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Abstract

The ultimate competition among enterprises lies in the competition of brand
influence. This study aims to analyze the methods for creative enterprises which
provide services for well-known brands to establish strong brands in a short period.
This research studies the mechanism and factors of brand trust transfer from the
perspective of trust transfer so as to help small and medium-sized creative companies
to grow as enterprises with international influence with relatively low expenditure
and build strong brands rapidly.

Firstly, the author starts research from four core theories and this paper further
refines and clarifies theoretical definitions of some important concepts such as brand
trust of creative enterprises after literature review from the perspectives of creative
enterprises, brand building, trust transfer, brand trust transfer etc. This paper argues
that creative enterprises’ brand trust consists of two dimensions, which are the
capability trust and benevolence trust of the brand. Brand trust transfer is a process
within which the capability trust and benevolence trust are transferred from reliable
brands to unfamiliar brands.

Secondly, this paper establishes a conceptual model and a research model for
brand trust transfer of creative enterprises. There are three important parties
contained in the brand trust transfer process, which are trustors, principal brands and
receiving brands. In this research, consumers are trustors, clients’ brands are principal
brands and creative enterprises’ brands are receiving brands. This paper argues that
trustors’ perceived association and perceived similarity between principal brands and
receiving brands and perceived risk are critical mediators in brand trust transfer.
Characteristics of principal brands, characteristics of receiving brands and interactive
characteristics are important independent variables. Those independent variables
finally influence brand trust transfer through mediators.

After establishing the model, this paper employs questionnaires and structural

equation modeling (SEM) to further verify the research model. With the research and
ii



analysis of Tanhoo’s consumers and potential consumers, this paper proves that
trustors transfer brand trust in two dimensions toward the receiving brand through
the trustors’ perceived association and perceived similarity between receiving brands
and principal brands as well as perceived risk’s mediation effect. Perceived association
and perceived similarity have positive effect on capability trust and benevolence trust
of the brand and perceived risk has negative effect on capability trust and
benevolence trust of the brand. Perceived association is the most important factor in
the process of brand trust transfer and has the biggest influence on capability trust
and benevolence trust of the brand. The receiving brands’ brand interpretation
capability, the number of principal brand’s suppliers, the number of principal brands
and channel change are important factors in the process of brand trust transfer. The
receiving brands’ interpretation capability has positive impact on the perceived
association; the number of suppliers of principal brands has negative impact on
perceived similarity; the number of principal brands has double effect, which
negatively influences perceived similarity and lowers perceived risk at the same time;
channel change will increase trustors’ perceived risk. These factors all finally have
impact on brand trust transfer by influencing three perception mediators.

Thirdly, based on the research and discovery of brand trust transfer, this paper
further discusses the managerial meaning of research results for brand strategy in
creative companies. This research argues that the phenomena of brand trust transfer
shall remind enterprises’ management personnel to pay close attention to the
selection of clients and other business partners, and build their own brands with the
help of influential brands. Creative industries’ increase of interpretation ability of their
own brands is the key factor to strengthen brand trust transfer and build strong
brands. At the same time, enterprises need to effectively control companies’ negative
external factors, maximize the promotion of brand trust transfer and finally build their
own brands with the influence of strong brands. In addition, distribution channel risk
control is an important event which creative industries need to pay close attention to
when building powerful brands. This paper also points out limitation of this study

conclusion and clarifies direction for further study.
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Finally, in accordance with the research result of this paper, the author has
clarified Tanhoo'’s strategic position as a brand cultural accessories producer, made
specific plans for upgrading core competitive edges as well as controlling channel risk
and clarified the strategic path for Tanhoo to quickly build its own brand from the new

perspective of brand trust transfer.
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