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  ABSTRACT   : 
The objective of the research is to study the effect of consumer satisfaction on repurchase 
intention by examining the effect of consumer satisfaction dimensions namely emotional 
satisfaction and cognitive satisfaction on repurchase intention. And to determine the 
mediating role of emotional satisfaction. A questionnaire was conducted on a convenient 
sample of restaurant customers in Lattakia city.The study results indicate that there is a 
positive effect of cognitive and emotional satisfaction on repurchase intention, and a positive 
effect of cognitive satisfaction on emotional satisfaction. The results indicate also that 
emotional satisfaction mediates the effect of cognitive satisfaction on repurchase intention 
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The effects of relational benefits on customers' perception of favorable inequity, 
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The effect of brand satisfaction, trust and brand commitment on loyalty and repurchase 
intentions. 
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Factors affecting online repurchase intention. 
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0.05CMIN/DFGFI, NFI, TLI, CFI

RMSEARMSEA
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ESat
CSat
Inten

Regression Weights: (Group number 1 - Default model
   Estimate S.E. C.R. P Label 

ESat <--- CSat .800 .114 7.042 *** par_10 

Inten <--- ESat .694 .137 5.071 *** par_11 

Inten <--- CSat .286 .129 2.212 .027 par_12 
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Bootstrap

Indirect Effects - Two Tailed Significance (BC) (Group number 1 - Default model) 
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