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ABSTRACT

This study is to investigate the relationship among consumers’ brand knowledge toward

Super Basketball League (SBL), perceived risk, group norm and purchase intention. The

sample in the current study will be acquired by using multi-stage sampling. The subjects in

the current experimental design study will be students from junior high schools and senior

high schools in Taipei County, Taipei City, Taichung County, Taichung City, Kaohsiung

County, and Kaohsiung City. The sample size for the pilot study will be 400 students in

Taipei, Taichung, and Kaohsiung with a total of 1200. The sample size for the formal study

will depend on the effective samples in the pilot study. The pilot study will be designed to

divide 7 teams in the SBL into the teams with either higher brand knowledge or lower brand

knowledge and to collect information about whether subjects had ever attended the SBL

games or not. In the experimental design procedure, subjects will be randomly assigned into

high/low brand knowledge groups in order to perform 2 × 2 factorial design experiment.

Furthermore, the multiple linear regression will be used to examine the moderating effect of

group norm on the relationship between perceived risk and purchase intention. Data will be

analyzed by utilizing SPSS 13.0 with significance level α <.05. Key words: brand knowledge,

perceived risk, group norm, purchase intention.
