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1. Measurement Model

2. Standardized loadings, Cross-loadings, Discriminant validity and convergent validity
3. AVE
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. Q2 (Redundancies)
2. Variable Importance In The Projection (VIP)
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Goodness of fit index: Absolute=.542, Relative=.917, Outer model=.998, Inner model=.919
BP=Brand Personality, BE=Brand Experience, CEV=Customer Experience Value
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