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[Dodds-Monroe-Grewel Model]

Brand Perception (+)
Name of Brand

Store Perception
Name of Store
Perception
Quality ()
Objective Perception Perception Purchase
Price of Price Value Intention

Perception
Sacrifice

Source: Dodds, Monroe, and Grewel (1991), Revised by the author.
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[Dodds-Monroe-Grewel Model]

Brand Perception (+)
Name of Brand
Store Perception
Name of Store
Perception
(+ Quality )
Objective Perception Perception Purchase
Price of Price Value Intention
(+

Perception
Sacrifice

Source: Dodds, Monroe, and Grewel (1991), Revised by the author.
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