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The study of the female consumers by occupation on the brand 
image of aerobic clothing in Taiwan in three areas for example 

Tsai Shu-Huei1, Lin Hung-En2, Tsai Min-Shi2  
1National Taitung University, 2National Chiayi University  

 
Abstract 

 This study was to investigate the factors that female consumers concern the 
brand image of aerobic clothing by the occupation in Taiwan. The study discussed the 
difference of famous brands like NIKE, PUMA, Cinderella, TOUCH AERO and 
POWERHOUSE while taking occupation into consideration. The questionnaire was 
used to gather data. This survey distributed consumers into three areas in Taiwan, 
which include north Taiwan, central Taiwan and south Taiwan. We send out 250 
questionnaires to do the investigation. The collected data were be analyzed the 
demographics, attributes of image and image importance with descriptively statistics. 
Besides, Two-way MANOVA was applied to analyze the difference between different 
aerobic clothing brands and the demographics. According to the finding, there is an 
apparent effect on the interaction that between demographics and aerobic clothing 
brands. This result reflects that demographics and aerobic clothing brands have 
influence with each other.  
 

Keywords consumers, aerobic clothing, brand image, female consumers 
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