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Abstract  This research follows two objectives. The first one is to confirm the pre-
viously explored relationship between brand heritage, brand trust, and brand equity 
(Wiedmann et al. 2011). The direct effects of brand heritage on brand equity and 
brand trust are studied as well as the mediation effect of brand trust in the relation-
ship. The second objective is to explore the brand heritage effect on brand perceived 
innovativeness, an effect that can be viewed as paradoxical. A quantitative explor-
atory study is conducted with 137 participants. SEM models are constructed to cor-
roborate five hypotheses. Results indicate that brand trust totally mediates the 
relationship between brand heritage and brand equity. This confirms Wiedmann 
et al.’s (2011) results and enhances their generalizability. In addition, results dem-
onstrate a positive significant relationship between brand heritage and brand per-
ceived innovativeness.
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