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Table 1 Relevant studies about customer based brand equity scale
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Fig. 1 Conceptual framework of the brand equity scale model based

on customer perception
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Table 2 Results of exploratory factor analysis
BAp BA FP CcC BI
1. 0. 880
2. 0.89%4
3. 0.863
4. 0.772
5. 0. 848
6. 0.839
7. 0.926
8. 0.933
9. 0.928
10. 0.839
11. 0.900
12. 0.835
13. 0.870
14. 0.871
15. 0.856
0.3
3
Table 3 Fitting distribution index of different dimensional scale models
| 2 3 4 5 6 7
858.52 9 708.55 12 901.07 7 958.96 25 987.98 32 812.75 39 627.90
DF 80 84 84 84 87 89 90
GFI 0.975 0.756 0.715 0. 808 0.585 0.520 0.463
AGFI 0.963 0.651 0.593 0.726 0.427 0.352 0.284
NFI 0.988 0.862 0.816 0.886 0.629 0.532 0.435
NNFI 0.985 0.828 0.771 0.859 0.553 0.448 0.341
CFI 0.989 0.863 0.817 0.888 0.630 0.533 0.435
RMSEA 0.046 0.157 0.181 0.142 0.253 0.281 0.307
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Table 4 Internal equity index
Loading Composite a Cronbach « AVE
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Table 5 Second-order scale model path coefficients and brand equity scale dimensions weight

0.73 0.82 0.48 0.76 0.49
4 665 15
4 6)
( 5) 15
4.1 6).
5
30
15
(15 6). 15
80% .
15 3
2010 )

65 % o



6
Table 6 Brand equity and the calculation of perception price
.62 7.42 5.55 .62 6.46 .09 4.50
Benz .55 8.42 7.41 .84 6.41 .10 3.97
Audi .28 8.11 6.90 .53 6.54 .83 4.50
BMW .16 8.11 6.93 .53 6.07 .74 4.36
Vw .21 7.68 5.76 .10 6.63 .46 4.70
Toyota .82 7.54 5.86 .88 6.54 .29 4.87
Honda .63 7.64 5.80 .62 6.93 .26 4.51
Buick .18 7.62 5.63 .72 5.77 .20 4.31
Mazda .35 7.59 5.80 .74 6.62 .17 4.50
Ford .66 7.54 5.73 .94 5.90 .15 4.33
Peugeot .63 7.48 5.71 .65 6.34 L12 4.27
Citroen .56 7.40 5.29 .65 6.32 .03 4.57
Hyundai .26 7.33 5.34 .51 6.44 .93 4.20
Chery .48 7.37 4.90 .98 7.12 .90 3.80
Nissan .31 7.25 5.04 .26 6.44 .82 4.75
BYD .78 6.70 5.38 .92 6.70 .58 3.29
N 3
( hierarchical cluster) 15
15 NN
3
3
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Fig. 3 Perception figure of total brand utility
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Development of customer-based brand equity index and its application to in—
dustry analysis

MA BaoHong' ZOU Zhen=ing' WANG Gao® BU Jing<ing' SUN Ying'
1. School of Management & Economics Beijing Institute of Techonology Beijing 100081 China;
2. China Europe International Business School Shanghai 201206 China

Abstract: This paper first identifies the driving factors of brand equity and then uses these factors to develop a
multi-dimensional brand equity scale and a customer-based brand equity index. The brand utility perceived
map is used to analyze the industry competition structure and brand competitive advantages. The results show
that the brand equity consists of five dimensions in auto industry e. g. brand authority brand identity brand
approval function performance and competitive charges. Brand authority brand identity and brand approval
are more important driving factors than brand equity. The analysis of the brand equity index shows that there
are three competitive classes in China’ s auto industry and most auto brands have no different brand positioning
from the consumer perception.

Key words: brand equity; competitive advantage; competition positioning; auto industry



