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Abstract

This paper examines the emergence of the Guochao phenomenon and the rise of
consumer nationalism in China, analyzing their impact on the development of foreign brands in
the Chinese market. With the expansion of the middle class and the rise of younger generations,
Chinese consumption patterns have shifted from a functional orientation toward cultural identity
and emotional drivers. Guochao represents not only the integration of traditional elements with

modern design, but also an expression of cultural confidence and national value recognition,
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enabling domestic brands to transform from “Followers” into “Leaders” At the same time,
consumer nationalism—fueled by historical memory, geopolitical tensions, and digital media—
has continued to intensify, creating a social climate that favors domestic products while resisting
foreign ones. Against this backdrop, domestic brands such as Huawei and Li-Ning have secured
advantages through technological innovation and cultural symbolism, while foreign brands like
Nike and H&M have faced challenges due to insufficient cultural sensitivity and recurring public
opinion crises. The findings indicate that cultural value has become a critical variable in brand
competition. For foreign brands to achieve sustainable growth in China, they must enhance
localization capabilities, establish rapid crisis-response mechanisms, and strike a balance between

global strategies and local practices.
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oI, S REINESS YRR, A LA A e B A SO U St = 1525 1
BN

(=) Tty AL

Bt LV 2l 2 SO A 5 RS R B AL AN 5k, il b 16 7 St A A
AR . W E MR AL R E SR ARG N E T, B A KR A AL
XA (Local Relevance) HIIBR. XAMUABLE fhiit PRIAF L. &R, FHAT
SEPEEG TR, WRIDEE 54 L KOL X MG NEG1E, B /1 SEiise
W E R AL SRR (Zhao, 2021) o AN [ BRAb M bt FRAEHE B B RIS, ik
AR LR EEGOREE R B, JFEAE T E R 58 PR I Ll AT
7 DA SR SCALIE S AR IRGA R . (IRl L, i A i OO R — 5 BRI AR “ 3tk
PrEILE)” e, WER SRR IR I 5T S E KR EIR, Hikm
HAE P E T KA

(=) M5 HIERR

fEETY, SESTERE R RRRCEL AL SRR T, TN E
MG E S S M. WEFURY, [V 2% 38 AR K A R 27 1F 9 R IE [ 5
. ALEZERSHSNESHEZETT A (Liv & Wang, 2021) . EXMIES T, His
Al S AN BER BOM S5 3 AL IR RBOER” , [ERMEIRSIF LN EENEWE. 4
a, —HEEBURE R IR LR RS IRS, Bl TAEMENAH = B0 EoREES
HEVH B R — B, RABILGMEREIK. XEWE, mEEHECS AR 1T
AT, MY EMMEIGR, SUURFEM SR EUR NG ad . RARLRESEDIREN |
515 EAME 22 18] SEIUA RO IR R, 4 BEAE e B 5 4 A e B BBURR ) T 37 A 85 v i 8257
Ao

HME FLEAETE B RO GBS T IR 2 18

F—, a4 SBURE

4/1MEE] it R R 20 B e o L A 2 R SCAL RS S B0, 38 S A il S 4K 5 BUR U A
PO SE AR RA T EESG TR, WEEAS . WHUEEEZEAR, AMUGE
BEFRTH I F 3 SO TR, IR B SR A SO B . I RO R, AR
FEWEU T 3 5 4 b SRA S R IL S 53U & B R 35 . Bilan B 25w (Starbucks) B #EH DA
HELGE “HER” AEBMETIREH PSR, BirFhmATab, e, T8
7, ZEHBHEMAZIVOL . XAV ER T S B G B, s T
I SCAG I R

XA LSS 77, A B i R RE S ISP AR S A LG 2, FE AR IR T
g T B AT R T I AR

B, BYRERMAEHLE L]

FE R £ UG %6 H 28 ik AL 2o 3R b, AR B RN (W 48 T 51 R B FEbL
BRI, A0 T o B 5 0 S e 2K 1 A S B s N 5 2 e 2L o — BLfE LR AR, R AR
. B H BT S EISLAARIGY], TR B R B S ms . R EE A . AR
WS IR DAL B O FE TS LR, A R BB R AR S E O B . Bl
SR (Apple) 78BN FH DR O 2R B0 ) RS2 B T SR, SO EAT T BOR A EE I R A A
TR, DL At — 2712 Dolce & Gabbana (D&G) 7E “BA) " HikjE, [N
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IREHEEAEEW, HAFEEREGTMIEHE, BOVENIS R MR, v ILET
Fdit SR ANE VIS, AR TR 5 R = B SR R A
T3y, VLRGN RS S B B E T i ae 15 78 IR 32 SO 9B 55 seail ik
.

E=, BUEHEBENBRER

e ETY, HE R SCEN T S P 2 R A . T B AU
BT IR S EATIRS:, Horifm SRR A S 52 ERRAE. SME &
s 5 A+ KOL A1E. FFRA 20 H B8R 5 A B SCHAH IS S R, SR 5R YA
PRH PN E LS 515 BUK P . X Fh “IHREEEAR” FIFR, WHER KRR ke 5 Re 7 5L
MK . Hlanf e (Nike) fEFEIEEHALEZEI R, XFHDFERE A
H R5mAk 5 5 1 2 3 I R R o IXFRMEVE AR T TV 2 385 b R A B, AR
SIMEE IS T ILFEMARINE; AT ER[ SR (Coca—Cola) fEFTHAMEIMEL “HESM” , ¥
PLARIE A RO S SR Tt HVE 208 72 0 SE ) [RI B SRAG SO B I IX i ek
BARMIRER, AMURH T AN, Wik 5 F 5 L 35 B3k,

FE0, PEEFRERES AL

EERAERIE BAR N ESR UL T S — I ENELE, (EEFETY, WREZ BB AR
AR, AEMECIZERL. Fk, ST AR RRE AR O E R FIRT, RIS A Hh 5
W&o B R (Apple) fR¥FFH 2B Im 500 SRR, &0 A B &5 4 R = R~
5%, W “Shot on iPhone” F RINMHE, SAEXKEAR. FEEHELIHE
B, TRV 457 (McDonald” s) fEHRETIIAMHEL “ZHGH” E/KF A AR L OBRA
Feim, [FRRFFHARRIE SR DAL, SEIL T “Aark + A7 FXE K. X
CXE RGP AT AN R E BRI R — TR R, iR T AR T E TS SUE
BC /1, APTREER IR T IR STHLR

ik

ASCH Ge E 7 B ST R RIRE MR RITHT L, R 1 EE R ES
FERIEAR A A i BB B B 42 DA K A B Wl R AE SR T T W PRI LI S5 B k. T U485 SRR,
Hh [ B BB R IEAE 2R Ol “HRTELF” 18] “AR L EBE” FIRZIFEAR . X —HAAN
KA T Bl , tHEEE T SRR

FERHERT, AtfmulEd TR EaE ST e mSAI M, BEkeE T
AN S T T Ak E R BB 3 S 28 St SCAIE ST, AR 53 B A\ B ig
JENLSEEGEHL. X—IRRY], HEERE EEUENESNNEES 5 EER A FE N
B, JRHESh T R H “ ThREIKEN " 1A “ SCALEREN” BEAR

BE— B TR, I 2 R ROR 1 SRR SR AR B — LR RN, T S HE
AE DTS T SRR SN R IR . Bildn (P E T SR E TR R (2024) ) B,
£ 68% IR e (JUHJZ 95 JE R 00 &) 78N SE R SR i [a) T8 e i e e g A i b [
SCACTCER A, (RIS 2 54%FITH 2% F R, A5 A1 il REAE A 2 OB PR I 53 v A AN
B, AR E SR . X R 9 R I O GAENE R AR 17 SE P R 9
B, B T AT X bR A BRI .

MR TTHORE , A E A =5 %
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F— ARG E BRI T Al T 37 E AL 0 R A B RO T AR B
HU, 45 i R R AT e A N PR S5 4+ 70

B, BN FTEIE. HM EERE], $RH S —IhREXUE LK " 1)
IIMTREZR, JBR A A - it ho R T 3% I [ o it R 2 PR 5 B2 (H B LA

=, SiaSHESE S RG0S AR AE ST T RITBOR S 91
RN, B it R M SR BERTIE TR SR 7R, AR 8 T POt e, RIRE L 5
1] it WA B PR B T4

FESKBR R )T T, A R ARAE T B T S FT R R e, NI DA SR

By FEEXAAAR T SEURE, Btttz At S e EA T
LG TTER, AMLBER I ah ISR T, 36 RERTIRIRZ I ALY

B ESLPGERNKEIVE B, BRI FOAAS R RO AT e A AR Y B Bk
0o SEHURINT IR 5 2 B B OE W R RE 75 SEBL AL

=, SRS R ROES, AR IR, R S S St
SMERRAL. B 54+ KOL &1F. THRAMIESIEGEIEEH, MR RF R
A, FFRITEIE.

0, fEABRGS SA B R R, K /IR 5§ ChEIER” 1
XUFNTERC o X AMUESR AR S BR DR A — BURAZ OB, 1 SR FLAE v [ i 37 R I L o
ARSI BUR S

Zr LR, o S S 2 RORE SRR, AN AR L i R A B8R A
TIRIFESIAE R, X M SRR TS S 3R TS R K . A A BEAE SCALERE L A
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WAk
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