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sarvice brand equity and consumer involvement.
To discover brand equity and consumer
involvement affect separatdy or smultaneoudy
repatronage intention. The results suggest
1. Servicebrand equity and repatronage
intention are right relaionship, and brand
image can explain sgnificantly repatronage
intention.
2. Involvement and repatronage intention are
() rdative. Perceived importance, sign vaue,
pleasure value and repatronage intention are
right rdlaionship, and perceived risk isleft,
expect 9gn vaue, these dl can explain
significantly repatronage intention.

()

3. About interactive effect brand image and
pleasure value or perceived risk; brand
awareness and perceived importance will
produce interactive effects to affect
repatronage intention.
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Abstract

The objectives of this research are to study ( 2000)
Taiwanese insurance industry regarding topics, ex:
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0.706 21.92%**
0.049 1.13
R — Square 0.535
R - 0.534
Square ()
F 342.76***
* %k k p<0.001
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0.232 5.89***
0.027 0.689
0.294 7.03***
-0.109 - 2.92%*
R-Square 0.225
R-Square 0.220
F 43.11%**

** p<00l *** p<000L
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