oogoboboobooobouooboga
goougon

E-mail: 9510901 @mail.dyu.edu.tw

oo
gcoooooOoooooOoUoboOooO0UooOoOoUUobOoOo OOodU0bOoOO0UbDOoOO0oDOOOOO0oDOOOODOo
0ooooooooOoOooo0oUoOooDoOoUOooOoU0UOooOOU0 boo0oDOOoUOoDboOoUOoDboUooOoDbOoO
gooooO0ooOoOoO00oOoOo0U0O0oDOoOoUOoOCoU00O0OOOO0U0bODOO0 00O DOOoUODOUOOODbOOO
gooooodUobooO0oOoOo0U00oDoOoUO0oOoU0U0OOOUdOU0bODOOOUODOD ODDOOOUOO0ODOUOObODDbDOO
00000000 OD0OOGrossman and Shapiro 19880 O Leibenstein(l 19500 O 000 0OOO0OOOOOODOOODO0O
goooooOd0oOooo ood0ilggooo0ooOoo0UooDOoo0ooOooUO0D OOoooOoDooOoOooDoo
gOo0doooOd0obOOooO0U0bO OoO0oDoOO0U0O0oOoO00O0OOoOoOd0U0bODOOO0U0UODOOOUObODOODoOOOODoOOd
0200000000000 00DO0000000DOOO000DOOO00O0DOOO00O0DOOO0ODO DOOO0ODOOO
oO0000oo00oooodUooooO0UoooOOooOoO00OoOoodOosooooooooogooDoooo ooooo
Oo0ooooodoooooooo

ooo0:0bo0obobobobooboob

oo
D000 000 OO0 i, O OO0 e, VO OOD e v
L] e VIEO O e IXO OO e, XIO OO e xiidd
0000000000000 .. 1000 0000 i, A000 0000000 . 400
O 0000 . 5000 00000000000 . 6000 0000000 i 80
O 0000 e, L5000 0000000 0000 i 8000 00D0DOOOOOO
[ PVOOOO0000D0 v 21000 00000 i, 26 0000 e 27

0000 1000020040 000000000000000000000O0O0O0ODODO0ODDODO0ODOOOOODOO0ODOOOO 22
010,103-1300 OO0 00O 0O 1.0 OO 2004, Decemer, 80 CRIonline 0 0 0 0O O O O : http://big5.chinabroadcast.cn/gate/big5/gb.china
broadcast.cn/1827/2004/11/08/405@352833.htm O 00 O O 1.Aakerberg D. A. (2001). Empirically Distinguishing Informative and Prestige
Effects of Advertising. The Rand Journal of Economics, 32, 316-333. 2.Butters, G. (1977). Equilibrium Distribution of Prices and Advertising.
Review of Economic Studies , 44, 465— 92. 3.Bagwell, K, (2001). The Economic Analysis of Advertising. Edward Elgar Publishing 4.Dixit, A. and
V. Norman (1978) . Advertising and Welfare. Bell Journal of Economics 9, 1— 17. 5.Dukes, A. (2004). The Advertising Market in a Product
Oligopoly. The Journal of Industrial Economics, 52(3), pp.327-48. 6.Ehrlich and Fisher, (1982).The Derived Demand for Advertisting:A
Theoretical and Empirical Ivestigation. American Economic Reivew, 336-88 7.Farquhar, P.H. (1990). Managing Brand Equity. Journal of
Advertising Research, 30, 33-41 8.Grossman M. and Shapiro[] 19840 . Informative Advertising with Differentiated Products. Review of Economic
Studies, 51, 63-81. 9.Grossman, M. and Shapiro (1988). Foreign Counterfeiting of Status Goods. Quarterly Journal of Economics ,103, 79-100.
10.Kihlstrom R. E., M. H. Riordan ,[0 19841 . Advertising as a Signal. Journal of Political Economy , 92, 427-450. 11.Leibenstein, H., (1950).
Bandwagon, snob and Veblen effects in the theory of consumers demand. The Quarterly Journal of Economics 65, 183-207. 12.LeBlanc, (1998).
Informative Advertising Compettion. The Journal of Industrlal Economics, 0022-1821. 13.Mizuno and Odagiri.(1990). Does Advertising Mislead
Consumers to Buy Low-Quality Products?. International Journal of Industrial Organization, 8, 554-558 14.Sliverstein M. J. and Neill F. (2003).
Trading Up — The New American Luxury. published by the Penguin Group. 15.Nelson P. 0 197400 . Advertising as Information. Journal of
Political Economy, 82, 729-754. 16.0rzach R. and P. B. Overgaard and Y. Tauman. 0 200200 . Modest Advertising Signals Strength. The Rand
Journal of Economics, 33, 340-358. 17.Pastine I. and T. Pastine .00 200200 . Consumption Externalities, Coordination, and Advertising.
International Economic Review , 43, 919-943. 18.Pigou A. C.[0 19200 . The Economics of Welfare. First Edition. 19.Piga and Claudio A. G.
(1998). A Dynamic Model of Advertising and Product Differentiation. Review of Industrial Organization, 13, 509-22. 20.Shy, O.Z. (1995).
Industrial Organization: Theory and Applications. Cambridge, Mass, MIT Press. 21.Schmalensee R. [0 19780 . A Model of Advertising and
Product Quality. Journal of Political Economy , 86 , 485-503. 22.Stegeman, M. (1991). Advertising in Competitive Markets. American Economic



Review, 81, 210-23. 23.Telser, Lester G. (1964). Advertising and Competitionh. Journal of Political Economy, 72, 537-562. 24.Tirole, J. (1988).
The Theory of Industrial Organization. Cambridge Mass, MIT Press.



