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Abstract 
The article develops and empirically tests a model of brand value. More spe-
cifically, this study re-explores how dimensions form and interact from a 
prosumer perspective. A quantitative approach is adopted in this study, using 
structural equation model based on covariance (CB-SEM) to explore logical 
relationships between dimensions of brand value. A new five-dimensional 
platform brand value is supported, including brand experience, brand know-
ledge, brand relationship quality, brand citizenship behavior and brand es-
teem. Furthermore, the interactions between the dimensions are empirically 
verified. The research takes a prosumer-centric view of platform brand value 
and in doing so and provides new insight into the effect on prosumers. Addi-
tionally, the research offers an improved level of brand value, which is the 
core starting point of platform enterprises. The findings offer new insight to 
brand managers, identifying possibility of the prosumption logic shaping a 
new business model, giving some inspiration to the commercial management 
practice from the micro level. And it was found that the prosumption logic 
offers an original perspective from which to explore platform brand value, 
and cuts through the core of a complex chain of relationships to explain the 
logic of a complex interaction. 
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1. Introduction 

Previous studies on brand value have elicited extensive discussions over how to 
classify the dimensions of brand value. According to Keller and Lehmann [1], 
brand value measurement is considered to be a related research topic with a 
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strategic role to play importance in gaining competitive advantage in marketing 
(Atilgan et al.) [2]. Therefore both scholars and practitioners have focused on 
identifying the factors that build brand value. Fuelled by the influential study by 
Vargo and Lusch [3] on a co-creative service-dominant logic (SDL) of market-
ing, research interest in brand value has grown in recent years. Brand value is 
the core to understand brand and the branding research, under the new con-
sumption environment brought by the digital technological platform [4]; it is a 
tool to study the brand value under the new environment of Web2.0 era. Several 
models of brand value measurement have been available to researchers [5] [6]. 

However, as theoretical and empirical work has blossomed in different direc-
tions, the literature on brand value is largely fragmented and inconclusive [7], 
and only a few scholars have attempted to establish causal relationships among 
the constructs [8] [9] [10]. The main purpose of this study is to verify the di-
mensions of platform brand value and analyse the causal logical relationships 
among those constructs that is how dimensions interact to further explain the 
brand value. 

Given that strong and positive brand value creates competitive barriers for 
marketers [11], and influences consumer preference and purchase intention 
[12], and creates competitive advantages for an enterprise [13], however some 
scholars have focused on taking the perspective of consumers and considered 
that the financial brand value is only the outcome of consumers’ response to the 
brand name basing on market perceptions [7], which is usually known as con-
sumer-based brand value, and the dominant stream of its research is grounded 
in cognitive psychology [14] [15]. However, in the conceptualization and opera-
tionalization of brand value, dimensions of brand value should be varied from 
different perspectives. 

In this study, from the perspective of prosumption, selecting Zhihu and 
Guokr, the knowledge sharing social networking sites is as typical representa-
tives of platform enterprises. This study reconstructs the brand value of platform 
enterprises and explores the relationship between the formation path. The study 
seeks to bring together extant work on brand value in order to advance the re-
search questions of: What are the core dimensions of brand value? How do the 
dimensions interact? Our exposition begins with a systematic review of brand 
value literature. This first step is pretest; brand value is conceptualized, theoreti-
cally interpreted and empirically verified. Secondly, this study discusses the 
functional relationship among the five first-order constructs of brand value, es-
tablishes the hypothesis and forms the structural model, and combines and de-
velops the scale questionnaire in the main study according to the scale verified 
by pretest. Thirdly, according to the research experience and statistical methods, 
the validity and reliability of the scale and sample data are empirically tested. 
Finally, according to the data of verification results, the hypothesis is tested and 
performs path analysis on test prejudgment. In doing so, we aim to contribute to 
further verify dimensions of brand value and interaction relationships among 
them. Therefore, the path relationship between the brand value of the plat-
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form-type enterprises has been detailed. 

2. Literature Review 
2.1. Brand Value 

Since the 1990s, brand research focuses on the components of brand elements 
and brand equity is the most basic and core construct in the research of brand 
management [15] [16]. Keller and Lehmann [16] proposed a brand value chain 
model, which helps to comprehensively understand the process of brand value 
creation under the goods-dominant logic. 

The conceptual model of brand can be generally divided into three categories. 
Firstly, value has been explored in relation to the value for the firm [17]. Aaker 
[13] [14] divides the brand assets into five aspects: brand awareness, brand 
loyalty, brand association, brand perceived quality and other exclusive brand as-
sets. What is more, the study by Aaker [13] refines five dimensions, which are 
divided into 10 specific evaluation indicators. Secondly, Keller [15] defines 
brand equity from a consumer perspective and discusses how to measure and 
manage equity, and the practice community proposed the concept of brand eq-
uity [18]. While value can be derived through interaction with the firm and its 
offerings, it can also arise through a process of consumption, which may be 
mostly independent of the company’s intervention or exchange [3] [19]. And in 
the interactive process, consumers get the recommendation value, influence val-
ue and knowledge value of the brand [20]. Thirdly, the concept of value 
co-creation redefines the meaning of value and the process of value creation, and 
marks the transformation of the relationship of value creation between consum-
ers and brands [21]. The customers and other stakeholders all play important 
role to determine value co-creation but customers’ role is more prominent as 
compared with other stakeholders [19] [22]. Thus a growing number of brands 
are embracing co-creation as a new support mechanism for competitive advan-
tage [23]. Yadav and Pavlou [24], Yi and Gong [25]and Shen Lei and Wei 
Xiaoyong [26] study value co-creation in the field of prosumption. Ritzer and 
Jurgenson [27] propose an integrated model of production and consumption. 

2.2. Service-Dominant Logic 

Service-dominant logic theory [3] is first officially proposed. They share the 
common thread that value is always determined by the beneficiary (sixth fun-
damental principle of SDL) [22]. What’s more, Vargo and Lusch [22] believe 
that in the process of value creation, consumers are no longer considered as an 
object resource (or object of service), but an instrumental resource (a resource 
that can be utilized). The fundamental premise of service-dominant logic is that 
the customer is an active creator of value [3], in an interactive communicative 
cycle of the customer-brand relationship [28]. Based on service-dominant logic, 
research on marketing, strategy and other fields has been expanded or even sub-
verted in content. For example, Vargo and Lusch [29] think that from the pers-
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pective of service-dominant logic, the traditional 4P combination of product, 
price, channel and promotion can be extended. And branding is a dynamic and 
social process, reflecting the characteristics of the digital age of stakeholders’ fo-
cus [30], and Fournier and Avery [31] puts forward Open Source Branding. 
Furthermore, fuelled by the influential study by Vargo and Lusch [3] on a 
co-creative service-dominant logic (SDL) of marketing, research interest in VCC 
has grown in recent years. That is, value is created by consumers and businesses. 
In the follow-up study, this theory is further refined, and ten theoretical view-
points are put forward [29]. 

The service-dominant logic theory breaks the cognitive framework of tradi-
tional product-dominant logic and is the inevitable result of the development 
from industrial economy to service economy. The author believes that the 
emergence of service-dominant logic is the result of economic development. The 
evolution of research paradigm and the development of marketing means are the 
inevitable trend of economic and social development. The service-dominant 
logic is more suitable for the current society that is gradually moving toward 
“prosumption”. 

2.3. Prosumption Logic 

Brand value comes from consumers, and most research in the marketing field is 
based on consumer brand value [32] [33]. The value chain of Porter [34] indi-
cates the consumers purchase merchandise with a series of steps from purchases 
to sales. Most experts focus on studying what consumers buy, but ignore what 
they do, in which consumers are treated as passive recipients rather than creative 
individuals, and separating consumption and production artificially [35]. Over 
the last two decades, scholars and practitioners have criticized the dichotomy of 
prosumption, and believe that production and consumption are inseparable [27] 
[36]. Prosumption refers to a process in which people adapt, modify or trans-
form the product, integrate personal creativity and product, involving a series of 
continuous activities of production and consumption [37]. Prosumption is the 
process of value co-created by the individuals and the sellers [35]. Because there 
exist some differences between production and consumption with customer 
centralism [38], thus prosumption is not only the simple collection of produc-
tion and consumption, but requires participation and innovation [39] 

At present, the widely recognized definition proposed by Ritzer and Jurgenson 
[27] is that prosumption is a series of continuous activities without any differ-
ence between production and consumption, consumption which are integrated 
rather than focusing on one or the other. Ritzer [40] conceptualizes the pro-
sumption as a continuum of both production and consumption, in which the 
continuum is expounded as “prosumption as production”, “balanced prosump-
tion” and “prosumption as consumption”. Under service-dominant logic [3], the 
study by Prahalad and Ramaswamy [41] found that the value co-creation sug-
gests that value of a product or a service is not only determined by manufacturer 
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or supplier, but it is co-created by manufacturers or suppliers, consumers and 
other stakeholders [30] [42]. Specifically, social capital theory and service-dominant 
logic [3] complement each other and both theories suggest prosumer play a key 
important role in value co-creation process and provide new ways to scholars to 
figure out how prosumers allocate economic, intellectual and social capital re-
sources [43]. On above basis, the dual role of prosumer as consumer and pro-
ducer in prosumption process can be observed in value co-creation process 
[44]. 

The prosumers’ value is a construct that corresponds to the perceived value in 
the marketing literature and is defined as a comprehensive utility of the prosu-
mer content on the website. Through previous research, the author finds that the 
prosumers’ value has two dimensions, which are expressed as content consump-
tion value and content regeneration and communication value. The prosump-
tion activities contain the production and consumption of information. There-
fore, the prosumers’ value is a theoretical construct that can reflect the value of 
content consumption and regeneration. 

2.4. Platform Theory under Web2.0 

Platform-based enterprises are the phenomenal products of the Web2.0 era, 
which are a kind of business operation mode different from traditional business-
es. They are a bridge connecting all stakeholders. They are “de-intermediation” and 
“intermediate economy” for traditional businesses. The core of mediation is 
built on a variety of complex channels and directly connected to consumers, 
playing the role of carrier and media. At the same time, in all kinds of business 
models, different from traditional enterprises, platform-based enterprises no 
longer play the leading role in the process of value shaping and evolve into 
source and communication channels of various information. 

Due to the widespread existence and rapid development of digital platforms 
such as virtual brand communities and social media, a wider range of consumers 
and other stakeholders constitute the brand’s operational resources. Collabora-
tive consumption often takes place through digital sharing platforms in which 
prosumers perform sharing activities in the form of trading, bartering, renting, 
and lending of services, goods and transportation solutions [45] [46] [47]. 

In a digital interactive environment, products are no longer “finished prod-
ucts” in the traditional sense, but rather through participants (usually consumers 
and their associated social networks) and organizational participants (usually 
companies and their associated organizational ecosystems) interactively creating 
products in an interactive system environment [4]. The idea of the digital inter-
active platform has changed the traditional concept that products and services 
should be optimized according to a set of fixed characteristics and attributes, re-
cognizing that value is no longer just a function of product characteristics and 
service attributes, but it is realized through the interaction between digital plat-
form components. Considering the essence of value creation, the consumer be-
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havior under the platform interactive business situation has produced a qualita-
tive leap, and the prosumption is more in line with the developing trend in the 
digital age [48]. Moreover, consumers are connected by multiple digital devices 
or channels, interacting with each other, expressing opinions and suggestions on 
brands, consumers and other stakeholders such as enterprises jointly shape the 
value and significance of the brand [45]. This changes the traditional creation in 
which the creation is completed by the enterprise and the consumer is the pas-
sive and obedient receiver [41]. The concept of digital interactive platform 
products changes the logic that brands create value through exchange [49], and 
has become the logic of creating value in interaction. 

3. Conceptual Framework and Hypotheses 

Zeithaml’s “quality-value-behavior” approach-purpose chain model [50] ex-
plores the beliefs of producers, the evaluation of the effectiveness of website 
content, and the logical relationship between brand and market performance 
[51]. The research results prove the positive impact of the prosumers’ value on 
the brand value. This part of the research will be based on this macro-path rela-
tionship. How the utility is generated step by step and how the different dimen-
sions interact, starting from the perspective of describing this micro process, and 
referring to the inter-dimensional influence relationship [10], the conceptual 
model is constructed as follows (see Figure 1). 

3.1. The Effect of the Sensory Level on the Relationship Level 

When the prosumers have had a good experience with the platform, they will be 
encouraged to develop a deeper understanding of the platform, so that they can 
have a fuller understanding of the platform and establish a personalized brand 
image in their minds, and establish a unique personalized relationship with this 
platform, basing on this research to make assumptions: 

H1. Brand experience positively affects brand knowledge. 
H2. Brand experience positively affects brand relationship quality. 

3.2. Relationship between Dimensions of Brand Relationship 

Although the brand knowledge and brand relationship quality belong to the 
 

 
Figure 1. Conceptual model. 
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brand relationship dimension, but when the brand projects a unique image in 
the minds of the prosumers, it will create a relationship based on this under-
standing with the brand. For example, when the prosumers regard this platform 
as a symbol of knowledge, prosumers’ relationship with the brand will be more 
similar to the teacher. If the prosumers use the platform as a channel for confes-
sion and emotional venting, the relationship will be more similar to the loved 
ones, basing on this research to put forward the hypothesis: 

H3. Brand knowledge positively affects brand relationship quality. 

3.3. The Effect of Brand Relationship Level on Behavior Level 

When the prosumers have a unique understanding of the brand based on their 
own experience, they have a personalized image of the brand in their minds, and 
after forming a certain relationship with the brand, as the deepening of under-
standing and relationship, finally, which will generate their strong enough mo-
tives for its brand-related beneficial behaviors, prompting them to promote and 
even admire the brand and consciously maintain brand image and brand users. 
When they subconsciously feel the brand good enough, it will even inspire resis-
tance or behavior against other similar brands, and form a continuous using ha-
bit, and generate more diversified behaviors under this psychological drive. 
Based on this research, hypotheses are proposed: 

H4. Brand knowledge positively affects brand esteem. 
H5. Brand knowledge positively affects brand citizenship behavior. 
H6. Brand relationship quality positively affects brand esteem. 
H7. Brand relationship quality positively affects brand citizenship behavior. 

3.4. Relationship between Dimensions of Brand Behavior 

If the prosumers reach enough level of respect for the brand, in addition to hav-
ing sufficient loyalty to the brand, they will spontaneously generate a series of 
behaviors that can maintain the brand image or develop the brand. These beha-
viors are not limited to promoting the brand, and making the altruistic behavior 
and even environmentally friendly behavior have pushed it to another level of 
behavior. Based on this research, hypothesis is proposed: 

H8. Brand esteem positively affects brand citizenship behavior. 

4. Research Method 
4.1. Selection of Methods 
4.1.1. Literature Research 
The literature research method is mainly based on the research questions and 
purposes to illustrate the basic context of the existing research on brand value, 
further to systematically sort out the existing research results and summarize the 
main theoretical results and shortcomings. Through this method, this paper first 
expounds the theoretical background of brand value. Secondly, based on the ex-
isting research, this paper puts forward the theoretical constructs of the platform 
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brand value, as such lays a foundation for the empirical study among them. Most 
of the literature covered in this paper is derived from authoritative journals with 
high academic influence in the field, including Journal of Marketing, Journal of 
Marketing Research, Journal of Consumer Research, Marketing Science, Journal 
of Interactive Marketing and so on. 

4.1.2. Questionnaire Method 
Questionnaires are the most common method of consumer behavior research. 
This paper adopts the questionnaire survey method to obtain the first-hand data 
about the consumer’s differentiated attitudes toward Zhihu and Guokr. This 
study adopts two sets of questionnaires. The first was designed to develop plat-
form brand value scale in the pretest, and the second was to explore the forma-
tion mechanism of the platform brand value in the main research. Question-
naires were distributed through offline paper and online platform. 

4.1.3. Scale Development and Structural Equation Model 
To estimate and evaluate the proposed model (see Table A1 and Figure 1), the 
structural equation model based on covariance (CB-SEM) is used. SEM is a sta-
tistical method that allows a set of relations observed and latent variables to be 
examined. In general, the SEM approach enables to perform multiple regression 
analysis on factors of constructs. What’s more, it facilitates to combine explora-
tory factor analysis with multiple regression analysis. It also enables the intro-
duction into the analysis of latent and observed variables, which promotes the 
model’s ability to detect relations among variables [52]. 

4.2. Pretest 
4.2.1. Research Sample 
The pretest first conducted a qualitative study. The study used an open ques-
tionnaire to conduct research. The interview questionnaire was distributed 
through online and offline channels. The cumulative number of interviews was 
100, of which 83 were valid interviews. The population was in the lower age 
group. Students are predominant, with a slightly higher proportion of women 
than men. Then the author conducted the dimension research of the value of the 
prosumer based on the qualitative research results, and combined the results 
with the main research scale, to select the same group for simultaneous release 
and recovery, and analyzed the data separately. 

The scale multi-items in pretest set brand experience, brand knowledge, brand 
relationship quality, brand esteem and brand citizenship behavior to be latent 
variables, and their sub-dimensions to be explicit variables. With the aim of em-
pirically testing a theoretical model, this study chose a questionnaire survey me-
thod. Samples are drawn from users in knowledge sharing social networking 
sites, and more than 90% of them have used Zhihu/Guokr. The questionnaires 
were distributed through Zhihu, Guokr and other online and offline channels. A 
total of 180 questionnaires were distributed and 137 were collected, of which 109 
were valid. Among all valid respondents, males account for 43.12% (47), females 
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account for 56.88% (62), 80.73% are aged 18 - 25 (88), 72.48% are students (79), 
which is in line with demographic characteristics of main study. 

4.2.2. Initial Scale Construction 
Research on scale or index construction benefits by employing dimensions for 
which scales have already been developed and the anchor dimensions are dis-
tinctly identifiable from research in basic disciplines such as psychology (e.g. 
brand personality scale [53] or brand attachment [54]). In the brand knowledge, 
brand relationship quality, brand esteem dimension, the author compared the 
description of the problem measured by the topic and the classic scale, and drew 
on some brand value dimension measurement items of Aaker [13] and Yoo and 
Donthu [55] and Thomson et al. [54]. At the same time, the author judged the 
expressions of some measure items are more in line with the connotation of the 
rooted themes [56]. In the dimension of brand experience and brand citizenship 
behavior, due to the lack of scale support that perfectly matches the subject 
connotation under this dimension, the researchers developed 5 items and 3 
items according to the topic description to measure the two latent variables. Of 
course, in order to ensure the validity of the content, the researchers repeatedly 
revised the items according to the method of theoretical dimension construction, 
and finally obtained the initial measurement table. 

4.2.3. Exploratory Factor 
According to the data collected by the five-dimensional scale of the brand value, 
the reliability and validity test were first carried out, Cronbach’s α = 0.896 > 0.8 
showed that the data had high reliability, KMO = 0.744 (>0.5), p < 0.001, the χ2 
does not significantly reflect the structural validity of the questionnaire. 

Next, EFA was performed on 21 measurement items of 5 dimensions, and the 
path coefficient was set to 1. The factor measurement was performed by the 
principal component method. This study attempted to extract five factors to as-
sess whether each item could measure 5 latent variables better (see Table 1). 

It can be seen from the factor extraction results that although there were two 
factors whose eigenvalues were less than 1, the eigenvalues were reasonable at a 
level above 0.8, and the five factors can explain the variance of 84.192% of all the 
items with strong explanatory power. At the same time, in the preliminary EFA 
results, two items (BEX5, BRQ4) were small in the path coefficient of each factor 
or there was no obvious difference between two or more factor loadings, then EFA 
was performed again after deleting the two items (see Table 2). Although some 
factor loadings were still not ideal, considering there were many sub-dimensions 
and measure items, the measure was at a load level of more than 0.6 and can be 
clearly distinguished from other factors, which was a relatively good result. So 
the measures of the five latent variables were more reasonable and further 
tested. 

4.2.4. Confirmatory Factor Structure 
The study conducted a CFA (confirmatory factor analysis) on the two sets of  
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Table 1. Brand value factor extraction results. 

Ingredients 
Initial eigenvalue Extract square sum loading Rotation square sumloading 

Sum Variance % Accumulation % Sum Variance % Accumulation % Sum Variance % Accumulation % 

1 13.100 62.383 62.383 13.100 62.383 62.383 5.978 28.466 28.466 

2 1.590 7.571 69.954 1.590 7.571 69.954 3.595 17.121 45.587 

3 1.194 5.685 75.639 1.194 5.685 75.639 3.120 14.858 60.445 

4 0.964 4.593 80.232 0.964 4.593 80.232 2.795 13.308 73.752 

5 0.832 3.960 84.192 0.832 3.960 84.192 2.192 10.440 84.192 

6 0.595 2.833 87.025       

7 0.504 2.402 89.427       

8 0.399 1.901 91.327       

9 0.373 1.776 93.103       

10 0.327 1.556 94.660       

11 0.214 1.017 95.676       

12 0.197 0.938 96.615       

13 0.142 0.679 97.293       

14 0.117 0.559 97.852       

15 0.107 0.509 98.361       

16 0.099 0.472 98.832       

17 0.086 0.410 99.242       

18 0.070 0.335 99.577       

19 0.042 0.198 99.775       

20 0.030 0.143 99.918       

21 0.017 0.082 100.000       

 
measures by AMOS 21.0 to confirm whether the factor structure obtained by 
EFA was reasonable. The study created a two-dimensional model in AMOS and 
set the standard variable to point to the variance of the latent variable. After im-
porting the data, the output selected the standardized estimates, loading and 
modification indices to load and other adaptation indicators. Judging the model 
fitting degree, if the model fitting was not ideal, the model was corrected by the 
correction index, and the latent variable CFA structure of five dimensions of 
brand value was shown in Table 3. 

It can be seen from the results that the standardized estimates of the two latent 
variables pointing to their respective items are significant, and the loadings are 
above the level of 0.6, indicating that the factor structure of the latent variable is 
more obvious, and it is also verified that the scale has better structural validity. 
In terms of model fitting index, except for the statistic and sample size, the ab-
solute fit index χ2 is relatively large, and the RMSEA, SRMR and incremental fit 
index CFI are in a good fit range. In terms of the correction index, since the  
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Table 2. Brand value factor components. 

 
Ingredients 

1 2 3 4 5 

BK5 0.836 0.222 0.195 0.261 0.163 

BK4 0.823 0.184 0.221 0.071 0.367 

BK1 0.768 0.387 0.333 0.152 0.085 

BK2 0.715 0.470 0.289 0.200 0.165 

BK3 0.675 0.328 0.362 0.370 0.162 

BEX3 0.425 0.738 0.260 0.081 0.264 

BEX4 0.175 0.733 0.056 0.366 0.341 

BEX2 0.570 0.664 0.213 0.158 0.047 

BEX1 0.416 0.637 0.292 0.112 0.204 

BES1 0.258 0.057 0.832 0.305 0.226 

BES2 0.215 0.224 0.770 0.383 0.128 

BES3 0.334 0.267 0.770 -0.003 0.033 

BES4 0.270 0.403 0.719 0.265 0.127 

BRQ1 0.079 0.107 0.216 0.896 0.090 

BRQ2 0.368 0.475 0.094 0.638 0.132 

BRQ3 0.437 0.215 0.302 0.605 0.179 

BCB1 0.261 0.175 0.093 0.133 0.857 

BCB2 0.231 0.362 0.281 0.165 0.676 

BCB3 0.417 0.245 0.224 0.150 0.715 

 
Table 3. Brand value dimension latent variable CFA results. 

Item Loading t-Value Fitting adaptation index 

BEX1 0.791 5.834***  

BEX2 0.877 6.852*** χ2 = 171, df = 142 

BEX3 0.916 7.367*** RMSEA = 0.065 

BEX4 0.759 5.492*** CFI = 0.982 

BK1 0.907 7.350*** SRMR = 0.053 

BK2 0.927 7.630***  

BK3 0.911 7.405***  

BK4 0.873 6.887***  

BK5 0.887 7.073***  

BRQ1 0.664 4.497***  

BRQ2 0.800 5.812***  

BRQ3 0.899 6.914***  

BES1 0.679 4.741***  

BES2 0.678 4.724***  

BES3 0.662 4.582***  

BES4 0.909 7.246***  

BCB1 0.620 4.206***  

BCB2 0.702 4.933***  

BCB3 0.957 7.791***  

***p < 0.001. 
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measurement items with more obvious deviations have been adjusted in the ex-
ploratory factor analysis, there is no more obvious correction item, so the struc-
ture of the latent variable factor is no longer adjusted. 

4.3. Design, Subjects and Producer 

The constructs of brand knowledge, brand relationship quality, and brand citi-
zenship behavior refer to some scales and partial scale items which are trans-
lated, revised and tested [13] [54] [55], and refer some of the CBRQ scales de-
veloped by He Jiaxun [57]. The brand experience and brand citizenship behavior 
are based on the subject matter of the constructive theme [10], and every con-
struct can be measured by at least 3 observed variables, which is in line with the 
paradigm of scientific research. 

The sampling process is designed for users of Zhihu and Guokr, so the 
pre-screening items are set: “Whether can you use the Zhihu and Guokr” and 
“Which one do you use most often”. The questionnaire is issued and recycled by 
directly sending out questionnaires to the above-mentioned users, and other on-
line questionnaire distribution channels, and some offline methods. To encour-
age the surveyed group to fill out the questionnaire, the questionnaire sets a red 
envelope reward, and meantime to avoid interviewees to obtain red envelopes to 
operate repeatedly, the red envelope is set to be available only once for each IP 
and issued after review, to guarantee the authenticity of the data generated dur-
ing the survey as much as possible. 

Based on the grounded theory, the researcher concluded and constructed the 
theoretical construct of platform brand value according to more than 900 com-
ments on 23 brands made by citizens on Baidu Koubei, and elaborated the logi-
cal relationship of its five dimensions. According to the five dimensions of brand 
value: brand experience, brand knowledge, brand relationship quality, brand ci-
tizenship behavior, brand esteem, here the author will construct a scale to meas-
ure the five dimensions and verify the results of the sub-dimensions to confirm 
the correctness of the sub-dimensions. 

In the CFA operation, for research purposes, while following the academic 
norms of construct construction, in the study, “brand experience”, “brand know-
ledge”, “brand relationship quality”, “brand citizenship behavior” and “brand 
esteem”, which are treated as five one-dimensional single-order constructs, and 
cannot be abstracted to a higher-dimensionalfive-dimensional construct of 
brand value. 

4.4. Measurement 

We retained the five-dimensional scale of the brand value (Cronbach’s α = 
0.896) from the pretest in the main study. In summary, the five dimensions and 
structural characteristics under the overall concept of brand value can be proved. 
In the main study, this research result is combined with the two first-order con-
structs under the overall concept of constructing the middle-class consumer value 
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in the theoretical dimension to explore such the formation process of platform 
brand value. 

5. Results 
5.1. Descriptive Statistics 

A total of 371 questionnaires were distributed and collected. After deleting the 
results “Can you use the Zhihu/Guok?” there was still repeated IP. The author 
observed the answers of the same IP. If the results were basically the same, ran-
domly to select one of the two or more answers as the answering result, and de-
lete the others. If there were large inconsistencies in the multiple results of the 
same IP, all of them were rejected. So the remaining effective sample size was 
269. According to the principle that the sample size should reach 5 - 10 times the 
number of items in the statistical analysis, the study determined that the sample 
size met this standard. The following results do not exist analysis error because 
of too small sample size. 

Among all valid respondents, males account for 37.17% (100), females ac-
count for 62.83% (169), of which 86.62% (233) are aged 18 - 25, and 63.20% are 
students (170), although there are some differences in the characteristics of the 
population constructed in proportion to the theoretical dimension, the overall 
trend is basically the same as before, indicating that the previous statistical re-
sults have not changed too much due to the difference in the selected popula-
tion, and at the same time the distribution characteristics of the crowd are more 
in line with the user of such websites in popular cognition. 

5.2. Normal Distribution Test 

The study intends to use CB-SEM to test the research hypothesis. Since the sub-
sequent estimation of parameters uses maximum likelihood, it is first necessary 
to test whether the sample data meets the multivariate normal distribution as-
sumption. The K-S test is carried out on every observed variable by SPSS. It was 
found that the significant values of the two sides of every observed variable were 
above 0.1, and the skewness and kurtosis level of each observed variable was in-
vestigated by descriptive statistics. Measurement results of two indices are 
close to 0, so it can be judged that the sample distribution has multi-variate 
normality. 

Thereafter, in order to prevent the measurement results from being affected 
by the common method bias, the study uses the Harman single factor test to ve-
rify them. The results show that among the multiple factors extracted by explo-
ratory factor analysis including all measure items, the first factor cannot explain 
most of the variation, so the impact of CMB on the measurement results is not 
significant. 

5.3. Measurement Model Analysis 

The empirical research also uses AMOS21.0 as a tool for structural equation 
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modeling. According to the research method proposed by the previous scholars, 
the analysis process will be divided into two steps. First, the five theoretical con-
structs will be fitted to the measurement model. If the fitting result is good, then 
structural model containing the causal path relationship will be tested [58]. 

In this process, the correlation coefficient between all constructs will be freely 
estimated. Since the measurement model containing five constructs has been 
tested separately in the theoretical dimension construction, the following test 
process is consistent with the previous test process in describing statistical cha-
racteristics except for sample size. If the before-after study is consistent with the 
presupposition of the previous test, that is, the interviewees’ overall attitude to-
wards various issues is basically the same, then we have reason to believe that the 
measurement model will present a better fitting result. 

The following are the reliability test results and CFA results of the measure-
ment models summarized and the model adaptation indicators. Firstly, the re-
liability indicators such as Cronbach’s α, average variance extracted, and compo-
site reliability indicate that the measurement results have high reliability; then to 
observe the model fitting situation, except the TLI is slightly lower than the ideal 
value of 0.95, other fitting adaptation indicators are within the acceptable range. 
Overall, the measurement model fits well and the structural model can be fur-
ther tested. 

Because the constructs in the research model are modeled after the theoretical 
constructs’ reconstruction of Shen Lei et al. [10] and rooted achievements, it is 
not strictly an existing constructive construct, so it is necessary to test the dis-
criminant validity between constructs by observing the correlation coefficient 
between constructs, gradually limiting the correlation coefficient between latent 
variables in the measurement model to 1 and observing Δχ2, and obtains the ob-
servation effect at a reasonable level. This process is not the core purpose of this 
study. To ensure the rigor of the academic research paradigm, it is mentioned 
here, and the detailed indicator levels are not repeated here (Table 4). 

5.4. Structural Model Analysis 

Similarly, before the model path analysis, the fitting fit index of the model is 
examined. Among them, χ2 = 533.262, df = 303, p < 0.001, the chi-square degree 
of freedom ratio is close to 2, but because this indicator is subject to the sample 
size, when the sample size is large, it is easy to make the judgment of excessive 
rejection of the null hypothesis. Therefore, it is necessary to comprehensively 
examine the information provided by other indicators, RMSEA = 0.071, SRMR = 
0.054, all under the reasonable level of 0.08, CFI = 0.960, TLI = 0.906, which are 
in an acceptable range, where CFI is a fitting adaptation index that is minimally 
affected by the sample size, and a level close to 0.95 provides a higher persua-
siveness. So in general, the structural model fits well. 

The estimation of the path coefficient of the structural model is shown in 
the figure (see Figure 2). It can be seen from the figure that the brand expe-
rience has a positive effect on the formation of brand knowledge (β3 = 0.850,  
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Table 4. Measurement model CFA results. 

 Loading Standard error t-value 

BEX (Cronbach’s α = 0.893 AVE = 0.7056 CR = 0.9051)  

BEX1 0.805 0.073 10.970*** 

BEX2 0.854 0.074 11.569*** 

BEX3 0.929 0.088 12.517*** 

BEX4 0.763 0.059 10.513*** 

BK (Cronbach’s α = 0.955 AVE = 0.8118 CR = 0.9557)  

BK1 0.902 0.070 12.266*** 

BK2 0.926 0.073 12.605*** 

BK3 0.914 0.072 12.430*** 

BK4 0.872 0.069 11.850*** 

BK5 0.890 0.071 12.084*** 

BRQ (Cronbach’s α = 0.838 AVE = 0.6272 CR = 0.8322)  

BRQ1 0.658 0.066 9.409*** 

BRQ2 0.782 0.088 10.502*** 

BRQ3 0.915 0.080 12.051*** 

BES (Cronbach’s α = 0.872 AVE = 0.5379 CR = 0.8197)  

BES1 0.675 0.068 9.642*** 

BES2 0.655 0.067 9.438*** 

BES3 0.650 0.070 9.407*** 

BES4 0.919 0.082 12.451*** 

BCB (Cronbach’s α = 0.842 AVE = 0.6108 CR = 0.8220)  

BCB1 0.659 0.082 9.393*** 

BCB2 0.744 0.074 10.165*** 

BCB3 0.919 0.069 12.158*** 

Model fit 
χ2 = 533.262 (df = 303, p < 0.001), χ2/df = 1.760, CFI = 0.960, TLI = 0.906, 

RMSEA = 0.071, SRMR = 0.054 

***p < 0.001. 

 

 
Figure 2. Structural model estimation result (*p < 0.05, **p < 
0.01, ***p < 0.001). 
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p < 0.001), but its effect on the quality of brand relationship is not significant(β4 
= 0.019, p > 0.05), therefore, H1 is supported, H2 is negated; brand knowledge 
can promote the formation of brand relationship quality (β5 = 0.809, p < 0.01), 
H3 is verified; brand knowledge can promote the generation of brand esteem (β6 
= 0.866, p < 0.001), but can not directly promote to produce brand citizenship 
behavior (β7 = 0.153, p > 0.05), and brand relationship quality has a significant 
effect on brand esteem and brand citizenship behavior (β8 = 0.702, p < 0.001; β9 
= 0.550, p < 0.01), H4, H6, H7 are established, H5 is negated; brand esteem have 
no significant effect on the generation of brand citizenship behavior (β10 = 
0.110, p > 0.05), and H8 is negated. 

5.5. Result and Principle Analysis 

Most of the eight hypotheses proposed at the beginning of the study were con-
firmed by structural model test, and the overall path relationship was also basi-
cally in line with the theoretical support and initial assumptions. Here the study 
will interpret the results of the structural model analysis and reveal the relation-
ship between phenomena represented by the path relationship, and for assump-
tions not supported by data, a reasonable explanation will be given. 

First, according to the previous research results of Shen Lei et al. [10], the 
value of the prosumer derives from the interaction of four external dependent 
variables, and the brand value generated by the value of the producer is the 
brand’s subsequent extension and an important basis for end-users to generate 
payment intention, so the core of prosumers value to promote the formation of 
brand value is the problem that all the hypotheses in this study attempt to ex-
plain. When the prosumers obtain a good experience of using a platform on a 
continuous or long-term basis, they will have a desire to further understand the 
brand. With the in-depth understanding of the brand, the prosumers gradually 
form brand knowledge; in the process of brand knowledge formation, as the 
brand image in the consumer’s mind is more clearly portrayed, it will increa-
singly determine the way in which the prosumers and the brand are linked, that 
is, the brand knowledge is positively affecting brand relationship quality. Then 
the brand experience indirectly affects brand relationship quality through brand 
knowledge; the continuous construction of brand knowledge will prompt the 
prosumers to be more loyal to the brand, to generate the ideological activities 
and explicit behaviors that praise and even attach to this brand. Similarly, this 
result will also be driven by an increasingly defined relationship with brand, that 
is, the behavior of the prosumers is not limited to using and recommending 
others to use this platform, and it will also promote the change of individual be-
havior or multiple behavioral aspects, resulting in a unique relationship links of 
“Citizenship” behavior with this platform. 

The above is a reasonable interpretation of the measurement results, but at the 
same time there are three differences between the research results and the ex-
pected ones. First, with prosumers as main body, in the course of interaction 
between brand stakeholders and brands, only through a series of sensory, emo-
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tional, thinking, behavioral and social experiences, it is difficult to establish a 
continuous emotional connection with the brand. Second, brand knowledge 
does not significantly affect brand citizenship behavior, which can be unders-
tood as brand knowledge has not reached a high enough level to promote beha-
vior beyond the brand, only with a unique understanding of brand, taking initia-
tives to maintain the brand image and even make altruistic behaviors may be too 
harsh for prosumers. Third, brand esteem can’t directly stimulate brand citizen-
ship behavior. This phenomenon can be interpreted that when prosumers 
maintain brand loyalty and act accordingly, the subconsciously has made their 
own judgment about what should be done under this psychological motivation. 
The promotion and loyalty to the brand can not directly inspire higher level of 
behavior, but in order to motivate prosumers’ higher dimensional behavior, 
which needs the support of stronger psychological motivation. 

6. General Discussion 

Though many scholars and practitioners show great interest in brand value [14] 
[15] and measures, surprisingly little research has investigated the underlying 
influencing mechanism. What are the logical relationships between the dimen-
sions? That is, how these dimensions (brand experience, brand knowledge, 
brand relationship quality, brand citizenship behavior and brand esteem) inte-
ract? This issue is not fully understood. Furthermore, previous studies have of-
fered little guidance on how brand value should be designed for maximum posi-
tive impact on prosumers. In addressing this gap, the research provides new em-
pirical evidence that supports the operationalization of brand value as a valid 
construct with five valid dimensions (i.e. brand experience, brand knowledge, 
brand relationship quality, brand citizenship behavior and brand esteem). 
What’s more, a series of tests demonstrate strong reliability and construct valid-
ity, and confirm the hypothesized positioning of brand value relative to prosu-
mers based on platform enterprises, thus, sanctioning the underlying interaction 
mechanism between dimensions of brand value. 

6.1. Brand Value 

The brand value studied in this paper is different from the description of brand 
value in classical research. Based on the brand value under the logic of prosump-
tion of Yadav and Pavlou [24], Yi and Gong [25], Shen Lei et al. [48], the first 
order constructs of the five dimensions are tested and measured respectively. 

Under the framework of refactoring brand value, it includes the description 
and summary of the five dimensions of brand experience, brand knowledge, 
brand relationship quality, brand esteem and brand citizenship behavior, and 
which is different from the previous understanding of the brand. The relation-
ship between the value dimensions has an interactive relationship under the 
prosumption logic, from the experience level to the relationship level to the be-
havior level, which presents the progressive relation level by level. With the ad-
vent of the era of prosumption, the reconstruction and verification results of the 
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concept also illustrate the brand value is constantly evolving in the concept and 
connotation. And prosumers with both production and consumption attributes 
play an increasingly important role in the process, and continue to promote the 
transformation of brand value shaping behavior from the initial feeling and cog-
nitive evolution to the high-level behavioral dimension. 

6.2. Brand Value Formation Mechanism 

Through the behavior of the prosumers’ loyalty and maintenance, which are 
generated by their initial perception of the content of the information and end-
ing with the explicit display. So it is a hierarchy of interlocking formation of 
brand value. The prosumer is both the original creator of value and the ultimate 
user and beneficiary. Prosumers show complex cognitive beliefs and behaviors in 
each link which are different from other links, which determines that prosumers 
almost dominate the whole process of brand value shaping. The role of plat-
forms in this process is closer to that of media and carriers and providers of oth-
er services. Just like the brand user funnel model, the process of low-level per-
ception to high-level behavior has undergone a process of layer-by-layer screen-
ing, but this screening process is completed by the user based on his own judg-
ment. The platform provides the basis of judgment and screening, but the 
process can not help the users to judge, nor can it lead the process. 

7. Contributions 

While the findings of this study have served to provide fruitful discussion relat-
ing to the brand value and interaction mechanism between dimensions and the 
nomological network within which it resides, it is important to explicate the 
study’s contributions from both theory and practice. 

7.1. Theoretical Contributions 

The current study makes two primary contributions to the research of brand 
value and interaction mechanism between its dimensions. First, most of the pre-
vious research on human in marketing has focused on the cause and effect of 
behaviors or the study of humans in general terms as users or consumers. The 
current study investigated the meaning reflected by the production attribute and 
consumption attribute behind prosumers, that plays an important role in per-
ception of the content value and its production and dissemination, which is the 
core starting point of Internet user behavior. 

Furthermore, though different scholars have varied definitions and research 
focuses about brand value, the sub-dimension of brand value is by no means pa-
rallel. The current study also extends the theories associated with the dimensions 
by including the five first order constructs of brand value in order to establish 
strong hypotheses. This study explored the interaction between the five dimen-
sions of brand value based on platform enterprises. We provided findings re-
garding the influence of interaction mechanism of brand value on prosumers 
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with great academic support. 

7.2. Practical Contributions 

The current study has several important practical implications for platform en-
terprises and marketers. First, this current research is based on the environment 
of Internet consumption or Web 2.0, from the perspective of prosumption, to 
explore the path relationship of brand value formation of platform enterprises. 
That is where the brand value of platform enterprises comes from, what inter-
mediate links it acts on, what specific representation it has, and what compre-
hensive utility it will eventually produce. With the emergence of various forms 
of marketing, prosumers plays an important role in building brand value. 
Therefore this current research contributes to explore the source of brand value 
in business environment, and marketers should take advantage of the situation 
by effectively using interaction relationship between BEX, BK, BRQ, BES, BCB, 
thereby enhancing prosumers message acceptance and strengthening their posi-
tive brand attitudes. 

Furthermore, this study also suggests that there is a need to pay attention to 
the core link of the whole logic from the shaping of prosumers value to the ex-
tension of brand value. Through the prosumers value to build brand value, this 
study supplies commercial management practice some enlightenment from the 
micro level. In order to build the brand value of platform enterprises, it is neces-
sary to ensure the diversity and quality of content. Just like a restaurant to attract 
and retain customers, good quality of the food is indispensable, but from the re-
search we find that is not enough. The user’s perception of the value of content 
availability and reuse and dissemination is another concern, which largely de-
termines whether the user will be interested in the brand and the point of inter-
est. Only from the user’s perception of the brand and positioning, it is possible 
to establish long-term positive emotional connection with users and stimulate 
their behaviors under the support of the strong faith dimension. 

To be specific, the results of this study will help platform enterprises and prac-
titioners based on social media to formulate a better strategy to develop their 
sharing platforms to improve brand value. What’s more, after understanding the 
logic relationship between the brand experience, brand knowledge, brand rela-
tionship quality, brand citizenship behavior and brand esteem, practitioners and 
marketers can design trustworthy and hassle-free digitalized sharing platforms. 
Finally, through building rigorous and trustworthy brand value process, business 
enterprises may gain more competitive advantage and expand sale volume thus 
to increase the revenue. 

8. Limitations and Future Research 

There are inevitable limitations in the study. The limitations and shortcomings 
of this study will be discussed below, as well as what kind of research extensions 
or deeper discussions on the research hypotheses and more detailed description 
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of the literature review process can be made. 
First of all, as mentioned above, this study is to maintain the continuity of 

Shen Lei et al. [10], and to make up for the gap on the basis of continuation, the 
selected research objects are still Zhihu and Guokr, the knowledge-sharing social 
networking sites represented by the two, although the advantage of this is that 
on the one hand, this study uses the data of the current time node to verify and 
supplement the previous results, which can increase the credibility with each 
other. On the other hand, it grasps the key points in the previous research to 
discuss and supplement it from the micro level. But because of this, the research 
also limits the horizontal width to this level, and cannot be carried out in terms 
of art, food and even energy. The microscopic research to the broader pheno-
menon of sharing economy also has many topics to discuss. 

Secondly, it is also caused by the research object. The knowledge sharing so-
cial networking sites are typical and almost do not involve the platform of phys-
ical and commodity trading. Therefore, the author’s conjecture mentioned in the 
article, that is, the prosumers’ value should include exchange value or transac-
tion value, although this value is obvious from the perspective of public cogni-
tion; the unconfirmed conclusion is not rigorous in the academic research re-
sults, so this requires the latter verify this value dimension. 

Finally, the research viewpoints and conclusions of this paper have a very 
strong contextualized color. The typical representative of knowledge sharing so-
cial networking sites in China is Zhihu and Guokr. Therefore, there is no prob-
lem in applying the research conclusions to China, but under a broader cultural 
background, due to differences in cultural backgrounds and in branding of re-
search subjects, whether this research can be replicated cannot be prematurely 
concluded. Similarly, the micro level discussion in this study is still of in-depth 
research significance in a broader cultural context. 
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Appendix 
Table A1. Variables used to measure the constructs. 

Constructs Items 

Brand experience (BEX) 

1) Zhihu/Guokr gives me a good intuitive sensory experience 
2) Zhihu/Guokr gives me a good emotional experience 
3) Zhihu/Guokr gives me a good thinking experience 
4) The interactive behavior of browsing or asking questions on 
Zhihu/Guokr makes me very good 
5) Zhihu/Guokr gives me a very good social experience* 

Brand knowledge (BK) 

1) I can think of some characteristics of 
Zhihu/Guokr very quickly 
2) I can think of symbol or mark of Zhihu/Guokr very quickly 
3) Zhihu/Guokr content quality is very high 
4) When I use Zhihu/Guokr, I think the cost (time, experience, even 
money) is worthwhile 
5) love Zhihu/Guokr platform 

Brand relationship quality 
(BRQ) 

1) I am very satisfied with Zhihu/Guokr 
2) Zhihu/Guokr is trustworthy 
3) I have a strong dependence on Zhihu/Guokr 
4) Even though my life has changed, I still use 

Zhihu/Guokr* 
Brand esteem (BES) 

1) If I can use Zhihu/Guokrl, I will not use other similar platforms 
2) I have a strong attachment to Zhihu/Guokr 
3) I have a good opinion of Zhihu/Guokr users and even worship them 
4) I will tell my friends about the disadvantages of other platform 

Brand citizenship  
behavior (BCB) 

1) I’d like to help other Zhihu/Guokr users or answer their questions 
2) I support Zhihu/Guokr community 
3) I’d like to help Zhihu/Guokr become better 

Notes: Likert 7 scale is used for all items; the items marked with * are deleted after verification in construct con-
struction and not used in empirical research. 
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