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Abstract

Abstract

Brand equity has become one of very popular topics in marketing academics
since 1990s. Among all the studies, Keller's customer based brand equity
theory(CBBE) and brand value chain model had a profound influence, and many
researches on the creation and results of brand equity are based on his theories. Brand
value chain model assumes marketing mix, brand equity and brand preference have
linear influencing relationship. Marketing mix influences customers mindset to build
strong brand eugity, and in turn, the stronger brand equity creates the more positive
brand preference. During the process, brand equity is regarded as a mediating factor
when marketing mix impacts brand preference. However, existing literatures show
there's a lack of sufficient empirical research on how brand equity works as a
mediating factor in the process of marketing mix impacting brand preference.
Therefore, this study aims to explore on the relationship among marketing mix, brand
equity and brand preference, 1) Does brand equity act as a mediating factor when
marketing mix impacts brand preference? For all marketing strategies, does mediating
factor always exist? If the answer’s yes, is it a complete or a partial mediating factor?
2) If the mediating effect of brand equity exists, how does marketing mix influence
brand equity? 3) How does brand equity influence brand preference? To give answers

to the above questions, with sufficient literature’s review, this study develops a model
to verify the relationship among marketing mix, brand equity and brand preference
based on Keller's brand value chain model. This study chooses cell phone as the
research category and collects 1069 users through on-line survey. A choice-based
conjoint model is used to measure brand preference, and structural equation modeling
Is used to verify the mediating effect of brand equity when marketing mix impacts the
brand preference. Structural equation modeling is also to verify the impact of different
marketing mix on brand equity as well as that of brand equity on brand preference.
The study comes out the findings that 1) there're five elements of marketing
strategies are confirmed to have significant impacts on brand preference, which are
‘Target marketing’, ‘Pricing’,'Packaging’,’ Store image’ and ‘Price promotion
(negatively correlated)’. Among these relationships, brand equity has significant
mediating effects in the process of ‘ Target marketing’, ‘ Packaging’, ‘ Store image’ and




Abstract

‘Price promotion’impacting brand preference. Especidly, brand equity acts as
complete mediating factor in the process of ‘Packaging’ and ‘ Store image’ impacting
brand preference while as partial mediating facor in the process of ‘ Target marketing’
and ‘Price promotion’ impacting brand preference, with the proportion of mediating
effects among total effects is 29.9% and 23.3% respectively. There's no significant
proof of mediating effect of brand equity in the process of ‘Pricing’ affecting brand
preference. The results of the study show the marketing mix affects brand preference
in two ways, indirect way (with brand equity as mediating factor) and direct way
(without brand equity as mediating factor). On this basis, the study discusses different
ways of brand equity building. 2) Regarding how marketing mix affects brand equity,
results show ‘Packaging’, ‘Store image’, ‘Sponsorship’, ‘Digital ad spending’ and
‘Target marketing’ have significantly positive impact on the creation of brand equity;
whereas, ‘Promotion (no matter pricing discount or other forms of promotion)’ has
significantly negative impact on brand equity. 3) In the verification of brand equity
affecting brand preference, the positive impacts of perceived quality and brand
association on brand preference has been verified; however, no strong clue of the
impact of brand awareness on brand preference is witnessed, which means, brand
awareness may indirectly impact brand preference through impacting perceived

quality and brand association.

Key words: Marketing Mix, Brand Equity, Brand Preference, Mediating Effects,
Conjoint Analysis, Structura equation modeling
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