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The Study of Relationship among Electronic Word-of-Mouth ~ Brand
Image ~ Brand Loyalty and Consumer Purchase Intention
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Abstract

With the development of science and technology, consumers want to buy products through
friends and family to share news from the past. Using of the Internet platform to know the
relevant information of the product, which there are many factors will affect this relationship. In
this study, to explore the relations of electronic word of mouth, brand image, brand loyalty and
consumers purchase intention. Consumers who had purchased the smart phone were the study
sample, In this study, we can know the electronic word of mouth, brand image, brand loyalty
and purchase intention through path analysis.

Keywords: Electronic Word of Mouth, Brand Image, Brand Loyalty, Purchase Intention, Path
Analysis.
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