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ABSTRACT

In the past, few studies have examined antecedents about identification of
repurchase intention. This study focuses on the influence of customer company
identification, corporate image and customer engagement on the repurchase
intention, with customer engagement as a mediator variable. When choosing an
empirical sample, the customers who used to spend in Starbucks within a year were
selected.

A total of 137 valid questionnaires were retrieved in this study. Using
regression analysis, the results are as follows: (1) Customer engagement positively
affects repurchase intention; (2) Customer-company identification positively
Impacts on customer engagement; (3) Corporate image positively impacts on
customer engagement; (4) The corporate image has a positive impact on customer
company identity; (5) Corporate image and customer-company identification
influences repurchase intention through customer engagement. Based on the
research results, this study proposes relevant recommendations to firms.
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