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摘
  要

本文
讨论影响消费者行为的因素，以文化对消费者行为的影响为主要切入点，集中分析了……，重点讨论了……，并就华为在国际市场营销中如何应对文化影响的问题提出了个人的看法。
本文共包括以下六个部分：
………………………………………………………………………………………

本文的创新之处在于……。

关键词
：消费者行为 文化价值观 非语言沟通 仪式……
ABSTRACT
  
The
 thesis discusses the factors that affect consumer behavior, focusing on the influences of culture on consumer behavior, and analyzes... The author explores... and puts forward personal views on how HUAWEI should deal with cultural influences in international marketing.

The thesis falls into six parts. Firstly, it introduces...

...

... Finally, ... 
The innovations of the thesis lie in...
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Cultural Influences on Consumer Behavior
: A Case Study of HUAWEI’s International Marketing Strategies
Culture is a strong motivating force and it influences the purchasing behavior of consumers to a great extent. ... 

…

Part 1
 Introduction


A consumer is generally thought of as a person who identifies a need or desire, makes a purchase, and then disposes of the product during the three stages in the consumption process. ...

…

…

Part 2 Literature Review
A set of dimensions can be identified in the literature, which can be used to characterize and differentiate the various perspectives on consumer research.

…

…

Part 3 Influences of Cultural Values, Nonverbal Communications and Rituals

…

…

3.1
 The Influences of Cultural Values

…

…

3.1.1
 Other-oriented Values

Other-oriented values reflect a society’s view of the appropriate relationships between individuals and groups within that society. …

…

…

3.1.1.1
 Individual/Collective. Based on a major study by Hofstede, the United States, Australia, United Kingdom, Canada, the Netherlands, and New Zealand are high in individualism. Taiwan, Korea, Hong Kong, Mexico, Japan, and India are more collective in their orientation.
…

…

T
able 1               Selected Rituals and Associated Artifacts
	Selected Rituals
	Typical Artifacts

	Wedding
	White gown (something old, something new, something borrowed, something blue)

	Birth of child


	U.S. savings bond, silver baby spoon

	Birthday


	Card, present, cake with candles

	50th wedding anniversary
	Catered party, card and gift, display of photos of the couple’s life together

	Graduation


	Pen, U.S. savings bond, card, wristwatch

	Valentine’s Day


	Candy, card, flowers

	New Year’s Eve


	Champagne, party, fancy dress

	Thanksgiving


	Prepare a turkey meal for family and friends

	Get a job promotion


	Taken out to lunch by coworkers, receive token gift



	Retirement
	Company party, watch, plaque



	Death


	Send a card, give to charity in the name of the deceased


Source: Leon G. Schiffman and Leslie Lazar Kanuk, 2000, Consumer Behavior (seventh edition), Prentice Hall, p. 137.

…

…

These differences in attitudes are reflected in consumers’ purchase decisions, consumption practices, and recycling efforts. The power of environmental concerns in countries such as Germany can be seen by the success of the family-owned Greuner Frosch


…

…

3.1.2 Environment-oriented Values

…

…

Cline (2008)
 suggested that “unlike the economic, legal, and political aspects of a country, which are observable, culture is largely invisible” (p. 211).
“Habitual problem solving is what happens when a consumer repeat-buys a product while carrying out little or no evaluation of the alternatives.” (Jabber, 2015, p. 65)

As discussed by Schiffman, L. and Kanuk, L. (2000) 
that the roles played by the different household members vary with the type of product under consideration and the stage of the buying process. 

Cline (2008) hypothesized that:

“...there are a limited number of common human problems for which all societies at all times must find some solution...How a group is predisposed to understand, give meaning to, and solve these common problems is an outward manifestation of its innermost values, its window on the world: its value orientation.”
 (p. 201)
…

…

Part 4 HUAWEI’s Considerations in Approaching a Foreign Market

…

…
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Figure 
1 Factors Influencing Consumer Behavior
Source: P. Kotler, F. Bliemel, 1995, Marketing Management, Schaffer-Poeschel Verlag, Stuttgart, p. 280.

…

…

Part 5...

…

…

Part 6 Conclusion

…

…

A
PPENDIXES

Appendix A Strategy Inventory for Customer Behavior


This form of the strategy inventory for customer behavior is for ...

…

…

【附录不是必要部分。若无附录，将本页全选，直接删除，即可。】
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如果有Note，Source，Adapted from，则在图注下方一并列出，上空5号一行，独占行，内容为小5号Times New Roman。


图上方空小4号一行；图注（或Note，Source，Adapted from）下方空小4号一行；图本身和图注之间不空行。


正文中应当有必要的引导语，以便引出图形。图形的引导语必须在所引导的图形之前，对图形内容解释的文字应另起一段，原则上排在相应图形之后，但如果引导语下方的空间排不下图形，可将图形排在下页第一个独立的自然段之前。


APPENDIXES顶部居中，4号Times New Roman加粗。段前、段后均为0.5行，居中独占行，单倍行距。


附录标题格式与正文二级标题格式相同。附录编号为：A, B, C...，每个附录另起一页。


附录内容的格式与正文的格式相同。注意：附录中的图表也要符合正文中对图表的要求。


REFERENCES顶部居中，4号Times New Roman加粗。段前为两行，段后为一行，居中独占行，单倍行距。





参考文献先中文后英文，中文参考文献为小4号宋体，按照姓氏拼音排序；英文参考文献为小4号Times New Roman，按照首字母升序排序。中英文参考文献统一编号，编号形式为阿拉伯数字后加圆点（如“1.”）。非英语类外文，一律按该国文字格式处理。





参考文献的详细格式请参阅本格式尾部附件《主要参考文献的格式要求》。


ACKNOWLEDGMENTS顶部居中，4号Times New Roman加粗。段前为两行，段后为一行，居中独占行，单倍行距。


后记正文格式与论文正文格式要求相同。


本表占整页，不加页码。






