bbb obobooob:boobuooboa
goougon

E-mail: 374762@mail.dyu.edu.tw

g
gbooobgoobooboboobooboobooooboobooboobobboboobooboobobo
gboooboobobboboobooboobooboobooboobobooboobod4s0boboooon
gbooolgoboboboboobooboobooboob 20boobooobobbobooboobooob 3bo
gbooobgoobobboobooboobobooboon

goo:gbgoboboboobooboon
go

ooogibogobDiybOo0sWicobo0owvOobOOovioOOvwviiDOO0 OO0 100000000bO0 1000 DbOobo
sO0000b0bdeddbO0ObOO7ODODbOOOODOODYTODOOOOODO WBODODODOD 16000 DOOO
20000 000020000 000022000 000000 DOD0ODODODO0OD 24000 00O0ODOO0ODODO 00O
oo o0oboobo0o 31000 0ob00obo oo ooboob oo oDooboo 3»oobobDoobon
0038000 00000000 42000 00000000D04QEU0DLDODODODODOODOODbUODDODO 4400
000b00o0oboobobooobo 4400b0obobbo0booboobobooob04e0b0bD0ObDOO 48000
0048000 0000000000 00000O0O0O0DO0ODOOSI00005300 66

gogno

gboooooooooyodoobooooogoboobobobobooooooobDobobobobboooboD DO D
ooobobozeos000000Ob000boooooobooooo0ooobbo0oboOoooobscobboogoooooobooboUOD
051850 DOoOOoooOogzees0iboboooooooobbooobo0ooooooooboooboooooDbboOnen79-1220
ooopb1400000oooooobo.booobo oobobzeoooboooooooooboboooooboooobOoOooDoOO
oo0oboo0oooooooobooobbo0ooboOoo0 ogoDbze00 00O OODOODOOODOOODODDOOOODOOOD
ooobooooooooooooobbooobooooooDobooooboooooO boObob2e6e000DObO0ODOODOOOODOOOD
ooooooooooooobooobbo0oobooo0ooDbO0ooboooooOoooDO boOoO2UOODODOOODOOOO
gbobooooobooboboboboooboobooboboboboobobooboooboobz2eb0bOobOobOOoOoOoOobDOoDnDOg
gboooooo:boooboboobgesrboboooooooogb:boboboobobz2o0200000000b00Db0O0O0OO0
gbobooooobooboboboboooooboobobobooboobobooooboob0o obOobz2o040b0b0b0OO0ODODOg
gboooooooobooboboboooboooobooboboobooboooboobooboboboboboooobooboboboboboon
gobobzoo0ooooobobobobooooobooboboboboooboooob0oboboboboboobOo ooob2oo4
gboboooooboobobobobooooooobobobobooboooooobOobOoboboOo4bi17-1410 OO0 O 20040
gooooooooobobobooboooobobobobooboooboboobobobobboobooboDobobobobOboOon
gobogooiuooooooobob:.boboobobz0ooooooobobobooboooobooboboboboo
gbooboooooboobobobobooooboob ocobobobUozoo Do obOobO0ObOobOobobooOoOoDOoDO
gbooboooooboobobobobooookgo-220 ooz oboooboogoooooboboobooo
O00o00o0oooooogdro2ss500 DOoboOowes0doonoopoobobooboooooogobooosgysb boboobooo
goos000doopbdbobooboobobbDbbD0ob0bob0o0oobo0boUbO0UbO LISRELOODOID1ODOG-720 ODOOO
ooz ooooo-0000bo00:ooobOb bboobze08 00 000O0ODOO0O0ODOOODOOOODDODOODLOOOO
oooboooooooooooooobboooboooooobooooboooooO boOobb2e0400000O0ODOODDOOOODDOOOD
oooooooooooooboobooobooboooobboUobobo2woobooooOboobbOooooOoOoDbobOU boOob2o010
gbooboooooboboboboboooobooboboboboboobooobooobooboboboboobooboobobo ban
gzo4000000O0O00DOOOO0OOOOOO0DOOODOOOOODOOODOOOODOOODOOOOODOOOODOOODODOO
ooobooooboooooeee00obboooooooobbooooboooboooobbooobbOooobooooDboooo
gboboooooboobobob bobotbooobooboboboooooooobooboboboooooooboono



O0o0o0Ooz00000000000000000000000C0000O0000O00D0DDO000O0O00D0OODOO0OoDOOO000n
00000000000000 000020000000 00000000000000000000000O0OO0O00DOOO00O
0000000000DO0ODO0O ObOobOoO Adorno, T. W., Brunswik, E. F., Levinson, D. J., & Sanford, R. N. (1950). The Authoritarian
Personality, New York: Harper and Brothers. Balabanis, G. & Diamantopoulos, R. (2004). Domestic Country Bias, Country of Origin Effects, and
Consumer Ethnocentrism: A Multidimensional UnfoldingBoddewyn, J.J. Advertising Regulation in the 1980’ s: The Underlying Global Forces.
Journal of Marketing, 46, 27-36. Barki, H., & Hartwick, J. (1989). Measuring user participation, user-involvement, and user attitude. MIS
Quarterly, 18(1), 59-82. Bilkey, W. J., & Erik, N. (1982). Country-of-Origin Effects on Product Evaluations. Journal of International Business
Studies, 13 (Spring/Summer), 89-99 Bitta, A. J., Monroe K. B., & Mac Ginnis J. M. (1981). Consumer perceptions of comparative price
advertisement, Journal Marketing Research, 18, 416-427. Blackwell, R. D., Miniard. P. W., & Engel, J. F. (2006). Consumer Behavior. 10e. NJ:
South-Western Thomas Press. Douglase, B. (1979). A Comment on Collective Action, Marxism, and the Prisoner's Dilemma. Journal of Economic
Issues 13, 761. Celsi, & Olson, J. C. (1988). The Role of Involvement in Attention and Comprehension Procssess, Journal of Consumer Research,
15(3): 210-224. De Ruyter, K., Marcel, B., & Wetzels, M. (1998). Consumers Ethnocentrism inServices Marketing, International Business Review,
7, 185-202. Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of price, brand, and store information on buyers’ product evaluation.
Journal of Marketing Research, 28, 307-319. Druckman, D. (1994). Nationalism, Patriotism, and Group Loyalty: A Social Psychological
Perspective, International Studies Quarterly, 38, 43-68. Durvasula, S., Andrews, J. C., & Netemeyer, R. G. (1997). A Cross-Cultural Comparison
of Consumer Ethnocentrism in the United States and Russi. Journal of International Consumer Marketing, 73-93. Engel J. E., Blackwell, R. D. &
Miniard, P. W. (1993). Consumer Behavior (9th ed.). Chicago Dryden Press. Engel, J. F., Kollat, & Miniard, P. W. (1995). Consumer Behavior (8th
ed.). New York: Dryden Press. Engel, J. F., Blackwell, R. D. & Kollat, D. T. (1982). Consumer be-havior. New York: Harcourt Brace Jovanovich.
Fishbein, Martin, & Isek Ajzen. (1975). Belief, Attitude, Intention and Behavior : An introduction to Theory and Research Reading: MA:
Addison-Wesley. Forbes, J. D. (1985). Organizational and Political Dimensions of Consumer PressureGroups. Journal of Consumer Policy,
Dordrecht, 8, 105. Greenwarld, A. G. & Learvitt, C. (1984). Audience Involvement in Advertising: Four Levels. Journal of Consumer Research,
11(1), 581-592 Grewal, D., Monroe, K. B. & Krishnan, R. (1998). The Effects of Price-Comparison Advertising on Buyers' Perceptions of
Acquisition Value,and Behavioral Intentions. Journal of Marketing, 62(4), 46-59. Gardner, R. C. (1979). Social psychological problems in second
lan-guage learning. In Giles, Howard and St. Clair, Robert. N. (Eds.), Language and social psychology. Oxford: Basil Blackwell. Han, C. M. &
Terpstra, V. (1988), Country-of-Origin Effect for Uni-National and Bi-National Products. Journal of International Business Studies, 19, 235-253.
Hawkins, D. 1., Best, R. I., Coney, K. A. (1992). Consumer Behavior: Implication for Marketing Strategy.Chicago:Richard D. Irwin, Inc. Herche,
J. (1992). A Note on the Predictive Validity of the CETSCALE. Journal of the Academy of Marketing Science, 20, 261-264. Houston, M. J. &
Rothschild, M. L. (1978). Conceptual and Meth-odological Perspectives on Involvement. Research frontiers in Marketing Dialogues and
Directions, S.C. Jain (ed.), Chicago, American Marketing Association, 184-187. Khanna, S. R. (1986). Asian Companies and the Country
Stereotype Paradox:137 An Empirical Study, Columbia Journal of World Business, 21(2), 29-38. Klein, J. G., Ettenson R. E., & Morris, M. D.
(1998). The Animosity Model of Foreign Product Purchase:An Empirical Test in the People’ s Republic of China. Journal of Marketing, 62,
89-101. Klein J. G. (2002). Us Versus Them, or Us Versus Everyoned Delineating Consumer Aversion to Foreign Goods. Journal of International
Business Studies, 33, 345-363. Kotabe, M. & Helsen, K. (1998). Global marketing management. Chichester: Wiley. Krugman, H. E. (1965). The
Impact of Television Advertising: Learning without Involvement, Public Opinion Quarterly, 29, 349-356. Laurent G. & Kapferer J. (1985).
Measuring consumer involvement profile. Journal of Marketing Research, 22, 41-53. Lee, D. J. (1998). Developing International Strategic Alliances
between Exporters and Importers: The Case of Australian Exporters. International Journal of Research in Marketing, 15, 335-348. Levine, R. A. &
Campbell, D. T. (1972). Ethnocentrism: Theories of Conflict, Ethnic Attitudes, and Group Behavior. New York: John Wiley & Sons. Mitchell &
Jerry C. O. (1981). Are product attribute beliefs the only mediator of advertising effects on brand attributed ?, Journal of marketing research, 18,
318-332. Mittal, B. & Lee, M. S.(1989). A causal model of consumer involve-ment. Journal of Economic Psychology, 10, 363-389. Monroe, K. B. &
Krishnan, R. (1985). The Effect of Price on Subjec-tive Product Evaluation, In Perceived Quality: How Consumers View Stores andMerchandise.
MA: LexingtonBooks. Moorman, C., Deshpande, R., & Zaltman, G. (1993). Factors affecting trust in market research relations, Journal of
Marketing, 57(1), 70-85. 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 (3), 314-328. Morwitz, V. G., & Schmittlein, D. (1992).
Using segmentation to improve sales forecasts based on purchase intent: Which "intenders" actually buy ? Journal of Marketing Research, 29(4),
391-405. Netemeyer, R. G., Durvasula, S., & Lichtenstein, D. R. (1991). A Cross-National Assessment of the Reliability and Validity of the
CETSCALE. Journal of Marketing Research, 28 , 320-327. Netemeyer, R. G., Burton S., & Lichtenstein, D. R. (1995). Trait Aspects of
Vanity:Measurement and Relevance to Consumer Behavior. Journal of Consumer research, 21, 612-626. Okechuku, C. & Onyemah, V. (1999).
Nigerian Consumer Attitudes toward Foreign and Domestic Products. Journal of International Business Studies, 30(3), 611-522. Roscoe, J. T.
(1975). Fundamental research statistics for the behavioural sciences. (2nd ed.) New York: Holt Rinehart & Winston. Reynolds, F. D. & Wells, W.
(1977). Consumer Behavior. New York: Mc Graw-Hill Book Co. Richardson, P. S., Dick, A. S., & Jain, A. K. (1994). Extrinsic andintrinsic cue
effect on perceptions of store brand quality. Journalof Marketing Research, 58(4), 28-36. Rothschild, M. (1979). Advertising strategies for high and
lowinvolvement situational ,Attitude Research Plays for HighStake. J. C. Malongey ed, 74-93. Rothschild, M. L. (1984). Perspectives on
involvement: Current prob-lems and future directions. Advances in Consumer Research, 11, 216-217. Schiffman, L. G., & Kanuk, L. L. (2000).



Consumer behavior. NY: Prentice 57 Hall Schompmeyer, K. D. & Fisher, B. J. (1993). Insiders and Outsiders: Exploring Ethnocentrism and
Cultural Relativity in Sociology Courses. Teaching Sociology, 21, 148-153. Sharma, S., Shimp, T. A., & Shin J. (1995), Consumer Ethnocentrism:
A Test of Antecedents and Moderators. Journal of the Academy of Marketing Science, 23(1), 26-37. Shimp, T. A., & Sharma, S. (1987). Consumer
Ethnocentrism: Construction and Validation of the CETSCALE. Journal of Marketing Research, 27, 280-289. Sumner, W. G. (1906). Folkways:
The Sociological Important of Usages.Manners, Customs, Mores, and Morals. New York: Ginn and Co. Supphellen M. & Rittenburg, T. L.
(2001). Consumer Ethnocentrism When Foreign Products Are Better. Psychology & Marketing, 9, 907-920. Tajfel, H. (1982). Social Psychology of
Intergroup Relations. Annual Review of Psychology, 33, 1-39. Taylor, B. M. (1981). Product involvement concept: An advertising planning point of
view. attitude research plays for high stakes. Journal of Advertising, 21, 51-56. Watson, J. J. & Wright, K. (2000). Consumer Ethnocentrism and
Attitudes to ward Domestic and Foreign Products. European Journal of Marketing, 34 (9/10), 1149-1166. Witkowski, T. H. (1998). Consumer
Ethnocentrism in Two Emerging Markets:Determinants and Predictive Validity. Advance in Consumer Research, 25, 258-361. Worchel, S., &
Cooper, J. (1979). Understanding Social sychology. Homewood, IL:Dorsey Press. Warrington, P., Shim, S. (2000). An Empirical Investigation of
the Relationship Between Product Involvement and Brand Commitment. Psychology and Marketing, 17, 761-782. Yagic, M. I. (2001). Evaluation
the Effects of Country-of-Origin and Consumer Ethnocentrism: A Case of a Transplant Products. Journal of International Consumer Marketing,
13(3), 63-85. Zaichkowsky, J. L. (1985). Measuring the Involvement Construct. Journal of Consumer Research, 12(4), 341-352 Zeithaml, V. A.
(1988). Consumer Perceptions of Price, Quality, and Value: a Means- End Model and Synthesis of Evidence. Journal of Marketing, 52(1), 2-22.



