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摘 要

品牌形象是企業的資產，更是企業拓展市場、增加利潤的最佳利器。過去許多學者主要都偏重在探討品牌權益與消費者間

互動關係，較少有從品牌形象的構面去探討對購買意願的影響，以往流行服飾品牌形象對購買意願的研究，也很少從品牌

形象構面來進行研究分析。故本研究選擇尚未進入台灣市場的A&F及H&M兩大服飾品牌進行深入研究。過去文獻顯示消

費者涉入也會影響消費者對品牌形象的認知，故在本研究中加入消費者涉入為干擾變數，探討其對品牌形象與購買意願之

間的干擾效果。 本研究對象選擇學生族群，採用便利抽樣，過濾出156 份有效問卷，並使用驗證性因素分析以及階層迴歸

分析來檢定各項假說是否成立。結果發現：品牌形象的產品形象、企業形象與使用者形象對購買意願皆有顯著正向直接影

響；A&F的品牌形象與購買意願均受到消費者涉入的干擾；H&M 的品牌形象與購買意願則是未受到消費者涉入的干擾。 

本研究建議未來兩家連鎖服飾店可從消費者需求創造產品的差異化，提升消費者的購買意願。A&F未來進入台灣市場可運

用品牌形象資產擴大經營範疇，提供消費者更多的服務；而H&M未來進入台灣市場可藉由其創新的經營模式，提供消費

者不同的產品服務，進行差異化與A&F競爭。

關鍵詞 : 品牌形象、購買意願、消費者涉入

目錄

封面內頁 簽名頁 中文摘要................................................ iii 英文摘要................................................ v 誌謝

辭.................................................. vii 目錄.................................................... viii 圖目錄.................................................. x 表目

錄.................................................. xi 第一章 緒論 第一節 研究背景.......................................1 第二節 研究動

機.......................................1 第三節 研究目的.......................................2 第四節 研究流程.......................................4　 第二章 文獻

探討 第一節 研究品牌.......................................5 第二節 品牌形象...................................... 6 第三節 消費者涉

入................................... 10 第四節 購買意願..................................... 11 第五節 品牌形象對購買意願之影響......................12 第六

節 涉入程度對購買意願干擾........................14 第七節 小結..........................................14 第三章 研究設計 第一節 研究架

構......................................16 第二節研究假說.......................................17 第三節變數操作性定義與衡量...........................18 第四

節 問卷與抽樣設計................................23 第五節 資料分析方法..................................27 第四章 實證分析 第一節 敘述性統計分

析................................29 第二節 信度與效度分析................................31 第三節假說檢定.......................................36 第四節 綜合

討論......................................44 第五章 結論與建議 第一節 結論..........................................48 第二節 管理意

涵......................................51 第三節 研究的限制....................................52 第四節 後續研究的建議................................53　 參考

文獻 一.中文部份..........................................54 二.英文部分..........................................54 三.網路部份..........................................59 

附錄一.前測問卷.........................................60 附錄二.正式問卷.........................................64　　　　　　　　　　　　　　　　

　　　 　　　　　　　　　　　　　　　　　　　　　 圖目錄 圖1-1研究流程.........................................4 圖3-1研究架

構........................................16 表目錄 表3-1 企業形象之操作性定義.......................................19 表3-2 產品形象之操作性定

義.......................................20 表3-3 使用者形象之操作性定義.....................................21 表3-4 消費者涉入之操作性定

義.....................................22 表3-5 品牌購買意願之操作性定義...................................23 表3-6 前測問卷－研究變數構面的信度

分析...........................25 表4-1 樣本人口統計變數...........................................30 表4-2 研究變數/構面的信度分

析....................................32 表4-3 因素分析與效度分析(A&F)....................................33 表4-4 因素分析與效度分

析(H&M)....................................34 表4-5 因素分析與效度分析(消費者涉入).............................35 表4-6 「A&F」企業形象對消費

者購買意願的迴歸分析....................36 表4-7 「H&M」企業形象對消費者購買意願的迴歸分析....................37 表4-8 「A&F」

產品形象對消費者購買意願的迴歸分析....................37 表4-9 「H&M」產品形象對消費者購買意願的迴歸分析....................38

表4-10「A&F」使用者形象對消費者購買意願的迴歸分析..................38 表4-11「H&M」使用者形象對消費者購買意願的迴

歸分析..................39 表4-12 消費者涉入對「A&F」企業形象與購買意願的迴歸分析.............40 表4-13 消費者涉入對「H&M

」企業形象與購買意願的迴歸分析.............40 表4-14 消費者涉入對「A&F」產品形象與購買意願的迴歸分析.............41 

表4-15 消費者涉入對「H&M」產品形象與購買意願的迴歸分析.............42 表4-16消費者涉入對「A&F」使用者形象與購買

意願的迴歸分析............43 表4-17消費者涉入對「H&M」使用者形象與購買意願的迴歸分析............43 表4-18 研究假說檢定

結果.......................................... 47



參考文獻

一、中文部分 秦孝華 (2006), 品牌形象與消費者涉入對品牌購買行為影響之研究, 國立台北大學企業管理學系碩士論文。 李守蕾 (2008), 

補教業服務品質、企業形象、價格認知與顧客滿意度關係之研究:以才藝補習班為例, 國立中山大學人力資源管理研究所碩士在職專班碩

士論文。 蔡曜光(2011)品牌形象與消費者涉入對購買行為之研究－以連鎖咖啡館為例，國立中央大學管理學院高階主管企管碩士班碩士

論文 許士軍， (1987) 「新加坡消費者對不同來源地產品之知覺及態度」，管理評論，頁1-18。 許士軍，(1983) 現代行銷管理，台北:商

務印書館。 王文正 (2006), 產品知識及品牌形象對購買意願的影響－產品類別的干擾效果,大同大學事業經營研究所碩士論文。 張長燕

(2008), 台北市國小教師對運動品牌形象與購買意願模式之研究－線性結構方程式模式之驗證, 台北市立教育大學體育學系體育教學碩士

學位班碩士論文。 二、英文部分 Aaker,D. A. (1991), Manage Brand Equity, New York: The Free Press. Aaker,D. A. (1995), Building Strong

Brand, New York: The Free Press. Biel, L. A. (1992), “How Brand Image drives Brand Equity”, Journal of Advertising Research, vol.32, no.6

,RC6-12. Biswas, A. “The Moderating Role of Brand Familiarity in Reference Price Advertisement,” Journal of Business Research, 1992, Vol.

25, No.3, pp. 251-262. Dacin, P. A. and T. J. Brown (1997), “The Company and The Product: Corporate Associations and Consumer Product

Response”, Journal of Marketing, vol.61, no.1, pp. 68-84. Dodds , W. B., K. B. Monroe, and D. Grewal. “ The Effects of Price, Brand, and

Store Information on Buyer’s Product Evaluations.” Journal of Marketing Research, 1991, Vol. 28, No.3, pp. 307-319. Dick, Alan, Arun Jain

and Paul Richardson (1995), “Correlates of Store Brand Proneness: Some Empirical Observations,” Journal of Product and Brand Management,

4(4), 15-22. Engel, J. F., R. D. Blackwell, and P. W. Miniard. Consumer Behavior, 1995, 8th ed., Chicago, New York: Dryden Press. Engle, J. E.,

R. D. Blackwell, and P. W. Miniard (1993), Consumer Behavior, 7th ed., The Dryden Press. Kamins, M. A. and L. J. Marks. “The Perception of

Kosher as a Third Party Certification Claim in Advertising for Familiar and Unfamiliar Brands,” Journal of the Academy of Marketing Science,

1991, Vol. 19, No.3, pp. 177-185. Kassarjian, H. H. T. S. Robertson, Perspectives in Consumer Behavior, 4th, Englewood Cliffs, N.J.: Prentice

Hall, 1991. Kamins, M. A. and L. J. Marks. “The Perception of Kosher as a Third Party Certification Claim in Advertising for Familiar and

Unfamiliar Brands,” Journal of the Academy of Marketing Science, 1991, Vol. 19, No.3, pp. 177-185. Katona, George and Eva Mueller, (1 955).

A Stuφ of Purchase Decisions, in Consumer Behavior, NY: New York University Press. Keller, K. L. (1993), “Conceptualizing, Measuring, and

Managing Customer-Based Brand Equity”, Journal of Marketing, vol.57, pp.1-22. Keller, K. L. (1998), Strategic Brand Management: Building,

Measuring, and Managing Brand Equity, NJ: Prentice-Hall Press. Keller, K. L. and D. A. Aaker (1992), “The Effects of Sequential Introduction

of Brand Extensions”, Journal of Marketing Research, vol.29, no.1, pp.35-50. King , C. W. and L. J. Ring, (1980)." The Dynamics of S可le and

Taste Adoption and Diffusion: Contribution From Fashion Theory". Advances in Consumer Research, 7(1), 13-26. Knight, G. A. and R. J.

Calantone, A Flexible Model of Consumer Country-of-Origin Perceptions: A Cross-Cultural Investigation, International Marketing Review, 2000,

Vol.17, No.2, pp.127-145. Knox, S and D. Walker, “Empirical Developments in the Measurement of Involvement , Brand Loyalty and Their

Relationship in Grocery Markets,” Journal of Strategic Marketing, Vol.11, 2003, pp.271-286. Knox, S., D. Walker, and C. Marshall, 

“Measuring Consumer Involvement with Grocery Brands: Model Validation and Scale-Reliability Test Procedures ” , Journal of Marketing

Management, Vol. 10, 1994, pp.137-152. Kotler, P. and Armstrong, G. (1997), Marketing: An Introduction, 4th ed., NJ: Prentice-Hall Press.

Kotler, P. (2002), Marketing Management, 11th ed., NJ: Prentice-Hall Press. Kotler, P. and D. Gertner (2002), “Country as Brand, Product, and

Beyond: A Place Marketing and Brand Management Perspective”, Journal of Brand Management, vol.9,no.4/5, pp.249-261. Krugman , H. E.

(1965), “The Impact of Television Advertising: Learning without Involvement”, Public Opinion Quarterly, vol.29, no.3, pp.349-356. Laroche ,

Michel C. Kim and J. Saunders, (1996) ." Brand Familiarity and Confidence as Determinants of Purchase Intention: An Empirical Test in a

Multiple Brand Context", Journal of Bussiness Research, 37(1), 115-120 Magid, J. M., Anthony D. Cox, and Dena S. Cox. “ Quantifying Brand

Image: Empirical Evidence of Trademark Dilution,” American Business Law Journal, 2006, Vol. 43, No.1, pp. 1-42. Mitchell, Vincent-Wayne

(1999), “Consumer Perceived Risk: Conceptualizations and Models ,”European Journal of Marketing, 33(1/2), 63-95. Mitchell, Vincent-Wayne

and M. Greatorex (1993), “Risk Perception and Reduction in the Purchase of Consumer Services,” The Service Industries Journa , 13(4),

179-200. Park, C. W., B. J. Jaworski, and D. J. MacInnis (1986), ”Strategic Brand Concept-Image Management”, Journal of Marketing, vol.50,

no.4, pp.135-145. Schiffman, L. G. and L. L. Kanuk. Consumer Behavior, 2000, 7th ed., Prentice Hall, Inc.. Sherif, M. and H. Cantril (1947), The

Psychology of Ego Involvements, Social Attitudes and Identifications, Chapman & Hall Press. Warrington, P. and S. Shim, “An Empirical

Investigation of the Relationship Between Product Involvement and Brand Commitment,” Psychology and Marketing, Vol.17, 2000, pp.761-782.

Westbrook , R. A. and C. Fornell, (1979)." Pattems of Information Source Usage Among Durable Goods Buyers", Journal of Marketing Research,

16(1), 303-312 Zaichkowsky, J. L. (1985), “Measuring the Involvement Construct”, Journal of Consumer Research, vol. 12, no.3, pp.341-352

Zaichkowsky, J. L. (1986), “Conceptualizing Involvement”, Journal of Advertising, vol. 12, no.2, pp.4-14. Zeithaml, Valerie A.,(1988). Consumer

Perceptions of Price, Quality, and Value: A Means-End Model and Synthesis of Evidence, Journal of Marketing, 52(July), 2-22. 三、網路部分 

http://www.abercrombie.com/webapp/wcs/stores/servlet/StoreView?catalogId=10901&langId=-1&storeId=11203 

http://www.hm.com/entrance.ahtml?orguri=/  http://zh.wikipedia.org/zh-tw/H%26M


