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Abstract

Patent is the defense line to protect the intellectual property rights for enterprise.
Enterprises need to take huge sum of money keeping the patent rights to reach the patent
marketing goal. A questionnaire method was used to collect the 138 valid samples and the
target samples are younger consumers. er. The results found that familiarity has significant
influence on patent preference and repurchase intention respectively, but not significant on
patent identification. Patent preference has significant influence on patent identification.
Patent identification has a significant influence on patent loyalty, but not on repurchase
intention. Patent loyalty has significant impact on repurchase intention. Expecting the
finding can understand it’s the antecedents and consequences of patent identification. Also

reminding enterprise using patent identification as a logo to reach marketing advantage.
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