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Abstract

Nowadays the online shopping has become part of our life and it’s
necessay to know more about it.The purposes of this study were: (1) to
examine whether brand image influences the purchase intension. (2) to
investigate the effect of promotion campaigns and perceptive value on
purchasing intention. (3) to emphasize the important role of brand image,
promotion campaigns and perceptive value in affecting internet shopping.

Totally 545 online shoppers were interviewed and asked to respond the
questionnair.Data collected were analyzed.The results were summzrized as
follows:

1. Brand image has significant influence on purchase intension.

. Brand image provides significant influence on promotion campaigns.
. Brand image yields significant influence on perceptive value.

. Promotion campaigns influence on purchase intension.

. Perceptive value influence on purchase intension.

AN »n kW

. Promotion campaigns provide a mediating effect between brand image and
purchase intension.
7. Perceptive value also provide a mediating effect between brand image and

purchase intension.

ii



Explanations of the findings were offered and applications of the study
were discussed. Finally, some suggestions for future research were identified
and discussed, also the results are suggested to be useful references for online

shopping traders.

Keywords : Online shopping,Brand image,Promotion campaigns,Perceptive

value, Purchase intension
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