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The Purpose of this study is explore the effect of BsdegdYgE 2t d=gA Fol dast
brand marketing to corporatei mage, brand image, BT oA ee 247 gud = gt nac

and purchase intention and so clarify the causal
sequence model in mobile phone corporation The ool e A Aol Hag ot
results confirmed the suggested hypotheses. In
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addition, the analyses showed that effects of both T 29 =7 % 1 FAA Al
brand marketing-related variables and CI on Bl or mol|A]  Aulz A £& HFAE BE AAEFE
PI are mediated by the other variables. Based on b . . o 1o o

= |~ = Ao ¢
the findings, the study showed that the effect of POt &, HASIHAYL Frhe Al a0
brand marketing indirectly on the purchase Bos o HolAAdow Y nACE HNULE
intention is mediated by corporate image and brand )
image in mobile phone corporation SEdTE A AUt &, A BdE=Es

Keyword : brand marketing, corporate image, brand
image, purchase intention
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