
 

 

 

 

 

 

 

 

 
 

 
 

 

 

 

 

Griffith Business School 
 

Submitted in fulfilment of the requirements of the degree of 

 

Doctor of Philosophy 
 

by 

 

 

SUN Ling 

 

 
10/2016 



i  

 

Griffith University 

Griffith Business School 

Department of Marketing 

 
 
 

Doctor of Philosophy 

Transferring Corporate-level Brand Evaluations 

to Product-level Brand Evaluations: the Context of 

Chinese Car Brands 

 
 
 
 
 
 
 
 

 
PhD. Candidate: Ling Sun (Cindy) 

Supervisors: Prof. Bill Merrilees 

Dr. Scott Keith Weaven 

Dr. Kelli Bodey 

Prof. Jianhua Li 

Student ID: 2130125 

Email: cindy.sun@griffithuni.edu.au 

mailto:cindy.sun@griffithuni.edu.au


ii  

 



iii  

 

Abstract 

A number of discussions have taken place in the recent decade on how to 

build a successful brand in an increasingly globalised market, including in the 

emerging markets. China as an attractive emerging market has gained a lot of 

researchers to conduct research from the macro- or micro-view to discuss the 

branding issues. Among these discussions, however, there are big gaps for 

the branding issue in terms of the corporate image transferring to product 

brand performance, and the influence of corporate brands vis-á-vis product 

brands on consumer behaviours. Meanwhile, joint ventures as the most 

popular form for foreign investment in China, has not received sufficient 

research toward branding issues, presenting another valuable literature gap to 

fulfil. 

 

This thesis targets on the Chinese automotive industry and uses quantitative 

research methods focusing on four Chinese car (product) brands. Two of the 

brands are pure domestic car brands, while another two car brands are made 

in China under a joint venture with a foreign car manufacturer (Volkswagen). 

The study identifies and tests performance of four different types of corporate-

level brands: a pure corporate brand associated from the parent company 

(FAW), a joint venture corporate brand reflected the joint venture between 

FAW and Volkswagen, a pure corporate brand of the foreign joint venture 

partner (Volkswagen), and a car dealer brand which sells the car to public. 

 

Regarding the key research issues, this thesis demonstrates that the corporate 

brands associated with product brands did not show strong linkage in the 

automobile industry. The domestic automaker (FAW) and its joint venture 

(FAW-VW) have failed to support significant evaluations from corporate brand 
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image to the product brand attitudes. Only the foreign partner (Volkswagen) 

and the dealers have partially or completely influenced the car product brand 

attitudes. Meanwhile, product brand attitudes have a stronger influence on 

customer purchasing behaviours than corporate brand attitudes which have to 

remind the automakers to address more attention. 
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1.1 INTRODUCTION 

In recent decades a number of discussions have taken place on how to build a 

successful brand in an increasingly globalised market, including in the 

emerging markets. Among these discussions, however, there are big gaps for 

branding issues in terms of the corporate image transferring to product brand 

performance, and the influence of corporate brands vis-á-vis product brands 

on consumer behaviours. Meanwhile, joint ventures as the most popular form 

for foreign investment in China, have not gained sufficient research toward 

branding issues, which present another valuable approach to fulfil the literature 

gap. 

 
China as an attractive emerging market (Melewar, Meadows, Zheng, and 

Rickards, 2003; Peng, 2000) has gained much attention for both academic and 

managerial researchers. Researchers have conducted research from the 

macro- or micro-view to discuss the branding issues in China. Automobiles are 

one of the pillar industries in China attracting research attention as well. Most 

of the enterprises in the auto sector are state-owned enterprises (SOEs), and 

most of these SOEs have joint ventures from which they rely heavily for brands 

and technologies. The original intention of Chinese automakers and 

government is to learn from the exchange market for technology and MNCs as 

joint venture partners (Nam, 2011). It will be more interesting to observe the 

effectiveness of this strategy from the branding approach to figure out the 

differences between joint venture and pure domestic brands. Hence,  this 

thesis will target one of the major auto-manufactures in China (First Auto 

Works, FAW for short) and focus on four car brands, two produced purely by 

FAW (producing Hongqi and Besturn) and two produced jointly with its German 

joint venture partner (FAW-VW Co. producing Bora and Sagitar). The focus of 

the thesis is from a customer perspective on the evaluation factors influencing 

corporate-level and product-level brand attitudes in the China automobile 

industry. 

 
As the introduction chapter, it contains six sections to present the whole thesis 

in general. In the section 1.2, two major issues will present the background 
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problems: one is a general view toward the automotive industry in China, and 

the other one is focusing on FAW to define the major branding issues. With the 

knowledge of the background problems, in the section 1.3, it will discuss the 

key research issues for this thesis. Three major arguments will be presented 

here to discuss on the influences of corporate image on product brand 

performance; revealing the effects of corporate and product brands on 

consumer behaviours; and also comprising the performance of joint venture 

versus pure domestic brands. According to the key research issues, four 

research questions will be developed in section 1.4, to guide the research of 

this thesis. Then, it will from an economic, theoretical, and practical view justify 

this research in section 1.5, and the section 1.6 will present the brief overview 

of the methodology. Finally, in the last section, it will list the structure with short 

chapter descriptions for the whole thesis. 

 
1.2 BACKGROUND OF THE PROBLEMS 

1.2.1 BRANDING ISSUES OF CHINA AUTOMOTIVE INDUSTRY 

At the beginning of 2016, a lot of Chinese websites and databases reported 

that the GDP of China is just running after United States of America, ranking 

the second place in the world. Even during the world economic crisis since 

2008, the booming market of China, especially the auto sales, has caught a lot 

of attention around the world. China and the United States are the only two 

countries with auto sales over 100 million. In addition, some Chinese domestic 

auto-manufactures have sped up their internationalization, such as Chery, 

Geely and BYD. However, if foreigners were asked the big three 

auto-manufactures in China, i.e. First Auto Works (FAW), Dongfeng Motor Co. 

(DMC) or Shanghai Auto Industry Co. (SAIC), they might show confusing faces. 

Nevertheless, if the alliances of the big three auto-manufactures were 

mentioned, such as Volkswagen, General Motor, Toyota or Citroen, no matter 

Chinese or foreigners, are definitely familiar with these giant automakers. The 

key problem here is the big three auto-manufactures are state owned 

enterprises and they delegate the pure national production of this country. 

Comparing to other internationalized Chinese auto-manufactures, the big three 

enjoy  support  from  the  central  government  in  China  while  they  are  also 
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controlled by the government. They could get support to build joint ventures or 

invest in foreign auto-manufactures, but it would be hard for them to acquire 

other foreign counterparts to strengthen their own brands. They seem gain the 

location advantages comparing to the foreign partners, but their own brands 

maybe experience hard time in their domestic market. Hence, it will be 

important for these state-owned auto manufactures to find more organic 

solutions to assist the development of the Chinese automobile industry. 

 
1.2.2 BRAND CREATION PROBLEMS OF FAW GROUP CORPORATION 

If just based on the current information, say newspaper or websites, to figure 

out the brand creation strategies of FAW, the picture is unclear. However, the 

result of a recent short interview (the interviewee is Mr. Wang, the former 

manager of FAW Logistic Co.) is quite helpful for this issue (personal informal 

interview on June 2008). According to Mr. Wang, the brand creation strategies 

can be divided into two stages and these two stages also relate to two general 

managers of FAW: the first general manager, Mr. Geng Shaojie and the former 

general manager, Mr. Zhu Yanfeng. 

 
The major differences between Geng and Zhu regarding brand creation 

strategies, generally to say, would be developing brand individually or through 

alliances. Geng was the second generation after the People’s Republic of 

China founded. The characteristics of that generation was carrying on the 

philosophy of Marxism, Leninism and Maoism, and developing the country 

individually no matter how hard it would be. As a result, FAW controlled the full 

process of Jiefang, even a small screw was also designed by itself. Hence, 

Geng presented a very strong entrepreneurial spirit. However, Zhu was in 

charge of the time for FAW to be rushing to catch up the fast growing market in 

the world. The market environment has become more dynamic, the customers 

have become more sophisticated, and many competitors have entered the 

market. As the ‘eldest factory of People’s Republic of China’, FAW had to take 

the responsibility to enhance its corporation and market in China. The category 

of passenger cars had huge potential in the market while it was the weakness 

for FAW because of the lack of brands and technologies. Hence, Zhu chose to 

form alliances with giant automakers to borrow their techniques. 
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Despite the major differences, the common point shared by Geng and Zhu was 

both of them relying on the support of government. Both the central 

government and local government have facilitated FAW in variety ways, 

especially through government procurement. In early stage, the technique of 

Hongqi was not stable, but the government still insisted to use Hongqi as the 

official transport. Rumour suggests that government officers had two 

automobiles: they would sit in Hongqi to attend formal events and activities 

while driving Mercedes Benz for ordinary lives. Even the brand meanings of 

Hongqi and Jiefang also have strongly political meaning. Hence, for the 

successors of Geng and Zhu, it is tricky to figure out a more valuable or 

suitable method to solve brand creation problems for FAW. 

 
1.3 KEY RESEARCH ISSUES 

This thesis attempts to figure out and analyse Chinese branding through the 

automobile lens. From the background introduction, it demonstrates the main 

problems with the brand creation in the auto sector. Current literatures discuss 

Chinese branding issues in specific industries, but the contributions are limited 

in terms of joint venture branding, corporate branding and its influences, and 

brand attitudes and effects in the auto sector. 

 
With the understanding of the critical factors influencing consumer perceptions 

toward car brands, an important key issue will be proposed in this thesis is 

related to the influences of corporate branding on product branding. 

Academics have discussed the literature of the corporate branding for decades 

(Aaker, 1996; Urde, 2003; Powell, Balmer and Melewar, 2007; Balmer, 2010; 

Powell, 2015; Balmer et al, 2016; Urde, 2016). However, most of these 

literature neglects to discuss the nexus between corporate- and product 

brands, except the benchmark study of Collins-Dodd and Lindley  (2003). 

Some researchers have defined the relationship between corporate- and 

product brands, and argue that corporate brands add value to the variety of 

products and services offered by the company (Urde, 2003; Gylling and 

Lindberg-Repo, 2006; Keller, 2013). Even some researchers apply the 

framework of Urde (2003) and evaluate the potential role of corporate versus 
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product branding in emerging market (Fan and Xiao, 1998; Xie and Boggs, 

2006). Notwithstanding, their work is conceptual and does not attempt to 

quantify the link between corporate and product branding and indeed seems to 

mainly treat them as alternatives to enter emerging markets. This is an 

interesting phenomenon and leaves valuable gaps for this thesis to fulfil. 

 
The next important and valuable issue will be discussed here is the 

comparisons between joint venture and pure domestic brands. As mentioned 

before, the Chinese automakers rely heavily on their foreign alliances. The 

current literature also argues the benefits and potential threads for joint 

ventures and lots of them have focused on China to develop their argument 

(Inkpen and Beamish, 1997; Inkpen and Dinur, 1998; Wu, Ng, and Shen, 2001; 

Yang and Lee, 2002; Yao, Yang, Fisher, Ma, and Fang, 2013; Mantecon, Song, 

and Luo, 2016). Notwithstanding, arguments focusing on the branding issue of 

joint ventures is limited. Most of the branding literature related with joint 

ventures is concerned the effects of alliances on brand issues, such as co-

branding or cause-brand alliances (Rao and Ruekert, 1994; Simonin and Ruth, 

1998; Voss and Tansuhaj, 1999; Lafferty and Goldsmith, 2003).  Although the 

discussions toward the joint venture branding issues in China have increased 

rapidly (Wong and Yu, 2003; Zhou, Yang, and Hui, 2010; Balmer and Chen, 

2015), the fact is few of these literatures have demonstrated the differences 

between joint venture and pure domestic brands. That will be another 

important contribution for this thesis on the literature sector. 

 
The last issue addressed in this thesis following the corporate brand effects in 

the Chinese auto sector will be the relevant roles of corporate and product 

branding on consumer behaviours. Literatures have presented that satisfied 

customers will result in behaviours such as repurchase intentions and 

recommendation to others (Wang, Yang, and Liu, 2009; Hsieh, Pan and 

Setiono, 2004; Yeh and Choi, 2010). Most of this research focuses on 

consumable products, and few of them discuss this issue for durable products. 

In addition, comparing to the product brands and the corporate brands, which 

of these will have more influence on consumer behaviour? Do they have equal 

effects to help customers to make decisions? The current empirical literature is 
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limited (Wang et al., 2009; Lin and He, 2015). Hence, defining the important 

factors influencing customer behaviour toward car brands, and figuring out 

effectiveness of corporate and product brands on consumer decision making, 

will be a valuable goal for this thesis. 

 
1.4 RESEARCH QUESTIONS 

This thesis explores the factors influencing product-level and corporate-level 

brand evaluations in automotive industry in China, and the First Auto Works 

Group (FAW) has been selected as the major research target. According to the 

previous discussions, it shows that Chinese automakers attempt to promote 

their product and corporate brands through two general approaches: one is 

developing their own brands individually, and the other is allied with foreign 

carmakers to get the alliance advantages (Gao, 20031). Meanwhile, with the 

research focus on FAW, it also indicates that in order to achieve a high 

reputation among customers, FAW should pay more attention to the product 

and corporate brand evaluation process and put their efforts in two traits: one 

is negotiating with various global carmakers, such as Toyota, Mazda and 

Volkswagen, to building stronger partnership; the other trait is creating a high 

national made image among customers to support the local product car brands 

and car dealerships. 

 
The first trait can help FAW enjoy a good partnership with its alliances and 

share their alliances’ reputation to promote the company as international 

automakers globally. Furthermore, the second trait will help the company to 

get high support from the domestic government since it’s not only promotes 

national brands but also benefits the local and national economy (Zhu, 2000; 

Gao, 2003). Both of these two traits will assist FAW to develop more effective 

brand strategies in both corporate and product levels, and then enjoy positive 

customer behaviours toward the brands. That will be benefiting the industry to 

review and reconsider the brand architectures for the future development. 

Hence, this thesis will focus on FAW as the research target, mainly concern 
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the brand evaluation factors for Chinese auto-manufactures from the customer 

perspective, and propose the research question and sub-questions as: 

 
Research question: What factors have influenced the transfer of corporate-

level brand evaluations to product-level brand evaluations in the Chinese 

automobile industry? 

 
Research Sub-question 1: Do corporate (own-company) brand attitudes 

influence associated product (own-company) brand attitudes in the automobile 

sector in China? 

 
Research Sub-question 2: Do joint venture brand attitudes influence joint 

venture product brand attitudes? 

 
Research Sub-question 3: Do foreign (joint venture) partner brand attitudes 

influence joint venture product brand attitudes? 

 
Research Sub-question 4: Do dealer brand attitudes influence associated 

product brand attitudes? 

 
1.5 JUSTIFY RESEARCH 

1.5.1 ECONOMIC JUSTIFICATION 

The potential market of the China auto industry has presented a promising rise 

and it has attracted attention for automakers worldwide. Based on the figures 

of the National Bureau of Statistics of China and the China Automobile 

Association, the percentage of the contribution of the automobile industry on 

GDP is increasing very fast in recent years. It also caused booming in the 

related industries, especially car appliances which has achieved nearly $30 

billion in production (caam.org.cn website). Hence, the research on the 

automobile sector and discussing the development and strategies of this 

industry will have a great economic value for the industry’s further expansion. 



9  

The automobile industry, furthermore, is not only the pillar industry in China, 

but also the major economic sector of Jilin Province. FAW and its joint 

ventures have contributed one third of the regional revenue of Jilin Province 

(Jilin gov website). Changchun, named as ‘wheel city’, presents a good auto-

culture which indicates that the branding issue in the auto market as 

Changchun will be more valuable for analysis (Changchun website). 

Additionally, the brand names of FAW and its alliance will be better marketed 

based on this research. Hence, there are potential benefits for this research to 

contribute economically, at both the province or industry level. 

 
1.5.2 THEORETICAL JUSTIFICATION 

The theoretical contributions of the research are it appears to be the first to 

demonstrate a link between corporate brand attitudes and product brand 

attitudes. An important contribution highlight here is it reveals the influences of 

corporate brand attitudes and product brand attitudes on customer’s 

behaviours in the Chinese automobile market are not at the same effective 

levels. In addition, No other identified studies include a joint venture brand 

variable. Nor are there any identified studies that include four corporate brand 

associations to explain a product brand. Further, the research conducting in 

China automobile industry as a context will be an area of embryonic research 

for mainstream branding. The automobile sector in China, especially the 

research target FAW, is delegated the common phenomenon among Chinese 

industries in the branding issues, therefore, the outcomes of this thesis will not 

only contribute to the brand development for China auto industry from the 

theoretical view, but also provide usefully frameworks for other Chinese 

companies to conduct their brands and brand strategies. Finally, albeit a more 

minor contribution, the research contributes to the brand architecture literature, 

building on Uggla (2006). Uggla (2006) provides a useful classification and 

understanding of an array of corporate brand associations, especially through 

various partner associations that include co-branding, ingredient branding and 

endorsement branding. 

 
One more point must be highlighted for the theoretical contribution of this 

research  is  the  comparison  between  pure  domestic  car  brands  and joint 
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venture car brands. For example, although some previous studies have 

presented a good understanding regarding the different behaviours of 

customers toward brands, this research provides more powerful discussion 

about the influences of brand attitudes on consumer behaviour, especially as it 

comparing the joint venture and pure domestic car brands. 

 
1.5.3 PRACTICAL JUSTIFICATION 

The managerial implications of the research are providing a framework for 

managers to conduct their brands across both the corporate level and that of 

individual products. Chinese entrepreneurs have struggled to handle the 

situation after China joint WTO and the global competitions for years. Although 

some of them have found solutions, most of them still chase and search the 

approaches to survive. Just like Geng and Zhu, they delegate different 

management styles of FAW, but the problems they encountered are similar—

the intellectual property in brands is still a big issue to consider. 

 
According to this thesis, it indicates that domestic car brands have features 

that need to be improved compared to the joint venture car brands in order to 

get improved customer brand attitudes. To emphasise the practical results of 

this research, it indicates that managers should not only understand the need 

of customers to improve their products, but also guide the customers to realise 

the importance of corporate reputation, and then attempt to strengthen 

customers’ loyalty by changing their perception regarding the corporate and 

product brands. It also suggests managers select alliance partners carefully. 

Good partners can contribute to the corporate brands significantly. Meanwhile, 

managers should pay attention to the internal branding issues, especially the 

partnership with dealers, because the behaviours of dealers will affect 

customers’ perception regarding the product and corporate brands. 

 
1.6 BRIEF OVERVIEW OF SELECTED METHODOLOGY 

A quantitative research design is appropriate when the research domain 

contains relatively well-known constructs which is the case in the current 

research project, e.g. survey-based data collection and data analysis using an 
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SEM structural model. Compared to other research methods, quantitative 

research presents a more positivist approach in that it tries to understand and 

measure the relationships between identifiable constructs. It also gives the 

benefit of being able to consider the possibilities of generalisability between 

different  contexts,  predicting  outcomes  and  explaining  causal relationships 

(Siegle, 20062). 

 

Another point favouring the use of quantitative research methods is based on 

the current research situation among Chinese academics. Most of the Chinese 

academics use qualitative research since it is not easy and familiar to conduct 

quantitative research in China. It is easy to find some discussion papers 

regarding China issues while few of them present an ideal result with data 

analysis. Hence, it can be considered as a good approach to utilise 

quantitative research to enlarge the academic research in China. 

 
It will utilise survey forms to collect data and this activity has got support and 

inspection from the research ethics office in Griffith University. The ethical 

clearance has been done and the approval reference number is 

MKT/30/07/HREC. 

 
1.7 STRUCTURE OF THE THESIS 

There are eight chapters in this thesis to demonstrate, argue, justify and test 

the research questions and hypotheses. 

 
Chapter one provides a broad introduction to the thesis: summarising the 

background, brief literature review, research question, rationale for the 

research, prime methodology and structure of the thesis. 

 
Chapter two presents the major historical and branding issues in Chinese 

automobile industry. It introduces the history of the auto industry, discusses 

the major branding issues of the industry, and focuses on four FAW car brands 

to develop the summarisations of the brand architecture/structure of FAW. 

 

2   
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Special attention is given to the apparent influence of the FAW  corporate 

brand on product brand evaluations, via corporate brand practices of FAW 

(summarised in Table 2.1). 

 
Chapter three is the literature review part with two literature issues 

demonstrated in this chapter. Branding issue is the focal part in this chapter 

which involves corporate branding, product branding versus corporate 

branding, brand alliances, and joint venture branding. Because this research is 

focusing on China’s automobile industry, the major economic form in this 

industry is state-owned enterprises formed various alliances with foreign auto-

manufactures, so the literature of joint ventures will be reviewed. At the end of 

this chapter, the gap of the reviewed literatures will be discussed. 

 
Chapter four is the chapter to demonstrate the research questions, hypotheses 

and proposed model. It discusses the research questions firstly, and then 

develops the hypotheses to guide the whole research. Lastly, the general 

proposed model is introduced to present the conceptual framework for the 

research. 

 
Chapter five is the methodology chapter. It introduces the research design, 

survey instrument, data collection design, and ethical issues. It also illustrates 

the target population into detail and discusses the sampling issues. The 

method of data analysis is an important part to present in the methodology 

chapter. 

 
Chapter six utilises the empirical instrument (validity testing and SEM 

structural model) to analyse the data. It presents the data information, and 

analyses the results across the four selective car brands based on the 

hypotheses. 

 
Chapter seven discusses the results from chapter six both theoretically and 

methodologically. The contribution to the literature is noted. Implications of 

these results will be demonstrated in this chapter as well. 
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Chapter eight is the conclusion. It will summarise the general ideas of this 

research. It highlights the key issues of findings and contributions, the 

limitation of the research, and indicates the further research tracks. 
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Branding Issues in the 

Chinese Automobile 
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2.1 INTRODUCTION 

The automotive industry is one of the pillar industries in China (Zhu, 2000) and 

it has been historically nurtured in a protectionist environment even after the 

country’s economic reform era. As a result, with China’s WTO accession, the 

automotive industry will be one of the most open to intense global competition. 

In order to present a truly picture of the Chinese automobile industry, this 

chapter will describe the development of auto industry in China firstly. It will 

introduce developing processes of the Chinese auto industry, and discuss the 

major problems with each stage. After the discussions of each stage, this 

chapter will discuss the Chinese branding issue, especially the alliance brands 

to present the special branding issue with joint ventures in the automobile 

industry in China. Finally, this chapter will illustrate four Chinese car brands 

made by FAW and its joint venture to implicate the further discussion for the 

thesis. 

 
2.2 THE DEVELOPMENT OF AUTOMOBILE INDUSTRY IN 

CHINA 

Stage One (1953-1983): The beginning of China’s automotive industry could 

be trace back to the first five-year-plan, which confirmed 156 projects as major 

issues in industrial development (Harwit, 20013). Under the centrally planned 

economy, state governments tightly controlled the automotive industry in 

China. Cultural and political issues also influenced the two major automobile 

sectors differently resulting in the limited development of passenger cars and 

the relatively well-developed truck segment (Harwit, 2001; Wang, 20033). This 

special condition pushed the automobile industry into an embarrassing 

situation (Harwit, 2001) and it forced automakers, as well as decision makers 

in state governments, to rethink the industry’s future. 

 
Stage Two (1984-1994): The growth of China’s automobile industry was 

started since the nation’s economic reform. To gain foreign technologies and 

capital, Chinese automakers began looking for foreign partners to develop the 

passenger car sector (Economist website). From 1984 to 1994, five major joint 
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venture companies were established, and the two Volkswagen joint ventures 

were the best which constituted more than 50% of total production in China 

(Yip, 2000). Meanwhile, to control the fast expansion of the passenger car 

sector, the central government decided to restrict the number of car producers 

(Auto policy website). Hence, in the second stage, the fast growth of the 

passenger car category, especially through joint ventures, stimulated the 

growth of China’s automotive industry, and the Automotive Industry Policy has 

provided a guide for the development of the industry. 

 
Stage Three (1995-2000): The developing of China’s automobile industry, 

especially the passenger car category, would be labelling as more reasonable 

car purchasing prices and models for Chinese customers. The average GDP in 

the coastal area of China has reached over US$3,000 in 1998, which indicated 

the passenger cars had become an affordable item for Chinese families (Gao, 

2003; Wang, 20034). However, two factors prevented Chinese customers to 

purchase passenger cars: high purchasing prices and limited models for low-

end consumers (Gao, 2003). Hence, Chinese automakers began developing 

'economy  models' for Chinese families and some existing models 

started lowering their prices to satisfy consumers’ demands. This attention to 

pricing issues was shown that China’s automakers began following market 

principles though the government still has an influence in the industry. 

 
Stage Four (2001-2008): The challenge of WTO has caused fears among 

Chinese domestic automakers they were afraid of bad influences from imports. 

However, some financial benefits to assist in purchasing personal cars have 

been provided by the central bank and other Chinese state banks (Chen, 

Zhang and Ma, 20034). Hence, the sales were keeping growth and foreign 

investments were increasing much faster than before (Nee, 20024; Economist 

website). During this period the central government decided to continue 

controlling the output of the automobile industry and highlighted on the new 

power and energy sources as well as the development of safety techniques 

among domestic owned brands (Chen et al, 20034). These indicate that the 

 
4   
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automobile industry in China would compete in the new trend in the future five 

years. 

 
Stage Five (2008-now): The new trends and phenomenon in China automobile 

industry after the financial crisis can be considered as preparation for global 

expansion. The global automobile industry has suffered the cold winter during 

the subprime lending crisis (refer to appendix table A.1), but it presented a 

different story in the China car market where most of the automakers 

experienced peak sales during 2009-2010 (glinfo.com, 2012). The central 

government also provided policies to encourage M&A since 2009 to support 

the large domestic automakers adopting regional or national expansion 

(glinfo.com, 2012). Notwithstanding the growth speed has declined in 2011, it 

is time for the Chinese automobile industry to adjust its structure and future 

targets  (Dong,  20155 ).  The  development  of  new energy  vehicles  and the 

supporting to national auto brands, therefore, would be the major issues for 

Chinese domestic automakers to concern. 

 
2.3 MAJOR BRANDING ISSUES IN CHINA 

The brand development of China, similar like the process of Chinese 

automobile industry, experienced four stages: central planning (1949-1978), 

catching up (1980s), hyper competition (1990s), and post-industrialism (2000-

now) (Schlevogt, 2000). Notwithstanding it has become more expensive to 

maintain the major brand image in China (Schlevogt, 2000), the general trends 

for the branding issues in China have become more and more positive and 

varied since the fast growing economy took off (Atsmon, et al, 2009; He, 2003). 

The general trends of China branding issues, Schlevogt (2000) predicts, would 

be more new brand awareness and influenced by pioneering efforts, though it 

will take some time for a large number Chinese native brands to achieve 

success nationally or globally. To link with the automobile industry with the 

branding issue, two major branding issues will be highlighted here: brand 

recognition and brand personality in China. 
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2.3.1 BRAND RECOGNITION IN CHINA 

Boston Consulting Group (Anestis, Hsu, Hui and Liao, 2008) observed ten 

varieties of brand categories, including personal care, home-appliances or 

food/beverages etc., to define how Chinese consumers perceived foreign or 

local brands. The research team found that consumers from the top three 

cities (Beijing, Shanghai and Guangzhou) in China, especially younger ones, 

highly recognized and preferred foreign brands. In contrast, consumers in  tier 

3 or much lower tiers in China care less about foreign or local brand 

recognition and were confused with most of the foreign brands (Anestis, et al, 

2008). 

 
Brand familiarity, as a higher stage of brand recognition, is also observed in 

China. Brand familiarity can lead to a more favourable attitude toward a 

specific brand, so it is a critical factor affecting consumer decision-making 

process and brand evaluation (Tam, 2008; Dawar and Lei, 2009). Lin (2013) 

argued that brand familiarity was an important factor affecting the evaluation of 

hospitality co-brands only if the co-brands achieved a good fit. Otherwise, 

consumers may have negative attitudes towards the co-brands even if they 

were familiar with one of them and this situation also applies to the customers 

in the mainland China. Hence, if the automakers are willing to promote their 

brands via joint venture to achieve high recognition in China, it is necessary to 

research the partner brands carefully to get a perfect fit. 

 
3.1.1 BRAND AND PERSONALITY IN CHINA 

Brand personality, with the deeper research in the Chinese market, academics 

found that Chinese consumers have increased to be aware with cultural 

(Eckhardt and Houston, 2002) or personal value (Tai, 2008; Aaker, 1997; 

Govers and Schoormans, 2005; Sweeney and Brandon, 2006) when they 

perceived a brand. Focusing on the automobile market in China, Wang, et al 

(2009) defined the impact of brand personality and congruity on purchase 

intention, and discussed three major findings: first of all, the product-brand 

personality was more significant in affecting purchase intention than company-

brand personality. Secondly, the congruity between product-brand personality 

and company-brand personality played a moderating role between 
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product-/company-brand personality and purchase intention. Finally, positive 

effects at a statistically significant level could be found between self-image 

congruence with product-/company-brand personality and purchase intention. 

These findings, especially the first one, caution domestic automakers and their 

joint ventures that Chinese consumers rely heavily on product brands when 

they purchasing cars, which reflecting the overriding value of consumer 

pragmatism (Wang, et al, 2009). 

 
3.2 MARKET POSITIONING OF FOUR FAW BRANDS 

Four brands have been selected in this thesis to illustrate the research 

intention: two brands are from FAW, namely Hongqi and Besturn and the other 

two are from the joint venture with Volkswagen, namely Bora and Sagitar. 

These four brands were introduced to the market in different periods since 

these models were upgrading in the same category. Hongqi (lower-level) and 

Bora were in the ‘closed’ years while Besturn and Sagitar were marketed more 

recently (sohu.auto.com). 

 
The positioning of the four brands in the market demonstrates a different 

image of the corporation marketing its products. Comparing these four brands, 

it’s obvious that FAW-VW has done a good job to market its product targeting 

to different customers. Customers can look at the product individually while 

they also can consider the products in a serial. Meanwhile, FAW-VW markets 

its product toward the changes of people’s lives, so its advertisements are 

quite emotional and make customers willing to share this product with their 

families or friends. On the contrary, the positioning and promotion of FAW car 

brands are more confused, especially Hongqi. The promotion and market 

positioning of Hongqi is not constant and it is overshadowed by the political 

issues, which leave this brand standing in a very complex position. However, 

by emphasizing ‘value for money’, the positioning and promotion of Besturn 

are much better than Hongqi, which indicate that FAW is learning from its 

foreign partner in how to utilize marketing tactics to sell products. 



21  

Bora—the Positive Meaning of Lives 
 

The new Bora is trying to attempt the emotion of people in every moment of the 

first time in their lives. Hence, the advertisement is trying to use different first 

time stories in lives, saying proposal, promotion or the first day sending kids to 

school, to pursue potential customers that New Bora will bring an exciting 

feeling when they are in the first time to do something. Hence, it is presented 

that New Bora is suitable for family using (Bora website). 

 
Hongqi—the Connection of Past and Future 

 

The brand of Hongqi enjoyed a great reputation as the national brand. Most 

Chinese have the feeling to be proud to own a Hongqi car because it is the 

vehicle for higher level government officers. However, the image of Hongqi 

also complicated after the 1990s because this brand tried to sell the middle to 

lower level cars to public and it made people very confused with the position of 

this brand. A good example will be the Hongqi 2004 Edition Luxury Sedan. It is 

named as ‘luxury’ while the selling price is less than RMB130,000 (Hongqi 

website). Therefore, the general image of Hongqi is quite difficult to define and 

the position is not that clear. This brand needs more research and time to 

repositioning. 
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Sagitar—the Better Quality of Lives 
 

Sagitar is trying to reach customers who love driving while it is hard for them to 

afford a BMW or other luxury cars with powerful engine. Hence, enjoying in 

driving or having great fun in driving, these can be considered as the images of 

Sagitar among customers. In the homepage of Sagitar, customers can enjoy a 

great fun to drive Sagitar online which will attract more young people or people 

purchase the car other than family using. To sum up, Sagitar would be the car 

for driving lovers and it also suitable for people who is willing to purchase the 

car for their selves (Sagitar website). 

 
Besturn—Endless Aggressive 

 

Although some information presented that Besturn was the brand under the 

umbrella of Hongqi, it still can be considered a good try for FAW to regain the 

reputation in the car market. The brand name of Besturn is coming from two 

words: Best Turn, which indicates the ambitions of FAW car producers 

attempting to get a great achievement. It also indicates that FAW is trying to 

distinguish Besturn from Hongqi because the complicated image of Hongqi 

which might have a bad effect on Besturn. So far, the performance of Besturn 

is not bad and has created a good reputation among customers that this brand 

is value for money: good quality and fair price. Hence, Besturn is suitable for 

customers who search for the best deal and it is also suitable for business men 

who running small to medium business (Besturn website). 
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2.5 CORPORATE BRAND ARCHITECTURE AND THE BRAND 

STRUCTURE OF FAW 

The brand architecture as portfolio and allocation thinking applies to an 

organization’s brand structure (Douglas, Craig and Nijssen, 2001). It has three 

general patterns: corporate-dominant, product-dominant and mixed structures 

(Laforet and Saunders, 1999). Corporate-dominant brand architectures can be 

considered as a global driver of brand value for the organisation and the 

corporation (e.g. Toyota cars and trucks), which look the brand structure as an 

entirety (e.g. General Electric and Hewlett-Packard) rather than individual 

brand (product-dominant architecture, e.g. Fortune Brands) (Uggla, 2006; 

Keller, 2013). 

 
Aaker and Joahimsthaler (2000a) highlight that brand linkages and drivers are 

crucial issue that permeates brand architecture which is an organising 

structure of the brand portfolio that specifies brand roles and the nature of 

relationships between brands (Aaker and Joahimsthaler, 2000b). They also 

propose a brand relationship spectrum to discuss four branding routes to help 

brand architecture strategies: house of brands, endorsed brands, sub-brands 

and branded house. The sub-brands and endorsed brands play a key role in 

creating a coherent and effective brand architecture, and they provided tools to 

allow brands to stretch across products and markets, address conflicting brand 

strategy needs, conserve brand-building resources in part by leveraging 

existing brand equity, protect brands from being diluted by over-stretching, and 

signal that an offering was new and different. Aaker and Joahimsthaler (2000b) 

conclude that the brand relationship spectrum is a powerful tool, with most 

organisations using a mixture of them. The challenge with the brand 

relationship spectrum is to create a brand team where all the sub-brands and 

brands fit and are productive. 

 
Aaker and Joahimsthaler believe sub-brands and endorsed brands are the 

major strategies in the corporate branding architecture. However, other 

researchers demonstrate that to facilitate brand proliferation, firms may adopt 

at least two different branding strategies, i.e. branded house or sub-brands (He, 
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et al, 2014; Kirmani, Sood and Bridges, 1999). For a branded house, a firm 

can develop different brand names (e.g. Clinique) distinct from the 

corporate/family brand (e.g. Estée Lauder) and adopt individual brand strategy 

to avoid potential negative spillovers to its family brand. Alternatively, a firm 

can implement a sub-branding strategy to launch new brand names 

associated with the corporate/family brand such as Courtyard by Marriott and 

Shuttle by United Airlines (Kirmani et al. 1999; He, et al, 2014). 

 
One more issue related with the brand architecture strategy in the literature is 

brand extension. Companies add secondary brand identification or a generic 

brand to extend the production line which can be obtained frequently in the 

hypermarket, say Wal-Mart and Carrefour (Liao, Chen and Wu, 2007). This 

strategy will help the company to protect the firm from a flanking attack by a 

competitor (Liao, et al, 2007). 

 
From the perspective to evaluate the linkage between corporate brands and 

product brands, it is necessary to review the literature toward sub-brands 

further. In the corporate brand architecture, sub-brands play an important role 

to communicate customer’s similar or different expectations on the new 

product. In another word, sub-brands are associated new product name with 

the parent brand name (e.g. Ford Fusion, Apple iPad and American Express 

Blue card) (Keller, 2013). In addition, organizations adopt the sub-branding 

strategy will not only gain more favourable brand evaluations, but also avoid 

diluting corporate/family brands (Keller and Sood, 2003; Kirmani et al., 1999). 

Researchers also observe that sub-brands and the parent brands have affect 

transfer if the sub-brands (e.g. GapBody, BabyGap and Gap Kids) are closer 

to their corporate/family brands (e.g. Gap Inc.) and the consideration set is 

small (He, et al, 2014). The critical points to achieve successful sub-brands are 

more concerned by the ownership effect, customer's loyalty, brand status, 

financial commitments, etc. (Kirmani, et al, 1999; He, et al, 2014; Keller, 2013). 

For example, BMW as a prestige brand, its consumer owners respond more 

negatively to the brand downward stretches, on the contrary, a nonprestige 

brand (Acura) will achieve ownership effect for both upward and downward 

stretches (Kirmani, et al, 1999). 
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From the brand architecture approach, FAW and the joint venture entity 

present different capacities in terms of branding and brand structure (refer to 

the Table 2.1). No matter how many sub-brands release to the market, all the 

joint venture brands have the VW logo in front of the cars and FAW-VW symbol 

at the backside of the car. The advertisements of joint venture brands also 

clearly define they are made by FAW-VW and the dealers highlight that they 

are authorized by FAW-VW as well. All these activities will impress audiences 

about the producer significantly. Hence, the joint venture has adopted 

significant branded-house approach (Aaker and Joahimsthaler, 2000b; Keller, 

2013). Nevertheless, the situation of FAW car brands is more complicated. 

 
Table 2.1: the Connections of FAW and Joint Venture on the 4 Brands 

 

 Bora Sagitar Hongqi Besturn 

 

 
Advertising 

Addressed 

FAW-VW as the 

producer at the 

end of ads. 

Addressed 

FAW-VW as the 

producer at the 

end of ads. 

Addressed 

FAW as the 

producer  at 

the end of ads. 

Addressed 

FAW as the 

producer  at 

the end of ads. 

 

Car insignia 

VW (in front) 

FAW-VW 

(backside) 

VW (in front) 

FAW-VW 

(backside) 

Brand logo (in 

front) 

FAW (backside) 

Brand logo (in 

front) 

FAW (backside) 

Street 

WOM 

German joint 

venture 

German joint 

venture 

National brand Confused 

 
 
 
 

Dealerships 

Being strict 

with the 

primary 

distributor only 

selling the car 

brands  of 

FAW-VW 

Being strict 

with the 

primary 

distributor only 

selling the car 

brands  of 

FAW-VW 

Being strict 

with the 

primary 

distributor 

only selling the 

car   brands  of 

FAW 

Being strict 

with the 

primary 

distributor 

only selling the 

car   brands  of 

FAW 

 
As mentioned before, the Hongqi is a (founding) symbol of a Chinese 

passenger car rather than it is a brand of FAW, so this brand is much valuable 
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than the corporate brand. Hence, FAW positions the Hongqi car product brand 

more individually than corporately. However, when the company subsequently 

introduced a more budget-positioned car to the market, in order not to dilute 

the Hongqi brand, FAW introduced Besturn to the market and labelled the 

producer as FAW Car Co. That indicates a house of brands approach for FAW 

(Aaker and Joahimsthaler, 2000b). Notwithstanding FAW has delicately 

changed its branding approach recently, e.g. Customers can find ‘FAW · China’ 

labelled at the backside of all their cars (Hongqi and Besturn), the front side 

logos are still differently positioned. Even the dealers of FAW cars also 

emphasize the product brands rather than the FAW corporate authority. 

Therefore, the FAW adopts different branding strategy compared to its joint 

venture branding strategy. 

 
2.6 CONCLUSION 

This chapter has introduced the historical stories about Chinese auto industry 

and it shows that this industry is at the cross road after China WTO accession. 

The domestic automakers have to find a better approach to solve their 

weakness, i.e. the intellectual property in brands and techniques. 

 
Most of the domestic automakers choose joint ventures as the key for further 

development. They are also willing to get support from their foreign partners to 

promote their own brands and techniques. However, it is better for the Chinese 

domestic automakers to understand their customers in terms of brand 

recognition and brand personality, which are helpful for the domestic 

automakers to choose more suitable branding strategies. 

 
From the information of the four selective car brands from FAW and its joint 

venture (FAW-VW), they seem to adopt different brand architecture with the 

product brands. As a result, FAW and its joint venture (FAW-VW) present a 

suitable example for this thesis to target. In the coming chapters, it will review 

the literature first, and then focus on the target corporations and the car brands 

to develop the further discussion. 
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3.1 INTRODUCTION 

This thesis proposes a research question to evaluate what factors have 

influenced the effect of corporate-level brand evaluations on product-level 

brand evaluations in the Chinese automotive industry. This research question 

can be spread across four concerned areas to define the linkages from 

corporate-level branding to product-level branding in the automobile industry in 

China. One is focusing on the pure domestic product brands to define the 

linkages; one is targeting on the joint venture product brands; another one 

applies to just the role of the joint venture partner; and the last one analysing 

the role of dealers. It will be valuable to observe the brand attitudes of 

customers and figure out the linkages between corporate brand 

performance/attitudes and product brand attitudes. 

 
Based on the thesis research priorities, this chapter will explore the core 

literatures related to corporate branding (product vs. corporate brands is the 

most important issue) and brand alliances, and will focus on the branding 

literature toward joint venture companies in China since they are the major 

business form in the automobile sector. These literatures will present a general 

view about the academic arguments in these categories, which will infer the 

literature gaps for this thesis. 

 
3.2 CORPORATE BRANDING LITERATURE 

Attempting to define the major factors influencing the corporate-level and 

product-level brand evaluations requires a deeper literature review toward 

corporate branding, especially the linkage between corporate and product 

branding and other related branding sectors. Hence, this section will review the 

corporate branding literature in general and highlight the benefits of corporate 

branding. 

 
3.2.1 THE NATURE OF CORPORATE BRANDING 

In the brand hierarchies, corporate or company brand (e.g. General Motors) is 

on the top level of the hierarchies, and dominant the family brand (Buick), 

individual  brand (Regal),  modifier (designating item or  model,  such as  GS), 
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and product description (midsize luxury sedan automobile) (Keller, 2013). It 

shows the corporate brand playing an important role in an organization's 

branding strategy. Van Riel (2001) defines corporate branding as a 

systematically planned and implemented process of creating and maintaining  

a favourable reputation of the company with its constituent elements, by 

sending signals to stakeholders using the corporate brand. Einwiller and Will 

(2002) closely follow the definition, and enrich it, noting that a corporate brand 

attracts and orients relevant audiences, stakeholders and  constituencies 

around the recognizable values and symbols that differentiate the organization. 

Hence, a corporate brand has a much broader appeal as the interface 

between an organization and its various stakeholder groups. Although there 

might be still segment specific sub-brands at a product or service level, they 

are all related and linked to the overall corporate brand, channelling customer 

goodwill and trust towards the entire organization no matter what life-style 

segment was catered for (Burghausen and Fan, 2002). 

 
Corporate branding is regarded by marketers as a potential way of using the 

company’s vision and culture as part of its unique selling proposition, and top 

management have to consider questions of handling vision and culture 

(Morsing and Kristensen, 2001). Balmer (1998) uses the acronym CITE for 

four distinctive attributes. That meant a corporate brand is a construct with 

‘cultural’ roots; a corporate brand is inherently ‘intricate’ in nature; a corporate 

brand encompasses ‘tangible’ elements such as business scope, general 

coverage, performance issues, profit margins, pay scales, design features and 

architecture; a corporate brand encapsulates a host of soft and subjective 

dimensions which evince emotional responses from stakeholders, which are 

called ‘ethereal’. Some researchers have developed this concern further and 

propose a model, so-called corporate branding mix—organizational culture, 

strategic vision and corporate images, which form the foundation of corporate 

branding (Hatch and Schultz, 2001; Urde, 2013; Keller, 2013). This mix of 

underlying factors requires companies to address the organizational 

implications of shifting from product to corporate branding in an 

organizationally integrated, cross-functional way (Hatch and Schultz, 2001). 

Hence, it is important to bring the whole corporation into corporate branding or 
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to make it the integrated effort of various activities, i.e. HR, communication and 

marketing departments, led by top management. 

 
3.2.2 THE BENEFITS OF CORPORATE BRANDING 

Following the increasing attention on corporate branding among companies in 

recent years, the acquisition of a favourable corporate brand is one of the most 

desired weapons (Daffey and Abratt, 2002). Some scholars (Einwiller and Will, 

2002, Balmer, 1998) argue that the importance of corporate branding could be 

grouped into five categories: the growing importance of capital markets, ‘war of 

talent’, co-ordination and identity problems in multinational corporations, and 

growing demand for transparency. 

 
The benefits of corporate branding can be summarized from several 

approaches. From the brand equity approach, corporate brand equity occurs 

when relevant constituents hold strong, favourable, and unique associations 

about the corporate brand in memory (Keller, 2000). From the view of 

stakeholders, the corporate branding gives marketing the ability to use the 

vision and culture of the company explicitly as part of its unique selling 

proposition or as part of its unique organizational value proposition. A 

corporate brand is an increasingly important element of organisational and 

marketing strategy. It is also a major asset that may contribute billions of 

dollars to the balance sheet (Ackerman, 1998, Balmer, 1995, 2001a, de 

Chernatony, 1999, 2001, Ind, 1997, Knox, Maklan and Thompson, 2000, Knox 

and Maklan, 1998, Olins, 2000, Aaker, 1996). The last approach believes that 

marketing the organization or a strategic business unit requires a very different 

approach from the conventions of 4Ps product marketing since it is associated 

with the reputation of the organization (Knox, 2004). 

 
The above discussions have presented the importance of the corporate 

branding literature among academic and practical area. In marketing an 

organisation, business leaders has to consider its overall reputation, 

product/service performance, product and customer portfolio, and networks to 

develop property corporate brand position (Knox, 2004). Marketers or 

business leaders also need to caution that the organisation’s good name and 
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reputation are at stake rather than the name associated with a product or 

service in a particular market because the reputation of the organisation or 

business unit is much more challenging to manage than the single product, 

since it is constructed by customers from multiple reference points which 

extend well beyond the products and their projected images (Keller, 2013; 

Knox, 2004). 

 
3. 3 LITERATURE LINKAGE OF CORPORATE AND PRODUCT 

BRANDING 

After reviewing the major concepts of the corporate branding, the most 

important literature review will discuss the linkage between corporate branding 

and product branding. 

 
3.3.1 THE DEVELOPMENT OF THE LITERATURE 

The literatures in the past decades are attempting to differ corporate branding 

from product branding. First, and most obviously, the focus of the branding 

effort shifts from the product to the corporation (Hatch and Schultz, 2001). This 

difference between product and corporate branding is further emphasized by 

the shift in managerial responsibility, as product brands typically remain part of 

the middle management marketing function, whereas corporate brands entail a 

strategic perspective, based in the executive office (Balmer, 2001b). A third 

contrast between product and corporate branding is a difference in who the 

brand relates to in terms of both attraction and support (Hatch and Schultz, 

2001). A fourth difference between product and corporate branding involves 

defining who was responsible for the branding effort. Corporate branding 

requires much more complicated and sophisticated organizational practices 

than does product branding. Whereas product branding can be handled within 

the marketing department of a company, corporate branding requires 

organization-wide support (Leitch and Richardson, 2001). Finally, corporate 

branding takes on strategic importance while product branding takes on 

functional importance. Hence, as Hatch and Schultz (2001) argued, the 

strategic importance of corporate branding lies not only in its positioning of the 

company  in its marketplace,  but in creating internal arrangements  to support 
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the meaning of the corporate brand. Thus, a corporate brand differs from a 

product brand in its strategic focus, management and its incorporation of 

corporate strategy, corporate communications and corporate culture (Motion, 

Leitch and Brodie, 2001). Corporate brands can increase the company’s 

visibility, recognition and reputation in ways not fully appreciated by product-

brand thinking. The corporate brand contributes not only to customer-based 

images of the organization but to the images formed and held by all its 

stakeholders, including employees, customers, investors, suppliers, partners, 

regulators, special interests and local communities (Hatch and Schultz, 2001). 

Aaker and Joachimsthaler (2000b) suggest that companies can create a 

brand team to make all the sub-brands and brands fit in and be fully 

productive. 

 
The literature concerns have changed in the latest decade, and the major 

discussions shift to the argument about the linkage between corporate 

branding and product branding. Conceptually, as noted by Gylling and 

Lindberg-Repo (2006) the branding textbooks such as Keller have long taught 

that product and corporation are related in those corporate brands add value to 

the variety of products and services offered by the company. Urde (2003) 

usefully extends our understanding with brand architecture taxonomy, with four 

brand types: corporate brands; product brands; corporate and product brands; 

and product and corporate brands. The relative emphasis on corporate and 

product branding varies across the four types. In all four cases, the corporate 

brand provides credibility as the over-arching support to product brands. Xie 

and Boggs (2006) apply the Urde (2003) framework to help evaluate the 

potential role of corporate versus product branding in emerging markets. In 

most cases, there seems to be a potentially primary role for corporate branding 

as an entry strategy to emerging markets. Notwithstanding, their work is 

conceptual and does not attempt to quantify the link between corporate and 

product branding, and indeed seems to mainly treat them as alternatives, an 

assumption not shared in our approach to the current thesis. 
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3.3.2 EMPIRICAL LITERATURE REVIEW 

Face value and observation reinforce the conceptual position that corporate 

brands exert a positive influence on product brands. Typical of the supportive 

cases are the many Kellogg’s breakfast products which feature the corporate 

name. Notwithstanding, there are many products that do not prominently 

feature the corporate brand name. More generally, empirically, it is not easy to 

quantify the link between the corporate brand and the product brand. 

 
In reviewing the empirical evidence, we start with the seminal article by Brown 

and Dacin (1997). With over 3000 citations, their article is a giant in the 

academic literature. Brown and Dacin (1997) demonstrate that corporate 

associations can influence perceptions of the company’s products. Strictly 

speaking, Brown and Dacin (1997) focus on corporate reputation more broadly 

rather than the corporate brand and also give considerable attention to 

corporate social responsibility. Similarly, their dependent variable is consumer 

product responses rather than product brands. Notwithstanding, the chosen 

seminal article provides a foundation for the further development of ideas. 

 
The subsequent empirical literature linking corporate and product branding is 

limited, but also not coherent, taking many eclectic forms. Firstly, we note the 

special case of the brand extension literature where there is a vast body of 

evidence indicating that corporate brand beliefs are transferable to new 

products in extended domains (Martinez, Polo and de Chernatony, 2008; 

Salinas and Perez, 2009; Dwivedi, Merrilees and Sweeney, 2010). 

 
Secondly, a much smaller body of literature addresses the topic of cooperative 

brand alliances. A central concept in such research is attitude to the co-

branded product. The research generally shows that there is a transfer from 

the parent corporate brand to the co-branded product as shown by the review 

of literature in Dickinson and Heath (2008). The co-branding literature has 

some relevance for the current study though it does not explicitly consider the 

joint venture brand per se. Lafferty, Goldsmith and Hult (2004) study the 

alliance between a corporate brand and a ‘cause’. They examine the impact of 

the attitude to the alliance, on the original corporate brand, so again the study 
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is interesting from the alliance co-brand aspect, but not directly germane to our 

need. 

 
Thirdly, there is a small literature that examines the effect of retail brands on 

purchase intentions of manufactured products (Dodds, Monroe and Grewal, 

1991; Grewal, Krishnan, Baker and Borin, 1998). The two studies do not 

examine the link from corporate retail brand associations to product brands, 

instead going directly from retail corporate brand to product purchase 

decisions. 

 
Fourthly, somewhat related to the previous literature, several studies examine 

the link between store (corporate) image and consumer evaluations of store 

(product) brands. In the retailing context, Semeijn, van Riel and Ambrosini 

(2004) demonstrate the link between corporate (that is, store, as a retailing 

organization) brand image and consumer perceptions of store brand (store 

brands are own brands) quality. Martenson (2007) measures three reflective 

components of corporate image, namely store as a brand, store brands and 

manufacturer brands. However, she does not allow corporate or store image to 

influence product brand assessments. 

 
Fifthly, some studies examine the link from corporate brand to product quality 

(Cretu and Brodie, 2007), but not the link from corporate brand to product 

brand. The study by Keh and Xie (2009) similarly examines the link between 

corporate reputation and product purchase intentions. 

 
Sixthly, the only study that the authors have been able to identify of the explicit 

link between corporate brand image and product brand image is Collins-Dodd 

and Lindley (2003). In a Canadian study, these authors establish a link 

between consumers’ store corporate brand image and perceptions of the same 

store’s own product brand image. Collins-Dodd and Lindley (2003) seem to 

have inspired at least three related studies, but these are less convincing. 

Vahie and Paswan (2006) attempt a more limited model which is not easy to 

interpret. However, their results seem to support a link between store image 

and store brand satisfaction – falling short of explaining store brand image or 
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attitudes. Again, another more narrow (from our perspective) follow-up article 

is Diallo (2012), who does not directly link store (corporate) image perception 

with store brand (product) image perception, but an indirect link with store 

brand purchase intention is established via the ability of store image 

perception reducing the perceived risk towards store own brands. A third 

follow-up study, Wu, Yeh and Hsiao (2011), does more explicitly test for the link 

between store (corporate) image and private label (product) image, but the link 

is insignificant. However, the model is somewhat confusing because in 

addition to store image it specifies another variable, service quality, which 

should be part of store image. 

 
In summary, after examining a diverse and eclectic literature, only one study 

seems to come close to formally demonstrating the link between the corporate 

brand and the product brand. Even the Collins-Dodd and Lindley (2003) article 

examines two closely related concepts, namely store (corporate) brand image 

and own brand (product) brand image. It is fortunate to have such a relevant 

study, though it still falls short of linking corporate brand attitudes and product 

brand attitudes. What we are saying is that brand image connections are very 

useful and worth examining in their own right. However, some of the benefits of 

the corporate brand operate at a higher, more abstract level rather than 

specific image attribute levels. For example, a strong corporate brand can 

convey trust and credibility that transcend mere attributes. For this reason we 

believe that there are definite benefits of examining the corporate-product 

linkage at the level of brand attitudes and not merely brand image. 

 
To conclude the literature of corporate branding, it is a useful approach for 

companies to communicate with a variety of stakeholders, and create a 

superior image among them. It has powerful influence on all the products in the 

company, and can add value to them. In addition, corporate branding requires 

high managerial skills. It can stimulate top management to be innovative and 

creative, and adopt more suitable marketing strategies. The linkage of 

corporate brand with product brand still has limited discussion in the academic 

arena, and it presents a literature gap to fulfil. 
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3.4 BRAND ALLIANCE LITERATURE 

Before reviewing the literature of brand alliances, it is necessary to discuss the 

term of symbiotic marketing. As defined by Street (1975), symbiosis is the 

living together in intimate association of two dissimilar organisations for mutual 

benefit. The first explored the role of symbiotic marketing within the broader 

domains of corporate strategy is Adler (1966). He predicted that the symbiotic 

marketing would be increasing its importance and regarded the symbiotic 

marketing as the method to increase the market potential of each allied 

organisations. Varadarajan and Rajaratnam (1986) from the product–market 

perspective emphasise that the characteristics of product and market, as well 

as the competitor’s action, would result in firms adopting symbiotic 

arrangement to enhance their strategic position. 

 
The research attention has transferred to brand alliance issues from the 

symbiotic phenomenon later. Brand alliances suggested that brand names 

were valuable monetary assets that could be traded. Hence, brand names 

might be combined with other brand names to form a synergistic alliance in 

which the sum was greater than the parts (Rao and Ruekert, 1994). “Such 

activities”, argued by Rao and Ruekert (1994), “may be physical product 

integration, in which one product cannot be used or consumed without the 

other, or may simply involve the promotion of complementary use, in which 

one product can be used or consumed independently of the other.” 

 
Brand alliances can serve two purposes for a brand that needed a quality-

perception boost. On one hand, when the unobservable quality of a product is 

suspect, a brand alliance can provide reassurance about the true quality of 

the product. On the other hand, a brand alliance can convey information about 

the enhancement of the attributes available in a product, even when product 

quality is observable. Rao and Ruekert (1994) criticise that companies could 

benefit from brand alliances in terms of buyer’s quality sensitivity and buyer’s 

ability to evaluate product quality. Their arguments have been proved in the 

Voss and Tansuhaj’s research (1999). The major opinions and  outcomes  of  

Voss  and  Tansuhaj  (1999) can  be summarized into three 
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major points: co-branding could be benefit firms across all modes of market 

entry, although it often used in strategic alliances or joint ventures; an unknown 

brand can utilize brand ally to increase important dimensions, such as 

durability, dependability, function, quality and workmanship; the brand’s parent 

firm can gain benefits from the positive effects of brand ally. 

 
The cost of the alliance, nevertheless, would be royalty fees and the 

opportunity cost. Lin (2013) also observed the hotel industry in Taiwan, and 

found that the co-brands (allied brands) would mediate the relationship 

between brand familiarity and purchase intention. Customers might make the 

purchase decision because of familiarity or brand fit which would perceive the 

positive co-brand/brand alliance effects. 

 
Lafferty and Goldsmith (2003) research deeply the relationship between brand 

alliances and cause-related marketing and they name this relation as Cause-

Brand Alliances (CBA). They demonstrate that the long-term partnership 

between the brand and the cause creates an alliance between the two 

organisations with the objective of forming a deeper bond with the consumer 

that will result in long-term market positioning of the brand. Hence, they 

propose that attitude toward the cause and brand will be higher after exposure 

to the alliance then before exposure to the alliance and attitudes toward the 

brand will be greater after the alliance for both the low familiar cause and the 

high familiar cause. They also conclude that both partners benefited from a 

good CBA, albeit differentially. The role of cause familiarity as a moderator of 

the effect of the CBA on brand attitudes appear to be less relevant if the brand 

is high in familiarity and has relatively positive attitudes before the alliance. In 

the argument of Lafferty and Goldsmith (2003), the brand achieves a benefit 

as a result of the CBA regardless of cause familiarity. This can be attributed to 

the fact that subjects just feel more positive overall toward the brand when it is 

perceived to help any worthy cause. 

 
Brand alliances may not equally contribute on brand attitudes for partners. 

Simonin and Ruth (1998) find that the spillover effects do not necessarily affect 

the partners equally. According to Simonin and Ruth, brands less familiar than 
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their partners experience stronger spillover effects and both product fit and 

brand fit significantly affect attitudes toward the alliance. It shows that prior 

attitudes toward the partner brands affect attitudes toward the alliance, which 

indicates that partners do not necessarily contribute equally to the alliance. 

When two highly familiar brand ally, both contribute equally to the alliance, 

while when brands less familiar than their partners, they also contribute less to 

the alliance than their partners (Simonin and Ruth, 1998). 

 
3.5 LITERATURE OF THE JOINT VENTURE BRANDING 

One more issue will be highlight here related with the literature of joint venture 

branding. As reviewed before, strategic alliance and joint venture are the entry 

modes normally getting the benefits of co-branding (Voss and Tansuhaj, 1999). 

However, the literatures toward joint venture branding are limited and most of 

the researches focus on brand alliance or co-branding. Another interesting 

thing in the literature is most of the brand issues related with joint ventures are 

normally focused on Chinese background. The main reason may be the joint 

venture is the only approved form of direct foreign investment into China in 

many industrial sectors, e.g. retail and automobile (Wong and Yu, 2003). 

Hence, just likes the comment of Balmer and Chen (2015) that joint venture 

was a very common corporate brand development strategy and could be found 

across many business sectors. 

 
The current literature discusses that joint venture branding can be generalized 

into two approaches: skills in defining the joint venture brand names, and 

customer perceptions toward brand image of joint ventures. For the brand 

name perspective, research outcomes normally discuss the utilization of 

Chinese to name joint venture brands, for example how to enliven corporate 

brands in Chinese (Jaw, Wang, and Hsu, 2011). Zhou, et al (2010) even 

proposed a model of perceived brand foreignness (PBF) and confidence in 

brand origin (CBO) to provide a theoretical framework for joint ventures to 

choose their brands in China. 

 
Research by Lafferty, et al (2004) adds a further factor ‘familiarity’ in the CBA 
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model: there are significant carry over effects of the alliance on post exposure 

attitudes for both partners, and the importance of pre-existing attitudes toward 

the cause and the brand in assessing the success of the CBA. Meanwhile, the 

fit between the cause and the brand name is a necessary antecedent for a 

successful CBA campaign (Lafferty et al, 2004). 

 
For the brand image discussion of joint venture in China, Wong and Yu’s 

research (2003) has presented a good literature research. They adopted the 

framework of store image model of Nevin and Houston (1980), argued that the 

variables such as ‘quality of stores’ and ‘variety of stores’ are not directly 

applicable to the situation in China, and then developed a new store image 

model for joint venture stores in China. Wong and Yu (2003) also compared 

the first-tier and second-tier cities in China, and found that there were 

differences among the customers in the two-level cities with respect to the 

importance allocated to store image and store image attributes of joint venture 

shopping centres in China. However, the gaps would be closed with the 

economic growth. 

 
Customers’ perception is the major concern point for the discussions of both 

the brand name decision and brand image creation for joint ventures. It plays a 

very important role in contributing to joint venture success. Like the argument 

of Wong and Yu (2003), a positive and pleasant shopping experience would be 

likely to lead to repeat visits, loyalty, and even free advertising and promotion 

consumers to recommend the shopping centre to others. Hence, customer 

perceptions would be the key issue to evaluate the brand performance of joint 

ventures. 

 
An important commentary with Wong and Yu’s research (2003) is the main 

purpose of their research more concerned about the consumers’ perception. 

The joint venture shopping centres are just the targets (location background) to 

collect data. Therefore, they attempted to define the factors influencing 

consumer brand perception toward brand image of joint venture shopping 

centres in the first- and second-tier cities, not concerned the performance or 

contributions of parent companies of these joint venture shopping centres for 
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the brand image. They also did not discuss brand performance of the joint 

venture vis-à-vis local. These will present valuable research gaps for the 

thesis. 

 
To conclude, companies can add values to their products, and enhance the 

good image of the company among customers through joint venture branding. 

It will help the company enrich its production lines and attract more potential 

customers. Companies can utilise joint venture brands smartly by choosing the 

right partners, which can result in the value creation of the corporate brands 

and other obvious benefits. When creating or developing joint venture brands, 

customer perception will be the major point to concern and the current 

research related to the joint venture brand literature is limited and the scale of 

discussion brand alliance issues based on China is also small. 

 
3.6 JOINT VENTURE LITERATURE 

Joint ventures as the most popular invest form for Chinese automakers 

especially SOEs to adopt have been applied since 1979 (Wang, 20036). 

According to the BCG report (Roos, Khanna, Verma, Lang, Dolya, Nath, and 

Hammoud, 2013 6 ), the number of joint venture transactions grew at a 

compound annual rate of 4% globally, and China as an example absorbed 

over 118 trillion US$ foreign investment in 2013 and increased 1% in 2014 

(China statistics website). These figures demonstrate the joint venture as a 

business entity created by two or more organizations has become the most 

important business investment form for the international business, especially in 

the emerging markets. In this section, it will review the essential information of 

joint ventures, and then review the joint venture issues in China to navigate the 

academic discussion for the joint venture in China auto-market, 

 
According to the academic discussions, it shows that financial interests will be 

the primary purpose of joint ventures, especially for companies and countries 

attempting to attract the overseas investment (Oliver, 1990; Nian, 1999). In the 

BCG report, it comments that companies pursuing joint ventures are normally 
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objective-oriented, such as faster entering a new market, acquiring expertise, 

increasing production scale/efficiencies/coverage, or accessing to distributor 

networks. It is necessary for partners to set up clear strategic objectives and 

expectations for a successful relationship and develop a tailored partnership 

strategy (Roos et al., 20137). 

 
Other literature, in addition, comments on joint ventures from the beneficial 

approaches. Some literatures advice that firms with joint ventures might get 

opportunities to gain complementary resources and knowledge in which they 

lack relative competitive advantages (Kwon, 2008; Lambe, Spekman and Hunt, 

2002; Yao, et al, 2013). Some researchers, furthermore, comment that 

alliances can explore new and different ideas about product design, concepts, 

and development, and they even can break away from previously specified 

rules and procedures (Das and Teng, 2000; Fang and Zou, 2009). 

 
From the objective and beneficial approaches to review the literatures of joint 

ventures, it demonstrates the advantages of this special format of alliances. 

However, there are some potential risks also being reported in the literatures. 

For example, Yang and Lee (2002) summarised the existing literatures and 

addressed conflict issues of joint ventures, such as differences in culture, 

traditions, and value systems. Wu, et al (2001) established a risk significant 

index for joint ventures in China, and argued that overseas parties were 

normally in the risky position because of the financial investment. Hence, the 

foreign companies should be cautions to build joint ventures with local 

counterparts. 

 
For the joint ventures in China, both pros and cons information have been 

discussed in the academic literatures. Hence, latest discussions are focusing 

on how to handle successful joint ventures in China. In Yang and Lee’s (2002) 

argument, they highlighted that one of the major purposes of international 

organisations to set up joint ventures with Chinese local companies was to 

avoid the trade barriers, and then access China huge market. They utilized the 
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Analytic Hierarchy Process (AHP) model to analyse the major influence factors 

for the joint venture success in China, which included political factors, 

economic factors, cultural factors, societal factors, and managerial factors. 

They concluded that foreign investors should identify and incorporate key 

success factors into long-term business strategies and policies to enhance 

their business opportunities in China (Yang and Lee, 2002). 

 
In the research of Yao et al. (2013), they argued that most foreign companies 

and local Chinese companies aimed to gain access to each other’s 

complementary knowledge bases via joint ventures. They suggested that a 

strong learning culture of the joint venture would significantly enhance effective 

knowledge complementary. On the country, the departmentalization of 

organizational structure within the joint ventures normally significantly hurt the 

effectiveness of knowledge absorption. 

 
Two interesting researches toward the joint venture issue in China must be 

highlight here are related with the Chinese automobile manufactures. One 

research is focusing on two joint ventures formed by SAIC, SVW and SGM, to 

reveal lessons from joint venture experiences of the China auto sector (Nam, 

2011). It demonstrated that joint venture would be generated positive 

outcomes when the partner firms were very similar while the Sino-foreign joint 

venture practice made the joint venture going with the foreign partners and left 

the local companies. As a result, Nam (2011) argued and concluded that the 

Sino-foreign joint venture might meet the rapidly growing local demands for 

passenger vehicles, but it failed to incubate technologically competitive local 

firms within a short period of time. 

 
The other interesting research related with joint venture issue in the Chinese 

auto sector is focusing on FAW. Unlike other joint venture discussions, 

Montoya (2012) studied the ephemeras joint venture between two companies 

from developing countries, i.e. FAW from China and Salinas Group from 

Mexico, and found that joint venture among developing country firms revealed 

an implicit assumption of a tension due to helping an industry competitor and 

gaining market knowledge and technology. In addition, this research  revealed 
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a unique challenge among joint venture of developing country firms, which is 

they have to face the perceived disadvantage of lower quality of products 

created by developing country firms (Montoya, 2012). Hence, FAW has take a 

brave tentative in the international joint venture, but there is still a big gap for 

the developing country firms to fulfil. 

 
The economic reforming and the WTO membership assessment have caused 

too much pressure on state-owned enterprises in China. Most of domestic 

companies, especially in some focal industries, attempt to solve the conflicts 

between rapid growing market demands vis-á-vis lagging production through 

joint ventures. The central government also promote the alliances with foreign 

companies to gain the complementary knowledge in technology and 

innovation. However, the fact is joint venture more going with foreign firms and 

the domestic companies fail to incubate their technological and innovative 

capacities. From the marketing approach, to solve this problem, a reasonable 

approach for domestic companies is to be entrepreneurial orientation in order 

to enhance their corporate brands through forming strategic alliances or other 

brand creation strategies that is a better choice for them to follow. 

 
3.7 GAPS IN THE LITERATURE 

In this thesis, it concerns the branding issues in terms of corporate branding, 

corporate brands versus product brands, allied brands and joint venture 

branding, and approaches the joint venture sector to figure out the literature 

outcomes and contributions. The previous research has done a great job for 

these issues, but there are still some gaps need to be filled in. 

 
For the literature of corporate branding, researchers have put much effort to 

clarify the basic issues of corporate branding, for instance the importance of 

corporate branding, the fundamental elements of corporate branding and the 

differences between corporate brands and product brands (Aaker and 

Joahimsthaler, 2000b; Keller, 2013; Kirmani et al, 1999). Surprisely, the 

linkage between corporate brand attitudes and product brand attitudes not 

attracted  enough  attentions.  The  current  literature  toward  this  issue have 
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discussed the comparison of the differences between corporate branding and 

product branding (Balmer, 2001b; Hatch and Schultz, 2001; Leitch and 

Richardson, 2001). Some empirical studies have conducted to research the 

effects of corporate brands on product brands, but only the Collins-Dodd and 

Lindley (2003) has closely examined these two concepts, so the current 

literatures do not provide enough evaluations for different type of corporate 

brands which may achieve different brand effects to influence the product 

brand performance of the companies. It might be got variety results if different 

types of corporate brands transfer their images to their product brands. Hence, 

it is very interesting and valuable to observe the influences of different 

corporate identities to transfer the corporate brand image to their products. 

 
Few current literatures, in addition, have compared the relative effectiveness 

of corporate brands versus product brands in influencing consumer purchasing 

decisions. The outcomes of this issue will be valuable for both academic and 

managerial arenas to judge about the effectiveness of the corporate branding 

versus product branding. It will be very important for companies to understand 

the customer purchasing behaviours further with the different effectiveness of 

corporate-level and product-level brands. 

 
Researchers like Aaker, furthermore, have proposed a powerful brand 

relationship spectrum to discuss the corporate brand strategies. Nevertheless, 

they only examine the international companies in North-America or Europe, so 

to extension the research scheme of the brand architecture to Asia, i.e. China, 

it will be a good approach to fit the literature gap. 

 
In the recent decades, the performance of enterprises in emerging market has 

caused a lot of attention in academic area because they have encountered a 

lot of difficulties. Chinese government promote joint ventures among domestic 

companies in order to update and enhance technological or managerial 

system, however, it still needs further observation and research whether these 

domestic companies and their JVs achieve their initial targets, in terms of 

corporate brand promoting or high customer satisfactions. Meanwhile, 

comparing the pure domestic corporate- or product-branding with the joint 
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venture brands, what the major gaps between them and whether the pure 

domestic brands really get benefits from the joint venture brands or face more 

fierce competition, these issues will be more value for further studies. 

 
A recent review of branding in China (Balmer and Chen, 2015) suggests that 

brand development strategies could be either home grown or through some 

sort of Western alliance. Home grown could be mainstream, such as Huawei 

or using corporate heritage, such as Tong Ren Tang (Balmer and Chen, 2015; 

see also Schroeder et al., 2015 in their study of Shanghai Tang and Shang 

Xia). Western alliances include explicit alliances, such as Air China and the 

Star alliance or through joint venture such as the Shanghai Automobile 

Industry Corporation. Empirical evidence is limited on all of these choices. In 

particular, there is limited quantitative research about home grown domestic 

brands in mainstream industries. Nor is there much choice about comparing 

pure domestic Chinese brands with joint venture brands made in China. 

 
As a result, there is a gap in applying corporate- and product- branding ideas 

to domestic companies and their joint ventures in China. Hence, an interesting 

topic can be researched in this thesis will be observing and defining factors 

which will influence the linkage between corporate level and product level 

brands in the automobile sector in China. 

 
3.8 CONCLUSION 

The branding issue and joint ventures are the two major literatures reviewed in 

this chapter. The branding issues are mainly focusing on corporate branding 

and the linkage of corporate and product brands to demonstrate the current 

literature outcomes and gaps in the branding sectors. The current literature 

shows that the brand issues have developed well in the academic arena while 

most of the research targets are international or transnational corporations 

from the developed countries. 

 
The joint venture in Chinese auto sector present highly connects with the 

foreign partners. Comparing to their joint ventures, the domestic companies in 
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the automobile industry need to adopt more strategic approaches from the 

marketing approach, i.e. paying attention on the influences between corporate 

brand and product brand and figure out the gaps between joint venture brands 

and pure domestic brands. Therefore, the literature gaps present great 

opportunities for this thesis to fulfil and it will discuss the research design 

details in Chapter 4. 
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4.1 INTRODUCTION 

This chapter proposes the research questions and hypotheses for this thesis. 

The research question aims to discover what factors have influenced the 

transfer of corporate-level brand evaluations to product-level  brand  

evaluations in the Chinese automobile industry? Importantly, the chapter 

formulates a potential model to connect the relationships among product brand, 

corporate brand and the attitudes of customers. 

 
This chapter will further propose and discuss hypotheses related to the 

potential model. To get a good understanding of the brand evaluation factors in 

Chinese auto market, this thesis will focus on the major influencing factors 

from the corporate-level to discuss the impact of corporate-level brand 

evaluations on the brand attitudes of the product-level brands. Hence, it will 

propose hypotheses focusing on the own-company corporate brand, the joint 

venture corporate brand, the foreign (joint venture) partner corporate brand 

and the dealer corporate brand in terms of their impact on product brand 

attitudes. 

 
4.2 RESEARCH QUESTIONS 

This thesis aims to explore the factors influencing product-level evaluations in 

the automobile industry in China. The domestic enterprises and their joint 

ventures have been selected as the major research targets. According to the 

previous chapters, it shows that Chinese automakers attempt to promote their 

product  and  corporate  brands  through  two  general  approaches:  one  is 

developing their own brands individually, and the other is to cooperate with 

foreign partners to get the alliance advantages (Gao, 20038). 

 
With the research focus on domestic automakers and joint ventures in China 

automobile industry, it indicates that in order to achieve a high reputation 

among customers, most domestic automakers could pay attention in the 

product and corporate brand creation strategies and put their efforts in two 

traits: one is negotiating with global  auto-manufactures, e.g. Toyota,  General 
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Motor and Volkswagen etc., to building stronger partnership; and the other trait 

is creating high national made image among customers to support the local 

product car brands and car dealerships (Zhu, 2000; Gao, 2003). The first trait 

can help domestic automakers enjoying good partnerships with their alliances 

and share the reputation of their alliances to promote the domestic automakers 

as international auto-producers globally. The second trait will help domestic 

automakers to get high support from the domestic government since they are 

not only promoting national brands but also benefit the local and national 

economy. 

 
According to the above discussion, it shows that it is necessary to figure out 

navigations or models for domestic automakers to develop their product 

brands no matter through internal efforts or allying with foreign counterparts. 

The main purpose is to define the factors influencing the brand evaluations for 

product-brands to enhance the brand development for Chinese automakers. 

The clarified brand evaluation factors will help Chinese automakers to adjust 

their own situations with the turbulent environment in order to achieve the 

sustainable strategic advantages. Hence, this thesis will base on these issues 

and propose the research question as: What factors have influenced the 

transfer of corporate-level brand evaluations to product-level brand 

evaluations in the Chinese automobile industry? Focusing on the research 

target, i.e. FAW and the situation of the branding issues in China automobile 

industry, this research question can be evaluated by four research sub-

questions to conduct the further discussion: 

 
Research Sub-question 1: Do corporate (own-company) brand attitudes 

influence associated product (own-company) brand attitudes in the automobile 

sector in China? 

 
Research Sub-question 2: Do joint venture brand attitudes influence joint 

venture product brand attitudes? 

 
Research Sub-question 3: Do foreign (joint venture) partner brand attitudes 

influence joint venture product brand attitudes? 



50  

Research Sub-question 4: Do dealer brand attitudes influence associated 

product brand attitudes? 

 
4.3 THE POTENTIAL MODEL AND HYPOTHESES 

A good brand image is highly and positively related to the customer 

behaviours, i.e. customer intention (Fornell, 1992). Collins-Dodd and Lindley 

(2003) establish a link between consumers’ store corporate brand image and 

perceptions of the same store’s own product brand image. Vahie and Paswan 

(2006) attempt a more limited model which is not easy to interpret. However, 

their results seem to support a linkage between store image and store brand 

satisfaction. Their findings indicate the effects of retailer brand on the product 

brand, and explain the linkage between retailer and its own product. 

 
Corporate branding is a useful approach for companies to communicate with a 

variety of stakeholders, and create a superior image among them. It has 

powerful influence on all the products in the company, and can add value to 

them (Aaker and Joahimsthaler, 2000b; Daffey and Abratt, 2002). In addition, 

corporate branding requires high managerial skills. It can stimulate top 

management to be innovative and creative, and adopt more suitable marketing 

strategies (Hatch and Schultz, 2001). 

 
Brand alliance, nevertheless, can add value to companies’ products, and 

enhance the good image of the company among customers. It will help the 

company enrich its production lines and attract more potential customers 

(Lafferty and Goldsmith, 2003). Companies can utilise brand alliance smartly 

by choosing the right partners, which can result in the value creation of the 

product brands and other obvious benefits. Chinese customers are diverting 

their attention from foreign brands to domestic counterparts (Melewar et al, 

2003), which indicate that local car producers should utilise this trend to 

enhance their own brands while foreign auto players should build alliances to 

transfer COO image among Chinese customers (Chan, Cui and Zhou, 2009; 

Shen, Dickson, Lennon, Montalto and Zhang, 2003). Thus, the thesis posits 
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that if the general attitudes of Chinese customers towards car manufactures 

and themselves are positive, they will have a good attitude towards their car. 

 
To effectively frame the brand evaluation factors in China automobile industry, 

especially to assist answering how brand or other related issues affect the 

behaviours of Chinese customers, this thesis proposes a model to define the 

influencing factors (refer to Figure 4.1). 

 
Proposed Model: the Effects of Corporate Brand influencing Product 

Brands on Customer Behaviours 

 
Figure 4.1 a Model of Evaluation Factors Influencing on Customer Car Brand Attitudes 

and Repurchase Intentions 

 

Based on this model, it presents the following assumptions: customer attitudes 

toward  car  brands  will  be  influenced  by  the  producers,  e.g.  domestic 

FAW brand 
attitudes 

H1 

FAW-VW brand 
attitudes 

H2 

Customer car 
brand attitudes 

H3 
VW brand 
attitudes 

H4 

Dealer brand 
performance Customer car 

brand repurchase 
intentions 

Customer car 
brand satisfaction 

Brand personal 
reflection 



52  

automaker, or joint ventures. For the joint venture brands, it might be also 

influenced by the reputation or brand image of the foreign (joint venture) 

partners. Car dealers play an important role to promote the car brands, so it is 

important to define the dealer influences on the customer attitudes toward car 

brands. 

 
The potential model assesses car brand attitudes in China and evaluates the 

influence of various corporate brand associations. The dependent variable to 

be explained is consumer brand attitudes to the specific car that they drive. 

The independent variables include the following corporate brand associations: 

 
 A pure corporate brand association from the parent company (FAW) 

 A joint venture corporate brand, reflecting the joint venture between FAW 

and Volkswagen. 

 A pure corporate brand of the joint venture partner, Volkswagen 

 A car dealer brand (through which the car is sold to the public) 

 

Researchers normally define corporate brands/branding from a strategic 

approaches, e.g. Balmer (1998) summarising corporate brand attributes as 

CITE, i.e. ‘cultural’, ‘intricate’, ‘tangible’, and ‘ethereal’. Aaker and 

Joahimsthaler (2000 a, b) contribute to the corporate brand architecture 

domain, by proposing four brand routes: house of brands, endorsed brand, 

sub-brands and branded house. Other researchers also compare the 

corporate brand and product brand to figure out the benefits of organisations 

with positive corporate brand images (Knox, 2004; Hatch and Schultz, 2001; 

Leitch and Richardson, 2001) These literatures indicate that the corporate 

brand as an umbrella for all individual or product brands to enjoy strategic 

benefits. Based on the independent variables of potential model, it assumes 

that the brand of domestic automakers will influence customer attitudes 

toward their car brands, so the first hypothesis can be developed: 

 
Hypothesis 1: Positive (FAW) corporate brand attitudes will increase 

consumer product brand attitudes. 
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Chinese automakers often adopt a strategic alliance to enhance their 

capabilities, consequently, a lot of joint ventures have been established in the 

past decades (Yip, 2000; Gao, 20039). Hence, the corporate brand image of 

joint ventures will be a considerable dimension. The brand researchers have 

demonstrated  that  brand  alliance  can  provide  reassurance about  the true 

quality of the product, and the enhancement of the attributes available in a 

product (Rao and Ruekert, 1994). It also defines the CBA to illustrate the 

long-term and deeper bond between two alliance organisations (Lafferty and 

Goldsmith, 2003). Therefore, the performance of the alliance brand will benefit 

the product brand to achieve positive customer attitudes. So, it proposes that: 

 
Hypothesis 2: Positive (FAW-VW) corporate brand attitudes will increase 

consumer product brand attitudes. 

 
One of the independent variables is a pure corporate brand from the joint 

venture partners in the potential model. It is regarded as an important issue 

because of the COO impacts in the Chinese market. Researchers have found 

that the purchasing behaviour of Chinese customers are not only affected by 

the product-related brand-image dimension, but also consider the umbrella-

brand image, i.e. country image and corporate image (Hsieh, et al, 2004; 

Keller, 1993). This behaviour also has been proved in the automobile market 

which shows that the COO is an influencing factor for customers to purchase 

auto, especially in the emerging market (Rekettye and Liu, 2001; Lawrence, 

Marr and Prendergast, 1992). Accordingly, the foreign partner of Chinese 

automakers will be an important point to affect customers’ product brand 

attitude. The hypothesis is: 

 
Hypothesis 3: Positive (VW) corporate brand attitudes will increase consumer 

product brand attitudes. 

 
To ascertain the linkage between corporate brand attitudes and product brand 

attitudes, another factor being considered is dealer performance. The previous 

 
9   

On the internet reference lists 
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discussion has mentioned the research outcomes of Collins-Dodd and Lindley 

(2003) and Vahie and Paswan (2006). However, their results seem to support 

a link between store image and store brand satisfaction – falling short of 

explaining store brand image or attitudes. Again, another more narrow (from 

our perspective) follow-up article is Diallo (2012), who does not directly link 

store (corporate) image perception with store brand (product) image 

perception, but an indirect link with store brand purchase intention is 

established via the ability of store image perception reducing the perceived risk 

towards store own brands. A third follow-up study, Wu et al (2011), does more 

explicitly test for the link between store (corporate) image and private label 

(product) image, but the link is insignificant. Therefore, the current researches 

approach the dealer brand issues normally concentrate on the relationship 

between the dealer (corporate) brand and its own product brand. For the 

automobile industry, dealers, as a vital retail intermediary, play an important 

role to communicate to consumers, so the hypothesis regarding the dealer 

issue will be: 

 
Hypothesis 4: Positive (dealer) corporate brand attitudes will increase 

consumer product brand attitudes. 

 
The positive brand attitudes towards product, corporate and dealers will 

indicate a good image toward product and corporate brands, which may result 

the customers’ behaviours as repeat purchasing. This rule has been examined 

by Hsieh et al (2004), who define the relationship among product, corporate- 

and country-image dimension and purchase behaviour in multiple countries, 

and argue that consumers’ attitudes toward corporate image and country 

image exert effects on their brand purchase behaviours. Furthermore, 

product-brand personality is more significant in affecting purchase intention, 

while company-brand personality will have the same effects on purchase 

intention if its brand personality characteristics are important to an individual 

(Biel, 1993; Sirgy, Grewal and Mangleburg, 2000; Wang et al., 2009). 

 
Researchers have defined that consumers interact with brands in ways that 

parallel their social relationships and govern their interpersonal relationships 
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might govern their brand relationships (Sook Kwon, Kim, Sung, and Yun Yoo, 

2014). Targeting on the virtual environments, Sook Kwon, et al (2014) argued 

that consumers showed identification with a brand and its community, 

commitment, loyalty to the brand and willingness to recommend the brands to 

others by participating in a variety of marketing communications. Hence, brand 

repurchase intentions, as discussed by some scholars, will be the most 

reasonable consequence for consumer behaviours if they have positive 

evaluation with a brand (Yeh and Choi, 2010). According to the literature 

concerns, it can propose that the positive satisfaction and attitudes toward a 

car brand and its manufacture and dealers will result in another outcome—

customer repurchase intentions. Therefore, with the hypotheses, this thesis 

will focus on the corporate-level and product–level brand evaluation factors to 

define the linkages between corporate brand attitudes and product brand 

attitudes, which will indicate and consequent on the customer repurchase 

intentions and other positive behaviours towards the brands. 

 
4.4 CONCLUSION 

The major concern of this research is attempting to explain the factors 

influencing product brand evaluations in the China automobile industry. Based 

on this mission, this chapter is proposing four research sub-questions to 

evaluate the core-related factors in the brand evaluations in the auto-sector. 

These factors will address how corporate-level brand factors influence 

customer product brand attitudes, and results in customer repurchase 

intentions. To be specific in this thesis, it shows that in the China automobile 

industry, a good corporate brand image may result a good customer attitude 

towards the product brand; and a good customer attitudes towards the product 

and corporate brand may result in the customer intention to buy again. 

 
To illustrate these assumptions, this thesis develops a model to explain the 

consequences of brand performance and customer behaviours. Each of the 

research assumptions developed from the model matches with each 

hypothesis. This method is more effectively demonstrating the relationship 

among variables and will be easier for this research to access. The specific 
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research focus will benefit the following chapters to arrange data collection and 

conduct data analysis. 
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5.1 INTRODUCTION 

This chapter will describe the data collection process as well as other 

methodology issues. Consistent with the Chapter 4 model design and 

hypothesis development, the appropriate methodology is quantitative. Hence, 

the survey form has been selected and designed to assist the discovery of the 

factors influencing brand evaluation factors of product brand attitudes in the 

automotive industry in China. 

 

In order to have a thorough understanding of how to do research in China, this 

chapter will discuss relevant methodological issues. These issues will affect 

the accurate and quality of the data collected in the Chinese context. It is also 

necessary to clarify related ethical issues. Because of the population, 

geographic and industrial specialties in China, the ethics awareness is totally 

different comparing to Western counterparts and selecting representative is 

very necessary rather than going to mess collection. These discussions will  

be useful to define the target population since a good target selection is very 

important for the research result. For the further methodological discussion, it 

will demonstrate the data collection information and the survey instrument 

design. The data has been tested firstly in order to achieve good performance 

in the formal survey. At the end of this chapter, it will clarify some problems to 

conduct the survey and provide the future recommendations. 

 

5.2 RESEARCH DESIGN 

A quantitative research design is appropriate when the research domain 

contains relatively well-known constructs which is the case in the current 

research project. Compared to other research methods, quantitative research 

presents a more positivist approach in that it tries to understand and measure 

the relationships between identifiable constructs, especially when research is 

conducting under an unknown conditions and the quantitative method will be 
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more accurate to provide the real ideas or results. It also gives the benefit of 

being able to consider the possibilities of generalisability between different 

contexts, predicting outcomes and explaining causal relationships (Siegle, 

200610). 

 
The quantitative research method normally goes to two strategies of inquiry: 

experiments and surveys. Experiments include true experiments which will be 

appropriate to discover whether certain variables produce effects in other 

variables (Cooper and Schindler, 2003). Surveys normally use a questionnaire 

or structured interviews for data collection. It is intended to generalise from a 

sample to a population (Babbie, 2001). This research intends to get the 

attitude and opinions from auto-users toward particular auto brands. It is 

suitable to collect data from variety participants and use the SEM structural 

model to analyse the cause-result of data to prove hypotheses. Therefore, the 

survey design will be more applied in this research rather than experimental 

design or other research methods. 

 

Another reason to use quantitative research method is based on the current 

research situation among Chinese academics. The Chinese academics 

normally adapt qualitative research since it is not easy and familiar to conduct 

quantitative research in China. It is easy to find some discussion papers 

regarding China issues while few of them present an ideal result with data 

analysis. However, in this research, we will adopt the survey to collect data 

because of the location advantage and the qualifications of the participants. 

The FAW-VW has built two factories in Jilin province and the products of this 

company are the most popular cars in terms of sales. Meanwhile, Changchun 

is the base of FAW since the factory was established, and the city has created 

a very good auto-culture, therefore, it will be much easier to get responses 

 

10   
On the internet lists 
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from participants when talking about their automobile. It can be considered as 

a good approach to utilize quantitative research to enlarge the academic 

research regarding the auto issues in Changchun. 

 

5.3 SURVEY INSTRUMENT 

When we attempt to communicate with participants, the communication 

approach, say survey, can be considered as a primary data collecting 

approach because of its versatility. According to the checklist of survey design 

method, a good survey design should be contained the following characters 

(Creswell, 2003): 

 Stated clearly about the purpose of a survey design 

 Mentioned the reasons for choosing the design 

 Identified the nature of the survey 

 Mentioned the population and size of the population 

 Stratified the population and described how to do it 

 The size of people in the sample and clarified the choosing basis 

 Navigated the procedure for sampling these individuals, e.g. random or 

non-random 

 Clarified the instrument being used in the survey and the people develop 

the instrument 

 Addressed the content areas in the survey 

 Navigated the procedure being used to pilot or field test the survey 

 Listed the timeline for administering the survey 

 Figured the variables in the study and presented the cross-reference of the 

variables with the research questions and items on the survey 

 

The survey is designed based on its ability to answer the hypotheses proposed 

in this research. It has to measure the factors influencing the product brand 

attitudes in automotive industries. The major  parts of the survey will  focus on 
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section B-F are concerned the attitudes of customers when they purchase or 

use particular brands. It not only considers the general factors of the 

customers to make their car decisions, but also relates with the reputations of 

car producers and the dealers to reflect the hypotheses of this research. 

 

The survey is divided into eight sections which focus on customers who owned 

at least one car which brand is Bora, Sagitar, Hongqi or Besturn. Bora and 

Sagitar are produced by the joint venture (FAW-VW) and Hongqi and Besturn 

are produced by FAW. 

 

Section A presents questions to confirm the participant driving or driven the 

right car brand. It is important for the participants to own or ever purchase one 

of the four selected brands. The main reason is to confirm each respondent 

has adequate knowledge about the car product brand in reality to effectively 

and accurately answer the questions. This will help build validity for the data. If 

the respondent does not own one of these four brands then they are not invited 

to participate in the survey. 

 

Section B is the general factors influencing on the participants’ car purchasing 

decisions, such as low price, product performance, economy, comfort, 

reliability, designing style, the country of produce, brand status, and reputation 

of manufacturer. 

 

Section C is the general attitudes on the four-brand cars, Hongqi, Besturn, 

Sagitar and Bora. For example, the period the owners driving the car, the 

repeat purchasing of the car, the former or current vehicle the customer driving, 

and general opinion about the four-brand cars. 
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Section D, some further questions are asked related with the actual 

performance of the four-brand cars. These questions are similar with the 

general factors which are presented in the first part of questions. 

 

Section E includes questions were related with the reputation of parent 

companies of the four-brand cars. All the questions were regarding the 

reputation and performance of these companies. 

 

The last three sections are enquiry the participants to talk about their future 

purchasing decisions, some opinions towards the dealers and some personal 

information, such as living and working place, education level, career, 

marriage, income and age group. 

 

The research designs the survey in a structured approach, using mainly closed 

scaled questions. The scale is from 1 to 7 which indicates the attitudes of 

participates towards the questions are anchored from strongly disagree (scale 

1) to strongly agree (scale 7, refer to Table 5.1). 

 

 
Table 5.1: Scales of Answers 

 

1. 2. 3. 4. 5. 6. 7. 

Strongly 

 
disagree 

Moderately 

 
disagree 

Slightly 

 
disagree 

Neither 

 
agree/disagree 

Slightly 

 
agree 

Moderately 

 
agree 

Strongly 

 
agree 

 
 

5.4 DATA COLLECTION DESIGN 

Because of the cultural differences, it is not easy to do market surveys in China 

historically. The main reason is Chinese customers are self-protected seriously 

and dislike to express their own opinions, especially after the ten-year culture 

revolution which has resulted in a low trust level among people. Sometimes 

they simply think you (the interviewer) are a waste their time even though they 
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might have nothing to do at that moment. However, with the economic 

development and the deepening of globalization, more and more Chinese, 

especially scholars and marketers realise that utilising survey forms to collect 

data is a better approach to analyse research questions (Cooper and Schindler, 

2003). Hence, the survey as a research approach has been widely used and 

accepted by Chinese customers slowly. Meanwhile, in order to find the suitable 

method to ask Chinese participants questions, it is better to test the survey 

before the formal version being used. As a result, the data collection has been 

divided into two steps: testing data collection and formal data collection. 

 

Another issue need to be aware to do research China is considering the high 

power distance culture background. The power respect is serious in China and 

it is not easy to get contact with the high level people even through the ‘Guan 

Xi’ network, they may still refuse to be interviewed. 

 

Furthermore, doing research in China should consider the accurate and the 

quality of the survey. Unlike in Australia or other western countries, Chinese 

seldom have the training to cooperate with surveys or other research 

methodologies. It normally results the unrealities of the research. Hence, it is 

not a good idea to do the survey by mailing (Creswell, 2003). Another 

interesting point is doing the survey by phone is also not suitable for China at 

the moment because the telecommunication is very costly for Chinese 

consumers, especially for mobile phones (Creswell, 2003). If you contact 

participants by calling their office or mobile phones, you normally result a 

higher failure rate. 

 

As the above discussion suggests, it is important to get the understanding of 

issues to do research in China and the current research does understand 

these concerns and subsequently designed the methodology in a proper way. 
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5.5 ETHIC ISSUES 

For the ethical issue, it normally refers to the humanity or animal research 

which might result in causing discomfort on participants (Cooper and Schindler, 

2003). This research intends to contact people who own cars produced by 

FAW and FAW-VW. It’s going to refer some topics in the case of participant’s 

private information, say marriage status, income of household, etc. it also asks 

for personal opinions in terms of qualification of their suppliers. If they don’t 

want to express their thoughts or attitudes, there is no pressure put on them. 

When conducting the survey, procedures have been adopted properly. In 

addition, to getting the survey satisfying the requirement of ethical issues, this 

research has completed the ethical clearance inspecting by the ethical office of 

Griffith University. The GU reference number is MKT/30/07/HREC. 

 

For the necessary to get the representative sample, it can be considered in the 

following points: first of all, the geographic issue is a big problem in China. It is 

hard do a national wide research, and selecting the particular research targets 

is a more reasonable approach to conduct research. Secondly, the 

demographic variety also need be considered to get a representative sample. 

The income level is variable in China and automobiles, especially cars, have 

become part of major private purchasing only in the recent decades (Zhu, 

2000). Comparing the car owners to the population in general, the rate is still 

lower than western society. 

 

The local support of the car industry is another consideration for this research 

since the auto brands present geographic variety because of the location of 

auto factories. Furthermore, the industry is dominated by major automakers 

who present the core business in China although the number of automobile 

producers is not low (Zhu, 2000). These domestic major auto-players are 

running  their  business in  a  similar  way,  joint  ventures,  to  expending their 
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market and strengthen their capabilities. Hence, targeting on one of these 

major auto-players would be much easier than contacting all of them. 

 

5.6 TARGET POPULATION 

From the geographic view, the target population focuses on urban cities rather 

than the rural area in China. The main reason is the infrastructure in China is 

still developing in the rural area. For farmers and peasants, they are more 

likely to purchase trucks or vans rather than cars. Meanwhile, the percentage 

of car owners in cities keeps increasing. There are huge potential in cities and 

the sales increasing very fast in urban area. 

 

From the demographic view, the consumption status in China is verified. 

Normally, the economy development is very fast along the southeast regions 

while the northwest parts are less developed. However, the car purchasing is 

similar among the capitals in China since the up-date-cars always firstly arrive 

in these major cities. 

 

From the industrial view, three major automobile factories are located in China: 

FAW in Changchun, DMC in Wuhan and SAIC in Shanghai. These three 

factories cover a big percentage of market shares, e.g. these three companies 

occupied 48.7% of total sales in automotive market in 2008 (up to 2015, the 

situation is still not changed too much)11, and each of them has alliances with 

more than one auto giant worldwide. Meanwhile, the local protection is also 

serious in China. For example, in Shanghai, if you purchase the other factories’ 

brands, it will be very costly compared to the brands of SAIC (Zhu, 2000). The 

same thing has happened in every place. Hence, it is geographic significant to 

do the research regarding the auto information. It is also necessary to select 

the survey targets based on industrial locations. 

11   
The data is calculated based on the information from caam.org website. 
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For this research, the reason to choose Changchun as the target place to do 

the research is FAW is located in Changchun, the capital of Jilin Province, and 

FAW is the only automobile SOE which have intellectual property of 

automobile brands. Hence, it will be more valuable to do research about that 

and it will be easy to get the information. 

 

5.6.1 THE NATURE ABOUT JILIN PROVINCE 

Jilin Province is located in the Northeast of the People's Republic of China. It 

borders North Korea and Russia to the east, Heilongjiang to the north, 

Liaoning to the south, and Inner Mongolia to the west. 

 

Jilin is not only playing an important role in agriculture to support the nation, 

but also one of the heavy industrial bases in China. Industry in Jilin is 

concentrated on automobiles, train carriages, iron alloy, Chemicals and 

Biological medicines. In 2008, the nominal GDP of Jilin province totalled RMB 

642.4 billion (US$92.5 billion), a year-on-year increase of 16 percent (the GDP 

has reached at RMB 1427.4 billion by 2015, but the increasing rate dropped to 

6.5%)12. 

 
5.6.2 THE NATURE ABOUT CHANGCHUN CITY 

As the capital and largest city of Jilin province, Changchun acts an important 

transportation and communication hub of Northeast China. According to the 

information in 2007, Changchun has a population of 7.46 million, including 

counties and county-level cities. The urban districts have a total population of 

3.58 million (the population increasing to 7.55 million by 2014). The city 

achieved a GDP of RMB208.9 billion, having increased two-fold over 5 years, 

especially  the  secondary  industry  output  experienced  an  increase  of 22.1 

 
 
 

12   
The GDP information is collecting from the government website of Jilin Province. 
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percent, reaching RMB104.9 billion by 2007 (the GDP is 553 billion in 2015, 

and the increased rate is 9.3%)13. 

 
‘China's Cincinnati’, that is one of Changchun’s better known nicknames 

because the city has the largest automobile manufacturing base in China. It 

produces 20%, 50%, and 10% of all automobiles, passenger trains, and 

tractors made in China (Changchun website). The city is also the biggest 

automobile research and development centre in China. The first Chinese truck 

and car are made in Changchun. FAW (First Automotive Works) Group is 

headquartered in Changchun. The automaker's factories and associated 

housing and services occupy a substantial portion of the city's southwest end. 

Specific brands produced in Changchun include the Hongqi luxury brand, as 

well as joint ventures with Volkswagen, Mazda and Toyota (FAW website). To 

booming the automotive industry, Changchun hosts the yearly Changchun 

International Automobile Fair and other exhibitions (Changchun website). 

 

Changchun is a city with great potential. However, like many northern cities, it 

still is trying to resolve major difficulties. The city is increasingly faced with 

competition from nearby cities, seeing its dominance of the northeast as a 

regional industrial powerhouse diminish as other nearby cities continue to 

narrow the gap (Changchun website). The central government has changed 

the focus to the Northeast part of China during the period of Hu Jintao as the 

Chairman of the country, and the purpose was aimed to enhance the heavy 

industrial position in the Northeast part and attempt to fasten the economies in 

this area. With the ‘One Belt and One Road’ strategy in the current period of 

President Xi Jinping, Changchun will gain more advantages as one important 

city in the Northeast of China (Changchun local gov website). 

 
 
 

13   
All the data are collecting from the local government website of Changchun. 
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5.7 DESIGN ISSUES ABOUT SAMPLING 

Although face to face data collection can avoid some problems occurring when 

doing mailing or other forms data collection, sampling error can occur in the 

selection of the sample in terms of the concentration or the delegation of 

samples (Cooper and Schindler, 2003). In this research, to avoid the sampling 

errors, it gets help from 20 interviewers to collect data. Each of them collect 

data based on the major districts of Changchun and the interview areas are 

variety, such as shopping centres, office car parks, and the accommodation 

parking areas. 

 

Non-response error will occur when participates may refuse to be interviewed 

or change their mind during the survey process (Cooper and Schindler, 2003). 

It’s normally happened in 50% of cases and the number will be much higher in 

China as mentioned before. To solve this problem, this research has 

suggested the interviewers start from people they familiar with. They have also 

been trained to be politely and presenting in a good manner when they doing 

the task. In order to motivate participates, this research provides a small high 

quality gift (an Olympic Snoopy toy) to participate to get their highly involved. 

 

5.8 DATA ANALYSIS 

Reliability Analysis is a technique to determine the scalability and reliability of 

a scale with multiple items (Cooper and Schindler, 2003). It also can be 

regarded as the fact that a scale should consistently reflect the construct it is 

measuring (Creswell, 2003). Hence, to get the results about the consumers’ 

view towards the FAW, VW and FAW-VW corporate and product brands, the 

reliability has been accepted based on the Cronbach’s alpha figures. All the 

related data will be examined the consistency of the questionnaire scale and 

the Cronbach’s coefficient will be tested. Based on the equipment capacities, 

SPSS 18.0 will be utilised as the major tool to do the reliability testing as well 
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as other data analysis parts. The results and detailed information will be 

discussed in Chapter 6 regarding the data reliability. 

 

Validity Testing refers the degree to which a test procedure accurately 

measures what it was designed to measure (Cooper and Schindler, 2003). The 

surveys have been sent to more than one thousand targets, and most of them 

have been replied. Only 715 out of 1000 are valid. For the validity testing, three 

major issues need to highlight: content validity, convergent validity and 

predictive validity. 

 

Content validity refers to the extent to which a measure represents all of the 

facets of a given construct (Cooper and Schindler, 2003). The factor analysis 

loadings will be the basis for conducting this test, to be shown Chapter 6. 

 

Convergent validity arises when all of the items converge on each other 

(Creswell, 2003). This is measured by a correlation matrix for all of the items in 

a given scale. Each scale will contain several items, and all scales need to 

examine all of the correlations across all items, with a view to having 

reasonably high inter-correlation among the scale items. Chapter 6 carries out 

this test. 

 

Construct validity is normally using to estimate the degree to which a test 

measures what it claims, or purports, to be measuring (Cooper and Schindler, 

2003). In Chapter 6, it will use AVE results to demonstrate the construct 

validity, and attempt to measure whether the construct components pass 

typical psychometric tests or not. 

 

Discriminant validity is opposite with convergent validity. It assesses 

amongst   the   composites  by  comparing  the   square  root  of  the Average 



70  

Variance Extracted (AVE) to the inter-correlations between each pair of 

constructs (Fornell and Larcker 1981). AVE will be used in Chapter 6 to 

demonstrate the discriminant validity. 

 

Structural equation modelling (SEM) is commonly utilised in the social 

sciences which includes a diverse set of mathematical models, computer 

algorithms, and statistical methods that fit networks of constructs to data (Wu, 

2010; Kaplan, 2007). The ability of structural equation models is to impute 

unobservable constructs (latent variables) from observable variables (Hancock, 

2015). They often invoke a measurement model that defines latent variables 

using one or more observed variables, and a structural model that imputes 

relationships between latent variables. The links between constructs of a 

structural equation model may be estimated using multivariate methods that 

enable more than one dependent variable to be estimated simultaneously 

(Kline, 2011). 

 

Overall, the thesis will establish a mathematical model in order to observe 

specific variables to predict construct relationships that the researcher is 

interested in. Generally, two sub-models will develop with the SEM: one is the 

various factors influencing the car product brand attitudes, and the other is the 

influences on the customer’s intention of repurchasing the same car product 

brand. For the first model, the independent variables are: car (product) brand 

satisfaction,  personal  reflection,  dealer  brand  performance,  FAW  and  the 

foreign partner (VW) corporate brand performance，the joint venture (FAW-VW) 

corporate brand performance, and the dependent variable is car product brand 

attitudes. The independent variables in the second sub-model are car product 

brand attitudes and corporate brand attitudes and the dependent variable is 

the   customer’s   intentions   to   buy   the   same   car   product   brand again. 

https://en.wikipedia.org/wiki/Latent_variables
https://en.wikipedia.org/wiki/Observable_variable
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Parameters and CRs will be estimated for each model (Wu, 2010). These 

outcomes will be illustrated in the Chapter 6. 

 

5.9 SAMPLE DESCRIPTION 

According to the discussion in 5.5, it shows that the most suitable quantitative 

approach to do survey in China would be face to face method. The data 

collection was conducted from 2008 to 2009. This period can be divided into 

three stages and the received 715 samples at the end. 

 

The samples are selected mainly from Changchun, the capital of Jilin Province, 

and the FAW headquarter locates here. Interviewers are focused on the major 

districts of Changchun, i.e. Chaoyang, Nanguan, Jingyue, Gaoxin, Kuancheng 

and Luyuan (Changchun local government website). Because of the local 

promotion and the city-oriented emotion among people  in  Changchun, 

samples will have the knowledge and understanding of the auto brands. In 

addition, people in Changchun are very proud with the achievement and 

development of FAW, hence, auto-culture has formed part of Changchun’s 

culture and it is easier to communicate with Changchun people regarding the 

auto issues. 

 

The China automotive market is developing very fast. Most of car producers 

have changed the frequency of introduce new brands from yearly to seasonally. 

The main reason is the income of Chinese increasing very fast and cars have 

become a popular transport among Chinese families, so the basic needs are 

increasing fast. Meanwhile, the customers who have purchased cars are also 

willing to try new brands. Changchun as the capital of Jilin Province normally 

can get the most up-to-date models comparing to other cities. This city also 

has become a major city for auto producers to chase since the car 

consumption  has  increased  rapidly.  Hence, in  the  survey,  it  selected four 
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brands from FAW and FAW-VW. No matter the old brand like Bora and Hongqi 

or the latest ones, say Sagitar and Besturn, all of them have a significant 

selling record and will be good to be observed. 

 

Some important demographic issues need to be mentioned here regarding the 

samples are the age groups and income levels. Because auto purchasing still 

a big project for Chinese families, hence, the family income won’t be lower 

than RMB50,000. In addition, the car consumption is also concentrated on 

some particular age groups, especially 26-45 years old, so samples will be 

concentrated on this range. Another interesting phenomenon  needing 

attention is that most of the sample is married people with kids. It also 

indicates that most of car purchasing in China is for family purpose rather than 

for fun or special interests. 

 

5.10 CONCLUSION 

According to above discussion, one of the key issues in methodology is to 

select the right sample target to develop this research. Because of the 

industrial conditions in China auto market and the cultural issues in China, the 

target place to conduct this research has been confirmed to Changchun, Jilin 

Province. The research approach will utilise the quantitative methodology, i.e. 

surveys to collect data, and the samples will be focused on the middle-class 

families in Changchun who can afford at least one car for family usage. The 

research conduct is aware of the ethical issues, and the whole process has 

been authorised by the ethics office in Griffith University. The duration of this 

approval enabled the data to be collected and recorded properly. The detailed 

issues for sampling and data analysis have been presented here, with the next 

Chapter (Six) presenting the results of the analysis. 
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Chapter 6 

 

DATA ANALYSIS AND 

RESULTS 
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6.1 INTRODUCTION 

The previous chapter discusses the methodological issues of this thesis and 

this chapter will present the data analysis and results. The main purpose of this 

thesis is attempting to ascertain the evaluation factors influencing the 

customers’ product brand attitudes and their product brand repurchase 

decisions. The survey questions are also designed to obtain the correlations 

among these factors. Hence, in the preliminary data analysis part, it will define 

major variables for each factor, and test these variables in terms of reliabilities, 

and validity. In the next part, SEM analysis will test the relations of factors in 

order to develop the results for hypotheses. The structural model will estimate 

paths for each brand, i.e. Bora, Hongqi, Sagitar and Besturn. 

 

The presentation of the results is as follows: firstly, we present preliminary 

results to check for the adequacy of the data. The initial analysis based on 

general information of all data will be done here. Then, reliability and various 

validity tests will be discussed, such as content, convergent, construct, 

predictive and discriminant validity. Finally, we present the results of SEM, 

which is estimated simultaneously across the four car product brands with the 

proposed model. 

 

6.2 PRELIMINARY RESULTS 

Table 6.1, it presents the general information of all survey data. Among the 

selective car brands, Bora is the popular brand occupied 35% out of 715 data. 
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Table 6.1: General Statistic Information of All data 

Factors Selective items Numbers Percentage (%) 

Bora 250  35 

Hongqi 161 22.5 
Car brand 

 
 

 
Gender 

 

 
Marriage 

 
 

 
Living city 

 
 
 
 

 
Education level 

 
 
 
 
 
 

Career 

 
 
 
 
 
 

Family income 

 
 
 
 
 
 

Respondent age group 

 
 
 
 
 
 

Company industry 

Sagitar 158 22.1 

Besturn 146 20.4 

Male 219 80.2 

Female 54 19.8 

Yes 305 77 

No 91 23 

Provincial capital 327 62 

Medium city 146 27.7 

Small town 50 9.5 

Others 4 0.8 

PhD 10 1.9 

Master 80 15.2 

Bachelor 322 61 

TAFE 65 12.3 

Others 51 9.7 

Teacher 64 12.3 

Government servants 43 8.2 

Entrepreneurs 29 5.6 

Company employees 168 32.1 

Small business owners 86 16,5 

Others 132 25.3 

RMB1—49,999 110 20.9 

RMB50,000—99,999 93 17.8 

RMB100,000—199,999 261 49.6 

RMB200,000—299,999 26 4.9 

RMB300,000 or more 36 6.8 

18-25 151 28.9 

26-35 121 23.1 

36-45 178 34.1 

46-55 66 12.6 

56-65 7 1.3 

Manufacture 18 8.7 

Sales 17 8.2 

IT industry 22 10.6 

Restaurant 39 18.7 

Government/Organization 61 29.3 

Others 51 24.5 
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From the demographic view, the survey data present some interesting 

information: 

 First of all, the respondent age group mainly comes from three sections, 

18-25, 26-35, and 36-45 years old, which partly reflects that the car owners 

are younger in China compared to the West. 

 Most of the respondents are well educated and majority of them have 

gained bachelor degrees. 

 The majority respondent income level is concentrated on the 

RMB100,000-199,999 section, which indicate the income level at this level 

will be able to afford a car around RMB100,000 plus in China. 

 The respondents are normally living in capital or medium cities. 

 Most of respondents who drive private cars are male and 77% of them got 

married. 

 For the respondents who drive company’s cars, no particular industry or 

specific size companies present great favour for the four brands, which 

indicate the four brands are quite common. 

 

All this information demonstrates that the research data can present the 

common value and interests of the car owners/drivers in Changchun. The data 

also can reflect the real life style and demographic information among Chinese 

customers. Hence, it is possible to be utilised to evaluate the data to analysis 

the car brand attitudes and customer repurchase intentions in China. 

 

6.3 CRONBACH ALPHA FOR RELIABILITY 

The variable information categorized by four selective brands presenting in the 

Table 6.2. The mean value of these variables is around 5.0 which are positive 

results since the middle choice is 4. 
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Table 6.2: Analysis of Variables by 4 Brands 
 

 
Variables 

 
Brand 

 
Mean value 

Dealer brand performance Bora 4.70 

 Hongqi 5.00 

 Sagitar 5.03 

 Besturn 4.98 

Car brand attitudes Bora 5.03 

 Hongqi 4.97 

 Sagitar 5.23 

 Besturn 5.17 

Car brand satisfaction Bora 5.10 

 Hongqi 4.75 

 Sagitar 5.39 

 Besturn 5.03 

Customer intention to buy again Bora 4.52 

 Hongqi 4.71 

 Sagitar 4.78 

 Besturn 4.47 

FAW corporate brand Bora 5.19 

 Hongqi 5.23 

 Sagitar 5.40 

 Besturn 5.33 

VW  corporate brand Bora 5.27 

 Hongqi 4.86 

 Sagitar 5.62 

 Besturn 5.33 

FAW-VW corporate brand Bora 5.24 

 Hongqi 4.98 

 Sagitar 5.57 

 Besturn 5.21 

Personal reflection Bora 4.43 

 Hongqi 4.74 

 Sagitar 4.73 

 Besturn 4.86 

 

In order to testing the major factors accurately, the reliabilities of seven scales 

have been done. The seven scales are ‘Product Brand Attitudes’, ‘Product 

Brand Satisfactions’, ‘Dealer Brand Performance’, ‘Customer Intention to Buy 
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Again’, ‘FAW Corporate Brand’, ‘VW Corporate Brand’, and ‘FAW-VW 

Corporate Brand’. Each of the scale including several items, and the Cronbach 

alpha for reliability of the testing factors is showing in Table 6.3. Reliabilities for 

each scale are satisfactory if the Cronbach Alphas exceeds the 0.70 

benchmark (Hair, Anderson, Tatham and Black, 2006). The Cronbach Alphas 

shown in Table 6.3 range from 0.82 to 0.84, satisfying the condition. 

 

6.4 CONTENT VALIDITY, CONVERGENT VALIDITY, CRITERION 

VALIDITY AND PREDICTIVE VALIDITY 

All items  pertaining  to  each of  the  constructs  of interest  are loaded into an 

exploratory factor analysis, using a varimax rotation. For the total sample, 

sampling adequacy is established with a KMO above 0.6 (KMO = 0.92) and a 

significant Bartlett’s test of Sphericity (at the 0.00 level). 

 

The factor analysis loadings in Table 6.3 present the basis for conducting 

content validity. Each of the variables contains several items which will utilize 

to illustrate the scale of reliabilities. The factor loading results for these items 

are quite high, the lowest factor loading score is 0.79 and the highest score is 

0.90, which will prove the high reliability for these items with particular 

variables. The factor loading values provide evidence of content validity, and 

have been used to conduct content validity in this research. 

 

Items load satisfactorily and appropriately onto their respective factors, at 

levels exceeding 0.40 and without cross-loading, thereby indicating 

convergent validity. Use joint venture partner (VW) as an example, the inter-

correlations run from 0.41 to 0.63, which are higher than the benchmark of 

0.40.The high scores indicate the items of each variable are inter-correlated 

and the convergent validity can be proved. 
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Table 6.3: Scale Reliabilities, Validity and Items 
 

 
Variables 

 
Items 

Factor 

loading 

 
Alpha 

 
AVE 

 I admire the car brand very much. 0.90 0.82 0.77 

Product Brand 

Attitudes 
I really like XX car brand. 0.87 

  

 I am proud to own a XX car. 0.83   

 
Product Brand 

Satisfaction 

You are totally satisfied with this decision. 0.90 0.83 0.81 

You are very happy with this purchase 

decision of XX cars. 

0.90   

 The dealer that I use has a good 

reputation among its customers. 

0.85 0.83 0.83 

Dealer Brand 

performance 
I really like the dealer for the XX car. 0.84 

  

 The dealer treats me like a special friend. 0.80   

 I trust my dealer. 0.79   

Customer Intention to 

Buy Again 

You have the intention to buy a XX car 

again. 

0.88 0.84 0.77 

 My next car will be XX car. 0.88   

 
FAW has a good reputation. 0.90 0.82 0.86 

 In general, I believe that FAW always 

fulfils the promises that it makes to its 

customers. 

0.87   

FAW Corporate 

Brand 

   

 I believe that the reputation of FAW is 

better than other companies. 

0.80   

 
Volkswagen AG has a good reputation. 0.86 0.83 0.87 

 I believe that the reputation of 

Volkswagen AG is better than other 

companies. 

0.87   

VW Corporate Brand 
   

 In general, I believe that Volkswagen  AG 

always fulfils the promises that it makes 

to its customers. 

0.86   

 FAW-VW joint venture has a good 

reputation. 

0.86 0.82 0.83 

FAW-VW Corporate 

Brand 

I believe that there is a good fit between 

FAW  and VW AG. 

0.82   

 In general, I believe that FAW-VW joint 

venture always fulfils the promises that it 

makes to its customers. 

0.81   

 

Criterion-related validity, including predictive and concurrent validity and 

predictive validity, reflects the success of measures used for prediction or 

estimation (Cooper and Schindler, 2003). The general information towards the 
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participants in the survey has presented the concurrent validity, and the 

predicative validity will be explained further. 

 

Regarding the predictive validity, as mentioned in Chapter 5, it occurs when 

the variable is able to predict another variable. With the two models, brand 

attitudes and customer repurchase intention, each of them have several 

variables to predict the variable of attitudes and intention. And the results in the 

section 6.6 will indicate these variables have predictive validity. 

 

6.5 DISCRIMINANT VALIDITY 

The Correlation/Discriminant validity matrix for brand attitude can be illustrated 

by the data in Table 6.4. The diagonals of the Table 6.4 are the square roots of 

the average variance extracted (AVE), and the other numbers are the 

correlation coefficient between a pair of constructs. 

 
TABLE 6.4: Correlation/Discriminant Validity Matrix 

 

Construct 1 2 3 4 5 6 7 

1 Dealer brand 0.83       

2 Attitudes .55 0.77      

3 Satisfaction .37 .42 0.81     

4 FAW corporate 

brand 

 

.56 
 

.47 
 

.48 
 

0.86 
   

5 VW corporate 

brand 

 

.45 
 

.45 
 

.41 
 

.63 
 

0.87 
  

6 FAW-VW 

corporate brand 

 

.53 
 

.49 
 

.44 
 

.69 
 

.71 
 

0.83 
 

7 Intention .37 .52 .31 .28 .31 .35 0.77 

The diagonal is the square root of the average variance extracted (AVE). 

The other numbers are the correlation coefficient between a pair of constructs. 
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Composites for each of the constructs of interest are created and discriminant 

validity assessed amongst the composites by comparing the square root of the 

Average Variance Extracted (AVE) to the inter-correlations between each pair 

of constructs (Fornell and Larcker 1981). Fornell and Larcker (1981) also have 

demonstrated that discriminant validity will occur when the square root of AVE 

is greater than the correlation coefficient between a pair of constructs. The 

results of AVE in Table 6.4 are much greater than the correlation coefficient 

analysis constructs. Therefore, the discriminant validity is proved. 

 

Brand Attitudes and Customer Intentions 

Table 6.4 shows the evidence of discriminant validity of both brand attitudes 

and customer intentions. Construct validity applies when the AVE for each 

construct exceed 0.50, and the AVE results in Table 6.4 are 0.83, 0.77, 0.81, 

0.86, 0.87, 0.83, and 0.77. All the results prove this condition is met. Therefore, 

in total, the proposed sets of items and construct components pass typical 

psychometric tests for the brand attitudes and customer intentions. 

 

6.6 STRUCTURAL EQUATION MODELING FOR BRAND 

EFFECTS ON CONSUMER BEHAVIOURS 

The first SEM structural model is tested with the full set of six explanatory 

variables (car brand satisfaction, personal reflection, dealer brand, FAW 

corporate brand, VW corporate brand, and FAW-VW corporate brand). The 

SEM structural model fit indices are good. The normed Chi-square, χ2 /df, is 

2.80, appropriately less than three. CFI= 0.91 and TLI=0.87, above or quite 

close to the 0.90 benchmark for a good fit of the model with the data. 

RMSEA=0.050 with a 90 percent confidence range of 0.046 to 0.055, with the 

entire range appropriately below the 0.08 benchmark. The Hoelter at 0.05 

scores 291, which is more than 200. 
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Table 6.5 reports the structural model estimates. Six factors are evaluated 

here to observe the cause-result relations to the product brand attitudes. The 

other impact relation is exposing the product brand attitudes on the customer 

repurchase intentions. A final aspect of the SEM model links product brand 

attitudes to customer repurchase intention of that particular car product brand. 

 
Table 6.5: SEM Structural Model of Brand Evaluation on Product Brand 

Attitudes and Intention to Repurchase Product Brands (all factors) 

CR coefficients (t-values in parentheses) 

Path in Structural Model Hongqi Car 

Brand 

(FAW) 

Besturn Car 

Brand 

(FAW) 

Bora Car Brand 

(FAW-VW) 

Sagitar Car 

Brand 

(FAW-VW) 

 
Car brand satisfaction → brand 

attitudes 

 
0.05 

(0.55) 

 
-0.02 

(-0.08) 

 
0.44 

(3.71)*** 

 
-0.03 

(-0.21) 

 
Personal reflection → brand 

attitudes 

 
0.29 

(4.07)*** 

 
0.20 

(2.31)** 

 
0.11 

(0.83) 

 
0.24 

(3.08)*** 

 
FAW corporate brand → brand 

attitudes 

 
0.10 

(0.62) 

 
0.41 

(0.99) 

 
-0.34 

(-1.24) 

 
0.08 

(0.29) 

 
FAW-VW corporate brand → 

brand attitudes 

 
-0.08 

(-0.42) 

 
-0.52 

(-1.43) 

 
0.93 

(0.77) 

 
0.15 

(0.52) 

 
VW corporate brand → brand 

attitudes 

 
-0.05 

(-0.38) 

 
0.10 

(0.40) 

 
-0.49 

(-0.41) 

 
0.36 

(2.20)** 

 
Dealer brand → brand 

attitudes 

 
0.68 

(4.65)*** 

 
0.91 

(3.96)*** 

 
0.28 

(1.02) 

 
0.17 

(1.41) 

 
Brand attitudes → intention to 

repurchase 

 
0.58 

(6.47)*** 

 
0.76 

(6.31)*** 

 
0.76 

(10.30)*** 

 
0.73 

(7.55)*** 

***  denotes significant at 0.01 level 

**     denotes significant at 0.05 level 

*       denotes significant at 0.10 level 



83  

For the initial running results of SEM model, it is shows that not all the 

variables have effective influences on the car product brand attitudes for the 

four selective car brands. However, for all four brands the car product brand 

attitudes have positive influences on the customers’ repurchase intentions at 

the one percent level. 

 

For the factors influencing the brand attitudes, car brand satisfaction has 

significant result on Bora brand attitude at one per cent level. Personal 

reflection achieves significant results with the attitudes of Hongqi, Besturn and 

Sagitar brands. The dealer brand has major influences on the domestic car 

brand attitudes, i.e. Hongqi and Besturn brands, at one per cent level. For the 

corporate branding effects, the domestic (FAW) corporate brand has no 

effective influences on any car product brand attitudes. None of the FAW 

corporate brand attitude coefficients are statistically significant at the ten 

percent level. Indeed, three of the coefficients (for Hongqi, Besturn and Sagitar) 

have extremely low t-values, less than one. On the contrary,  the  foreign 

partner (VW) corporate brand has significant influences on Sagitar brand 

attitude at the five percent level. The joint venture (FAW-VW) corporate brand 

is also not supporting any car product brand attitudes because no car brands 

achieve significant results. None of the joint venture (FAW-VW) corporate 

brand coefficients are statistically significant even at the ten percent level. Two 

of the t-values (Bora and Sagitar) are extremely low, less than one. 

 

For the linkage between product brand attitudes and customer intention to 

repurchase, all the selective car brand attitudes have positive influences on the 

customers’ intention to repurchase the particular car brands. All the brands 

achieve significant results at one percent level. 

 

The initial running SEM model results, notwithstanding, have exposed that two 

important  variables  of  FAW   and  joint  venture  corporate  brands  have  no 
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effective influence with any of the four car brand attitudes, even at the ten 

percent level, so they will be henceforth excluded from the analysis. It is 

necessary to re-do the SEM structural model without the variables of FAW 

corporate brand and FAW-VW corporate brand. 

 
Table 6.6: SEM Structural Model of Brand Evaluation on Product Brand 

Attitudes and Intention to Repurchase Product Brands (effective factors) 

CR coefficients (t-values in parentheses) 

Path in Structural Model Hongqi Car 

Brand 

(FAW) 

Besturn Car 

Brand 

(FAW) 

Bora Car Brand 

(FAW-VW) 

Sagitar Car 

Brand 

(FAW-VW) 

 

Car brand satisfaction → brand 

attitudes 

 

0.09 

(0.89) 

 

0.08 

(0.79) 

 

0.46 

(4.78)*** 

 

0.02 

(0.18) 

 
Personal reflection → brand 

attitudes 

 
0.30 

(4.22)*** 

 
0.18 

(2.22)** 

 
0.17 

(2.72)*** 

 
0.23 

(3.06)*** 

 

VW corporate brand → brand 

attitudes 

 

-0.06 

(-0.55) 

 

-0.00 

(-0.04) 

 

0.10 

(1.15) 

 

0.48 

(3.78)*** 

 

Dealer brand → brand 

attitudes 

 

0.65 

(5.60)*** 

 

0.80 

(4.86)*** 

 

0.29 

(3.57)*** 

 

0.20 

(1.69)* 

 

Brand attitudes → intention to 

repurchase 

 

0.58 

(6.44)*** 

 

0.77 

(6.31)*** 

 

0.74 

(10.06)*** 

 

0.73 

(7.51)*** 

***  denotes significant at 0.01 level 

**     denotes significant at 0.05 level 

*       denotes significant at 0.10 level 
 

 
In the Table 6.6, new results have been presented without the insignificant 

factors. According to the new results in the SEM model, some important 

evaluation results have sightly changed. Data still fits well with the model since 

CFI= 0.92 and TLI=0.88, which are above or quite close to the 0.90 benchmark. 

RMSEA=0.051 with a 90 percent confidence range of 0.045 to 0.057, which is 
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an appropriate range since it bellows the 0.08 benchmark. The Hoelter at 0.05 

scores 301, again, which is more than 200. 

 

For the four-brand samples, the car product brand satisfaction, with a path 

coefficient of 0.46, is statistically significant at the one per cent level for Bora 

brand, but not significant with other car brands. The factor of personal 

reflection achieves positive influences with all the car brands (Hongqi and 

Besturn brand with a path coefficient of 0.30 at one percent level and 0.18 at 

five percent level, and Bora and Sagitar with a path coefficient of 0.17 and 0.23 

at one percent level). The dealer brand has the greatest impact on brand 

attitudes, especially for the domestic car brands, with the paths coefficients of 

0.65 and 0.80, and t-values of 5.60 and 4.86. For the only corporate brand, the 

VW corporate brand achieves a path coefficient of 0.48 and statistically 

significant at the one percent level for Sagitar brand attitude. 

 

As expected, the paths from car brand attitudes to customer intention to 

purchase for the four selective car brands are very large, three of them over 

0.70 (Hongqi is 0.58, Besturn is 0.77, Bora is 0.74 and Sagitar is 0.73), 

completing the two-equation model. 

 

The multiple correlations presenting as R-squared also have been observed 

when running the SEM model with two dependent variables, brand attitudes 

and repurchase intentions. For the brand attitudes results, two domestic car 

brands have much higher scores (Hongqi achieved at 0.63 and Besturn 

achieved at 0.73), while joint venture brands scores are bit lower (Bora 

achieved at 0.58 and Sagitar achieved at 0.49). On the contrary, for the 

variable of repurchase intentions, the joint venture brands score higher (Bora 

achieved at 0.55 and Sagitar achieved at 0.53), while for the domestic car 

brands, only Besturn achieves 0.59 and Hongqi is considerably lower at  0.34. 
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The indication and discussions about these results will be further commented 

in Chapter 7. 

 

6.7 THE SEM RESULTS ON THE HYPOTHESES 

Four major hypotheses are proposed in the Chapter 4 to navigate the research, 

and this section will discuss the results of SEM model on these hypotheses 

(refer to Table 6.7). 

 

Table 6.7: SEM Structural Model Results on the Hypotheses 
 

  
Contents 

Supported by 

SEM results 

Brands Supported 

Hongqi Besturn Bora Sagitar 

 
 

Hypothesis 1 

Positive (FAW) corporate brand 

attitudes will increase consumer 

product brand attitudes. 

 
Completely 

not supported 

    

 

 
Hypothesis 2 

Positive (FAW-VW) corporate 

brand attitudes will increase 

consumer product brand 

attitudes. 

 

Completely 

not supported 

    

 

 
Hypothesis 3 

Positive (VW) corporate brand 

attitudes will increase 

consumer product brand 

attitudes. 

 

Partially 

supported 

    

 
√ 

 
 

Hypothesis 4 

Positive (dealer) corporate 

brand attitudes will increase 

consumer product brand 

attitudes. 

 
 

Completely 

supported 

 
 

√ 

 
 

√ 

 
 

√ 

 
 

√ 

 

The first hypothesis is proposed that positive (FAW) corporate brand attitudes 

will increase consumer product brand attitudes. From the SEM model results 

of Table 6.5, it discloses none of the selective brands support this assumption. 

Hongqi has weak effective result and the t-value is just 0.62; Besturn achieves 

the right sign, but the significant level is too weak; Bora even has a negative 

effectiveness with FAW variable, and Sagitar’s result is also not significant. As 
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a result, the attitudes on domestic corporate brand (FAW) have no influence 

on the car product brand attitudes. 

 

The second hypothesis is assuming positive joint venture (FAW-VW) corporate 

brand attitudes will increase consumer product brand attitudes. Unfortunately, 

from the SEM model results, this assumption is completely not supported by 

any selective car brands. The Bora and Sagitar brands have the right sign with 

this the joint venture variable, but the effectiveness is not significant at even 

ten percent level. Hence, this result exposes the joint venture corporate brand 

attitudes does not influence the car product brand attitudes. 

 

The third hypothesis is supposed that positive (VW) corporate brand attitudes 

will increase consumer product brand attitudes. Among the four car brands, 

Sagitar brand attitudes have strong influences from the VW corporate brand 

attitudes which shows that the foreign partner’s corporate brand will influence 

car product brand significantly. For the Bora brand attitudes, VW corporate 

brand has the right sign but is not significant enough for the effectiveness. 

Therefore, the third hypothesis is partially supported. 

 

The last hypothesis is aiming to prove ‘Positive (dealer) corporate brand 

attitudes will increase consumer product brand attitudes’. This assumption has 

been completely supported by all the selective car brands. It elucidates the 

dealer brand attitudes have significant influences on car brand attitudes and it 

is the only factor to achieve full support among the four major hypotheses. 

 

In summary, the SEM structural model results demonstrate the domestic 

corporate brand (FAW) and the joint venture corporate brand (FAW -VW) 

completely do not support the hypotheses. The foreign partner (VW) corporate 

brand attitudes partially support the hypothesis via the product brand attitude 

of Sagitar brand. The dealer brands attitudes have supported the hypothesis 
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completely. Therefore, the positive corporate brand attitudes of the domestic 

corporate and its joint venture do not really result in positive brand attitudes on 

their products’ brand attitudes. These findings are quite valuable to judge the 

real performance of the domestic car producers’ brands and their joint 

ventures. 

 

6.8 CONCLUSION 

This chapter has described the data information and the results into two parts: 

the first four sections are generally talking about the data information to prove 

that the validity of all data; the last section has demonstrated the SEM results 

of four brands to reveal the results of hypotheses and linkages of the model. 

 

Base on the general descriptions of data, it shows the general demographic 

information of the participants in this research. Reliability and various validity 

tests have been done in the first part as well. In general, all the variables are 

reliable with the assumption factors and the content validity, convergent 

validity, construct validity, predictive validity, and discriminant validity can be 

supported by the results of factor loading, Alpha, AVE, and 

correlation/discriminant validity. 

 

From the SEM results for each model, the story differs with each selected car 

brand. It shows that not all the hypotheses can be proved by the performance 

of each car brand. Generally, the results of joint venture car brands performed 

much better than the pure domestic car brands. The linkages between 

corporate brands and product car brands are not the same stories. Dealer 

brand performance reveals the most important influence on pure domestic car 

brands, but corporate brand of FAW and the joint venture brand did not 

achieve good results and were eliminated from the SEM model. The reasons 
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are various, but it provides an interesting approach to discuss these brands in 

chapter 7. 
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Chapter 7 
 

DISCUSSION 
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7.1 INTRODUCTION 

The main purpose of this thesis is attempting to define the factors influencing 

the transfer of corporate-level brand evaluations to product-level brand 

evaluations in the China automobile industry. The data and results in chapter 6 

have shown the factor analysis and SEM results for four car brands. It also 

presents some gaps to discuss about the indications of this research with 

these results. 

 

According to the results, this chapter will discuss the four major objectives 

firstly. Section 7.2 examines the influence of FAW corporate brand attitudes on 

product brand attitudes; section 7.3 examines the influence of joint venture 

corporate brand attitudes on product brand attitudes; section 7.4 navigates the 

linkage between VW corporate brand attitudes and product brand attitudes; 

and section 7.5 examines the influence of dealer brand attitudes on product 

brand attitudes. In section 7.6, it compares the performance of joint venture 

and pure domestic car brands to reveal the value of joint ventures. The section 

7.7 illustrates the linkage between brand attitudes on customer repurchases 

intentions. It will disclose the importance of the brand attitudes for Chinese 

customers when they make repurchasing decisions for cars. At the end of this 

chapter, a conclusion will be conducted to summarize the general comments 

toward each section. 

 

7.2 THE INFLUENCE OF FAW CORPORATE BRAND 

ATTITUDES ON PRODUCT BRAND ATTITUDES 

One objective of this thesis is attempting to define the linkage between pure 

domestic (FAW) corporate brand attitudes and the product brand attitudes. 

From the results of SEM model, it demonstrates that this factor is too weak and 

was eliminated from the list of evaluation factors. That indicates the corporate 

brand attitudes of FAW have achieved a very low influence on the two joint 
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venture car brand attitudes. Surprisingly, it is also failed to apply positive 

influences on its two own product brand attitudes, which is quite confused 

initially because it seems not fit with the previous (partly related) literatures 

(Keller, 2013; Urde, 2003; Xie and Boggs, 2006) about the influence of 

corporate brand attitudes on product brand attitudes. 

 

If reviewing further with the previous discussions of this thesis, however, some 

discussions toward brand architecture and brand structure of FAW are 

valuable to illustrate the reasons. Aaker and Joahimsthaler (2000b) has 

exposed that brand architecture strategies had four branding routes, and the 

sub-brands and endorsed brands played a key role in creating a coherent and 

effective brand architecture. Just like the branding strategy of some giant 

automakers in the world, say Ford (Keller, 2013), they adopt sub-brands to 

associate new product name with the parent brand name without diluting 

corporate brands (Kirmani et al, 1999). If assuming the FAW followed the 

brand architecture strategy as sub-brands route, it would result in a coherent 

brand attitude toward the corporate (FAW) brand and the product (Hongqi and 

Besturn) brands. On the country, the pure domestic corporate parent (FAW) 

has much lower influence on the car product brands. It indicates the weak 

association between the domestic parent corporate brand and the product 

brands in term of attitudes. It also disclosed that the domestic manufacture 

(FAW) utilising a house of brands strategy (Aaker and Joahimsthaler, 2000b; 

Keller, 2013) rather than other brand architecture strategies. However, it is 

necessary for FAW to learn from its foreign partners, e.g. Volkswagen and 

Toyota, with a branded house strategy (Kirmani et al, 1999; He et al, 2014) 

because this foreign partner has resulted in a greater role for the corporate 

brand to have an influence on car product brands. 

 

Table 2.1 shows the connections of FAW on the four selective car brands, 

through advertising and dealer practises of FAW, should have led to least a 
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small FAW corporate brand influence on car product brands. However, despite 

these practises there still is no statistically significant influence of the FAW 

corporate brand attitudes on the product brand attitudes. This indicates a very 

weak corporate branding performance by FAW. 

 

In Chapter 2, it has clearly presented that two joint venture brands has 

followed the brand structure of foreign partner (VW) to utilise the original brand 

names of German (Bora website and Sagitar website). It makes sense that 

there no influences of the FAW corporate brand attitudes on the joint venture 

product brand attitudes. Notwithstanding, two pure domestic car brands 

produced by FAW still have weak influences from the corporate brand, which 

suggests that FAW might be developing these two product brands primarily 

individually and not under a corporate umbrella. 

 

The brand value of Hongqi, as mentioned in Chapter 2, is presented much 

beyond a mere car product brand. It is a symbolic brand in China and inspires 

Chinese since the first pioneering Hongqi car was produced (Hongqi website). 

It has strong nationality effectiveness and the corporate brand (FAW) 

influences have become quite weak. Hence, it has resulted in weak linkage 

from the pure domestic (FAW) corporate brand attitudes on the pure domestic 

car (Hongqi) brand attitudes. 

 

The high nationality status of Hongqi brand has achieved honours for FAW on 

one side, but it also presents problems for FAW on the other side. To avoid the 

complicated image of Hongqi brand, FAW introduced Besturn brand to the 

market to create a new brand position in order to compete with other 

automakers. From Table 2.1, it has demonstrated that Besturn brand is a bit 

confused  customers  because it is too  similar  with  the  brands  of   the  joint 

venture in Chinese. In Chinese, Besturn is ‘Ben Teng (奔腾)’, it is quite similar 
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with the joint venture car brand Sagitar ‘Su Teng ( 速 腾 )’. During the data 

collection period, a lot of investigators reported that the participants felt very 

surprised when they learned Besturn does not belong to the joint venture 

company (FAW-VW) when they were interviewed. Just like the discussion of 

Zhou et al (2010), local or not local brands, that is quite tricky and companies 

have to be caution to make decisions. This principle is not only suitable for joint 

venture companies doing business in China, but also the domestic companies. 

In addition, the engine of new version Besturn is getting technological support 

from the VW, so it will be reasonable to impress customers the Besturn brand 

getting German technical influences rather than it is a car brand of FAW. From 

this point to say, it proves that the effects of allied brands on unknown brands 

and will influence the customers’ attitudes which will be important for 

companies to take attention (Rao and Ruekert, 1994; Voss and Tansuhaj, 

1999). Customers might be disappointed with the confused “allied brand” if 

they disclosed it was not the same as they imagined. 

 

The discussions toward the influences of FAW brand attitudes on the product 

brand attitudes have exposed that different brand architecture strategies result 

in different brand attitude effects. FAW utilises different brand logos to present 

different car brands (Hongqi homepage and Besturn homepage), which seems 

to have weakened the corporate brand effects, but it’s valuable for the 

company to conduct the house of brands by adding more different type of car 

brands in the future (Aaker and Joahimsthaler, 2000b). However, the Chinese 

automakers should show caution with this strategy because a confused brand 

image may result in negative brand attitudes, just like what happened with 

Besturn. 
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7.3 THE INFLUENCE OF FAW-VW CORPORATE BRAND 

ATTITUDES ON PRODUCT BRAND ATTITUDES 

The SEM structural results present another big surprise that is related with the 

joint venture corporate brand (FAW-VW). As a profitable joint venture 

automaker, FAW-VW has a low influence on the car product brand attitudes 

across the four selective brands. It indicates a weak association between the 

joint venture (FAW-VW) corporate brand and the product brands in term of 

attitudes. 

 

The literature part has reviewed the joint venture branding issue via models of 

PBF, CBO, CBA and store image (Jaw et al, 2011; Zhou et al, 2010; Lafferty et 

al, 2004; Nevin and Houston, 1980; Wong and Yu, 2003). The major 

arguments of these literatures illustrate that allied brands can add value to 

products and enhance positive corporate brand image among customers. 

However, the weak effective linkage between joint venture (FAW-VW) 

corporate brand attitude and the product brand attitudes in the automobile 

sector suggests that the influence of joint ventures varies across industries. 

 

In the Table 2.1, it reveals that for the joint venture car brands, all the products 

put the German parent (VW) logo in front of the cars and the joint venture 

(FAW-VW) brand (in Chinese) backside of the cars. In addition, all the cars 

sub-brands are presented in German, such as Bora and Sagitar, instead of the 

Chinese words. These have impressed customers that the car brands are 

German oriented (Lawrence et al, 1992) and the products are technically 

supported by the German (VW) parent. As a result, the SEM structural model 

results disclose that Bora and Sagitar achieve the right sign for the FAW-VW 

corporate brand attitude, but they are not significant enough (t-value less than 

one). The weak linkages for the domestic parent and joint venture corporate 

brands should really caution Chinese automakers. 
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The Chapter 2 has reviewed the development of Chinese automobile industry 

and demonstrated that the main purposes to set up joint ventures aimed to 

satisfy the fast increasing market, concern the technological issues and 

increase the reputation of Chinese domestic automakers (Yao et al, 2013; Nee, 

200214). However, from the SEM structural results, it is indicates the joint 

venture company (FAW-VW) is delegated as the factory of VW in China rather 

than a successful joint venture brand of FAW. Even in a city like Changchun 

where customers have been well educated by auto culture, it still results in the 

weak influence of the joint venture corporate brand, which has verified the risk 

argument of the literatures significantly (Yang and Lee, 2002; Wu et al, 2001). 

Notwithstanding, the SEM structural results also remind Chinese automakers 

that the strong brand awareness and good brand knowledge of Chinese 

customers, it is a good opportunity for Chinese automakers to reconsider their 

joint venture strategies and brand architecture strategies. 

 

7.4 THE INFLUENCE OF VW CORPORATE BRAND ATTITUDES 

ON PRODUCT BRAND ATTITUDES 

The joint venture partner, Volkswagen, brand attitude  is the  only explanatory 

variable supporting the corporate brand association with product brand 

attitudes although it is just partially valid. According to the SEM structural 

results, the VW corporate brand attitude has a significant influence on Sagitar 

brand attitude (the CR coefficient is 0.48 at the one per cent significant level). 

 

Essentially, Sagitar is an aspiration brand since it was introduced to China, 

targeting customers who love driving but cannot afford a BMW or other luxury 

car. This brand is significantly characterised by VW, so it made sense for the 

corporate brand of VW transfer the positive attitudes on the Sagitar brand. 

Volkswagen corporate brand attitude has the right sign with the other joint 
 

14   
On the internet reference lists 
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venture brand (Bora) attitude. However, the result is not significant, so it is 

hard to present the linkage of Bora brand attitude and VW corporate brand 

attitude as a supporting proof for the third hypothesis. 

 

The most possible reason, as mentioned before, is Sagitar and Magotan (B-

level car brand of VW) act like a series to appear as clear sub-brands of VW for 

Chinese customers and it is easier to recognise the foreign (German) identity, 

which is coherent with the Chinese consumers’ automobile brand recognitions 

and personal values (Anestis, et al, 2008; Tam, 2008; Dawar and Lei, 2009; 

Lin, 2013; Wang, et al, 2009). Bora, in contrast, is developed more individually 

and distinctly to transfer economic and comfort images for Chinese families. 

Compared with Sagitar, the “German sear” is not that significant. 

Notwithstanding, the SEM results demonstrate that joint venture car brands 

are able to draw on the intellectual capital and branding experience of major 

foreign (German) car manufacturer (Volkswagen). A richer array of 

architecture of corporate brand associations applies in this situation. 

 

7.5 THE INFLUENCE OF DEALER BRAND ATTITUDES ON 

PRODUCT BRAND ATTITUDES 

Car dealer brand attitude is by far the dominant influence on car product brand 

attitudes and is highly statistically significant. Across all four car product 

brands, car dealer brand attitude is the only explanatory variable completely 

valid to support the corporate brand association with product brand attitudes in 

the SEM structural model. 

 

According to Table 2.1, all the primary dealerships have been strict with 

domestic automakers (FAW and its joint venture FAW-VW) to sell car brands 

produced by particular domestic automakers. It indicates a very close-

cooperative partnership between a car dealer and the car producer, and 
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dealers will project their brand image to the product brand (Collins-Dodd and 

Lindley, 2003). From this point of view, dealers and the automakers is a sort of 

alliances (Rao and Ruekert, 1994). It is important for firms to ally well with their 

distributors to achieve benefits from the alliance, such as product quality or 

brand familiarity (Rao and Ruekert, 1994; Voss and Tansuhaj, 1999). From the 

previous literatures, however, it is easier to observe that academics have 

sufficient evidence to support the retailer and its own product, but comments 

on dealers with other products are limited (Collins-Dodd and Lindley, 2003; 

Vahie and Paswan, 2006). Hence, in the automobile industry, the contribution 

of the dealership will create a positive cause-related marketing to transfer the 

corporate image to the car brand and persuade customers to  have 

confidences on the particular car brand, and then make the purchase or 

repurchase decisions. 

 

The SEM model results have demonstrated that car dealers strongly influence 

both pure domestic car brands and joint venture car brands, but the results of 

pure domestic car brands (CR coefficient of 0.65 for Hongqi, and 0.80 for 

Besturn, at one per cent level) are much higher than the joint venture car 

brands (CR coefficient of 0.29 for Bora at one percent level, and 0.20 for 

Sagitar, at ten per cent level). This indicates the good work of Hongqi and 

Besturn brand dealers to promote the pure domestic car brands, and it is the 

strongest factor to influence the pure domestic car brand attitudes. The results 

are supported from the previous literature discussions, such as the ACSI 

model, the Balmer and Chen’s (2015) comments, the corporate-product brand 

linkage findings of Collins-Dodd and Lindley (2003), and the Chinese customer 

brand attitudes by variety research outcomes (Fan and Xiao, 1998; Guo, Hao 

and Shang, 2011). Therefore, the pure domestic car (Hongqi and Besturn) 

product brands suffer from weak corporate brand support from the 

manufacture (FAW) and rely greatly on dealers to convey brand meaning to 
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users of their car product brands. That is a valuable caution for the domestic 

automakers. 

 

7.6 DISCUSSION ABOUT BRAND ATTITUDES TOWARD JOINT 

VENTURE AND PURE DOMESTIC CAR BRANDS 

After evaluating the four major hypotheses, it is necessary to discuss more 

deeply about the performance comparisons between the pure domestic car 

brands and joint venture car brands. According to the initial SEM structural 

results (refer to Table 6.5), the joint venture car brand attitudes do not have 

positive influences from some major evaluated factors. The joint venture car 

brand attitudes do not achieve significant influences from the dealers. They 

also get low support from the domestic parent company, i.e. FAW. Even for the 

joint venture (FAW-VW) corporate brand attitudes, it still suggests weak 

influences on the joint venture car brands. The Bora brand even has a 

negative influence from both domestic parent company (FAW) and the foreign 

partner company (VW) 

 

Zooming in on the SEM structural results, it is necessary to dig further about 

the real performance of the joint venture car brands and the pure domestic car 

brands. For the Car dealers, it is strongly influencing the two pure domestic car 

brands. Although in the fixed SEM structural results (refer to Table 6.6) joint 

venture brands (Bora and Sagitar) achieve significant influences from the 

dealer brand attitude, the results of pure domestic car brands are still much 

higher than the joint venture car brands. As discussed in section 7.5, this 

indicates the strong work of Hongqi and Besturn brand dealers to promote the 

pure domestic car brands. However, it reveals the pure domestic car brands 

rely too much on the dealers’ efforts rather than its own brand advantages to 

influence customer attitudes. In contrast, the joint venture brands have strong 

product brand images and they are less dependent on the dealers to persuade 
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customers. This is valuable for domestic automakers to learn and enhance 

their own car brand images. 

 

For the corporate brand performance, it’s obvious that the parent corporate 

brand of VW has achieved significant support with particular car brands. The 

corporate brand of VW is the only corporate brand attitude coherent with its 

own car brand (Sagitar got a large 0.48 of the CR coefficient at the one per 

cent significant level) attitude. This result indicates that joint venture brand 

such as Sagitar has gained the intellectual capital from its foreign parent 

company (VW). Although Bora is not achieved significant influenced result, the 

experiences of the development of the Bora brand is a learning asset for VW to 

conduct car brands in China, which might result in the positive achievement of 

the Sagitar brand (it introduced to the market late than Bora). It is 

demonstrating a strong brand creation and development process conducted by 

Volkswagen to adjust the branding strategies to fit the market situation. From 

this point, the domestic automaker (FAW) fails to transfer the learning 

experience of Hongqi to Besturn, and does not achieve significant results with 

any selective brands. 

 

From the previous literatures, it shows that customer attitudes will be the key 

issue to evaluating the brand performance of joint ventures (Wong and Yu, 

2003). At the same time, the positive allied-brand performance will result in 

positive customer attitudes and even benefit the parent companies of the 

alliance (Lafferty and Goldsmith, 2003; Lafferty, et al, 2004). Hence, it is easier 

for these joint venture car brands to achieve positive influences from most 

factors to influence their brand attitudes. On the contrary, the pure domestic 

car brands have very recent brand creation experience, and the domestic 

automakers might not follow the common methods to develop their car brands, 

as a result, the pure domestic car brands get limited variable support on their 

brand attitudes compared to the joint venture car brands. 
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7.7 DISCUSSION ABOUT THE LINKAGE BETWEEN CUSTOMER 

REPURCHASE INTENTION AND BRAND ATTITUDES 

In the SEM model, it reveals the major influence factor, i.e. brand attitudes, on 

consumer behaviours in the automobile industry. According to the results, the 

joint venture brands achieve more significant support with the attitude factor to 

influence the customers while the pure domestic car brands get a bit lower 

influence. In addition, it indicates that the car product brand attitudes play the 

most important role to influence customer behaviours and the corporate brand 

performance has limited effects. Some interesting findings, furthermore, will be 

discussed in this section as well. 

 

Among the variables in the SEM model, car brand attitudes for four brands 

achieve the most significant results. All the four brands with this factor are at 

the one percent significant level and the results of correlation coefficients are 

quite approximate (the results of joint venture car brands are slightly higher 

than the pure domestic car brands). These indicate if the Chinese customers 

evaluating car brands image more positively, then the possibilities for them to 

repurchase the car brand will be high. From this point of view, it shows both 

joint venture car brands and domestic car brands have created good brand 

image for Chinese customers, and they have make their efforts to gain the 

customer repurchase intentions. 

 

Repurchase intention as sort of consumer behaviours has been discussed by 

many studies that may be a consequence of satisfaction or positive attitudes 

toward a product and its brand (Hsieh, et al, 2004; Sook Kwon, et al, 2014). 

From the results of the SEM model, it demonstrates this finding, and it confirms 

that the car product brand attitudes are more important than the corporate 

brand attitudes to influence the customer behaviours, e.g. intention to 

repurchase the same car brand. It reveals that the car manufactures in China 
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should be aware with the weak of corporate branding and enhance their 

corporate brand image to influence consumer behaviours more positively. 

 

7.8 CONCLUSION 

To conclude the findings and discussions of this thesis, the most obvious 

contribution is this research has compared the pure domestic car brands and 

the joint venture car brands in terms of the linkage between corporate brands 

and product brands, and the behavioural outcomes, say repurchase intention. 

Although the general performances of the joint venture car brands are better 

than the pure domestic car brands, it is worrying that for the Chinese 

automakers domestic corporate brands have a weak influence on the product 

brand attitudes. The different brand architecture strategy is the most possible 

reason to explain the unfavourable results for FAW. However, comparing to its 

foreign partner (VW), it is a sorry story to have weak influences on the product 

brands. 

 

The joint venture (FAW-VW) corporate brand also fails to achieve positive 

results to influence the car product brand attitudes. The main reason is the 

strong German orientation of the joint venture and the Chinese customers 

have become more sophisticated than before. It reminds Chinese automakers 

to reconsider their joint venture tactics and the brand strategies they 

implement. 

 

Volkswagen as a powerful partner of FAW achieves partial support by through 

the Sagitar brand. The positive point of this result demonstrates that it proves 

the proposed third hypothesis finally. However, the negative point here is even 

with the giant automaker like VW it is still hard to transfer a powerful corporate 

brand image to all the car product brands. 
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Dealer brand performance is the most significant result among all the 

corporate brand attitudes. It demonstrates the strong work of dealers in the 

Chinese automobile industry, especially for the domestic automakers. 

However, it is also cautious for the domestic automakers not to rely too much 

on the efforts of dealers to promote their car brands to customers. They need 

strengthen their capabilities and reputations to influence the customers’ 

purchasing decisions. 

 

With all the discussions of the hypotheses, it also demonstrates the brand 

performance of joint venture car product brands and pure domestic car product 

brands. It is a bit easier to figure out the brand creation route for the joint 

venture car brands and achieve statistically significant results from their 

foreign parent company (VW). The pure domestic car brands, on contrast, 

achieve statistically significant from their dealers, but not from the parent 

company (FAW). Compared to the foreign partners, it suggests the weak 

influences from the corporate brands of domestic car manufactures to their car 

product brands. 

 

Finally, in the repurchase intention results, for the four brands, the car brand 

attitudes have the most important influences on customer repurchase intention, 

which is partially matched with the literature discussions in the similar issues. 

Meanwhile, joint venture car brands perform better than the pure domestic car 

brands in the repurchase intention results. They have got effective influences 

while the pure domestic car brands receive lower support. 
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CONCLUSIONS 
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8.1 INTRODUCTION 

In this chapter, it will summarise the thesis in six sections: first of all, it will 

summarise the methodology of this research. The main points in the 

methodology include research method, research design, participants, and 

locations, etc. The second part, it will summarise the major findings, especially 

the comments on the four key research issues, which will be presented in this 

section to demonstrate the valuable outcomes of this research. The limitations 

as the following section will talk about the unexpected parts of this research. It 

will be more valuable for the last section, further research. Theoretical 

contribution and practical suggestions are highlighted in the conclusion part. 

These contributions and suggestions present the most valuable points in this 

research and they can be considered as the achievement for the thesis. A 

general conclusion will be drawn at the end to confirm the findings and major 

contributions. 

 

8.2 SUMMARY OF RESEARCH METHODOLOGY 

This research adopts a quantitative research method to collect data. The 

survey instrument includes a number of demographic variables as well as 

items reflecting each of the scales (constructs) in the research design section. 

Importantly, the survey identifies upfront whether the user is driving a Bora, 

Sagitar, Hongqi or Besturn car. These four car brands have been selected 

purposively: two from the domestic automakers and two from its joint ventures, 

which exactly reflect the real brand performance of domestic car makers as 

well as their foreign partners. 

 

The research location is confirmed in Changchun, which is the capital of Jilin 

Province. Changchun is not only the hometown of FAW, but also an important 

car market for automakers and has a significant auto-culture. Participants have 

received quality gifts for their cooperation and kindness. 
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A well trained survey team has approached the participants who own one of 

the four selected brands. The survey has been designed in a structured format 

and most of the questions are closed using a Likert Scale (using a 1 to 7 

interval, from strongly agree to strongly disagree). The questions are 

concerned with the general opinions or perceptions of the participants and the 

closed scaled questions helps speed the process of the survey, which is 

suitable to fit with the Chinese customers’ interaction preferences. The survey 

is administered in Chinese language by native speakers. At the end of the 

survey collecting period, 715 valid surveys have been received, which are the 

main source to test the validity of hypotheses in this research. 

 

Data analysis methods are general through two approaches: valid testing and 

structural equation modelling. All the data have been undertaken content 

validity test, convergent validity test, construct validity test, and discriminant 

validity test. For the structural equation modelling (SEM), the data analysis 

results have illustrated the two constructs: variables influencing on car brand 

attitudes, and the car brand attitudes influencing on intention to repurchase. T-

values results are measured for each model as well as the individual beta 

coefficients applying to each model to present the result (Wu, 2010). 

 

8.3 SUMMARY OF FINDINGS 

To define the evaluation factors of the corporate-level brand attitudes on the 

product-level brand attitudes in China automobile industry, four hypotheses 

have been conducted to illustrate two key research issues: one is concerned 

about the influencing factors of corporate brands (FAW, VW, joint venture and 

dealer) on the product brand attitudes; the other one is discussed the 

influences of the product brand attitudes on customer repurchasing 

behaviours. 
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The findings of the SEM structural model, first of all, demonstrate that car 

brand attitudes are strongly influenced by dealer brand performance and car-

self congruity, and partially influenced by car brand satisfaction. For the 

corporate brand images, only the foreign parent of the joint venture corporate 

brand has a better result while the attitudes of domestic parent and the joint 

venture corporate brands have weak influences on the product brand attitudes 

of the selected car brands, which present a different story in the auto sector 

comparing to the comments in the previous literatures. 

 

The other outcome is about the comparison between joint venture car brands 

and pure domestic car brands in terms of the linkage discussion toward the 

corporate brand image on the product brand attitudes. Joint venture car 

product brands successfully address the linkage between corporate brand 

image and product brand attitude from the foreign parent (VW). The joint 

venture brands reflect good brand creation and development strategies to 

enhance brand images in market. Notwithstanding, corporate brand images of 

the domestic automakers demonstrate weak influences on the product brand 

attitudes. The brand architecture strategy conducting by the domestic 

automaker not only makes them have weak influences on the joint venture car 

brands as the local parent company, but also fails to convey corporate brand 

image on its own produced car brands. They rely too much on their dealers to 

convey brand images with their customers, which should be more caution for 

domestic automakers. 

 

In the results of the SEM structural model toward repurchase intention, joint 

venture car brands still have better performance compared to the pure 

domestic car brands. The joint venture car brand attitudes have demonstrated 

a strong linkage with the repurchase intention. That indicates the joint venture 

car brands following the brand creation process have successfully gained the 

loyalty of customers to repurchase. 
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The repurchase intention result, meanwhile, demonstrates another discussion 

toward the effective influences of product brand vis-á-vis corporate brand. 

According to the results, the car product brand attitudes influence on the 

repurchase intention for all the four selective brands. Therefore, the influences 

of the corporate brand are quite weak directly and indirectly on the customers’ 

repurchase intentions. This finding is indicated by more significant influences 

of product brand attitudes on customer repurchasing decisions in China, which 

is coherent with some previous literatures in this argument. This finding is not 

only valuable for the literature arena, but also alarming for the automakers in 

China to reconsider the brand building and development of their corporate 

brands. 

 

8.4 LIMITATIONS 

The general limitations of this research can be defined from three categories. 

First of all, it just selects participants in Changchun as the research target, 

which might influence the accuracy of the results. The auto market is too huge 

in China and it is variety for different cultures to consider in a single study. The 

results might only reflect the purchasing behaviours and attitudes for the 

Northeast China, but may not reflect the behaviours of customers in the other 

areas of China. In the latest years, the market in China and the trends of 

customers’ consumptions also change dramatically. Therefore, it presents a 

huge potential for future research, for example it can observe the same 

situation in the East or South parts in China since the economies in these 

market are more advanced, and customers in these areas may show different 

opinions. 

 

Secondly, the four selected brands are from one automaker and its joint 

venture, which may limit the accuracy of assumptions. All the hypotheses are 

based on the performance of the four car brands from FAW and its  JV. Some 
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hypotheses have been proved by these four brands, but it is indicated other 

assumptions not valid. It might be workable for other car brand from different 

joint ventures in China, so there are still some tests can be done in the future. 

 

The last limitation is related with the property of the research target. FAW is 

one of the Big 3 state-owned enterprises in China automobile industry. The 

company enjoys a lot of benefits from central and local governments, but also 

has been controlled by them. The capabilities and activities of private 

automakers (not wholly owned by the government) have increased very fast in 

the Chinese automobile industry. In recent years, Chery has built joint ventures 

with Rover and other foreign automakers (auto.sohu.com). The company even 

has done R&D for car engines that might be a big step in China automobile 

industry. Geely also has M&A Volvo Auto Co. in 2010, which also catching a 

lot of attentions in the world auto mobile industry (auto.sohu.com). BYD as a 

new comer in the automobile industry has developed very fast to utilise the 

electric power. The company creates the car brands based on the dynasties in 

China which has attracted more interests among consumers (BYD website). 

Hence, the brand performance of these private automakers might present 

different stories for the hypotheses in this research. It will be more exciting to 

test these assumptions with these car brands. 

 

8.5 THEORETICAL CONTRIBUTIONS 

From the results and discussion in this thesis, it demonstrates that joint 

venture car brands achieve slightly greater success on the linkage between 

corporate brand attitudes and the product brand attitudes because the strong 

corporate brand image of the foreign parent company (VW). This finding 

partially verifies the comments from the literatures in terms of relationship 

between corporate brands and product brands (Keller, 2013; Urde, 2003; Xie 

and Boggs, 2006). In contrast, the pure domestic manufacture (FAW) has 
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failed to show this corporate brand support. Digging further about the reason, 

this thesis has indicated another big finding namely that FAW as a pioneer in 

Chinese automobile manufacturing has struggled in project its corporate 

branding to the Chinese public. Rather, the brand architecture strategy of FAW 

has resulted in a weak image transfer from the corporate brand to the product 

brand. Few research outcomes have revealed this issue and it is very valuable 

for Chinese automobile companies to reconsider their brand architecture 

strategies. Although it has no comparable data for the West, it is hard to 

imagine such weak results for Toyota or VW in Germany or any country for 

example. The study of this thesis seems to be one of the few worldwide 

examining the link between corporate brand attitudes and the corporation’s 

corresponding product brand attitudes. 

 

The corporate brand performance of the joint venture company (FAW-VW), in 

addition, presents another theoretical value of this thesis. The previous 

literatures have discussed that allied brands can add value to products and 

enhance positive corporate brand image among customers (Jaw et al, 2011; 

Zhou et al, 2010; Lafferty et al, 2004; Nevin and Houston, 1980; Wong and Yu, 

2003). Even the literatures have suggested the potential risks of joint venture 

branding (Simonin and Ruth, 1998; Lin, 2012; Lafferty and Goldsmith, 2003). 

Few of them have observed the brand attitude issues in the automobile 

industry. The weak effective linkage between joint venture (FAW-VW) 

corporate brand attitude and the product brand attitudes in the automobile 

sector suggests that the influence of joint ventures varies across industries. It 

is valuable for domestic automakers to reconsider their joint venture strategies. 

 

One more important theoretical discussion of this thesis is a rigorous 

consumer-based evaluation of corporate brand attitudes linking to product 

brand attitudes in China in the automobile industry, which can be considered 

as the breakthrough finding to  contribute  to the  literature  (Collins-Dodd and 
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Lindley, 2003; Diallo, 2012; Vahie and Paswan, 2006; Wu et al, 2011). From 

the results and discussion, it’s obvious that product brands address more 

significant influences on consumer repurchase intention behaviours. On the 

contrary, corporate brands present weak support to their car product brand 

attitudes in the FAW context, and then they are not really supporting to the 

repurchase intentions of customers. 

 

Through the comparison between joint venture and pure domestic car brands, 

this thesis presents a framework to evaluate the brand creation performance of 

pure domestic versus joint venture products. From the customer perspectives, 

joint venture product brands achieve significant advantages in terms of 

customer brand satisfaction, foreign parent corporate brand attitudes, and 

repurchase intention. The results demonstrate a strong achievement of joint 

venture brands in the customer brand experience and attitudes, which indicate 

the value of joint ventures in the emerging market (Wong and Yu, 2003; 

Lafferty and Goldsmith, 2003; Lafferty, et al, 2004). Joint venture brands are 

able to draw on the intellectual capital and branding experience of major 

foreign car manufactures. It fulfils the literature gaps in terms of the 

discussions toward the joint venture branding and the branding issues in China. 

These results also reveal that it is workable for the foreign corporations to build 

joint venture brands following the brand attitude evaluation factors in China, 

which is much valuable for the current literatures to present the utilisation of 

brand theories in the emerging markets (Hsieh, et al, 2004; Sook Kwon, et al, 

2014). 

 

8.6 PRACTICAL IMPLICATIONS 

The performance of pure domestic car brands is generally not competitive with 

the joint venture brands, especially Hongqi which has most of the evaluated 

variables weak than the other three  car product brands. However, the Hongqi 
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brand enjoys a great customer recognitions and brand images, hence FAW 

should consider to add more value, such as enhancing it technology factors 

and positioning the Hongqi brand properly, on this brand rather than just 

regard it as the signal of China automobile history. 

 

Domestic automakers in China also should utilise the reputation of their foreign 

partners, cooperate deeper in terms of technologies to develop and enhance 

the auto industry in China. They need to learn and take part in practices to 

create good corporate images and transfer the image to their products. Once 

the domestic automakers access good customer satisfaction and positive 

attitudes towards their corporate and product brands, greater customer 

repurchase intentions will be achieved. 

 

For the joint ventures in the automobile sector, this research has indicated a 

better performance in the China market. However, there are still some pitfalls 

to be aware, especially the speed and process to introduce new models to the 

market. Confused brand positioning normally results in dissatisfied customers 

and that will influence the attitudes toward the car brands as well as the future 

purchasing behaviours. It also reminds the joint ventures to take more 

attention to create corporate brand images, especially adjusting the mother 

company’s brand to the joint venture brands, which will be very important for 

automakers to gain positive customer attitudes. 

 

One more point needs to be mentioned related with the corporate brand 

architecture framework, which provides insight into how consumers evaluate 

product brands. The resulting insight is complex, reflecting the different 

trajectories of the four car brands in this study. However, the corporate brand 

architecture provides a useful planning platform for building the corporate and 

product brand. Specifically, the joint venture partner corporate brand 

architecture  seems  coherent and balanced, with  appropriate dealer  support 
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and appropriate advertising. For example, the image-driven Bora and Sagitar 

brands fit in very well with a VW-led (by image), German joint venture . In 

contrast, the pure domestic car product brands have an unstable corporate 

brand platform, inconsistent brand positioning and non-supportive advertising. 

Identifying the two architectures or planning frameworks should facilitate 

further brand capability building in China. 

 

8.7 FUTURE RESEARCH 

For the future research, some interesting approaches can be considered: one 

is adopting the product brand attitudes and repurchase intention models of 

automobiles to test whether there are any differences in other markets in 

China. Because of the broad geography and huge population, it might present 

different purchasing behaviours in the automobile market. Hence, the further 

research can test different car brands in different areas in China. It might be 

more valuable for the models to be promoted in the automobile industry. 

 

The other research suggestion will be testing the brand attitudes and 

repurchase intention models in different industries. This is more important for 

China domestic companies and their foreign partners to understand better the 

linkages of corporate-level and product-level brand attitudes and repurchase 

intentions. Once these models can be tested in different industries, Chinese 

companies will have more clear navigations to build their product and 

corporate brands. 

 

A further research recommendation is about the comparison of joint venture 

and pure domestic brand performances. The story in the China automobile 

industry regarding this issue has been presented in this study, so is there any 

difference in other countries or markets? Is the superior performance of joint 

venture brands similar in other industries, or it is totally different. It will be very 
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interesting to figure out this comparison model of joint ventures in the 

automobile or other industrial sectors in different countries. 

 

8.8 FINAL CONCLUSION 

As summarised in the finding section, the Chinese automakers should pay 

attention to their brand evaluation factors, i.e. getting customer positive 

attitudes toward their car (product) brands, and trying to transfer the positive 

attitudes from corporate to their product brands, and then enhance the 

customer intentions via their product and corporate. Only through this process, 

it will be more constant and sustainable for the companies brand images, and 

achieve significant competitive advantages. 

 

For the key research issues, this thesis demonstrates that the corporate 

brands associated with product brands did not show strong linkage in the 

automobile industry. The product brands have a stronger influence on 

customer repurchasing behaviours than corporate brands. Generally, the 

thesis presents a framework for academic literature that the brand attitude 

evaluation factors of the joint venture brands have achieved more favourable 

performance compared to the pure domestic car brands. It is valuable for 

domestic automakers to reconsider their corporate brands and product brands 

and enhance the brand architectures by learning further from their foreign 

partners. 
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Survey Instrument 

Dear customer: 
 

You have been chosen to help determine what factors influence the product brand 
and corporate brand in Chinese car purchasing. Your response to this survey is very 
important to understand customer’s opinion of areas for improvement, positive 
elements, and generally why choose particular car brand. 

 
 

The survey questions are designed to cover both positive and negative feedback in 
the areas of: the factors influencing your purchase decisions, the reputations of 
and the actual performance of the car manufactures. 

 
 

This study is being conduct by Griffith University and Changchun Taxation College. 
Your responses are ANONYMOUS AND CONFIDENTIAL. The following questions will 
take approximately 8-10 minutes to complete. 

 
 
 

Please return your completed questionnaire directly to the researcher. To encourage survey 

participation, respondents will receive an exquisite gift. 
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A1 Which brand car are you driving? 
 

1 Bora 2 Small Hongqi 3 Sagitar 4 Besturn 
 

A2 Hypothetically, which of the four car brands is your second choice? 

1 Bora 2 Small Hongqi 3 Sagitar 4 Besturn 

Just remind you that all the answers in this survey relate THECURRENT CAR BRAND 
THAT THEY DID PURCHASE AND ARE DRIVING NOW. 

AThe following questions is asking the information about the car you ever driven or 
current driving. 

Tick one answer for each question. 
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B1   The low price of the car 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
B2   The quality of the car (technical performance on the road) 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
B3   The economy of the car 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
B4   The comfort of the car 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
B5   The model of the car 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
B6   The brand of the car 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
B7   The design style of the car 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
B8   The car must be made in China. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
B9   The brand status of the car 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
B10 The reputation of the manufacturer 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

BThe following questions relate to the specific factors that led you to 
purchase  brand of car. 

Circle one answer for each question. 
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B11 This car brand was recommended by friends 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
B12 The dealer influenced my choice of car 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

B13 This brand of car reflects how I see myself as a person 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
B14 This brand of car reflects how I see myself in the community/society 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
B15 The safety of the car 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
B16  A low breakdown rate 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
B17 Low cost of maintaining car 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
B18 Value for money 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 
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C1 How long have you driven the  car?   years   months 

C2 Is this your repeat purchase of   brand?  Yes  No 

C3 Which brand do you have before this  car?   
 

C4 Circle the three things that most influenced you when you bought a  car: 
 

1. Low price 2.Special budget 3.Quality 
 

4. Parts availability 5.Reputation 6.Dealer advice 
 

7. Made in China 8.Fuel economy 9.Design 
 

10. After sales services11.Brand status 
 

12.Suites my personals13. Recommend by special friends 
 

C5 You are totally satisfied with this decision? Please circle one answer. 
 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
C6 You are very happy with this purchase decision of  cars. Please circle one 

answer 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
C7 You have not experienced any problems with _  cars. Please circle one 

answer. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

CThe following questions are about the actual performance of the car brand 

that you are driving now. 

Please write your answer and circle the appropriate answer or tick the appreciate 
box for each question. 
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D1   In general, I believe that the prices of  cars are fair enough to customers. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
D2   The quality of  cars is good (performance on the road). 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
D3  cars have a good brand image. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
D4  cars have readily available components. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
D5  cars have good after sales services. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
D6  I buy  cars because of its reputations. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
D7  I buy  cars because it is local produced. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
D8  cars are easy to drive. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
D9  I buy  cars because it is save fuel . 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
D10  cars’ design is good. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

DThe following questions relate to the actual performance of  cars. 
Circle one answer for each question. 
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E1 In general, I believe that FAW always fulfils the promises that it makes to its 
customers. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
E2   FAW has a good reputation. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
E3   I believe that the reputation of FAW is better than other companies. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
E4 In general, I believe that Volkswagen AG always fulfils the promises that it makes 
to its customers. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
E5   Volkswagen AG has a good reputation. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
E6   I believe that the reputation of Volkswagen AG is better than other companies. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
E7  In general, I believe that FAW-VW joint venture always fulfils the promises that 
it makes to its customers. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
E8   FAW-VW joint venture has a good reputation. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
E9   I believe that there is a good fit between FAW and VW AG. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

EThe following questions relate to the reputation of FAW, Volkswagen AG, 
and FAW-VW. 

Circle one answer for each question. 
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F1    I really like  brand. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
F2    I admire the  very much. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
F3  has a good reputation among customers. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
F4    I am proud to own a  car. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
F5   You have the intention to buy a  car again. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
F6    My next car will be  car. 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
F7 I will choose this car in the future again because: (Circle the three things for 

your answer) 

1. Price 2. Quality 3. After sales services 

4. Parts availability  5. Reputation 6. Dealer advice 

7. Local brand 8. Fuel economy 9. Design 

10. Recommend from friends 

F8 I will recommend  cars to other friends. 
 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

FThe following questions relate to brand attitudes towards the future cars 
purchasing. Please write your answer and circle the appropriate answer for each 

question. 
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F9 What are your suggestions for improving the _  brand car? 
 

 

 

 

 

F10 What your suggestions are for improve relationship with dealers? 
 

 

 

 

 

 

 

 

F11 I really like the  dealer for the  car. 
 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
F12 The  dealer that I use has a good reputation among its customers. 

 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
F13 The  dealer treats me like a special friend. 

 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
F14 I trust my dealer 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 

 
F15 Next time I buy another car I am likely to use the same dealer 

1. 2. 3. 4. 5. 6. 7. 
Strongly 
disagree 

Moderately 
disagree 

Slightly 
disagree 

Neither 
agree/disagree 

Slightly 
agree 

Moderately 
agree 

Strongly 
agree 
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G1   What kind of city are you living? 

1. Provincial capital 2. Medium city 

3. Small town 4. Others 

G2   What’s your highest education level? 
 

1. PhD degree 2. Master degree 3. Bachelor degree 

4. TAFE 5. Others  

G3   What is your current career? 

1. Teachers 2. Government servants 3. Entrepreneur 

4. Company employees 5. Small business owners 6. Others 

G4   Are you married?  Yes  No 

G5   Do you have children?  Yes  No 

G6   I am a  Male  Female 
 

G7   Household (or family) Income: 

 1. RMB1—49,999  4. RMB200,000—299,999 

 2. RMB50,000—99,999  5. RMB300,000 or more 

 3. RMB100,000—199,999 

 
G8   Respondent Age Group: 

 1. 18-25 years  4. 46-55 years 

 2. 26-35 years  5. 56-65 years 

 3. 36-45 years 

GThe following questions relate to personal information of the 
respondent. Please write your answer and tick the appropriate box for 

each question. 
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H1   What kind of city is your company located? 

1. Provincial capital 2. Medium city 

3. Small town 4. Others 

H2   Which industry do your company belong to? 

1. Manufacture 2. Sales 3. IT industry 

4. Entertainment 5. Government/Organization  6. Others 

H3   How many employees are in your company? 

1. Less than 50 people 2. 50-500 people 3. 500-1,000 people 

 
4. 1,000-5,000 people 5. 5,000-10,000 people 6. More than 10,000people 

 

HIf the car you driving belongs to the companies, please answer the 

following questions. Please write your answer and tick the appropriate 

box for each question. question. 
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Table A.1 2008 Global Automobile Sales 

 
 
Rank 

 
 

Company 

 
2008 Sales 

(million) 

 
 
Variation 

2008 Sales in 

China 

(million) 

 
 
Variation 

Sales 

Ratio of 

China 

1 Toyota 8.97 ↓4% 0.59 ↑17% 6.5% 

 
2 

General 

Motor 

 
8.35 

 

↓11% 
 

1.09 

 

↑6.1% 
 

13.1% 

3 Volkswagen 6.23 ↑0.6% 1.02 ↑12.5% 16.4% 

4 Ford* Nil ↓5.9%    

5 Hyundai-Kia 4.20 ↑5.5% 0.29 ↑27.4% 7% 

6 Honda 3.78 ↑0.4% 0.48 ↑11.2% 12.7% 

7 Nissan 3.71 ↑0.9% 0.54 ↑19.1% 14.7% 

8 PSA 2.95 ↓8.7% 0.18 ↓14.2% 6% 

 
9 

Suzuki 

Motor 

 
2.62 

 

↑10.3% 
 

0.12 

 

↑15% 
 

4.7% 

10 Renault S.A. 2.38 ↓4.2%    

11 Fiat 2.15 ↓3.6%    

12 Chrysler 1.87 ↓30% 0.03 ↑134% 1.5% 

13 BMW 1.44 ↓4.3% 0.07 ↑28% 4.6% 

 
14 

Mercedes 

Benz 

 
1.26 

 

↓2.0% 
 

0.04 

 

↑44.9% 
 

3.1% 

*Ford did not calculate all the vehicles 

Source: Sohu Auto http://m.sohu.com/n/262138823/ 

http://m.sohu.com/n/262138823/

