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The Effect of Consumer's Perce|ved Quality of Brand Alliances on Different Brand
Benefits.
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Abstract

This study explores the relationship between the
quality perception theory and brand aliance theory
from the view of consumer. The author attempting to
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enhance the epistemology of quality theory and brand
alliance theory.

The methodology of this paper will be conducted
qualitative and quantitative method to analyze data.
First, this paper will be employed by Critical Incident
Technique to collect a part of data from consumer of
some manufactories, finding out how many kinds of
brand benefits. Second, the study will use posttest-only
control group experimental design for data collection
and find out the correlation between varies.

The research found that different brand benefits
would influence the consumer’s perceived quality. If a
brand want to alliance another brand, it will helpful
with an images base brand.

Keywords: perceived quality, alliance, brand benefits
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