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The Influence of Brand Image, Price Perception, and
Brand Attitude on Purchase Intention for Cellular Phone-

Behavioral Conformity as the Moderator
Student: Jia-Jui, Hsiung Advisor: Dr. Jung-Fang Chen

Department of Business Administration

National Kaohsiung University of Applied Sciences

Abstract

Nowadays, over sixty percent people in Taiwan have smart phone, under
fierce enterprise competitions, it has definitely become a trend to differentiate
competitors by brand.

Consumers evaluate a certain product based on its brand image to judge the
brand attitudes. According to the price perception to think about if they pay and
product quality are in direct proportion and emerging purchase intention. In the era
of fast information circulation, consumers are exposed to massive information
when purchasing products, which may result from behavioral conformity.

This study explores the common used smart phone in recent years with the
globally best brand value in 2014, Apple as an example, to observe the consumers’
change of brand attitude between brand image, price perception and purchasing
intention, and the role played by behavioral conformity between brand image and
brand attitude.

The main survey for this research involved the collection of the cognitive and
affective data by personal interview. There are total 306 valid questionnaires
collecting from the student of National Kaohsiung University of Applied Sciences
and their friends. Based on the Statistic System of SPSS21.0, the hypotheses were

formulated and methodology for testing them was outlined.



The empirical results show:

1. The corporation can enhance brand image to build the positive brand
attitude.

2. The corporation can create brand value to raising the brand attitude,
increase purchase intention.

3. Brand attitude has a mediating effect between brand image and purchase
intention.

4. Brand attitude has a mediating effect between price perception and
purchase intention.

5. Behavioral conformity has an interfering effect between brand image and
brand attitude.

Keywords: Smart phone, Brand Image, Price Perception, Brand Attitude,
Behavioral Conformity, Purchase Intention
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