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Abstract

To what attribute of the brand does the consumer attach importance when the brand
purchased from a lot of brands was selected, and to clarify whether to influence the level
purchase of times, the clerk’s serving was researched. It has been understood to attach
importance to the product in a familiar brand for me as a result of the analysis, and for
elements other than the product of value of the brand name and the brand to be
attached importance in a brand not familiar. Moreover, it has been understood that
trust of the clerk and non-language serving of strength of the connection influence

purchase from a language serving of knowledge of the product about the clerk’s serving.
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