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Examining the role of consumer hope in explaining the

impact of perceived brand value on customer-brand

relationship outcomes in an online retailing environment
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5.3. Indirect effects

Following an approach employed by Zhao et al. (2010), boot-
strapping procedures in AMOS 23 were used to further test the sig-
nificance of the indirect effects of antecedents to hope on dependent
variables through consumer hope. In this study, 5000 bootstrapping
samples were generated from the original dataset (N = 418) by random
sampling. According to the results: 1) perceived brand value (price) and
perceived brand value (social) exerted their indirect effect on customer
overall satisfaction, customer trust and customer affective commitment
through the mediating effect of consumer hope; 2) despite having a
significantly positive direct impact on perceived brand value (quality),
consumer hope could not explain the relationship between perceived
brand value (quality) and customer overall satisfaction, customer trust
and affective commitment; and 3) perceived brand value (emotional)
does not impact consumer hope significantly, nor does consumer hope
mediates the impact of perceived brand value (emotional) on customer
overall satisfaction, customer trust and affective commitment. The in-
direct effects of all three mediators and their associated 95% confidence
intervals are displayed in Table 4.
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