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Abstract

With socio-economic development, Taiwan's coffee culture is also
gradually prevailing, the Chinese people in the consumer awareness of the high,
a large increase in the coffee population, in order to behind considerable
business opportunities, so that coffee shops, convenience stores and coffee
shops, under the multiple competition must continue to provide a variety of
diversified promotional activities to promote consumers to further purchase.

The purpose of this study is to explore the way of coffee shop promotion
and brand image, life patterns and percessive value, through the network to
conduct questionnaires, random sampling,to obtain data to the software SPSS
for statistical analysis for testing and analysis, using narrative statistical
analysis, independent sample T detection and single-factor variation analysis
as empirical results analysis, the results show that there are significant
differences in promotional methods and brand images for life patterns,
significant differences in brand images in perception value and life patterns,

and significant differences in perception values in life patterns.

Keywords: Promotion methods, brand image, perceived value, lifestyle
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