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and Sheth should be made the premise,

In this paper, we intent to wanlyze the relo-
tinnakip between intention to oy o brand aned
actunl purchise to to test whether the (nteation
is the best prodictor of actunl purchase or not,

Cross-scction tests by a number of inves-
tigators have indicated that buying intenti-
ons have predictive value but that consumer
attitudes do not, Alse, boyving intentions ha-
ve greater predicteve value than disposable

income or other obhjective cconomic variab-

les. On the other hand,

—incorpoerating attitudes, disposable income,
and buving intetsons—indicate that attiudes
and disposasable income combincd have pre-
dictive power, whereas the buying intention

1 grd ‘pgr (2)

PRI H SR

1Sme - serics

.
9
g o
F s il 4
[ = (-
5 =, i XL
B g =
o 6 s}
= 5 e
= 5
5

FORT AN ‘ssmsog jo sanbiuyoay e
£3] 19 JWSIUEWEYD ] lapeis eaaapy (oo}

FEHEGHESTE uss i A

BEI3HE-THCHAEEEAN 4w eS

N AR L2y
SAHEERN 4w

wpodio ) wsiuvweys apeiy o (=)

i
me or other objective
the othe hand, time-se
attituides, disposable i
entions—indicate tha t
pasabile income combir
wer, whereas the buyi
atistically significam
between the inention
ing behavior will proy
resting and  important
such a study, “The T
tests or” by Howerrd and 5
the premise,

In"this paper, we ir
latinnship botween int

and actual purchase o

% B OB OB OB ok

Pl R LG R ]
HFE5) S5 4 HEUNnE, e b
B OmERE-2< Dol Eiif-T
MDA & £ DERIHIh
Peo IBTLCUH: & YAEIS SEHL B BN
Lizopi@E gt %, 1888
b S SR L AR e o TR,
0) LT, OFEL - TMBEROMfR
iz
Bt Bk 1 2 20, 000 DR T
FETHTN, RRAX Ty
FakvwioT, £hics 150,000

1970510 H 1 HiclE = hi-1E
Bot-: bk v, KA,
EW (W d W), Wk
OBE CRIEE L Aot 58, By
X oB, BERNC AL 10
F IS R o), W
o, R AET, RE
ORREARTE, R Lok
A, AREGRTGESD, B
fEONE, Ao bRoRmo
T, ThEhWEriTicbhiz,

ERRAD (RN i
PR FUERICERT TS



