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FIHLFRE EATREE G o BE TR TRAEAR T2 e AR (5 sl A2 1 L 3k (e AT TR 38 A 3 i
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5% (MoormanfIRust, 1999 ; Homburg?§, 2014 ) fl — FHH 5% (Feng?%,2015) 375 T84
HRAEHBI T8 Tl ) T A . R VerhoefHlLeeflang (2009 )5 4 504 A& 075 B BRBETR 1%
SRS B, AL AT S R T X VR SR S B T LA KA TR R
W, R R T8 BSURREERI I0hIL 55 sl i B4 E H (Verhoef3,2011).

B URBE R AR FH U B , (EURE O SR X 2 W N8 B R 1 1A RN s i 2
(I, Webster4:, 2005 ; VerhoeffllLeeflang , 2009 ) . 51 11 , Homburg%: (2014 ) X} b 1 -4~ Bsf [i] 45
(19964F-F20134F )FEA R B B0 T TR A2 7, & IS 25 AR TR TR A —2e¢
TE AR IR 1IN BYIEE (4, Lamberti FlINoci, 2009 ) . X — 4+ 13 ] B AR T2 4945 765 45 s
F5E A SEASRRAE | RS2 X BRE B BTHR , [R] A 32 2 A S BR YOG T o Feng 38 (2015 ) R AL K
BB BRI T T LASR R 2 R AR A SR AR B Bl (TSR , B F i i B Pt e ML i i
SIS RTATBE S8 5 VE . Srinivasan flIRamani (2019) & B 1 A KB E 4501 1 7E TR
PR3 5 S R L A A 5 A8 B TETAVE I, R P T B B A g iX — B R AT LIE R
RIS A A E R

IS ABRILZ Ah , BA E T s A B AR NI AR 3 BRI e 74k , AR 2
SEF R E B B AL S A A T T RS (A, BRI AR, 2018) cFEA SLGTRUT T
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Homburg?F (2014 ) A 3 1 15 & 81 B W52 B0 R VB I 2230 FIA TV 230 0] Al ARAS 8 4 S8
FLAT i & IR [ S0 o A2 N JT AR5 T, Wang&5 (2017a) & B E TR E B9 89 B B (TMSE )X 4141
R B A ELAT AT 2SRRI ) o S TMSERE LN R, 28 )l — Al AR IE XA A UG R A,
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HA%E 77 [E 4 28 (ROA ) 1Y 1F THI 520 . A 7
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N&EiopAla|

Homburg
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HEEHEREN e
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AV AE PEA AT AT B PSR , R T B TR I B 75 2 1 TR IR A RIBSR ™ M A T3 Y
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TEAS , AR, Al 3 5 DAk 8 YR AT e 077 S ARk, 8 A R AR I I R R R i 1
SE IR T BN F RN A T A T B B S B (AN S R ) AT A (U R A )
FNE 55 2 B CAn e B L 457 ) S5 b R A et 785 8 1% 2 A 0850 o (L A s Py i) A PEA 1 B e
5577 TSR SR T AR RS2, X LU R IA I AN 3 BE AL OG , B a1 vl LA i — N 4R
BB A A S B B4 T3 3 55— AN TR S AR 0 R JR TR 2R e U pR M7 A A A S B S e
AT — BB IR R T ST SR S ML 2 o SIS F R b (A, R 7 T R B
BAR) RSN B 55 15 B CUnBEA )BT TR 2Fornel 4 (2016 )TIEIA 1415 J5 14 JB51 2 3 71
SR EVHER T S IR AR 4, SRR R S A R R 7 H Rl YK 10% 10 5 B TR AR
FEAL AR | (CMOJE,2016) FEIM & 50058 A1 H , 73% AL 90 Twitterlik 11, 66%31 4
Facebook#f} 22 U1 T , 62%3 45 YouTube S . SR 1 , 1R 2275 85 A B3 P FR TG S ety v Aok < A Xt
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M55 GRS o R T R IX —XERST, Colicev s (2018 VKA AZ AR S AT AR FIAR A B B
PRI , IR FEAT SR B 00 f (5 ARG W S R B AN R ) B, E T Ak 17
LSS5 Aol U 55 PRI IR 28 o AR, Aol i 225 B ) BT M 5 s 405 8 LA 3 A A
JAYZ IR o Bayerds (2017 )il 4 A7l it T 704 , UEWT 1A R4l B 2 0 245 o ) 4 e
HAT 5T, e PR 1 ) 45 8 i 18] A0 75 U E— e A B RERG IR AIRBL BT 5 Mo i Uil A AN 5 18

U E AR AT 25 LAR h — B S B HARR P S5 PG DT, 3f 4 ll s
[ S ()R A TEAH X ol D o ARSI FEAE H AT EA s i 2k, m] DA — 2B 08 B A RE (f 4%
BRI E R B ) 7R B O 0 1 A TP AR P BN B R A DR SRR R g
EERT TR RIS RE S S5 AT B T ll TF R AR RS 587 Kt S 1 RE 7 5 6 8 WL RE Gl 7]
LA HABBUEER T AR a2 A5G DI S 1, LASE B W 55 S0 fie KAk AU 70 A
AT LA B E B HARE LU SE WA IR ARG TT 5O 22w TRk B A, B IEFIZH SN N ER  #H G
WFFE I T LA R 4 2T A F) 22 WLBA S5 T 32 A5 2 5 2 S M 2 L s 2 1) 5 22 A58 M ]
JERRIELEAE RN Al A B 3 o) S8 S it

B3 T B R LR E RIS T (R A, B B 2 BT ok SR8 B R R A 3
W E 2 BOR T BORIRTOE B SO OIS (AL REFT AT G A AR RS (B L 2= A TR]
A B A AR ZS R A B o B i) TR AT ik —3CR i TR Gt TR—h
W £ B 20 T A B O LR S I TR R T RE M Rk RE S 00 R T B 0 1 e A Al A
SEAAREAE (A, B R PE RS A HRRZEHRRS ) RE2 8 B s I 7 A AR A A e

RS

%6 BAEH—_MSERIR T
AR R TG
A B S VR S 55 R S0 5t 1 T S
R UL (EUR SRR S, IF 1 2P SE T
Colicev S | o g | FEASHEMRIL | IF GG W 05 S 8K 11 47 B T LA
% M| e (g BRI BUE | LR TIBRE MR W (6 R RE A 50K R,
(2018) | P S 12 A S5 P 5 BT 5 752 1 7 B
= o W 3 28 SRRV 36 28 X B 45 A4 £ 7721 1F 1
AL
TR 72 W Tk 15 b | A 12 ) S TRl 5 2 B SR e e LA
5 PERR IR 3 AT | S b ARG R BT Ao p 2 7 1 2o
%ayer MEATE | W 48 | O R 45 % & X | 5B 2 2 TRTBE M B R o R M 10 % D0 4 A
o17) IMR e | sy |28 ) oK o B0 4 | BRI T AN PP B4 0 2 A 5 P L B £
VERIASTSE 5 2 |7 47 D AS 0 5 e 94 A e B 4
FIIA T AT BRI — 25 1 A B 5
Fornel S | e BRI B | BRI S W B R
e M| | g | SR | TR SDC i 0 S s
(2016) fom | B TR T L X B A0 B T
(k52T

AV ZH AT AT 55 T 8 B AT S SO 16 S, BR 1 A4 ZUZ PG B HRBE RS 4 K
W %ok 2 W R i AR, B SGE HAAC M 55 L1 T 328 B D Al Ay R A (L ol 5522 1 BRIV
Al 7 A T R S R 2R — R A 5 A S 2 A ) S AL A F AR T 3 6430 A
U 7 AR R RE L, U™ i AL O i GE LRI 55 ) A9 E , RISTPAI4Ps

HAARTT b 552 187 A4 A St T LA 23 = A5 - (1) S 880, R H b i 7 19
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FE nfal i A B AR T3 KA TR T A 7 TH RS 5 (2) Sh BRI , B RER E A h JEE
Ko R AE N 5 (3) 7 A A OGRS, RIGE B AL A I o T ARk, T 37 R AIF ARG I8 , T
7 i R SR % H R 7 i A A R A A (] A AR 2 TR 2 A T I o R L, 25
AR SRR A [ JBSTRT AT 2 B0, 76 55 J23 T8, 300 A4 f A i R A s T R L S T 2 5 I
B i R TR AR b 55 T2 T A e A B BT E B DI RE S, BT X AR T
Yk A OB ST A R, A TCIE BT, I 7 A DG K R RS A 7 i SR A TR
WAL S SRV

1. it RS

AL P R AL FE B IO B R AR T B ) i — AR TS R, AME
AT DAZRAR B A (R JO5 2 FE , 38 TT LA S N7 B v () ifF ARE 23 R 2R AT G S B T LR
BETEIH T BT ), ST 230 SR (U0, Ho-Dac®, 2013 ) ) 4 S g 1 A 3Pk
(4N, Beckers,2019 ) A545 o ZE M AR A T , A7 ¢ b R A [ R HE 22 4 rh T4 Tl b L% 7 BT felE FH 1)
TREME AN SR W2 15 2l SR WP 95 WAL A5 5 TR o (L LE 2 PR T ol L8 77 R it RV B 35 045 3 PRI
D 55 B s AN (], 25 (il n A7 22/ SR B AR W SR Z W KR 7 81 T A i R
TRTF = MEME B ) EMELIFRTS (Coliceva, 2018 ) o 78 S 5 HHOXT il AR Y 1A T I 7R A ) 4k
1% o PRI, 7035 B I A R i WL B ) St U 1% Sl A R I AP AR R

VAR R Bl 233G T b R | S RO RT | RBLSE ) g ™= B B (A, Chung 55,2013
JensenFICobbs,2014; Mazodierd,2018) AR, ZEARZAHOL T , A R T RLT- 88 13X 28 5y
JEL T4 B PR A R b T b — B DR SR A 5 BEAA 9 8 22 (1)1, van Everdingen
F5(2019) KB R A BA B SIS IR IS R A BE TR A B Te 1Y) S 4 hAs 1o
FIE T [, X — 25048 3 T AR R R B RS A TR A L DR

Oy T AT DL 3 Z2 AR T EL I R 54T O AR s B R A S R4 R R A A R
T HE) & TR R AN S B 50, A T 10530 A 4 et AT AR KBk K (Danaher F1
Dagger,2013) B2l W FEA FDE R BT 45 [ E 47 e 2Sridhar 55 (2016 )58 & L, 7E
o DX R A SRR B TR A RIS 0 ) B R A 1 5 D Ak
PIRR 5 SR, PR TG AR e A =) I S DL R R B R S 25 A R

BEAL, il R4S AN P FE 1) o B S DR ISR AN T 2 R, it W2 1] %) o B ofe ey 2 Tt
HN T R ABFERT 21 AR 0 O T e s e A 5, S RS PR T 2R 37 3 A8 28 fk (Roy il Sarkar,
2015 ) o A ll 38 & SR Bt 2 9 3% 2y ok T 9t O E 1S K (Bolhuis %5 ,2017) o 22 TT T fift i i
IR TR ZEAF SRR E (U0, ZhaoF, 2018)

WA N E ft R Al 22 X619 2 5 0 EE B, AN TS R TR 2 TR T T 328 o R 7= A
TR A 0 S S B AR o R R S 75 AT DA SE IR A b Seal R i S e i 3]
PAEN T 4 I 1) ot L 9 AR A AR AN [ 1Y) 2 e B B 20 B JE 2 1) [R) R L 7 3 232083 04F 7]
A S LAY 2 SC DI BE FRHIE TS 8 )2 0F 5T BB A B R A AR b RN K J8 , it i — ELERAT BT Y
R T AT ST XS 4

58, REES RS AREE Th eI 9 8 1, AR M 58 w5 Bt — 2D AR A T L T S 1 i
M EILALS R 2Bk 50T, EFR 5 H 25 &, A AR 523 A0 38 5 All, il 47 3%
B %) it B 7, T B b g e sl DA 328 DI TRl A Ay i s o T (B A 0 D o R i ) 5 9 1
W27 B I BTG R o LR, T LAl ZE A (BB 4w 04 A B, TR 50 48 B T AR 285 g o o b R
A R P VR o P, Bl A BRI R, 281 5 ok i = T, S RS 3G 3R 12 H T A
S, AV S BB T 1 TS B R 25 A DG XA B B A 4%, BRI, i R {1 ) )
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FErh A2 58 Z R EEHE— PRI e AL AEATHE S = I A T B BT A
T8 o ) 94 R ) i A 8 ST e 6, i B G S BRI B it U (L, 4T3

R7 AR EHM SRR
W | T |CESA | BS B i FEE
B A ] 3 R AR AR | R SR O (T S R RO L ) B B 5
van Vet TR Y 58 | 3 R AT LA ST B T R R 3R AT T 2L
Everdingen | JM |JHIE3CH J%LF/S(\EL WR (S5 S0 |t o RA BA B m IR S 34 il R
45(2019) SR BOR) RIS | A REM SRR R B TR ) A T34
S FHYIE ] a4

s R I 5 2 W] 5

AR SRR (=5, +5 I 0 T, 5
S ISR A A O 5 B8 98 AT LAGE b

< & %D 2 ‘L;/#‘ 3 s == I
chot |vams| PEEHE | o2 B TUER f qaneesgvcort 5 v 5 i i
e ﬂ%zum% S 3 e B ST T R WS ) AR
il v BRI A R A

ELhS e DTS A R
. B TR A M B R B

‘s PSR N e N
bt | g |saicr| - %'ﬂ*ﬂ;"‘w L 2 5 5 AN TR S, el

AR =25 O R DA R PR S M i g

2. P2 ARG R —— & S 5 e T R

AT P AR RS B 5E 4 0, L I TR Wb T 0F & FNRILHT , 76 7= b AR R il
BT JEAL, TS E B LUBUE R ), R LA BOE 2 5 3 r= i A & TPt RE T A st 4 =
A B R B T R o TE AT 222048 H 8 RO 22 b T IR sl Jih it % 2 5 i i AR 55 i 3 ) A
(Dabholkar, 1996 ; Prahalad fllRamaswamy , 2000 ) . 3t 5] 4= F=B1-F- 78 H 5 A2 36 Fh JCAEASTE , 45140
J5 2 I FH LI S 4 19 A7 2 2B 5 L o i ™ it A 7 v [R) A 7 B 0 Tt i T 2R AR R
IR 2 5 7 i A re o R Y 248K (41, BendapudifllLeone , 2003 ; Troye f1Supphellen, 2012 ) .

— BN F A2 45 TR I R T IE 25 o H AT 9 S TG ED K (MUTD #3585,
FURIRE P i ) AR RV B L T b T U 7 i s LA (Nishikawa$,2013) AR, I &
ZH5AI S FEGEZ ML RS S RIS A T R S5 2SS h ik B
IEA 25 7Beckers¥ (2018 )5E T Ak &S BB 2 517 R W M ELAH 5 2R o A TIA 4l
HIE % 2 51 RIPE YRR AR T A R T, R 2 = 0 Al AT RE A 2 N 32 4 o (HIX R
M) ELAT i1 B 45, BV A A o 35 RS A9 A7 SR il LA SIS AR SR 7 1) 6 2R 5 b T3 S PR A 3R 5%
ST S BB B AT Dl o R 2 SR AIE I E . 5 P2 AR R ILLENE S

R T A B AR R Y — 5 1T, B AT ek = A A {EL Y 813 (Christensen, 1997),

] BETC I A A 22 0 HLPE E 7R (Franke%, 2009 ) . 59 —J5 11 , £l AT GBS = X 52 ma i % 2 5
GURINAS R R R B T, A i) 2 5 7 i T & A2 )8 ( ChatterjifllFabrizio , 2014 ) o £l
EAE S Z A P2 re S, AR R v O R M 323k AR 25 SR 0y 0 25 St 2 %)
gER P —E R
PR BT B AT LA R RO A A AR AR e i AR R 5 2 5 3L R 0 O S B Tl & HE 6
B oS3 b RN 2 5 S B 7 R RO S AV R R B Y, LR R R SRl as
Sebp bR TFE 07 (YeniyurtZ:,2014)

B2 181 £ 7= S AS By | 28 TR B S T A ad B mb ST I 25 78 RE 0 Pk AR W8 238 72 il il O 2 3k
JE IR DL R ™= i 3 B 2 7 it & RE TS 2 174 EE L5 (R 2R . Sharma s (2018 )TA KT

B R IV F LS R R R E

M (Haumann®5 , 2015 ) o {HJ& XU BN 14038 | A0 RS T A9 130 1T 4 |
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7 it 5 | BT FEE RS R 2 ] T (EL R A B USE AR, 8™ i B AN LR 22 S 1) 2 i 8w T AL
FR G 3 1) 17 i B2 2R M S 0% B A T B I 3R Sk A DR 3R RS 55 AT T S R A L
IR A= A S AL RS 2 RIHMEZ A T DG AR

IEIHT SR A, £ XA 2 1, U 25 2 fh BRI & B BOH el S 5 A A —
LR RAT G (R R, — D5 T % 25 0] LSS S 2L, 55— D7 T 25 o i
TEZ NS (A, AT A O BIERTR) ER A AU R 5 B A A SR, k5
i 2 18] B EL Bl O YD, dill T DU ZFPig A B AT 80T I8 A, i 2 5 kit
ST RS ARy A A5 LR ) P MES N 2 153 2 7o A S0 I S AR ) 100 5 2R PFAR B gk ke, DT
LA ARG BE 2 A A 25 W 20 A , FEBEAT 7 57 T A RIS IR I mT LA S I 2 5 Y 30 57 o
PE A, T AR A AR AE (AN, S22 0 ) sl ol BR85E (CUn, Ao lk SE A AR E 7= il 2B i A 301 P A B
BOBINE R o BEAZ e my 7= il BRI A ATl ol B S 2 ) T S PR B3 T RE SR A Aol 7 2B K
8 R IE RS AT A PP I B

®8 BAXBES ST MA KRR IECH

Bk | T e me | EEAR TR
0% 2 SR | AR T ol % R 5 5 15 9
SR G 175 | AR ol OB 5 5 1 T
Beckers W& R S P B | B RAR T A RN TE, Rl e 25 1 Alk AT
| oamis | | L e | G DA B R
(2018) RETE 175 51 35 | 97T LUSS ILICRI 11156 5 £ b T35 FHcRLY
P #ESCUER s 4 | SRS HEAT ™ A 024 AT B
Wy WO 2 ok QL
TR RRE 7 | AL T KT, % X T A P
Haumann o | FERERREEE L 28 | IR ol 0T LRSI 2 2 7 O 3
5 M| S | e VRO R g | S kO ) 5k
(2015) B SRR« | 2 R0 4 2 P 55 4 S (R 2 e
N IE A ) 7V 5 0 1
i A G PR 28 o LA
o erat + v | EUTBROE, 17 fh AL P 2 61 B
P R MR s e ol VS O T P 2
s e B S St A A0 A 52
’ RV I 5161 5 R F P 1210
VRSN B AR R A 20
L U3 30 . 5 7 309 B o
TSP 0 T | BSR4 B0 A 1At
Yeniyur g | R RO TR | M5 5 (LR R AT S U095 IS
S| samis | | S s (R | S50 S R AR
(2014) PEQUTI S IE: 2 | 9h, BRI 2 5557 457760 FF XSSy At
PEOUEFFT ) | BRTRICRE , S S 2 s , ELT
REAON G 557 K TS

(=) 5 )z
ANVE IR ARG 1] APl G B0 75 0 RO, a2 DAl 55 J22 T S 55 LA it A

s AT O ) R STt £l ZH 2R e 2 H R 28 ) 7 i 58 2 SR AR BRI o 7R 28 2 J2 T, 5
YEiE (marketing channel ) (51 40, b A& B Z2 88 1 RRIAF 478 0 )AVE Ry ) 20T 2 B $ A4k = i i
PR A TSy e S 2 S 2k E WA A (GDP )Y — 43 Z —(Hyman, 2012) .
SR A A A BRGS0, Y AB 2R 40 T B Y 55 R B 0 J AR AL, 491 4 ) Al 45 R 42 5% R e 73R
WAE P EES HHRETE I & LRI B AT L 43k fk (Palmatiers , 20154F ) 3%
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EHFFE A SR T8 Z 398 (Hoppner M Griffith, 2011; Palmatierss, 2013 ) A4 & (Kim %,
2011;Japa5,2013 ), FH LA AR F B0 18 45 AN T A

KT BRI E W RN SE 3 2ORIE T 2755 (Coase, 1937 ) , A5 43 A5 SR E LN
i B IR S5 I Bl , A6 ] TG Al 2 T AR EAE T, DA OSAS Ak sl /I Tl i, FLh A 28
GrRZE AR KA 9% Z 0% T (Gattorna, 1978 ) o 220120 i A SCAF T i 5 18 T8 S 418
HAAER ARSI, BRI T KREFH RIS, OE T REAEKEZ R R RiE
FEA UETE R DA O LA K TR TE p 9 S ], Y E At WA B T A BE , AR B LR
it 22 8g Ao BRI 5 b 28 5 AR S A R HRAS T S ik i e (4n,
Heide#lJohn, 1988 ; AndersonfllWeitz, 1992 ), 488, T 3 T47 A HIAST , [A] Bt f /s T U 18 4 daj,
LR AT N2 S AR 25 A P A o TRIRE Bt 25 BN Bl 28 A0 £l 8] OC ZR S L ) 4 B0 (Jap Fi
Ganesan, 2000 ; Palmatier: A _,2013 ), I18 1 56 R 545 I F R CZ # 2) k (Palmatiers:, 2006 ) .

eI A LARE T, B T IR Y U RN o (R ESCRR T DA A B, G TR R
WA P PSRAZ G o 18 5, Al 20 P T IR R 2 1 T g (R TE 4 ) LR, Al 75 2
QS RS AR R B A A AE (RPR AR ) o

Bff 5 T8 24 1) S R 3 AT 08 B B 4L A R Y 3tk (Jeuland FlIShugan , 1988 ) .23 Al 51 )2
[ E T e B S B & P B B I TR T A SR T DA 2 R R B R A B K e
BIE M RIE S A R LA E Q] X S AP A, RO SRR P YA P S B R T
DAMIE Y BB A 1A TR 55 BIHE IE XA OC R (Heide, 1994) oAk, 76 5218 G 1)
SEUERFSE Y, TR BT AR R — R E R (I, K B AR, 2017 {54 R 9, 2019) .

Bl #5 28D R Y AR IR 2 R 1 ki, YR TE AR ARG Y, R TE G R AT
ST B PRIAE Y, BB TR BEHLTIRE 2 = AR 28 A LB AR R o AU (Sl ) A R TE G &
AN 27 B A TR, TR R — 5 mT DA P s AR A VR LK A (GaskifINevin,
1985) o AT U IE SRR, Al T RE AN S aBel i A2 S i A TRl sl 3 128 A B XS sl T i
WA VR E 3 (Arnold FPalmatier, 2012 ) o A 52 , 17 22 Sl 2 (i AR IE XA S RIA B =
KRG RE SRR R AEREn 2 E2e e iR IE X il U7 =X (Heide, 1994)  BE4F, 4k
AT I3E o 15 0 L 0 ok A BRI G R o BRI ROR B T TR R BRI
f IR rh B AN FE B8 (Ganesan, 1994 ), PRt AT LASE 338 38 MOGE XS (%) 70 i >R 348 5k 28 18 42 30
(AndersonFfIWeitz, 1992) . U 1H SR R L AL TR Z2 A B[] 0K ) sl A B2 IR T, 4
— 7 HHOR AR 55— 7, & R AR WP FAIK (Jap Al Ganesan , 2000 ) .

WA T3 Hh— PP G BT —— il 5 WA o A lb A 7 SR v 3L AT B 2 1) SR e it
PAiFs S M i SR TE AT, B LA W AR LA A R 51 AT R AR ORI G M (Kashyap s,
2012) NFROHAT LIF Y, JEIE VA HE RN 5 M Aa 2 i AR BRI B BRI B A
AN [) B4 DRSS g - R B v 2 B EL BRI, AR 2t R OC R (nl R, R kg g — 7 0 1) TR BN [ ()
118772 (Gus,2010) 8 TR RIS 5 B 94T sl I E BRI B vl RE 4 , Ak vl LA i
AT R A B IR 235 SR ke il BN ( Gilliland F1K im, 2014 ) .

R U T M Y S A SR AT AT ST SR AL TR B o B O, BE A RS R R, KB fE
FEAN ARATTE PR B AEA T AR A AAF A BERE T, T A8 8 S 18 0 OB () A A
JEE Q5 i) 2R T R A U A VA B R IS ) AT A5 B O SR Aok 2 2 % B A i K%K
Pa o M B AR SRS A0 2 7 ] LA A DR R B, IS 2 365 4 A T AN SO A 7 v s A%, B AT
DA AE A b AR GRS DY IR AR S IR A% X PP AR AL AR SR T8 R 5 Tk TP 2k, A
Bf R TR R ok TARZ 8T AL  BLAh , 20T 20904 AR LUK , SR TE 5% 0 tak ity 50 0 A U2
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BRI RS 1 A8 R A B WA , TR — A8 0GR L 9 A [ AR [T S 8 OB )
AN B AISE Ty ), SRASXS 7 WP i AEAAOR B B A T2 mT DAAS 20 5 4 v (74 08 AT o 22
Y LA (41, Wang%§,2017b) . F A AndersonfIWeitz( 1992 ) iR 5% K £ LK, E B IR Z 5[
FH T RGH A AR 5 ARG AR AR L, (7 SGARTT R AT SR SAIK  X T fig
SRR R DR U A RS (%) ¥ B2 R 5% FH A 51 (Steinman®5, 2000 ) o R , 7E KB B 4G, A2
iR B , L nT BB B TR o/ 2 077 L ki, IF R AR Z2 R g 7 40 i o i) = g
BERTE R

LUK, B2 I 25 PR EE R R TE R SR ok T ML Ss o BIANTE BT 44 LRI, andb =2 28 3
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Summary: Marketing strategy research takes organization as the research subject and aims to
solve the marketing strategy problem of the organization. It is an important stream of marketing
research. The relevant theories and research results of the marketing strategy can provide cutting-edge
insights for firms’ chief marketing officers and marketing managers, and guide the marketing practices
of firms. However, there has not been a systematic review of the latest studies in this research stream.

Based on the comprehensive review and induction of the main literature on marketing strategy
research in the past seven years (2013-2019 ), this paper focuses on the following three tasks to fill this
gap. Firstly, combing and developing the previous important review studies of the marketing strategy,
this paper identifies the scope of marketing strategy research, and develops an integrated framework for
this research area by dividing marketing strategy research into three levels: organizational level, business
level and transaction level. In detail, marketing strategy research at the organizational level mainly
involves the formation and implementation of the marketing strategy under the guidance of the
company-level strategy and business unit strategy, and the role the marketing department plays in an
organization; marketing strategy research at the business level is oriented toward the organization’s
marketing decisions for its specific business, primarily related to research on STP and 4Ps, such as
market strategy, branding strategy, product-related strategy and so on; marketing strategy research at the
transaction level mainly focuses on studies of the links and relationships between a certain firm and its
upstream and downstream partners, including channel selection, channel governance and sales force
management, etc.

Secondly, based on the compilation and summary of three top English journals and three top
Chinese journals in the field of marketing research in the past seven years (2013-2019), this paper
analyzes and reveals the proportion and growing trend of the whole marketing strategy research and its
each sub-domain.

Finally, based on both the theoretical literature review and the hotspots of marketing practices in
recent years, this paper sorts out the hot topics of three sub-domains of marketing strategy research, and
identifies the popular topics of priorities in the next few years, including the role of marketing
department and marketing-finance interface at the organizational level; brand management, customer
participation and new product development at the business level; and channel governance at the
transaction level. By reviewing and analyzing these hot topics, this paper states the status quo and
problems of each sub-domain of marketing strategy research, and points out the main directions of future
research.
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