O00oo0ooboboDoOo000oooogn 0 Benefit O
goougon

E-mail: 9800771 @mail.dyu.edu.tw

g
gooowrtoooooooooooooooooboooooobooooboooobooboooobobobooDoo
gbooobgooboboobobooboobooobobooboobo2wboobooboobooo2xmuob2mong
gbooobgooboo2oobooboboooboomb
OO0O00O0OOBenefitD0O0000DOCOOO00ODOOOODOOUOODOOOODOOOODOOMWOOOOODOO
goo2mo?xmormn
gbooobgobgs3sobogb4igobgooos32zibgobobbooboooboobobobooboooboobon
O00OBenefitC OO O0O0OODOOOOODOODOO0OOODOOOOODOODOOOODOOOODOODO2004000000
gooobooboobobobooboooboobooboboobooboobobobobooboobooboboboo
gooobgooo

ooo0:0booboboooboooob
(BN

0000000000000 0D0D0O00000O00bO00A0 iii
0000000000000 0D0DO00000O00bO000 iv
gboooboobobbobooboobooooboobwv
OO000o0O0oO00DOoOoO00DoOoooDoOooooDoogg v
OO0000O0OO000O0OOoO00DoOooOoOooooOoooDooog vii
OO00O00O0oO00bOOooO0U0DOoOoUOOoDoOoOOoDoOgix
gbooobgoobobbooboobooboboobooon
gbooobgoobobboobooboobobooboon
gbooobgoobobboobooboobobooboon
gbooobooboboobooboobooboobooon
gbooobooboboobooboobooboobooon
goooboobobboobooboobobooobooon
goooboobobbobooboobooboboobD 11
ooooboobobbooboooboobooboobooobg
oooobo0obo0obobbooboooboobooog 25
ooo0obOo0obobobobboobooobooboobog 25
oooobooboobobobboobooobooboooboo 27
oooobooboobobboboooboobooobo 28
oooobooobobobobboobooobooboooboo 32
ooooboobobobobooobooobooboooboonD 34
ooooooo0ooboobooooobooooooDoon 34
gbooobooboobobboobooboooboon
ooooooboooooooboooogD 36
ooooooboooooboooobobooooDb bo 4o
gboooboobobobobboobooboobonoon 42
goooboobobboboobooboobooboon 46
gboooboobooboboobooboobonoon 48
goooboobobooboobooboboob 51
goooboobobbobooboobonoboonb so
oboooboobobbobooboobonobonb so
gooobooboboboboobo0obooboooOon ss

A B 0ODNPEFE R



oo0o00obo0obOob0bOobDo0oboo0obOo0obOoobOon 64

god
2-1WaltersDO OO ODOOOOOOODOODOOOOOD 10
2-2000000000Db00bOob0bOobboOobOo0O
2-3000000000000Db00Db0ObDbO0ObD0On 16
2-4000000000bO00bOoo0bOobboOobOoO 21
10000000 00b0o0obOoobOobboobooon 28
200000000000 0DO0ODbObODbObDOO 30
J300000b0b00o0b0o0oboobUobboobon 3t
0000000000DO0O0DLOODDbObODOODbDO 32
50000000000Db000bOoDbOobooobog 33
4-10000000000DO00DLO0ODbOOobODOoOoDg 35
4-20000000000DO0O0DLOODDbOObODOODOO 37
4-3000000000000DO00O00OD0ODOO0OD 38
4-4000000000000DO0OOOODODOOOD 39
4-5000000000000DO00O0O0OO0ODO0OD0 40
4-60000000DO0O0OODOOOODODOOODO 4
4-70000000000DO00O0ODOOODO0ODbO
ooooboobobooboobuoobonon 42
4-80000000000DLO0DOODObOObOO0ODO 43
4-90000000000bOo0bOobDbOObOoODbO
oooboobobbooboobuoobonboD 44
4-1000 0000000000000 O0bOO0DbO0 45
4-1100000000000000000000Db0O0 46

OoOooooooooDoooooDoooogogogoooao

O
O

10000000000 oobooboboooboo 3
2100000000 0o0booboboboobooobgs
220 000000000000 bO0DbDbOOobODOoOoDbDge
23000b0oo0bo0oboooboobobooooooobog 7
2-40000000Db0bboOooOobooooobOobooo9
25Marston0 0000000000 0OO0OOODOO0OO 18
2-6000O0O0O0oOobOoooobUobboOoDoDbO 23
F1O00b00b0oooobooooobobobouooboOoDbO 26

OoOooogogooo

gogno

OO0O0O0OODearlove,D. (20020 0000000 COO(POOO)OOYOOOM Foxall, G., Goldsmith, R. & Brown, S. (19980 0 0 O O
Oo@Eooooo:oooo)pooo:0oo0oogooogo@eynooooooooooooooooooooooooooo
gOo0OOOOOOoOoOoOoOoOoOoOoOOEIcSDOODOODOODOODOODODODODODODODODODODOODODODOODOOODODOODOODOODODOO
o00oboOo0oOooooOoo0boboOooEocQUbbbboooooooobbo0obOo0ooobOoooDobOooooOooooDoOooDOo



OO00OO0OOOOoOoOoOoOoOoooOoegoooooooooooOoOoOoOoOoOoOoDoDODOOoDODODODOODOOoOoDODODOOODOOOOO
g00O0O0OOoOoOoOoOoEoceOODODOD: 0000000 0:0000000oo@IeYNoo00: 0000000 oooooo:o
go0O0oOoO0oOo@Eo)OpoDoOoOoDoDODODODOODODODODODODODODOODODO0OD0O0O0ODODODODOOODOODODODOODODODOODOOO(@29%%)O
go0o0oO0oO0oO0oO0O0O0OO0O0OOOOOOO0OOO0OOOOOOOOOOOOOOOOOOOOOOOOEOYDOODODDODOOODOOOOO
O0000O@U0UO0O)poDoooO0o1a8O75-980 0003 DD D ODONDODONDODONDODONDOONDOON0OONONONONONONONONONOOOO
g0000O0O0O0O0OO0OO0O0OO0OOOOOOOOOOOOEOCOODODODDODDODODODOODDODOODOODODOODOOODODOOOOOOOOO
O000000000000OO0O0OO0O0O0OOOOOEEUODODODODODDOD: 000000 0ORUODDODOODOOOOOO
go0o00oO0000O0O0O0O0OO0ODOOO0OO0OOOOOOODOOOOOOODOOOODOODOODOOOOEOCOOOODOOOOOOOOOO
O00000000000O00O000O000O00ODOO0ODODOOODOOODODOOEOOSDDODODOD: 000000000000 OOg?
000000oO0oOm000Ddbo0obooooooModooEoeg) DIl 00n:00000OonOndndAaker,D.
(1996). Building strong brand. New York: The Free Press.Arjun, C., & Morris, B. H. (2001). The chain of effects from brand trust and brand affect
to brand performance: The role of brand loyalty. Journal of Marketing, 65(1), 81-93.Bagozzi, R. P., Gopinath, M., & Nyer, P. U. (1999). The role
of emotions in marketing. Journal of the Academy of Marketing Science, 27(2), 184.Belt, J. A., Paolillo, & Joseph, G. P. (1982). Journal of
Management. New York: Spring, 8(1), 105-113.Biel, A. (1992). How brand image drives brand equity. Journal of advertising research, 32,
6-12.Brown, S. P., Cron, W. L., & Slocum Jr., J. W. (1998). Effects of trait competitiveness and perceived intraorganizational competition on
salesperson goal setting and performance. Journal of marketing, 62(4), 88?98.Cacioppo, J. T., & Gardner, W. L. (1999). Emotion annual review of
psychology, 58(6), 191-214.Chernatony, L. D., & William, G. M.(1989). Branding terminology— The real debate. Marketing Intelligence &
Planning, 7(7), 29-32.Dobni, D., & Zinkhan, G. M. (1990). In search of brand image: A foundation analysis. Advances in Consumer Research,
17(1), 110-119.Duncan T., & Caywood, C. (1996). The Concept, Process & Evolution of Integrated Marketing Communication, In Integrated in
Communications: Synergy of Persuative Voices. Mahwah New Jersey: Lawrence Erlbaum Associates.Harris, T. (1997) . The marketer’ s guide to
public relations. New York : John Wiley and Sons.Hawkins, D. 1., Roger, J. B., & Kenneth, A. C. (1997). Consumer Behavior:Building Marketing
Strategy (7th ed.). New York: McGraw-Hill's Primis Custom Publishing.Holbrook, M. B., & Batra, R. (1987). Assessing the role emotions as
mediators of consumer responses to advertising. Journal of Consumer Research, 16(3), 404-420.1sen, A. M., & Baron, R. A. (1991). Positive Affect
As a factor in organizational behavior. In Staw B. & Cummings L. L. (Eds.), Research on Organizational Behavior, 13, 1-53. Greenwich, Conn:
JAI Press.Jefkins, F. (1983). Public Relations for Marketing Management. Los Angeles: The Macmillan Press LTD.Keller, & Lane, L. (1993).
Conceptualizing, measuring, and managing customer-based brand equity. Journal of Marketing, 57, 1-22.Keller, K. L. (2001). Building
Customer-Based Brand Equity. Marketing Management, 10, 14-20.Kotler, P., & Mindak, W. (1978). Marketing and public relations. Journal of
Marketing, 42(2), 13-20.Kotler, P. (1996). Marketing Management: Analysis, Planning, Implementation and Control, Englewood Cliffs. New
Jersey: Prentice-Hall.Kotler, P. (2000). Marketing Management:Analysis, Planning, Implementation and Control (10th ed.). New Jersey:
Prentice-Hall.Marston, J. E. (1985). Modern Public Relations (3th ed.). New York: McGraw-Hill.Oliver, Richard, L. (1999). Whence Consumer
Loyalty? Journal of Marketing, 63(33), 12pgs.Payne, R. L., & Copper, C. L. (2001). Emotion at Work: Theory, research and applications in
management. New York: John Wiley & Sons, LTD.25.Park, C. W., Jaworski, B. J., & Maclnnis, D. J. (1986). Strategic Brand
Concept-imageManagement. Journal of Marketing, 50(4), 135-145.Plutchik, R. (1980). Emotion: A psychoevolutionary synthesis. New York:
Harper & Row.Richins, M. L. (1997). Measuring Emotion.In the Consumption Experience. Journal of Consumer Research, 24, 127-146.Roher, D.
S. (1973). A Public-Relations Primer for the Marketing Manager. The Public Relations Journal, 29(9), 14-16.Roth, M. S. (1995). Effects of global
market conditions on brand image customization and brand performance. Journal of advertising, 24(4), 55-72.Russell, J. A. (1979). Affective Space
Is Bipolar. Journal of Personality and Social Psychology, 37(345), 12.Russell, J. A. (1980). A Circumplex Model of Affect. Journal of Personality and
Social Psychology, 39(61), 18.Russell, J. A. (1991). Culture and the Categorization of Emotions. Psychological Bulletin, 110(42), 25.Walters, C. G.
(1978). Consumer Behavior: A Integrated Framework. New York: Richard D. Irwin.Watson, D. (1988). Intraindividual and interindividual analyses
of positive and negative affect: Their relation to health complaints, perceived stress, and daily activities. Journal of Personality and Social
Psychology, 54, 1020-1030.Watson, D. K., & Tellegen, A. (1985). Toward a Consensual Structure of Mood. Psychological Bulletin, 98,
219-235.Weiss, H. M., & Cropanzano, R. (1995). Affective events theory: A theoretical discussion of the structure, causes and consequences of
affective experiences at work. In Staw B. & L. L. Cummings (Eds.), Research on Organizational Behavior, 18, 1-74. Greenwich, Conn: JAI
Press.Wilcox, D. L, Ault, P. H., & Agee, W. K. (1995). Public Relations: Strategies and Tactics (5th ed.). New York: Longman.Wragg, D. (1992).
The Public Relations Handbook, New York: Basil Blackwell Limited.



