






Brand 
credibility

Brand 

prestige 

Trust  
  

Commitment

Perceived of 
quality 

Information 
leading to 

cost saving 

Perception 

of risk 

Repurchase 

intention 






	2200-2205 - Copy_Page_1
	2200-2205 - Copy_Page_2
	2200-2205 - Copy_Page_3
	2200-2205 - Copy_Page_4
	2200-2205 - Copy_Page_5
	2200-2205 - Copy_Page_6

