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A three-dimensional evaluation
index system of brand

competitiveness

ZHAO Hong'' 2, ZHANG Sha', LI wei'

1Management School, Graduate University of Chinese
Academy of Sciences, P. R. China, 100080
2 Economics & Management School, Tongji University, P. R. China, 200092

Abstract. By analyzing an extensive literature on brand competitiveness
both home and abroad, the design of the evaluation index system of brand o
competitiveness as well as the methods and principles of selecting brand %
competitiveness indexes were discussed. At the same time, the sources of

brand competitiveness were found as a clueA to the evaluation index sys-

tem. Thus, a three-dimensional evaluation index system of brand competi-

tiveness including brand power index, brand vitality index, and brand

charm index was proposed, in which the basis was the brand power, foun-

tain was the brand vitality, and value-fulfillment was the brand charm.

The brand power, brand vitality and brand charm formed a dynamic brand

competitiveness system through interaction force.

Key words: Brand charm; Brand competitiveness; Brand power; Brand

vitality ; Evaluation index system
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Brand competitiveness is an important concept in marketing management.
And it serves basis for enterprise competitiveness, industrial competitiveness and
national competitiveness. The study of brand competitiveness is becoming a priori-
ty project in brand management research. This paper mainly focused on the funda-
mental theory and it was structured in three sections. The first section made a liter-
ature review. The second section developed the sources of brand competitiveness
and put forward a three-dimensional evaluation index system of brand competitive-
ness, in which the basis was the brand power, fountain was the brand vitality, and
value-fulfillment was the brand charm. The main conclusion lay in the last part.

As we all known, brands are the soul of enterprises which represent customers’
trust for the enterprise and embody employees’ dedication to the company. Brands
are the face of a country which stand for high quality of industry and bear the weight
of national confidence ( Huang Ming, 2005) (1] Meanwhile, brands are also the
useful and sharp weapon for competing in different markets, and brand competitive-
ness is becoming one of the key factors for enterprises’ success.

To some extent, brand competitiveness mirrors enterprise competitiveness,
industrial competitiveness and national competitiveness. And it can also reflect
future economic growth and competitive capacity. However, the fact that Chi-
nese brands’ lack in competitiveness affects not only our performance on the in-
ternational stage, but also the image in international community.

Compared with the strong international brands, Chinese brands are in great
need of brand competitiveness which is the crucial ability for a brand to succeed
in international market. So the research on how to effectively enhance Chinese
brands’ competitiveness through fundamental studies has become more and more
important in brand management research.

This paper mainly focuses on the basic theory of brand competitiveness.

Working out the sources and constructing evaluation index system of brand com-



petitiveness are the theme of this paper.

1 Literature Review

The existing literature review shows that the study on brand competitiveness
began in U. S. in the 90’s of the 20th century. Afterwards, the scholars from
China, Singapore, Ukraine and Holland started to do further researches about it,

the details as show below ;

1.1 The research status of brand competitiveness abroad

David A. Aaker (1991) is a Professor of Marketing at the Berkeley’s Haas
School of Business, University of California. He expounded the concept of brand
competitiveness from the performance of brand competitiveness perspective, but
he didn’t go further(2]. Bamey (1991), Bharadwaj, Varadarajan and Fahy
(1993 ) pointed out ‘ brand competitiveness refers to its capacity to achieve supe-
rior performance in terms of profits or proﬁtabi\ity(“ Lt

Pradeep K. Chintagunta (1999), a Professor from University of Chicago,
and Bo E. Honore, from Princeton University, proposed using a model of multi-
probability to measure brand competitiveness. The multi-probability model was
based on the scene simulation and mainly replied on the commonness and differ-
entiation of customers’ behavior to tap the intrinsic factors such as customers’
preference of brands, etcl*].

Jennifer L. Aaker(1997), an Associate Professor of the University of Cali-
fornia, regarded brand competitiveness as one of the five dimensions to measure
brand personality[s] . Vicki Lane (1997), the Associate Professor of Kellogrito
University, and Robert Jacobson, of Washington University, claimed to use the
relationship between extended brands and brands not extended to evaluate brand
competitiveness[ﬁ]. They demonstrated that there was a linear relationship be-
tween extended brands and brands not extended, so theories of evaluating extend-
ed brands could be used for brand competitiveness.

GT Lau is an Associate Professor at National University in Singapore, and
he is also the manager of Singapore Telecom (1999). He pointed out that the
evaluation of brand competitiveness should included evaluating brand’s perceived

relative competcncc[” . And the evaluation ought to compare with other capable
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