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Abstract

This study is based on media credibility to
discuss whether consumer’s belief of perceived
quality, brand image and brand trust on pure
offline brand products are different from pure
online brand products. This study further
examine the effects of perceived quality, brand
image and brand trust on perceive value, and the
effects of perceive value on consumers’ internal
reference price. A total of 151volunteers were
recruited in the experiment. Result showed that
consumers perceive the quality, brand image
and brand trust of pure online brand products
are lower than pure offline brand products. Also,
perceived brand image and brand trust are
positively influence consumers’ perceived value,
and perceived value is positively influence the
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evaluation of internal reference price.
Keywords: pure online brand; media credibility;
internal reference price.
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