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Figure 1 Conceptual Model
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Table 1 Test Results of Factor Loading, Reliability and Validity
i 1 5t AT [El-F#if Cronbach's « CR {H AVE
BR, % M A (R 5 0.780
-} BR, ZdhE(5E R 0.920
(BT ! BR, ML E T oos0 O
BR, iR R M ERE B R R A 0. 880
BP, RN %A ST SR (R R 0.850
mmayr  BP, WIANIZEMAE S EA M 0.890
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BP, ik AL IRA %S5 71 0.780
CB, ZMMILREE L2 A 0. 800
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ARkFEx 5B HaMRERILIRA AR 0. 880 P
FE (SB) B, ZEMAEMILE TR E R 0.890
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if}ﬁﬁ BA, AT 0.890 0.856  0.861 0.675
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®2 EHNECRRER
Table 2 Results of Discriminant Validity Test
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Table 3 Hypothesis 1~3 Test Results
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X' (1) =2.162, p>0.050, H, % & 15 3 I iF . X 7] 6
RANAEHEHRERTARARINESARE, &
R R R XARROEERE, T
FLA R A +E 45 05 J8 28 0 B 3 ok U8, & BB A kR
FBMBEING AR EEMERFARE, Hy,~
Hg, B 4 78 20 303 , 3X 7] fE 2 e T 4 B8 . AL A9 5 R

BERHAEETFRERLRNERER,

5 &ip
5.1 RRER
EHARERBREXFNXRZAEHEXRTRY
Emt b, DARFERBEAT R, ESHRSTHEA
BitERESRZRBE L FAERFRKPXRAHNE
L, RABEXRAPEFEIH LRSS, EH
SEIE 77 ¥ DAk B AE A T 56 T R i 3 2% A R B Y
XA EMLBER, F A S HBEARME S
U T8 JE A9 T B DA R A o R Y 36 R R 25 Y 2
Fo
AUFIE A E BBy R B, &S A RS A
HXEEARPRFRMNBENRIE R ELH, 7§
7 T RS T O R R AR A 40 A B R BUIR R
HEFEE FFAGEIEN X R ESEEENE
WEEHBETRESE., 3R YA, &
PLIH 2 & Bk £ 08 R X A R R R S R S R
MBI REARMBEZRMXRERSIEM. MH
FE AL S8 B BOK O B B, B RS R R
BRANHRENZEXRAENRT, AT, S
HEBRY TR IS SMELRAMBEZ RN XLREAR
FHEEEMHETHH. B, EHBESAHEEXR
FOHBENHSHBRERMXAMENROAEEE
ER R
ATHERIRINERERREAERPXRFZM GRS
REE AHMATNHEBRENEREREEE . HRER
T HMEESERFR PRI 4T X R R 25 B
{12 O RS A0S o % R K 0% BB 5 B o Y B A X A R Y
EEMTH.XIMEENEREANEEAEEE RN
GEMHEERLRARW . A AEERMT
i W TR B BB 1R N R S| T R I B R A
B i 4 ol 3K A8 FLOE B0 R RS PR AR R

R4 AHRNERER
Table 4 Moderating Effect Test Results

45 R
fii X ER ELE S
ik =
H,, 0.076 0.354** ¥ (1) =8.700, p < 0.050 St
H,, 0.118*  0.272°*" ¥(1) =2.162, p > 0.050 PNE
H,  -0.007 0.308*** Y (1) =10.642, p < 0.050 4%
H,, 0.067 0.380*** ¥Y(1) =15.267, p <0.050  S&f%
H,, 0.273***  0.379°"" ¥(1) =1.643, p > 0.050 rBE
Hy, 0.361%* D.353% ¥ (1) =0.027, p > 0.050 FNE
H,, 0.404°**  0.281°"" ¥(1) =1.89, p > 0.050 PN e
H, 0.390°**  0.455°"" ¥(1) =3.517, p > 0.050 PN
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The Influence of Brand Images on Brand Relationship Benefits

LI Xin' ,ZHANG Mingli’,LUO Nuan®
1 School of Economies and Management, Beijing Institute of Petrochemical Technology, Beijing 102617, China

2 School of Economics and Management, Beihang University, Beijing 100191, China

Abstract : With the development of economic globalization and the increased product homogeneity and demand diversity, relation-

ship marketing is the key to long-term success in the fierce market competition, so customer-brand relationship has gradually a-

roused the interest and concern of researchers and practitioners. The enterprises could retain customer in the brand relationship

through delivering superior relationship benefits successfully. In the context of popular consumer brands, this paper introduces
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relationship benefits to the brand relationship research. Then, based on the social exchange theory, the paper explores the ante-
cedences and outcomes of relationship benefits in depth by the structural equation model. Relationship benefits based on custom-
er-brand relationship is bound to be affected by the traits of customer and bhrand. After considering brand images and customer
psychological traits, this paper finds the key factors that impact on the relationship benefits perceived by customer, and covers
brand attachment as a result variable.

Based on the review of domestic and foreign existing research on brand relationship theory and relationship henefits, the paper u-
ses sociology, customer psychology and other disciplines to identify four dimensions of relationship benefits in customer-brand re-
lationship, including confidence benefits, emotional benefits, identity-symbol benefits and self-expression benefits. Through
quantitative analysis, this study finds that brand images and customer psychological traits have the significant impact on customer’
s perceived relationship benefits. Brand images, namely brand reputation and brand personality, have a positive significant effect
on relationship benefits based on customer-brand relationship, and the influence of brand personality on relationship benefits is
more obvious compared to brand reputation. And relationship benefits also show a positive significant impact on brand attach-
ment, especially perceived self-expression benefits. In addition, customer psychological characteristic plays a significant modera-
ting tole in the impact of brand reputation on relationship benefits, but the moderating effect between the relationship of brand
personality and relationship benefits is not significant.

On the basis of brand relationship theory and relationship benefits theory, the manuscript provides theoretical guidance for
brand management and relationship marketing, and enriched the theory of relationship marketing and brand relationship. Custom-
er can perceive the relationship benefits in addition to the core interests of product or service from the long-term brand relation-
ship, which set up an invisible barrier of switching to other brands, thus facilitating customer to continue to maintain the close re-
lationship between the brand and its customer. Therefore, enterprises should pay attention to the importance of brand relationship
benefits in the brand management process. In addition, the results also confirm that customeré psychological traits have a signifi-
cant moderation effect on the perception of relationship benefits, so enterprises should fully consider the psychological character-
istics of customer in the process of brand management, and design the brand image and products or service according to the dif-
ferent needs of target customer.

Keywords ; brand images ; relationship benefits ;brand relationship ; relationship marketing; brand attachment
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