A Study of Brand Equity and Customer Equity on Purchasing Phase — An example of
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ABSTRACT
On-line shopping has been flourishing recenty. Thus, studies on brand equity and customer equity have been more important than
ever. Brand equity, as defined by Keller(1993), consists of brand image and brand awareness. Customer equity refers to the customer
equity for collect customer value, customer retention, customer acquisition, and cross selling. Inspired by Dwyer, Schurr, and
Oh(1987) as well as Kalakota and Whinston (1996), a model was built to explain the relationship between brand equity, customer
equity, and purchasing phase. The findings of the study are as follows: 1. The influence of brand equity and customer equity is
significantly different from that of customer equity on share value. And, brand equity is not one of the domains of customer equity.
2.Brand awareness has significant influence on pre-purchase phase and purchase phase; Brand image has significant influence on the
post- purchase phase. 3.Customer value has significant influence on pre-purchase phase and purchase phase; Customer retention
and customer acquisition have significant influence on all of purchasing phases; Cross selling has just significant influence on
pre-purchase phase.
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