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Dimension and Relationship Between Customer Perspective
and Market Perspective: A Case Study of
Market Survey of Laptops
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Abstract

Most present studies measure orand equity in a single perspeclive, Howewver, after
former literature research, this paper, firstly, establishes a brand equity model with intra
avaluation indexes in both customer perspectve and marke! perspecive. Secondly, it takes
laptop users in Thailand as the investigation subjects by guestionnaire. The results of an
gmpirical analysis showed that each index was in a high internal reliakility and alsc tested that

the customer perspective and the market perspective was in a strong correlation,
Keywords, Brand Equily, Customer Perspective, Market Perspeciive
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Introduction

In the field of marketing research, the study of brand eguity began in the 1980s. Cnce
pul forweard, the concept of brand equity became cne of the most eve-catching concepts in the
field of marketing in the 189805, Although i only has a history of more than 30 years, there are
tens of thousands of studies about brand equity. Researchers' undersianding of brand equity
has developed from no unified meaning to the definition and measuremant of brand equity from
the perspectve of customer, market and finance, The rand vaiuve chain theory proposed Dy
Koller and Keller (2006} integrated brand equity theories from different perspectives, tied o
revezl the source of brand eguity and the connsction between brand eguity from different
perspectives, explored the specific infuencs paths between them, and provided an integrated
research framework for the development of brand equily theory, Through the summary of
related literature of brand eqguity, it is found thal the existing studies on brand equity focus an
the concept and measursment of brand equity from a single perspeclive, the forming
mechanism of brand equity, gtc. There are few and insufficient studies on the relaticnship

batween brand equity from different perspectives, which should be further discussed about.

Furpose

The research objects of this study are audiences of the brand. Aimed al the relaticnship
between brand equity from the perspective of customer and brand equity from the perspective
of market, the conceptual model was put forward, and the empirical analysis was conductad.

Through the verification of this study, we expect to achieve the following goals in theory: o
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study evaluation indexes and methods of brand equity from the perspective of customer and the

market, and study the structural relationship of brand equity from two perspectives.

Literature Review

The concept of brand equity is problematic in the field of brand management. Different
researchers gave unigque opinions from the perspectives they were good at, so the concept is
very messy, All kinds of definitions of brand equity make researchers very confused in the study
of brand equity. In view of this, some ressarchers summarized the cancept of brand equity (Yu
and Zhao, 2003; Wu, 2011; Yang, 2008), which played a very good role in the promotion of
research on brand eguity. However, tecause of the complexity of the concept of brand eguity
itself, the exigting studies have disputes, so guile a ol of research conclusions are not
comprehensive enough ta a certain extent, and further analysis is required. In this study, on the
basis of a large number of literature reviews, by companng and finishing, from the perspective
of customer and the market, the concept of brand eguity was summarized and reviewed, so as
to clearly distinguish wvarious definitions of brand eauity and know the differences and
limitations.

At present, most exisiing studies define the brand equity from the perspective of
customer. The brand equity doegs not have any independent entity, People can't directly feal it
with senses. It must pbe shown through a certain carmer (Yu and Zhao, 2003). According to the
research resulis of existing studies which proposed to define the brand equity from the
perspective of customer early, marketing activities will have different brand effects and reflect
the differences of brand knowledge of customers, The orand eguity 15 the integration of the
brand, the name and the symbol set. It may increase ar decrease the value which a product or
service provides to the company and the consumers {Wu, 2011).Under the influgnce of the
concapt, 8 number of researchers changed the study target to customers, and put forward the
concept of brand eguity from the perspective of custaomer,

In the study of brand equity from the perspective of market, brand equity is derived from
the market position of the brand, and is the additional part exceeding the value of real assets.
For enterprises, the brand equity can be improved by improving the brand marketing efficiency,

strengthening the customer's brand loyalty, sfc., 30 85 to create the value that can be brought
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by the brand to the company {Yang, 2008). Researchers analyzed from the perspective of
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product policies, and elieved that brand walus had the effect of long-term investmenl and
establishment of lasting and differentiation advaniage far competitors (Doyle, 1990). From the
point of view of competition, brand equity is the price premium when compared with general
competitors (Mullen and Mainz, 1989}

According fo the research, the messurement maodel of brand eguity fram a single
perspective of cusiomer can help o diagnose probiems of the brand and adjust the marketing
strategy, but it has obvious defects in the macro contral of the market; the measurement model
of brand equity from a single perspective of market reflecis results of the past marketing
activites of the brand, but it can't reflect the future direction of the brand. Therefore, this study
should mare clearly under-stand the relationship batween brand ecuity from  different
perspectives, consider different brand equity measurement models, and avoid the miskeading

resuits of a single measurement model.

Study Design
First, in this study, based on extensive literature research and anzlysis on the research

achisvements of predecessaors, the conceptual model of the enfire study was proposea,
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This study constructed the theoretical model shown in Figure 1.This model is a
suggestive model proposed based on the standardized analysis on the existing literature,

In the model, three evaluation indexss of brand equity from the perspective of custamer
are demved from Schmiti's stucy (19291 Perception experence is he perception based on
product, reputation, ransmission, service and other elements produced when the customer
purchases and wses products of a famous brand. With good perceplion experience, the
customer will have positive evaluation on the brand, creating the brand eqguity (Wen, 2007}, At
the same time this process is also a kind of emalional experience. Berry (20000 put forward the
service brand model and emphasized that the emotonal experience s a main factor which
decides the brand meaning {orand image) and the brand eguity. Social experience is the
nighest stage of experience. Good social exparience can not only improve the customer's
perception of the brand and the products brand images, but alse form a cenain brand
relationship and strengthen the long term and stable contact between the customers and the
bracd (Wen, 20071 When the customer uses the products of a famous brand, perception
expariance, emohonal experience and socia experience of the products of a famous brand will
directly affect the customer's evaluation of the brand eguity [Wen, 2007),

Brand premium, price elasticity and brand extension with a mature scale in the existing
study were selected far the brand equity from the perspeciive of market. Brand premium means
that cusiomers are willing o pay extra money o price for a particular brand relative o ather
crands (Li, 2013 Price elasticity refers to customer's response and acceptancs in case of price
rise or fall of products of a famous brand (Kaller, 20101, Brand extension refers to the process in
which an enferprise uses a relatively successfu brand to exiend the product or service different
from the original product or service, and uses the brand efiect of the griginal product or service
o act on the promotion and develooment of new products (Wang, Yu, ana Zhao, 2008), The
realization of brand premium, price elasticity and brand sextension will alse improve the brand
eguity of an enterprise [(Wang, Yu, and Zhao, 2008

The above six indexes respectively belong to the perspective of customer and the
markst, but in the actual use the two perspecives nave g cerain relationship. The existence of
s relationship has a positive effect on the improvement of market competitiveness of the

brand and realization of marketing advaniages difficult o achieve for other brands.
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According to the analysis on ihe above evaluaion indexes, this study made the following threa
assumptions according o the reality.

H1: Three criteria of brand equity from the persgectve of customer have the internal
consistency.

H2: Three criteria of brand equity from the perspective of market have the internal
consistency.

H3: Brand equity from the perspective of customer and brand equity from the
perspective of market are correlated.

In this study, the method of guestionnaire survey will be used to collect sunsgy data, The
research theory, research model and research nypothesis of brand equity from the perspective
of customer and the market proposed in this study will be analyzed, and the refiable empirical
conclusions will be oblained.
i1} Scale development

The scale design is the basis of empirical research. The rationality of the scale design is
directly related fo whether effective data can be obtained in the study, and affects the final
results. In this study, according o the theory of Schmitt (1999} and ather researchers the scale

of evsluation criteria of brand equity from two perspactives was designed.
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Table 1 Scale of brand equity Trom the perspactive of cuslomer and brand equity from the

perspective of market

“ariable

Spacific contant

Zource of the guestion |

Ferceptian

Emaotional

Experience

gXpanente

The purchasing and use process of the product allowed you 12 have 2

strong impression of the breng;

The purchasing and wuse process of the prodiust gave you a $1rong

interast;

Schmitt, 1995

The purchasing and use process of the product was very atiractive.

| mEde you happy,

I the purchasing and use process of the product, the enterprise’s effons

mage you satisfiad,

FPorter and Marsha, 1837

mel your expectations.

I the surchasing and use process of the sroduct, the emerprise's efforts |

Social

In the purchasing snd use process of the product, you fait

a tyne of consumear group;

hat you belonged 10 '

Doas the purchasing and use process of the produsl maks vou balisve that

axtension

: Schmit, 1995
ExpErence | you have the same velues with cusiomers of products of the same brand?
| will the purchasing and use process of the product change your imags in the
eyag of olhers?
Compared with ather Srands, | am wiling fo soend mose far the brand; |
SRt |
: ' Thedis |
Only winen the grice of products of thes brand increases a i, Dwillurn tg |
Brand i
senvices of oiher hrands, Matemever et al., 2004
Egremibm e e i
Az long as the prics of oraducts of the brand does nat INCreass 1o |
|~ much, will nol lurm o other brands, i
| Tne risez in price af procducis of this brand nas reascnable reasons;
f The rise in price of producis of this brand & mainly due 0 the
Price | i Wang, Yu, and Zhao,
| mprovamant of the crodoct guality;
s ey i e e R Ll
I The nsein price of producis of this brand s due o technolagical
improvemeant, rather than redoction of ine senace guality,
The new product of this brand muost be veny popular:
The new product of this brand will have better quality than other brands;
Brari — \Wang, Yu, and Zhao,
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{2} Pretest

In the pretest CTIC value was used for purification of items, and O vaiue of the
Cronbach coefficient was used o iest the scale reliability; and the validity test was conducted
with the exploratory factor analysis method. Tne correlation analysis studied the connection
etween brand equity from two perspeclives, The correlation analysis measured the closeness
between variables through the corrglation coefficient, This study used the Pearson correlation
coefficient for analysis.

The obiecis of preliminary investgation mainly included students and staffe of
Panvapiwat Institute of Managemenl ang Siam University. The fwo schools issued 130
guestionnaires gach, and recoverad a total of 257 questionnaires. The recovery rate was up to
S6%, The pretest results showed that O value of Cronbach coefficient of perception experience,
emciicnal experience and socizl experience, the three evaluation ndsexes of brand equity from
the perspective of customar, was 0.852, 0.864, and 0.747, respectively. O value of Cronbach
coefficignt of brand premium, price siasticity and brand exiensicon, tha three resaarch criteria of
brand equity from the perspective of market, was 0.718, 0.832, and 0.880, respectively. All of
the coefficients were greater than 0.7, and basicaily met the requirements of the study. After the
further exploratory factor analysis, for the romating component matrix of prand equity from the
perspective of customer and brand equity from the perspeciive of market, the factor load of
cach item was zll greater than 0.5, and there waz nc multidimensicnal conforming phenomenon,
which met the needs of further rezearch.

Through the analysis on the correlation coefficient of brand equity from the perspeciive
af customer ang brand equity fram Lhe perspective of markel, the Pearson correlation coefficient
of brand equity from two perspectives was 0,864, which confirmed the sirong correlation
cetwaen brand equity from the perspective of customer and brand equity from the perspective
of market, and in theory supported the combination of the measurement methods of brand

aquity from two perspeciives in the study.

-84 -
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Empirical analysis

According to results of ihe pretest siudy, afier measuring items of the questionnaire
were adjusted accordingly, from June 2016 to July 2016, in this study the survey guestionnaires
were formally issued. The questionnaires were issued in two universities in Thailand and Rayong
China Indusirial Fark. The guestionnaires were issued o college students because college
students cccupied a considerable market share in the laptop market and atfer completion of the
purchasing thay wauld continue o invest in the products, The guestionnaires were issued in
Ravong Industrial Park because mosi enterprises in the industrial park ars international
entergrises or ordinary enterprises with international business. Because countries of origin of the
enlerpriges have different work habits with Thailand, when the business is processed in the
abnormal working fime, the portable computers zalse nesd o be used. We issued the
guestionnzire in the two universities and ihe industial zark in the working time, After the
permission of the above three units, we sampled in the specified range. A total of 560
ouestionnaires were issued, and 529 effactive questionnaires were recovered. The rate of
recovery was 94.46%. 560 questionnaires weres issued based on the opinions of Huang (2005),
In the study of the structural equation model, the propartion of the number of measured iterns
and the number of guastionnaires will be al least 7.5 1:10-1% is betier.

In the emgirical analysis, statisical software was used for the descoptve statistics
analysis of data collected in the formal survey. And then the reliability of data was analyzed, and
the reliability of dala was lested along with the confirmatory factor analysis of data cblained by a
wide range of research, checking whether results of large sample data conform fo results of
small sample in the preliminary research, anc according to the analysis results checking
whether the conclusion supports the assumption of this study.

In the formal analysis, as the basis of empirical analysis, in the descriptive statistics
analysis, based on the normal ingpecton resuits of skewness and kurtosis, for all the items in
the =scale of brand eguity from the perspective of customer and brand equity from the
perspective of market, the skewness was less than 1 and Kurtosis was less than 1. The
inspeclion results belonged to the normal distributicn. And then, through the inspection of mean
and standard deviation it was found that the standard deviation of formal sample of in this study

was ail gresler than 0.5, Because the data had normal distribution, and the mean and standand

.85.
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deviation also met the requirements, the formal survey daia this study was suitable for the
analysis of the structural eguation model.

In the reliability test, O valug of tolal Cronbach coefficient of brand equity from two
perspectives was 0.848 and 0.829, respeciively. Among them, O vaiue of Cronbach coefficient
of each evaluation index was also mare than the reference standard of 0.7, They were 0820,
0,802, and 0.731 {from the perspective of cusiomer), 0728, 0715, ang 0.792 {from the
perspeclive of market), respectively. So, data obtained in the formal survey had high refiability,

and the next step of confirmatory factor analysis could be conducied.
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Figure 2 The cenfirmatory factor anaiysis model of brand equity from the perspeciive

customer and market

Through the test of prefiminary survey in this study, latent variables of brand equity from
lwo perspectives all had conditions for the confirmatory [actor analysis. Among them, thras
variables of brand equity fram the perspective of customer are perceplion experence,
emaotional experience and social experience. In the three latent variables, sach latent variable
has threg measurement variables, Three wvariahles of brand equity from the perspective of
market are brand premium, grice elasticity and brand extension. Howsver, in the questionnaire
design of formal survey researchers modified the scale of brand equity from the perspective of
market and deleted some items. Finally, the scale of brand premium contains twa items, the
zcale of orice elasticity is composed of three items, and the scale of Drand exension i3

composed of four items. The confirmatony facter analysizs model of Grand equity from two
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perspectives is shown in Figure 2. The data cbiained in the formal survey was imporfed into
statistical software for caiculation. This study combined with the festing conciusion of O value of

Cronbach coefficient in the reliability analysis of formal survey data, and obtained fiting analysis

resuits of the model.

Table 2 Results of the model fitting analysis of brand equity from the perspective of customer

and market

Wariahle Nu::-n-standardizéd load | Standardized inad I o vaiue of Composite
and factor factor Cronbach reliability AVE
indicatar coefficient
! Perceplion expearience:
| cad | 1.00 s |
: — 820 C.i2ad 05112
A 1,18 oas |
CA3 1.10 ars |
Emctional sxperienoea: !
ce1 1.00 073 |
E ry | 0802 Q.G0ne 05809
CB2 1.00 087
B3 .54 .58
Social expensnce;
0y 1.00 bEs |
[T N——. | d .73 07368 04847
Co2 1.21 o o= S|
9% 1.09 Q57
Brarnd premium:
A 1.00 1.00 0724 0.72681 05701
TAZ2 1.02 1.02
Frice slasticity:
WS 106 .68
Bt v . 0715 0.7254 04858
WE2 ! 1.04 075
MBS | 0.91 0.62
Brand extension:
| MG i 1.00 0.68
" ] i 1.15% 74 0.7az 0,794 4914
| M3 108 073
MG r 0,85 085 |
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{1) Anzlysis on the overall fitting of the modet

The rationality of the structural equation model is usually judged through multiple fitting
indexes. Among them, «idf, RMSEA, RMR and GFI are absolute fitting indexes. AGFL, CFI, IFI,
and NF are valug-added fitting indexes, RFI, TLI, PNFI, and FCF arg reference criteria commaon
in the existing study used io judge whether the structural equation model is reasonable, 50 in

thie study these four fypes of evaluation indicators weare added and considerad as the index

used to judge whether the structural equation modet in this study was reasonable (Tabie 3).

Table 3 Fitting index results and judgment standard of brand eguity from the perspective of

customer and market

TWEE fit ind;;cwhml.ﬁ"{zi;x Numerical  Judgment Conclusion . Canclusion

name rangs criteria from customer from market

it 50 | Saorss 1781 | 3.981

. RMSEA =0 <oos | 0.038 0.075

1 Alsoiute fit index | i T e

I RME g . .08 0076 .30

GF 0-1 o8 | oo 0.962

AGFI o 3 ._-,J'D_Ee 0,968 0.92%

Valug-added fit CFl dj_ﬂ "'“*} DD- 5 0,990 0,952

index &1 ” “*9-1- - :-"-*CE £.290 0.952

NF| 0-1 | o9 a 0.977 | 0.937

| RFI | 0-1 ' Z_}St, 0.365 0.906

Other judgment Tl *--1}; 0-1 0.9 0,984 0,578
R VR 01 05 0.651 0625 |
l ‘ P 0-1 0.5 h _EIE_SP}G 0635 |
. =l .

Generaily, when the chi-square degree of freedom is less than 3.0, it indicates that the fit
of the model is relatively good. When its value is iess than 1.0, it indicates that the model is over
fitted. If it is greater than 3, usually it indicates that the assumption model can't reflect the real

observation data, and the model needs toc be improved. Howewver, there are special

SRR
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circumstances. When the sample size is big, it s accentatle when the Lest resultis more than 3
and less than 5. x7/df of the model of brana equity from the perspeciive of cuslomer i
1.781 <7:3. and x'/df of the model of brand equity from the perspective of market is 3.981.
Aithough it is more than 3, because the numier of questionnaires in the formal study was mare
than SO0, and the sample size was Lig, it could be accented,

The smaller the value of RMSEA is, the ketter the fit of the model iz, The value of RMSEA,
of brand equity from the perspective of customer and market is 0.038 and 0.075, respectively,
which iz less than the judgment criteria of 0.08, so from the conclusion of EMSEA, the fit of
models of brand eguity from two perspectives s very good. The sample variance and
covarnance brand egquity from the perspeclive of customer and brand  equity from the
perspective of market minus the sguares and RMR of the corresponding estimated variance
and covariance equal to 0.016 and 0.030, respectively, which is far less than the judgment
criteria of 0.08, Therefore, s=en from the calculation conclusion of RME, the fit of models of
brand equity from two perspectives is very goad.

coording to the testing conclusion of Table 3, GFI AGFEI, CFI, IFI, MFL RFL and TLI
value of brand equity from two perspeciives are greaier than the judgment criteria of 0.9, It
indicates that models of brand equity from two gerspectives in theory are completely
acceptaile. In addition, sfter the simple adjusiment of Drand eguity from he perspective of
customer and market, the value of PNFI was 0.651 and 0.828, respeciively. After the simple
adjustrment, the value of PCF was 0860 and 0635, respectively, which were both greater than
the judgment criteria of 0.5. Therefore, seen from the calculation results of PNFI and PCFI,
models of brand equity from two perspectves also have good fitting.
121 Index evaluation

From the calculation results of Table 2, we can see that the standardized load coefficient
of each faclor of brand equity from the perspeclive of customer and market both has high
significance level, and he standardized lcad coefficient is basically greater than 0.5, and each
factor has the load mesting the requirements, which indicates that the measure ¢riterion can
reflact the wvariables good, and these indexes can be used as measurement indexes of the

variablas,
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{3} Factor reliakility analysis

According to by the results of reliakility analysis of data obtained from the farmal survey,
Q value of Cronbach cosfiicient of thres dimensions of Drand equity trom the perspective of
customer and market is both greater than the reference standard of 0.7, However, according to
needs of the study, the researchers alsc further examined the composite reliability of dala
obtained from the formal survey. They input the standardized load coefficient of gach item
obtaired into the tool of a computer program for calculation. The result was 08248, L8052,
OUF36E, 07261, 07254, and 0794, respactively. They were all greater than the reference
stangard of 0.7 in the reliability test. S0, accorging io the test conclusion it was once again
proved that the formal survey data of each dirmension of brand equity from two perspectives
had siagility and relizbility.

(4]} Factor validity analysis

In terms of content validity, First: study variaizles and their measurement items involved
in this study were borrowed from the contents in the exisling siudy, so they have high maturity.
second: in the process of guestionnaire deszign alse a small range of interviews wers
conducled, interview objects included professors of this major, marketers and ordinary
custamers, all the content in the questicnnaires were carefully chacked, through preliminary
survey, a small range of survey data were obtained, the items which did not conform to the
actual conditions of the study were deleted, and finally the formal survey questicnnaire of this
stuchy was formed. S0, the questionnaire content met the reguirements of contant validity.

In terms of construct validity, from the fitting analysis results of models of brand equity
from the perspective of customer and market in Table 2, it can be seen that the standardized
inad coefficient of every criterion of variables s all greater than 0.8 and the square root of AVE
of each facior is greater than the corrgiaton coefficient between this factor and other factors
indicating that the expianatory power of measured variaoles s bigger than that of their error
variance, =0 the messurement of aach varable has sufficient convergent validity,

From the results in Table 4 and 2, we know that in the model of brand squity from twc
parspectives the square root of latent varialkle AVE iz greater than the correlation coefficient
between this wariable and other varizbles indicaing that the measured varizbles have geed

discriminative vatidity.
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Table 4 Correlation cosfficiants of variables of brand equily from the perspective of customer

i Parcaeption exparisnce . Emational experience | Social Experiénce
Percaplion axperiance 1 -i ----- :5

E Emoticnal experience | Qigere 1_ ----- T =

iwwSuciai ExDeriancs I J.60"" Q.52 il 1m et

| AVE square oot | 0.782 0.762 0.700

Mote: *** P = 001

Table § Correlation coefficients of variaizles of brand equity from the perspective of market

Brand :JZ'EI"I"IiL-.'.;.'I’]H“I i ;ric:e elasticity Hrand extension
l Brand premium .
Price elas—ti;i’r}-r { 040 ; 1 a s S
|  Brand extension 0.65" [ 0.68 1
- ANE square root 055 _ o _EBB:': _ ! 0701

‘__ - Composition - _hmi
[ ltem T Y e -
| ! . W 2
CA1 0.802 | O pars 0.148
caz | 0810 | 0.245 - 0.241
CA3 | 0,708 T g2sg 0.181
CB1 0.322 0,748 0.187
" oe2 0.170 0.860 T oes
CB3 0.197 0.785 0.139
e 0.153 0.162 e
cc2 0.268 T o 0.791
ccs | 0102 0.177  o7se
o KAO value = D851, and the suc;nn;ca:nce |s CIUIJG

—



AEFAE s O 18 wand 2 aiud 31 Fauee 2560 - fU7au 2560

Slam Academic Feview Vol 18 Mo 2, lssus 31, August 2017 - Decemiber 2017

Table 7 Facior analysis results of brand eguity from the perspeciive of market

! Composition
ftem ;
1 i 2 3
hA 0.225 0 Ja1 0842
hAZ 0186 0,149 0,837
ME1 i EI.’I?;_ Sl 0.736 0263
¢ rE2 :I 0.163 0850 0.0
ks — S e 0..5.1?______... e Ggg;_ P |
MACT 0725 G.145 0,250
Mc2 0.683 070 0.376
MC3 743 (.223 0187 I
o rCa S g 0,754 : 3;9:_'_ i .00 T
kMO value = 0837, and the significance is 0.000

In the study the construct vaidity was tested with statistical software. The data oblained
in the formal survey was analyzed with the factor anzlysiz functon of the software, in the options
of the software the principal componant analysis and maximum varance rotation method were
selected, and then we oidtained the rotating companent matrix, The specific results are shown in
Table & and Table 7.

It can be seen from Tabile § and Table 7 that in the factor analysis of brand equity from
the perspective of customer and market three factars were extracted, respectively, and the load
on the coresponding ilem of each factor was greater than 0.6, Combined with the previous
daia, it indicates that the convergent walidity 3 good; the load on other factors of the
corresponding itermn of sach factor s relatvely small, which indicates that the discrimination

validity is relatively good.

Research conclusions
Througn the test of skewness and kurtesis of data obtained from the formal survey in this

stucy, it indicates that the datz oresents the spproximate normal distribution; through the

i 1o 0
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judgrnent of madet Tilling indaxes of brand eqguty from the perspective of customer and market,
it indicates that the maodel building in this study is reasonable; through the test of reliability and

valicity, it indicates that the questionnairg scale has internal consistency and stability.

Table 8 Theoretical assumpdion and conclusion of this study

M, Azsumption Conclusion

| Three indicators of brand equity from the perspective of |

H1 | | Supported
cusiomer have internal consistency,

Three indicators of brand equity from the perspective of

HZ Supported

market have iniernal consisiency:

Brand equity fram the perspective of customer and

H3 ' brand equity from the perspective of market have Suppored

| correlation;
1

Tharsfore, througn the above arsbysis, in this study, three research hypotheses
proposed in the third part were validated accordingly, Based on this conclusion, this study has
the following analysis results.

1. The three evaluation indexes of orand ecuity from the perspeciive of cusiomer ars
perception experience, emelional exparience, and social experience. Tha three evaluation
criteriz of orand equity from the perspeclive of markel are brand premium, price cantinuation,
and brand extension, The corresponding lems were designed for each evaluation index,
Through the pretest analysis and test in this study. it was confirmed that each corresponding of
evaluation criteria of brand equity from two perspeciives hac same content ar guality which
matched with the current theory. The consistency relizbility of items of each evaluation index of
prand equity from the perspective of customer and brand equity from the perspective of market

vas all greater than the reference value of 0.7, which proved that the content evalualed by each
itern of evaluaiion index had the practical significance and iis evaluation results had high

celiability.
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In arder to further understand the reliability of data of brand equity from the perspective
of customer and brand equity from the perspective of market, this siudy used the standardized
load factor to caiculale the composite refiability of six research criteria. The calculation result
was 0.8248, 0.8052, 0.7368, 0.7261, 0.7254, and 0.794, respectively, which was all greater than
the reference of compaosite reliability 0.7, Therefore, it once again proved the stability and
reliakility of formal survey data in three dimensions of brand eguity Trom the perspective of
customer and brand egquity from the perspective of market,

Therefore, according to the empirical test results, the study scale of brand equity from
the perspeciive of cusiomer and brand squity from the perspecive of market meeis the
rminimum requirements of the internal consistency reliability, and has good internal consistency,

2. Tha gorrelation between brand egquity from the perspective of customer and brand
equity from the perspective of market is a kind of uncerain refationship. The correfation
coafficient is the quantity of linsar corrslalion amang sludy vanables. In the pretest through the
lest of Paarson corrglation coefficient between brand aquity from tha perspeclive of customer
and brand eqguity from the perspective of market, the result obtained was 0.664. According to
lhe reference standard, they have strong correlation.

The data of brand equily Trom the perspective of customer and Drand aguity from the
perspeciive of market obtained oy Lhe formal survey in this study meats the charactenstics of
linear relation, continuous data and normal distributicn. In the formal study, researchers used
the convergent validity 1o test the degree of correlation among olher indexes with the same
construct in the scale of brand equity from the perspective of customer and brand eguity from
the perspective of market again, examinad the standardized factor load coefficient of each
index on its corrasponding vanable, and goef the conclusion in Table 2. In the conclusion we can
lknow that in this study the standardized factor load coefficient in each dimension is greater than
the reference value of 0.6. At the same time, the compesite reliability in each dimension is
greater than 0.7. And then with the discriminative validily the degree of un-correlation between
gach measured value and ather different construocts was detected, The study conclusion in
Table 4 and Tahle & shows that the square root of AVE is grealer than the correlation coefliciant
between the factor and other factors. The test resuit of this sludy is as follows. If a high

performance instrument is used to verify a physical law, the correlation may be very low.

i
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However, if it is used in the social sciences, because social science is affected by vanous
complicated factors, the correlation coefficient is 0.684 In the prelest, the standardized load
coefficient is greater than 0.6 in the formal survey, the composite reliability {CR} is greater than
0.7, the square root of AVE is greater than the correlation ceefficient between ihe factor and
cther factors. These resulls are able to prove the strong correlation batween the two in the social
sciences. [herefore, the resulis also have verified that in the whole process of the evaluation of
brand eguity the evaluation methods of brand equity from two perspectives are not
independent, but correlated, and may even aifect each other,

Such caiculation results reflect the statistical indicator of the degree of correlation
between bDrand equity from the parspective of customer and brand equity from the perspactive
of market. In addition, in the calculation of mean and standard deviation of data obtained in the
forma! research, the standard gdeviation of each evaluation index of brand egquity from the
perspective of custamer and brand equily from the perspective of market is positive and greater
than zero, so lhe conclusion of correlation coelficient in this study is meaningful.

3. In the research process, perception expearience, emoticnal experience, and social
experience were considered as the evaluation criterion of trand equity from the perspective of
customer. Fremium brand, price elasticity. and brand extension were considered as the
evalugtion crterion of brand equity from the perspective of market, In the process of
uestionnaire design, corresponding to theoretical variables in the sludy, mulliple gquestions
were designad in the quesiionnaire, Thess corresponding theoraticai variables are factors, Each
itemn is a measurement item. The study examined evaiuation indexes of brand equity reflacted
by perception experience, emclional experdence, social experience, brand premium, price
alasticity, and brand exiension. According to the test results in Table 2, the standardized load
cosfficiants of all the variables are greater than 0.6, the measursment indexss can reflect the
variahles well, and these indexes can serve as measurement indexes of the variables.

In the confirmatory factor analysis, through the test of general chi sgquare degree of
freeclom of brand equity from two perspectives, I value of brand eguity from the perspective
of customer was 1.781, and «*fdf value of brand equity from the perspective of markat was
3.981. Although «idf value of brand equity from the perspective of market is greater than the

relatively strict reference standard of "3", because there were 229 samples in this study, the

95 -
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sample size was big. Howewer, it i5 consistent with the existing research theary. When the
sample size is big, if xza"df iz 3-0, 01 is also accepiatle,

At the same time, for brand sguily from the perspective of customer and brand eguity
from the perspective of markel, in the test of other indexes of absolute fiting index, the test
results of lhe valug-added fitting index and other fiting indexss such as RFL, TLI, PNFI, and
PCFE are within the strict reference standard, According 1o the tesi conclusion, this study
suggests that the model of brand eguity from the perspective of customer and brand equity
from the perspective of market is reasonable,

In conclusion, the empirical test shows that the model of each dimension and
relationship study of brand equity from the perspective of customer and market built in this
study is valid, and completely meets needs of the study. The six study indexes | the model also

can be used to evaluate the brand aguity.

Discussion and summary

In the study from the perspective of comprehensive rezearch the internal consistency
and relevance of the measurement pattern of brang squity from twio perspectives were analyzed
and the causal relationship between them was confirmed, The research conclusion provides
some important enlightenment o the brand marketing stralegy of enterprises.

First, entergrises need to consider the measurzment pattern of rand equity from
different perspectives and avoid the misieading resuits of a single measurement patiern.
Enterprises need o use the measurement resulis from different perspectives properly. The
measurement methad from the perapective of customer can help to diagnosis the problems
existing in the brand and ad-just the marketing strategy. The measurement method from the
perspective of market reflects the resulis of past marketing activities of the brand put it cant
reflect the future direction of the brand.

Second, the creation of brand sguity is the enterprsa's long term stralagy. The empirical
results of the study tell us that anly from the perspective of brand or entarprise itself it is not
enough to create brand equity and we also need © have a healthy industry environment,
supportive marketing partners and a mature customer environment. Kotler and Keller (2006)

belisve that a new competition is the competition based on the market netwark. The winnar will

- 95 -
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e the enterprise with a superior network. Therefare, an entarprise should eslablish alliance with
institutions with related interests on the market, in order to enhance the competfitiveness. In
addition, the establishment of a competiticn and cooperation relationship with the competitor
{not cnly the competition relationshig) will help w build the benign industry order. This is the
impartant environmenta! of the strong brand growth,

The measurament of brand egquity involvas many indexes. At the same time, analysis
and empirical research are required to study the correlation in various dimensions. The study
clata in this paper mainly come from ine guesticnnaire survey of customers in the market. In the
process of data processing, i is 2asy to ignore the subjectivity problem.

To study brand eguity from comprehensive perspectives, the direction of further efforts
is as follows. First, the path relationship bebween the measurement paiterns of brand aguity from
two perspectives will be examined. The fuure swudy will test the path retaticnship between the
measurament patterns of brand equity from wo perspectives. Second, the impact of adjustment
faciors and adjustment effect on the brand equity will be tested. Third, the non-quantitative can
be adopted to measure varizbles in the brand eguity, and non-guantitative data will be used for
exploratory and explanatory analysis of the content designed for 2ach wvariable of the brand

aquity.
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