gobobuobboobotobuoobooouobobd
goougon

E-mail: 382069@mail.dyu.edu.tw

g
gbooobgoobooboboobooboobooooboobooboobobboboobooboobobo
gbooobooboboboboobdeboobooboboobooboboobobooboobo boobobooboo
gooobooboobobobooboobooobooooboobooboobobbobooboobooboobo
gbooobg4so0ibopooboobgobssednognoogensdrnbgospssizobdnoognoooonooon
gbi1o0boobooboboobooboobob0boobooboobobboboosgobooobooboo
goooboooboooDg

goo:0booboobobboobooobooboobo
oo

1001110000 1120000 3130000 314000000 420000 52100052200000000°6
2300000 122400000 173.0000 21310000 21320000 223300000000 2434000000
000 2835000000 2940000 320000000000 2000000004 000000000 4400
Oo000dn0s25.0000054000 00005400005 000069000 0215031240 32250 3326
034280 41320 42330 43330 44340 45350 46360 47360 4-8370 49370 410380 4-113801 4-12
390 4-13390 4-14400 4-15400 4-16400 4-1741 0 4-1844 0 4-19450 4-20450 4-2146 0 4-2247 0 4-2347 0
4-2448 0 4-25490 4-26490 4-27500 4-2851 00 4-2952 00 43053000 0O 3-1-100000000O0OODOOO
021

gogno

goO0O0O10000O0OOOOOOOOOOEOOIODDODODODODODODOR4D 200000000000 (200900000 OODOOO
goooOoOoOoOoOoOo—-0O0OO0OOOOOOOOOOOOOOOOOROOOEJOODDODODODODODDOODOODODODODODOODOODODOO
go0oOoOoOoOoOoOoOoOoOOOOOOOOOOOOOOOOOD 400000000000 OODOODOODOOOODOODOOO
go0oOoOoOoOoOoOoOoOoOoOOOOCOOOSOO0OEOgOODODODODOODOODOODOODOODODODOODOOODODODODODOD-OOOO
g3cOO000oooooobooooboooooo0oebbO0 OO0 0ODEIYIDDODOODDOOOODOD-OODOOOODOOO
OO00D00O0O1s0283-3070 7000 @ooUO DO OODOOOOODOOODOOOODOOOODOOODOOOOODOOOOD 8O
gOooosOO0DO00DbOO00O0DOO0O00DOO00DOO00oDOOOOoDOOoOebobogeguoooooooDoooDO
OO000OOo0o0ooOooOoOoDooOoOo o0y ooooooooooooooooooooooooDboooDooD 1100
ooy OOCO0ODOOO0OO0DOOOODOOO0ODOO0ODOOO0ODDOUOO0DOOOD12000@00DO0DOODOODODOOODO-
o00ooo0o0oooOooO00oDboOOo0oboOooO00oDoO00oOoOoOoO0oDO00bOO0OoDOOOOoObO B ODOEDDbOOoDOo
000000000 00DOO000OO0O00DOO000O0O00 4000ROIQDOODbODOOO0ODOOODODOOO0ODbOOODO
OO0000O0000OOoO00DoOOoOoooOooOgkood) IO OoODobOOo0oooooooOo0o0oDbDOo0ooooOooooDoOoO0—o
O000000,0000000D0O000000000O000DOOO 1e000ROS)DOOODOOOODOOODOOODOODDO-O0O
o0000O000ooOoO00oOoOOo0OOoO00oDoDoOO00oOO0oO0O0DOO00bD 700D EOIONVOODOOODODOODOUODOOOODOO
0000000000 00D00O000000 1800009 000D0ODO00D00O000ODOODO00DOOO00DODODODO0ODODOOOOO
1900019980 0000000000000 0DO000D0O0O0000O00O0D 200001980 00000D0D0O0OOOOOODO
ooooOoOoOoOoOOOOOOOOO 2200000000000 OOOOOOOOOOOOOOOOOOOOOOOOOO
O00oO0OOOOOOOOOOO 2000080000000 00000O0O0O0O0O0O0O0OO0OOOOOOOOOOOOOOOO0
ooo0ooo@eynowwwooooooooooooooooooooooooooOoOoOoOOOOOOO0O0OODO0OOOOOOO
23000C@o3opooooooooOooOoOoOoOoOOOODOODOODOODOODOODOOOODOODOD 24000098 0000000
O00oO0OOoOoOoOOOOOOOOOOOOOOO00008UOO0O0O00OO0O0OOO0OOO0OOO0OOOOOO0OOOOOOOOO
goO0OoO0O2e000@OO)DODODOODOODOODOODO—DOODOOOODOODOODOOOODOOOODOODOODOODOODOOOOOn 27.0
oo OO0oDOO00DOO000DOOO00DO000O0O00DOO00DbDO0OOODOOO0D ODOO Aaker, D. A, (1991).



Managing Brand Equity : Capitalizing on the Value of a Brand Name, N. Y. : The Free Press. Aaker, D. A. (1996). Measuring Brand Equity Across
Product And Markets, California Management Review, 38(3), 102-120. Baron, R. M., & Kenny, D. A.(1986).The moderator-mediator variable
distinction in social psychological research:Conceptual,strategic,and statistical considerations. Journal of Personaiity and Social
Psychology,51(6),1173-1182. Biel, A. L. (1992). How Brand Image Drives Brand Equity? . Journal of Advertising Research, 32(6), 6-12.
Chematony, L. D ., & Mc Willian , G. (1989). Branding terminology — The Real Debate. Marketing Intelligence and Planning. 17, 2-9-3. Dobni,
D. & G. M Zinkhan. (1990). In search of brand image : A foundation analysis,. Advances in Consumer Research, 17(1), 110-119. Dodds, W. B.,
Monroe, K. B., & Grewal, D. (1991). The Effects of Price, Brand, and Store Information on Buyers’ Product Evaluations, Journal of Marketing
Research, 28 (3), 307-319. Engel, James F., Blackwell, Roger D., and Miniard, Paul W. (1993) Consumer Behavior, 7th edition, Dryden Press.
Fishbein, M., & Ajzen, 1. (1975). Belief Attitude Intention and Behavior: An Introduction to Theory and Research Reading, Journal of Leisure
Research, 27(1), 61-84. Gardner, B. B. & Levy, S. J. (1955). The product and the brand, Harvard Business Review, 33(2), 33-39. Garretson, J. A., &
Clow, K. E. (1999). The Influence of Coupon Fair Value on Service Quality Expectation, Risk Perception and Purchase Intention in the Dental
Indsutry, Journal of Service Marketing, 13 (1), 59-72. Guirdham, M. (1992) . The Management of Distribution Channels, Headington Hill Hall,
Oxford:Pergamon Press Ltd. Jacoby, J., & Olson, J. C. (1972). Cue utilization in the quality perception process. | M . Venkatesan(ed.), Proceeding
of the third annual conference of the association for consumer research. lowa City: Assocation for Consumer Research, 167-179. Kalyanaram, G.,
& Little, J. D. C. (1994). An empirical analysis of latitude of price acceptance in consumer package goods. Journal of Consumer Research, 21(3),
408-418. Kannan, P. K., & Kopalle, P. K. (2001). Dynamic pricing on the internet : Importance and implications for consumer behavior.
International Journal of Electronic Commerce, 5(3), 63-83. Keller, K. L. ( 1993). Conceptualizing Measuring, and Managing Customer-Based
Brand Equity, Journal of Marketing , January,1-22. Kim, Chung K., Anne M Lavack and Margo Smith. (2001). Customer evaluation of Vertical
Brand Extensions and Core Brands, Journal of Business Research, 52, June, 211-222. Kim, M. (2004). Comsumer response to stock outs in online
apparel shopping, unpublished doctoral dissertation, The Ohio State University, Columbus, OH. Kimery, K. M., & McCord, M., (2002).
Third-party assurances : Mapping the road to trust in e-retailing, Journal of Information Technology Theory and Application, 4(2), 63-82. Kotler,
P. (1986). The Principles of Marketing. Englewood Cliff, N. J. : Prentice-Hal1 Inc. Kotler, P. (1996). Marketing Management : Analysis, Planning,
Implementation, and Control (9th ed.). New Jersey : Prentice-Hall Inc.2. Kotler, P. (1999). 10 edition. NJ : Prentice-Hall International Inc.
Marketing Management. Kotler P. (2000). 10 edition. NJ : Prentice Hall Upper saddle river. Marketing Management. Kotler P. (2002). 11 edition.
NJ : Prentice Hall. Marketing Management. Lichtenstein, D. ; Ridgway, Nancy M. and Netemeyer, Richard G. (1993). Price perceptions and
consumer shopping behavior : A field study. Journal of Marketing Research, (May), 234-245. LouisP. Bucklin. (1966). Life Style concepts and
Marketing in Stephen Greyserm, Toward Scientific Marketing. Monroe, K. B., & Petroshius, S. M. (1981). Buyera’ perception of price : AN
update of the evidence ,perspectives in consumer behavior(3rd ed.). lllinois : Scott, Foresman and Company, 43-45. Newman, J.W. (1957).
Marketing and the Behavioural sciences, Perry Bliss, ed. Boston : Allyn and Bacon Inc, 76-86. Olshavsky, R. W., Andrew B. Aylesworth, and
DeAnna S. Kempf (1995). The Price-Choice Relationship : A Contingent Processing Approach, Journal of Business Research, 207-218. Park, C.
W., Jaworski, B. J. and Macinnis, D. J. (1986). Strategic Brand Concept-Image Management, Journal of Marketing, 50(4), 135-146. Peter, J. P., &
Olson, J. C. (1993). Consumer behavior and marketing strategy. (3rd ed.). Chicago : American Marketing Association. Richardson, P. S., Dick, A.
S., & Jain, A. K. (1994). Extrinsic and Intrinsic Cue Effects on Perceptions of Store Brand Quality, Journal of Marketing, 58, 28-36. Schiffman, L.
G., & Kanuk, L. L. (2000). Consumer behavior. (7td ed.). New Jersey : Prentice Hall. Stern L. S. & El-Ansary, A. 1. (1992). Marketing Channels,
Englewood Cliffs, N. J. : Pretice-Hall Inc., 11. Thakor, M. V. & L. P. Katsanis. (1997). A Model of Brand and Country Effects on Quality
Dimensions : Issues and Implications, Journal of International Consumer Marketing, 9 (3), 79-100. Zeithaml, V. A. (1988). Consumer Perceptions
of Price and Value : A Means-End Model & Synthesis of Evidence, Journal of Marketing, 53, July, 2-22. Zeithaml, V. A., & Kirmani, A., (1993).
Brand equity and advertising : Advertising’ s role in building strong brands, In Aaker, D. A. and Alexander, L. B. (Eds.), Advertising, Perceived
Quality, and Brand Image, Lawrence Erlbaum Associates, Inc., lowa City, IA.



