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PR 3T HBATAT 5 AF Ay o 8] By 60 S REAL IR, T R 22 A BX K- 22 3 At ) e R N 8] 4o AT 18 i
st s F stk R OEA IR GBI Z A 6 K BT R GE B R b 53 K AR A
B) 4R S R R A R BB AT R A B M AR BT Ry ok LA R T Su B\ 6 S ML
P A SR T A S N 22 M BR R 5 K 04 A7 IR, X R 22 MY R BR- 0 A SU M R A L, VAR
SR JR M IR A5 Su MR 2L A0 K B AR R BT T PEAT, T S AR KA X 5 M E R e
RRERATTRIL, ST BRI A F R L L NG 28 A GRN K AT TG RIRE
BT T 94, BUG AR R AR IAT T % 2s, SRR it i T A RS TR BF T 1,

KR SRR MR S ML A T RS N ) e AL B R A B ek
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FRE T RIS B R AR M 55 B R R (R ) STt A RS R SR A H B AT, 23 R A
b 55 5 I A X B — | A A R R G T B A PR U AL R PR 45 44 (brand structure )
( AakerfilJoachimsthaler, 2000 ; LaforetfliISaunders, 1999,2007 ) JHINTE , N B @ 5 27 )7
KT SSY R, [ R 0 X TS Ak IR AR | 2 BR Ak DL S 3K ) & JRts e i B PR
B 2 5 AR Ak, 28 T 55 45 8 AR 75 R ik 42 2% (Aaker filJoachimsthaler, 2000 ; Kapferer,2012;
Strebinger, 2014 ; KellerflSwaminathan, 2019 ) . ¥/F 2/ ®] )\ H A B~ S A& i 204 b R
(constellation of brands ) (Asberg, 2018 ) . T XX & A= 1) i KRGS A4, Q0 e w2 TR B o
F4: (system of brands ) LASEBLH A1 H Y 55 M KA Z B G880, H 4 iRy Al 8 41 48 B b ) E 22
[ BB (B b A5 2222, 2000 ; AakerfllJoachimsthaler, 2000 ; Keller fllSwaminathan, 2019 ),

il 1

ks B #8: 2020-02-15

EEWH: BRa&A5F 4458 (71972190,71772012,71802202)
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FE SR REAGTIE ST 7 T, A DG ) i 2R G045 L n) B A A G A AP BR AN FRRIR S . 1 20120
SOAEACTFUR , dib WAL A T W b — 2™ 23 18T ) b LA TR, 4n it B 52 S R L
CF T | RRAE A | R R A B LA i s U AR B, 2R BOH S e, £ s
FH S8 bR A, W5 Q] St ™ it it R AR SRATHT 2 T AP A S, DA SE BB i R (B
S KA AR S RIE L R | S ORI BRI B AT TR U A R
YOG R A AERF Y BT AT 2 7 i dib R I A 28 BT A S BRI SR i R 48, FERE S T
DU BN A AT 5 TRTSEAT EAC8 77 it 2 T b R T 9 () 1 B o 2E A Q0AFAR, , 2 w1 )23 1T 7 i Ak
— B B R BT R BIE 5E UR (F5 2R 45,2009 ) o 2 B TTAZS T b R ok S R, X w1 R ) 3 X
(Aaker,2004; Z=/KIESE,2009; 47— F FIFME G, 2013) A R RIE S AHSTHUEX= ITEm e
2 (BrownfllDacin, 1997 ; Berens% , 2005 ; 5 2 K4, 2017 )& [0 AT T 5T  Horh —SE0F 5T
Z 8T s Al S PR R AY G 2 (Saunders f1Fu, 1997 ; MeyvisflJaniszewsk, 2004 ; Lei%s ,
2008 ; F 1 55,2009 VELLHES ,2016)  (EATRHE 2 ) il AR R 28 6l R R e Hh i — ST 2 IR
RADFH K7 SRR A T AR — AR RIS, H 28055 RBOH 284 A

i R R R A BB T A T XA )22 1 LA ) Y A 5 (AakerFllJoachimsthaler,
2000; MorganfllRego, 2009 ; Kapferer, 2012 ; Hsu%¥, 2016 ) . B WF 582 &) Q0] 55 Br A & AN =
i 2 2 DUE i 28 FlE 4538 4K (Asberg, 2018 ) o 33X MBS AL E 15 7 i J2 1T 140 i RELLE AT 92T A
T X [FIE, & WA BT BT 228 B R G T AR AR R A B TLA AR, DGR R ] 38
i it R i e SN i R G A U (LR KA o FE S A5 R L, 3228 A R SRk ni AR 9%
FAE (Rao%F, 2004 ; MorganfllRego, 2009 ; Hsu%, 2016 ) FEFRISEA A1 1 b, 9 My ®mAE
7 it 2 TR R S S B ) RS OC R A A5 ot AL e R B8N, T T E R o Y
B 2474 (marketing research priorities , 2018—2020 ) A AT A FT A58, , o 5 22440 s i) BRAT
IS8 LR 22 A Ak 0 BT RN 22491 3 B, FE N 2 06 R AL ZR A S ) ME A R (Aaker T
Joachimsthaler, 2000 ; 2% i &2 Fl /5 2252, 2000 ; V745 I A HESE , 2009 ; Kapferer, 2012 ) | 5 i 22
) 5% 1% Y 2 8 5590 i (Laforet#lSaunders , 2007 ; MuzellecZ% , 2009 ; Jit Singh Mannf1Kaur,2013;
Nguyens§,2018) HX 5l i it S s 75 AL ) PR 2R (BT JEESR AP 282, 20005 AL, 20045 H 7K
FIFNEIBE, 2011 ; Muylleds,2012; Strebinger, 2014 ; 7K AN ZE 4t , 2016 )55 7 1 TAER , 5K
WERFSE I 0 3, G 1 ot 2R (w5 28 B 55 2800 B AN R B 1) 56 & (Rao %, 20045
MorganfilRego,2009; Hsu%%:,2016 ) o 1 H. , A58 S AE AW 2 | A1 TR o R 2044 R 0B
Ml M 3 B AR 55l Al LA K 28 LB 1] 55 20 2 (AurelifilForlani, 2016 ; # {84, 2016 ;
MilewiczZ5,2017; Zinkan, 2018 ; Leijerholt%, 2019 ; B F£4F, 2019 ) AH R EF 2|, & FE A ) i it
HERE) SRS SEATSAFAE — S ) R, 2 B2 ot R (5 et () 1k AN 608 BT BT, M e 20 43
PREAETE Z R R —3ME: , e = SCUERFSRY, U G T il R SR T AL 3K Bl PR 2R LA R
JERZAG B 5N R 28 TG B A RSO R B SRR 5T A AN o

T AR SRR A R BN A ek w2 T A S ARS8 B R G S B A
) 5 s ) B A FRE AN R RADE o SA b, A S A T I BT 1 i R A s PR 5 SR, o ot LA
e % P M A S S A M P EA T 1 BT, X L) 43 I Ty v ) R A T T R, XA
RSB R T T e, B m g TSR B R A ST T AR S i 1l .

=, ARSI R SR K B PR

(— ) il 204 e 1 o S
19954F, Uncles (1995 )45 N\ & #5318 3C, B IRFEH T Ah i 2244 (brand architecture ) R
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W, FH A3 B0 28w A 1) b R4 BRo6)™= fi BHOG R TR B8 B 20, i RS i AR gk 27
FRAEE) SO U WA IR TP S 2 R T X — S IR A R SRR A
B B T U A o A R ZEAL G % (brand architecture strategy )J& 7 5& 28 &) 1 i -5 72
AU FR A A R A AR LA BB AT 22 18] 56 2 A0 il b R G848 O (Aaker Ml Joachimsthaler,
2000; Strebinger, 2004 ; LaforetfllSaunder, 1994,2007 ; Avery, 2016 ) . B 5€ X T /A R G M4
AU R J7 20 (Asberg, 2018) , RPN FEHBHf E T 2 7] i L4544 (corporate brand structure )
(Laforetfl1Saunders, 2007 ; Keller fllSwaminathan, 2019 ) . [G] i}, 38 15245 5% AR TR L AT BT 9 A0
By R IAE il 7 AL RSG5 TN B AL TORE E L AMERL R T — A RERIU R A2
Y P i R AR, — S22 35 AR B R 2 E A A A R 8% (manifest branding strategy)
(Rao%§,2004 ) 7E[E A, % F“brand architecture strategy”— 1|4 AS[F] At ek W — Lo~z 35 F
VR Sl AR AL (Keller, 2009 ) | fil JELE5 14 5w (2 Bk S R 28 7, 2000 ) (HIRAE 2 041
38 >R FH it RER ARG (Rt X — AR o

() b LA S5 P o 5 S

VA2 W) J2 T b R ) S B 2 5 T T o R SR R A - A T S i, W e T
PRI O 5 S o AT Tt R A S B 2 J ) R P ) BT, (e TR B 1 57 )23 Tt A
PRV AR DX, ZE A A ZE LA R BRN 534 o it RS S B X6 () 2 2 R A 1) e R R 2
Al ARG, AR E R T2 2 I ) B PSR (corporate-level strategic decisions ) (Morgan
FIRego,2009 ) — A7\ Tl (1) s R 208 SRS ST I, IV PN AE HILRA R 1 451 it AL %) 5 B R s A 12
Jitn 7=, I NG H IR C B S 2 TR LA S ml b 55 228 R VR R R, e
AL AR AR 2 ) SRS A S R DB P

TE T R s () ST, 22 B MR R 7 TR T T — S8 ids  (HLEA E IR ARIE LR
G 73 AT o BT i SR SRS M S U, SR B A OGRS, 3 B ot R et ) 2 S B
LA IUAN I T = (1B E 2N 5 B S ARSI Z5 A4 o s R A B a2 ST S AR ™ i iy =X,
8 F) R AT i RS S TR T RS, I BT A AR A LA (RTINS
T AT S RZHANOCER P LRI T2 5 0 i RS A o AR TR, i RBLUZ N A5 K4 1Y)
TR A% L SR B S RBR XS A T T 7 2 b S AR AR IR LA S EATTY
I J7 2 (LaforetflSaunders, 1999 ; KellerflSwaminathan, 2019 ) . X ANEIA R 5, o 204
Al RE AT 22, Wl AR H AT H R AER 2R B IREZ S AR AT 2 | R 2 U TR B
TERFR b, 2w =20 b RS 25 i R[] 1) DGR B A 414 55 ( AakerFllJoachimsthaler,
2000; MorganHIRego, 2009 ) . (2 & i J A T 3757 ] o 388 1 B Af o L 7 Al R S 2R B0t et
I 5 AT —A LA 7 i, — AN B LA™ S R R R S e ™ AT
Hh Y BB R (Rao%s, 2004 ; MorganfllRego, 2009 ; BrexendorfAlKeller, 2017 ; Keller 1
Swaminathan, 2019 ). (3 )i 2 22 7] 451 i R Y £ €0 o 38 1 451> i LR SR 3l 7 3K 3l 7 =R
T2 5072, WA S EAE ST S AR 53 T 7 i SR A FH 4910 it B R PR IR Bl a4 2
FHORAE R JRAE R 2 R R R %) 3 T il R 6 A T 1l RS S R S LB 1 5 R 55 ( Aaker T
Joachimsthaler, 2000 ; Laforetf1Saunder, 1999,2007 ) . (4 )X/ 5] #5137 00 75 41 SR ME BEA T34 5
M FITEZAHIX TS A T A, 15 B 28 R e 2K S R 204 | 22 Ji DX i R 5 AR il i it
BB 2R VA SR 45 B RS 557 2l (Douglas®, 2001 ) o (S)FEHEA FE 45 K o ixX 3 ZAREL
Ry Aer A FHRRASE N, | OI [R) 500, A A M 55 HE G R T2 wI SRl , A48 R o AT A o S e
IE 3K WA A R B T S 80H A KT (AurelifilForlani, 2016 ; Asberg flUggla,
2019;KellerMISwaminathan, 2019) . (6 ) SCHF2A T JZ 11 F 20815 Bl o il R AAA) f3 s ] 5 5 sl 52

ot AR % W 5 L B R
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ST E AL E R OIR L B Ty 2, 2 W 3E S R 3l )l AR G S R e e R AR R
AR (Kapferer, 2012 ; Kellerf1Swaminathan, 2019 ).,

AN TR P s R (B A b R M o AR 22 5, P AR S [ 2 T T 9 9 7 (market-
based assets ) , Q1 5HRETE = B B8 =45, 52 0 T 37473 (market performance ), A0 370 #1855
A PR A B SR (firm performance ), A1 FIME 2 RS (2875 BL4: 1 55 (Srivastava
&% 1998 ; Rust:, 2004 ; Chehab%s,2016; Hsu%:,2016) .,

(=) RS M 5 i LA B I C R

E SCHTER AR T RS SR, 5 ZE R B S LA T R 4l & (brand portfolio )35
— AR A5 S (MorganfIRego, 2009 ) , A7 A~ 51 2= 20 Hog R Rl — = i 2 ) b
FIrEY & B PR SRR 2R (Keller fllSwaminathan, 2019 ) , 56 T 5 RLZEAS) A S -5 SR 4L & R0 2%
F L AFTEATR UL A, o — 2 AR i R 2R R 55 S 25 TSR E G &R b A e L 7 T
i W2 A, TR B SR R A I B T AL AU A BRI T ) AE R Ry ik (Aaker M
Joachimsthaler,2000; Devlin, 2003 ; Harish, 2008 ; Avery, 2016 ; KellerfllSwaminathan, 2019 ) . iX
SEZHCCHRAN A8 AR AU B ) RO A IS HUR R i X, 78 7 S5
[ %) (Laforetfl1Saunder, 1999,2007 ; MorganF1Rego , 2009 ) . —J&TA Ay il 20 H4) S &5 R 2H
SRS ST MRS, T R SEAL SR R S R 2 SR, BV S BB T G R b AL A
FE W RS R Y £ €5, (Kapferer, 2012 ; Junior, 2018 ) o DU FH 38 B A4 (X 43 i A ik
W FBEAE 2 AR P 2 1 LA G 7R 52 55 FHd L 2 (Chailan, 2009 ) o NBEIE & R (1) £ B
KFE R FERM A E B2, AR B AS L B S T A S , mEWREE 75057
SIS, T P AR S AEAE BRI .

=. mhERMERENERR S SNES X

(— ) b PR A R 2 28040 43

LB ATME S 8 72, IAAS [) B0 ot R A s PR S A 7 T 8 SCRN AT, Ak 1
KT =27 DU R H 2 ISA ) 3 A T7 3k XA Bl S R R EA T T R AR £

1 =532

PTG SR () 22 L 2T B Olins$2 Y o Olins (1989 ) 434 1 A [R) 242 H]
AN EER AR RDEE R 53 45— 1851 (monolithic identity ) \ #5455 (endorsed identity ) Fll
AR5 (branded identity ) = FWEAY 2 5 2735 T T — 20 DA IR 23 W] i R G5 A 0 71 BE % =
A2 T LR AL B E AT T & B (LaforetfllSaunders, 1999 ; Rao%s, 2004 ; HsuZE,2016) , I35 -
(1) Z i 84 G 42444 (house of brands, HOB) o /A Rl N A — R YA LM 7 19 22 Ak i, A
FELE A BT A E S, B aEAETTghs B 2 aosg ok, Blan s A A L BER
AR LA AR A2 K A s R A S (2) i AR 5 14244 (branded house, BH ) /A RISk 4t —Y
rm A, H— MR LA B 440K S AL T B A 1977 S AR S5, il A Nike A /) 5 A48 7\ DA &
F HEIR A% 78 AT IR A2 X — SR g o (3)TR & il 2R (mixed branding, MB ).,
TR S AR SR A TR P A A4 22 8] Y —Fh A8 38 28 )R BG4 i (dual brands) ,
77 i i R4 PR R ) i LA R [P B S IR A 2 Y7 il R A4 PR R 2 ) L PR S IR
A—Mf, R AP Fh 12 A — 275 45 4 (endorsed brands ) , B ™ & & 24 FR AN AN F] 5 b 44
FRIEI 90, (H AT 4G B 8 & H (Laforet fllSaunders, 1999 ) , UNERA ) F243 &) 5% FH B9 S i 48
FA IR s — i (subbrands ), BV ™ & fi RL2% BRI w1 it 2% BRI s S 300, L5 B 4 o
% i (LaforetflSaunders, 1999 ), WHEA 2\ ] SEHR 2 B R Y i R SRAG (% i o AT 7 20 6 HOE

SNEZGFHSEE (F5F108])



Sy, 2 v RT RE IR R I 22 5 R4 ZAa i it R A R, BRI RIS 40 7= i A B 2 1Y
At R R 843 i SAE A B 44 FR (Rao 5, 20045 Hsu®, 2016 ), WNBRAE Y 3& 19 20 7] it
RN TR FH R i RS (s o 3 L 22 BT TR VR B i A e L AP — 2622 7 (BFE B
TE AT 2 L A RIS AR B AR 2 (R R SRR 2SR J— 300 o — A ) T i R R ek
P SEAKE R , A il R ) B 43 BT 1R JE A 4325 (LaforetfllSaunders, 1999) . =73 A 5 ILTE
i R RS 5 A R B SEUEATF Y A5 21 R (Rao%, 2004 )

2. Pusr

Murphy (1987 ) \ 43 #71 28 E1 IR 5] (corporate identity ) Fé A BE H &, K5 it R ZEA4) i 16543 Ay i o
F 3 £ 4i (brand-dominant system ) .\ 1] &5 & 4% (corporate-dominant system ) V- R4¢
(balanced system ) FI{iE & 2 4t (mixed system ) P2 . AakerFlJoachimsthaler (2000 )5 J# 2\ 7] jift
A Y AR AN OC ZR A TR BRI 2 DA R0 %) it R A3 B R L R SR SR R oy 22 i A
4 (house of brands ) . 15 F5 i1 Ji# (endorsed brands ) . /i i (subbrands ) Fl i AL 4514 (branded
house ) PURFEAISHY i — KIS WAL AT T8 N EOCR N B R R TrE e, 15
P A SR 2 5 AR, AR 2 BN R B 55 1 8 OC R 3 (brand relationship
spectrum ) N 255 17, DU 43283k FURMSE = 20 2y iR & i R SR AL 280 190 5 5 i RELRD -
TR B HATA

3. HAh 2 o2

Kapfererd& T/ Rl N 45 A A R 22 5, $ T ORIE S R EF 5 5 S8 < L Y L
Ji Y R S RS R R AEA 2 A AR S L AR B VE L, 200 R A
B SSIVE 8 oy s 711 b /N [ X T /AT B 801 /N I S Y /AN b v e oy A0 -
R ET A AL L L AL S R 7 i T R (Kapferer, 2004, 2012) o H HIT AT , 4% 280 it it
X B8 T (22 508 ) R ARG T 8 51 o X — AR 3 LS4 B8, (H S BUARAIE 22 57 T RBIT AN B
o AN K Yt RT3 R, DA R R A S R S TE B 22 5 VIR AR A ASHAfESEE (2009 )

S

N

Z:MiKapferer B /M A HESL, 734t 177 it it R ARAL) | 24 it R ARG U0 L R B AR DRt R A

Az 5 R SERA) RN A5 ol LA 7 S R R 2 1 R L s L 5N 25 34

SEF IR b R AR s A AR 4, 4% E SRV SRR AR 6 Z GO SE R SRR S T A R
— PR A RE S AT, LA 2R AT AR T A R T AL R R RN 22 5 A REAE T
Gy S A TR UE , T L B AN [ 210 (1) it LA R 55 A R SR ¢ R TR 50 o

() i R 5 s 0

XF it ARG B, AT R T T SR R 2550 B L A BT HI A S R A T LT
TE M A 7k

1. TSRO B N A AT vk

LT AR P S AT AT R A PR 2R ML s, B R R R 2 L N I
s LA RS R AT o 2 D D B IR L R AR AR U A R 7 L 2l A 5T,
VT s 44 R b s S B AT UL L 5 T B L DG R A A A SR I R AR R g 2
(Laforet#1Saunders, 1999,2007 ) . J&5 ReixX — Jr LY T MR S5 AT Mb 28 = 14 s R 40 4 R s
DL o FH T RSSO S R 2, BT TN TS (s B AR SRR AR R A I i R A A 2
PRAL B #4743 BT (Jit Singh MannfIKaur,2013) o3& JH N0 72, & T £ H 1T
(Rao%%,2004 ; Hsu%:,2016) . #[E 11737 (LaforetflSaunders, 1999,2007 ) . [l 11737 (Jit Singh
Mann/IKaur, 2013 ) 14 Ft it ARG KBS A T3 50 A AT T SR PERF 5T . — 2228 3 4 LX) il
WAV R B A ARl RIS RS . B2B A4k (Devlin, 2003 ; Muylle®s,2012;

ot AR % W 5 L B R
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RahmanflAreni, 2014 ; #f4},2016; AurelifllForlani, 2016 ; Ngamcharoenmongko , 2018 ; #{
&2 2019), LI RETE I CBUFE AL (Milewicz®,2017; Sarabia-Sanchez 45,2017 ;
Zinkan,2018; Leijerholt%,2019 ) o fEAb, A 5127 0% i R B HEA T A0, S8 5 A o
JEAL AR (branding similarity )ES , H1 & 2202 5 A0 O 5 24 e A5 P74 (Strebinger,
2014) AEBRAERT LA T K 1—100F5) , IRFREAFAMRL, LOACRAR B AL AR RILPED 5 A
TR L IS 15 S0 205, AF A A5k il oA D0 BB 22 SEUE A AT R 5

2. W T IR A ZE R 53 B 7 i

FEANTH S A FRTE S i RS B LB RS B ARE L nT W 58 H S A A A
W ATEA R E SIS T LS G R, 23T 2 R1SR A i R4 A B 25 78 (Rao S, 2004
Hsu%5,2016 ) o 3 — & 77 2 X N2 BT i & R kO 1 Al BRI 258 o0 BT ) s — 1, 255
7 R RN 1) S Az RO, I AT O B R, BT A A AR A R SR R
SEUERFSE R

3. TH BRI

A R TR o LA RO 1 I 5 R VA R AT IR TR EH B A
FRIAITSE , 5 0 2 DT 2 O BRI AL B O 348 o R AR A A A (Asberg , 2018 5 Junior, 2018 ) .
Nguyen55 (2018)FF & T f A R A BEME G, K I SR 21 38 TR i R 204 v 5 L )
Wt AR A p A B IR TR RS LR T A R G E R xR
mi R SRR R = ORAE R R R AL AN A TR i R A T
HERE SR BT b RS A R it R R ) 5 M), — S22 R TR AR v, XA RIS BN LR 9
) it R ARAR A T TR, R R 3 i ARG 0 R 25 N5 A AN AA e I B i 22 5 0 A )
PN D 5 22 b JRRR 1) )45 B o RS Rt R ) PR I R e T 0% A 2 ) 1) i R
TFIIDE ZR L SRR X B /D fEURT A T 55 1R il R 5 4 i LR DG R JERHT B 22 (Asberg, 2018 ) .
X —ZE R O\ AL 5T O A0 I SR A A — 3R

NI 5325 %) e R AN, ISR, it WAL M S U 5 5 RS 1 Bk 22238 1 O T , P
AT A 3 A0 b 1) 25 2 AR 55 Al 2 S T A ST T4 S ot R R e IS AR f il
— 3B 2 KA AR I A A BT T 37 i SR R 2SR A S A FR L AT T SE I
Bl B RE AL T AT T R AR5 NGE R TR , £ T 3 v i R 2R A BRI 1 12 AR AR K 22
il NF IR 0 A THI M, 75 B e A 7 46 v B T 4 P o ok = s 45 1 . — el it
SN HTIT I  FRREEA T SER T i R AR SR SR U B AT TR T REAR S R AR S
s & R (GBI, 20165 Milewicz%, 2017 ; Sarabia-Sanchez%% , 2017 ; Ngamcharoenmongkol,
2018;Zinkan, 2018 ; B f£4,2019; Leijerholtd, 2019 ) , il U5 12 i /A 7 1] BER FHIR & b R 28
i (Uggla,2017).

M. mEEEREELAZmEER

N BB G SRR g sh AR L Y ( AakerflJoachimsthaler, 2000 ; LaforetflSaunders,
2007 ) o S F TR 2 K 22 2358 Ml i R SR et Y A Py [ R FRE T 1 00 28 9T o

(—)FEA 52 m [ 2 AR

i WA I I G F , TR 8 5 T s L) e T 1 £l N AD 5 R R R 26
TR A BIF S I B9 57— S 44 o Laforet AllSaunders (1999 )i 1ot X 4 b 45 HHA B3 4 [ 35 3 4
B2/ 7 /AN e v I/ DU /NS 1 T TR I ER 7 o B MR b /A e o S8 )
A A ) IR Bl PR & A A ) D AR A RIAEE R K B A RME S 2otk 5 A

SNEZGFHSEE (F5F108])



If W . A SRR (organic growth ) , A IG5 AR LA S AN 4E B, 23w a4 Dy s
R A5 2FMEL A AJBOK A 7] H 52 (company pride )55, 23 7] %S AL 2 7] A T 30
AV AEE P TS T AR N B TR e RS S A A T At FE T 1R R
P TR A AL . 2T 3955  Strebinger (2014 ) BE T B & UHR FORVAT— | —FRIAZ IR T,
BRI I ZR AN A R ZE A Tl PR 2825 1)t R ZE A R W e A ) = AN 2R DT i B A, A5
P ST 2 5 R i 2 S R AN KRR DG 2R B 7 it 22 R R 2 % e ot A ek g Ak = A
FESZm, LU BAR T AL AR B % P OC R HH (e-CRM) FTHL R 45 D3 7]
JE (synergy ) 52 7 JZ2 U R R B2, PR FRAT ML 9 22 S AR B A7l 2 0k R 2R 1R 5
RajagopalflSanchez (2004 ) Wl i WEE 43T, A B B 5T S BIAE 5 A5 M /2 i
JERARRE) R T B R SE A o A1, 2 ) AR R A e PR i R SR R v T ) o A P S A
FAZEZE (2000 )M IE T SNBIREE AT B B AN RS ST T A B AR SR T
JE P AE AL )&, 54 H rp Ll H AR Al AR S A Ml 78 330 26 7 1T A7 7 B S %) X 51 REBIL
(2004 ) NS JZETAIFRTS 128 F) b 32 T 0 it R 32 S %) ot R 2R (s 7 25 A RS2 i
R BRI EE (2011) R L5 BN BIR 8T T Al RIS R A AR 2044 F1 22 i it
2 20 R e S T S K B A

(= )B2BAT Ml it A At T A A 52 D 21

i FEL R (5K W BIF 58 24 I R A T B2CA Tl o fH 25 R B2BA 7V 45 44 11t Ak o 2 ) it e
P, — 22 B X B2BA T it R A R AR R s e PR R AT TR T TSR ol A S T
2 F TN B2BAT M 1 b B 4R H4 5K & A7 2 28 B 9 L R A AR A B SR AR
(centralized )5 43404k (decentralized ) , PA N2y BN 9] (offerings ) bR fEAL (standardized ) 5 7€
il £k (customized ) 7K (2 (Muylle =5, 2012 ) o — 2822 A SR8 F) 4 fb R i R 08 7 | b
DT RR A A3 RS 10722 At 2 B B B2BAT b ity I A4 s 15 A P PN ¥ A 2R (Brand@o S, 2020) .
A — =, B2BA P AEAEAFAE A 2 ] A MR 2%, it JLIER R 7 X2 BIK 3 i LR A ik
78 A0 1Y B PR 25 (AureliFllForlani, 2016 ; AsbergfllUggla, 2019 ) .

(=) ZERAE RIS 5 i R R i e £k

Bifi Il 55 BRA AR S B 1 B, 2 B AL 55 4 BRAG K By i R 2R A % ity AL ) BR 5 2 3P &2
2F )5 (AakerfilJoachimsthaler, 2000 ; Kapferer, 2012) ,{HL TR AL, HE A I
BB TR S AT R o — 2o MR A T Ak A 2R Ak K 55 it R A R e e e 1 O
A, KBAEA FDE S 2 ERALIE RE P, 36T Rl A4FE (firm-based characteristics ) /™= i i ¢ 1IE
(product market characteristics ) I 3 A% (market dynamics )J& ¥ 152> 7] il FLZEAG BRI ) =1~
HEIRG A ICHAE G K ERER AT A AW AR T, BTN B
PR A R ZEAS B AL, LIS 2838 i R AN VE BT RN (Douglas®, 2001 ) e Ah , — 222 830
FIHAEK65 M B ZR AT B B B , 5T 1 BRSO DU it R A ) M 55 0 Ry
77 i T G (40 & & W5 /EH (Talayd$,2015) .

SERT |, X2 A b R Bm e AL 3K B0 TR 2R A, Bk AR b AN LA
KA A BRN G () 187 50T, BEARTESEAR IR 22 iR e Ay LA o (R L TP AR A
PEARGE  XTB2BAT Y AERABT IS T il R 2R (5% s e A S5 4R0 e 32 R 1) A 2 ke, 7 HL—
BLEA SRS, L35 Bt = B0 iE A5 P PR 2R 0T 2 vl i e AR e s e A P SR sy dn i 1 — 2552 e 2
F) SRS L ) TR

F. mERAEESARZENSGHXR
Xk it R ARAR s 5 A WD 55 2208 A R ST G R TR R B T DRI AR R 2

ot AR % W 5 L B R
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R, BRI A DO A SR R, DR 53T L SR A AT I R i SRR 7 SR
TF5E o 31X — A I 9 U0 2 SR R i R ) R I 5 ) AR 7R 3K — RIS i, 22 T T 58
s ARG S PRI DG S, R ) ot WA S et 5 2 R 8 1) 6 2R LA S ek i R I ek A
b3 B L S URNE A BEUR L B ORI i A5 R R T — 2 ISR .

X — F RIS — 20 5 7 i 2 T i AT DX TR 22 3 A THE T i R 2R A i i
NGINE 2 N /N Ev OB S BRI IR /NI I 23 N e (B I R VAR T F U
A3 BT T B R G0 R R 5 AL I R N D AR R R 114 288 B Bl B LB KRR (Laforet
Saunders, 1999 ; AakerfllJoachimsthaler,2000; Rao%5,2004 ; MorganflRego, 2009 ; Hsu%¥,
2016 ) AEHS A b, BAE T 93 I HI R , T2 A2 ] AR 25 0] 5 55 SR 8 IS
oI s AN A ey &y 1 T S T 4 R NI 3 W e e /N B R N 2T = SR E 4
AY AR 6 2 (Rao%$, 2004 ; Varadarajan®s, 2006 ; Bahadir%:, 2008 ; Morgan fllRego, 2009;
Wiles%5,2012; Hsu%,2016) FEMFSY ik b, EEAH L AR M5 E S St oG
SSAE BRI J2 T TR | >R i SEUE A9 i, R it R 2R A R 5 A mlall 95 2808 N
FIGUIAY & (Rao%, 2004 ; Morgan fllRego , 2009 ; Hsu%:, 2016 )

(— ) b ARG BB 5 A R SR O &

Il it AR S s ) AR T SRR HE A T 45 384K, 33X F AR BUAE Qe A1 FHARASE | Bp[m) 45
A PSR Bl 55 8 T HE T2 W GTRi_L, PRLIG A ol it 2R A4 5 5 2 W 5 80 BRI SR AR
[P RUAA 1, T EE Y R AR v, 2 B A VB, 2 W) 1) R SR RS = A B T i S e =,
LT P B T R, BRI T S, AT L S 7 R A, R
Wil > SR, WS R AE L2 wIAURS: B0 4 0\ JRE 5 5 0 25 45 (Srivastava s, 1998 ; Rust 4,
2004; Chehab%5,2016) o 7 A= IR FARVE FI B N TEALT I , AS 7] 64 5 2R 4 e B A AS [ ) 1
25 5555 SR MR (supply- and demand-side effects ) (Hsu%, 2016 ) o HEZA MS A0 45 A 7= ) F1
PRARONE | T A7 B 1 DI [ 25507 7 A 1) A 0 A = B AR I L, DA B R B i 6 7 DA 58
T TR B AR AR T SR SO, AL HE ARG R 2 A A 3 i bl 2s it fe ik 2s =
AT 7 A 1 B9 R it R R T AR AS B I 2 9 BB ), A 2 B2 4R 8 o R R 42 B RN 230y e
P T R BT o 22 R B SRR AR SR SRR, L BT AR L3 AR AE SRR 25 Ak
;b ELAT AR5 5 i R AR B IATE ST 5 M0, HAT AR XA 3, (H A S B SR ANARN;
ELATARXT 2 35 TR A T AR B TS AT 22 8], R e S AL 25 0 AN 75 RN A50; 1
BA HPAEIKE A9 (Rao:, 2004 ; SerotaflIBhargava, 2010; Hsu%:, 2016 ).,

RaoF(2004) 5 T3 E 1135 LA R 5555080 , K0 50 T 2 A A5 4840 i e Ak
BRI G fib WA XA R BB AS [R5 30, SR BB R B AR 284 A R Tobins g
(B o, SR i R 5 2R A 22 W Y Tobin’s qfELEE AR o Hsu (2016 )7E R AJER L, 21302556 [+
A RIIEA R T 2 A G AR AR T SRR TR TR A AR R
W5 N RIS G 2R, 2 B R R e o 2 ) g e S AL i AN 2 W) XU ELAT S 3 s i o e
TEFTAT b JRARAG ST v | = (il B ) ARk XU, 3 1 , 5 15 it R AR A I T ARk RS, (B i
=S MR T K I B 2% . MorganflIRego (2009 )iz & [ F i1 A RISV B, IF5E T S i
PR B ARRAE 5 A R ELA DG 2R , & Bt R A S e %t R ot LB T 45 5 Tobin s qf
2 TEARDC , (R0 53 T 0 A R A R 4 B A 5 Tobin’s qfE B 3 A SC . T
AR (2010) %) B BT L L2 B PBIFSE & B, SR B A b LIS 1 A J) LA T = i
Tobin’s qfH..

B HRER , T AL AL AR 5 A R GO R AR R A TR P 4 2087
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¢ LT B4 o AH ISR AL TR BB, AU RS T i A BRI 5 A R Bl R 1 4L
N BRSBTS BT E R 2 (Raos:, 2004 ), AH IS8 4 A O 1 A A8 1 A1
R AR T X T R R R e — 25 N/ SR N — 2 R BROC R AL, © A R R A
TR SR RCE , A TR OC R I AR B SIS o eAh , A REAEAE BB AE SRy 2 W) Y — T
RS B, HOX A R GBI RE R BR T SR R — R 25 /R SR A A N — A R S
RSN, AT REIRATAE AL A B AR A O 200 LABEOR T, 28 vl it R 2R 6 o2 v 58 e i )
MLAA 5 K.

() P KB ) S X6 M 525 B 2 i)

v T S 2 W) S I 55 3 Y o 7 5K R Al SR S5, OC T I I A S R AR Z
E7E 8BS U, i R T WA B 5 A5 B W, A SR AIF ST AE 20004F J5 4 JF 4R H B (Homburg Fl
Bucerius, 2005 ), F=ZE 96 K AT I 7 UGS , Ao s fb R FI 15 6] o R I R o it
FERTAS - it R DR X 555 T ) AR A s RGT 1 o s R ) S5 X SR I, A R I I i R 5 i s )
1% 77 1 (Ettenson fllKnowles, 2006 ; Jajus¥,2006; Bahadir%:,2008 ; Kumar5§,2009;
HeinbergaF,2016; Liu&s, 2018 ) o [ A 27 5 3T A O TE 3 v [ 4ol NS i T Ah i RO FI0 , e H
SR A RO L B i Rl A G RS X R T I B G, BT TV 2T (R A5, 20115 TRV
2520115 {45, 20115 BRAEAE, 20125 4% /245, 2013 5 WhMS A 5858, 20145 T RIS A AR,
2016) AEBA SCHR A, BR T 515k A Al 2 H pg i SEuE e s (B RAFESE, 2013 ), HABER R
TIH A A .

UTAFAR , 27 B AT 1T U B A0 2 W) ot R ) R 5 W (R 3R, OB B e 2 M U 5t
K] S % ) AR I 2552 T 5 A I oMb 55 D9 ) 2 1 s i A 235305 %) E B PR 3R L 24 B T DN & il Tl 37400
A, R EE Z) v it R 2R RA REAE 55 it RV 55 401 L 1 5 28 LA R s WL I X6 2 A 1L 1) 5 i
(Varadarajan?, 2006 ; Bahadiras, 2008 ; Wiles%5, 2012 ) o 24241 1l o 6 58 1728 7 B9 9550E 43
B, WF 5T it R R g % s %) WOR L8 R AIE e i 1 I WA 355 B0y v 9 i k22 & # (B (brand transaction
value ) o = H T TVAF G T B UE S, 76 S SO i B v, I 80T i R ZRA ) Z2 PR REAE 5
S AR RS BRI KX BT 2 w049 PR S5 S WA 4 6 ATt 25 1E 1] 52 ) ( Bahadir 5%
2008; Wiles55,2012 ) . — LB 5T 0 &I, 28 FIFESE OIS , 5 AT REXT 23 B S R Ge b4 7 88T
PAEL HIX 258 /S A S 520 (CapronAlHulland , 1999 )

{H 2R A4 [ N IF I S 2 & AR B BRECE , O T O F I A s T3 A A5 2N A 1Y
0 (HeinbergdF,2016 ), JiH R it R4 AL W a0 n] 5% 0] it WAL K 2 R S8 RN R SEATS AN
o543, A A DL — 2 IS o B RO 5 2 mMELOC R ST, A T R
BT o R AR 1) A BSORE X il R AE 5 I (LRI I S5 5 i WAL 1 e BRSO, , 828 0 s R - v
ASTR] i BRG] G 2780 DA K LA AR a0 5 4 25 5 8 RIS S & L A, T S R
J A R B BIF ST, SR T MM A B Al A A [l R A i i, T R R S
) it R RS LT s i A R S L5 K IR Gt A T R 2 R T =50 #T o

(=) it R ) RS X v B A S VRN VR B B A5 52 T

TEN TS5 2208 i R SRS 25 52 s W) S S L ZRNG B, F BEARBUAE AN TA] 174 &
PR M XS N ) ) i A 2R 5 B B R L R A e AR AN RIS ) i H RO, 25T
ST T i AR BRI XA 7)1 5 44 B (chief marketing officer, CMO ) BRIV 1 & DL S Jii 4 =
P PR 520 (Nath fIMahajan , 2008 ; Germann%§, 2015 ) o 22 A THFFE & B, A\ 2 AT BA
(top management teams, TMT )7E &84 7 TG B9 ASBA 8 M 2 A2 0K, B T RETR 22 & 1 119
CMOEHS Bl AN R 1 o 72 A7 45 AN [ it LA (ks 7 2 ] v el FH 2 ) ot L S 1 2 ) o
A W] BE X B CMO (Nathf1Mahajan, 2008 ) . fHiZ &5 18 7E 75 — WA 57 H A 45 2)HE L (Germann

ot AR % W 5 L B R
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85 ,2015) AU B E 58 RSO R IBFFE R, 228 T 3R, U (R B s B Ak i 21
S, FEARIER A I B T AR M, N ITTBE 28 B o (R FH 22 LA B ZRAR R 2N W), A o R 2
R R (R A R TR 22 ), B SRR TR 3, ol 2 B 4 A 8 RN EL AR 7K P 7 A
2R (Grucads, 2005 ) .

MARFEaH &, SR e 5 N w8 B A 2R SR I 56 R IT IR Z B2 & TR 26
HEALRMERT TR A Z B AT ZH, AHOCHT T R BEXT I O R JBIF R FRA B 53T

-‘—\\ IE‘%EEE

) i LA B BRI S AN I Jr ) A A TR R T L b DA Ml Al 7 Jr 3 i 55
Ak, AR R BNE T BUR AT T AEWER T b N BRI 30 R 53
P& BTG JEA T SCUEMT ST  AEWTSE T8 b, DAPRIST & R AR g O M 2 (S ) e T AL Y
IXEH PR , BIESEA  h FAE A O 5 8 Wb 55 2B FVA I ST O AR, S B ARG P ) ik
Bl Tl 0 S 5 RN, 38 2 1) 2 v )22 T ) o AL A A o ) R DA S 8 5 4 7 L =2 T
AR PRI R OC 2R HOBITE o ot R R A AT 58 T A TR 4 JRE 2 )2 T it A s P2 ) i 2400, H.
V2 AR B0 R I A I, AR SO AR BT 4R T LT R 2

(1) & JE 2w J2 T SEUERIFFE o it WA 3 2 2 ) J2 T vt W O A B S B BF T 2
SRS M AN 3B, BRSO A AR ] A5 R A 0 BT e A — B, — 2L 35 AR
RTINS IR A e TE A ) R IE PR AL DA K A BRAL il 22 5 A A AR o S
5 SRR 1) R B R A T R SR R OR # # (AakerFllJoachimsthaler, 2000 ) ,— 28235
B BT a5 AR B, TN R Rt 2 w) ) N AR A B ] s v A ke 38 R e, 22t W2 5 A 2 ok
8534 (Kapferer, 2012 ) o {H 52 PRIF IR I 4552 2% , — 2622 35 3 2o X 3 [ T 37 3B BRI 9T, e 3
SEIR A i L T o SRR RS i B A A B SRR BN AL 2% O 1 R PR AR AL
a7 Ut R A R it RO A 7 i G S 2 o 2 T TS 5 TR & A R AEAR T 4y
14 2% (LaforetfllSaunder, 2007 ) o Kt , iR 7538 18 57 22 1) SRR X 3R AL — S0 2538, S b LA
A 1Y) S RS2SR BRI A Jr S S B A (A A4 A SRR -

(2) WAL it FRAEAE S T AR A 3K Bl DR R T ot WA B 2 B AR AR, (H 2 TR
TR AR AR S P R AR ], B TR S ST A FEWFFE L BN il A B D A e 1Y
T BRI AIT o X B VB RT B 43 I 4518 2 1A 88, A T B AR ST IR SE b A A9 AR
SIHTIE L TE , U RN w) L R AR Ol 55 A5 TS RRE ST 22 Dy T (H SR A AR
APEANE S AR FE T X0 33K 2 [R) A4 T 328 20T 1) SR AG 36

(3)FF R i A R 5 A R BU8OC R R GEESR o H TR 1Y JLIUH 5% 322 Al 3 i
PRI & JRe S MG 5 T L AL 6 1t AR AR B 5 2 R BE80C 2R I R, R U BR Ak
XoF T it AR 5 R BRUOG FR R 8,  B4 0 RIS 3 A DG Y Hh A A8 s RN 5 A8 it U HAE
st R AEAL) BB 5 28 R SR C RAIL B B T 2 OGTE B Y38 5 A i R S IR K T
250 575 SR A1 , S T A AR HADRAR 520w PR 2R 45 191 2t R ) 3 e e 552 e 2 ) )
BERC B I 52 W) B3 )8, A RR Y TR A REZR B ST T B AE AR A T A R, Rk A T
AHRE ) SEUERIFSE o

(4) s fot R SR s 5 2 W) 2238 TR Bl 1) DG ZR IS o — S TR it TR ) St B e 552 i 7
TEIG J5 85 OR e 28 Al B o i R TF I 2 2 W) Sl 55 1 Y T8 S 2y, (B it 1 5
ARG F AU AL T 5 A ) D BCRFIE XS i JAZ 5 e (BRI -1 23 )
S AU R ABIARONE L A SR I 5 S DG T2 ) it LR (S s 11 28 28 a1 ] 532 i SBPE 194
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JERTT MR 5 BOR AN L R SR IR R, S DAy 5 SR A AT DA 2 ) SV 0 i ) 2 ) 4%
2B Sl o A BIF ST AR TE 2 m i P A5 A Bl R R 5 A RIS e A B
BT b SR O R M AL (IS4 R AT A — Sk, 75 B 2 AR SE T AT I i
BRI , it R ARAE BRI ) 2 W) B B2 T S Rk QB AR B RN A R TR

(5)FEHEET X rh T A b AL P R S TR A WSS AR 222 56 [ LT A By
YAGTINERS 8-SR S S e 2 S /A W i B1oa A I R ER ARSI TR e v Py a e L il o 2 (WD R iy
T GBS BT, SSUERFTE AR R B = 75 R Al i R R PR R AL R
W AR AR , X AT TSR F AN AT X A BB AT FE 5 SR T A , S e 2 ] DAy 3
R BT A AR SR DERIAHE  JE B A S A , Al Alk B 13l P sk SR
S, EL ORI s R PRl AR g AR SR S S i B 24 it HL, [ Al AE [ PRl b
T 4 T 3 NG S AN R T 32, e T W g 22 SR Bt Ay G2 s X sik 1 05 2 AR
AT S A O B % i R BRAL SO IR 5 AT TR T (AT =2 23w i
ey B et 123 R B R AL B8 SR 0 B o 68 o [ il ORI AT kg 2 w2 o 4 i A B
JRAR LT AR, Ay v A e B AR ot R G A R L X M
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of brand theory. In recent years, more and more attention has been paid to the issue of corporate brand
system management. Scholars have developed the theory of brand architecture strategy to study it, which
has become an important field of corporate level branding research. As a brand theory at the company
level, it aims at and explains how a company promotes business growth and corporate performance by
systematically managing the relationship between brands and products, the role of each brand and their
relationships. In terms of research units, theoretical construction and research methods, it is also
different from the brand research on product level.

Most of the existing studies are conceptual analysis and case study, which explore the concept of
brand architecture strategy, and the driving factors of the development and evolution of measurement
methods. In recent years, empirical studies have emerged to analyze the relationship between corporate
brand architecture strategy, business activities and corporate performance, which indicates the shifting of
research from initial basic concepts and measurement methods to the core issues of corporate branding
strategy and the causal relationship between them. In addition, the research scope of brand architecture
strategy has expanded from manufacturing industry to the brand structure and strategy of service
industry, agriculture, and public sectors.

This paper reviews the literature on brand architecture strategy. On this basis, it analyzes the
meaning, nature and significance of brand architecture strategy, as well as its relationship with brand
portfolio and other basic issues, sorts out the types and concepts of its diversity, the development of
measurement methods, and analyzes the research progress of its evolution driving factors and its
relationship with corporate business activities and corporate performance. Finally, the research trends
are summarized, and the future research directions are identified and proposed, including empirical
research on the development of company level, deepening the research on the driving factors of brand
architecture strategy evolution, carrying out systematic research on the relationship between brand
architecture strategy and corporate performance, strengthening the research on the relationship between
brand architecture strategy and companies’ business activities, and providing theoretical contributions
from the Chinese market and the Chinese enterprise research.

Key words: brand architecture strategy; brand portfolio; brand structure; corporate branding
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