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Abstract

This study focuses on compatible inkjet cartridge market analysis.
Since compatible inkjet cartridge has market restriction caused by major
inkjet printer manufacturing company, there is no specific marketing rule
for this market. In this study, we try to use demand perspective from gray
market and private label brand of retailers related studies to understand

consumer’s intentions toward compatible inkjet cartridge market.

Our finding shows “Consumer’s price consciousness’ significantly
and positively affect consumer attitude toward compatible inkjet cartridge;
“Risk averseness” significantly and negatively affect consumer attitude

toward compatible inkjet cartridge.
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