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摘要 

在全球化的市場中，消費者在選擇品牌時越來越多地面臨全球品牌與本

土品牌之間的抉擇，然而，消費者的惰性，尤其是中老年消費者的行為慣性，

使得品牌轉換的難度顯著增加。這一消費惰性和品牌轉換障礙的現象在以中

老年人為主的慢性病市場中尤為突出，由於消費者對本土品牌的認知和信任

不足，外資品牌在中國慢性病用藥市場中一直處於領先地位，對本土創新藥

企業和後進入市場的品牌構成了巨大的挑戰。如何正確引導消費者的心理認

知，從而有效激發其品牌轉換的意願，已成為當前本土品牌迫切需要解決的

戰略議題。本研究聚焦這一方向，希望研究如何優化慢性病用藥的行銷訊息

框架設計，以激勵消費者從國際品牌向國內品牌進行轉換。 

針對慢性病用藥的特徵，本研究引入了調節聚焦訊息框架作為刺激患者

進行品牌轉換的主要前因，同時考慮到消費者對訊息的反應受解釋水準的影

響，本研究還基於解釋水平理論，考慮心理距離中與慢性病患者用藥最相關

的社會距離、空間距離和時間距離這三個維度對調節聚焦訊息框架和慢性病

患者的品牌轉換意願關係的影響。具體而言，本研究主要探討了：第一，調

節聚焦訊息框架如何影響慢性病患者轉向本土品牌的意願？其效果對醫生和

消費者是否有所不同？第二，調節聚焦訊息框架影響慢性病患者本土品牌轉

換意願的機制是什麼？第三，在不同的心理距離維度下，調節聚焦訊息框架

對慢性病患者本土品牌轉換意願的影響有何不同？ 

本研究設計了五個情景實驗來開展研究。實驗一和實驗二檢驗調節聚焦

對品牌轉換意願的影響。實驗一針對患者樣本，結果發現，提升聚焦的訊息

框架比預防聚焦的訊息框架更能提升患者的品牌轉換意願。實驗二針對醫生

樣本，結果表明，對於醫生來說，提升聚焦的訊息框架同樣比預防聚焦的訊

息框架更能促使其轉換品牌。實驗三、四、五則分別檢驗心理距離中的的社

會距離、空間距離和時間距離對調節聚焦與品牌轉換意願之間的關係的調節

作用。結果表明，社會距離和時間距離對調節聚焦和被試的品牌轉換意願的

關係有顯著的調節作用，社會距離和時間距離遠時，提升聚焦的訊息框架下

被試的品牌轉換意願更高；而社會距離和時間距離近時，預防聚焦的訊息框

架下被試的品牌轉換意願更高。但空間距離對調節聚焦和被試的品牌轉換意
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願的關係的調節作用不顯著。 

通過揭示調節聚焦訊息框架與心理距離對於消費者品牌轉換的作用機制，

本研究在理論上：第一，對品牌轉換相關的文獻進行了補充。本研究探究了

慢性病患者的品牌轉換意願，檢驗了訊息框架這一影響前因，並揭示了感知

產品功效這一仲介機制。第二，把調節聚焦訊息框架應用延伸到了慢性病品

牌轉換場景中。本研究通過實證研究驗證了調節聚焦訊息框架在慢性病患者

品牌轉換意願中的適用性，並細化了其在不同解釋水平下的具體表現，豐富

了訊息框架領域的研究。第三，對於解釋水平相關文獻，本研究驗證了解釋

水平理論在品牌轉換決策中的適用性，並綜合性檢驗了心理距離的多個維度

的調節作用。第四，對於產品功效領域，本研究驗證了訊息框架也是感知產

品功效的一個重要影響前因，拓展了感知產品功效在訊息因素方面的研究。 

此外，本研究的成果還有助於為本土創新藥企提供更具針對性的行銷策

略建議，幫助其在競爭激烈的市場中實現消費者向其品牌的轉換，從而提升

品牌競爭力。首先，本研究揭示了訊息設計在引導消費者品牌轉換行為中的

關鍵作用。啟示企業可以通過構建訊息框架，為消費者提供有力的品牌轉換

理由，從而有效地引導消費者的品牌選擇。其次，結合調節聚焦和解釋水平

理論，本研究深入分析了消費者在不同調節聚焦訊息框架下的決策過程以及

對產品訊息的解釋和評估。這有助於企業更準確地把握消費者的需求變化，

為制定精准的行銷策略提供了理論支撐。另外，本研究還從產品特性及利益

相關者等多個視角，探討了消費者的品牌轉換意願，為企業在行銷活動中兼

顧多重因素提供參考。 

 

關鍵字：調節聚焦；社會距離；空間距離；時間距離；品牌轉換意願  
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Abstract 

In the globalized market, consumers increasingly face choices between global 

and local brands when selecting products. However, consumer inertia, particularly 

the behavioral habits of middle-aged and elderly consumers, significantly heightens 

the difficulty of brand switching. This phenomenon of consumption inertia and 

barriers to brand switching is especially prominent in the chronic disease 

medication market, which primarily serves older demographics. Due to insufficient 

consumer awareness and trust in local brands, foreign brands have long dominated 

China’s chronic disease medication market, posing significant challenges to 

domestic innovative pharmaceutical companies and late-market entrants. 

Effectively guiding consumers’ psychological perceptions to stimulate their 

willingness to switch brands has become a critical strategic issue for local brands. 

This study focuses on optimizing the design of marketing message framing for 

chronic disease medications to incentivize consumers to switch from international 

to domestic brands. 

Given the characteristics of chronic disease medications, this research employs 

regulatory focus message framing as a key antecedent to stimulate brand switching 

among patients. Additionally, considering that consumers’ responses to information 

are influenced by construal levels, this study incorporates construal level theory to 

examine the moderating effects of three psychological distance dimensions—social, 

spatial, and temporal distance—on the relationship between regulatory focus 

message framing and patients’ brand switching intentions. Specifically, this study 

addresses three questions: (1) How does regulatory focus message framing 

influence chronic disease patients’ willingness to switch to local brands? Does its 

effect differ between doctors and patients? (2) What mechanisms underlie the 

impact of regulatory focus message framing on brand switching intentions? (3) 

How do different dimensions of psychological distance moderate this relationship? 

Five scenario-based experiments were conducted. Experiments 1 and 2 tested 

the impact of regulatory focus on brand switching intentions. Experiment 1 (patient 

sample) revealed that promotion-focused message framing (emphasizing gains) 

significantly enhanced patients’ switching intentions compared to prevention-

focused framing (emphasizing losses). Experiment 2 (doctor sample) yielded 

similar findings, showing that promotion-focused framing was more effective in 
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motivating doctors to recommend brand switches. Experiments 3, 4, and 5 

examined the moderating roles of social, spatial, and temporal distance. Results 

indicated that social and temporal distance significantly moderated the relationship: 

under distant social/temporal conditions, promotion-focused framing led to higher 

switching intentions, whereas prevention-focused framing was more effective 

under proximal conditions. However, spatial distance showed no significant 

moderating effect. 

The theoretical contributions of this study include: (1) enriching brand 

switching literature by identifying message framing as a novel antecedent and 

revealing perceived product efficacy as a mediating mechanism; (2) extending 

regulatory focus theory to chronic disease brand switching contexts and clarifying 

its performance under varying construal levels; (3) validating the applicability of 

construal level theory in brand switching decisions and testing multi-dimensional 

psychological distance effects; (4) expanding research on perceived product 

efficacy by establishing message framing as a key informational antecedent. 

Practically, this research provides actionable insights for domestic 

pharmaceutical companies to design targeted marketing strategies. First, it 

highlights the critical role of message framing in guiding brand switching behavior, 

suggesting that firms should craft compelling narratives to justify switching. 

Second, integrating regulatory focus and construal level theory enables deeper 

insights into consumer decision-making processes, aiding in the development of 

precise marketing strategies. Finally, by exploring brand switching intentions from 

product-specific and stakeholder perspectives, this study offers a holistic 

framework for balancing multiple factors in marketing campaigns. 

 

 

Keywords: Regulatory focus; social distance; spatial distance; temporal distance; 

brand switching intention. 
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