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Brand image and brand trust on customer purchase intention—
for example,department of management science ,ROCMA

Qi-Yuan Cheng',Fa-Liang Chen',Yan-Hao Chen*

'Department of Management Science ,ROC Military Academy

Abstract
In this paper, the Nike brand image is used as the case of study to discuss the

relationship between the brand image and brand trust from the consumer's point of view.
Therefore, the purpose of this research is to understand the relation between the brand image
and the purchase intention, analyze the factors that affect consumers purchase intention, and
understand if the consumer's gender, age, and money spent on clothes and shoes and other
variables monthly affect the consumer's willingness to buy. Our survey method is based on a
questionnaire from which we will carry out statistics, the sample of study will be mainly the
cadets of management department of ROCMA, and then we will compare and verify the
results.

Key words: brand image, brand trust, purchase intention
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