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M.A. Thesis:

Impact of Brand-Oriented Brand Value on Customer
Intent to Merchandize Brand Attitudes and Brand Role
Moderator's Role



P

Basbbl 53 sxime sailob

Today, customers are the turning point of all marketing activities, so successful marketing
needs to be understood. Why and how customers behave. Therefore, the purpose of this
research is to investigate the effect of customer-specific brand value on customers' buying
intention with the role of mediation of brand attitude and the role of moderator of brand
perceived performance. The method of this research is applied and descriptive-survey
method and structural equation modeling is used. Finally, the data of 70 questionnaires
were analyzed using the software PC-MFT. The findings of this research have shown that
brand loyalty, brand awareness, perceived quality and brand image have a positive and
significant effect on brand attitude and intention to buy customers. Also, brand attitudes
have a positive and significant impact on customers' intention to buy. Finally, the effect of
brand awareness, perceived quality and brand image on customers' intention to buy brands
with the role of mediation of brand attitude and brand attitudes toward customers' intention
to buy Adjusted brand perceptions have also been approved



