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ABSTRACT

In recent years, brand has gradually become the most important asset for any enterprise. The reason has been for its vast added

values on the products. Such values create certain purchasing behaviors of consumers like the willingness to pay higher price, buy

other products of the same brand and recommend others to buy. However, as information technology advances, consumers gain

related products information in a faster speed. Will consumers downplay the impact of brand equity on purchasing behavior and

customer response due to the increase of individual information accessibility? This study indicates that different levels of product

involvement will affect consumers on brand loyalty and decision-making in terms of purchasing behavior. Therefore, this study takes

the cases of cross-strait car industry to discuss the impact of product involvement and brand equity on customer response. This study

distributed 400 copies of questionnaire respectively to experienced car buyers in Taiwan and Shanghai and received 300 and 231

valid returns, respectively, with a valid return rate of 75% and 58%. The analysis results from the collected information are as the

following: 1.Even though positive relation was found across the strait between product involvement and brand equity, consumers’

product involvement levels in Shanghai area have more significant impact on brand equity than those car buyers in Taiwan.

2.Positive relation was found across the strait between brand equity and customer response. Among the factors, brand loyalty and

quality recognition are the most effective ones to arouse customer response. 3.Even though positive relation was found across the

strait between product involvement and customer response, consumers’ product involvement levels in Taiwan have more

significant impact on customer response than those car buyers in Shanghai area. We hope the research results of this study may be

helpful for car industry that references may be taken when tapping Mainland China market in the future.
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