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Abstract

This study mainly investigates consumers’ behavior for iPhone owners and
analyze the factors those consumers concern about, and how it affects consumer
willingness to purchase iPhone under different levels of the awareness of the Brand
Image and Word-of-Mouth. The samples are Internet users who own iPhone in North,
Central, South and East part of Taiwan. With the method of using online questionnaire
survey, a total of 1,626 effective samples were collected. Using IBM SPSS 19,
hypotheses are tested by Descriptive Analysis, Reliability Analysis, Factor Analysis,
Analysis of Correlation, Independent-Samples T Test, Chi-square Test and F Test. The
research results indicate: (1) Different demographic variables are partial significant
differences on Brand Image, Word-of-Mouth, Purchase Intention. (2) Different
demographic variables are partial significant relationship on Consumer Behavior. (3)
Brand Image (Symbolic, Functional, and Experiential) to Word-of-Mouth has a
significantly positive relationship. (4) Brand Image (Symbolic, Functional, Experiential)
to Purchase Intention has a significantly positive relationship. (5) Word-of-Mouth to

Purchase Intention has a significantly positive relationship. (6) Brand Image (Symbolic,
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Functional, Experiential) and Word-of-Mouth to Purchase Intention have a significantly
positive relationship. (7) Consumer Behavior is partial significant differences on

Purchase Intention.
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