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B, CRdhiE SOR “C—MNERR. RIES f55 . WFEGR EATISS G F DA AN 55 435 TR X 4y
= EUIRSS 7 S R R M R A, S S — AR, &S0tk Ceulture),
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WHI P AR ST REM S, SIS 4T BRI BRI 5 %, Ae g L (A
12N AEH G BRI 5

R AR E A4 (brand awareness), fnJ#EEAH (brand associations), &%

i [

EEER RE. FEE. W SRS S BRI ARG AR, HHF 5, cathy. zhao@boyidata. cn;
KR, WITHEBEMT R YK, 2K, angus@oyidata. cno

P 2R, (2016). EFEEBEFHLNE Y S A CIE T A ——LUERAUNKFENUAB. Z5559),
00282-00283.

* Kapferer. Jean—Noel (1992), Strategic Brand Management, London, Kogan Page

* Newman, Joseph W. (1957), Motivation research and marketing management, Norwood, The Plimpton
Press.

1


mailto:angus@boyidata.cn

R (perceived quality) FIEH R (brand loyalty) PUANJTIH, '#EUEEERE I,
SO R B & (perceived quality), BEIME (perceived value), Ji4EME (uniqueness)
AT E B (willingness to pay a price premium) PUNJ7THEI. X PYAS 5 T BEAH
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2 BB A IR AR R, SRR NS CRRERE 7. SRR R R R
WHRT, CRO, NENMAFME" PALEYE, BitFiaf 5HE 8%,
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FITE ST, DRI 4R T B FE . B RS N R IR SRR, #)
BT AR RERERAR, (R AR P9 AR R R R S R R S
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I RR A N EEMEYRSR (rational appeal) FUBA%EYFsR (emotional appeal) ®, Fif4
YRR A= 5o S0, Wissifl & I IHoR, $RAt— 50 sl A 25 3L DAIX o017 i 5 HoAth 52 4 77
wls B U P i R AR PR R 0 ) i DA SR B LR e T RE . IR TR SR 2 UV 95 T, JRiE TR
B W AT, CAYH P80 2 N B S AR B 72 e o AEDGE R T R, o
DI ReRe e FOE B i, DhRefretEsm i fh il . DhReSs, fEAW T, ThRetett E 2R AN
KFHUAHRMIEENRE /1. B/ IR, BE RS ALy, BIThReSE . 1B ECRr M oE iR B
FRAE, 7EAET A EEFR P ASFHLE AL R Y= W8T o ok R i 5 B, BT, I v
. TSR, BRIRIERGE.
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AR SRR, MM EIE BRI N . A RIE. R, 1. RS ATHRSE
SRME 0, PR S RS SRV S SRR R IO AR SRS E BRI AR BE ;s  TIT I e 3 B e
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VGRS B A B VA AN R AR R SR . BRI BRI HEZE 0 B BT

' Aaker, David A. (1991). Managing brand equity. New York: The Free Press.

* Aaker, David A. (1996). Measuring brand equity across products and markets. California

management review 38 (3):102-20.

* Kotler, Philip, Kevin Lane Keller. (2016). Marketing management: Pearson Education Ltd.

' Batra, Rajeev, Peter Lenk, Michel Wedel. (2006). Separating Brand from Category Personality.

In. : Michigan University.

° Maehle, Natalia, and Magne Supphellen. (2011). In search of the sources of brand personality.

International Journal of Market Research 53 (1):95-114. doi:10.2501/IJMR-53-1-095-114.

® Seimiene, Eleonora, and Egle Kamarauskaite. (2014). Effect of Brand Elements on Brand

Personality Perception. Procedia — Social and Behavioral Sciences 156:429-34.

doi:http://dx. doi. org/10. 1016/ j. sbspro. 2014. 11. 216.

" Keller, Kevin Lane. (1993). Conceptualizing, Measuring, and Managing Customer-Based Brand

Equity. Journal of Marketing 57 (1):1-22. doi: 10.2307/1252054.

® Rothschild, M. L. (1987). Advertising:From fundamentals to strategies.US,D.C. :Health and

Company.

Kolter, P. (1988).Marketing management: Analysis, planning, and control.N. J. :Prentice-Hall.

* William D * Perreault, Jr «E «McCarthy. (2006). Basic Marketing( 15 /E)Translated

by Hu Xiuhao-Shanghai: Shanghai People Press, 35-40.

" Kotler, & Philip. (1999). Kotler on marketing : how to create, win, and dominate markets. Free

Press.

YO, & XTEL. (2000).  [3rstaps) MRS EMAEWIRTRNT. HALFGEFI(6), 92-93. .
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1. REGEEARMWEELR AR T

W B ITIE AT N AT it A R, L—F AR RGN, 2 &7
MEA B IS, R A SCR B AR Xy 25 PR ] R 1 BB S5 T
TG o WA HTIE RSN A SCARBHARIE BT 5 P N AT 20 M B — Pt 72 073, 22
AEA ANMERFFE (unobtrusive research) H)FEEWFFITEZ —.

AT R KB AR N B b, R TAERN B WA ARG, 456 W
A HLES 2T, G DUOREAR BORE R R ESCAR AT W, g TSN THE ST
BIHTeE 77, Ak TEREE AR IEWPE (transparency and traceability), Fih, —
EFLE FIETE TR R AT R A o AL G N B M BT R R BN g A 7 3 iR
FERTFEST, THEALG )R8 B K FE BE R 2 BT R ST A0 AR o

BRI
PR E

" Kerlinger, F.N. (1973). Foundations of behavioral research (2nd ed.). New York: Holt, Rinehart
& Winston.

3



BRI

ABUE R AR 4B H
| ]
M 4E 121 MR IR A EURE
- REHBHIESR
i -

|

BAESAE ARBUR A

I

L- RER&ER GIE=PIETTE
St o
\—m&ﬂmt%%

TG AT Sy, BR T AR (0T LR BIE ARG AL, @it 248 80 Hrik A
EZ AR RMESR, RAREE —F SRS R8s R 30 7 7%, R E RN A
SN CA EFEARZR (A RCELD BLAC RS 70 SR AR OGR4 RELAR S P A R A
AL FRAE ) A FE B B A LR . Wik P AEIR/D, WM SE 5 R E IR SR AR, B
YRGS, RN BRI AR5 25 SEARIE LT8R %, MARRIANEE
AFARR P SEBr T BRI Z 0. [EAR T, REMWFICHE % : P < 0.05;
“ex’ ;P << 0.01;  “swekek’ o P << 0.001; HAMEIR “LEEMET .

2. WFFEEEA

ARFFTIRIC 2018 41 A 1 HZ 2018 46 A 31 HIAR, RENHL., . BWITHEE
X = T T AR (1) 56 T A AN K b R AR DGO (& R AR 7058 1B AR B0, it
68,939 &5, TENNEDSHTHIBEFREA, kAU IIREA /A dn R orb Py s 8 e 0 i
Z, BN, k43,373 5, HUCHEBHIXRE, (FLE 21, 2%, 1K 14,615 f5. GiEH
XAHRIEA 10,510 ki, MITHX 5D, A2 —H.

' Gokhale, D. V., Bishop, Y. M. M., Fienberg, S. E., & Holland, P. W. (1975). Discrete multivariate

analysis. Biometrics, 32(2), 491.

* George, K. M., & Alan, S. (1977). The advanced theory of statistics. 4th ed., 33(3), 211 - 212.
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