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Figure 1 Research Model
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SB; WA HAZ SRR IR 0. 827 15.758 ***
AVE = 0.810 BT, iR EEEER 0. 940 25.312**
Gk =057 BT, RAGIEZHAE 0.908 G20 s T
LB sk ( BL) BL, ik BB TGN 0.813 =
AVE = 0.722 BL, X &MERREE 0.935 19.175**"
CR =0.886 BL, NG5 BA B G IR AN 2 M S Al 4 filt 0.817 16.971***

E: A p <0.001, TR,
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{REUE (AVE) , 3 F CFA R o iy [ 7 8 A i T |
&N BRKE A FETE0.886 ~0.927 Z Ju , #F # if
B HE 4 B 15 5 (80. 70017 5 & 11 09 - 2 O 25 SR B B A
0.619 LL b, &Rk B T 7 #E 37 8 I 5t (0. 500 #9 =
RO, X SHAR B, A B 5T A i R A A R
1 25 1 R BEFBUE o

WA EFI P T ERBREEESEIMEZ
o] 9 X 43 R BE , I 3R 2 BT 7R , AR FE P I 2 A 8 M
BHAVE [EH AT E 5 H A & Z 6 A € & B 7
¥ XEAK MR EBA RIS,
44 SR

ATHBEADRRYABE, ZXUT 5 4 E
HREA, Hp

BI = B, + B, PI + B,SI + BRI + B,CI + &, il
SB =B, + B, Pl +B,SI + B;RI + B,Cl +&, FiHL2
BT = B, + B, Pl + B,SI + BRI + B,CI + &, FiHEYI3
BL = B, + B, PI + B,5I + BRI + B,CI + &, 4
BL = B, + B,PI + B,5I + BRI + B,CI +

BsBI + BsBT + B,SB + &5 RS

oA, By 9 W B, By ~ By 9 AH B A% B IR A AR 5L,
e ~ & NIRET, BB 1 RBZMEXEN&EBY A
MW (H) B2 G5 SIETE X B, - & K
ZHEW (H,) B 3 1G5 R A 23 & (5 (/Y
o (H) , BLA 4 FEBIETL R XL W2
Wi, BEEY S FEAREY 4 BT A R LS
EMARGEKES, EORR4 RS MEKa S
B, — 75 T AT LAKG 36 R A | B3R - A R ERAS A A
AR AR X & BB IR A R mel (H, JH, F1Hg ) , 5 — |
ALEEEGEY A AR - 8BRS WEEE
EEREEZS BB BB XR P T ER,

A £ S0 E H 4 87 43 3% 5 SRR i S U
Al v Lk B I 9 i i, O T > 2 EE AR ARk [
A3 2 TR A S BUfh oF, xR o BT A S B A U
HATHE PO | F3 A5 MR ER
SR,

HE L PHBEEA NMARLAERELRIE
FEmWANENREBABHARENXEZRESLS
BEWAZEBRABENRR, HIL H, 83745
o

BR2AMSHEEH, PAEE HEELR X
FRESMEURELEMAR - RHKLERFBEEW
A, B H, 58 53,

MERBIFHSHAUER, AR R HE
KEMXRELMGMEETRARENIE B,
BEFRELSGMEEZRBEABEENXR, A
H, 8 3] K& 4 L H¥ o

R4 MG REH SUNERLMEESR
SR BB E e, PARL LR XRERE
e e AR R &Y B

BRS A SHEH, SEPA . BR - BEK
4500 5 R AR R AR & B3 R w3 PR A A SRR,
At H, \H, # H, B25F .

HTHEH, FERUTF3I NMEBEMGMEBA.E
R-MEBEERNSMEENPAERETHIES .
B RRATREATEZAMEBREREREST
BENMRARE MNBAPNXREFE B -4, 8
PATEENEERERLD, EFRNBREEETEE, W
REPRUARE BRI AFEFNRXRR ;B =
B K F AR it vt B AR R b A AR Y AR R
HERE REYPATROMPARYEEFR, P E
AARFEN(ZER P H HR2ZEL2PH  FE
GEETENRBRBNEEBTRLERE). B34
SRUBBERERSI FRTLE,

R2 BEEHEXRER
Table 2 Correlation Matrix of Latent Variables

PI SI RI Cci B SB BT BL
PI 0. 864
SI 0.522 0.854
RI 0. 236 0.270 0.821
Ccl 0. 491 0. 360 0.453 0. 857
BI 0. 368 0. 254 0. 159 0. 335 0. 806
SB 0. 545 0. 543 0.379 0. 586 0. 360 0. 787
BT 0. 281 0.312 0. 154 0. 166 0.517 0.334 0. 899
BL 0.356 0.325 0.249 0.246 0.503 0.501 0.441 0.850

B AA LOREASMEAVE T FAR
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+R3I BE1-AB S wBWEIT
Table 3 Parameter Estimation of Model 1 ~ Model 5

KR 1 AR 2

LEY RO B - fEERE

EIERE LR R T EHAE  EERE AR T{H

MAES 0.179 0. 245 0.041  4.340°"" 0. 164 0. 196 0.037  4.397""
HEeWE 0.023 0. 029 0.041  0.546 0. 235 0.267 0.037  6.283*"*
REWS 0. 000 0. 000 0.039  0.009 0. 082 0.093 0.035  2.326"
Sz 0. 100 0. 140 0.039  2.570° 0.291 0.353 0.035 8.215""
g 0, 120** 0.453***
FERU3 R4
fn R A s it S
BIHRE R RE R T{H EIHRE R R T{H
NS 0. 155 0.184 0.048  3.232* 0.237 0.224 0.062  3.834""
Hews 0. 140 0.158 0.048  2.916"" 0.148 0. 134 0.062  2.412"
REKS 0.113 0.128 0.045  2.499° 0.142 0.129 0.059  2.420"
#EiEKSE -0.058 -0.070 0.046 —1.270 0.015 0.014 0.060  0.246
R 0.104°* 0.141**"
RS
Y 3358
EAZRE R RE R T {5
OFSI7 3 0. 066 0. 063 0. 054 1.205
Hews 0. 062 0. 057 0. 055 1.132
ES 3121 0. 024 0.022 0. 050 0. 493
HEiKKS ~0.047 - 0.046 0.054 -0.874
o A 0.335 0.234 0.071 4.722**
B3 - eSS 0. 264 0,211 0.071 3.711**
s T 0. 295 0.238 0. 061 4,845
R 0.320"""

E: A p <0.050,* Hp <0010, TR,
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"4 PAERAIN
Table 4 Analysis of Mediation
A4 PR PR 2 PR3 A S
B — FAFE BAEE — FAEE(3 1) BAER + PATE — BAR
BL BI SB BT BL
PI 0.224*** 0.245°*°  0.196°°° 0.184"" 0. 063
ey ST 0.134* 0. 029 0.267°"* 0.158* 0. 057
RIEE R RI 0.129° 0.000  0.093°  0.128° 0.022
cI 0.014 0.140°  0.353°*" -0.070 - 0.046
BI 0.234**
AR SB 0.211**
BT 0.238**
R 0.141 0.120 0.453 0.104 0.320
M NIEE(PD
0. i A\ (BI) 0.234"
LTS 0211
- MR 45(SB) [ > R (BL)
KRIE(RI 1 T35
0.140° WS B
WL CH

B2 ARESRER
Figure 2 Model of Research Result

R4 PHBIERG, B ALBR - K
MEBEEI N ERELPATIARRS REE
BZEBER; AR -AEKENBMEEZESP
NMTHEERSHREBEBURXRE RS S
ZHEBRER BT RETE RS &M Z [ 8RR
FRE FUM TFEEBEEEKE, PAERAFLE,
e, H, 38 T K58 HF .

AR LU B o B 45 2R, 0 B 5T R AR B AT
BIE,BIEERHERILE?2,

5 Wig
H, 550 i 52 A SAE TS 5T M AR
Fw. MREREN  NTAERNERELREEE
WM ENGEEYARE HELIEEMXRE
S FBOFABE WA REH LT RE .
HEENGERYANERARE, TEEE

MAFTHEAEMER. FHRANERZHEELE
EEBRKES X —FHRET b0 68 3H A KK
SEE R E P AR SR A ARIRRE, X0 HE
At S Hofr F L B 3Rk, M F AR,
BHRBAETELBATET. KRR &Y AR
EWARE BRTRUNEE(KRARMEXTTAH
RMERA RN ERERME L) 25, TEH S
Sh— IR B AT R KRR L M0 R EF
A= BEENEE R, BPEARNXRDE
EFERR RENSH  ERAN—MEFRRE, XK
FELEAAXRFRFI EMRELREMEH
WAKFHESR.

Hy 150 2 & B 1) RAETE 85 6 R85 (2 2 (8] 1Y
KR, HEB3 TR, MTABR HEEREME
AEgxaMEERARENIERER, BEER
FE5GMGEEZERA BEFKNXR, M AT
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N, REE SRR WA R R, R E A GE7E T & AT iR
SHHEREANHRSARE SRS KLY
Bk Z A9 2 5. o T &8 F7E" SRR
A BRI 9 TR R AR XA AR A0 BE R R
B B3 ) S £ £ T X b 1 3 00 B O Y o R
R R X H 98 I N R R T AR, Al AT R X
SRR AR RATREE AR .

6 &g

A B 9T o0 FAE 38 R RO SAETE S0 4 D YERE
WA REEALER - & EKSE &G ERF S
fERX BB WBENEH, BREREN,H,.
H, (H, # H, 825065, H, M H, 82880 32HF. A
EiE , RIEERH 4 NEBEHX AR - & MK
HA RSt AE A, T H & MBS ATE R8T LR &
REXMGEEBFEEMBAKE, LSRR XFE
ST LR B A B8 AR AT, R A2 &0 AT LA 4R A R O
AR Tl BRI B - R S A AR A
XS HAA BENREFEM, EUEH THEAE
BEHL K ARTE Sb & R I & 59 R BR 4, A< B 98 /) B
BN ABRARIELZITEEM RSN BEY A
AAEMERMBRE. i, b TANREEAFE
BRI (A MM B RIBALS) KR ER R,
KREEEXMEEEERAEEAGREEERS
B,

A AL — b B e B RAE TR R W B
B, KU FE B R AE AR SR 2L R
ARMFERK 4 M EREES REFA AR - B
BRGS0 s R R AL X RS W T R A R fER .
BAMERER AT EEANEERAR S EFE
—EMER, MAEMNKNERBELFARTE2—
FEo BESh, AW R A T4l R OFF s BB RAETE B
YER 5 THREEG | iR 50 59 T2 S A X AL A — B R &)
S5E(NPRFEAERILNMBEEHRETOZ
BB —FfE R WA, AR T
—HRIML A, T E o8 B BT R R — B
HWRET —EHME,

AHEN TR HEERLERAFALIET
B, OFBREHMBIEHEHREERK 4D
R, TNV HREEMERRE-—TTHS
WA EBER, OIF 4 b7 5 & & IE 7E 4080 3
B, AT B R BAE E A B AT LA R R R 1 R, G
BREMAN MO KRN ERMLERE KR
AT MEN, BREAMER, 8 & LEHE B TIRE e
b @ REBE PR IR . @XMl B K B AR E S E R
GRSV N T 9o =R A RO 2 @Y
M) MRERRAAKN -MEE, OEATREITH
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Effect of Symbolic Brand: From Meaning to Loyalty

Wang Changzheng, Zhou Xuechun
Economics and Management School of Wuhan University, Wuhan 430072, China

Abstract ; Existing researches frequently consider symbolic image of brand as one-dimensional construct, they have neglected the
abundance as well as the characteristics of symbolic meanings which are conveyed by the brand. From the perspective of consum-
er, based on “self” theory derived from social psychology and psychology, Our research divides symbolic image of brand into four
dimensions: personal, social, relational and collective. Through survey and regression analysis, we investigate the effects of the
four dimensions of symbolic image on consumer’s brand loyalty. Our research shows that through the mediation of brand involve-
ment, brand trust and self-brand connection, symbolic image of brand positively influence brand loyalty. Speaking concretely, all
the four dimensions of symbolic image positively influence consumer’s self-brand connections, at the same time, both the person-
al and collective image positively influence brand involvement, and all the personal, social and relational image positively influ-
ence brand trust. And brand invelvement, self-brand connections and brand trust can accelerate consumer’s brand loyalty directly
Keywords ; symbolic brand image ;brand involvement ;self-brand connection; brand trust;brand loyalty
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