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Abstract

As 2-dimensional culture is gradually recognized by the public, many enterprises choose 2-dimen-
sional IP for re-creation and try to find marketing innovation by using the 2-dimensional group’s
love for IP. The core element of 2-dimensional IP is culture, and the re-created product is the car-
rier of IP culture. The cultural identity of 2-dimensional primary users to IP affects their
word-of-mouth recommendation behavior. Based on the theory of psychological ownership, this
paper finds that IP cultural identity has a positive impact on consumers’ word-of-mouth recom-
mendation behavior. For the downstream industry derivatives, consumers’ promoting psycholog-
ical ownership and defensive psychological ownership play a complete intermediary role; for up-
stream content authorization products, consumers’ defensive psychological ownership plays a
partial intermediary role, while promotional psychological ownership has no intermediary role.
Different from other studies, in the 2-dimensional interest group, consumers’ defensive psycho-
logical ownership will promote word-of-mouth recommendation behavior. Enterprises need to
make rational use of the IP cultural identity and psychological ownership of the 2-dimensional in-
terest group to recommend word-of-mouth for re-created products.
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BEETHE N BERMEORIIRIE AR, RO R IR IR A PR, ARG, Hefm A 1
fift —UC IR A SR PO . 2017 4R, SCHERRATE) OB “+ =107 WHISCH A JE o i) $2
HANPRR FEANIE . Tk QUE BT WSRO, 1A RIRShE QIS AR . 2020 47 [
TOTHI P L) 37 AL N, EI MR R Z ARASR IR, W RE e N, sl T IE Tk
TOAR LA -

AR SR AR, 2017 4F, h EEhE Ak S 1536 12470, JHRFFRIAIKES T oo
MV R BRI T 1P TG, AR LA BRI 1P AL T A0 Rl fiT A= it 2. Ik
JC b T3 FER T A B IR, 4 — kT IP e AR 55 o B B 75 — et ah 15 2 A
FUNT], SO0 FIR P GRS IR, —Ikoe IP WA R IR, flhn, 2019 4, IR (MRHEZ i
BEIL) AR 50 LRSS0, AN USRI AR CGREBEE) RHRREE K 35 1. —IRIo Rl IfTAE ™ i
W EEAEA L R RS KT R S8 . ATIEM AT B R, — oo Xk ACGN T~
P T A ORAT ARl B A 2 B S, (B8 A L B B AR AT 60%. BB ko HI P BEARIE N, T
T E s BT I (B it — 25 5t

LA SR IR ;. hitps://www.iimedia.cn/c1061/69643.html
2 PR ATHE PR 4T . https://bg.qianzhan.com/report/detail/459/190508-30ef9478.html
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M (015)WF FEFEH, —UoTB R A N T “A %7 G ERIE), 274 B R VER B EER SO
178, A TTREN —RTC ity KR E 2 I e, BIEE 2 AT at. —IXIT IP B B R A8 ™ i
(I, BRI A7 HE AN B AR R R HE R AR I L 2 o ISR B, #E —RTC IP R AT A i
D ANE R fh B, LT ARG, DRI, Bln, BB T IR R AT R A R
TFIRIIIH, RIZ LA R M 5, AR AN & A 0T IP ARRBUER RS, =
IR AR, Glan, DAl CRED SRR, B w55 2% R IR IR BT AL S AL A i
M (T o rE S IR, VY2 R ElE s T S REAWIE .

M2, ZIRTT P BREREAATEAT TURRHERE B BEEE R AT A 7 SO TR AR 1 R HERE 1.0 PR
AL P FANE R T LAl w2 SRR WIRAAEZE S, ATRERIR AR AT 4 7 IS A fE
PRI IR, e A SRR AL L

2. XGRS iR
2.1. JCHRERIE

TG IP FABEHELL AP BEkAL” o “IP Btk L “IP R SR IR E AR . H A
FH2017) B FLANH K6 1P FROIE &R — AN A B — TR =B N A TBOR A 526 R P2 BU N 285
B o BEEERBTFCIAA IRC 1P FROIE RN IP R OMES . T SR B S 2338 14 7 it B i 2K (i
VEAE, 2019). FETHARATWIVRIT S, —Wkot 1P BAGERET 3G — 2 H /LR /E &, N E
m NI R WS 5, A& M= e ARSI ZIR0T 1P ANGE R 1P RS ZOMEE
TEGANME ML, B3 H T 7 o B i

H i P20 T I A DR O AR I e SC I R, LAERS, A
ORI ZUOoT FANE = S R T, DLRIE R ARR MR — ool Rk e tial. S iR
TURTTER I SR 6 SCA I P Cal o, A1, 2020). i R(2020) AT R BRIT RO B, BF 5T
FUNZBEORTE 1P SN RIRISE I R XS IP FF 5 = AR S AT, Wk, HEFESE . SO IR0t IP 1%
OEZ, FHENE™ 2RI P ST EdE, ZROTHARRT 1P ST R GRAEARAT TN 1P B ™ ™ AR
BTN, ARSI AT 20 — R TR AT B8 A7, 8 BN i) i bR AR 2 R
e Bt — D At . DA R Fodad S0 3 B — s mn T A 3 AT IR &R, (R EZ B A BA
TP, IRTTERGERAXT 1P FOIE S S O AT N LA N AENLE, A R R I AT

TIRTCEHA A R AR, BRI 1P B W, SHARE R E AL, SIROTERE 2
PIVTE T OS5 B RBERE R, X5 0HTAMEREMREE FRMFER . Pierce
S5 (2001 K BRI A BUE SO —FULERRAS, 2/ MRERGE B AR YEH S — 5 R T B S —FRES
OV H T BRI O o5 A I [ AR AR S IE Ao o Co B BT A A 3 ke | T ke JR WA TR IR e UK
AR DUIE 3 G0 B AR AR 2GR IR S5 T S5O BT A AL . Avey 5 (2009) R % Higgins

XA A bR R 5T PR et OB, MARISGE SR T PAFRE. SERaE, JEE RN LT
O A BE b3 B2 BN AT = A A B A B, AN O e THRE . a4tk — T
MESBIRS 5 P BRSSO, VHREUG 0 Jr i M Il B e SR e
EFS¥opEERER A cr i

o BN B BAR T i HETH 9238 O REHEREAT O, OB BT BN 8 BB AT R 9k 555 98 2 1 1
PRHERAAT N ORI T, JET5 1, 20200 st 0o BT A BUREARARAR M 70 flb A 2> SEANHERE, Bl kO 2R T
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BHREANMERNB Z AT Z (G oo, 5khl, 2020). 775 FELHT(2018)7EXT — IR JG 1P #BG AR 73K
B, AR IP FHA R AEABATZE 1P VB SR NS 8] AE TR0 77, T I S48 N In5E 7 AN 1P 0 BE
AL ZIRTCEBRGIEAANT 1P MR TR IR 2 51 T i) IR 2 I, (R SR S R A ™= A 3 2
FAT NG, 2020),

HRHE AT SR, T8 2O BT BT PR AN ZE BN BB AT A AN R 2, A S — kot
1P W[5 s R 0 BRI A AR RE A (2 RIS A 9 A~ S5 ), AR a5 1) 000 BRI RS A A S D0 GV 1P P8
TGP b A R AR AR ), SRR AT CVRHEREAT R, B 1n) RO BT BUE AN T S 1P R
i TE ARG B, AN E AT DR, (HR B R LA A SEE A I o

22. MRBE

TROE IP RNEMPT S IEE A, HOCHR 1P FTURIIA IO A MEL A G BERRAN
ORI, 2016). IXEERIRAM IP AU —FRFS, AR BUR BRI ARR I T . HEL
TGP, ot IP AR B R A EZ NS 5K, HP SRS HP SR Z R D)2l
P IP BIRZIE R . ZOCBEREARE T X 1P FRE AR RELE—i, XM ERENT &
KR AP AR S EIT SO SE B SRR 30, PIanfE SRR SORA™ . BHOL AT (M, 2014), iXuk
R IRTCHIBGEARRT 1P FRQIE ™ W AT DT B A

2.2.1. IP AR F OMHEEITH

THPE I SRR T 222 A G WIER R WAL, 252 250 R 2 (1 5, 2015). 74 2%
TP PN, PR R WSO 2 SR, T P KRR S SCA A TR 2 S B 0T
ARBOAE A, Tajfel 45 (1971 A& BE LRI, 9 MENIRE] “IAT” Z—1FK), XK,
INFBLEAMARZE T “3RAN7 T2 BRI SR M PP o o4 1H.(2008) BF 7t 38 B SCHGN RS2 Y 28 #4708, BN
TH TR T i TR TR SO GRAE P R0 ST A PR R o 1 1] 1 45 (20 16) A 9 2 B S AR [R] T 1] 5 1 ¥ 9% 8 ) L
B %SO IR S R E ) AR R R R . ROG IP BRI P 36 T4 IP RS (CC2E B DRk
SR I B 7, 1P SCAGIAE AT I 5 1P YRR P2 2 T IE TN, TR A AT RN I A
1o

R ERTIR, ARSCHRH DR R

H1: [P SCALIA FIRRRR S Y B 5t 1P FE B3 72 i i DR AT N

222, LEBFRFEWAIHRNTER

H S, ST RO e OB T B B AL s B O B T BB AE A RIS
ANMATE RSN S H ARV $7 12 A0 808 50 7T RERS BT P2 2E M — O HDIR S . Pierce S5 7 A N O ELFTA B
AT, GRFEBAAFR, Mg, SEs R R OEITABE 8 E . kIt
GRARIETINFL G/, A P SCIM P 23R R 7 ff 1P 1ERY, 50 2 1 R A BN,
FIRE, ML IP QLG BRI EM. SRR 5 1P AR EELY . 1P SUINFEW
KNP T R REAR O E T AL, BB IP (B S OR B TR IP fER IR 28T
WA, — O, IRJCEERTE RS 1P (R A2 P 3RAS A R AN St R (T35 1, 2020), SRS
BEVEQBELRTEARL 7 — 7T, HeR AN SR AR 1P BB, SR AR BB A O BT AL

g5 FRTR, ASCHRH DL R R

H2: 1P SCAGIA [RIRR I 82 M ¥ 9 3 O B T A

H2a: 1P SCAG A R AR AR S Mo v 2l 5 (i adh kO BR AT A A
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H2b: 1P SCAIN [FIRR AR S e 2% 28 B A8 O B A AL

Kirk 25(2015) B 7t 2 B Lo B BTG B 385 53 2 35 1) 1B S 8ORT BUBRR , A B T 3 998 2 3 1) VR o
Cheema 71 Kaikati (2010)8/F 7 & BiCo B A AL 23 98 5578 288 VRHEREAT v, BONHERE IR K2 AT, [#
IRV o B FRARRYE . Avey 25(2009)FF FE R 4R TR AR AR s BRI, KO ERFTERU NP ANERE: (RO
BB BRI AP o BRI AL, AN R4 B (10 BRI A B XA = A AN [RI 52 . ZEA-0 ) OB ) ik
G 1P PO 37 7= S e, B (R O BT RO R T A ZERTHE, 8O IP FERK S
AT ORAEEAT s DI QBT ACMER S e P B2 N TR, )R T H O A
BAINEIE, FARE CRMEsE, ARET DI TN .

g BRTR, ASCIRH DL TR

H3a: {14 0o BE BT A B RE T AT DR HEIEAT ;s

H3b: B OB AT A AN S P HEAT DR AT s

Hda: (bt FT A A 1P SCHGIA RIS D REAT A i sp AR s

Hab: BHfEvEOEERT A BUE IP UGN A S R AT R e A E

2.2.3. {RBIME

SOR HR e 3z 3 FH T 18 2 E AT N B9, Fiore A1 Kim (2007)BF 78 32 HU A5 6. TAZNA5T 2038 20
R RERI . MRyl P, SR BT ARER. AT AR, K 1P ST RIVE R B 1)
IR &, AT NI N R BN AR &, OIEFTA BUE 9 9 # SRS R O iE 3l 852 k0T IP
HRGREARD) AN - MU - SRy 8, WA 1.

e 0 B BT AL

H1

IP SCALIATR] FHEHEREAT

I A Lo TR T AL

Figure 1. A model of the impact of IP cultural identity on word-of-mouth recommendation behavior of
re-created products

L IP SCAIARIX B 8 3& 7= O R T A S A 1R B

3. MRFE
3.1 BRI

KRS OGN AER, 456 00 IP ABGEHANRHE, AR ER, ERKIE
AR 1o o, 1P ST [FHR RGBSR 1P VE S I ANITE G WS 49 A0 ST A6 PR IRT A AT 5 5
BREE, A8 % IPAEFEE RSN &5 NI (RO TR BUR TR T 5 8 BURATIX AN 1P
8 IP M —& 2 E TR, B XA IP R EARE TR, (HERA —MEEMITE TR & 4 N
Tt BT O BT A BUE S T PR AR 1P AR FTEAL, B “IREAA B ELY 5 A 1P,
CABG#E HA N 7 55 4 AN DR T N EFE “ e m HAb AR XA IP B alE~ 57 & 34
B, 3R YOG EAANE R BN BRI NIRRT, HEERIWHA—FERHEESE,
AT AR T3 O RHEEAT AT X 7, IR 20 S E E AR M OB 2 5. W 045 1k
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TSR Likert 5 i FRIEA, 5Fom “ERFEE” , 1#R “BZeAFEE” , HaE&EkBEIZAECIAT
RGN —RTT 1P, FHRYE B 5 SEPR 5 OLHEAT B %

Table 1. Source of the scale

=1 BRXKR

B3 FESHE R
IP SCAGIATR] WL, FM4ot(2014), FEOAE(1975)
I3 0 B T AL Fuchs et al. (2010)
B OB AT A AL Brown et al. (2005)
FIRHERAT N Hennig-Thurau et al. (2004)

3.2. HARYE

AW T FEXF G A IR TG RAR, EME . S, NGA X 815 1) IR A e Bk 47 v 25
R FLE R A5 358 4y, AIBRAE IR B EA R F BUE, MIBRAS T SER G, s WA SEdE 314
1y, WEE AR A 87.7%. FEARKFEM R : Bk 5 HE 46.5%, o 5 EE 55.5%, SERYE 15~24 % 1
d Lk 76.11%, AR5 4L 69.43%.

4. ARGR
4.1, FHERLE

{8 FH SPSS22.0 X} % &%) Cronbach’s a REHATIHE, & &K Cronbach’s a %K 7 0.7 HFRHE,
Bl BE RS S . RS0 b, ] SPSS22.0 #3417 KMO A1l Bartlett BRIEAGTS, W7t 8311
KMO KT 0.5, Bartlett BRIEAG I P (/T 0.01, SR EE, WS HRAUY RiF. tbah, @i ieiErt:
R 723 BT (CFA) SR IE AR B 2 (A1 IX 40 RO, S5 R UnE 20 42 3 fvw,  DURUEITA = i DHHEREAT RN
DR AR B R0 SR = SR N R B AR AL, S TEAR T A A TR bR 0 AT B2 2 VS [, T B AR 2 50k 3]
ERCARAE, P RAERIFE— D A

Table 2. Structural equation model fitting coefficient (Upstream content authorization market)
2. BERABRUIERB(LFRBENTS)

&R bR y2ldf RMSEA GFI NFI IFI TLI CFI

¥l 2.602 0.072 0.907 0.924 0.952 0.941 0.951

Table 3. Structural equation model fitting coefficient (Downstream industry derivatives market)
3. BRFERBES RAB(THE~LLTERT)

GG bR y2ldf RMSEA GFI NFI IFI TLI CFI
A 2.796 0.076 0.900 0.910 0.940 0.927 0.940

4.2. IR MG FIEX M ST

AHFFEH, J AR A bR IR SE5E R UNEE 4 FToR o 1P SCABIA R Rkt O B T A A (r = 0.578,
p <0.01). BHfEPECEFTA R (r = 0.326, p < 0.01). FUFfiTA /™ i R HERE(r = 0.351, p < 0.01). s~
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a I RHESE(r = 0.385, p < 0.01)3 40 3 1EAHC; (R3O B BT A BUR R U7 A 7= i R HEFE (r = 0.516, p <
0.01) A= HARHEDE(r = 0.369, p < 0.01)¥ 3 1EARDG: B Al O B P A ORI AT A2 7= il 11 At
F£(r=0.541, p < 0.01). SEMLRIP= 5 I HER (r = 0.394, p < 0.01)34) & 1IEAHE, BT 45 R KL/ S BT
M, FTRAHEAT N — k.

Table 4. Descriptive statistics and correlation analysis

A HRMGITFIEX S

5 A e M SD 1 2 3 4 5
1 IP SCALA TR 4.104 0.705 1

2 Pk O B BT AL 3.354 0.969  0.578" 1

3 B O B T A 3.306 1.009 0.326"  0.478” 1

4 FIRSHERE (U= lk) 3.373 0.901 0.351" 05167 05417 1

5 CURRAERE( 772l 3.140 1112 03857 03697  0.394” 1

4.3. BRI

4.3.1. FHRSHT

RN R ISR, DAMERL. R, D oA E, SR B IR ENE R 5 ERE AR %
HEATRES, AR 5. K 6 B, AEXT NI SR B SR P SR S e, R H1L H2a.
H2b. H3a 3Rk, (HAARE Bt OB A — D HEIRAT N RS SS0ETJE, 8% H3b ARk

i 10N
Mo

Table 5. Structural equation model verification results (Upstream industry)

5. LI IERBYIELE R (L)

s FEAZ PEAT R EL P LSNPS
H1 IP SCAGIA R — 74T 0.388 *x AT
H2a 1P SCAL I [F] — (R BE A 0 B BT A AL 0.586 *x JBROT.
H2b IP SCAG A [R] — By o0 B BT AL 0.338 *x BT
H3a TR BEE O R HT A — DR AT N 0.368 *x AT
H3b I3 0 2 4 B BT A — [ B AT 0.38 *x ¥ &

Table 6. Structural equation model verification results (Downstream industry)

3 6. GEIRFFIERBYIELE R (TR ll)

s FEAZ AR FRH P USSR
H1 IP SCAL ARl — TR AT 0.388 xx JAL.
H2a IP SCAG A R — R 00 T AL 0.586 *x RS
H2b IP AN R — B O B BT AL 0.338 *x J%AL
H3a TR BEE O R HT A A — DR AT N 0.368 *x YL
H3b B A O B BT A — AT N 0.38 *x F &
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43.2. PAYBLTHT

K F Bootstrap J7i%%F A RN REATRG SR, 45 RN 7. % 8 FiR. fELLIP UAINFD N E AR &, (it
POV BT A BRI S A O B I AT RO A AR B, S 3 b i 1K) R 24T A DA R A0 e A R 7R v
RNLRE, (R OE A AR AN AN S, B OB T B R A RN B, R, R
VOIS RN AN, B O E AT RO o R A ER . ZELL IP ST R AR &, (i
PRI AT A BOR G OB AT A AU AR &, 6 R ML AT A2 77 0 AR AT Dy o R A B (R A R v
BN R E, (RO BT A BURIBE A O BTG BUR A ROV R 2, TR R, h A AR R 5
AR IER

Table 7. Bootstrap mediated effect test (Upstream industry)
5% 7. Bootstrap H V35U Rz 4658 (i =l

Effect BoOtSE BootLLCI BootULCI BN b
SR 0.6068 0.0824 0.4447 0.7689
HHEMRL 0.3754 0.0962 0.1861 0.5646 62%
R AR 0.2314 0.0739 0.0962 0.3782 38%
fie it 0.0847 0.0607 -0.0306 0.2094 14%
Uik 0.1234 0.0428 0.0498 0.2186 20%

Table 8. Bootstrap mediated effect test (Downstream industry)
= 8. Bootstrap H /T &Rz 458 (R ifF = l)

Effect BootSE BootLLClI BootULCI RORE 5 B
¥4 0.4613 0.0665 0.3305 0.5922
B 0.0878 0.0707 -0.0514 0.227 19%
RN 0.3735 0.0638 0.2545 0.5039 81%
fie izt 0.2133 0.0548 0.1118 0.3252 46%
i 7 0.1602 0.045 0.0798 0.2561 35%

5. K 5EHMRE R
5.1. fAREiL

F— 1P ST R RE R — R TR A AR P GG 7 dhBEAT U REHHER S A B R A . A2 00T IP e
HEAR A, X IR 1P ST R R R A AT T 2k 8 1P SCA I PR B 7= i EAT FVRRHEREAT N . £ LU
FAMEFE A 1P S R LR P B R AT 0N, (R OB A B R B, B 2
AR AR AE AT S, 1P SO R R BE O R A BRI A8 % 0 BE T AL
sea AR R L IHEREAT .

% AR ERE AL R, 1P SCAGIA RN R RO R AT N EAR IR DY, (R O B T BN RS
SAEM . WRERIER, L dh R X ZOT N B HIIRBUE A, WA RS SSR R R, e
HEVR S FA PR B R ORE LS, BRI B3 i FR Q& ™ i b, 1P SCAGIA TR S M L EHER AT O
ki3S P

H=, HHMPTARRR, AERN ZRTBGRAARIB T, LB O B A B A A
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BEAT DREHERAT 9. WTRERJR IR, —ITTB SRR AL — b T IS R (A, 2015), A H
RO BIEAOE, 7> FRBEA N EEILR, A0 A5 2 52— ML R A
DRI AT B S 25 AT 0 AR o A, ARG B P B A B R A AE 0 T H AR 32 2141 R 1R
AR AL, o 1P AR EAIERERE T, ZRITHT TR 1P SGRA AR i
B, SR ZRMHABAMRREZAN 1P IS S, FTX 1P IETHE B S 2 R 2 10 D HER AT .

5.2. BEEER

H—, BEIP SOAFER I8 . ASCHEFREA, 1P SCGIA A RGBT LR HERAT
HEJRR, IR ORI AT N, e, 1P QIER AR ER I RE R, EOER DT, AR
MAMIER . WEMMENE AR E, (EEZESH P TEE, 5l SIS nEs iRz, Rtk
S IP SCACI AL s LR, Ab BExH % 1P A i 4 ti A0IAIR, G i EIE R I 00t IP |
SR BRIl BRSO PR R 0 IR IP BT AN, A B T ROTEREG AR ) SR A
P AT EARAHE

S BRI FISE AL GG dh AT O B LR 22 5% . 3T =0T IP R L IAT
AP SO TR R A B o B P BURT S A P O B2 BT A LA 58 4 R AR T RZ Wi AN ) 1 BRE R AT o
N AT S S E AR AP B SCAC PR, AR AR 1P BRAE AR B 2 O BT B AT R
FAT N JEE RIPRAL IP ARG R FLP BRI, A IP B E R0 (5K 7055, 2016). X+ EiiFA
BB b, LB OGRS PR E, SR IHIEPLRAMT S P SRS 5y, 23
RORERHE WP ARSI AL G WA RIHE UL, 28 AN ORI 2R P RO 1P R AN #4052 R LAtk I,
s aRey gt ZU L (e

6. ARRRSRE

ARSCIRVE T RGNS 1P A i R HERAT VAL BEALE], A8 1 AN R4 O B A AL
R AR, B BB A SE B A, (EAERE O RE P A AN 2, A RRARRITE FUE— 2P 583
AN

F—s ABHTCRHHERER TS, HE SR T AP, SOREES B SR 5 5LbrfEol
FAE—ERZE, FEARRIFTFL, W DURHT QA AR SC (S0 AT VA REA T &, Bl in iR 255645 .

5 ARSCHIREA S EHE N W B AR R AT FEA R, FEABATIR HA— o fERRIIWT T,
A UAEE— B RFEAR R B, AL B8R, B 7T DIUERE T —OTlB SRR e, $Em
HIF 38 3 PR AT HE R

H=, ACR—AEERIBT T, B %R P HALE S AR T OO RO B RAFEAR
o FEARKEIBE T, AT LA R P B3 7 dh A B3 A F P A0 BRAR A AN SR AR AL IR TR R

SEEk
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