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MEAESR, LA R 3 5 A0 24T S G A R O 2% R 3, 51 &t BLEE B (Kumar Al
Steenkamp,2013) . H [E — 2045050 (1 85 [ 28 5, GnEAR 2% AENEE EATIIEANE AT E 48
o T E N TR E A (Einhorn, 2012) o H [ & AR R FTBEAE 2051 20 144F F1201 54F
2 4 ) Interbrand“Fe HAE 10042 BR 5 R85 58, BOA BT 24 4 BR R B 206 355 I,
SR T LA 2 T LR S 11 7 B BE (Keller, 2013 ), A BRI 114 51 B 44 FRAEAS SR 77 ity S A1 A1 4
A, B ABR SR TE ™ NS 7, A BR S AL S R 1 5 114 R DU 0 45 423K i R 4
RYT) A, Tt LS 7 T (0 #0155 (Chabowskis , 2013) o

BT LR ST 5, DB AR ST A P TR, L AR LT SRR B
P M) 43R T R 7 OGS DR R A ot i AL E 8 (fl (R, 2013 ) o X A BR G R 7 1 R A
A BT Al O I 2 4 BR R U (DG, A B0 Tl A (A O ) R
77, DT 2SI AT 7P 11 7 I A S 3 S T 2 T T RS, I e BRI R P e sy —

stis HHA:2016-06-18

E¢WmMB:BRaXAFALE AR (71372177); B E 8 AAF A eE LA A (71072152); L& FE A
7+ %1% B (13PJC029)

EEREN: X #H(1990—), % AR RFEFERFRIGEMATAE;
FTHEIR(1969—) , B , 46 I 56 K 5 22 4 32 5 30 0% 1 A S 0T CGBARAE 4 )
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BOATRLB T PR, A SRS I AR e R [l , 75 B4 BT SCHROC T 4R BT 7
ML N RR A SR L, B O R G Y S T 3, IR I — A BE A, o Akt R R
T2 B B2 R i R 2R e TT IRV, i e B ARSI 1]

= EHRmMEE RS R

PR IEAL (global branding ) J2 i J# & J& 1 =5 2L i B, T 42 EK & i (global brand ) WAL 3R E
HME LU A FL R (Shockera5: , 1994 ; a4, 2013) S SR M, BRAT SCHRXT 4ER b A& A0 AL g
FHAR—2 (OzsomerfllAltaras, 2008 ; DimofteZ5, 2008 ) o [K I, S U5 T4 1R 5 EAE 2 (0 <4 Bk W
PRI R e L R Y B A

FA L AN SRR 2R A AR R T — it AR ER N, TR R ERRAE
“PBRELETE 7 (global brand equity , GBE ) (Hsieh, 2004 ; Torres%5,2012) |\ “4=BR i BN E
(perceived values of global brands,PVGB) (Alden%5,2013) %5 . HH T B G2 2 i L% P= Al
S ZH LA, UM 9 2 O T LA s AN AR L RRARG %) TR AEL D 2 it R 7 0 1) O B
(Keller,1993) , A it ths A7 27 4 FH <42 Bk i UE 42 (global brand image ) (Roth, 1992 ; Park il
Rabolt,2009) . “4=3k i LKA (global brand association) (Dimofte5s, 2010 ) 5« it i A3k PE AL
Ji” (brand globality effect) (Dimofte45 , 2008 ) SEFR IS A A 2 BR R A M EAVEH] o S LRI, i
A B G BRI T 93 o 500 S5 23K LAY S IR, B4 3R il R 0% 7 1) SR WL, T PR A
“HER R 4E > (dimensions of global brand) (Holt%,2004) .

ARG FH AR BT P BRIV o 38 A X B IR 1 B JBT, FR AT T 2 A T X — A
BB TG R S T T, B SE A X P2 43R i R0 = I AL, SR 5 1532 FH A LAY (A
U IR A ER SRS 7 5 RN E I R R

(— ) XF AR A ™ 1

1. fb A BRI R P R % 7

PUE AR BB RE , 23K S MU e R 28 H bRl 7 vh A ALY S R PR e
57 5 N8 A 2H A Y i (Ozsomer Al Altaras, 2008 ) o A dEAL A S 45 16 3 (U0 Sh RE S % )
ARG A VI B BEBESE ) RR AT A Ml AR AT FAR 28 T RN R e U, 1 AR AR B i A A
(Levitt, 1983) , Hi i ¥ & 1) — B H A R & UE 5200 58 558 A6 K301 i 5% 7 (Roth, 1995a;
Park flIRabolt, 2009 ) , 41 7 I b AT 58 (%) i U 22 3R THBRR LS SR, S8 bR fb AT
LAY, SR AR AL AEAERLEE FAYIX 3 (Hsieh, 2002 ) . [A]H, sl & 75 S B b v 1k i i s s
B T 2005 R R AT E RS SF T RHE R 3R (Roth, 1995b) o RIS A 7] iy il RV E B 16 3
A 7] ] 53 22 i W GBI SR OO0 () 4 -V AR AT AT i P 52 81030 4 PRI 22 A 52 e 1
Al (Roth, 1995a; Hsieh, 2004 ; Park FlIRabolt, 2009) .

AT — £ B B , B it ) A K LT 7 S I AN (] [ R PR AR A 56, W
F) B I o 7% HC PR SRAE o 42 K Ot LR 7 4 1Y) 2 ot AR R RV L N A 8 7 o — D7 T, it L.
FE A BRI N AR AR BB 5y, A (] ] 50 238 X1 it RAUE G B R 1 22 S R B AT, o iR
FE R, it A A 110 4 35K W LT 7 U 30 5 o Hisieh (2002) I« 4Bk i U G i@ ) R 65 1
&> (the degree of cohesiveness ) kX i b ) e BRI RE BEHEA T2 | IR UERH Tzt &5 b fA
HIZ IR A IE 1) 5 28, 1T J 3 12 i R 7 () EE B A G 40 o 9 — T T, AN ] T 3 % o
PRI Z AV A AE 25 57, A 3Kl R 0% 7 7 1202 1) 5 )2 T it R 9 7 T S ) 45 2R (Mootameni Fll
Shahrokhi, 1998 ; Hsich,2004) . MG, [ 522 Il BT 7™ B R 1l R AS [+ 6 58 N A (R TR
H RN, TTAE B 282 T A S AT LA 0 A A R o X A 3 ST e R4 02

SNEI A 5 (F 395 F 1)



s ELTE AR B P AT DAGK B AR B2 AR i Ak , IF ELIXAIBR AT it A BTz, ()5 55 R
B FhR e AL 5 R ELAT Hb 1 22 53 (Motameni Al Shahrokhi, 1998) o 3552 |, 3 & A3t 5 2%
SR AT LALE A ER S EARAT R T A 080, X e AR I E R S (D

H AT, R X R A T S BIF 58 K 22 AN 45 P A A A i R0 7 1 0 1k o B
MotameniFlIShahrokhi, 1998 ; Hsich,2004) , 2 RIFE T+, SHIERFSE#F A2 BR0 Fl N #E4 7R
B R B AR S X B 5 S BUARAR i85 o SR, I A T A Bkl L0 7 i 58 LA AR =i Y
ST R o 38 2 0 £t REE AN ) [ S 9% 7, 1 A B N 53 AT AV O LA it S g, A T
FFA3HT , AU B A A B ) A A R e S P i R 7

2. EERAH R ™

MATH 2 S 0 AR R, ) Bk M AEAE S IR 2 5 (Ozsomer fil Altaras, 2008 ) o
Steenkamp%5 (2003 ) #E H 1 MUEHT 2 BRPE” (perceived brand globalness , PBG) 182 , LATH 9%
IR A []— S AR AR [ LS At [ A 7 6 5 ) A B X LR A T VR Ml 2 PRIt , 43R
s TS RS T RETE 23Kk N B B R v o T 2 T DLl ol A 55 | D RERE Bk T
85Ty IR Ml 2 i R S e VA PR R BRI (E L, WS BRI 3% 4 S0k (global consumer
culture, GCC)AHIC I RAEAFS , FEMIE IMOC T2 it i 2 BR PR (Alden:,1999) .

FS b I S U O AR AR A R B (5B T ERTRE T, X 4K RRAE A R L 1Y
AT R FIOHTBE R A B 5% 1)l 4 (Steenkamp 55, 2003) o R, G0 R E — i Rt Ay SRR 4 R A
5, TH B B AR S A2t Rt EL A R ) A ot R DI , B EL I A (B W A
25, A T A ) T e R e BR (O zsomer Al Altaras , 2008 ; Xie%5:, 2015) SR 1T, B4 ER
P SR — B RRIR 1) i R AR (Ozsomer, 2012) , 7 X6 it Ji 25 88 A1) Sl & 14 5 Ml 3 A v R4
SAEH (OzsomerFl Altaras,, 2008 ; Ozsomer, 2012 ) , EAF) & g A R BT 3917 M AUAR AR
JF R (SwobodaZs, 2012 ; Alden®E,2013) .

FETF ORI , BRI R PR N T RN AR A R (AL o 4R R A
b FLAS LR HL AR A ) 25 AR Can B T i A B RS A S TSR BRI
AST] [ GETH 238 VT R0 S 4 1K A0 J 22 ) [ (Holt55, 2004 ), RIA3sKk 5 BT 7 1) R T
(Keller, 1993) AR 7 , E5H—Fp I T, AHICHF 5T 0 8 2 () S Ao 76 A [] [l R e sr —
AR S (40, Hsieh, 2004) , AESS A FE F , HHOCHF 5T BT 58 45 AY DU < 4 BK i
A B = A RT 520 7 2% 2 A5 BE (U0, Steenkamp4, 2003 ) , H AP FLE I A& 5 — F e
A AER SRR T AT AT R A B BT 4 i EE LA (Dimofte S, 2010) , [RFE R HL45 15 i
b PR PRI ST [R) 24 i) — E0M: (Aaker Al Joachimsthaler, 1999 ) , M AER T 28 —Fp L2 AU N T

5 R L Jy AU AR A K i A A OGT:  E A  A  T T R Y A R e e L
H B = % LA IR LS L FBE (40, Holt%5:,2004) , BERAT A ER i R50E 7= 78 i BB = BR PR 5 71
TeB AP B ZFE R TR A HLE] (40, Steenkamp 45,2003 ), {H AR /D315 B 15 SR M2 T 4
BRI G SRR BN Y — M TR SE R AH OGRS A58 U REHS Bl 2k i R 2 AT B
o BB T T PR e A R R B R R R S

() BRSSP 70 S R [ B 3R AE

BT LA LIRiR , T LANEE G LA T AR LT P 0 A T S - 3R e [ A2 TR T R A
BTG S B E R A GRS R T ™) XA G- 1) b 5% 77
STV PR 168 ] 5 )25 THT 1) el R 7 , B4Rk ot WA T R 2 TR MUAT 1 S R A B (B 2R 4R
BHRRE P ), UJERHT S R A BR M | 4 ER S R ELSE M (global brand authenticity ) (42 BR 5 A B4
EATIL[E S 5 R T L SRR AR (B, T AR Sl A (B , 2R B 2R S R (B R e
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bk (S ILEN) B — R SRR SRR (EBE (Keller, 2013) 3 AR L o

————————————————————————————————————————————————————————————————————————————————————————————————————————————————

B KL IR RV P B KA
@%] - @%1 1 :
HRNESR | BELE
%2 U
gaEsgs [ BELCE |\ vy
: ; 1 am i sl s | mRGHE
E%n-1 R EZn-1 L/ x
ERNESR o omELE )/ !
E%n R E%n
HEES RS Y| BELE i

Bl £X@EIFHRESREERENERE EHNRIE

5, AR E LS T E A R TEA R E RSB TIE B G S o B AN BT
ANV R RRAIE (N, B SS0Ab  2R 055 R T AR5 ) il e A B FR 8 O 28 (BnfEAk, Y b Ak sl T
P Z (8], PR A Bk S RE AN [R] B AT 4 (— 3k 22 Sk ) o RIS A il A R B
ERIY P SO E A % (global consumer culture positioning, GCCP) , 4 [=] 1 it i 2 I FEAN [F]
] 5K s SCA AR B B 5% 7R R AT BB A A AN [ 9 % L (Hssieh, 2004 ; CaylafilArnould, 2008
AkakaFllAlden,2010) o A J& 58 , A ] FE 52 AT 21 25 6 [ — 4 B it LRI TS RS ) ot 0 8 AN IR
ARIE], B ATTAS BT i R A DX I 5% 7 SR UL, T R g DX S ot 2 A R R 45 AR D s — By
BT SRR EE U S e T2 — 2 B T AR AT 7 A SR U o SRS A e Y R R 4 R
TEASAERINGE™

R TR ORI AT 50 8 T B L AR ot R 1T, SRy A R A Bt
JEPEFNDAR, WURAITT i 4h 257 BB RS A £ TR A5 o I R A T 0 8 I - 43R
s L) L DAL R AR A L 1 Y 3 2R TR (Holt 55, 2004 ) o BIVEEAS W] (4 i REUBEAEG A []
[l 01 9 B BB R B A I 22 53 (Shockers , 1994 Hsieh, 2004 ) , AR K A% 0L 41 A7 12558 ]
F)—2 Pk (AakerFllJoachimsthaler, 1999) o St R, AN ] [ S A0 B N D2 A0 0y 12356 I L4
B 1 it R AR T b A i B B M AN 22 SR R E B T B, DA Bk AR S R 4 Y
—BICPE I DX ) T P it A R o DRI, 4B R Ay kAR A o DX At % R A A
HURFAE AR T 20 2R B T 2Bk ™ B R R o ik B, PR A il o 9 Sl DU 2 4 3 ot BRI
BRI H T B AR ™

20 b, AR R A B O B B R LA T — e S R A T 0l 4, B 43Rt it ¢
PR EE R BN, TorresS5 (2012 ) AR T 5T 155 ] il o] 3 2ok 4+ 25 53 A5 1 sh T 43k i L 0%
77 R, A BR R T M R i R O (P TR SR B O A (ELRE i)
T SRR R, R B T — ST K 3R, s O3 SR At o [R) B 0 SRR 8 i AR
FIE LA (Keller, 2013 ) o 5555 |, 555 FLE T & AR A FE AR AR 2R DLVEAR 5t L B AR T 3
{H, Wilnterbrand \BrandZ55 , A EK S P AL T 48— T4 E BB B AR

e, AEE R TSN S AL A Al 5 I 55 M (i (Dutordoirds, 2015) BT HLEL
L A BE A ELIR L, Hb 55 Y AR B A S 3L, T — B ARGk v LT, W) S 2557 B ARAS 4
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BRI T H (R, B = A T S A AR, PR B MR B AR T S % 4 R o R 1 A o 110 B 3 AR
AR T IR B R L, JE T 3 R I EquiTrend i i B FE s L IE T 10 55 5
ALY Interbrand i B SACEE bR B BE TN 285 fa AU & I I SR 25 | e S5 M A D0k s AR i R XS 2R
BT e bR a % (Johansson%,2012) . [F]A, X Interbrand /A 7] & 7 “Fe A M {H. 100 4R iy
B BSR4 et AL (78 S mT L ) T o R 2 W) AR A B i £ 2, (HZ G
A7 2 HoA 1 B PR 2 A9 2 0 (Dutordoird, 2015) o

= EXmEATHNETTE

X 07 F- 43R it R 7 T i R (BB L R R AIE , 4K ol R 7 AR 0 8 vt T AR R =
PR AR, RIPEAS AN [R] ] 208 9 3 OC T 23R il R %) T S i R AT B, DB 0 8 o BE DT
Al AR it JE A AAR DX T — P R R AR R R R, L B 1 A AR R T L S 4
BREL T T I LR RS — T

()X i R A BRI R A 8 7 A i o

XoT vt R A 33K L A 7 A 0 o, L B3 A PR - B — , AN [] [ 280 2 2 X A ki
B PRAE AR BEAE M P 3k i L5 7 B F8 5 56—, S PR R RE S A B %6,
FEARERIZT LIS A 23K ™

TE VAL Al ZE A [R] X 3 T 37 b At FH A BT G2 kw1 — BRR BE I, Roth (1995b) i T
“I IS e di /AR HELL” (brand image customization/standardization) FR1E o 1 5, B R 9% 15 1)
P A 220 TR 9 G A A O R A S B R 0, #% B T RE (functional) (4143 (social) FlEE
(sensory ) = FhIE T 25 WL G 2 B 43 C B3R 10019 345, 70 B0 S AR FRIZ IS G X0 i ok
DR E L HAR TR R S EAEA R T 5 L USSR 45 70 0 5 22 IEis R i L IE 4
1550 B LB G022 AE T T3 L S OB S48 50 W M8 T HRL TS 7 258808, 10 B R
SR, 2B ) A

JeAL L, Hsieh (2002 ) 15 FH I8 25 201~ FE S AT 2438 56 T 53 M4l A s R AR EAN B9 —
Bl , T AERE AR S IR S R R A5 B4 AR IR TE 42 (sensory
image) R HFIE L (symbolic image) .52 HE 4 (utilitarian image) X &3 4 (economic
image) PUNYERE 194553 o — 20 Hb, 2 i SIS A [ 5 o R U R AR A
RIE S 4 A5 22 SR RK G B R 24 2k O S 00 R G, B 43RG FE AN [H]
TH DB R RRE A Y S B ) 25 SRR BE RN s, b s FH T E s A i v X 5 DU 2 it o ke T 6 9
L e PORTA LN ipI2 IR I

TEBLIERN I, Hsieh (2004 ) B ¥R 2210 B 43K it WL 7E B0 1) S8 0 IX ek 7, i R B
A ZE TH LY BN RO 9 7 o Btk LR I L9 P (national brand equity , NBE ) %t % ml o] Il i % 7™
ERATIN A G IS, P S 3 AR 2 3 AT I i, A T B A2 1 b S AR i
A i R 25 R ARG 2% 28 WA S RS 1 s A2 i) () B 25 P EL AR B AR e AN [R] T b Hh e Je%
VB T L) B LA E AR TR o J5 8 S BT 35 A i S B )t S B I AR, ZE 350 A4
IR Ay it R A8 X6 W S A ) A R A BT 5, T RAS P o 7 A A B
T3z TR VRN B 7 V2000 S R 7 A 0 P LB, BRIV U R 7 AR R R, TS A
P S HITR B2 (Keller, 2013 ) o FE— 20 b, 23R 5 BT A2 B 5 o = 3fe L Bl AN A
I TE E 2 T A8 SR o ] A PR DU G 45 ot R TR B2 ot R S i S S T A R

AT LAR B, 00 B 25— T WA BRI, 27 AT M) 1 DA 5 il AR G A ) 2 B
REAR F 3L T & 1) S R (4, Hisieh, 2002, 2004 ; Park filRabolt, 2009) o 4R 111, i R 4 i fi
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PRIt R ITAE 2 ) AR REAIE , DR AR A A 37 38 FH T 24 2 A I 5 A o (Park Fl Srinivasan,
1994 ; HsiehHILi, 2008 ) . 5 B[R], i R G2 2 A5 J2 X0 i R % 777 1) S0 B R AIE , WO (E A5 p e (A
MotameniffIShahrokhi, 1998) .

()X 23R i REUREAT AR 0™ A i o

FEDN F AR T R AT 1 5% 7 ), A SR IR B2 o TR A B 0 2 2 O T A Rl L
TR 25 AR, DADTAL A BR A L5 77 AR IR o (HUIE: , B A& 1 TR ST A BR S B 0% 7 25 /) TN AR Y S
BREE /D, BAESERR A E L AFE 2R B2 5

ZEULERA SCHR BT e A BRAE AL S P SR 4 ST S e 2 ST Y A BR o R 9 P
2138 EKeller (1993) ¢ T+ A 25 (brand benefits ) (R 20 FRE , 445 28K 5 AR SC 1 ) 25
AR R A3 AN B RIS S S E = Fh ISR R i, AP RS TR TR T 2R T RS A R AE A 1B
FUBPE (N, FRifEfl b3 S E R RIRAEEE) B BT RIE T R 28k B - AR S A5
FEAFEMTE P A 5 IS I (Steenkamp 25,2003 ; Swoboda %, 2012)

F1 DESEETS RIS IR RIS =

BRI PR
il . A ) fig Ny % o
K e SRR b [ AR AR 2 [ 2k [+ 2 SRR
P A | | s | 7R | SRk | #E | TTA T
Holt%% (2004) v VoV ;?54\@%’64\%#"18/'\%
e MaddenZs (2012) N VA ER L A3
BR 5 | Ozsomer (2012) + \/ ilj\nlil%‘(,3~8/l\un%"é,6~l6
afuj
Steenkamp%5 (2003) | N N 2K, A2, 8
SwobodaZ%:(2012) NN NN IER, 10,3670
Alden% (2013) N 3NEHK
DimofteZ (2008) NN N IR EIEEE
Dimofte% (2010) N N[ W IS, 3G
2Pk |OzsomerfilAltaras NE R B
JELiA | (2008)
StrizhakovaZ& (2008 ) N AR, 105K
StrizhakovaZ§ (2011) N N 3N, 104502
XieZ(2015) N N N IMNEF I

>

A

TE AR AR SCVE R R B (e R L it oy, e R SR i % P
AR SCEE HE RSO SCAAT B AR ) VA 46

(=) AT U (B 4 1R ol e ™

LSRR T R 7= XA (E (Keller, 2013 ) o AL , X4 ER 0% 7= (BT 70k
S LTI BT AR IR R X AR il BT 7 %) e OO S R o X R 22 WL TS 55 AL HE
FLARBRAERS , IFAN X A3 BRI — Bt WY 22 3] B NZE SR TG, AR Sl R AR AR A = A A
{8, S WA B 58 1 0% 7= (kA global BE) (U1, Torres%,2012) o5 2, IRSEAE i AN (EL
HEATA% 1 HE22 8 v i L, A R Ot B 7 B o I AT, A e 52 O 1 1 et RN (ELHEA T4% 53 0]
JEInterbrand & A B9 “Fe £ 1004 ER i 4 (Top 100 Best Global Brands ) #% ¥ A& AT (Millward
Brown) #£ 1 i) BrandZ s A3 #1 B 1004 BR i % (Top 100 Most Valuable Global Brands ) £ .,

i i Interbrand A9 5 325, R (BL R V45 S0 580 b R R O ottt B[R] e o 7 93 B I 55
SR B IEEE T L T W 0 S RIS 38 8 A 5 TOIE 58 7 A6 2T, RIAS 21 H i it

5 PRI A 7 8 R S A JEE 3 R

[
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FEAR B 2B R o i R RIS 0 S X3 9% 25 S P 5 7= A 0 5 T o B S ) T (A AR L 7=
o RS R AN T S R AR 40 o FR R AR R 2 B R 5 R AR e A5 2 FR R 5
FAIUAC 25 o it R D) S R AL A R 2 (4 9% T o (A, T R F A A A P 55 ) LA
FARFEARW R I RE ST, 2653 BB 2R, 2 IEBR 2 7= b v Al 5 st s E At T SR 5
JE, FERRAE b AT R R S R A B R e BRI B SR T  R R SAE P R B s A i 25
PRAE 555 SAF I 1) f KSR AL, T 3 AR D Ay B 28 04) fb AN (B (Torres 5, 2012 {11, 2014) . JA
AT N L2 , Interbrand i VA2 & 158 28 2R LG 7= N R AL

AR AT 0 5 TR RE R 43 S5 i R A0 TE TR MR i R TE T M 25 H 0 ik LA B ] 33

it R AN 2 ) i R R R 3t T A T A (L, 0 o R BTk 0 0 B2 22 25 R M X 22 57

T X it R T 50190 3 ) 35 & A 1 B 5% 1% e 0 i K 48 B0 (IR BRAE i L, brand
voltage) , T4 i LA SRR TH T S5 03 5 A BE J1 T 7E i 2R A9 38 K SRR UT 76 [ R 34 KR (fr
H,2014) o INEEFRRRBE 5, WA T X A BR b AN (B AY  1 , 245 [ T 35 L i) b RN (B A 7
PR EE S (AR, 2014) PRI H 25— 2k T R ™ IR IR A

5 I, MotamenifllShahrokhi (1998 ) ¥ 28 4 H1 i 1 4= BR 5 ML TT 7 A IS HE SR, 7F

Interbrand i (B2 Y ERE I, BB G T 85— | 280 T R BR 5 R0 F= Yl e R % LA

BRI R RS 5 i RSB TR A 25 R © TR R AR T S R R A T R
It 2 22 , LA 0 BN AORSCE F 8 o i 2 DU 0 R FEE P T3 < 7 50, R e et B8
FRFEAR R 70 U 2 LR RE (A, ol RS G R i RALEE AR At R R L o R AR MR B A ) S
RURE (AN, AR AA S A R SHF | AR ORIP RIS 45 B ) R BRAKRE (AN, 137 0 B LA L A 4

ZMAR) =R HR TR I SN TR, W45 E i RAE B — TR b b A R BLEA T IEA

1053w PR3, —1053 FRARAS 3 IR, S = R RR AR 45 43 BiL A 53 100 A AT
SR I TR [ ZTT o) A L2 b 3% 8 A R e R R B R/ NI e 45 8 8 bR T 4525 H
PRI 2R A AR5 B A AR 25 2% B L A543 5 0 DA AR IR IR s BB R BR A3 0D, 157
1) i R 2 R R 11 i R B AT 43 B8 o o i, VA 4 b R T A 1 50 ) o R B 0, 1 3 HLAE
SRR )ZEHI PO (i R B R 0 SR, ZEAEAS 2] R , 30 IO K i e o 42 SR i R IR SR Wi
AFHFCACE AT, W 903 DA 20 B A T3 AR BN ]t 2 A ARRAE

FHLLH S5 1, MotameniFllShahrokhi (1998 ) R BRISHESL T [& T 4 1R i AEA W] [ 52 11 IX 45
PR (B —2 ) , S AMSA T 73 28000, A SR BR T Interbrand A4 7 724X 25 12 (1Y) & R X
TH R B DR A e K/ INRIHRF R B O 2R 506 ), B 23K i R0 R SR IR K 3 5 kg
FI A BRALAE S5 T A PR sl Al SR PR 2R [RI ), T S 2RI TR R | DA B A (B A i 4
BRHREGE SEAGR TR R STl T 22 SR I bR AT TR R A ) LR AL T AT RE AR
T, I 7V B A RO 1 AR AT B SRR A

(=82 3y oA RS E

A 9 A R 43K L% 7 1) B B P2 02 , 247 5 b B B A — SoME A ek
(Hsieh,2002,2004 ; ParkfliRabolt, 2009 ) . $K 1 , Fischerds (2010 ) 2 H T /5 BAE 5 2 A A 5
4> (brand relevance in category , BRiC )X —# 418 , IA A it REZE B 2 ke 6 v ) B PR [l 2 R
i AN RIS [A], T BRICHY feg AR B i 52— 631 9 3 5 ootk PR 3R AU AS 52 0], G ) A0
SEAE X URHH , AU AR I Bt I ZEAS [RI T AS ], JHEoAG 05 4 i o o AR B T A P A8 Ak (] £

O BP=KA T2 HAR5- SACE AR A iR (B

AR B N ES R E &
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Chen Zhixia, Zhou Jiabin
(College of Public Administration, Huazhong University of Science and Technology, Wuhan 430074, China)

Abstract: Electronic-human resource management(e-HRM )not only associates employees and
managers with human resource departments and gives all employees the opportunity to visit the human
resource management system through the internet, but also lets all employees, partners, dealers and
customers participate in the business process by the electronic form to achieve the goals of low cost,
high efficiency, full participation in management and the comprehensive improvement of human
resource management’s strategic position. It is not limited to the simple application of information
technology in the field of human resource management, but more involves a totally new change of
management concept and management mode. Based on the literature review, this paper summarizes and
analyzes the research progress of e-HRM in recent years, including its definition, types, effects and
antecedents, to promote and deepen the related academic research and provide important reference for
the use of e-HRM to enhance the management quality and efficiency by all types of organizations.

Key words: electronic-human resource management(e-HRM ) ;information technology;
organizational performance ; technology acceptance model
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Abstract: Global brand equity reflects the value sources that differentiate global brands from
other common brands, which is an important research topic recently concerned by international
academia and global marketing managers. But research achievements based on this topic are still quite
limited and domestic studies have not yet started. Based on current literature review, this paper firstly
proposes two kinds of meanings on global brand equity and makes a new definition of this construct
from an integrative perspective. Then, it adopts the model of brand value chains to demonstrate the
relationship between differential connotations of global brand equity and global brand values. It
elaborates three corresponding measurement methods and illustrates the effects of economic
development level, cultural values and brand countries of origin on global brand equity evaluation and
its outcomes. Finally, it makes future research directions to provide reference for domestic scholars

focusing on this topic.

Key words: global brand equity; global branding; global brand value chain
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