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Abstract

The brand likes a man and to be a brand is to be a man. However,
no man is saint and infallible. Deng Xiaoping, the chief designer of
China’ s reform and opening up, once said that a man without mistakes
are not exist, however, it is right for him to correct a wrong. In fact,
everyone inevitably makes some mistakes, but every mistake is an op-
portunity to improve. It is no longer an error if you can correct it.

Due to the various causes, there are always some brands making
mistakes frequently and errant brands emerging in large number. A lot
of errant brands are even the famous international ones such as Coca —
Cola, Procter & Gamble, Benz, Ford, Sony, Exxon — Mobil, Nestle
and MacDonald and so on. Some of which are domestic brands unfamil-
iar to costumers. It is possible for a person to correct a wrong, as well
as for a brand. Moreover, A prodigal who returns is more precious than
gold.

This research is based on such a social phenomenon and objective
facts that fake publicity of brand origin occurred frequently in recent
years and in this context, purchase intentions of such brands have been
seriously damaged. Although such errant companies make effort to save
themselves, the restoration of the low — confidence targeted market be-
came hard and slow. More interesting, the quality of such brands are
good, which are all disappeared because of the negative publicity. From
once foreign brands to present fake ones, from ever well — known brands
to current stained ones, no matter whui is the reason, it is a question

worthy of research but lack of research.
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Based on such situation, the following questions need to be settled
in this research. On the one hand, in theory, the research will answer
three major problems. First, what is fake publicity of brand origin, how
it happen and what is the impacts of such events. Second, under such
this context, based on the consumer perception point of view, what are
the reasons resulted in the damaged purchase intentions or the factors
which hurt the consumer purchase intentions and their mutual influence
weight on the consumer purchase intentions. Third, in such fake pub-
licity of brand origin, are there any other restoration strategies besides
the ones have been used currently and what is the most effective restora-
tion strategies in terms of the costumers’ attitude. On the other hand,
in practice, the research will explain two major problems. First, the re-
search will analyze the existing repair strategies and its limited effect
and discuss what restoration strategies should be taken aimed at different
causes. Second, in such fake publicity of brand origin, the research
will find out what is the most effective restoration strategie.

With the above puzzle and doubt, this research first combs some
existing literatures related to this research, finding that the current re-
search of origin implies the true background of the brand origin. Al-
though the objective fact of fake publicity of brand origin exists in real-
ity , the domestic and foreign scholars have not yet made any research on
the domains of fake publicity of brand origin. Meanwhile, researchers
from home and broad have made some study about the negative publici-
ty, though it is rare in domestic, especially the research about other
types related to the negative publicity events. In addition, relative inno-
vation researches linked to the domestic market are quite scarce. There-
fore, this research aims to do something in this aspect.

Second, based on the consumer perception point of view, taking
depth interview, this research find out the reasons of the consumers’
damaged purchase intentions in the context of fake publicity of brand or-
igin, for instance, the damage of brand — trust, image conflict, reputa-

tion destruction, the perception of severity of the event, the attribution

. 2 .
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of event responsibility, negative feeling, faith of penalty, perceived
risks including quality concerns and price concerns, media coverage,
social norm and so on. Through an empirical study, the research finds
out five factors leading to the damage of costumers’ purchase intention
under the background of fake publicity of brand origin, which are dam-
age of trust, quality suspicion, negative feeling, image conflict and
price suspicion.

Subsequently, this research analyzes the relationship between the
damaged reasons and purchase intentions in the context of fake publicity
of brand origin, as well as the influence brought by the repair strate-
gies, identifies dependent variables, independent variables and adjust-
ment variables through analyzing the relationship among these three fac-
tors. This research introduces four strategies which are emotion, quali-
ty, credit standing, and price, designs the stimulus and proposes its
hypothesis.

Then, this research mainly draws the following conclusions:

First, the most important reason leading to the damaged purchase
intentions in the context of fake publicity of brand origin is the damage
of trust, which also is an important factor of restricting the market resto-
ration of the errant brands. This research also verifies the viewpoint of
Wang and Huff (2007) . Of course, this research proves the following
viewpoint from the adverse that trust is the foundation of social exchange
relationship ( Morgan and Hunt, 1994) and the core and focus of the
modern corporation brand relationship is trust ( Lewicki R. , 1996) .

Second, this research discovers that quality concerns is the second
reason that lead to the damaged purchase intentions, followed by the
trust damage, which is also the major reason of restricting the market
restoration of such errant brands. This not only confirms the old saying
that the real becomes false when the false is true, but also reveals the
serious negative effects of fake publicity of brand origin.

Third, using an empirical study, this research discovers that price

concerns does not create any salient negative effects on the costumers’

. 3 .
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purchase intentions, which is probably because the consumers expect
the errant brands have taken more Correct Actions including restoration
of brands image out of goodness, price promotion aimed at attracting
costumers’ attention ( Dawar and Pillutla, 2000 ) after the event of
fake publicity of brand origin.

Fourth, by way of method of empirical study, in the context of fake
publicity of brand origin, this research discovers that the consumer pur-
chase intentions will be improved when the errant brands take the differ-
ent restoration strategies. However, there are the difference among the
different restoration strategies. Among which, quality strategy takes the
lead, followed by the credit standing strategy, next, price strategy, and
the last strategy, emotion strategy.

Fifth, by way of method of empirical study, the research indicates
that only the price strategy is significant in adjusting the relationship be-
tween the damaged reasons and purchase intentions. However, the re-
search indicates that the other three strategies are not all significant in
adjusting the relationship between the damaged reasons and purchase in-
tentions. On the one hand, This indicates that different restoration strat-
egies aimed at the decrease of purchase willing caused by damage reason
do not fully work. On the other hand, it suggests that serious negative
effects or harms resulted from the fake publicity of brand origin will not
be effectively eliminated in short term, which means that restoring the
consumers’ purchase intentions is a long term task.

The innovation of this research is mainly reflected in the following
three aspects:

First, this research proposes the theoretical framework of fake pub-
licity of brand origin. In detail, from the perspective of relative innova-
tion researches linked to the domestic market, the research first puts
forward the theoretical framework of fake publicity of brand origin, in-
cluding concept, attribute, essence, character, classification, multiple
effect, form mechanism and its impact on purchase intentions.

Second, using an empirical study, the research finds out five fac-



