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HITL, AL VB AR 4 i 28 A sk Bt o b (A E I — DG , OPPOFIvivo & HEGE A 4 i
FEARLER SR T A0 2K i 44 SR, 3 R R DO R R A R I B O, R A
1, 38 TN E S H ke, SCRT AR S BB T 1 A 1A 20t L, s 2= A1 IR R R
S S b, AR it RIS i 22— DL AR Al it B 7 B TS R, S R BR AR 2 4
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Créme de L’Eau, # [E 7347 72 E 2 i i A Laneige FIMamonde b4 i o A 15 1, “H I PR AT 2378
22 VR R ST SR AT R, 1 S R S T A I S R v S RER P A
M R BRI 2K it i 24 0 R W Z2 41 IR 4, A L 2t i 4 SRS X TS A 7
Leclerc 55 - 7E 19894F 5 - R 1AM iy 44 ()8, T 032 [V 9 3 0 il R & 12 0k
TR BRI TR ] 253 U R A5 (2007 ) WFFE T VU Ak it 544 X Pt it JBR R o o AR S 7
R SEI , 2 IR L0 M S T, AN M W S S o DAARE AR, A/ R ot AR B T 5 7 18 D™
[ (implied country-of-origin ) (Melnyk%,2012 ) , 5 5ZFr 5 7= E (made-in ) 7] BEAH] . 24 TH 25 &
PU IR A R U5 5 S PR IR A S, AT TR 75 SR b PP 2 b 0 2 3 R B Y
OPPOFvivoix WP Ak it i S Br Lok A v ), Al T2 A1 4 BB 7Melny k45 (2012 )38 it 52 4
TRV T IR D [ 5 5 s D [l AN — 3R] B S 30 £ I S, e B B B L L e 2 A

IR 5L | ST S5, 0 50 A 7t ARSI o i 7™ S e J e el 2 ) 7 L A7 T S 1 I i 5

I, L1-F-OPPOAE it [ i\l AS I 12 R B I 2 i i 44 0 201 64F Interbrand 423K il I A 5 5% R
P R LK T 18% ARk B SR A T B () rp [ = R 44 o (ELJ: , Zhang (2015) 1 FH 1
FRARIFRRA , % J v [ G R 75 Al B 5 e s MR At A b A 424728, B8 24508 Tl
G, BEIH A I S E RIS T BRI 0L, A =X Rt 24 11032 RIS R 2 il R 281 AN B o

FAL L, 245 T IR0 A E 2 s A ISR AAAEAS B RIS R RE T, — T
AT, A RE G B9 77 A 2SR 7= S S B S S = i 44 B 5 R AEE Y I E i R R L X
SR b S i RN S A JE ARG 5 53— 5T, AR RENS Ak B R8T 24 4 e vh E X 2T
X bt BRI, SR 5T 2510 5 Ak S B AN S DL IE o R4 T 7, ISR 4518 T 2 0 T
SRI P 0 4 M E X A 44 TR T, LSS OPPOANAE 3 — i 2 AR 1, (HL i Ry
4 R S S S TR AT s T GORD [ A Y ke v [ AR A R KT RN 2%
G Ty T A 22 S IR A Tl X it i 42 SR A 1 a3 FH A AR, sl RN B Bt
ARG TR A 24 IG5, BTG T3 24 11 5 10 4l i R 24 SR M RF AN Wi 22 (0
2 AN 2 L 44 SR 8§ AT BRI JE AR 7538 T T 24 K Al 2 e 45 6 23R i Sk
Rt A BRIS 2B BFE 7 e i T T8 %Al 2

AR SO B BRI LR [l Sy S0 S R 24 T 53 0 SR AR — S LRt M AR T 0 AR
SCEE T A2 2 E S R 4, B SR G0 R0 R E A R T e B 22 ) RO TR A T X 5 5
R R 78, A SCHUBE T 2R WA T A BLE I, BR T LAEWFIE rh b S %) 1) R I B B 4 45 22 L
PSS, SCBEHR TOR RS R AR A A AR R A L = R 24 R RS ARG L AR S
T AN E S R A 24 G S AT e, LSO L 2 b R 24 4 T AR A 52 0 Y 08
PRI 2R o dRe i , AR SCHR H AR 2 e 22 SRS A T AR R 9 A

A SRS DT iR S BAARIRAE =51 = (1 )RAT DA 53 e BR824 % J h [l 5Ktk

ARt BN, U T 2 SO s BN [R) O BRI, I BEAT B T R SOk P 458 A A — 2L,

7R H AR R TR0 70 TF P A B B, PRSP il g il A By BRI 64 it
MGG T 5 (245 2B b BB S 2 A S 3 R i 42 14 B A, ORs A7 Bl T oM 2 it i 44
WP S 31 4 B — HM DR PRI SR AR S [ A 2 MR BN R IAR,, 5 B i J22 U SRt et 4 R
WK ZR AR , AT 22 SRS S Ay AR A R it AR ) T B0 AR 2 — 5 (3) S HH BRAT W5 05 V6 140 g PR
VR, BUAT 95 4 R 20 MR P2 SV R R A0 Rt 30k B R AT B T B s WP AR N AR AR (HL 4518
HIA—E W TARLE L2 B T — 5 A ™ B AR, S B0 AT LA BEOPPO IR Sy 7E i it
44 SR 285, PR AR BB T AT L S50 4 200 €1 it B AR L i R T I

SV B AR SOR A5 5 BV T Al 2B D A R R 44 T R ST AR R
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UC BT 18], Ay B | A 2 B X — PR AR TE % , I E RS X — IR i B S AR, I Bk
MR S5 T A T SL A Bk A A P Al o T LR T AR SCRYBITFERESE .

Hhip el Bt LEd=ES
| mpEmE | _ *

7= hEE
L2 — A %
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B1 ASTHEIESR
=. SEK AR RARE

ANE 2 LA 44 (foreign branding ) -5 H Leclerc 55 (1989 ) #2 H , & X b HAMEPIE ol A&
o S A 22 R BRALHE S AME RS HAME & 3, L 3E [E i Haagen-Dazs vk ik |
[ i TCLANJasonwood % , AL FE i i AR EHE 5 PR (HAME &35 , (0SSl s AR LB o
4 AN 2 M 44 5 2 AL B A 42 (local branding )X R, 5 & 48 b R T 37 4 e &
PSR F, WA R FNERAR R A1 ) =X R iy 24 SR s 10 ot R kg 1 | =Xt i (foreign-name
brandsz foreign-sounding names ) (Villar%,2012; Zhang, 2015 ) , 3& [l 224 FR A 2475 b (5
HEAE,2010) P FE i i GELTHEFIPMEC DT, 2014) B PU ik il 44> (1R85, 2007 ) .

ANE AR 25 5 55 AN E I (foreign brand ) AHIR S , (H & & SRR S ANE 5L REFE 5
B S oA TR A A0 55 HAR S (RS2 R T 2 A A b B (local brand ) 3 A< [ & 8 (domestic
brand ) . #ME =5 E AR <, B T S 2 (brand linguistics ) 704 (Carnevale%s,2017 ),
FRAEEXT Y HH 2R b A R TR AARIME , AT LR IBAR BN EDR IR  TCiEe AN
J, ISR A M L, a0 SRR T A Xt R 4 SR R AT AR R A R D) SR A e R
fldn, v E A = FHLEOPPOJE TAME i i, 42 8 & AR M= e e E T g, 2
Walmart# i7 (1) i J§ 44 TR IR 357 )& T4 B 2, 125 [ Carrefour i T 1Y i i 44 “ G SR A W2 rh
] = B, DA 1T D, 3 22 ) g X300 TR 2R o AR SCARE 1) S T RS AR Aol R FH A/ T = L )
L, 3K B4l A R A T S A AS [T 9%, A B3 o A0 ] X 24 A 22 i BR
s LSRN, () B, A B 3 1) [ PR T 37 9 B A L IE A 43K L . Zhuang 45 (2008 ) & B, %
T EE 9, b Y S R A X R 44 B, G SR R 3 i SR U R A E L,
AT B A RS B A5 BT T Rt R [ T, A = o 24 o A B e R 7 T
B R ZIMREN G, 32 5 Ak [ 5304 35 38 15 52 J (Magnusson®s, 2008 ) o 2 T SE Bk Ui [E A 4h
] A 0 T L, DU R I L o A T s ) > b A R B n, 40t R A
E )5, iTRER R UG H 1 E S 2 FR A DU PFS (H S TC IR S R R4 K, ik

F 1 SEFAM I RER S SMNE/ At R

A M2 A FE 2 R
S o i %Lﬂa ﬂti)\\ s RIR B Fir g
= A nTOnk 11l BBy
e Ipde hfg fEE4E OPPO vivo EE Y
eh S L IR R NE-TIGER
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R IX S R A0 L R, A D 2 R T 5 A S A s SR IR T A i
& AT L A 24 1 2 A, RO & T A0 L 2 EEE , QiPhone FIGE

TEHE R 20 H a2 eRIb ) 254 L4t b Il = A9 J5 = [ 800 (country-of-origin effect )
FEPEREAR, T 2 SE R L IR S RIS 5 A ™ T2 EE A R R (brand origin®l
country of brand ) (SamieeZ%,2005; Samiee, 2010 ; Usunier,2006,2011; Waheswaranf1Chen,
2009) o A1 EI A IR T S SMEDRR R, D TR SR — b it R N A A B 24 T R o A E
A b B <SMEP SR T T AR EE A THEWT , ASP5 R R SE BRI ] 1 25 T LA S A 2%
KRNk DS 5 A5 BAR S i Ok I T 5 st X, 19 A8 A0 [ = 5 L 44
SRR ORI B B R Z — B, AP E S LA 44 5 8N R TR (perceived brand
origin ) FF7E — & X Jjl] (ThakorFlLavack , 2003 ) : (1 )JS%1 it R DRI o5 B ), ANASUAL B A o it
RS T HLAL A ER A 5 (2) A FIOR PR T RN FE RS R, an A 2t jit, i HLmf
ek AT AL, AR LTS (Corona ) , BRI i 44 JC ATl R U5 L G s, (LT 2 3
W E AR G S S P RFIR R A ; (3) il ORIRZ RAMAL & 5K, 1T Hb A
M HXORIRZE R, Han-R < 19 %% 3k (Philadelphia ) W5 o BRI , S R JRIAR I 28 R T8 2 AN BRT
AP L2l L, Bl 288 R A1 L 2 R 44 SR AT B 8 I A/ M R R ARL

g5 b AR Rl i R SR A 2 e 24 SR A ME A PR E VR — R E R LR,
I 5| A B AR R AR i LD RIS B AN 2 R s 1 i R SRR, 55
RV B S

=. SpEX meEds R IE R

(— ) i AR

A1 E = R 44 BEAE LT 2 5 0T il R VR 7 AR IR ARL, R It BB AEL (brand association ) &
HORMEAT 2 A R BRI 6 (Thakor FllLavack , 2003 ) . Aaker (1991)IAy , S AREEAE TR T P & ic
FCHFIZ AT D B ATATT ) , S0 23 b LR SRRt JAL R SR JEE i ol R4 PR JC B AT LATUR
rn JRICAR B — M BB s 7 i S [ R DAk, BT AR B AR 73 (De Mooij, 2010) o ELA
FNHME SR, B RE LRI P BRAR R S R R, 51 & S [ R AR 7 B3O o 28K, 3K —
O SIGAR BRI 2 i WL AR LA 1Y, A% 587 i J2 T I AN 7] ( Thakor Al Lavack , 2003 ) .
Samiee5 (2005 )FFAIHE 1, 1 DB ARXEAG BRI 7 b 10 SEBR S ] At A7 58 22 bl oo it REL24 FR
S A 75 B R IR AR

B, A0 E S R P A E S (foreignness ) BRAE AT LA 23 A 58— BRAH
B A B 5K 58 BB B A EL (RN R R R B R T T L Ab
] T LG s T R P R D L AT T 3 e e A SRR A AT (Melny k5,
2012) T, 3 [ B AR 8 B AL b b A B AR 21 R Dy [ SRy P22 B840 2 A1), Klarbrunndy™ SR 7K
TE AR 3] i [ ] R B3 111 (Leclercs, 1989, 1994) . & T a1 % JC 1 BA A Sh ke B WF4>
FEI 2, (H S R AME PR S NIBAR SR F AN B 4n P [ i Metersbonwe ( SE4RF ik ) Al
KingCamp (57K ) (Zhang, 2015 )R LETH 7% 2 AR 2 fh K A VY 7 Ak R o NI 5 A0 A 6 i
FELTEA T S i 42 50 A R3] A e A 3 SRS, Il BB A MR 1 5 44 R ) R A T
RAR R 4% (Usunier, 2011) o BV SRR R5 DU (97, Al A o] st s e o e i R e 925 S
ALEE Z BRI A 72 i B 286 A8 ( Zeugner-Roth AllDiamantopoulos, 2010 ) 45513, % T & & [EH
KA, TCie S AR B — R E SO 2D AR RS, A1 =K b 44 SR ST T e &
FEIE TR o Ergin (2014) FUERZRPERF I &2 B0, X TIH 2% 8 ki, A =X hiai 44 09 7 i e 24
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HAR T R 24 00 72 5 | SR R A AR, R R T 9 aenit o ) X R 44 19 7 A T A
Y JO B R 7 5 o PR T R T ) ST 9 A A ] R TR AR AR IR TR A ik B A PE
(Batra%,2000; I B AROE 2004 ; Kinra, 2006 ) , 4 i 20 E 2 R 4%, — 7 T R i &
i PR A1 FEL R YK AR (foreign brand origin association ) , %5 — J5 THIVE55 FH made-ini &2 A9 71 1]
COOZ (COO dissociation ) , NI ARTHH 2 B 1 )7 (Zhang, 2015 )

(ZOEZEMCALZINREN S

ZIHr N4 (stereotype ) J&“ I T Hoe— A [ 2 B4 (Lippmann, 1922 ) . MIAFIERIS 1,
ZIM BN G R — PPl 2 B AR S K, B R SR e R 2 e 5 — R 51 5 BTl R Ak I
FAEK (Macraeq, 1996 ) o i 5 2655 4= BRAL , 1 2 6 A1 B ™= S O HAVARSS: H 2538, ATz
IR OG5 7 i ) [ A I, 7 A I T ek B i R 20 AR ED 4 (Maheswaran S
2009 ; PetersonfllJolibert, 1995 ; Verlegh FllSteenkamp, 1999 ) . 24~ =X i i & il 1 9 & A %
A B S k28 [ R A I AR BT, 3 B 2 AT A SR N ) 2R B G X6 i BRI AT AL
Leclerc5 (1989 )WFFY & B, 4 iR Ah ] i B, 55X Fh A1 B IR AHIDE 2 A0 SCA ZIAR ER 42 25
R , NI 3% 28T W — AP 3L T 20 BN 0 77 B 42 T AR5 A R %) & 25 ARG 2R 1 S Ak
ZIARED G ™ b RRAE 2 (A FE —BOPERT , 1 2% 3 & s WX A St il — B 20 B, A5
SYERAEE H L 0 R B RSB FUBCE RO, LA SO DRSS T A S SR i T — 5
SR SCSCARTE G R, X T2 AR A i 5 1R R R S (T 2 A 0T R R A R
I, ORI 22 19 & 8 v B R AL L A AN ETE S (KBBR8 T B 5 , FEfs A1 E & 5 10 i b
ARR AR s FAME TR SRS SO A bR iR s FHAMNERE T, 2y sl s e
5173(Zhou,2010 ) -Melnyk %5 (2012 )Ny, HE 0 FEL g Al g R AR AL E 2R T s X
a BRI DR 7 i A D e (e M e i ) DA, B s i R 42

A BRI 5T N DR A S DA 0 S ) 220 B B 5 N 25 B AR (stereotype content model )
(Fiske4§,2007 ) , B 5% 1 ¢ Z A B G v 9 Ja e e 0 R HIRLARS 4n ] 52 o Ji7 ™ [ %8007 ( Chattalas
55,2008 ; TELLHEFIFNAC DT, 2014 ) o 33X SEAIF 5T — A A BRI RE L AR 1 A4 R AT i 5
{HHARZE B[R] . Chattalas% (2008 ) H& H T — AR A BRI RE J1 6T T DI RERY 7™ i 152
M) B, SRR IR AR X 1 22 SR A8 7 it R B K (R R A T SRS 56 o AH B, T 21 HE A EC 0T
(2014 )38 o8 SEg A% 7 =X, 2 IR [ Z0AR EP G2 N 5 5 7 @ o 7 i P S22 AR Xk 52
M o 21477 it Ja AR Ry S SR PRI, A% 38 B8 7 28 i [ 2 M B G2 PN B D5 1 et L ™ f P B
U5 27 o SR AR R S T R B, A% 3 T 1 7R i ) 220 AR B G PR 25 B D i R 7 e A B
U EoT IR R B, ZIBRED G A, Rl 1A B ZI MR BN 4R iR e 55 i ) itk St [ e i
WA EE (Halkias®5,2016 ) o FH UL T UL, Z A B G N S BERA BT 50 & S5 e T 4o 1 i [
KL ED G Bz ma VAR A1 =Xt R 44 o ) PSRRI B 07 FIER TR I7 PR 1 A B R 4 T
BB RN, 3K — ) R R AR AT

(Z) LR

MAE B AT AR, T IE S0 F =5 B G BEARXFR A e 4, Al 752 &
i — (55 10 TH T B 18 e 4 T, B ARG RURS: FTAS B S 7, IX R 15 5 BRIS (signaling theory )
(Spence, 1974) LA T 5 , i A FRA & BIA] {5 5 (ErdemAISwait, 1998 ) 14 2 & i i 4%
B B A5 = B & (cue ) o BARAIFIE N DL AR e A5 5 AR B £ B2 H805F Dt = 1 26 & 194
(LifWyer, 1994 ), {H5ZBR - iH 234 i J5 ™ B AR 5 4 FR (Samiee, 2005 ) , 17 HL 5™ [E14:
RIAL A AAEER , BRAERCH WA (salient )28 2 o 1E IR A Ankl , 70 L= R e #4) fal  fe )5
AR T AR T AL A4 B, DRI LA 29 0 i s A 058 e oy S, /R R AT RE R i o D 5 AR, B
BT W AE T 45 T i AMEAE R IS 7 i ORI ] (4% % (Hornikx FlMeurs, 2016 ) o X 5 7E
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v 2 R R el A MR T A ) o s T = R 24 3 — R R, TH B8 R A5 O, andn] SRy oy fid
INHVGEUR , FEA T Fp IR 200 5 B A 38, 38 1T BB L™ S 1T 57 Melny k55 (2012 ) & BE, A0 1 = i
LB TR P ST 5 R R B R OCI , R I 3%  D R s B AR R IR R T
DB AL ™ S 5 B E R RAEICHT, D2 I 4 BR o B = i 28 A0, AR E S R R R A
BL AT REAZ B B E FRAE S ST B |, TH 2 B %l 37 BE (expertise ) BEAS ik 55 H X F
JE = 5 B TR AR AR (Maheswaran , 1994 ; Pecotich fllWard, 2007 ) . B 2R I 257 5 38 1Y) S
SEBR ™ [ (made-in ) T 3E &5 44 BRI 7R 09 S 7= ] (AT AR , gt (1A S 00 4 8
T LA SRR, A AT X % R4 R T G 7 ) R VR e, [T N S L R
e IS T LU SR FRAF I 235 6T 0 B =2 i 44 B9 SO0

(P9) b R A R AR b [ P

PR T AT =t o 4 TR o R X T 2% 2 TR VRN S BE AR5 i), JF R W0 S A BR L
I, LA SCHR 4 AR A1 FE 2 RS R R 4 BR 1 (perceived globalness ) (Steenkamp4s,
2003 ) FE&HIZM FE 7 (perceived foreignness ) (Batra%, 2000 )5k R0k B BRI FE 1 2 &
AN R BRI | 2ERE B o 2 BRiE 2o B3z, BN A MEPEFR T 28 B Bk i
SEAME A AEAS A (nonlocal ) o 58K , AN = i 44 2 L B B AR B A ED R A Ak i
Ry MEPIFAE AN R B A, TR RS S b S R AR

AR 5T I P w2 R AR B, A E S e 24 78 25 5 A5 5 S P AR 325
PR R TR T & E S HLIX MRS 9 3, FEA Bl R] ) B6ak bR g R T 4R
17N [F] (global identity ) (Arnett, 2002 ), FRICAXT RERACFFIE RIS OGO A4
R AANTEYSENE R FAE, I B 8 Tt i, &2 3k R (Zhang filKhare , 2009 ) . BESE 1, B
Emn kil 14 5% & e Bk R 22 09 28R i AR S5, Ok Bk 2 R B Hr i A 16 7 A
SCAERAEREAS 5 E kb 5 A E K AR, T R BOH P& 18 B S 5 2R fouih , WA 52 4
M A BRI 2 SCARE 7 o 5 BRI, B SCARTT IO AN GF47 O KB SCAL AR e B |
I L PR B 3 IE ## (cosmopolitan consumers ) 453115 3 (Riefler, 2012 ) . JTGig J&: 4Bk
Oy BR B 3 3 A TR 2% A1 7= S R AR A BE (Bartsch %, 2016 ) o FiF40 =0 5 A
24 BEHRE R T R B A AU Rk — T T, e RRoA RV 2R AN B SO A T e
BN Ty B2 e HME A FR s 5 — T i, BV A B O AR [ A = (B A 2 R 4 T A 20
B4 BRIE 2% SO E S ABAF B IH B8 OB, BB S | A T 9% 3 1 L R i 7 T2 M4 T A1 =X
i R 24 T B A

B RSRTSC LIRS
SR B T LB SHER BRI E
G BB, B FREEE LR,
P AR P SN T Ao — P F 2145

B0 BN KA

(%Eﬁﬁ%ﬁﬁ)

- e

51 M P T SRR SRR E] 4

EYE B RO R 3%
B B i et B AT AR TS R B R

HEWT, [RAR R A Wi Lo
e

B2 SPEX@hEesRNELEM
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M. ShE ARG &R R iR

M A 24 BIOETE , SRR M R DR G A — AN WIS T 2
A BN ZS B B 20 ot T AN 5 AR S WS T A S B SRR, PRt v B SEBR
st R IR B [l A A S HAE T, JE TR R2 eI B 2 B S AT o 2990 1 AR [ 508 5=
TSN E A 4 BRI AR o

®2 SEX@EGETRIEN

e | DTS | B5T . »
. ey | PSR A A SR ST UL TR A AL AL | Leclerc™,

P g T e B R 1989
£ ey | SMEEAAHE h SAR R S 4 )50 %L | Leclere®§,

Ak A3 33— O, TFR — BRI 20k 1994
£ ey | ISR (T 8 RS R 5 LoV ki 4 | Harris

f 1994

RikEF

W | pes |em N?%ﬁﬁ%%jﬁ%ﬁ%%ﬁ?%ﬁ%&u%ﬁﬁﬁ&ﬁ%gmfﬁn
- PR Ao R 4 TR AR lgf“’
sl | sog |2 RE AR B (0BT B RS BRI | Chao%,

P S A AR [ (P E AR 2005

i | | PN S RS = SRR | My,
P R 7 LA — SO P KT AR | 2012

KM
N s At
+HH %g AR R 4 BE R TR B A gﬁfﬁ
] W4 | T2 M — A SRR S ] e, 2 RS | e s e
VAT | Sl LR ] R E ) S AR - S 0 Ta) ) 2007
i R 2
el S | AL R R R A, S B g S 1] iﬁ@%’

e S T BT P AL T A RS R R TR B A S B AR A | A,
K E P T E R SRR S S AR AR 2008
e ] A D7V B LT S AR B PG 7 R PG Oy Sefk BTl g | ROESE,
EAING IV S 2010

. . ; PO R
S TP TR SRR P S (g gy | VT LA

T ) 7 2 TV P 2 VA e ﬁﬁﬁ’

VA 44 5 705 114 ™ 5 S i ol PR R — B B AR 1) iR ZE A0

e S

] gﬁ e G A E P T BB 7R — B0 T8 Pl | UKk
e e 2015
| | AT A SRR R SRR |

), v R Bl S A s 2 P R 2 R DO 2 44

LR B T | it 7 = FEL A — B 22 IS
it Lpm | | SRR, I A TR | o

i M e I RIS B BB | e
S L T st e e

2012

(— ) Bk AR FHANTH B
LeclercZ (1989 ) e f 4 H &M =X i R w44, JIT ST (140 2 it L 255 X o RS B8 B2 g o BT
KPR, B S EPEE 58 AH R (AiMabor . Varner ) , {H 4573 5 BR 18 A s % 3 HLN) Sk & 3
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WAL 90 WS B ST LR R K T 43k RN 56 B SO ZIAR BN G R TR i 5
SRHTRE R, J5 3 0 R T RES S o PR, X T3 /K 8 IR S5 B2 AR = i 10 (AN ) i %7
TPV 5 X TR EERSE KT 0T DRI i , SiF (AR R ) i B A IS 17 B B 5 b ) s LA 52
SRS 2 BE IR A B (AP &K A B KT , S kil & i i LT 2 o G
SRVERRAE , T & 35 1L B o G 1 I RE RUARAE . Leclerc s (1994) b — K B, 351 K &
PFE RS P 45 257 it ) 55 S R SRR A 5 S R 7 B (9 B S B X BB IFSE R A T AR T
AT A 0 T A ESE I VGR (LLIN S 50 ), 5 100 DA S RELIBEAEURI i R 7 A B8, P ]
WA 7= b AR 4 B R S AR ZIA BN G R RV E L ELA B QI A0 BH 110 S e 0 S

B2, Harris%: (1994 )N, i FLeclerc (1989 ) Al i FH B A /K (H5 I BRS04 i LA
B W Lo AR RRAE , LR P RS T ) 5 7= AR A VR, Dl oAb = A M =2 AR A
it , PR A 7™ T 9 D VS IR o AT PRI ISR A a7 b ARG 56 T 9 TR IE PR B 2 1
BT S R RS B AT R AR, R BRI, S (RVAR EE ) &5 T 2 & gL
IO B A, AR A% (ethnicity ) B AP (WK 2 T E L TR A2 TUHE ) fFil4h.
UL, 1 B 3 X T 2 AR A 7 A A0 R R RN R X — DA R B ST b4, Thakor Al
Pacheco (1997 )#RZR T JINEE K 9 % Tk 1B AR R ANE &35 8ok F X A 5 A0 52 0 1
A (CANBGERE ) BRI S5 P-4, & BUAE AT R 9 (R332 L B AR RE AR B BE == i, (O BE 48
PRI i B 1 S AR B, ELAUSR 58k, i s ) e oA AT A VR o 53 A, 3 08 3

Il LR R ) 7™ i, T B 87 9 55 AR BRI R AR T o i BT 5 R B3, Leclerc% (1989,

1994 ) 2538 B AMEEYER BR A0 EE 2 b 4% 5L 25 T B 1 T VR o Chao %5 (2005 ) LI SRAZ AL A AifF
FENT G A5 AN E 2 i 44 A0 LA BIE 5 o 44 T U & 5145 (liability ) , TTEASR -

PRI, NSCUFAIFSE 45 SRR, A1 =X R i 42 S e 8 90 A7 R 1y ) A 7= it 2R B8 (A FH AL 1
1P AN T BT o LR 1) 22 SR B 57 2 5 IR AT 2 AR SCAR 2R BN 4 [ R A 5 R DR, th e — 3K
g5, E R SCRZIN NG TN 2 A Sh I T8 A 2 1 A 7= i o B B L 14 2, 50 3 R
M R ak AR , SR FH R U0 R 3 e S S ettt 5 4/ e X i 44 1) B, BEAS AT 2B
T, AT BE AR LB SR o BRITT , R A A S Ze 2R, Rl S i = [ 5 AR A1 ) =X
an L 24 O VE R B2

(=) 5= EE BA—EC T8 miE

A 2 R 44 5 R [ JE R R Corigin 5 B X F =i m s , & )8 FoME AR R IR
2 HAE R K/ N ] 22 5 9Thakor Fl Lavack (2003 ) & BiL, 24 &1 2 5t iy 42 5 D i g i 10 el e
REUSE, S DA 7= ] ol o Rl )6 7= i o o R S M T LT 2, PR H A ) =2 R 44 T e S Ak D=
FEIA5ONE o 3 A0, D= [ 4 ] B o i R G T e M T e WA S A ), BRIV ] ) 4
WAL T S IE 42 (DiamantopoulosZs, 2011 ) . fi itk , A1 E 28 5 B i T N AR TR FReb, & 0
R G2 AR 1R 43, Hesg e T B RS b it = ]

SV R S5 AH L, BIFSE N B B SRR ) 2 , 471 ) Xt R i 44 B 7 110 DR DR ) 5 5 o i = [
A EAE R R, Y 3 S0 T 2 RO 2 A (U, S o — B T R R

WAZHET (Leclerc$, 1994 ; ThakorflPacheco, 1997 ; Melnyk%5,2012 ) o M i FELEE AR £ B,
Leclerc% (1994 )i\ N, BAR — &5 E FA4 K BT & BAE TR AR, A8 TRIZEE R,

PRI TE i A s A o 27 2% 8 e B sl W Bk i RS, T AR SR R 25 2 BNk T 3 28 4 =
i EA AR R R R M, TR 4R T A W B AR T Ry 2244k . Thakor AllPacheco (1997 )
AR )£ BE HEAT T M, 4 AT = R i 44 T R I AR 1) AR e [ R %) il 3 e i R S Ak %1

M Ep g, Bl ik [ e K A it 5 T A 1 7, (BRI A BB AR P B IR 3,

ShRE A B2 B ?
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PR 7 S T K = i b R S BB R ) o 8K, 3k SR 5 R R AR A PR, BCAE B PR AT RE A
FAIMaE 2 Ry 44 A T S R T R S RO VR IR AEL , 2 T R B2 R B 4, T el A
T, & T B S ( Thakor Al Lavack , 2003 ) . MelnykZ5 (2012) W] ) % J v [ 52 5 ik %
FHAI I S R 42 AR 0 DR IR EE 235 5, AR TPy 1 40 E = i 24 5 S0 BR s E —
HA—BUE LT T B RN B U BRAILA o A 25 & B0, IS 9% 5 X 22 AR AR 7= i (1) K 1T
PEREAR o fHUE , 3 [ LASNIEE B 530 23 X 52 SR AR 7= i i o Bl =t R (P 2 7B =) R R 8L
AEARI IR AT o 48 I , 255 SR 2007 i 8 i 4 S T 5 0 119 5 S S A (R 50 A SR BBG T e B Rl
HCIBCAR 0 SR [ 5 S PR ] — 0 MR R R B, 5 507 [ M Kk R R (Fl )M L, 2
PR R g b R (T FEEE SR AR ) AR — S0 f i/ S o

SR, FRE 23 I 0S5 (2007 )WF5E R B, SR AL i 44 Bk D™ LR A% — A (5 ST,
“PEAL SR A% 5 P [ A 28 B M T 2 1) BRI T e RN S B ), B S R AR AR
R, HL R AR F V8 A 5 A4 T2 T 0 4R 5 RS T B 3 TR 28, AT TG ke 14 Jit 7= [ %) s i 1 FH o 1L
T3 — AT R I D R L S DA I 2 gl SR T U/ P A R4 D R v /5 L o
1, PR A REHERR B o 32 SCATRVEVE A 24, Chao % (2005 )t & B b 44 7k 5 I ™
A 5025 28 HAE FH AR, V2 SR T 80 ol o s 0 o o) o s v 7 [ AR 5, T Ao S e )
FEH H S, BT fEsZ R 0 3

25 b, AME 2 R 4 R s T B 5 S R [ 9 28 BAR FHARAT I T 2518 o (R HEBR A
T it RIS [0 1 s e, FRATT M ) T — A e S AR, A AN — 3 9 5 T R 1
T SV, %t 22 SR B = i JE R W o (L2 35 A T R A 67 T I 7 387 114 £l (e 0 £
V) ASBE R UM EE 2t R AR , 5 S B 7= R B, 471 X it R AT 5 7 1) A U5 B
P E2 W LR R, T 2 6 1 T 04T FR (Samiees , 2005 ; Pharr, 2005 ) . It 4, Fefi it
FEFRHT I O 0 B GRS R A2 o, 1 AL 5 1% B4 3R (Chen$,2014) o [RitL, BUAT
SCHRAZE A 22 1 A1 ] =X R 44 s VR A 28, bl B R G000 2 AT A I AN T 3l
HIZEA 7% %, i3k B TN — B (Roth Al Diamantopoulos, 2009 )

. SMEXEEGZERLROATER

WF5E 2RI, S = T i 44 PO VE FHASCR 32 77 il R 2 3 70 B 22 07 1T TR s o L A, 1 X6
KAk E ST G AES K R T E K A0 E S L 24 T g R B, HS i/ R 2T 3
AL R TE 2350037 DABGA

(=) EE

1. BEIRIP= 0 B XU SR

A= b SRR AR B, P A T o R AR A P S R D BE AR 7 i (Batrafll Ahtola, 1990 ; Chitturi®s
2008;Gill, 2008 ) . 5 4 57 i (hedonic products )TEARLEFIEAZ AR 6 HUERIEFHER 22 0972 5
FEPEH XIS i S TR R T 2R BRI B S DIfEAY ™ i (utilitarian products )&
AR L6 55 DAL HAE FNA TE RR PRI R A0 5, A6 TS 2% s0E A i 32 22 25 SR ) e RN S BROF 25 o
Leclerc? (1989) AR TR AL i, RIS IR AT BEPIFMREPE 7 it , I 2 BAH ] =X it
AR AR A D RE R FTR A B S A SCR AN R] IR & B, X T 5 R AR i, AL K i (7
T ) FUAS it b (B3 ) B A2 0 2 8 T R s X TR A 0 i, AN S R (s ) Sl 2 i B oG
T i B 2 AR UARRAE c Melny k25 (2012 )5 A& B, 24 52 B J5 7 B R il R 44 FR RS 7S 1 D 7 R AN
— BT T P T AR A R D BRI AT R R RN, I ELE R S IS A R R T 9
HXFF I S A5 B A FASEOR ] RS =X i 44 9 RSO AR AR B o LAFEATF Y B

SNEZGFHSEE (F395F11H])



SRR 1 M R R R AR S R R B SRR AN B (BRI PR LR KO 6 (5 B Y
A BRAREA X T 5 AR T B B 2 RIS (holistic AR, 1 315 2 BN OGE Jit 7™ ]

R B3 A (heuristic ) , PRIHAE B — S5 15 BR2 MR HE s 0 T D RE AL it U R <o~

(analytic B, 14 2% & 45 B AL PR3 TN O 1 7™ b LA RE I | DR I 7 D™= 6 R S B s ™ [
{5 BAR—E W2 /N

FH I, AN M X i 4 s ™ ] 5 S o = ) — S5k s, A/ = P 44 A
Wy TR 2R S P o — BT 938 A B 38 AN —30, DGR 2 AR 28 7 J B AN AR S e B i
b, 33X — SR WX T 52 SR AR P S T 5 e — B T 81, 5 TR

2B A A AL

Pappu?s (2007) 8k EIZIE L 5% wos , H ARG G B AE S ARE) 5HT
RANGE A A B 5 Cans L) AR Lo, HH 2235 0 58 5 A2 [ 5008 2 ), 1 B
A JE = FE B AR T BB X T 1 48 A BE 7= i 2 M B K Thakor AllPacheco (1997 )42 Hy | 22 i U
FEP SR AL i (BOURE ) R SZHETR & & U2 , AT REE P O 5 Leclercss (1989, 1994)BIF5EHY
EEIRBE G (FKAE ML, BT A BN o FUR , X S A MR T I AR 280 SRR 50

FAL L, IR I R B, AR A BE P i B ] e A2 A B R R B A R Villar S
(2012) 58 T — PR A BE P CRRURORE) , B85 SR A3, %k 1 v ETH 9% 2, A D0 A =X it
[t 44 (G-force ) 7™ it A BE LE Y b =X iy 44 (Cha) BER AR , 17 HL 3831 2 #5 R 7 i
SEBREAT AL A PP I AN 2 SRR R A A B A 32 B AME i 44 (5 ) o B E M ) A
ZERXN KPR (2015) 3T P E T 5 0B 5% B, il RE44 W 7S 10 7 Ml 55 7 it D [ (XA — 3500t 1
P ABE 7 it (UG ) IS R S ) S AN 82 (EDGPIR A ACBE 7= it (A ) 0 52 e o DA
AT A X —4518 5 Melnyk 55 (2012 ) & T2 SR B fRI D) RE Y™ i i 2 B — B =B A
P B R T P B AR AN T (elaboration ) , Al T 58 I E AR 7= M RESE N FE R E i AR IS
TR E I — AN ER R TR, T ] DL R 7 = [ 5 S PR e R A — SO AR

(ZOWEHE

1. Y2 R L 32 S 2 )

VE R B8 X6 T [ A — R e A5 e i S35,V 9 B o0 3 R T
—Fh 3% BRI (pro-in group ) FSLAMEEIA (anti-out group )3 (Zeugner-Roth%:,2015) , 3 K
TH P B AT 55 WA AR [ i, NS A T i o R o = SCRT AT 9 8 SR e E AR [
HEAE = BRI T D™ A S SRR, ™ A B A I S ] s e 5K ]
AR PKK (2015) KB, ZE T, i TAME S 24 s T i S EDRIE, SRR % T
O 32 SCRYIE R B AR L, e B T 32 SO I 9% 5 W S A T X R 44 7 o Y R AT
Chattalas¥ (2008 )t I\ Sy, B A0 32 s (A9 2 2 58 d 0 ™ A B, , T ™= ] 2 B
S S i

2. MR

Harris%5 (1994) & 3, 5ASE 2 S REAR L, 2ot b B PR m e il =X A A (AR AR X
A b A 22 5 . Thakor FllPacheco (1997 ) 1 TN G T B SEULAS H 221 o 55 1 B s v i
Wi 24 o (U2 FRATTCEIR AR AT 5E45 8, R A Thakor flPacheco (1997 ) A 45 AR T K
PHARIX — IR A T 7= i XA AN B GURE AN T AEE R S X AT B2 R R KBRS R T 18
i, B A MR B8 TG SR L, 2o S A X R — R I AN AL, P D TA M E =
i A 24 1 A2 ) 5 245 7= i AR 5%

T 2 Ut A E = Ry 24— RO TR 2R & 7R b MR VR (brand origin )37 2 AL LA

ShRE A B2 B ?
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B, 7= 5= [ (country-of-origin ) BOAFFY BV 4T 222 (Samiee, 2010) o 1fif H., 154 I LAl i [E
SRy = B D L AR B 9 A T R A [ R ) SR T ] R R 4255, 2007 ) o

() RBEZRMERPEZE =HNR

A 2 A 44 B E ST BB BT R 3k [ 5 T B RN 3k [ 52 i (B Leclercs , 1989,
1994; Harris%, 1994) , 58 & BR, A&k A iz AN 2 -5 Bk T A 56, £ Bhil 9%
R LA FE SR ) SCAL Z W BN G AR E AR M 7, b A Xo) 3 [ R 7R 12 SCA B R R e v
] FRG BE MLIRSE (Leclerc, 1989, 1994 ) {HX —FF mi Bl % [ KB 52 1Y 22 AL A Il 553 o i 34

VTR, BT 24 8 JR R B A E 2 R B 2532 29T 4 B e N IR IR 45 ok
K E Rz HANE RS, HH 095 Rk BRI AR ek, kb ER
mi R S A 44 , 2 B0 R D™ [ 5 SR ™ AN — 380, AT RES | & BRI 28 10 67 T RN
(Melnyk%,2012 ), g 7o IR 07 i FE L BAR , WA BUWRAUR (Magnusson®s, 2008 ) . 5 41, A
] A 5 AR B 24 E AL 75 A b A o [ AT e A Bl 1 58 2 M 4% 9 5 o d el
MR o R B 7= AR IE 42 (Zhang, 2015) o WNARASOEL B X4 i i &, A 9% 44 nT Re b
et 5 e 5 BRI IR R AT 2 i (57 RAE IR ZR SOk CR7K = FIVK 875, 2004) , X 4
] e ) 2 VG X 44 i R B i )l 4 R B s 1 o R () 5% 2245, 2006 5 11 55,2007
Zhou%5,2010) ., Tifg 155 (2007 ) IR, A0 I 2 R ) T 9% 38 I 7 9207 i S5 A E AT 56, AT
PR SR o, E R N R A S ) o B G5 (2008 )T T T 4548 5 L il 24 o) v 9 2% 2
W) S 5 B A2 ), A R ] T 9T 2 X0 P A o R P A RS BE L O R A AR S B v
] it o T 0 L A At e v E R AT A T 2R BIZE 8 (ErginF, 2014) . 244K, D {b
s LR T 2 T 475 114 1 T 52 Mt A2 i) LA — BB PR 2R 1) i ZETXI Kok (2015) R BE, 7= s AR
JEE A B B A HP 0 3 SC2 A ) Y YT P Ak it R4 X6 T 3K T SR (A 52 ) i S (2010 ) W & R 3%
F B IEE ] (promotion-focus ) B il B &2 [7] (prevention-focus ) X “VE 44 7l 4 447 5 A BE 7~

s BT, T4 A3V O AR T ORI bt , RETH 2 st A B FRER T2, IRk

5 5% B R 1) T 9% 0BG AR, 2 A AER T R G S AL, E R R T TR,
U T B 5 )3 2% B8 B a2 o 8K, W B AR 7 LR b B T 3 0 4 L =X R 44 0T
g, PR R R DT 44, R EE A <o E = 44 .

Villarf§ (2012 ) B R HLE T 3 B AT B 9 20 o1 B = ht (7 =Xt ot v Bl gk, v
A RS 9E E B DRI R S R 1], & B HP 09 2% 3 LU 52 I3 9% 34 T8 25 5 32 AN =
FIL 5| o X — A I IR VU AL S RRAE BT 24 T AT TE TR W () 2518 — 3 73 A0 F 9T i 48R Y
R B RELIT I 7 1) D ] 5 S PR AN B, DV 9 b 36 I 2 1 A2 SRR 1R o 5 A
F, EngZ5 (2016) % [ 95 131 9 34 X e S AT 547 T AR, RS0 S A L,
T 2 R A A R B E A (H RV ) R JE = b, s 1 R fb R P50 i = ]
AN, v P B e S S R AT AR T B PRI oY 4 SRR ] R R AT REE TR E B AR E—
RS AR AR, I 2R S PR D N FOCHE , BEA E EAR BF | i VillardE (2012) 5
PR FH A2 R 0L R it RS 108 2 8 05 7 L v AT B R Ik, ik [ I R T v [ T
PN 7R i [ 5 SEBR S AR B 40 TR S 2 AR ] i o — 318 o X R IR FEAF 5T
A7 I A RS 07 2 EE AR PR i b SR FH STt R s 0Lt e ) O 2%

N IREGRERE

(—)WFsEssie
B — , HNE AR A 24 0 T A JE P [ G S A B X5 ke e I 50 9 D

SNEZGFHSEE (F395F11H])



A (nonlocal ) 7= i 1) 2 #iLSCHRZ5 16— 2 (BatraZs, 2000 ) 1% RIS X & 3k [ 53 T8 2 & OVE FH
ANELVE T, LR PR T 5 P ZIAR D G 5 e [ R0 R B TOVAHET ot AR I e 44 1)
HIASCEREE T FRIAE R T, HILEA e A E G kR EZR Y, bE &R EZ#ES
FEL ) H O ARG, FRATT 7 200 Z BN A0 BUA BFIE 125 T ME 0 R g < e ki
o UNIRAS I 5 R A0 A OGRS 2 i 44 T DA — 20 i kg 2 Bkt i 24, DT AR
Ry RV A ER i L) — 0T R 24

55, A1 I B 44 SRR Y A 5T R 22 i SRR SR IBUR UL R R T, S R
BB L T g, BRI T A AR AU (Samiee s, 2005 ; Samiee, 2010) , 1%
50 5 B2 IR K 14N, OPPOMlvivofE 1 E T 3 L U T Wi 2, (H X AT 5 T JL 4%
(2007 )R F S 56 77 A5 5 A PE A i R 44 B S2 S B TR I 2518 A4 , 5 Melnyk 5 (2012)
7 [ 5 SR A — SO0 T 5 AR B A TR B TS R D 2518 N — 3, 5 VillardE
(2012) T T 3% 86 T 92 B I ™= [ -5 W s D [ AN ] 2 B 3] A2 0 1) 45 1S AN ] o 3R AT
NN, IR AR5 TE AN — R 1 IR O 2 37 b it R 5 77 () 058 kg S %) B i L o X 3K
J i, FRATTA D EERIUE BRI 45 B BRI U9 O ik, et s 4 M =X b i 44 1)
SR A LS Rt AT R HIME R SIS

56 =, BA B A 25 U R o 5 5 SRR D RS — SO T 3% 8 ROV, R e
SE B 5 [ S A [ (domestic ) B4R (foreign )VE A5 2 (Melnyk %, 2012 ; [a] i 22 A0 %1 vk
7K, 20159 A7 JE S IRAE, 2 P A A ot R T P AR S R A B, T L S B 0 R A, L
T RS R B R Y AR 6 A E R AU AT AR S35 5 AR R, 2 R B 7 i G s
A L ] 5 S R L ANAR O ) R 81 AS L S R 37 R o

(—)EHAR

B R J i R A lb R R A E 2 A 44 AR SO R ik S il $2 i T4 T 55
YA 7R o A1 A i 44 VR A2 2P0 R R, A BR AN G 1o A0 =i 44 S T 3 s o i)
RO LEBR o A N IR LR A 75 T SEBR ™ 7™ S SRR 23 R R R R ZER 2R T 2 &
O SR 7 2 A5 SR FH A I 2 i 44 SR IR H A AR RN i 2 287, R 2 iioh
] Mz ., BT AT B (T AR5, 2007) .

TR Z 2B AN R A1 I 2 R 44 02— PP 5 0 14 7= it A 77 X (Leclerc%¥ , 1994 ; Thakor Al
Pacheco,2003), 40, FH E B9H SR K S EC estbon (16 52 ) st iz FH T X A M E = 7, (i H =
a2 S AT IR PG E 2 A A I AR o ER  FE B S — SRR, Al
WA TR, it S 44 LA T R RS PR o5, L) B ) 5 B SR S AL A R 5 N FH A R
il B ZEHE A PR 71N, A R 8 R T e A 2 R, 8 AT R IRAE T R A E
FFTI0E S b4 is FANERE 5 kAL i <SP EPE B (Zhou 5, 2010 ) FiA , A
SR A KSR E R A 23k 52 5 BT, BRI AMNE 6 R 2 5w e i
AT BEAEN SR AR AL, DA LA (1% 7 SRS 1 T 328 A5 T 1) B kg AR 1) 4 BR 1k o7 AT 4 Kk i 2
B IR, Al 07 2 SR B s B 42 L S e ELAA R AR i A0 L XA 44 o 7T LLIACH , OPPO Fllvivo iF
SRR T A4 L 3E R ICE B G 0 S K e 44, Al AT AR AR B
TR R A ELA SR KA L A8, /R FEED FEFR A BN EEMI, B AAMUE — R 28k ik
PSSR, ZEIZ A R /KRB HEH T Mi VR Play 587 i

(=) AR 5T T 1)

1. &R B 5 AE [ PRy S i A M =K i 44

H AT, G045 TR N B 22 2 R i ) R 0% el BRI ™ it A T 4B, i A R ik ) Rl HAth 4 e

ShRE A B2 B ?
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HHEZ T, BTN G4k Sk i AR X A iz A M X R (EL anpa =i g ) L ik — 3
SIZ R Ry AA S B R A 0T o LAFR AP R 5], BRAR A R 55 2 2k A SE BRI T 37, v 2% /N
KA A T ENEE AEN AT AR 25846 V5 T 38 R S E R S5 AR
E T BURANT B PRI AR E Y R AE— A2 (Zhou s, 2010 ) X FH % E &AL, 7E
A FE PR U HR LR E K e A 2R AN E 2 R, DU T R 6 208 ER S 724
FRT R0 S HT, R E R AR R E SR A T Gleagle \Englons{ Erngran5:4/ME 2
i . Zhang (2015) A THZRIRAAY , & BIACET Al >R FH A EE 2 hioke 55 A I ™ [ 252 A5 Bl
T4 b R A A [ R 7 2 20112060448, Panasonic . Canon fllSeiko %5 H AN\ ] J& iz FH A1
2 R SR s G gt AL T R BT 3% ( ChailanfiTle , 2015 ) o, A —J T, HT-40 X i
B 7 B D ] 5 S o D™ AN — B, T e Bk AN — B30 B0 B TR, N T T A Jig rh
FEI 0 i JEJU 7™ H (Melnyk 55,2012 ), BRI H Ik 7 4 K0S B 2R rh 90 S8 S R SR U
I A b = R (AR ) L 3 J2 SR FH R R A4 B r [0 ok U 1) A1 L 5K j (4 Shanghai Tang ), 5
Inva AL #1285 i (dnSandRiver ) 73X — [ R EAS AR 224581+

2. VS5 o = R 44

MBSE I e A E A SR RR R, A i R 2R RE TP iy o E i, B4, ok
iz AE P 7 A1 E 25 R A SIOR QT 2MagnussonaE (2008 )38 H , 75 22 AU HL {5 B Sk Nokiafe & B
W5z 4 FIH HBE A S B, S BB E AT S B A S HAR = 1E R 7E .
SR, EEXTAEPE 7 M 35 R o AR A T T TSR o ZE R, — 2l R T 3RV 5 18 1 B =
AT 44 SR, e ELAT 5 Z1 2% ] 5 ARL A 28 X0 R B0 D 4 R 3 AR AR NS 21 HASIBAR A H X
FEL A1 52 H AR 45 i SR P4 J7 B 4N E S Ry 44 , Hois ARG 5 -5 Sk iy vy Jr sk
] =Xt A ] 2 an SR A e i v X e 44 T RERL T T & R h B O S 1R 550 7 Rk E K
A= 7 R0 P (Batra®, 2000 ), _FIRTE VY 7 B 4N E 5 A 44 1T REVY AN R4 3H 2 0 BRAIL ]
ST L Y A AR (Riefler®s, 2012), (R R TR T RE T THFSE.

3. JC A R A8 1) A = R 44

AT SCHRR 2B 0 L =X e 44 A B A 1 54 Ty e L DRt 22 DAOKR D8 I B R TR
RS b A7 SEAME 2 i 24 E LA 5548 ] — R B ZAH DGR, Ll dvivo FlSandRiver o iX #5
) e i R O | B NG R WY i A B e s N EG L i o % 5 s ) I =R N B B R A
[ ?ThakorF1Pacheco (1997 )i T /& A HLaf (A E P , M HEFEAS B4R I8, e v] LA 3 2834
PETF 72 B AR R, (H R AS TS 1 4518 . Zhou s (2010 )4 5 iUE 1 40 =4 (foreignnessal,
nonlocalness )5 /i JER IR X 43 FF K, e IR 71 L P REAS S Tt R ML, 1T LT 3% 8 04 ROk
T U (confidence in brand origin identification ) 58 AL iX —A4F ] o (H A 1T 5 T /M 2% 5C
e LAY (i B AMEE SR, 2016 )60 E SCARRR 2 e B 2 IR, e A1 =Xt R i 44
ISR Th s B3 Ba JCWI AR R IR E W s, B BIFSE AR vh T8 IR IR [ W 7, AR AT ATR AR
TR — B S E RIS IE

4. ER LA T A0 E S 4

A TRATIA N B E T A 44 S R s A Ok S O — N S 5 T
ALK it LAY LS FE A R BRI AT B — X B [ S ZIMR EP G (Leclerc s, 1994) , BIR FH %
MR EPGe N 2581 (Chattalas?: , 2008 ) , FFEI B AR MRS FEE (Zhou?s , 2010) , FHB&5 IR AR
— 2 SR A E R 44— BRI E RTRR , 2 T A 44 1 — A R H A
ST A BRI A E 2SR AN E B e BRYE i AT B T A 9 R A
JEPE R AL S A (Zhouds ,2010) , J5 & WA Bh P IS A — 1 HIER

SNEZGFHSEE (F395F11H])



SBR A (Riefler, 2012 ) o BRI L , #4055 4R St RLSCRRAH 285 6 L 78 BT S0 G b LA 24 1 1)
[ B T 2, ZIMR ED G2 N 25, 5 R TS T ZIAR BN SR , BENS 5 i i A 2 b ) g i i
¥ (Halkias®,2016) . 53 7h, ANATATIE , 324 2 ERILTE 52 FIH e 2ERIA R 9248, ShE XA
g 42 T BE DR IR s B 224 i 1T A5 BRI ) I B B DR i o — 26 A5 e 4Bk A v [ £
Ak, Wivivo . SandRiver MIZ§ , BI-F- i) TR B 2L 4 Bk P 4 A1 1 =X b i 44 o AR SR 5 7T
DIRR IS 44 51 9 E BRI R o

EESE N
LI, AR, FABEEE, 5. “PR& i, e L e
61-68.
IO, AR, FIER. J7HAE A R R T 2% 3K RS A 1] A SR R R 2R (R B R,
2008,(10): 31-36.
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Are Foreign Monks Better at Chanting Sutras? A Literature
Review of Foreign Branding and Prospects

Shang Xiaoyan, Guo Xiaoling

(School of Business, University of International Business and Economics, Beijing 100029, China )

Summary: Foreign branding is the strategy of spelling or pronouncing a brand name in a foreign
language. Brands employing foreign branding strategy are referred to as foreign-sounding brand
name(s). Foreign branding has been widely used by companies worldwide. Are foreign-sounding brand

names, like “foreign monks” in the big brand family, better at chanting sutras? No ready answer exists.
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Although the concept of foreign branding was put forward thirty years ago, theoretical investigations are
limited and research findings are inconsistent. Companies lack guidelines on how to use foreign
branding strategy effectively. This paper aims to reveal some patterns by an extensive literature review,
then to raise several avenues for future research.

This paper holds that foreign branding is to make foreign pronunciation or spelling as a clue which
may trigger particular associations in consumer minds and then influence consumer perception and
attitudes. Theories such as brand association, national and culture stereotypes, brand clue and perceived
brand globalness all provide theoretical grounds for this phenomenon. First, the “foreign” component in
a foreign-sounding brand name may bring brand origin association and produces country-of-origin effect
accordingly. Second, when such brand names evoke consumer associations about one particular single
country or a group of countries, national and culture stereotypes will be activated and influence
consumer judgement and evaluation. Third, in a globalized market, these brands can increase
consumers’ perceived brand foreignness and globalness with their “foreign” or “global” attributes,
leading to better acceptance for consumers with global and/or cosmopolitan identity. Lastly, thanks to
the self-brand image congruence, the global consumer culture positioning embedded in foreign-sounding
brands can induce resonance and positive responses from consumers with global orientation.

The existent research related to foreign branding focuses on several topics including how foreign
branding influences consumer behavior separately and jointly with country-of-origin information, as
well as the moderating effects of consumer-, product- and country background-related factors. The
research findings show that the main effect of foreign branding is unclear, nor is the mechanism; the
interaction effect of foreign branding and country-of-origin is inconsistent. Moreover, the effects of
foreign branding may be influenced by factors like product category (hedonic/utilitarian/hybrid; high
involved/low involved), consumer ethnocentrism, gender and country category (developed
country/developing country).

With regard to methodology, ecological validity is limited because previous research often involves
experimental manipulation. When considering consumer reactions to the incongruence between the
COO implied by the brand name and the actual COO, the literature takes a cognitive perspective and
focuses on information processing. It neglects the fact that there exist two types of actual COO (home
country vs. foreign country) which might result in differential consumer reactions. Furthermore, global
brands and emerging markets do not receive sufficient attention. Rather, in the literature, specific
countries are often associated with foreign branding. On the basis of a literature review, this paper puts
forward four future research avenues, including foreign branding of go-global emerging brands, non-
western foreign branding, foreign branding unassociated with any specific country, and foreign branding
in the light of global branding.

Key words: foreign branding; country-of-origin; brand origin association; stereotype; global
brand
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