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ABSTRACT
Idiosyncratic thinking had influence on thinking for the ad (Coulter and Punj, 2007). And Venkatraman (1991) suggested that the
real innovation consumers who own potential personal characters on purchasing new products are driven by cognitive and sensory
groups. Therefore, this research based on three scholars’ views carries on the discussion that the main axle influence regarding
idiosyncratic thinking to the innovation consumer. This research was separated a experimental group from a control group; using the
way of K-means clustering for innovative consumers was divided into two groups then used other correlated tests on analysis. Finally,
the research found: 1. In the innovation consumer, can not completely divided into the sensitivity and the rationality, and analysis of
low and high emotion the two groups. 2. The finding in the experimental group that positive and negative thinking in
high-involvement were significant and represented the new product development fit the academic theory ; however, only low
involvement fit the theory in a idiosyncratic thinking aspect. 3. In the control group and experimental group, it was negative that the
brand preference fully support the idiosyncratic thinking. It presented that no matter that sufficient or insufficient information, high
involvement or low involvement and high emotion or low emotion, more no concernments made consumers not to concentrate on
making decisions and affecting decisions.

Keywords : idiosyncratic thinking ; cognitive innovator ; sensory innovator
Table of Contents

gcoooooOoOoOoooOoUooOooOoUooOoOoUUoDbOooWOodO0obDOoOO0ObDOOO0ODOOOOO0ODOOOODOo
vOoooooooooooooooooooooooooovOoooooOoooooOUooOooooDbooOooDoo
CvidOOOOODOOoOOoOoOoooOoUoOoooOoUooooOoUobviiDObOOoOoOOoDOOoOoOOoDOoOooOoDoOOoo
000 xbOoOooboooooooooooooooooooooo 100000 ooooUooooobooooooo
gboool1gobooobobooboobooboobooboobo 2b00b0obboboobooboobobo
gooob400000000O0DO0ODOODODOOODOODOOD SObODODDbOObDOODbDOO0ODbOODbDODO
gbooobgosgbooboobuooboboooboobooboboonnpoobobboboobOoobOon

gboooboobovoobobooobooboobobooboobo0obob 2200b00o0b0oO0obOoobOobo
goooboobobob 28000000000 0b0obObo0obDO0o0obOo0obOobObOo 28000b00obOoobOobDO
ooooboobobobob 2900b000boobobobooboobo0oboboboobobo ooboobooboboo
oooobooboboboboo 4po00boobobboboobo0obobobobDbooo eoboobonoo
ooooboobobobobboobo bbb boobooboobobobobDbobooo 8pgobooo
ooooboobobobobboobouoob goboboboobooobooboboboobDbooboDoobb400bOonDO
ooooboobobobobboobouoobobo4eb00b0ObD0O0ODbDO0ODbDODODDOODDODODOODOOD 46000
goooboooboboboboobouooboobuo4bb0b0oboobobobobDbobDoobOoUobUoD 480
oooobooboboboboooboooboobooooso0bADODDODODOODbDOUODbDODbOODbOObDOOD

630 2-10 0000000000000 0O0O0O00O060H 2-20000000DO0O00OO0ODOLOODODOOO

100 2-3000000000000O0DO0O0O0O0ODO0OLOO0 140 2-40000000000O0DOLOOODODOOO
240 3-10000000000DOO0OOODOOOOODOO 30O -20000D0D0DOOOODOLOODODOOO
310 3-300000b0oooobouoooboboboooDoO0 320 3400 0000oboooobobbooboDobooon
330 3-500000000000000O0000O00O0DO0OO3®O 4 100000O0O0OOODODOODLDOODOODOODO
400 4-20000000D00O0O0ODOODOODOOOO 4D 4-3000000O0ODOOODOODOODOODODOODO
420 4-4000000000000DO00O0OOMEHLD)DOOOOODOLOOODODOOOODODOOOD 430 4-5
gooobooboboboboobo0obonob 4046000000000 0O0O0OO0ODODO0ODOODO0OO 450 1-1
gbooobooboobobooboobgoob 40 3-10000000O0DOODDODOODO0ODOD 28

REFERENCES



00000 00O ooooooooo-oooooog
go0ooOoOoOoOoOoOOoOOOOOOOOOOODOO0O0OO@YYUIUUODUODUODUDODOULODULOUODUOLOUUUDLUODUOULDLOO
go0o0oOoO0O0oO0OOOO0O0OO0OOO0O0OOU00O0ORONOIUUOODOODOODOUUODOODU0ODO0O0O0-D000ooooooog
O000000O00O0O0O0O0O0O0O0O0O0OD0ODO 000ERIUID IO UOUODO: http://211.75.90.29/
cgi-bin/big5/file/pu50?&q1=v2&q22=3461&q7=20& q8=20080615-61.221.84.737:59&0q9=1&0q2=1&q33=0 0 0000000 &
034=&035=&036=&037=&023=&099= [2006, August 29]00 0 0 0 (20050 0 0 00 O-SPSSO 0000000 O:0000000000
0 000(@s0SPSSO 00000 0D0D0N0DD: 00000000000 00U ODDDDDDOD: 0000000 000 (1995)
0000000000000 0O0O0O0O0O0O0O0O0O0O0OSss1120 0009 DD DD NDNDONDNNNDONNNNONONONOOOog
01-260 00000200 00000000000000O0OD0O0OOO0OO0O0O0O0O0O0OO0O0O0O0O0O0O O00O0O0O0O0O((o02000
000000: 0000000000000 000Ro4)UO0OD00DO0ODO0ODO0O000OD0OD0OD0OD0OOO0OOOo0oOoOooOoogn
oo0oOoOoOoOOOOOOOOO 000N OOOOOOoOooOooo-oooooooooooEoooo]oon:
http://www.isurvey.com.tw/cgi-bin/ big5/file/pu50?&q1=v2&022=3909&0q7=20& q8=20080615-61.221.84.734:16&09=1&02=1&033=0 0 O
O00O0OOO0OOOOOOOOOOOOOOOOOOé&g34=4&035=&036= &37=&099=[2007, November 1910 OO0 (20070000 0O
go0oOoOoOoOoOoOoOo@)ooOoOoO0O0O0O0O0O0OO0O[DOO0O1000: http://www.
isurvey.com.tw/cgi-bin/big5/file/pu50?&q1=v2&q22=3607&q7=20& amp;q8=20080615-61.221.84.737:46&09=1&q2=1&q33=0 0 000 0
OO00OCOOOOoOoOoOo@)-oooOooO0OO0OOUé&gs3s= &q35=&036=&0937=&q99= [2007, January 15]0 OO 0O (20070000 0O(0)-O
000000000000 oOOoD]oOo: http://www.isurvey.com.tw/cgi-bin /bigs/file/
pu50?&q1=v2&022=3711&07=20&08=20080615-61.221.84.731:18& amp;q9=2&02=1&q33=0 0 0 0 (0 )00 0000OOOOOOO

0 &034=&035=& 36=&037=&Qq99=[2007, April 24]0 00019990 0 0 0 00 0000000000000 000000Ooooong
g0o00oO0oO0O0oO0OOOO0OO0O0OOOO0OOO0OOOCOOOOOOO O0O0OEYUIUUODUUDODODODOOUO-O0ODOODOOOOg
go00oOoO0OoOoOoOOOOOOOO0OO0OOOOOOOOOU0OOEY)UUUUUUULOUOO: DODDODDODODOODOOD OO
099U 0000000000000 0D00D00000000000000000D0000OO0O0 DoO@ocoOUbbobObDD:d
0000000000 000D OUO-O00NUNNUNn: 00000 00000 0oo@YUUIUOOOOoO:non
OO0 000000 Aaker, J. L. (2000). Accessibility or Diagnosticity? Disentangling the Influence of Culture on Persuasion Processes and
Attitudes. Journal of Consumer Research, 26, 340-357. Aaker, J. L., & Williams, P. (1998). Empathy Versus Pride: The Influence of Emotional
Appeals Across Cultures. Journal of Consumer Research, 25, 241-261. Batra, R., & Ray, M. L. (1986). Affective Responses Mediating Acceptance
of Advertising. Journal of Consumer Research, 13, 234-249. Belch, G. E. (1982). The Effects of Television Commercial Repetition on Cognitive
Response and Message Acceptance. Journal of Consumer Research, 9, 56-65. Belch, G. E., & Belch, M. A. (1990). Introduction to Advertising and
Promotion Management, Dow Jones-lrwin, Boton, Ma. , 180-187. Belch, G. E., & Belch, M. A. (1998). Advertising and Promotion. New York,
McGraw-Hill. Bridge, H. P. (1950). Practical Advertising: A Comprehensive Guide to the Planning and Preparation of Modern Advertising in all of
its Phase. N. Y.: Rinehart. Cacioppo, J. T., Richard, E. P., Chuan-Feng Kao, & Regina R. (1986). Central and Peripheral Routes to Persuasion: An
Individual Difference Perspective. Journal of Personality and Social Psychology, 51(5), 1032-1043. Carlson, L., & Grossbart, S. L. (1985). Towards
a Better Understanding of Inherent Innovationess. in Belk et al.,(eds), AMA Educators Proceedings, Chicago, IL: American Marketing Association,
88-91. Coulter, K. S., & Punj, G. N. (2007). Understanding The Role Of Idiosyncratic Thinking in Brand Attitude Formation. Journal of
Advertising, 36(1); ABI/Inform Global. Dempster, F. N. (1993). Resistance to Interference: Developmental Change in a Basic Processing
Mechanism. In Emerging Themes in Cognitive Development, 1, Foundations, New York: Springer-Verlag, 3-27. Donald, D. W. (1955). Basic Text
Advertising. Pleasantville, N. Y.: Printers Ink. Eagly, A. H., & Chaiken, S. (1993). The psychology of attitudes. Fort Worth, TX: Harcourt, Brace,
Jovanovich. Etzel, M. J., & Wahlers, R. G. (1984). Optimum Stimulation and Consumer Travel Preferences. in R. W. Belk, (ed.), AMA Educators
Proceedings, Chicago, IL: American Marketing Association. Gloden, K., & Johnson, K. (1983). The Impact of Sensory Preference and Thinking
Versus Feeling Appeals on Advertising Effectiveness. Advances in Consumer Research, 6(4), 291-199. Goodstein, R. C. (1993). Category-Based
Applications and Extensions in Advertising: Motivating More Extensive Ad Processing. Journal of Advertising, 20, 87-99. Greenwald, A. G. (1968).
Cognitive Learning, Cognitive Responses to Persuasion, and Attitude Change. In Psychological Foundation of Attitudes, New York: Academic
Press, 147-170. Hansen, F. (1976). Psychological Theories od Consumer Choice. Journal of Consumer Research, 3, 117-142. Harnishfeger, K. K.
(1995). The Development of Evidence. In Interference and Inhibition in Cognition, New York: Academic Press, 175-204. Haugtvedt, C. P., David,
W. S., Wendy, L. S., & Wendy L. W. (1994). Advertising Repetition and Variation Strategies: Implications for Understanding Attitude Strength.
Journal of Consumer Research, 21, 176-189. Hirschman, E. C. (1980). Innovativeness, Novelty Seeking, and Consumer Creativity. Journal of
Consumer Research, 7, 283-295. Hotchkiss, G. B. (1949). Advertising Copy. New York: Harper. Jackson, D. N. (1967). Jackson Personality
Inventory, New York, NY: Research Psychologists Press. Jain, S. P., & Maheswaran, D. (2000). Motivated Reasoning: A Depth-of-Processing
Perspective. Journal of Consumer Research, 26, 358-371. Johar, J. S., & Sirgy, M. J. (1991). Value-Expressive versus Utilitarian Advertising
Appeals: When and Why to Use Which Appeal. Journal of Advertising, 20(3), 23-24. Kamins, M. A., & Marks, L. J. (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,
19(3), 177-185. Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-based Brand Equity, Journal of Marketing, 57, 1-22.
Kisielius, J., & Sternthal, B. (1984). Detecting and Explaining Vividness Effects in Attitudinal Judgments. Journal of Marketing Research, 21, 54-64.



Kotler, P. (1999). Marketing management. New Jer-sey: Prentice Hall. Lancaster, G. A., & Taylor, C. T. (1986). The Diffusion of Innovations and
their Attributes: A Critical Review. The Quarterly Review of Marketing, 13-19. Lane, D. M., & Pearson, D. A. (1982). The Development of
Selective Attention. Merrill-Palmer Quarterly, 28, 317-337. Laroche, M., Kim, C., & Zhou, L.(1996). Brand Familiarity and Confidence as
Determinants of Purchase Intention: An Empirical Test in a Multiple Brand Context, Journal of Business Research, 37, 115-120. Laskey, H. A.,
Fox, R. J., & Crask, M. R. (1995). The Relationship Between Advertising Message Strategy and Television Commercial Effectiveness. Journal of
Advertising Research, 20(5), 27-33. Levin, I, & Gary, J. G. (1988). How Consumers Are Affected by the Framing of Attribute Information Before
and After Consuming the Product. Journal of Consumer Research, 15(3), 374-378. MacKenize, M. & Spreng R. A. (1992). How Does Motivation
Moderate the Impact of Central and Peripheral Processing on Brand Attitude and Intentions? Journal of Consumer Research, 18, 519-529.
MacKenzie, S. B., & Lutz, R. J. (1989). An Empirical Examination of the Structural Antecedents of Attitude Toward the Ad in an Advertising
Pretest Context. Journal of Marketing, 53, 48-65. Maheswaran, D., & Meyers-Levy, J. (1990). The Influence of Message Framing and Issue
Involvement. Journal of Marketing Research, 27(3), 361-367. Meyerowitz, B. E., & Shelly, C. (1987). The Effect of Message Framing on Breast
Self-Examination Attitudes, Intentions, and Behavior. Journal of Personality and Social Psychology, 5, 500-510. Meyers-Leny, H., & Peracchio, L.
A. (1995). Understanding the Effects of Color: How the Correspondence Between Available and Required Resources Affects Attitudes. Journal of
Consumer Research, 22, 121-138. Meyers-Leny, J., & Maheswaran, D. (1991). Exploring Difference in Males' and Females' Processing Strategies.
Journal of Consumer Research, 18(1), 63-70. Midgley, D. F., & Dowling, G. R. (1978). Innovativeness: The Concept and its Measurement. Journal
of Consumer Research, 4, 229-242. Mittelstaedt, R. A., Grossbart, S. L., Curtis, W. W., & Devere, S. P. (1976). Optimum Stimulation Level and
the Adoption Decision Process. Journal of Consumer Research, 3, 84-94. Olson, J. C., Toy, D. R., & Dover, P. (1982). Do Cognitive Responses
Mediate the Effects of Advertising Content on Cognitive Structure? Journal of Consumer Research, 9(3), 245-262. Park, C. W., Jaworski, B. J., &
Maclnnis, D. J. (1986). Strategic Brand Concept-Image Management. Journal of Marketing, 50(4), 135-146. Pearson, P. H. (1970). Relationships
between Global & Specified Measyres of Novelty Seeking. Journal of Consulting and Clinical Psychology, 34, 199-204. Peracchio, L. A., &
Meyers-Levy, J. (1997). Evaluating Persuasion-Enhancing Techniques from a Resource-Matching Perspective. Journal of Consumer Research, 24,
178-191. Petty, G. L., Wells, T., & Brock, C. (1976). Distraction Can Enhance or Reduce Yielding to Propaganda: Thought Disruption Versus
Effort Justification. Journal of Personality and Social Psychology, 34, 874-884. Petty, R. E., & Cacioppo, J. T. (1986). Communication and
Persuasion: Central and Peripheral Routes to Attitude Change. New York: Springer-Verlag. Raju, P. S. (1980). Optimum Stimulation Level: Its
Relationship to Personality, Demographics, and Exploratory Behavior. Journal of Consumer Research, 7, 272-280. Smith, G. E. (1996). Framing in
Advertising and the Moderating Impact of Consumer Education. Journal of Advertising Research, 36, 49-64. Snyder, M., & DeBono, K. G. (1985).
Appeals to image and claims about quality: Understanding the Psychology of advertising. Journal of Personality and Social Psychology, 49(3),
586-597. Venkartman, M P. (1991). The Impact Of Innovativeness and Innovation Type on Adoption. Journal of Retailing, 67(1), ABI/ Inform
Global. Venkartman, M. P., & Price, L. P. (1990). Differentiating Between Cognitive and Sensory Innovativeness: Concepts, Measurement and
their Implications. Journal of Business Research, 20, 293-315. Venkatesan, M. P. (1973). Cognitive Consistency and Novelty Seeking. in S. Ward
and T. S. Robertson, (eds.), Consumer Behavior: Theoretical Sources, Englewood Cliffs, NJ: Prentice-Hall. Venkatesan, M. P., & Maclnnis, D.
(1985). An Investigation of the Epistemic and Sensory Exploratory Behaviors of Hedonic and Cognitive Consumers. In E. C. Hirschman and M. L.
Holbrook, (eds.), Advances in Consumer Research, Provo, Utah: Assaciation for Consumer Research. Wright, P., (1980). Message-Evoked
Thoughts: Persuasion Research Using Thought Verbalizations. Journal of Consumer Research, 12, 151-175. Zhang, Y., & Buda, R. (1999).
Moderating effects of need for cognition on responses to positively versus negatively framed advertising messages. Journal of Advertising, 28, 1-15.
Zuckerman, M. (1979). Sensation Seeking: Beyond the Optimal Level of Arousal. Hillsdale, NJ: Lawrence Erlbaum Associates.



