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The Influencing Model of Cheap-Clothing Store Image on
Customer Repurchase Intention
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The Influencing Model of Cheap-Clothing Store Image on
Customer Repurchase Intention

Abstract

The purpose of this research project is to explore the impact of store image on repurchase
intention for cheap-clothing, and to test the mediating effect of brand preference and to analyze
the interference effect of the brand awareness between store image and repurchase intention.
This study adopted a questionnaire survey method. The research subjects were the customer
groups of cheap-clothing brand. The questionnaire was administered in two ways: pre-test and
formal. The pre-test planned to survey 110 effective people, and the formal questionnaire would
be conducted in two ways: online and paper. It is obtained that 610 effective people will be
surveyed in each case to enhance the reliability and validity of the questionnaire. Based on
theoretical derivation and the results of previous relevant empirical studies, this study shows that
store image will have a direct impact on repurchase intention, and will further affect customer
loyalty through the intermediary of brand awareness. Brand preference mediates the relationship
between store image and repurchase intention. Besides, brand awareness moderates the
relationship between store image and repurchase intention. Finally, the results of this study have
implications on the impact model of cheap-clothing brand on customer repurchase intention.
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'.% ‘Fiﬁvﬁ-ﬁpz F\:u’&z

- ELE

R TR K AR R A AR A S e AR T LR B4
P o RS G ARG F R PR AT T RSN G o ke
PoHY FAETEARE MR S G AR T IR 0 T EBE o RA o Tk
WREHT RN IR EIRA D e E S LR TARE > X @I Fh CP
(Sianata & Keni, 2023) > T § P JRAF T A NE A FELFE S LK 7T FT IR
A EEER B R (Adan&Ramos 2023) > e E B b hT GORAFSMRARE SR > B R
* A Pﬁmméﬂ g o A H R L HL g kg S (Mangolele, 2022) o Ayt > T IR
A 5 ;\Lpr&m?#m"'ll‘%ﬂl’iﬁ #mmi%’-ﬁi’x%ﬂpiﬁ S %Z%mﬁgﬁ\ i
T P*F‘Hw@“ o2 th o FURRA G F RSN OE B L R LA %
EP 3 &Moo j\#""é? gue o g H Q)E’F'#L’ﬁg_ﬂ {EEE o

Ba o P RBRHFIRA o F F T R P RS S R T
LR E 45 0 4 ZARA ~ GAP ~ H&M ~ UNIQLO % > @ 345 2022 & R PRAF© H-endh
FAh o d a8 st sE 2 > M UNIQLO, H&M & NET = = A % 5 4 > ¥ &
A PRAR > & %] F b 59% ~ 48% ~ 35%:nF it ] > 11 UNIQLO et bld § o iz = fdid
@J%Wﬁmi%'ﬁ’?ﬂ“i¥*%*ﬁﬁ"’ﬁfﬁi TR (HRER - Pk

12020) > H¥ NET L& 5424 ¥ - fdsddein mmfﬁrw;ﬁwfé ERNNY - )
B R BB AEE T2 B os}g% o imz R ,%p;/g,; m 3 A FE
IR HERMRE AR A Y § - ﬂﬁ%v’wrﬁpﬂﬁtgﬁmJ HAL

M R BT RE AR LBREE R 7S F s 2 SR E
EM%ﬁ’%ai%iﬁ@ﬁnﬁwwﬁg’ﬂwﬁﬁﬁ%ﬁ’ép“&@Jﬁﬂ R A
(Srivastava & Rai, 2018 ) - iz 74V iEA22 7 » R RacE > A3 g 354 o BT R
*AE L FF G n® F) (Yazid & Kawiryan, 2023) 0 7« Fedieh 24307 4 I i £ &
g% o Ananda® 4 (2021) A idpdic E 2 A ESEEA LT E'éf"}ft——l@g&‘;
TR
<
'3

o

™ NG (m\a, \m

MR R E g L fE o 4oNurhadi® 4 (2024) 773 Bk JRAF S E TR
PRy AR o d JHEFFTRP TP R ELEFTLI LT A x%+%§l’&§“3§ » 2
BN & 5-T 0 PRAT 5 Wmm@ﬂamﬁéﬁm@*#%&@mp“ﬁ*’%%“
FAFET R RBEEHL B -

R %) ﬂ,J_;;{\ﬁ}kg;\ » Howard 3§ 45 ! > éf‘}ﬂ’?ﬁ‘ﬁi«;"f} L S NE I e - B o
M EROERE GO 8- KRB 75 (Nofrialdi, 2021) - ¥ ¢ >
Sheena ¢ Naresh (2012) #=Z %R > BEHSWEF RS - RMIEEF LR "6 4%
agaﬁjméﬁ%o#fz’%ﬁﬁﬂ@fmﬂ%iﬁﬁé’%ﬁﬁ*fﬁﬁﬁi
WA RIS ERHEREERE A FLAMOE R T (Muzaklr& Damrus, 2018 ) o #714 »
hofe B T PRAFE T REE SR AGp R R R Fe? AL SR HREFY
%%i@o%%y,iﬂiﬁﬁﬂﬁ%ﬁ%iﬁﬁﬁﬁﬁm’@ R E LT HE M

\\

m



z)ﬁﬁ PRORF RSB el rELHLHELG P ok o2t LAy

*‘“‘%E PRy NFZ?  HY m R s &€& %14 2 - (Alhamding,
& Hartono, 2023) > = f ¥ 23 R4r » B % (Chinomona & Maziriri, 2017 ; Khoa, Nguyen,
& Nguyen, 2020)) » 4% 5 2 - % pp & 2 JRARPE - LA SRR R § DT TR
A LR R MOkEMA & (Yazid & Kawiryan, 2023) > @ 2 R LR B 0 R &
e A F Fee Y g - T AR(ANL 2019) PR E MY T A BB LIRS
7 4 (Faisal & Ekawanto, 2022 ) - 13453F 5 @ pLele F # 4 7 (Hoyer & Brown,
1990) %1 > ﬁ?ﬁﬂ}@?%ﬁd M LR T - aﬁf,!éég;@;aﬁ”;ﬂi%. 7 % (Faircloth,
Capella, & Alford, 2001; Rizal et al. 2022) > & $f>* 48 3 if § F TR X S w LR 8 K 3{%}3,
AR R ORELT ARSI PR REAN MY TN B Tl
BRATT 6 p A AR > P AT RE- BT - B o

‘F;:FFH{E

AMEF P A RIE T PRAF & /ﬂﬁ'jﬁm\%’fﬂ S R LR R R R
PERRED? A &k o 5 1 1*151@‘1145&*’1%3” Boerif 0 AT 4RI T A
oy R AL

(=) FRT % §MFRFL LR
(=) ,»g;;m FEMFRFEREET?
(Z) SHEH ¢ WFDFE MM
(2) ERELHFEIELRLIRELT ¢ 12852
(I) BMTLRAHF R LA ARELE T B &%

Fo R as ] RR
Rfp PRI RWERFEOMGE  BFEFATT R %~ S04~ 2w
RELMImE lﬂ%ﬁmtw"t’vlﬁ%d I A e

_‘ﬁg}},ﬂ@

R RV TR LR Bl R Nk ERE SN R EE (Park &
Park, 2019) » 2+ T2t & ?4‘- # A& s s 52 (Kotler & Keller, 2016) » & ¢ /b &
4“%&573;;:& » Martineau (1958) 45 % > & & 25 % i3 7 F,ggtr;,; Boirt i B AT

SRS B R0 B RS PP ER S B KB TIE S A LR
3 0 dpehd - ﬁ&yﬁ iv 47 s 4 4B 4 o Cornelius ~ Natter #2 Faure (2010) 35 &
A7 % A PR frra fé«%w $atzel Y § B PERE B o Saraswat® 4 (2010)

S ‘?‘;}Hﬂ TR RGFE R AL TR E NG B R AL

T EE R R (2022) Al z\Tr/ﬂ FHFPE LR B ATl > B Ha Bl
L Y R R I N T 0 A Kﬁm/}i P‘ﬁﬁ‘f}-?\ﬁ D % VR B e
oo RWE R EFRR R R PR g o oA B RISKES B SR

Mot ;3,;‘,; Q4 %r \



gzai RIS b7 i ) 4 K e o o
WHER R R e M F 0 e PG 7 5§ e Lindquist (1974) #

5 TR A o BB G A ‘?»fﬁm/v\j% PR JRIE S RS s A MRS~ A iR
- EwmF 4 24 R FE % o Amine fo Cadenat (2003) #-#78 E o 2, % N 54 5 F & ¢
Bl B3 RAE @4 2% M F - Graciola® 4 (2020) # N F B SR PR §F 4
Bl A%~ 1R ~F & B 48 AR R RFEEE o ¥ ¢b > Silva & Giraldi
(2010) RIfI* & &2 B R &5 ~ 48 B PRA: ~ R i I~ 4 8w - B 4K
B PRI o f 4 EWHFARZFAFIZREEF R R o Zpt b 2o 7 %4
BTEEON FARMFRFEBEIHE-FEFL CFEST L AR DR HR
SR g AL RT GIRG L PR G R BT K HHPREE R PR
PRARE R AT~ F P EE FFRBZ B G T RS ATk #H

S e

AR EEHY 0 R AT R LA (it BE) &G 0 (i 53 iR
i @A &40 8 (Ismail, Melewar, Lim, & Woodside, 2011) v @ B SRS N A
- RRERETRBE TR MR o TS M PV A R E o (Perez, Padgett, &
Burgers, 2011) s R E e -me Fooddpde? HEFTEMC 5 m»ﬁa-&ﬁi&: » 7
L) f F e E a‘&m"&)};ﬁ e R TR ik (2010) dp g LY R F
%%+ﬁmﬂ%éim RN S w&ﬂmaﬁ‘Tﬂﬁﬂﬁﬁéi%ﬁéo
Soenyoto (2015) 3% s &M EHdp A 2 b & ¢ IR REFENT R > REFJF 4 &

BEzuart s g5 8 A A %ﬁ 4 % e ik 4% o Ebrahim ~ Ghoneim ~ Irani 4 Fan
(2016) = # % - % /ﬂ P e ERRF e MgHERAEL {5k £ F

TN ARE A BT TR e ﬂ% ms‘é‘@‘ﬁ“g HemEs g2 e ier o Muzakir £
Damrus (2018) 2% S48 & i#ﬁ}éﬁ%l EH 8 MR AE R HIE LSRR B
PRAHER T BB AT o A aﬁ#i%i%ﬁé§WW$&wﬁ£@fﬁﬁﬁi’ﬁ
PEHEMAE T AL IR L LR SRR A BRI AR B
(«&r?%: B s B EYE) iﬁ%% I Sl y,zm’:r-,% BEFER 0 AT
TRIH i S5 LR L E T ORGSR A TR B o) e s
B R/ ATIR o

INEE SN E RS AF o PO E RS AN Ao R REE - e f
BIrt= ~= B3 40 (75358 k4 o Brakus ~ Schmitt &2 Zarantonello (2009) f1%* &% %8 %
G Echu R Rg > N E - 15 R F RS IDEAP FL R R %‘?‘ﬁ ruﬂé%

#2/& 5 Chinomona% * (2013) #P~FR ~ e i & ~ PRI ~ 55 ;;4&\4@555 TR H -
% ; Kocak £ Ruzgar (2017) Rriaeif ~ E e~ 7 R~ LB MR E5MML 75 H- 4
BOAAT e SFE AL Ah RS LRI s 0 IR A AR ﬁkwaﬁmﬁﬁ*ﬁ’
RAF TR EFRHT R AR NS EEHEG 4 S LRI CERENKR - B TS
Piﬁﬁxé&

SR LR

—



AT LR SRR  HNSRGI R A h R E R A WP R A
T RS uEARY o BT L RPET F A5 84 (Macdonald & Sharp, 2000) - H % & %
A% A o doAmbali (2014)d, &1 > Foh e &R - B R ﬁrw%${lm il
& #r Astawa ¢ Rahanatha (2021)#% 7= &4 0 & & &f i a HWEBEWow
w0 R PEY i 4 o ¥ ¢k > Tritama &2 Tarlgan (2016) % #& 2 > i § H $E mt‘ei,;a\ S
Bimhmi g ? AR T ot B TR ORA 0*)1‘{@*45- SR A S
R J\l e L REARLE A Q BB TERTLAET S EMTEEER
ELgeflg c B2 AL HEERTLRDTE T RIRG D G F AR R

A
SR TA A R RN RSB ARR -
INFEEG RO P E BRI A AP R BY G B -
& » 4-Gustafson £2 Chabot (2007) ~ Sandhu ~ Saleem ¥ Ali (2021) > 2 2 # 3 & ~ R % i
291 F %(2020) 0 ¥ F edge - B R G TFL R S e LR anik gy 0 4oKeller (1993) &
B RS R th'@%m’”ﬁﬁéﬂ‘ﬁéif“%éan%§W”?§9;

wwﬁ* Mrh- BEEAG K BWLAES ANEFILRFOIEA
AR AFIRRER T LR RE - S (P R A AR
e~ L

B A R Y o def i TR T RTRE TR R R IR DT
é £ o -ﬂ ,&)f?a/ﬂ;'%?i%gr‘%w Té_iﬁ”"ﬁﬁ’;&ﬁ '\"I%ﬁ:l\‘?-:u /ﬂ F{'g"
2w waamwﬁ @ﬁ&@ﬁd%ﬂﬁ*“ﬁﬁa\ﬁmﬁmﬁgJ%ﬁﬁﬁ

R AL AAaRigraoEid  FHER R ALY LIRS o Kotler®? Armstrong (2018)
2T ﬁ?i,&./f?;‘ljﬂz\ BEEFRBN T LR F ‘%ﬁ?‘}’}/ﬂ RO R > 2 g A
& E MY {7 5 o Bulut &2 Karabulut (2018):% % £ Ei,&)iﬁ I A HERSMEE § AL D
LFDFF 4o ROUDERTERE LRI FFETE € gz ERS SFi 49
A F KR A% e gteh o Olivier (2010) 4p 8t £ AR ERIp 7 2 R LAFRER - £ K5
ey ﬁwﬁmﬁﬂ%%o@% HISEIE O %@%&ﬁi%%%$2$ﬁm@mw
PG R R ESA BRI A4 kg B o T3 FE R T g
BREY S PRIRN{T A o
_Lﬁﬁgﬂ%@@mﬁﬁaé’Bﬁﬂﬁww$;m%~ﬁ’¢ﬁ@uﬁ~ﬁﬁﬁ
17 » 4vKnox £ Denison (2000) > 3 «hf| 4~ & = B+ %#\i » 4eGriffin (2002) #-H & 5 K%
MER S ALY - BA G 0 2 Kotler (1999) » 2 e BAEF S E4FREE @ Bio 2 & 00
T7F A= BFHES 0 doCengiz (2010)4 5 R REREE ~ v W AHEE - E TR =
o025 L%+ e (doFilipe, Marques, & de Fatima Salgueiro, 2017) - 58 & 12+ >
LHAEHS AR R OEAS S TREFFALF RO A G A RGP A AT
THREARAS SR SHEMY S BA G TLIFE R AT akd -

i~ ERRE
AN EEAT-EY SN N X

~ mE e
\rv Tﬂk' &‘3



135 Magid ~ Cox £ Cox (2006) %= 3 3 Bkt » | B2 % A0 § F #7 A %2 4
W PR E R i%ﬁ%%%‘fm?&’ SRER- A B e ﬂm#BFﬁﬁ EWFF
PR R HEALRFOLELE - £ MR EF L ¥ doHosseinil £
Norouzi (2017)F 3 % = A|p4 ? <M - F /;H B RIERY LS 64
%’ﬁ&%@gﬁ¥ﬁé%ﬂ@%ﬁﬁﬁ&@’HiHmwm % (2018)41] * SEMA 47 .

LAEFHFLED eIk o 2 E 5 Ananda® 4
anp ﬁ; %m RURHBLILML» IR A2 T RRE 7 148
@6ﬁ%&ﬁﬁﬁ~uﬂﬁL&U@dMFm@%m%o

’}’ifﬂﬂi Hrmﬁﬂ’“?};%,afr’inﬁﬁﬁ:miﬂ % IR r‘;af},"l 2 5 s ) 2 ’ﬁ%ﬁ%ﬁ%fgi
B %> j‘lﬂ I%FﬂﬁFr‘g}},mr‘g}},W @b%-ﬁ?i,&)fﬁfmﬂﬁ”%’ﬁﬁ i g
F AT 2K

BHRHL: B R : e Fr v B EL AR

(«) m@qﬁ@(l—;ﬁv L R

i J5 Foxall & Yani-de-Soriano (2005)4p &1 > i % # ¥ sv FH L 5 =314 ~ 54l
A %

ALY RAFANEFNELF R S EHEREEORSES o AFE G

ngﬁ'ﬁn@%&ﬁ”—%Qﬂﬂi@m“@%ézﬁ?ﬁé%éi%ﬁﬁbﬁ%§ﬁ%°
Afsar(2014) <%= 5 3 > i & ﬁﬁ&Wmﬂ@@%’mﬂéimﬁ%éyﬂgﬁso
methwmernpﬂﬂ%wr’_ﬁ Fg et > R 2L
& e F] o b ¢h > Sianata &2 Keni (2023)F 7 % M VR R F L BTG 7
ﬁmrwgﬁoﬁﬁtw’%Piﬁﬁ%W%ﬁ%ﬁiﬁmﬁm@mf&%@ﬁ%Wé

S S A x%}i AR o Flt 4R AT R

BRH2: B RV EHFL e BETWE 4 o

(2) % & 58 F RLATL M i

RBEErd > F F HFAHI SR NELRRET R S 2T REHN I YA
PR Ff&rhji B chig & (Firman, 2020) > @ & &+~ 7 = o > 4 Ebrahim % £ (2016)# 7
FRSWCERL LR MEAAN 2 SR T EHE LR B @ﬁﬂ* :
Mehta 27 Bhanja (2018) #= 5 &1 > i pig ¥E e &+4rg  PIH T R 4%
ﬁ—ﬁ&’ﬁLw’Fﬁénﬁ.o ¥ “t » AlJohani ~ Saad ¥ Azhar (2020) k’ﬂ’“‘*%ﬂ&;—r’ m g 4
%wﬁgmﬁﬁﬁﬁi@&$¥¥ﬁ'%§ FF oo 4245t +?%’*Pzﬁmd?%
%i@mﬁﬁ@mgﬂ SHELBMAFERT L SAMEE > F R T 2 B

Bk H3 - CHEMFL v B TL TR -
(z) 5% %ﬁ@@ﬂ@ﬁﬂﬁt@fﬂfﬁﬁ
d 'J'ﬁ’? FERAEREN Ty > R e B ERER DN Rz - > TR
FHEMEFRANRZ 2L A VAHSREFAIRT RFLE-HRFYTR
Heng Eiﬁ % (East, Wright, & Vanhuele, 2013) - &% % > & > 1945 Saikat (2016) #=
THESHT o BN R IR SN S %miiq%"’ﬁ%ﬂé%ﬁ%%&?”%
“ﬁﬁrév’?’/ﬂ R gD P AT RE R R FREEEER B AR T
# 4 iE% 5 Amanda £ Andriani (2022)# &0 Rt R R R A SR EER S0



EHAFRILCHLHIAFEAER Y AFF o 51 o SREFTAHP R 48
FRLFOBPLF L A o B0 R LG F T ORGSR R %
FREESWEN PELELR > TV T R
BkHA: &R HF e e P AREEG 2P 12k o
(I) &M LREF R EEEIR2ZAGH %
Gm%hi&Qmmpi?gﬁﬁﬁﬂ’§%%?§{ﬁﬂ*iﬁﬁ4ﬁﬁﬂﬂ%’
TR Al L RS R B RS 4 e 2 2 E % (Amjad
et al., mm)omeu?nwm(mm)Pi%ﬁ’§er&?@¢%ﬁwiwm¢
M L RHAEE DL SRS LA TG B £ & 0 4% & Sivaram ~ Munawar
EA“QM%%H’ FRFoHF LA TR IHRETT AHIEM TG L
AR A R A S L R R T ﬁ’gim'é@§%ﬂ$$m&w
A & o Malik® 4 (2013) % % 74 H3p > 3u s i 3 "”’ in\@ PLY R0 A SR B
BTG HER RGO AR M A e S kTS SR i
B oo ¥ Sandhu® 4 (02D FHR - R EFHT I ASOERTLRNL G RE S
MERMSB LA ODE SR T LRE S BERE B AT YA
EABKITLTRRE TEG A LRDEETRHE G RAMELRE AL TR
Fr o AP LRGN T IR SR LR T RF R AL LR
B FIO BT R
B HS : & bR AR BT R LA RE L ek o

g

- ~FLER

AT L AAR S RORG LR R SR LTSN T SRS
é/‘fgﬁié’u—h MIC LB A G pm f#ml“’ AP EA AAeT B L

B1:
X EAR L NS N FEIE-ER £

H1
[ | F R
H2 3
A E 4 R
H4C? ) H5(3 &)



S FiHE

AP A% UNIQLO ~ NET £ H&M = < T ij JRAF M cnif § % > 4 85 5
BFAAEE () N2 gl ¥ (25%) &7 FFHEF LA QR4 83 140
> % B PR p 2025/03/01 1 2025/03/15 i+ - 2 s FIE A 106 A 47 & £ i R &
R @ E N EPr Google £ Htgp rieFah o EMPRF A 2025/03/06 3
2025/04/16 1+ - ¥ F & 700 =% > £ {593 608 AL o FRAFTH AT RHE I
Bl DL g g 201 4 g 317 4 2. E# 1204 () 4T 87 4 ~21-30 &% 205
A ~31-40 it 137 4 ~41-50 i F 89 4 ~BL A (F) b 90 4 53T dTr AR
10,000 =% 119 * ~10,001-30000 =% 201 + ~30,001-50,000 =% 165 4 ~50,000 =~
()3 1284 s Ry ARFYHB (7)™ F 161 4 ~ ~ Bfed 341 4 A
LG 116 4 5 Tprg ¥ 4 pf T R4 L5 UNIQLO § 296 + ~ NET § 261 4 -
H&M 7 151 + ; T35% A3 pg 1 1~2% % 3 1284 ~3-5 7 5 208 £ ~6 B 11} 3
272 4 A= pbgeeniy f EFEX 95 11000 &~ (7)) T3 154 4 (20.1%) -~ 1,001-
3,000 ~ % 299 4 -~ 3,001-5,000 =% 87 4 ~ ;5000 %12+ 68 4 o

ERR e

*P*”ﬁﬁﬂﬁélg,y%m*%z@4%§ (e ww‘/@\%?ﬁ
B~ BE  T3o08 (CEDEE & £35S B R A —Iiﬂ,ﬁ 5 ) 2
BEgd khepngAf: (F)FRYGEEE (1548) 3 8 24 3 (2012)
Beristain & Zorrilla (2011) ¥ “rh W@ 4 - ¢ FH AL~ f P & fHRBZ B A
Koo B0 R B G AP o SR RIRE R G R AR f Ak S RT RR
RGN 4 LW ESH R FF RAGEP o BRBRFIBIALL LT TR
Bihd SR N ERE S R580 § BRI B doip BT GORA BRI R G B IR S
s R MR R R R B RRBBLES . (C)SMEHE L (104D) GEY
grv B (2012) e A 0 @ FARFEHFRHRIE - B A B FAL 4ot g
m@ﬁ%ﬁﬁﬁé?ﬁﬁmﬁﬁiﬁﬁﬁéﬁ%yi\mﬁéigﬁwﬁEJRQﬂ%
g R 58 (8 Fl'fkf' Eg 2f T PRAT W RUE AR B R BT
%ﬁ%f’ﬁwWﬁ.i§L35£o( )R E A (54E) %;ﬁr@mWawaeﬁ%
§wﬁﬁaﬁ“%@“*’i@%#ﬁﬁﬂﬁﬁﬁat&ﬂ A e LA

A ERE SRS R P AL FENEE R A e
FRfﬁ:Vuﬂév’ﬂ'ﬁﬁ'—x AR T PRAR S A LR R 58T R R T PRA chR i e

o (2) RHAAE (93L) Bech Griffin (2002)#+5 B g £ > ¢ s HHHE 2K

F'f’—%‘— 'B‘%m T F'%"E do BRI R F i B iET e R z\mg- Am%i—% -
Ak g BAY BT 2RESI S SHA D o A REAN B L2 BRA R
B AR RS IR A B R S5 AN AF TR SR AR o
vilikert }6EE: B R A N A > I BHEEENE > K TERAFL T THRLIFL | 0
EY PEN BT FAE o AuBlI6s e

10



T~ Py R

%Pimﬁﬁﬁi@2’iiiﬁmﬁiﬁﬁﬁlW%’%¥W%Fi¢¢%iﬁ
NFRD R~ FWEH - R RO LR BRAE DL BX 0 BFRAF D
PENFEALAER > PRSI ES A ITE G RS RE T FRBE NG R S
BERE -

#l 2
ZENTE Y
Fe
h
o

R

AR EBE D DR AT TR S N R IL e LN A 4T 0 RIEER S
($-3) BRARE ($oP) chw 585 » B %4 & )% SPSS 24.0 izt fr ke
AMOS25.0 i& f75e 245 > B ¥ SRR e 7R L gvekE A4r (B P A4~ FlE A7)
BRAFTE > A XN ERZE G 2l LR TRk TR Y A4 R 8
Fof A ST AARM A AT 0 R B R (SEM) A 4T E e

ANTERE L2 %BEC AL

ARG S AR ST RORA SR F o B A 120 4 0 EEF G Rk A
110 4 » kegpth A chdr g B2t A 47 R % A Bl4eT

(- )P A7

IR AT Bt BB 30 27 RS T F R % (B1~B15) #E P gl driE 4
3@8&3wap‘ﬁ1~13~m.§i tE] 2t 3 &g o g AP DFFK AL A
3.002~6.868 ; &M € 4+ (C1~Cl0) 4z P e %7 4 > 3.002~13.425 ; &4+ & &
(E1~E10) %\B ed-%riE 4+ 11.95~13.09 ; £ & fF (D1~D10) 488 59102 t &
30 R ER R rr,uuujﬁ; AR hFZ R AT 4.182~11.936 -

@)ai\maﬁﬁ

AT E BERDFFAATIAARE > LAOFR [ R R EE <3 040 FRAphi2E

11



)

ML TR A AT BB AT LOFE > ARk DL e R R A SR
BEA FIE A LA YR AREW@ S §HF &E) %%Wﬁ@’ﬂ??“ HHE
30.702~876 0 7 2R 2 £ 4 10 BATP 2 BB R 5 8206% - T h AR ARSI 6 o
2GR 5929 = B4 K & 0 Cronbach o &4 %] 5 .854-.920 » &?Trﬁ@q/?‘&?\'
B AWNER c2EMEFREAR N BFE FE A LANEIRESE@ET SR
5, Fl2 f R GHEA30483~910 P28 > F O BIP 2 2L ¥R E 5 7380% ¢ ¥
LR RAY e 0 FHME R 5.907 - @A K s 9 Cronbach o & & 5.774 ~ 878 > & on
PEFELAEF LR AR B ERCLAEAN I -BFRFZ AL ERLRG)
FlEp FEGHE4:.816~889 T2 2R 5 BALP L RHE R L 7349% - ¥ ¢ 4 L_'a
BA G Wﬁ;&?8m &mﬁ%wﬁr@ﬂ%f¢~ﬁ“ﬂ'ﬁ 4.8 ML
M- BEE o R A LELEFHETQEREMT Q) T é"ﬁiﬁg%fﬁﬁ
+.501~.919 > 7 j2ff 2 £ 6 IMEBMJ%ﬂB% 744 T GER A S R
B 589 - BAKH :@A\‘%'Ja J71-861 T A MELRE tﬂ’ﬁ “"\'%z%&hf?‘fi o
FEIH O AFIRFREE C RWMEE SRR LA S BREAAAL
Tk AfERREET R 60%’%?72* BEEETG - i**i’i PR e BEA
%&Qﬁ’éﬁ%m$§?$*07 BEARTFH08 HAEARARL - KL

%\Fi%%ﬁﬁ%

= l\‘

o Mﬂ

~ 3
—_
—

A
-

s

-
%1
(]

S
o

NE

RALDE » AT LRBRRIELTHOE - RRLARM A2 5% - RIpM A TS
%o Rw AR o §FEE o FFRI o ARE T F R, \V@#?&‘%ﬁﬁﬁﬁ
ﬁ%%$ﬁw?@%ww’ﬂw%ﬁ&ﬁiéruﬁmm@ FRTR G EER
B AE AAT T FRAE B RE wﬁ’&*ﬁ% AR E AR
FARRE Gl /o0 A7 ~ 69 0 % & AHES RN MU ALE A BE o AN ARM AT &2
RERGERMEORTM G Pl S0 GRS RN R R R
P AR ATIRERZ BHZEY A SN2 mRBIBEAFETHRAZ TR o
#1
A ERERAH AT ARK LM AT &

% #ic M sp 1 2 3 4 5 6 7 8
1% & A4 375 .51 1
2.% B8 363 59 69 1
3.% F IR 359 58 61 56 1
4;1&%%'@ 344 51 52 45" 48 1
% R % 333 50 44 34 32 67 1
6 Wi LR 366 56 65 58 63 58 50 1
TR 315 59 3 30 35 42 49 41 1 -
8.40 & LR 347 55 46" 35 46 54 55 49 43 1

L b ubAphE iy SR F KR

12



H%#*ﬁﬁﬁbﬁ

(=)

?wﬂ#ﬁﬁi ”Kﬁﬁﬁ‘ﬁW%%%&\ﬁ*%&ﬁiﬁ%ﬂﬁﬁifRg
gt AT R % 0 LA 2 43 o M BRI FE S A5 E f EamA
196 0 B4 it LS A B STH LR L RERTL B UG A
(ﬁﬁ) AL ER S - BEARALE R %~ 5N @ﬁ*—‘;’i’-ﬂﬁi,&)ﬁﬁm\.&él‘;fig 2
BT HARARANE A FORETRBE) B E A5 iR o R
AP LR RS R S A RS HRBT R - U

* 2
FREGHSFEES A
- Rk PE B 2 R 4 1 AR Tiog R fh g
Boo AR .11
B 25 % (SI) R . 80 .83 .63
LS . 86
3 AT T .81
=49 € 4+ (BP) .81 . 68
R S . 84
A MY .80
S () ) .75 .60
CAL W .74

BFEFSHEES 247 ’fﬁ—\‘fj‘;‘i—" N RIRANPRGERE C FHERASEN 5T
FRARFASIT TR R SHE L LA BT Sh BRI F R
B RRER R EAFR L4 47 i3 29638 (0= 11)+ 72001 260+ L
B3 Bk > EFE T A p=003<050 A FIESBREITEL R I FEEL
WP R R R FRECEL A E g & BK 0 KA g“*dzz\,ﬂ-‘ YRR S E NS Tt
FRE REAERAR TR SRR B S HE A > 4o RMSEA -
SRMR ~ GFI ~ AGFI $ 33 # 608 > R A RN A FTRF DGR 2 HE
AR o bo CFISNFISIFI Z 4045 « 28 &9 # @i fie & > 4 PNFI~ PCFI ~ NC

'xiﬁﬁ:“f“ 4 F‘T‘ﬁ::'f’_ °

:1"

Tj“.’—_

FEML o A SRS LGRS EALHFLALE G- Sa Rk
weniE el AR gL Y P AR E > 2 RS ERET L FHES S
LHEDER 4 LAY w &‘ﬁiﬁﬁﬁﬂiﬁéﬁﬁ*ﬂﬁ; %%mﬂtﬁ

7R ARATA -

13



# 3

B AR RERATR

§ fedp 1 @ i 2%
BHRERAHE

L.y*(Chi-square) i 29. 63(p=. 003<. 05) 7
2.2/df <3 2.69(29.63/11) B
3.SRMR < 0.05 . 031 =
4.RMSEA < 0.08 074 =
5.GFl > 0.9 972 =
6.AGFI > 0.9 . 9928 %fs @
3 i e B4

7.CFI > 0.9 . 982 e
8.NFI > 0.9 971 =
9.IFI > 0.9 . 982 e
10.TLI > 0.9 . 965 (s
H i i e R 3 1

11.PNFI > 0.5 .509 P
12.PCFI > 0.5 .ol4 s
13.NC > 200 2176 ##
(= )fﬁif"

ﬂ“% PRI BT BRAKE S AT R AT

1. raféﬂ %ﬂﬁiwﬁﬁm 4

g SEM & A7 8T o TR 9 HE RRR R IR B Haet o 2 Tl s L 13
(CR=152 > p =150 >.05) > 4575 &7} % $+ & LB F & § e‘%ﬁ e Foc TR A%
BE MEEPHIRTAF AFREF oMo £ Fd Sl ;’r@f:ﬂ%k—%i’
FRLHED BRI DL Eﬁu’*%ﬁﬂ%éﬁ% W 0.5 o B ATEEE .
2~ FORARHEM A R

Fd SEM #4780 0 R % S0 R IR E o B SRS chi T Tl 5 .67
(CR=9.04 » p<.001) - R JRHER R LG EFEEE AEAFRT ?ﬁl » H &
%%ﬁ;ﬁ,ﬁ% ’ ﬁ‘ﬂkﬁﬂ&g"ﬁﬁ?’%‘g 'é“’#'&d J”f?—'ﬁ&ﬁ’ IR ey S N
BLRANEBERAFTNFLFES L0501 > 0 A gREE -
3 S 4 L PR R

gd SEM #4787 > & W R LR TR > 2 J"]‘#ﬁ— LS Tl 5 78
(CR=8.06 - p<.001) > 4p & L FERAE L 7 B F LB F > & mih g5 > £ £
MARAR A EFEF Lol h- L5 RHEAERL - SR HEFEL RIS BF
BRI NLBERRAFE LA EE L0500 > R R A mEEREE o
4~ R HEHE R B LY [k

HEWN Y ARF SR EF LI AP AR LT L
ket Em S o FER 3 A 0 akuE > 4o SEM ~ Sobel # 2 &

~»\

=4

TJ»
s

-A- m\
a

h
Fo fy

14



H ¢ Sobel #5%i* % "iilﬁﬁ?/v\%fr* AR BiEs 8% (SE) #Ea@hds 247
EE RS RE SR EF e HPE % (B=513> SE=.052); &% *3&%}‘%71 PR R

EEP S (B =692 SE=051) Sobel 5% & (Z) 5 8243 (p<.001)- ¥ & » &5

7 F1* Sobel #& %% ;> #ri& {7 7 /T.Eﬁea’ﬁé,u» B3 BFP Ao 23 Msﬂi R
SR ARG ) e PR R R Y ok i
P AR E S R TR M

RS BT i’ﬁ BE P aock o Hoatk @ 5 .68 (CR =5.06, p<.001) o 4% 4 » 54 i
WL AR LR R BEHEL LR SE Bk d 6.8 T2 135 LE 3 AT o
%ﬁrﬂ@ﬁiﬁ&wmﬁw PARE RAFR A T MR AR R RS L
LR FELz 2 AFr > HERSHER A 2 P &2k B 5 67 x .78 = 53 (CR
=.53/.08=6.63,p<.001) > E = >? s A FH AT T ERX 40

a,@maéfw»ﬁaw’iﬁﬁﬁﬁ

B3
BRETEBPE UMY AR

64
FTEHESE (A
5
— [EHEE -
E S Eirlﬁ "—
66 ==
— EimpmiE
62
FHERE [-—
76
—-' Ej%ﬂﬁ% a7
52
HERE -

Chi-squre=29.633; defree of freedom =11
norm chi=2.694;RMR=.023;
RMSEA=.074;GFI=.972;CFI|=.982

D. &M L REP R %8 RN § 2

PHBRET R SRR RS FERT Y HEL LN SR A
WEEFER LRAd FRUGEER LR FHAIT T o LR 450 ,}i&é,{' “
# (B) % 0.11 (CR = 2.08, p203<05)E&;T:’§,]%,%‘\,ﬁgigl,%z;p; S 2 e 2R

EXREMAFREVEIHLERLIRE ALY % 7 im@%?ﬂ#%%ﬁm§@
é)‘éf‘ M LRSI ll‘z\»"l%l‘\ﬂﬂmr‘%ﬁl:ﬁ"f’ﬁﬂ”‘ iy E»ﬁ-‘??ﬁ'ri
m*%“*°ﬂﬁip”& S(HS) : i im &k & 7 6 2 £ LRI £ 5 9 #ox

50 EELIF

15



® 4
BRAGRII S LR BRI A Fxk

EIEAZSR

44
64

37

GahBAN&E 59 PEp— :—0—

43
A1

ERIZEHZ

A~ e

d FiESRFE LI BFR AR v

(=) #HFREVEFLALFDEREPEN > 2B S FBRLGES A7
ﬁ%ﬁ%’%%@%%i%imﬁ¥ﬁ“$%%@’ﬁ Bk Ey awj“AQmmm
HELAR R P REHBREPN haip M F EE S 0 bl4e @ Hosseinil ¥ Norouzi (2017)
Hariyadi % # (2018) c#= $ # RT3 - R o FIM > 2F 7 HEXK 1 F AR EHF L v
PRI EFLEF  LERF2 .

(Z) #HFREVGEHERBEPERPINY > 2B TS FLREGEKL
BEM > YRR R BEFIRRERRE 2 2EAFP hip F‘&g‘e'?: g o blde
Afsar(2014) ~ Kocak £ Ruzgar (2017) -~ Sianata &2 Keni (2023)e%2 3 % 3@ & > 7F &2 f =
i‘£(2017)312£ﬂ"“— RoFIFPAFPTBER 2:FRREHFD vg,gﬁ\%h‘ CR IR

FREAAE FBEKR R

(Z) #HERREFLRIFPERPENY AP EFREADKLIFHEY
ﬁ,%&?%%ﬁ@fLamﬂ#%&@’&%%ﬁéﬂﬁ*mwwpﬂ’<ww’%
Mehta £ Bhanja (2018) ~ AlJohani % + (2020) %#* % » 7= % ff 2 PR § F e

SR RHALMAFETEAR - T AFIER 3 SNREFERFI-RELR
L 5d AEFRESFEFLF  ABEK IS -

(2) SR SHP L3 %A LD G20 0L i SEM S 4725 B
ATE® > TR 2 JRRF Fidfd SREFa? A SRR AP R E L LR
%ﬁw@ﬁﬂﬁéé’&ﬁ@amﬂwﬂﬁw@P*{W?—ﬁ’w%:&ﬂ$4
(2013 ) ~ Saikat (2016) %7 7 > =B % WP T B BT % ~ %ﬁ;ﬁ@ggiﬁ_—:.ﬁﬁ&
ﬁ?m%p%’fﬁ@%%gz@W1%%m@kw*@mﬂgﬁﬁﬁﬁ’§¢%%i

rn&

\F“‘!

16



PRV TP AFTIRNDFTER A EYCHF AT R ELELRER L
DAk BREHRFELETELSE S BRR 4N

(I) %RBSW T LREFF R FE LML OB E S ST F R 8
%W%?EWQ‘W?W%éﬁﬁw%’@imﬁﬁﬁﬁﬁi%ﬁmﬁ&W&gag@
RALR A P m@”%fﬁwiaWWW*%:%v%q.aﬂm%ﬁa&w%w,;a-wy
PRI R ARG L R R R X R RSP o R R R LR R Ok A
P RERABE SRR T L PR RHE LA RS AR B2 LR M
Fhe AFEREE AARMAGRP T ESE 0 bl4e t Malik & 4 (2013) ~ Sivaram %
L (2019) EF T LRGP 0 TR R SRR G R ERER BT AT R
mﬁ,ﬁzo (7 S j‘p”“riftt’!mpilﬁuﬁ 5: BMic 2B B }*qﬁ ?ﬁ-ﬂﬁi%ﬁﬁﬂ&
L ;J% ek > BREHKRFELSFAELIE > BRL5F 32 o

St AFE Y RPRAP ML A 9 ehT I B3R 0 59 SEM A BT id Bl i

%* ”‘f T RDBER 1 ZAEELF L PRFERK 274 % FEFT S FEFTFESL L
FoBXRTES -

Jav

3

8

\-

i

T~ BwmpEik

sl 2,
‘P

(=) Rt e s 5 0 ML AT % D hAUE MBS e o R R B0 e
R A BRHEEGY  HRN AR TR -

(:>%ﬂﬁﬁ%m€’aﬁﬁﬁ%%a FRGAHEBAMETHE S af R
VEHERECHFETHFL w0k S &N éﬁdfﬂtj& AL RFI ek AT H
(PA) %% 25  RREFALF RV ILLBAREFHFY Aok L x2d

ﬁ’%wﬂﬁﬁﬁﬂﬁiI%T»ﬁﬁ*ﬁ?z%’mﬁ}rimm 4 Rk B
(i)ﬁ%ﬁﬁ%mﬁ’ﬁﬁ%m ﬂwr&mﬁﬁsi BAFT R R R
)};ﬁm%fgﬁﬂ’ﬁ PRHFIEE L FREAUAHIMIBROREELIN SN LR DE L

R D AG P RSN ETE o
B 0 ATF RIEHE Y GRS R k- - AR > RRER
EEMRELG R 2 ARk o ) BT A AR Y Lﬂﬁﬁ%P@“&«m?ﬂ,m
B RILHATEZ NFR T L R R R PR O SR 4o nggfd

By -2

m

u S}

i & 5 1

(- ) 7z g

LEARG F § b 4R

AP AP E FMEE AT RSP BAERTE T R 2P Aehier > gAY
FPRFa? g rEd- R RIRADEREG  d Y R GRS AR F
RO EL AL P FLERD A ST SIS SHS 3R K

17



BE AL RE s LA A BTIREEN o Blde D R T R RAF T F DRl
Buo AR BN E G~ Byl ) B L g T L il S & wpiid
ﬁ%%ﬁﬁiﬂ RNEAPBITE T EEA LT FEFASNDIRGEFT Y DT

£ Rt ] 0 AR AR S A AP B AT D R Y
%*B%ﬁm9§’§§¢ ERT R o HERFT AL @n@mﬁl

2.5 1V T B A h euE 2

d AT AFE BRERBEAHIMIBAAEF I RPES > w27 F

VR R F Fl“‘“’ﬁr?fé’#ff* BEOEREGIE AE TR 2 RNEYE R
ﬁﬁﬁﬁw W LR R EWEL > AT LREERY > KA CRELTHET D
ﬁéﬁ&%%mv%#ﬁ’iéb&ﬁ%&ﬁﬁ&ﬁWﬁ’ﬂwzﬁm,A;ﬁ&ﬁw
Ao HAeih RBEASEER O oS R &ﬁmwa’%%ﬂ%dHmeﬁ
FEFUT o ARESS LA B BEARESHT I E

(Z) LlmHE> =5

Ay gd SEMA T 8% 3R ST LEHF AR EAIMIFL T 229 44
VO AF Y AT A ene A s ﬁ" Frgasc % m E 2 4550% o L3P P AFNEFTE
ﬁj’%g‘?‘gjqﬁ*ljiﬂ £i&- ”5/#”‘“?&/9$?Lb’fé mMmoE e AT 2L ] sk o
Hi o d 29 BFAT A0 SR LBEHF R B LA TR G L P D
Mo AV AR L EETRIZHER RS AT LM G 0 F b
Fr sy FLe-HaHEY -

(2) B e A kL EH

rEF LA AR K8 Google R LEITAG ﬁ%ﬁw@ul%;ﬂhmﬁ%%iig
133"7‘ i“ﬁ”’ﬁ‘aﬂz“"”ﬂ‘& ‘Lg‘—ﬂkbﬁlz‘mif"ﬁj@g ‘]‘%,E’ éég}é]’kﬁz iijf’??%—‘(

FoROFREFEINR LNV RER o

B> AFETHEREE NS4 %dﬁuﬁxﬂﬁﬁ§4%ﬁﬁéﬁ’ﬁ”%%ﬂ
B R bldet 2FEE PG FREFT FE-Henffd - LB BEAFY

B IR WIHDEREG IO N TR RS RILF AN et
R F RRE S R RFATERFENL EOR % o

ﬂfﬁ*ﬂ* 4%%&**’dﬂipiw#wraﬁm@ﬂaﬁﬁ&£@mﬁ

?iy PRREIEMBF AN ERE  EARFLT RN G R PR e~ A
Fodo A RET B R A EHEREKTE-HET O URBREHF R R

%Eﬁ TEGAEE
2L 2 2P
A L o
1ﬁ%ﬂmmﬁ%’uaﬁ@w%% P{w@%%’iﬁiﬁ%

mg%ﬂ,léﬁﬁ} CEARRRA T IREL LI AP RAREE
BREFEREH L HEREE L ﬁf“#% o RSF R R E 2 2B ESY
Chend fem FRPTERIHE 27 FH5 T ApMZREFES i F R %
AR KA o B e LR~ A4 FBE R JRHELBLEPRS

18



FL Pt AR ifﬁ
fﬁ _1%%3_}\.’2 ,?/fl‘\/:.

‘D—

f

B I crip B Hp T o

I SURER pils
¥ o ¥ AP ﬁﬂ&-ﬁ“*ﬁ.‘fﬁﬁé%giﬁﬁi?#ﬁfﬁgﬁﬁﬁgﬁ %" g

p/wﬁri”’*’ﬁ»F ’&?%nb’b pﬁ;ﬁ%

19



54 2

HE R~ A& (2020) - UNIQLO iz B 525 % 2 JRIFS-F s LB RLEY -
RFFEAT 0 18(2) > 45-69 -

Aaker, D. A. (1996). Measuring brand equity across products and markets. California
Management Review, 38(3), 102-120.

Adan, J. L. & Ramos, R. G. (2023). Promotional strategies and consumers’ purchase intention
on Garment Bazaar Retailers. Open Journal of Business and Management, 11, 613-645.
Afsar, B. (2014). Effect of perceived Price, Brand Image, perceived Quality and Trust on
Consumer’s buying Preferences. Journal of Economics and Business Research, 1, 7-20.
Alamro, A., & Rowley, J. (2011). Antecedents of brand preference for mobile

telecommunications services. Journal of Product & Brand Management, 20(6), 475-486.

Albanese, J. S. (1987). The nature of preferences: An exploration of the relationship between
economics and psychology. Journal of Economic Psychology, 8(1), 3-18.

Alhamdina, T. E., & Hartono, A. (2023). The impact of brand awareness, brand reputation, and
perceived economic benefits on brand trust and online purchase intentions for Skintific
products on the Tiktok shop platform. International Journal of Science, Technology &
Management, 4(3), 653-665.

Ali, H. (2019). Building repurchase intention and purchase decision: Brand awareness and brand
loyalty analysis. Saudi Journal of Humanities and Social Sciences, 4(9), 623-634.

AlJohani, Saad, M., & Azhar, A. (2020). Mediating role of brand preference on the relationships
between brand cues and brand loyalty in electronic products. International Journal of
Scientific & Technology Research, 9(10), 159-164.

Amanda, T., & Andriani, M. (2022). Effect of brand positioning and brand awareness on
repurchase intention and consumer satisfaction (Study on Online Marketplace). Advances
in Business Research International Journal, 8(3), 65 - 73

Amjad, A., Ehsan, S., Amjad, M., & Gillani, S. (2021). Impact of shareholders’ activism on
governance practices and firm performance in Pakistan: A response for family controlled
firms. iRASD Journal of Economics, 3(1), 1-12.

Ananda, A., Mugiono, M., & Hussein, A. S. (2021). The influence of store image on repurchase
intention: the mediation role of perceived value and customer satisfaction. International
Journal of Research in Business and Social Science, 10(4), 17-27.

Anugrah, F. T. (2020). Effect of promotion and ease of use on customer satisfaction and loyalty
on OVO application users. Quantitative Economics and Management Studies (QEMS), 1
(2), 44-50.

Astawa, |. G. B., & Rahanatha, G. (2021). The influence of brand awareness on repurchase
intention with perceived quality as mediation variable. American Journal of Humanities
and Social Sciences Research, 5(4), 253-259.

20



Beristain, J. J., & Zorrilla, P. (2011). The relationship between store image and store brand
equity: A conceptual framework and evidence from hypermarkets. Journal of Retailing and
Consumer Services, 18, 562-574.

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand experience: What is it? How is it
measured? Does it affect loyalty? Journal of Marketing, 73(3), 52—68.

Bulut, Z. A., & Karabulut, A. N. (2018). Examining the role of two aspects of e-wom in online
repurchase intention: an integrated trust—loyalty perspective. Journal of Consumer
Behavior, 17, 407-417.

Chang, C. H., & Tu, C. Y. (2005). Exploring store image, customer satisfaction and customer
loyalty relationship: Evidence from Taiwanese hypermarket industry. Journal of American
Academy of Business, 7(2), 197-202.

Chang, H. H., & Liu, Y. M. (2009). The impact of brand equity on brand preference and
purchase intentions in the service industries. Service Industries Journal, 29(12), 1687-1706.

Chinomona, R., & Maziriri, E. T. (2017). The influence of brand awareness, brand association

and product quality on brand loyalty and repurchase intention: a case of male consumers for
cosmetic brands in South Africa. Journal of Business and Retail Management Research,12(1),
143-154.

Chinomona, R., Mahlangu, D., & Pooe, D. (2013). Brand service quality, satisfaction, trust and
preference as predictors of consumer brand loyalty in the retailing industry. Mediterranean
Journal of Social Sciences, 4(14), 181-190.

Cornelius, C., Natter, N., & Faure, C. (2010). How storefront displays influence retail store
image. Journal of Retailing and Consumer Services, 17(2), 143-151.

Dlamini, S., & Chinje, N. B. (2019). The influence of loyalty programs on South African
Youth’s repeat purchase behavior. Journal of Business and Retail Management Research,
13(3), 235-247.

Dommernuth, W. P. (1989). Promotion: Analysis, creativity and strategy (2nd ed.). PWS-Kent
Publishing Company.

East, R., Wright, M., & Vanhuele, M. (2013). Consumer Behavior: Applications in
Marketing(2nd ed.). SAGE.

Ebeid, A. Y. (2013). Brand promotion antecedents, customer attitudes, and brand preference in
Egyptian hyper-markets. Innovative Marketing, 9(3), 27-34.

Ebrahim, R., Ghoneim, A, Irani, Z., & Fan, Y. (2016). A brand preference and repurchase intention
model: the role of consumer experience. Journal of Marketing Management, 32(13-14), 1230-
1259.

Ebrahim, R., Ghoneim, A., Irani, Z., & Fan, Y. (2016). A brand preference and repurchase
intention model: the role of consumer experience. Journal of Marketing Management, 32,
1230-1259.

Faircloth, J. B., Capella, M. L., & Alford, B. L. (2001). The effect of brand attitude and brand

21



image on brand equity. Journal of Marketing Theory and Practice, 9(3), 61-75.

Faisal, A., & Ekawanto, 1. (2022). The role of social media marketing in increasing brand
awareness, brand image and purchase intention. Indonesian Management and Accounting
Research, 20(2), 185-208.

Filipe, S., Marques, S. H., & de Fatima Salgueiro, M. (2017). Customers’ relationship with their
grocery store: direct and moderating effects from store format and loyalty
programs. Journal of Retail Consumer. Service, 37, 78-88. doi:
10.1016/j.jretconser.2017.03.002

Firman, A., Putra, A. H. P. K., Mustapa, Z., llyas, G. B., & Karim, K. (2020). Re-
conceptualization of business model for marketing nowadays: Theory and implications.
Journal of Asian Finance, Economics and Business, 7(7), 279-291.

Graciola, A. P., & De Toni, D. & Milan, G. S., & Eberle, L.(2020). Mediated-moderated effects:
High and low store image, brand awareness, perceived value from mini and supermarkets
retail stores. Journal of Retailing and Consumer Services, 55(4), 102117.

Guduk, S. (2016). Store image, store satisfaction, and store loyalty: A comparison between
traditional supermarkets and hard discounters. Erasmus University Rotterdam.

Hariyadi, S., Ningsih, A., & Away, J. L. (2018). The effect of effect of store image and store
location on purchase decision and customer loyalty of modern retails in the city of
Samarinda. International Journal of Scientific and Technology Research, 7(9), 15-19

Harms, B., Bijmolt, T. H. A., & Hoekstra, J. C. (2017). Digital native advertising: Practitioner
perspectives and a research agenda. Journal of Interactive Advertising, 17(2), 80-91.

Hatta, I. H., Rachbini, W., & Derriawan. (2018). Brand image analysis, promotion, satisfaction
and customer loyalty. Journal of Business and Management, 20(12), 50-55.

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

Imran, M., Ghani, U & Rehman, U. (2013). Consumer Perception of Store Image and Store
Loyalty. Journal of Managerial Sciences, 7 (1), 75 — 85.

Jung, H., & Yoon, H. (2013). Do employees’ satisfied customers respond with a satisfactory
relationship? The effects of employees’ satisfaction on customers’ satisfaction and loyalty
in a family restaurant. International Journal of Hospitality Management, 34, 1-8.

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand equity.
Journal of Marketing, 57, 1- 22.

Khoa, B. T., Nguyen, T. D., & Nguyen, V. T.-T. (2020). Factors affecting customer relationship
and the repurchase intention of designed fashion products. The Journal of Distribution
Science, 18(2), 17-28.

Knox, S.D., & Denison, T.J. (2000). Customer loyalty: its impact on retail revenue: an empirical
study of purchasing behavior in the UK. Journal of Retailing & Consumer Services, 7(1),
33-45.

22



Kocak, A., & Ruzgar, N. (2017). Antecedents of brand preference: Symbolic or functional.
Journal of Economics, Business and Management, 5(10), 31-35.

Kotler, P., & Armstrong, G. (2018). Principles of marketing (17th ed.). Pearson Education.

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson Education.

Kotler, P., Kartajaya, H., & Setiawan, I. (2017). Marketing 4.0: Moving from traditional to
digital. Hoboken, NJ: John Wiley.

Lindquist, J. D. (1974), Meaning of Image — A survey of Empirical and Hypothetical Evidence.
Journal of Retailing, 50, 29-38.

Malik, M. E., Ghafoor, M. M., Igbal, H. K., Riaz, U., Hassan, N., Mustafa, M., & Shahbaz, S.
(2013). Importance of brand awareness and brand loyalty in assessing purchase intentions
of consumer. International Journal of Business and Social Science, 4(5), 167-171.

Mangolele, A. (2022). Determining the factors influencing consumer satisfaction and repurchase
intention of locally manufactured clothing brands in South Africa. African Journal of
Business and Economic Research, 17 (1), 35 —56.

Martineau, P. (1958). The personality of the retail store. Harvard Business Review, 36 (1), 47-55.

McNeill, L. (2013). Sales promotion in Asia: Successful strategies for Singapore and
Malaysia. Asia Pacific Journal of Marketing and Logistics, 25(1), 48-69.

Mehta, R., & Bhanja, N. (2018). Consumer preferences for wine attributes in an emerging
market. International Journal of Retail & Distribution Management, 46(1), 34-48.

Mendez, M., Bendixen, M., Abratt, R., Yurova, Y., & O’Leary B. (2015). Sales promotion and
brand loyalty: Some new insights. International Journal of Education and Social
Science,2(1), 103-117.

Montaner, T., & Pina, J. M. (2008). The effect of promotion type and benefit congruency on
brand image. The Journal of Applied Business Research, 24(3), 15-28.

Muzakir, M., & Damrus. D. (2018). Analysis of customer perceived value and its impact on
customer brand preference and future purchase intention. Jurnal Bisnis dan Kajian Strategi
Manajemen, 2(1), 27-42.

Nofrialdi, R. (2021). Online shopping behavior model: Determining the factors affecting
repurchase intention. Journal of Law, Politic and Humanities, 1(2), 88-97.

Nurhadi, N., Ramadania, R., Listiana , E., Barkah, B., & Rosnani, T. (2024). Do brand image,
product quality impact eiger bags repurchase intention? Journal of Management
Science, 7(1), 152-164.

Olivier, R. L. (2010). Satisfaction: A behavioral perspective on consumer (2ed.). Sharpe,
Armonk.

Oluwafemi, A. J., & Adebiyi, S. O. (2018). Customer lyalty and itegrated mrketing
cmmunications among sbscribers of tlecommunication frms in Lagos Metropolis,
Nigeria. Journal of Competitiveness, 10(3), 101-118.

Overby, J. W., & Lee, E. J. (2006). The effects of utilitarian and hedonic online shopping value

23



on consumer preference and intentions. Journal of Business Research, 59(10), 1160-1166.

Padhy, S. K., & Sawlikar, R. K. (2018). The role of brand equity and brand awareness on
consumers’ purchase intention. International Journal of Business and Management
Invention, 7(1), 12-16.

Park, H., & Park, S. (2019). The effect of emotional image on customer attitude. Journal of
Asian Finance, Economics and Business, 6(3), 259-268.

Perez, M. E., Padgett, D., & Burgers , W. (2011). Intergenerational influence on brand
preferences, Journal of Product & Brand Management, 20(1), 5-13.

Rizal, M., Saputro, E. P., Wahyuddin, M., & Abas, N. I. (2022). The effect of store image on
purchase intention mediated by perceived value and brand awareness. Advances in
Economics, Business and Management Research, 655, 304-312.

Saikat, B. (2016). Influence of consumer personality, brand personality, and corporate
personality on brand preference: An empirical investigation of interaction effect. Asia
Pacific Journal of Marketing and Logistics, 28, 198-216.

Saraswat, A., Mammen, T., Aagja, J. P. & Tewari, R. (2010). Building store brands using image
differentiation. Journal of Indian Business Research, 2(3), 166-180.

Schmitt, B. (2012). The consumer psychology of brands. Journal of Consumer Psychology,
22(1), 7-17.

Sheena, & Naresh, G. (2012). Do brand personalities make a difference to consumers? Procedia
- Social and Behavioral Sciences, 37, 31-37.

Sianata, V. V., & Keni, K. (2023). Influencing factors of the intention to purchase clothing
products. Jurnal Manajemen Maranatha, 22(2), 149-168.

Silva, T. S., & Giraldi, J. M. (2010). The influence of store image on customer satisfaction: A
case study of a shoe store. Brazilian Business Review, 7(2), 60-77.

Sivaram, M., Munawar, N. A., & Ali, H. (2019). Determination of purchase intent determination
of purchase intention through brand awareness and perceived quality. Dinasti International
Journal of Management Science, 1(2), 232-246.

Soenyoto, F. L. (2015). The impact of brand equity on brand preference and purchase intention
in Indonesia’s bicycle industry: A case study of Polygon. iBuss Management, 3(2), 99-108.

Sriram, S., Chintagunta, P. K., & Neelamegham, R. (2006). Effects of brand preference, product
attributes, and marketing mix variables on technology product markets. Marketing Science,
25(5), 440-456.

Srivastava, M., & Rai, A.K., (2018). Mechanics of engendering customer loyalty: A conceptual
framework. 1IMB management review, 30 (3), 207-218.

Tang, Z., Luo, J., & Xiao, J. (2011). Antecedents of intention to purchase mass customized
products. Journal of Product & Brand Management, 20(4), 316-326.

Thang, C. L. D., & Tan, L. B. B. (2003). Linking consumer perception to preference of retail
stores: an empirical assessment of the multi-attributes of store image. Journal of Retailing

24



and Consumer Services, 10, 193-200.

Tritama, H. B., & Tarigan, R. E. (2016). The effect of social media to the brand awareness of a
product of a company. Communication and Information Technology Journal, 10(1), 9-14.

Wan, H. H. & Schell, R. (2013). Reassessing corporate image — An examination of how image
bridges symbolic relationships with behavioral relationships. Journal of Public Relations
Research, 19(1), 25-45.

Yazid, Y., & Kawiryan, H. (2023). How to improve brand image: The role of customer attitude,
brand familiarity, brand awareness, and brand extension. Asian Management and Business
Review, 3(2), 199-209. doi: 10.20885/AMBR.vol3.iss2.art7.

25



