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Research on Brand Equity of Intelligent Connected Vehicles in China
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Abstract: In the context of global climate change, the advancement of electric vehicles (EV) has emerged as a
pivotal strategy for energy conservation and emission reduction within the transportation sector. Leveraging the
progress in 5G and IoT technologies, intelligent connected vehicles (ICV) have emerged as a focal point within the
realm of electric vehicles, with China spearheading significant developments in this domain. Concurrently, the
proliferation of Chinese brand electric vehicles (CBEVs) has been notable in recent years. Nonetheless, academic
research on the brand equity of CBEVs remains limited, particularly regarding the influencing factors from the
consumer perspective and the functionalities of intelligent connectivity. This study aims to address these gaps by
investigating the determinants of brand equity for CBEVs from the consumer standpoint. The findings reveal that
consumer attitude, trust, and the intelligent connected feature exert a positive influence on brand equity. This
underscores the importance for CBEVs manufacturers to focus on enhancing brand equity by fostering positive
consumer attitudes, building trust, and offering comprehensive intelligent connected features.
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(=) HENEESHE

N 2 fon, SAMEEm T 0.70, RYIFTH PR TR . [, BraRbrr-rF )7 ZHEE (AVE)
HiEt 0.5, R WIIXLL R A 05 MR RE I S0% I 5 %, HOR S U/ AR R M & BT A, BT b arbrdd R,
LR A BTG R, FIXSERE AVE 303 & ANEZR I ER .

S W 2, A TRAR A A1 BERT 0.7, R FTH H8 bR LA 7070 10 P9 38— St 8070 2 IO YCSU P - Cronbach's
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Table 2 Indicators, reliability, and validity statistics

#2 f5hE. (I SRUE S

HEBE HERBE Y75 EHEE
& SR B AT Cronbach's a
(rho_a) (rho_c) (AVE)
SR 0.845 0.848 0.89 0.617
AT1 0.81
AT2 0.772
AT3 0.784
AT4 0.775
AT5 0.787
B He MBI e 0.858 0.861 0.894 0.585
ICF1 0.772
ICF2 0.806
ICF3 0.79
ICF4 0.772
ICF5 0.714
ICF6 0.734
{1t 0.867 0.871 0.9 0.602
TR1 0.703
TR2 0.782
TR3 0.773
TR4 0.824
TR5 0.79
TR6 0.776

(Z) TERAEARPR EPPAG

i LB AHE S R ME — B A & NERAFINIALE (L, TSR A Bootstrapping Jiik, X - HRARTRITTIE
JRAER & OB REAT t ARG . XL AR AT — 20 1 0 A FE AR 124 & BAR X Dk B 2 . 3 DAAE
BE TC 5 B AR FE A RE 08 SCHFIX SRR AR AR PE AL & W R R 5 T AR G, %5 R B B . WRIER 3, Y
bR p (578 F 0.05,

Table 3 Indicators reliability, and validity statistics

% 3 $abRIO S SRR St

Ei=1an RE THE P{E VIF
BEl — BE 0.446 5.453 0 1.617
BE2 — BE 0.176 2.125 0.034 1.658
BE4 — BE 0.237 2.728 0.006 1.553
BE6 — BE 0.417 4.582 0 1.383
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(2) RA%E

S WK 4, P RBER S AVE 2K T I S M0 2 (6] A % R 8 SR mT DS 418 IRk
SRARSHX L.

Table 4 Discriminant validity Fornell-Lacker criteria

= 4 X5 %UE 1Y Fornell-Larcker #E N

P A eI ThRE =
&E 0.786

HHE BRI RE 0.672 0.765
{E1E 0.606 0.538 0.776

() B RBKIVRAL
HAt R BUETE Bootstrap t B XTSI BEAT PEAG,  BIFE 500 4S5 REA SR AT T RS0 AR B B AR 1 225 VE 5 A T
PR [ R o S AT A S5 E X AT FU 8 VAl 2 MR R T3 L (MR B R AR BN B Bl SO RF R R 2L, BN
BABT FOHE S s 050 3R 5 RN B4 A B I T B R BRI 28 R S M A 1R AR 50 RBE 1 B t N
4.035, PAEN 0, R 1 G215 Fr. R 2 1 tfE 9 3.828, p EN 0, WTYCNRE 2 198150 FF. ik 3 Ht
6749 3.199, p {74 0.001, #EULAT LIS A5 E: ARTF P 3 15981505,

Table 5 Path coefficients bootstrapping results
%5 45 2 W) Bootstrapping 45

\ ) FERIE RE TGt e
&% BERR REEFEAE (0D PE
(M) (STDEV) (|O/STDEV))
HI AT — BE 0.278 0.281 0.069 4.035 0
H2 TR — BE 0.275 0.277 0.072 3.828 0
H3 ICF — BE 0.238 0.241 0.074 3.199 0.001

(F) R*KFHIPEAL
R AL HEbRAE, B RPN 0264 0.13 5 0.02, /9 E R, T8, 2% 6 5K 2, WM&
FEII RN 0.462, KT 0.26, & THEGRIMRE S, e HAb M & 46.2%10 75 %,

Table 6 R-square of Brand Equity
6 MBI R

MR R fERES]
BE 0.462 ik
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Figure 2 PLS algorithm results of the model.
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WK 7 i, ArE SN R KT 0.02 H/A T 0.15, FTALR/NEON &

Table 7 Effect Sizes f-square
7 MR P

& f2 b5 A=
AT — BE 0.067 2
ICF — BE 0.055 2
TR — BE 0.085 2
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FER A 5 A B L i RELER S TER T R, DA AR SR A R B 7
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