AR fi R Rt

64 14 2020 7
*
. 12 1
! 100872 * 730050
/
. /
G203
DOL: 10. 13266/j. issn. 0252 —3116. 2020. 14. 004
1-4 .
1
5-6
1920 ( °
(43 ”)
13-4
. 20
7
1-2
7-8
1-3 9-10
i« “ "( - 13XNI015)
( ORCID: 0000 - 0001 —9019 -5857) i ( ORCID: 0000 - 0001 —7335 -
9717) E-mail: xzx@ruc. edu. cn.
12020 -02 - 18 12020 =04 -03
34

(C)1994-2020 China Academic Journal Electronic Publishing House. All rights reserved.

http://www.cnki.net



2020 64( 14) :34 —44.

— 100

. N
Al
2016 0
N N
o
n-12
o
o
“ ”»
o N
13-14
N 3
15-16
o
o
o
717
o
o
o
N
18
o N
o
100
o
3 ”
o
19
o
N N

( American Marketing Association

AMA) : N

20

21

2.1
o
22
N
2 2
N N
25 26 .
R - Middleton
27 28
0
o
“ ” “
[ » “ ”» 22,
4 ]
% .
;
R N .
24

»

35



AR R R

64 14 2020 7
4
25 .
32
H. Vossensteyn
*: Middleton N
7 ¥ . B. Clark {
N »
28 34
29
o S. Hanna - R. Sevier
J. Rowley
* . C. Chapleo
0, * . M. Joseph
. 37
Watkins J. Gonzenbach
Logo ®
30
31 .
2.2 o
2015 10 24 4
>> “
- R. Neumann 7

36



100

I 2020 64( 14) : 34 — 44.
39 3
n
41
2 3.1
s - S. Hanna
J. Rowley 30 K. Keller
54
4
3
2.3 o
39 54
314344

30 54

(C)1994-2020 China Academic Journal Electronic Publishing House. All rights reserved.

37

http://www.cnki.net



AR R R

64 14 2020 7

[ HEE R ER NS |

M REEERE

[>T

* PR R R R A S 5 A TR SRR
AL SRS R R RN TR R

© BEEERMEG, MIEAERNE, BIERERS;
o MR GAET AT ZRMIAK 2L 5%%E;
© BREFRAS, ROERNER, ETREIRHN;
© TR R ERL, ERILE R GUR R R T

IR S E AL

c REFERRS, HRANENBBBRNE L

B
BREFERS | | o amr e Wi, SR
U s | - BERRAARRAE . HBIRERLGARERTE,
> - = AR R R R BT 5 L R
1
1
29
Y 2
EEEEL)
BB R
Ny e T
ek HT
SRBMILAETE | SRR LR
SRR EONE|  SRSETRNAE
oo nom R
& iE Efaty IR A
Ao ERTE ] VA
z 25
ﬁﬁ% £lu
= \ %5
o Es
CERRAAEEE | AR
CERE SRR | SRR NRER
ey IFOET
FERE AT
SIS
2

»

55

38



2020 64( 14) :34 —44.

100

57

FREIRA

RS SOR, BIRSELEER
B PASHANGERTE. BERF
BERRS

F BRI HEBTESPERER
FHREM ERREIE . (REATHEE
L RERERRGE IR
- ERLE. BRERIERRAESE

LY E iR
K"’“—-.
3
(
3

56

FRUER
- RS, AR
BlESH, EMRFK

FHaE
«BNERERSHE
B —-RERE—E
Hh REER”

RIRIIE

(43

FHambE E
+ BB ERSHEERER RS TE
A xHE B E Rk AENE,
FHAE K — TR & AR 22 M
2
+ ERERSEEEEERREAT
A BRI R E R 6 R

3

13

(13

”»

”»




AR R R

64 14 2020 7
“ ”» 3
3.2.3
N o “ 4 o N
»
N 3
3
‘ AF ik
ZERHERAA RN B
SEREIAA | eemmmeeal RIS
e it
; SRR
: HBRRE \
f B+ iR S8 : ;
: wEE ! '
: U4 TR i ! :
\ SHTRENG A |/ :
g BRI iRk ;
ST TEJREAAER, !
‘\‘ WE\ el .- =
BT LR
s\ R AT
HRE
4
(1) o
“iSchool”
31 43 -44
3
45 46 47

40



100

J . 2020 64( 14) : 34 —44.
48
(2)
31 43 -4
“iSchool”
3 (5)
48 21
49 . 50
31
o (6)
( 3) 26
31 43 -44
51 22-31
52
o (7)
( 4) 31 43 -44
3143 -44

(C)1994-2020 China Academic Journal Electronic Publishing House. All rights reserved.

http://www.cnki.net

41



AR R R

64 14 2020 7
53
3.2.4
3
. “ + )
( European Quality Improvement System EQUIS)
EQUIS ( The Association to
Advance Collegiate Schools of Business AACSB)
AACSB o EQUIS

( European Foundation for Management Develop—

ment EFMD)
MBA.

. AACSB N

AACSB

“iSchool 7

42



J . 2020 64( 14) :34 —44.

100

“

43

@ “iSchool ”

13 ”»

2019.
2019 63(16) : 14 -21.
2013 57(9): 5-12.
2014 58(14) :41 -48.
2018 37(5):5 -13.
. 2017(6) : 24 -34.

2019
2019 45(1):123 -129.

2018 62(9) :63 -72.

. 2019( 1) :21 -31.

”»

10 . —  csscl
. 2010 36(4) 47 -53.

11 . —
) ] 2018 38(1)

2019 37(5):3-17.

6 -10.

(

136 —46.

? ).

2013(3)

15

18

19

20

21

22

23

24

25

26

27

28

29

30

31

32

33

34

2014 40(4) :30 —47.

] 2013 34(3):11 -16.
. 2014 33(12):62 -
68.

. 2018
(11):1-9.
(1978
~2008) J. 2010(2) : 23 - 30.
—13 . M.
1995.
M. : 2000.

2011.
MORGAN N PRITCHARD A PRIDE R. Destination branding:
creating the unique destination proposition M . Oxford UK: But—
terworth-Heinemann 2007.
COSHALL J T. Measurement of tourists’ images: the repertory grid
approach J . Journal of travel research 2000 39(1): 85 -89.
MORGAN N PRITCHARD A PRIDE R. Destination branding
and the role of the stakeholder: the case of New Zealand J . Jour—
nal of vacation marketing 2003 9(3): 285 -299.
HANKINSON G. Relational network brands: towards a conceptual
model of place brands J . Journal of vacation marketing 2004
10(2) : 109 - 121.
KAVARATZIS M. From city marketing to city branding: towards a
theoretical framework for developing city brands J . Place bran—
ding 2004 1(1):58 -73.
KEITH D. City branding: theory and cases M . Britain: Palgrave
Macmillan 2011.
DIVANDARI A EKHLASSI A RAHMANI K. Devising a bran—
ding model for multipurpose mega-projects in entertainment resi—
dential tourism and sport in Iran J . Journal of vacation market—

ing 2014 20(1):73 -91.

2008( 12) : 134 - 137.
HANNA S ROWLEY J. A practitionered strategic place brand—
management model J . Journal of marketing management 2013
29( 15 -16) : 1782 - 1815.
—2018

M . : 2019.

NEUMANN R. Disciplinary differences and university teaching
J . Studies in higher education 2001 26( 2) :135 —146.
VOSSENSTEYN H. Fiscal stress: worldwide trends in higher edu—
cation finance J . Journal of student financial aid 2004 34(1):
39 -55.
CLARK B. The higher education system M . Oakland: University
of California Press 1983.

43



AR R R

64 14 2020 7
35 SEVIER R. Brand as relevance J . Journal of marketing for high— 2003(5) :72 -175.
er education 2001 10(3):77 -97. 47
36 CHAPLEO C. What defines “successful” university brand$? ] . J. 2020( 1) : 80 —86.
International journal of public sector management 2010 23(2): 48 . J .
169 - 183. 2011(06) :77 —81.
37 JOSEPH M MULLEN W SPAKE D. University branding: under— 49
standing students’ choice of an educational institution J . Journal — 36 985”7 I .
of brand management 2012 20(1):1-12. 2014(23) : 165 - 168.
38 WATKINS A GONZENBACH J. Assessing university brand per— 50
sonality through logos: an analysis of the use of academics and ath— I 2012(03) : 33 -35.
letics in university branding J . Journal of marketing for higher 51 . — 18
education 2013 23(1):15 —33. 7. 2011(11) 172 ~74.
39 . M . 52 . I
2012. 2019 9(1) : 34 —40.
40 . M . : 2004. 53 . M .
41 . c /1 2005.
30 . : 2008: 54 . M .
41 -46. 2009.
42 . “ 7 I 55 . ? ).
2016(8) : 87 - 89. 2019 37(5):3 -7.
43 . 56 . M .3
J. 2019( 6) :35 —40. 2018.
44 RALF L VAN Y MELNYK V. What to stress to whom and 57 . N 2029
where? a cross—country investigation of the effects of perceived J. 2019(6) :2 -17.
brand benefits on buying intentions J . International journal of re—
search in marketing 2016 33(4) 924 -943. : . .
45 . 1. ) ’
( ) 2019 37(4):38 —46. ) ’ ’ ’
46 . J.

A Study of Branding Framework Construction of Library and Information Science and Archives Management

Commemorating the 100th Anniversary of the Establishment of Library and
Information Science and Archives Management Education in China
Qian Minghui' > Xu Zhixuan'
" School of Information Resource Management Renmin University of China Beijing 100872
? School of Economics and Management Lanzhou University of Technology Lanzhou 730050
Abstract  Purpose/significance  Aimed at the relatively weak competitiveness as well as the inability to

meet the needs of economic and social development under technology evolution it is necessary for the library and in—
formation science and archives management discipline to carry out branding process. The development of discipline as
well as its internal cohesion can be promoted by the branding process where its position will be identified its advan—
tages and values will be dug out and its popularity and attractiveness will be increased. ~Method/process Based
on the theory of brand management this paper discussed the value and significance of branding process to the devel—
opment of library and information science and archives management discipline. Additionally this paper proposed a
brand framework of the discipline to deal with its development problems. Result/conclusion The proposed frame—
work summarizes and refines the core elements main participants and major breakthroughs of discipline branding so
as to provide a reference for the development of the library and information science and archives management discipline.
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