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ABSTRACT

Abstract A central issue in international marketing is the degree to which it is necessary to modify marketing strategies in global

markets because, according to the literature of individual choice behavior, consumers may have different level of threshold on

product quality. However, in the field of Economy, there is not any model which can be used to analyze the quality-based choice

process. The only feasible model we can find is Lancaster’s Characteristic Model but, due to the definition of its product vector, the

first stage of the study is to re-define the product vector. Then, with the modified Lancaster Characteristic Model, we can start to

analyze individual choice behavior and the quality thresholds. Finally, for a multinational company, it can adopt more effective

marketing strategies after analyzing the choice process and the demand of consumers. Keyword：Lancaster、characteristic

、threshold

Keywords : Lancaster ; characteristic ; threshold

Table of Contents

目錄 封面內頁 簽名頁 授權書1⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.⋯⋯iii 授權書2⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯iv 中文摘要⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯v 英文摘要⋯⋯⋯⋯⋯⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.⋯vi 致謝⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯vii 目錄⋯⋯⋯⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.⋯viii 圖目錄⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯x 表目錄

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯xii 第一章 緒論 1.1 研究背景與動機⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.⋯

⋯⋯1 1.2 研究目的⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.⋯⋯2 1.3 研究架構與流程⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.⋯⋯⋯3 第

二章 文獻探討 2.1門檻理論相關文獻⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.⋯⋯.5 2.1.1消費者行為理論⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.

⋯⋯..5 2.1.2決策規則⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.⋯7 2.1.3門檻理論⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯10

2.2 產品特徵重要性研究⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯14 2.3 蘭卡斯特特徵理論模型⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯..⋯17 2.4文

獻相關性研究⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.20 第三章 蘭卡斯特模型 3.1 蘭卡斯特模型之基本觀念⋯⋯⋯⋯⋯⋯⋯

⋯⋯⋯⋯.22 3.2 蘭卡斯特模型之運作⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.25 3.3 採用蘭卡斯特模型之優缺點⋯⋯⋯⋯⋯⋯⋯⋯⋯

⋯.31 第四章 研究方法 4.1 具門檻限制之蘭卡斯特模型⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.36 4.2 特徵門檻與特徵重要性關係⋯⋯⋯⋯

⋯⋯⋯⋯⋯⋯.39 4.3 特徵門檻與消費者決策實例─以德國自行車市場為例 ⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯

⋯⋯41 第五章 蘭卡斯特模型與行銷活動 5.1 廣告效果與D.A.L. Auld模型⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.46 5.2 D.L. Auld之研究修

改⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.53 第六章 具門檻之蘭卡斯特模型與行銷策略之運用－以汽車產業為實例 6.1 汽車市場分

析⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯58 6.2 以蘭卡斯特模型分析T公司未來之產品行銷活動 ⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.64 第七章 結論與建議 7.1 研究結論⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯69 7.2 門檻限

制對跨國行銷的涵義⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯71 7.3 後續研究之建議⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯71 參考文獻⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.73

REFERENCES

參考文獻 一. 中文部分 1. 林靈宏 (1998)，消費者行為學，第1版，台中:五南。 2. 高文津 （1999 ）住宅屬性與房價關係之研究.中正國經

碩士論文 3. 張宥欽 （1999）個體選擇模式效用函數之研究.成大交管碩士論文 4. 林慶雄教授（1998）由決策過程探討當前我國貿易政策

之制定:非互補式之決策模型，東吳經濟學商學報 Vol 23 5. 張新立、鍾志成，（1991）「屬性門檻多項邏吉特模式之研究」運輸計劃季

刊 第20卷第二期 6. 自行車技術手冊，經濟部工業局 2001 7. 吳麗瑩，物流中心商品配送需求之研析，台北銀行月刊，第27卷，第11期 9.

張清溪、許嘉棟、劉鶯釧、吳敏聰（1993）經濟學，第二版 10.劉水深，（1981）產品規劃與策略運用，學者自印 二. 英文部分 1.

Beach, L. R. (1990), Image theory: Decision making in personal and organizational contexts. Chichester: Wiley 2. Beach, L. R., & Mitchell,

T.R.(1978), A contingency model for the selection of decision strategies. Academy of Management Review, 3, pp.439-449 3. Belch，G.E.and Belch

，M·A·（1995）Introduction to Advertising and Promotion:An Integrated Marketing Communications Perspective，3rd edition。New York

，Richard D，Irwin，Inc。 4.Chang Jung-Fu（2000） Gender Differences of Mating Preference: A Comprehensive Framework of Mating



Preference by Integrating Evolutionary and Social Exchange Perspectives., Unpublished working paper 5.Chang Jung-Fu（1999） The

Framework of Mating Preference: A Solution for the contradictions in the Studies of Physical attractiveness in Mate Selection 6.Chun, Young H.;

Moskowitz, Herbert ; Plante, Robert D.（1997） Single Threshold Selection Strategy in the Group Interview Problem. Vol.35, pp.157-169 7. D.

A. L. Auld（1974） Advertising and the Theory of Consumer Choice ,Quarterly Journal of Economics, pp.480-488 8.Diamantopoulos and

Schlegelmilch and Preez，（1995） Lesson for pan-European Marketing. International Marketing Review, pp.38-53 9. Douglas, Evan J （1992

） Managerial Economics: Analysis And Strategy 10.Engel, James F., Roger D. Blackwell, and David T. Kollat（1982） Consumer Behavior, 4th

,Taipei: Hwa-Tai Co.. 11.Eric Seeley（1992）Human Needs and consumer Economics: The Implications of Maslow’s Theory of Motivation for

Consumer Expenditure Pattern. Journal of socio-Economic, volume 21, pp.303-324 12.Eugene Silberberg（1985）Nutrition and the Demand for

Taste. Journal of Political Economy,vol.93, pp.881-899. 13.Haldar, Sudeep; Rao, Vithala R（1998）A Micro-Analytic Threshold Model for the

Timing of First Purchases of Durable Goods. Applied Economics. Vol.30, pp.959-974 14.John A. Howard, Consumer Behavior in Marketing

Strategy, Prentice-Hall International, Inc., pp.113-114 15.Judy A. Wagner and Noreen M. Klein and Janet E. Keith（2001） Selling strategies:

The Effects of Suggesting a decision Structure to Novice and Expert Buyers. Journal of the Academy of Marketing Science. Volume 29. No.3

.pp.289-306 16 Karen M. Gibler and Susan L. Nelson，（April 1998），American Real Estate Society 17.Kelvin J. Lancaster（1966）A New

Approach To Consumer Theory, Journal of Political Economy, pp.132-157. 18. Lefkoff＆Mason（1993） Characteristic、Beneficial and Image

Attributes in Consumer Judgment of Similarity and Preference. Journal of Consumer Research, vol 20, pp.100-110 19. Lester G. Telser（1964）

Advertising and Competition，The Journal of Political Economy. December 1964, pp.537-562 20. Manoj K. Agarwal and Brian T. Ratchford

（1980）Estimating demand Functions for Product Characteristics : The case of Automobiles，Journal of Consumer Research.vol.7.pp.249-263

21. Mantel, Susan Powell and Frank R. Kardes （1998） “the role of direction of comparison, Attribute-based processing and attitude-based

processing in consumer preference” Journal of Consumer Research Vol.25 pp.335-352 21.Mike T. Bendixen（1993） Advertising Effects and

Effectiveness ，European Journal of Marketing, pp.19=32 22. Nicosia, Francesco M.（1966） Consumer Decision Process-Marketing and

Advertising Implication, New Jersey, Prentice-Hall Inc., pp153-191 23. Paul Kau and Lowell Hill（1972 ）A threshold model of purchasing

decisions，Journal of Marketing Research, pp.264-270 24.Peattie K.（1992） Green Marketing. Pitman Publishing. London. 25.Peter Olson

（1993） Consumer Behavior 3th, Taipei: Hwa-Tai Co.. 26.Peter and Curwen Peter（1990）Principles of Microeconomics, London, University

Hyman 27.Peter S. and Leigh Mcalister（1990） An Elimination by Aspects Model of Consumer response to Promotion Calibrated on UPC

Scanner Data， Journal of Marketing Research, pp.322-333 28.Raj Mehta and William L. Moore and Teresa M. Pavia（1992） An Examination

of the Use of Unacceptable Level in Conjoint Analysis. Journal of Consumer Research, pp.470-475 29.Richard G. Lipsey and Gideon Rosenbluth

（1971）A Contribution to the New Theory of Demand: A Rehabilitation of the Giffen Good, Canadian Journal Of Economy, pp.131-163 30.

Seidl, Christian, Traub, Stefan（Aug 1998）A New Test of Image Theory. Organization Behavior and Human Decision Processes. Vol.75, No.2,

pp.93-116 31. Simon Ulrik（2001） Product Syntax And Cross-Cultural Marketing Strategies. European Journal of Marketing，Vol.35 No.11/12

pp.1301-1309 32. Tversky（1972） Elimination by Aspects. Psychology Review , pp.281-299


