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Abstract

When lacking of related product knowledge, consumers would depend on
the clues offered by the product and the self-perceptions to do purchasing. In the
past, most of the research regarding brand effects used only extrinsic clues to
explore the consumers’ purchase intention. To discuss more reasonable factors,
the study examines the impact of product knowledge (intrinsic clue) and brand
image (extrinsic clue) on purchase intention, moderated by product categories.

By a 2*2*2 experimental design, we found that: 1. The higher the
product knowledge the consumers have, the higher the purchase intention. 2. The
better the brand image is, the higher the purchase intention. 3. In high product
knowledge, consumers have higher purchase intention in specialty goods than
convenience goods. 4. In high brand image, consumers have higher purchase
intention in specialty goods than convenience goods; In low brand image,
consumers have lower purchase intention in specialty goods than convenience

goods.
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