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Abstract: Based on the background of brand globalization, this paper explores the influence mechanism of two dimensions of
the core construct of brand-nation connection on consumers’ purchase intention. The empirical results show that the dimension of na-
tion-to-brand association has a significant impact on consumers’ purchase intention and brand competence, and brand competence
plays a partial mediating role in the influence path of this dimension on purchase intention. The dimension of brand-to-nation associa-
tion has a significant impact on brand warmth,and has a promotion effect on purchase intention through the full mediating effect of
brand warmth. In addition,brand typicality positively moderates the influence path from the dimension of nation-to-brand association
on brand competence. The above findings provide theoretical insights into how the two dimensions of brand stereotype are affected by
brand-nation connection,and clarify how brand-nation connection and brand stereotype affect consumers’ purchase intention. In practice, it

provides strategic guidance for China to enhance the national brand image and for Chinese brands to promote the globalization strategy.
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