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2.1 k~~d38rn: (independent variables) 16i~fi d7uynn s u u ~ n n ?  I'L~ 
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M ~ I  L I ~ ~ U V D J ~ I R ~ ~ U ~ ~ ~ I I R  L E I ~ B U  4 )  u~iianm s FIJ (experiential sources) I G ~ i r i  n i a  
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6. n7s~@1i!~k1a4a (purchase decision) M I U ~  U:J ~ ~ S L $ O ~ T O ^ A . J ~ R ~ J M ~ I I P I ~  

7. W~ ~ n s ~ ~ f ~ l  u ~ h r n d ~  (post purchase behavior) MIUI U ~ J  ~ ~ j ~ i n n l ~ d ! ~  
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nsou ~~uafim~un~s:nwi~~m?imtdt w ij61~m~bb;i 

rr~un&hh;,, , ,vu uo~i7rn5~u~anin~uia150~ C~aimnwy? mnllruoud~un~~6mlw~uu~a 
*-  2 

$0 (buyer's decision process) k~bnnalun? w 2 d ~ ~ j n n $ u l ~ n ~ w  ( ~ 3 ~ n b  w ~ u n s k 3 n 8 ,  
2547, ~ l b i  81) 

Ka ssd 3 5 
(independent variables) 

h j u  hwynnn 

1. 01y 

2. H617Ud17WRUSR 

3. ~~6un7rninui  
4. a d w  

5. r:6uaplul6~aioinriau 

1 6. w t q ~ n m n i s 8 a  w 8 n5m4 

~3bbd%WI&J 

(dependent variables) 
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4. n ~ s & m ~ s a % d o  
5 .  w r l i i n s ~ u m u ~ ~ ~ n ~ ~ ~ ~  
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