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The Impact of Sporting Productions Brand - Origin

Confusion on Brand Characteristics and Preference
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(1. Xi“an Physical Education University Xi‘an 710068 China ; 2. a. School of Management;
b. School of Finance and Economics Xian Jiaotong University Xi“an 710049 China)
Abstract: This paper based on analysis of confusion of brand origin among Chinese consumers proposes and tests the im—
pact of brand — origin confusion on consumers’ brand characteristics perception and preference. The data analysis was made
possible through ANOVA in SPSS. The results suggest that on the one hand when non - local brand in China are regarded as
local brand consumers will have worse perception on the brand characteristics and preference; on the other when local
brand are regarded as non — local brand there was significant difference on comparison between two local origin brands in

term of brand characteristics and preference.
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P 4
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