92 9 27-56

91 10 8 )

(LISREL)

(brand equity)
(Kamakura & Russell, 1993; Park & Srinivasan, 1994
Rangaswamy, Burke & Oliva, 1993)

(Simon & Sullivan, 1993)
Urde (1994)
Aaker (1991)

(Barwise, 1993)
Shocker, Stivastava &
Ruekert (1994)
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2. (LISREL)

3. (LISREL)

(brand equity)
1980
(Barwise, 1993) 1980
(Aaker, 1991; Aaker & Biel, 1993; Farquhar, 1989; Kamakura & Russell,
1993; Keller, 1993; Park & Srinivasan, 1994)
Aaker (1991)
(Farquhar, 1989)
(Rangaswamy et a., 1993)
Keller (1993)

(Barwise, 1993b; Shocker & Weitz, 1988; Smith, 1992; Srivatava & Shocker,
1991)

Aaker (1991) —
Keller (1993)
( ) Kamakura & Russell (1993)
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(utilitarian) (hedonic) (Ahtola, 1985; Batra &
Ahtola, 1991; Holbrook & Hirschman, 1982)

(Solomon, 1983)

(Hirschman, 1980) (Mittal et al., 1990)
Aaker (1991)
(Mahgjan, Rao & Srivastava, 1993) (Simon & Sullivan,
1993) (Rangaswamy et al., 1993)

(Barwise, 1993; Keller, 1993; Simon & Sullivan, 1993; Smith & Park, 1992)

(Bharadwaj,
Varadargjan & Fahy, 1993)
Keller (1993)
(Keller, 1998)
Simon & Sullivan
(1993)

(Aaker,
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1991) (Boulding & Kirmani, 1993)
(Aaker, 1991) (Keller, 1993)
(Keller, Heckler & Houston, 1998)

4Ps ( )

Adker (1991) 5
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()
(Aaker, 1991)
1 (perceived quality)
Zeithaml (1988)
Zeithaml
2. (brand loyalty)
(Oliver, 1997)
3. (brand awar eness)

(aided & unaided)
(brand recognition)
(Keller, 1993)

4, (brand association)

(Grover & Srinivasan, 1992)

Aaker (1991)
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(Aaker, 1991)

1 (perceived price)

(Dodds, Monroe & Grewal, 1991; Kamakura & Russell, 1993) Rao  Monroe
(1989)

(Helsen & Schmittlein, 1994; Meet, 1995)
( )



(Thaler, 1985)

2. (storeimage)

(Srivastava & Shocker, 1991)

Dodds et al. (1991)

(Rao & Monroe, 1989; Zeithaml,

1988)
XXX
SOGO L.V.
2-b
2-c
2-d
3. (distribution intensity)

(Smith, 1992)
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4, (advertising spending)

Tellis, 1991) Simon & Sullivan (1993)
Cobb-Walgren, Beal & Donthu (1995)

Archibald, Haulman & Moody (1983)

Wernerfeldt, 1990)

5. (price deals)

2-d

(Boulding, 1993; Chay &

(Kirmani & Wright, 1989)

(Hauser &
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(Aaker, 1991)
(Gupta, 1988)

(Winer, 1986)

(Shimp, 1997)

2-|

2-m

(Gupta, 1988)

(Thaler, 1985)
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Asics
Acer
Ericsson

91%
100%

28 35

ASUS

Nike

Nokia

100%
100%

430
357

FIC

(Simon & Sullivan, 1993)

83%

Reebok IBM Compaqg
Motorola
Siemens
91%
100%
70%
40 480
(Likert)



1.
Smith &
Park (1992) ( X )
2.
Dodds et
al. (1991)
( X
)
3.
Smith
(1992) ( X )
4.
Kirmani & Wright (1989) (

X )
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Booghee,
Naveen & Sungho (2000) X

()

Dodds et al.
(1991) ( X )

Beatty & Kahle (1988) ( X )

Keller (1993) (
X )

(Keller 1993)
( X )

5. (overall brand equity)

(overal
brand equity scale OBE)
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Booghee, Naveen & Sungho (2000) :

X X o
X X ”
(LISREL)
LISREL
LISREL (Joreskog and Sorbom,
1993) LISREL
LISREL (path analysis)
LISREL
(LISREL)
5 4 1
Cronbacha

0.7 (Nunnaly &
Bernstein, 1994)
0.7 0.4572
(S13) 0.8021
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0.4999 0.6769

0.7869
0.7821 0.7
(SI3) (BA2)
0.8438
0.7854~0.9305
Cronbach a
(perceived price) 0.8253
(store image) 0.8021
(distribution intensity) 0.8361
(advertising spending) 0.8966
(price deals) 0.8976
(perceived quality) 0.8767
(brand loyalty) 0.9000
(brand awareness) 0.8438"
(brand association) 0.7854
(overall brand equity) 0.9305
D) 2)

©)

LISREL
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p 0.001

“«""p<0.01
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“ * Hp<0.01

(Booghee, Naveen & Sungho,

2000)

Aaker (1991)




3. 1
|
0.4999
Il ( )
- 0.07
- 0.25*

0.14* ’
‘
- 0.14*
0.0 0.31*

. 0.04

“""n<0.01
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LISREL
(2000)
| I Il

Minimum Fit Function (N>250) 820.03 | 829.91 | 757.71
Chi-Square | (P=0.00)|(P=0.00)((P=0.00)
Normal Theory Weighted 817.42 | 836.36 | 746.04
Least Squares Chi-Square (P=0.00)|(P=0.00)((P=0.00)
X 2 3 204 | 2.08 | 2.00
Goodness of Fit Index (GFI) 0.9 0.87 0.87 0.88
Adjusted Goodness of Fit 0.8
Index (AGF1) 0.84 0.84 0.85
N .

ormed Fit Index (NFI) Bentler & Bonett (1990) 0.89 0.89 0.89

0.9

Non-Normed Fit Index (NNFI) 0.93 0.93 0.94
Comparative Fit Index (CFI) 0.94 0.94 0.94
Incremental Fit Index (IFI) 0.94 0.94 0.94
Relative Fit Index (RFI) 0.87 0.87 0.88
Root Mean Square Residual
(RMR) 0.05 0.052 | 0.052 | 0.048
Standardized RMR RMR 0.052 | 0.052 | 0.048
Root Mean Square Error of <0.05
Approximation (RMSEA) 0.054 1 0.054 | 0.052

(Hu & Bentler, 1999)




/ (B =024 t =499 p<0.01)
(B =059 t =11.02 p<0.01) (B =0.13 t
=3.06 p<0.01)
( )
1.
(y =020 t =3.82 p<0.01) (y =0.29 t
=4.06 p<0.01) (y =019 t =276 p<0.01)
2-b 2-e 2h (y =0.07 t =125 p<0.55)
2-|
(y =002 t =029 p<0.55)
2.
24 2 (y =0.39 t
=560 p<0.01) (y =018 t =271 p<0.01)
3,

(y =016 t =2.07 p<0.05)
(y =0.30 t =3.68 p<0.01) 2-g 2k
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(y= 025 t = 378 p<0.01)

(y =0.02 t =040 p<0.55)

(Bollen, 1989)

Via X Bu
Voa X B
Va X / B

t t t t t

0.02 | 1.21 | 0.02 | 0.74 | 0.32 | 5.74™ | 0.19 | 3.60™ | 0.01 | 0.44

“" p<0.1 " p<0.05 “"** p<0.01
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(structural equation model)

Aaker (1996)

(Dodds et al, 1991; Zeithanl, 1988)
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1993)

2000)

(Dodds, Monroe & Grewal, 1991; Kamakura & Russdll,

(Aaker, 1991; Keller, 1993)

(Kotler,

(Smith, 1992)
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(Richins, 1995)

(Shimp, 1997)

Sullivan, 1993; Cobb-Walgren, Beal & Donthu, 1995)

(Aaker, 1996)

(Aaker, 1991; Gupta, 1988)

(Simon &
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(Winer, 1986)

Naveen & Sungho, 2000)

(Aaker, 1991)

(Booghee,
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Integrated Analysis of Brand Equity -
Comparison of Various LISREL Model

Yi-Ming TSENG, SHiao-Peit HUANG

Department of International Trade, Tamkang University

ABSTRACT

This study explores the relationships between marketing mix elements and the creation of brand equity.
Based on the perceptions of customers, we analysis ten constructions about brand equity with LISREL. In the
pre-test, we choice three produces and twelve brands, and then research data with three aspects. First, we
propose a conceptual framework in which marketing elements are related to the dimensions of brand equity,
that is, perceived quality, brand loyalty, and brand associations combined with brand awareness. These
dimensions are positively related to brand equity. Second, it’s the relationship between marketing mix elements
and dimensions of brand equity. At last, we investigated the relational linkage between five perceived
marketing mix activities and brand equity through the mediating role of brand equity dimensions. Perceived
price, store image and price deal have no significant relationship with brand equity. The research presents that
distribution intensity and advertise spending can contribute to brand equity, they are examples of

brand-building activities.

Keywords: brand equity, LISREL, marketing mix elements
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