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Consumer Ethnocentrism Tendency in China and the Propagating
Implications for the Information of the Technical Standards

Abstract: This paper first reviews the COO effect and the consumer ethnocentrism tendency (CET) in China, and supposes the
consumers? different cognative models about the technical standards in China. Based on the BUY DOMISTIC,this work discusses
the propagating implications for the information of technical standards.

Key Words:technical standards; consumer ethnocentrism tendency; original imagine; information propagating



