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@ OE: HEHERKRR IR A AR LA IR, AR T R IRS S
AACH KK &, FF LR B30 R A R R B KoY = S Ao IR 549 11061 2 5 AT 23k A B R b 3
R FIES RS R S L SR SV NE E TN ERE LT &
R KR SR A AT Yo R R T LA W3 A AT FARR IR
SRETH R A B BORT S, ol o Kb 2L A& B LK A&
FEH A ERKRFE 2 LA T ALBE B AR, 5 Tl % & B AR F s Bl R AT AR
HAIF O IR A AR AR KR S AR RAATT R G 2738, AL IG S AT AL
S AGE B H AT A B e B AEN IR,

G T R 5L RR s 2L A I A AT

HESES:F270 XEFRIRRE: A XE4HS:1001-4950(2017)03-0079-11

e e et T S ot e e e T S St et St SO

—. 5l

AR, A R EE 3 B BTSN R B B R B I g A, B A M EE L,
T & A S AT A R ENE S R T s b e e, P ENE e R R R A T
AR Z BB X — B AMUE Y T IEA TR AU S b B 9 5 1T AR ey —
MRS BRI 2 T R 52 T I P I E A TR 21254k o B 7™ il D e A5 R RS 9 2
PR RO HE & L T8 20 A0 R M T H OB SE B (Verlegh flSteenkamp, 1999 ; Josiassen
55,2008) , AT S TE 7 i< B ARE, T i B JBCRE AN S5 T A (Oberecker Fll
Diamantopoulos,2011) , 18 G 7™ ek FH W B, BIOGTE I BT SE Y SR A [ 7™ S ik & o1 B ™
#in (BalabanisFllDiamantopoulos, 2004 ) . JUHAE Y Hi T 28K B3 50T IH S A 1R TH ook
i AR B AS EIN 2 T A AT HE AT AT B AR RE S B N B s ok B A

il 1

Wi BH#A:2016-07-10
EEWB:BE A RXAFEEE LAA(71572164) ;) R A Y FALFAFAX #47 B (GDI6YGLOS) ;al sk
KFEEALIZH R B (NFCI6006) 3k % X F A48T & ) A4 F 8 7 B (STF16007)
TEERN 32 Z(1988—), B il sk K F W F R HIL
A R(1967—), %, BT RFEEFEHIE LA FIF;
et A5(1983—), B AT K AR F IR IR, A4 A FIF GRIRAES ),

T B A R[] OB TRk S AR B R R R 57 1]
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H B = (Knight, 1999) , BEEHtb AT A AN PR BT BE AR [ 7= i, T2 K O 4 i 3 4 R
i3 (WangfilYang, 2008 ; SaranF1Kalliny,2012) .

SR, TE 2 HAA DG 2830 7 G A [ 7 S R S L = i I el A T e Bl 2 o b i 2
AORITIE 3R A T 0 2 11 2l TR 1 T B A [0 Al A S 5 i, Ak 32 RO 0
S(<D(consumer ethnocentrism)/( Shimp#ISharma, 1987) . JH % % & 3= )‘4\2) (consumer patriotism )
(Han, 1988) L4 Sl % #%80%  (consumer animosity ) (Klein, 1998) (5T , i HA /D ryak
GERTE R AT 247 B8 B8 FN ) T3 RS ME = i AN S AR B 7™ i (RieflerfllDiamantopoulos,
2009) .

R T RESE X T B A A i T RE AR L i TR AR [ 3k — (R AT A R i

B R B AR B A BE AT T 1B 24 %5 1223, Q05T /801 (Steenkamp, 1990 ) | i i J5 7= 1l
(Zhuangff ,2008) V2 H M E (Kim%5,2002) JH 2845 &5 (SteenkampFilde Jong,2010) 55 . 7E
MHT R IORWIE R T 50T T P e E A L B 25 25 Ak, AR O B A B RN
T s N S PR i A 2 R R E /R (VidaFIReardon, 2008 ; RieflerfliDiamantopoulos,
2009) o 1 Bt F K R 3 S (consumer cosmOpohtanlsm)ﬁEjﬂ REE TR S XA E S Y
(R ELA T T8 2025 X M S e T i A5 E’JT’JM , PR e B b i BT 2 o H B 2
5 [ 2% Tﬁﬁﬁiﬁﬂi?ﬁigﬁﬁt%m%&i B-JF@}UL{Z z T35 ST 2 B AT 2 i ot
(RieflerfDiamantopoulos, 2009 ; Cleveland%,2011a; LimflIPark,2013) . S& T 1lt , A5 3 2Rl
SEH P AR R 32 S, ARG Ak SR B A8 B8 Bt VEFHOC R S5 T I 25aA , 42 ik ok
RAFET5 1], LU REGS PE BRI 5 TN VR AN S B85 SCATH 2 B A T A S A AE A A2, T EL
REfETE S B 7 TN AH DGR AILAL 155 I Al B Ml N B3 R BRI e o [RI B, 35T
[ N IF S 3 190 A6 T 2l T SR T 3 SO — A 45 T R A 1Y DG , A5 I Ay B3 4o X6 3K —
WESHEATAR AT, oA 2R IEAN T 4L R A 2 1 b B 9 8 1 A I S A — A ] e
HBIFSE SR

Z. HEEHURXEEXHTSEU SR

(— ) BEEE L

TH 28t B KA 3 X (consumer cosmopolitanism) 77 A¢“cosmopolitanism”—a] i T 7 i
3, Hi“cosmos” Fl“politis” P i) A= A, A & B Mt 5L, G B B N B, A1 “cosmopolitanism”
HA AR 2Z & (RieflerfllDiamantopoulos, 2009 ; Cleveland %5, 2011a) . tH 5L K [6] 3= X
(cosmopolitanism )X — & T 0 %02 H Merton (1957) 5 A#E£: 2255 (19, F TR A48
R Ml A DX A AMIE , DG E SO PR BR AR BT 9 DI, 2 B R A 23 B A S A O
W (Dye, 1963 ; Jennings, 1967 ; RieflerfllDiamantopoulos , 2009 ; Westjohnf{IMagnusson, 2011) .

[{)3], Gouldner (1957) i it T {H F R 3 SRS, P Haz F FAHZUE B I T RUR R &

© 19 F R0 32 SOR R 5038 TR (0 56T 3K A0 T 7= Tl A% [ 77 2 A5 1A 24 L R 75 T 42 1) —F1 {5 & (Shimp Al Sharma,
1987) o FLAT B rts 32 SCHYTH 2 2058 W A W SE A 7 i 2o B 3 A [ 28 L 22 Rl M Rl , DRI TR R SE A 7= PO T A A — TS AA 24
B RIE 94T N (ShimpAISharma, 1987 ; Sharma®:, 1995)

@ W e 2 1 T SRS I e Dt HL T A [ 5 4 B AL (K lein I Ettenson , 1999) i i 1] T P A [ 7 5 i £ 41 [ 7 & (Han,
1988).

@ THTH RO RAR I P ST E R Z 0¥ Zeal AR & A (A2 (ORI D S ST = A 3 e I R 0 (Klein¥ , 1998) , X At
AL ST ST TR (R R A

@ S WA I I P th TR 32 Sk 04 2 7 2l T o A/ B HG ™ i VB A 25 8 A i 1) 155 . (Jaffe flINebenzahl, 2006) , fHK
HBAMIF ST I SE AN T B 3t SR IR] 32 TR TV 8% 6 A1 ] K ™= it 1 1 1] &5 B (RieflerfllDiamantopoulos, 2009 ; Cleveland4%,2011a;
Riefler®:,2012),

® SRR , [ T 1 A X — e S A T RIS E T

SNE 23 5 L (F 395 % 3H)



SR R O B ) — R TR E A B RB AR D TR 2 R A 2L R BT (Riefler Al
Diamantopoulos,2009) , i] WLEA H F K [R] 3= SCREET Y R 5 [Rl A2 Mt (Gouldner, 1958) .
T K] 3 SO B BT 7 R AR AT P 2 [ 3 T AR AR
FEALE L, ATTESE [ O )@ TR A 1.0 RS (Baldry, 1965) o 7] WL, BAT tHFEK R 3 g4
R4 X A4 2L B A /Mii: (Merton, 1957 ; Gouldner, 1958 ) , X SCAL AR i 78 B FFch:,
I AT B8 1) XU I %) iE J1 (Earle FCvetkovich, 1997) IR, bk T 81z F Tk 224 Fn4l 2140
W2 AN, AR 3 SGX — S gk ) vz 2 H R8T (JainflEtgar, 1977 ; Rogers, 2004) ({5 B
P (Gatignon%, 1989 ; Helsen%5 , 1993 ) £ 1474 (Grimes f1Berger, 1970 ; Robertson f1Wind,
1983)§§ﬁﬁ§§€ﬁﬁ§,FﬂH¢ﬂ1¥§ﬁéi§%?}§ﬂqﬂ:ﬁﬁ*%éigkjtikiﬁﬁi(I{annerz,1990),E§§§%§;§i§fﬁ
T I 5 4548 3 S )73 (Holt, 1997) %
1E H TR ORI 3= S — Sz T |2z MR A SO AR I R | ATH BB AT o it
58 AT X — 7] JUAR A5 B ME L 2 o /B Robertson fllKennedy (1968 ) . Gatignonas (1989) LA K&
Helsen%5 (1993) BIF7E 24170 et K [R] 3 SCAE T 578 B S it iz L SR ik Se 7 5% -4 2R
FET LU 9888 B A HEF R R 32 SOl i — 20 B SCIERAR B B Bt R TR] 32 SUVE R —A~
M T 2 BAT R 22 2 I s AR 93 & b S 0% 0T LLE ) %2 Cannon Y oon I
Yaprak Ui 75 A1 BA i F 5T - Cannon A Y aprak (1993 ) 1 Je b ALK [m] 32 SCH AT 2% 35 09 e g P
S| ATH T & 1T It 5 40l (RieflerfllDiamantopoulos, 2009)®o Wi, Yoon%ﬁ( 1996 ) 3 T3 [
ﬁﬁ%%?fﬁfﬁiﬁ%tﬂiri?fj%TX¢ﬁﬁ%§?§E@ﬂi9?jiﬁﬂﬁiﬁiﬁﬁﬁﬂiiiE((TY)AYTiﬁi%§y@oii——WW§i7?%§
4z FH R A AT BA Y Je 229 24 (Cannon Al Yaprak , 2001) o IAh , Al AT TR x5 TR 3 X
TEAR ST 5T W22 5 T THRIT (Yoon, 1998) , A i 3% 35 B b T S B A5 K [R] 32
SCRER AT R S22 b SCAIE 55 AN [R) T A& A= A8 A ) (Cannon T Y aprak , 2002) .
R4 Cannon . Y oon Y aprak T 7 A1 A 5K [l = ST B B A7 A ) — it A T
T EA ARG, SR T st kA 2 A AT T 9T R E 20 v o 2t KT I)‘(ii—ﬁﬁﬁ@ RIS N
XPIH B R R 32 SGHATRE I B, JUHSE AT 30 45 0L T 25 ks, i A e
FILEAST K, NIMAERORRRE BRI T X Se o8 iR AR 2= B R 5 ) .
RieflerfliDiamantopoulos (2009 ) W48 5e 44 11 2% 25t B K ] 32 SO — AN Sr TE 9 5 AT
KR TR T TR R AT R T 2% T K ] 3 SO 23 B THil
PRV, XAk i IR 55 1) Z2 e AR RERR LA, O FLRB RS AETH 2% m) W Ak B Sk PR
il R SR AN 20k B A R E 2 19 7 i AR 55 (RieflerfiDiamantopoulos, 2009) .
(W&
FH AR MR S w0, AT T 5K W] 32 SO 9 35 38 5 AT = TR B R < ARk
P JREL Zou b S 11 5L 2% (Riefler Al Diamantopoulos, 2009 ; Rieflerds, 2012) .
1. AR TFF T AR FF O (open-mindedness ) 248 1H 2% & %o HAD [ 5 N H SO AN F7 i L
© & “cosmopolitanism™— il # | 123z FH F 41 &% (BRI R NS 2E G4 AR S A IR 0T 35 817 24 7T Al
“consumer cosmopolitanism”iX — &I AR, EIMAWSE FEITIH BT FHRUA , RETRILAF KR T FZARTIYIG e i
FK A 3 X7 (consumer cosmopolitanism ) AIFFE K
@ R4 RieflerfliDiamantopoulos (2009 ) 7E X4 2 # th K W] 3 XA 2534 33 H48 Hi & Cannon flTY aprak (1993 ) fe g H FLK [ 32 U5 A
THPFAT RIS , {H i1 T Cannon Y aprak (5T HU2 25 WG SC, HRTEWI T L AFF &R, MBI BRI AT 12 He52 6T
Cannon 1Y aprak 5% , 2 Ji.Cannon H M and Yaprak A.(1993). Toward a theory of cross-national segmentation. In Annual meeting of the
Academy of International Business.
® CYMYCHER T R RAZ AT L 28 19944F , CannonIT7ERF T I A TE— R & BGE ST T CYMY CHERR (BRI RAEF AT L
N IF %4 .2 M.Cannon H M, Yoon S J,McGowan L and Yaprak A.(1994). In search of the global consumer. In Annual meeting of the Academy of

International Business .
@ BPFf-oR IE 20Kt consumer cosmopolitanism g — Nl ST A & #EF TIFST

T B At FOK ] SR I Bk S AR B R R T ]
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HA A R IFHCE (Rieflerd, 2012) , I 2 i) Hofh [ S 8OO FA= 2] (Saran K alliny
2012) o AT L, FA AR SRR b 0 A 58 B SCAE AT ANl DL R S, A AT Rl — 44 B
At R 3 SCATE B o RITT , RECREF et T LARRA T 9l 2t SRR T 3 SCRY i R R o

2. JIKH Z ootk ik B £ oAk (diversity appreciation ) J& 48 TH 2% & BES IR B 2 ER1L S = T
K B AN I 58 B SCAR Y 7 i A IR 55 I U Z2 e/ AN 22 54k (Rieflerss , 2012) . — HIH 944
LA EETF I , ATt vl AR 43k R 45 10 Z2 oo Ak R RIS IR B RS X Fh 2 otk
(Riefler®, 2012) , 3211 9 4 AR R) 32 SO BRI RUTT , TR BE 22 oAb vl AR TS 2%
KR 32 R BRI

3. B5 1 FLE B 151 BLIH 3% (consumption transcending borders ) & 486 TH %% 4 J& 2 4 Sk H
THFHA E A 7= S AR 55 (Rieflerds, 2012) o HA R 3 SCAYG TS 9 0 5 HoAA BRI
] (Cleveland§,2011a) , I 40 A tEF MM, A4 10 FE R B2 90 A S0k B LA 1) 52 A 7 i
(Cleveland,2011b) o R, #2510 8 9% 0T AR A 9% 25 th S K I) 8 S0 Jis SR ot o 25 L T
R P R R 3 SRR SRR TR

| T PN DY |

e

| ommEMe || REmE || BAAER |

BoRLIEIR : RieflerfllDiamantopoulos (2009 ) LA & Rieflerds (2012) .
1 HHEFHREKEE B SER

=, HBEEUAKRENHEERNE

TEWIRA 1 2 5K R) 32 At v A S R B 2 S, A o3 2% 2t K W) 32 Gtk Ay
DR R RS —

(—) R CYMYCi

WIHTFTIA , Cannon . Y oonFl1Y aprakfiff 5 A1 BA e - 1 & 138 F 1 9 5 A7 R 2a itk i A
KA E LR (CYMYCHREE) AEIZZ @I R TR A 5 e i AR R 32 4
S RUAS AT, 433 ok i 5 &R (world-mindedness ) (498130 )\ ZMBiiP4: (outward orientation )
(44~8m) | ABREX & (interpersonal connectedness ) (2/~@1300) A1 SC Ak 1) BABTF Al H: (cultural
open-mindedness) (27~ ) (YoonZ%,1996) o S ARIX F o3 A5 i AF A — SR i 2 Ak, i Bt &
TS b A AR B PR DR A 2 S AR A SO DRI At 7] SO 36 S BRI 3404 7 28T
92, 43 Mt 4k (cosmopolitan ) FlIA 44k (local ) BN ZE L, 3143551 LA SAS 174 A8 f ) i
(YoonZ%,1996) o )& , fi TS it — X A HERE Al 43, A S R R 35 X (cosmopolitanism )
AH X ) 2 B Bt 32 X (parochialism) , i 54 4 32 X (localism ) AH X i [ 2 42 Bk 32 X
(globalism) , FH LK Y oon5: (1996) A 1 3¢ 4 Ryt LR IA] 32 ovs B 32 SO FeAs + 32 vs. 4>
BR S SCPASEBAY, I AL SAS BRI i (Cannon il Yaprak, 2001 ) o 3X—43 28 T AR AEAAT]
B 55— 57 Hh 45 2R (Cannon Y aprak , 2002 ) o Bk T Hi 28 B X 43 J5 1541, Yoon (1998 ) ifs

SNE 23 5 L (F 395 % 3H)



Xof S [ R [ A9 2 AT T LUERIFY , DA TR 2SO AR s Sl T 2% 3 BT J2 908 4
AR AR5 T A m] 32 SO AR B, in A A4 SCSCAR s ey 36 BN 9% 8 it R
Ivi) = S0 = 22 3 4/ ) B AR DRGNP A48 B 114 R

JX4E Cannon . Y oon 1Y aprak i 53 14 BA e SE7E T 28 451 7R 4 Ut tH K [R) 32 SCilEA T 1T 4
FERI 3, IETT k3l T 28 AT N AR ST T CYMY C it 38, (L2 flu 1T %y 4 13 3 3 R
T AFAE I B AR 2 Ab , AnfECYMY CiE R 5 2 T AT FA 38 43 PR 2 I AL
[ 3 Y (WestjohnFflIMagnusson, 2011) , H. i F 1A BRI XTE 2 4 5K R 38 SO —#y &t
1358 SL, IR 0 PN 25303 52 31 BR ] (Riefler Ml Diamantopoulos, 2009) . A 1fif , LCYMY C
FEIHE 9 o 2 AR IR] 32 SR ER PR B R (AR B M, iz i R dme ) R UG8, T
AT L AT &R, IV BT R 2= R8s A rT fZis .

(=) AL A I COSHE R

Clevelandff 53 A BA U A SCAC AR A T & T 8T T 2 5 A K TR 3 B R (COSE ) .
Cleveland MlLaroche (2007) fEAF 5T BRI 2 # SCHIE M 1 (acculturation to global consumer
culture) TGN 5 HE SR ) 3 SR A 4 BRI 2 SCALIE PR S R 22— Ak T
[7] 3 SRR 27 T AU SCAb ik, AR T 50k A A SO i A 3= JF A 288 F DR T
FofthSefb 2z rb oo T RERE XS T % thE LR R] 32 SCHEA T o, T 3 T s R S E PR T
134N 1) COS R (ClevelandFlLaroche , 2007) , ¥ 32 L7 Cleveland 5t A K95 SEWF 58
Tl R L 0 A B 5 e SCAR S S, A g R = H LT 2 EL ARSI 5T
(Cleveland%,2011a) LA S TR S04 5F A I A it 6 1] | B RE A /D 9%
F 19 E AT (Cleveland%s, 2009 ; Cleveland5%,2011b) .

SRS Ik S 5 [ LT B R T COS /e e HoA B iy SCAbad vk , (HJ2 COS it R Ao J2 4
TR 32 A BRI 3% 5 SCAGE REPE ) — 4 T B 4E B2 T & ok iy, FL i =22 A SCAb
AT, 5 9 AT 2 R i i B AR A — 2 B9 22 5% (Rieflerds,2012) . H
Cleveland A1 A Y RS 5% AR R TH 2% 25 LR R 32 A AZ OBFE0 G & T TRV T
W 5 A B A A WR (Cleveland®%,2011a) | %A ] (Cleveland4,2011b) 4 25 %
R H 32 SCRIMEY) 3 X (Cleveland &, 2009) %3141 R FEIF 5T, XL AHAHCOS R I AP H AL
W& ) 2 R A

(=)t : COSMOSCALE 3% . C-COSMO#: %

R T RANE B BRI 3 SO A AN /2, X Cannon Y oon MY aprakiff 5% [41 BA
CYMY Cit 3 [l & 572 M A Cleveland W 5% 141 A COS £ 4 1) I 2 fh 7 SC A S P A 7 i35
SaranfilKalliny (2012) LA K Rieflerds (2012) B34 T 1A £ 955920, AT EE X0 AR [F] 32 SOk
FER TR REER 5 2 A 1R X 98 R R 32 SGX— & 9%, IFF & 1 B4
HH S A AR R = R

SaranfllKalliny (2012) & J6 3 T 2 E S 5197 5 TR T35 A
25 H T 9% EE B BB EA T SEUE R I, e ZRAS T — A R 6 I AR ] 3 R

@ JIrvE 4Bk 5 SO W P | 187 7 2 RIASACTE 4 AT BRI G T 50T Anfal RICHIR L REANAT R ARl A BRI 3% S04k (Cleveland Fl
Laroche,2007) o

@ ClevelandFlLaroche (2007) 1A K 2Bk iH 244 SCAAE MV IEAT ASANERE , 43050 Rt K [ 32 3 (cosmopolitanism ) | “ %28 T E /A Rl Y
BTG ) (exposure to marketing activities of MNC’s) ,“ %% T/fi 1 #%15” (exposure to/use of the English language) \“#1: 4338 ., (45 AT B
R fi#ME N (social interactions, including travel ,migration, and contacts with foreigners) ,“Z:#% T4 ER//ME K ARFE L (global/foreign mass
media exposure) “X RERIH 28 H SO M BB #7205 (openness to and desire to emulate global consumer culture)

®) ClevelandFllLaroche (2007 ) 7E [l — STk H X6 55 ZAMREAR AFST SORFBUTARIZE 114>,

@ HorP o BG B PG HF EORE e 22 BRI AN R R W T 2

T B At FOK ] SR I Bk S AR B R R T ]
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(COSMOSCALE &%) .S COSMOSCALE R R iE M T HAMER I, i E R FEFEHIELT]
SO B E T BTSSR 2 BT T RS TR 3 T

XA e FERIeflerds (2012) ST A3 T 5k 4b . 40T FTid , RieflerflDiamantopoulos
(2009 ) B K3 2 35 K] 32 U — ANl ST BT B B AT 2 h &, e b AT T8 R
0 IR A 5 78 AR S A o ZE L JEAiE I, Rieflers (2012) #E— 25 X6 B tH KT 38 SOk
177 A B AR — AN = AR (BRI kB 2 oAb RS i 508 9 il Sr 44
&L I T BRI T8 R T 45 4 B X B 4 R e 1 240 S ()3 2 3t Bk m] 32 a3k
(C-COSMOH# ) 4 5k LM R —FE, C-COSMOWETETH 28 4 17 M TG N T & %
F) AL R — — > BB 2 BT T B 30 2 3 W S e 7 5 B e, PR e 0 2
T BT ST T 5 R X P R R e

FEXT PRI Bt IR 3 S 4 B R o B it A T THL AL

R1 HBBHAKRENNEEINSTRER

B gE AEAA W EEE REME ERNE s ;’ﬁ‘_f@
cvmye” g BT S ovoon 1o0e g TUTEEE s
TR X
X N Cleveland o AEERNPERHE
CoS g KR E X 13 FlLaroche 20074 MEER S [ {6 5555
)
Py
COSMO o mkFEL 6 M 0 kW MRAREX BB
SCALE Kalliny fiirl
SRR B 4 -
C.COSMO  HE REETAL 4 Rieflers  20124F  sugpf] HOHIAR

BELA B 4 CERL
VORI % # L

m, HHEEHAKEREXHERAXER

P BT AT 0, 00 S AT o S PSSR 0 T SR ) 3 kAT e SORITN B A ST 0F A 22
PRl 0 I B SRR ) 32 AR 22 05 T FARIE I — BRI B IR FEIE T 24 e
Xof AR e ) Y5 AR 75 Y SR 5 D T (AR LT PR S S SRAFAE I RITSE A 22 L

(—)TH B A AR TR] 3 SR A

TETH B T BRI 32 SCR TR 7 1, 3 P 225G T T 3 i N D GE T2 Rk P
FY ARSI T T, T 2 T RORTR] 3 AR R SR O OCAR , BB SRR A 1S I T 9 A
R[] 32 U8 A% (Cleveland %5, 2009 ; Rieflers, 2012) s PRI T T, 14 2% & H A K F 32
SCHWARIEFIEIE R, BIBEE B RIE IS, T 2 T 5 R IR] 32 2 B 3R 8 % (Cleveland
85,2009 s TESZ ZUH FREE DT I, I 98 AR £ X S 2 M ERE R IEAHC KR, RIS Z 2

O R RN TF R R T P81 SO T, (E oA BIT A B I 1 T 2 e W SE PSR o At o 0 B R A TR Rl
@ B H A A BT T A2 W SE [RIRE (A< L™ 51 (always buying the same local products becomes boring over time ) s A F H!
T P G SEDRSAT TG T LA e SR U AT A T B A A F) 0 RS

® BARZEREILT2BOE3C, (BR N T RS RAS BRI PR IES B, AL LI R R LT A TF R AT 192 AR PR

SNE 23 5 L (F 395 % 3H)



?5%%E§E@%%E§,?ﬁ%%?%ﬂi??jiﬁﬂﬁiﬁiééigﬁiE@iﬁ?@(Cﬂevdand§§;2009;Rieﬂerg?,2012);%Eﬁt
7T, M T B L 5P AR B o 25 K 9 e iR 3 3 (ClevelandZ,2009) ,

AN ST IRZR B, i 9% 35 0T A0 28 D7y AR 6 B DX A 25 X0 9 35 B i K ] 32 S0 A v
M, A A28 T 3G, T8 B R AR R 3 SR B T 35 (Rieflerds: , 2012) , HLITHTIH 9%
AR ) 32 AR T £ A 33 (Rieflerss , 2012) .

() 2 SRR R] 32 SR e 2R

15 0 T 2 T B o R JR] 3 Y R 4R BT (Riefler#l1Diamantopoulos, 2009 ;
Rieflerd,2012) , PRI 2 5t A [R] 32 SO T HE F S S 08 2 X000 2 3 A WA SE D s 7 A= 52
Wi QT PR, T 2 H SR R[] 3 Sl AR B RAS A i SMBVERRAE | BRI AR AT REAS 1F 7] 52
M 4 BT 3 6T 47T 7= i ot R Py ) S 7 R (Holt, 1998 ; Riefler, 2012) , FF 8 5 52 T4 2 4 1) 352
FRIESEAT M (actual purchasing behavior) (Rieflerds,2012) . [a]if, i1 F BA tH FL K TR 32 LAY
PeF SR HA TR, BB RS ] HoAt SR B AR 27 > (SaranfiIKalliny , 2012) , PRI 2%
TR A PR T IR 20 T (Riefler,2012; LimFilPark, 2013 ) , SETTRA0A 194
?%E@ﬂ@%@ﬁiﬁgoﬁ%ﬁF,Hﬂ3:fi¥§ﬁi??jiﬁﬂjiﬁ(ﬂ@Yﬁ?%?§X¢jiﬁt§5ffﬁi¥§}Fﬁiﬂtﬁ?ﬁsﬁ?ﬁk?ﬁé@iﬁ
Ak, PR JXUBS: Bkt (risk aversion ) A9 1] BB BEAIG (Riefler®s, 2012) , AT A Brst ﬂ@ﬁi@'@@{ﬁﬁ
fik (Rieflers,2012)

IEAN R A BRI 2 2 X0l 25 B AR M, T 2% 8 THE S K ) = SO 38 A T 2l 3 %o — et
PRl B H = S ) W) 25 B (Cleveland 4, 2009 ; Riefler flDiamantopoulos, 2009 ; Cleveland 4%,
2011a; LimHIPark,2013) , PRI TTAR 23060 7H 22 BCo BN A= 52, 0 EAT T SRR TR] 32 SCRE
P i TR BB TR, BROE AT BEX R B AN 7 e B IR B9 PE A (Holt, 19985
RieflerfiDiamantopoulos,2009) , X 23 i#E— 2552 M i 2 5 0 W S 25 SR AN S BRI S A 7R o 25 L B
R AR R 3 R EH OC R E 2R

_____________

Tyl ’/[}é%%é%&_[_;@%% 7
z R L
L)

e |j> [ { mxam |
R [ mmme | Amwmes | |
: H i H X : > NI T- 4

B2 HHEEHFREENHERAXRE
H. RKARFE
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1 E SR RIS T 5 A W S e 55 0 TR A b A 30 2 14 728 DA R 3 o R At A /g DAt A AR R BT B0 T R O 72 it AR R 55 1) 16
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FRPERE S G | R R AR S SR A T T, A S i Bt AR ] 32 Sy e R 2 )
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PE (Riefler®, 2012) (74 9% # AT (Riefler®:,2012; Lim flPark,2013) 7= i ¥F4r (Holt, 1998 ;
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Consumer Cosmopolitanism: A Literature Review and
Future Research Directions

Guo Gongxing', Zhou Xing', Tu Hongwei’

(1. School of Business, Shantou University, Shantou 515063, China;2. School of Management, Xiamen
University, Xiamen 361005, China;3. College of Tourism, Fujian Normal University, Fuzhou 350108, China)

Abstract: Consumer cosmopolitanism refers to the consumers’ openness in terms of thought,
appreciation attitudes towards the diversification of global products & services, and the tendency of
willingness to accept products & services from different countries. With accelerated globalization,
especially with the fact that young generations are becoming the dominant consuming force, consumers’
values have changed deeply, and the impact of consumer cosmopolitanism on cross-cultural consumer
behavior is also becoming more and more significant. Extant cross-cultural consumer behavior research,
however, mainly focuses on consumers’ conservative attitudes towards foreign products, such as
consumer ethnocentrism, consumer patriotism and consumer animosity. Consumer cosmopolitanism,
which is beyond the constraints of communities and cultures, provides a new approach to explain
increasingly frequent transnational consumption behavior of consumers. This paper systematically
reviews the relevant studies on consumer cosmopolitanism, to contribute to further more comprehensive
and in-depth research on cross-cultural consumer behavior.

Key words: consumer cosmopolitanism; consumer ethnocentrism; consumer animosity; cross-

cultural consumer behavior ] _
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