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Abstract 

Much previous research has studied high brand equity acquiring high brand equity or high 

brand equity acquiring low brand equity. However, very little research has been conducted to 

understand how that low brand equity acquiring high brand equity changes the low brand equity 

especially in China. This paper is on the case of Geely Group acquiring Volvo Car which was a 

typical acquisition of a high brand equity company by a low brand equity company. The aim of 

the paper is to verify whether this type of acquisition could increase the acquirer’s brand equity 

evaluated by consumers. This paper selects two brand strategies, ‘the house of brands strategy’ 

and ‘the endorsed brand strategy’, as the study objects of post-acquisition brand integration, and 

attempts to find the differences on consumers’ expectations and what is better suited for the new 

joint company. Therefore, a survey research strategy was used in this paper. A conceptual 

framework which included brand loyalty and perceived quality was developed from a review of 

the existing literature. Samples of data collected from Chinese consumers have been analyzed for 

the changes of consumers’ evaluation on the brand equity of Geely after its successful acquisition. 

Our research result proved that, a low brand equity company could enhance its brand value 

through acquiring an internationally known brand. After the acquisition, no matter what brand 

strategy applied, consumers had a more positive attitude towards the brand. The conclusion 

reached was that firms should be careful to choose an acquisition strategy by considering its 

strengths. But when faced with a decision of acquisition, the most important thing is to focus on 

the final success of the acquisition, while the brand integration strategy might be adjusted 

flexibly.  
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1. Introduction 

1.1 Background  

With the rapid development of economic globalization, an international Merger and 

Acquisition (M&A) wave is sweeping the world and it has become an important strategy which 

help companies to obtain competitive advantages in the global business environment (China 

Daily, 2007). More and more multinational companies use cross-border M&A to achieve global 

resources allocation. Economic globalization brings not only opportunities for development but 

also challenges. And it is changing the global economic framework during its process (Financial 

Times Report, 2011). 

In recent years, the acquirers come from not only multinationals in developed countries but 

also multinationals in developing countries (e.g., China). Statistics from the Chinese Ministry of 

Commerce in Foreign Investment and the Economic Cooperation Department showed that 

Chinese investors made direct investment overseas in 4425 enterprises in 141 countries and 

regions with the amount of US$ 77 billion, up by 29% year-on-year in 2012 (MOFCOM statistic, 

2013). The growing of overseas investment indicates the trend of Chinese enterprise 

internationalization. But the various investment approaches also increase the challenge.   

However, most foreign studies focus on the cases of high brand equity acquiring high brand 

equity or high brand equity acquiring low brand equity, but cases happening in China currently 

are different. Kumar’s (2009) study showed that the acquirer is often a low-cost commodity 

player in developing countries, while the acquired company is a value added branded-products 

company. Accordingly Eckhardt and Bengtsson (2010:210) argue that “In China, brands emerged 

outside of a capitalist context and served primarily social functions. How brands developed out 

of it, demonstrating that brands can develop in varying ways”. By comparison, brand 

consciousness is weak in China due to the fact that the Chinese market faced rigid regulations 

(Financial Times Report, 2011). In addition, it is time and resource consuming to create an 

international brand. In order to enhance their international reputation, Chinese companies use 

M&A strategies to acquire high brand equity companies to develop their own brand, which in 

turn helps facilitate brand entry into the global market.  

Literature shows that there are many possible motivations for M&A (Kumar and Blomqvist, 

2004; Mann and Kohli, 2012), and the two key motivations for Chinese companies acquiring 

international companies are: 1) the worldwide brand market and technical resources will help 

shorten the journey of the internationalization of Chinese brands. 2) The international brands can 

help the local brands to build the recognition in the global market. 
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Kumar and Blomqvist (2004) stated that companies that use M&A growth strategies have to 

consider how to brand the acquired company and how to manage the migration of the brand to 

the new company. It is very important to ensure that customers remain satisfied and loyal to the 

brand. Simmons et al. (2000:211) stressed that “high brand equity not only increase the 

economic value of low brand equity, but that it also influence consumer’s perception and 

confidence in low brand equity”. 

1.2 Problem Statement 

There are many reasons why countries like China use M&A strategy to enter the global 

market. Some of the reasons to this approach according to Kumar’s (2009) is to enable the 

acquirer to obtain new technologies, brands, and consumers in foreign countries instead of to 

lower costs or break into new countries. The acquisition of Geely-Volvo actually represents a 

new form of acquisition, which is low brand equity acquiring high brand equity. This kind of 

M&A is rising in the emerging market countries. Since Lenovo made its successful acquisition of 

IBM's personal computer business in 2005, brand acquisition has become one of the main 

approaches for entering into the global market and to establish an international brand for Chinese 

companies. However, this kind of opportunity does not exist all the time. For example, due to the 

aftermath of the financial crisis in 2008, General Motors announced the sales of Saab and 

Hummer. Also Ford announced the sale of Volvo in 2009. Chinese car enterprises swarmed into 

buying those brands. In the end, Zhejiang Geely Holding Group of China (Geely) announced the 

successful acquisition of Volvo Cars from Ford Motors Co In March 2010, whiles GM failed to 

sell Saab several times and discontinued Hummer (The Economists, 2010). These high-profile 

acquisitions gained attention in China. 

When Geely successfully acquired Volvo Car in 2010, it shocked the world immediately. 

Geely was established in 1986 and launched its auto manufacturing business in 1997. It is 

inconceivable that an un-known company with only 13 years of experience in car manufacturing 

has acquired Volvo which has existed for more than 80 years and is well-known globally. To 

some extent, this is a typically case of a low brand equity company acquiring a high brand equity 

company. But some points of view showed that the acquisition would make the brand with high 

equity weak and enhance the lower one at the same time. Critics also pointed out that enterprises 

should be more careful to avoid useless brand acquisitions (Wang, 2011).  

This paper focuses on low brand equity Chinese company acquiring high brand equity 

company. Do these acquisitions indeed enhance the acquirer’s brand equity? Do consumers’ 

attitudes towards the acquirer’s brand equity change positively after the acquisition? Furthermore, 
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it is important to evaluate the brand strategy in the long term in order to improve the success of 

M&A (Kumar and Blomqvist, 2004). Strategic M&A activities can not only change the firm’s 

internally but also can transmit related information to external stakeholders, which has influence 

on the perceptions of the brand. So a successful acquisition is just the first step, it is critical that 

the suitable brand integration strategy implemented in post-acquisition management can obtain 

long-term success. For example, The market leaders in Chinese multimedia equipment 

manufacturing industry, TCL Group, announced they would exit the European market in 2006, 

after merged with France-based Thomson SA and Alcatel a mobile phone manufacturing 

company in 2004, this shows a harsh lesson in post-M&A management (Nicolas, 2010).  

Back to the case of Geely acquiring Volvo Car, in the last two years, Geely changed its 

brand logo, and let Volvo Car operate independently. But the brand of Volvo is shared with the 

Volvo Group; therefore, how to utilize the Volvo brand effectively to bring positive market effect 

is critical. The brand strategy of Geely needs to be carefully considered. Although the brand 

strategy is the responsibility of the company, the study still needs to consider the expectations 

and responses of consumers. 

This brings us to our research question.  

- In what way does the customer-based brand equity change after acquisition and brand 

integration, when a low brand equity company acquires a high brand equity company?  

To understand the research question better, the empirical study of Geely’s brand after its 

acquisition with Volvo Car will focus on the Chinese market, the following sub-questions are 

developed: 

1. How do customers distinguish low brand equity and high brand equity like Geely and 

Volvo Car? 

2. How does Acquirer’s (Geely) brand equity change after the acquisition based on 

customer evaluation? 

3. How does Acquirer’s (Geely) brand equity change due to different brand strategies for 

post-acquired integration?   

 

1.3 Research Objective  

With the development of the Chinese economy, some Chinese companies began to attract 

more attention in the global market. But comparing with the well-known international firms, 

Chinese companies still have a long way to go, especially in terms of brand. The company needs 

to set a long-term goal to create an international brand as the way to internationalization. The 
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fact that Lenovo made remarkable achievements after its successful acquisition of IBM’s PC 

business attracts a number of enterprises to seek brand acquisition. Meanwhile, firms in 

developed countries announced intensions to sell their well-known brands due to the economic 

crisis. After Geely’s successful acquisition of Volvo Car, marketing heads found that there is a 

lack of adequate theory and research to guide the operation and selection of acquisition strategy 

and brand strategy. 

Brand equity as a core concept in the assessment of brand value is widely applied in 

academic research, in particular, customer-based brand equity in marketing theory (Aaker, 1991; 

Keller, 1993; Kumar and Blomqvist, 2004). This paper is an exploratory study on the changes of 

low brand equity on consumer-based measurement, after Chinese low brand equity companies 

acquired international high brand equity brands. Comparing with two main different brand 

strategies, hopefully the research will show the results of the difference in customer-based brand 

equity changes.  

The purpose of the research is to analyze the changes of acquirer’s brand equity after 

acquiring high brand equity and implementing one of two different brand strategies as 

post-acquisition brand integration. The contribution is to help Chinese companies, which plan to 

apply M&A strategy, to get a further understanding of whether brand acquisition really enhances 

its own low brand equity. We expect our research to help Chinese companies have insight into 

the interaction of the acquirer and the acquired brands, in order to make good brand integration 

strategy in cross-border M&A.  

This thesis aims to study the empirical case of Geely’s acquisition of Volvo Car, to evaluate 

the changes of brand equity after acquisition from a marketing perspective. In the first two years 

after acquisition, Geely transacted a brand portfolio strategy with no brand changes called 

‘business as usual’. For long-term growth, it is possible to integrate Volvo Car in Geely by 

adopting endorsed brand strategy and utilizing the brand of Volvo Car. The study will also be 

conducted by the survey method to test the hypothesis in endorsed brand strategy compared with 

the house of brands strategy, explain and explore the different changes on consumer-based brand 

equity of Geely brand on the Chinese market. The survey study will be designed following the 

measurement of brand equity from marketing perspective.   

Chapter 2 will state the theories for this study including the basic theory of brand 

acquisition and brand equity, the measurement of customer-based brand equity tools, and the 

main brand strategies in post-acquisition integration. 
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2. Literature Review 

2.1 Brand Acquisition  

In the age of knowledge-based economy, M&A is important for business growth, especially 

in the international market, which implies an increasing frequency of brand acquisitions. 

Generally, it is conducted to gain an access to the intangible assets of a business such as brand. 

The American Marketing Association defined a brand as “a name, term, design, symbol, or any 

other characteristic which makes selling good or service different from goods and services of 

other sellers” (AMA, 2013). Normally, brand acquisition happened in the form of company 

acquisition. Damoiseau, et al. (2011) proved that a healthy brand will create long-term value for 

the company. In the merger phase, brand is the softer intangible assets other than human 

resources. The acceptance of the brand by consumers will affect the development of the 

company. Kumar and Blomqvist (2004:20) stated “a key aspect of marketing due diligence is to 

study the transaction through the customers’ eyes, a perspective that is critical to market-facing 

businesses”. Aaker (1991) stated that the marketing battle actually is a brand battle. The brand 

competition has the dominance in the marketing competition. 

The researchers indicate different motivations for M&A. Achieving growth and synergy are 

the two major ones (Vu, Shi and Hanby, 2009). Synergy with acquirer and acquired brands leads 

to reduced costs or increased marketing competence or both (Capron and Hulland, 1999). Some 

of the companies use the M&A strategy, not only for buying the tangible assets, but also for 

purchasing the intangible assets such as a brand, which can bring the acquiring company some 

potential value in the long term. Using different integration strategies are all for the 

achievements of business growth and the reduction of business risks. The empirical research 

proved that brand acquisition can bring positive market utility. It is found that a well-known 

brand can help improve consumer evaluations of previously unknown brand due to the 

acquisition (Rao et al., 1999).    

2.2 Brand Equity  

The concept of ‘brand equity’ is a hot topic in marketing theory which has been used from 

the middle of 1980’s (Aperia and Back, 2004). The concept of brand equity has been discussed 

both in the perspective of accounting and marketing (Wood, 2000). Aaker (1991) defined brand 

equity as a set of brand assets and liabilities linked to a brand’s name and its symbol, which add 

to or subtract from, the value provided by a product or service to a firm or the firm’s customer. 

In the same time, brand equity becomes a key factor in M&A. The buyer or seller uses the 

financial value the stock market places on the firm then calculates or estimates the portion of that 
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value accounted for by brand equity (Schultz, 2000). According to the signal theory of 

information economy, brand acquisition can serve as a quality signal to provide reassurance or 

add a functional benefit to the pairing brands (Rao and Ruekert, 1994). It is found that a high 

brand equity paired with another high brand equity resulted in more positive evaluations for the 

partnering brands versus prior to their pairing. Similarly, when two low brand equity or two 

mixed brand equity were paired, brand evaluations following the pairings were stronger than 

individual evaluations prior to the pairing. According to the study of Washburn et al. (2004), the 

positive brand equity (especially customer-based brand equity) of two or more partner brands 

can be transferred to the newly joint brand after brand acquisition.  

Brand equity has five classifications from Aaker (1991), brand loyalty, brand awareness, 

perceived quality, brand association and other proprietary brand assets. Keller (1993:8) defined 

the concept of customer based brand equity, which is “the differential effect of brand knowledge 

on customer response to the marketing of the brand”. Keller (1993:1) also stated 

“customer-based brand equity occurs when the customer is familiar with the brand and can 

afford the favorite, unique brand associations in memory.” According to previous studies, the 

true value or equity of the brand resides in the consumer’s valuation. Basically, the brand’s value 

or equity is what the consumer is willing to pay, and pay over time to obtain and use the brand. 

Brand effect is very important on customers’ behavior (Li, 2004). Customers usually regard a 

brand as a represent of style, quality, color, service, price, image and so on. Those form 

customers’ expressions and evaluations on the brand. That is what we will study; it is also known 

as customer based brand equity. Based on the previous overview, the first hypothesis is 

developed as below: 

H1: As a result of a low brand equity company acquiring a high brand equity company, high 

brand equity enhanced low brand equity after acquisition. 

Brand Loyalty 

Aaker (1991) mentioned that customer based brand loyalty is the core of brand equity. 

Aperia and Back (2004) noted the additional components of brand equity - Brand Awareness, 

Perceived Quality, Brand Association, all impact on brand loyalty. From the customer’s 

perspective, brand loyalty means the consumer has a special preference for a brand, thus 

constantly buying such products, only recognize the brand and give up the attempts of other 

brands. This is a kind of trust which presented consumers’ feelings. Aaker (1992) thought 

customers’ satisfaction and brand buying patterns are often indicators of a good, healthy brand, 

this behavior to enhance them will build brand strength. Different from other components of 



 

7 
 

brand equity, brand loyalty often uses the experience, based on the consumers’ prior buying 

experiences. 

From the marketing perspective, to keep the brand loyalty can reduce the marketing cost. 

The customer’s loyalty will increase the brand equity, and strengthen the brand competition in 

the market. Brand loyalty is a barrier for new competitors and forms the basis for a price 

premium (Aaker, 1996). A customer’s satisfaction makes the brand acceptable. It will help the 

company attract new customers (Aaker, 1991). 

Aaker (1991:299) says brand awareness “is the ability of a potential buyer to recognize or 

recall that a brand is a member of a certain product category.” And Keller (1993) also 

conceptualized brand equity using an associative memory model focused on brand knowledge 

and involving two components, brand awareness and brand image, described as a set of brand 

associations. 

The brand is the sum of consumer’s perceptual impressions and rational knowledge of the 

products. Any brand market change is reflected in consumers. For consumers, the brand is the 

symbol, an experience and assurance, with which the social product becomes more and more. 

Consumers gradually form select brand awareness based on their own experience of brand 

evaluation. Between brand and non-brand, consumers are more willing to choose the brand. 

Brand positioning and brand awareness guide enterprises to put their own brand awareness into 

market demand. And brand positioning should be based on consumer orientation. According to 

Keller (1993) brand loyalty is very important for customer to form positive emotions. That kind 

of emotion could be caused by any idea of the brand, such as feelings, experience, evaluation, or 

brand positioning. And these ideas may come from all aspects of consumer’s daily life, such as: 

user experience, friend’s word of mouth, advertising information and a variety of marketing 

methods. Different methods are likely to establish the brand in the consumer’s mind, thereby 

affecting the purchasing decisions of consumers. That is why brand loyalty is the key part of 

brand equity (Aaker, 1991).  

H1a: As a result of a low brand equity company acquiring a high brand equity company, the 

acquirer’s brand loyalty will increase after acquisition.     

Perceived Quality 

“Perceived quality can be defined as the customer’s perception of the overall quality or 

superiority of a product or service with respect to its intended purpose, relative to alternatives” 

(Aaker, 1991:85). According to Keller’ (1993), brands have a role for the consumer as a 

symbolic means and a sign of quality. When a product does not have any special advantages in 
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the sense of physical characteristics when compared with competitors’ products, consumers 

evaluate the product brand and make a purchasing decision. Product brand is used as ‘a sign of 

quality’ in cases where consumers have a choice of several products with similar physical 

characteristics (Vranesevic and Seancec, 2003). According to Vranesevic and Seancec (2003), a 

brand, which is usually associated with its quality linked with its goods or services can create an 

image in consumers’ minds and could be motivating to buy a particular good or service. After 

comparing with other products, perceived quality is not an objective measure to make a purchase 

decision (Lee et al., 2011). According to Lee et al. (2011) perceived quality is strongly related 

with brand equity, and the better the perceived quality, the greater the brand equity. The most 

important task of corporate marketing activities is to improve the perceived quality of products. 

A higher perceived quality gets a higher customer satisfaction. The research of Lee et al. (2011) 

has demonstrated the positive relationships between perceived quality and brand equity based on 

the balance theory. Thus, 

H1b: As a result of a low brand equity company acquiring a high brand equity company, the 

acquirer’s perceived quality will increase after acquisition.    

In sum, brand loyalty is a sense of trust which affects consumers’ feelings toward a particular 

brand, combined with awareness and association linked to brand equity. Brand equity based on 

consumer’s evaluation present the value liked to consumer’s attitudes considering the brand 

value added in its product and service. High brand equity comes with high brand loyalty (Aaker, 

1992; Lee et al., 2011). Perceived quality presents a kind of consumer’s attitude to a sign of 

quality in his mind linked with the brand, which is strong to guide consumer’s behavior to make 

a purchasing decision. The perceived quality also transferred from the signal of brand and 

formed brand equity (Aaker, 1992; Vranesevic and Seancec, 2003; Lee et al., 2011). Those two 

factors show how consumers’ attitudes on behavior and emotion form brand effect. High brand 

equity brought high brand loyalty and perceived quality. High brand loyalty and high perceived 

quality also improved brand equity.  

2.3 Measuring Brand Equity 

There has been lots of research in measuring of brand equity. Smith (1988) stated cost, 

income, and market, to evaluate the value of a brand in brand M&A. TRC (Total Research 

Corporation) measure brands by interviewing consumers about their perception of brands 

‘quality’ in 1990. The subsequent scholars brought a lot of approaches - Brand Equity Index, and 

Brand Awareness × Perceived Quality. However, all of those approaches maybe try to cope with 
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brand equity definition and management, but still a simple measurement (Winters, 1991; Aaker, 

2002).  

Much attention has been devoted to the ‘behavioral and psychological’ nature of brand 

equity or customer-based brand equity, instead of the financial dimension (Rosenbaum-Elliott et 

al., 2011; Keller, 1993). According to Keller (1993), measuring brand equity contains two basic 

approaches – indirect and direct. The ‘indirect’ method attempts to assess potential sources by 

measuring brand knowledge (i.e., brand awareness and brand image). And the ‘direct’ one 

measures brand equity by assessing the impact of brand knowledge on consumer response to 

different elements of marketing.  

It is critical to develop a valid brand equity measurement system for organizations to 

enhance their capability (Aaker, 1996; Keller, 1993). Aaker (1996) proposed ‘The Brand Equity 

Ten’ shows in the following table (Table 1) as applications for an effort to create a set of brand 

equity measures across markets and products. Ten sets of measures are grouped into five 

categories and also related to the definitions of the four dimensions of brand equity – loyalty, 

perceived quality, associations, and awareness – that were developed in Aaker’s book Managing 

Brand Equity.  

Loyalty Measures include two factors. 

A brand Price Premium (Rosenbaum-Elliott 

et al., 2011) is the indication of the extent to 

which consumers are willing to pay a higher 

price without switching brands. And there is 

a more sensitive measure by using the 

well-developed market research approach 

called ‘conjoint’ or ‘trade-off’ analysis. It 

presents customers with a series of choices 

and identifies what product characteristics 

consumers are willing to trade-off before 

switching brands (Rosenbaum-Elliott et al., 

2011:161). Customer satisfaction can be 

another indicator of loyalty. Brand loyalty is 

going beyond purchase behavior to get at the 

attitudes underlying purchase behavior in the 

category. Perceived Quality & Leadership 

Measures reflects comparable quality, 

Table1: The Brand Equity Ten (Aaker, 1996) 

Loyalty Measures  

• Price Premium  

• Satisfaction/Loyalty  

 
Perceived Quality / Leadership Measures  

• Perceived Quality  

• Leadership  

 
Associations / Differentiation Measures 

• Perceived Value  

• Brand Personality  

• Organizational Associations  

 
Awareness Measures  

• Brand Awareness  

 

Market Behavior Measures  

• Market Share  

• Price and Distribution Indices  
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market size and popularity. Associations and Differentiation Measures structured around three 

perspectives: the brand as product (value), person and organization, which can explain how a 

brand can be differentiated from its competitors. Awareness Measures is an important component 

as awareness and can affect perceptions and attitudes, also reflects the brand salience in the 

customers’ mind. Thus it could include recognition, recall, and top-of-mind. All of those 

mentioned measures require a survey about market behavior. Market share based on market 

surveys of usage data, and relative market price and distribution indices are dependent on data 

gathering.  

Up until those discussions about measures of brand equity, Rosenbaum-Elliott (2011) 

emphasized that understanding the nature of brand equity was based on the brand image and 

brand attitude, which provided insight meanings. In summary, the motivation of measuring brand 

equity is not only to know where the brand stands relative to others in the market, but also to 

manage the brand successfully. In this paper, the brand equity ten is the best one to design our 

questionnaire.  

2.4 Brand Strategies in Post-M&A 

Post-M&A integration is the last step in M&A process. There is less studies on brand 

strategies in current M&A literature. According to conventional wisdom there are only a handful 

of re-branding strategies for an M&A: adopt one brand, combine some of the two brands, create 

an entirely new brand or no change. Ettenson and Knowles (2006) used the Securities Data Co. 

database, studied 207 mergers, which completed since 1995 with a transaction value exceeding 

$250 million. Their work revealed that there were at least 10 branding alternatives for an M&A 

which offered different solutions for utilizing the brands (both the names and visual identities) of 

the acquirer and the acquired based on its different benefits and challenges for employees, 

customers and investors. And Ettenson and Knowles (2006) research the 10 options were 

grouped into four main categories: 1) adopt the stronger brand called ‘Backing the Stronger 

Horse’, 2) adopt the best of both brands called ‘Best of Both’, 3) create a new brand called 

‘Different in Kind’, and 4) transact a portfolio with no brand changes called ‘Business as Usual’. 

In sum, the first three categories need some synergy between the two companies or brands called 

the re-branding. And the last category is a kind of portfolio transaction that can be thought of as a 

brand alliance. 

To design effective brand strategies, one must understand the meanings and relationship 

among the master brand, endorsed brand, sub-brand, and the driver. The term brand architecture 

is first presented in the study of Aaker and Joachimsthaler (2000), it dealt with relationships and 
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structures in the brand portfolio. They introduced the brand relationship spectrum. The spectrum 

involved four basic strategies – A House of Brands, Endorsed Brands, Sub-brands, and A 

Branded House, and nine sub-strategies to reflect the different positions of a brand. A branded 

house used a single master brand and spans a set of offerings like General Electric Company 

operated a large number of products under the master brand. In contrast, the house of brands 

strategy involves an independent set of stand-alone brands like Procter & Gamble operates over 

300 major brands, chiefly with little link to the company or to each other. Sub-brands were 

applied to extend a master brand into a meaningful new segment (e.g., Sony and Sony Walkman). 

The link between sub-brands and their master brand is closer. Endorsed brands are independent 

brands which endorsed by another brand, and usually an organizational brand provides 

credibility and substance. Those strategies gradually become the guidelines of designing a brand 

strategy. However, actually nearly all organizations utilized a mixture of all of those four 

branding routes while the challenge is to create a brand team where all the sub-brands and brands 

fit in and are productive (Aaker and Joachimsthaler, 2000).  

H2: Based on how a low brand equity company acquires a high brand equity company, using 

different brand strategies can make the consumer’s evaluation of the low brand equity 

different.  

Rao and Ruekert (1994) studied a phenomenon of joint branding and first advanced the 

term brand alliance to describe these situations in relevant perspectives like brand management 

and information economics. Brand alliances involved the short-term or long-term association or 

combination of two or more individual brands, products, and/or other distinctive proprietary 

assets that can be represented physically or symbolically by the brand, leverage brand name 

recognition and image (Simonin and Ruth, 1998). The empirical researches proved that brands 

alliance can bring positive market utility and do not necessarily fit well together between brands 

also may be successful. It is found that a well-known brand can help improve consumer 

evaluations of a previously unknown brand in the brand alliance (Rao and Ruekert, 1994; 

Simonin and Ruth, 1998; Rao et al., 1999). Consumers’ quality perceptions were enhanced when 

an un-known brand was allied with a well-known brand (Rao et al., 1999).  

Levin and Levin (2000) used a model testing the role of brand alliance in product evaluation. 

When two brands are linked through a dual-branding arrangement and both brands are described 

by the same set of attributes, then the effect of dual branding is to reduce or eliminate contrast 

effects. If the target brand is less well specified than the context brand, then the effect of dual 

branding is to increase transfer effects (Levin and Levin, 2000). Furthermore, Voss and Gammoh 
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(2004) examined and demonstrated the positive effect of an alliance with two, one, or zero 

well-known brand significantly increased perceived quality. 

The House of Brands Strategy 

Brand alliance is a same strategy with the house of brands strategy which is presented by 

Aaker and Joachimsthaler (2000). The house of brands strategy is usually applied for 

multinational firms as a big group. The corporate brand strategy contains a set of sub-brand 

strategies. Consumers tend to transfer quality perceptions from one brand to another within the 

same brand portfolio, and product quality had a positive impact through brand image on 

consumer attitudes toward extended brands (Kwun and Oh, 2007). Consumer attitude toward a 

brand portfolio was found to exert a significant positive influence on consumer’s attitude toward 

the brands extended from the portfolio, and vice versa (Kwun and Oh, 2007). The scholars’ 

studies developed to explore the relationship between the main brand and sub-brand also among 

sub-brands inner brand portfolios on brand association perspective. Both brand-specific 

associations and brand portfolio affect consumers’ evaluations of extended brands. Considering 

relationships between a brand portfolio and its member brands can systematically provide an 

effective bond among the member brands through a strong presence of a portfolio image (Kwun 

and Oh, 2007). Nestle is a famous firm expanding its business by lots of M&A activities. Its 

brand strategy is considered as a mix of the house of brands and the corporate brand ‘Nestle’ as 

the master brand also endorsed its sub-brands.  

Endorsed Brand Strategy  

It is suggested that endorsement could be perceived as a signal. An endorsed brand as a 

signal of product quality could significantly affect the quality and features of the product as an 

indicator. According to Dean (1999) endorsement effect was significant, but this might have 

occurred only because the brand was unknown and subjects were not presented with competing 

brands. Favorable endorsement of a high-image brand may have had little effect since consumers 

may expect this. Conversely, endorsement of a low brand image may prompt consumers to 

access brand information in memory (a situation not encountered in the present study). If the 

accessed brand memory is negative and the endorsement is positive, consumers may experience 

dissonance and reject the endorsement, or remove the brand from the consideration set. 

Alternatively, consumers may raise their evaluation of the low brand image, but adjust the 

quality level downward to reflect uncertainty.  

Endorsed brand strategy for endorsing a brand is to provide some useful associations for the 

endorser. For example, a successful, energetic new product or an established market leader brand 
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can enhance an endorser. A powerful endorser brand could affect the endorsed brand as a driver 

(Aaker, 2000). An endorser brand usually is a corporate brand with a position of master brand, 

and corporate brand can endorse itself by its brand assets (Uggla, 2005). Corporate brand 

presents an organization supported product brand with emotional and self-expressive benefits 

(Aaker, 2000). In international brand strategy, compared with the house of brands strategy, 

corporate brand endorsement can not only provide reassurance about product quality and 

reliability of product brands, but also generate potential cost savings through promotion of the 

international corporate brand rather than multiple independent product brands (Douglas et al., 

2001). It is popular to use the endorsed brand strategy as a Post-M&A brand strategy. For 

example, Amazon.cn acquired Joyo a Chinese B2C E-commerce company and used a brand 

name Joyo-Amazon. Thus, 

H2a: Based on how a low brand equity company acquires a high brand equity company, using the 

house of brands strategy, brand evaluation of the company’s total brand equity was 

stronger than the sum of the individual evaluations. 

H2b: Based on how a low brand equity company acquires a high brand equity company, using the 

endorsed brand strategy can improve the acquirer’s brand (low brand equity) position.     

In sum, both the endorsed brand strategy and the house of brands strategy are useful and 

popular for multinational firms nowadays. The endorsed brand strategy better presented the 

power of the master brand for enhancing its sub-brand’s equity, while the house of brands 

strategy instead emphasized its individual brands’ power and interaction.   
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3. Methodology 

3.1 Research Strategy  

In this paper, we choose a survey strategy after examined previous scholars’ studies and 

contributions. Like most of these articles, this research used predictive hypotheses rather than 

open research questions to test our viewpoints. Saunders et al. (2012) mentions that most 

business and management research questions will be designed to inquire the relationships 

between variables rather than to test a predicted relationship. However, we study in Sweden and 

research the Chinese market. Using a survey strategy will be more feasible on the comparisons 

of brand equity changes based on consumers’ evaluation. According to Saunders et al. 

(2012:167), testing for expected relationships between variables is the key point for turning the 

question into hypotheses. Also we adopted the main factors, ‘brand loyalty’ and ‘perceived 

quality’, based on those previous studies on the hypothesis. A survey strategy is a preferable 

research strategy for the thesis. 

There are several advantages to select Geely as a case to test our research strategy for the 

paper. Since Chinese automobile industry and market are growing gradually, the acquisition was 

not only a big change in the Chinese automobile industry but it was one of the substantial 

changes in the European automobile industry during the last years (Wang, 2011). From public 

interviews and information we can get a brief overview of Geely’s strategy which provides 

useful information for our research. At the same time, we attempt to assume the situation of a 

new brand strategy in designing part of the questionnaire. 

Because of the limited time and available resources, we have chosen a sample questionnaire 

method instead of interview to do the research. As Saunders mentioned, sampling also saves time, 

an important consideration is the time limitation. Data collection is more manageable as fewer 

people are involved (Saunders et al., 2012). Since we are in Sweden and our research is based on 

the Chinese consumer’s attitude, the online questionnaire is the best method available for data 

collection, which saves time and cost, spreads fast, and is easy to manage. 
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3.2 The Research Design and Operationalization 

Based on the analysis of the reviewed literature, the conceptual framework and hypotheses 

for the empirical study have been developed. 

Table 2: The hypotheses 

H1 
As a result of a low brand equity company acquiring a high brand equity 

company, high brand equity enhanced low brand equity after acquisition. 

H1a 
As a result of a low brand equity company acquiring a high brand equity 

company, the acquirer’s brand loyalty will increase after acquisition. 

H1b 
As a result of a low brand equity company acquiring a high brand equity 

company, the acquirer’s perceived quality will increase after acquisition. 

H2 

Based on how a low brand equity company acquires a high brand equity 

company, using different brand strategy can make the consumer’s evaluation 

of the low brand equity different.  

H2a 

Based on how a low brand equity company acquires a high brand equity 

company, using the house of brands strategy, brand evaluation of the 

company’s total brand equity was stronger than the sum of the individual 

evaluations. 

H2b 

Based on how a low brand equity company acquires a high brand equity 

company, using the endorsed brand strategy can improve the acquirer’s 

brand (low brand equity) position. 

As the topic is based on the low brand equity company acquiring a high brand equity 

company, the survey will be conducted in two steps. The first step is concluding the measuring of 

brand equity (Volvo and Geely) to identify the high and the low. This is the research prerequisite 

of this paper. The second step consists of conducting the hypotheses model. The survey also 

designed two parts to conclude the acquisition and the brand strategy. The questionnaire will 

include above two contents for the same respondent. All items were measured on a 7-point scale.    
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Step 1: Identify the two brands as low brand equity and high brand equity. 

The first part of the questionnaire was conducted to identify the two brands’ (Geely and 

Volvo) brand equity. We first designed 9 questions guided by Aaker’s (1991) Brand Equity Ten 

(See Table 3). We expected this could be testing the starting point of our research, namely that 

customers distinguish low brand equity and high brand equity when comparing Geely and Volvo. 

Table 3: The questions about measuring brand equity of Geely and Volvo 

Brand Awareness 1. Are you familiar with the brand?  

Perceived Quality 

Perceived Value 

Personality  

Organization  

2. The brand’s product and service are of a high quality. 

3. The brand has high safety performance in its category. 

4. The brand has strong power in its category. 

5. The brand’s products have a superior design over others. 

6. The brand has a good user experience. 

Brand Loyalty 

Satisfaction 

Price Premium  

7. The brand offers an excellent after-sales service. 

8. The brand meets and exceeds the user's expectations. 

9. For a type of car, the lowest price is 200,000 

(RMB)/50,000RMB, how much extra would you be willing to 

pay to obtain a Volvo Car (Geely) that has the same functions.  

Step 2: Model to test the hypotheses 

Based on the foregoing analysis and hypotheses we drafted the hypotheses model (See 

figure 1).  

Figure 1: The research model to determine post-acquisition brand equity of the acquiring low 

brand company 
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The study was conducted to measure how brand equity changes after acquisition based on 

low brand equity acquiring high brand equity. This study used an empirical study on Geely 

acquiring Volvo to test the changes of Geely’s brand equity after the acquisition.  

 The survey question was designed in the second part of the questionnaire, which was 

conducted to measure changes in Geely brand equity after the acquisition. We used the 

information of the acquisition to guide our questionnaire. 10 questions were designed which 

were also guided by Aaker’s (1991) brand equity measurement. Moreover, those 10 questions 

were linked to the two dimensions - brand loyalty and perceived quality (See Table 4), the same 

as table 3, to be able to make a comparison. 

Table 4: The questions to measure the brand equity after acquisition 

 Brand Awareness 
1 I’m familiar with the acquisition. 

2 It is a successful acquisition.  

Brand 

Loyalty 

Price Premium 

Satisfaction 

Loyalty 

3 The acquisition enhance Geely’s brand image. 

4 Are you willing to buy a Geely car? 

5 Would you recommend Geeely’s product to others? 

6 One type of Geely’s car costs 50,000 RMB before 

acquisition, how much higher price for its upgrade 

would you accept after the acquisition? 

Perceived 

Quality 

Perceived Quality 

Leadership 

Popularity  

Perceived Value 

Personality  

Organization 

7 The acquisition enhances Geely’s quality on product 

and service. 

8 The acquisition enhances Geely’s leading position 

in Chinese automobile industry. 

9 Geely is good value for the money after acquisition. 

10 Geely got better brand awareness after the 

acquisition. 

The third part of the questionnaire was conducted to measure the changes of brand equity 

after using a different brand strategy. We designed 8 questions each for both the house of brands 

strategy which is the current strategy used by Geely and the endorsed brand strategy which we 

assumed as a hypothetical situation. Furthermore, we also drafted each graph to describe it for 

the respondents’ understanding. The details of those questions which link to the measurement of 

brand equity and consumer evaluation were explained as follows (See Table 5). 
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Table 5: The questions to measure the brand equity in two different brand strategies 

Personality  
1 I support the independent operation of Volvo / (the new brand 

created of Geely-Volvo).  

Brand Loyalty 

Satisfaction 

2 Are you still willing to buy a Volvo car based on the independent 

operation / (a Geely-Volvo car)? 

Perceived Value 
3 The independent operation of Volvo / (the new brand created of 

Geely-Volvo) increase Geely’s international brand image. 

Perceived Quality  

4 Due to Volvo operated independently, the brand of Geely’ Emgrand, 

Gleagle and Englon cannot get benefit from Volvo Car. 

Due to Volvo integrated into Geely, the brand of Geely’ Emgrand, 

Gleagle and Englon can get benefit from Volvo Car.  

6. The independent operation of Volvo / (The integration of 

Geely-Volvo) promote Geely Group’s technology and innovation. 

Organization  

Brand Awareness  

Brand Association  

5. The independent operation of Volvo / (The integration of 

Geely-Volvo) improve Geely Group’s management.  

8. Geely Group become more trustworthily as the independent 

operation of Volvo / (The integration of Geely-Volvo). 

Market Share 

Market Behavior  

7. The independent operation of Volvo / (The integration of 

Geely-Volvo) increase Geely Group’s Chinese market share. 

The beginning of the questionnaire collected the respondents’ demographic information 

(e.g., Gender, Age, Level of Education, and whether they own a car). Appendix 1 provided more 

details including the Chinese version. All the questions used seven-point scales anchored with 

‘Strongly Disagree’ - ‘Strongly Agree’, ‘Strongly Unfamiliar’ – ‘Strongly Familiar’, ‘Strongly 

Unwilling’ – ‘Strongly Willing’, and ‘Strongly Not Recommended’ – ‘Strongly Recommended’. 

The total was 49 questions marked with ‘Q1’-‘Q49’.  

3.3 Samples and Data Collection  

For the purpose of this study, in order to have good understanding of the consumer’s 

attitude on the different levels of brand equity, especially the customer-based brand equity of 

Geely on the Chinese market was emphasized. In particular, the sample we choose for this study 

all came from China. The valid data collected from the sample are a total of 212. Our 

respondents consisted of two parts: One part of respondents were the persons who finished the 

paper questionnaire. Another part of respondents were the people who completed the online 

questionnaire. 
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We first chose consumers in response to the questionnaire who already have a Volvo or 

Geely car and want to buy a car in the near future. We have chosen this type of consumers 

among our friends and colleagues who already have work experience and might have understood 

the acquisition better. We sent the questionnaire to them, using Sina Weibo, Tencent QQ chatting 

tool, and email. Finally, we received 75 answers. But 7 of them were invalid as they were 

incomplete. Due to this procedure, the sample was small, and most of the respondents were our 

friends. We continued to deliver the questionnaire on an online-questionnaire web, which was a 

Chinese website, secure research web (www.sojump.com). Our online-questionnaire link was 

(http://www.sojump.com/jq/2372145.aspx). We sent the online-questionnaire to the new group of 

people, who are strangers to avoid having the same person filling it in more than once. The 

questionnaire was delivered and collected through Internet. Respondents were invited to 

complete the online questionnaire by directly receiving and opening the website link, and the 

respondents were requested to send the survey link to their friends, as a pyramid. Thus, the data 

was collected fast. In the end, we received 155. 11 of them were from abroad, which represents 

invalid data. Added the former data, we received a total of 212 samples. 

3.4 Methods of Testing Hypotheses  

In this paper, we choose Stat Tools which has statistics Add in for Microsoft Excel to 

analyze the sample. We design 5 questions with Q1-Q5 to collect respondents’ demographic 

information. Moreover, we use the different attributes to compare the figures to find whether the 

results change or not. The following table (See Table 6) explained the first survey target to get a 

result of customer identification with Volvo and Geely.  

Table 6: The first step to calculate customer based brand equity of Volvo and Geely  

Items (Note) Question Number 

Brand Equity 

(BE) 

Brand 

Awareness (BA) 

Perceived Quality 

(PQ) 

Brand Loyalty 

(BL) 

Volvo (V-BE) 

=V-BA+V-PQ+V-BL 

Q6 

V-BA 

Q7,Q8,Q9,Q10,Q11 

V-PQ=AVER(Q7:Q11) 

Q12,Q13,Q14 

V-BL=AVER(Q12:Q14) 

Geely (G-BE) 

=G-BA+G-PQ+G-BL 

Q15 

G-BA 

Q16,Q17,Q18,Q19,Q20 

G-PQ=AVER(Q16:Q20) 

Q21,Q22,Q23 

G-BL=AVER(Q21:Q23) 

If, V-BE > G-BE  

 Based on consumer evaluation, Volvo Car is high brand equity as well Geely is low brand 

equity. 

http://www.sojump.com/
http://www.sojump.com/jq/2372145.aspx
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In the second part, we have collected data about customer-based brand equity of Geely after 

its acquisition (Short for G-BE*). And we also use the same equation to calculate Geely’s brand 

equity and to compare it with the original brand equity to test the hypotheses. So,  

G-BE
*
 = G-BA

*
 + G-PQ

*
 + G-BL

* 

 G-BE*= Average (Q24:Q25) + Average (Q30:Q33) + Average (Q26:Q29) 

If, G-BE
*
 > G-BE  

 Based on consumer evaluation, Geely’s acquisition of Volvo increased its brand 

equity. H1 accepted. Conversely, H1 rejected.  

The same, If G-BL
*
 > G-BL 

 Based on consumer evaluation, Geely’s acquisition of Volvo increased its brand 

loyalty. H1a accepted. Conversely, H1a rejected. 

If, G-PQ* > G-PQ  

 Based on consumer evaluation, Geely’s acquisition of Volvo increased its 

perceived quality. H1b accepted. Conversely, H1b rejected. 

In the third part, we designed 8 questions using seven-point scales anchored by strongly 

disagree-strongly agree to measure consumers’ attitude with the two different brand strategies. 

One is the house of brands strategy (HBS) which Geely has already used in its post-acquisition 

strategy; the other is the endorsed brand strategy (EBS). Thus,  

If, HBS ≠ EBS 

 Based on customer evaluation, different brand strategy has different effect on consumer 

attitude. H2 accepted. Conversely, H2 rejected.  

At the same time, we compared each question linked with different factors about 

consumer-based brand equity to gain results of the different attitudes between the two brand 

strategies from Geely Group. 

3.5 Limitations  

The research is a study of the customer-based brand equity changes and brand-integrated 

strategy, when a low brand equity company acquires a high brand equity company. Since the 

influence of time, geographic, research methods and other restrictions, the study inevitably has 

some limitations.  

1) Limitation of survey design 

The survey structure was designed on a basis of Aaker theory “Brand Equity Ten”, which 

was a simple, early, and classical model of customer-based brand equity. From the perspective of 

the theory，the model is representative, there are still some limitations in contemporary practice. 
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In fact, customer-based brand equity is a multidimensional concept. In our study, we just focused 

on the brand loyalty and brand perceived quality, which are mainly presented consumers’ feeling 

and behavior. There are still some limitations in innovative research.  

2) Limitation of sample 

The survey just chooses 230 respondents, statistically speaking, it is a small sample. For the 

whole Chinese market, some cities only have 1 or 2 even 0 respondents. Meanwhile, due to the 

time and geographic constrains, it is hard to seek a certain amount of Geely customer to study 

their attitude. According to the marketing requirements the choice of sample needs consistency. 

However, due to the limited conditions, some the respondents are invited author’s friends, who 

all have work experiences, the others are randomly chosen persons. These two kinds of samples 

with different cognitive experience might cause different attitudes.  

3) Limitation of the case 

The study is an exploratory research based on a successful acquisition of a high brand 

equity company by a low brand equity company. In our opinion, Geely-Volvo acquisition was a 

successful case. However, on the one hand, the Chinese automobile market might be different 

from other industries. In China, automobile market has a positive environment, which can 

influence the consumers’ attitude. If the acquisition happens in another industry, maybe 

consumers’ attitude will be different. 
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4. Empirical Results and Statistical Analyses 

4.1 Sample Descriptions  

We received a total of 212 valid samples out of 230 questionnaires. These originated in 50 

cities from 19 provinces in China. The samples came from different areas which should ensure 

the universality and effectiveness of the overall sample. To some extent, the consumer behavior 

and attitude of the whole Chinese market could be reflected more detailed. On the other hand, 

the top five provinces and cities included in the responses were Shanghai (78), Jiangsu (31), 

Zhejiang (26), Guangdong (18) and Beijing (10), which occupied about 77% with 163 

respondents. The sample source concentrated in the Jiangsu–Zhejiang–Shanghai region, which 

included the location of the headquarters of our research subject Geely Group, and covered 

related cities broadly. Thus, the result of the sampling of the research should be regarded as a 

successful and precise sample. Moreover, we also calculated the different cities’ sample data to 

compare, and the result did not show any obvious difference.   

Among them, the whole sample consisted of 58% (123) male respondents and 42% (89) 

female respondents in total. Our method of data collection to first seek those consumers who 

own a car or want to buy a car in the near future helps to achieve a higher correlation with the 

research aim. Furthermore, about 49% (104) respondents owned a car, out of which 56% (58) 

male respondents and 44% (46) female respondents. See more details in the following table 

(Table 7). Additionally, we attempted to compare the difference between those respondents who 

owned a car or not, and whether male and female respondents have different attitudes towards 

the questions. However, the comparison of the results did not show any obvious differences 

between them.  

Table 7: The sample descriptions 1 (About Gender and Own a car) 

Own car Female Male Count Percentage 

No 43 65 108 51% 

Yes 46 58 104 49% 

Count 89 123 212 
 

Percentage 42% 58% 
 

100% 

In addition, we asked the respondents about the brand of their car, but it was not a required 

answer. In total, we only received 81 answers who wrote the brand name out of the total 104 

respondents who owned a car. Moreover, it was recorded that only 5 persons owned a Geely car, 

and 6 persons owned a Volvo car from a total of 19 different brands. As this sample size was 11 

which was too small to compare with the other 201 samples, we gave up their comparison of 
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difference. Nevertheless, the diversity of the sample distributions showed various respondents 

which included car owners with different brands, and respondents without a car, which enhanced 

the representative of the overall sample.  

Concerning education, in the sample, 68% (145) of the respondents have a bachelor degree 

or above. 76% (161) of the respondents were between 26 and 35 years old. See more details in 

table 8 below. 

Table 8: The sample descriptions 2 (About Education and Age) 

Education Female Male Count Percentage Age Female Male Count Percentage 

High school 4 6 10 5% <25 8 8 16 8% 

College 29 28 57 27% 26-35 68 93 161 76% 

Bachelor 33 46 79 37% 36-55 13 21 34 16% 

Ph. D or MS 23 43 66 31% >55 
 

1 1 0% 

Count 89 123 212 100% Count 89 123 212 100% 

Most of the sample focused on those people who have a bachelor degree or above, with an 

age range from 26 to 35 years old. Moreover, our research focused on car consumers, for which 

the age range (26 ~ 35) is the main group that might afford to purchase a car in China. According 

to the attribute of education, higher education would improve the understanding of the meaning 

of acquisition and management related aspects. Meanwhile, consumers with high educational 

background probably work in managing positions which will help us to collect more valuable 

information about their attitude toward the research. In sum, the whole sample was in line with 

our requested sampling, which contained different regions in China and different consumers who 

have strong correlation properties linked with our research topic. The sample reflected the typical 

consumer’s attitude considering our study.  

4.2 The Result of Brand Equity with Geely and Volvo 

To evaluate customer-based brand equity with Geely and Volvo, we took an average, and 

standard deviation with 95
th

 percentile to compare the two brands. According to the resulting 

data, we received a mean of 4.094 and 5.109 linked to brand loyalty and perceived quality 

separately for Volvo Car, compared with Geely car which received a lower mean of 3.170 and 

3.641on the same factors. This strongly supported that Volvo Car has high brand equity whereas 

Geely has low brand equity in comparison. However, the two brands have a similar value 

considering brand awareness with a mean of 5.061 and 4.835 separately. The 95
th

 percentile are 

7.000 which means the brands of Volvo Car and Geely car are strong in the mind of the 

consumer in the Chinese market.  
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In total, the mean of recorded brand equity of Volvo Car is 14.265, which was evidently 

higher than the one of Geely car with a mean of 11.645. It could explain that consumers 

evaluated Volvo Car are higher value than Geely car. More details figure shows as follows. 

Table 9: Analysis result for Volvo brand equity (V-BE) minus Geely brand equity (G-BE) 

 
V-BA V-BL V-PQ V-BE G-BA G-BL G-PQ G-BE 

Mean 5.061 4.094 5.109 14.265 4.835 3.170 3.641 11.645 

Standard deviation 1.672 1.053 1.177 3.344 1.631 1.009 1.156 3.031 

95th percentile 7.000 6.000 6.600 18.527 7.000 5.000 5.800 16.667 

Tukey method 
    

 

 
Difference Mean difference Lower Upper Significant p-value 

 
V-BE - G-BE 2.620 2.011 3.228 Yes 0.008 

Note: confidence level is 95% 

Tukey Method is comparative analysis of two data like the above table is compared V-BE 

and G-BE. Stat Tools are based on the assumptions that there are equal population variances, 

each population is approximately normally distributed, and the confidence level is 95%.  

The above table shows the mean difference of V-BE and G-BE is 2.620, it was recorded a 

P-value of 0.008, and Significant is Yes, which means V-BE is significant different with G-BE, 

and brand equity of Volvo Car (V-BE) is on average higher than Geely’s brand equity (G-BE) by 

2.620.  

From this result, we achieve great support of this study based on low brand equity of Geely 

and high brand equity of a Volvo Car. The essential prerequisite of our research is established. 

From the foregoing data showed that, based on consumer evaluation, the respondents 

distinguished the brand of Volvo and Geely strongly.  

4.3 The Result of Brand Equity of Geely after the Acquisition 

We collected data about the Geely brand after its acquisition (G-BE*). Furthermore, we 

took an average of those questions scores, using the same equation to calculate its brand equity 

and compared it with the original brand equity to test the hypotheses. Table 10 shows the figures 

comparing these two different factors. We can find that, after the acquisition, the means of brand 

loyalty, brand perceived quality, and brand equity are higher than before, which means that after 

the acquisition, the customers’ evaluation improve. This is a successful acquisition, which 

increases the brand equity of Geely. 
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1) The result of brand loyalty 

We received a mean of brand loyalty of 3.170 before the acquisition. The means after 

acquisition increased to 4.124 (G-BL
*
). Tukey method result showed the mean difference of 

brand loyalty as -0.954 (G-BL-G-BL*), and a p-value of 0.0000 which recorded a significant 

with Yes. The results supported that from the customers’ point of view, the acquisition was 

regarded as successful and they were willing to buy the Geely car. It was shown that based on 

customer evaluation, Geely’s acquisition increased its brand loyalty. H1a is confirmed. 

2) The result of perceived quality  

We received a mean of perceived quality of 3.641 before the acquisition, and after the 

acquisition the sample mean of perceived quality (G-PQ*) is 3.966 which is a little higher than 

before. The results of Tukey method analysis showed the mean difference (G-PQ – G-PQ*) is 

-0.325 and significant is Yes with 0.0029 of the P-value. The results also supported that after the 

acquisition, the perceived quality of the Geely brand was increased. The significant is Yes which 

means that all the samples data showed the value of G-PQ* is higher than the value of G-PQ 

even though the difference is less than others. From the customers’ point of view, the acquisition 

was regarded as successful, which can help Geely to increase the perceived quality of the brand, 

but this takes time. The perceived quality after the acquisition is close to before the acquisition, 

which probably will improve gradually. It is shown that based on customers’ evaluation, Geely’s 

acquisition of Volvo increased its brand perceived quality. H1b is confirmed. 

3) The result of brand equity  

Obviously, when comparing the whole brand equity of Geely between before and after the 

acquisition, the mean of brand equity also increased. The following table recorded detailed data 

(Table 10). The mean of brand equity after the acquisition (G-BE*) is 12.979 which is higher 

than the mean before with 11.645. The results of Tukey method showed the mean difference 

(G-BE – G-BE*) is -1.333 and significant is Yes with 0.0000 of the P-value. The average 

difference of 1.333 shows a high increase of Geely brand equity by the consumers’ evaluation. 

The results supported that based on the customers’ point of view, brand loyalty and brand 

perceived quality of Geely have increased after the acquisition. It is shown that based on the 

customers’ evaluation, Geely’s acquisition of Volvo increased its entire brand equity. H1 is 

confirmed. 
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Table 10: Summary measures for the Geely brand equity before and after acquisition 

 
G-BA* G-BL* G-PQ* G-BE* G-BA G-BL G-PQ G-BE 

Mean 4.889 4.124 3.966 12.979 4.835 3.170 3.641 11.645 

Standard deviation 1.384 1.294 1.078 3.234 1.631 1.009 1.156 3.031 

95th percentile 7.000 6.250 5.613 17.863 7.000 5.000 5.800 16.667 

Tukey method 
    

 

 
Difference Mean difference Lower Upper Significant p-value 

 
G-BL-G-BL* -0.954 -1.175 -0.733 Yes 0.0000 

 
G-PQ-G-PQ* -0.325 -0.538 -0.112 Yes 0.0029 

 
G-BE-G-BE* -1.333 -1.931 -0.736 Yes 0.0000 

*Note: confidence level is 95% 

In addition, we mentioned the brand awareness of Geely in this part. From the above 

analysis, we received the mean of 4.835, which is before the acquisition (G-BA). After the 

acquisition, the mean just increased slightly by 0.054. The two numbers are very close, which 

means the acquisition had little influence on Geely’s brand awareness based on the customers’ 

attitude.  

4) The sales of Geely  

According to Aaker (1991), the measurement of brand equity also includes the market 

behavior, therefore we collected data about market share from 2009-2012 to support our research 

questions (See Figure 2). From the perspective of the company's performance, we can attain the 

sales data. It was showed that in the last four years, Geely experienced continuing growth (the 

figure recorded that several aspects decreased due to special situations, leading to fewer working 

days). We compared the data of the two years after the acquisition. Geely sold 415,286 vehicles 

in 2010 with a growth rate of 27%. Geely Group kept growing during 2010 ~ 2012. 

Figure 2: The sales of Geely 

 



 

27 
 

 

Sourced from: Geely Automobile Holdings Limited 

In summary，according to the analysis, we found that from the consumers’ perspective, most 

of the consumers regarded the acquisition as successful, which increased Geely’s brand equity. 

Perceived quality and brand loyalty improved after the acquisition. From the perspective of the 

company's operation, Geely’s sale is increasing during the period from 2009 to 2013. The 

acquisition was considered as a successful M&A case in Chinese automobile industry, which also 

had a positive impact on the sales of Geely. The sales data gave a strong support to the 

hypotheses that low brand equity acquiring high brand equity can improve the acquirer’s brand 

equity.  

4.4 The Result of Different Brand Strategy Applying In Geely Group after the Acquisition   

Part three of the questionnaire was designed with 7 similar questions and 1 opposite 

question (marked with Q-37 and Q-45) in both brand strategies. For analyzing more effectively, 

the first step was to compare the same factors in each. The details are displayed below (See Table 

11). It was supported that based on low brand equity acquiring high brand equity (as Geely 

acquiring Volvo Car), using different brand strategy can change the consumers’ evaluation. The 

figure showed that Chinese consumers may support the first brand strategy with the independent 

operation of Volvo Car more. Consumers agreed more that the house of brand strategy would 

enhance Geely brand equity more than the endorsed brand strategy. Tukey method result 

received a rejection (A-total – B-total got a mean difference with 4.825 and significant is Yes, 

equality test got a P-value with 0.0000 which shows a strong reject). It could explain that the 

‘A-total’ which presented the house of brands strategy received higher support than ‘B-total’ 

which presented the endorsed brand strategy on consumer perceptions.    
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Table 11: Analysis results of Geely brand equity in the two brand strategies   

Summary stats for samples 
     

  
A-Total B-Total Q-37 Q-45 

 

 
Sample means 35.882 31.057 4.005 4.580 

 

 
Sample standard deviations 7.093 8.389 1.619 1.463 

 
Tukey method 

     

 
Difference Mean difference Lower Upper Significant p-value 

 
A-Total - B-Total 4.825 3.344 6.307 Yes 0.0000 

 
Q-37 - Q-45 -0.575 -0.870 -0.281 Yes 0.0001 

 
Note: confidence level is 95% 

    
Note: A-total and B-total are calculated each 7 similar questions in the third part of questionnaire.  

For Q-37 the question is ‘Due to Volvo operated independently, the brand of Geely’ Emgrand, Gleagle and 

Englon cannot get benefit from Volvo Car.’ We got the sample mean of 4.005 which was almost equal to 

the mean of options. It was assumed that the consumers are undecided on the question whether 

Geely Group could benefit greatly from Volvo Car on its independent operation. However, for 

Q-45, the question is ‘Due to Volvo integrated into Geely, the brand of Geely’ Emgrand, Gleagle and Englon can get 

benefit from Volvo Car.’ We collected the sample mean of 4.580 which was higher than the mean of 

options. It can be interpreted as most of respondents have a positive attitude that Geely Group 

could get benefit from Volvo Car on its endorsed brand strategy.  

Therefore, from the results above, the hypothesis H2 ‘Based on how a low brand equity 

company acquires a high brand equity company, using different brand strategy can make 

consumer’s evaluation of the low brand equity different’ was confirmed. 

In order to obtain more details on the two different brand strategies considering 

post-acquisition, in this part, we investigated data on each question to compare the differences. 

The following table (Table12) shows the summary of statistics.  
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Table 12: Summary statistics for samples in Part 3 of the questionnaire  

 

Brand 

Awareness 

Market 

Behavior 

Perceived 

Quality 
Organization 

Perceived 

Value 
Brand Loyalty Personality 

 
Q-41 Q-49 Q-40 Q-48 Q-39 Q-47 Q-38 Q-46 Q-36 Q-44 Q-35 Q-43 Q-34 Q-42 

Sample means 5.071 4.731 4.948 4.712 5.047 4.929 4.934 4.759 5.151 4.495 4.967 3.816 5.764 3.613 

Sample St. dev. 1.363 1.447 1.401 1.403 1.366 1.345 1.315 1.354 1.326 1.529 1.432 1.64 1.381 1.945 

Tukey method Difference 
Mean 

difference 
Lower Upper Significant p-value 

Brand Awareness Q-41 - Q-49 0.34 0.072 0.608 Yes 0.0132 

Market Behavior Q-40 - Q-48 0.236 -0.032 0.503 No 0.0841 

Perceived Quality Q-39 - Q-47 0.118 -0.141 0.376 No 0.0000 

Organization Q-38 - Q-46 0.175 -0.08 0.429 No 0.1789 

Perceived Value Q-36 - Q-44 0.656 0.383 0.929 Yes 0.0000 

Brand Loyalty Q-35 - Q-43 1.151 0.857 1.445 Yes 0.0000 

Personality Q-34 - Q-42 2.151 1.829 2.473 Yes 0.0000 

Note: confidence level is 95% 

Note: Q34-41 link with the house of brands strategy; Q42-49 link with the endorsed brand strategy 

As the above table showed, all the 7 factors linked with the brand equity proved the house 

of brand strategy received a higher means than the endorsed brand strategy based on consumers’ 

evaluation. (For example, Brand Awareness has 5.071 vs. 4.731; Market Share has 4.9848 vs. 

4.712; Perceived Quality has 5.047 vs. 4.929; Organization has 4.934 vs. 4.759; Perceived Value 

has 5.151 vs. 4.495; Brand Loyalty has 4.967 vs. 3.816, and Personality has 5.764 vs. 3.613). 

Nevertheless, when we use Tukey Method to analyze, these led to a different result which is 

shown in the same table (See Table 12).  

The above data showed both brand loyalty and personality consumer has a higher positive 

attitude (the mean difference with brand loyalty is 1.151 and personality is 2.151) on the house 

of brands strategy when Geely Group integrated Volvo Car as its independent operation. The 

personality showed consumers highly supported this kind of brand strategy. This can explain 

why Geely Group used the house of brands strategy in the beginning. Considering brand loyalty 

of Volvo Car, it is shown that consumer would like to choose Volvo Car in its independent 

operation under Geely Group rather than the one after the integration of Geely-Volvo.  

On the other hand, on the perceived value and brand awareness, consumers’ evaluation also 

showed a significant difference, however, the value of this difference (perceived value with 

0.656 and brand awareness with 0.34) is smaller than the ones which links brand loyalty and 

personality.  

In addition, since we collected information on gender, education, age, and car-owner, we 

tried to compare these different groups to find their different opinion on the questions, but for 

each, the mean difference range from - 0.0351 to 0.501, therefore, the values were too small to 
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find reasons explaining the difference. On the other hand, it should be interpreted that consumers 

with different attributes probably have similar attitudes considering car brand affection.      

In sum, consumers support the brand strategy of independent operation of Volvo, and were 

willing to buy a Volvo car based on the independent operation. They also believed that the 

independent operation of Volvo could increase its international brand image, and Geely Group 

would become more trustworthily with the independent operation of Volvo. It was proven that 

compared with the two brand strategies, the use of the house of brands strategy in Geely Group 

would increase brand equity of the new group more than the other strategy.  

Thus, it was accepted that ‘Based on how a low brand equity company acquired a high 

brand equity company, using the house of brands strategy, brand evaluation of the company’s 

total brand equity was stronger than the sum of the individual evaluations’. Conversely, it was 

rejected that ‘Based on how a low brand equity company acquired a high brand equity company, 

using the endorsed brand strategy can improve the acquirer’s brand (low brand equity) position’. 

The perceived quality, market behavior and organization appeared to become consistent without 

a significant difference between the two brand strategies. On the other hand, both of the two 

brand strategies received a higher means than the middle of the options on those factors. It was 

underlined that regardless of which brand strategy, either the house of brands strategy or the 

endorsed brand strategy, the answer to the questions shows that consumers had a positive attitude 

toward management improved, technology and innovation promoted, the Chinese market share 

increased.    

In conclusion, according to all the foregoing results explained, the results of the hypotheses 

test are listed as below (See Table 13). 

  



 

31 
 

Table 13: The hypotheses test result     

 Contents Test results 

H1 

As a result of a low brand equity company acquiring a high brand 

equity company, high brand equity enhanced low brand equity after 

acquisition. 

Accepted 

H1a 

As a result of a low brand equity company acquiring a high brand 

equity company, the acquirer’s brand loyalty will increase after 

acquisition. 

Accepted 

H1b 

As a result of a low brand equity company acquiring a high brand 

equity company, the acquirer’s perceived quality will increase 

after acquisition. 

Accepted 

H2 

Based on how a low brand equity company acquires a high brand 

equity company, using different brand strategy can make the 

consumer’s evaluation of the low brand equity different.  

Accepted 

H2a 

Based on how a low brand equity company acquires a high brand 

equity company, using the house of brands strategy, brand 

evaluation of the company’s total brand equity was stronger than 

the sum of the individual evaluations. 

Accepted 

H2b 

Based on how a low brand equity company acquires a high brand 

equity company, using the endorsed brand strategy can improve 

the acquirer’s brand (low brand equity) position. 

Rejected 
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5. Discussion  

This study aimed to explore why customer-based brand equity changes after acquisition and 

brand integration, when a low brand equity company acquires a high brand equity company. To 

understand the research question, we take the hypothesis test. According to the research model, 

the results show that five hypotheses are proven, while one is disproven. The following are the 

results of the three questions stated in the problem statement: 

1) Perceived quality and brand loyalty reflected consumer subjective judgment of a brand.  

These two factors are most important to evaluate customer-based brand equity. Perceived 

quality reflects consumer’s subjective judgment of a brand’s quality, which is the foundation to 

improve consumers' willingness to buy. Perceived quality has a strong behavior orientation. 

Brand loyalty is the comprehensive performance of consumer attitude to a brand, which is a kind 

of brand emotion formed with various positive attitudes or feelings integrated together. These 

two factors will directly increase brand equity. Hypotheses H1a and H1b are accepted, which 

strongly support this point. Consumers’ response is based on brand knowledge and high brand 

loyalty comes with high-perceived quality. It proved that, when facing decision-making, which 

related to low brand equity acquiring high brand equity, companies should consider more about 

the brand with high-perceived quality and brand loyalty instead of brand reputation.  

2) It is a workable approach to improve a local company’s brand equity through acquisition 

of an international brand.  

When Geely acquired Volvo Car, both perceived quality and brand loyalty increased 

significantly for the Geely Group. It also supports the theory about low brand equity to acquire 

high brand equity. High brand equity promoted low brand equity evaluation improvement 

through the “transfer effect”. Hypothesis H1 states that high brand equity enhances low brand 

equity. From consumers’ perspective, Volvo car has high product quality, and Volvo is a 

well-known brand. When Geely successfully acquired Volvo Car, Geely will learn from Volvo 

Car, whether the technical level or the brand equity will rise as consumer’s expectation. 

Generally speaking, when the acquisition happens between low brand equity and a high brand 

equity company, the greater the difference between both sides strength, the more obvious the 

transfer effect which creates more advances for the acquirer’s low brand equity. That is to say, if 

a condition is permitting, low brand equity companies should look for companies with high 

brand equity to acquire, to ensure its own brand enhancement.  

3) Consumer evaluation with Geely Group has a higher positive response no matter what 

brand strategy was applied.  
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It could be explained that considering acquisition, consumers focus more on whether the 

acquisition itself succeed or not. According to our survey, consumers have different attitudes to 

the two-brand strategies. So hypothesis H2 is accepted. The result shows that consumers give 

higher support to independent operation of Volvo Car. Hypothesis H2a is accepted. From another 

point of view, this kind of attitude proved that the consumer has a high brand loyalty with a 

Volvo car. They also have a good expectation for the future of Volvo Car. But for the Geely, 

consumers have a positive response no matter what kind of brand strategy. They have a strong 

belief that Geely will be better than before, because this is a successful acquisition. Although we 

just discussed two of representative brand integrated strategies, to some extent, it could explain 

why consumers are more concerned about what, when the same type of acquisition happens. On 

the other hand, the consumer has some sensitive despondences with the change of the high brand 

equity company after acquisition. They have negative support to the integrated strategy with a 

new brand created such as Geely-Volvo. From the analysis, hypothesis H2b is rejected. It could 

explain that the house of brands strategy got higher supported than the endorsed brand strategy 

by consumer perceptions. It should be supported why Geely Group applied the house of brand 

strategy after the acquisition, which is the better way to keep the customer’s brand loyalty of 

Volvo Car in the beginning.  

However, according to the above results, considering the details like the quality, innovation, 

management, and international position and so on, consumers have no obvious preference for 

either of the integrated brand strategies. So we might infer that no matter what brand strategy 

Geely Group applies, consumers just simply combined the two brands together to make sense. 

That’s why a low brand equity company acquiring a high brand equity company could highly 

improve its brand equity. Furthermore, consumers’ judgments with brand are based on the brand 

knowledge and company strengths. Thus, it might be difficult for a low brand equity company to 

get a high consumer evaluation just by relying on acquiring a famous brand. Low brand equity 

companies could have a certain accumulation and strength, which can increase the consumer 

evaluation by an acquisition. 

Furthermore, regardless if the consumer has a car or not, there is no significant different in 

judgment for the automobile brand acquisition. When we compared attributes of respondents, 

such as the age, gender, education, location, there was no significant difference in our research. 

In our opinion, it might reflect that since a car is a high value product there is no difference on 

consumption view between gender and education. Thus, consumer’s attitudes include perceived 

quality and brand loyalty tends to be more rational.   
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6. Conclusion  

This study is for verifying the positive meaning of brand acquisition and brand strategy of 

post-acquisition. The paper theoretically demonstrated that a low brand equity company 

acquiring a high brand equity company to enhance its brand evaluation from consumer 

perspective is feasible. It provided theoretical support for the local company acquiring a famous 

foreign company. According to Aaker (1992) and Lee et al. (2011), the high brand equity comes 

with a high brand loyalty. Perceived quality presented a kind of consumer’s attitude in his mind, 

which is strong to guide consumer’s behavior to make a purchasing decision. These two factors 

showed how consumers’ attitude on behavior and emotion formed brand equity. Brand effect 

interacted between brand equity and consumer evaluation. High brand equity brought high brand 

loyalty and perceived quality. High brand loyalty and high-perceived quality also improved 

brand equity.  

Meanwhile, the study drew an inference that consumers may pay more attention to the 

acquisition events itself. Basically, consumers have a different evaluation with the different 

brand strategy. However, they do not have enough knowledge about the brand integration 

strategy after acquisition. They showed a good exception to maintain the high brand equity and 

evaluate the acquirer and acquired brands as a simple combination of the two brands. At the 

same time, consumers’ evaluation is consistent on a positive response without obvious difference, 

which means when a low brand equity company acquires a high brand equity company, the 

greater the difference between both sides strength, the transfer effect is more obvious, which 

would create more advances for the acquirer’s low brand equity. 

6.1 Managerial Implications 

For Chinese enterprises' internationalization strategy choices, brand acquisition has become 

one of the leading strategies of internationalization (Financial Times report, 2011). Although 

there is a successful acquisition case about low brand equity acquiring high brand equity, which 

provided theoretical and practical experience，the company itself still needs to consider its 

strength and its own brand position. Only the successful acquisition can form a positive strength 

for the company as well as a better brand equity on consumer’s perception. On the contrary, if 

the M&A fails, it might lead to a negative evaluation from consumer’s attitude further damaging 

its own brand equity. This is why the company should take more careful consideration, when 

making a decision to choose the acquisition strategy (Kumar, 2009; Financial Times report, 2011; 

Mann & Kohli, 2012). 
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Additionally, after the successful brand acquisition, the post-acquisition management is 

becoming the most important issue for the company. How to maintain the high brand equity, and 

improve its original brand equity is the key problem for the company. Understanding of 

consumer preferences and market expectations, you can better help decision-makers make the 

right decisions. At the same time, brand integration is a long-term activity, which needs to be 

measured together with company business and consumer preference. During the brand strategy 

adjusted, clearly understand consumers’ attitude and market response is the core content of brand 

management in post-acquisition.   

6.2 Suggestion for Future Research 

According to the discussion and conclusion, the study gives some suggestions for future 

research as the following points: 

First, expanding the study scope of brand acquisition. Further research should consider the 

other kind of brand strategies not only the house of brands and the endorsed brand strategy. 

Furthermore, the brand strategy process should be better designed. 

Second, expanding the product category selection. Further research need to select more 

industries in a different category of study. Continued study of the brand attitude change through 

the combination between different brands to verify the hypothesis and conclusions and find the 

best brand integration strategy suitable for diverse categories.   

Finally, consumers’ evaluation of the brand equity is a long-term process. Consumers’ 

behavior changes in many different situations. Therefore, what factors that affect consumers' 

evaluation need further studied.  
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Appendix 1 

Questionnaire for brand equity changes after the acquisition and different brand integrate strategy 

关于品牌并购对公司品牌的影响及并购后不同品牌策略的影响调查 

Dear Sir / Madam: 

We are carrying out a survey study on the impact of mergers and acquisitions of car brands; want to know what some of your opinions and views. Please 

carefully read the questionnaire and answer according to your own feelings. The survey is anonymous survey. Data collection is just for academic using only. Hope 

can get your support and help, thank you!  

尊敬的先生／女士： 

您好，我们是瑞典乌普萨拉大学商业研究学院的硕士研究生, 正在为毕业论文开展案例调查研究，很想了解您的一些意见和看法。 请您认真阅读问卷，并根

据您自身的实际感受作答。本次调查以匿名的形式进行，调查数据仅用于学术使用，希望可以得到您的支持和帮助，谢谢！ 

Uppsala University  Department of Business Studies 

Master Thesis  Students: Yuan Shi, Xiaoshu Zheng  

Demographic questions 

Q1. Your gender 您的性别 □Male 男 □Female 女  

Q2. Your age 您的年龄 □<25 □26~35 □36~55 □>55 

Q3. Your education 您正在攻读或已获得的最高学位 □High school 高中□College 大专 □University 大学本科□Master/PhD 硕士以上 

Q4. Your location (city) 您目前所在的城市 ___________ 

Q5. Do you own a car? 您拥有自己的汽车吗？□Yes 有 □No. 没有 If yes, please write the car’s brand, thanks. 如果有，请写下您车子的品牌，谢谢！         

For the following questions, there are seven options after each question which from left to right, indicate number 1 to 7: 1=Strongly disagree, 7=Strongly agree. 

Please click the option beside the number you choose when you make choice. 

Note: [1], Rated on a seven-point scale from ‘1-Strongly Unfamiliar’ to ‘7-Very Familiar’. 1＝非常不熟悉， 7＝非常熟悉 
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[2], Rated on a seven-point scale from ‘1- Strongly Unwilling’ to ‘7- Strongly Willing’. 1＝非常不愿意， 7＝非常愿意 

[3], Rated on a seven-point scale from ‘1-Strongly Not Recommended’ to ‘7-Strongly Recommended’. 1 代表强烈不推荐， 7 代表强烈推荐 

Part 1 第一部分 

请根据您对"Volvo Car 沃尔沃汽车品牌"的了解情况选择最符合的项：1-->7 表示非常不同意-->非常同意 [矩阵量表题] 

Brands  

Questions  

非常不同意-不同意-有点不同意-不能确定-有点同意-同意-非常同意 

Strongly Disagree-----Strongly Agree 

Q6. Are you familiar with the brand? 
[1] 

你对这个品牌熟悉么? □1   □2   □3   □4   □5   □6   □7 

Q7. The brand’s product and service are of a high quality.  

这个品牌拥有高质量的产品和服务 
□1   □2   □3   □4   □5   □6   □7 

Q8. The brand has high safety performance in its category.  

这个品牌在同级车当中具有较高的安全性能 
□1   □2   □3   □4   □5   □6   □7 

Q9. The brand has strong power in its category.  

这个品牌在同级车当中具有很强的动力 
□1   □2   □3   □4   □5   □6   □7 

Q10. The brand’s products have a superior design over others.  

这个品牌具有较好的外观设计 
□1   □2   □3   □4   □5   □6   □7 

Q11. The brand has a good user experience.  

这个品牌具有良好的用户体验 
□1   □2   □3   □4   □5   □6   □7 

Q12. The brand offers an excellent after-sales service.  

这个品牌提供完备的售后服务 
□1   □2   □3   □4   □5   □6   □7 

Q13. The brand meets and exceeds the user's expectations.  

这个品牌满足并超越了用户的期望 
□1   □2   □3   □4   □5   □6   □7 

Q14. For a type of car, the lowest price is 200,000 (RMB), how much extra would you be willing to pay to obtain a Volvo car has the same 

features.           假设满足某性能的车型，市场最低价格是 20 万，你愿意额外支付多少购买同种性能的沃尔沃汽车（Volvo Car）？ 
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□0   □1-10%   □11-20%   □21-30%   □31-40%  □41-50%   □> 50% 
 

请根据您对"Geely Car 吉利汽车品牌"的了解情况选择最符合的项：1-->7 表示非常不同意-->非常同意，[矩阵量表题] 

Brands  

Questions  

非常不同意-不同意-有点不同意-不能确定-有点同意-同意-非常同意 

Strongly Disagree-----Strongly Agree 

Q15. Are you familiar with the brand?
[1] 

你对这个品牌熟悉么? □1   □2   □3   □4   □5   □6   □7 

Q16. The brand’s product and service are of a high quality.  

这个品牌拥有高质量的产品和服务 
□1   □2   □3   □4   □5   □6   □7 

Q17. The brand has high safety performance in its category.  

这个品牌在同级车当中具有较高的安全性能 
□1   □2   □3   □4   □5   □6   □7 

Q18. The brand has strong power in its category.  

这个品牌在同级车当中具有很强的动力 
□1   □2   □3   □4   □5   □6   □7 

Q19. The brand’s products have a superior design over others.  

这个品牌具有较好的外观设计 
□1   □2   □3   □4   □5   □6   □7 

Q20. The brand has a good user experience.  

这个品牌具有良好的用户体验 
□1   □2   □3   □4   □5   □6   □7 

Q21. The brand offers an excellent after-sales service.  

这个品牌提供完备的售后服务 
□1   □2   □3   □4   □5   □6   □7 

Q22. The brand meets and exceeds the user's expectations.  

这个品牌满足并超越了用户的期望 
□1   □2   □3   □4   □5   □6   □7 

Q23. For a type of car, the lowest price is 50,000 (RMB), how much extra would you be willing to pay to obtain a Geely car has the same features. 
假设满足某性能的车型，市场最低价格是 5 万，你愿意额外支付多少购买同种性能的吉利汽车 (Geeely Car)？ [单选题] [必答题] 

□0   □1-10%   □11-20%   □21-30%   □31-40%  □41-50%   □> 50% 
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Part 2 第二部分 

In March 2010, Zhejiang Geely Holding Group of China acquired Volvo Cars from Ford Motors Co with $1.8 billion (about 12.2 billion RMB). 

It was recorded as the biggest cross-border acquisitions in Chinese automobile industry.  

2010 年 3 月，吉利汽车集团以 18 亿美元（折合约 122 亿元人民币）从美国福特公司成功并购沃尔沃汽车，拥有其 100％股权及相关资产，创下中国收购海外整

车资产的最高金额记录。 

 

请根据您对该并购案的实情况的了解选择最符合的项：1-->7 表示非常不同意-->非常同意 [矩阵量表题] [必答题] 

Questions Strongly Disagree - Strongly Agree 

Q24. I’m familiar with the acquisition.
[1]               

你对这个并购案例熟悉么？
 □1   □2   □3   □4   □5   □6   □7 

Q25. It is a successful acquisition.               这是一次成功的并购案例。 □1   □2   □3   □4   □5   □6   □7 

Q26. The acquisition enhance Geely’s brand image. 并购提升了吉利的品牌形象。 □1   □2   □3   □4   □5   □6   □7 

Q27. Are you willing to buy a Geely car? 
[2]          

你愿意购买吉利汽车么？
 □1   □2   □3   □4   □5   □6   □7 

Q28. Would you recommend Geeely’s product to others? 
[3]  

你会向别人推荐吉利的品牌么？
 □1   □2   □3   □4   □5   □6   □7 

Q29. The acquisition enhances Geely’s quality on product and service.  

你会向别人推荐吉利的品牌么？ 
□1   □2   □3   □4   □5   □6   □7 

Q30. The acquisition enhances Geely’s leading position in Chinese automobile industry.  

该并购提升了吉利汽车在中国市场的领导地位。 
□1   □2   □3   □4   □5   □6   □7 

Q31. Geely is good value for the money after acquisition.  

该并购提升了吉利汽车在中国市场的领导地位。 
□1   □2   □3   □4   □5   □6   □7 

Q32. Geely got better brand awareness after the acquisition.  

该并购增强了吉利汽车的品牌知名度。 
□1   □2   □3   □4   □5   □6   □7 



 

43 
 

Q33. One type of Geely’s car costs 50,000 RMB before acquisition, how much higher price for its upgrade would you accept after the acquisition? 

并购前, 对于一款价值 5 万元人民币的吉利车型，并购后，对于它的升级版，你能接受的价格涨幅是多少？ 

□0   □1-10%   □11-20%   □21-30%   □31-40%  □41-50%   □> 50% 

 

Part 3 第三部分 

A) Geely and Volvo operated independently as a type of the house of brands strategy after acquisition. We draft the following graph to 

describe it.  吉利并购沃尔沃汽车后，目前采取多品牌组合战略， 保持沃尔沃汽车品牌的独立性。如下图所示： 

 

Questions Strongly Disagree - Strongly Agree 

Q34. I support the independent operation of Volvo.  

我支持吉利保持沃尔沃汽车品牌的独立经营。
 □1   □2   □3   □4   □5   □6   □7 

Q35. Are you still willing to buy a Volvo car based on the independent operation? 
[2]  

你仍然愿意购买被吉利并购后的沃尔沃汽车么？ 
□1   □2   □3   □4   □5   □6   □7 

Q36. The independent operation of Volvo increases Geely’s international brand image.  

沃尔沃汽车品牌的独立经营能帮助吉利国际化品牌形象的提升。 
□1   □2   □3   □4   □5   □6   □7 
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Q37. Due to Volvo operated independently, the brand of Geely’ Emgrand, Gleagle and Englon 

cannot get benefit from Volvo car.  

沃尔沃汽车品牌的独立经营使得吉利自主品牌（帝豪／全球鹰／英伦）不能从沃尔沃汽车获益。 

□1   □2   □3   □4   □5   □6   □7 

Q38. The independent operation of Volvo improves Geely Group’s management.   

沃尔沃的独立经营提升了吉利集团的管理水平。 
□1   □2   □3   □4   □5   □6   □7 

Q39. The independent operation of Volvo promotes Geely Group’s technology and innovation.  

沃尔沃的独立经营提升了吉利集团的技术水平和创新能力。  
□1   □2   □3   □4   □5   □6   □7 

Q40. The independent operation of Volvo increase Geely Group’s Chinese market share.  

沃尔沃的独立经营增加了吉利集团在中国的市场份额。 
□1   □2   □3   □4   □5   □6   □7 

Q41. Geely Group become more trustworthily as the independent operation of Volvo.  

沃尔沃的独立经营提升了吉利集团的品牌信任度。 
□1   □2   □3   □4   □5   □6   □7 

B) Assume Geely integrate Volvo created a new brand as Geely-Volvo using endorsed brand strategy, we draft the following graph to 

describe it. 假设吉利并购沃尔沃汽车以后，采取品牌担保战略，创建一个新的品牌：吉利－沃尔沃品牌，以替代原有的沃尔沃汽车品牌。如下图所

示： 
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Questions Strongly Disagree  -  Strongly Agree 

Q42. I support the new brand created of Geely-Volvo. 

    我支持吉利将沃尔沃汽车品牌整合为吉利－沃尔沃。 
□1   □2   □3   □4   □5   □6   □7 

Q43. Are you willing to buy a Geely-Volvo car? 
2 

你愿意购买吉利生产的沃尔沃汽车么？
 □1   □2   □3   □4   □5   □6   □7 

Q44. The new brand’s operation of Geely-Volvo increase Geely’s international brand image.  

吉利－沃尔沃汽车品牌能帮助吉利国际化品牌形象的提升。 
□1   □2   □3   □4   □5   □6   □7 

Q45. Due to Volvo integrated into Geely, the brand of Geely’ Emgrand, Gleagle and Englon can get 

benefit from Volvo car.  

    吉利－沃尔沃汽车品牌使得吉利自主品牌（帝豪／全球鹰／英伦）能从沃尔沃汽车获益。 

□1   □2   □3   □4   □5   □6   □7 

Q46. The integration of Geely-Volvo improves Geely Group’s management.  

吉利集团对沃尔沃的整合战略提升了吉利集团的管理水平。 
□1   □2   □3   □4   □5   □6   □7 

Q47. The integration of Geely-Volvo promotes Geely Group’s technology and innovation.  

吉利集团对沃尔沃的整合战略提升了吉利集团的技术水平和创新能力。 
□1   □2   □3   □4   □5   □6   □7 

Q48. The integration of Geely-Volvo increase Geely Group’s Chinese market share.  

吉利集团对沃尔沃的整合战略增加了吉利集团在中国的市场份额。 
□1   □2   □3   □4   □5   □6   □7 

Q49. Geely Group become more trustworthily as the integration of Geely-Volvo.  

吉利集团对沃尔沃的整合战略提升了吉利集团的品牌信任度。 
□1   □2   □3   □4   □5   □6   □7 

 

 

 

 


