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Abstract

Brand knowledge is one of the important variables affecting consumer behavior.
It is also a foundation to the analysis of brand strategic management. The aims of
studying brand knowledge are to explore the brand knowledge effect on consumer
responses towards certain marketing activities; to establish in-depth insights on
consumer behavior; and to provide valuable guidance to brand management
challenges.

By reviewing the previous literatures in brand knowledge field, the author‘
discovered four types of research perspectives, namely cognitive psychological
perspective, consumer behavioral perspective, brand feature perspective and holistic
perspective. All of these four types of studies used associative network memory model
as their theoretical foundations.

This research also justifies several problems in the prior studies of brand
knowledge. Firstly, in the studies of the brand knowledge content, where cognitive
aspects were heavily emphasized, while affects and social meanings were ignored;
also there lacked of a consistent analytical framework. Secondly, in the studies of
brand knowledge structure, an empirical model was not been tested. Thirdly, the
research manners were so separated and deviated from each other that they were not
enough to generate a comprehensive insight of brand impacts on consumer choices.

It is based on the above mentioned problems that a research on a holistic
perspective was considered neceséary. Thereby, the key issues include: a) theory
development for the integrated research, b) consistent analytical framework for the
content of brand knowledge, and ¢) the modeling for the structure of brand

knowledge.
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This dissertation tries to conduct holistic study on brand knowledge using social
cognition theory. Both qualitative research and quantitative research are applied. Main
contributions and findings are as following:

(1) A new typology of brand knowledge is proposed and confirmed. The
research results indicate that there are four types of brand knowledge: brand prototype,
product based knowledge, communication and experience based knowledge, and
society based knowledge. These could be further divided into eleven dimensions.
Such structural model can better predict the brand knowledge content than the
previous researches.

2) Brand knowledge is organized in a multileveled and multi-dimensioned
structure, which is based on brand-organization. This result clarifies the views that
brand knowledge is organized at both brand level and attribute level, not only at
attribute level.

(3) Interaction effects of multi-dimensions of brand knowledge were explored
and tested. Also the disagreements on relationships of different type of brand
knowledge are clarified.

(4) Brand prototype in Chinese consumers’ mind is probed and described.
Special attentions are given to abstract features such as classification from big to
small, popularity and reputation, and exterior capability. It is found that brand
prototype not only represents brand expectations of the Chinese consumers, but also
derives from Chinese thinking mode with holistic and intuitive approaches and
Chinese cultural values. The brand prototype is an antecedent variable in the
organization of brand knowledge.

(5) It is found that subjective price and brand familiarity have multi-positive
effects as antecedent variables in brand knowledge model.

(6) It is found that brand uniqueness has higher positive effects, and plays a key
role in brand position.

By comparing Chinese historical brands and international brands, this study also
makes the following conclusions:

(1) Although previous researches paid much attention to the uniqueness of
Chinese historical brands, when discussing about the brand revitalization, common
features of Chinese historical brands and international brands - such as their identical

types and structures in brand knowledge - should not be ignored.



(2) There are some unique paths between dimensions in the brand knowledge
model for Chinese historical brands based on the common types and structure.

(3) Brand function and brand familiarity have strong effects on brand attitude,
and likely, attitude on brand relationships. This result confirms the previous ideas
about revitalization of Chinese historical brands.

(4) Compared with the cases of international brands, attitude towards Chinese
historical brand is less affected by uniqueness, authenticity, sophistication, subjective
price and brand symbol. Instead, some management problems such as management
abnormality, lack and lag of marketing strategies need to be concerned.

(5) Compared with the cases of international brands, brand prototype has more
prominent effects on brand attitude towards Chinese historical brands. Besides,
evidences show that prototype can facilitate formation of consumer attitude on the

Chinese historical brand in course of its branding.

Keywords: Brand Knowledge, Brand-Knowledge Contents, Brand-Knowledge
Structures, Brand Equity, Brand Image.
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1. @EBFREARBKERECHHE S

Fe i DA R AR G R R R A TR B U HT QIR 0 R R
R AR AP Keller. Keller?E 199354 H B AR R T BUER 10 5 M v 7=
(CBBE: customer-based brand equity) SRIEMIAER, IFH5H S ABENHN T A 7
EHRBAAEENEN WHATERSEST B L RAENMENE = REA
AT UMEE HE S N B O P T RIE A XS AMETR (Keller 1993).
AR Keller B L S E B IS AR MRS, MRS HHEEY “ Rt
Z7 KIS EEEE, I1998HEE M5 —RFI2004E 0B IR, 0L R4
WIEAHERERERMER. 20065 KellerZ 8 SFUF & EHIR (E4SE)
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RN R, BFFE EE RIS BB = SRR IP . iR
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3



KIXCE S, [EH T CLEE G R R BT ST A AR R A e FBEIR ok 5
FRBE SR 5 R 7E T 42 & B 5. Kellerh 4 DIE BARAM BT S, SNk
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