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ABSTRACT 

The main purpose of this study is to explore the influence of luxury product’s store 

image and product perceived value on consumer purchase intention, and examine the 

mediating effect of product perceived value. After review literature, this study develops four 

propositions as follow: (1) Store image has a significantly influence on product perceived 

value. (2) Product perceived value has a significantly effect on consumer purchase intention. 

(3) Store image has a significantly impact on consumer purchase intention. (4) Product 

perceived value has a mediating effect between store image and consumer purchase intention. 
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Introduction 

Over the last decade, Taiwan's distribution industry was facing an unprecedented impact 

and reform. For example, convenience stores and supermarkets are gradually replacing 

traditional small retailers. They also share the convenience of the commodity, distance and 

time to a large part of the distribution market. The rising of hyper-marketnot only makes the 

decline of traditional wholesales but also develops a remarkable success, because of its 

convenience, big store space, full choice of goods available, and low prices. 

Department store is one of many retail stores. Differing from hyper-market’s selling 

points, under the refined operation of the department store, each has its own market.But with 

the economic liberalization and internationalization of the market, foreign competitors use a 

variety of joint ventures and technical cooperation model. At the same time, they rely on its 

strong financial resources and superior management techniques entering Taiwan market, so 

that the distribution industry is facing higher competitive pressure. Among their high price 

boutique industry is the most competitive,in today's highly competitive market, how 
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department stores using a variety of different business strategies to compete will be an 

interesting and worthy topic for study. 

 Function played by the early domestic department store in Taiwan distribution market 

only providing a place where sell high class imported goods, neither merchandise planning 

nor the added value of leisure or information is provided. Consumers’ needs and interests 

have not been paid attention and taken seriously consideration at that time. Taiwan's first 

department store, Kikumoto Department Store, founded in 1932.
1
 The history of Taiwan 

department stores, not as good as America, Japan and other developed countries has been 

developed a century of experience. In recent years, professional retail-related school 

curriculum in Taiwan is getting started, so nowadays the operation of department stores in 

Taiwan mostly come from the imitation of the United States, Japan, Europe and other 

developed countries. With the enhancement of living standard, national income over NT$ 

13,000,
2
 a large number of people go abroad more often, and with the high degree of 

internationalization of Taiwan people,
3
 the role of the department stores in the daily life, 

fashion and culture becomes more important. The department store is not only an index of 

local living standard but also play an important role of the country's economic development. 

Metropolitan resident area today due to the leisure location is limited, limited by the transport 

factor, and available leisure time is short. Therefore, providing the people with integrity, 

multi-functional leisure (dining, window-shopping, shopping, visiting the exhibition, enjoy 

the show, and watching movies etc), it become the strongest selling point of a department 

store. So, numerous department stores strengthen the peripheral services and additional 

function one after another, as arrangement to attract consumers’ food court, branch stores of 

the fine dining restaurant, the fresh supermarket, special activity square, fairground, and even 

beauty classroom, cultural square, performance venues etc. are very attractive to consumers. 

 

Note 1 : Wikipedia Encyclopedia,website :  

http://zh.wikipedia.org/zh-tw/%E7%99%BE%E8%B2%A8%E5%85%AC%E5%8F%B8 

Note 2 : Directorate-General of Budget, According and Statistics, Executive Yuan, R.O.C.(Taiwan), website : http://www.dgbas. 

       gov.tw/ct.asp?xItem=14616&CtNode=3566&mp=1 

Note 3 : Tourism Bureau, M.O.T.C. Republic of China,website : http://admin.taiwan.net.tw/index.aspx 

 In recent years, the department store industry in Taiwan is expanding, the new 

department stores are constantly spring up, and the degree of competition is fierce.In addition 

to the development of large-scale and the chain-store, internationalized is a new trend, so 

joint ventures or cooperation with foreign department stores is more and more popular. Due 

to the consumption types change very quickly, resulting in the change of the consumers’ 

perceived value. In the past, the department store is synonymous with luxury, but with the 

increase in the ability of consumption, the department store has become the best leisure place 

http://admin.taiwan.net.tw/index.aspx
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for consumers.In addition to sell products, the department store also provides consumers with 

some added value. For example, good shopping environment, atmosphere, personnel services, 

convenience etc.; these store-related attributes that form the so-called store image.Store 

image refers to the overall impression of the consumer to retail stores, that is, consumers 

provide many attributes of comprehensive attitude and satisfaction for a particular 

store.Therefore, the research of store image for a particular retail stores will contribute to the 

enterprise to grasp consumer's preferences, and development of relevant marketing strategies. 

    As country's economy continues to grow, national income continue to increase, 

popularization and upgrading of educational standards, advances in science and technology, 

and the quality of life of people and raising the level, people's lifestyle changes, coupled with 

theemergence of electronic commerce, consumption habits and shopping behavior substantial 

are also a major shift in. In particular, the rise of the domestic logistics distribution and the 

rapid development, from the traditional multi-level complex pathway change into the supplier 

directly by the logistics center and distribution to the retail store operating type, make 

comprehensive merchandise retail industry, such as the number of department stores, 

convenience stores, supermarkets and the hyper market not only surge, but the competition 

between the increasingly fierce. Therefore, the manager of department stores must know how 

to understand customer needs in this intense competition environment, in order to develop the 

correct positioning and marketing strategy, and become the winner of the competition is most 

important. But related literature for Taiwan department store business strategy practice is 

relative rare, therefore this is the first motivation of this study. 

How to enhance consumers' willingness to buy is the main job of manufacturer’s effort. In the 

past, many scholars believe that consumer's purchase intention is decided by the perceived 

value of the product. Many scholars have even proposed perceived price, perceived quality, 

and the perceived value model to explain the formation of consumer purchase intentions, and 

conduct related empirical research (Monroe, 1979; Monroe and Krishnan, 1985; Zeithaml, 

1988; Monroe and Dodds, 1988; Rao and Monroe, 1989; Monroe, 1990; Dodds, Monroe and 

Grewal, 1991). Zeithaml (1988) thought that a product perceived value can be defined as 

consumers because of obtains and paid the perceived assess the overall effectiveness of the 

product. This research discusses the influence of perceived value of consumers for the 

high-priced boutique's products in department store on their purchase intention. Due to the 

mediating effect of the product perceived value in the influence of store image on consumer 

purchase intention rarely been explored. This is the second motivation of this research. 

According to the above research background and motivation, this research embark from the 

department store customer's viewpoint, try to explore the influence of the department store's 

store image and product perceived value on consumer purchase intention. The purpose of this 

study is as following: (1) Research the influence of store image on product perceived value. 
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(2) Explore the effect of product perceived value on consumer purchase intention. (3) Study 

the impact of store image on consumers purchase intention. (4) Examine the mediating effect 

of product perceived value between store image and consumer purchase intention. 

 

Literature Review 

1. Store Image 

 Martineau (1958) defined that store image is purchaser's ideas of their minds for a store 

include the characteristics of store functional attributes another part of image is stores’ 

atmosphere of psychological attributes. Kunkel and Berry (1968) used the learning theory of 

behavioral science to explain the image. He believes when consumer face different stimuli if 

he/she takes action in certain circumstances, they will receive the expected effect, and then 

extended to the store image. He thinks that consumers shopping at a particular store may get 

the overall concept or expected effect to the reaction of past experience is an important factor 

in store image. Store image is the sum of information and emotional of a consumer to a store 

characteristics, and other impression for a long time. Zimmer and Golden (1988)stated store 

image is whole and more than general dimensions of the broader, including both special store 

attributes, for example price, service and display; and overall impression, for example 

preferences and very satisfied etc. Engel, Blackwell and Miniard (2001) think the store image 

some is according to their functional quality, some is the feelings of psychological attributes, 

and influence consumers whether buy things or whether buy things in a store. Functional 

characteristic is referred to the selection of merchandise, price, credit system, product display, 

and other objective factors. The property of psychological is referred to the sense of 

belonging, warm and of friendly. Therefore, the store image is consumer affected by 

individual internal and external environment, Lindquist (1974) think that the store image is 

complex, consumers through perceived of store tangible, functional elements, as well as 

intangible or psychological factors, and mixed as one of the composition. Berman and Evans 

(1992) comprehensive different definitions defined by various scholars and pointed out that 

the concept of store image is the overall combination of store functional and emotional, these 

characteristics and attributes be combined into their perceptual system by consumer, and this 

sensory system determine consumers' expectations of a store's overall policies and 

practices.Moreover, store image is not a single feature, it is an overall image in consumer 

minds for a store, it also a subjective idea of consumer awareness through comparison with 

other stores, internalized into the holistic approach of the individual perception. 

 Engel et al. (2001) pointed out that consumer in the purchase decision-making process, 

faced with a number of decisions: whether to buy, when to buy, what product and brand to 

buy, where to buy and how to pay. Therefore, consumers will screen all related information, 

not only decided to buy the product, but also contains the location and manner of purchase. 

Therefore, the store image is consumers subjective view for a store, selected through a 

number of properties (including the functional characteristics and psychological 
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characteristics) to be assessed, and bring the impact to the overall feeling, experience, and the 

factors be compared with the other stores. Therefore, the store image can be regarded as a 

competitive strategy, investigating consumers perceived and attitudes for the store. After 

compare each other's advantages and disadvantages, they can understand the difference image 

between store, and developing appropriate or beneficial to their own strategy. Mitchell (2001) 

think store image and management performance have specific and important relatedness, it 

will have an impact to the profit of store. Company must have unique style or prominent store 

image, which enable consumers easily distinguish from competitors. It can through the 

external and internal design, configuration, display, service provide and make consumers to 

bring objective and subjective store perceived, these perceived determine the relative position 

of goods, personnel, policy, service, convenience and other attributes of the store. 

Furthermore, the store image obtained through the consumer's perception of continuous 

learning is a long-term attitude, not easily changed in the short term (Ting and Chen, 2002). 

According to above discussion, we can obtain several important conclusions: (1) Store image 

contains the properties of the functional characteristics and psychological. (2) Store image is 

the attitude of the long-term experience. (3) Store image is a complex and overall concept. (4) 

Consumers usually only remember the attribute that they consider most important in many 

attributes. (5) Store imageisan important element of strategic planning, consumers will do a 

number of comparisons before they make purchase decision. 

   It's not easy to list all factors or attributes that affect the store image, Sheng (1994）

pointed out that store image have no consistency dimensions, because of each dimension in 

the store will bring the different extent to store image. And the only common point that the 

store image is a multiple dimensions concept. Martineau (1958) pointed out that the 

dimensions affect store image is price, types of goods and quality, locations, display and 

architecture, structure, symbols and colors, advertising, sales staff. Lindquist (1974) 

comprehensive researches for the past literature by 26 scholars have done and tidying up to 

get image formation, important store image attribute of favorable or unfavorable attitude by 

consumers to a variety of different types of retail outlets, sorted out the 9 dimensions and 33 

attributes, among them also by "Merchandise" dimension (including choice, quality, pricing, 

style and fashionable) is the main image attributes. 

    Engle et al. (2001) pointed the important 10 properties of store image as following: 

location, nature and quality of product mix, price, advertising and promotion, sales, service, 

store entity attributes, type of customers, point of purchase and distribution. Hirschman (1981) 

think store image has interaction of entities and non-entity image and impact, that is 

consumers based on theirpreviousknowledge and experiencetogivean overallinterpretation, 

the purchasers defined a store image in their minds, part is according to characteristics on the 

store function, another is according to the atmosphere of the store psychological attributes. 

And family, friends, a large number of media spread will teach consumers how to make a 

purchasing decision. Factors that influence store image are: personal experience (when 

consumers decide where to buy, most convinced by their experience), objective message 
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(manufacturers and retailers through a lot of media publicity, TV, magazines, newspapers, 

direct mail, radio, internet, etc. to teaches consumers socialization) , interpersonal 

communication or word-of-mouth (consumers through their parents, word-of-mouth between 

peers will affect their purchase decisions and behavior). 

 In research the determining factors of hyper-market store image, Ting and Chen (2002) 

sorted out properties and non-attribute factors, divided into 10 categories: types of product, 

product quality, layout and display, main services, subsidiary services, store locations, store 

environment and atmosphere, price and promotion, convenience, physical device. Besides, 

they divided determinants of hyper-market store image into five: store objective attributes, 

comparison of evaluate attributes, overall feeling, example case, subsidiary motive. 

Chowdury, Reardon and Srivastava (1998), develop store image measurement by employees' 

service quality, product quality, product selection, store atmosphere, convenience, price and 

perceived value as empirical dimensions. Thang and Tan (2003) conduct the research of 

consumer awareness expect for eight dimensions of store image for customer patronage 

behavior, respectively were product diversification, store atmosphere, store service, 

convenience, goodwill, promotions, equipment and distribution. Hwang and Wu (2003) use 

25 items of store image to measure the respondents on the five dimensions of the domestic 

TaiMall Shopping Center, emphasis in order is providing adequate and convenient parking 

area, inside and outside shops is clean and tidy, feeling very comfortable for shopping, 

goodwill is good and trusted, and price is reasonable. The top five for satisfaction of 

respondents to domestic TaiMall Shopping Center is providing enough and convenient 

parking area, store is neat and clean, store is spacious and not crowded, shopping in store is 

very comfortable, store design and decoration is novel and conformation with epidemic trend. 

It is noteworthy that consumers were satisfaction about reasonable price is lowest, but the 

satisfaction of store design and decoration is novel and conform epidemic trend is indeed 

high. Jan et al.(2004) researched the department stores' image in three cities between Taiwan 

and China, the results show that the consumers in Shanghai Area most take seriously to the 

store atmosphere, and the satisfaction of store quality, optional, and store atmosphere is 

highest. According above literature of domestic and foreign scholars proposed store image, 

there are some of the same or duplicate dimensions, but none the same standard, all because 

different of retail formats or regional differences are have slightly different. Therefore, we get 

conclude that store image is a multi-dimensional concept. 

 Store image is the overall subjective perceived of the consumers for a store. Therefore 

we must use some measurement tools for quantitative measure of store’s important 

dimensions. Image measurement is an important analysis tool, through all kinds of 

dimensions to be reaction of attributes to be measured. Therefore, almost all attitude research 

methods are suitable for used, the methods are more commonly used include semantic 

differential method, Likert scale, multi-scale method, and multi-attribute measure (Westbrook, 

1980). 

    Engel et al. (2001) pointed that consumers rarely know all the facts in stores, therefore, 
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they depend on the overall assessment of the store, it is store image that influence their 

selection. From the view of store image dimensions, the store image is a personal subjective 

views, personal store cognitive will be effect by time and past experience or compare with 

other stores. The store image is a more comprehensive attitude of consumers perceived all 

kinds of store attributes. Kunkel and Berry (1968) pointed out that the store image is the 

consumers in store get the strengthening of the overall concept or expectation. When the 

power of consumers making the policy decision is store image, by way of this power that 

consumers can be complex attributes of store image, store tangible and intangible elements 

mixed as one in memory (Lindquist, 1974). Through continuous learning and cognitive, it 

enable consumers to get the long-term attitude for store image (Ting and Chen, 2002). 

2. Product Perceived Value 

 Perceived value was proposed by Dodds and Monroe (1985) that explain the concept of 

price, quality and perceived value for consumers, in order to conduct an exploratory research 

and proposed the related model of price, quality and perceived value. Zeithaml (1988) stated 

that the perceived value can be defined as: the perceived of consumers based on their get and 

pay, assess the overall effectiveness of the product. Zeithaml (1988) divided the definition of 

consumer value into four kinds: (1) Value is cheaper by after comparing with the actual price 

of goods. (2) Value is the all what consumers get from the products. (3) Value is the quality 

when consumers paying to get. (4) Value is the return after consumers paying to get. By 

inducing the above arguments, Zeithaml (1988) defined perceived value as: consumers based 

on the part of the products obtaining and paying, and holistic evaluation of the product. That 

is perceived value represent the consumers feel trade-offs between obtaining and sacrificing. 

That is consumer judgment and assess to get and pay, but also the overall evaluation of the 

product effect. Related research by various scholars they measure perceived value mostly 

focus on investigating measure of customers for product's perceived value. For the concept of 

perceived value that Zeithaml (1988) propose five ideas of conceptual model: (1) Perceived 

value and benefit concept about the related sources contains intrinsic attributes, extrinsic 

attributes, perceived value, and other relevant high level abstractions. (2) The source of the 

perceived value and sacrifice concept contains monetary price and non-monetary price. (3) 

External attribute value can be regarded as a signal, and an alternative that can measure the 

benefits and costs. (4) Perceived value needs to be evaluated in accordance with consumer's 

thefFrame of reference. (5) Perceived value will affect the relationship between quality and 

purchase intent. 

 Engel et al. (2001) mentioned value is the difference between time, money, physical and 

other resources, and benefits that consumers for the product to pay. Perceived value include 

both perceived acquisition value and perceived transaction value. Dodds et al. (1991) defined 

perceived value is the relationship between give and get. Monroe and Krihnan (1985) 

proposed the model of price, perceived quality, perceived price, perceived sacrifice, and 
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purchase intention, the perceived valueisthe relative relationshipbetween perceived quality 

and perceived sacrifice, when the products have higher quality ratings, the higher value will 

be, therefore, the high and low of perceived quality can be converted into a mathematical 

equation:  

Perceived Value = Perceived Quality / Perceived Sacrifice. 

Perceived value has a positive relationship with perceived interest, and has positive 

relationship with perceived sacrifice. In addition, when consumers face the actual price 

situation, will generate related links of price and product quality, consumers according to 

product quality and whether it is worth that money paying to measure the actual price. From 

above equation we learned that the actual price has a positive relationship with perceived 

quality (or perceived benefit), and has a negative relationship between perceived price and 

perceived sacrifice. When perceived benefits is greater than perception cost, perceived value 

of consumers is bigger that purchase intentions will be higher, then perceived value has a 

positive impact on purchase intentions. 

 Parasuraman and Grewal (2000)proposed that perceived value has four dimensions, the 

attributes of four dimensions as following: acquisition value, transaction value, in-use value, 

redemption value.  

 According the last five years of literature, the majority of research have demonstrated 

that the positive relationship between perceived value and purchase intention. Therefore, 

understanding perceived value will help us knowing the primary factor when consumer does 

decision-making. However, when aggregating domestic research on the perceived value 

finding that, although the extension the antecedent variables of research, but most of them 

tend to focus on price (price construction, reference price, price range), company's marketing 

techniques (type, gifts), marketing channel (private brand, difference of channel, virtual and 

physical channel) impact perceived value.As for the influence of product innovation variables 

on perceived value is needed to be empirical.There are some scholars believe that purchase is 

a purchasing decision after consumers evaluation criteria and their impact on the perception 

of store attributes, and overall consumers perceived called the store image (Engel et al., 2001). 

According the research found by Baker et al. (2002), there are many influencing factors 

presence between store image and purchase behavior,  respectively were store employees 

perceived, store design perceived and store atmosphere etc. this three dimensions that affect 

consumers on perceived value and purchase intention of product. 

3. Consumer Purchase Intention 

 Intent is a key element in the attitude structure, can be used to predict actual behavior. 

Purchase intention is the possibility of consumers willing to buy the product. The higher the 

purchase intention represents the higher probability purchase is (Dodds et al., 1991). 

Shamdasani, Stanaland and Tan (2000)believed that purchase intention is the possibility of 
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consumers purchasing products and the possibility of recommending to others to buy. When 

purchase intention is higher, the probability to buy will be higher (Schiffman and Kanuk, 

2007). Therefore, the purchase intention is the most accurate forecast factor in predict 

purchasing behavior (Morwitz and Schmittlein, 1992). Sheu (1987) proposed purchase 

intentionas follows: Consumers’ purchase behavior after evaluating the overall product, it is 

an emotional reaction on buying target. During the  decision-making process of consumers 

buy products or services, consumers themselves will first have perceived on the quality of the 

products or services, then the purchase intention will be formed (Krugman, 1965). This 

reaction will make the consumers hold a positive purchase intention and form a positive 

commitment (Moorman et al., 1992). While consumers has many different attitudes on the 

brand or product, however, those brands that consumers are not familiar with, the most 

important thing still is purchase intention related with perceived quality (Hoyer and Brown, 

1990). 

4. The Relationship between Variables 

 Along with the everyday life, consumers must face on choices of many stores and 

products, especially when the products you choosing is high price goods, so consumers must 

be more careful on purchase decision. At that time consumers need more information to help 

them make a correct judgment. But when consumers make purchasing decisions, store image 

and product perceived value will be provided as important basic information for evaluation. 

Therefore, companies have gradually realized the importance of consumer perceived, and 

according the reaction of consumers to establish related store image and perceived value of 

products. 

(1) The relationshipbetweenstore imageand perceived value of products. 

 Store image is defined as the overall concept of consumers perceive a store and store’s 

attributes, and exist in the objectivity characteristic of the perception of consumers and shops 

(Dodds et al., 1991; Lindquist, 1974). Martineau (1958) believed that store image is a manner 

which consumer defined store. Consumers will be affected by functional qualities and 

psychological attributes of store. Lindquist (1974) believe that store image is a complex 

factor, consumers through perceiving the store tangible, functional elements and intangible or 

psychological elements etc. are mixed as one of the composition. Through the consumer 

perceived and continuous learning then obtain store image is long-term attitude, not easy to 

change in short-term (Ting and Chen, 2002). Samli, Kelly and Hunt (1998) do the contrast 

research by managers perceived and consumers perceived. They proposed when the 

components of store image to be measured a favorable outcome, can be regarded as a 

competitive advantage, otherwise, improving the management strategy. Therefore, store 

image after consumers compare their advantages and disadvantages on store's perceived 

value, they can find the difference image between stores, and development of appropriate or 

http://tw.wrs.yahoo.com/_ylt=A3eg.8vgvmRPUxMA0lXhbB4J/SIG=12qsrrhtd/EXP=1332031328/**http%3a/tw.dictionary.yahoo.com/dictionary%3fp=perceive%26docid=1075839
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beneficial to their own strategy. 

 (2) The relationship between products perceived value and purchase intention. 

 In order to stimulate consumers purchase intention, the department store industry can 

proceed to improve price perceived or value perceived of products. When people consuming 

products, they also consuming intrinsic attributes and extrinsic attributes, Zeithmal (1988) 

proposed that consumers will rely on intrinsic cue distributed by inside and outside attributes 

as assessing products' indicators, after clues stimulating, forming perceived on product 

quality, after again matching up the sacrifice considerations of perceived monetary price and 

perceived nonmonetary price, form product perceived value, and finally determined purchase 

behavior by product perceived value. 

(3) The relationship between store image, product perceived value and purchase 

intention. 

 When consumers are affected by company's store image, except assessing the pros and 

cons of store image, they also measure the level of product perceived value in order to ensure 

the purchase without regret, and form purchasing intention once again and improve loyalty on 

store. Engel et al. (2001) stated store image will affect the consumers purchase behavior and 

store choice they believe that after consumers choosing a particular store, will assess the store 

then choose the product to purchase. If they are satisfied with the store environment and have 

the purchasing intention, they will strengthen the positive image on the store, and then come 

back again to purchase. Lessig (1973) pointed out that store image is related with store 

loyalty and store patronage behavior, at the same time, emphasize store patronage behavior is 

only one of the measure index of the store image. Baker et al. (1994) even advocated that 

store environment, product quality and service quality is an antecedentfactor of store image, 

instead of such as store image research literature as a constituent of the store image. With the 

research by Baker, Parasuraman, Grewal and Voss (2002) found that many influence factors 

exist between store image and purchase behavior, respectively were store employees 

perceived, store design perceived and store atmosphere etc. these three dimensions affect 

perceived value and purchase intention of consumers buying product. 

 

Research Methods 

1. Conceptual Structure 

 Consumers often use different information to assess the quality of the products or 

services, some are included in the product (such as color, size), while others are exogenous 

(such as price, store image and service environment). Mitchell (2001) stated that store image 

and management performance have specific and important relationship, will influence the 

profit of the store. In addition, Zeithaml (1988) proposed products perceived value is close 

related to interest, the internal and external attributes of the product will effect on perceived 
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quality. Product perceived value depend on the reference structure and affect their purchase 

intention. Baker et al. (2002) found that there are many influence factors existed between 

store image and purchase behavior that affect perceived value and purchase intention. 

Therefore, the product perceived value of consumers will be affected by related factors of 

goodwill of store, service provided, return the products, and how to deal with consumer 

unsatisfied etc.  

    The subject matter of this study is high price boutique selling in department stores, 

explores the influence of store image and product perceived value on purchase intention. And 

examine the mediating effect of product perceived value in the influence of store image on 

purchase intention. By reference to the above literature and developed the conceptual 

structure of this study as shown in Figure 1. 

 

 

Figure 1 Conceptual Structure 

 

2. Propositions Development 

 Lessig (1973) believed that the reason why store image get a lot of attention, because the 

store image and store loyalty does have a relationship exists. Kunkel and Berry (1968), 

Zimmer and Golden (1988) pointed out, the store image is often considered as an important 

factor that affect customer patronage. Especially the department store has their own unique 

image to affect consumers perceived on products which they display in the store and choice 

of stores. The design of the store is a very important factor, not only affect the impression of 

consumers but also influence the behavior of consumers and employees. According to the 

research explore the factors of special store environmental on the effect of quality by Baker et 

al. (2002), the influence of surrounding factors on consumer perceived is more than store 

design features. Therefore, the proposition 1 of this study can be inferred as follows:  

Proposition 1: Store image has a positive significantly influence on product                 

perceived value. 

    Due to the perceived value of consumers is about individual choice, organization, 

interpretation of the stimulus, and given the course of its significance. Based on the idea of 

the price of the product evaluation model, Dodds et al. (1991) stated that price, brand name 

and store brand name have a significant impact on product perceived quality, perceived value 
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and purchase intention. Monroe (1990) also proposed that perceived value has a positive 

impact on patronage intentions. Perceived values are not objective facts. Consumers will first 

evaluate the products which they are interest, then will have purchase intention and has 

purchasing behavior. Base on the above literature, proposition 2 of this study can be inferred 

as follows: 

Proposition 2: Product perceived value has a positive significantly effect on                 

consumer purchase intention. 

 

 When consumers lack of sufficient products information, they tend to use external cues 

as a reference for their purchase (Agrawal, Richardson and Grimm, 1996；Dhar and Hoch, 

1997). Cox (1970) developed customer value and store image index, and explore their 

relationship. The results showed the higher store image is, the higher index of purchase value 

will be. Grewal, Krishnan, Baker and Borin (1998) found that store image has a direct and 

positive relationship with consumer purchase intention. Dodds et al. (1991) found the higher 

positive store image is, the higher purchase intention will be. Therefore, when consumers 

have a positive attitude on store image, it may have a positive attitude on the image of the 

products, and then make consumers to have a purchase intention. Base on the above literature 

the proposition 3 of this study can be inferred as follows: 

Proposition 3: Store image has a positive significantly impact on consumers                 

purchase intention. 

Zeithaml（1988）examined in the influence of perceived transaction value on purchase 

intention, perceived acquisition value is a mediating variable. At the beginning consumer 

evaluate the perceived value of target price or service, subsequently affect their purchase 

intention (Dodds et al., 1991). In particular, when consumers deciding to purchase, often 

affected by various external factors then effect their values, attitudes and behavior. 

Consumers often use price clues to assess the quality of products or services. In addition, 

store image will affect the consumerperceived quality, as well as the storeselection 

decisions(Schiffman and Kanuk, 2000). The influence of store image and purchase intention 

on products perceived value really existed. Therefore, the proposition 4 of this study can be 

inferred as follows: 

Proposition 4: Product perceived value has a mediating effect between store                 

image and consumer purchase intention. 

3. Variables Definition 

 This study refers to the views of Engel et al. (2001) and Liu’s (1997) view point, the 

store image is defined as: the level of good or bad the consumers has on the store image 

during their purchase. 

 By refer to the literature of Dodds, et al. (1991) and Baker et al. (2002), perceived value 
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is defined as: the degree of evaluation that consumers has in the purchase process, the higher 

the perceived value is, the higher the consumers will have purchasing behavior. This study 

use perceived of personnel service quality, product price and experience cost as the primary 

dimension for the measure of product perceived value. At the same time, this study defined 

service quality perceived as: the degree of store provides good entertainment, high quality 

services, rapid respond and the extent of the overall service quality that customers perceived. 

Product price perceived is defined as: reasonable price, extra value added, and degree of 

overall product prices that customers perceived. Purchasing experience costs is defined as: 

the degree of effort, time, cost and searching for purchase. 

 By refer to the argument of Zeithaml (1988) and Dodds et al. (1991), purchase intention 

is defined as: the degree of the possibility of a consumer purchase product and whether they 

would like to recommend the store and product as a measurement. 

 

Conclusion 

 According to literature review and proposition development, this research expects 

will reach the following result: (1) Store image has a positive significantly influence on 

product perceived value. (2) Product perceived value has a positive significantly effect on 

consumer purchase intention. (3) Store image has a positive significantly impact on 

consumers purchase intention. (4) Product perceived value has a mediating effect between 

store image and consumer purchase intention. 

1. Management Implication 

 Previous researchers mostly research the relationship between retail store image and 

purchase intention, is rare from the department store industry's point of view to explore the 

relationship between this two variables. However, department store in this highly competitive 

environment, studying and understanding the factors that affecting customer purchase 

intention will become an important tool of winning competition. This research, according to 

the literature developed the conceptual structure that is clear and concise, can be used as the 

basic direction of thinking of the subsequent empirical research. Proposition developed in this 

research will make up the lack of previous literature. As for the proposition of consumers be a 

mediating role between store image and purchase intention can be available to a different 

mode of thinking.  

2. Practical Implication 

According to this research we learned that store image and product perceived value have 

a positive significantly effect on consumers purchase intention. It shows the factor that 

affecting consumers' purchasing intention is not a single factor. Therefore, when the 

department store develops marketing strategy need to consider the multiple factors that 

affecting store image, it must develop effective strategies to enhance consumers' purchasing 
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intention. In other words, good store image of the department store have bonus effect on 

boutique perceived value of products and then promote sales performance.  

3. Limitations and Suggestions 

This research has three limitations: (1) Research model is simple: There are many variables 

that affecting consumers purchase intention. This study only selected three variables may be 

not sufficiently comprehensive. (2) The scope of the research is narrow: This study only 

explore consumers who go to boutiques in department stores to buy boutique, the scope of 

research may be biased. (3) Lack of empirical verification: The proposition develop in this 

research is according to literature inferences derived, without going through quantitative 

methods to verify the possible outcomes, the actual situation whether is consistent with the 

proposition remains to be further validation. 

 This research provides three suggestions for future study: (1) Choose more research 

variables: review richer literature and included other variables that affecting consumers 

purchasing intention, develop a more complete conceptual structure. (2) Expands the scope of 

sampling: Extend the research to other channels or stores that selling boutique. (3) Conduct 

empirical study: Use empirical research method, developing quantitative questionnaire and 

verify the influence relationship of research variables. 
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