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ABSTRACT

The main purpose of this research was to explore the relationships among Brand Image, Expense Experience and Behavior

Intention of customers who have had meal at Wang Steak Restaurant. The total numbers of 529 questionnaires were retrieved

through online questionnaire website. There were 471 valid questionnaires with a valid retrieval rate of 89%. Some conclusions are

obtained in the followings after statistic analysis: 1.The overall brand image of customers at Wang Steak Restaurant is in a higher

level, especially in the aspects of the experience. The overall expense experience of customers at Wang Steak Restaurant is in a

higher level, especially in the aspects of the emotional experience. The overall behavior intention of customers at Wang Steak

Restaurant is in a higher level, especially in the aspects of the reputation. 2.For brand image, there are no significant differences in

different customers’ backgrounds. 3.For expense experience, the result showed no significant differences in customers’ age,

education, purpose, companions, and total expense this time. But there were significant differences in different genders and averaged

monthly income. 4.For behavior intention, the result showed no significant differences in genders, ages, education, purpose,

companions and total expense this time. But there were significant differences in averaged monthly income. 5.Brand image and For

expense experience of customers who have had meal at Wang Steak Restaurant can obviously predict the intentions of their

behaviors. Relative predictive power of expense experience is higher then it of Brand image.
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