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TABLES

Table 3.1 Construction Measurement

No | Variable Definition of | Adjustment | Original Source
Variables Statements | Statements
1 | Product Product quality is | The brand | iPhone (Widiastiti,
Qualit , | have good | products Yasa,
g the customers estheticgs in ﬁave good | Rahanata
perception of the |terms  of [ esthetics in | 2020)
overall quality or their terms  of
designs their color
superiority of the mixes
product, and the | The prand | Starbucks | Rosanti,
ability to | products products Salam,
_ | have an | have form [ Panus,
demonstrate 1S | attractive | packaging | 2021)
function to fulfill | form  of [ an
packaging | attractive
the needs of
CconSUmers. The brand | Starbucks | Rosanti,
products products Salam,
have have Panus,
extended extended 2021)
product product
durability | durability.
The brand | Starbucks | Rosanti,
products products Salam,
have have Panus,
advantages | advantages | 2021)
over other | over other
products products
The brand | Starbucks | Rosanti,
products products Salam,
have a | have a | Panus,
distinctive | distinctive | 2021)
design coffee
style taste.
2 | Promotion | Promotion is an | The The (Rayji,
element of the | advertisem | advertisem [ Ishak,
marketing mix that | ent on | ent on | 2019)
consists of [ social social
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advertising,  sales
promotion,
personal
public relations,
and direct
marketing. It is a
tool for creating and
increasing
consumers’
awareness
products whiles
also identifying
their needs.

selling,

of the

media media

offered me | offered me
something | something

new about | new about

the brand Brand X

The The (Raji,
advertisem | advertisem | Ishak,
ent on | ent on | 2019)
social social

media media

gives me | gives me

useful useful

informatio | informatio

n about the | n about

brand Brand X

The The (Raji,
advertisem | advertisem | Ishak,
ents about | ents about [ 2019)
the brand | Brand X on

on social [ social

media are | media are
different different

from that of | from that of
competing | competing

for clothing | for car

brands brands

The The (Rayji,
advertisem | advertisem | Ishak,
ents on | ents on | 2019)
social social

media media

helped me | helped me

in forming | in forming

an opinion [ an opinion

about the [ about

brand Brand X

| am | I am | (Raji,
persuaded | persuaded | Ishak,
by by 2019)
advertising | advertising
campaigns | campaigns

of the | of Brand X

brand on|on social

social media
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media

Price

Price is a value
expressed in
monetary units that
must be paid to get
a number of
combinations of
products and
services

The price
charged by
the brand is
appropriate
as
compared
to the other
brand

The price
charged by
this coffee
chain is
appropriate
as
compared
to any other
chain
coffee
shops.

(Ratasuk,
Buranasom
pob, 2021)

The price
of the
brand

products is
affordable
and  suits
my buying
power

The price
of  Specs
sports

shoes is
affordable
and  suits
my buying
power

(Widyastut
ir, Said,
2017)

The price
of the
brand
products
suits  the
market
price

The price
of  Specs
shoes suits
the market
price

(Widyastut
ir, Said,
2017)

The price
of the
brand
products is
more
efficient
than other
similar
clothing
brand

The price
of  Specs
shoes is
more
efficient
than other
similar
sports
shoes

(Widyastut
ir, Said,
2017)

The price
of the
brand
products
meets the
product

The price
of  Specs
sports
shoes
meets the
product

(Widyastut
ir, Said,
2017)
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quality quality
Brand Brand image is a |l feel the |l feel | (Widiastiti,
Image . brand gives | iPhone Yasa,
perception that .
me a sense | gives me a [ Rahanata
arises and is|of  pride [ sense  of | 2020)
believed i the [ 3o 1 USe | pride when
minds of consumers | products.
about a brand after | The prand | SPECS (Widyastut
they hear, sees, or | has a good | shoes has a | ir, ~ Said,
image as a | good image | 2017)
use a product or | frayg as a famous
service from that | clothing sports shoe.
brand.
brand.
I wear the |1 wear | (Widyastut
brand SPECS ir, Said,
products shoes 2017)
because of | because of
the the
qualified qualified
brand. brand.
I like | I like | (Widyastut
wearing the | wearing ir, Said,
brand SPECS 2017)
products shoes  for
for my | exercising.
special
occasion.
the brand | The coffee | (Ratasuk,
brand has a | chain brand | Buranasom
good has a good | pob, 2021)
reputation. | reputation.
Purchase Purchase decisionis [ I~ bought [I ~ bought | Rosanti,
decision ) the brand | Starbucks | Salam,
an  action that
products products Panus,
reveals the risk by | because of | because of | 2021)
CONSUMETS to | MY desire. | my desire.
choose a product or Friends/fa | Friends/fa | Rosanti,
) ) mily mily Salam,
service that will be | recommen | recommen | Panus,
ded me to|ded me to|2021)
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used because it is
believed to be able
to satisfy their

needs and wants.

purchase
clothing
product at
the brand.

purchase
coffee
product at
Starbucks.

The brand
has its own
attractivene
ss  which
convince

me to
purchase it.

iPhone has
its own
attractivene
ss  which
convince

me to
purchase it.

(Widiastiti,
Yasa,
Rahanata
2020)

| avoid
shopping
from those
brands
which do
not  have
any image
similar like
the brand

I avoid
shopping
from those
brands
which do
not  have
any
exclusive
and
renowned
image

(Chakrabor
ty,
Sheppard,
2016)

I make my
purchase
decision
based
earlier
shopping
experience
with  the
brand

on

I make my
purchase
decision
based
earlier
shopping
experience

on

(Chakrabor

ty,
Sheppard,
2016)
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Table 4.1 Respondent's Profile

Demographic Charateristic Options Count Sample
<16 years old 1 1.60%
16-20 years old 28 44.40%
Age 21-25 years old 28 44.40%
26-30 years old 3 4.80%
31-35 years old 0 0%
>35 years old 3 4.80%
Male 39 61.90%

Gender

Female 24 38.10%
Student 53 84.10%
Employee 3 4.80%
Occupation Government Employee 3 4.80%
Professional 1 1.60%
Other 3 4.80%
<Rp1.000.000 18 28.60%
Rp 1.000.000 - Rp 5.000.000 31 49.20%
Monthly Allowance Rp 5.000.001 - Rp 10.000.000 11 17.50%
Rp 10.000.001 - Rp 15.000.000 3 4.80%
Rp 15.000.001 - Rp 20.000.000 0 0%
> Rp 20.000.000 0 0%

Table 4.2 Product Quality Descriptive Analysis

Product Quality Descriptive Analysis

Mean Std. Deviation
PQ1 4.57 1.16
PQ2 4.41 1.28
PQ3 4.57 1.01
PQ5 4.49 1.35

Table 4.3 Promotion Descriptive Analysis

Promotion Descriptive Analysis
Mean Std. Deviation
PR1 4.54 1.24
PR2 4.46 1.20
PR3 4.32 1.40
PR4 4.70 1.25
PR5 4.54 1.45

Table 4.4 Price Descriptive Analysis




Price Descriptive Analysis

Mean Std. Deviation
PC1 5.13 0.85
PC2 5.22 0.91

Table 4.5 Brand Image Descriptive Analysis

Brand Image Descriptive Analysis

Mean Std. Deviation
Bl1 4.38 1.33
BI2 4.48 1.19
BI3 4.27 1.36
Bl4 4.05 1.41
BI5 4.83 1.10

Table 4.6 Purchase Decision Descriptive Analysis

Purchase Decision Descriptive Analysis

Mean Std. Deviation
PD2 4.48 1.41
PD3 4.60 1.26
PD4 3.71 1.73
PD5 4.65 1.42
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Table 4.7 Raw Normality Test

Excess kurtosis |Skewness
1.387 -1.011
0.71 -0.972
1.629 -0.877
2.803 -1.277
0.545 -1.008
-0.111 -0.667
-0.008 -0.622
-0.265 -0.666
0.828 -1.028
-0.025 -0.891
0.445 -0.897
1.731 -1.268
4.208 -1.786
3.359 -1.663
2.909 -1.5
0.727 -0.916
0.128 -0.654
0.29 -0.83
-0.177 -0.624
1.4 -1.067
3.489 -1.574
0.358 -0.943
1.394 -1.23
-1.131 -0.376
0.738 -1.109
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Table 4.8 Filtered Normality Test

Name | Excess kurtosis | Skewness
1.387 -1.011
0.71 -0.972
1.629 -0.877
0.545 -1.008
-0.111 -0.667
-0.008 -0.622
-0.265 -0.666
0.828 -1.028
-0.025 -0.891
0.445 -0.897
1.731 -1.268
0.727 -0.916
0.128 -0.654
0.29 -0.83
-0.177 -0.624
1.4 -1.067
0.358 -0.943
1.394 -1.23
-1.131 -0.376
0.738 -1.109

Table 4.8 Validity and Reliability Test

Cronbach's alpha Composite reliability (rho_a) Composite reliability (rho_c) Average variance extracted (AVE)
Bl 0.920 0.923 0.940 0.760
PC 0.634 0.852 0.831 0.714
PD 0.854 0.856 0.902 0.698
PQ 0.867 0.874 0.910 0.716
PR 0.909 0.917 0.932 0.732
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Table 4.9 Discriminant Validity

Table 4.10 Goodness of Fit Testing

Saturated model Estimated model

SRMR

d_ULS

d_G

Chi-square

NFI

Table 4.11 Hypothesis Testing

Original sample (O) Sample mean (M) Standard deviation (STDEV) T statistics (JO/STDEV])
Bl > PD 0.789 0.788 0.068 11.566 0.000
PC > BI 0.119 0.124 0.082 1.454 0.148
PQ -> Bl 0.418 0.423 0.123 3.404 0.001
PR > BI 0.440 0.431 0.102 4.319 0.000

Table 4.12 R-Square

R-square R-square adjusted
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APPENDICES

Appendix 1 Questionnaire

1.

Research Title
The Role of Brand Image in Mediating the Influence of Product Quality,
Price, and Promotion on Purchase Decision: A Case Study of a Local

Fashion Brand

Introduction

Hello! My name is Degus and I’'m a Business Administration student at
President University. Currently, I’'m conducting research with the title “The
Role of Brand Image in Mediating the Relationship of Product Quality,
Price, and Promotion on Purchase Decision: A Case Study of a Local
Fashion Brand”. Here I’m inviting you to help me by filling out the
questionnaire below for the data of my research study. It takes
approximately 5 minutes, and I would be really thankful if you could spare

some of your time and effort to fill this out. Thank you!

Do you know RGO
about an apparel evet boug%l t Gender Age Occupation bilgmil;
the brand’s Allowance
brand called x?
product?
Female 21-25 Student
Yes (Ya) Yes (Ya) (Perempuan) | years old (Pelajar/Mahasiswa) < Rp 1.000.000
Female 21-25 Student Rp 1.000.000 -
Yes (Ya) Yes (Ya) (Perempuan) | years old (Pelajar/Mahasiswa) Rp 5.000.000
Female 21-25 Student Rp 1.000.000 -
Yes (Ya) Yes (Ya) (Perempuan) | years old (Pelajar/Mahasiswa) Rp 5.000.000
Male (Laki - 21-25 Student Rp 1.000.000 -
Yes (Ya) Yes (Ya) Laki) years old (Pelajar/Mahasiswa) Rp 5.000.000
Female 21-25 Student
Yes (Ya) Yes (Ya) (Perempuan) | years old (Pelajar/Mahasiswa) < Rp 1.000.000
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Yes (Ya) Yes (Ya) Malia(lfiz)lki ) yezrzil d Other (Lainnya) ﬁg ?(g)(())(())(?(())(l) (;
Yes (Ya) Yes (Ya) Malia(lfiz)lki ) yigr-s 3;(1) d Employee (Karyawan) ﬁg ?(g)(())(())(?(())(l) (;
Yes (Ya) Yes (Ya) Mallfa(lfiz)lki - yigr-s i(l)d (Pelaja?r;;?aellll;siswa) < Rp 1.000.000
Yes (Ya) Yes (Ya) Mallfa(lzz)lki ) yle; ild (Pelajasrg\l/iljl?atlsiswa) < Rp 1.000.000
Yes (Ya) Yes (Ya) (Pelzzzgllfan) yz:allr-s %jd (Pelajasrg\l/ilael?atlsiswa) %pISO(?(?OO(?(;)O-
Yes (Ya) Yes (Ya) Mallil(lfi;lki ) yizl\.r-s ?j d Employee (Karyawan) I}fplso(;) g OO(? (?0_
Yes (Ya) Yes (Ya) (Pelizﬁfa)ran) yigr-s ?)(l)d (Pelaja?r/t;\l/([i:lrll;siswa) IE)pISO(?(;)OO(?(?O-
Yes (Ya) Yes (Ya) Malﬁ;;;lki . ye:rzf)l d Other (Lainnya) ig ?(;)(())(())g(())(l)(;
Yes (Ya) Yes (Ya) (Pelizﬁifan) ye:rzf)ld (Teachlz;;)]gﬁz)sstig?/?jawyer) l;g ?(;)(())?)(;)(())(1)(;
Yes (Ya) Yes (Ya) Mallfa(lzz)lki - yi:gr-s i(l)d (Pelajasrg\l/ilael?atlsiswa) ﬁg ?(g)(())(())(?(())(l)(;
Yes (Ya) Yes (Ya) (Pelzzzgllfan) yi:gr-s i(l)d (Pelajasrg\l/ilael?atlsiswa) ﬁg ?(g)(())(())(?(())(l)(;
Yes (Ya) Yes (Ya) Mallfa(lfiz)lki - yizl\r-s ?jd (Pelaja?r;;?aellll;siswa) %pISO(?(?OO(?(?O-
Yes (Ya) Yes (Ya) Malﬁ;;;lki ) yigr-s i)(l) 4 | Employee (Karyawan) ig ?(;)(())(())(;)(())(1) (;
Yes (Ya) Yes (Ya) Mallfa(lfi;lki - yigr-s ?)(l)d (Pelaja?r/t;\l/([i:lrll;siswa) < Rp 1.000.000
Yes (Ya) Yes (Ya) Mallfa(lfiz)lki - yigr-s i(l)d (Pelaja?r;;?aellll;siswa) < Rp 1.000.000
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Yes (Ya) Yes (Ya) (Pelzzzgfan) y%:;r-s %jd (Pelajasrg\l/?jl?atlsiswa) ﬁg ?(g)(())(())(g)(())(l)(;
Yes (Ya) Yes (Ya) (Pelzzzgfan) y%:;r-s %jd (Pelajasrg\l/?jl?atlsiswa) < Rp 1.000.000
Yes (Ya) Yes (Ya) (Peli‘(:ﬁ;}fan) yigr-s i(l)d (Pelaja?r/t;\l/([i:lrll;siswa) IE)pISO(?(;)OO(?(?O-
Yes (Ya) Yes (Ya) Mallfa(lzz)lki ) yi:gr-s i(l)d (Pelajasrg\l/?jl?atlsiswa) < Rp 1.000.000
Yes (Ya) Yes (Ya) Mallfa(lzz)lki - yi:gr-s i(l)d (Pelajasrg\l/?jl?atlsiswa) %’pISO(?(?OO(?(?O-
Yes (Ya) Yes (Ya) (Pelizgzllfan) yigr-s i(l)d (Pelaj;;;?;l?;siswa) Ig)pISO(?(?OO(?(?O-
Yes (Ya) Yes (Ya) Mallfa(lfi;lki ] yigr-s i(l)d (Pelaja?r/t;\l/([i:lrll;siswa) <Rp 1.000.000
Yes (Ya) Yes (Ya) Mallfa(lzz)lki - y%:;r-s %jd (Pelajasrg\l/?jl?atlsiswa) %’pISO(?(?OO(?(?O-
Yes (Ya) Yes (Ya) Mallfa(lzz)lki - yi:gr-s i(l)d (Pelajasrg\l/?jl?atlsiswa) %’pISO(?(?OO(?(?O-
Yes (Ya) Yes (Ya) Mallfa(lzz)lki - y%:;r-s %jd (Pelajasrg\l/?jl?atlsiswa) ﬁg ?(g)(())(())(g)(())(l)(;
Yes (Ya) Yes (Ya) Mallfa(lzz)lki - yi:gr-s i(l)d (Pelajasrg\l/?jl?atlsiswa) %’pISO(?(?OO(?(?O-
Yes (Ya) Yes (Ya) Mallfa(lfi;lki ] yigr-s i(l)d (Pelaja?r/t;\l/([i:lrll;siswa) < Rp 1.000.000
Yes (Ya) Yes (Ya) Mallfa(lzz)lki ) y%:;r-s %jd (Pelajasrg\l/?jl?atlsiswa) < Rp 1.000.000
Yes (Ya) Yes (Ya) Mallfa(lfi;lki - yigr-s i(l)d (Pelaja?r/t;\l/([i:lrll;siswa) < Rp 1.000.000
v | ey | Mielaic | 2135 | Gnommeioss | tpsomont
Yes (Ya) Yes (Ya) (Peli‘(:ﬁ;}fan) yizl\r-s ﬁd (Pelaja?r/t;\l/([i:lrll;siswa) < Rp 1.000.000

51




Yes (Ya) Yes (Ya) (Pelz2$gfan) y%:;r-s %jd (Pelajasrg\l/?;l?atlsiswa) %’pISO(?(?OO(?(?O-
Yes (Ya) Yes (Ya) Mallfaflfiz)lki ) ylea61r-s i(l)d (Pelajasr;;\l/?jl?;siswa) lg)pISO(?(?OO(?OOO-
Yes (Ya) Yes (Ya) (Pelz2$gfan) ylegr-s i(l)d (Pelajasrg\l/?;l?atlsiswa) l}{)p 11050(?(?00(?010-
Yes (Ya) Yes (Ya) Mallfaflfiz)lki ) yi:gr-s i(l)d (Pelajasr;;\l/?jl?;siswa) I}{)p 11050(?(?00(?010-
Yes (Ya) Yes (Ya) (Pelz2$gfan) ylegr-s i(l)d (Pelajasrg\l/?;l?atlsiswa) %’pISO(?(?OO(?(?O-
Yes (Ya) Yes (Ya) (Peﬁzﬁgﬁan) yigr-s i(l)d (Pelaja?r/t;\l/([i:lrll;siswa) <Rp 1.000.000
Yes (Ya) Yes (Ya) Mallfaflzz)lki ) yf:;r-s %jd (Pelajasrg\l/?;l?atlsiswa) %’pISO(?(?OO(?(?O-
Yes (Ya) Yes (Ya) (PeiZﬁzlliin) yigr-s 3;,(1)(1 Govemnzfe:}l\;SE)mployee l}fp 11050(%)00(?010-
Yes (Ya) Yes (Ya) Mallfa(lfiz)lki - yigr-s i(l)d (Pelaj;;;?;l?;siswa) < Rp 1.000.000
Yes (Ya) Yes (Ya) (P:;zﬁgﬁaan) y::gr-s i(l)d (Pelaja?r/t;\l/([i:l?;siswa) Iilfp150(?(;)00(?(?0-
Yes (Ya) Yes (Ya) Malfa(lfi;lki - yizl\r-s ﬁd (Pelaja?r/t;\l/([i:lrll;siswa) Ifig ?(;)(())(())(;)(())(1)(;
Yes (Ya) Yes (Ya) Mallfaflza)lki ) ylegr-s i(l)d (Pelajasr;;\l/([i;l?atlsiswa) Iilfp150(?(;)00(?(?0-
Yes (Ya) Yes (Ya) Mallfaflzz)lki ) yf:;r-s %jd (Pelajasrg\l/?;l?atlsiswa) %’pISO(?(?OO(?(?O-
Yes (Ya) Yes (Ya) (Pelz2$gfan) yf:;r-s %jd (Pelajasrg\l/?;l?atlsiswa) %’pISO(?(?OO(?(?O-
Yes (Ya) Yes (Ya) Mallfaflzz)lki ) yf:;r-s %jd (Pelajasrg\l/?;l?atlsiswa) %’pISO(?(?OO(?(?O-
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Male (Laki - 16 - 20 Student Rp 1.000.000 -
Yes (Ya) Yes (Ya) Laki) years old (Pelajar/Mahasiswa) Rp 5.000.000
Female 16 - 20 Student Rp 1.000.000 -
Yes (Ya) Yes (Ya) (Perempuan) | years old (Pelajar/Mahasiswa) Rp 5.000.000
Female 21-25 Student Rp 1.000.000 -
Yes (Ya) Yes (Ya) (Perempuan) | years old (Pelajar/Mahasiswa) Rp 5.000.000
Male (Laki - 16 - 20 Student Rp 1.000.000 -
Yes (Ya) Yes (Ya) Laki) years old (Pelajar/Mahasiswa) Rp 5.000.000
Male (Laki - 21-25 Government Employee Rp 1.000.000 -
Yes (Ya) Yes (Ya) Laki) years old (PNS) Rp 5.000.000
Male (Laki - 21-25 Student Rp 1.000.000 -
Yes (Ya) Yes (Ya) Laki) years old (Pelajar/Mahasiswa) Rp 5.000.000
Female 16 -20 .
Yes (Ya) Yes (Ya) (Perempuan) | years old Other (Lainnya) <Rp 1.000.000
Male (Laki - 21-25 Student Rp 1.000.000 -
Yes (Ya) Yes (Ya) Laki) years old (Pelajar/Mahasiswa) Rp 5.000.000
Male (Laki - 21-25 Student
Yes (Ya) Yes (Ya) Laki) years old (Pelajar/Mahasiswa) < Rp 1.000.000
Female 21-25 Student Rp 1.000.000 -
Yes (Ya) Yes (Ya) (Perempuan) | years old (Pelajar/Mahasiswa) Rp 5.000.000
Male (Laki - 16 - 20 Student
Yes (Ya) Yes (Ya) Laki) years old (Pelajar/Mahasiswa) < Rp 1.000.000
Male (Laki - 21-25 Student Rp 1.000.000 -
Yes (Ya) Yes (Ya) Laki) years old (Pelajar/Mahasiswa) Rp 5.000.000
The brand The brand The brand The brand
The brand has products have products have products have
. . products have a
good esthetics an attractive extended advantages distincti
g 1stinctive
in terms of form of product over other desien style
their designs packaging durability products gn sty
5 5 4
3 5 5
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5 5 6 4 3

6 5 5 5 5

6 6 5 5 6

2 3 3 4 1

3 3 4 4 3

6 5 6 5 5

4 4 3 4 5

5 5 5 4 5

6 1 6 1 6

5 6 5 6 5

6 6 4 4 5

5 5 6 5 6

6 5 4 4 4

5 5 5 5 5

3 3 3 4 4

6 6 4 5 5

T.h N The The
The advertisement | advertisements .
advertisement on on social about the brand advert1serpents L am persgafled
social media media gives on social media on coghl R ad.vertlsmg
offered me me useful are different medla ey .ed campaigns of'the
something new information from that of me m fgrmlng i on.s0c1al
about the brand about the competing for an opirion medis
brand clothing brands gt e

5 4 5 4 6

5 6 5 6 5

6 6 4 6 6

5 4 5 3 6

5 5 5 5 5

5 5 6 5 5

3 3 3 3 3

5 6 5 6 6

3 3 3 5 5

6 6 6 6 6

2 2 1 1 1

4 5 4 5 4

3 3 4 4 3

2 4 5 5 5

5 4 6 6 6

6 6 6 6 6

4 5 5 5 5
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5 4 5 5
Hlbe piries charged The price of the . Ul s 6iF th? The price of the
by the brand is . The price of the brand products is
. brand products is . . brand prodcuts
appropriate as . brand products suits | more efficient than
affordable and suits . .. meets the product
compared to the " the market price other similar .
my buying power quality

other brand

clothing brand

[V, 1 e N e N Be) N RV, T IS SN BLOS B e NN o) N LV, B RRVS I IRO, I RN SN BV, B LV T IRV, B e N IRV B e W RO, T IRV, B IRV, B i N e N ILVS T IR0, B IRV, T e N e N o) N IR, B IO, I e N IRV, B V)]

[\ e N e N I N IO, T RO I S =) le N IO, I IR, T B, T B S (RO B IO, I e N e N e N e N (=N IO, B IV, I I N IRV, T e N e N e W o) N o) N I N IRV, BN Be N e N IRV, I I

nfinlnjlwnmiunihlbflannjn DNV WV WOV M|V LMV YN NN L[ NN |

nmlaan|nfummunmlwliwianlnfLrn|d|vN| Al VULVl VNNV ARV N[N N[Ny | &

bnmlan|lanfrnmlwlilbhr[lhlwndnfW|ND]|BA|APldD|N[V | O W[ WV W| N[N, ||| |
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[V 30 I SN RV, T IV, N o N I N IV, T o N IO, T IO, N O, B I OST INO. o N o N i N I, T (o N (Y U (Y N [ O [, T > N = N I SO IO T IRV T o N

ol [N W[N]V W[N] |[ARlOWOV[Y[YN|WOW |||

|~ N|[fmlW|IN |V PlOWOAV|WIOAN[AA|IY NN ||| ]|W

Aol N N[N OV ||l N|mFlOW|ON B[Rl |[WW ||

(o)W INVS T IV I IO, T e N o)W IR/ T B V) B IO, T IO, T o) N BLUS I e N e N LU, I RO/ T BV, T IO, B IO, T [ SN IR0 B I N (e N I SN IRV B BNV, T )

I feel the brand gives

I wear the brand

I like wearing the

. the brand has a good The brand brand
me a sense of pride . products because brand products
. image as a famous . . has a good
when I use their . of the qualified for my special .
clothing brand : reputation
products brand occasion
5 5 5 3 5
5 4 5 3 5
4 5 4 1 6
4 5 4 5 4
6 5 5 5 6
5 6 5 5 6
3 3 3 4 5
6 6 6 6 6
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5 4 5 4 5
5 5 5 4 4
6 6 1 6 5
4 4 4 4 5
6 6 6 5 6
5 6 5 4 5
5 5 4 4 5
5 5 5 5 5
3 3 3 3 3
6 4 5 6 5
i i : . I make my
1 bought the brand relzggrﬁ::;fgrerglée Ul Lzl g i t}rc?Zlozgossléoggtrllgs purchase decision
rodﬁcts because to purchase O QSRR which do not have based on earlier
’ of my desire clothiﬁ roducts which convinces any image similar sl
Y at thi %rand me to purchase it l}i/k o thge brand experience with
the brand

(ST I SN O T [ N LV, T RV T IRV, I IRV, T IV B B N IV, T IR VS I e N (RO, T IRV, B e N o) N IRV, B e N I« N i« N IV B e N I N IRV, B IRV, |

“nwivnihblWlA[lhlWAA[VW|AAlIlLLAfLW Y| OV [ON[WW ]| |[WW|ON| O\ | W0

(S, I ST (R U, Ty I SN (RS B e N HAV, T (O B IO, T B O, T I N R OS B B O, B IRV, B IV, T e ) N o) N IRV, T o) N IO, T e N BNV, I = SN e N IRV, I V) )

N l—=|hrlhIDM|dD|[W UL WW([W ||| WIW WLV ITWIAN|IND|RAR[([W O[N] —=]|—=]WL

Lnhiwlunm|lbdbl N WAl OWIN AP WOV N[ OW[V[OW|DOV ]| B ||| |[W
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Appendix 2 Excel Raw Data

PC

PC

PC

PC

PR

PR

PR

PR

PR

PQ

PQ

PQ

PQ
2

PQ

1
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Bl2 | BI3 | BI4 | BI5 | PD1 | PD2 | PD3 | PD4 | PD5

PC5 | BI1
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Appendix 3 Path Model

PQ1

PQ2

PQ3

PQ5

PR3

PR4

0915

*0511

40797
03855

0.830
0.860
- 0.838%
0.880

0.5365

0942
40735

0.418

0.119

Bt

B2

0938 0854

[/

0.331

0820 0820

BlIS

0.799
0.894 %
0.730
0.263

PD2

PD5
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