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Abstract

During the business operation of service industry, fewer and fewer enterpri-
ses provide only intangible services as before, while more and more firms also
provide tangible products ( hereinafter referred as “product”) in there serv-
ice. The proportion of service and product is different in terms of various indus-
tries and enterprises such as beauty parlors, hospitals, hair salons, restaurants
and retailers. In these type of business, the quality of the product directly im-
pacts on the customer service experience. Then it will further impact on the con-
sumer overall evaluation of the service. The various service experiences will in
turn affect consumer perception and evaluation of the products, and further af-
fect on their purchase decision. Thus, in order to arouse customer’s attention and
interest, firms use diversified sales promotion tools such as advertising, cata-
logues and experience promotions, to provide customers with service brand infor-
mation of the firm itself and the information of the products which are being
used. Hence, it becomes a common practice that the promotion of a service en-
terprise involves both service brand and product brand.

The differential effect of brand knowledge on consumer response to the mar-
keting of the brand is defined as customer-based brand equity (Keller, 1993).
Brand knowledge is conceptualized as consisting of a brand node in memory to
which a variety of associations are linked including brand characteristics, brand
revenue, user and perceived assets and all other attributes. Since such service
cannot be provided without product, the information provided for customers is
not only service related, but also tangible products related. Therefore, the serv-
ice firms provide the information advocating both service company brand and
product brands. That means the information sources which come from firm’s pro-
motion affect both service brand equity and product brand equity. Herein, the
service brand equity and product brand equity under the influence of the same
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information source are defined as “dual brand equity” . However, when the
service brand name is different from product brand name, it is quite interesting
that many respondents in the interview forget a great many product brand infor-
mation, but at the same time remember service brand information and form
brand knowledge of service company, although they have received both service
and brand information from the same source simultaneously. Thus it is believed
that the dual brand equity is not the simple addition of service brand equity and
product brand equity. The effects of information source on the proposed equities
should be studied separately under the same framework.

It is noted that such services are usually provided by professionals, such as
cosmetologists, doctors and hairdressers. They take advantage of the intensive
contact opportunity when they provide service and get involved in consumer’s in-
formation searching process. On one hand, they are the important information
disseminators for product sales because their recommendation can possibly influ-
ence consumer’s purchase decision; on the other hand, they are the receiver of
feedback from consumers and the feedback contributes to company deci-
sions. While to consumers, they assume two roles, namely service personnel
and information supplier. Borrowing the concept of “Recommendation Agent” in
information management system ( Xiao & Benbasat, 2007 ), we name these
professionals recommendation agent. Likewise, the product recommendation is
called agent’s recommendation. When consumers acquire information from various
channels and consume at service firms, recommendation agents, as a special
information source, play an important role in search for further information. In
this research, that important role in dual brand equity establishment utilizing in-
formation source is further discussed.

Based on literature review and in-depth interview, this research set up the
framework which structures the effect of information sources on dual brand equity
and empirical test is made to verify the effects of recommendation agent’s product
promotion on dual brand equity. Each construct is expressed in a scale based on
the interview and questionnaire. Among the three scales, information source
scale and recommendation agent’s promotion scale are self-developed in this re-
search, while brand equity scale is an existing mature scale. The scales are ap-
plied to consumers in beauty parlors and data are analyzed on SPSS16.0 and
AMOS 16. 0. Altogether, 11 major hypotheses which are consisted of 25 minor
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ones are tested using SEM and multiple regression analysis.

The finding shows that in the service firms which provide both product and
service, perceptive importance of information source has positive effect on both
product and service brand equity. Over-promotion and moderate recommendation
are moderators between perceptive importance and brand equity. Finally, the
service brand equity has spill-over effect on product brand equity.

The major conclusion of the research include: (a) Service firms can utilize
the same information source to foster service brand and strengthen the product
brand. If a company devotes to the brand development, the best information
source is direct experience. If a service firm wants to realize win-win strategy with
product firm, a good choice is to provide product information on service firm’s web-
site. (b) Service enterprises should make out appropriate recommendation agent’s
promotion strategy to avoid over-promotion of the product brand in use; however,
moderate recommendation by service personnel is appropriate. (¢ ) Service
company’s brand equity has spill-over effect on product brand equity, but not usual-
ly vice versa.

The contribution of the research is mainly as follows;

Firstly, service brand equity and product brand equity are brought up un-
der the same framework, and the dual brand equity effect model under an iden-
tical information source is constructed and tested. The previous research can only
interpret the effect of information source on single brand equity and fails to ex-
plain dual brand equity effect. Service is different from the traditional tangible
product brand in terms of its intangibility. Therefore, service brand is more de-
pend on enterprise and is regarded as company brand. In the coexistence of cor-
porate brand and product brand, pervious research can hardly explain how they
interact with each other. This research helps to clarify that problem.

Secondly, the positive correlation between service brand equity and product
brand equity is tested and that evidences brand spill-over theory. Previous theory
mentioned brand equity’s effect on service brand only and neglected the counter
spill-over effect in the industry where service is major offering and product is in
secondary place.

Thirdly, recommendation agent evaluation scale is developed on the basis
of introducing the same concept in management information system. In addition,

the construct of recommendation agent’s promotion is developed with two dimen-
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sions, 1. e. over promotion and moderate recommendation. The respective scales
are also acquired through in-depth interview and preliminary research. The devel-
opment of the scales pave the way for the successive empirical study.

Finally, in the dual brand equity effect model, two moderate variables, over
promotion and moderate recommendation, are creatively designed. That not only
contributes to brand equity theory, but also lay a theoretical foundation for utilizing
recommendation agent functions in the establishment of dual brand equity.

There are some limitations of this research. First, the research is majorly
targeted at beauty parlors in Changchun and the samples are collected by means
of intercept interview. Further test needs to be done on whether the conclusion is
applicable for other areas in China. Second, since the study focuses on cosmetol-
ogy only, it is yet to be verified if the model can be used in other service indus-
tries.



F1=E
1.1
1.2
1.3

1.4
1.5

$2E
2.1
2:2

245
2.4

£3E

A
Bl

$4E

4.1
4.2
4.3
4.4

$£5=

531

-~ « S R R S RO 1
T A RO SRR WSt SO oy 1
DI s syt rsissesvirssaasassasiveiiisgasveninsssnenswibon TR K 4
BRI 5 cvnssiasss s isbissmsdissstarisnsmsanmansssssbmsrinneill 5
T L R Rt NTRSSORT TS TR S S 6
TR 15 0 o A R SR TS TG LR o BB 6
B A ] T T PP 8
P IR R T A U BRTPTRSRRI N CR s 8
fgle‘ﬁQ‘g?ﬁﬁ%%W%l@\*ﬁ .................................... 19
SEIE PRI £ - i s Al it oy S0 T il 9 S RS AR 40
PR BLAIGE - vveemreememe 47
BT TTTE ---coveeeevcreemrenncenntiniecnntiaiinccenieencronseasnenns 51
T T R NN M T ER S S e 51
WDFRERR B D G st 555590503 s e 5 455 dipmm b Fp b g oo 52
FEPUEE - oocovoomernrreensininnentsiierinonstenssentsnssasanes 61
R AR - i s wip 5 5 i 5 550 a5 400 s i B i 61
LA RS A B SRR B PRAN ST TR oo eeeereeeeee e 67
BT E B St B TR - veeenrrrrresennnnnnennens 75
T RUR PR RREE - & s e 15 i 50 oot sb oo g 5o dhn oon igh RN ARH 4 78
Al e R R T LT P PO R 79



-2 A5 BB R T b ULt X R W i

5.2 ASBESBUBEAIHT «vvererrrrenrrereneeeii 83
L TSR R e A 89
5.4 45 BYENT S BRGERE GBS AIAT «+oceeeerereerenmenemeamteeneeieeiene, 97
HOR HWERH --vveocomssiamosatibosnsaccssosiocssnnensossnsnins 101
6.1 AFFMITIELEY -oovvvceencrrmmmccniiiniiiiniiiiiiini. 101
Bl BRI T oesdia nilibiuiesssnpesthoduafidubsonnsonsignssunins 103
DO L T SRS G e N e R e R o e 104
6.4 WHEEHIR BB R RBIBIGET ] wovveevvnnvnrenseseenersumunnunnanns 105
S P 107
BEFE YRR v vvvvvrorrrrne e 115



=1

% It

5t
Al
il

i [F

L1L1 S8R E

FEMR S R BB, AR AR RE SR s 32 A0 T ik 55 1 175 T2 i
ki, HEM M AEREER S M R AEREE AT (BUF fAR™
ah) R R, RS S A N AR AR i
AF (Kotler & Keller, 2009) , sz, BEpBe. KA. BHL., FH
W, FABEM R AN LA R B A A AL B R AR SRR
() B0 2 T A A B 3 R 7™ A R R B 1K 25 6 W 5 R e Y BR A LA i B
YA RELL R AR AR . FERX A, A B B LR Y B
(¥ IR A5 A, 0 T S AT T A IR 95 5 SRR VP o IR A5 A B SR K 4%
ol R 55 VA 56y S S T 0 X it B SRR, 2 A7 ) W 3K
o I, BT EIRMSEMEEAGER, kR AHESR AR
ik, Bl EIReY . MRS AR H SR KRGS, i S SRR 5
il F1 B 1 A B LA B 55 T B A A B e, —A
55 040 b #5505 2l [ B 9 B I 5 R0 7 i 1O e i L R Rl — e
W&,

Wt AL i LA 5 R TR A4 ) 7 R 55 0 ™ A ) R T 77 i
FRS5 BB INAE (FEF5 AR, 2000) , I 9% X5 BBt OB, i L
SRR R BN B 22 S A S W BR O 3 T I 9 B o MEALAE (Keller,
1993) , b, SARAPURE N EHT B SIS S E T REBTE
F, fEWSECAZ P B S ERHE . e . B BRABEH™
FFTA JRYER — RV . PRHR S O IRAE BT ™ i, BT DAZE R 55 A 4
b i e R B, AMUEE T SMSMXKER, RNk 1«



°2- 475 S BEOOEDU R b UL At (¥ R I 5

AR5 TR A B WEZ, MRSl i P R AR B A
AL T RS Sh R, TR A% 1™ Al A o ORI R Al k2 955 3
MR 15 U2 T Bk 2 R 95 it RS 2 7™ il il RRAR 4 o E S 5 IOBIE S
Al AN AR — R B B B AT R E R A, ahE, BEATLL
JE i, AT PR RS Bl o ER:, 38t i AN 2 DT IR 1 SR 4 K 2 2K
BT AR LA™ i AN R A X R I, B ARALAT A BOE 8 IR 55 i A it
WFBEH &, ELF-BA DI I 7™ bt il A 25 OFIR 55 it A 45 P A4
FBEHEAT T AR, WBLSCIROLRA, 7 b ab ML 2 AR 55 o A 4 7]
WA AESERIE LA+, ARTERIAET IR —l, BERZIR—
15 L DR SRR EL R B4 R 55t R 2 B ™ i A AL A S . XU i A
gt o XEXAR “XEALRAAR” TSR DA S AR T T — B

AL, SIRST SIS b A PR T, AT S R — A
e SURBERCE] TR TR (s 8, Bl T sk fE R, H
RUTRIGGIREI, REWMAE BT REE ™50 EER, WEEgicH
e 25 A R, BOUAHRA IR S5 AR . PR BIF S8 A A OURE i AR £
AR R 55 it A 2 7™ it i PRAS 2 R B IR R4, B O 24 4030 5 824 B
TN R 55 it AL A 7™ i i AN 2 B S, LR — s e A — MHESR Z T it
It

SR S5 RNV R BLITT =,  IRSS ARl 13 S R g 2™ 6, R
SR A S 7 S R A SR R R B S T BB Z R R AR, HR S
P SRR, RS RN R A A AR T B S B TR A R
S5k f (Bitner et al. , 1994) . LBl AEX Lo R Al b, I B Xt
R 55 GhiA TR AR, MRS KA, HEAAR M ERREEY T E P
JRAIPRRE AR B MR R EZE T H (Bitner, 1990; Berry, 2000),
BERE, S5 AT LAB AR R A S, B SRR S ik I R D) %
Ko FEMRSS B AR, MRIFAB, WSRAIE, AN, BEAESE, &
AN ESEH I P E R s RS M dE B B s,
Wi P S B SR O, AT A R S
#, AATEHERE T BESZ R B MW SE R IR J3 — i, i) SR i 9t
HR BB , MIEEBIRE R AT ROk PSR S it S Hs . RS
A B i 55 P e Afs BARBEE O E M (. Pk, AT 7E kR S5
RAFEMOMFER, dWPsih T MRS . IRSFTm S, W

@ FICHITCRBRUEN, 7 S A AR R AR A T i AR



IR & ® s 3-

% AR SEAETH BE B sh AR AR RS B i B P M, R T A
LRERIFERT, 7 b RRARL A 5 IR 55 il A 25 22 () X SE TS AP AE A (B AR R A L
KART DX LEHRORE AR I BT AN T2 4 )

1.1.2 #AH¥E

A BB EIE Y™ (Aaker, 1991), PGB AFRETES
A IR, KRB B WWE AT A MR ™, BRHFTA
BRUERRBARPRUE (Keller, 2003 ), i AL £ ) 2 M AT DL 5%
H . GRS PEAERG R P Z AR R LA S . XY A 25 1Y
T A A PERBEE R, AR Z AR, 2k AR BB R 1E 22 A
T BT 22 Ml 55 B A BR A A, 3 i B R 5 PR A R T LAAR 4
(Aaker, 1991; Cobb-Walgren, Ruble & Donthu, 1995), #Ri1f, MEAEE
X PR R BN (Aaker, 1991), HR 5h AL 45 X0 28 & B B
X, BRABBEH . s R AR S AL R A 23K 15 4% ( Cobb-Walgren et
al., 1995), Bk, XPEBSAGRVE, PRI P b ™ A i i A e
W] S A AT B R B S AT R B OCER R, B GiBE Z M  T 2 A 1
L EST T

FERE T 28 0 S AR BB b, T 28 0 B R
SR T A AR W E N R (Kim et al. , 1998) . f ki)™
L EAETFNE. WS BRESEARE B AR Iy 3 I 2 SR OC T R
MRS HME R, WLMBIER ., Kbk, XPHRET S, A B
HAG= A, A S B TARER, SR AL SR B4R L A FH ™
BB EME (Aaker, 1991), FEX—id B, R AGN{EEE
AR BOR RIF B LW, o X ZHRECHE T A ™ 6 5 %
A A5 % Z BE AR R R O R I W (Sirdeshmukh, et al.
2002) , A BFFE R eH X8 8A IBURAS BE S 2R LA
TR (Goff et al. , 1997), & AHEFIKE M (Zboja & Voorhees, 2006)
%% 51 33K P Sk 2 A 560 1 2l 8 RO BE AT R B B R AR DL B
¥, DT HadrRe (Webster, 2000) 2 @ a5, F 45w A1 9%
HEHMRR, HE, XEHRPEHEEREAHBE, ER—-FLET,
IR 55 N % £ HE A 2 G ][] B 52 w55 6L 55 7 5 AR 55 A e o RERAR 4 1
RER,

BEAb,  CAFEXS = i Sl RAN 2 A AR 55 it R A HEA T IO I S R 2 T B
— SRS A AT . SAEGER SRR, RS A R AL —



-4 - A3 S TROO DU st UL 2 ) S I 5

FREEER 7=, RATGHEYE, DRSS Gl AR T el sk, 2—
Pl fh R FEAY AR RS 7 S A AR OL T, PIE Z 8 B B
MEXR, XWRUEMTFREMBEEENRE, A —Saed
5 TR R B A S EE M R (Ailawadi & Keller, 2004) , X 46
SIA L R Gh E 2 e AL SRR A B A, IR B MR 55 i R A
7 b i RS 1 ot R i R AR BE A T A

P, ABFFEBON T H IS5 5 {5 B TR R B 8575 3 K
O S AR RS AR, B £ BT TR 55 il R O i A
fR LA BRI | D MBI, R SS ah A AR K™
st AR Z LR AR R AN R R, Jr iy SF R

AT TN AT 7 T i RAN R, K o A A A S T B 2 ) i it
WAL, AR RIERAR . BB A B, R — R SCR R AT i £
NUBCESE T 2038 B i LTl AN 2 Wi S . R s R R B4
WAk ERAR AR AT o I, PROMACHIFSE T 6 v i 2 4 A S A4 IR 55 o Al
B A, At AT TG 2 A 55 o AR A ST B TR R, 9 B ] A 4
LR 55 e A b S i RN R K R, R RCH P A1 AR i e A
P BB R 55 A B AR A 64 ()

1.2 ARE X

MEERBTSE AT LAE H, X AR BFR E S B E# AN — A E
B, 38 (Aaker, 1996) FRIHIEE Y HA 4 5 AL AR IO 4E B2, gk
R SRR EIBAR B U , AR T e Sk I B K A T
R Z P AR A 2 . AR, EBRA TS 4 T 2 A AR A
RETEIH 28 (0 Sk i b ™ A, B0 DX i A AR A2 7™ i 5 IR 55 Tl 4 I A
[, MREFHEAESCERPIRB] T X BB (Barwise, 1993; Cobb-Wal-
gren, Ruble, & Donthau, 1995; Kim et al. , 1998; Yoo, Donthau & Lee,
2000) , HI%5 (Yoo et al. , 2000) MBFFEESKRAEEREHEHATERR
i AR R OGRS T MR, B e BB B TR S s S L i A
AT

SR AR 2 B TR RGN, ER 20 A B 5T 4R vh T i
Wi, Wi (Berry, 2000) i i T MR 45 7™ dh i BIEHE, 2RSS 7™ fhli
b SRS A AR S O T, O T SE R R YR VR R SN
BMBEFEN R ML (Keller, 1993) ¥R B3 T 935 i il AL 2 HE



IR & B <52

ZRAECEE BT GUNSE T (A BOR BB E 8506 30, AEA R B S5 H35 3)
XHH P& AR AR R, B B2 B AR ol R 1 0 AR
W AR HFE R i AR S AZ P B R . X B BORDE, B E 8
1 B B PR I SE 2 AR K Z 5 b S B P R R B R,
Sl (1993) KRB 7RSS AR T ZEE, LUS %23 DU 3
fifi, XIS THRARR. R, RAOAZEEEHBIRS oA L5
A R AT I AL, AR AN 27385 Tl it AR 2 BCFE — TIPS HE SR T
KA ST SRS 33K P b i A A 77 A AR R o 08 XOUEE it A 2 K BIF K 4T
X —WESE RTINS ISR AR A 55 SCARAIE ™ it 9 A 55 £ b YU
B QIR BRAR . PR ARIREAT RGN . 2TIHTI.

MR 555 B2 F oA M PR PRA R, PR 2 IO P 8 15 sh AR R 1R
LR OUHE i FRAS 25 AR S LA LA R 55 A G A A A AR B AT 7 A A
FrREEBIMEmIE, AUAT LA Al X 25 s 8 B0 AR 95 il AN 4 )
TIRREREEAITRA TR, BT LASR R A B BB A MO ORISR IE 45 RAIE
W 55 b T AR FR G 1R i S R B DU A A A, WA 7 i A ™ 4
Ak MR S5 AMEFE B TE N A EE R 23R, ARBE NS BAE R AR
ARARTRE MM E, RN HERETEER, RAM=TrEZd.

1.3 AREW

AWFFER R T I B35 B0 F BEAE 1 £ 18 AR T B R 55 o AL 25
By it AR BRI R WAE SR, LAl SEGF M T A A 95T 9 0 B R 2
PP B T R 55 it e B ™ it ot PSR SE AR, 51 R P 3 R
R M5 IG5 IR S5 B i R B o HESR T LU IR 55 4l 42 3t
T R G HOR I RHIR A A BN R SR, 51 I P H XRS5 57 dh
PR SE R, A AE ) A . AT, EIERARK AR AR IR
PR TE BN IR E RIETE o [R5 e 55 ol S A 3t 82 42 i 55 N B RO AR
PR, FEASREM RS i AR R AR T SE A ™ o

Pk, AT H B R LI LR ILA :

L BT 238 00 PR A0 0 S £ S B0 SOUTRL i A 4 52 i ) 00 B
TGRS il AL 4 P LS o

2. JELE A IS SR OO il A R R A R, RO N B D 7
HEFARBLPE B R A, WIS AR RIS AR R
JIE A B



