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TEE RN ATRIR(1969—), B, L RIFERFRFL FRFIRHIR LA FIF, L AITERFE R kg
B A AL (B IRAEH, jxhe@dbm.ecnu.edu.cn) ;
% H(1990—), %, FERFLFEEFRGEALA, L RIFERF B RS E B 5 F o 5

s
4

4

\=

N o

L 5 R A QR A BB R A 5 A



DY AR, i R 30 5 5 T o I 5t e T A O AN BT T L 2 B 7, AR
WM AT AR L4, BB S i S0 A3 Bl , BGRZ  7 oRG e JBOAR R 9% 14056 ] o SR T , 5 5B
T2 014 1] 2 it A A S AN AR A, O T ) ¢ i T L [ it R 7 PR BB BIE S 1 Ak T
A B o — 7 T, SRS 5 R A DGR STk AR 2 (WK otler fllGertner, 2002 ; Zeugner-
Roth4,2008; Chu,2013) , HEr Y K BYBT S A A BIESLA B2, b = RGTRY RIS e/
) 8 it R 7 A S ) L SR E o 53— D T, B WIS EATY B 22 b5t B R RO 91 3 A TR B DR
S5 I 5 VR ROR ] Gt AL 7 ) e S A A B A e R v Y AR AR R (ANK nott 45
2015) , ff /D3 ok 15 A0 5 VAT O HLA i 2 SO N (L R 2 S FL A, iR 4545 S SR T I 17
FELA TR T

TE LR PI R 50T AR SCE i 4 1 (] o5 A 38 el PR 1A DG SR, L7 ) R T SR 5
JUks 5 BUAS BT S I JE A BRI -, X6 [ S it R B 7 R A A TR AR U E |, JF R MRE SR N L
S GRS G 0 I 5 1 AR IS SR, LIS EAR SR I R Z Sl S (a5 AL 25 T 05 1), A
FEl N~ T IR AR T S AT 2 YA B S5 R s o

=. BERmEEFEEHRE

SR L, O A F AR RS, N B ) HE S (KotlerFllGertner, 2002 ; Papadopoulos
FlHeslop, 2002 ; Morgan=§,2002,2003 ) . J57 [E 2 (Kim, 1995 ; HuflWang, 2010; Chu,2013)
SEANTR AR EE R T 6 I BT R A AE 5 o AEDGS IO M, 56 b 9% 7 i 22 L Y (Keller, 1998), 5
] R it REAHEBR 28 A (L T IR A <[ 2 BT 7 (nation brand equity ), 28 1] 45 (3 Ak O < Bl 2 8
77 (nation equity ) , FATTAT AR R0t T2k B 4R B AT ] SEAR A B , A DGIZ E K 1R
TR AN [ ) i A DG B 1Y) 22 S AR RICR,

SR, RS 22 SR AT 1 B S8 R A (FUR BT T R AR RIS 38 I S5 AN
WES IR ANAATEAR 22 25 57 o 38 5 0T [ 52 it RAURH DG 1 [ BT, FRAT TR A 42 A0 ol ok
LA £ B, X — A 2 ) B A 9 o =2 (3R, 2017) , BV S7 () 6 5 R0 7™ L 57 i/
FEREOGIER 18 ] % it WL 7™ L R Rl il L 7 v A [ R R ™ S SE AR IR R S L3R 1

(— )7 1) I 58 il L %

RS 1 U S U AR AU AR i M 1 3 [ A B A N IR R A 5 7 AN
V5 T S USSR i R 8 i ST A SRR R A — A, R ST A B R L R
] % it WL 7™ ) 2 O A B o ok S g R P I 22 DL T ) e Sl . — S B R T 5
FER AR , R I — I AR5 2 T S 5 5 9% 7 (Kotler Hl Gertner , 2002 ; Papadopoulos
FHeslop,2002,2003 ) . PapadopoulosFllHeslop (2003 ) {5 4 Aaker (1991 ) & F i i %5 7= A 1 3L,
O R R 0 R 5 — A E R B R A TR SR A M — R INGE 7 FI 7 o] i L5 ™
FA T RE A% 1 N a2 [ 7 A 1) AN [R] A A ARARAE A A (B i <<ize ™ R R — D0
B AT KB AR B 5L, A ™ i B R Ss BNE 57 8l ) e R R AR A

TXANFEASL AT 0 L 53 R 7 8 L T — e ol SRR 2 3 2, 6 A AR A% O T Y
Fil g AHOCHE , ANl ARGE A BOR T E #55 o H AT, SR TR 52 MLSE 7 WL e i A9 245 B
1P HT 21 (KotlerfllGertner, 2002 ; Yan, 2003 ; Caldwell fllFreire, 2004 ) o iZ ff B T E % 5
FERE 7 (R £, 75 7% k] 3 R (L 06 1 ) 81T TS (ARl b 1 VBURHB BRAR ), S 144 119 0
Anholt-GMI[E 5 it A5 £ Y (Anholt, 2005 ) o 3X M4 28 B2 19 52 2 H AR A B 5 S anfer it
GBS AR LTl E A, ST B R
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Heslop, 2002, R 2t 55—~ E
p.295) 8 R | 5% A
country equity | b s s b MO S g (T 1 (SRR i
(Papadopoulosfil |, ce o e v 17 it 1 a2 ol i [ 0 (R
FHeslop. 2003 21y g1 28 ot ity 1 i EIIES, 0=
p.427) B ? 2 ﬂngﬁﬁv‘ﬁ‘»\ ki [] Tk 4.0”
countey e L (g Sk v [
200 o) [FRGE (AE AR R
BoK 7R R B R
koo [FATRTT SR IR, M 20 43077
ot ([T I ISE YR 5 544 AT AR B

2002 2 e R
p.250)
Craomts 2007, [FARVT AT A ER A0 I %
A
p.728)
country brand
equity (Zeugner-  |f1 /AT 25 AT JHFASE R A4 FK S Sl o \
Roth’, 2008, [ A =4 A i T[RRI i
p.583) N FE .
- e | AL

T SIS e[RRI, LT g [P0 BRI 5
@gﬁzmo FRMARE FMEFI R BOUER R AT | WA A
279 HIE 5 B S
oot TEEERIAI AR 2 5 D Ui

.&ﬁ%u LR IR AT AR T TR E %,
Cquity CHWRL 1 gt 9 MRS B S P RO

o 20100 R A R 69 TR T LA
P: PETAIR, STRE S I
nation equity N . o 1 Y N
Gl 2013, . 1oo| TR0 = HER 25
B=% MT RN ER Y
country equity |5V HEA T M I o T RO 7 (G 52 I o
(ShimpZ%, 1993, |ihJ V™ 18L& ) ) 5 5 PR Y LT 52 e 7 01
p.328) XAk Eyi eV

country-related
assets(Kim,
1995,p.26;
Kim#1Chung,

DA WA E S, (A BEHERL HoRE R X7y
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() 5577 i R DGR 1y ) 2 it L 7

FERT AR, F2 5 AW IA A B A R — g 7=, REAE Rl T2 [ 0 77 it B3 il Ry e
PR BfHIN{E (KotlerF1Gertner, 2002 ; Zeugner-Roth% , 2008 ; PappuffiQuester, 2010 ) , 5t 2 24418
77 it 8 R R BRI R AE — AL, 5 A T R A o k2 B D G R ) A
JE AKX by, 57 b/ QIR P 6] ¢ il WL 7 Il A7 AE 1 B — A R A B R
B R (AP SR EORAE L, ATFERE RN E B, WA SRR B X A B K a9 4 (Kotler Ml
Gerter,2002 ) o 3X MR AT 5 7= 5wl b R & 9 1 5t R A BRI, ZE AR B T LA L
PR B 25 (Chu, 2013 ) 5 2 AN [A] i 26 (PappufilQuester, 2010 ) Rt 45 i, AT PALL BA
PR 7 it s R Ry SR R4 T DU 1 (Zeugner-Roth 55,2008 ) e 5 22, 55 — 2 AL 48 A0 /2
I 53 it W24 2 LA 7 M ke P B

BRI A BRI B TAE G0 ™ 8O 5T (Han, 1989 ; Hong FlWyer, 1989) , )2 1%
B AT B ZIE S0 58 /Y SE { AN 2 (PappuZ: , 2007 ; Roth AllDiamantopoulos , 2009 ) , 5]
FEUL, B ZIC G 0T B S5 RS0 ™ B A% R A, (R 5 25 P SURE R T 1T (Keller, 1993 )
Ji = I 26 & AT LA BN 9 3 2047 7 b DA s il SRl 800 (Han, 1989) , BV T 5 [
A9%% 7= (COO-based equity ) (HufTWang,2010) . [F]H, 1A~ A BEAF 9% 10 H 05 AR A5 B 76 A Tos
M J22 1T, 1717 2 PR 3 sz i) g EL AR Sk YRR B B AR E 7= 4 o 81 4, Roth Al Diamantopoulos (2009 )
A ™ O A I R, IR RO0E G M T AR HR A E AL SR A IR B — A
HERE = A BIVE I OC R 2 G TH 2 4 T e sk AR B A B A [al A e AT (Verlegh
FiSteenkamp, 1999 ) . iff —#Hi, Maheswaran X HAVEE FEIZHESE T T IRARIBESE , H E K
i R 7 0 SURR 5 — AR I BT 9 7, R B 26 76 U BRURRAE R A | i i 7 - B8 2 A
G 2RI 45 7 1T 1) e 26 ELARRRAE , BB 5% Wi 2% 2 72 DEA T 77 db DA B 2 A5 AR 8 5 S B
(Maheswaran1Chen, 2009 ; Chen%5,2014 ) 05 2 , IG5 7 E TG B T o] LUSCN B 5 5 % e
AR TR

H BT 117 3758 B 00 8 R AR [ 8 R 7 ) SCHR AR 3T R X — #L A1 (Zeugner-
Roth%%,2008 ; PappufilQuester, 2010 ) , HAL e H AR FELZ A5 5 15 Mk 3 4 i bR 4 Ak [
FemhgE = R E R S FTAT 1, 3270 A B4 .

(= )Rl i R 7 v ) I 5K R

Shimp4§ (1993)FEFRFE T B ZEH SoAH I AR A5 AIE S5 5 R, B K™ 2
Kb 28 E ZIE AR B 75 =, v LABH A M P 2 T AR b b 80 06 7= (RIME 8 1 i R %
PR ) 5 RIZ  RERH S AE R R T I A B X 0 IR et Kim (1995) A K Kim Al
Chung (1997 )¢ 5 R 7= [X 43R it BAH OC 7€ 77 (brand-related assets ) F1 E ZAH 2 %77 (country-
related assets ) {53 336 M S LI G % 7 X 4R il L 7 ) — B 43, TA B A il T P
BE Y o 32 B [ G R SOOI A L 55 T R AR A R Y DX AR SE RE
T, R R A S 7 i A R DGIBE , E AN R A e e M i R R 7 A R A
o 5 T N e A A A i (R R S B (7 )T 2 KRR b5 mm i ME S I T 3 19
min 9T 777 (KellerflLehmann, 2006 ) o AR —ZRF T, T 28057 A9 28 [n] U 0 1% T i bt
PR ) 58 6 P o R Ak Y SR QAT Y (Chabowski %, 2013 ) o (R, X S A e AR TR AR AS
A DX

FHOC BRI S8 57 = FhOULAL A SR AL T )40 o Fl T i R0 7™ vl A [ 50t R 9
8 H R REAC AR E E R ST R XM E W (Torelli%, 20125 faf 4155, 2014 ; He Al Wang,
2017)f4n, vT E AT ARAREL T HORIR E (2D SR R TS i SCI I B i — 2 b,
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JEE R O 280 37 1 e B R IR ) [ 2 R ™, T LG a7 7™ b I R AR T e il AN ]
ZRAE [ Y SCAL IO 2 T A R HBAR TEAS £ SO SR AR, LAARE wo ot A AR T ) T 3 07 A 3R (f £
HEE,2014; o ZEAEEZY , 2016; HeMWang, 2017 ) , AN iR S A o [ T 373 1 A9 7K S8 80
T3 B v e T E T g th A vk ik A DR

B o AL S e A i o SRR A R T, Rl T G R R R
PRI B 4 B, DT MARAR - FTTF 7 57 16 50 ot R 9 7 1) SEL R, ELA AR 1) S R 5 | 0 o A
WK E B R A MG S S ARG SRR A SR GRS ELAAR Y R G R iy
FT SRR 7S MRS AL BT S B R RRE A (AR U i i R 7 A
] R R 7 P SRR, T o it R 67 I s R 32 (Alden®% , 1999 T THEE , 2014 ) 17T il
s R T 5% R 7 ) R R FH L SR RN 32 8 T BT T 58 i R )5 A B A R T
BN o FE SRR FH 35 R R R R B S R G AT AT i (Keller, 2003 ), AT B EEST i
ey, BRIt R Ao ofe Y L B R AE — kS, (T [ SRR A PR T b o e Sl L S e A E
FIAF 3805 T b LA B B AL A AT 55— S SR T 194 DO ot R 57 s, B o 3408
R TC 2R 5 R At e 3 BE R ARG A, T It KL o7, 38 5 FH 78 A I e T B B, R 1
TFHRE T4 4Bk T 0 b

=. BEXmEEFHNE

H AT, EAE E S S IR IR 2 Rl — 20 SO B e 0 R il T
Tl i RS 7 (R 40, AR DG SCERE A /b o i B IR L g iy — 2R e i 8l
AIF 50T ] 2 it L 7 B iy

(— )% 37 %) ] 2 o R 7 e U

ST SCRE L 52 R0 7 B L ST P I G B 7 o LIS, DX [T R AL 7 A T
i, W A E S R w2 T T

Anholt(2005 ) i) [ 22 il 15 45 24 (nation brands index , NBI ) b\ Sz Bl [ 58 50 4 1 B9 75 AN 7 T
Cieie B 1B R SO DTy s ast ™ PR FNES [, DL R BURF G BRER S )l i AT 2 —E R i1y
VG O, BT T AR B T AN [ A TR, 815 8 AT TG A B 8 R OB FE B D
FRTEEZ) #-AT V7 o 25 B B = 1 B 2, 1 e i R Ay e 2R L o ik R b i [ 4 i
R HER AT B9 T, A200SAETF IR X 4R S0 [E K i M e T (A, , ¥5 M pl i 2 B %K
AT, s ik

Fetscherin (2010 ) [ 2 o £ $5 %4 (country brand strength index, CBSI){% A % & [ K |
SCAR R st R ER O — R E L AR B RABUMIG B EE BN AT T 4G
Pl . CBSIS NBIFAR AR 22 5 A6 Tl i i B AN [R] - CBSHH & WGE T80l , 43 53 2k
I ZAE_EIR HA T AN ESAN, I 0120 45 R A Thn AL AL 3, e 45 B R E R
CBSIZM L, % TR B 5, AR CBST R AT —4E B8R A Ak 2% , i = i CBSHE WA ]
15 R b , Fetscherin (2010 ) ¥ K CBSTIA I 1 25 5 15 6] B 4T J3 4% ] I NBIFR B0k A7 L, &30
P AR OC R BCR0.621, AP &7 =0T A 45 R 2 b SRR A OC . 25 7 2Ok TE T I T i
A AR AN PR O ANTR] , LA KRl 5 s 00 5 B S S 2 ) 22 1 . 262 J2 X NBIAICBSIF
ol 5 v ) R S LA

(X577 i/ BB OCIRR B9 1] 5 R0 7 ) 00

DN 577 i/ it R DG 366 P 6 R WL 77, i i DL ) AT 2 S 2 L 1)t % 7 A, DA
AR 7= PR ) FR B 51T o Zeugner-Roth %5 (2008 ) PAY oof1Donthu (2001 ) F A& 1 i L% 7= e Ry
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% 2 NBIFACBSIfIE RELEE

B H NBI CBSI
WRER | ke AT EE EERITA ER
SN XFRA P B A 2R A AN BRI T 4% s L as
BAE ke I i FHAUEER T 1 5E 119 & A7 B — TR
MR | FE TR E R RS U=
i ISR IZ E 7 i SR 55 B ER S 2 SRR TE
iR UiF T EWE R B R HXT A A I R | SEBR SR 12 ) e 2% 00
) SRR B o
NEE = ST
MRS GEI$5 %1 (governance environment index )

WE | BUMNIG | X EEBURE AR, RHAER £ | (LifIFiler, 2007 ) , i i B 7 BEA AR |
PRI | AR AR MOERR NGS5 LIS | IRERE ARMEATE 5 S T IO B A
7 T A 15

FER [ ZEA AT AR LI bR R —

AR ARk RIS P Bt B B
e B S sk S 5 1 SO 3 R

GBI A S B B

Ll , RSN PT RS R IH 2% 5 RO v 3 S ) 1) LI %o A R 5 7 7 S g el s, 45 21 [
Ky i e, HLAARGLFE [ 58 5 LRI L 1B R it RELIRR RN ot P ) R L T TR AR = AR
PappufIQuester(2010 ) 1 IS F2Kf 6 5 b B0 7= o i R R E RIE 4 (O F— 3%
IRIIENG) SO E ZOE 5 OCT— = fh I ENGE ) BN o 2 R[] S S 2R B

X FU 3K P TTUATF 5 B SR A PN 25 1T D B B A i 5 — | JE 75 X0 I A R e R 58
IRAE o LU HE, , FiT# 2 A8 T 2% RO sl R JE — ™ Sl B T R R R TR B KRR, J & )
FEFE R L 540 [ 28 7= i a8 R 2 A9 BX AR ( Zeugner-Roth %, 2008 ) . Yoo fIDonthu (2001 ) %
T Bl G PR G BE () SR I 45 R 2 B ot R R R AR T B I R B — MR A I — &
12, Zeugner-Roth% (2008 )7 FE 37 [ 5 i 08 7= Ao I e 8 A st , V3 X 40 B R A R R VRN Rl R
A RERLIBCARL SR 17T, Aaker (1991 ) FliKeller (1993 ) BRSS9 A DA Sy il LA TEURT 5 RERLEDR AELAEARE A& I
FAEAR 225 — B S IEIF9E 45 5 (Pappus:, 2005, 2007 )t FE HH , b 2 THRN S BB AL 40 ot
ST RPN YERE LT FIRPEH , PappufliQuester (2010 )X F R IR AIE FIE L (BAL)UEAT T
X430 55—, R = A AL HE 22 W E R IE 4 . Pappu Al Quester (2010 ) TA Sk J5 ™ [E B AE .
(] S 7 it B [ 8 )22 T 2% it 11 2% 38 PR B e A ) — Dt ad vk ek S A BPEAS &,
PRT b 2 SO RO T 79 1) R0 G 40 i T I 2 it WL 7 AN A e ¥ A BB 4, LSS 3 OUEE X
FE B i ih 2 . Zeugner-Roth 55 (2008 ) TUPKE 7 UL 1] ZRIE G2 47 43 Hh ok LA by 1 % i L i ™
FAVIG PRI A5 S, A 9 2 U0 FE ST G % 61 8t AL 0 7 5

AL, T O UM E RS ™ R IR , AT LAES 7 R fAT w1 8] 73 - Maheswaran
K H[F 35 (MaheswaranflIChen, 2006 ; Maheswarandg , 2013 ) [E 5 5 % 72 45 i 77 i Y
25 BUSCGE PE VRG BRE 7 I BB N E AE SN RS 5 R ST I
o AHEZ 255 Kk AR VA S AEY) 5t 3R A A 25 45 7 T i il 7 15t R S M iU 7= A
JETE PR B SR T 2 A AR I B A% G TR [ R 04 I T B T — Rl L AR A5 I AR L A AT L
S HIE 2 SN 7 R B AE AL, I AR IR EAR A A 0 o 5 32 o 52 1, X k)

SNEZGFEEHE (FA2EFSH)



G355 2E AT T L A5ONE ) EA5 H BR — 35 AN, Chu (2013 ) 4 Ji 7 [ 2 R A 2 1™
pit 285 R TR A S SR ) 552 M R s DA R 5 R AT = AN TG - T Hu A Wang (2009 )t i — 25 X
A3 T R RN K Ao v R R R RS 9 D6 T 7= b 2 LT P ) T B A 0 A v [l R A
B 5| R i A

(=) KT T it R 7™ v g D 5 R 7 g D0

T R 7 v A R R R A A R R RE A SR B A Sk T 3R BN (E .
Alden5 (1999)$2 H T H1NEN T 2 SCAb 2 0 s (FCCP ) FiAS 4 71 9% SCAb 2 0 1 (LCCP ), if &
JEFRAHE A R S TR SN SCAR R AT T 5 3 SR80 R S A SO SO S 4, DIAREL
A AT SR LA BRI, AEAR DA ST i, AT S rh AT R ST R SO R TR
T E S G sl e E B 2 R R AR 0 5 v L SCAE B IR R AT A P I S
Y, e R ZE 0 E BTN, T4 2% Rets (s Z AR 2 b B SoAb IR HoAth B 2 S fb (fef AR
4520143 HefWang,2017) .

MAZ A B &, Torelli (2013 ) A T 585 MLSE 7™ 1Y SCAGTE R, Rl B2 1 T 3k e
(cultural equity )HE:E: o ELAHE , SCALTE = 245 i RGO 2 SCAR R A FR 2 (cultural symbolism)
Jrts o B R T B 3 SO, At R R 7 rp mT 01 R o R R SCARA R SRR B B A o B A
b AN SRR SO A QR B i, R B2t WL T I K R R R i — 0
Torelli%F NS Il i 71 235 OF i SIS ™ 10 = 2RI : (DX R S L 1AL, 15
B 2 IR 28y SCAR % 5% A 3l S A0 (0L A5 /8 AR 00 22 R 0% 5 A AR T A R 4 B 0 B R 3
(Torelli%,2010) ; (2)7E SCILHIR LS H (R R ARERE , 48 B J2: SRR T AE A SRR A AR AT 58k
ATFIHE T SR AR EAE X 2% (Torellifl Ahluwalia, 2012 ) ; (3 )50 SCAAE & 0 B
TREE T8 002 i 5 R B R 4 PR CREAR 1 Bk R P2 (Swaminathan, 2007 )

M. ERmEFI“HERER

SR S SR, 1 T A L 3 7 [ A e L FE AR i 52 e /R FH (Papadopoulos il
Heslop,2002) . NPT, FHOCAE FHZE S 0] 23 B[R] H AR RFA G T B 50 R AR 0 S EE TR
FVET R a) 7™ fl U AN RINE A RO ELAA R b & R S i) =TT, 1 S0 R i SCIT A A g
KRG P 1 = O R A A o B H 7 SO [R) B AR S T R b R AR ) S P F
AT I RN ZS , ELHETH 2% 2 0 i E ) Hb S B A4 08 38 1 Bl e 15255, 2 th B TS r iy
FE G S 7 (5 — 2 5 ) AR5 v 5 0 B it i A 002 ) SRR v 17 it [l A OGBS, i
T i/ U SR A [ Gt WL (B 2 B ) 5 LIORT LA T ol it R 14 52 10 Ay A0 5 SR A
(R BIFFE I [ IR0 B 55 77 it/ it AURH D IBG 149 [ 8 WL 0% 7 (38 28 5 ) RNl 1 L8 7 v 1Y)
FEl 2 At LT 7 (B =28 8 )

(—)A[A] BRI T B 5 5 AR I S VR A 7R 2 1)

i i Papadopoulos fHeslop (2002 ) A5 X, I Z 5 5% r= 236 AN [R] H FRfE A Se T — [ A
HUTZE & R, LA SR K SE R B T B B %o 122 ] K HAH BR324 7 =X PRk, B —
FIAE T B MGE BVE R B mi 2 0, B E GO0 2 Re g2 i H bR B IARZE A 7 AT R, a0
W2 12 AV AN T $58 AN A, LA Bl 17 i SR 1 A T34 (Kotler Ml Gertner,
2002) SR, BUA 1R 2285k A FR S [ R 3 22491 43 HIr %) £ BE SR R, SR04 I 54
VB S REA T PR 7 SCRITT AT (Olins , 2002 ; Kotler MiGertner, 2002 ) , 2347 I 5% b B ) 28 75 1%
W5 777 (Papadopoulos FilHeslop, 2002 ; MorganZ4 , 2002 ) , o 238 15 Z2 {51 41 24— 26 [ Z fg b [X
Y B D 225 (Gilmore, 2002 ) .

IR AT R B R TR

izl
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FIREE PARXT R = (EAJ5 AT — LR 5 2ok [ 5 i R0 7 280N , BEAS - R A~ H
PR 3 A1 BT PEAL FE 81T . NikolovafliHassan (2013 )WF5E T 18 2% & X 747 18 [ K A4
35 A0 36 B A T AN 1) S5 S M, SR 25 SR AR f 2 AR RE B ), S AR A B U A5 B A AT fig
PE AT AT BE T SRl R A A TR A AT BB AF L Yang 55 (2008 )id it (M) 5 Ar , 11K &
PR ] 1 [T 5 5 0 9 I 2% 8 X L SR R 1) A s ), LA A e 177 3 e i e B S
s L7 ot RO [ 2 o 85 SR S S |, (I G 5 X6 3K P A T Ry s R XA A A 0 1) T ) s R A A
F1e [ 1 45 AR 2 R Y, I 7 25 X AR S e v 1) i R P 17535 82%  Kang FT Y ang (2010) &
B AEAIMA il B A 25 AR e O, i 1 A D P 25 ) 5 IO 2 3 G Tz 7 i A
RIS BEVTAY B S BB A A 0 2 M E /R

Fr ), LowengartfllMenipaz (2001 )RR PEHLAF 5T T 15 Al FEA T B HE AP R 4% 03 ) L R
VERRIR) I o 38 A3 £ /N TR , AT S th S e 4 b R A T BB AR5 B8 19 14000 [ G RRAIE , A4
FNRLE TGS (UM A ARREE K AR ) R L B, AT 1) 285 R il I CEO M iRy A HEN
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Nation Brand Equity: Three Perspectives of
Conceptualization and Integrative Review

He Jiaxun'®, Wu Yi**

(1. Faculty of Economics and Management, East China Normal University, Shanghai 200062, China;
2. School of Economics and Management, Tsinghua University, Beijing 100084, China;
3. Institute for Nation(al) Branding Strategy, East China Normal University, Shanghai 200241, China )

Summary: In recent years, the importance of nation branding has gained increasing notice both
from academia and practitioners. Adapting classical consumer-based brand equity theories to nation
branding research, the brand of a nation would also be regarded as an asset, i.e., nation brand equity (or
“nation equity” for short). However, researches on nation equity still remain limited. This paper
systematically reviews relevant research findings on destination branding, country-of-origin and country
image, and firstly proposes an integrative framework that conceptualizes and differentiates three
perspectives of nation equity: (1 )nation equity originated from overall perception independently about a
particular nation (e.g., its name, symbols, or culture); (2 )nation equity originated from general
perception about products and brands from a particular country; (3 )nation equity embedded in brand
equity of commercial brands. More importantly, this paper illustrates the theoretical definition, level of
conceptualization, specific type of branding strategy, and representative example in practices for each
perspective.

Following the conceptual framework, this paper further illustrates and compares measurement tools
for each perspective. Tools from both academic literature and business reports of industry practitioners
are included. For example, in terms of nation equity originated from overall perception independently
about a particular nation (the first perspective ), we introduce both practitioner tools such as Anholt’s

Nation Brand Index and scales developed by researchers such as Country Brand Strength Index
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(Fetscherin, 2010). In addition, we also discuss the downstream effect of nation equity along with the
three perspectives: (1)nation equity from the first perspective would improve different stakeholders’
evaluations and behaviors toward outputs associated with a country, including encouraging inward
investment, adding value to exports, and attracting tourists and skilled immigrants; (2 )nation equity
from the second perspective would increase consumers’ overall attitude on products or brands from a
country, including actual sales and price premium; (3 )nation equity from the third perspective would
help to establish a unique image for a particular commercial brand in consumers’ minds, so as to
influence their brand evaluation and purchase behaviors.

Built on the integrative review on prior research findings, we finally identify novel opportunities to
study each perspective of nation equity: (1)quantifying nation equity from the first perspective using
online reviews or actual market data; (2 )empirically exploring the reverse effect of nation equity from
the third perspective on that from the second perspective—for example, how a favorable brand-specific
image in a given country (e.g., the emerging digitally-driven brands in China, such as Taobao, Huawei )
can alter evaluations of consumers from foreign countries about the country as a general product origin
(e.g., “made-in-China” image ); (3 )partitioning nation equity from brand equity with a cultural focus,
e.g., revealing the mechanism of how commercial brands can leverage cultural elements to enhance
brand evaluation, developing more precise measurement for particular cultural elements or generally
capturing the connection between cultural elements and the brand’s country origin to facilitate
theoretical exploration.

Key words: nation branding; nation brand equity; country marketing
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