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ABSTRACT

In the past, many studies focused on the factors affecting repurchase
intention. However, a more complete structure in this respect has not been
proposed yet. In this study, it aims to explore the effect of the variables such
as store image, brand image and perceived value on repurchase intention.
Customer satisfaction is set as the intervening variable while involvement as
the moderating variable. By considering that there are direct interactions
between the industry and its customers, the general public in Kaohsiung and
Pingtung who have bought contact lens are chosen as the subjects or the

samples for the empirical study.

A total of 221 valid copies of the questionnaire were collected. Through
the regression analysis, it is found that store image, brand image and perceived
value created positive effect on customer satisfaction at a significant level.
Customer satisfaction has positive effect on repurchase intention at a
significant level. Customer satisfaction created intervening effect while
exploring the relationships between store image, brand image and perceived

value and repurchase intention.  Involvement positively moderated the effect



of store image, brand image and perceived value on customer satisfaction.

Based on the above results, some suggestions are made in this study.

Keywords: Store image, Brand image, Perceived value, Customer satisfaction,
Repurchase intention, Involvement
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