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【摘要】
    本研究主要探討消費者對國產蜂蜜標章之認知、信任、態度、知覺價值及購買意願之間的影響。以高屏地區量販店的消費者為研究對象，共發出450份問卷，有效回收問卷403份，有效回收率達89.6%。經SPSS統計軟體進行t檢定、單因子變異數分析、Pearson積差相關分析與路徑分析，實證結果發現如下：

人口統計變數分析顯示，受測消費者之性別、年齡、婚姻、職業、教育程度、個人月收入對蜂蜜標章之認知、信任、態度、知覺價值及購買意願有顯著差異，其中以「性別」、「婚姻」影響購買意願為最顯著。

消費者對蜂蜜標章之認知、信任、態度、知覺價值及購買意願有顯著的相關，且發現認知對信任、態度及知覺價值有正向的顯著影響。影響購買意願的各構面變數中，信任直接影響購買意願之總效果為最大。表示信任愈高也會使購買意願愈高，而信任又受認知的正向影響，因此，也需加強認知，進而提升購買意願；以上可做為行銷策略的訂定。
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【Abstract】

This study discusses the relationship among domestic honey label cognition, trust, attitude, perceived value and purchase willing for consumers. Take the Kaohsiung-Pingtung areas of hypermarket consumer as an object, there are totally 450 questionnaires, 403 valid questionnaires, the effective recovery rate of 89.6%. The SPSS statistic method was applied through the use of T-test, One-way ANOVA, Pearson product-moment correlation and Path analysis. The results of the study are as follows：

Analysis of demographic variables showed that subjects consumers to gender, age, marital status, occupation, education level, personal monthly income on honey label cognition, trust, attitude, perceived value and purchase intention were significantly different, then demographic  variables gender and marital status are most significant affect the Purchase Willing.

There are obvious differences in honey label cognition, trust, attitude, perceived value and purchase willing for consumers, and found a significant positive effect of cognition to trust, attitudes and perceived value. Affect the purchase willing variable in all dimensions, trust directly affect the purchase willing in total effect that is largest. When trust higher to Purchase Willing will be higher, and the trust is positive affected by cognition, therefore also need to strengthen cognition, and thus enhance the Purchase Willing. Above-mentioned can be used as a reference when marketing strategy.
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