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Abstract

This study focuses on the relation between product value and brand loyalty.
We define product value as hedonic value and utilitarian value, and then explore
the interaction between product value and brand trust and which between
product value and brand affect. The results of this study indicate that product
value leads to greater brand trust and brand affect; brand trust and brand affect

can determine attitudinal loyalty; attitudinal loyalty leads to greater purchase
loyalty.
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BB Product Value

BN FEwES Brand Trust

o R R Brand Affect

&R R WA Attitudinal Loyalty
BEE RWAE Purchase Loyalty
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