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The Study of the Relationships among Brand Image, Customer Loyalty and
Repurchase Intention--Apple's iPhone as an Example
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Abstract

This study was based on literature review, to explore the relationships among Brand Image,
Customer Loyalty and Repurchase Intention, for sample users who used the iPhone. A total of
326 questionnaires were issued in this study, and 305 questionnaire were valid with 94%
respond rate.

The results of this study were as follows: (1) brand image was significantly affected to
customer loyalty; (2) customer loyalty was significantly affected to repurchase intention; (3)
brand image was significantly affected to repurchase intention; and (4) customer loyalty had
complete mediation effect between brand image and repurchase intention.

Therefore, consumers' brand image will affect their loyalty, and loyalty of goods and
services will be also a big factor in their future purchases. At the end, companies should do a
good job for their brand products and services to ensure a good brand reputation and customer
loyalty.
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