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\ . Self-brand connection

Y . Customer-brand relationships
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y . Attitude Toward the Product/Brand

(Hedonic/Utilitarian)
Y . Content Validity (CR)

Y . Face Validity
¢ . Convergent Validity
o . Discriminant Validity
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\ . Subgroup Analysis(SA)
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\ . Goodness of fit index (GFI)
Y . Root Mean Square Error of Approximation (RMSEA)
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\ . Normed Fit Index (NFI)
Y . Comparative Fit Index (CFI)
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