gobobgoboboobouobuoboboobo-0boobouoobn
goougon

E-mail: 374647@mail.dyu.edu.tw

g
gbooobgoobooboboobooboobooooboobooboobobboboobooboobobo
gbooobgoobobbooboobgooobooooboooobooooboobooboobobooboobon
googseoboobogpo4400b00bonoooboonDessxwoognoooooooonboobooobonoo
goooboobob obooboobooooboobooboobobooboobooboboboobOoobOoon
goooboobooobobooboobooboobooboobooboobobboboobooboobooboo
goooboobooboboobooboobooboboobooboobobboboobooboobobobo
gooooboooog

goo0:0bo0oboobobbooboobooon
(HRN

ooooioognoiooaooonD vODOOvioDbOoviDO00OO0Oo0o00OobO0o0o0010b0000oD0o 30
oo oboos0o0obbooobsob0bobobobooob ebo bOobbOYbOUODbUODDODUOD ODOUODOO
godbuoobob1sdooobgoo 2robo0bo0 29000 bbb oobooDbooDoooboooo
o003y bbb Q8uiooobob4400b00o0ob0oobobDbo0obD 4600000
b0 40000000000000S000000000sS100000000sS8000000000DODOOOO
gboooboobeobobboobObO0OObOObDeMbOUbO0OOODLObLOODODOOOODObLbOODODOOO
obo0oe/r0bobobooob0bo0oooobOovoobooboobOooboobOobbOooLo 20000 b0OoDOoO
oooooobooooobobo @BooobooboooooboooooobooooooD vsODboDooobobo oog
gboovwoboobogsesobooogs4aonoonoong 101

gogno

0000 00O @Eoos)DooopoOoOoOoOooOo0oOoOo0O0O0DOO0DOO0O0DODODOODODODODODODOOODODOODOODOODODO 000
g0070C0C00COCOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOODOOO
OO0 020070 000000000000O00O00O0O0OO0OOOOOOO-000000OO0O0OO0OO0OOOOOOOOOOOOOOOOn
00000 U0oUoOoOo200l000000000000:000(KelyJR)ODOOO2000 0000000000000 DOOODOO
go0oOoOoOoOoOoOoOoOoOOOOOOOOOOOOOOOOOOOOOOOLO OUODODODOODODOOOOO20000000000O00
gdo0o0oOoOoOoOoOOOOOOOOCOOCOOCOOOCOOOObD1I01170 00000D0ODOO20120000000000:201202

0100 00 0O http//163.29.140.81/careerguide/ind_detail.asp?section_id=1&id_no=F046 0 0000000020110 0000000003
O0000: 000000000 0000100000000 000: 000000000 0ODOODODODODOD20600000000
0000000000000 CO00DOO—000000DODO00D00O0023(1)063-830 DOOOODOOO200400000000€O
0000 000000002060 000000000000 00DO0O000O0O0O0O0ODOO0O0ODO0O0O0ODO12(4)0345-3690 OO0

020020 0 OOOO0OOOO0O0ODOOOO0ODOOOO0OODOOO0—DOOO0O0DOOOO0OODOO0ODOO0ODOOOOODOOOODOOOn
oOo0opoz200000000000000000O—0000000DOCO00DOOO00O0DOODO00DOOO0O0DDOODODODOOODODOO

020110 00000000000000000D0DO0000O000DOCO00DOO0O00DODOOe@)O9-1000 JODOODOODODO?2011
0000000000000 0D0O0000000000D0D0D00000oO0oDOoODi1()O25-500 O0OODO20110 000000
gooooooooooOoOoOoOOOOOOOOOOOOOOOOOOOOOOOOOOOOODOOOODODODOODODOOOOO
Oo0oOOOOOOOOOOO200700000000O0O0O0OOOOOOOOO-OOCOOOOODOOOODOODODO440481-5040

goO0oQoz200600C00CCOCOOCOOCOOOCOOOOOOOOOOOOOOOOODOODOOOI7O30O10 DODODODOODODODOO
goO0QOOQO20110C0CCOCOCOCOCOOCOOODO—0OQ00OCODCDOODODODODODODODODOs8z20O75-830 ODOODO2007 OO0
goOoOoOoOoOOOOOOOOOO 00000000 OOOODOOOOOOOOOOOOOOOOOOOOO2070OOOOOO
gooOoOoOoOoO0-0DO0Q0O0Q0O0QOO0OO0DOO0OO0OO0OC0DOUODOOCOCOOCODOOCOCO OUOOO200000000O00O0O0O:SPSSO
go0oOoOoOoOoOoOOoOoOoOOO:D0OU0UOUOO0O0OU0OOOO200000C0OOOOOOOOOOOOOOODODODODOO



000000000000 0000 00oo400000000000:00000000000000D0O0O0 00000000
00000000ooooooooo2l000000000000000000000—0000000000000230197-2100
0000200700 0000000000000 00000000O0000000D0O00D00O0000000DOD0O000O0O00 O
00019900 00000000000000000000000000000,0000 0000000020200000000
000000:101020 30 0 O O : http://www.tyc.edu.tw/boe/main.php?menu_page=status&city= 0 0 0 020100 OO0 0O0OOCO0ODO0O
00000000000 00000000000o000ooO00, 0000 oo0o2e0 0000000000000 0oo0ono0og
00000000—000000000000000000000000000000000 000 RooeUIODooooooog
O0000000ooo0ooo00oooooo, 0000 000oo0ooooooe0ooooooooooooooog
0000—000000000000000000000701-130 000000000000 000O020000000000000
0000000000000 0D00000000000006@U81-950 0000198000000 0ODO:00000 OO0Od2012
0000000000000 00000—03Cc000bDo00ooo0ooo0ooooooooo oOooo1noooon
0000000000000 000000000D000D0D0000O000D 0DODO0O1980 0 DodooooooooooDoo
0000000000000 —0000000000000000000000DODD00D0DD DO000OOO0O00ODOoOO200900
0000000000000 000000000D0000o000oDoO00DoO0OO28010087-1040 DOODO1940 00000
O00000—00000000000074)0 25300 0000000000000 00DOO020000000000000
0 0:00000 (Mullin,BJ.,Hardy,S.,&Sutton, W.A.,20000 000020100 00 0000000000000 0O0O0OOO0OOOOO0O
0000000000000030130-1480 00001940 00000000000000ODOO0DOO0O0OO0OOOODOOOOO
0124-1300 000020100 000 facebookD OO0 DD 000D 0O0DOO0ODDOO0OO0OOOOD:OKKBOXOOODODOOOOOOOO
00000000 0ooopoe08000000000000000O000DDOO00DO0OO-0D0D000DO0000D0DODO00OOOOn
000000000000 ooopo000000000000000000000000D-000000000000O0O000
0000000000 0000000 0000000000000 000000000000000000O0O000DOO--0O0
0000000000 00DoooooDi1040173d0 0002010 00000000000000O0O00O0OOO0OODO-0000
000000000000 0000000000oo00 oooo000000000000000000000000039(1)
038440 DO O O2000 0000000000000 000D0O0O0O0ODOO0OOOOO0ODOOO0ODOOOOO0OOOO0OOOOOn
000000 00002080 0NkO000 0000000000000 O0O0OOO00—0000000000O0O00OOCOO0O0N
000000000o0oo0oooogooz0sd 0000000000000 00000000000000000O00o0ooOO00n
00000000 000020000 0000000000000000000000000000O00O00QC O0—0 NikeWomenD OO0
0000000000000 0D000000 0000070000 0000000000000O000O ODODOOd Aaker, D. A. (1991).
Managing brand equity. New York: The Free Press. American Marketing Association (1960). Marketing definitions: A glossary of marketing terms.
Chicago: American Marketing Association. Anderson, E.,& Coughlan, A. T. (1987). “ International entry expansion via independent or integrated
channel of istribution” ,Journal of Marketing, 14 (6),71-82. Biel, A. L. (1992) . How Brand Image Drives Brand Equity. Journal of Advertising
Research, 32(6) , 6-12. Bird, M., Channon, C., & Ehrenberg, A.S.C. (1970). Brand image and brand usage. Journal of Marketing Research, 7, 307-
314. Biswas, A. (1992). “ The Moderating Role of Brand Familiarity in Reference Price Advertisement,” Journal of Business
Research,25,251-262. Bloch, P. H. ,& Richins, M. L. (1983). “ A Theoretical Model for the Study of Product Importance Perceptions” , Journal
of Marketing, 47(3),69-81. Bowersox, D. J.,& Cooper, M. B . (1992). Strategic Marketing Channel Management, McGraw-Hill, New York . Bryan,
H. (1977). Leisure value systems and recreational specialization : The case of trout fishermen. Journal of Leisure Research, 9(3), 174-187. Bucklin,
E. P. (1966) .A theory of distribution channel structure,Berkley,IBER Special Publications, California. Bullmore, J. (1984). The brand and its image
revisited. International Journal of Advertising, 3,235-238. Chernatory, L. D., & McWilliam, G. (1989). Branding terminology: The real debate.
Marketing Intelligence and Planning, 7(July,August),29-32. Chiou, H. J. (2001). “* Quantitiative Research and Statistical Analysis in Social and
Behavioral Sciences,” Taipei Wu-Nan Culture. Cox, R., & Schutte, T. F. (1969).00 A Look at Channel Management,Philip
R.Mcdonald(ed.).Marketing Involvement in Society Andthe Economy,Chicagod American Marketing Association Dobni, D., & Zinkhaml, G. M.
(1990). In search of brand image: A foundation analysis. Advances of In Consumer Research, 17,110-119. Dodds, W.B., Monroe, K. B.,& Grewal.
D.(1991).Effects of Price , Brand, and Store Information on Buyer’ s Product Evaluations.” , Journal of Marketing Research,28(3),307-319.
Doyle, P. (1990). Building successful brands: the strategic options.Journal of Consumer Marketing, 7, 5-20. Engel, J. F., Blackwell, R. D., &
Miniard, P. W. (1993). Consumer Behavior, (7th),Orlando Florida, Dryden Press. Engel, J. F., Blackwell, R. D., & Miniard, P. W. (2001),

“ Consumer Behavior, 9th Edition” , Harcourt Asia Pte Led Publisher: Ohio, Mike Roche. Erickson, G. M., Johansson, J. K., & Chao P. (1984).
“ Image Variables in Multi-Attribute Product Evaluations: Country-of-Origin Effects” , Journal of Consumer Research, 11(2),694-699. Fishbein,
M. & Ajzen, 1.(1975) “ Belief, Attitude, Intention and Behavior : An Introduction to Theory and Research” , Addsion-Wesley, reading, MA Fisk ,
G. (1967). Marketing System, New York:Harper and Row Publishers. Freedman, J. L. (1964). Involvement, discrepancy, and change.Journal of
Abnormal and Social Psychology, 69, 290-295. Gardner, B. B. & Levy S. J. (1955). “ The Product and the Brand” ,Harvard Business Review,
33,33-39. Grewal, D.R., Kent B., Monroe, K. B., & Krishnan, R. (1998). “ The Effects of Price-Comparison Advertising on Buyers’ Perceptions
of Acquisition Value, Transaction Value, and Behavioral Intentions,” Journal of Marketing, 62(Apr), 46-59. Guirdham, M. (1972). The
management of distribution channels. Oxford:N.Y.:Program Press,Guirdham Maureen, Marketing, “© The Management of Distribution



Channels,” Oxford,N.Y.: Program Press . ,106 Hardy, K.G., & Magrath, A. J.(1988). Marketing Channel Management:Strategic Planning and
Tatctics, Illinois: Scott Scott, Fores-man marketing, American Marketing Association, Chicago Havitz, M. E. , Dimanche, F. (1990). Propositions
for testing the involvement construct in recreational and tourism contexts. Leisure science, 12, 179-195. Houston, M. J., & Rothschild, M. L.
(1978). Conceptual and methodological perspectiven involvement. In Jain, S. (Ed.), Research frontiers in marketing: Dialogues and directions,
184-187. Chicago, IL: American Marketing Association. Hsieh, M. H., Pan S. L., & Rudy, S.(2004), “ Product, Corporate,and Country-Image
imensions and Purchase Behavior: A Multicountry Analysis” , Journal of Academy of Marketing Science, 32(3),251-270. Hupfer, N. T., & David
G. M. (1971). Differential Involvement with Products and Issues : An Exploratory” ,in Proceedings :Association for Consumer Research,ed.David
M.Gardner , College Park , MD :Association For Consumer Research ,262-269. Kapferer, J. N. (1992). Strategic Brand Management: New
Approachs to Creating and Evaluating Brand Equity. New York: The Freeto Creating and Evaluating Brand Equity. New York: The Free Press.
Keller, K. L. (1993). “ Conceptualizing, Measuring, and Managing Customer-Based Brand Equity” , Journal of Marketing, 57,1-22. Keller, K. L.
(1998). Strategic Brand Management: Building,Measuring and Managing Brand Equity. NJ: Prentice Hall. Kim, S. S., Scott, D., & Crompton, J. L.
(1997). An exploration of The Relationships among social psychological involvement, behavior involvement,commitment,and future intentions in
the context of birdwatching. Journal of Leisure Research, 29,320-341. Kamins, M. A., & L. J. Marks, (1991). “ The Perception of Kosher as a
Third Party Certification Claim in Advertising for Familiar and Unfamiliar Brands,” Journal of the Academy of Marketing Science 19 (3),
177-185. Kirmani, A., & Valarie, Z. (1993). “ Advertising, Perceived Quality, and Brand Image,” in Brand Equity and Advertising, David
A.Aaker & AlexanderL.Biel, ed. New Jersey: Lawrence Erlbaum Associates, Inc., 143-161. Kotler, P.(1991), Marketing Management, Anaylysis,
Planning, Implementing,Conmtrol(7th ed., Englewood Cliffs: Prentice- Hall Inc. Kotler, P., & Armstrong, G. (1997) . Marketing anagement,: An
Introduction (4th ed.).NJ: Prentice-Hall. Kotler, P. (1994). Marketing management: Analysis, planning,implementation, and control (8th ed.). New
Jersey, NJ: Prentice-Hall. Kotler, P.,& Gertner, D. (2002). “ Country as Brand, Product, and Beyond: A PlaceMarketing and Brand Management
Perspective” , Journal of Brand Management, 9(4/5),249-261. Krugman, H. E. (1965). The impact of television advertising;learning without
involvement. Public Option Quarterly, 29(Fall), 349-356. Laurent, G. P. & Kapferer, J. N. (1985). “* Measuring Consumer Involvement Profiles

" Journal of Marketing Research, 22(1), 41-53. Mclntyre, N., & Pigram, J. J. (1992). Recreation specialization reexamined: The case of
vehicle-based campers. Leisure Sciences, 14(1), 3-15. Monroe, K. B. (1990). Pricing: Making profitable decisions (2th ed.),New York: McGraw-Hill.
Montgomery, D. B., & Urban, G.(1969), “© Management Science in Marketing” , Englewood Cliffs, New Jersy: Prentice-Hall.24. Johanson, J.K.,
S.P. Douglas and I. Nonaka(1985), “ Assessing the Impact of Country of Origin on Product Evaluation: A new Methodological Perspective” ,
Journal of Marketing Research,22, 388-396. Moorman, C., Zaltman, G., & Deshpande, R. (1992). Relationships between providers and users of
market research: the dynamics of trust within and between organizations. Journal of Marketing Research, 29, 314-28. Mittal , B.& Lee M. S.
(1989), “ A Casual Model of Consumer Involvement,” Journal of Economic Psychology, 10,363-389. Park, C. W., Jaworski, B. J., & Maclnnis, D.
J. (1986). “ Strategic Brand Concept-Image Management,” Journal of Marketing,50 (October), 135-145. Restall, C., and Gordon, W., (1993)

“ Brands-The missing link:Understanding theemotional relationship,” Marketing and Research Today, (21),2,59-68. Pettis, C.(1997).

“ Challenge: Try Branding Unix” , Marketing Computers, 17(4),68— 70 Randall, G. (1997), Do Your Own Market Research, 1st ed., Kogan
Page Ltd. Inassociation with Big Apple Tuttle Mori Agency. Restall, C., & Gordon, W. (1993). Brands — The missing link: Understanding the
emotional relationship.Marketing and Research Today, 21,59-68. Reve, T., & Stern, L. W. (1979). Interorgnizational relations in marketing
channel. Academy of Management Review, 4 (Summer), 405-16. Richardson, P. S., Dick, A. S. & Jain, A. K.(1994). “ Extrinsic and Extrinsic Cue
Effect on Perceptions of Store Brand Quality” ,Journal of Marketing Research, 58(4),28-36. Schiffman, L .G. and Kanuk, L. L. (2000). Consumer
Behavior,Upper Saddle River, N.J: Prentice Hall. Selin, S. W., & Howard, D. R. (1988). Ego involvement and leisure behavior: Aconceptual
specification. Journal of Leisure Research, 20(3), 237-244. Sherif, M., & Cantril, H. (1947). The psychology of ego-involvement. New York,
NY:John Wiley and Sons, Inc. Stern, L.W. & El-Ansary, A. 1.(1992). Marketing Channels, Prentice Hall International, Inc., 4th ed. Stern,L. W. &
El-Ansary, A. 1.(1989). Management in Marketing Channels, Prentice-Hall, New Jersey. Venkatraman, M. P. (1990). Opinion leadership, enduring
Involvement and characteristic of opinion leaders: A Moderating or mediating relationship? In Goldberg ,E.M., Gerald ,G., & Richard ,W. P.
(Eds.), Advances in consumer research, 17, 60-67. Provo, UT: Association for Consumer Research. Walters, C. G.[0 19780 , Consumer Behavior:
An integrated framework, New York: Richard D. Irwin Inc. Wellman, J. D., Reggenbuck, J. W, & Smith, A.C. (1982). Recreation Specialization
and norms of depreciative behavior among canoeists. Journal of Leisure Research, 14(4), 323-340. Zaichkowsky, J. L. (1985). Measuring the
involvement construct.Journal of Consumer Research, 12 (3), 341-352. Zeithaml, V. A. (1988). "Consumer Perception of Price, Quality and
Value:A Means-End Model and Synthesis of Evidence Journal of Marketing , 52(July), 2-220



