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Survey of Zhuzhou Urban Brand Image and Its Marketing Implications:

Based on the Perspective of Urban Residents
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Abstract : Zhuzhou urban brand image has been greatly prompted since 2008. In order to deeply understand the
brand image of Zhuzhou city in the heart of urban residents, investigates and analyzes the urban residents' perception of
Zhuzhou city environment and internal brand from the city residents' satisfaction, and expects to contribute to the city
brand building and city managing.
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Table 1 The basic information of respondents 9,

o b 58.0
te 5l oL 42.0
w &L 8.0
N, = 27.0
XACFERE oot AR 62.0
W ge A4 &Lk b 3.0
VNS N 43.0
o JEIE 3 o LRSS A 24.0
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Table 2 The analysis table of reliability Cronbach's Alpha
and validity KMO

it H Cronbach's Alpha 2%l KMO 1€ Sig
SRR 0.766 0.744 0.000
W T g 0.795 0.807 0.000
R E 5 T Sk 0.731 0.731 0.000
BEHE 0.752 0.680 0.000
BRI 4 0.842 0.834 0.000
4 532 0.826 0.806 0.000
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Table 3 Descriptive statistics of zhuzhou urban brand
I H ¥IE b 2 i H BIE bR 2
BIKESL  3.73 0.802 PRI P 2,27 1.479
TP 3.40 0.834 PRI A 2,48 1.548
ZTKF 3.46 0.791 KIEFREA 226 1.510
WRERPL2  3.26 0.766 W R 2,01 1.396
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WHHEA  3.15 0.855 WL RAIEW M 2,18 2.023
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Table 4 The linear correlation coefficient table

I H BRI G 5 B BIKELR
FF AR 0.052 NP | 0.050
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Table 5 The rank correlation coefficient table

i H BIKE S = BB S
FF AR 0.055 B & 0.026
2855 K- 0.116 SCE 0.051
e Ak AL 25 -0.014 T4 25 A -0.015
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Table 6 Factors ' contribution
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