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The Influence of Brand Image on Repurchase
Intentions in the Taiwan Smartphone Market

-Taking HTC Smartphone as an Example
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ABSTRACT

Nowadays, many smartphone brand manufacturers keep introducing new smart phones, of
which the functionality and memory capacity are greatly improved. Accordingly, how to be
innovative in design, aesthetics and user experience, and thereby put HTC back on top in the
global consumer market is an important issue for this company. This study collects opinions
from smart phone users of HTC and finds that there is causality between brand image and
brand attitude, and perceived value has a mediating effect between brand image and repurchase

intention.
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