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ABSTRACT

The purposes of the study are to explore the effects among brand awareness, perceived quality, brand loyalty and
customer purchase intention and mediating effects of perceived quality and brand loyalty on brand awareness and
purchase intention. The samples are collected from cellular phone users living in Chiyi, and the research adopts
regression analysis and mediating test to examine the hypotheses. The results are: (a) the relations among the brand
awareness, perceived quality and brand loyalty for purchase intention are significant and positive effect, (b) perceived
quality has a positive effect on brand loyalty, (c) perceived quality will meditate the effects between brand awareness
and purchase intention, and (d) brand loyalty will mediate the effects between brand awareness and purchase intention.
The study suggests that cellular phone manufacturers ought to build a brand and promote its brand awareness through
sales promotion, advertising, and other marketing activities. When brand awareness is high, its brand loyalty will also
increase. Consumers will evaluate perceived quality of a product from their purchase experience. As a result, brand
loyalty and brand preference will increase and also purchase intention.
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INTRODUCTION

Recently, the rising of consumer consciousnessrhade consumers choose to purchase their familidr an
favorable brand. Therefore, if businesses wantefieat their competitors, they have to make conssirizere to buy
their products and brands. Macdonald and Sharpoj2®@ntion that even though consumers familiarizt @e willing
to purchase a product, brand awareness is stilinportant factor to influence purchase decision.eWltonsumers
want to buy a product, and a brand name can contieeio minds at once, it reflects that product hagher brand
awareness. Consumers’ purchase decision can lermcid if a product has higher brand awarenessd®ddonroe,
& Grewal, 1991; Grewal, Monroe & Krishnan, 1998hi§ explains why a product with higher brand awassnwill
have higher market share and better quality evialmain addition, while consumers select a prodtiety care about
perceived quality and brand awareness. Perceivalityjaan help consumers to have a subjective juegron overall
product quality that make a product hold a salifferentiation and become a selective brand insoamers’ minds
(Aaker, 1991). Besides, businesses have to buildrapd loyalty. Some studies suggest that the tooattract a new
customer is more than five times of maintainingyalty customer (Reichheld and Sasser, 1990; Bafi€§4). That is,
the higher the brand loyalty, the less cost buseeso pay. Therefore, the purposes of the stuslyoaexplore: (1) the
influences of brand awareness, perceived quality, larand loyalty on purchase intention effect, {2} effect of
perceived quality on brand loyalty, (3) whethergeéred quality mediates the relations between beamdreness and
purchase intention, and (4) whether brand loyalkgiates the relations between brand awarenessuactiggge intention.

LITERATURE REVIEW

Brand Awareness

Brand awareness means the ability of a consumerezagnize and recall a brand in different situai¢Aaker,
1996). Brand awareness consists of brand recallbaadd recognition. Brand recall means when conssireee a
product category, they can recall a brand nametlgxamnd brand recognition means consumers hagyetalidentify a
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brand when there is a brand cue. That is, consuoarsell a brand correctly if they ever saw orrdea Moreover,
Hoeffler & Keller (2002) indicate that brand awagers can be distinguished from depth and width. IDeygans how to
make consumers to recall or identify brand easihd width expresses infers when consumers purchgseduct, a
brand name will come to their minds at once. Ifradoct owns brand depth and brand width at the stme,
consumers will think of a specific brand when thegnt to buy a product. That is, the product hahdrigorand
awareness. Moreover, brand name is the most imgoelement in brand awareness (Davis, Golicic & ddardt,
2008). As a consequence, brand awareness willtaftechase decision through brand associationwdreh a product
owns a positive brand image, it will help in markgtactivities (Keller 1993). A brand name offers a symbol that can
assist consumers to identify service providers tangredict service results (Herbig & Milewicz, 19Q9=niszewski &
Van Osselaer, 2000; Turley & Moore, 1995).

Brand awareness plays an important role on puranéesation because consumers tend to buy a fanaitidrwell
known product (Keller, 1993; Macdonald & Sharp,20@rand awareness can help consumers to recognimand
from a product category and make purchase dec{§lercy & Rossiter, 1992). Brand awareness hasat gruence
on selections and can be a prior consideration inaa@roduct category (Hoyer & Brown, 1990). Brawiareness also
acts as a critical factor in the consumer purchiatsstion, and certain brands will accumulate imszomers’ mind to
influence consumer purchase decision. A produdh witigh level of brand awareness will receive aigtonsumer
preferences because it has higher market sharguatitly evaluation (Dodds et al., 1991; Grewallet998).

Perceived Quality

Perceived quality is a result of consumers’ subjegudgment on a product (Zeithaml, 1988; Doddalgt1991;
Aaker, 1991). Bhuian (1997) also consider percenyeaality is a judgment on the consistency of pradyecification
or an evaluation on added value of a product. Gai®83) proposes that perceived quality is defioedhe basis of
users’ recognition while objective quality is defth on the basis of product or manufacturing origma The
differences between objective quality and perceigedlity lie in that objective quality has a presigm standard to a
product, and perceived quality is influenced binal and external product attributes which is eaduation basis for
consumers (Olshavsky, 1985; Zeithaml, 1988). K&O0Z} points out that objective quality is that comers will use
their experience and knowledge to evaluate overaliiuct benefit, function, durability, technologydareliability when
consumers purchase a product. Perceived qualdycensumer judgment on the accumulative productfiterand a
subjective feeling on product quality (Zeithaml 889 Dodds et al., 1991). Aaker (1991) argues tlatgived quality
can show the salient differentiation of a producaervice and becomes a selective brand in cagrsiimind.

The reason why perceived quality is different tal iguality is because (a) a previous bad imagembduct will
influence consumers’ judgment on product qualityhia future. Moreover, even the product quality baen changed,
consumers will not trust that product because dirthunpleasant experience in previous (Aaker, 199B)
manufacturers and consumers have different viewthenudgment of the quality dimensions (Morgan33;9Aaker,
1996), (c) consumers seldom hold enough informatmrevaluate a product objectively. Though conssnieve
enough information, they may be insufficient in éimnd motivation to do a further judgment, andchim énd they can
only select little important information and make avaluation on quality (Aaker, 1996; Wan, 2008).addition,
perceived quality is a relative concept which peses situational, comparative, and individual lattes. Perceived
quality will be affected by factors such as pregiexperience, education level, and perceived ngk situational
variables such as purchase purpose, purchaseiaitudime pressure, and social background from gowess
(Holbrook & Corfman, 1985). In sum, perceived qtyais a consumer subjective judgment on productityy@and he
or she will evaluate product quality from their yicis experiences and feelings.

Brand Loyalty

Aaker (1996) assumes that a loyal consumer baseseqts a barrier to entry, a basis for a pricenjume, time to
respond to competitors, and a bulwark against eletets price completion, and brand loyalty is aecdimension of
brand equity. In addition, brand loyalty is thedfimlestination of brand management, and if a compants to test the
weakness or strength of its customers’ loyaltgait easily check whether consumers still favopiitgluct in contrast to
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competitors. Brand loyalty is consumer attitudesadasrand preference from previous use and shopmpipgrience of a
product (Deighton, Henderson, & Neslin, 1994; Aaki€d91), and it can be measured from repurchaseorata same
brand. Assael (1998) defines that brand loyalithéd consumers satisfy their past experience inofisee same brand
and incur repurchase behavior. Brand loyalty mdaasd preferences that consumers will not consideer brands
when they buy a product (Baldinger & Rubinson, 19@avero & Cebollada, 1997). Brand loyalty représea

repurchase commitment in the future purchase ti@ahige consumers will not change their brand lgyaitdifferent

situations and still buy their favorable brandsiyéd, 1999). Brand loyalty includes behavior fast@nd attitude
factors. Behavior loyalty represents repurchaseatieh and loyalty attitude means psychological ootment to a

brand (Aaker, 1991; Assael, 1998; Oliver,1999; RkWBrandt, 1995; Farr & Hollis, 1997). Thus, purskarequency is
not equal to loyalty. For instance, consumers purehase a product do not mean they like it buttdug convenient
factor or a variety seeking behavior to purchasertain specific product occasionally (Tseng, Li&dan, 2004).

A true brand loyalty can be called when consumessbath inclined to these two factors, otherwisean only
be called a spurious brand loyalty if only attitumteébehavior factors are found (Baldinger & Rubimsb996). Loyalty
can also be separated from short term loyalty amg term loyalty. Short term loyalty is not a rémband loyalty
because a long term customer will not buy othendisaeven if there is a better choice (Jones & $a89985). In
addition, Bloemer and Kasper (1995) argue thatah lseand loyalty should include brand preferenaas @epurchase
behaviors that present in a long term commitmerand commitment and psychological processing (d@tisiaking
and evaluation) function while Fornell (1992) preps that brand loyalty can be measured from custoepeirchase
intention and price tolerance. Consumers with @angtrcommitment to a particular brand will constarstéarch for any
marketing activity related to the brand (Brown, 29Barwise & Ehrenberg, 1987; Chaudhuri, 1995; Bejdr &
Rubinson, 1996; Bandyopadhyay, Gupta, & Dube, 20@%ithermore, brand loyalty can be measured in two
dimensions: affective loyalty and action loyaltyffektive loyalty is a specific brand preferencenfr@accumulative
satisfaction to previous using experiences. Howeaféective loyalty just represents that a repusehiaatention. It does
not mean that consumers will take purchase aclias.very hard to say that consumers hold brawydlty (Jacoby &
Chestnut, 1978; Oliver, 1999; Kan, 2002). Actiowydlly indicates that consumers not only have pesfeges to a
specific brand but also perform purchase actiortitpely, and become an action inertia (Jacoby Be§tnut, 1978;
Oliver, 1999; Kan, 2002, Lin, 2005 ).

Purchase Intention

Engel, Blackwell and Miniard (1995) present the trresognized model of consumer purchase decisidtirga
This model divides the consumer purchase decisiongss into five stages: (1) problem recogniti@),ifformation
search, (3) alternative evaluation, (4) purchasgsa®, and (5) post-purchase behavior. Also, Moard Minor (2001)
maintain that consumer decision making are a safgzocessing results from perceiving problemsraang for
solutions, evaluating alternatives, and making slens. Engel, et al. (1995) further contend thatpase intention can
be divided into unplanned buying, partially plandmg/ing and fully planned buying. Unplanned buymegans that
consumers make all decisions to buy a product ogyend a brand in a store. It can be regardedh amjaulse buying
behavior. Partially planned buying means that coress only decide a product category and the spatidin before
buying a product, and brands and types will degidbe shop later. Fully planned buying means tloaitsumers decide
which product and brand to buy before entering shep. Kotler (2003) proposes that individual attés and
unpredictable situations will influence purchasteimion. Individual attitudes include personal prehces to others
and obedience to others’ expectation and unprdaéetsituations signify that consumers change pwsehatention
because a situation is appearing, for example, whenprice is higher that expected price (Doddslet 1991).
Consumer purchase intention is considered as @&atiug inclination toward a product and can berapartant index
to predict consumer behavior (Fishbein & Ajzen, 3R7Zeithaml (1988) uses possible to buy, intenttethuy and
considered to buy as measurement items to meastzkgse intention.
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Brand Awareness, Perceived Quality, Brand Loyalty ad Purchase Intention

Grewal, Krishnan, Baker and Borin (1998) concludat trand awareness and perceived quality havesitiveo
and significant relationship in a bicycle branddstuMany researches also maintain that the higlebtand awareness
is, the higher perceived quality is (Monore, 1980dds and Grewal, 1991; Wall, Liefeld, & Heslop919Lo, 2002;
Lin, 2006 ). Kan (2002) further suggest that thghler the brand awareness is, the higher the consumpeality
evaluation is. Besides, Aaker and Keller (1990) tiomed that a brand with high awareness and goafércan
promote brand loyalty to consumers, and the higher brand awareness is, the higher brand trustpamdhase
intention are to consumers. Peng (2006) indicdtasirand awareness has the greatest total effadtsand loyalty.
When businesses develop a new products or a neketmaney should promote their brand awarenessrderoto
receive the best result because brand awarenpssitively related to brand loyalty (Aaker & Kelldr990; Peng, 2006;
Wu, 2002; Chou, 2005). Chang and Wildt (1994) sukihmt value can facilitate loyalty. Parasuramad &rewal
(2000) propose that the more positive customersaetion perceptions are, the stronger customerltjoya.
Sirdeshmukh, Sigh and Sabol (2002) also deem tdaewvill bring a positive influence toward custaséNu (2007)
identifies that the perception of consumers wiltragase or reduce brand loyalty. Judith and Rictfaé®2) further
indicate that perceived quality and brand loyalawvén a highly connection, they will positively infince purchase
intention. Chi, Yeh and Chiou (2009) a new view and evidemcthé study of brand loyalty that customer peragive
quality will influence brand trust and brand affesmbd further to influence brand attitude and pasehbehavior. Thus,
perceived quality and brand loyalty are positivelyrrelated, and brand loyalty will increase if peved quality
increases.

Consumers will have a higher purchase intentiom wifamiliar brand (Kamins & Marks, 1991). Likewista
product has higher brand awareness it will havéghen market share and a better quality evaluafioodds, et al.,
1991; Grewal, et al., 1998). A well known brandlidve a higher purchase intention than a less kvelivn brand
(Hsu, 2000). Garretson and Clow (1999) suggestpbateived quality will influence consumer purchagention, and
Monore (1990) indicates that perceived quality wikitively influence purchase intention throughceéved value. Ho
(2007) also asserts that the higher the perceiwgditg and perceived value of the private brandd&othe higher
buying intention to consumers. In addition, Cha®@0g) and Wu (2006) conclude that perceived quality purchase
intention are positively related. Brand loyaltyasrepurchase commitment that promises consumetgepilirchase
their favorable brands in the future, and they wilt change their loyalty under any circumstancivéd 1999). Aaker
(1991), Assael (1998), and Wang and Kan (2002) misntion that consumers must have positive feeliags brand,
and then they will produce purchase intention.

RESEARCH METHODOLGY
Research Design
According to the purposes and literature reviewsabove, the study presents research structureguaré-il.
Brand awareness is the independent variable, psecimiention is the dependent variable, and pezdeguality and
brand loyalty are the mediating variables.

Research Hypotheses
The research hypotheses are proposed as follows:
H1: Brand awareness will be positively affecteghémceived quality.
H2: Brand awareness will be positively affectedbtand loyalty.
H3: Perceived quality will be positively affectemltirand loyalty.
H4: Brand awareness will be positively affecteghtwchase intention.
H5: Perceived quality will be positively affectaalfjurchase intention.
H6: Brand loyalty will be positively affected to mase intention.
H7: Perceived quality will mediate between brand@mmess and purchase intention.
H8: Brand loyalty will mediate between brand awa&snand purchase intention.
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Figure 1. Research Structure

Sampling and Data Collection

The measurement constructs include brand awarepessived quality, brand loyalty, and purchaseritibn
with a Likert 7-point scale from 7 to 1 to presextremely agree, agree, a little agree, no opirdolittle disagree,
disagree and very disagree. The convenience sagnglito collect data from cellular phone usersnlivin Chiyi by a
questionnaire. The sampling duration was from Sepe 15", 2008 to October 15 2008. Totally 315 questionnaires
were dispatched. Excluding 48 invalid questionrgithe effective questionnaires are 267 copiestlamdesponse rate
is 84.76%.

DATA ANALYSIS AND RESULT

Factor Analysis and Reliability Analysis

The study uses Cronbachisto measure the internal reliability of the questiaire. As shown in Table 2,
Cronbach’su of brand awareness is 0.8159. Brand identity aaddrecall are 0.7511 and 0.7618, respectivelgnér
loyalty is 0.8705. Action loyalty and affective iy are 0.8296 and 0.8139, respectively. Perceinedity is 0.7965,
and purchase intention is 0.7849. According Guidlf(1965) suggestion, when Cronbach’ss greater than 0.7, it
shows the questionnaire has a relative high intesiebility. The results of the study show thato@bach’sa in all
variables is higher than 0.7. It indicates thatriibility of the questionnaire is acceptable.

Table 2. Factor Analysis and Cronbach’sx

Variables Measurement item Squared loadings (Cuiaalab) Cronbach’s.
Brand awareness (BA) 9 0.8159
BA-Brand identity 4 28.584 0.7511
BA-Brand recall 5 55.752 0.7618
Perceived quality (PQ) 6 0.7965
Perceived quality (PQ) 6 50.730 0.7965
Brand loyalty (BL) 9 0.8705
BL-Action loyalty 3 32.437 0.8296
BL-Affective loyalty 6 61.492 0.8139
Purchase intention (PI) 4 0.7849
Purchase intention (PI) 4 61.916 0.7849

Regression Analysis

The study uses simple regression analysis to exathirelationship between brand awareness, pertevality,
brand loyalty, and purchase intention. As showable 3, perceived quality£0.466, p<0.001) and brand loyalty
(p=0.477- p<0.001) are positively and significantly relatedorand awareness. Also, brand loydi.255> p<0.001)

is positively and significantly accounted for peéwesl quality. In addition, brand awarene$={.384, p<0.001),
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perceived qualityf=0.422, p<0.001), and brand loyalf$=0.471, p<0.001) are positively and significan@yjated to
purchase intention. This brings the results thatia, H3, H4, H5, and H6 are all supported.

Table 3. Regression Analysis of Brand Awareness, Reived Quality and Purchase Intention

Variables B R? t F Sig.

Brand awareness to perceived quality | 0.466*** 0.217 8.574 73.514 0.000
Brand awareness to brand loyalty 0.477*** 0.228 33.8 78.101 0.000
Perceived quality to brand loyalty 0.255*** 0.065 .286 18.372 0.000
Brand awareness to purchase intention| 0.384*** 0.147 6.767 45,787 0.000
Perceived quality to purchase intention 0.422** | 178 7.573 57.345 0.000
Brand loyalty to purchase intention 0.471** 0.221 8.680 75.345 0.000

*p<0.05 **p<0.01 » **p<0.001

Meditating Test

According to Baron & Kenny (1986, p.1177) suggesiahere are three steps to examine the medieffagts,
First, the independent variable must be shown fectfthe dependent variable in the first equatisecond, the
independent variable must affect the mediator ensticond equation; and third, the mediator mustathe dependent
variable in the third equation. If these conditialishold in the predicted direction, then the effef the independent
variable on the dependent variable must be le#sirith equation than in the second equation. Perfetiation holds if
the independent variable has no effect when thaatwds controlled.

Therefore, to test hypothesis seven (H7), a regnessalysis is applied to examine whether brandraness will
mediate purchase intention through perceived qudlitst, let perceived quality as the dependeniaée, and brand
awareness as the independent variable. The reswétls that brand identify3£0.420, p<0.001) and brand recall
(p=0.388, p<0.001) are significantly affected to méred quality. Second, let purchase intention a&s dapendent
variable, and brand awareness and perceived qualithe independent variable. The results showhitzatd identity
(p=0.334, p<0.001), brand recalp=50.331, p<0.001), and perceived qualif}=Q.422, p<0.001) are significantly
accounted for purchase intention. Third, regressts purchase intention by adding the mediatingalze, perceived
quality in brand awareness. The results exhibit ffhealue of purchase intention reduces from 0.33@.180 in brand
identifies and from 0.331 to 0.198 in brand recda#l.a consequence, the effects between brand tgdemiil brand recall
and purchase intention are reduced because of gaddén mediator, perceived quality. So, hypothesiger (H7) is
supported, and there is a mediating effect (se&e™b

Table 4. Meditating Test of Brand Awareness, Perceéd Quality and Purchase Intention

Variables Model 1 Model 2 Model 3
Perceived quality Purchase intention| Purchase intention| Purchase intention
Brand identity 0.429* (0.000) | 0.33#* (0.000) 0.196¢ (0.002)
Brand awareness
Brand Recall 0.388* (0.00Q0 | 0.33%* (0.00Q 0.198* (0.001)
. . . . 0.342** (0.00
Perceived quality Perceived quality 0.422* (0.000) ( 9
0.345** (0.000
Adj. R? 0.213 0.141 0.175 0.214
F 36.930 22.816 57.345 25.120

*P<0.05, *P<0.01, **P<0.001

Besides, in order to test hypothesis eight (H8) thvebrand loyalty will mediate the effects betwdsand
awareness and purchase intention, first, the ditdyrand loyalty as the dependent variable anddeavareness as the
independent variable. The results demonstrate lihatd identity §=0.364, p<0.001) and brand recafi=0.209,
p<0.001) are significantly affected to action Idyallso, brand identify[f=0.524, p<0.001) and brand recg(0.356,
p<0.001) are significantly affected to affectiveyddty. Second, the study let purchase intentiorthes dependent
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variable and brand awareness and brand loyaltthesdépendent variable. The results exhibit thahdbrialentity
(p=0.334, p<0.001), brand recai«0.331, p<0.001), action loyalt$£0.455, p<0.001) and affective loyalty=0.410,
p<0.001) are significantly accounted for purchasterition. Third, regress with purchase intention aading the
mediating variables, action loyalty and affectiegdlty in brand awareness. The results in actigalty signify that
Bof purchase intention reduces from 0.334 to 0.19#rand identity and from 0.334 to 0.165 in braadatl. In the
meantime, in affective loyaltfof purchase intention reduces from 0.331 to 0.24Brand identity and from 0.331 to
0.213 in brand recall. Therefore, hypothesis efgi®) is also supported (See Table 5).

Table 5. Meditating Test of Brand Awareness, Brand.oyalty and Purchase Intention

Model 1 Model 2 Model 3
Variables Bra_nd loyalty - Purchase Purchase . .
Action Affective . . . . Purchase intention
intention intention
loyalty loyalty
Brand 0.364** 0.524** 0.334** 0.194* 0.165
Brand identity (0.000) (0.000) (0.000) (0.001) (0.012)
awareness | Brand 0.209** 0.356** 0.331** 0.213** 0.247**
recall (0.001) (0.000) (0.000 (0.000) (0.000)
Action 0.455** 0.385** 0.403**
Brand loyalty (0.000) (0.000) (0.000)
loyalty Affective 0.410* 0.334* 0.324*
loyalty (0.000) (0.000) (0.000)
Adj. R? 0.127 0.280 0.141 0.225 0.265
F 20.308 52.821 22.816 39.571 24.916

*p<0.05, **p<0.01> **p<0.001
CONCLUSION AND SUGGESTION

The study finds that brand identity and brand demad positively related to purchase intentionsignifies that
consumers will buy a familiar and well know prod(g€eller, 1993; Jacoby & Olson, 1997; Macdonald Baf, 2000).
In other words, the higher the brand awarenesshitiger the purchase intention. In addition, thedgtreveals that
action loyalty and affective loyalty are positivelated to purchase intention. The results areséime as the findings
of Oliver (1999) that brand loyalty represents purehase commitment in the future purchase whictsamers will
not change their brand loyalty under differentaitons and still buy their favorable brands. Thalgtalso testifies that
brand awareness is significantly and positivelpted to perceived quality. The result is the sasnftnalings of Grewal,
Krishnan, Baker & Borin 1998; Monore, 1990; Dodd¥=¢ewal, 1991; Wall, Liefeld & Heslop, 1991; Lo, Lin,
2006. In addition, the study shows that brand ame&ss is positively and significantly and positivedyated to brand
loyalty. The result is the same as findings of Aaded Keller (1990). The study further demonstrétes brand loyalty
is positively and significantly related to percalvguality. The result is the same as the result€hdn (2002), Wu
(2007) and Judith and Richard (2002). Lastly, thugs verifies that both perceived quality and brdoyhlty act as a
mediator between brand awareness and purchase.

The study suggests that cellular phone manufactusbould pay much attention to the influences @nbr
awareness, perceived quality and brand loyalty wnchmse intention. The study finds that if consigrem identify a
brand name when they want to buy a cellular phdn@eans that the cellular phone holds higher brawdreness.
When a product has a well known brand name, itvdarconsumers’ preferences and increase their psecintention.
Thus, cellular phone manufacturers ought to builttand and promote its brand awareness througk patenotion,
advertising, and other marketing activities. Whean awareness is high, its brand loyalty will aisorease. The
study also suggests that cellular phone manufarstisieould emphasize production quality. Consumelisprwoduce
brand loyalty because good product quality andeiase their repurchase behavior further. Moreowahilar phone
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manufacturers should be aware that consumers wadluate perceived quality of a product from theurghase
experience. A high evaluation indicates that coremsmare satisfied. As a result, their brand loyaltd brand
preference will increase and also repurchase behavi

REFERENCES

Aaker, D. A. (1991). Managing brand equity: Cajiziag on the value of a brand name. New York: FPeess.

Aaker, D. A. (1996). Measuring brand equity acnesxlucts and markets. California Management Re\38¢3), 102-20.

Aaker, D. A., & Keller, K. L. (1990). Consumer euations of brand extensions. Journal of Marketi#{1), 27-42.

Assael, H.(1998). Consumer behavior and marketictgpA, 6th ed. Cincinnati, Ohio: South-Western.

Baldinger, A.L., & Rubinson, J. (1996). Brand IdyalThe link between attitude and behavior. Jouai&@ldvertising Research, 36, 22-34.

Bandyopadhyay, S., Gupta, K., & Dube, L. (2005)eBbrand loyalty influence double jeopardy? A tieéoal and empirical study.

Journal of Product & Brand Management, 14(7), 423-4

Barsky, J. (1994). World-class customer satisfactBurr Ridge, IL: Irwin.

Baron, R. M&Kenny, D. A. (1986).The moderator-mediator variatiltinction in social psychological research: aptoal, strategic, and statistical
considerations. Journal of Personality and SoagtRology, 51(6), 1173-1182.

Barwise, T. P., & Ehrenberg, S. C. (1987). Thenlikand viewing of regular TV series. Journal of &loner Research, 14, 63-70.

Bhuian, S. N. (1997). Marketing cues and perceyeality: Perceptions of Saudi consumers toward yctsdof the U.S., Japan, Germany, ltaly, U.K.
and France. Journal of Quality Management,2(2); 235.

Bloemer, M. M., & Kasper, D. P. (1995). The comptelationship between consumer satisfaction anddbl@yalty. Journal of Economic Psychology,
16, 311-329.

Brown, G. H. (1952). Brand loyalty: fact or fictiddvertising Age,9, 53-55.

Cavero, S., & Cebollada, J. (1997). Brand choica marketing strategy: An application to the marketaundry detergent for delicate clothes in
Spain. Journal of International Consumer Marketigs7-71.

Chang, C. Y. (2006). The moderating effect of bremdt on the relationship between perceived vahg purchase intention: The case of advanced
tea-leaf. Unpublished master thesis, Dayen UnityerBaiwan.

Chang, T. Z., & Wildt, A. R. (1994). Price, produnformation, and purchase intention: an empiritaldy. Journal of the Academy of Marketing
Science, 22(1), 16-27.

Chaudhuri, A. (1995). Brand equity or double jealy&Journal of Product & Brand Management, 4(1),326

Chen, C. P. (2002). The effect of perceived qualftproduct on consumer satisfaction and brandltipy&ontact lenses lotion market in Taipei city.
Unpublished master thesis, Tatung University, Taiwa

Chi,H.K, Yeh, H. R., & Chio, C.Y. (2009). The effeaf Brand Affect on Female Cosmetic User Branddltyin Taiwan. The Journal of American
Academy of Business, Cambridge,14,230-236.

Chou, C. Y. (2005). A study of the relationship amdahe integrated marketing communication, tourismge, brand awareness, satisfaction,
loyalty-the case study of Gukeng Huashan coffe@ubfished master thesis, Nanhua University, Taiwan.

Deighton, J., Henderson, C.M., & Neslin, S.A. (1p9he effects of advertising on brand switchingl aepeat purchasing. Journal of Marketing
Research,16, 28-43.

Dodds, William B., & Grewal, D. (1991). Effect ofipe, brand and store information on buyer’s prada@luation. Journal of Marketing Research,
28(3), 307-319.

Davis, D. F., Golicic, S. L., & Marquardt A. J. (28). Branding a B2B service: Does a brand diffeat@ta logistics service provider? Industrial
Marketing Management, 37, 218-227.

Engel, J. F. Blackwell, R. D., & Miniard, P. W. @%). Consumer behavior ( 8th ed.) New York: Dryéeass. Farr , A., & Hollis, N. (1997). What do
you want your brand to be when it grows up? big stnehg? Journal of Advertising Research, 37(6)3&3

Fishbein, M., & Ajzen, I. (1975). Belief, attitudiatention, and behavior: an introduction to theanglresearch. Reading. MA: Addison-Wesley.

Fornell, C. (1992). A national customer satisfatti@rometer: The Swedish experience. Journal ok&fig, 55, 1-22.

Garretson, J. A., & Clow, K. E. (1999). The infleenof coupon face value on service quality expeztatisk perceptions and purchase intentions in
the dental industry. The Journal of Service Margtil3(1), 59-70.

Garvin, D. A. (1983). Quality on the line. Harvdsdsiness Review, 61, 65-73.

142 The Journal of International Management Sudies, Volume 4, Number 1, February, 2009



Grewal, D., Krishnan, R., Baker, J., & Borin, N9¢B). The effect of store name, brand name, arw gliscounts on consumer’s evaluations and
purchase intentions. Journal of Retailing, 74(3)1-352.

Grewal, D., Monroe, K. B., & Krishnan, R. (1998)hd effects of price-comparison advertising on bsiyperceptions of acquisition value,
transaction value and behavioral intentions. Jdwhilarketing, 62(2), 46-59.

Guielford, J.P. (1965). Fundamental StatisticssgdAology and Education, 4th edNew York : Mc Graw-Hill.

Herbig, P., & Milewicz, J. (1993). The relationshupreputation and credibility to brand successirdal of Consumer Marketing, 10(3), 18-24.

Ho, Y. C. (2007). A study of consumers’ purchaseritions toward retail store brands in the food@etnpublished master thesis, Ming Chuan
University, Taiwan.

Hoeffler, S., & Keller, K. L. (2002). Building branequity through corporate societal marketing. dauof Public Policy & Marketing, 21(1), 78-89.

Holbrook, M. B., & Corfman, K. P. (1985). Qualitpé value in the consumption experience: Phaeddes mgain. In J. Jacoby, & J.C. Olson (Eds.),
Perceived Quality: How Consumers View and Merchsa@p.31-57). Lexington, MA: Lexington Books.

Hoyer, W. D., & Brown, S. P. (1990). Effects of bdaawareness on choice for a common repeat-purghiasict. Journal of Consumer
Research,17(2), 141-148.

Hsu, Y. Y. (2000). The impact of brand awarenesfgrence price, product knowledge and product cleniatics on brand evaluation and consumers’
purchase intention. Unpublished master thesisoNatiCheng Kung University, Taiwan.

Jacoby, J., & Chestnut, R. W. (1978). Brand loyaifgasurement and management. New York: John V&il8pns.

Jacoby, J. & Olson, J. C. (1997). Consumer resptimpece: an attitudinal information processingspective. In Y. Wind, & M. Greenberg (Eds.),
Moving ahead in attitude research (pp.73-86). Gjucd: American Marketing Association.

Janiszewski, C., & Van Osselaer, M. J. (2000). Amationist model of brand-quality associationsirdal of Marketing Research, 37(3), 331-350.

Jones, T. O., & Sasser, W. E. (1995). Why satisfiestomer defect. Harvard Business Review,73(69%88

Judith, H. W. and Richard, E. P. (2002). Measulirand equity: An evaluation of a consumer-baseddeguity scale. Journal of Marketing Theory
and Practice,10(1), 46-63.

Kamins, M. A., & Marks, L. J. (1991). The perceptiof kosher as a third party certification claimeidvertising for familiar and unfamiliar Brands.
Journal of the Academy of Marketing Science,1913),-185.

Kan, W. H. (2002). The Study of Relation betweeod®ct Value, Brand Trust, Brand Affect and Branglty. Unpublished master thesis, Tamkang
University, Taiwan.

Keller, K. L. (1993). Conceptualizing, measuringdananaging customer-based brand equity. Jourfdbodfeting, 57(1), 1-22.

Kotler, P. (2003). Marketing Management (11th eédew Jersey: Prentice Hall.

Lin, S. L. (2005). A study of the influence on reghase intention of customer satisfaction and bragdity: In the case of automobile selling
business. Unpublished master thesis, Chung Yuaist@nr University, Taiwan.

Lin, S. Y. (2006). The impact of warranty and braweareness on customer loyalty. Chinese ManageReriew, 8(1), 1-20.

Lo, Z. W. (2002). The study of the impact of protoategories, price discount and brand awarenes®msumers’ brand evaluation and repurchase
intention. Unpublished master thesis, Providenciéraity, Taiwan.

Macdonald, E. K.,& Sharp, B. M. (2000). Brand awareness effects arswmer decision making for a common, repeat puecipgsduct: A
replication. Journal of Business Research, 48,.5-15

Monroe, K. B. (1990). Pricing: Making profitableaigions (2nd ed.). New York: McGraw-Hill.

Morgan, Leonard A. (1985). The importance of qyalit J. Jacoby and J. C. Olson (Eds.), Perceivedity (pp.61-64). Lexington, MA: Lexington
Books,.

Mowen, J. C., & Minor, M. (2001). Consumer behavidframework (2nd ed.). Upper Saddle River, Nevsdg: Prentice-Hall.

Oliver, Richard L. (1999). Whence Consumer Loyaltg@rnal of Marketing, 63, 33-44.

Olshavsky, R. W.(1985). Perceived quality in consumecision making: an integrated theoretical pgtge. In J. Jacoby and J. C. Olson (Eds.),
Perceived Quality (pp.3-29). Lexington, MA: LexingtBooks.

Parasuraman, A., & Grewal, D. (2000). The impadeshnology on the quality-value-loyalty chain: ésearch agenda. Journal of the Academy of
Marketing Science, 28(1), 168-174.

Peng, W. T. (2006). The relationship among brandremess, brand image and brand loyalty-an empisicaly of domestic rice wine market.
Unpublished master thesis, National Dong Hwa UrsitgrTaiwan.

Percy, L., & Rossiter, J. R. (1992). A model ofrimawareness and brand attitude advertising sieategsychology & Marketing, 9, 263-274.

Prus, A., & Randall, B. D. (1995). Understandingiyoustomers. Marketing Tools, 2, 10-14.

The Journal of International Management Sudies, Volume 4, Number 1, February, 2009 143



Reichheld, F., & Sasser, W. E., Jr. (1990). Zeffeat®ns: quality comes to services. Harvard BussriReview, 68, 105-111.

Sirdeshmukh, D., Singh, J., & Sabol, B. (2002). €oner trust, value, and loyalty in relational exuaies. Journal of Marketing, 66(1), 15-37.

Tsali, Y. C. (2003). A study on brand loyalty of fale cosmetics. Unpublished master thesis, Tamkanigetsity, Taiwan.

Tseng, Y. M, Liao, B. C., & Jan, Y. S. (2004). Tétedy of relation between product value, brandtirbrand affect and brand loyalty. Journal of
Business Administration, 61, 29-50.

Turley, L. W., & Moore, P. A. (1995). Brand nameaségies in the service sector. Journal of Consiaketing, 12(4), 42-50.

Wall, M., J. Liefeld, J., & Heslop, L. A. (1991)mpact of country of original cues on consumer judgimin multi-cue situation: A covariance
analysis. Journal of the Academy of Marketing Scéeri9(2), 105-113.

Wan, C. Y. (2006). The effects of price discount d@rand image on consumer’s perceived quality, gpeed value and purchase intention in
notebook market. Unpublished master thesis, Minga@HJniversity, Taiwan.

Wang, Y. P., & Kan, W. H. (2002). The effects ofafity image and country of origin on consumers’darct evaluation. Proceedings in 2002
management and innovation seminar of National Tailaiversity of Science and Technology.

Wu, H. W. (2002). The factors influencing the suped teams chose by professional baseball fansthendelationship among supporting factors,
loyalty and satisfaction. Unpublished master thedational College of Physical Education and Spdrswan.

Wu, L. M. (2007). The study of the brand image cpared quality, brand loyalty and repurchase inent

Chinese meat process industry as an examples. Ustpedb master thesis, Kun Shan University of Tedbayg Taiwan.

Wu, T. L. (2006). The impact of perceived qualitydébrand loyalty on purchase intention of produdeesion: An empirical study of dual brand
handset customization of mobile firms. Unpublishekter thesis, National Cheng Kung University, Baiw

Zeithaml, V. A. (1988), Consumer perceptions oteriquality and value: A means-end model and sgigh# evidence. Journal of Marketing, 52,
2-22.

144 The Journal of International Management Sudies, Volume 4, Number 1, February, 2009



