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ABSTRACT 

Because of the rapid economic growth and People for their own needs 

improvement to promote the vigorous development of the biotechnology 

industry;Convenience media information, making people pay more attention to the 

requirements for quality of life.Taiwan public, in the knowledge growth and 

government vigorously promote environmental awareness, the people for their own 

environment for contamination is also considerable attention, Recent years food 

safety water pollution, air pollution and other problems have occurred in the hearts 

of everyone left an indelible impression on the deep, Therefore, in this full pollution 

sources in Taiwan, How economic development while preserving the environment 

not hurt, Everybody are all committed to the pursuit. 

H company for skin problems of water pollution, air pollution caused by the 

introduction of both can solve the problem of environmental protection and body 

skin cleanser; However, faced with the many full body cleanser in the market, how 

to make customers understand the differences the commodity and thereby increase 

purchase intention to buy the product, enables companies to be sustainable, H 

company should be the subject of discussion. 

 



 

III 
 

This study used the H Company's each department or customers of H 

Company to obtain the research subjects, 234 valid questionnaires werereturned.

Applying SPSS 21.0 to analysis research data and hypothesis testing. 

The main results were described as follow: 

1. H Company’s Promotion Strategy can to increase the purchase intention. 

2. H Company’s Perceived Quality can to increase the purchase intention. 

3. H Company’s Perceived Value can to increase the purchase intention. 

4. H Company’s Promotion Strategy indirect influence purchase intention by 

Perceived Quality. 

5. H Company’s Promotion Strategy indirect influence purchase intention by

perceived value. 
 

 

 

Keywords Promotion Strategy, Perceived Quality ,Perceived Value, Purchase  
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