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ABSTRACT

China's markets have become more open, When Chineseconsumers choose their general supplies, Select brand, type or price,,in this

study, the main research is on the first and second line cities ofChina residents to as the object of research , buy a certain brand

ofshampoo products in the affected factors. This study explore the two residents of the variables Brand Trusts ,Perceived Value

,Brand Loyalty and Brand Equity , To first and secondline population in urban areas as the main object , The questionnairewas

issued first line cities in China – Shanghai；Second line Chinacities – Nanning , total of 420 , the total recovery rate of 99%.

Theresults show that: brand trust and perceived value have a positive effecton the brand loyalty；brand loyalty has a positive effect

on the brandequity；brand loyalty has mediating effect between brand trust andbrand equity.；brand loyalty has mediating effect

between perceivedvalue and brand equity.
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