2010 4F 45 8 HA( B4 476 1)

Aug. ,2010

LB - A5 B

ECOMOMIC MANAGEMENT

Vol.32 No.08

RN H A A R E ST AN RIT R

—ETF R AILFRENF R

EBY, IKBERE

(EMRERERR, EHh KE

130012)

RERE ASCLUHH G REIATRESR, LR MR ARG’ MM RERNE
ZR B, BRI R i S R SRR P W SLAT R R I, R AT R A A R HE R . BT R R,
FERHER T, X RERREREWLT AN N ERLCHEER N HEHE S WETT R
A SRR TE [ 0 ; B OSSP S AR L, B B A A E R S ERE”  ARER
BEE” R ATE AR VB, o S B SRk ST W R B s TE R
BEHMAZE R G =AW, B M ES AR RE B ERE . FRERAEE LRRE
THRZEEL T, FEHEREES B EEERE, B, 43004 b i 72 B L g R

TR MRS R T EEEZU

R = EHL KRR BUE W R EEWT A
RESHKS FT13 XWAREB:A XEHRS:1002—5766(2010)08—0093—06

—.3l8

fEpl—iR o Y B BV S S P oTai, #
HRBEREFBIT RS BiEE RS
WEEH, BHEPH™REINEHFEREREHR
HTEEAR R TR S EA B BUEXH
B A GBS 1 2 4 ( Siomkos , Kurzbard, 1994 ) , 7=
fENEG REA BT XAMI BN HEHREE
WAEW, CAMWHERRE T KX & EE™
(Dawar ,Pillutla,2000) .\ JH R HEZEE (LR E R
W4 RELI6,2006) (I B H B AR 1T 24 ( Daniel |
Meyer,2005) Ry M, AT, £ M failE 4,
AR 2> ) B2 R T o R 7= 94 22 4 i R &2 LA
T I 2 & % R VR, B R, TH B SR T XY

Y8 FH #9:2010 - 04 - 23

o al B B 4 A B RN X — AR B B e
(Dawar Pillutla, 2000) , FFRA, AN EBEHAE
R, INHHEBREX B EFHRNER, 22 AR
THBRE ST P TE LR X & A0 7 B ol LA B B
WEREWE, MaEXREAHERESREZE
) — L B BA LY, SR B3 IR T B B X e HLE
BAL R B0 B 0T, 3 T R W X R R 3K
BE

WAh A SCHAT T 2T P B VE 2 & B S 5
Bz L, LRI = e LR £, P EHE
BEXNTHIGERARMMELRE SR, @i
XFH B E AT R B, A A EE M E T
RHEPRETHNE, FF SR EHR
LIS X,

* BEM A BRARESTH Y A5 RIEBF RIS MR RTR” (09BIY0TT) s HF WA SR EHRIA
“EREHIERTHPEEREAXN ST KB mALEETE" (09YJAT90081 ) ; B H ## i LM F A A X FHitH

(450021230274 ) ,,

fEE®I - SBRAE(1964 - ) , L (HEK) , ERERETA. B BL HRIARTHEHSHERET R, E-mail:jxijlu
@126. com; TKBEB% (1983 ~ ), &, HEHREFHAT A BEHRNE, BRI EREREIT AR, E-mail: xiaowingd918 @

163. com,

93



2010 48 45 8 #A (KB 476 31)

INEN  -wnEw

T XERGRIR

1 X RRE

Fournier(1998) 6 & ABR R RARH“ X R
B LS, BT ML R TSI T &
X Z A & (Brand Relationship Quality, BRQ) & #(,
RAUGEMEXRRE RSt RE
2 %} Fournier B FX 34T T #h 5E : Monga (2002)
5t , Fournier BB 5T 2 0% T 36 28 W9 W[ 594E , AT
FERBX AR YEEIFE—E BRI, I LLE
5 55 M TR P 4 B D 481 53 BT T 24 AE B9 5 Bk ; Park
& Kim (2001 )32 ff} BRQ BRI BT S5 RE M, 77T
RIERE ML EEN, REXRRES &R
BAAARFINERERES ., WH¥ERFEENR
MAERFRMZOCERE, MRMXRARESEER
B R RIAT TRV, BHIE T XM RE A E
6] 2] , T RO SN 8T B R P ) A R R A IE 1) %
W ( Patricia, Korchia, 2002 ), & M Z 4b, Aaker
(1991) & Hi By 78 28 38 5 & f O 2R 9 oL B )b B 00
2B R BUAIEE L R ERAR | R A A %
B REFERER (2005) WMikR, &
MAREEARIL(HERESMBXR) M X
(BHRESSW =0 F5 HAEHWXRR)Z;
RIFETR (2006 ) & Al 4= + A B ¢ R 3B X o E IH 3%
H— R RET T IS EW, I8 SHIE R T
BT A E I #RE—R KRR E 3R (Chinese
Brand Relationship Quality, CBRQ), CBRQ il & &
AN EAR, LM ERE” fHFE”.
“HEKE” CHEAESNEZECORET AR
BWEBRLE" . X—-MRERMNHEXAHATREAET
Hi,

2. EHESMEERWEITH

P E R TE R RSCE &, X F
J% B B PR — RAABEN AT R
AEHER, AABEHERBELDE—FENZ
B it B % B 8 ¥ . 20 Churchill & Surprenant
(1982) .Oliver(1999) F K (2005) & ; i\ KR
B 2 6 R T 2 T — B U] BB BT R L B W SE AT
HRER, RMEWE SR R ITEZ, I For-
nell(1996) . Caruana ( 2000 ) 1 F 7k 5 (2002 ) &}
A, B R R Bt 25 W 3K 18 B BRI R
R, FFHMAHEEFTRANERELZTEZR

94

HREFFBEFRNHRER, R30AN, TEHH
HREREMEHNBEBLERRFELEEER,
B, 8 R iA TR B 25 0 B R B 2% W SR g R Y Rt

Oliver( 1999 ) M #2& b 18 i 58 18 I B B
B AR ERERSERR TABE, &H
HWETANEERBEITAERBMENR, RBREE
HhEEE AT T R WBEAT I B A B &, 40 David
& Sharon(2000) Brady (2001 ) } Mattila (2001) %,
Oliver(1999) AN, FE AR B 1B BB #i B B R T, B
B T N BB R P B W K R 1, X R
WFOEW T, RELR T EEWET R, TR
BiRKo

= ERERSRIGREY
FEF= SEHUER T, BIEX R RE R

- BREESMEERE S TS AL BT R 22 4R

IE, AR 7T 88 i BEXUE B9 8, 3 E3h AE R
078 BE oK &b 3 5] A B A B £ 43, Morgan & Hunt
(1994) A, RERBERES DU RFRALR
HED, FEEERBRRE NEERFEIXENE
BB SREXTHRE ST RARE MRS )1, &6EH
TR T 1SBIhRE i 1 BN 28 , T IR X e B 1
g IE) SRR ALA BB G BRA X H 5 i S R P
PRl e B 2 A RIF B, XRAHRE S
A RER A VE R e R R RS R, R T X

PSS & L B9 4> % ( Berens  Riel & Bruggen,

2005), Hesh, FENBEEE BN NES
R—— BB RE R 6040 R, B B RSh A A
AT (23 A ,2003 ) s Tse 25(1996) 4 , B
RERDR( LK) ENRIHSERM—FTR,
Hl, ST T E W REMRAE Y T RS
FRAR R AR ¥ P ; 0 8 (2004 ) A, o I 9 9%
HIE B RN 5 E M RIROBER,
o EEL 2 O i 1 R B T A R MBS 0o P O 2
FINKE LR EA R RV E %5 M R
HRNEEERRK, SR, ATREUT
B

HI 757 SR AT  SNE S A “ 32l
REWBERENIEEWERER T E>™
S,

H2: 7R e bl R AT, S E B R B T




2010 4% S5 8 HH( BEE 476 #H)

TS - R

ABERES” XY B R A IE 1) R B B R T E
J#

H3.7E/= R fEPlLR A S, S E & R« A B
B BERENENEZWERERTE™
.98

#H 8 A F (McKinsey) 7E 2007 4£ #y— Ui
EERERN, ZEPEERERS, HXMFINE
", iEFEEL LM, RA 11% WHEHE
Fo~, I ES A BB BCE B AR
H—mMEXEAF, NFIEEBEHARR, W0
REBHMBHEY, MITSEMEREES L&,
Al LA A Al 9 R T R 5 [ S G AR L, 7R
EEH TREA L CHBSHREME LB R
R (R¥E . R RifE3C,2003) , @i, $#2 i
LT B

H4 . ZEF= @ adl R AR, B REK EE"
JB 2 R 1E ) M B SR TN

HS . fEP= el RS, B M e BA 50
FZE XMBEHEWIEMERERERTHE
Y N

H6 . 7E= M fELR & JG , B e “ & %t
[ R IE A A B3R TAME AR

REEEHXMEHEMMEEWXR AT
Wit, KEREREZY, BMEHREESBEERTH
E2HIEAERRXE, U Oliver(1980) | Anderson &
Sullivan(1993) , B, 4 3CIA R ZE 7= & fEHLIE 55
T, HBREZT SR EXWEIT R, &
I, R IR

HT . RAE=REIE, BERENHEEEN
EATHA IEEE

p=t

M BHRFE

1 BRI

BT AT RO AN R X LB SR, A T
A3 HHERR AL AE B 5T BT e i AR 2=, Wi 2K &
MR A REMERNE, FMERABRMEE
VAR, L H AR EIHTHR. T ILE#RE
Xt B &S WS HEME R, SECRRIMEEH B
BERFEKE S, mEPRE HEEK FES
PR AR RERE R M P B IR LAY R R B = SR LR
B, 3B, A TRERLBHFEN FH O H PRI

LS R AT 4 31 7 A o v S o B B BEURR B, e A
BHAFT E R 2 T A = e pL R R B R & it
TTNE BR, BA XAV FAERE #1783
Wi A TARRE N EFEMME, 5 MR
HRERMIESH T, Hb, Xk
REE B EESEMER (2006 ) it &2 8 &
F A ERAES N 6 NEE, RN S M
EHRIK G ANEIR) AFHE (3 AFEI) AHE AR (3
ANEIR) EA SNAEZAE (3 MEW) JKE (3 MR
) B IRAEEBRES (2 M) . X% 1 8 A I
BEFESE Yi(1990) .Spreng & MaeKenzie (1996 )
FEAMBIST R, TR ERRHFITEIE, 7FH4
AR, X% E AT BB EESE Zeiht-
mal & Parasuraman(1996) 2 A BT+ & B B R 31T
BIER, 583 MW, REXERETHMK,
XFFI R A R B[R] B AT B B, B LB A B
CIE=8

2 B

X WU R B BHE o A B, AP B R
BEHGBEOAEEATBER SO
46.2% , BT &5 Lo 52 53. 8% 5 ™= il R B9 R A
REAch BAERT 5 LB R 55. 6% ,ZetE R 44.4% . 5
X LR L B s AR IR A L ORE R4 )
BRAEF, 5 ZUTHARESZ, 43 LB T
47.8% 1 46% ,HIIE 25 ~34 S HIARE,S5 Z ULk
BB o LB B/, BER R ELE A BK 6. 7% s A
WAIKF L3RE , HIBATE 1000 STLL FAEZ,F
W B 40% £ . HIRE W AFE 2000 JT ~ 3000
TERIAEL, E 3 & o BB 33% F134. 8% ; NZ
HEREXRE, BPEUTHERESH LB
X 3% F 4% AR S ABEE, 45
42% #45.3% , WL A L2 HE AN, WEFE
15% K4

3EESHE

AHF57H R A Cronbach o [EXRK I ERKE
B ERNE 1 iR, NRPFALUEFH, ARPFRE
] Cornbach « {EI97E 0.7 LI b, R EAEFFT T B A
N ERIEIRZ B R A BRI CHE, FA, Rkt
EHF ot ReERR, B FRFEHKRT0.7,5
2 TTEREETE 60% LU b, AR SUIR H TR AR
SHAY.

95



2010 4F 25 8 HH( KB 476 #H)

IHEE - HRER
%1 RRNEESRIEIMETHNER
TREE
HRER | B | BFE4A R | Cronbach o & B (%)
Al 0.906 ‘
E:ig_: A2 0. 862 0.810 76. 366
A3 0.853
A4 0.735
f51E | AS 0. 883 0. 847 62.507
A6 0.745
A7 0.765
A A8 0.823 0.822 74,386
A9 0.919
A10 0.826
MERKE | Al 0.844 0.808 67. 004
A12 0.785
A13 0.776
mﬁjjﬁ Al4 0.811 0.892 58.089
Al5 0.795
Al16 0.899
2‘32 o 59 0.756 80.763
BI8 0.813
B19 0. 845
% 0.906 67.079
B20 0.818
B21 0. 800
C22 0.812
Eﬁi c23 0.773 0.875 58.641
C24 0.709
4 B

ST R (RIFR SEM) B—FhERaE A
E S IVED: /N =g 7 NS R R ]
R —FGE AR TR, Bk, ARRA
AMOST. 0 BRMAHATEM T BB T, LU — 48
BATRE N R B> 5E AR AR
GRS REMRITA, R 75 B h B8 LES 5 R
2.80 52.77,/NF 5, B FiRERN 0.068 5
0.051 %% /N T 0.08 ER, & MLERER
GFI FIyAR AL ETEAR AGFL, AHXHUAIHE $e i) 48

96

k5 NFI NNFI #5520 T 0.9 P4 I, 8 B RS 7 490 Fn B
B, RIERE, AR5 4503 B = &S Ak
AT — AR R R RINE2 ~ KRS
B«

%2 BERRHER(ERM)

. FrifEdl B
B’z ERERXE - Pia e
HI | - &MERZ-BEHE | 0.167 [0.007| Mor
H2 FRE-EEHE 0.183 |0.034| i
H3 | HEAS-BEHE 0.047 |0.675 | REL
H4 RE-HEHE 0.388 {0.000 7

HS | EESHA-BEWE | 0.368 [0.012| mlar
H6 HBES SERREE 0.229 10.003| M~r
H7 BEHESBEEW 0.665 10.000! EZ>T

®3  HARGUSRE(E"RM)
df | GFI | AGFI RMSEA| NFI | NNFI | CFI {PGFI

2.80}0.92 | 0.90 |{0.068 | 0.95 | 0.95 | 0.96 | 0.67

F4 BRIGHRIME R (ESRER)

AL
ER TRER &Zé | P zﬁ
Hl | &M ERE-BEFHE | 0.528 0.000| FoL
H2 fFE-BEHE 0.154 0.021| gL
H3 | MEKBE-BEHE 0.143 |0.045| ERoT
H4 AE-HERHE 0.161 |0.019| B

HS | EAESWA-BERE | 0.167 10.007| RiL
H6 | ARMEBFERE | 0322 (0.003| ML
H7 | BEWE-BEEN | 0.832 |0.000| R

®5 HERSHSOE(ESNRE)
df | GFI | AGFI RMSEA| NFI | NNFI | CFI |PGFI

2.77 10.917 | 0.88 {0.051{ 0.91 | 0.94 | 0.94 [ 0.72

SEEFEMMEENGEHERER, £
SMERL" B REEBRE”  HERB 5B
EWBRRAN=ZLBE L, BHINGEE P EEBE
MO T BRE R BT E™ R, XM
MAEFRREFAWE S, B AEE e ER



2010 4F 8 BH( R 476 )

IER - MInEH

K7\ BRMEERE LR BRI B
BIIET RN B S TE& R, Fit, Bt 1|
B2 KRB 3 RGHIUE, B, 7RG HIE",
“EASNAEZIE EREHRBERAN=Z4BKEL,
E=EE P ENBENELTBEREEAT
ESh AR . XL h C R X =T L, B
X AW R R IE M E B R T BN
B, R 4 B S KR 6 RBWIUE, W THE
7k S BN NSRS R R B N B
EEAMEAITHAA BENIEREN, R I, A5
FINR, L= s fEPL T, R W B A E R WX
FINEEA BEMIEMPWE . RIZ 7 HKIGRIE,

. &

ASCEE T K B R B R T AR A 1
(o 8 T B CBRQ B3, 41 x¢ d4h S 83 T 7= &
AT A% R B X BE W LA R, T
BRTEES S ESNG A, FREMR, &
“HEMERE . BRESBE R WE KR
SAME, PO RIS FERE LR H
AT TEES M., XBWE, CRENEE
5, B SR SR IEME BB B E
e AR EAK (1993) WIBFSE R B, RELZhHL
FR—ANEE SR LR, hE AR
—Fit A BRI B AR B AL, TR T 7 A B B R AU
ARSI, A 5T 28 & B kE S RAE R A T 2
AL, B AREA T o E B E X T E s A

BER:

RAMEMENERENWLRE. XTI
BT HRMAERSHEELT, BAEZEN &R
JRE . REA S BERE REEE R
PRIFAMETE S 11 3 AR b BE S ML, AT o7
M SRIEME, SR, LR BERE AR
B ART , LIR (R TH 5% 35 10 K30 9 W 3 b 3o
FERAGAEFRL XX E>REEAEENEE
PHEFME IR L.

Rl , G507 R TR, 7™ i A AR TR
“HASRAZE X RE" =M A R
MERZWNEER TR, XERE, B
BAEFRENER T SHREBRLARFRK
KR EFEME BIEREX S MERFRPXR
BEE L, B BN R XHIE
BT, HEREREFAS SR SEHEN, RTESR
PLREZE, i TEMEEN MEACA7CEE
i ep E W S E R E ™ S, ST A
FEATRERRRBXRER.

EAh G E = R R ST SRR, 7
ELER T, ERENBEEEMLT AR RE
MIEREME, X—R5EEMNN FTREELMLIL
HRTHRHRE B, BEHRKELEBREELE
T2 0 B L, T B o R B T Sk 2 T e
BEZWHERMWELIT N, R, HAESBAT
oot FE AL A PR 285 B R R X 2 R Y I S AT M o
Hit, L ALE S RS HRE R BN L E
BRBERMERAL, #FRR L AL,

[1]Anderson E W, Mary W S. The Antecedents and Consequences of Customer Satisfaction for Firms [ J]. Marketing Science,

1993, (12) :125 - 143.

[2]Berens G, van Riel CB and van Bruggen G H. Corporate Associations and Consumer Product Responses:The Moderating Role
of Corporate Brand Dominance[ J]. Journal of Marketing,2005,(7) :35 - 48.

[3]Chandon J L,Leo P Y. Service Encounter Dimensions-A Dyadic Perspective: Measuring the Dimensions of Service Encounters

as Perceived by Customers and Personnel[ J]. International Journal of Service Industry Management, 1997, (8) :65 —863.

(41Daniel L,Meyer T. Exploring Differences Between Older and Younger Consumers in Attributions of Blame for Product Harm
Crisis[ J]. Academy of Marketing Science Review,2005,(7) :242 -250.
[5]Fornell C,Johnson M D, Anderson E W and Bryant B E. The American Customer Satisfaction Index: Nature, Purp,?se, and

Findings{ J]. Journal of Marketing,1996,(58) :7 - 18.

S

[6]Gilbert A, Chuichill,J and Carol S. An Investigation Into the Determinants of Customer Satisfaction[ J]. Journal of Marketing

Research,1982,(19) :491 - 504.

[7]Monga A B. Brand as a Relationship Partner: Gender Differences in Perspectives[ J]. Advances in Consumer Research,2002,

(29) 136 - 41.

97



20104 58 9% 476 ) T

IHER - mipEw

[8]Morgan R M and Shelby D H. The Commitment-Trust Theory of Relationship Marketing[ J]. Journal of Marketing, 1994,
(58):20 -38.

[9]Dawar N,Pillutla M M. Impact of Product-harm Crisis on Brand Equity; The Moderating Role of Consumer Expectations[ J].
Journal of Marketingresearch,2000,(5) ;215 - 226

{10]Oliver, Richard L. Whence Consumer Loyalty? [J]. Journal of Marketing,1999,63,(3) :123 -212.

[11]Oliver, Richard L. A Cognitive Model of the Antecedents and Consequences of Satisfaction Decisions[ J]. Journal of Market-
ing Research,1980, (17) .460 - 469.

[12]Patricia G and M. Korchia. Test of a Consumer-Brand Relationship Model Including Trust and Three Consequences[J]. Re-
cherche et Applications en Marketing,2002,3,(17) :41 -61.

[13]Park J W,Kim K H. Role of Consumer Relationships with a Brand in Brand Extensions;Some Exploratory Findings[J]. Ad-
vances in Consumer Research,2001,(28) :179 - 185.

[ 14 ] Fournier S. Consumers and Their Brands: Developing Relationship Theory in Consumer Research[ J]. Journal of Consumer
Research,1998 , (24) ;343 - 373.

[ 15]Siomkos G J, Kurzbard G. The Hidden Crisis in Product-harm Crisis Management[ J]. European Journal of Marketing,1994,
(2):30 -41.

[ 16]Spreng R A, Scoff B M, and Richard W O. A Reexamination of the Determinants of Consumer Satisfaction[ J]. Journal of Mar-
keting, 1996, (60) ;15 ~32.

[17]Tse D. Understanding Chinese People as Consumers; Past Findings and Future Propositions[ A]. Michael Bond. The Hand-
book of Chinese Psychology[ C]. Hong Kong:Oxford University Press,1996:324.

[18]Valarie A Z,Leonared L B and A. Parasuraman. The Behavioral Consequences of Service Quality[ J]. Journal of Marketing,
1996,(60) :31 - 46.

[N . MR RREA HERINE T SRAE[T]. L& ERIFIERFEER(EHM) ,2006,6,(3) :22 -34.

(201 iR, SRR . PERXAERTHRHERESRXR . EREMSTIEMET]. il . ELEF 55,2007,
(11) .45 ~49.

(21 E# B, BOF . GAE RN R AT e 2 [J]. 463 P E T2 F,2004, (1) .35 - 42.

(2] EBeE, RWS,RETT. REEAIEARABLEBRYHAESRENRMI]. L . EBHER, 2006,(5) :86
-95.

(23] EE, REH . FEANLCESITI—BSEFEIM]. &4t #-8E8HAH,1993.

(24 1588, £ 08, RS . P ESRTE 288 B0 PN MR IFRFE (1], dux . B H it R ,2003,8,(9) :17 - 28.

The Impacts of Domestic and Foreign Commodity’s BRQ on Customer Purchase

An Research on Product Crisis
JIN Xiao-tong, ZHANG Xiao-lu
(Business School of Jilin University ,Changchun, Jilin, 130012, China)

Abstract ; After the relationship marketing paradigm was introduced into the brand marketing theory, brand re-
lationship, as a frontier research, has caught the related scholars’ attention quickly. However, there has been little
research on the relationship between BR and Customer Purchase, especially in crisis environment. Based on Prod-
uct Crisis Circumstances, this paper researches the influence of BR on Customer Purchase, as BRQ is a main con-
struct to measure the nature of BQ. In addition, this study find out the differences between local and foreign
brands. It hopes that the results can supply useful experience for mainland brand of china.

Key Words ; product crisis ;brand relationship quality ; customer satisfaction ; customer repurchasing behavior
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