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Abstract

Brands and prices are important external sources used by consumers to
judge product quality. This paper develops and tests a conceptual model of the
effects of consumers’ evaluations (brand image and perceived value) on
purchase intentions. In this study, reliability and validity tests, factor analysis,
and regression analysis were applied to test the research hypotheses. The
mediating effect of perceived value on the proposed relationship of brand
image and purchase intention was also explored. Results show that perceived
value and brand image of positively influenced purchased intentions. Brand
image exerted significant influenc on perceived value. Perceived value partly

mediated the relationship of brand image and purchase intention.
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