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A Further Study of the Research Programme of National Economy

Mobilization Theory
KONG Zhaojun

(School of Management and Economics, Beijing Institute of Technology , Beijing 100081, China)

Abstract: The purpose of the National Economy Mobilization is to realize the extraordinary supply of resources needed to safeguard
national security. National Economy Mobilization activities refer to the intervention and regulation of National Economic system.
National Economy Mobilization Theory is a branch of management category discipline, which needs to absorb modern management
science research achievements in order for further improvement. Agile Mobilization is the core idea of National Economy
Mobilization, Dynamic Alliance is the organizational foundation to realize Agile Mobilization, and National Economic Mobilization
chain is the means to accomplish the task of National Economy Mobilization. Strengthening the National Economy Mobilization
business process research is the goal of our work, while integrated mobilization is the important measure to upgrade the National
Economy Mobilization business processes.

Key words: national economy mobilization ; agile mobilization ;research programme ;mobilization alliance
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The Effect of Functional Attributes and Brand Personality on Consumers’

Purchase Decision for Family Cars
WU Shuilong', HU Zuohao*, YAO Qing’, JIAO Wenyu®

(1. School of Management and Economics, Beijing Institute of Technology , Beijing 100081, China;
2. School of Economics and Management , Tsinghua University , Beijing 100084 , China;
3. Dongling School of Economics and Management , University of BeiJing Science and Technology , Beijing 100084 ,China)
Abstract: How functional attributes, brand personality and brand equity affect consumers’ purchase intention were examined, with
survey data for two car brands “Passat” and “Mazda 6”. Participants were 1 440 family car consumers across 7 cities in China.
Results based on structural equation model suggest that: (1)functional attributes have positive effects on brand equity ; (2 )the effects
of functional attributes and brand personality on purchase intention are mediated by brand equity ; (3)brand equity has positive
effects on purchase intention ; (4 )the influence of brand personality on brand equity varies with different brands.

Key words: functional attributes; brand personality; brand equity; purchase decision; family cars



