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MR EHME T ANEHE Y
i e B A TR

EEXNTHEHBHARRAXP  EEEARRANER ( measurement)
EZHBEHBENRENARREEEBER (construct) ° ko BETHBER
FHBERRAETHMARN  LEESERAIIELHEZHER - LTREAKBREE
MBRBHHAXKD B ERPNCERLEE  BEE S ERANREER
BR DH2E - BETESRE B—HEBEXRD FHFZHE (item) FE
REBEREU > EBEER—BATRAEMBAMURGEE (reliability ) MIME
(validity) W—EBHR2FF X - A BEERERENRMZT (LRERBE
F R WER)  BERTRESMEIEBBEEN—BREAIEE-
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a2 %1% E (Brand Awareness)

TR DEAREREREEHBEEMARNEE REAZETERRNE
mMENTEBERN - BEE HE2R - —RamBA2EERS  SR#EH
ERERRE  LURHBELRESH2RE  F=EKHE -

¢

BEBASNAJ2FUTmHEER -

Measure ltems

A BEE

Strongly disagreg..........Strongly agree
FEREE....... FEEE

7. | have no difficulties to remember this brand.

H B A 50 (775 18 -

Measure Items Strongly disagree........Strongly agree

8. Know all products of this brand.
FCAE 35 (Ein ME 9T B i ©

9. | can distinguish the different of the proauct this
brand.
F ATLYE 57 25 18 A B A i

pelEliabl FEFAE........ FEEE

1. | know what this brand looks like. 1 2 3 4 5 6 7
FCA 7 35 M in SR ARG T ©

2. | can recognize this brand among other competing 1 2 3 4 5 6 7
brands.

F AT 5 2518 i PSR R 5 F o e o

3. | am aware of this brand. 1 2 3 4 5 6 7
L B EE e -

4. Some characteristics of this brand come to my mind 1 2 3 4 5 6 7

quickly.

EERIER)— LA R IR B TR TER ARG HE o

5. I can quickly recall the symbol or logo of this brand. 1 2 3 4 5 6 7
F AT LY (R RS (B ip M H B35 B AR o

6. | have difficulty in imagining this brand in my mind. (R) 1 2 3 4 5 6 7
HEZRIETFH + BRERE S M -

2853 Rk:

Hutter, K, Hautz, J. Dennhardt, S. & F ller, J. (20713). The impact of user interac-
tions in social media on brand awareness and purchase intention: the case of MINI on
Facebook, Journal of Product & Brand Management, 22(5/6). 342-3517

kIR (Brand Preference)

EE mERFERHEEHERMNEFNRENEE FEFTRREHE
mEEBEENSEEE - — M5 HEEHEASMREEELS r H&®

BHBERREES -

BEEN : A2FLITWHEHER -

2ENR:

Yoo, B, Donthu, N. & Lee, S. (2000), An examination of selected marketing mix
elements and brand equity, Journal of the Academy of Marketing Science, 28(2),
195-2171.
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Measure Items

B B &

Strongly disagrég.........Strongly agree
HEREE..... . EAE

1. This brand meets my requirements better than other
brands.

EAE AL R M B & BRI EK ©

2. | am interested in trying product from another brand.
(R)
B R E 5 S — 8 aafE R g
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. . e kB B ( Brand Loyalty )

3. I intend, in the near future, to replace my stuff from 1 2 3 4 5 6 7 Wi - - - pu N . -
another brand, (B) TE: RESHIZRREEBANTABHAMAE  TERURTHER RN
FATELERA B3 5.2 — (B8 e gy S B i EEEEHEERESRSEA TR ERNTARLUEEBEFRNBEERANX
EFHER FERE  ZLUOEBEEENARAIATEXRE -

2% T Rk: BEFX - I2ELITMHES -

Hellier, P.K., Geursen, GM, Carr, RA. & Rickard, J.A. (2003), Customer repur-
chase intention: A general structural equation moadel, European Journal of Marketing,

37(11/12), 1762-1800.

Measure ltems

A BEE

Strongly dsagrée..........Strongly agree
FEFAE........ FEEAE

Measure Items

B & EE

Strongly disagree.........Strongly agree
FEETEE..... FFEEAE

1. | consider myself to be loyal to this brand.

B s H C 25 iR pEE LAY

4. It makes sense to buy from this brand instead of any
other brand, even if they are the same.
FE A5 187 ME A2 1 TT T8 B R i fE 2 2 FERY + Rl
BEFiE—#H -

2. This brand would be my first choice.

25 (7 in AE 2 F T B AR e

5. Even if another brand has same features as this
brand, | would prefer to buy from this brand.
B 55 — 118 g M2 L2 45 18] i A9 ity R B G [E1H9 20 BE
HE B EENG M

3. | will not buy other brands if this brand is available at
the store.

HREEGEEEEANEE » BT EER MmN -

6. If there is another brand as good as this brand. /
prefer to buy from this brand.
KRG 5 — B aafE L E G i fE— AT » BB REEE
EE AR -

2 E X Rk:

Yoo, B, Donthu, N. & Lee, S. (2000), An examination of selected marketing mix
elements and brand equity, Journal of the Academy of Marketing Science, 28(2)

195-2171.

7. If another brand is not different from this brand in any
way. It seems smarter to purchase from this brand.
TR — 1B dn ML AE B M R B (BT E » A E a1
e PEREG

Measure Items

B 8| E

Strongly disagrée..........Strongly agree
HEREE..... A E

4. | will buy this brand the next time if | need to buy
this type of product.

HRE T BEE XD E D + B FXBEEME M

2% X Rk

Yoo, B, Donthu, N. & Lee, S. (2000), An examination of selected marketing mix
elements and brand equity, Journal of the Academy of Marketing Science, 28(2),

195247
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5. I intend to keep purchasing this brand.
BFTEAE B E =B mAE -

6. | am committed to this brand.

#ERE B

127




7. | would be willing to pay a higher price for this brand
over other brands.

FOBE B A2 1 iAE % (T LE R M 1 E BRI B

B85 X k-

Chaudhuri, A. & Holbrook, M. B. (2001), The chain of effects from brand trust and
brand affect to brand performance: The role of brand loyalty, Journal of Marketing,

65(4) 81-93.

mhEEE (Perceived Brand Quality )

EE RMREERA  RERTHERIBRFANEERERENER  LEETY
ZmENRERURERENRART #ARCEENEIERRD E2REE

MAULELABE  —BMERMEERNES  UESIEHBERBERRE -

MBS WRENTOAER -

85 3 Jak:

Yoo, B, Donthu, N. & Lee, S. (2000). An examination of selected marketing mix
elements and brand equity, Journal of the Academy of Marketing Science, 28(2),

195-271.
Measure ltems Strongly disagreée..........Strongly agree
pilB=Rishi EERAE....... R EE
/. The quality of this brand is very high. 1 2 3 4 5 6 7

EE I EBIEF

& 7

5= o

Measure ltems Strongly disagrée.........Strongly agree
pilk=aish FERNAE......... FEE AR
8. In terms of overall quality, I” d rate this brand as a -+ 1 2 3 4 5 6 7

GERBEFLE + BATE a1 Tr...

Measure ltems

B & E

Strongly disagree.........Strongly agree
FHEETEE....... FEEAE

7. This brand is of high quality.
AR R E Y °

2 Jak:

Erdem, T., Swait, J. &Valenzuela, A. (2006), Brands as signals: a cross-country valida-
tion study, Journal of Marketing, 70(1), 34-49.

2. The likely quality of this brand is extremely high.
AN A AR B B AT REFERE S °

3. The lkelihood that this brand would be functional is
very high.
ZEME A7 HEI ) BE T BEARAT °

Measure Items Strongly dsagrée..........Strongly agree
B B &R FES DA FEEAE
9. This brand must be of very good quality. 1 2 3 4 5 6 7
E I E B EEIE
710. This brand offers products of consistent quality. 1 2 3 4 5 6 7

ENE da A PR E I — H A E T

4. The likelihood that this brand is reliable is very high.
EE AR AT IR ATREIR & ©

717. This brand offers very aurable proaucts. 1 2 3 4 5 6 7
B i MEFE L FE T T S A i

5. This brand must be of very good quality.
EE RS E B EIHIEE -

712. This brand offers very relable proaducts. 1 2 3 4 5 6 7
A2 &0 HERE L FE 7 AT SERY i °

6. This brand appears to be of very poor quality. (R)
MmN FEERZE °
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2% X Jak:

Lee, H- M, Lee, C. C. & Wu, C. C. (2011), Brand image strategy affects brand
equity after M&A, European Journal of Marketing, 45(7/8), 1097-1111.

129



ek {EE (Brand Trust)

EFE

EmhE

HAZENGE BB SIEBEEEEREEE -

BEAEN 2B T=HER -

mEEEERRR T HEERERARBEANTE  LREBEEREA
MTHERE - KRENIEERIAERESRBHEHEEEETRE

/

t‘,‘

Measure ltems Strongly dsagrée..........Strongly agree
H 8 B FENEAE....... FEEEE
/. The feeling of security provided by this brand is++- 1 2 3 4 5

B AR B TR B FL

Measure Iltems

Strongly disagree........Strongly agree

8. The feeling of trust provided by this brand /s--+ 1 2 3 4 5
BB AR BRI B2 EHY °

9. | feel very comfortable whenever lvisit the store of 1 2 3 4 5
this brand.
&5 H R s 18 an B TS B BB IRATAR °

710. The selection of purchases at this brand Is consis 1 2 3 4 5
tently high.
35 (83 R rin B — B IR °

2 X &k:

Hong-Youl Ha, (2004). Factors influencing consumer perceptions of brand trust
online, Journal of Product & Brand Management, 13(5) 329- 342.

pelEliabl FEREAE........ FEZ AR

This brand will-+-

ENE B

1. Offer me a product with a constant quality level. 1 2 3 4
R rEH— i gﬁﬂéﬂﬂ 9

2. Help me to solve my problem [ could have with the 1 2 3 4
proauct.
B H AR in B8 o

3. Offer me new proaucts | may need. 1 2 3 4
FBEIERE AT B B HIFT D °

4. Be interested in my satisfaction. 1 2 3 4
HIECHT B R o

5. Value me as a consumer of its product. 1 2 3 4

AR R EELRIVEES °

6. Offer me recommendations and advices on how to 1 2 3 4

make the most of its proauct.

TR B RUNTTLD FI R E AT ERTLE ©

25 3Rk

Delgado-Ballester, E. & Munuera-Aleman, J. L. (2001), Brand trust in the context of
consumer loyalty, European Journal of Marketing, 35 (11) 1238-1258.
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Measure Items Strongly disagrée..........Strongly agree

B & R E HELREE..... EEE

717. 1 trust this brand. 1 2 3 4 5 6 7
R AT IE2E N N °

12. | rely on this brand. 1 2 3 4 5 6 7
R ACTEIE NG dNE ©

13. This Is an honest brand. 1 2 3 4 5 6 7
B2 — B BRI o

74. This brand Is safe. 1 2 3 4 5 6 7
BIEE e XY °
2% X ak:

Chaudhuri, A. & Holbrook, M. B. (2001), The chain of effects from brand trust and
brand affect to brand performance: The role of brand loyalty, Journal of Marketing,
65(4), 871-93.

131



b H2& (Brand Image)
EE METREEECEINEREEDTS L - B4 AR OPATRIER LN E
MEHEGEHNR - RRH—BREBEHRENBETEERA - RBEFRE

mERBHROFE  RRTYBENENELE  —RERET > HEELR 3
55 ¥ 4L O

BOC NET
BEAN A2FLTER (ABFAASREAREXSEMEAE) - N\ =
th/\fbHt & 7 RS

Measure Iltems Strongly disagree.........Strongly agree S
B &R & FEETAE........ FEE A&
1. Being fashionable and trendly. 1 2 3 4 5 6 7

BRI -
2. Having a reputation for quality. 1 2 3 4 5 6 7

B EEEEHT
3. Being elegant. 1 2 3 4 5 6 7

EBTER °
4. Being sophisticated. 1 2 3 4 5 6 7

= o é

W hiRe@E L B AN - IR AHIRTS R NIRRT

THERE  FRPIEEANTRERES -
JEEE cbEd  HeE - H - ERA
23 X §k: o BABF - B - RO BBNSERL AR ¢
» EWREABREIMAER - —RRBY - B8 (RIGESE) $57:
Anca E. Cretu,&Roderick J. Brodie, The influence of brand image and company rep- * RIBX S RTENIhEE - HIEfEEE MM -
utation where manufacturers market to small firms: A customer value perspective, BINNSAG A

Industrial Marketing Management, 36(2), 230-240

BR% %45 888 95566 ¥ (5 4 25 e

www.bocmacau.com @ BANK OF CHINA MACAU BRANCH
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BIXEME—8]ER (3)

REZEER
¥ fF:BER
BlXE EXE -fEZm B &
O EEE
Z B MRE BT 8E%  FEH=E
X & :HL.S
R B EXE
E T
H KR : HAPPYMACAO W R #t
BRELEH17TAZFHRKREE
B Rl ERSTAKRFEEER
ik FETEENEEE =K
B R:ZFE-NFRAE—RE—REDR
B 170K X 230EX
WRERTA » AEBIE o

TR -
BABTFEERGE - RPIPERBTPNRRE SO
BPBRQENR - BFILEEDBENZEBHRL -

EEh A ¢
IBxXRRES - PNERBEFE

(BERARDER)
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