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Abstract

The purpose of this study is to explore and verify the effects of luxury brand image, luxury
value and brand attitude on consumers' purchase intentions, as attempts to understand how to
improve the luxury brand image, luxury value and brand attitude, and further enhances the
consumers' purchase intentions. This study used the Structrual Equation Model (SEM) as an
analysis method. Total 415 questionnaires were valid, as were distributed through Google’s
online survey system. This study also proposed some relevant conclusions, which would be
helpful to the luxury brand managers, and will give them a reference in their decision making

process.
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