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For group package tours, Brand awareness, price discounts, perceived quality, and
purchase intention, are empirically examined. The results indicate that perceived quality
is positively influenced by brand awareness, purchase intention is positively influenced
by brand awareness, perceived quality, and price discounts, and further, show that
perceived quality is negatively influenced by price discounts under the
low-brand-awareness condition, and purchase intention is positively price discounts
under the high-brand-awareness condition.

Keywords: Group Package Tours, Brand Awareness, Price Discounts, Perceived Quality, Purchase
Intention
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