Jobogobboobouoboboobouoboboobouoboboon
goougon

E-mail: 9707340@mail.dyu.edu.tw

g
goboobooobo.bobooboobooooboobooboobooboobuooboobobooboobon
gbooobgoobooboobobooboobooboooobooboobooboboboboobooboobobo
gooobgoobobbooboobgoobooboobooboobooboboobuoobobobo boobOo0obOoon
gooobgoobooobobooboobooboobooboobooboobobboboobooboobobo
gboooboobobboboobuooboobobooobooboobooobon

goo:gobgo,oboo,bobobooob,oboon
go

gooobobo0o0ooobo0ooobobooobDOoboo wbOobOobooO0obOOobUoUoOUOobOobOoOobDObooog
vilO0OoOooooobooooOobooogooboooboooobvoooOgobOoOooOooDOoboUooOOobUobobOooDoOoDbo
OvioODOOooOoooooOooboooooooooooboovwviiibobooooobOOobOoooOoboobOooDOoDbo
ooo0xoooooboobooboooobooboobobob1booboobobobobDoobooboobo
goodlgoboobobooobooobooboobobDoobo 20b00booDboboo0obD0ooboobooboo
gooobo30bobobobooobooobooboobobDoob0oo3gobooDbobooobooboobooboo
gboogbogsbobobobooboobooboboboobooboobsoboboboboobooboobobo
gboooooboryooobooooooboooobobooooobobobo soboboooobobbOooboDOoDbOooo
oooooboooolooboboobobobooooboboboobDobOoboboUobO0b 1200000D0ObLOODODOOO
ooooboobooob0 kBooboooooobooooooboooooboboD oo bobbOooDoDbOooo
gboooboobobobo sbooobooboobobooboobooboboboobsoobooboobooboo
gboooboobooboboisgbdoboobobooboobooboobobooboolbooboobobo
gbooobooboobobodb 200b00b0obbo0obo0obo0obobboobboOobO0 20b000000O
gbooobooboboboboobdoo 2bg0bgbbooboobooboboboobooboob 2s00b0nDOo
goooboobobobobooboobgo2s0b0booboobooboboboobooboobOoo2b0bD0o
gbooobooboboboboobooboob Boooobooboobooboobobooboooboobosroo
goooboobobboboobooboobob400bo0obobboboobooboobobooobg 4y
ooooboobobbooboooboobooboobooo47bobbobooboobobobobooobOoobon
04800000000000000O000DO0O0bLO0ObODbOO0ObOD400Db00DbOoODDbDObDOO0ObDO0ODbOobODbODO
goo0s0bd0obobobobooobo0oboboboboooboo 2b00AbO0bOoO0bOobDbOOobDOoObDOn
gooobossgoBboobooboboboobooboobobDooesbo0 g s-1obgbDoobooboboo
goooboobob 7o 3-20000b0b0bo0ob00o0boobOobDboobDOoo0o 18O 3-30bDboOobnDoobOooo
goooboobobobo 190 3-40000000000D0OO0DDODODODDODODOODO V90O 3-500000bOoOoO
0oooboobobobobooUo 200 4-10000000DO0O0DOD0ODODODODODOODOODO 2504-2000000
oooobobooooobouoogo 270 4300000000000 0DO0O0O0O0ODOLOOODO 280 4-400000
oooobobooooobobooooobOo 290 450000000000 0DO0OOODODbDbOODOOD 290 4-6
Cronbach’ sa 0O OO0O0O0ODOOCOOO0O0DOOCOOOO30O 470000000 DOCOOOODOOOODODOOOODOO %
U48000000000DO0O0OO0DOODOOOOOO 310 4-9000000D0ODLOOODODODOOOODODO
0320 4100000000000000O000O00O0O0O0DOO0O 320 411 KMOODO0ODOO0DOODOOODOODOO
gbogd3sb412000000000000000000O00DODO 340 413000000000 000O0O0ODOO
gbooobdo 340 44000000000000000O00O0DO0OODO0ODO 3BO 415000000000 0O0O0DOO
gooobgobgob 0 416000000000 000O0O0DODODOODLDO0OD 360 4170 000000O0DO
gooobgobobboobosrg 4-1800bgboooboobobbobooboobo s 4-1900000D0O
gboooboobobboboobgo 8420000 0b00obOo0bUobboOobOo0obOoO0b ObbOOobOo0bDOn
goooboobobboboOo ¥o 421200000000 0DOO0ODOUODODODOODO DODODODOODOO



oo0o00obo0obobbOobD 400 422000000000 00DOD0OODOD0ODO0ODO0OD 410 4230000000
00o00ob0o0ob0obbobo0obD 40 4240000000000 0DO0ODODO0ODO0ODODO 43042500000
0o0o00obo0obOob0bOobbobb 404260 000000000D0O0ODODODDODOODO 40000112
ooooboobobobOoboobuo0oboob0o 40 3-10000Db0O0DO0ODODbDObDOODbDOUODbUObDbOO 150
4-100000000000O00000ODOD00DbD0O0DbO0 420 4-2000000000OD0ODODODODO0ODOODDODO
44

gogno

000000 oooeyidodododbo00000d0odo0D0Dd0D00000o00DO00oO0DoOoDOooDOn Oooo(2007)
OOo0OOOOOOOOOOOOOOOOOOOOOOOOOOO1420O03-1120 OO ODODOODODOODOOOOOOOOO
O00OO00O0O0OO0OOOOOOOOO2s065-870 DO OOOOOROG) I DI D ODONODONODODOODOOOOOOOOOOOOOOOGO
O00O00O072O0O389-4160 D00 ODOOOROY)DODCOOOOOOODOOOOOOOOOOODDOOODOOOODODODOS3BO 75-1060
go0oOoOoOoO@Eoos)DOoOoOoOoOoOoOoOOOOOODOODOODODODOODOODOO-0O00ODOODOODOODOOOODOODOOOOOO
012(1)065-920 0000000 IO ODOOOOOOOOOOO0OO0Ooooooooooooooooooo: ooooooono
OO0O0O0O0OO0Ov74o4i-640 DODODODOOORIOVOODODODODODOOOODOOOO0O0O0OoOoooooo:ooooooooooooo
083 301-330 IO OOdgoUb 000000000 oooooy
035520 00000000000 I DI DN NNNNNNNNNNNNN0NNNNooooooooun74)des-920 O
go0O0O0oOoE3OOODOOOODOODOODOODOODOODOODOD:0000000000000004(U233-2620 OO0OO0O0O
019970 0000000000000 00O00O0O0O0O0O0O0O0O0O00O00000O221099-1220 00O OOO Aaker, D.A. (1991).
Managing brand equity: Capitalizing on the value of a brand name, New York: The Free Press. Assael, H. (1992). Consumer behavior and
marketing action, 4th ed., PWS-KEN Publishing Companay, Boston, MA. AhmedO S., & d’ Astous] A.(1996). Country— of— Origin and brand
effects: A multi— dimensional and multi— attribute study. Journal of International Consumer Marketing, 9(2), 93-115. Alba, L. W., & Hutchinson,
J. W. (1987). Dimensions of consumer expertise. Journal of Consumer Research, 13(4), 411-454. Bhat, S., & Reddy, S. K. (2001). The impact of
parent brand attribute associations and affect on brand extension evaluation. Joural of Business Research, 53, 111-122. Bilkey, Warren J., & Erik,
N. (1982). Country— of— Origin effects on product evaluation. Journal of International Business Studies, 13(1)0 89-99. Boush D. M., & Loken,
B. (1991). A Process— Tracing study of brand extension evaluation. Journal of Marketing Research, 28(1), 16-28. Brucks, M. (1985). The effects of
product class knowledge on information search behavior. Journal of Consumer Research, 12(1), 1-16. Broniarczyk, Susan, M., & Joseph. W. A.
(1994). The importance of the brand in brand extension. Journal of Market-ing Research, 31(May), 214-228. Carpenter, G. S., & Lehmann, D. R.
(1985). A model of marketing mix, brand switching, and competition. Journal of Marketing Research, 22(3), 318-329. Cattin, P. J., Jolibert, A., &
Lohnes, C. (1982). A Cross— cultural study of made— in concepts. Journal of International Business Studies, 13(4), 131-141. Cordell, V. (1991).
Competitive context and price as moderators of country of origin preferences. Journal of the Academy of Marketing Science, 19(2), 123-128. Della,
B., Albert, J., Kent, B. M., & John, M. M. (1981). Consumer perceptions of comparative price advertisement. Journal of Marketing Research, 18,
416-427. Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of price, brand, and store information on buyers’ product evaluations.
Journal of Marketing Research, 28(3), 307-320. Engel, J. F., Blackwell, R. D., & Miniard P. W., (1995). Consumer Behavior. 8th ed., New York:
The Dryden Press. Frankenberger, K. D., & Liu, R. (1994). Does consumer knowledge affect consumer responses to advertised reference price
claims?. Psychology & Marketing, 11(3), 235-249. Grewal, D., Monroe, K. B., & Krishnan, R. (1998). The effects of price-comparison advertising
of buyer’ s perceptions of acquisitions value, transaction value, and behavioral intentions, Journal of Marketing, 62(2), 46-60. Han, & Vern, T.
(1988). Country-of-origin effects for uni-national and bi-national products. Journal of International Business Studies, 19(2), 235-256. Han, C. M.
(1988). The role of consumer patriotism in the choice of domestic versus foreign products. Journal of Advertising Research, 28, 25-31. Kim, C. K,
& Lavack, A. M. (1996). Vertical brand extensions: Current research and managerial implications. Journal of Product and Brand Management,
5(6), 24-27. Li, W. K., & Monroe, K. B (1992). The role of country of origin information on buyers, product evaluation: An in-depth interview
approach. In Enhancing Knowledge Development, Proceedings of the American Marketing Association Educators, Conference, 3, 274-280. Lutz,
R. J. (1991). An empirical esamination of the structural antecedents of attitude toward the Ad in an advertising pretesing context. Journal of
Marketing, 53(2). Mitchell, G. M. (1993). Risk perception and reduction in the purchase of consumer services. Service Industries Journal, 13(4),
179-201. Mulhern, F. J., & Leone, R. P. (1991). Implicit price bundling of retail products: A multiproduct approach to maximizing store
profitability. Journal of Marketing, 55(4), 63-76. Olson, J. C. (1997). Price as an informational cue: Effects on product evaluations. In
A.G.Woodside et al., eds., Consumer and Industrial Buying Behavior.Amsterdam: North-Holland. Park, C. W., Feick L., & Mothersbaugh D. L
(1992). Consumer knowledge assessment— How product experience and konwledge of brands, attributes, and features affects what think we know.
Advances in Consumer Research, 9(3), 193-198. Olson, J. C., & Jacob, J. (1972). Cue Utilization in the Quality Perception Process. In Proceedings
of the Third Annual Conference of the Assaciation for Consumer Research. ed. M. Venkatesan, College Park, MD: Association for Consumer
Research, 167-179. Raghubir, P., & Corfman, K. (1999). When do price promotions affect pretrial brand evaluations? Journal of Marketing
Research, 36(2), 211-222. Rudell, F. (1979). Consumer food selection and nutrition information] New York: Praeger. Schmidt, J. B., & Spreng, R.



A. (1996). A proposed model of external consumer information search. Journal of Academy of Marketing Science, 24(3), 246-256. Simonin, B. L.,
& Ruth, J. A. (1995). Bundling as a strategy for new product introduction: Effects on consumers’  reservation prices for the bundle, the new
product, and its tie-in. Journal of Business Research, 33(3), 219-230. Venkatrman, M. P. (1991). The impact of innovativeness and innovation type
on adop-tion. Journal of Retailing, 67(1), 51-67. Venkatraman, M. P., & Price, L. L. (1990). Differentiating between cognitive and sensory
innovativeness: Concept, measurement, and implications. Journal of Business Research, 20(4), 293-315. WaltersO R. G. (1991). Assessing the
impact of retail price promotions on product substitution complementary purchase[l and interstore sales displacement. Journal of Marketing,

55(2), 17-28. Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A Means-end model and synthesis of evidence. Journal of
Marketing, 52(3), 2-21.



