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Abstract

The competition in the international market for animation brands is becoming increasingly fierce.
Compared with the US and Japanese animation brands, the ability to build domestic animation
brands is urgently needed. Using the research method of grounded theory, through the analysis of
30 animation consumers and 20 pieces of Douban animation long-form review, we combed the
consumer-based animation brand equity model including brand awareness, perceived quality,
brand culture, brand originality, team association, brand evaluation and brand loyalty. 977 ques-
tionnaires were collected for empirical analysis. The results show that brand awareness has a
positive impact on perceived quality, brand culture, brand originality, and team association. Per-
ceived quality, brand culture, brand originality, and team association have a positive impact on
brand evaluation, and brand evaluation has a positive impact on brand loyalty. According to the 7
dimensions of animation brand assets, 12 animation brands were selected for evaluation and
comparative analysis, and suggestions for the development of domestic animation brand con-
struction were proposed.
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Table 2. Dimensions and meanings of consumer-based animation brand equity
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Figure 1. Frame diagram of consumer-based animation brand equity model
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Figure 2. Path analysis of structural equation model
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Table 8. Significance test result of structural equation model path coefficient
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Table 9. Calculate scores for each dimension of consumer-based animation brand equity
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Figure 3. Comparison of the dimensions ofconsumer-based animation brand equity in China, Japan and the
United States
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