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ABSTRACT

We devotes our attentions to collect excellent papers accepted by 2007 MRCC International Symposium on Marketing. }Vc compile
papers in the proceeding to substantially cover the field of brand strategy, channel management, pricing policy, consumer behaviors as
well as other hot ti)pics in Marketing, We also expect this proceeding has its contribution in propelling papers on city marketing, internet
marketing, service marketing and other cutting-edge topics in the domain. The refinement in conceivability, abundance in proof, solid
theoretical background and even rich practitioner experience of the authors can be found through these diversified papers. The authors
analyzed elaborately the development of marketing under globalization environment. Meanwhile, they propoéed many innovative and

constructive viewpoints which may enlighten the follow-ups.
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PREFACE

As a non-for-profit academic institute, Marketing Research Center of China ( MRCC)was founded in June 2006,
aspired by the proposition of marketing scholars from China, USA, Great Britain, Hong Kong and other countries
and areas. The Chairman of MRCC is Professor Guoqing Guo, Renmin University of China. The mission of MRCC
is to provide more academic opportunities, to form better research platform, to accelerate exchange and cooperation
among marketing scholars from domestic and oversea, and to promote the innovation and development on marketing
theory and practice.

Marketing Research Center of China (MRCC) successfully hosted 2007 MRCC International Symposium on
Marketing with the co-host of Hong Kong Baptist University and Hangzhou Dianzi University. The symposium
provided a platform on which experts from academia and practitioner exchange critical insights on marketing, and
facilitated the cooperation among China’s scholars and overseas scholars. The theme of the symposium is
“Marketing Research and Practice in Globalization Era”. Many glorious marketing great-minds from oversea, e.g.,
Great Britain, United States, Australia, Sweden, Singapore and other countries gave their cordial and insightful
keynote speeches around given topics of the symposium. Local scholars from Peking University, Renmin University
of China, Fudan University, Zhejiang University, Nanjing University, Wuhan University, Shanghai Jiaotong
University, Southwest Jiaotong Universtiy, Nankai University and other prestigious Chinese Universities also gave
inspiring keynote speeches. We’re also happy to see that professors, lecturers and graduated students from over 50
universities, such as Graduate School of Chinese Academy of Sciences, Dalian University of Technology, Huazhong
University of Science and Technology, China University of Political Science and Law, Tianjin Nomal University,
Ocean University of China, take part in this symposium. The symposium is for sure to trigger great improvement of
marketing in China.

We honorably announce that there are 268 papers submitted to this symposium from international and domestic
marketing scholars and researchers before the deadline, May 15, 2007. From May 15 to 20, 2007, MRCC panel with
the members from Peking University, Tsinghua University and Renmin University of China, conducted strict review
to evaluate the papers. 82 papers out of 268 papers were reserved after first round of review. In the next ten days,
professors from City University of Hong Kong, Hong Kong Baptist University and Renmin University of China
reviewed the 82 papers strictly and selected 30 outstanding papers after the second round of review.

Papers in this proceeding cover the field of brand strategy, channel management, pricing policy, consumer
behavior and other hot topics in marketing. We also expect this proceeding has its contribution in propelling papers
on city marketing, internet marketing, service marketing and other cutting-edge topics in the domain. The refinement
in conceivability, abundance in proof, solid theoretical background and even rich practitioner experience of the
authors can be found through these diversified papers. The authors analyzed elaborately the development of
marketing under globalization environment. Meanwhile, they proposed many innovative and constructive viewpoints
which may enlighten the follow-ups. We can thus proudly claim that the proceeding can be viewed as part of fruits of
contemporary marketing study in China.

Fortunately, many friends from academia contributed to a lot to the compiling work for proceeding. They are:

Prof. Kunal Basu Oxford University

Prof. Haiyang Li Rice University ,

Prof. Guangzhe Fan University of Waterloo




Prof. Sherriff T. K. Luk
Prof. Fanny S. L. Cheung
Prof. Yifan Zhang
Prof. Biqun Gan

Prof. Guoqun Fu
Prof. Minghua Jiang
Prof. Xiongwen Lu
Prof. Xiucheng Fan
Prof. Tao Wang

Prof. Jing Huang
Prof. Fengjie Jing
Prof. Changhong Bai
Prof. Dahai Dong
Prof. Wang Yonggui
Prof. Huang Pei

Prof. Liu Yi

Prof. Juan Lu

Prof. Xiaoping Fan
Prof. Jinfeng Li

Prof. Xuanzhong Shun
Prof. Fuxiang Wei
Prof. Xiaoxuan Kou
Prof. Yongtai Luo
Prof. Min Yin

Prof. Faming Zhou
Prof. Qihua Liang
Prof. Xiongyi Li

Prof. Xun Chui

Prof. Chuangxiong Jia
Prof. Shaofang Nie
Prof. Xifeng Zhang
Prof. Jinyong Guo
Prof. Minghua Xiong
Prof. Yuxiang Gao

The Hong Kong Polytechnic University

City University of Hong Kong

Ling Nan University

Wuhan University

Peking University

Peking University

Fudan University

Fudan University

Wuhan University

Wuhan University

Huazhong University of Science and Technology
Nankai University

Dalian University of Technology

Nanjing University ’

Shanghai Jiao Tong University

Xi'an Jiaotong University

China Agricultural University

Zhejiang University

Nanjing University

China University of Political Science and Law
Tianjin Nomal University

Tianjin university of commerce

Tianjin University of Finance & Economics
Beijing International Studies University
Hunan Agriculture University

Shangdong Institute of Business and Technology
Zhongyuan University of Technology
Ocean University of China

Nankai University

University of South China

Jiangxi University of Finance & Economics
Jiangxi Agriculture University

China Jiliang University

Shangxi Agriculture University

We would like to extend a sincere respect and hearty appreciation to the above for their cordial assistance for the

symposium, and even for their contribution to marketing research in China!

We also owe our thanks to our fellow peers who made their extra-hour work on the preparation of the

symposium for almost one year.

Although we try hard to make it leave nothing to be desired, there may still remain some insufficiencies in the

proceeding due to the limited time. We thus sincerely welcome critics and corrections from readers.

Guoqing Guo, Allan K. K. Chan, Hecheng Wang, Minghui Qian
June 2, 2007
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A Discussion on the Meaning of Product Image from the
Angle of Cogmtlve Psychology

Chunhe Zhang Fang Fang
College of Economics and Management, Hebei Polytechnic University, Tangshan, 063009, China

Zhangchunhe2006@yahoo.com.cn

Abstract: From the angle of cognitive psychology, this paper systematically sums up the relevant researches on
product image and then deduces that product image means different product knowledge representation in consumers’
mind. And further, this paper points out that product knowledge representation exists in the forms of declarative,
procedural or schema representation. In accordance with the relevant researches on product image about product
proposition representation, product schema representation, product information integration theory in marketing
literature, this research believes that a definition of product image, which puts it basis on product knowledge
representation, can promote researchers to firmly grasp the key meaning of product image, as well as provide
researchers with a theoretical basis for better evaluating psychological effects of marketing communication.
Keywords: Product Image; Knowledge Representation; Marketing Communication

MATCEFER AR, EHERORE BRENRE KPS %S, Dolphin T 1988 4
fE (Grunig, 1993) W, fEMEFEREP, AHEELECINEBENTRABKELBENESE, BlicEs
PIRSEIR R —HMESR (image) B YR —FE15E BARE R EH S (reproduction). Grunig (1993)
Wh, BER—NEET ERERESMENSGEARE (umbrella term), FEKE B4 (perceive) HIF=4,
AT I TR 77 AL B T A FIR4T (perceptions). M_ERETICRETLIE W, Wi=R K%K
RN E HERURIROER, ERBOR, ENHERNERTIR S, AR HEIH KW B K
T*WFW%%%HZE@&&FWE%$EWW% E?LK%E,KIEﬁﬁﬁ@ﬂmﬁn
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XURY (2005) PIEMES (&S (PD BE XM —3CPxF=RBREN T UM AIE L.
A T XHIPE TSR IEAN I R R B AN IRMGS IR, CaFE TR0 R, ThEe. &it.
TZ. g 8. BR. g BY. 8. &, RESEHFTEEE, MIZFEAMTXT= &R ER R
MR T F= MR —3o: XK= RER, TEEESEAEEMEIANEER, BFRRUEESR. T
PABE, XURIN =SB e XBEEE T =RERE S ERMNNXERS, LaETREERES U
BRI R .

CBRT XIRIZ A, .V\JE%%%@XTFW}L%B'JBXﬁﬁTﬁgﬁn .

ENTT (20000 PhAK: PRBREEHESARNES REAE. SEEMRE TN, SFEFSIh6E
%, MmGEMER. FERMR. BARKTERE. RERS. BIFEER. TE&EE. AEER. XHER.
MRERURENGEHRE. ENXNTHFMEE R T B0 B F X7 A 5 R ERME R B
%, HRETSRE. MEREEESERESEAXRANSTRHBHMATREHOESR. .

Bk (2003) Y, BILAERK (20000 PHEEAE REATSHAZEELTERES. BK (2003) A
K ERERR—FEAERS, BERER. FFR. U B, FRTPERE—NESIER, BN
ERMAERE = MIMENM R EERE NS R, PILMERR (20000 MHAK: FERERESHE
HHE B8, BOr=RAMNER) FRBEREENGEEIL, BEFRNOMERE. KE. S0, B,
BE. R IMEETEEERECBFHHLAR0 BFHEANR. LY, HRGRENRERY
Bt FERE FEMMISEHEFSE RIS RS 0B ANE, T8I0 KGR 8 A R A 3t
7= R AR AR " _

EBFIRIE (2003) O LR Soh oWRE S (BRI EAND B RHERBENTN, QR
eRISORSE AR Poih SRS R R R TTHE B RS . BRI E M E LT B e dh
HEZEIRRFROIBERMEZNE L.

X LR E P EEXNTE RS MESGHTHAATUEAR, AERAFRBER “SRHBROBE", TR
A REERE “EMNEEIIN, SRFELEE “FRESEBEEERMPIERMA A" XM R &
TE 82 5 ) ) /L

5ENEHEATEL, %E*@ﬁ%%?%%ﬁﬁ%#nnfb%mIfﬂﬁ'@ﬁﬁ?ﬁ%ﬂ%ﬁﬁ (ERZEEPN
REE, EEFEHMANRERS, AREENESFXFAER “TLHER” B “FREL” S
FIFF R . '

WMRILPIL “TER” —RAMEFE HFEX “image”— AL GHT— T AT AR, PR
“PEmIE” ERIBIERTIICH “product image” REVEEZN, EHNEE—RIBEXEASN (UENTT,
2000; XJRY, 2005). {BNZEZR], FXFH “product image” B BE R LMRZRET “product identity”, T
“identity” EERIAME “WWHIRH”, BIFHESLSBEEENE X RBR. B, RANSHIMERRE
FEEBMRERR, MA—ERBEBRAMFERNEMHES., BT, RAITGEBX CEHEZE RN, R Jain #
Edgar (1976) "MER T 5P X RBHEIENE XA 2 (Product image) IS, Jain #1 Edgar B RE %
FEXA—RHIP AT IHREXN = RBERESR . ABRFARFMEXARENE, Jain F Edgar X4
EXHFRERET AN, BATAAZEXEFEBIWNATERRTAERE T TELMEST 2AME.
Grunig (1993) A4, JEZR (image) —HFAZHIE NIMHETF MEEIE (technical) BEHEFEN . MEFMEE
Be BIMEBMEXEERERETR, BEEHRIMAH R “product image” FIFFR, KR ST EITRE RIS
FEZBTIIR, MARMMEHBZUSMIERF=BHROTR. EEEENR, EXFEHRS, Wk

“image” (JEZ) MIBTREZERXLT “brand image”HIBTF, BIXT RIS M. .

MAFLDEBEMAEE, EFESERNR Gunig (1993) ALK AR P XH LR LPI RGN

.2.




M%E. Grunig (1993) 4, MIAFILEZMAEE, BEHABHENEIERBERS (image), XHEL
—REIE 4 NERBAE, X4DNERDHIR: B3 (sensory) HIFEH . EA (perception) BIFEZR. AN
(cogniton) HIFEZFINFN (evaluation) MIFER (XEFMHMEEERTEE.

RIE— R IKEE (EFAPREM, 2003) B, xEYM ALK EBEINGER (rule-based strategy)
BRE PSS (exemplar-based startegy). M LT E WA R MBIRTLIES, BHITENEESBRITA
PP EL E—MEREURE EEAAETI, RBAEE DL U 4 BRI B FFHITR. Grunig (1993) &I
SN BRI R AR 2 R T AR ESMER B HEAR. BERIREEIRE BAETTE,
A LA AR B R EC AN EBE R TE B 5326, BRI WA i LR 5o 2t A S0 B 252 ) £ PR ot P 5 i3
ITTEEMEREXL, XBEMMAFSOEZARNRERERERE N, FEEMNRBRIEM.

MRILAFINRES G A EEFZE, BESRAMOEENER, ETHEHNTRT, NRY “E
7 MR RRIENBEERERER “AR”, NRPZEFERESRHEFMERER, B ASER
FERAPARIIREREE AR T HITH, INRHREFHREEANT RS HERAOERG RS (R
o, 2004) Plo BF ERINR, BATAN, MAFRSENAEE, T~ RVE, SIRRLENRE K
B2 A R M E M EIRRE .

WHRNFLEZRIIR, FSIRERKPEFR T R —REFR A FIRRIE (representation). FIIRRIENFT
HRZ, HAMOEFEPFRGE, —REBIERIORWRBUAMARE T EF =FHEFRA TR REEIXIL
TR EIRRIE (schema). =FPEEARFRAETT A A A AR, LS (mental image) RAEFFE
AL (production). #K#E Grunig (1993) MEZWEKM =, BATAR, HBREXT=HAEFEA (sensory).
&40 (perception). A% (cogniton) HIFIFFHY (evaluation) CGXEBIFNHIERERTAHE) LR F
FRARAEREARRY . SMERIRIATE R

BT ERiEE, WEREH, BRITAHFEREREFRRESE SN RE KPS aERT. OF
BRZ (mental image) RAEF=4HEKAE (production). FEATAN, XFF MK CEE S F BT RE S B ATIA
W, ATLME AT AR RIE SR, AT LU G 3 B AT R B s RIE S 1 T4k

2 FmERREE

WMRMIARIER A EFR RS, TURI, AHFARESEREERT T RS E X RV HHT
5, RXLEHTRAT LGN T LR T,

21 ETFHEMARMEELHERTER

FHE—#4 HI% % (Anderson™ 1983; Hutchinson et al. ™ 1994; Nedungadi 1%1990; Cowley and
Mitchell™), 2003; Chapman and Aylesworth",1999) A%, HE—F=HEB FHE—LMERNEE, EET
ENRRAE P Ar FE W4 W KNP TR RN .

M EE XM BRHAEE, FREKEEHASHES GUIZWA) 5XEBROMEFRAR, mh
A REAEEMREMNERE” “EBFEaBamisEs”. SEREAEEENEAR” 2., §/ML
TR KRR EIES, W “RE”, “BFRE". “YIERE”. “TRE". “HFHE" “ERE" ‘&
HE” %,

BT RRRE P arEE LSBT RS T U AN RN RETERENE AR,

22 ETEREESHELH=RFKR

FEREGERWANRRTEENERASE AR EROERY — S« 5, 1999) 191,
FREEHEIRL (information integration theory) 2 HRERRLN, ATFHEBRALWTE RS B1sh—

030




R GRYY - oS, 20000 U9, ZEZHFAN, XMTEEE—FIAEFRE (cognitive algebra), W LI
BARKFIE ., X — IR AR 14— S AR B & 0 — D ABIEAREN S . (B2, AA]
RY, X—ERUEETOES, TEHSNTSIE, AENSERSENENR. Albaetal (1999) &
Sy, WY EENT 1S B A M S R S R BRI R — A R B TR R O X P A
N, B R TR0 YRS E 28 225 BT 7= S 2T (Albaetal, 1999).
TREAERINY, F—NEBBEFHMHE: — N RSHME (Scale value, [ s RER), —MNENE
{8 (weight value, FJ w3RFR). B4 (scale) JRIEZEMINEBMEFIERE, WE (weight) AN
(FRXTEREMEESRS . EAGHRFRAMEHETR L, FRNERETRENEREL, BiE
FEsk, WRENFERBANSHRN T RTAEMEER ., FER . PR A 0B FERE.
XA T RESELHAERER, TR REX RS FHEENIFNES .

2.3 ETENXIMARMEER=RFR

Neisser (Rosa and Porac, 2002) 523 1987 Eikky, fIREARMERRMEEREFTEHABNTE
KR 7= R AR O ERLE

Neisser V344 T 75F07H B8 & KM= MmEniR B, 45000 RGP SRR, v MR A .
FEmMAT AR ATE S . PERIERBEEZR. F=REEF LRSS EARIEES .

BAVAR, EBRXF=RESZMHHEIR, HRETMALEHEI T AN OEZETR PR EFEIRFIER B
AB

Rosa and Porac (2002) 5t HHA T LUE—Fr=RIEBARAEME R Frd) K- R EnREE T a3
RAE, EMVALRATURZHERZN FH—FMREENRERESHEEGRIET . BATAN, . LESFE
BRI ERRIES, 7] WP BRI EEANRRIE R A8 £ R MBI A=A 50O EBYRRAE, T ol R AR ey
PEANRRAE . AT ARIARSIRRENTE LA T OERGQRERERCRIE, HM=FrTREEL MEI T
IR AIRRIE. FEAT LA, LR NFRREE AR T —RENARIE (AR, OEBURRALEL
FEEREKIE) HEMNRIEER. BTHELR (image) JLFHFTER (Grunig, 1993), FEit, #ITAN, Lid
ETEARLTERXN = HEENSE, TUHKET. BT =RELNERAE.

24 EBTFRFEFRXRABLEHFRER

FB— B4 (means-end chain) ¥iE (Gutman™, 1982; Olson and Reynolds®®™, 1983) XA H
B R AR ARG MR RS T — . PR REREREZ AN XRARE T FE—ENER
BT 8 RRKINEIZF NS H OB RIE. ZERHOPOATNA, EREIZZFRRERIAMEHNEs—
MNEFRRFRE. INERRABENERRTRBENR, RIABENRRHANERENERIRE, BE
MERENANE. FHERRE: FREE-HRER-NANE. ZAUFHEFR - B, £ENM
RIEFMBHEERETR, WEREBEX —FRFSHEHNENEMERIMEREE M. LRFFRERON
ANMEGI T FR—BOSEERKERRE, BIANIZHTLZE E—F = B X e 5 5 19 2 5 etk ft
4. (Peter and Olson®®", 1987).

Xt EC P SR AR IE AL AR M O B RAE RN S AR H R R ANRRAE AT LURIL, B8 5T vH % & SRR
HRMHEFEZAHREEGEME, FENARZATURENESE TN A SIREME. R mEsE
SIRFAEAN M. HE SHASEFHRRMARIES, TLLEEIE T BRREIRAMERR IR & MR
s, MEEXERATFHESMARE. 7. HRESHLSEHIMIREME, TURTESRETHFR
PEANIRZRAE 0 A VE TS ATRR R TR AN, BIEEAE. REHMR T W55 1R 4R
iE, T/EEMEME. REMRR T HREGEEUMNBEIRETENTR. BITAK, FIEXTHTEHMN
CTERMESIR TS E R, MEEX TN R N SE T A R K.




25 HFMIAEITHERHFRER

MR EAEN T REROTIREELEFRTHEEELCE R “TRERRMTA” BWUIR, BAWER
FATABERHEGRZRSNMEXTHEELEP “E=5, FREFTL” BIR, BREXTHENE
BT ST R 25 72 SRR T R B BT 5.

EFEERMI —FHYRFYFIERAT AT AW A, Grunig (1993) AASEHLRBTFELZKTE
B, BAIRH Grunig WX—EEWL A, XBFFRH0ERRESRBRMMEFFESFIA B URER TEE
(Gotlieb et al™, 1994), FH, TN, EF-BBREMESBMFREMMNIFERVLMFREHLEE
B\AEE . BTFAEXREMBAMNESRAOFENHAREBSZ, EHAFFR.

. M EREMXTERERMFAATURIR, HHREXMPOHE—TRESR, EEFREETHENTEKR
i R ) & FRERRAE, ET BRI, OEBERE. FERRERBREIRRME. BRITAKH, BTFHR~S
BEFEBRENTREEEEHAROEYRNFSHZEERT ARE-NEE T, T 4RARMES
FEME M ATER, WULABFHRANEFHEBRNERBEHEFE I OMR, T TFTEENEBERM.
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