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AN EMPIRICAL STUDY ON THE
INFLUENCES OF BRAND IMAGES,
PERCEIVED VALUES AND LOYALTY ON
TECHNICAL AND VOCATIONAL STUDENTS’
SELECTING SCHOOLS---WITH PERCEIVED
VALUES AS INTERMEDIARY FACTOR

Ching-Lan Tsai
Department of Visual Communication Design

Taoyuan Innovation Institute of Technology

Abstract

This paper conducts empirical study on the technical and vocational students’
selecting schools based on the structural relationships of brand images, perceived values
and loyalty. With questionnaire survey, freshmen from technical andvocational schools
are taken as samples. The empirical study results ofstructural equation model show that
brand image can truly exert influences on loyalty through the mediating effects of
perceived values, and the mediating effects falls into full mediation effects. It indicates
that brand images have direct effects on perceived values and also have indirect effects
on loyalty. Therefore, stressing the effects of perceived values may produce greater

effects on loyalty, which then may affect the students’ intention of selecting schools.
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