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Relationship and Influence between Business Operator Perceived Quality and
Perceived Value on Purchase Intention in Tinplate Printing Industry
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This paper discusses the relationship and influence between business operator
perceived quality and perceived value on purchase intention in tinplate printing
industry by the questionnaire survey. According to Pearson correlation coefficient,
the results of the three aspects of perceived quality, perceived value and purchase
intention in tinplate printing industry have a significant relationship. The results of
the empirical regression analysis can provide a specific analysis of the business
strategy of the tinplate printing industry and the improvement of product quality
and suggestions for value enhancement to enhance the purchase intention
tinplate printing products and equipment. The analysis of the results of this study
summarizes the recommendations of the four management implications, including:
(1) perceived value is an important clue for assessing the quality of the purchaser
intention of the business operator’s printing equipment. Further, the higher the
perceived value of the goods, the higher perceived quality; (2) the business
operator agrees that the high quality of the printing industry is equal to the high
value of the relationship concept, this concept has a significant influence on the
purchase intention. The price orientation or low-price product, it cannot positively
stimulate the purchase intention; (3) when the business operators perceived
quality is positively improved, the perceived value of the product is also positively
increasing. It has a positive and significant influence on the purchase intention; (4)
when the perceived value of the product is higher; it has a positive and significant
influence on the purchase intention of business operators in the tinplate printing
industry.
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