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WA B RIS S TR 24 7= T R f
PR, BRSSOy O H A O R AR
JEEN B k. B A R 5K S AR T R A
TH FL9E FEl Y 0 B R 2 20 T2 70 AR5 BT H BRI 42
BRALET IS (Palloix, 1977) . T 55 Hb 7 AR 5 L)
ZeE S R AR R, HS O SR BT i R TR
SREWS , B AYTE T EH B d ST A BT e g TRl
FF B0y DL R 22 AR ) S BRI, DT AR = e AR
FEABE SR S IR 4, DLSEIE R A 7 Al
AU R FSEB N LR (G E%E %, 2016a).
Ak, Tilly (1995) ¥gaEkib oh “HATHb 5P
SN A2 B S E Bl AP RT, XGRS,
ATTREF i R ) B B LT R k2525 1R] 56
2 B OrIA IR LA K il R e A TR) ek 2= 1] o i 25 74k
P, XA i R S U S A S5 v i B 5 b )y 9
ARAT IR T S L ) b R (R AL T R BB

S b TR, R B A 7 B AR A A 1) I AR

A EEE: 2021-01-27; f&EIAHE: 2021-07-23

HEWH: F%EARREILEIH (42071174, 41901164, 41971190)

WA= AR (7425,
2012) 0 FF5 A ok i , B S B R
ekl 0, R PN R IR T R 1) 22 AL fn AR A Ak g
A, HE—ERE LA TANE SRR B RIE(ET
B T, FOTES A SR SR A B SE AT
H, ERERAL S H o M ] ) A R S T AN
[FIFEEE R A E 2 (X 45, 2016), IWEBELET
ST AT D KA B R B e CAZER 25, 2018;
TEFL A5, 2020), 7 B0 38 1 M e
AN SRIBCT S R P 1 g e SR, I v [
R T IB B AMERAR R 2 TS R, LA
N7 224 34 7 2 3 R B 3 AL G RT3 24 A 1% =X
Wr (BIFIE 4, 2012).

YR LATERIFST, b 5 b 98 R ) 5 185 ) A
AR A LR I T 0 B R B P2 1A (Petburi-
kul, 2008) . HARCAMFEVIARE T B IR E 5
RIS (B EZE 4, 2016b), HYEEPRESH
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BH S A N S A R T AR R S, A
FLSRHIRUE A BAT S AR e R iR T, (615
L RE R . SRR, SRR 1E
HEgbas, FERERERET, #EEus 5 Ui
Rt R P tERER (B25M 45, 20115 2RI
W, 2017; ¥ 45, 2020), DAEBIE N EEREE
SCAK PR 2 S M S e b SO A PR 2 A R [ SCA kTR
YEF B R S R B R, b, ARSI T
“AS AT R SCAREE T s, T AR 2
PRALE—A0 I 8L, 38 A %o Al R i A
VEREARIEAT SEUE A AT, 6 UE 5 1 PR £ R i Y Y
S DR RE AL o DASUI 9 Jee 5 b AR 8t i
SRR BIS AR, A AR M B SR T SRR 2R )
S
1 SCERZEAR S5 iR

Ak R AF 0 LS R OCEE L (Keller, 2008) ,
PHAT 55 50 i R 7= B Aol T AR B 7 oK B Sl -
PGP s (Bendixen et al., 2004) . 5 Jift KLk
A TR A T A SR T U A S92 it R 1 7K 35 (Oliverr,
1997). Keller (1993) ANy E I #5751 i b
BEPRASSL, S S A (B R R R B
LB 2 B O R R A% L (Aaker,
1996; Keller, 2008) , "B &1 2 2 X 7 it o FH A4 55 11
PR T TG SRS, R TR A B2 R SE
7, SR TR E B S R Y B RO IS
(Aaker, 1997) . FAMAHFEIRW, WM ERMR
P & T ML A4 7 9 R MUK R M RE Y (Yasin et
al., 2007), &b FUHI4% BE RS JBRRE RN 7 A AR R
L, SHEE SR T £ S M7 (Rossiter et
al., 1997). B, AN . &R E
N it AR 2 JRE S i AL 7 B R B 3R

SR, SRR 25X 3 R I AR B S . Xu
2 (2015) LAGDY BGESRE E MREA,, & B A
SHDGE i BB DR EL AT B S Y IE ) S, R O
s A5 R EOEOC R B TP 4 A8 i . Chinomona
85 (2017) BYBIFIE S HLAE S T RN 44 3 R i o o
XF it L SEC I AR LA 2 2 . Hui (2011) 7EX
LT RAETT Y (BT Fkgos iy (B
JEJRVEE) Mg = lEdE PSR s R
P TR ST e B 25 5, IF HLA A
2 R I L ] A b 2 o) 81 R DR
BT LR, AR R

H1: fShR504% BEXT i LB B B IE RIS 5
H2: JBRAIREXT & S B B A IE R
H3: ShRENZ B & BA IE M ;
WA SK B R T S B WS AT N AT e, 2T 2
R WU SE AT 8 22 /A0 BEBY BE (Muth et al.,
2011), Keller (2008) F&ih, 047 & b ™ AOTH
B B XL RN 2 R . Reynolds 45 (2005)
TAAT il B 7 14) B2 2% 1 [ S TR T 3% 5 R R R B
I AT K, Alamsyah %5 (2015) Xf—F %A
FRETIT HEA T IR T 5 ) S PR 22 [ 114) 5 22 5 e
FERM], B R AN A SE 3G 2520 . Chino-
mona 55 (2017) X g e fhtle b o B 1] ) 35 1) i) F
AN, i R R X I K R T [l 1) (Y
Wl . 17 Yeh (2009) X518 FHLA /#4706 5% ik
TN, R4 T LA R SR LR B S e A
A N I S I EL A R ), 2 R 44 B R
B, ol LR DR 25 3, A5 B T R g S
Tl NI S e . o] WL, I i i R B 454
YR, KA TIE R R RS R,
FHSTIE M PRE L, ORWSE IR, B
XF ISR BT R AT AT oA B . Rt 4R AR
ik :
H4: ShREN2 B EE B IR AR IE M ;
H5: SRS L B R EA IE M ;
H6: BRA 5 EX WX B IEEF IE M ;
= M B 2 M & B 9] HH Nagashima (1970) #2
W, TR A T E AN A L e
ZINRENG, BB AR, 775
ROEHRIE . S TFBUART 5. DI AR ER R W
Wi 17 220 B PR WA S P 2 B2 FE 7 bR 2
b TR A B DA RO 7 i A SRR (Lusk
etal., 2006) . 77 i B i Ho AT AR 7= S FE T 3
WS E L) “HHAE N (TIsa et al., 2016) . Lo %5
(2017) 7EXF A& ik FE R & R rp B A LL e 2 v
BRI, 7R A S LT 2 Y RO IS 45 T e
T T B %o R AR A B o ] —h it
(77 i, E R v [ G i LA K 3k TR R s T 3
A1 T R P VEA B T o 8] 5 I 2 2
WAESEE A H AL, A S WA ST E A7 1
IR, B ATTIA Sk B8 PG BT A9 i s 6 T 411K
g ENRAE M A7 BT (He etal., 2015) . JHi%
i T HEAR AR [ 28 5% B & 8 1) b DX T i S 1)
Hgmiat . mPERE . AR T 20R T S S T T
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PEMECRER (Kaynak etal., 2013) . A SCHE
LIRS e

H7: JE7=HIE G0 i B 24 BB R M50 5

H8: 7= HiJE 5 Xt i BB B B IE IR

HY: =SB R B 2GR R ;

TERT AR P R 2 5542, T 2 — e
FIATR, WIE—FRFSRAE, EfesE AT gL
H)E . M EU S DL e ik (k- #fE 5L,
2008) . FEHVE, HO4H T SCR IS, T S
FFREVGERE M M. Bl TEEBALARE, I
U AE S REWE L B D =2 M B A Sk 2% . 1EN
—Fl B O VRN 3 R A S AR, T 2R A
P GAE B SRS M il LGB SR B E 2 H
By, HE R T 2 3 R R XA 21
JEMEE . R ATPE . o PR (KRB A
2019) o ST B0y 1 it 52 9 5 o T 3% B AT —
ATLUZHRER AR, HA BRAEE AT 230 3L (Fh
BA, 2011 fERNH A SMIRAEY, fEHn 2t
SCAL T S T AE R ARBARDK T N AT T 24
P A& B e . ST AR DL RS M 0 B 38
KRR TR (R BRI TN S A
B I 16 S 30 B 0y B9 BR T (Tsai, 2005) . B, 4
SCHEH AN B

H10: 767 3% SCAb Xt & i 45 8 BB IE W)

2

H11: FEH#3H 3 SCAb Xt i i U B IE )
I

HI12: 7EHHE AL R AR EE IE M
2

i FASCEREE S BT, TR R
LR R R S e PR SRR (R [EI 2, 2016b) 11
FEAh b, B A0 A B AR T ) i SRR
MG IAT ARV AR R 0 (1),

2 WS R
2.1 REINLE

19714F, P S 7 5 [ PO E [ 9IR v 17 37 )T 265
— K, R EMMEGE S . 19874, &F/R25%0C
A B T 5, S — G B T B AR o A ek
BHET G R B, 19994F, B sa et ot [F b 57

P15 4t 5 R Y B AR Y

Fig.1 Conceptual model of trans-local food rebranding theory

ST T8 —ZK A, A I A A E KR
Y. HEr, PEERCHEE TR REE R, &K
WMEANT 3, RAUR FREEM 2R “H A+
(7

<A Value Penguin 23 7] X 4 ER A [A] [ 5 &L 1 5,
B 7= S s A, LASEEBAR M 2.75 200
LA, T E KRR — RN 718 £0%;
TE L, — PRt % B0 uin v B 0 AR 6 JC A2 AT
HA R OIS B Emme2E R L, (HE—
S MY BN I 30 04 AT, LT
MERY SAELA L (BEITIR, 2012), XEMRE R TRy
THI AR EZ R ANE, XfE—E ik
FE EXHHE S E I BT T X 5

S 0L g DA ]I s R B 25 31 o R A T R
ik, RS RN, AT 9O R AR Y 32 0
Ko SULFIET, A E e mnn s SRAE AT O Hh
WO(JEML, 2020), FELRERE LIRS N
T —HEBAE T BN R 0 B ST SRR . AT 3K
A E s (I BRE R T . e . A
. A%, TIMAS), DIFEAEETEmHELOGO i)
RPN . POARA T A TG =Rk By . Mo A
MR RAE, FEH—ALAHEE “¥)7 43 E R
TR 2 B A AR RIS AR SR ) R
167 9%, S LT REE SR R R A S A
B (B, 2012), nfLAPE, B2 E By
TRE S R ] R PR T G S e ELAR PR Y L A
B, X IR A 2Bk Ak SCAb s i 4 R AR DL R [
22U AT 23 10 i R P P ELAT M YR R
22 MBEITETEGHE

i I G R R B SCHR R, g A I S
(2016b) 7 AR I8 1T 52 5 v et o 125 b 7y & o 2 98 1Y)

O ki B EFEE M . https://www. starbucks. com. cn/about/history? utm_source=sbux%20china&utm_medium=wechat&utm_content=

button%204.1&utm_campaign=history

@ WERRIE: Value Penguin 2> @] P4 145 . https:/baijiahao.baidu.com/s? id=1572052250678622&wir=spider&for=pc
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ORI R, REHE B A
AHE R AR RSO | TSR
LM S S 6 M (GR D), E3t274 0

A, JFEARYE SR OSBRI TR N A o R (2 g
R 5 R B T, 0 R0EGR 2R IR X2 i
AR REEBER A, S 2 AN TR B AR i 27

F1 BHETHRZNERTEHER

Table 1 Measure items and references in each dimension

A W FEAR

BAT /2 LU 5 A1 HR [ A 3 00 4% BRI UIE T A R 5
BA2 F 45 e R B 6], o S AR 30 A ot R R

AR 44 B
BA3 B v SR WAk SR A

Yasin %5 (2007)

FQI /2 LLsa MR i 71 T L AR H1 5

2

BN T

il

C

FQ2 FEMIMENE it héf v, A2 UL 5 (g M e Jog b Foe 4114 5
FQ3 2 [ s M ME SR A B4 B k2 (B A0 A Y 5

Walsh %5 (2014) ;
Paul %(2010)

BL 1SR AR7E 2 O g P ) A 5, (DR TR B R 2 A — LB 4K 5

BL3 Fox il Hfth A Hfi#7 L5 5
BL4 I H C Je At B v ) S8 SRS

BL2 A T A [R5 R i R ot R, e 25 B i F 1L o 5

Ferns %£(2012)

PI1 FRJE B AL 5 2%
PRIETRES KR wiH oY
PI3FR— AT L R I i 2%

P14 7R SRR U5 i O W P, 6 356 3 A2 2 3 4 ] REVEAR 5 5

RARELLAE(2012)
BianZ4%(2012)

PI5 O 1S 2 L s, FR IS B AEAR 21N P B SR e

Ol £ ik M E 5%

O12 N AR TR K i E 5

OI3 B 40 4 1) [ K

O H B /KT MEZR ;

OIS B4k A G E %

O16 7= il A7 by H R B ) JU ) [ 5% 5
OI7 =B AR FH I E K ;

OI8 /= i i B 5

O19 7= il AT R Y [ 5

B S

Laroche %% (2005) ;
Nebenzahl %5 (2003 )

LC1 =R 47 2% BE 08 W 2 FHEBIAS A0 e b AL 5

A 3 30 A LC2 k™ )i S LB AT A T 15

LC3 FRF RS I LB ™ i, 1k A O TE AR AL

P fif0 2 HLAIY. (2008 ) 5
B [ 2245 (2016b)

3 GERA
3.1 HWiRMESEIT O

TEIROU A2 B 5 35— WA it i 2 7D WA DA R ) T
WENE RTINS S, T 2018 4F 2 J i o) (0] 46 12 W i
RIOER A%, N TR R & R, Ee kI
300y [ AT PRI, LA P i ) A B ) o
YEZZ R, W IR /R 2 (8] 1.5 min, JEH
L, AEEHAI<1.5 min B0 TCRL, 2430 H]
L BRARMCESR . B a AR T 331 R, BB
UfE A 21 4, SARARA RN 3100y, ARCRA
93.66%.

FEAMESLUNT . M5 30%, otk 70%; 24
75% B VRBEXT 50 19~35 % 5 43 84.29% Wy AAE AT
el P, HA 67.3%/RIETE, 16.9% 4HH T,
15.8% Wy isiad 2 L s (H A T Pt . 2R K7,
H 41.6% NIFFE A R UL E22 T, 34.5% 3 AR B,
15.5% 2 K%, 8.4% M MU N405; 1EE T

T, 4 20% @R T, 14.5% NIEEEHALR,
17.1% N 28 BB R VL b, 15.5% N0,
13.5% NAERS 2, HM R 19.4% ., FEAS B H 3853
A K g AR dba, VIR Wi, puil,
b, WA, fwE . KREE, i, R, BEVE . W
M LORB WE . Wb, BV, V. s
L WVE L VEPE . SN HOR AR 25 A4 R O E S
ZpphEgT (GE% S, 2017), Hik, Sk
AW BIREA B S T EOR R M . A TR HR
B ARFESCIERREE . RFEMERZ K . AN Z800R
T B BER, FEARE S S AN 2SR, 1T
PRUF 3B 25 5 ) ] Sk A i 1

iz ] SPSS 19.0 B3R A A AR T 48 45 1Y F- 1
HAAREZ, S5RILR 2R G5 E/R, FEAN
FIMEER >3, Ab T A K-, B T X A
TN e AR e R TS R, Hor, R IR 245
TER 9 H Y >3.59, TEHLIE 2 SCAL 454505 1
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Table 2 Mean and standard deviation of each variable

A EiEtay EYIE b2
o B o
swmneo  Th o o
amenon Ao 000
wosn om0
e 08 s o

ownseie L0

F: HAAEEA AL BIAEAR, S18085ME S5 RER X R
MR . FRFRE =FEAR TR S I H 19855 SRR bR T S i H K
. BAA= (BA1+BA3) /2.

HAE>3.25r; MAAIA B FE N >3.6 7, &
PR S > 3.1 48, T R A 3
HHR>3.0%, WEZIEAFEE>3.05. ez
B BUE X 8] [0.741, 1.010], FEIAREAS 1Y B B AL
AR, R B IR AN AR BOF YE X o BT
BRI, B O AR B R 8 A v R ST R R A
WINHE S & R H 2 B, (HTE 2R AR i L A
RERE DR K S AR T A v A BT )
L REN
32 EESHME

iz J SPSS19.0 # A4 X} B s AT HR R M K 14
M, BRTUHT T KMOKK I Barlett BRIEAG IR 51, i
{di B PN —E0: 244 Cronbach's a [HIF T T2 B
EEME, i os (£3), Cronbach's a {H¥) >
0.77, FEAECE R AT SEPER & . £ WIS A5 ) B 7
X ff 4 >0.59, B ECAY A B H KMO 3>
0.655, sig.{H <0.05, Barlett BRIAK 51 8%, H
Zi 7 Z TR T 64%, T LARRER 6 4N H
AR (Zhong et al., 2008) . £ WM F5F5H CITC
{HE/NA0.407>0.4, &AL K Cronbach's afH

K3 HEEESWER

Table 3  Results of reliability analysis

AL Cronbach's o {H KMO

Fh AL B (BA) 0.772 0.692
&SN & (PQ) 0.820 0.713
i Rk (BL) 0.847 0.786
W S R (PT) 0.857 0.817
JF = e 4 (01) 0.947 0.899
TEHLIN 28301 (LC) 0.804 0.655

Ak 0.947 0.928

/N 0.772>0.7, 2 IAECHE H AT B i i m] SRR
N R—Et:
3.3 WiFEHEFH

B F BTG NARE . S RAE LR
B . AR FEARFE LAY /R 2i B &
KR IAARIE . T2 503 A S AR i
KT Hr i (Anderson et al., 1988) ., & Lisrel
8.72 A A KR A AR, A AR R bR A A
KRR BUERE AR, RSP 6 M S TR
WEPERF . 250 B8 y/df=4.38<5; CFI=
0.95, NFI=0.93, IFI=0.95, RFI=0.92, J >0.9;
GFI=0.72, 5—JRFrifERgA 25 ; RMSEM=0.069<
0.08, FHICF AT B S5BE LA AR K4

SRR B eI A — VAR T AN R A
ZIAI R SCBRRRRE o AN SR T AR T R R ) IR 2 A
AR B Y, AT A B A R A AL
B Lisrel 8.72 B EIEYE R T Mr s R (£ 4),
TR AR AR AN FE AR 1) R 20 fr 7F 0.59~0.88 22 [1] 5
AT A IR P 3 2% (T{E7E 10.59~19.35 2
6]), VLA E e bR A e 2 Rk

£4 BEFEFHEREZAT

Table 4 Factor component and significance level of each indicator

AR i febr BT T1H
ol1 0.76 15.48

onR 0.76 15.73

o013 0.79 16.53

014 0.84 18.08

JEr= 4 (0o1) oI5 0.77 15.90
016 0.80 16.93

017 0.87 19.26

018 0.87 19.11

019 0.88 19.35

LC1 0.85 17.01

TEH 2 SCAR(LC) LC2 0.84 16.57
LC3 0.59 10.59

BAl 0.68 11.20

b2 JE (BA) BA2 0.74 11.16
BA3 0.81 11.91

FQI 0.81 14.53

o g BT (PQ) FQ2 0.80 14.84
FQ3 0.74 13.58

BLI 0.67 11.65

o e BL2 0.74 11.60

b SRR (BL) BL3 0.84 12.85

BL4 0.83 12.74

PIl 0.79 15.27

PI2 0.59 10.63

WS B (P PI3 0.84 16.32
Pl4 0.70 12.90

PI5 0.77 14.69
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T 200 R B SRAN () W 2 22 T ) S R JEE K 8
%, AR AT AN S R B AR AL 5 1E B
2GR IELR B DX AL 2 1, DUIE R A A 2t
B o ABIFTE A5 T AL A O R BOAR AR VAL i ok
G AR R TR A X TRl kbR (R 5).

#5 HBETEMNHEXRBRIRER
Table 5 Correlation coefficient and standard error of

each latent variable

JEUE T TEHBI 2% AR SRR AL AR

%01 xfk(Lc) JFE(BA) (PQ)  J¥(BL)

EHIH P S 0.59

(LC) (0.04)

b L 2 0.52 0.18

(BA) (0.08) (0.07)

TR 0.57 0.14 0.76

(PQ) (0.07)  (0.06)  (0.09)

i R R R 0.32 0.05 0.29 0.38

(BL) (0.04) (0.02) (0.05)  (0.05)
PS5 0.47 0.08 0.42 0.55 0.67
(PI) (0.06)  (0.03)  (0.07) (0.07) (0.12)

TE: 15 S AM BT AR SE B AR AR AL, 355 N BB
FRIEBRI I

3.4 BRERKE

{4 F LISREL 8.72 (AR A ARUER AT 31728 X Ak A
RIS T RE b . I ast T8 e , 19801508
At 2 [ AR TIE, T “7e Ml 3% Sc ik 28
e A RN 22 B 1) o R R TR Y B S0 qk
B UL B RECH A, BT )
SERET U B RIS R 3K 2 SRR ARI T
H<1.96, FHMER., FHLdBERERABIEZ)S,
5 28 ) e 45 3 oo, B AGFI=0.67. RMR=
0.054. GFI=0.72. RMSEA=0.11 5 —&hriEmsf 2=
F2Z AN, x/df=4.37, NFI=0.93, NNFI=0.94, CFI=
0.95. IFI=0.95. RFI=0.92J>0.90, Y45 &pimlts
FRAOTFZERLI . o FEEAR R <500, AN A&
LA R, TR RO E BB B LU TR K
1y, HAER i RZHHERIA R AR (Bentler
etal., 1987), PHULASHTFSY AALHY 555045
HPLEFEEE T LA R AT, 8] 2 Skl
LR R TR RZEMERXR,
R M T G B2 0 S RN 24 5 L b
JL R FB A T &, 7R MY 2 SO B
F RN o RELRN 44 BE L TR ) S O T
T, 44 B R A S o A [
SR i RSB A S, 6 R
T{HAE2.31~11.87 Z 6], R TARZ

H10=0.18

[ 2

I 5
H3=0.16 ~
H9=0.17 .

LEHBIE I

I \
\
\
\
\
\
\
\
\

Fx6 tREAMHITE (BEEm)
Table 6 Standardized Estimates
5 RSB Ae bRiEfbfiIHE TE
1 P HIE g — S 4 H1 0.52 6.59
2 JEE I G — R I HO9 0.17 2.56
30 R HIE G — R HS 0.16 231
4 EHHSC—Rg A H10 0.18 2.49
5 PRI BE— IR T H3 0.75 8.48
6 BRI i R H2 0.59 7.03
7 R — I SE R H5 0.97 11.87

] ¢ 2 BpR AL AR THEL B A A2

ZEAFR6. THEIRG R A, R HIE S A
HiL T 2 SO RN 24 B A B LR s, - HL
238 1ok i R 42 Ko SRR o o e A T B2 Y A )
SR, SIS, TR MBI A B R M5 e T
TR o A R R SRR R o T i R A 2 ) Bk}
WA ST SR AR T T, i RO 44 B X SRR o e LA
b AE TR, JR R R X R Rl R ELAT IR
)50, i R R AR o) A S 5 B EL A I 35 1F 1) 52
M. X 58 E 74 (2016b) WITFIE 45 A —% .
AL KB R 45 B T i R R AR B I [ 5
M SRR %o S T SR LA IE )52 3K 2 /B
BN AT, HR TR 2 Ab 76 F AR 58 A 3 £F HIL
H12X 2 MRk, FF Hib—2 & 3 HA iR A AF
FESEME, BILEHE 2R SO AN T80 o 5 1

R7 FENEEPETEEEE R

Table 7 The indirect influence of the latent variables in structural model

FEUCHIB SR TEMLIE SR SRR R B

(on) fe(Le) (BA) (PQ)
g o 0.07 0.06
BATR(PQ) (57 (2.46)
i L R 0.04 0.02 0.05
(BL) (5.51) (2.36) (5.93)
—— 0.06 0.03 0.07 0.07
W3 I (PD) (7.61) (2.37) (6.15) (7.39)

TE: 55 OM BT R L W A AR L R K, 155 R RO
FORZRIEAL R B T

MRS -

SR D7 RE BB AL G ORI 15 AR AR AL i)

Fig. 2 The fitting results of structural model
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i B 41 %

AR, T E A A IE ] 3 S R, X
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Verification and Expansion of the Theoretical Model about Trans-Local Food Brand
Rebranding: A Case Study of Starbucks

Liang Xinwen and Zeng Guojun
(School of Tourism Management, Sun Yat-sen University, Guangzhou 510275, China)

Abstract: The globalization of capital is the product of the social division of labor and the development of social
productive forces. It is also the worldwide expansion of the capitalist mode, and its relations, of production. Trans-
local catering brand management is a process of brand remodeling; its general strategy is to re-establish its brand
identity, which is unique and different from its competitors', such that the production capital can help establish a
new brand image in other countries. Simultaneously, the catering needs of Chinese residents are now different and
complex, which meets the self-appreciation needs of foreign capital to a certain extent. Western chain enterprises
have become the forerunners of global cultural input, having achieved different degrees of brand remodeling in
China in the process of globalization and local cooperation. Although studies have preliminarily explored the
phenomenon of trans-local food brand remodeling, it is worth verifying and discussing whether the existing
theoretical models are universal and have sufficient explanatory power in the context of the ever-changing
international situation and domestic consumption environment. Moreover, few studies discuss brand remodeling
from the perspective of the simultaneous effects of two cultures, such as the cultural factors of the home country
and the trans-local and post-local cultural factors. Therefore, based on the background of the "spatial turn" and
the "cultural turn" this study reflects on the reality of contemporary consumption, empirically analyzes the
theoretical path of trans-local catering brand remodeling, and establishes a structural equation model with the
culture of brand origin and local consumption culture as the pre-factors of brand equity, to verify the influencing
factors and mechanism of trans-local catering brand remodeling. The study finds that the continuous
improvement in brand equity contributes to the process of trans-local brand remodeling. The image of origin has a
direct and significant positive impact on brand awareness, brand loyalty, and perceived quality. Local
consumption culture only affects brand awareness, but has no direct influence on perceived quality or brand
loyalty. However, local consumption culture can affect perceived quality and brand loyalty through brand
awareness, which then influence purchase intention. Local consumption culture provides the necessary cultural,
historical, and political basis for understanding brand meaning in various situations. However, with the
development of the economy and the establishment of cultural self-confidence, Chinese people's consumption
concept is more rational and pragmatic. Thus, brand reconstruction must be based on the promotion of brand
equity. It is not sufficient to have the advantage of brand awareness. Perceived quality is an important
intermediary to brand loyalty, which is the only way to develop purchase intention. Although the "halo" effect of
the image of origin still exists, good brand quality perception is another important factor influencing customers'
brand loyalty and purchase intention. Food quality is the primary factor in the survival of the catering industry,
and trans-local catering brands should focus more on the customer recognition of the products themselves. The
extent to which the current food experience can directly meet customers' expectations will determine whether
customers are willing to pay for the brand continuously. In summary, this study discusses two kinds of cultural
and geographical factors, namely the origin effect and local consumption culture, verifies and expands the
existing trans-local restaurant brand remodeling model, and verifies the new path hypothesis. It enriches the case
study objects and explores the contextualized differences of the theory, thus providing a new case practice for
contemporary catering geographical and cultural consumption.

Keywords: trans-locality; food; cultural geography; Starbucks



