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A Study of Taipe Citizens Perception of
Police Image and Its Marketing Strategies

Shu-Hui Wang®

Abstract

Police image in Taiwan is quite controversial. The aim of this research is to find the
answer for the following related questions: How Taipei citizens perceive policy image?
What are the sources of perception? How to market positive policy image based on the
findings of perception structure.

This research focuses on the strategies of image marketing for Taipei Police agency
through the quantitative and qualitative methods. The author defines police image as three
interrelated dimensions, i.e., institutional, functional, and behavioral image, and then
elaborating eight categories, i.e., policy, confidence, contribution, trustworthiness,
law-enforcing, service, moral standards, and brand image. Such originality has never been
presented before in the police administration academic field. The author also held two
focuses groups, participating by 12 undergraduate and graduate students from both Central
Police University and National Taipei University, to construct a Police Image Attitude
Scale (PIAS).

The process to analyze the reliability and validity of PIAS is described below: 30
Taipei citizens are randomly selected to rate the PIAS, showing Cronbach’ Coefficient
Alpha of 0.9481, which allows us to proceed the following formal survey. 770 random
samples are randomly collected through the CATI system in the Research Center for
Public Opinion and Election Studies, National Taipei University. Finally, Crobach’
Coefficient Alpha Reliability of 0.7279 reveals that the PIAS has reached satisfactory level
to test the police image. With regard to the validity of the PIAS, the author employs Factor
Analysis which shows an eigenvalue larger than 1.0, and a factor loading larger than 0.3
for each dimension of police image.

8 Mrs. Shu-hui Wang is working for National Police Administration, the Ministry of Interior. She
got the Master degree of Public Administration from Department of Public Administration and
Policy, National Taipei University.
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On the basis of investigating result by the PAIS, the author suggested image
marketing strategies. This research concluded that two sets of marketing strategies are
systematically described to promote the positive image of police: the institutional aspect of
patrol and technical aspect of marketing. The completion of this study not only contributes
the creation of the empirical study of PAIS, but also helps police agency to promote policy

image.

Key Words: Image, Police image, Image dimensions, Police image dimensions,
Marketing, Image marketing, Police image marketing.



