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\ Abstract

In China where 166 TV broadcast stations
operate 3250 channels, they are vehemently
competing to get viewers. In this age of competition
among China broadcast channels, it is essential to
enhance channel brand by building distinct channel
personality which highlights the property of broadcast
channel in order to induce viewers to watch the
broadcast program of our company. Thus, this study
analyzed what the Hunan TV brand personality is
and what influence Hunan TV channel brand
personality has on brand perception, brand
preference, channel reliability, channel loyalty by
using brand personality scale developed by Aaker. J
(1997). To this end, the result of question distributed
to 307 Chinese testees was used for analysis. First,
the analysis showed that the brand personality
factors of Hunan TV channel are ‘lively”, “refined’,
“specialized”. Second, among the brand personality of
Hunan TV channel, “lively” & “specialized” had
significant influence on channel perception to the
positive(+) direction. Third, among brand personality
of Hunan TV channel, specialized” had significant
influence on channel preference to the positive(+)
direction. Fourth, among brand personality of Hunan
TV channel, “lively”, “refined” had significant influence
on channel reliability to the positive(+) direction. Fifth,
channel reliability of Hunan had significant influence
on channel loyalty to the positive(+) direction. Given
such result, among brand personality of Hunan TV
channel, “lively” had influence on channel perception,
channel  preference, channel reliability.  Next,
“specialized” was found to be significant factor which
had influence on channel perception and channel
preference. This study is meaningful in that it
analyzed which brand personality of Hunan TV
channel should be enhanced to improve channel
perception, channel preference, channel reliability,
channel loyalty of Hunan TV channel in China.
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[71d2-11 BF=IAHZAS  .364(p.=.000),
[7}d2-3] ZFFSAEAST .319(p.=.005) =
A(+)o WEgoz fogk &S Fol [7HA
2—1, 2=-3]& AE=HAoY [7Hd2-2] £F
PARASF —.187(p.=.05)F S(-) A&
Fol [7Hd2-2]= 712t
A, FEAATV Ad BA= AE(RBEH,
AR, AEA)o] Ad Moo wx= F3F
[7}4d3-3] ZFSAEZAST .485(p.=.000) =
A(+)o] WEgoz fFogt s Fol [7HA
3-312 AgEIot  [7PE3-11%
A 117(p.=.179), [7Fd3-2]3 384 27
T .055(p.=.637)2 F2ol3F JaFS FH| o}
[7Fd3-1, 3-21%& 717 = S
A, FEAATV QY 2= A RE4,
AdE, dEA)e] A o] wAE g
[7hd4-1] EFEEEAF 180(p.=.000),
[(7}H4-2] ZFAEAST .391(p.=.000)=
A(+)o WEFow Fogt s Fof [7HA
4-1, 4-2]2 AY=Hgo} [FH4-3] EF
I RAF —.118(p.=.008)2 S (—)9 9T
S Fo [7Fd4-31+= 71 4= A
A, SEAATV A Ad A=Ert g
Ak mA= JEF [FHE5] ZFIE EA
228(p.=.000)%2 A(+)o] HWskoz £
FEgFS Fo] [71H45]2 AYFHA

e @
x5

10,
O:
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[Table 8] 7kM #HZ Zzt

HE | &
7t zst | 34 7t
s z= G SE. | CR | P o=
A% | %
HEE-
A
PRI 0375 | 0364 | 01 | 3743 | *= Eﬂ
OIX|= -
MEE ) 019 | 018 195 5|
22| AMd 6 ; 0.1 g |00 "
OIX|=
H2ol->
) 0.00| _
23 A< 0327 | 0319 | 0.117 | 2792 | FHEA
OIX|=
JEESE
- 017| 7|
31 A 0.133 | 0.117 | 0.099 | 1.343 o | 2
MEE =
PR
: 052 7|
32| Ad 0.063 | 0.055 | 0.099 | 0.637 o
Ma= 4] A
Heol-
33 Ad 055 | 0.485 | 0.116 | 4735 | ** | x{EA
MEE
55—
41 g 0184 | 018 | 0.04 | 4568 | ** | =
=
NZE—
42| w 0391 | 0422 | 0.042 | 9.206 | *=* | HE
N
2L 010 | 011 173 | 008| 7|
43 Ag | T T ooz | YT
3 A 4 8 0.0 » 3| 2
RES
le;{
Mgz ]
5 ] 0245 | 0.228 | 0.071 | 3.476 | *=* | e
KHL:'
4=
X2= 38.487(di=5, p=.000), GFI=0.966, NFI=.974, RFI=.893,
IFI=.978, TLI=905, CFl=.977
5. 48
B A= Aaker. J(1997)7F et BHU=
MAHEE AFESt] SHEAAATV AE 2=
MAgel Fololn, FHATV Ad BH= )
Aol BHE RQIXE, Bt HME%, Ad 2l
HE, AE SAAZ HX = dFEFs A% A
T2A Fe] AFeta de 307H Y A
E B4 Algslgid. B4 A3 AA,
AATV A BA= A Q91 “AEH”
AEE”, “HEA o Z YEyT 4, $d9
ATV Ald Bl A 5 “AsE, A4’
S oAd QA Ee] A(+)9 WIgFow Fo3
FEFS FA AA, FSIEAAGTV Ad BAH
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