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Abstract 

In the context of global climate change, the advancement of electric vehicles (EV) has emerged as a pivotal 

strategy for energy conservation and emission reduction within the transportation sector. Leveraging the progress 

in 5G and IoT technologies, intelligent connected vehicles (ICV) have emerged as a focal point within the realm 

of electric vehicles, with China spearheading significant developments in this domain. Concurrently, the 

proliferation of Chinese brand electric vehicles (CBEVs) has been notable in recent years. Nonetheless, 

academic research on the brand equity of CBEVs remains limited, particularly regarding the influencing factors 

from the consumer perspective and the functionalities of intelligent connectivity. This study aims to address 

these gaps by investigating the determinants of brand equity for CBEVs from the consumer standpoint. The 

findings reveal that consumer attitude, trust, and the intelligent connected feature exert a positive influence on 

brand equity. This underscores the importance for CBEVs manufacturers to focus on enhancing brand equity by 

fostering positive consumer attitudes, building trust, and offering comprehensive intelligent connected features. 

Keywords: Electric Vehicle, Intelligent Connected Vehicle, Brand Equity, Intelligent Connected Feature，
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1. Introduction 

China is taking corresponding carbon emission reduction actions in all industries, which is also to fulfil China's 

global commitment to achieve a carbon peak by 2030 and achieve carbon neutrality by 2060. Although reducing 

CO2 emissions is something that all industries need to work together, in the study of combating global climate 

change, the field of transportation is the focus of attention, because a large amount of fossil fuels are used in the 

traditional transportation field, and the use of automobiles Carbon emissions account for 80% of the original 

traffic, mainly dominated by diesel locomotives, because diesel locomotives use fossil fuels and generate a lot of 

carbon emissions during use, and these carbon emissions are the cause of climate change(Wang et al., 2022). In 

order to achieve environmental protection goals, new energy vehicles may be an effective solution in the 

transportation field. 

Electric vehicles (EVs) are a key focus of China's development strategy, with significant efforts aimed at 

promoting their adoption and production. As the largest global market and manufacturer of EVs, China's New 

Energy vehicle market is primarily dominated by EVs that rely solely on battery power. This can be attributed to 

policy initiatives and technological advancements that incentivize and facilitate the use of EVs. Consequently, 

pure electric vehicles account for a majority of new energy vehicle sales in China each year (Lin & Wu, 2018). 

The 5G wireless network will enable IoT devices to interact with the smart environment to a new level of 

connectivity through smart sensors. 5G wireless networks can also significantly expand the coverage of the 

Internet of Things and the fastest communication and capacity by providing (S. Li et al., 2018). Intelligent 

connected vehicles (ICV) are user-side applications implemented in the form of smart devices under the 

development trend of Internet of Things and 5G technology. Intelligent connected vehicles are one of the 

applications of the Internet of Things, usually based on electric vehicles, focusing on the interconnection 

functions of electric vehicles. The core feature of intelligent connected cars is intelligent connected functions 

(Ullah et al., 2021). 

As a global frontrunner in the advancement of intelligent connected vehicles, China has witnessed the emergence 

and rapid growth of numerous domestically oriented brands in recent years. In the context of globalization, 

Chinese brand electric vehicles (CBEVs) also want to expand the market on a global scale, while also 
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accelerating the process of internationalization. However, there are many challenges in the development of 

CBEVs. In previous research, it was found that CBEVs are different in different grades of EVs. For example, in 

high-end EVs, CBEVs are less competitive than joint ventures or foreign brands, but in the mid-end EV market, 

CBEVs are competitive advantage (L. Li et al., 2021).  

Previous research has also examined local consumer attitudes towards CBEVs in other markets. While Chinese 

automobile brands have weaker competitive advantages than foreign or joint venture brands in the traditional 

vehicle industry, some researchers believe that they could still make significant strides in the EV industry since 

the competition for electric vehicle brands is just beginning, and the race is still up in the air (Z. Li et al., 2021). 

Chinen et al. (2021) studied CBEVs purchasing behavior among U.S. consumers has pointed out that consumers 

outside of China are more focused on brand equity and product functional factors, but country of origin and other 

attitudes may also influence the development of CBEVs in other countries (Chinen et al., 2022). This also shows 

that in the EV purchase behavior of high-end customers, brand equity is one of the factors that consumers 

consider, and its role in purchase behavior needs to be studied. Although the development of CBEVs faces many 

challenges, companies should be deeply aware that brand equity is one of their considerations when consumers 

choose high-end EVs.  

Previous research has focused on technology and neglected research on ICV consumers perspective (Larson et 

al., 2014). There is a limited study about the intelligent connected vehicle brand equity’s impact. The previous 

scholars encourage to consider more factors in the research model that could impact intelligent connected 

vehicle’s brand equity and its influence factor (Jiang et al., 2021). Therefore, this article will focus on studying 

ICV brand equity in the Chinese market and the factors that affect brand equity. Due to the intelligent connected 

vehicle technology development, the EV’s feature had been developed (Ullah et al., 2021). This article focuses 

on the intelligent connected vehicle different features. This article considers the intelligent connected vehicle 

brand equity by considering the impact of the intelligent connected feature’s perspective.  

This article studies the role of brand equity in the field of ICV and analyses the factors that affect ICV brand 

equity from the perspective of consumers. On the one hand, it could decrease the limitations of related research 

on brand equity in the field of Chinese ICV, meanwhile, it will also explore the influencing factors of Chinese 

ICV brand equity, providing relevant reference for the accumulation and development of ICV brand equity from 

the perspective of consumers. 

2. Literature  

2.1 Brand Equity 

The perceived quality is the majority of research on the quality concept (Tasci, 2021). The perceived quality is 

related to the service quality, product quality, attitude, conditions, security, performance, or the service providers’ 

training of the brand. The consumer’s perceived quality is important to the brand quality (Aaker, 1996). It is also 

a crucial influence on the purchase behaviour of vehicle (Jalilvand et al., 2011). As considered all the factors, this 

study applies the perceived quality as one of the dimension of the brand equity. Brand loyalty has some different 

definitions and measurement dimension (Tasci, 2021). Although brand loyalty is not clear, Aaker (1996) brand 

equity model was defined as the attachment that a consumer has to the brand. Jalilvand et al. (2011) consider 

brand loyalty as the consumer’s preference for the exact brand instead of others, as well as the first choice of the 

brand from the consumer. 

The previous study found that the EV charging facilities could impact the consumer choose EV. It showed that in 

the high-end EV market, there is significant impact the consumer choose of EV depends on the different 

charging facilities of each brand (L. Li et al., 2021). Since the brand-owned super charge station are provided by 

each brand. This is considered as a part of brand service quality, and this may give Chinese EV brand an 

opportunity to boost quickly. However, the other components including brand loyalty and perceived quality are 

remained. Although brand equity models have undergone different evolutions, brand loyalty and perceived 

quality are still retained in different brand equity-related models. This study focuses on considering the impact of 

brand loyalty and perceived quality on measuring brand equity, especially for automobile brands. 

Brand awareness is defined as “the consumers could recognize the brand is belong to a certain product category 

and considered as a liability to a company field (Aaker, 1991). Brand awareness is considered the consumer's top 

mind of the brand, which could enable the consumers to recognize the brand between other brands (Aaker, 1996; 

Keller, 2001). The brand association was defined by Aaker (1996) as anything that could link to the consumer’s 

memory of the brand. There is a similar definition of brand association in consumer-based brand equity. Keller, 

(1993)’s consumer-based brand equity defined as the benefits, attitudes, or uniqueness that the consumer could 

imagine related to the brand. 
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Since the intelligent connected vehicle has some new established technology-driven brands, the traditional brand 

still has their intelligent connected vehicle series. The traditional brand has a huge intangible value due to the 

long time’s development in an era of the fuel vehicle compared to the new intelligent connected vehicle brand. 

This is necessary to use brand loyalty as the dimension of the brand equity. This study chooses brand awareness, 

brand association, perceived quality, and brand loyalty as the four demission to the brand equity. 

2.2 Theory of Planned Behaviour 

The theory of planned behaviour suggested that the behaviour could be influenced directly by behavioural 

intention (Ajzen, 1991). The intention could refer to the person's willingness to participate in one action, and it 

could directly predict the behaviours. The intention could be influenced by the attitude, subject's normal, and 

perceived behavioural control. According to the meta-analyse of the TPB, it indicated that 39% average amount 

of the variance in the behaviour and intention respectively (Emma L. Pelling, et al., 2009). The attitude is the 

thinking or feeling developed about the product and thing; it could be positive or negative (Lim & An, 2021). 

The attitude indicates the self-assessment of the degree that which the person likes or dislike (Nga & Tuan, 2019). 

Attitude reflects a person's positive or negative evaluation of the execution behaviour. 

2.3 Attitude and Brand Equity of ICVs 

Attitude can be defined as a psychological tendency expressed by a certain degree of preference or 

non-preference for a particular entity (Eagly & Chaiken, 1993). It is reasonable to use attitude to predict the 

intention of behaviour to use new technology, especially the correlated relationship between the prior 

acceptability and the attitude (Payre et al., 2014). The attitude in this study is defined as the consumer’s feeling 

about the EV product, the general evaluation of this product includes negative and positive. The attitude used to 

study related to the brand equity, to test the relationship between the attitude to the brand equity. The attitude was 

found to have a significant antecedent of brand equity (Prados-Peña & Del Barrio-García, 2021), and the 

consumer’s attitude is the main influence factor to the brand extension (Bottomley & Doyle, 1996). However, the 

research related to the consumer’s attitude to the brand equity in ICV industry is limited. In this case, the 

hypotheses are proposed as below: 

H1: There is a relationship between attitude and brand equity of ICVs. 

2.4 Trust and Brand Equity of ICVs 

Trust is related to consumers’ belief to the EV safe and external mechanisms related to the intelligent connected 

vehicle. Trust used to be studied as the relationship to brand equity. However, the previous study focus on the 

stakeholder's trust and got the significant relationship between trust and brand equity (Winit & Kantabutra, 2022). 

The company should follow the geosocial development and focus on the consumer’s benefits, which enable to 

enhance the brand equity field (Kantabutra & Ketprapakorn, 2020). However, this research is from the corporate 

perspective to discover brand equity and trust. The previous scholars also indicated that the future study could 

test the trust and brand equity in different industries and enhance the external validity (Winit & Kantabutra, 

2022). In this case, the hypotheses are proposed as below: 

H2: There is a relationship between trust and brand equity of ICVs. 

2.5 Intelligent Connected Feature and Brand Equity of ICVs 

The intelligent connected system is important to the brand, and that could improve the consumer engagement 

with the brand (Ullah et al., 2021). Although there is limited study on the intelligent connected vehicle 

performance expectancy, effort expectancy and intelligent connected feature’s relationship to the brand equity. 

Although this is important to the product and brand to study the relationship between these constructs. Since 

intelligent connected vehicle is a new technology product, the relationship between its performance expectancy, 

effort expectancy and intelligent connected feature’s relationship to the brand equity’s research is needed. In this 

case, the hypotheses are proposed as below: 

H3: There is a relationship between intelligent connected feature and brand equity of ICVs. 
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2.6 Theoretical Framework 

 

Figure 1. Theoretical Framework 

 

3. Methodology 

The deductive approach operationalised mainly quantitatively, attempting to estimate causation, repeated 

measures and associated assumptions (Zikmund, 2003). This research method is based on existing theories and 

models for further study, developed by researchers in the study of hypotheses. The inductive research method is 

a study in which theory is developed from the observation of empirical reality; thus general inferences are 

induced from particular instances (Collis & Hussey, 2019). This research method could build different 

perspectives depending to the research object. Then the different qualitatively collected data, the building and 

developing thory and models could be refered to these different perspective. 

Qualitative research emphasises the development of hypotheses, while quantitative research focuses on testing 

hypotheses. Qualitative research is usually used when only limited knowledge about the research question and 

research area, and researchers form theories through the analysis of research data (Hair, 2015). This research will 

use quantitative research methods to explain the reality by analysing the data collected.  

The survey strategy are likely to favor the use of descriptive and exploratory research, often associated with 

deductive methods. This strategy is common in the fields of business and management research area (Saunders et 

al., 2009). Questionnaire is related to a survey in which respondents are asked the same questions in a predefined 

way and a technique for collecting data to answer the research question (Creswell & Creswell, 2018). 

Questionnaire method are chosen in this research to collect the data. 

The population includes the people or things related to the research topic or the researcher interested in 

investigating and the sample is the unit of the population (Saunders et al., 2009). The sampling frame is a 

comprehensive list of the elements from the sample. It provides the target population's work definition (Hair, 

2015). The sampling frame in this study is the consumers who already purchased the intelligent connected 

vehicle who lives in the urban area of China. There is a higher concentration of valuable consumers in major 

cities across China, making it easier to collect consumer data. This study focuses on high-end intelligent 

connected vehicles, which are primarily targeted towards technologically-driven consumers with greater 

purchasing power residing in these urban areas. In this stuation, the convenience sampling is chosen due to the 

number of consumers groups is large and uncertain, and then sampling frame is difficult to gain exact list of the 

sample. 

This study apply PLS-SEM, although the PLS-SEM could obtain whether the small samples are acceptable or 

not is determined by the population nature (Rigdon, 2016). This is important to decide the proper size of the 

sample to get a receivable analysis result. In some research, the populations are restricted in size. That means if 

assuming the same situation of other characteristics, the more heterogeneous the population, the more population 

size needed in order to get the receivable result (Cochran, 1977). The sample size obtained by this inverse square 

root method could be better to used for PLS-SEM analysis due to the sample size is objective. In this case, this 

study use the inverse square root mehod and then confirm the sample size is minimium 275. The data collection 

period lasted for nearly two months, spanning from October 17, 2023 to December 16, 2023. During this period, 

we sent the questionnaire to 1,192 respondents and received 501 responses, resulting in a response rate of 42% 

for this survey. After cleaning the collected results, 307 questionnaires were identified as samples that could be 

used for analysis. 
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3.1 Measurement of Each Construct 

In order to avoid inaccurate descriptions and ensure the accuracy of each variables, all measurement items in this 

study were selected from previous studies or articles based on the differences of variables. Some are adopted 

directly, and some are modified for better use in this study, but the original meaning is not changed. 

Questionnaire items or variables were evaluated using a seven-point Likert scale, where 1 represents "strongly 

disagree" and 7 represents "strongly agree." The measurent item of trust, intelligent connected feature and brand 

equity are adapted from Khalid et al. (2021), Shahid et al. (2022), Ullah et al. (2021), Lavuri et al. (2022), 

Alamsyah et al. (2020), Paul (2019), and Jalilvand et al. (2011). The meassurement item of attitude is adapted 

and adopted from Curtale et al. (2021) and Walter & Abendroth (2020). The measurement table of each construct 

are shown in the Table 1.  

 

Table 1. Measurement Table of Each Construct 

Variables Questionnaire items Origin Sources 

Trust 

I trust intelligent connected vehicles because they can provide an excellent 

travel or driving experience. 
adapt 

Khalid et al., 

(2021) 
I trust the intelligent connected vehicle more than other vehicles. adapt 

I am confident that I am not at risk when using the intelligent connected 

vehicle. 
adapt 

Overall, I think intelligent connected vehicle is a trustworthy product. adapt 

 Shahid et 

al., (2022)  

I am confident that utilizing the intelligent system of the connected 

vehicle is secure. 
adapt 

I felt safe to provide my personal and private data to the intelligent 

connected vehicle's intelligent system. 
adapt 

Attitude 

I hold a favourable view of the intelligent connected vehicle compared to 

traditional vehicles. 
adapt 

Curtale et al., 

(2021)  

Walter & 

Abendroth, 

(2020) 

I prefer to use the innovative technology product. adapt 

I am confident that the public will accept this technology. adopt 

I think the intelligent connected vehicle could increase my driving or 

travelling experience. 
adapt 

I would like to integrate my intelligent connected vehicle well into my 

other smart devices. 
adapt 

I think the intelligent connected vehicle's intelligent system is a good 

solution to traffic accidents and traffic jams. 
adapt 

Intelligent 

Connected 

Feature 

I think the vehicle's internet connectivity function is useful. adapt 

Ullah et al., 

(2021) 

I think a virtual assistant for intelligent connected vehicles is a useful 

feature. 
adapt 

I think it is a very convenient feature that my intelligent connected vehicle 

can interact with other smart devices. 
adapt 

I frequently use the mobile phone App of my car. adapt 

I think the intelligent connected vehicle's entertainment system is a useful 

feature. 
adapt 

I think the autonomous driving feature is useful. adapt 

Brand 

Equity 

I like this brand because this brand have a good quality and service 

support. 
adapt Lavuri et al., 

(2022), 

Alamsyah et 

al., (2020). 

Paul, (2019). 

Jalilvand et 

I like this brand because I think it is technology and intelligent driven. adapt 

I consider myself to be loyal to this brand. adapt 

I like this brand because of brand knowledge. adapt 
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I like this brand because it is a domestic brand and the benchmark of my 

country's innovation. 
adapt 

al., (2011) 

I think choosing a top-of-mind brand in my country, state, or district is 

important. 
adapt 

 

4. Result and Discussion 

4.1 Constructs’ Reliability and Validity 

As shown in the table 2, each outer loadings are exceed 0.70, which means all the indicators could be maintained 

(Hair et al., 2021). Meanwhile, all indicators’ average variance extracted (AVE) are exceed 0.5, which means all 

these items could explain more than 50% of variance, and these items are loaded in the construct as well. Based 

on this analyze result, there is a conclusion for all the constructs’ reliability is good and these constructs’ AVE 

could meet the requirement in this framework.  

Refer to the Table 2, all of the indicators composite reliability are more than 0.7, which means all the indicators 

could exhibits sufficient internal consistency or sufficient convergence (Gefen, 2000). The Cronbach’s alpha 

should be more than 0.7, which the minimum acceptance is 0.7. As shown in Table 2, all constructs Cronbach’s 

alpha is more than 0.8, which could be accepted. 

 

Table 2. Indicators, reliability, and validity statistics 

Constructs 
Outer 

Loadings 

Cronbach's 

alpha 

Composite 

reliability 

(rho_a) 

Composite 

reliability 

(rho_c) 

Average variance 

extracted (AVE) 

Attitude 
 

0.845 0.848 0.89 0.617 

AT1 0.81 
    

AT2 0.772 
    

AT3 0.784 
    

AT4 0.775 
    

AT5 0.787 
    

Intelligent Connected 

Feature  
0.858 0.861 0.894 0.585 

ICF1 0.772 
    

ICF2 0.806 
    

ICF3 0.79 
    

ICF4 0.772 
    

ICF5 0.714 
    

ICF6 0.734 
    

Trust 
 

0.867 0.871 0.9 0.602 

TR1 0.703 
    

TR2 0.782 
    

TR3 0.773 
    

TR4 0.824 
    

TR5 0.79 
    

TR6 0.776 
    

 

4.2 Assessment for Formative Indicators 

Brand equity is the only formative construct in this framework. To obtain the values of the outer weights, a 
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bootstrapping technique can be employed, wherein t-values are assessed for each indicator weight towards the 

formative construct. These outer weights can then be utilized to determine the relative contribution or importance 

of each indicator to the construct (F. Hair Jr et al., 2014). This approach can be justified if prior research and 

theoretical foundations provide support for the relevance of these indicators in capturing the content validity of 

the construct (F. Hair Jr et al., 2014). According to the table 3, all indicators p-value is less than 0.05.  

Table 3. Indicators reliability, and validity statistics 

Indicator Weight T values P values VIF 

BE1 -> BE 0.446 5.453 0 1.617 

BE2 -> BE 0.176 2.125 0.034 1.658 

BE4 -> BE 0.237 2.728 0.006 1.553 

BE6 -> BE 0.417 4.582 0 1.383 

 

4.3 Discriminant Validity 

Refer to the Table 4, the AVE of all reflective construct is larger than all reflective items’ correlation. This could 

be concluded that there observed sufficient discriminant validity of the reflective constructs. 

 

Table 4. Discriminant validity Fornell-Lacker criteria 

Constructs Attitude Intelligent Connected Feature Trust 

Attitude 0.786 
  

Intelligent Connected Feature 0.672 0.765 
 

Trust 0.606 0.538 0.776 

 

4.4 Assessment of Path Coefficients 

The path coefficients are assessed the structural model through the bootstrap t-values, which should be under 500 

sub-samples by examining the significance of hypotheses paths and the regressions weights of the inner model 

(Efron & Gong, 1983). Validation of structure models is critical for researchers to assess whether hypotheses 

indicated by structure models are supported by empirical data. It provides a valuable means of confirming the 

relationships and effects proposed in the research framework (Urbach & Ahlemann, 2010). The summery of the 

hypotheses test result and the corresponding result could be observed in table 5. The hypotheses 1 t-value is 

4.035 and P values is 0, which means hypotheses 1 is supported. The hypotheses 2 t-value is 3.828, and the p 

values is 0. This could be considered hypotheses 2 is supported. The hypotheses 3 t-value is 3.199, and p values 

is 0.001. This could be concluded that hypotheses 3 is supported in this research. 

 

Table 5. Path coefficients bootstrapping results 

Hypotheses Relationship 
Original 

sample (O) 

Sample mean 

(M) 

Standard 

deviation 

(STDEV) 

T statistics 

(|O/STDEV|) 
P values 

H1 AT -> BE 0.278 0.281 0.069 4.035 0 

H2 TR -> BE 0.275 0.277 0.072 3.828 0 

H3 ICF -> BE 0.238 0.241 0.074 3.199 0.001 

 

4.5 Assessment of the Level of R-Square 

There is a rule of tube for R-square values include the R-square value in 0.26, 0.13 and 0.02. These values are 

indicated as substantial, moderate and weak (Cohen, 1988). Refer to the Table 6 and Figure 2, the brand equity’s 

R-square is 0.462, which is more than 0.26. This is the substantial explanatory power and could explain more 

than 46.2% of other constructs. 

Table 6. R-square of Brand Equity 
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Constructs R-square Explanatory Power 

BE 0.462 Substantial 

 

 
Figure 2. PLS algorithm results of the model. 

 

4.6 Assessment of the Effect Sizes f-Square 

According to Cohen (1988), the effect size less than 0.02 could be considered as trivial. However, if the effect 

size of 0.02, 0.15 and 0.35 could be considered indicative of small, medium and large effect (Chin, 2010; Cohen, 

1988; Hair et al., 2016). As shown in the Table 7, the effect size of all constructs is more than 0.02 but less than 

0.15, which could be considered as small effect size.  

Table 7. Effect Sizes f-square 

Constructs f-square Effect Size 

AT -> BE 0.067 S 

ICF -> BE 0.055 S 

TR -> BE 0.085 S 

 

5. Practical and Theoretical Implications 

5.1 Practical Implication 

First of all, the ICV brand equity could be impact by some different factors, the most important of which are trust, 

attitude and intelligent connected features. ICV manufacturers should focus on improving the public's awareness 

of the reliability of ICV products and improve consumer trust in marketing, to make consumers have a positive 

attitude towards ICV products. Meanwhile, ICV manufacturers should strengthen their R&D capabilities and 

manufacturing capabilities, improve the intelligent connected features of ICV products and a safer use 

experience continuously. In relevant publicity and promotion activities for consumers, the intelligent connected 

feature should be focused on. More importantly, ICV manufacturers are advised to consider the consumer 

experience and practicality of product functions when designing and developing ICVs.  

This article verifies the important impact of brand equity. It is recommended that ICV manufacturers insist on 

establishing and developing emerging brands of smart and connected cars in the long term and focus on the 

accumulation of brand assets. At the same time, smart and connected car manufacturers need to establish 

long-term development goals when establishing their own brands, and establish consumer brand awareness and 

brand awareness. associations, brand loyalty and perceived quality, thereby accumulating brand equity. 
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This article studies the brand equity of ICV from the perspective of consumers and provides reference for ICV 

manufacturers in the brand building process. It is also recommended that ICV manufacturers not neglect their 

understanding of consumers when accumulating brand equity. 

5.2 Theoretical Implications 

This study theoretically extends the brand equity theory to the field of ICV, especially the study of Chinese 

consumers. The impact of different factors on brand equity is studied, especially from the consumer perspective. 

This study expanded the TPB theory and combined it with the brand equity theory to finally discover the impact 

of attitude, trust and intelligent connected features on ICV brand equity. 

Firstly, this article conclusion suggests that researchers pay more attention to the attributes of the ICV product 

itself. To study the intelligent connected feature to the ICV brand equity’s impact which has not received 

extensive attention in previous studies. Secondly, consumers’ attitude and trust towards ICV products are crucial 

to influencing brand equity as well. Although the functions of ICV have received little attention in previous 

studies, but the results of this study found that the intelligent connected feature of ICV could significantly affect 

brand equity.  

6. Limitations and Recommendation for Further Study 

This article adopts a structured questionnaire research method. This research method has some uncontrollable 

limitations. The structured nature of the survey will affect the ability to explore unanticipated findings in depth. 

The questionnaire of this study was developed based on relevant topics and has structured characteristics. The 

respondents answered according to the structure of the survey questionnaire, which may limit the unexpected 

performance of some respondents. On the other hand, it is easier to discover some in-depth information using 

preset survey questionnaires and possibly without on-site interviews, and unexpected information in the survey 

may be ignored.  

The ICV field is developing rapidly, and the consumer situation in each country may be different. The research 

object of this article is ICV consumers in the Chinese market, and the research object is limited to China, which 

may have limitations. At the same time, ICV technology updates rapidly, and this article may not be able to 

update the latest technological information on ICV as soon as possible. 

According to the limitations of this article, further study could examine consumer situations in different markets 

and conduct research in the market context of different countries. Meanwhile, further research could also 

consider more factors that affect ICV brand equity based on actual conditions and conduct empirical studies. ICV 

technology is developing rapidly, further research is recommended using the latest technology. 

7. Conclusions 

This article conducts a survey on Chinese consumers who have purchased ICV to study the influencing factors of 

ICV brand equity from the perspective of consumers. This article provides a reference for the rapidly developing 

ICV industry and Chinese ICV brands. ICV manufacturers should focus on the promotion of intelligent 

connected features when promoting ICVs because it can affect brand equity. At the same time, this article also 

found that consumers' attitude and trust will also significantly affect brand equity. ICV manufacturers should 

focus on improving consumers' trust in ICV when promoting ICV products, and help consumers establish a 

positive attitude towards ICV. These are of great significance to ICV's brand equity. 
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