Jobogobbooboobouoobooobou-boobouooboo
goougon

E-mail: 9507381 @mail.dyu.edu.tw

g
gbooobgoobooboboobooboobooooboobooboobobboboobooboobobo
gbooobgoobobboboobgoooboooboobooboob bbooboobuoobooboboboobOooboon
gboobgobobboobs00bgobobogz2essbdgbooogs23bidinoooooooboonbg
goooboobooboboobooboobooboobooboobobobLooboobooboboobOooboon
gbooobooboboboobooboobooboobooboobooboboo 2.0boobOoboOobOo0oDbOon
gooobooboboboboobooboobobooboo s obobooboobUoobobboobOoobOoon
goooboobooboboobooboobooboboobooboobobboboobooboobobobo
oo 4 0000000O00DO00DOODOODOODO0ODOObOODOOObDOODbDUOODbDODDODODOODOn
goooboobobbobooboobooboboos. ooboobobooboobuoobobboobOoOobOoon
ooooboobobbooboobooboobobooobooboobobobooboobooboboo

ooo0:0bo0oboo0bobobooboooboooon
(BN

oo ooobooboboooboooboobobDoobD1oob DbobobobbooboUobUobDbUoboooDbOon
gboooboobooboboboobooboobobbo4bb000obooboboboboobooboobobso
oboooboobooooobobooooobooobeseb 0D bOODObDOOOODODbOODOYOO
oobooooobooooobobooooobooosgbooooobobobooooboooobOobboOoobosooO
obooobodooooooboooooboobogoebo oo boooDobOoooobDobooboOoDsUDO
gboogboobobboobooboobonob2o00b 0obgobobooboobooboboboobo2e000n
gboooboobobbooboobooboob200b oboobobbooboobooboboboboOo4100
gooboobooboboboobooboobob4abbooobooboobobbooboobOooboDo42n00
Ugoobooboobobbooboobuoobob4ibb0oobooboobobbooboobooboos1Inoo
gooboobooboboobooboboboossoooooboboboboobuoobobobobooboosro
oo obooboobobbooboobooboboos7TOo0ob 0bo0obOoobOobboOobDOo0obOo0obOoooboe3d
oo obooboobobooboobooboboesO00b 0obobbOobOoO0obOoOobOobobOobDbooboooTs
oo oooboobobooobooboobobooob0 bobobobooobDo0oboobOoboboobooos?
ooo0boooboobobooobooboboboboooss bbb oobooboobobooobOoobon
gssiooobooobobooobo0oboboboboooboossobooooobooboobooboooboobon
goosuoboboboboobooboobobboobooboobob9yroooboobobDbobDboobDoob
oooobooobaioo

goon

O00000:1.000000000019950 0 Engel, J. F., Blackwell R.D. and Miniard, P W. O OO O0O0OOO00O0OO:000000O2
020-22067-6800 130-131 00 2. 000 D20010 0 00000000 DO0OO0O-0b0obO0bOoooooobooboobooboboo
gboobooooo3ooouoboobgzeosibooooobooboo:obob s 0obgbeo03booobooooboobobon
goobooooooooooooobboooboooooobooooboooooOooooDbbOUobObOUObDbDs. 00002002000
goooOoOoOoOoOOOoOOOOOOCOOOOOOOOOOOOODODOOODODODODO 600001990 ThomasHerzogO OO OO
oooboooooooob:.obobooovr.0obbdbzeo3obbooobOoooooooobDboobobobooboDbObOOoOoDbOO
gooboooooos.oogoboboooooogzesooooooboooooooooboboooobboo-coOboobDboooo
O00b00002002000p219-238.9. 000020050 00000000000000000DOO00DOOOOODODOOODOOOO
010 000000000000201000000000000000O000O00O0O00O— Elaboration Likelihood Modeld 0000000
oboboooooog:ss2120 11.0000200100000000000000000000O00DOODOODOOOOOODOODOO



0000000 120000200000 0000—000000000000:00000 13.0000200400000000000
0000000000 000000000000000 14.0000200000SPSSO0000O0OOOO:00000 15.000(1994)
000000000000 0000000 16000020000 0000000000000000000000000000O00
O000000000000oo0 17.0000200000000000000000000000000O0O00O0DO0OO0O0OOOO0O
0000000000 00000000000nD 18.0000200300000000000000000000O0O0O0O0O0O0OO0O
O0000000000000 19.0000200300000000000000000000O000D0O0O000DO0O0O0O0OOOO0O
O00000OooooOoooe.0000200000000000000000000000C0O00O0O0O00O0O0O0-000000A0
0000000000 000o00oo000ooooooo 2.00002003000000000000000000000000
0000000000 0000000000000000 2.000@09870000000:0000000 23.00001992000
0000000000 oDdDOO0DO00—-000000000000000000000000DO 2400000000030 000
0000000000000 000000000DO00000000OD0O00DO0OO 2s.000020500000000000000O
000000000 015200 26. 00002004000 00000000000000D0O00ODOO00-ODDOD00DODOOOODOO
0000000000 27.0000200300000000000000000000D000DOO0O0DODOOOODODDOODOOOOO
0000000000 28.0000200200000000000000000000O000D0O000DO0O0OO0O0OO0ODODDOOOOOOO
0000000000000 0 2.000020030000000000000000000D0000DO0O0O0O0O0ODODOOOOOOO
0000000000 30.000000000000000@09970000000000000D0: 00000 31.000 020050
OSPSSOO000D0000: 00000000000 32.00002003000000000000000000O0O00DOOOODOO
O00000000000000 33.000019000000000000000000000000D00000O00DO:15-290 34.000
01940 000000000:00000 3.000(199000000000:00000000000 36.000020020 002002
00000000000000004100 37.000020030002003000000000000000004700 38.000
g0030 00000000000 00DOO0O00O0DDO0O00O0O0O0O0OD—-0000000000000000D0000DOO0O000O0O0
0000300002040 00000000000000000000O00—00000D0000D00O00D0ODOOO0OOOO0O0
00000 40.000020000000000000000000000000000000O0O00D0OC0O00DOOOOODO 41.00
god00400000000000-000000000000000000D0O0000D0O0O000OOOOOOOO0O 42.000
050 000 000000000000000000000-00000000000000000000000O0O0O000O0OO0
0 000000O:1. Aaker, D. A. and K. L. Keller (1990), “ Consumer Evaluations of Brand Extensions,” Journal of Marketing,Vol.54(January),
pp. 27-41. 2. Aaker, D. A. (1996), Building Strong Brand, New York: The Free Press. August, E. Grant, K. Kondall Guthrie, & Sandra J. 3. Batra,
R.and M. L. Ray (1986), “ Affective Responses Mediating Acceptance of Advertising,” Journal of Consumer Research, Vol. 13, pp.236-239. 4.
Park, C. W., B. J. Jaworski and D. J. Maclnnis, (1986), “ Strategic Brand Concept-Image management” , Journal of Marketing, Vol. 50, Iss.4,
pp.133-145. 5. Bloch, P. H. & M. L. Richins (1983), “ A theoretical model for the study of product importance perceptions” , Journal of
Mmarketing, VVol.47 (Summer), pp.69-81. 6. Chaffee, S. H. and J. M. Mclead (1973), “* Consumer Decisions and Information Use,” Consumer
Behavior: Theoretical Source, S. Ward and T. S. Robertson. 7. Cordell, V. (1991), “ Competitive Context and Price as Moderators of Country of
Origin Preferences.” Journal of the Academy of Marketing Science, 19(2), pp.123-128. 8. Curry, D. J. and P. C. Riesz (1988), “ Prices and
Price/Quality Relationships: A Longitudinal Analysis,” Journal of Marketing, 52 (Jan.), pp.36-51. 9. Della, B. A. J., K. B. Monroe and J. M.
McGinnis (1981), “ Consumer Perceptions of Comparative Price Advertisements,” Journal of Marketing Research, 18(11), pp.416-427. 10.
Dodds, W. B. and K. B. Monroe (1985), “ The Effect of Brand and Price Information on Subjective Product Evaluations, in Advances in
Consumer Research,Goods,and Specialty Goods,” Journal of Marketing, Vol.23, pp.53-56. 11. Dobni, D. (1990), In search of brand image: A
foundation analysis. Advances in Consumer Research, Vol. 17, pp.1100 119. 12. Dodds, W. B., K. B. Monroe and D. Grewal 199101, “ The
Effects of Price, Brand, and Store Information on Buyers’ Product Evaluation,” Journal of Marketing Research, Vol.28, pp.307-319. 13.
Elizabeth C. H. and M. B. Holbrook, eds. Provo, UT: Association for Consumer Research, pp 85-90. 14. Engel, F. and R. D. Blackwell(1982),
Consumer Behavior, 4th ed. New York:The Dryden Press. 15. Engel, J. F., R. D. Blackwell , and D.T. Kollat(1993), Consumer Behavior,7th ed.,
N. Y.: Dryden Press. 16. Fishbein M. and 1. Ajzen (1975), Belief, Attitude, Intention and Behavior, Reading, Mass: Addison-Wesley. 17. Garvin,
D.A. (1984), “* What does Product Quality Really Means,” Sloan Management Review, pp.25-43. 18. Grewal, D., K. B. Monroe and W. B.
Dodds (1991), “ Effect of Price, Brand, and Store Information on Buyers’ Product Evaluation.,” Journal of Marketing Research,

Vol XXVIII(Aug.), pp.307-319. 19. Gronroos, C. (1990), Service Management and Marketing — Managing the Moments of Truth in Service
Competition, Lexington, MA. 20. Grewal, D., K. B. Monroe and R. Krishnan (1998), “ The Effects of Price- Transaction Value, and Behavioral
Intentions,” Journal of Marketing, 62(April), pp.46-59. 21. Goldsmith, R. E. and J. Emmert(1991), * Measuring Product Categorylnvolvement: A
Multitrait-Multimethod Study” , Journal of Business Research, Vol. 123, pp.363-371. 22. Hill, C. W. L. and G. R. Jones (1995) , “ Strategic
Management Theory,” 3rd Ed, Boston: Hongton Mifflin. 23. Herrmann, A., F. Huber, and C. Braunstein (2000), * Market-Driven Product and
Service Design: Bridging the Gap between Customer Needs, Quality Management, and Customer Satisfaction,” International Journal of
Production Economics, Vol. 66, Issue: 1, p. 77-96. 24. Holbrook, M. B. and K. P. Corfman( 198501 ,* Quality and Value in the Consumption
Experience: Phaedrus Riders Again,” in Perceived Quality, J. Jacoby and J. Olson, eds. Lexington, MA Lexington Books, pp.31-57. 25. Holton, R.
M. 195800 ,* The Distinction between Convenience Goods, Shopping Henry Assael, Consumer Behavior and Marketing Action, Ohio USA,



South-western college publishing. 26. Houston, M. I. J. and M. L. Rothschild (1978), “ Conceptual and Methodological Perspective in
Involvement,” Research Frontiers in Marketing Dialogues and Directions, pp.184-187. 27. Jacoby, J. and J. C. Olson (1985), Percevied Quality,
Lexington, MA: Lexington Books. Schmidt, Sandra L. 28. John, H. A.(1984), “ Conceptualization and Operationalization of Involvement” ,
Consumer Research, Vol.11, pp.203-209. 29. Juran, J.M., Quality Control Handbook, 3rd ed., New York, McGraw-Hill. 30. Juran, J. M. (1986),
“ The Quality Trilogy: A Universal Approach to Managing for Quality,” Quality Progress, pp. 19-24. 31. Kamins, M. A. and 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, Vol. 19(3), pp.177-185. 32. Keller, K. L. (1993), “ Conceptualizing Measuring, and Managing Customer Base Brand Equity,
Journal of Marketing” January, Vol. 57, No.1, pp.1-22. 33. Kotler, P., S. H. Ang, S. M. Leong and C. T. Tan (1999), Marketing Managemnet:
an Asian Perspective, 2nd ed. Prentice Hall. 34. Krugman, H. E. (1965), “* The Impact of Television Advertising Learning Without Involvement,
" Public Opinion Quarterly, Vol. 29, pp.349-356. 35. Laroche, M., C. Kim, and L. Zhou (1996), “ Brand Familiarity and Confidence as
Determinants of Purchase Intention: An Empirical Test in a Multiple Brand Context,” Journal of Business Research, Vol.37(2), pp.115-120. 36.
Laurent, G. and J. N Kapferer (1985), “ Measuring Consumer Involvement Profiles,” Journal of Marketing Research, VVol.22, pp.41-53. 37.
Lichtenstein, D. R., P. H. Block, and W. C. Black (1988), “ Correlates of Price Acceptability,” Journal of Consumer Research, 15(Sep.),
pp.243-252. 38. Maheswaran, D., D. M. Mackie, & S. Chaiken (1992), Brand name as a heuristic cue: The effects of task importance and
expectancy confirmation on consumer judgments. Journal of Consumer Psychology, 1(4), 317-336. 39. Monroe, K. B. and S. M. Petroshius (1981),
Buyers’ Perception of Price: An Update of the Evidence, Perspectives in Consumer Behavior, 3rd ed., IL:Scott, Foresman and Company,
pp.43-45. 40. Monroe, R. K.O 198500 , Perceived Quality: How Consumer View Stores and Merchandise, New York: McGraw-Hill. 41. Monroe,
K. B. and R. Krishnan (1985), “ The Effect of Price on Subjective Product Evaluation,” In Perceived Quality: How Consumers View Stores and
Merchandise. Eds. Jacob and Jerry C. Olson. Lexington. MA: Lexington Books, pp.209-232. 42. Multitrait-Multimethod Study” , Journal of
Business Research, VVol.23, pp.363-371. 43. Olsavsky, R. W. (1985),“ Perceived Quality in Consumer Decision Making: An Integrated Theoretical
Perspective, in Perceived Quality” , Jacoby, J. Olson, eds., Lexington, MA: Lexington Books, pp.3-29. 44. Petty, R. E., J. T. Cacioppo and S.
David (1983), “ Central and Peripheral Routes to Advertisements Effectiveness: The Moderating Role of Involvement,” Journal of Consumer
Research, Vol. 10(2), pp.135-146. 45. Petty, R. E. and J. T. Cacioppo (1986), Communication and Persuasion : Central and Peripheral Routes to
Attitude Change, New York Inc. Springer-Verlag. 46. Rao, A. R. and K. B. Monroe(1988), * The Moderating Effect of Prior Knowledge on Cue
Utilization in Product Evaluations,” Journal of Consumer Research, Vol. 150 Septemberd , pp.253-264. 47. Richins, M. L. and P. L. Bloch
(1986), “ After the New Wears off: The Temporal Context of Product Involvement,” Journal of Consumer Research, Vol. 13(2), pp.280-285. 48.
Rothschild, M. L. (1978), “ Advertising Strategies for High and Low Involvement Situations,” Attitude Research Plays for High Stakes, pp.74-93.
49. Sawyer, A. G. and P. Dickson (1984), “ Psychological Perspectives on Consumer Response to Sales Promotion,” in Research on Sales
Promotion: Collected Papers, Katherine Joez, ed. Cambridge, MA: Marketing Science Institute. 50. Swinyard, W. R. (1993), “ The Effects of
Mood, Involvement, and Quality of Store Experience on Shopping Intentions,” Journal of Consumer Research, September ,\Vol.20, pp.271-280.
51. Schoell, W. and J. P. Guiltinan (1997), Marketing 7th edition, Boston: Allyn and Bacon. 52 Shapiro, B. P. (1968), " The Psychology of Pricing,
" Harvard Business Review, Vol.46, pp.14-25 53. Shimp, T. A. and W. Bearden(d] 19820 ,“ Warrant and other Extrinsic Cue Effect on
Consumer Risk Perception, “ Journal of Consumer Research, Vol. 9, No. 1. pp.38-46. 54. Simon, M.[0 19700 ,“ Influence of Brand Names on
Attitudes,” Journal of Advertising Research, Vol. 30 Junel ,pp. 56-61. 55. Teas, R. K. and S. Agarwal (2000), “ The Effect of Extrinsic Product
Cues on Consumers’  Perceptions of Quality, Sacrifice, and Value” Journal of the Academy of Marketing Science , 28(2), pp.278-90. 56. Thaler,
R. (1985), “* Mental Accounting and Consumer Choice” , Marketing Science,4,199-244. 57. Tyebjee, T. (1979), “ Refinement of the Involvement
Concept: An Advertising Planning Point of View,” In Attitude Research Plays for High Stakes, John C. Maloney and Bernard Silverman, ads,
Chicago: American Marketing Association, pp.94-111. 58. Yavas, U., and E. Babakus (1995), Purchasing Involvement in Saudi Arabia: Measure
Development and Validation, Journal of International Consumer Marketing, 8(1): 23-41. 59. Zaichkowsky, J. L. (1985), “ Measuring the
involvement construct” , Journal of Consumer Research, VVol.12 (Dec), pp.341-352. 60. Zaichkowsky, J. L.(1986), “ Conceptualizing involvement,
" Journal of Advertising, VVol.15, pp.4-14. 61. Zeithaml, V. A. (1988), “ Consumer Perceptions of Price, Quality, and Value: A Means-end Model
and Synthesis of Evidence,” Journal of Marketing, Vol. 52, July, pp. 2-22. 62. Zeithaml, V. A. and A. Kirmani (1993), “ Advertising, Perceived
Quality, and Brand Image,” in Aaker, David A.and Alexander L. Biel, eds.,Brand Equity & Advertising:dvertising’ s Role in Building Strong
Brand,lowa City:Lawrence Erlbaum Associates,Inc.,143-161.



