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Abstract

Under the background of the “product + service” development model of manufacturing enterpris-
es, the transformation of service is facing the test of economic problems such as “service paradox”.
From the perspective of network embeddedness theory, this paper analyzes the problem of brand
value construction in the process of manufacturing enterprises’ service-oriented transformation,
and proposes that service providers have a certain impact on manufacturing enterprises’ ser-
vice-oriented brand value through brand-related benefits.
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Figure 1. Theoretical framework of brand association among consumers, service providers and manufacturing enterprises
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Figure 2. The theoretical model of this paper
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