 Descriptive Analysis 

After being ruled out the missing data, the valid data of the questionnaire will be firstly 

subjected to descriptive analysis. Mean and standard deviations of each variable (brand 

image, perceived value, customer satisfaction, and customer loyalty) is analyzed and 

displayed in order.   

1. Brand Image 

There are 18 question items in brand image construct. The mean of each item 

ranges 3.68 to 5.23, and the standard deviation ranges 0.832 to 1.416. The highest 

mean occurs in the item no. 14 “Compared with other brands of functional drinks, 

Brand’s is a trust-worthy brand” (5.23); while the lowest mean occurs in the item 

no. 10 “Drinking Brand’s InnerShine beauty drinks makes more attractive to the 

opposite sex due to the prettier appearance” (3.68). Means and standard deviations 

in each item are described in Table 4-2-1 as follows: 

 

Table 4-2-1: Frequency Distribution of Question Items in Brand Image  

Question Items M Order S.D. 

14. Compared with other brands of functional drinks, Brand’s is a trust-worthy brand. 5.23 
 

1 
0.832 

17. Brand’s is a reliable brand due to its long history. 5.23 2 0.975 

18. Due to the higher market share of beauty drinks, Brand’s is a trust-worthy brand. 5.13 
 

3 
1.009 

15. The brand image of Brand’s is associated with the concept of heath. 5.13 
 

3 
1.009 

16. Brand’s is a reliable brand due to its several national authentications. 5.1 
 

4 
0.996 

5. Drinking Brand’s InnerShine beauty drinks makes me a good complexion. 4.68 
 

5 
1.148 

4. Brand’s InnerShine beauty drinks make my skin healthier. 4.65 
 

6 
1.003 

3. The product of Brand’s InnerShine beauty drinks is reliable due to its natural 

ingredients additive. 
4.55 

 

7 1.043 

12. The fancy packing of Brand’s InnerShine beauty drinks facilitates me to purchase 

them. 
4.52 

 

8 1.105 

1. Brand’s InnerShine beauty drinks help beautify my skin. 4.42 
 

9 
1.041 
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2. Drinking Brand’s InnerShine beauty drinks make me healthier by fortifying my 

metabolism. 
4.35 

 

10 1.124 

11. Drinking Brand’s InnerShine beauty drinks gives me a refreshing feeling. 4.29 
 

11 
1.225 

9. Buying Brand’s InnerShine beauty drinks makes me more connected with others 

by sharing the topic in common. 
4 

 

12 1.416 

8. Drinking Brand’s InnerShine beauty drinks makes me more confident to myself. 3.97 
 

13 
1.284 

6. I can show my taste by drinking Brand’s InnerShine beauty drinks. 3.87 
 

14 
1.071 

13. Drinking Brand’s InnerShine beauty drinks makes me a good complexion and 

getting more complements. 
3.87 

 

14 1.315 

7. After drinking Brand’s InnerShine beauty drinks, I was admired by friends and 

colleagues due to the prettier appearance. 
3.84 

 

15 1.222 

10. Drinking Brand’s InnerShine beauty drinks makes more attractive to the opposite 

sex due to the prettier appearance. 
3.68 

 

16 1.12 

 

2. Perceived Value 

There are 15 question items in perceived value construct. The mean of each item 

ranges 3.65 to 4.77, and the standard deviation ranges 0.87 to 1.348. The highest 

mean occurs in the item no. 19 “The quality of Brand’s InnerShine beauty drinks is 

good” (4.77); whereas the lowest mean occurs in the item no. 24 “Brand’s 

InnerShine beauty drinks have good value for money” (3.65). Means and standard 

deviations in each item are described in Table 4-2-2 as follows: 

 

Table 4-2-2: Frequency Distribution of Question Items in Perceived Value  

 Question Items Mean Order S.D. 

19. The quality of Brand’s InnerShine beauty drinks is good. 4.77 
 

1 
0.87 

20. The quality of Brand’s InnerShine beauty drinks meets my expectations 

for it is the leading brand among functional drinks. 
4.74 

 

2 1.078 

22. The quality of Brand’s InnerShine beauty drinks is trust-worthy. 4.74 3 0.916 

30. Brand’s InnerShine beauty drinks are tasty. 4.71 4 1.225 

29. Brand’s InnerShine beauty drinks are delicious. 4.68 5 1.306 

33. The Brand’s InnerShine beauty drink is a popular functional drink. 4.52 6 1.133 

21. Based on my experiences of consumption, I think Brand’s InnerShine 

beauty drinks is effective. 
4.39 

 

7 0.94 
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28. Drinking Brand’s InnerShine beauty drinks makes my energetic. 4.35 8 1.234 

27. Drinking Brand’s InnerShine beauty drinks makes me refreshed. 4.06 9 1.218 

25. The function of its product and price meet my expectation. 4 10 1.048 

32. After drinking Brand’s InnerShine beauty drinks, I was admired by others 

due to my pretty and healthy appearance. 
3.97 

 

11 1.093 

31. Consuming Brand’s InnerShine beauty drinks makes me a favorable 

impression in front of others. 
3.9 

12 
1.255 

26. Drinking Brand’s InnerShine beauty drinks makes me pretty. 3.84 13 1.348 

23. The cost of Brand’s InnerShine beauty drinks is reasonable. 3.68 14 1.23 

24. Brand’s InnerShine beauty drinks have good value for money. 3.65 15 0.936 

 

 

3. Customer Satisfaction 

There are 11 question items in perceived value construct. The mean of each item 

ranges 4.1 to 5.35, and the standard deviation ranges 0.735 to 1.187. The highest 

mean occurs in the item no. 42 “It is convenient to purchase Brand’s InnerShine 

beauty drinks via physical stores, TV channels, or online stores” (5.35); while the 

lowest mean occurs in the item no. 41 “When there are some problems with the 

products, the customer service (e.g. telephone or official website) of Brand’s are 

available for assisting me to solve the problems” (4.1). Means and standard 

deviations in each item are described in Table 4-2-3 as follows: 

 

Table 4-2-3: Frequency Distribution of Question Items in Customer Satisfaction  

Question Items M Order S.D. 

42. It is convenient to purchase Brand’s InnerShine beauty drinks via physical 

stores, TV channels, or online stores. 
5.35 

1 
0.97 

35. I am satisfied with the design of Brand’s InnerShine beauty drinks. 4.87 2 0.943 

43. The instruction of Brand’s InnerShine beauty drinks is precise. 4.84 3 1.168 

44. Overall, Brand’s InnerShine beauty drinks are satisfactory. 4.81 4 1.03 

34. I am satisfied with the ingredients (e.g. berry essence and plum extract). 4.74 5 0.95 

36. I am satisfied with the utility of Brand’s InnerShine beauty drinks. 4.58 6 1.072 

37. I am satisfied with the packing of Brand’s InnerShine beauty drinks (e.g. the 

volume, the design of bottle) 
4.58 

6 
1.187 
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38. I am satisfied with the flavor of Brand’s InnerShine beauty drinks. 4.55 7 1.043 

39. The product-relevant information which Brand’s InnerShine beauty drinks 

offer is enough for me to make decisions during the purchase. 
4.55 

7 
0.946 

40. The post-purchasing service (e.g. refund or consultation) is satisfying. 4.19 8 0.859 

41. When there are some problems with the products, the customer service (e.g. 

telephone or official website) of Brand’s are available for assisting me to solve 

the problems. 

4.1 

9 

0.735 

 

4.  Customer Loyalty 

There are 15 question items in perceived value construct. The mean of each item 

ranges 3.19 to 4.55, and the standard deviation ranges 0.735 to 1.187. The highest 

mean occurs in the item no. 45 “I am willing to purchase Brand’s InnerShine 

beauty drinks next time” (4.55); while the lowest mean occurs in the item no. 55 “A 

slight increase of price of Brand’s InnerShine beauty drinks is acceptable due to the 

fluctuation of price.” (3.19). Means and standard deviations in each item are 

described in Table 4-2-4 as follows: 

 

Table 4-2-4: Frequency Distribution of Question Items in Customer Loyalty Section 

Question Items M Order S.D. 

45. I am willing to purchase Brand’s InnerShine beauty drinks next time. 4.55 1 1.043 

52. I am willing to buy Brand’s InnerShine beauty drinks with others.   4.45 2 1.161 

58. Based on my personal needs, I am willing to buy other product series of 

Brand’s (e.g. chicken essence, clam essence, bird’s nest) 
4.42 

3 
1.041 

51. I am willing to share my positive experiences of usage of Brand’s InnerShine 

beauty drinks. 
4.26 

4 
1.047 

46. Brand’s is my top priority for choosing the beauty drinks. 4.23 5 1.362 

49. I am willing to recommend Brand’s InnerShine beauty drinks to my families 

and friends.。 
4.23 

5 
1.157 

50. I am willing to recommend Brand’s InnerShine beauty drinks to my 

classmates/colleagues. 
4.19 

6 
1.091 

57. Concerning with the price and the product quality, I think it is a right decision 

to purchase Brand’s InnerShine beauty drinks. 
4.19 

6 
1.061 

47. I am willing to purchase Brand’s InnerShine beauty drinks constantly. 4.16 7 1.051 
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48. I am willing to become a loyal customer of Brand’s InnerShine beauty drinks. 4.03 8 1.093 

54. The price of Brand’s InnerShine beauty drinks is acceptable. 3.74 9 1.192 

59. I would like to receive DMs of other product series of Brand’s.  3.68 10 1.355 

53. I am willing to share the product-relevant information of Brand’s InnerShine 

beauty drinks with others (e.g. To forward the DM ) 
3.65 

11 
1.034 

56. Brand’s InnerShine beauty drinks will be my top priority even if there are other 

beauty drinks with a favorable price. 
3.61 

12 
1.288 

55. A slight increase of price of Brand’s InnerShine beauty drinks is acceptable due 

to the fluctuation of price. 
3.19 

13 
1.331 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

62 
 

4.3 Factor Analysis and Reliability Test 

In the section, factor analysis and reliability test will be conducted on all the 

variables in the research including brand image, perceived value, customer satisfaction, 

and customer loyalty. To better examine the interrelationship among these parameters 

with the most concise information, factor analysis is required in the preliminary phase 

of data analysis. Reliability test means to examine the interior consistency and stability 

of variables. The exact methods for conducting the analysis are described as follows: 

1. A test the correlation among variables 

To ensure the existence of correlation among variables, Kaiser-Meyer-Olkin (KMO) 

measure is used to test the sample adequacy before factor analysis. The value of 

KMO on parameters falls into the range of zero to one; the higher the value, the 

more suitable for the application of factor analysis. Kaiser (1974) proposed a 

calibration of the index as a standard to gauge the appropriateness of variables for 

factor analysis as follows: In the .90s — marvelous; In the .80s — meritorious; In 

the .70s — middling; In the .60s — mediocre; In the .50s — miserable; 

Below .50 — unacceptable. By the standard, once the value of KMO is below .05, 

the parameter is considered unsuitable for factor analysis.  

 

The other test should be used prior to the implementation of factor analysis is 

Bartlett’s test of sphericity (Bartlett, 1950), which speculates the significance of the 

extent of correlation between parameters by displaying the chi-square value (𝑋2). 

The higher the chi-square value along with the significant p value is less than .05, 

the higher correlation between parameters. A high chi-square value also suggests 

several factors are likely to be extracted from those examined variables (Hsieh，

2008). Table 4-3-1 with KMO value of each parameter higher than .07 and lower 

than .05 p value, suggesting that data collected from each parameter are suitable for 
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factor analysis.  

Table 4-3-1: Results of KMO and Bartlett’s Test for Constructs 

Variables KMO Bartlett’s Test of Sphericity 

𝑥2 Goodness-of-fit Test df p Value 

Brand Image .835 4729.012 55 .000*** 

Perceived Value .757 7923.871 91 .000*** 

Customer Satisfaction  .742 2571.806 28 .000*** 

Customer Loyalty .789 6298.789 55 .000*** 

 

2. Factor extraction and rotation 

To extract factors from raw data, principle component solution with orthogonal 

rotation is applied. Varimax rotation subjected here ensures the variance of loading 

within factors is the most. The criterion of choosing the factors agreed in most 

studies is suggested by Kaiser (1966): to choose factors with eigenvalue >1. 

Regarding to the criterion for choosing factors according to factor loading, Hairs et 

al (1998) contended that factor loadings should be higher than .30 as minimum. If 

loading reaches .50, the variable should be conceived as a significant one. Fornell 

(1992) proposed a stricter criterion that variables with loadings of .70 can be 

considered as significant. In the study, constructs with loadings higher than .60 and 

cumulative variance explained reaching 60% are viewed as ideal ones for 

extraction.     

(1) Brand Image Construct:  

There are two factors extracted from Brand Image construct: the factor loading 

of F1 ranges .767 to .893 and loading for F2 ranges .692 to .872 (see Table 

4-3-2). Question item no.1, no.2, no.3, no.4, no.5, and no.12 are deleted after 

extraction. 
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Table 4-3-2: Varimax-Rotated Principle Components of Brand Image  

No. Question Items F1 F2 

7 After drinking Brand’s InnerShine beauty drinks, I was admired by friends and 

colleagues due to the prettier appearance.  

.893 .184 

8 Drinking Brand’s InnerShine beauty drinks makes me more confident to myself. .867 .286 

10 Drinking Brand’s InnerShine beauty drinks makes more attractive to the 

opposite sex due to the prettier appearance. 

.852 

 

.185 

6 I can show my taste by drinking Brand’s InnerShine beauty drinks. .827 .168 

13 Drinking Brand’s InnerShine beauty drinks makes me a good complexion and 

getting more complements. 

.827 .339 

9 Buying Brand’s InnerShine beauty drinks makes me more connected with 

others by sharing the topic in common. 

.818 .022 

11 Drinking Brand’s InnerShine beauty drinks gives me a refreshing feeling. .767 .343 

17 Brand’s is a reliable brand due to its long history. .239 .872 

15 The brand image of Brand’s is associated with the concept of heath. .137 .872 

16 Brand’s is a reliable brand due to its several national authentications. .229 .845 

14 Compared with other brands of functional drinks, Brand’s is a trust-worthy 

brand. 

.153 .682 

 

(2) Perceived Value Construct 

Four factors are extracted from Perceived Value construct. The factor loading 

for F1 ranges from .796 to .902; the loading for F2 ranges from .771 to .882; 

the loading for F3 ranges from .773 to .849, and the loading for F4 ranges 

from .886 to .897 (See Table 4-3-3). Subjected to factor analysis, only question 

item no. 21 is deleted.  
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Table 4-3-3: Varimax-Rotated Principle Components of Perceived Value  

No. Question Items F1 F2 F3 F4 

26 Drinking Brand’s InnerShine beauty drinks makes me pretty. .902 .166 .170 .135 

 

32 After drinking Brand’s InnerShine beauty drinks, I was admired 

by others due to my pretty and healthy appearance.  

.885 .261 .136 .008 

31 Consuming Brand’s InnerShine beauty drinks makes me a 

favorable impression in front of others. 

.878 .245 .149 .254 

27 Drinking Brand’s InnerShine beauty drinks makes me 

refreshed. 

.854 .135 .281 .242 

28 Drinking Brand’s InnerShine beauty drinks makes my 

energetic. 

.796 .367 .217 .140 

20 The quality of Brand’s InnerShine beauty drinks meets my 

expectations for it is the leading brand among functional drinks. 

.120 .882 .311 .324 

19 The quality of Brand’s InnerShine beauty drinks is good. .269 .803 .196 .268 

33 The Brand’s InnerShine beauty drink is a popular functional 

drink. 

.273 .777 .047 .231 

22 The quality of Brand’s InnerShine beauty drinks is trust-worthy. .339 .771 .285 -.079 

25 The function of its product and price meet my expectation. .239 .279 .849 .120 

23 The cost of Brand’s InnerShine beauty drinks is reasonable. 

 

.110 .224 .813 .205 

24 Brand’s InnerShine beauty drinks have good value for money. .300 .098 .773 .211 

30 Brand’s InnerShine beauty drinks are tasty. .235 .244 .215 .897 

29 Brand’s InnerShine beauty drinks are delicious. .198 .248 .280 .886 

 

 

(3) Customer Satisfaction Construct 

Customer Satisfaction construct is extracted to two factors. The factor loading 

for F1 ranges from .693 to .823 and the loading for F2 ranges from .911 to .938 

(See Table 4-3-4). After factor extraction, question item no. 39, no. 43, and no. 

44 are deleted.  
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Table 4-3-4: Varimax-Rotated Principle Components of Customer Satisfaction  

No. Question Items F1 F2 

37 I am satisfied with the packing of Brand’s InnerShine beauty drinks (e.g. the 

volume, the design of bottle) 

.823 .100 

36 I am satisfied with the utility of Brand’s InnerShine beauty drinks. .774 .427 

34 I am satisfied with the ingredients (e.g. berry essence and plum extract). .758 .215 

35 I am satisfied with the design of Brand’s InnerShine beauty drinks. .732 .429 

38 I am satisfied with the flavor of Brand’s InnerShine beauty drinks. .709 .355 

42 It is convenient to purchase Brand’s InnerShine beauty drinks via physical stores, 

TV channels, or online stores. 

.693 .093 

41 When there are some problems with the products, the customer service (e.g. 

telephone or official website) of Brand’s are available for assisting me to solve 

the problems. 

.199 .938 

40 The post-purchasing service (e.g. refund or consultation) is satisfying. .255 .911 

 

(4) Customer Loyalty Construct 

There are three factors extracted from Customer Loyalty construct, ranging 

from .831 to .888 (F1), .771 to .869 (F2), and .797 to .908 (F3) respectively 

(See Table 4-3-5). Question item no. 46, no. 53, no.57, and no. 59 are deleted 

after factor extraction.  

 

 Table 4-3-5: Varimax-Rotated Principle Components of Customer Loyalty  

No. Question Items F1 F2 F3 

49 I am willing to recommend Brand’s InnerShine beauty drinks to my 

families and friends.。 

.888 

 

.348 .202 

50 I am willing to recommend Brand’s InnerShine beauty drinks to my 

classmates/colleagues. 

.883 .341 .212 

51 I am willing to share my positive experiences of usage of Brand’s 

InnerShine beauty drinks. 

.872 .274 .166 

48 I am willing to become a loyal customer of Brand’s InnerShine 

beauty drinks. 

.834 .307 .303 

47 I am willing to purchase Brand’s InnerShine beauty drinks 

constantly. 

.831 .239 .333 

58 Based on my personal needs, I am willing to buy other product series 

of Brand’s (e.g. chicken essence, clam essence, bird’s nest) 

.283 .869 .143 
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52 I am willing to buy Brand’s InnerShine beauty drinks with others.   .284 .854 .149 

45 I am willing to purchase Brand’s InnerShine beauty drinks next time. .417 .771 .128 

55 A slight increase of price of Brand’s InnerShine beauty drinks is 

acceptable due to the fluctuation of price. 

.288 -.059 .908 

54 The price of Brand’s InnerShine beauty drinks is acceptable. .116 .253 .885 

56 Brand’s InnerShine beauty drinks will be my top priority even if 

there are other beauty drinks with a favorable price. 

.322 .243 .797 

 

 

3. Factor denomination and reliability test 

The following phase after the factor rotation is to give names for the extracted factors, 

which will be subjected to reliability analysis afterwards. In the study, Cronbach’s α 

is adopted for testing the reliability of each construct. The conventional threshold for 

the criterion of Cronbach’s α is .70 (Nunnally, 1978). The item-to-total correlation 

coefficient should be higher than .05, which indicates the interior consistency is good.  

(1) Brand Image Construct:  

F1 and F2 extracted from Brand Image construct is denominated according to the 

studies of Park, Jaworski and Maclnnis (1986) and Aaker (1996) as “SCTI” and 

“HRI.” Both Cronbach's α of F1 and F2 is higher than .70. In addition, the 

item-to-total correlation coefficient of each of them is higher than .50, conveying 

good interior consistency. 

Factor 1: Self-Confidence & Taste Image (SCTI) 

F1 comprises of seven question items, of which the eigenvalue is 5.050 and the 

cumulative variance explained reaches 45.909 %. Its Cronbach'sαis .943 (See 

Table 4-3-6). For the components of the factors reflect the degree of consumers’ 

self-confidence and individual taste, F1 is named after "Self-Confidence & Taste 

Image (SCTI)." 
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Factor 2: Healthy & Reliable Image (HRI) 

F2 is composed of four question items, of which the eigenvalue is 3.112 and the 

cumulative variance explained reaches 74.204%. Its Cronbach'sα is .864 (See Table 

4-3-6). Since the components of the factors are relevant to consumers' perceptions 

of brand image as healthy and reliable, F2 is named after "Healthy & Reliable 

Image (HRI)." 

Table 4-3-6: Factor Analysis and Reliability Test of Brand Image  

Factor 

Naming 

Items Factor 

Loadings 

Eigenvalue item-to- total  

correlation 

SCTI Q7: After drinking Brand’s InnerShine beauty drinks, I was 

admired by friends and colleagues due to the prettier appearance.  

.893 5.050 .868 

Q8: Drinking Brand’s InnerShine beauty drinks makes me 

more confident to myself. 

.867 .870 

Q10: Drinking Brand’s InnerShine beauty drinks makes more 

attractive to the opposite sex due to the prettier appearance. 

.852 .826 

Q6: I can show my taste by drinking Brand’s InnerShine 

beauty drinks. 

.827 .780 

Q13: Drinking Brand’s InnerShine beauty drinks makes me a 

good complexion and getting more complements. 

.827 .841 

Q9: Buying Brand’s InnerShine beauty drinks makes me more 

connected with others by sharing the topic in common. 

.818 .719 

Q11: Drinking Brand’s InnerShine beauty drinks gives me a 

refreshing feeling. 

.767 .774 

Cumulative Variance Explained (％) 45.909 

Cronbach’sα .943 

HRI Q17: Brand’s is a reliable brand due to its long history. .872 3.112 .818 

Q15: The brand image of Brand’s is associated with the 

concept of heath. 

.872 .760 

Q16: Brand’s is a reliable brand due to its several national 

authentications. 

.845 .758 

Q14: Compared with other brands of functional drinks, 

Brand’s is a trust-worthy brand. 

.682 .544 

Cumulative Variance Explained (％) 74.204 

Cronbach’sα .864 
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(2) Perceived Value Construct 

According to the studies of Sweeney and Soutar (2001), F1, F2, F3, and F4 

extracted from Perceived Value construct is denominated as “Social Value,” 

“Quality,” “Price Value,” and “Emotional Value” respectively. All the Cronbach's α 

are higher than .70. In addition, and the item-to-total correlation coefficient of each 

of them is higher than .50, showing good interior consistency. 

Factor 1: Social Value 

F1 contains of five question items, of which the eigenvalue is 4.260 and the 

cumulative variance explained reaches 30.429 %. Its Cronbach'sαis .960 (See 

Table 4-3-7). The components of the factors are relevant to consumers’ 

self-perceptions toward the interrelationship with others, so F1 is named after 

“Social Value.” 

Factor 2: Quality  

F2 comprises of four question items, of which the eigenvalue is 3.086 and the 

cumulative variance explained reaches 52.470 %. Its Cronbach'sαis .902 (See 

Table 4-3-7). Since the components of the factors are relevant to the product quality, 

F2 is denominated as “Quality.” 

Factor 3: Price Value 

F3 is composed of three question items, of which the eigenvalue is 2.518 and the 

cumulative variance explained reaches 70.455 %. Its Cronbach'sαis .861 (See 

Table 4-3-7). Because the components of the factors are relevant to consumers’ 

expectation for the price in minds, F3 is denominated as “Price Value.” 

Factor 4: Emotional Value 

F4 contains two question items, of which the eigenvalue is 2.088 and the 

cumulative variance explained reaches 85.372 %. Its Cronbach'sαis .975 (See 

Table 4-3-7). For the components of the factors are relevant to consumers’ 
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expectation for the taste of beauty drinks, F4 is given name as “Emotional Value.” 

 

Table 4-3-7: Factor Analysis and Reliability Test of Perceived Value  

Factor 

Naming 

Items Factor 

Loadings 

Eigenvalue item-to- total  

correlation 

Social 

Value 

Q26: Drinking Brand’s InnerShine beauty drinks makes 

me pretty. 

.902 4.260 .891 

Q32: After drinking Brand’s InnerShine beauty drinks, 

I was admired by others due to my pretty and healthy 

appearance.  

.885 .869 

Q31: Consuming Brand’s InnerShine beauty drinks 

makes me a favorable impression in front of others. 

.878 .932 

Q27: Drinking Brand’s InnerShine beauty drinks makes 

me refreshed. 

.854 .887 

Q28: Drinking Brand’s InnerShine beauty drinks makes 

my energetic. 

.796 .860 

Cumulative Variance Explained (％) 30.429 

Cronbach’sα .960 

Quality Q20: The Emotional Value of Brand’s InnerShine 

beauty drinks meets my expectations for it is the 

leading brand among functional drinks. 

.822 3.086 .834 

Q19: The Emotional Value of Brand’s InnerShine 

beauty drinks is good. 

 

.803 

 

.821 

Q32: The Brand’s InnerShine beauty drink is a popular 

functional drink. 

 

.777 

 

.721 

Q22: The Emotional Value of Brand’s InnerShine 

beauty drinks is trust-worthy. 

.771 .740 

Cumulative Variance Explained (％) 52.470 

Cronbach’sα .902 

Price 

Value 

Q25: The function of its product and price meet my 

expectation. 

.849 2.518 .816 

Q23: The cost of Brand’s InnerShine beauty drinks is 

reasonable. 

.813 .727 

Q24: Brand’s InnerShine beauty drinks have good 

value for money. 

.773 .671 

Cumulative Variance Explained (％) 70.455 

Cronbach’sα .861 
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Emotional 

Value 

Q30: Brand’s InnerShine beauty drinks are tasty. .897 2.088 .952 

Q29: Brand’s InnerShine beauty drinks are delicious. .886 

 

.952 

Cumulative Variance Explained (％) 85.372 

Cronbach’sα .975 

 

(3) Customer Satisfaction Construct 

According to the studies of Barbakus, Bienstock & Scotter (2004), F1 and F2 

extracted from Customer Satisfaction construct is denominated as “product 

satisfaction” and “service satisfaction” respectively. Both the Cronbach's α are 

higher than .70. In addition, and the item-to-total correlation coefficient of each of 

them is higher than .50, displaying good interior consistency. 

F1: Product Satisfaction 

F1 comprises of six question items, of which the eigenvalue is 3.475 and the 

cumulative variance explained reaches 43.433 %. Its Cronbach'sαis .884 (See 

Table 4-3-8). The components of the factors are relevant to the level of customers’ 

satisfaction on the product, so F1 is denominates as “product satisfaction.” 

F2: Service Satisfaction 

F2 includes of two question items, of which the eigenvalue is 2.267 and the 

cumulative variance explained reaches 71.770 %. Its Cronbach'sαis .675 (See 

Table 4-3-8). For the components of the factors are relevant to the level of 

customers’ satisfaction on the service, F2 is denominates as “service satisfaction.” 
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Table 4-3-8: Factor Analysis and Reliability Test of Customer Satisfaction  

Factor 

Naming 

Items Factor 

Loadings 

Eigenvalue item-to- total  

correlation 

Product 

Satisfac-t

ion 

Q37: I am satisfied with the packing of 

Brand’s InnerShine beauty drinks (e.g. 

the volume, the design of bottle) 

.823 3.475 

 

.702 

Q36: I am satisfied with the utility of 

Brand’s InnerShine beauty drinks. 

.774 .807 

Q34: I am satisfied with the ingredients 

(e.g. berry essence and plum extract). 

.758 .682 

Q35: I am satisfied with the design of 

Brand’s InnerShine beauty drinks. 

.732 .751 

Q38: I am satisfied with the flavor of 

Brand’s InnerShine beauty drinks. 

.709 .696 

Q42: It is convenient to purchase 

Brand’s InnerShine beauty drinks via 

physical stores, TV channels, or online 

stores. 

.693 .544 

Cumulative Variance Explained (％) 43.433 

Cronbach’sα .884 

Service 

Satisfac-t

ion 

Q41: When there are some problems 

with the products, the customer service 

(e.g. telephone or official website) of 

Brand’s are available for assisting me 

to solve the problems. 

.938 2.267 .509 

Q40: The post-purchasing service (e.g. 

refund or consultation) is satisfying. 

.911 .509 

Cumulative Variance Explained (％) 71.770 

Cronbach’sα .675 

 

 

(4) Customer Loyalty Construct 

F1, F2, and F3 extracted from Customer Loyalty construct is denominated as 

“recommendation,” “repurchase,” and “price tolerance” respectively. All the 

Cronbach's α are higher than .70. In addition, and the item-to-total correlation 

coefficient of each of them is higher than .50, conveying good interior consistency. 
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Factor 1: Recommendation  

F1 is composed of five question items, of which the eigenvalue is 4.251and the 

cumulative variance explained reaches 38.645 %. Its Cronbach'sαis .970 (See 

Table 4-3-9). The components of the factors are relevant to the willingness of 

customers to recommend the product to others, so F1 is denominates as 

“recommendation.” 

Factor 2: Repurchase 

F1 is composed of three question items, of which the eigenvalue is 2.670 and the 

cumulative variance explained reaches 62.915 %. Its Cronbach'sαis .891 (See 

Table 4-3-9). Since the components of the factors are relevant to the willingness of 

customers to repurchase the same product, F2 is named after “repurchase.” 

Factor 3: Price Tolerance 

F3 includes three question items, of which the eigenvalue is 2.619 and the 

cumulative variance explained reaches 86.720 %. Its Cronbach'sαis .895 (See 

Table 4-3-9). The components of the factors are relevant to the level of acceptance 

of price for the customers, so F3 is denominates as “price tolerance.” 
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Table 4-3-9: Factor Analysis and Reliability Test of Customer Loyalty  

Factor 

Naming 

Items Factor 

Loadings 

Eigenvalue item-to- total  

correlation 

Recomme

-ndation 

Q49: I am willing to recommend Brand’s 

InnerShine beauty drinks to my families and 

friends.。 

.888 4.251 

 

.961 

Q50: I am willing to recommend Brand’s 

InnerShine beauty drinks to my 

classmates/colleagues. 

.883 .954 

Q51: I am willing to share my positive 

experiences of usage of Brand’s InnerShine 

beauty drinks. 

.872 .883 

Q48: I am willing to become a loyal customer 

of Brand’s InnerShine beauty drinks. 

.834 .901 

Q47: I am willing to purchase Brand’s 

InnerShine beauty drinks constantly. 

.831 .874 

Cumulative Variance Explained (％) 38.645 

Cronbach’sα .970 

Repurchase Q58: Based on my personal needs, I am 

willing to buy other product series of 

Brand’s (e.g. chicken essence, clam 

essence, bird’s nest) 

.869 2.670 

 

.831 

Q52: I am willing to buy Brand’s 

InnerShine beauty drinks with others.   

.854 .780 

Q45: I am willing to purchase Brand’s 

InnerShine beauty drinks next time. 

.771 .749 

Cumulative Variance Explained (％) 62.915 

Cronbach’sα .891 

Price 

Tolerance 

Q55:A slight increase of price of Brand’s 

InnerShine beauty drinks is acceptable due to 

the fluctuation of price. 

.908 2.619 .828 

Q54: The price of Brand’s InnerShine beauty 

drinks is acceptable. 

.885 .793 

Q56: Brand’s InnerShine beauty drinks will 

be my top priority even if there are other 

beauty drinks with a favorable price. 

.797 .760 

Cumulative Variance Explained (％) 86.720 

Cronbach’sα .895 
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4.4 Pearson Product-Moment Correlation Analysis 

To investigate whether the linear correlation exists between two continuous 

variables, Pearson product-moment correlation analysis is applied. In this section, the 

variables and constructs after being subjected to factor analysis and reliability analysis 

will be further analyzed with Pearson product-moment correlation analysis. Variables 

including brand image, perceived value, customer satisfaction, and customer loyalty 

will be addressed in first-order and second order correlation analysis.  

 

The correlation coefficient （ ） ranges -1 to +1. The closer   is to “+1”, the 

more positively correlated two continuous variables are. Vise versa, there is a strong 

negative correlation between two parameters when   is close to "-1." If   is close to 

zero, there is no linear correlation between two parameters. Generally speaking, when 

  is equal to 0.00-0.25, it means no or little correlation; 0.25-0.5 means correlation in 

a fair degree. If   is equal or above 0.75, there is a good to excellent relationship 

(Portney and Watkins, 2000).     

 

1. First-Order Correlation Analysis 

The results of the first-order correlation analysis are shown in Table 4-4-1. The 

highest correlation coefficient occurs between perceived value and customer 

satisfaction (.887), which are positively and significantly correlated. Significantly 

and highly positive correlations exist between perceived value and customer 

loyalty (.796), brand image and perceived value (.781), brand image and customer 

satisfaction (.752). Brand image is positively and moderately correlated with 

customer loyalty (.672). There is a significant moderate correlation between 

customer satisfaction and customer loyalty (.662) as well.  

 

 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

76 
 

Table 4-4-1: Correlation Analysis of Brand Image, Perceived Value, Customer 

Satisfaction and Customer Loyalty 

Variable  Brand 

Image 

Perceived 

Value 

Customer 

Satisfaction 

Customer 

Loyalty 

Brand Image Pearson 

Correlation  

1    

Sig. ---    

Perceived Value Pearson 

Correlation  

.781** 1   

Sig. .000 ---   

Customer 

Satisfaction 

Pearson 

Correlation  

.752** .887** 1  

Sig. .000 .000 ---  

Customer Loyalty 

 

Pearson 

Correlation  

.672** .796** .662** 1 

Sig. .000 .000 .000 --- 

**if the significance is ≤o.o1 (2-tailed), the correlation coefficient is significant 

 

2. Second-Order Correlation Analysis 

 

Correlation Analysis between Brand Image and Perceived Value 

The constructs of brand image are categorized as “Self-Confidence & Taste 

Image (SCTI)” and “Healthy & Reliable Image (HRI).” Perceived value is 

classified into “Social Value,” “Quality,” “Price Value,” and “Emotional Value.” 

Both constructs of brand image and perceived value are subjected to correlation 

analysis.  

 

To stepwise examine the correlation between brand image and perceived value, 

both of them are analyzed by constructs in second order. A correlation analysis is 

conducted on “SCTI” and “HRI” of brand image and “Social Value”, “Quality”, 

“Price Value”, and “Emotional Value” of perceived value (See Table 4-4-2). The 
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highest correlation coefficient occurs between “SCTI” and “Social Value” (.880), 

which is positively and significantly correlated. There is a significant moderate 

correlation between “HRI” and “Quality” (.675), which are positively correlated. 

“HRI” and “Social Value” are also positively and moderately correlated with each 

other, accounting for correlation coefficient.645. Significantly positive correlations 

in a fair degree occur between “SCTI” and “Quality” (.481), “SCTI” and 

“Emotional Value” (.419), “SCTI” and “Price Value” (.413), “HRI” and “Emotional 

Value” (.408). The lowest correlation coefficient occurs between “HRI” and “Price 

Value,” accounting for only .335; while they are still positively correlated.   

 

Table 4-4-2: Hierarchical-Stepwise Correlation Analysis of Brand Image and 

Perceived Value 

 Perceived Value 

Brand 

Image 

 

 Social Value Quality Price Value Emotional 

Value 

SCTI R=.880 

P<.000*** 

N=465 

R=.481 

P<000***  

N=465 

R=.413 

P<000*** 

N=465 

R=.419 

P<000*** 

 N=465 

HRI R=.645 

P<.000*** 

N=465 

R=.675 

P<000***  

N=465 

R=.335 

P<000*** 

N=465 

R=.408 

P<000***  

N=465 

p＜.001*** 

 

Correlation Analysis between Brand Image and Customer Satisfaction 

The constructs of brand image are categorized as “SCTI” and “HRI.” 

Customer satisfaction is classified into “product satisfaction,” and “service 

satisfaction.” Both constructs of brand image and customer satisfaction are 

subjected to correlation analysis.  
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A significantly and highly positive correlation occurs between “HRI” and 

“product satisfaction” (.752). There is a significantly moderate correlation occurs 

between “HRI” and “service satisfaction” (.598); while “HRI” and “service 

satisfaction”, “SCTI” and “product satisfaction” only achieve correlations in a fair 

degree, which are .497 and .469 respectively (See Table 4-4-3).  

 

Table 4-4-3: Hierarchical-Stepwise Correlation Analysis of Brand Image and 

Customer Satisfaction 

 Customer Satisfaction 

Brand 

Image 

 Product Satisfaction Service Satisfaction 

SCTI R=.469 

 P<.000*** 

N=465 

R=.598 

 P<.000*** 

N=465 

HRI R=.752 

  P<.000*** 

N=465 

R=.497 

  P<.000*** 

N=465 

  p＜.001 *** 

Correlation Analysis between Brand Image and Customer Loyalty 

The constructs of brand image are categorized as “SCTI” and “HRI.” 

Customer loyalty is classified into “recommendation,” “repurchase,” and “price 

tolerance.” Both constructs of brand image and customer loyalty are subjected to 

correlation analysis.  

 

Most notably, “SCTI” and “recommendation” are highly and positively 

correlated with correlation coefficient .769. Significant moderate correlations occur 

between “HRI” and “repurchase” (.583). “SCTI” and “repurchase” are only slightly 

correlated with correlation coefficient .479. Correlations in a fair degree also occur 
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between “HRI” and “recommendation” (.392), “SCTI” and “price tolerance” (.382), 

and “HRI” and “price tolerance” (.241) (See Table 4-4-4).  

 

Table 4-4-4: Hierarchical-Stepwise Correlation Analysis of Brand Image and 

Customer Loyalty  

 Customer Loyalty 

 

Brand 

Image 

 Recommendation Repurchase Price Tolerance 

SCTI R=.769 

P<.000***  

N=465 

R=.479 

P<.000*** 

N=465 

R=.382 

P<.000*** 

N=465 

HRI R=.392 

P<.000***  

N=465 

R=.583 

P<.000*** 

N=465 

R=.241 

P<.000*** 

N=465 

p＜.001*** 

 

Correlation Analysis between Perceived Value and Customer Satisfaction 

The constructs of perceived value are categorized as “Social Value,” “Quality,” 

“Price Value,” and “Emotional Value.” Customer satisfaction is classified into 

“product satisfaction,” and “service satisfaction.” Both constructs of perceived 

value and customer satisfaction are subjected to correlation analysis.  

 

Both “Quality” and “Emotional Value” are highly correlated with “product 

satisfaction,” with correlation coefficient .809 and .789 respectively. Moderate 

positive correlations occur between “Price Value” and “service satisfaction” (.642); 

besides, “Social Value” and “service satisfaction” are also significantly and 

moderately correlated (.632). There are moderate correlations between “Social 

Value” and “product satisfaction” (.611) and “Price Value” and “product 

satisfaction,” too (.546). Correlations in a fair degree occur between “Emotional 

Value” and “service satisfaction” (.495) and “Quality” and “service satisfaction” 

(.464) (See Table 4-4-5).  
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Table 4-4-5: Hierarchical-Stepwise Correlation Analysis of Perceived Value and 

Customer Satisfaction 

 Customer Satisfaction 

Perceived 

Value 

 Product Satisfaction Service Satisfaction 

Social 

Value 

R=.611 

P<.000***  

N=465 

R=.632 

P<.000***  

N=465 

Quality R=.809 

P<.000***  

N=465 

R=.464 

P<.000*** 

N=465 

Price 

Value 

R=.546 

P<.000***  

N=465 

R=.642 

P<.000***  

N=465 

Emotional 

Value 

R=.789 

P<.000***  

N=465 

R=.495 

P<.000***  

N=465 

p＜.001*** 

 

Correlation Analysis between Perceived Value and Customer Loyalty 

The constructs of perceived value are categorized as “Social Value,” “Quality,” 

“Price Value,” and “Emotional Value.” Customer loyalty is classified into 

“recommendation,” “repurchase,” and “price tolerance.” Both constructs of 

perceived value and customer loyalty are subjected to correlation analysis.  

 

Highly and significantly positive correlations occur between “Price Value” 

and “price tolerance” (.817), “Quality” and “repurchase” (.767), and Social Value” 

and “recommendation” (.717). Significantly moderate correlations occur between 

“Price Value” and “recommendation” (.603), “Quality” and “recommendation” 

(.558), “Emotional Value” and “repurchase” (.549), and “Price Value” and 

“repurchase” (.509). Correlations in a fair degree can be observed between “Social 

Value” and “repurchase” (.487), “Social Value” and “price tolerance” (.467), 
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“Quality” and “price tolerance” (.366), and “Emotional Value” and 

“recommendation” (.358). The lowest correlation coefficient occurs between 

“Emotional Value” and “price tolerance,” only .281 (See Table 4-4-6).  

 

Table 4-4-6: Hierarchical-Stepwise Correlation Analysis of Perceived Value and 

Customer Loyalty 

 Customer Loyalty 

Recommendation Repurchase Price Tolerance 

Perceived 

Value 

Social 

Value 

R=.717 

P<.000***  

N=465 

R=.487 

P<.000*** 

N=465 

R=.467 

P<.000*** 

N=465 

Quality R=.558 

P<.000***  

N=465 

R=.767 

P<.000*** 

N=465 

R=.366 

P<.000*** 

N=465 

Price 

Value 

R=.603 

P<.000***  

N=465 

R=.509 

P<.000*** 

N=465 

R=.817 

P<.000*** 

N=465 

Emotional 

Value 

R=.358 

P<.000***  

N=465 

R=.549 

P<.000*** 

N=465 

R=.281 

P<.000*** 

N=465 

p＜.001*** 

 

Correlation Analysis between Customer Satisfaction and Customer Loyalty 

The constructs of customer satisfaction are categorized as “product 

satisfaction” and “service satisfaction.” Customer loyalty is classified into 

“recommendation,” “repurchase,” and “price tolerance.” Both constructs of 

customer satisfaction and loyalty are subjected to correlation analysis.  

 

Most notably, “product satisfaction” and “repurchase” are highly and 

significantly correlated, accounting for correlation coefficient .745. Correlation in a 

fair degree occurs between “service satisfaction” and “repurchase” (.469), “service 

satisfaction” and “recommendation” (.461), and “service satisfaction” and “price 
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tolerance” (.445). The lowest correlation coefficient occurs between “product 

satisfaction” and “recommendation” (.443) (See Table 4-4-7).     

 

Table 4-4-7: Hierarchical-Stepwise Correlation Analysis of Customer Satisfaction and 

Loyalty 

 Customer Loyalty 

Customer 

Satisfaction 

 Recommendation Repurchase Price Tolerance 

Product 

Satisfaction 

R=.443 

 P<.000***  

N=465 

R=.745 

 P<.000*** 

N=465 

R=.350 

 P<.000*** 

N=465 

Service 

Satisfaction 

R=.461 

 P<.000***  

N=465 

R=.469 

 P<.000*** 

N=465 

R=.445 

 P<.000*** 

N=465 

p＜.001*** 

 

4.5 Regression Analysis 

Based on the previous investigation on the correlations among variables, the study 

will further predict the influence of independent variables on dependent variables by 

the calculation of regression in the section. Stepwise analysis on the variables in first 

order and second order will be conducted. Specifically, the influence of brand image on 

perceived value, brand image on customer satisfaction, brand image on customer 

loyalty, perceived value on customer satisfaction, perceived value on customer loyalty, 

and the influence of customer satisfaction on customer loyalty will be tested and 

examined one after another. 

 

A regression model can be conceived as a prediction on a response for a given set of 

predictor variables (Jain, 2008). To determine the value of parameters for a function 

which best fits a set of observed data is the goal of regression analysis. To investigate 
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how response／dependent variables is influenced by predictor/independent variables in 

a linear function, linear regression is applied. When there is only one predictor／

independent variable, we use simple linear regression for estimating the variance of the 

dependent variable. If there are more than one predictor/independent variable, multiple 

linear regression is applied.  

 

Before building the regression model, it is reasonable to examine all the variation of 

the possible outcome from the systematic sources; however, it is not realistic for 

practice for the sampling is usually not census. Thus, given the model structured by 

only some parameters, it is necessary to test the goodness beforehand, for its main 

feature is to evaluate the agreement between the model predictions and the observed 

data (Hagquist and Stenbeck, 1998). For the reason, 𝑅2 is chosen for the goodness of 

fit test in the study since it is considered as a summary measure for the assessment of 

agreement. The value of 𝑅2 should be higher than 0.1 for achieving the explanatory 

power of regression model. To test the significance of regression model, F test is 

applied. Specifically, to achieve the significance, the observed p value, the 

corresponding value of F value, should be less than .05. 

 

When predictor variables (independent variables) in the regression model are more 

highly correlated with other predictor variables than with the dependent variable, 

multi-collinearity in occurs, which causes a problem for differentiating the effects of 

each predictor variables on the dependent variables. To avoid it, the correlation 

coefficient is higher than 0.8 should be singled out. 

 

Other measures for assessing the multi-collinearity are tolerance and variance 

inflation factor (VIF). Tolerance value equals to 1-𝑅2 (𝑅2 means the variance of 
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independent variable explained by other variables), which ranges to 0 to 1. The larger 

the tolerance value is, the less likely the multi-collinearity occurs. On the contrary, 

since VIF is the reciprocal of tolerance, the lesser the VIF is, the less likely the 

multi-collinearity occurs. Usually, VIF statistic should be less than 10.  

 

To ensure the error terms are random and the residual of the regression model is 

independent to each other, Durbin-Watson test is applied. If and D-W statistic ranges 

1.5 to 2.5, there will not be a problem of autocorrelation.  

 

1. First-Order Regression Analysis    

Regression Analysis of Brand Image, Perceived Value on Customer Satisfaction and 

Customer Loyalty: Based on the research structure (See Table 3-1-1), the study means 

to examine the effects of brand image and perceived value on customer satisfaction and 

loyalty. Two regression models will be built by testing the effects of brand image and 

perceived value on customer satisfaction and customer loyalty. The other is about the 

effect of all the independent variables including brand image, perceived value, and 

customer satisfaction on customer loyalty.  

The results of regression analysis are shown as Table 4-5-1: Brand image and 

perceived value are significantly associated with customer satisfaction (Adjucted 

𝑅2= .795, F= 901.466, p=.000, VIF=2.563<10, D-W= 2.214). Brand image and 

perceived value are significantly associated with customer loyalty (Adjusted 𝑅2=.639, 

F= 411.825, p=.000, VIF= 2.563<10, D-W= 2.247). To sum up, both brand image and 

perceived value are significantly associated with customer satisfaction and customer 

loyalty, which are related in a positive linear sense.  

The regression equations are as follows: 

Customer Satisfaction= 13.357+ 0.769*Brand Image+0.151*Perceived Value 
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Customer Loyalty= 2.325+0.130*Brand Image+0.695*Perceived Value 

 

Table 4-5-1: First-Order Regression of Brand Image and Perceived Value on Customer 

Satisfaction and Customer Loyalty 

Predictor Variables Dependent Variables 

Customer Satisfaction Customer Loyalty 

Brand Image .769*** .130*** 

Perceived Value .151*** .695*** 

（Constant）  13.357 2.325 

  

R 
2 .796 .641 

Adjusted R 
2
 .795 .639 

F 901.466 411.825 

p  .000 .000 

VIF 2.563 2.563 

D-W  2.214 2.247 

p＜.05*, p＜.01**, p＜.001*** 

Regression Analysis of Brand Image, Perceived Value, Customer Satisfaction on 

Customer Loyalty: According to results of Table 4-5-2, brand image, perceived value 

and customer satisfaction are significantly associated with customer loyalty (Adjusted 

𝑅2=.652, F= 290.647, p=.000, VIF= 2.675~5.462<10, D-W= 2.463). Hence, brand 

image, perceived value and customer satisfaction are significantly associated with and 

customer loyalty. The following equation reveals that brand image and perceived value 

are associated with customer loyalty in a positive linear sense; whereas customer 

satisfaction is associated with customer loyalty in a negative sense.  

 

The regression equation is as follows: 

Customer Loyalty= 4.250+0.169*Brand Image+0.893*Perceived Value 

-0.257*Customer Satisfaction 
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Table 4-5-2: First-Order Regression of Brand Image, Perceived Value and Customer 

Satisfaction on Customer Loyalty 

Predictor Variables Dependent Variables 

Customer Loyalty 

Brand Image .169*** 

Perceived Value .893*** 

Customer Satisfaction -.257*** 

（Constant） 4.250 

  

R 
2 .654 

Adjusted R 
2
 .652 

F 290.647 

p .000 

VIF 2.675~5.462 

D-W 2.463 

p＜.05*, p＜.01**, p＜.001*** 

 

 

2. Second-Order Regression Analysis  

(1) Regression of Brand Image on Perceived Value  

H1: Brand image has a positive impact on perceived value 

Regression models as a tool to examine the adequacy of each hypothesis in research 

will be applied in the study for testing the effects of independent variables on 

dependent ones. H1 will be tested with two constructs (SCTI and HRI) of brand image 

as independent variables and four constructs (Social Value, Quality, Price Value, 

Emotional Value) of perceived value as dependent variables via multiple regression 

analysis. The results are shown as follows: 

 

According to Table 4-5-3, “SCTI” of brand image is significantly and positively 

associated with perceived value, which includes “Social Value,” “Quality,” “Price 
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Value,” and “Emotional Value” four constructs. Specifically, “SCTI” is significantly 

associated with “Social Value” (β= .740, p=.000), “Quality” (β= .216, p=.000), “Price 

Value” (β= .329, p=.000), and “Emotional Value” (β= .293, p=.000) in a positive sense.  

“HRI,” the other construct of brand image, is significantly and positively associated 

with perceived value, too. Specifically, “HRI” is significantly associated with “Social 

Value” (β= .304, p=.000), “Quality” (β= .575, p=.000), “Price Value” (β= .183, 

p=.000), and “Emotional Value” (β= .273, p=.000) in a positive sense.   

The regression equations are as follows: 

Social Value= -9.684+0.74*SCTI+0.304*HRI 

Quality= 4.014+0.216*SCTI+0.575*HRI 

Price Value= 5.383+0.329*SCTI+0.183*HRI 

Emotional Value= 3.497+0.293*SCTI+0.273*HRI 

The results of regression analysis indicate that H1 is supported. 

 

Table 4-5-3: Second-Order Regression of Brand Image on Perceived Value 

Predictor Variables Perceived Value 

Social Value Quality Price Value Emotional Value 

Brand 

Image 

SCTI .740*** .216*** .329*** .293*** 

HRI .304*** .575*** .183*** .273*** 

（Constant） -9.684 4.014 5.853 3.497 

     

R 
2 .848 .492 .197 .234 

Adjusted R 
2
 .847 .490 .194 .230 

F  1285.501 223.808 56.723 70.488 

p .000 .000 .000 .000 

VIF 1.270 1.270 1.270 1.270 

D-W 2.049 2.377 1.972 2.439 

p＜.05*, p＜.01**, p＜.001*** 
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(2) Regression of Brand Image and Perceived Value on Customer Satisfaction 

 

H2: Brand image has a positive impact on customer satisfaction  

To verify H2, the two constructs (SCTI and HRI) of brand image as independent 

variables and the two constructs (product satisfaction and service satisfaction) of 

customer satisfaction are subjected to regression analysis. 

 

According to Table 4-5-4, “SCTI” of brand image is significantly associated with 

customer satisfaction, which includes “product satisfaction” and “service satisfaction” 

two constructs. Specifically, “SCTI” is significantly associated with “product 

satisfaction” (β= .171, p=.000) and “product satisfaction” (β= .469, p=.000) in a 

positive sense. “HRI,” the other construct of brand image, is significantly and 

positively associated with customer satisfaction. Specifically, “HRI” is significantly 

associated with “product satisfaction” (β= .646, p=.000) and “service satisfaction” 

(β= .280, p=.000) in a positive sense.  

The regression equations are as follows: 

Product Satisfaction= 2.525+0.171*SCTI+0.646*HRI 

Service Satisfaction= 8.197+0.469*SCTI+0.280*HRI 

The results of regression analysis imply that H2 is supported.  

 

Table 4-5-4: Second-Order Regression of Brand Image on Customer Satisfaction  

Predictor 

Variables 

 Customer Satisfaction  

Product Satisfaction 

Model 1 

Service Satisfaction 

Model 2 

Brand SCTI .171*** .469*** 

  Image HRI .646*** .280*** 

（Constant）                               2.525 8.197 

    

R 
2 

 .548 .420 
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Adjusted R 
2
  .546 .417 

F  280.216 166.947 

p  .000 .000 

VIF  1.270 1.270 

D-W  2.147 2.360 

p＜.05*, p＜.01**, p＜.001*** 

 

H4: Perceived value has a positive impact on customer satisfaction 

The four constructs (Social Value, Quality, Price Value, and Emotional Value) of 

perceived value as independent variables and the two constructs (product satisfaction 

and service satisfaction) of customer satisfaction are subjected to regression analysis 

for verifying H4.  

 

The HRI of each construct of perceived value and customer satisfaction is revealed 

by the analysis results shown in Table 4-5-5. Accordingly, “Social Value” is 

significantly associated with “product satisfaction” (β= .118, p=.000) and “service 

satisfaction” (β= .406, p=.000) in a positive sense. “Quality” is significantly associated 

with “product satisfaction” (β= .496, p=.000) in a positive sense; while it is associated 

with “service satisfaction” (β= -.040, p=.357) in a negative sense. “Price Value” is 

significantly associated with “service satisfaction” (β= .374, p=.000) in a positive sense, 

but associated with “product satisfaction” (β= -.024, p=.295) in a negative sense. There 

is a significantly positive HRI between “Emotional Value” and both “product 

satisfaction” (β= .478, p=.000) and “service satisfaction” (β= .133, p=.000). 

The regression equations are as follows: 

Product Satisfaction= 10.148+0.118*Social Value+0.496*Quality-0.024*Price Value 

Service Satisfaction=12.406+0.406*Social Value-0.04*Quality+0.374*Price Value 

+0.133*Emotional Value 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

90 
 

By the observation of the above equations and the analysis results, H4 is partially 

supported.  

  

Table 4-5-5: Second-Order Regression of Perceived Value on Customer Satisfaction  

Predictor 

Variables 

 Customer Satisfaction  

Product Satisfaction 

Model 1 

Service Satisfaction 

Model 2 

Perceived Social Value .118*** .406*** 

Value Quality .496*** -.040 

 Price Value -.024 .374*** 

 Emotional Value .478*** .133*** 

（Constant）                              10.148 12.406 

    

R 
2 

 .836 .537 

Adjusted R 
2
  .834 .533 

F  585.893 133.315 

p  .000 .000 

VIF  1.620~1.844 1.620~1.844 

D-W  2.123 2.454 

p＜.05*, p＜.01**, p＜.001*** 

(3) Regression of Brand Image and Perceived Value on Customer Loyalty 

H3: Brand image has a positive impact on customer loyalty  

To verify H3, the two constructs (SCTI and HRI) of brand image as independent 

variables and the three constructs (recommendation, repurchase, and price tolerance) of 

customer loyalty are subjected to regression analysis. 

The results are shown in the below table (See Table 4-5-6). Accordingly, “SCTI” is 

significantly and positively associated with each customer loyalty. In details, “SCTI” is 

significantly associated with “recommendation,” (β= .748, p=.000) “repurchase,” 

(β= .267, p=.000) and “price tolerance” (β= .344, p=.000) in a positive sense. By 

contrast, “HRI” is only significantly associated with “repurchase” (β= .460, p=.000), 
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but its HRI with “recommendation” (β= .047, p=.156) and “price tolerance” (β= .082, 

p=.089) does not achieve significance.  

The regression equations are as follows: 

Recommendation= 5.149+0.748*SCTI+0.047*HRI 

Repurchase= 2.703+0.267*SCTI+0.460*HRI 

Price Tolerance= 4.459+0.344*SCTI+0.082*HRI 

The results and regression equations indicate that H3 is partially supported.     

  

Table 4-5-6: Second-Order Regression of Brand Image on Customer Loyalty 

Predictor Variables Customer Loyalty 

Recommendation 

Model 1 

Repurchase 

Model 2 

Price Tolerance 

Model 3 

Brand Image SCTI .748*** .267*** .344*** 

HRI .047 .460*** .082 

（Constant） 5.149 2.703 4.459 

    

R 
2 .594 .395 .152 

Adjusted R 
2
 .592 .393 .148 

F 337.774 151.087 41.250 

p .000 .000 .000 

VIF 1.270 1.270 1.270 

D-W 1.946 2.604 2.231 

p＜.05*, p＜.01**, p＜.001*** 

H5: Perceived value has a positive impact on customer loyalty 

The four constructs (Social Value, Quality, Price Value, and Emotional Value) of 

perceived value as independent variables and the three constructs (recommendation, 

repurchase, and price tolerance) of customer loyalty are subjected to regression 

analysis for verifying H4.  
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Table 4-5-7 depicts that constructs of perceived value is partially associated with 

constructs of customer loyalty. In details, “Social Value” is significantly and positively 

associated with “recommendation,” (β= .531, p=.000) and “price tolerance” (β= .173, 

p=.000), but its HRI with “repurchase,” (β= .013, p=.726) does not achieve 

significance. “Quality” is significantly associated with “recommendation,” (β= .160, 

p=.000) “repurchase,” (β= .628, p=.000) in a positive sense, but negatively associated 

with “price tolerance” (β= -.094, p=.006). “Price Value” is overall associated with each 

construct of customer loyalty in a positive sense. Specifically, it is significantly 

associated with “recommendation”, (β= .328, p=.000) “repurchase,” (β= .085, p=.022) 

and “price tolerance” (β= .889, p=.000). “Emotional Value” is overall significantly 

associated with customer loyalty; while it is associated with “repurchase” (β= .158, 

p=.000) in a positive sense, it is negatively associated with “recommendation” (β= 

-.147, p=.000) and “price tolerance” (β= -.209, p=.000).  

 

The regression equations are as follows: 

Recommendation= 3.535+0.531*Social Value+0.16*Quality 

+0.328*Price Value-0.147*Emotional Value 

Repurchase= 1.409+0.013*Social Value+0.628*Quality 

+0.085*Price Value+0.158*Emotional Value 

Price Tolerance= 1.318+0.173*Social Value-0.094*Quality 

+0.889*Price Value-0.209*Emotional Value.  

 

By observation of the results and the equations above, H5 is partially supported.  
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Table 4-5-7: Second-Order Regression of Perceived Value on Customer Loyalty 

Predictor Customer Loyalty 

Recommendation 

Model 1 

Repurchase 

Model 2 

Price Tolerance 

Model 3 

Perceived Value Social Value .531*** .013 .173*** 

 Quality .160*** .628*** -.094** 

 Price Value .328*** .085* .889*** 

 Emotional Value -.147*** .158*** -.209*** 

（Constant） 3.535 1.409 1.318  

     

R 
2 .615 .618 .714  

Adjusted R 
2
 .612 .615 .712  

F 183.875 185.924 287.634  

p .000 .000 .000  

VIF 1.620~1.844 1.620~1.844 1.620~1.844 

D-W 1.546 2.478 2.186 

p＜.05*, p＜.01**,p＜.001 *** 

 

(4) Regression of Customer Satisfaction on Customer Loyalty 

H6: Customer satisfaction has a positive impact on customer loyalty 

To verify H6, the two constructs (product satisfaction and service satisfaction) of 

customer satisfaction as independent variables and the three constructs 

(recommendation, repurchase, and price tolerance) of customer loyalty are subjected to 

regression analysis. 

Table 4-5-8 below indicates that customer satisfaction is significantly associated with 

customer loyalty in each construct in a positive sense. In details, “product satisfaction” 

is significantly and positively associated with “recommendation,” (β= .273, p=.000) 

“repurchase,” (β= .697, p=.000) and “price tolerance” (β= .152, p=.000). “Service 

satisfaction” is significantly associated with “recommendation,” (β= .311, p=.000) 

“repurchase” (β= .088, p=.000), and “price tolerance” (β= .362, p=.000) in a positive 

sense as well.  
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The regression equations are as follows: 

Recommendation= 2.982+0.273*Product Satisfaction 

+0.311*Service Satisfaction 

Repurchase= 0.078+0.697*Product Satisfaction+0.088*Service Satisfaction 

Price Tolerance= 0.710+0.152*Product Satisfaction 

+0.362*Service Satisfaction 

From the above analysis, H6 is supported.  

Table 4-5-8: Second-Order Regression of Customer Satisfaction on Customer Loyalty 

Predictor Customer Loyalty 

Recommendation 

Model 1 

Repurchase 

Model 2 

Price 

Tolerance 

Model 3 

Customer 

Satisfaction 

Product 

Satisfaction 

0.273*** 0.697*** 0.152*** 

 Service 

Satisfaction 

0.311*** 0.088*** 0.362*** 

（Constant）  2.982 0.078 0.710 

  

R 
2 0.264 0.561 0.215 

Adjusted R 
2
 0.261 0.559 0.211 

F 83.070 295.310 63.170 

p 0.000 0.000 0.000 

VIF 1.424 1.424 1.424 

D-W 1.751 2.617 2.253 

p＜.05*, p＜.01**,p＜.001 *** 

 

(5) Multiple Regression of Brand Image, Perceived Value, and Customer Satisfaction 

on Customer Loyalty 

 

To examine the whole research structure by testing the HRI of each variable with 

multiple regressions, the independent variables are drawn from two construct of brand 
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image, the four constructs of perceived value, and the two constructs of customer 

satisfaction, and the dependent variable is drawn from the three constructs of customer 

loyalty.  

 

The results of analysis are shown in Table 4-5-9. In terms of the construct of 

brand image, “SCTI” is significantly and positively associated with “recommendation” 

(β= .690, p=.000) and “repurchase” (β= .464, p=.000) ; while it is associated with 

“price tolerance” (β= .015, p=.790), it does not achieve significance. “HRI” is only 

significantly and positively associated with “repurchase” (β= .111, p=.022), but its HRI 

with “recommendation” (β= .003, p=.945) and “price tolerance” (β= -.027, p=.551) 

does not achieve significance. "Social Value,” one of the constructs of perceived value, 

is significantly associated with “repurchase” (β= -.502, p=.000) and “price tolerance” 

(β= .228, p=.001), but not significantly associated with “recommendation” (β= .024, 

p=.700). “Quality” is significantly and positively associated with “recommendation” 

(β= .247, p=.000) and “repurchase” (β= .363, p=.000), but significantly associated with 

“price tolerance” in a negative sense (β= -.110, p=.019). “Price Value” is significantly 

and positively associated with “recommendation,” (β= .442, p=.000) “repurchase,” 

(β= .135, p=.001) and “price tolerance” (β= .945, p=.000). “Emotional Value” is only 

significantly associated with “price tolerance” (β= -.212, p=.000) but in a negative 

sense. It is also negatively associated with “recommendation” (β= -.064, p=.146) and 

“repurchase” (β= -.073, p=.144). As for the constructs of customer satisfaction, 

“product satisfaction” is positively associated with “repurchase” (β= .449, p=.000) and 

“price tolerance” (β= .048, p=.496) ; whereas it is associated with “recommendation” 

(β= -.155, p=.022) in a negative sense. “Service satisfaction” is associated with 

constructs of customer loyalty in a negative sense. Specifically, it is associated with 
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“recommendation,” (β= -.243, p=.000) “repurchase,” (β= -.008, p=.847) and “price 

tolerance” (β= -.155, p=.000). 

The regression equation are as follows: 

      Recommendation= 4.245+0.69 “SCTI”+0.03 “HRI” 

+0.024 “Social Value”+0.247 “Quality” 

+0.442 “Price Value”-0.064 “Emotional Value” 

-0.155 “Product Satisfaction” 

-0.243 “Service Satisfaction” 

      Repurchase= -4.099+0.464 “SCTI”+0.111 “HRI” 

-0.502 “Social Value”+0.363 “Quality” 

+0.135 “Price Value”-0.073 “Emotional Value” 

+0.449 “Product Satisfaction” 

-0.008 “Service Satisfaction” 

       Price Tolerance= 2.751+0.015 “SCTI”-0.027 “HRI” 

+0.228 “Social Value”-0.11 “Quality” 

+0.945 “Price Value”-0.212 “Emotional Value” 

+0.048 “Product Satisfaction” 

-0.155 “Service Satisfaction” 

 

Table 4-5-9: Second-Order Multiple Regression of Brand Image and Perceived Value 

on Customer Loyalty 

Predictor Variables Customer Loyalty 

Recommendation 

Model 1 

Repurchase 

Model 2 

Price Tolerance 

Model 3 

Brand Image SCTI .690*** .464*** .015 

HRI .003 .111* -.027 

Perceived Value Social Value .024 -.502*** .228** 

 Quality .247*** .363*** -.110* 

 Price Value .442*** .135** .945*** 
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 Emotional Value -.064 -.073 -.212*** 

Customer Product Satisfaction -.155* .449*** .048 

Satisfaction Service Satisfaction -.243*** -.008 -.155*** 

（Constant） 4.245 

 

-4.099 

 

2.751 

 

R 
2 .750 .680 .726 

Adjusted R 
2
 .746 .678 .721 

F 171.313 120.991 151.001 

p .000 .000 .000 

VIF 2.169~8.314 2.169~8.314 2.169~8.314 

D-W 1.342 2.216 2.241 

p＜.05*, p＜.01**,p＜.001 *** 

4.6 Analysis of Variance 

In the section, the analysis of the variance of different demographic groups on 

variables will be conducted. Variables in the study include perceived value, brand 

image, customer satisfaction, and customer loyalty. Demographic variables contain 

gender, age, level of education, occupation, marital status, personal monthly income, 

and residential area. The consumption habits for Brand's InnerShine beauty drinks are 

contained in the questionnaire with item “Which channel do you apply mostly to 

purchase Brand's InnerShine beauty drinks?” and “How often do you purchase Brand's 

InnerShine beauty drinks?” which are put in the final section of the demographic items.   

 

The statistical tools for analyzing demographic data are chosen for the following 

reasons: (1) T-test: to compare the variance of mean between two groups, which are 

from two populations and independent to each other, data on gender and marital status 

are subjected to group t-test. (2) ANOVA: if there are three groups to compare, 

ANOVA is applied. In the study, residential area, level of education, and purchase 

channel are subjected to it. (3) MANOVA: it is applied when there are more than three 

groups to compare. Hence, age, occupation, personal monthly income, and purchase 
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frequency will be analyzed by the tool. The significance is revealed by less than 0.05 p 

value. If the significance is achieved, Duncan’s test is applied to further compare the 

variance among groups.  

 

1. T-test of Gender on Each Constructs: 

According to Table 4-6-1, there are statistically significant differences in group 

means of gender on Self-Confidence & Taste Image (SCTI), Healthy & Reliable Image 

(HRI), Social Value, Price Value, Emotional Value, Emotional Value, Recommendation, 

and Repurchase, while there is no significant difference of gender on Quality, Product 

Satisfaction, Service Satisfaction, and Price Tolerance. 

 

  Table 4-6-1: T-test Results of Gender on Brand Image, Perceived Value, Customer 

Satisfaction, and Customer Loyalty 

Items Gender 

Variable               Construct Male Female t p 

Brand Image        SCTI 4.4762 3.8724 3.655 0.000*** 

 HRI 5.8333 5.0982 6.020 0.000*** 

Perceived Value Social Value 4.7333 3.9500 4.459 0.000*** 

 Quality 4.7500 4.6875 1.147 0.252 

 Price Value 3.3333 3.8214 -3.314 0.001** 

 Emotional Value 3.1667 4.8571 -9.398 0.000*** 

Customer Satisfaction Product Satisfaction 4.7778 4.7798 -0.024 0.981 

 Service Satisfaction 4.3333 4.1250 1.563 0.124 

Customer Loyalty Recommendation 4.6000 4.1286 2.944 0.003** 

 Repurchase 4.7778 4.4405 2.203 0.028* 

 Price Tolerance 3.6667 3.5000 0.850 0.399 

p＜.0*5, p＜.01**, p＜.001*** 

2. MANOVA of Age on Each Construct:  

The results of Table 4-6-2 and Table 4-6-3 indicate that there are statistically 

significant differences in group means of age on Quality and Repurchase. However, 

there is no significant difference of age on Self-Confidence & Taste Image (SCTI), 
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Healthy & Reliable Image (HRI), Social Value, Price Value, Emotional Value, Product 

Satisfaction, Service Satisfaction, Recommendation, and Price Tolerance. In details, 

the group mean of “Quality” among group above 50 (M= 4.7976), group 26-30 (M= 

4.8556), and group 46-50 (M= 4.9079) is more than in group 36-40 (M= 4.25) 

according to Duncan’s test. 

 

Table 4-6-2: MANOVA Results of Age on Brand Image, Perceived Value, Customer 

Satisfaction, and Customer Loyalty (1) 

Items Age 

Variable    Construct Under 

25 
26-30 31-35 36-40 41-45 46-50 

Above 

50 

Brand Image SCTI 3.9917 3.8516 3.8844 3.7357 3.9048 4.3308 3.9524 

 HRI 5.0979 5.2764 4.9524 5.0125 5.3000 5.3158 5.0357 

Perceived Value Social Value 4.0032 4.0489 3.9905 3.8200 4.1200 4.3474 3.9048 

 Quality 4.5794 4.8556 4.4048 4.2500 4.7667 4.9079 4.7976 

 Price Value 3.7584 3.8222 3.7619 3.4667 4.0000 3.7368 3.6852 

 Emotional Value 4.5503 4.8639 4.6429 4.6000 4.9333 4.7895 4.4048 

Customer 

Satisfaction 

Product Satisfaction 4.7390 4.8000 4.6825 4.7250 5.0222 5.0088 4.7381 

Service Satisfaction 4.0476 4.2611 4.1667 4.0000 4.1667 4.1579 4.1190 

Customer Loyalty Recommendation 4.2021 4.1722 3.9714 3.9500 4.1200 4.3053 4.2762 

Repurchase 4.3351 4.6037 4.1429 4.2500 4.7111 4.7368 4.7302 

 Price Tolerance 3.5802 3.4370 3.5397 3.0333 3.7333 3.7018 3.7302 

 

Table 4-6-3: MANOVA Results of Age on Brand Image, Perceived Value, Customer 

Satisfaction, and Customer Loyalty (2) 

Items Age 

 Variable         Construct  F p Duncan 

Brand Image SCTI .832 .545 （4235716） 

 HRI 1.425 .203 （3471256） 

Perceived Value Social Value .440 .852 （47312556） 

 Quality 3.123 .005** （4315,315726） 

 Price Value .612 .721 （4761325） 

 Emotional Value 1.298 .257 （7143625） 

Customer Product Satisfaction .634 .703 （3471265） 
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Satisfaction Service Satisfaction 1.337 .239 （4176352） 

Customer Loyalty Recommendation .407 .875 （4352176） 

Repurchase 2.386 .028* （3412576） 

 Price Tolerance 1.113 .354 （4231675） 

p＜.05*, p＜.01**, p＜.001*** 

 

3. ANOVA of Level of Education on Each Construct: 

Since there were only three samples that could be found in item “others,” to achieve 

statistically significance, they are equally divided into other three items including 

“senior high,” “college,” and “master.” According to Table 4-6-4, there are statistically 

significant differences in group means of level of education on Self-Confidence & 

Taste image (SCTI), Healthy & Reliable Image (HRI), Social Value, Quality, Product 

Satisfaction, Recommendation, and Repurchase, while there is no significant 

differences on Price Value, Emotional Value, Service Satisfaction, and Price Tolerance.   

 

Table 4-6-4: ANOVA Results of Level of Education on Brand Image, Perceived Value, 

Customer Satisfaction, and Customer Loyalty 

Items  Levels of Education  

Variable Construct Senior high College Master F p  Duncan  

BI SCTI      3.7808 3.7244 4.2262 11.870 .000*** （213） 

 HRI       5.0347 4.9185 5.5014 28.523 .000*** （213） 

PV Social Value 3.8574 3.8717 4.2778 7.343 .001** （123） 

 Quality 4.4103 4.7054 4.9764 20.521 .000*** （213） 

 Price Value 3.7756 3.8116 3.7352 .294 .745 （132） 

 Emotional Value 4.6980 4.7147 4.6694 .060 .942 （312） 

CS Product Satisfaction 4.7657 4.5770 4.9944 12.424 .000*** （213） 

Service Satisfaction    4.0644 4.1141 4.2222 1.633 .196 （123） 

CL Recommendation 

Repurchase 

Price Tolerance 

4.2079 3.9870 4.3467 5.739 .003** （213） 

4.4719 4.1486 4.8056 22.312 .000*** （213） 

3.4488 3.4704 3.5978 .772 .463 （132） 

p＜.05*, p＜.01**, p＜.001*** (BI: brand image, PV: perceived value, CS: customer satisfaction, CL: 
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customer loyalty) 

4. MANOVA of Occupation on Each Construct: 

According to Table 4-1-1 in 4-1, for there are too few samples on item 

manufacturing, freelance, and housekeeping, data of the above three items are equally 

divided into other items to achieve statistically significance. The results of Table 4-6-5 

imply that there are statistically significant differences in group means of occupation 

on Healthy & Reliable Image (HRI), Social Value, Quality, Price Value, Emotional 

Value, Product Satisfaction, Service Satisfaction, Repurchase, and Price Tolerance. 

Self-Confidence & Taste Image (SCTI) and Recommendation are the two constructs 

that does not reflect significant differences on the data of occupation.  

 

Table 4-6-5: MANOVA Results of Occupation on Brand Image, Perceived Value, 

Customer Satisfaction, and Customer Loyalty (1) 

 
Items Occupation 

  

 

Variable 

 

Construct Student 
Public 

Servant 

Service 

Industry 
Professional   Others 

BI SCTI 4.0130 3.9286 3.9286 3.5000 3.9286 

 HRI 5.2955 5.3125 5.0417 5.5000 4.9375 

 PV Social Value  3.8909 4.4500 4.1000 4.3000 3.8750 

 Quality  4.8409 4.9375 4.9167 4.8409 4.1563 

 Price Value  3.7879 4.0833 3.8333 4.3333 3.4167 

 Emotional Value  4.5909 5.0000 5.4167 4.5000 4.1875 

CS Product Satisfaction 4.8030 5.0417 5.0833 5.0000 4.3333 

 Service Satisfaction 4.0909 4.3750 4.0833 4.5000 4.0625 

CL Recommendation 4.1636 4.0500 4.1333 4.5000 4.2000 

 Repurchase 4.7273 4.4167 4.6111 4.3333 4.0833 

 Price Tolerance 3.6364 3.9167 3.4778 3.8333 3.2500 

(BI: brand image, PV: perceived value, CS: customer satisfaction, CL: customer loyalty) 
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Table 4-6-6: MANOVA Results of Occupation on Brand Image, Perceived Value, 

Customer Satisfaction, and Customer Loyalty (2) 

Items Occupation 

Variable      Construct F p     Duncan 

BI SCTI 1.474 .209 （5,2481） 

 HRI 6.019 .000*** （84,412,125） 

PV Social Value 3.781 .005** （814,452） 

 Quality 17.516 .000*** （8,1542） 

 Price Value 9.148 .000*** （8,142,25） 

 Emotional Value 15.534 .000*** （851,2,4） 

CS Product Satisfaction 15.936 .000*** （8,1524） 

 Service Satisfaction 3.761 .005** （841,25） 

CL Recommendation 1.029 .392 （2418,4185） 

 Repurchase 8.706 .000*** （852,524,241） 

 Price Tolerance 5.575 .000*** （841,152） 

p＜.05*, p＜.01**, p＜.001*** (BI: brand image, PV: perceived value, CS: customer satisfaction, CL: 

customer loyalty) 

5. T-test of Marital Status on Each Construct: 

The results shown in Table 4-6-7 reveal that there are statistically significances of 

marital status on Healthy & Reliable Image (HRI), Social Value, Price Value, 

Emotional Value, Product Satisfaction, Recommendation, Repurchase, and Price 

Tolerance. However, there were not significant differences reflected by 

Self-Confidence & Taste Image (SCTI), Quality, and Service Satisfaction in terms of 

marital status.  
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Table 4-6-7: T-test Results of Marital Status on Brand Image, Perceived Value, 

Customer Satisfaction, and Customer Loyalty 

Items Marital Status 

Variable      Construct Single Married t p 

Brand Image SCTI 3.9655 3.4286 -4.544 .051 

 HRI 5.1724 5.1250 -0.311 .000*** 

Perceived Value Social Value 4.0345 3.9000 -0.623 .000*** 

 Quality 4.6983 4.6250   -0.592 .918 

 Price Value 3.7356 4.3333 3.373 .002** 

 Emotional Value 4.7414 4.0000 -3.172 .000*** 

Customer Satisfaction Product Satisfaction 4.8046 4.4167 -2.524 .022* 

 Service Satisfaction 4.1207 4.5000 3.794 .893 

Customer Loyalty Recommendation 4.1862 4.0000 -0.958 .000*** 

 Repurchase 4.5057 4.0000 -2.752 .001** 

 Price Tolerance 3.4713 4.1667 3.220 .000*** 

p＜.05*, p＜.01**, p＜.001*** 

6. MANOVA of Personal Monthly Income on Each Construct: 

According to Table 4-6-8 and Table 4-6-9, the significantly differences of personal 

monthly income are reflected on all constructs.  

Table 4-6-8: MANOVA Results of Personal Monthly Income on Brand Image, Perceived Value, 

Customer Satisfaction, and Customer Loyalty (1) 

Personal Monthly Income 

Construct 

Under2

0,000 

NTD  

20,001- 

30,000 

NTD 

30,001- 

40,000 

NTD 

40,001- 

50,000 

NTD 

50,001- 

60,000 

NTD 

Above 

60,001 

NTD 

SCTI 4.0310 4.1039 3.6071 3.7619 4.0000 2.8571 

HRI 5.2955 4.8864 5.5000 5.3333 5.0000 5.2500 

Social Value 3.8909 4.2182 3.7500 4.2667 4.0000 3.8000 

Quality 4.8409 4.2955 4.8750 5.4167 4.0000 5.2500 

Price Value 3.7879 4.0000 2.8333 3.7778 4.0000 4.6667 

Emotional Value 4.5909 4.9545 4.0000 5.5000 4.0000 4.0000 

Product Satisfaction 4.8030 4.6818 4.8750 5.1667 4.0000 4.8333 

Service Satisfaction 4.0909 4.3636 3.6250 4.0000 4.0000 5.0000 

Recommendation 4.1636 4.4000 3.8000 4.0000 4.0000 4.0000 

Repurchase 4.7273 4.3636 4.1667 4.6667 3.6667 4.3333 

Price Tolerance 3.6364 3.8182 2.0833 3.4444 4.0000 4.3333 
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Table 4-6-9: MANOVA Results of Personal Monthly Income on Brand Image, 

Perceived Value, Customer Satisfaction, and Customer Loyalty (2) 

Personal Monthly Income 

Construct F         p Duncan 

SCTI 5.721 0.000*** （6,34512） 

HRI 7.956 0.000*** （2561,5614,6143） 

Social Value 2.660 0.022* （361524） 

Quality 21.205 0.000*** （52,13,36,64） 

Price Value 19.838 0.000*** （3,4152,6） 

Emotional Value 12.278 0.000*** （3561,12,24） 

Product Satisfaction 5.675 0.000*** （5,2163,1634） 

Service Satisfaction 14.406 0.000*** （3,4512,6） 

Recommendation 3.712 0.003** （34561,45612） 

Repurchase 6.623 0.000*** （5,3624,6241） 

Price Tolerance 30.471 0.000*** （3,412,125,256） 

p＜.05*, p＜.01**, p＜.001*** 

7. ANOVA of Residential Area on Each Construct: 

The results of Table 4-6-10 shows that there are significant differences of residential 

area on identification, Social Value, Price Value, Emotional Value, service satisfaction, 

recommendation, and repurchase; whereas there is no statistically significant 

differences that can be found on HRI, Quality, product satisfaction, and price tolerance. 

Table 4-6-10: ANOVA Results of Residential Area on Brand Image, Perceived Value, 

Customer Satisfaction, and Customer Loyalty 

Items   Residential Area 

Variable    Construct Northern 

Taiwan 

Central 

Taiwan 

Southern 

Taiwan 
F p Duncan 

BI SCTI 4.0971 3.1429 3.2571 26.151 .000*** （23,1） 

 HRI 5.1400 5.2500 5.3000 1.306 .272 （123） 

PV Social Value 4.0960 3.6000 3.7600 3.825 .023* （231） 

 Quality 4.6800 4.7500 4.7500 .230 .795 （123） 

 Price Value 3.6933 4.0000 4.1333 7.351 .001** （123） 

 Emotional Value 4.7800 4.0000 4.4000 5.373 .005** （231） 

CS Product Satisfaction 4.7733 4.5000 4.8667 1.311 .271 （213） 

 Service Satisfaction 4.0800 4.0000 4.5000 10.082 .000*** （213） 
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CL Recommendation 3.0000 3.4400 4.3680 41.705 .000*** （231） 

 Repurchase 4.5333 4.0000 4.2667 4.174 .016* （231） 

 Price Tolerance 3.4667 4.0000 3.6667 2.308 .101 （132） 

p＜.05*, p＜.01**, p＜.001*** (BI: brand image, PV: perceived value, CS: customer satisfaction, CL: 

customer loyalty) 

8. ANOVA of Purchase Channels on Each Construct: 

Significant differences of consumers' purchase channels can be found on Social 

Value, Quality, expected taste, product satisfaction, service satisfaction, repurchase, 

and price tolerance. However, no significance can be found on SCTI, HRI, Price Value, 

and recommendation (See Table 4-6-11). 

 

 

Table 4-6-11: ANOVA Results of Purchase Channels on Brand Image, Perceived Value, 

Customer Satisfaction, and Customer Loyalty  

Items   Purchase Channels 

Construct Physical 

Stores 

Online 

Stores 

 Both  

 
  F p Duncan 

BI SCTI 3.9259 3.8756 4.0357 0.406 0.667 （213） 

 HRI 5.1281 5.2235 5.3125 1.555 0.212 （123） 

PV Social Value 3.9406 3.9765 4.5500 7.487 0.001** （123） 

 Quality 4.6320 4.7529 4.9375 3.330 0.037* （12,23） 

 Expected Price 3.7531 3.7529 3.9167 0.775 0.461 （213） 

 Emotional Value 4.6078 4.7118 5.1250 4.399 0.013* （123） 

CS Product Satisfaction 4.6797 4.8235 5.2500 13.047 0.000*** （123） 

 Service Satisfaction 4.1125 4.0176 4.5000 8.175 0.000*** （213） 

CL Recommendation 4.1400 4.1788 4.3500 1.053 0.350 （123） 

 Repurchase 4.3865 4.4275 5.0000 10.415 0.000*** （123） 

 Price Tolerance 3.4781 3.4941 3.7500 1.420 0.243* （123） 

p＜.05*,p＜.01 **, p＜.001*** (BI: brand image, PV: perceived value, CS: customer satisfaction, CL: 

customer loyalty) 

9. MANOVA of Purchase Frequency on Each Construct: 

From the observation of the results in Table 4-6-12, there are significantly 
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differences shown among data regarding consumers’ purchase frequency on all the 

constructs.  

 

Table 4-6-12: MANOVA Results of Purchase Frequency on Brand Image, Perceived 

Value, Customer Satisfaction, and Customer Loyalty  

Items Purchase Frequency  

Construct 
Once/we

ek 

Once/ 

month 

Once/3

months 

Once/6 

months 

Once/ 

year 

Less 

than 

once/ 

year 

F p 
Duncan 

 

SCTI 3.4286 4.6571 4.3429 3.8571 3.9286 3.5816 16.871 0.000*** （65,432,1） 

HRI 6.2500 5.6000 5.5500 5.5000 5.0000 4.7321 38.773 0.000*** （561,143,432） 

Social Value 4.0000 4.6800 4.4000 4.2000 3.6000 3.6714 13.219 0.000*** （63,315,24） 

Quality 4.7500 5.2500 4.6000 5.3125 5.2500 4.3393 23.696 0.000*** （1365,652,4） 

Price Value 3.3333 4.0000 3.3333 4.7500 3.6667 3.6190 23.039 0.000*** （1,6,53,324） 

Emotional Value 2.0000 5.3000 5.1000 5.5000 4.7500 4.2857 40.733 0.000*** （1,6,53,324） 

Product Satisfaction 4.1667 4.9667 5.0000 5.5417 5.0833 4.4167 30.280 0.000*** （16,235,4） 

Service Satisfaction 3.5000 4.2000 4.1000 4.6250 4.0000 4.0714 8.181 0.000*** （1,5632,4） 

Recommendation 4.4000 5.0800 4.3600 4.2500 4.2000 3.7429 24.724 0.000*** （6,5431,2） 

Repurchase 4.6667 4.9333 4.7333 5.0000 4.6667 4.0238 20.592 0.000*** （6,15324） 

Price Tolerance 5.0000 3.6000 2.6667 4.2500 2.6667 3.5952 27.539 0.000*** （35,62,4,1） 

p＜.05*, p＜.01**, p＜.001*** (BI: brand image; PV: perceived value; CS: customer satisfaction; CL: 

customer loyalty) 
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4.7 Hypotheses Testing 

According to the findings in the study in the previous sections, the results of the 

hypothesis testing are shown in the below tables (See Table 4-7-1 and Table 4-7-2). 

 

Table 4-7-1: Main Hypotheses and the Results 

No. Hypothesis Results 

H1 Brand image has a significantly positive impact on perceived value. Supported 

H1-1 Self-confidence & taste image has a significantly positive impact on perceived 

value. 

Supported 

H1-2 Healthy & reliable image has a significantly positive impact on perceived value. Supported 

H2 Brand image has a significantly positive impact on customer satisfaction. Supported 

H2-1 Self-confidence & taste image has a significantly positive impact on customer 

satisfaction. 

Supported 

H2-2 Healthy & reliable image has a significantly positive impact on customer 

satisfaction. 

Supported 

H3 Brand image has a significantly positive impact on customer loyalty. Supported 

H3-1 Self-confidence & taste image has a significantly positive impact on customer 

loyalty. 

Supported 

H3-2 Healthy & reliable image has a significantly positive impact on customer loyalty. Supported 

H4 Perceived value has a significantly positive impact on customer satisfaction. Partially 

Supported 

H4-1 Social value has a significantly positive impact on customer satisfaction. Supported 

H4-2 Quality has a significantly positive impact on customer satisfaction. Partially 

Supported 

H4-3 Price value has a significantly positive impact on customer satisfaction. Partially 

Supported 

H4-4 Emotional value has a significantly positive impact on customer satisfaction. Supported 

H5 Perceived value has a significantly positive impact on customer loyalty.  Partially 

Supported 

H5-1 Social value has a significantly positive impact on customer loyalty. Supported 

H5-2 Quality has a significantly positive impact on customer loyalty. Partially 

Supported 

H5-3 Price value has a significantly positive impact on customer loyalty. Supported 

H5-4 Emotional value has a positive impact on customer loyalty. Partially 

Supported 
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Table 4-7-2: Hypotheses of Demographics and the Results 

No. Hypothesis Results 

H7 There are significant differences on different demographic 

variables among brand image, perceived value, customer 

satisfaction, and customer loyalty.   

Partially 

Supported 

H7-1 There is significant difference among consumers with different 

genders on brand image, perceived value, customer satisfaction, 

and customer loyalty. 

Partially 

Supported 

H7-2 There is significant difference among consumers with different 

ages on brand image, perceived value, customer satisfaction, 

and customer loyalty. 

Partially 

Supported 

H7-3 There is significant difference among consumers with different 

marital statuses on brand image, perceived value, customer 

satisfaction, and customer loyalty. 

Partially 

Supported 

H7-4 There is significant difference among consumers with different 

residential area on brand image, perceived value, customer 

satisfaction, and customer loyalty. 

Partially 

Supported 

H7-5 There is significant difference among consumers with different 

levels of education on brand image, perceived value, customer 

satisfaction, and customer loyalty. 

Supported 

H7-6 There is significant difference among consumers with different 

occupations on brand image, perceived value, customer 

satisfaction, and customer loyalty. 

Partially 

Supported 

H7-7 There is significant difference among consumers with different 

monthly incomes among individuals on brand image, perceived 

value, customer satisfaction, and customer loyalty. 

Partially 

Supported 

H7-8 There is significant difference among consumers with different 

purchase channels on brand image, perceived value, customer 

satisfaction, and customer loyalty. 

Partially 

Supported 

H7-9 There is significant difference among consumers with different 

purchase frequencies on brand image, perceived value, 

customer satisfaction, and customer loyalty. 

Supported 

 

H6 Customer satisfaction has a significantly positive impact on customer loyalty. Supported 

H6-1 Product satisfaction has a significantly positive impact on customer loyalty. Supported 

H6-2 Service satisfaction has a significantly positive impact on customer loyalty. Supported 
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Based on the above results, the research structure suitable for the study of functional 

drinking are modified as follows: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4-7-1: Modified Research Framework 
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4-8 Qualitative Analysis of Results 

 

Incorporating with the marketing mix (product, price, place, and promotion) and 

the summary of in-depth interviews, the section presents some points for refining the 

marketing strategies for Brand’s InnerShine beauty drinks. 

 

The right product 

What makes a right product depends on its components. Analyzing from the 

nature of beauty drinks, aspects including ingredients, taste, packing, and appearance 

should be taken into consideration. Some interviewees suggested that additive nutrients 

makes a beauty drink more appealing, so ingredients such as cranberry, grape seed 

extract, Vitamin C, collagen…and so on can be added in. Many of interviewees 

considered the flavor is agreeable but the taste is too thick, and thus the drink can be 

diluted more for a better taste. In terms of packing, some female interviewees thought 

it is convenient for carrying out but still preferred a lighter and break-proof texture. 

Male interviewee regarded the style of product design as too feminine. If the visual 

design of color and pattern on the bottle is modified and keeps the dynamic, healthy, 

and neutral style, it will be more attractive among male consumers.  

 

Sold at a right price 

Most respondents for questionnaire survey and interviewees reflected that the 

price is a bit too high. Most of them considered the spending on health foods per month 

which ranges 1,000 to 2,000 NTD is affordable. Hence, the unit price of Brand’s 

InnerShine beauty drink can be lowered down below 60 NTD, which may facilitate 

customers to purchase it more often.   
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In the right place 

Echoed with the quantitative analysis of results, most interviewees preferred to 

visit physical stores for purchase (Most of them bought there due to the sale season). 

Since the Brand’s runs its own shopping mall online (club.brands.com.tw), they can 

provide a more favorable price than physical stores to attract more consumers, reduce 

inventory, and keep more loyal club members.  

 

Using the most suitable promotion   

Many female interviewees considered the endorsement by ordinary people or 

professionals makes a product more credible and appealing. They are skeptical about 

the credibility of celebrity endorsement. In addition, sales promotion and sample trial 

can be good tools for motivating consumers for purchase. Many of interviewees 

thought positive word-of-mouth given from families and friends make the product 

more satisfactory.  
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Chapter 5 Discussion and Conclusions 

In the chapter, both quantitative and qualitative findings in the study will be 

induced and discussed. Also, the conclusions will be made by examining how research 

objectives are verified. Furthermore, the study will make suggestions for Brand's 

marketing management accordingly. Finally, limitations and future development of the 

study will be proposed. 

 

5.1 Study Conclusions 

1. The theoretical and practical meaning of “brand image,” “perceived values,” 

“customer satisfaction,” and “customer loyalty” for Brand’s management are 

examined.  

(1) Brand Image 

In accordance with Table 4-2-1, mean of question items within “HRI” 

construct (Healthy & Reliable Image) are the highest ones, which manifests that 

most respondents tend to associate the brand image of Brand’s with health and 

reliability. Due to its reputation and long history in Taiwan, Brand’s is recognized 

by most people as noteworthy brand among health foods market. By contrast, 

question items No. 6, 13, 7, and 10 acquire the lowest mean. A possible 

explanation for the scenario could be the weak connection between Brand’s and 

the improvement of self-image and interpersonal relationships.  

 (2) Perceived Value 

Mean of question items within “Quality” construct of perceived value are the 

highest ones, which indicates that most respondents consider of Brand’s 

InnerShine beauty drinks are products with good quality (See Table 4-2-2). 

Nonetheless, mean of question items no. 26, 23, 24 are the lowest ones, of which 
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the cause might be the ambiguity of the dictions in the questions. Since the 

self-perceptions of appearance and the value of product are subjective to each 

individual, these questions may better evaluate the perceived value construct after 

being refining the dictions.  

 (3) Customer Satisfaction 

Table 4-2-3 shows that Product Satisfaction construct reaches the highest 

mean within question items of customer satisfaction variable, which implies most 

respondents are satisfied with the design of packing along with the precise 

instruction. Most notably, respondents give assent to the convenience regarding 

the purchase channels such as physical store, online stores and TV channels, 

where Brand’s InnerShine beauty drinks are available. The result also indicates 

the high market visibility of the product, which is favorable for its marketing 

management. On the other hand, the lowest mean of the construct falls into no. 39, 

40, and 41, which are relevant to the degree of customers’ satisfaction on Brand’s 

service. Customization on the post-purchase service including refund or 

consultation could be a solution. To achieve this, staff training of counter/retail 

sales personnel should be enhanced.  

 

By analyzing the collected data extracted from the questionnaire, the overall 

customer satisfaction reaches 66.58 scores (4.66 ／ 7*100% = 66.58%); 

Apparently, there is still room for improvement of both the product and service 

quality. 

(4) Customer Loyalty 

According to Table 4-2-4, mean of question items within “Repurchase” 

construct are the highest ones, which suggests that most respondents are willing to 

purchase Brand’s InnerShine beauty drinks repetitively and even try the other 
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product series of Brand’s. By contrast, question items No. 53, 56, and 55 acquire 

the lowest mean. It suggests that most consumers do not have much price 

tolerance in terms of buying beauty drinks. To create more loyal customers, the 

pricing strategy therefore should be revised.  

 

By analyzing the collected data extracted from the questionnaire, the overall 

customer satisfaction reaches 61.16 scores (4.28／7*100% = 61.16%). Likewise, 

there is room for improvement on keeping customers’ loyalty.  

 

2. Consumers’ perceived value can be increased by reinforcing the brand image 

In the study, brand image are found significantly correlated with perceived 

value. Specifically, “social value” of perceived value should be increased by 

reinforcing HRI of brand image. A stronger connection between brand image and 

the association as healthy and reliable can therefore make consumers grow more 

confidence about its utility (e.g. to feel energetic and refreshed after drinking the 

products). To strengthen “quality” of perceived value, “SCTI” of brand image is 

necessary to be increased as well. Both advertising and marketing strategy should 

fortify the self-confidence & taste image by sending persuasive message and 

emphasize its function for effectively beautifying the appearance.  

 

3. Customer satisfaction can be increased by reinforcing their perceived value 

Perceived value in the study is verified as significantly correlated with 

customer satisfaction. Hence, customer satisfaction is very likely to increase by 

effectively reinforcing consumers’ perceived value. To create more “product 

satisfaction” among customers, “social value” should be amplified. Once 

consumers are able to sense the utility of the beauty drinks, they are more 
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satisfied with the product. It indicates that the ingredients and manufacturing 

methods can always be advanced. To increase “service satisfaction,” both “price 

value” and “emotional value” ought to be firstly strengthened. If consumers have 

perceptions on Brand’s InnerShine beauty drinks as “worth-buying” and “tasty,” 

they are more readily to be satisfied with the pre-purchasing and post-purchasing 

service. Service and product performance are complementary to each other 

accordingly, and they may simultaneously influence consumers’ overall 

satisfaction toward the product.  

 

4. Customer loyalty can be increased by reinforcing the brand image 

A significant correlation can be found between brand image and customer 

loyalty, and the former may help improve the performance of the latter according 

to the regression analysis in the study. In particular, to multiply “recommendation,” 

HRI should be strengthened in advance. The brand image of beauty drinks built 

up as healthy and reliable, consumers are more willing to give favorable 

word-of-mouth to others, which should be concerned if viral marketing is utilized. 

Similarly, “repurchase” behavior can be increased by SCTI. How brand image 

associates with good taste in each consumer’s mind can be the key for deciding 

how loyal the consumer is. Moreover, to enhance “price tolerance” among 

customers, HRI should be fortified as well. Intriguingly, image as healthy and 

reliable can be the most remarkable and profitable feature for health food products. 

Once such an image is successfully built up, customers are more tolerant for the 

higher price (but the prerequisite is acceptable pricing).   
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5. Differences are revealed by consumers with different demographical profiles on 

“brand image,” “perceived values,” “customer satisfaction,” and “customer 

loyalty.” 

The effects of demographic data on each construct is displayed in Table 

5-1-1. In summary, gender of respondents in the study significantly influences on 

SCTI, HRI, Social Value, Price Value, Emotional Value, Recommendation, and 

Repurchase. Mean of female respondents is higher than male respondents in Price 

Value and Emotional Value, which indicates that female respondents are more 

satisfied with the taste and flavor of the drink than male. Since most consumers of 

beauty drinks are female, who are also more familiar with the kind of product 

assortment, they consider the Brand’s InnerShine beauty drinks as products with 

good value for money; whereas, there are less male who would spend their money 

on beauty drinks as a regular basis, most of them disagree the price is reasonable. 

By contrast, mean of male respondents is higher than female ones in SCTI, HRI, 

Social Value, Recommendation, and Repurchase, which indicates that female 

consumers, who are more often exposed to the information of beauty drinks, may 

tend to be more fastidious during the evaluation than males.    

 

Age of respondents only significantly influences on Quality and Repurchase. 

Group ages 36 to 40 years old are least satisfied with the quality and do not think 

Brand’s InnerShine beauty drinks meet their expectations. Particularly, the group 

of age are the mostly likely to consume facial care products in department stores 

than other groups. Age 20 to 24 tend to purchase those products in over-the 

counter stores (InsightXplorer, 2009). Since Brand’s InnerShine beauty drinks are 

available at over-the-counter stores instead of department stores, the pricing and 

position of them are also different from products in department stores. It could be 
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the reason for being less attractive to age 36-40 year-old consumers. 

 

Level of education of respondents significantly influences on SCTI, HRI, 

Quality, Product Satisfaction, Recommendation, and Repurchase. Mean of 

respondents who are with master degree are averagely higher than other two 

groups in SCTI, HRI, Social Value, Quality, Product Satisfaction, 

Recommendation, and Repurchase. There is no significant difference among 

groups in Price Value, Emotional Value, Service Satisfaction, and Price Tolerance.  

 

The effects of occupation of respondents on SCTI and Recommendation are 

not significant; whereas they are significant on the rest of constructs. Most notably, 

respondents who dedicate into service industry have higher product satisfaction. 

Those who are professional have higher service satisfaction. Students are the 

group who would mostly like to repurchase, while respondents who are public 

servants have more price tolerance than others.   

 

The effects of marital status of respondents on HRI, Quality, and Service 

Satisfaction are not significant as well, while they are significant on the rest of 

constructs. It is important to note that respondents who are married tend to have 

more price value and price tolerance on the product than those who are single. It 

may result from the disposable income of married people are averagely more than 

single ones.  

 

Personal monthly income of respondents significantly influences on all the 

constructs. Remarkably, Healthy & Reliable Image of Brand’s InnerShine beauty 

drinks are well established in group 30,001 to 40,000 NTD. Group 40,001 to 
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50,000 NTD are more satisfied with the product than others. Group above 60,000 

NTD are more satisfied with the service than others. Group 20,001 to 30,000 

NTD are the most willingly to give recommendation to others. Customers who are 

most likely to repurchase are those whose personal income is less than 20,000 

NTD per month, which implies the great majority of consumers of Brand’s 

InnerShine beauty drinks are students.  

 

The variance of residential area among respondents is significant on SCTI, 

Social Value, Price Value, Emotional Value, Service Satisfaction, 

Recommendation, and Repurchase. Mean of respondents who live in Northern 

Taiwan are higher than respondents from Central Taiwan on the above constructs.  

 

In terms of consumption habits, purchase channels of respondents 

significantly influences on Social Value, Quality, Emotional Value, Product 

Satisfaction, Service Satisfaction, Repurchase, and Price Tolerance. In details, 

mean of respondents who get used to purchase in both physical and online stores 

are higher than respondents who only purchase in physical stores on the above 

constructs. It is noteworthy that respondents who visit online stores are more 

satisfied with the service, which means there is room for improvement of the 

service on physical stores.  

 

Besides, all the constructs are significantly influenced by customers with 

different purchase frequencies. Overall, respondents who purchase once per six 

months have higher satisfaction than those who purchase once a week. Group 

once a month are most willing to give recommendation of the product. Group 

once per six month are most likely to repurchase. The highest price tolerance 
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obtained by group once a week.  

 

Table 5-1-1: The Effects of Demographics on Each Construct 

 Gender Age Level of  

Education 

Occupation Marital  

Status 

Personal 

Monthly 

Income 

Residential 

Area 

Purchase 

Channel 

Purchase 

Frequency 

SCTI Sig.  Sig.  Sig. Sig. Sig.  Sig. 

HRI Sig.  Sig. Sig.  Sig.   Sig. 

Social Value Sig.  Sig. Sig. Sig. Sig. Sig. Sig. Sig. 

Quality  Sig. Sig. Sig.  Sig.  Sig. Sig. 

Price Value Sig.   Sig. Sig. Sig. Sig.  Sig. 

Emotional Value Sig.   Sig. Sig. Sig. Sig. Sig. Sig. 

Product 

Satisfaction 

  Sig. Sig. Sig. Sig.  Sig. Sig. 

Service 

Satisfaction 

   Sig.  Sig. Sig. Sig. Sig. 

Recommendatio

n 

Sig.  Sig.  Sig. Sig. Sig.  Sig. 

Repurchase Sig. Sig. Sig. Sig. Sig. Sig. Sig. Sig. Sig. 

Price Tolerance    Sig. Sig. Sig.  Sig. Sig. 
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5.2 Study Suggestions 

 

Based on the results from analysis of quantitative and qualitative data, suggestions 

for the marketing strategy of Brand’s InnerShine beauty drinks are made in the section. 

To make the suggestions more concrete and precise, BRANDZ model, posed by 

Millward Brown (1998) will be adopted as a clearer outline for effectively enhancing 

the brand image, perceived value, customer satisfaction and loyalty.  

 

Presence: active familiarity based on past trial, saliency or knowledge of brand 

promise 

The pre-purchase experience is elicited in the phase, and brand image should be 

reinforced. All the advertising and marketing tools can be well utilized in the phase 

such as social networking sites (e.g. Facebook, Youtube) or BBS for product promotion 

and buzz creation. To enhance Self-Confidence & Taste Image among consumers, 

ordinary people can be invited to endorse the product on the TV commercial. If 

professional such as make-up artists and dieticians can be the spokesman, a stronger 

connection between the brand and the image as health and reliability can be made 

among consumers.  

 

Relevance: Relevant to consumer's needs, in the right price range or in consideration 

set 

To create the relevance for consumers, the marketing strategies ought to be 

designed by the consumer profile. Based on the analysis of sample structure, most 

customers of Brand’s InnerShine beauty drinks are female, young, and low-income 

(See Table 4-1-1). It is essential to make these target consumers believe that “whoever 

cares their own beauty must drink it!” Public events can be carried out on the available 
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physical channels along with the shopping districts near the campus or night markets. 

  

Performance: Felt to deliver acceptable product performance and is on the consumer's 

short-list 

In the phase, a great in-use experience is the key for successful marketing, and 

thus perceived value among customers should be enhanced. To increase the price value, 

sales promotions can be run. Customization such as consultation in physical stores, 

customer service on official website may further increase the social and emotional 

value of consumers. 

 

Advantage: Felt to have an emotional or rational advantage over other brands in the 

category 

For the long-term profit and the creation sustainable competitive advantage, it is 

necessary to implement product upgrade on Brand’s InnerShine beauty drinks. 

Customers’ social value and product satisfaction are very likely to be increased by 

product upgrade. Nutrient such as collagen can be added into ingredients for fortifying 

the utility of beautifying skin. To increase emotional value among customers, taste and 

flavors should be improved by replacing the condensed extract into more diluted drink.  

 

Bonding: Rational and emotional attachments to the brand to the exclusion of most 

other brands 

Once consumers obtain a satisfying post-purchase experience, they are very likely 

to be loyal to the brand; hence, to produce an intense bonding with customers is 

imperative in the phase. Delivering concerns and keeping in touch with customers after 

purchase is important. It can be achieved via sending emails or DMs periodically. 

Getting the feedbacks from customers helps improve the product and increase their 
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satisfaction on service as well. Regarding to most of customers of Brand’s InnerShine 

beauty drinks possess income which ranges 20,001 to 30,000 NTD or below 20,000 

NTD every month, some premiums or discount can be given to the loyal customers to 

increase the overall loyalty.  
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5.3 Limitations and Future Research Development 

 

Limitations 

1. Representatives of samples 

Online survey is often criticized by its inadequacy of representatives of samples, 

since the nature of convenient samples causes the bias when inferring study results 

to the whole population. 

2. No pre-test was done before main study 

Given the limited time for study, there was no pre-test for scrutiny of the 

properness of questionnaire design.   

3. Choices of interviewees for in-depth interviews 

Due to the limitation of budget and time, the interviewees collected in the study all 

come from Northern Taiwan, which may fail to portray the different consumption 

habits of consumers from other regions.   

4. Perspectives on the study of beauty drinks 

There lacks an objective standard for evaluating the quality and utility of health 

food products, for it depends on consumers’ perceptions. In addition, it takes time 

for consumers to judge its effects. Usually they have to go through a period of 

adjustment for their physical conditions and they are able to confirm its utility, 

which is also different among individuals. Beauty drinks which have different 

health claims may influence consumers’ appraisal on products as well. Therefore, 

the perspectives on studying the functional drinks can be more diverse. Variables 

other than brand image, perceived value, satisfaction, and loyalty should be taken 

into consideration, too. 
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Future Research Development 

1. Samples should be enlarged 

The marketing survey shows that nearly 60% Taiwanese have consumed functional 

drinks (InsightXplorer, 2011). To achieve statistical significance and controlling 

sampling error within ±3%, there should be at least 1,024 samples for reaching 

95% confident level.  

2. Pre-Test can be conducted for elaborating the questionnaire items 

To identify errors or ambiguities before actual data collection is implemented, a 

pre-test should be conducted in the future research. Literature has shown that the 

number of respondents for the pre-test should be more than three to five times the 

amount than the number of the section with the most question items (Chiou, 2011). 

To achieve better validity of study, questionnaire can be modified by ruling out the 

unfitting items from the analysis of pre-test results.  

3. Different research methods 

Aside from in-depth interview, focus group can be conducted to elicit various 

opinions from the consumers. Moreover, to reach more experienced respondents, 

the survey can be administered onsite physical stores.  

4. Concerns on more variables. 

Since perceived quality influences consumers’ perceptions on a brand (Aaker, 

1991), the study will more benefit from include the variable into research for a 

more explicit exploration on the topic. Also, in the study, the demographical 

profiles of consumers are shown to have significant influences on each construct, 

so variables such as lifestyles can be contained in future research.  
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Appendix 1: Questionnaire 

 

 

 

 

 

 

 

 

第一部分：品牌形象 

    本部份主要在了解您對於白蘭氏美容飲品的品牌形象的

評量，請在下列各項敘述中，選出符合您個人目前實際狀況的

選項，並在方格「□」中打「ˇ」 

同意程度 

非
常
不
同
意 

不
同
意 

稍
微
不
同
意 

普
通 

稍
微
同
意 

同
意 

非
常
同
意 

1 2 3 4 5 6 7 

1 我認為白蘭氏美容飲品有助於美容養顏。 □ □ □ □ □ □ □ 

2 我認為白蘭氏美容飲品，經由代謝作用的強化，能有效改

善我的身體狀況。 

□ □ □ □ □ □ □ 

3 由於白蘭氏美容飲品成分天然，讓我感覺產品是可靠的。 □ □ □ □ □ □ □ 

4 我認為白蘭氏美容飲品有助於改善我的膚質狀況 □ □ □ □ □ □ □ 

5 我認為白蘭氏美容飲品能使我擁有好氣色。 □ □ □ □ □ □ □ 

6 我認為飲用白蘭氏美容飲品可展現我的個人品味。 □ □ □ □ □ □ □ 

7 我認為飲用白蘭氏美容飲品使我因為變美而獲得朋友、同

事的認同。 

□ □ □ □ □ □ □ 

8 我認為飲用白蘭氏美容飲品使我更有自信。 □ □ □ □ □ □ □ 

您好： 

這是一份學術性的研究問卷，其目的在探討白蘭氏美容飲品(活顏馥莓飲與美

研纖棗飲)的品牌形象、知覺價值對消費者購買決策的影響。此份問卷不具

名，僅作為資料分析用。您寶貴的意見對本研究非常重要，本問卷的選答沒

有所謂的正確答案，懇請以實情及了解程度來回答下列問題，以提高本問卷

之學術參考價值。感謝您的鼎力配合！ 

 

研究生：丘若尋（政大國際傳播英語所） 

指導教授：祝鳳岡 博士 
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9 購買白蘭氏美容飲品可讓我經由共同的話題，拉近我跟周

遭人的關係。 

□ □ □ □ □ □ □ 

10 我認為飲用白蘭氏美容飲品使我因為變美而增加對異性的

吸引力。 

□ □ □ □ □ □ □ 

11 我認為飲用白蘭氏美容飲品給我輕鬆愉悅的感受。 □ □ □ □ □ □ □ 

12 我認為白蘭氏美容飲品其美觀的包裝，能增加我購買的意

願。 

□ □ □ □ □ □ □ 

13 我認為飲用白蘭氏美容飲品後能使我容顏煥發，讓我得到

更多稱讚。 

□ □ □ □ □ □ □ 

14 與其他機能性飲料品牌比較，我認為白蘭氏是值得信賴的

品牌。 

□ □ □ □ □ □ □ 

15 我認為白蘭氏美容飲品，其品牌形象讓我聯想到健康。 □ □ □ □ □ □ □ 

16 我認為白蘭氏美容飲品由於擁有多重國家認證，因此品牌

是可靠的。 

□ □ □ □ □ □ □ 

17 我認為白蘭氏的歷史悠久，因此品牌是可靠的。 □ □ □ □ □ □ □ 

18 由於白蘭氏美容飲品的市佔率較高，我認為其品牌是可信

賴的。 

□ □ □ □ □ □ □ 

第二部分：知覺價值 

    本部份主要在了解您對於白蘭氏美容飲品的知覺價值的

評量，請在下列各項敘述中，選出符合您個人目前實際狀況的

選項，並在方格「□」中打「ˇ」 

同意程度 

非
常
不
同
意 

不
同
意 

稍
微
不
同
意 

普
通 

稍
微
同
意 

同
意 

非
常
同
意 

1 2 3 4 5 6 7 

19 我覺得白蘭氏美容飲品的品質是有相當水準的。 □ □ □ □ □ □ □ 

20 我覺得白蘭氏美容飲品由於是機能性飲料的領導品牌，因

此品質是符合期望的。 

□ □ □ □ □ □ □ 

21 就我飲用白蘭氏美容飲品的經驗，我覺得此飲品是有功效

的。 

□ □ □ □ □ □ □ 

22 我覺得白蘭氏美容飲品的品質是可依賴的。 □ □ □ □ □ □ □ 

23 我覺得白蘭氏美容飲品的價格是合理的。 □ □ □ □ □ □ □ 

24 我覺得購買白蘭氏美容飲品是物超所值的。 □ □ □ □ □ □ □ 

25 白蘭氏美容飲品的產品功能與價格比較符合我的期望。 □ □ □ □ □ □ □ 

26 飲用白蘭氏美容飲品使我變的美麗。 □ □ □ □ □ □ □ 

27 飲用白蘭氏美容飲品給我清新的感受。 □ □ □ □ □ □ □ 

28 飲用白蘭氏美容飲品使我充滿健康的活力。 □ □ □ □ □ □ □ 
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29 白蘭氏美容飲品是爽口的 □ □ □ □ □ □ □ 

30 白蘭氏美容飲品是好喝的。 □ □ □ □ □ □ □ 

31 我覺得使用白蘭氏美容飲品有助於提升我在他人面前的印

象。 

□ □ □ □ □ □ □ 

32 我覺得使用白蘭氏美容飲品後，因為美麗健康，能獲得他

人的認同。 

□ □ □ □ □ □ □ 

33 白蘭氏美容飲品是許多人喜愛的機能性飲料。 □ □ □ □ □ □ □ 

第三部分：顧客滿意度 

    本部份主要在了解您對於白蘭氏美容飲品的顧客滿意度

的評量，請在下列各項敘述中，選出符合您個人目前實際狀況

的選項，並在方格「□」中打「ˇ」 

同意程度 

非
常
不
同
意 

不
同
意 

稍
微
不
同
意 

普
通 

稍
微
同
意 

同
意 

非
常
同
意 

1 2 3 4 5 6 7 

34 我對於白蘭氏美容飲品的核心成分（天然莓果、黑棗萃取）

感到滿意。 

□ □ □ □ □ □ □ 

35 我對於白蘭氏美容飲品的外觀設計感到滿意 □ □ □ □ □ □ □ 

36 我對於白蘭氏美容飲品的機能性感到滿意。 □ □ □ □ □ □ □ 

37 我對於白蘭氏美容飲品的包裝（內容量、瓶身設計）感到

滿意。 

□ □ □ □ □ □ □ 

38 我對於白蘭氏美容飲品的口味感到滿意。 □ □ □ □ □ □ □ 

39 我覺得白蘭氏美容飲品提供足夠的產品資訊內容，有助於

我購買時的考量。 

□ □ □ □ □ □ □ 

40 白蘭氏美容飲品的售後服務(如：退換貨、產品諮詢)是令人

滿意的。 

□ □ □ □ □ □ □ 

41 當我遇到問題時，有專屬的管道（電話、網站）協助我解

決問題。 

□ □ □ □ □ □ □ 

42 我覺得訂購白蘭氏美容飲品（於實體店面、電視購物或網

路）是方便的。 

□ □ □ □ □ □ □ 

43 我覺得白蘭氏美容飲品的使用說明是詳細清楚的。 □ □ □ □ □ □ □ 

44 整體而言，白蘭氏美容飲品是令我滿意的。 □ □ □ □ □ □ □ 

第四部分：顧客忠誠度 

    本部份主要在了解您對於白蘭氏美容飲品的顧客忠誠度 同意程度 
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的評量，請在下列各項敘述中，選出符合您個人目前實際狀況

的選項，並在方格「□」中打「ˇ」 

非
常
不
同
意 

不
同
意 

稍
微
不
同
意 

普
通 

稍
微
同
意 

同
意 

非
常
同
意 

1 2 3 4 5 6 7 

45 我願意再次地購買白蘭氏美容飲品的產品。 □ □ □ □ □ □ □ 

46 白蘭氏美容飲品是我購買美容飲品的第一選擇。 □ □ □ □ □ □ □ 

47 我願意持續性地購買白蘭氏美容飲品。 □ □ □ □ □ □ □ 

48 我願意成為白蘭氏美容飲品的忠實顧客。 □ □ □ □ □ □ □ 

49 我願意向親友推薦白蘭氏美容飲品的產品。 □ □ □ □ □ □ □ 

50 我願意向同學/同事推薦白蘭氏美容飲品的產品。 □ □ □ □ □ □ □ 

51 我願意向他人分享使用白蘭氏美容飲品的正面經驗。 □ □ □ □ □ □ □ 

52 我願意與他人一起合購白蘭氏美容飲品。 □ □ □ □ □ □ □ 

53 我願意與他人分享白蘭氏美容飲品的產品資訊。（例如：

轉寄白蘭氏美容飲品的廣告文宣。 

□ □ □ □ □ □ □ 

54 我可以接受目前白蘭氏美容飲品產品的價格。 □ □ □ □ □ □ □ 

55 假如受到物價波動影響，我可以接受白蘭氏美容飲品適度

的調漲價格。 

□ □ □ □ □ □ □ 

56 即使其他品牌美容飲品推出優惠價格，我仍會選擇白蘭氏

產品。 

□ □ □ □ □ □ □ 

57 考量白蘭氏美容飲品的價格與所提供的產品品質，我認為

選購白蘭氏美容飲品是正確的。 

□ □ □ □ □ □ □ 

58 我願意針對個人需求購買白蘭氏的其他產品系列(例如：雞

精、蜆精、燕窩、錠劑…等)。 

□ □ □ □ □ □ □ 

59 我願意收到白蘭氏其他產品系列的文宣。 □ □ □ □ □ □ □ 

 

 

第五部分：基本資料 

60.性別：□男性  □女性 

61.年齡： 

□25 歲（含）以下  □26~30 歲  □31~35 歲  □36~40 歲  □41~45 歲 

□46~50 歲   □51 歲（含）以上 

62.教育程度： 

□高中（職）  □大學（專科）  □研究所（含）以上 □其他   

63.職業： 
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□學生□軍公教  □製造業  □服務業  □專業人士（醫師、會計師等） □自由

業 □家管  □其他 

64.婚姻狀況： 

□單身（包含單身、離婚、喪偶）  □已婚 

65.個人平均月收入： 

□20,000 元（含）以下  □20,001~30,000 元  □30,001~40,000 元 

□40,001~50,000 元  □50,001~60,000 元  □60,001 元（含）以上 

66.現居地區： 

□北部（宜蘭、基隆、台北縣市、桃園、新竹）   

□中部（苗栗、臺中縣市、彰化、南投、雲林） 

□南部（嘉義、臺南縣市、高雄縣市、屏東） 

□東部（花蓮、臺東） 

□離島地區（澎湖、金門、馬祖） 

□其他地區 

67.購買白蘭氏美容飲品的管道： 

□實體店面（含藥妝店、便利商店、大賣場、超市、白蘭氏門市）   

□網路商店（拍賣網站、白蘭氏官方網站） 

□以上皆有 

68.購買白蘭氏美容飲品的頻率： 

□一周一次（含以上）   

□一個月一次（含以上） 

□三個月一次（含以上） 

□半年一次（含以上）    

□一年一次（含以上） 

□近一年未消費 
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Appendix 2: Questionnaire 

問卷英文版 

問項 Question Items 

1 我認為白蘭氏美容飲品有助於美容養

顏。 

Brand’s InnerShine beauty drinks help 

beautify my skin. 

2 我認為白蘭氏美容飲品，經由代謝作

用的強化，能有效改善我的身體狀況。 

Drinking Brand’s InnerShine beauty 

drinks make me healthier by fortifying my 

metabolism. 

3 由於白蘭氏美容飲品成分天然，讓我

感覺產品是可靠的。 

The product of Brand’s InnerShine beauty 

drinks is reliable due to its natural 

ingredients additive. 

4 我認為白蘭氏美容飲品有助於改善我

的膚質狀況。 

Brand’s InnerShine beauty drinks make 

my skin healthier. 

5 我認為飲用白蘭氏美容飲品能使我擁

有好氣色。 

Drinking Brand’s InnerShine beauty 

drinks makes me a good complexion. 

6 

我認為飲用白蘭氏美容飲品可展現我的

個人品味。 

I can show my taste by drinking Brand’s 

InnerShine beauty drinks. 

7 我認為飲用白蘭氏美容飲品使我因為

變美而獲得朋友、同事的認同。 

After drinking Brand’s InnerShine beauty 

drinks, I was admired by friends and 

colleagues due to the prettier appearance. 

8 

我認為飲用白蘭氏美容飲品使我更有自

信。 

Drinking Brand’s InnerShine beauty 

drinks makes me more confident to 

myself. 

9 

購買白蘭氏美容飲品可讓我經由共同的

話題，拉近我跟周遭人的關係。 

Buying Brand’s InnerShine beauty drinks 

makes me more connected with others by 

sharing the topic in common. 

10 

我認為飲用白蘭氏美容飲品使我因為變

美而增加對異性的吸引力。 

Drinking Brand’s InnerShine beauty 

drinks makes more attractive to the 

opposite sex due to the prettier 

appearance. 

11 

我認為飲用白蘭氏美容飲品給我輕鬆愉

悅的感受。 

Drinking Brand’s InnerShine beauty 

drinks gives me a refreshing feeling. 
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12 我認為白蘭氏美容飲品其美觀的包

裝，能增加我購買的意願。 

The fancy packing of Brand’s InnerShine 

beauty drinks facilitates me to purchase 

them. 

13 

我認為飲用白蘭氏美容飲品後能使我容

顏煥發，讓我得到更多稱讚。 

Drinking Brand’s InnerShine beauty 

drinks makes me a good complexion and 

getting more complements. 

14 

    與其他機能性飲料品牌比較，我認

為白蘭氏是值得信賴的品牌。 

Compared with other brands of functional 

drinks, Brand’s is a trust-worthy brand. 

15 

    我認為白蘭氏美容飲品，其品牌形

象讓我聯想到健康。 

The brand image of Brand’s is associated 

with the concept of heath. 

 

16 

    我認為白蘭氏美容飲品由於擁有多

重國家認證，因此品牌是可靠的。 

Brand’s is a reliable brand due to its 

several national authentications. 

17 

我認為白蘭氏的歷史悠久，因此品牌是

可靠的。 

Brand’s is a reliable brand due to its long 

history. 

18由於白蘭氏美容飲品的市佔率較

高，我認為其品牌是可信賴的。 

Due to the higher market share of beauty 

drinks, Brand’s is a trust-worthy brand. 

19  

我覺得白蘭氏美容飲品的品質是有相當

水準的。 

The quality of Brand’s InnerShine beauty 

drinks is good. 

20我覺得白蘭氏美容飲品由於是機能

性飲料的領導品牌，因此品質是符合期

望的。 

The quality of Brand’s InnerShine beauty 

drinks meets my expectations for it is the 

leading brand among functional drinks. 

21就我飲用白蘭氏美容飲品的經驗，我

覺得此飲品是有功效的。 

Based on my experiences of consumption, 

I think Brand’s InnerShine beauty drinks 

is effective. 

22 

我覺得白蘭氏美容飲品的品質是可依賴

的。 

The quality of Brand’s InnerShine beauty 

drinks is trust-worthy. 

23我覺得白蘭氏美容飲品的價格是合

理的。 

The cost of Brand’s InnerShine beauty 

drinks is reasonable. 

24我覺得購買白蘭氏美容飲品是物超

所值的。 

Brand’s InnerShine beauty drinks have 

good value for money. 

25白蘭氏美容飲品的產品功能與價格 The function of its product and price meet 
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比較符合我的期望。 my expectation. 

26 

飲用白蘭氏美容飲品使我變的美麗。 

Drinking Brand’s InnerShine beauty 

drinks makes me pretty. 

27飲用白蘭氏美容飲品給我清新的感

受。 

Drinking Brand’s InnerShine beauty 

drinks makes me refreshed. 

28 飲用白蘭氏美容飲品使我充滿健康

的活力。 

Drinking Brand’s InnerShine beauty 

drinks makes my energetic. 

29白蘭氏美容飲品是爽口的。 Brand’s InnerShine beauty drinks are 

delicious. 

 

30白蘭氏美容飲品是好喝的。 Brand’s InnerShine beauty drinks are 

tasty. 

31 

我覺得使用白蘭氏美容飲品有助於提升

我在他人面前的印象。 

Consuming Brand’s InnerShine beauty 

drinks makes me a favorable impression 

in front of others. 

32 

我覺得使用白蘭氏美容飲品後，因為美

麗健康，能獲得他人的認同。  

After drinking Brand’s InnerShine beauty 

drinks, I was admired by others due to my 

pretty and healthy appearance. 

33 

白蘭氏美容飲品是許多人喜愛的機能性

飲料。 

The Brand’s InnerShine beauty drink is a 

popular functional drink. 

34我對於白蘭氏美容飲品的核心成分

（天然莓果、黑棗萃取）感到滿意。 

I am satisfied with the ingredients (e.g. 

berry essence and plum extract). 

35我對於白蘭氏美容飲品的外觀設計

感到滿意。 

I am satisfied with the design of Brand’s 

InnerShine beauty drinks. 

36我對於白蘭氏美容飲品的機能性感

到滿意。 

I am satisfied with the utility of Brand’s 

InnerShine beauty drinks. 

37我對於白蘭氏美容飲品的包裝（內容

量、瓶身設計）感到滿意。 

I am satisfied with the packing of Brand’s 

InnerShine beauty drinks (e.g. the volume, 

the design of bottle) 

38 我對於白蘭氏美容飲品的口味感到

滿意。 

I am satisfied with the flavor of Brand’s 

InnerShine beauty drinks. 

39我覺得白蘭氏美容飲品提供足夠的

產品資訊內容，有助於我購買時的考量。 

The product-relevant information which 

Brand’s InnerShine beauty drinks offer is 

enough for me to make decisions during 

the purchase. 

40白蘭氏美容飲品的售後服務(如：退

換貨、產品諮詢)是令人滿意的。 

The post-purchasing service (e.g. refund 

or consultation) is satisfying. 
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41 當我遇到問題時，有專屬的管道（電

話、網站）協助我解決問題。 

When there are some problems with the 

products, the customer service (e.g. 

telephone or official website) of Brand’s 

are available for assisting me to solve the 

problems. 

 

42我覺得訂購白蘭氏美容飲品（於實體

店面、電視購物或網路）是方便的。 

It is convenient to purchase Brand’s 

InnerShine beauty drinks via physical 

stores, TV channels, or online stores. 

43我覺得白蘭氏美容飲品的使用說明

是詳細清楚的。 

The instruction of Brand’s InnerShine 

beauty drinks is precise. 

44整體而言，白蘭氏美容飲品是令我滿

意的。 

Overall, Brand’s InnerShine beauty drinks 

are satisfactory. 

45 我願意再次地購買白蘭氏美容飲品

的產品。 

I am willing to purchase Brand’s 

InnerShine beauty drinks next time. 

46白蘭氏美容飲品是我購買美容飲品

的第一選擇。 

Brand’s is my top priority for choosing 

the beauty drinks. 

47我願意持續性地購買白蘭氏美容飲

品。 

I am willing to purchase Brand’s 

InnerShine beauty drinks constantly. 

48 我願意成為白蘭氏美容飲品的忠實

顧客。 

I am willing to become a loyal customer 

of Brand’s InnerShine beauty drinks. 

49 我願意向親友推薦白蘭氏美容飲品

的產品 

I am willing to recommend Brand’s 

InnerShine beauty drinks to my families 

and friends.。 

50 我願意向同學/同事推薦白蘭氏美容

飲品的產品。 

I am willing to recommend Brand’s 

InnerShine beauty drinks to my 

classmates/colleagues. 

51 我願意向他人分享使用白蘭氏美容

飲品的正面經驗。 

I am willing to share my positive 

experiences of usage of Brand’s 

InnerShine beauty drinks. 

52 我願意與他人一起合購白蘭氏美容

飲品。  

I am willing to buy Brand’s InnerShine 

beauty drinks with others.   

53 我願意與他人分享白蘭氏美容飲品

的產品資訊。（例如：轉寄白蘭氏美容飲

品的廣告文宣。） 

I am willing to share the product-relevant 

information of Brand’s InnerShine beauty 

drinks with others (e.g. To forward the 

DM ) 

54 我可以接受目前白蘭氏美容飲品產

品的價格。 

The price of Brand’s InnerShine beauty 

drinks is acceptable. 
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55 假如受到物價波動影響，我可以接受

白蘭氏美容飲品適度的調漲價格。 

A slight increase of price of Brand’s 

InnerShine beauty drinks is acceptable 

due to the fluctuation of price. 

56 即使其他品牌美容飲品推出優惠價

格，我仍會選擇白蘭氏產品。 

Brand’s InnerShine beauty drinks will be 

my top priority even if there are other 

beauty drinks with a favorable price. 

57 考量白蘭氏美容飲品的價格與所提

供的產品品質，我認為選購白蘭氏美容

飲品是正確的。 

Concerning with the price and the product 

quality, I think it is a right decision to 

purchase Brand’s InnerShine beauty 

drinks. 

58 我願意針對個人需求購買白蘭氏的

其他產品系列(例如：雞精、蜆精、燕窩、

錠劑…等)。 

Based on my personal needs, I am willing 

to buy other product series of Brand’s 

(e.g. chicken essence, clam essence, bird’s 

nest) 
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Appendix 3: In-depth Interview transcript 

受訪者 A 王小姐 

訪談時間 101 年 5 月 18 日 訪談地點 板橋新埔站星巴克 

一、 基本問題: 

1. 受訪者基本資料(歲數) 

Ans: 王小姐 22歲  

2. 你覺得白蘭氏對你而言是什麼樣的品牌？(形容詞、品牌帶來的聯想) 

Ans: 專業營養飲品；長期投身於營養飲品的企業，尤其是雞精形象非

常鮮明。 

3. 第一次購買白蘭氏盈而賞美容飲品是何時？什麼情形下使用？ 

Ans:半年前，因為收看了部落客的試用飲用分享而想去試試看所以買

的。 

4. 前一次購買白蘭氏盈而賞美容飲品是何時？什麼情形下使用？ 

Ans:兩個禮拜前，因為前面一盒喝完了所以在屈臣氏特價時添購 

 

二、 對白蘭氏盈而賞美容飲品現存問題看法與建議： 

1. 你覺得此系列產品對你個人而言是否由達到訴求？（活顏馥莓飲強調

改善膚況、使人擁有好氣色；美妍纖棗飲強調幫助腸胃消化、代謝順

暢）飲用後效果如何？ 

Ans:很難說有沒有達到訴求，我當時是看到部落客說連續喝了兩三個

禮拜覺得氣色比較好；皮膚比較穩定所以買來試喝。喝了以後覺得還

蠻好喝的，所以就當做姑且一試而一直有斷斷續續在持續使用。我覺

得重點可能是心理作用吧，我會覺得自己有喝好像維他命 c很足夠，

好像很健康，好像皮膚比較好。 

 

2. 你覺得此系列產品的口感如何？ 

Ans:很好喝，雖然有一點點甜 

 

3. 你覺得此系列產品在平日使用上的方便程度如何？有何看法和建議？ 

Ans:很方便啊，小小罐可以帶著走。但是以環保概念想起來覺得有點

過度包裝，而且玻璃罐比較怕破，也比較重。 

4. 你覺得此系列產品跟別的品牌的美容飲品相較之下，優缺點為何？ 

Ans:因為我也有喝四物飲，但我覺得四物飲的功能就比較可以明顯的

比較出來，有關經期、經痛改善都是可以比較出來的。赴沒飲的功能

因為比較偏向皮膚，效果就很難界定，很難說就是因為喝了這個皮膚

變好，因為同時間保養品等等的東西也一直都在使用。所以優點就是

比較不會有藥物過量的擔憂，因為他就是水果嘛，當成補充維他命 c
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之類的也好。缺點就是可以取代他的東西其實很多。 

5. 對明星代言有何看法與建議？ 

Ans:我個人不太看廣告，所以什麼樣的藝人或明星代言我倒是沒什麼

感覺。但若是有發給一般民眾試用一段時間的分享，我想我會比較容

易被說服。 

三、 保健食品及個人特質等相關問題： 

1. 除了美容飲品外，你還會食用什麼其他類的保健食品？ 

Ans:維他命 b群，尤其很累的時期會特別補充。葉黃素，因為打太多

電腦想說保護一下眼睛。最近還有喝 Q10飲品，但是是粉狀用泡的，

比較省。 

2. 在選購保健食品時，你特別在意哪些重點？ 

Ans:品牌；濃度；功效以及使用過的人的分享文。 

3. 你自認是否注重健康？（例如：平日飲食習慣、生活作息） 

Ans:還算注重，但是生活作息有時還蠻放縱的，最近比較忙，沒什麼

時間運動，覺得最近不太健康。 

4. 對自己外表的要求程度為何？ 

Ans:希望程度很高，但是可以實際上做到的很少。所以這種簡單利用

飲品來增進外表的如果有效都很想試。 

四、 需求滿足與未滿足： 

1. 白蘭氏盈而賞美容飲品對你來說，滿足了哪些需求？ 

Ans: 有種心理安慰，好喝，讓自己覺得健康。就像吃水果一樣，吃下

去不一定會有很明顯的效果，但是你知道那對你的身體有益。 

2. 白蘭氏盈而賞美容飲品對你來說，還有哪些需求未被滿足？ 

Ans:太貴是一個很大的重點，如果用粉狀包裝可以加進其他飲品裡

喝，感覺起來也不會太傷本。以目前一瓶 69元零售價來說，大概便宜

個 20到 30元會增加我購買頻率。另外我覺得它的包裝不是那麼輕盈，

可能是瓶子材質問題，這點可以改進一下。 
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受訪者 B 李小姐 

訪談時間 101 年 5 月 20 日 訪談地點 台北市忠孝東路星巴克 

一、 基本問題: 

1.受訪者基本資料 

李小姐，34 歲 

2.你覺得白蘭氏對你而言是什麼樣的品牌？ 

我覺得白蘭氏是我買雞精時優先考慮的品牌，因為它的形象很鮮明、傳統優

質、有品質保證。 

3.第一次購買白蘭氏盈而賞美容飲品是何時？什麼情形下使用？ 

剛上市就買過活顏馥莓飲。我是在康是美或屈臣氏(印象不是很清楚)這類藥妝

店買的，而且是因為看到電視廣告而購買。 

4.前一次購買白蘭氏盈而賞美容飲品是何時？什麼情形下使用？ 

上個禮拜，因為康是美有打折。 

 

二、 對白蘭氏盈而賞美容飲品現存問題看法與建議： 

5.你覺得此系列產品對你個人而言是否由達到訴求？（活顏馥莓飲強調改善膚

況、使人擁有好氣色；美妍纖棗飲強調幫助腸胃消化、代謝順暢）飲用後效果

如何？ 

很難說，因為我為了美白，我同時也有搭配保養品使用。我個人偏好靠著由內

而外調理身體的方式改善膚質。不過持續喝兩個禮拜覺得膚質有改善，美白效

果還好啦，起碼皮膚沒有那麼乾澀的感覺。 

6.你覺得此系列產品的口感如何？ 

口感有點濃稠，所以平時我都會搭配水稀釋後飲用。在家喝的時候我會先放在

冰箱一陣子再打開來喝。 

7.你覺得此系列產品在平日使用上的方便程度如何？有何看法和建議？ 

包裝上易攜帶，且隨開即用很方便。而且小小一罐喝起來沒什麼負擔。 

8.你覺得此系列產品跟別的品牌的美容飲品相較之下，優缺點為何？ 

跟別種莓果飲品比較起來，喝起來的味道很像。不過活顏馥莓飲稍微濃一點。

功效上的話，我覺得活顏馥莓飲喝完一陣子感覺腸胃比較舒服，可能是有幫助

代謝吧(雖然說它的主打功能好像不是這個)。據我所知莓果精華是有抗氧化的

效果，所以沒空吃水果的時候，我會喝這個代替。 

9.對明星代言有何看法與建議？ 

我是覺得小 S最近代言的產品太多了，所以反而有些失焦。不會覺得這個飲品

請她代言就特別有說服力。基本上還是要身邊親友推薦才會讓我想購買。不過

一開始它在電視上的廣告，強調喝了以後，素顏也有好氣色，還滿讓人耳目一

新的，所以我才會想買來喝喝看。 

 

 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

149 
 

三、 保健食品及個人特質等相關問題： 

10.除了美容飲品外，你還會食用什麼其他類的保健食品？ 

維他命 B。基本上我吃的保健食品不多。 

11.在選購保健食品時，你特別在意哪些重點？ 

我會在意品牌，這類產品我還是比較相信大廠牌，除了統一以外。雖然統一是

很大的品牌，可是它便利商店經營得太成功，給人印象深，跨足到保健食品市

場反而感覺不是那麼有說服力。此外，之前使用者經驗也會影響我對商品的觀

感。像我會喝活顏馥莓飲，也是跟我媽討論以後覺得不錯才繼續購買。不過我

不會花太多錢在這類食品上，一個月花費約在一千元以內吧。 

12.你自認是否注重健康？（例如：平日飲食習慣、生活作息） 

算是，我平時早睡早起，注重早餐，喝很多水。一周運動三次(跳舞、打羽球)。 

13.對自己外表的要求程度為何？ 

高標準但低實踐力。女生總是會希望自己外表亮眼一點，所以我會在意自己的

臉還有衣著看起來怎麼樣。不過我不常化妝就是了。 

 

四、 需求滿足與未滿足： 

14.白蘭氏盈而賞美容飲品對你來說，滿足了哪些需求？ 

它是個味道可接受的保健食品。對我來說，保健食品的口味要令我不排斥、甚

至好喝，才會讓我有持續服用的動力。另外，它的成份滿天然的，沒有太多人

工添加物，所以感覺喝起來比較沒有負擔。所以算是滿足了我偶爾想保養卻又

偷懶不擦保養品或吃蔬果的心態。 

15.白蘭氏盈而賞美容飲品對你來說，還有哪些需求未被滿足？ 

我覺得如果它的單價在二三十元上下會較吸引人。以一個需要長期服用才會見

效的美容飲品來說，我覺得一瓶 69元還是有點太貴。所以我大部分都會趁打

折時才購買。另外如果出別種口味的產品系列，也會讓我想嘗試。基本上只要

是天然的成分，都會滿吸引我的。 
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受訪者 C 林先生 

訪談時間 101 年 5 月 26 日 訪談地點 台北市辛亥路星巴克 

一、 基本問題: 

1. 受訪者基本資料 

林先生，25 歲 

2. 你覺得白蘭氏對你而言是什麼樣的品牌？ 

常在電視及報章雜誌上看到，覺得知名度很高。就保健食品來講算是

最常聽到的牌子。 

3. 第一次購買白蘭氏盈而賞美容飲品是何時？什麼情形下使用？ 

約莫一個月前左右第一次購買白蘭氏活顏馥莓飲，在女朋友介紹下飲

用。此後就還滿持續地飲用。 

4. 前一次購買白蘭氏盈而賞美容飲品是何時？什麼情形下使用？ 

上一次飲用是昨天早上起床時。由於空腹飲用，感覺能幫助代謝。 

二、 對白蘭氏盈而賞美容飲品現存問題看法與建議： 

1. 你覺得此系列產品對你個人而言是否由達到訴求？（活顏馥莓飲

強調改善膚況、使人擁有好氣色；美妍纖棗飲強調幫助腸胃消化、代

謝順暢）飲用後效果如何？ 

可能是有持續在喝的原因，覺得效果還不錯，整個人的膚質有變好、

痘痘消了一些，臉色看起來比較亮。痘疤好像也變得沒那麼明顯了，

可能是最近也比較少熬夜的關係。 

2. 你覺得此系列產品的口感如何？ 

喝起來酸酸甜甜的，有點像梅子汁，還不錯，但有點太濃稠，像是濃

縮液。且溫度有點高，第一次喝起來感覺溫溫的，不是那麼習慣。之

後買回家都會先冷藏再喝，口感有變好。 

3. 你覺得此系列產品在平日使用上的方便程度如何？有何看法和

建議？ 

內容量和大小都適中，不占空間，攜帶很方便。外觀也滿美觀的，但

對男生來講可能有點太過女性化，拿出來時有點尷尬。 

4. 你覺得此系列產品跟別的品牌的美容飲品相較之下，優缺點為

何？ 

若能稍微稀釋一些會更易入口，可製造成一般飲料的形式，普遍接受

度會比較高。跟別的牌子比起來，就我個人而言感覺功效差不多。但

是活顏馥莓飲感覺上是 CP 值比較高的產品，且白蘭氏是個令人較有信

賴感的大廠牌。 

5. 對明星代言有何看法與建議？ 

我覺得小 S 代言這項產品很適合，因為她除了是個受歡迎的主持人以

外，她跟她姊的形象給人感覺很注重美容保養，因此代言這項產品算

是稱職。而且因為她的知名度很高，所以相對也拉抬了這項產品的知
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名度。因為”活顏馥莓飲”其實名稱上並不是一個很容易記憶的產

品，大家反而比較容易記得是”小 S 代言的飲料”，因此印象會比較

深刻。所以我覺得沒必要一直換代言人。如果固定請同一位代言人，

反而會讓這位明星對這項產品有直接的連接，就像是活商標、活廣告

一樣。 

三、 保健食品及個人特質等相關問題： 

1. 除了美容飲品外，你還會食用什麼其他類的保健食品？ 

我會吃的保健食品包括維他命 B 群、葉黃素、芝麻錠等，用來補充元

氣。大部分都屬於錠狀，食用上比液體跟粉末來的方便。 

2. 在選購保健食品時，你特別在意哪些重點？ 

我會先依照自己的需求來選購商品，再從同類型的產品去比較各個廠

牌。我個人是會挑選比較有名的品牌。當然有家人或親友推薦，對我

來講會更容易讓我接受。成分方面，我會根據主要需求去選購產品，

有些複方會更好，像我個人就有再吃添加鋅的維他命 B 群。 

價格方面，我會傾向選購單價不會太高的產品。因為保健食品需要長

期服用才會見效，因此價格宜實惠，會讓人比較有動力持續服用。 

3. 你自認是否注重健康？（例如：平日飲食習慣、生活作息） 

我看重健康，但實際上作息不太正常，偶爾會熬夜。飲食上面蔬果也

吃得不夠多。所以保健食品算是可以幫我補充一些流失的營養或是幫

助調理身體。但有時也覺得安慰的作用比較大啦。可能持續吃一段時

間就會見效，但沒吃好像就沒什麼感覺。不過有吃就有差啦。 

4. 對自己外表的要求程度為何？ 

我還滿注意外表的，希望起碼給人整齊、乾淨、體面的感覺。平時也

滿常照鏡子的，也會跟女朋友討論如何改進膚況，像是治療痘痘的方

式。 

 

四、 需求滿足與未滿足： 

1. 白蘭氏盈而賞美容飲品對你來說，滿足了哪些需求？ 

我覺得這項產品有達到調理身體機能的效果。因為在選購機能性飲品

時，我比較傾向購買”輔助性”而非訴求太明確的產品(如：蠻牛)；因

為那些訴求明確的飲料反而會讓人擔心不曉得添加了什麼不明成分，

可能對身體有害。另外，我覺得它(白蘭氏活顏馥莓飲)的價格還算可接

受。 

2. 白蘭氏盈而賞美容飲品對你來說，還有哪些需求未被滿足？ 

口感太濃稠，有點像濃度很高的檸檬汁，我覺得可以透過稀釋或是冷

藏來改進。因此我覺得它可以不用這麼地主打”濃縮液”的型態，如

果稀釋成飲料會比較好。如果美容飲品裡加一些中藥成分，屬於調理

身體機能的功效，我也可能會嘗試。但重點也是口味要能令我接受。 
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受訪者 D 張小姐 

訪談時間 101 年 5 月 21 日 訪談地點 台北市松江路怡客咖啡 

一、 基本問題: 

1. 受訪者基本資料(歲數) 

Ans: 張小姐 32 歲  

2. 你覺得白蘭氏對你而言是什麼樣的品牌？ 

Ans: 這牌子感覺很受歡迎啊、算是保健食品類的龍頭品牌吧。 

3. 第一次購買白蘭氏盈而賞美容飲品是何時？什麼情形下使用？ 

Ans: 大概一年多前第一次買，記得是看了 BBS 美妝版上有版友分享使

用心得，覺得很好奇，想嘗試一下它的功效。 

4. 前一次購買白蘭氏盈而賞美容飲品是何時？什麼情形下使用？ 

Ans: 上週，因為屈臣氏有在打折。  

 

二、 對白蘭氏盈而賞美容飲品現存問題看法與建議： 

1. 你覺得此系列產品對你個人而言是否由達到訴求？（活顏馥莓飲

強調改善膚況、使人擁有好氣色；美妍纖棗飲強調幫助腸胃消化、代

謝順暢）飲用後效果如何？ 

Ans: 我覺得效果還可以吧。可能我本身皮膚的問題也不大，只是想要

改善冒痘痘的情況。 我個人是吃完午餐後會喝，一天喝一瓶。 

有在持續喝的時候，就會覺得效果比較看的出來。如果拍賣網站或是

藥妝店有在打折的時候，我會一口氣買一箱。不過一箱也才十四瓶啦，

兩個多禮拜喝完一後就會覺得膚況變得比較穩定，就是說臉上肌膚感

覺比較水嫩一點。 

2. 你覺得此系列產品的口感如何？ 

Ans: 算滿好喝的啊，酸酸甜甜。冰過會更好喝就是了。 

 

3. 你覺得此系列產品在平日使用上的方便程度如何？有何看法和

建議？ 

Ans: 滿方便的，可是我還是覺得太小罐了，渴的時候喝一口兩口就沒

了，哈！使用上的話，對女生來講罐子算好開，可是外面包裝的膠膜

很容易在開瓶的時候不小心一起撕下來，這點我覺得需要改進。另外

就是玻璃瓶易碎，也許可以換個材質。  

4. 你覺得此系列產品跟別的品牌的美容飲品相較之下，優缺點為

何？ 

Ans: 我本身有喝過購物台買的不知名牌子的莓果類飲品，喝起來偏

酸；我覺得相較之下，白蘭氏的口味有比較好喝，也比較濃一點。品
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質方面也很穩定、不令人擔心。缺點的話，就是別家的莓類飲品有蔓

越莓的成分，而白蘭氏沒有。但據我所知蔓越莓對女性私處保養好像

有很好的功效，所以我平常也會去生機飲食店買蔓越莓乾來吃。我覺

得如果飲品有添加這一個成分，會讓我更想購買。 

 

5. 對明星代言有何看法與建議？ 

Ans: 基本上我不太在意哪位藝人在代言耶，畢竟這種東西還是要自己

試用才知道。不過如果是一些皮膚科醫生、營養師或是美容保養達人

代言的話，我會覺得可信度有提高。 

 

三、 保健食品及個人特質等相關問題： 

1. 除了美容飲品外，你還會食用什麼其他類的保健食品？ 

Ans: 維他命 B 群、 月見草油膠囊、葡萄籽錠、益生菌粉末。 

2. 在選購保健食品時，你特別在意哪些重點？ 

Ans: 成分跟功效很重要。我會根據我的使用目的去研究哪些成分是我

想要的，然後再去比較產品。當然品牌也很重要，我還是比較相信大

廠牌，尤其是選購這種食品類的東西，小廠感覺品管上沒有保證。 

3. 你自認是否注重健康？（例如：平日飲食習慣、生活作息） 

Ans: 我算是注重健康的人吧，因為我很怕早死啊！有抗氧化功效的食

物會讓我想吃。以前年輕時蔬果吃的不多，現在會注意吃多一點；也

會注意喝水喝到一千多 CC。作息方面，我因為工作原因晚睡早起(約十

二點多睡，七點起床)，不過還算滿規律的，頂多假日多睡一點。就是

比較不常運動，之前一周會跑兩次步，現在有時候一忙起來就懶得動

了。 

 

4. 對自己外表的要求程度為何？ 

Ans: 算是滿注重的吧，畢竟這是個看外表的社會，哈！我出席正式場

合一定會化妝，平常就是淡妝。我喜歡自己看起來乾淨、清爽、專業

的樣子。 

 

四、 需求滿足與未滿足： 

1. 白蘭氏盈而賞美容飲品對你來說，滿足了哪些需求？ 

Ans: 現代人工作忙碌，這種飲品可以讓我快速補充一些平常難吸收到

的營養素，這點我覺得還不錯。有時候沒有空吃水果的時候，喝這瓶

會讓我覺得可以達到一定程度的替代性。再來就是補充一些保養功夫

上的不足吧。我平常洗完澡後會擦保養品或敷面膜，搭配喝馥莓飲應

該是有加成的效果。 
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2. 白蘭氏盈而賞美容飲品對你來說，還有哪些需求未被滿足？ 

Ans: 嗯，我覺得現在市面上類似的飲品其實很多，統一也有出這種莓

果飲品。我覺得白蘭氏在品牌知名度跟形象上有一定的優勢，不過它

的可替代性可能還是有點高。我覺得它在成份跟包裝上都可以再升

級，比如說添加一點蔓越莓、葡萄籽、用輕一點不是玻璃瓶包裝，這

樣我可能會願意持續天天喝一段時間。價格方面，對上班族來講我覺

得可接受，當然有打折我會願意買更多。 
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受訪者 E 蘇小姐 

訪談時間 101 年 5 月 25 日 訪談地點 台北市古亭站丹堤咖啡 

一、 基本問題: 

1. 受訪者基本資料  

27 歲 

2. 你覺得白蘭氏對你而言是什麼樣的品牌？ 

感覺滿有意思的。產品品質是知名大廠牌，可以信賴。 

3. 第一次購買白蘭氏盈而賞美容飲品是何時？什麼情形下使用？ 

忘記第一次是何時，大約兩年前吧。看廣告想嘗試是否真的可以改善

肌膚狀況。 

4. 前一次購買白蘭氏盈而賞美容飲品是何時？什麼情形下使用？ 

前一次大概一兩個月前吧，覺得口味不錯，想喝喝看是否能改善膚況。 

二、 對白蘭氏盈而賞美容飲品現存問題看法與建議： 

1. 你覺得此系列產品對你個人而言是否由達到訴求？（活顏馥莓飲

強調改善膚況、使人擁有好氣色；美妍纖棗飲強調幫助腸胃消化、代

謝順暢）飲用後效果如何？ 

我是覺得效果是有，但是沒有到太明顯。有持續在喝的時候就覺得皮

膚比較水嫩一點。氣色好像也有明亮一點。 

2. 你覺得此系列產品的口感如何？ 

滿不錯的，酸酸甜甜。算是好喝的飲料。 

3. 你覺得此系列產品在平日使用上的方便程度如何？有何看法和

建議？ 

喝完後瓶子不知如何處理很困擾。但容量包裝都不錯。 

4. 你覺得此系列產品跟別的品牌的美容飲品相較之下，優缺點為

何？ 

價錢還算可親。但根據標示成分來看，不太清楚。另外，應該添加膠

原蛋白，感覺比較吸引人，也較能達到美白訴求。 

5. 對明星代言有何看法與建議？ 

廣大必定會誇大效果。請誰代言其實沒有差別。一定要身邊有人使用

過，可看到效果，會比較容易相信。即使是素人也不一定有說服力。 

三、 保健食品及個人特質等相關問題： 

1. 除了美容飲品外，你還會食用什麼其他類的保健食品？ 

我吃過膠原蛋白粉、蜂王漿、花粉、維他命 C 錠、美白錠、梅精、納

豆萃取、啤酒酵母、魚肝油、益生菌錠。 

2. 在選購保健食品時，你特別在意哪些重點？ 

我會比較在意產品的成分、劑量。保健食品的效果是漸進式的，因此

要至少吃一個禮拜才能見效。如果是有效的話，口感上我不是那麼在

意。價格方面，一個月花兩千元在保健食品上是我可以接受的合理範
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圍。 

3. 你自認是否注重健康？（例如：平日飲食習慣、生活作息） 

我挑食、作息也不正常。可能就是如此，我才會想吃保健食品來補充

營養，一方面也是求心安。之前沒有運動習慣，目前運動較規律。 

4. 對自己外表的要求程度為何？ 

整齊乾淨即可。 

四、 需求滿足與未滿足： 

1. 白蘭氏盈而賞美容飲品對你來說，滿足了哪些需求？ 

口感還不錯、價錢也合理。包裝也不錯。若是長期規律的飲用效果應

該更明顯。 

2. 白蘭氏盈而賞美容飲品對你來說，還有哪些需求未被滿足？ 

成分上應添加膠原蛋白。多做一些促銷活動可以刺激消費者購買。 

若是能多添加維他命 C 也會吸引想改善膚質的消費者購買。 
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