The Moderating Effect of Advertisment Appeal on the Relationship between Product’ s
Perceived Value and Consumer’ s ...

gobogood,bgd

E-mail: 9608322@mail.dyu.edu.tw

ABSTRACT
For most people in Taiwan, it has been a taboo to talk about death in public ex-cept for the person involved would mention to. And
the consumers’ concept toward tra-ditional marketing also focus on consumer-desired products which are positive but pay less
attention on the merchandises such as coffins, life insurances and pre-need funeral agreements which are for consumers have no
choice but to have. This study is to verify whether the classical/ traditional marketing theory applica-ble to pre-need funeral
agreements which are negative perception of value and products that consumers’ unexpected to. It is also to examine whether the
consumers can be per-suaded by different advertisement appeals; whether the message of advertisement ap-peals will cause positive
effects on consumers’  products perception of value and in-crease consumers’  purchase intention.
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