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Research on the Structure of Brand Trust and its Measurement

Yuan Denghua

Luo Siming Li You

Psychology Department of Jiangxi Normal University Nanchang 330027

Abstract Brand trust is defined as a consumer’ s willingness to recognize the brand in the face of risk based on the positive expectations for the

brand’ s quality benevolence and competence. Chinese citizen' s brand trust has been investigated by using the methods of Behavioral Event

Interview and questionnaire. With a multi — step study to develop and validate a multi — dimensional brand trust scale the empirical results in-

dicate that the structure of brand trust includes three factors such as brand quality brand benevolence and brand competence. Multi — step psy-

chometric tests demonstrate that the new brand trust scale which includes 21 items is reliable and valid.

Key words brand trust structure measurement





