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ABSTRACT
The purpose of this study is to investigate whether personal income will moderate the relationship between brand image and
purchase intentions. In addition, this research was carried out to probe into the impact of brand image and purchase intentions.
There were 500 questionnaires overall released and 420 effective among those 452 retrieved. The data was analyzed by using
regression analysis. The results revealed that brand image do exert a positive influence upon the purchase intentions. It indicated
that the higher brand image is the higher purchase intentions customers have. It is meaningful to the managerial implications and
related research. And this study indicated the research limitation and the directions of future research
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