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Table 2 The Tests Results of the Scale’s Reliability and Convergent Validity
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Table 3 Correlation Coefficients and Discriminatory Validity

WA iR RES  EHERN ThREH{E R B HEHEE HFAR G
7= i & RE T 0.743
EHiREN 0.244** 0.771
ThRE B 0.339* 0.348 0.767
R (B -0.053 0.186"" 0.142° 0.757
HWER 0.278"" 0.268"" 0.434°* 0.407** 0.764
HARF G 0.277*" 0. 096 0.225* 0.059 0.217** 0.734

E N AALOHBEAB T FHAVEATFR; " Hp<0.010," Hp<0.050, WEHE, TR,

R4 MBMBNLUSERINER
Table 4 Fitting Index Evaluation Results

of the Conceptual Model

RARE S et BUE iR
2
Y.
T 1.615 < 2.000
RMSEA  0.054 < 0.080
T AR bR
SRMR 0.055 < 0.080
GFI 0.905 > 0.900
CFI 0.942 > 0.900
HEXHU-ATEFR
TLI 0.935 > 0.900
PNFI 0.765 > 0.500
[EESEPREEi i
PGFI 0.708 >0.500
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Figure 2 Standard Path Model
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Table 5 Regression Analysis Results of the Interaction
of Products Research and Development-
Marketing Capability on Industry Brand Value

HRedE THEM A

BRIl fRI2 MRI3 HERL4
A ot
iig*"} 0.033 -0.025 0.047 -0.006
ATEFER 0.121  0.054 0.010  0.046
gg{ém -0.055  0.016 -0.033 —0.004
Frrs 1 0.012  0.050 0.008  0.021
FFlEH2 -0.042 -0.071 -0.041 -0.035
Frilk25) 3 -0.064  0.031 -0.073 -0.020
Frir2H 4 -0.082 -0.009 -0.052 -0.009
R e 0.033  0.063 0.019  0.025
Rt
;iﬁﬁ 0.285*** 0.310°** 0.095  0.086
HHRESD 0.273*** 0.298°** 0.212** 0.226""
7=
RRETT % 0.137° 0.700
B
Tolerance =0.922 =0.461 =0.930 = 0.866
VIF <1.085 <2170 <1.075 <1.158
R 0.204  0.220 0.059  0.061
A% R 0.189  0.201 0.040  0.038
AR 0.016" 0. 002
F 13.254*** 11. 628" 3.226*  2.672"
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Table 6 Moderating Effects Test Results
of the Technological Turbulence

RUWREWER
RS A6 A7

il A
Ry L FL -0.171  -0.031  0.052
EVEAERR 0.042 0.089  0.036
TR ALR R EoE -0.046  -0.020  0.133
s 1 0.034 0.062 -0.074
Frlk s 2 -0.039  -0.045 -0.093
2 3 -0.011 0.002  0.073
ol 25 4 0.065 -0.028 -0.039
Frle s 5 0.041 0.086  0.068
R
ThREH B 0.474°°  0.485°"° 0.448"*
1E B E 0.338***  0.354**" 0.284°**
ARG 0.075 0.134*  0.047
A HIR

g X
I ) X
Tolerance =0.869 =0.776 =0.857
VIF <1.151 =<1.288 =<1.167
R 0.417 0.442  0.468
S R 0. 402 0.426  0.452
AR 0.025* 0.051**
F 29.419*** 27.070*** 30.053***
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Suppliers’ Key Capabilities, Industrial Brand Value
and Purchasers’ Repurchase Intention
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Abstract : With the growing requirement of product customization by the buyers in Chinese market, suppliers are faced with more
and more stronger market competition. Creating brand value to improve the willingness of continuous purchase has become the
best strategy of Chinese suppliers. Accordingly, this paper takes industrial brand strategy in the market as research background,
and focuses on the driving factors formed by industrial brand value. Ten assumptions were given according to the theoretical se-
quence of supplier’s capability — industrial brand value — trading result. Starting with the product development abilities and mar-
keting abilities of suppliers, the driving effects of functional and emotional brand value on the suppliers’ key capabilities, were
discussed. The influence of industrial brand value on re-buying-willingness is considered, and the moderating effects of technical
volatility is investigated in this article.

To verify the assumptions of this paper, suppliers in Guangdong, Fujian, Jiangsu and Sichuan were studied. Questionnaires were

carried out among the managers of purchasers, and statistics of 212 purchasers were taken as the samples. Structural equation
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model and multiple regression analysis were used to verify the assumptions, The results show that R&D capabilities of suppliers
improve the functional value, but obviously couldn’t influence the emotional value. The marketing capability of supplier have
positive effects on both brand values significantly, yet only the functional value is improved by the interaction between two kinds
of capabilities. And both functional capabilities and emotional capabilities have positive effects on buyers’ re-buying-willingness.
Technical volatilities strengthen the relationship between functional value and the willingness, but weaken the relationship be-
tween emotional value and the willingness meanwhile.

With the understanding of Chinese market, this article offers theoretical basis of relationships among suppliers’ capabilities, in-
dustrial brand value and re-buying willingness of buyers. It makes strategies and suggestions for Chinese suppliers furthermore,
and expects to create and convey brand values effectively. Considering the influence of industrial brand value on purchasing be-
haviors, the problem of converting investment into trading performance was solved at an enterprise level. The results offer guid-
ance for industrial suppliers to distinguish the demanding capability to drive brand value, and have practical significance to im-
prove trading results by creating and conveying brand value.

Keywords ; product research and development capability ; marketing capability ; industrial brand value; purchasers’ repurchase in-

tention ; technological turbulence
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