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THE FACTOR STRUCTURE OF BRAND IMAGE SYSTEM

Jiao Xuan, Lv Jianhong, Chen Yiwen
(Institute of Psychology, the Chinese Academy of Sciences, Beijing 100101, China)

Abstract

Brand image is the attributes set and the rdated asodiationsof a brand in consumers mind. The study explored the
factors of brand image sysem of three different product categories and their weight.

The factors of brand image were explored through questionnaire. Toothpaste, goorts sneaker , and persond stereo
were chosen as product sample, and four hundred and twenty undergraduates from Tangshan city and Beijing as subjects
(each person eva uated two kinds of products) . Hereinto the first two kinds of products which were requistes of under-
graduates, orts sneaker beongs to high conspicuous products and toothpaste was a low conspicuous product. On the
other hand , perond stereo was the sample of devedlopment and entertainment products. Severd factorsof three products
brand image were taken out with exploratory factor andyss.

In order to explore the weight of the brand image factors, and as the factor contribution ratio method is not verar
dous, holigtic quartation method was used here. Twenty sx undergraduates eva uated the weight of the image factors of
three kinds of brand with holigtic quartation method.

Product function, advertisng and propaganda, market orientation , product grade, corporation i mage are the factors
of toothpaste brand image. Product function, advertisng and propaganda, symbolic meaning, market orientation, brand
gppetency , consuming experience are the factorsof gorts sneaker brand image. Corporation image and product function,
advertigng and propaganda , consuming experience , symbolic meaning , price and function ratio are the factorsof persona
stereo brand image. S the hypothess was proved that brand image is an ordind and organic sysem, "ordind” means
that the weight of the factors are different , "organic” meansthat brand i mage can be deposed into severd factors and the
factors bdonged to function components and meaning components. function components are the factors about physcd
characterigics and function, which are cdled* hard factors’ ; meaning factors that can show the persondity vaue and
lifestyle of consumers, which are cdled® oft factors’. The research d < gave evidence of the hypotheds below : thefactor
gructuresof brand image of different product category have commonness and individudity ; the function components of
low conspicuous products are more important than the counterpart of high conspicuous products.

Key words brand image, function components, meaning components, product category.



