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AR, BEEICTAE BEAR M I, B IEAE ERIE S 45k, Wunderman 4551 4%
FEE S FIANWIIR S T B R IS SRR G A AL R WER A H TR B4 HIMCN (multi-
channel network ) #5185 £ W 21 IE 7E 38 & A2 L\ A N 45 (professional generated content,
PGC), fEM i AR H, i i L (brand meaning ) 1E H 5 U i JEE 7 i R AR P S5 e i
MRS, A B AR AR S SR B0 S R 8 K i) — B D8 2RI o i U 7 S
A (Merrilees%5,2016 ) , 5 i WU 7 (81225 i R AN [R] R SC 32 2 A1 280 it LU
2 HIRRAE [R] /8 (Merrilees 55, 2016 ) o i UL SCTE i JAURITIE 9 38 22 [R) 45 L B B I IE R L T 9%
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B Z T LA FREE () R 2 60 A O B, FFASIE: BRI Ay ol R IT A R i, s R Ay it R A 2R
R SL (AdISF, 2015) S FEARGE T BT, il i 2k« b e 57 T LATE Bl i R DX o 32 57 5
i (Keller, 2013 ), i st SO EZEVE TR M B H R o MZERC AR A 1 Ak a4
K WAL BB AS AR R Ry T AR B AL T BRI A A8, B AR 7 T b i 48 1 B 5
Pk WIVE RN 24 PR, o R SCVE R L S50 9 3 2 IRl 0 e Ay L BV 40 1 i ok
(Tierneya, 2016 ) 5 e fil AN — ™ S 5l IR 55, B2 — 2R 00 RR A9 2 W) R o BT 5 JB R0
H BRI, 5 SE PR A N B AR G 2 2 R R0 G R AR, RS L N5 A 1A
5 SR FRORe B 22 b fel << R SO X — ARE (H R TR SO AR G 2 B R, R L
IEAE R — N NI SR — IR S o B S ELA S IS B S e A e, 3 R
PO TR SR 256 15 AN 3 (Singh Gaurd:,2011), 545155405 (Chandlerf1Vargo,
2011), B TR FE LUS AT AT A7 2635 (Tierney 4%, 2016 ) o[]S , AMAA 2 9l 3l
G 8 e E i S5 ER E SR B R EE A O R SCRIEER (Allen®s,2008) o & X
PR AR AR Rl it R SR — ISR M A B SR Sl N AR SRR rh 28
et Y < it L S — 1], L2 B R 200 b 2 Pk A PR TRR AR DGR REATS SR 3 A ANt
Rt E P A 2 R B AR ok T A B R SIS 2228 B A SR R ISR
AN By P S A ot AR P AR I B 1 A P et LR SOAH S B 9 T I A R A A T B
(Tierney%,2016).,

{815 2, iR SCIEZ A N — BRI A RE S B — 24 A B B A AR (HRAT B S
FROGT vt RELASE SCI DA IR 8 R 22 58 23 AR, D HR BT X — 4B I B2 1 i R SORE G
BUBATIIR AL T~ I 430 AR AR AT S8 T 1 AR SR 4BL 5T it R SR N R, B R - A
B2 00 R SO 9 U , DAY o SCHis PR B8 5 B - sth PR R S, FE B A 5 A
P S e ) 37 A AL TR AT 2, A S0 i A PR AR AR B T B 7R

Z. mEEXHRNE

R T T b A B R SR K, I 12 R SO AT 4 B Tl AR SO b R S
I 1 Y528 -5 P A PR ) B VPR 4 A L L S PN o

(— ) iR S DT i AR

2B A IR SR I B AN L Bl M SRR R TR R T 2R R SR

1. FE A 2 1 4 SRR A A it R S

FHH S B S DI RZ T A B A & B R S i U 2 5 R S 554
ffi 2 (O Reilly fKerrigan, 2013) , F il & BE % Ik 55 35 (S-D)Z 5 0y B, 5 B A (] 2
S JRAMARAE A CE L (Berthon, 2009 )T £ B A A 53R , (ELIX R 246 % A A1 8%
WA FEIC TS N o — 7 A2, IR SCRIERAMR LR K, R SR T 9 8 AR
H i B LAY G T i MR AR Y 52 95 R 2% (Batra , 2019) , E 48 2 icie & 5 JE LA Z
[B] f).C0 BB & (TarnovskayafliBiedenbach, 2018 ) . /i R SC AT IR & ik o — R Y FEARE R 1Y)
A, FEALFE SR 0IE UG ARPERHE (Batey , 2008 ) o X Fft 5 B SO S 487 T I8 2% 5 Mk
) it L SR A, BT B DA R TR A (Wilson S, 2014 ) 3 5 X il EEAR L 2K 1
YU A2 B2, 7E U H I A 2R AR I £ 41T 51 HE S R A9 S (Berthon%%,2009 ) .
Wit 5 T 0 2 A VA W ik 380 3 e U, O AR i 15 15 R R o b B DG AT L, ol W S i R e
(Wilson%¥,2014)
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FETTAARJZ T A SR A B i O ST — E R RS 1 R S A TR R A R
A, T AR SR DA SIS AR AL T B A EA, (EL T 5 LA, AL,
AT B B A BEA 5 BB A R S, R 22 1 i RO S )32z SCAR B, ey %5 i 2 A
KERY 2 P2, PRI — IR 2R B R SO

2. TR Z T A SO A il R

5 SRR A2 T ) it AR RI AN ], — 2 2 R B 1 R SCRY IS S, T 2 A R A i

(O’ReillyfiKerrigan,2013) . & X Fifi 5 B A AU 4EERS (#h 23 A8 Ak | SCAL PRI 1% 722 ki v A2
(Hollenbeck%¥,2008 ) , 5412 M HE HH DR )32 A 44 23 1T 1) SCAR LA o ke S il B
(Gilbreath,2019).

AR 2 THT A SCAEAR AR Hh A, it SO SCAR RIS i XU 52 ), J2 SCAR A 1) 7= ) (AL
Mutawa, 2013 ) BRI} 05 76 J BBl SCA 4005 78 2 35 AH DG I 22 5, -l )5 R v R g
XL R B AT A 7= v (TarnovskayaflIBiedenbach, 2018 ) o 1M %% & U4 e AN 198 6 o

R S, AR AT B A AE & SCAb I BE (Torelli%h, 2012) o i R FYH 28 3l G 5846t

T ER AR 0] 4500 Bl X 25 2 Y (TarnovskayafliBiedenbach, 2018 ), A SCHt 54733 & i i as SC2g
AR, T 5 DU ok S B SUIR A R T Wt R 35 ) S 8 T L o 4 T KR BRI LAt — S
Iz 32 W B R SR R4 (AN, 38 S i 8 1 2R Sk ) SR A ) S B E—
2, SR X AR B SR SN, P51 AR A2 R ) BRI 53 T B
B SIEAZ T REEST [RIAE P 5 SRR DA R A A B0 2 3 B I, Sl 2 2 3 DL S I 2 L g i
AR B I AN SR B 37 R B, TR 38 A D HUR AR i B 2 S, DAk [ O a2
SCARIRAE (Torelli%, 2012).

FEF AR 2 T SCAE AR A 0 A R U T A RAE 7 T A R SRR T, SR 7T, 3 26 SRk L
IR T 2 5 38 22 (8] A AE AR FH o] B 25 B[R] A4 A% 10 % JR , I AT RE ™ A5 22 il AL
A I S R S e B B R B A, X e 0 AT R A3 B0 ot i ST AR P 2
LU R REMA , T 2 35 B DG T 1 28—t LR 2R AU RIS SRR T, T A S 3 ] 532 v & e
T SR LG [R] (R AR o PRI, — e B 1 O R 3 R B Bl , it 22 AR L Sl i s R
PRV R S

3. BT 2 ERZ M MAFS B8 3 S R X

MZ FARIZHFFS B8l £ LM A, fEE LR 25 55 Z W E 338 i
i A 25 R (Vallaster A1 Von Wallpach,2013) , /248 i Tt i i R w3 IR 1 5 ps
B AR RIS DT 75 A P8 15 B AT B (Tierney 2, 2016 ) o 3X FboL A AR 15 i b 2 SCREAS 324l
A ¥l (SaleemMlIglesias,2016; CovaflParanque,2016), A 9% 14 9% & ¥ sh w32 %%
(Gaustad%,2018) Mz , ©JeAE2: 7 (Von Wallpach%:,2017) . £ 77 1 ( Berthons , 2009 ) L
K245 53 2 0 H s A 45 A (Hatch flSchultz, 2010 ) o A{LANIE , 386 H ZhAS ELE AN
ATF Y, TS 22 B A2 24 Y (Kjellberg fllHelgesson , 2007 ) , F i AAH EARKATH) AHSC ) R Bh 25
R, IX B AR A T U BN EE S (Vargods,2015).

TESE B, i R T T e TRRA ) R S, Al ) R I Bl AR 0 T DL R AT YA
(TarnovskayafiBiedenbach,2018 ). 74 9% # fift 13275 A5 4 PRAL 3K 19 i i 2 X (TarnovskayaFll
Biedenbach, 2018 ) {H $% #5 if “4 525 SO 54 N AR TR0 Z [A] 0% R 42290 & sl AR b 2
% (BelboulafllAckermann, 2019 ) o e 2%, i 7 FH 28 5 il AL s R b 9L 2 B3 45X
SRR 1) i R SRR T B b i SR B (TarnovskayafilBiedenbach, 2018 ) o i i 2 S
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S 125 Z AHFEERY S AN 2% S M3 1Y (Al-Mutawa, 2013 ) , 33X fifi A5t U SUSCh
— ] S R A B, R At R SO AR TR <SS SO A 22 5 3 i< B
SN AT HE AR 1T R MR SR TE A LD, D B AR E B D RIS
WG Eh A AR GE P Y i R SR i AR R T & A9 24l (Rosenthal MIBrito, 2017) .

ST BIRIIHTAT AR S )2 R SCRAR RV 5, MR BEAR 22 20k = A 2T
X it R SO LT Z R (S WL 1) o it W 28 SR T2 T TR A, 2 A= Tl S
AR 474y , BE RN [) F2 A i Ak 2 iR A T T T it ) — Tl A 118 A BB 5 ) 1 S
PN IBL N

SEBER | mmm i gy gy EEE ||
ﬁ IHEH

= ; M| e

BHEE || ﬁéﬁu | g TR e
\ IR BB oo

AMERE || BRI X | preearerel SRR B L

Bl mhEEXAERE

() b R SO AR S & B ) LA

R T R 20 e B i R SO R, AR B SRER  RE R SC  BIEARL (brand association )
i 4 (brand image ) . it 8 HU3] (brand identity ) | & iS4k (brand culture ) A1 -~ 14: (brand
personality )3 JLANFH A HEF T HERT

1. fb R 5 il AR

i DR AR 5102 A BT SR IR AR ) AR BT 5 L5 T R T e L
(Keller, 2013 ) o— i UICAEL ) DL IAHN S ] BB 23 32 B1EA2 At il RELEDR AL 52 o it RELEBR AL
Z B — e TR 20 BER J17, B B 24 2 KRR T i HoA 3R R AR
SIRAR AR RAE (Keller, 2013 ) o 11 i WL S —AFr AR R FLAI A T 9% 2800 H b il RELIEG
RT3 M 45 (Batra, 2019 ) o R, b B SOR TR T3 200174 s LI AR, B4 o R IR AELIE: o i . S
TE ) BB IEH (Merrilees?,2016).

2. iR SRS

UL G R TR A B A S AE T b FEAE S 0t b e B B I PERRAE , B AR T
O ARG R T B X i LA AR 55 9A R (Chinomona, 2016 ) o 4k 23 5 TR R RO 98 7= e 1 &
RIS Y 4, E T 250 B B il R 1) 2 X (Xara-Brasil 55, 2018 ) o {4 2% &
NS T TR T AR A Ml 3 1 S BT 4, AR HOE G i — 350 5 1 R Ak 8 a5 it L S, sl
Y, — DA BER 110 5 MO 558 R R AL R S (Torres MIBijmolt, 2009 ) . BRIt , i ME S
SR SOE R HE B4 A Z — (Hjelmgren, 2016 ) .

3. di L 5 U

pin AR SRR it R TR S 2 SRy i R ) e PR R AR B el R L P A L B AR R
{EN (De Chernatony , 2010 ) o ity B B A J50 2 X6 s R AP — B0 A (B A 3 1145420
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[R]85 Y 2H 4 1] %%¢ (Xara-Brasil 55, 2018 ) o 7E7%5 8 S BT, A K 2 88 T (i 25 %5 014K
WA A R4 B Rk (Kapferrer, 2008 ) o it R G118 A5 205 X 40 1A B ot oL frg — e
FE T H(Keller, 2008 ) , B FHE L HE 7 I ORASHIE I — 000 SRR, DA St REERT AR A0 o
MIFE S % (Aaker, 1996 ) o IR, SXRIOUL S 1] T4 i LR I g SR — i R 4t , SX R 2544
2 FH A 2Ry T 7 A ) ——— A5 B A B W R AT AR d R, O LR R ) A 4R IR
FptaE (Kapferrer, 2008 ) o 17 i i 2 SORTER 25 AHOCHE B9 LL[RIME R 72 A= 09, AH BT LU
Y TP RS P o R SR N AT, i LA B 1] () 4 R% 25A B A 2E 254k (Batra , 2019 ) . [7]
B, i R EO A ot LR SO L FE 3R 2 — (Mlichel ,2017) o

4. bR XS sk

v W SCA R 5 )t RELAE TR 37 mh B 2 SO R DTT B8 B4 RS LR R B S A AR B
FUFE (SchembriFlLatimer, 2016 ) o bR T i TR SR Sl BB G2, it R SCAb 2 B ot AL SO o L
BI3E B BN FEAS M (Schroeder, 2015) o V1 2 35 T i LA B8 SURAASUR: — > S B 2 4%
SPEESR R — DTS AR SO AT 2 I 2 (B 17 Hh i 9 5 72 (Schroeder, 2009 ) .
WAV TEE—A AR AL RO T SCfE LA L (Fournierfll Alvarez, 2019) , i f S0k
hy PRARAE BT 10 it B SCPR L T Y S AR D SR B BE A (Al-Mutawa, 2013 ), BJViE i3 3C
Ak s RS B A EAE T, A TR Y S IR U o ST R e L SCRY 9
1, e B B X —A B 3R AK (Schembri Al Latimer, 2016 ) .

5. dn o S5 PR

i RS PE SR A8 5 0 R SC 1 — R A ZSRRE (Heine, 2010) , & FAE 5 b B 40 b B8
(Kapferrer,2008 ) , [m] i i S it UM HE SR 1Y 3= B0 WK 4 22—, 2 i BRI A A% 0 4 32
(Xara-Brasil&F, 2018 ) . Aaker (1996 )i it X 1L R AZANMEGE FE IR SE , BT T B U i R
PR B P HESR AN B T AT A i 3R o AAE B4R Z2 T 5T #00 FH A R et Rkl o R S
SCATH A0 S R SCAE B, B M A AF S A (Geuens®E,2009 ) AR AR B 2
I /2 FE RO LA BSR4 S RS MR BE L (H A — S mT DL R e 1) o R SR
Bl LGt RS 2215 2, R SO 2B A2 IS B S i s s SR RS A
AR SAEIER B S A A ST S USSR SR PR R AR
17 X (Batra, 2019 ) o PRI, AHE T i A9 it R P @il ote o, ot L SOl sl o )2 (Batra,
2019).

ZE LIRS S AR TR S S R SRR DS = ) A AR LR R Ok
R (SR o R ORI T AT R0 b FEUPRARL, i LB AEUR: (it LR SOR U B LR TA ; 5t Y
ZEER JTUE T i W SCRASE P, (RISl R G2 it R R0 i R S i W SO B
SANE B ; SN 5 S A AT D R A A T R A R AT AR
Jé, B R TP ARS e M T R SO AR A s AHOCH iYL [RIVE TR P2 AR, B e v Ak
JE 5 RN ot R OIN AR U A B (L R SR LU R PR STIR e e R 2 T B 2
A it B SO AH DG S AR TR R B Ta) AT el DU Y s S BRI 2 SRR A B )
MIEER, EATEB R I T il R Sk R i b 5 T RS RE L 0L R B AT 3848 ) AR, b
W ORE S FiRiE Z ARG A & S Z B0 HIEA R BT R AR, i
JE BRI R B AR S R AR AR A R T A I — A% [ o i RRLECAR
B2 St BB L ESCAE A TR SEARTE ST B TR 4 Tk 25X, AT TR 2L R BRA T
TEARRE I A A IR, B — AR B s 5 TR Al e — D) e — V) o 5 3k BRI i AT O T Jak
HUE AN TR] R SCR N [ e i 6 BT ot A SO AS R i)« o R A 2 B < BRI, T 5 i

BT LK RS Wl TR S R R R E

51



52

LT /A VB | B U N e ) T U R RS P R AES B AR S N TS T 2
AR SRR L, TR AR BRI S5 AN L S SR A BT B AR B4 BT i 4 AT AR TS
A ST AT =S & (e R W PR ST Wk S R AT KAWL SR

R1 REEEXEESYHT

A4 PR R 5 it W SRR 2R 45 X )

st LR S TR AT, 2B R T SO A Y
At RS | 7, BN ) AR i A 2R e T i R ) — ol —

A A AN TR TR 417 R A R B
it RS SOR TR T R0 i I

SRR S5 AL 0 Y A AR A S ; i
o 7 T 22 2% S (Keller, 2013) P ol
Y <

SRTE SRR s A S AE T 3 AEAE S AL | TR R AEER I PuE T g
ERRRIE S | Hhr R A PERAE , B REE T A ARSI P X | B AR e ; IR S A
FREGTEH 5N (Torres FIBijmolt, 2009 ) Ji i SO R T B A

an REEUN BT R TR AR E

o R St TR A i R AR AR R RN AR A i R BT A | P T R S LA AT AN
MRS ks . H AR RN U (De Chernatony,2010) IR 5 SRR R AR S
TE B BB A

o B AL s R SCAR I R i REE T 3 v A R SR SR s B s WS AR 2 i R OB B A
e G BE AR RIRIG SO S (Schroeder, 2005) | Bk

R 2 T AR A
iR | SRR S S A A DG — R A ZSRFE (Heine, 2010) | R85 S5 f M AT 5E 14
JERA P45

st I AEL

=. HFUIBRE TR MRS AR KH TR

Bl B A & R, B B AR R SR BRI B AN B s S AR AR M R A T i 7
PER s, A B SR T AR IS 2 8 A B X R AR BTG AR L R R
T SCTH AR R SCER IR AR S R SURF A I = A 24U

(— BRI A R A - DB B 4]

B AR T i R SR SRR S A B R SR A L AE A DB B <AL A
A ERCTFAE B S5 R4 S L R T, Sk B 4B #5785 HE (Aaker,
1996) . £ T.(BerthonZs , 2009 ) 5% #5114 2% (Mustak 5 , 2013 ) B R FIEA 1 5 2 SR A5
st R SO FRATART — ) 35 R S 38 A b AR B4 1), T B 2 s 42 38 ) S SR el A =
) (Wilson%, 2014 ) o i b SCHE R A1 CRP b R SCEER1) PR s R R A B AR R SRS
S — AU

di R SO — N B A S B 7 Al R, SRR 25 A O3 T DL e o]
e A H R b 1752 B, LASH TS At 25 BESE G FE 88 7 T (Vallaster /1 Von Wallpach,
2013) FEAL AT T %S 58 ML, 2R 85 M O Wi B 8 W S Mg IR A
L[] G5 i i B R X (Vargo Al Lusch, 2011) o X B8 25 A e AT I FETE 2 8 . — 2R T 5
JR 2B R RN At SRR, b T e s SRR R A B O Rt A (R R X
(SchauZ§,2009 ) o B (14 38 AR 1 S R A v 3 7, O R TELR T B2 s i ) 25 A DG 2 42
HE T A S AR OC B S AT BT AR AT B9AL4s (Hatch FISchultz, 2010 ) o 3% S8 25 A0 2 0] GEXT
WA AR A I EE (Jones, 2005 ), [] B 1 S 5] B4 9% 3058 4 3 AT 5 5 R A € B9 A1) 25
(Merrilees%, 2018 ) o 7E4 V- 5l 25 A 53 BEMETE CRZALUE A ) 1832 HAH B3I i R DL A
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2215 (Asmussen?, 2010 ) o 7R SCARYFRIRIG I T 487 3200 H i = UL Je 24 Fll 2 AH G
H 5 MO E L (AsmussendF,2010) o L2, BF AR BHACHE S T b s L[] A 3 1) 7=
A o i SCIEAIBF Y B 4G B B8 B RN 5538 4R W AP ks

— 7 e H S T A AR SO DU X Ak B2 A Xy R SO R B s R A
W, 2 F 5 A0 5 16 A VR XS b L [R)  1E 5 h X (Iglesias®F,2013; VallasterfllVon
Wallpach,2013) . AT RELEMAS 57 ke = AE A, IS AMATE i s SR AL R 13

G H 2, O] i R HA AR Bl X Fi B Sl sl 1 3 A A 2 (Mudiz Al Schau,

2011).Rosenthal fIBrito(2017 )42 T H 2B T & g 3L R A o 7 (S 0LE12) . B 5)
BRI R O Rl S — A R, F2 DA R R S P 2 A BRI i —— D
S B PR FITLA 5 T 5% 2 00 AH O B A8k s B PRAE i R DL T ) PN 0 R B AR
P IS TEND 225355 T B T B AE SN A TSR], AR 3 T A SR A R i 3 S, DA
M — R 5 S AT sl M 22id it B = JOT REE I HESE B IREIA A N E S
TH P (C2C) AL S5 B UE N 25 o AN RIS TR A #9522 [ g 3 1 Kapferrers B8 751 7 T H Y
— AN B, SR R S R 22T PN R 14 s I AN ] A, AEL AT b3 AT
HRE B 2T B AR ORI AR B 132 AR IS Sl FH P25 e 5 R B2l
B Z [B]A] BEAEAE B AN XS FRBE N T 7538 1 F AR i (Rosenthal 55, 2017 ) o il F8 R SO AR B2k
ETEM AR RGN o B, o A B DA RS IV ERE A I8 T RE A BRI R
BT AERT R N EE , LM 222 528 i B 8l , JL R 13 R S .

FIIRF

PRk TS NRERF ) ERRE

B2 EHpZETHREEXHLREIETRE

T3 —J7 HUR N B N B R SR A BSHE SCRE S 2 A5 53 0 H R
M)A ER I, SR LR S S 5HE MM g kR, L&A 5N (Merz45,
2009) & BT AR — AR S5 3 R HAE 2Z [ R EATRZSE IR 55 A4S R G h o
CHAR 55 3840 ) H W8 Can P B A0 ) 0 72 SO (A 25 SCAR I 4% ) J2 T st 1) 43+ 109 58 B A
(Chandlerf1Vargo, 2011 ) . fif J S[R3 o FR 5 LRl AR S5 R 22, DB R SO AR R
VB R E BHB 4 R SO SR, DR R T B3 AL T 32 5 38 Fe i 5 i R U 45 18 i ik
TR 23l SCAE AR B 7R (VallasterFllVon Wallpach, 2013 ) Tierney25 (2016 )32 H 1T 154512
BT PR SO [R5 R (2 LRI 3 ) - MeColl-Kennedy25 (2012 VEHIR 45 A2 25 2 G K i Jit

BT LK RS Wl TR S R R R E
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HSGLAIRYTESE2 4 KL R RSN T 52 538 A WA ARSI BT IR I At 2 Pl
55 RGNS AR AT T A, T2 22 8 AR, O LI ATEAH EARTF 9 5C R A s i e
IS AR S EL AN S, BE A IR 55 254 , B e 55 A= 25 R 58 (Vargo M Lusch, 20115
Vargo®s, 2015 ) o GHIR AR | ACH AN G 1o A1 B B A S B RSS A E I 55 R GEh KAz . S-D
T2 SCHR TR 8], 33X 26 S 80 A BT 0 AN (R JOAH A B 55 A A R e 0 22 AR ELARA A 8
EH T H WA S5 8 TR i 2 SO EARAT RS B & SR iR 55 22 48T (Vargo I Lusch,
2011;Edvardsson®,2012)  fE5E2 5 N 14 dh i LRI G i fe , 2 — a0 5 bl BT SC TR
BAI S RN ZA T2 58 Z A58 B AR, A i — Rk 2 DR s ARy B ke e 1Y
AR

REESRG

B3I

k) EIR
P BE

3
X

.><>%
H %

B3 HREETHREEXLREIETRE

BEAN , SCAE M IBSE R AR AR i R 5 S ) SR 52 e DR 2R O A 9% L 2ol SO G
JERGE T AR S A8 BRI 2 ol LR S B SRS , DR g T 2l RN A T 352 5 8 TR 2 ot o SN
SAETE R IR T 2 FH SO AN B4R 7 (Vallaster A1Von Wallpach, 2013 ) Rk, Al o] LA
SCARTE ERIR SR I SR AL 2 it i SO 72 (Tierney 45,2016 ) o ) 4 AH G 14175 BSZ 21 i
FR R AL REARAR A5 LA it L Sl A0 B AR50 14 RS o X AR 9 7 M) 4 A DG 5 i R o 14
T AR RS R AR 26 SO (Tierneyd5, 2016 ), X #A0 h— b fib jiL-55 1) 25 40 OG5 F B 5))
(pragmatic engagement )fE 0 (Scheer,2012), X M B B 780l 1 58 S AETF & i R R 2 SO JR%
BRI, R 2 A DGR SCIO R R &, T 971 23 AR5 (Singh Gaurd$,2011) . 30 AL
55 JRRIBR 2R S ph ot WA HC A 5 AH OG8RI AE I [B] Aat 29 55 T & AR 284k (Tierney 5%,
2016) , DA 98 38 i 2 S (Gurzki, 2020) o R 4B I SCAE R 2 5 3 [m] 013 i AR i BEAC BE R
(Smith, 2013 ), AN, A Ml ik A5 W A 350 28 o RN T Cartifacts ) (AN 262 ik BUFL &) R
T PR HAEHETE 28 5 ) S AN IR 2R (Braun-LaTour5, 2007 ) , sl F L5 SO REIA
T R AT R (Hollenbeck 5, 2008 ) o 5 =22, 3 XAl 25 -2 phy 1 J 5 SO Ak A Je
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L R R 22 [0 R R [R) T 7= A 25 BE (Wilson®5, 2014 ) o X4 ZHE M 1Y) i B UANRE
R AEA: |l 2 SE B AROR P 0 R S 4% B AR A s SO B st AT &2 SO
(Berthon%s, 2009 )4FAE , 24 H HA AR Ik BIVR R R R 1) dhs S, i 22 T4t B R 4
P, B2t B R 251 Berthon®5 (2009 ) TAA i REAE A% & — 250 TR LY A AR Y, 15
PR A B R R AN (], 6 i B Lo AL4% vh TR I VE A ASTR], B L& P Z Y A RS
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T P SCP) 8 3R — T Ay ™ B )t LR ST AT R T 2 S 5 ISR R B A
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HRFNISE A 6 S IR A, AEA VP 3 (R 03 25 mT DO b S £ e ) 1) i R . Sl e TR %)
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(Maclnnis%§,2019) i B b B 78 & JE AT RE 23 o8 W58 3 A 1 — A R 1) L T XU 7 A 5%
(FournierfllAvery,2011) , {H AL AT 82 5 85052 B i RS A8 RN B REL Pk =2 TR A o6 15, AT
FO W R SR IE AR L S AR R G S LA & —Fh A i ELAT
PR WA (%) it LA =, 0, T S R BT AT 2 R Ak AT, a0l 38 TRy T, s
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T R DAL it W SR 7 =X 5 a0, LU LA BRI 2R 25 e i SO i e

— e E B BT AR R SO R T RNE R BB B 2R 45 Al i >R B AL 5 Pk
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Veloutsou, 2017 ), i ZE0 A0 5 LR 45 40 C 3 B 301 i b 5%, 8 2 1 1 it e 2 S Fi
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ORISR EEAE AL AL A ARG TR M AL AR R ZEOIERAR | AR A
I B ARSI A o IR SR —FE 1Y (Batra, 2019 ), H B2 ICE UL REAS
[F], ZE 437 FRAFIX Se 2 I Pk iR AN ], AT B2 A AN [R)EE 28 v 5 %) it R S, DA T 3 At
i R LI i (Merrilees®,2012)

= HAR R i pL SO [ A 3 R A i W SO AT g [ 2 558 — (Fisher #1Smith,
2011), KRR F a5 AHOCHE ARG 25 B 1Y BRSO ER , XY 30 67 15 AH G382 (W] A1 o W U
THLT 8] R SR T BEAFAE 22 59, e 2838 Wi 8 72, SLTH 7 (Hollenbeck A1 Zinkhan , 2010 )

PR B VEMEAT A BT A B AR it R SO e R 25 A G 2 L[R]3 1 (Vargo Fll Lusch,
2011 ), {HASIZ: B AT )R] i A G35 10T il i R0 5 B A B & X4 R 25 A DG B 5 T A O A LB
XA 24 TR it R SO A 3 I, sl s R S AR EAT S R Al i i L X (Hollebeek
FChen, 2014 ), JH3E A < it JER 0 0 it AL 0> S5 4 5 ot ot . S, 3 R S T ik (Kristal 552
2018).
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Brand Meaning in Digital Era: Connotation,
Research Topic and Prospect

Wang Xuedong', Chen Xiaoyu', Meng Jiajia*
(1. School of Shipping Economics and Management, Dalian Maritime University, Dalian 116026, China;
2. Xinhua International Business School, Liaoning University, Shenyang 110036, China)

Summary: Brand is a collection of “meaning”. Different from brand positioning, which answers
“who is the brand”, brand meaning mainly answers the fundamental question of “what is the brand”.
Digital technology gives brand new features of interactivity, transparency and anonymity, which makes
the importance of brand meaning increasingly prominent in the digital era. Brand meaning is gradually
changing from a vague and unclear concept to an emerging marketing term. However, the connotation of
brand meaning in the existing marketing literature, especially in the new context of digitalization, is still
in an early scattered and fuzzy state.

In view of this, this paper systematically analyzes the connotation of the new marketing term
“brand meaning”, from the perspective of perception, situation and interaction. Brand meaning is
representation of individual-level perception, outcome of cultural construction, even more, the unique
evolving emotional and cognitive understanding that different subjects endow with brand through the
process of social negotiation. Brand meaning is closely related to brand association, brand image, brand
identity, brand culture and brand personality, but there are significant differences. Brand meaning is not

the aggregation of many traditional marketing terms such as brand association and brand image. In
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contrast, brand meaning answers the core question of “what is the brand” from a new perspective of
“perception, situation and interaction”. On the basis of analyzing the connotation of brand meaning, this
paper combs the research topics of brand meaning in the digital context. With the development of
digitalization, digital technology has formed a subversive impact on the perceptual, situational and
interactive nature of meaning, bringing a new underlying logic for brand meaning and emerging topics
for brand meaning research. The first issue is co-creation of brand meaning. Digitalization changes the
basic logic of “perception” of brand meaning, and the generation of brand meaning is changing from
“perception” to “co-creation”. Brand meaning is not controlled by any stakeholder or the enterprise
itself, but is created by multiple stakeholders through interaction, dialogue, exchange and resource
integration. The second issue is elimination of brand meaning. Digitalization has also changed the basic
logic of “situation” of brand meaning. Brand meaning is undergoing a transformation from
“construction” to “elimination”. The “gap, conflict, co-destruction” of brand meaning has become the
second emerging topic in brand meaning research. The third issue is reconstruction of brand meaning.
Digitalization has changed the basic logic of “interactivity” of brand meaning. While digitalization
brings co-creation of brand meaning, it also provides opportunities for brand meaning reconstruction.
Therefore, reconstruction of brand meaning has become the third emerging topic of brand meaning
research.

At the end of this paper, we summarize the evolution of brand meaning in a digital environment,
and look forward to future research directions. This study will help theorists to better understand the
complex nature of brand meaning and its emerging topics in the digital context, and provide new
inspiration for the traditional brand management in the digital context.

Key words: brand meaning; digitalization; co-creation of brand meaning; elimination of brand

meaning; reconstruction of brand meaning
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