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F;<F, .676 1.017 .071 9.489 ook
Ts<F, —. 714 —. 896 . 413 —1.729 . 084
Ts<F, —4. 295 —3.691 1. 909 —2.25 0.024
Ti<F, 3.680 4. 755 1. 236 2.977 . 003
Ts<F, —. 897 —.719 . 482 —1. 861 . 063
T;<F, —. 686 —. 426 . 031 —1.292 . 196
T,<F, 3.873 3. 882 1.138 3.403 ook
T;<F, —4.765 —3.176 1. 841 —2.588 .010
T,<F, —. 856 —. 833 . 494 —1.733 . 083
T;<F; 1.026 . 643 . 761 1. 349 177
Ts<F; . 949 . 766 . 606 1.565 . 118
Y<T; . 443 505 155 2.851 . 004
Y<T; .375 550 . 125 2.992 . 003
F,<F; . 204 . 466 . 040 5.122 ook
H1 H16
5
p .

X, <F, . 663 Solok

X,<F, . 530 Fokok

X;<F, .676 Jolok

X, <F, . 746 Solok

X;<F; . 826 Fokok

Xs<F; .522 Solok

X;<F, .593 ok

Xy<F, . 866 ook .

X,<~F; . 686 Jokok ,

X y<F; . 597 Fokok

X <Ts 670 ik .

X <=Ts . 805 ik

Xi;<T; . 659 ook

Xu<T; . 803 ook 6.3 )

X5 <Y .532 ol

Xis<Y . 796 Sokk s




125
’ ’ (1] [M]. : ,2003.
’ (2] . [J].
( ),2004,5(6).
7 (3] . .
(2006 VAR : ,2006.
(D [4] .
R ,2013,(4).

N . [5] Whitfield, Paul. Belfast visitors bureau goes direct to

, (8]

, . 9]
. [10]

o , [11]
, [12]
o N . [13]

, Q [14]

tourist industry to develop city brand[]J]. Marketing
(UK),11/04/1999.
, . [M].
,2004.
Gibson T A.  Selling city living: Urban branding
campaigns, class power and the civic good [J]. In-

ternational Journal of Cultural Studies,2005,8(3).

’

[J1. ,2005,13(3).
(M. : ,2002
0. .
2002, (10).
[Jl. ,2005,(2).
0.
,2005,(3).
[J1. ,2012,(4).
[M].
,2009.

Forming Factors of Urban Industrial Brand Based on Structural Equation Model

LIU Si-wei"? ,ZHONG Hui' ,ZENG Yan-hong®
(1. School of Business,Central South University,Changsha 410083, China; ;

2. Hunan University of Commerce,Changsha 410205, China)

Abstract: Urban industrial brand cultivation is a systematic project, involving many factors. According to the experts’

consulting and industry interviews, this paper designs a survey on urban industrial brand cultivation, conducts in-depth in-

terviews and field research, based on the principle of structural equation. and constructs the forming factor model of re-

gional industrial brand. The obtained data were measured and analyzed by AMOS17. 0 software and SPSS17. 0 software.

Study shows that the formation of urban industrial brand depends on industry support and resource endowment and city

foundations, which are natural soils for the creation and the growth of urban industrial brand. Cultivating strong urban

industrial brand also relies on government support and industry associations of brand management, which can improve the

urban industrial brand visibility and value.

Key words: Empirical Study; Urban Industrial Brand; Structural Equation; Forming Factors; Countermeasures and Sug-

gestions



