goboobouobobooboobouoobuobouo:obouobn
goougon

E-mail: 9607589@mail.dyu.edu.tw

g
gbooobgoobooboboobooboobooooboobooboobobboboobooboobobo
gbooobgoobooboobobooboobooboooobooboobooboboboboobooboobobo
gooobooboobobobooboobooobooooboobooboobobbobooboobooboobo
gbooobooboboboboobooboobobobobbd4oo0boobobbobboossaboboobonbo
goooboobooobobooboobooboobooboobooboobobboboobooboobooboo
goooboobobbboobooboooobooboobooboboobooboobobooboOobOoon
goooboobooboboobooboobooboboobooboobobboboobooboobobobo
gooobooboobobobooboooboobooboboobooboobobobobooboobooboboboo
gogno

ooo:0ob0oo;b0,;,00b000
(BN

0000 0000000 0b0o0o0oooDoo0ooo0obO0ooDoDWioboo0oDO0oDOD0ooOoOOooOOobOOoOoDOooDOOoO
00000 ivOO0O0O00O00O0000DO00000O0bO00D0DOO0vioOoooOooDOoooDooOooOooooo
cooooodvibOoboooooooooooooooooooooo0 xoboooooooobooooobooo
cooooodoooxioooboooooboooooooooooooooobo0o01bbgoooooobooooooo
obooooboobooooboi1ibooooooboooooboboooooboobooDoDOo3ouoboobobbooDoDbOooo
gbooobgoobobob 4000000000000 0O0ODOODOO0ODOODOODOSObO0O0ODbDO0ODbOODbDODO
gbooobgooboboosoobgoboboobooboobobooboobuo BooobooobOoobon
gboooboobobbobto2120b00bobooboobooooboobooboo24a00bo0oobon
goooboobobobobog2sbdgbooobobooboobooboobbooboobD xrgobooobooboo
goooboobooboboboobo sigbgoboboobooboobobboobbooboo s1bgoboobo
goooboobobobobooboob 200b0boobooboobobboobboobDoobOosebOonDo
gboooboobobobobooboobooyrbgbooboobo0oboboboobDboobooobOoOob 30nboo
gooobooboboboboobooboobooooboooboobooboobDooboooboobOoo 410
ooooboobobboobooobooboboooboo4e0b0b0b0ObD0O0ObO0ObObODbDObODOODbOODbDOn
0000000000 DLOODOO0ODOO0O0ODbOO0bObOOOsSsOOoUbobDbOobDooboobobDbOobDooDbo
govvoobooboobobooobooboobobboobo0 kBobooboboboboooboobooboboo
googo7@dboodoboobooooboobooboboboobDoobL ssoobobobobooboobooboboo
goooboguobooboboooboobooboboboobooboo sboobboboboobooboobooboo
ooooboob soobbobooboobobooobooboobobDoOo a1

gogno

OO0 0000 Peter,J.P,&0Ison,J. C.(200)0 00000 O000)000O:000 Schiffman, L. G., & Kanuk, L. (2001)0 00000 (O
OO000)@o0o0: 000 0000000000000 DODO00DOO00ODODO0ODDOOODOOOO?)

0951100 OO0 @ooo)I DO OO OOOOO:spSSOOOOOOOOOOODOODOODO:000OOOODOEOA)OOODODODOODOO
goooooooOoOoOoOoOO0-0DOQ0OO0OO0OOOOOOOOOOOOOOOOOOOOOODOOOOOO0EOUOOOOOO
OOo0OO0OOOOOOOOOOOOOO9YD19-380 OO DODOODODOODOO0DOOOO0OOOOOOOODDOoOODOOO
gooooOoOoOoOOOOOOOOOOOOOO0OO0ORUUODOODOOOOoODOoOoooooooooo-oooooooooog
goooOoOoOoOoOoOoOOOOOOOOOOOOOOOOOO0OOORYUOOODOODOOUOOUOUOUOOOOOOOOLOOO
goooOoOoOoOoOoOoOoOoOOOOOOOOOOOOOOODOOOOOOODO OO0 UUODODUODUODODOOOOOOLOOO
o00ooo0ooooo0o0oDboOOo0oboOo0o0oDbO0oobOoooobE)yDOOoDoooboooboOoooDOoOooDooOo



O00O00OO0O0OO0OO0OO0OO0OO0OO0OO OO0 UOUODOooo(@Oo)poLo: oo DooooooEecsDoDDDOD
O000O0O0O0O0O0O0O0O0OOOOOOOZ2Oe9-1060 DD ODODODODODOOORA)UOODODODODODODODODODODODOULUODLDOOOO
01(11)0167-1940 00019970 0 0000000000000 000000000000000000000000 OO0 (1999)
gooooOoOoOoOoOoOoOOOOOOOOOOOOOOOOOOOOOOODOODOODO-ODOC0OCOOOOCOOOOODOOOODOOO
0000000000000 O00O0O@eYUI o000 ODooooooooooooooooo
000 000U UIDOIOI0NNONNN0000000000000 00000000000 Do0o0o0o0oOooOoonO OO0 0O(1999)
go0o0o0oO0o0oO0OO0OO0O0OO0O0OO0O0OO0O0O0OO0OOOODOODODOODODOODOODOODOODODODOODOOD OD00OEIYUUDDODODDODOO
oo0o0o0o0o0oO0O0oO0O0OO0OO0OO0O0OOO0OO0OOOOODOODOOODODOODODOOODOODOD O000000OEIUODDDODDODDOO
00000000000 D0:00000000000000121)023-470 0003 OO ODODOODOODOOOODOOOOOO
00000-0000000000000000000000000000DO00DOO@eegoooooooooooooooon
goooooooOoOoOoOoOOOOOOOOOOOOOOOOOOOEUOODODODODOODOODO00—0O000gcboooon
OO00OO0OO0OOOOOOOOOOOOOOOOOss1000 DO00ORO)IODODODODODODOODOOOO0OoOooooog@pooo]oog:
http://cca.yuntech.edu.tw/Activities/workshop/a uthor/2001.htmli0 OO O (2001) 0 00000000000 DOODOO-0000000O0O
000000000000 D0D000oO0oOg ooooan Ajzen, L., & Fishbein, M. (1980). Attitudes & Predicting Social Be-havior. New
York City: Prentice-Hall. Baker, J. (1987). The Role of the Environment in Marketing Services: The Consumer Perspective. in The Service
Challenge: Integrat-ing for Competitive Advantage. Chicago: American Marketing Association. Baker, J., & Levy, J. M. (1992). An Experiemental
Approach to Mak-ing Retail Store Environment Decisions. Journal of Retailing, 68, 455-461. Baker, J., Parasuraman, A., Grewal, D., & Voss, G.
B. (2002). The In-fluence of Multiple Store Environment Cues on Perceived Mer-chandise Value and Patronage Intentions. Journal of marketing,
66(2), 121-141. Beverland, M., Lim, E. A. C., Morrison, M., & Terziovski, M. (2006). In store music and consumer-brand relationships: Relational
transformation following experiences of (mis)fit. Journal of Business Research, 59, 982-989. Bitner, M. J. (1992). Servicescapes : The Impact of
Physical Surround -ings on Customers and Employees. Journal of Marketing, 56(2), 15. Brady, M. K. & Cronin J. J., Jr. (2001). Some new thoughts
on con-ceptualizing perceived service quality: A hierarchical approach. Journal of Marketing, 65(3), 34-49. Chebat, J. C., Chebat, C. G., &
Vaillant, D. (2001). Environmental background music and in-store selling. Journal of Business Re-search , 54, 115-123. Chebat, J. C., & Michon,
R. (2003). Impact of ambient odors on mall shoppers’ emotions, cognition ,and spending A test of competi-tive causal theories. Journal of Business
Research, 56, 529— 539. Chen, Q., & Wells, W. D. (1999). Attitude toward the site. Journal of advertising research, 27-37. Cheuk, F. N. (2003).
Satisfying shoppers’ psychological needs: From public market to cyber-mall. Journal of Environmental Psy-chology, 23, 439-455. Countryman, C.
C., &Jang, S. C. (2006). The effects of atmospheric elements on customer impression : the case of hotel lobbies. In-ternational Journal of
Contemporary Hospitality Management, 18(7), 534-545. Dodds, W. B., Monroe, K. & Grewal D. (1991). Effects of Price, Brand, and Store
Information on Buyers’ Product Evaluations, Journal of Marketing Research, 28, 307-319. Donovan, R. J., & Rossiter, J. R. (1982). Store
Atmosphere: An Envi-vornmental Psychology Approach. Journal of Retailing, 58, 34-57. Elliott, M. T. & Speck, P. S. (2005). Factors thar affect
attitude toward a retail web site. Journal of Marketing Theory & Practice, 13(1), 40-51. Engel, J. F., Blackwell, R. D., & Miniard, P. W. (1995).
Consumer Behavior. South-Western College Publishing. Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2003). Empirical Testing of a Model of
Online Store Atmospherics and Shopper Responses. Psychology & Marketing, 20(2), 139-150. Eroglu, S. A., Machleitb, K. A., & Davisb, L. M.
(2001). Atmospheric qualities of online retailing -a conceptual model and implica-tions. Journal of Business Research, 54, 174-184. Fishbein, M. &
Ajzen, 1. (1975). Belief, attitude, intention and behav-iour: An introduction to theory and research. Reading, Mass:Addison— Wesley[Online].
Auvailable: http://www.people.umass. edu/aizen/fandal975.html. Fowler, D. C., Wesley S. C., & Vazquez, M. E. (2007).Simpatico in store
retailing: How immigrant Hispanic emic interpret U.S. store atmospherics and interactions with sales associates, Jour-nal of Business Research, 60,
50-59. Geissler, G. L., Zinkhan, G. M., & Watson, R. T. (2006). The influence of home page complexity on consumer attention, attitudes, and
purchase intent. Journal of advertising, .35(2), 69-80. Grewal, D., Baker, J., Levy, M., Voss, G. B. (2003). The effects of wait expectations and store
atmosphere evaluations on patronage in-tentions in Service-intensive retail store. Journal of Retailing, 79, 259-268. Griffith, D. A. (2005). An
examination of the influences of store lay-out in online retailing. Journal of Business Research, 58, 1391-1396. Henderson, R., Rickwood, D., &
Roberts, P. (1998). The beta test of an electronic supermarket. Interacting with Computers, 10, 385 -399. Huizingh, E. K. R. E. (2000). The
content and design of web sites: an empirical study. Information and Management, 37(3), 123-134. Kim, J., Kim, M., & Lennon, S. (2006). The
Effect of Visual Product Presentation and Music on Mood, Attitude towards the Site, and Purchase Intentions in Online Apparel Shopping. Paper
pre-sented at American Collegiate Retailing Association meeting, Bentonville, AR. Kolter, P. J. (1973). Atmospherics as a Marketing Tool. Journal
of Re-tailing, 49(4), 48-64. Lam, S. Y. (2001). The Effects of Store Environment on Shopping Behaviors: A Critical Review. Advances in Consumer
Research, 28, 190-197. Mattila, A. S. & Wirtz, J. (2001). Congruency of scent and music as a driver of in evaluations and behavior. Journal of
Retailing,77, 273-289. McKinlay, A. (2005). Second Year Psychology-Andy McKinlay's So-cial Psychology Lectures. McKinney, L. N. (2004).
Creating a satisfying internet shopping expe- rience via atmospheric variables. International Journal of Con-sumer Studies, 28(3), 268-283.
McMillan, S. J., Hwang, J. S., & Lee, G. (2003). Efeects of Structural and Perceptual Factors on Attitudes toward the Website. Journal of
advertising, 400-409. Mehrabian, A., & Russell, J. A. (1974). An Approach to Environ-mental Psychology. Cambridge, MA: MIT Press. Michon,
R., Chebat, J. C., Turley, L. W. (2005). Mall atmospherics: the interaction effects of the mall environment shopping behav-ior. Journal of Business
Research, 58, 576-583. Parsons, A. G. (2002). Non-functional motives for online shoppers: why we click. Journal of Consumer Marketing 19(5),



380-392. Parsons, A., & Conroy, D. (2006). Sensory stimuli & e-tailers. Journal of Consumer Behaviour, 5, 61-81. Poh, D. M. H. & Adam, S.
(2002). An Exploratory Investigation of At-titude Toward the Website and the Advertising Hierarchy of Ef-fects[Online]. Available:
http://ausweb.scu.edu.au/aw02/papers/ refereed/poh/index.html. Quelch, J. A, & Klein, L. R. (1996). The Internet and International
Marketing. Sloan Management Review, 37(3), 60-75. Ranganathan, C. & Ganapathy, S. (2002). Key dimensions of business -to-consumer web
sutes. Information & Management,39, 457- 465. Richard, M. O. (2005). Modeling the impact of internet atmospherics on surfer behavior. Journal
of Business Research, 58, 1632-1 642. Rosen, D. E., & Purinton, E. (2004). Website design:Viewing the web as a cognitive and scape. Journal of
Business Research. 57, 787-794. Sautter, P., Hyman, M. R., & Lukosius, V. (2004). E-tail atmospherics: a critique of the literature and model
extension. Journal of elec-tronic commerce research, 5(1), 14-24. Singh, R. (2006). An Empirical Investigation into the Effects of Shop-ping
Motivation on Store Environment-Value Relationship. The Florida State University, Department of Marketing, degree of Doctor of Philosophy.
Sirgy, M. J., Grewal, D., & Mangleburg, T. (2000). Retail Environ-ment, Self-Congruity, and Retail Patronage: An Integrative Model and a
Research Agenda. Journal of Business Research, 49, 127-138 Spears, N. & Singh, S. N. (2004). Measuring attitude toward the pur-chase intentions.
Journal of Current Issues and Research in Advertising, 26(2), 53-66. Stevenson, J. S., Bruner, G. C., & Kumar, A. (2000). Webpage back-ground
and viewer attitudes. Journal of advertising research, 20(January/April), 29-34. Summers, T. A., Hebert, P. R. (2001). Shedding some light on store
atmospherics Influence of illumination on consumer behavior. Journal of Business Research, 54, 145-150. Turley, L. W., & Milliman, R. E. (2000).
Atmospheric Effects on Shopping Behavior: A Review of the Experimental Evidence. Journal of Business Research, 49, 193-211. VVrechopoulos, A.
P., & Siomkos, G. J. (2002). Virtual Store Atmos-phere in Non-Store Retailing. Journal of Internet Marketing, 3(1), 1-20. Vrechopoulos, A. P., O

" Keefe, R. M., Doukidis, G. I., & Siomkos, G. J. (2004). Virtual store layout: an experimental comparison in the context of grocery retail. Journal
of Retailing, 80, 13-22.



