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Table 1 The analysis of validity and reliability of variables

AVE

MI

ECI
(0.908)

SERVQUAL
Brady (2001)
Bitner (1 1990)

. 828

.797

.835

.157

14.117

.815

.759

13.609

.744

765

742

850

781

14.874

ccl
(0.914)

SERVQUAL
Conduit =

Harland B

792

827

788

.768

0.618

0.866

.674

olo|e|e|e|e|e|e|e|o|e

781

(=]

.601

13.121

. 666

.836

14.942

.726

.810

15.279

CEI
(0.873)

1SQ
Internal SERVQUAL

MecDermott z
Hartline
Keller »

28

.792

.677

. 843

.770

.607

10.920

0.627

0.870

0.534

0.821

.871

12.088

12.154
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1
Table 1 Continue
AVE
t
0.867 —
BL Parasuraman ~ ( 1985) 0.593 13.521
0.95310.814
(0.808) Griffin ¥
0.419 13.894
0. 847 —
31-32
(0 828)BM keller = 0.765 | 14.072 |0.626(0.834
SBQ : Yoo
0.904 14.167
. 3 0.808 —
B /lﬁcr M 0.576 0. 800
(0.807) e 0.848 | 15.595 | '
Kim
0.862 11.418
Cronbach’ s
l
3 J
£(0) min( 1) §,(1) + pmin( ) §,( ) (2)
i\t) = . . .
! 8,(1) + pmax(1)8,(1)
i J
Y(i) i=12 4 i
. N L 1 < .
j X_,‘(L) i=12 -4, = Yi 27 gj(L) (3)
i=1
1212
{X(} - {X ()} {M)}i=12--4 (1)
Y(1) X;(d) §(1) =
| y(i) -x(0) | p 0.1 ~0.5 )
2
Table 2 The original data and dimensionless data
1 2 3 4 1 2 3 4
X 4.83125 | 5.53125 | 5.01250 | 5.368 75 x| 1.00000 | 1.144 89 | 1.03752 | 1.111 25
Xy 4.98125 | 5.21250 | 5.006 25 | 5.193 75 x5 1.000 00 | 1.046 42 | 1.005 02 | 1.042 66
%3 5.08125 | 5.47500 | 5.19375 | 5.350 00 x5 1.000 00 | 1.077 49 | 1.022 14 | 1.052 89
EA 5.04583 | 5.379 17 | 4.970 83 | 5.216 67 x5 1.000 00 | 1.066 06 | 0.985 14 | 1.033 86
x5 5.068 75 | 5.19375 | 4.975 00 | 4.925 00 x5 1.000 00 | 1.024 66 | 0.981 50 | 0.971 64
Xg 5.187 50 | 5.362 50 | 4.650 00 | 5.093 75 X6 1.000 00 | 1.033 73 | 0.896 39 | 0.981 93
xq 5.04583 | 5.329 17 | 4.654 17 | 5.104 17 x5 1.000 00 | 1.056 15 | 0.922 38 | 1.011 56
xg 5.108 33 | 5.383 33 | 4.804 17 | 5.170 83 xg 1.000 00 | 1.053 83 | 0.940 46 | 1.012 23
) 5.654 17 | 5.600 00 | 5.200 00 | 5.541 67 x4 1.000 00 | 0.990 42 | 0.919 68 | 0.980 10
X1 5.66250 | 6.17500 | 5.362 50 | 5.712 50 X0 1.000 00 | 1.090 51 | 0.947 02 | 1.008 83
X 5.754 17 | 5.608 33 | 5.32500 | 5.600 00 X1 1.000 00 | 0.974 65 | 0.92542 | 0.973 21
Xy 5.612 50 | 5.950 00 | 5.437 50 | 5.675 00 X1, 1.000 00 | 1.060 13 | 0.968 82 | 1.011 14
y(7) 4.983 33 | 5.309 72 | 4.940 28 | 5.072 22 y(7) ” 1.000 00 | 1.065 50 | 0.991 36 | 1.017 84




10 - — 49 —
5_,-(i) :ly(i),_xj(i), Y(i) fj(l) _ 0‘+0.3* 0.094 98
5.(i) +0.3* 0.094 98
X,( 1) max( i) §,(i) = !
0.094 98; ming;(i) =0. p =0.3 3
l 3
Table 3 The sequence difference and relational data between multidimensional
interaction factors and service brand equity
1 2 3 4 1 2 3 4
[ 0.000 00 | 0.079 39 | 0.046 15 | 0.093 42 & 1.000 00 | 0.264 08 | 0.381 67 | 0.233 70
8, 0.000 00 | 0.019 07 | 0.013 66 | 0.024 82 & 1.000 00 | 0.599 00 | 0.675 96 | 0.534 40
03 0.000 00 | 0.01199 | 0.030 78 | 0.035 05 & 1.000 00 | 0.703 73 | 0.480 69 | 0.448 36
Oy 0.000 00 | 0.000 57 | 0.006 22 | 0.016 02 I 1.000 00 | 0.980 52 | 0.820 68 | 0.640 08
s 0.000 00 | 0.040 84 | 0.009 86 | 0.046 20 s 1.000 00 | 0.41096 | 0.742 95 | 0.381 46
86 0.000 00 | 0.031 76 | 0.094 98 | 0.035 91 &6 1.000 00 | 0.472 85 | 0.230 75 | 0.442 39
&7 0.000 00 | 0.009 34 | 0.068 98 | 0.006 28 & 1.000 00 | 0.753 04 | 0.292 29 | 0.819 49
O 0.000 00 | 0.011 66 | 0.050 90 | 0.005 60 &g 1.000 00 | 0.709 54 | 0.358 85 | 0.835 67
8y 0.000 00 | 0.07508 | 0.071 69 | 0.037 73 &y 1.000 00 | 0.27509 | 0.284 40 | 0.430 20
S0 0.000 00 | 0.025 01 | 0.044 34 | 0.009 01 130 1.000 00 | 0.532 51 | 0.391 18 | 0.759 79
oy 0.000 00 | 0.090 84 | 0.065 95 | 0.044 63 &n 1.000 00 | 0.238 75 | 0.301 69 | 0.389 63
o1y 0.000 00 | 0.005 36 | 0.022 54 | 0.006 70 én 1.000 00 | 0.841 59 | 0.558 28 | 0.809 57
1 < . . _ « »”
Yj:;;é‘j( i) _ « ”
R =(0.469 86 .
0.702 34 0.658 19 0.860 32 0.633 84 0.536 50
0.716 21 0.726 01 0.497 42 0.670 87 0.482 52 (2)
0. 802 36)
Ya > Y2 > Y8 > Y1 > Y2 > Yo >
Yi > Vs > Ve > Yo > Yu > Vi N N
12 .
‘ (3)
4
4.1
(1)
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Research on the effect of multidimensional interaction on service brand equi—

ty-based gray relational analysis

WEI Hai~ing' ZHANG Lei® LIANG Yan-ming' YAO Zuo-wei’

1. School of Management School of International Business Jinan University Guangzhou 510632 China;
2. School of Management Shenzhen University Shenzhen 518060 China;

3. Department of Management Guangdong Institute of public Administration Guangzhou 510053 China

Abstract: As the most basic feature of service industry interaction is defined as the mutual action and influ—
ence among various objects. After reviewing the recent researches of service brand equity twelve main inter—
action factors among service enterprises employees and customers are drawn out. Then an analytical frame—
work of service brand equity based on multidimensional interaction is established and an exploratory empirical
study in four service industries of Guangzhou is conducted where the influence of those twelve factors on serv—
ice brand equity is presented through gray relation analysis. It is proved that multidimensional interaction is
the root cause of the swing of service brand equity also the features of service enterprise’ brand building
which is still in the primary stage in China is reflected.

Key words: service brand; multidimensional interaction; brand equity; gray relational analysis



