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Abstract

Recently, traditional bookstores declined little liifle because the raise of the
on-line bookstore and e-book. Many large-scale btmrks advanced to reform for
keeping net income and catering environment. Thayesl to sell extension products
in their bookstore, expanding their characterisfidiversification. Hoping to gave
customers a totally new experience, not just sgllmoks. Therefore, they also
reformed in the interior decorating, unclear ofibass and so on.

Therefore, this study aims to investigate whethatité& bookstore brand
recognition and commodity knowledge will affect thdlingness of the customer
purchase intention of enterprise extension prod@rand loyalty might moderate the
effects of the first two factor of influence andcbee moderating variable.

With using Eslite bookstore as the research taripet, study use the related
literature to confer brand recognition, the comnpd#nowledge, the brand loyalty.
The questionnaire will be conducted to the maimgdarcustomers. The statistical
analysis is applied to analysis the collected data questionnaire.

The final statistical data and the anticipated ltesas follows: The brand
recognition and the commodity knowledge can afféwt customer to have the
forward influence to the purchase intention of gxension product, but the brand
loyalty will disturb the customer to purchase initen of the extensible product.

Keyword : brand recognition ~ commodity knowledge  brand loyalty

extension product purchase intention
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