消費者之產品涉入、知覺風險與資訊傳播影響
其購買意願之研究-以臺中酒廠果醋為例
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【摘要】
隨著生活水平提高，健康養生食品的產量及消費市場持續成長，醋即為其中健康飲料一員。且許多研究指出，從產品涉入產生知覺風險、資訊傳播存在相關關係，因此本研究的主要目的：1.瞭解消費者對果醋產品涉入程度。2.消費者人口統計變項對產品涉入程度、知覺風險、資訊傳播之差異性。3.產品涉入程度、知覺風險與資訊傳播對購買意願之影響。4.提供臺中酒廠果醋產品之相關建議。本研究以臺灣菸酒公司果醋為產品，至臺中酒廠購買果醋之消費者為研究對象，經問卷調查方式，並透過統計分析探討。其結果為：1.消費者對果醋產品涉入程度為平均程度。2.人口統計變數與產品涉入程度、知覺風險、資訊傳播有顯著差異性。3.可知產品涉入、知覺風險、資訊傳播、購買意願之間關係的密切度與因果關係。
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【Abstract】

Because of living conditions improved, the output of the functional food and consumer market grow up continuously. The vinegar is among one of the healthy beverage. Some researches pointed out, there are close relations among consumer’s product involvement, risk perceiving and information dissemination. Thus, the main purposes of this research are: 1. To understand the level of consumers product involvement to the vinegar products. 2. Consumers demographics differences in product involvement, perceived risk and information dissemination. 3. The influence effect of product involvement, perceived risk and information dissemination to the purchase intentions. 4. Give suggestions to the fruits vinegar in Taichung Wine Factory. The study on the consumers who purchase product of fruits vinegar in Taichung Wine Factory. Take questionnaire to process the research. And use statistics for analysis. The results are: 1. Consumers are not highly involvement to be average to the vinegar products. 2. There are significant difference of demographics difference in consumers product involvement, perceived risk, information disseminate. 3. There are close relationship and influence effect among consumers product involvement, perceived risk, information disseminate and purchase intention .
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