Jobogoboboobogooboobouoboboo-obboobouoboboon
goougon

E-mail: 9602315@mail.dyu.edu.tw

g
gbooobgoobobboboobgooobooobooboobgo boobooboobuoobooboboobooboon
U2x 200 0000O0OxDOO0OO0ODOO0DOO0oOO0O0oobOo0o0bo0oooooobo oboobobboobooboobon
gbooobgooboboboooobgoobobooboobooobobooobooboobo boboobOoobon
gboobgooboboobooboo oboooboobooboboooboobooboboobooooboon
gbooobooboboobooooboboobooboobooobooboooboobooboboooobOoobOon
goboobgoobobooboobuoobob obooboobobobo booboobobboboobOoobOon
gobooboobo boboobooboboboboobooboobobobooboobobobon

goo:0bo0oboobobboobooobooboobo

oo
o000 oonoooao imogooo ivO OO
O vO O vid O vii
oogd ixOoOod xildO0OOOOoooooooooo
O 10000000 2000 0000 30
0O o0oooooboooooo 4000 00000 5000 000
gooooon 7000 0D0OO0ooOoa o000 ooboooaon
O 11000 0000o0oo 14000 000000000
a 5000 0000000 0ooad 17000 ooo
ad 8000 00D0D0O00OODOOOd wvoooooo
O 21000 00o0oooooo 22000 000400
O 23000 0000000 oooa 24000000040
O 24000 000000000000 00000 - 6000 0D0000OD0O0ODOOO0O
ooooooon--—-- 28000 000000000000 -=-=mmmmmmmmmmmmem- 000000000000 0Od
[ =mmmmmmmmmmmm e 41000 00000000 0004d 42000000000
O 44000 0O0ODO0OO0Ooad 450000 000
O 470000 48000 00O
O 51000 0000 56
oooo

dooo 1.oooooomebooooooobooboddddddoooo oo:0bbob 200001980 00000o0O000
dddoooooogo 3. oooozooo oo ooooo-o0oooooooooooooooboooOn
dddodo 4000020020, 00000000000 0000000O0O0O0DOOODOOOOO0OO0O000O0O0O0O0OOOO0O .00
gozoo0 00000000000O0OO0DDODODDOOODOD—DO OD000000O0O0o0oOoOo oboboboobobObbbOboObOo00 oOgao e.
dodddzo0 000000000000 DODODODOOOODOODOD 000000000000 ooooOOoDbDDO 7.00002004
0,0000000000000000D0O0O000 0000000000000 O0O 8.000020060,000000000O0O00OO
000000000 O0O0:000 0000 1. Abhijit Biswas, Edward A. Blair, “ Contextual Effects of Reference Prices in Retail
Advertisements,” Journal of Marketing, Vol.55, July, 1991, pp.1-12. 2. Beatty, S. E. & Ferrell M. E., 1998. Impulse Buying: Modeling Its
Precursors. Journal of Retailing, Vol.74, No.2, pp.169-191. 3. Campbell, Leland and Diamond, W.D.,” Framing and Sales Promotions: The
Characteristics of A Good Deal,” Journal of Consumer Marketing, Vol.7, No.4, Fall, 1990, pp.25-31. 4. Cobb C. J., and Hoyer W.D., 1986,

" Planned versus Impulse Purchase Behavior” journal of Retailing, Vol,62,Winter, pp.67-81 5. D.W. Rook, 1987, The Buying Impulse” ,
Journal of Consumer, Vol, 14, Sep, pp189-199. 6. David A. Aaker, 1996,” Measuring brand equity across products and markets,” California
Management Review, Berkeley, Vol.38, pp.102-120. 7. David J. Moore, and Richard W. Olshavsky, 1989,” Brand Choice and Deep Price



Discount,” Psychology and Marketing, 600 Falld , pp.181-196. 8. David L. Loudon, Albert J. Della Bitta, 1988. “ Consumer Behavior: Concepts
and Applications” .3rded. New York: McGraw -Hill, pp.655-657. 9. Dhruv Grewal, Kent B. Monroe, R. Krishnan, 1998,” The effects of
price-comparison advertising on buyers' perceptions of acquisition value, transaction value, and behavioral intentions,” Journal of Marketing,
Vol.62, Apr, pp.46-59. 10. Diamond William D. and Robert R. Johnson, 1990,” The Framing of Sales Promotions: An Approach to Classification,
" Advances in Consumer Research, 17, pp.494-500. 11. Don E. Schultz, and William A. Robinson, 1982, “ Sales Promotion Management” ,
Chicago, IL: Crain Book. 12. DW Rook and S.J. Hoch, 1985,” Consuming Impulses” , Advance in Consumer Research, Vol.12, pp23-27. 13.
Eric N. Berkowitz, and John R. Walton, 1980, “ Contextual Influences on Consumer Price Responses: An Experimental Analysis,” Journal of
Marketing Research, 17, August, pp349-358. 14. Frank M. Marion, 1987, A Delphi Analysis of a Definition of Sales Promotion, Doctoral
Dissertation, Memphis State University. 15. H Stern, 1962, “ The Significance of Impulse Buying Today” , Journal of Marketing, VVol.26,
pp.59-62. 16. Helson, Harry, 1964, Adaptation-Level Theory, New York: Harper & Row, Hirschman, Elizabeth C. and Morris B. Holbrook, 1982,
" Hedonic Consumption: Emerging Concepts, Methods and Propositions,”  journal of Marketing,4600 300, pp.92-101 17. James F. Engel, et al.,
“ Consumer Behavior” , 7th ed., Chicago Dryden, 1993. 18. James F. Engel, Roger D. Blackwell, Paul W. Miniard, 1995.” Consumer Behavior
" . 8th Ed. New York: The Dryden Press, pp.159, 239-240. 19. Jeffrey J. Inman, and AC Peter Priya Raghubir, 1997,” Framing the Deal: the
Role of Restrictions in Accentuating Deal Value,” Journal of Consumer Research, 24 O Juneld , pp.68-79. 20. John A. Quelch, “ Sales
Promotion Management” , Englewood Cliffs, N. J.: Prentice-Hall, Inc., 1989. 21. Kollat D.T and Willett R.P,1967,” Consumer Impulse
Purchasing Behavior” , Journal of Marketing Research, VVol.4,February,pp21-31 22. M. Wood, 1998. Socio-economic Status, Delay of
Gratification, and Impulse Buying Journal of Economic Psychology, 190 June , pp.295-320. 23. Morris B. Holbrook, 1994, ” The Nature of
Customer Value,” in Service Quality: New Directions in Theory and Practice, R.T. Rust and R.L Oliver, eds. Thousand Oaks,CA, US:Sage
Publications, pp.21-71. 24. Noreen M. Klein, and Janet E. Ogleghorpe, 1987,“ Reference Points in Consumer Decision Making,” Advances in
Consumer Research, Vol.14, pp.183-187 25. P. Weinberg,, & W. Gottwald, 1982. “ Impulsive Consumer Buying as a Result of Emotions”
Journal of Business Research, Vol.10,No.1,pp.43-57 26. Paul W.Farris & John A.Quelch, “ In Defense of Price Promotion, Sloan Management
Review” , Fall 1987, pp.63-69. 27. Phillip Kotler,, 1994, Marketing Management: Analysis, Planning Implementing and Control, 8th ed.,
Englewood Cliffs, N.J. Prentice-Hall. 28. Pierre Chandon, Brian Wansink, and Gilles Laurent, 2000,” A Benefit Congruency Framework of Sales
Promotion Effectiveness,” journal of Marketing, 64 (October) pp.65-81. 29. Richard Thaler, “ Mental Accounting and Consumer Choice,
Marketing Science” , Vol.4, No.3, Summer,1985, pp.199-214 30. Robert C. Blattberg and Scott A. Nesliln, 1990, “ Sales Promotion: Concepts,
Methods, and Strategies” , Englewood Cliffs, N.J: Prentice-Hall. 31. Russell S. Winer 1986,” A Reference Price Model of Brand Choice for
Frequently Purchased Products,” Journal of Consumer Research,1300 September(d , pp.250-256. 32. S. Weun, MA Jones, and SE Beatty, 1998,
" Development and Validation of the Impulse Buying Tendency Scales” , Psychological Reports, 82, pp.1123-1133. 33. S.H. Youn, 2000, “ The
Dimensional Structure of Consumer Buying Impulsivity: Measurement and Validation” , The Graduate School of The University of Minnesota,
Doctoral Thesis. 34. Shih-Fen S. Chen, Kent B. Monroe and Yung-Chien Lou, 1998, The Effects of Framing Price Promotion Messages on
Consumers’ Perceptions and Purchase Intentions,” journal of Retailing, 740 30 , pp.353-374. 35. Sunil Gupta, and Lee G. Cooper, 1992,

" The Discounting of Discounts and Promotion Thresholds,” Journal of Consumer Research, 19 0 December O , pp.401-411. 36. TA Shimp,
1993, “ Promotion Management and Marketing Communications” , Chicago, IL: Dryden Press. 37. Valarie A. Zeithaml, 1988,“ Consumer
Perceptions of price, Quality, and Value: A Means-End Model and Synthesis of Evidence,” journal of Marketing, 5200 July( , pp.2-22 38. William
B. Dodds, Kent B. Monroe and Dhruv Grewal, 1991,” The Effect of Price, Brand, and Store Information on Buyers, Product Evaluations,”
Journal of Marketing Research,28 (August) pp.307-319



