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摘要 

在經濟全球化和市場競爭加劇的背景下，公眾情緒成為跨國企業決策的

一個重要考量因素。公眾情緒是社會對特定主題的集體意見或態度。在全球

化商業環境中，跨國公司在進入新市場時要實施本土化策略，必須考慮和應

對當地公眾的情緒。例如，政治事件或媒體報導可能會導致對特定國家或企

業的負面情緒，這就會影響消費者對企業產品或服務的接受度。本研究結合

質性分析和定量分析的兩種方法，對公眾情緒如何影響企業本土化策略選擇

這個問題進行深入探索。本研究首先基於紮根理論，通過案例分析，構建了

一個理論模型，分析了跨國公司在海外市場採取的本土化策略及其影響因素，

討論了這些策略如何回應不同的市場環境，並得出公眾情緒作為一種非正式

制度對跨國企業的本土化策略存在重要的影響。然後，本研究通過實驗方法

驗證了不同的公眾情緒傾向對企業行銷溝通策略本土化的影響及其產品國家

形象的調節作用。實驗設計採用了 2（公眾情緒傾向：消極 vs 積極）×2（產

品國家形象：負面 vs 正面）的組間因數實驗，通過隨機分組和情境模擬，驗

證了公眾情緒和產品國家形象對品牌本土化策略決策的顯著影響。實驗結果

揭示，相比於積極的公眾情緒，消極的公眾情緒更容易促使企業採取本土化

策略。此外，研究還發現合法性壓力在公眾情緒和產品國家形象影響品牌本

土化策略中起到中介作用。最後，調節的仲介檢驗發現，合法性壓力在公眾

情緒-本土化策略之間的仲介作用受到國家產品形象的調節：當產品國家形象

為正面時，公眾情緒通过合法性壓力對本土化策略產生的影響是顯著的；而

當產品國家形象為負面時，公眾情緒通过合法性壓力對本土化策略產生的影

響不顯著。這些發現為企業在新市場中制定有效的本土化策略提供了理論依

據和實踐指導。 

關鍵詞：公眾情緒，非正式制度，本土化策略  
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ABSTRACT 

In the context of economic globalization and intensified market competition, 

public sentiment has become a critical consideration for multinational enterprises 

(MNEs) in their decision-making processes. Public sentiment refers to the 

collective opinion or attitude of society toward a specific topic. In the global 

business environment, MNEs must consider and respond to local public sentiment 

when implementing localization strategies to enter new markets. This study 

employs a mixed-methods approach, combining qualitative and quantitative 

analyses, to deeply explore how public sentiment influences the localization 

strategies of enterprises. First, using grounded theory and case analysis, a 

theoretical model was developed to analyze the localization strategies adopted by 

MNEs in foreign markets and their influencing factors. The study discusses how 

these strategies respond to different market environments and concludes that public 

sentiment, as an informal institution, significantly impacts MNEs’ localization 

strategies. Subsequently, the study employs experimental methods to examine the 

effects of different public sentiment tendencies on the localization of marketing 

communication strategies and the moderating role of product country image. The 

experiment utilizes a 2 (public sentiment tendency: negative vs. positive) × 2 

(product country image: negative vs. positive) between-subjects factorial design. 

Through random grouping and scenario simulation, the experiment validates the 

significant influence of public sentiment and product country image on brand 

localization strategy decisions. The results reveal that negative public sentiment is 

more likely to drive companies to adopt localization strategies compared to positive 

sentiment. Moreover, the study identifies the mediating role of legitimacy pressure 

in the relationship between public sentiment, product country image, and brand 

localization strategies. A moderated mediation analysis reveals that the mediating 

effect of legitimacy pressure in the public sentiment-localization strategy 

relationship is moderated by product country image. When the product country 

image is positive, the influence of public sentiment on localization strategies via 

legitimacy pressure is significant; however, when the product country image is 

negative, this influence is not significant. These findings provide theoretical 

foundations and practical guidance for companies to develop effective localization 

strategies in new markets.   
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