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Abstract

The purpose of this study is to investigate the effect between brand recognition and brand attitude on
purchase intention of product. 64 subjects were participated on the survey. We made the empirical analysis

using hierarchical regression analysis.

As a result, we figured out that brand recognition did not affect on purchase intention of product.
However, Brand attitude played as a moderating effect in the influence between brand recognition and
purchase intention. These results suggest that it is important to strengthen the brand attitude in order to
increase the purchase intention, and also implied that it should be applied to other industries.
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Item N % Item N %
Male 35 54.7 Apple 37 57.8
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208 45 703 0~1 year 22 34.4
Age 30s 19 297 Repurchase 1~2 years 35 54.7
) 2~3 years 7 10.9
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S Factor analysis Reliability
Factor . Durvey F ' Ei ;
information logfig(r)lrg Communality V; 1?2 ;;(%ngrﬁgfi Cronbach’s «
B RC6 709 .675
Brand =
. B RC1 .672 818 1.655 13.789 0.677
Recognition B_RC5 669 755
B_AT2 923 886
B_AT3 887 827
Brand
Attitud B ATl .881 .800 5.374 44.785 0.903
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<Table 3> Result of Moderation Effect Using Regression Analysis
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a. Estimate: (Constant), Brand Recognition
b. Estimate: (Constant), Brand Recognition, Brand Attitude

c. Estimate: (Constant), Brand Recognition, Brand Attitude , Brand Recognition X Brand Attitude
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