Jobougbobooouooboobuoboboob -obuoboboon
goougon

E-mail: 9805378@mail.dyu.edu.tw

g
gbooobgoobooboboobooboobooooboobooboobobboboobooboobobo
gbooobooboobgn
00000000000 0DOCOO000DOCOO0U00DOO0U00ODOOO0O4370000DOOO3’3DOODOoOoOO
oodo0oooOdU0boOooO0U0OOooO0U0OOooU0U0bOOOo@UUODOOOUDOOO0ODOOOOUODOODOEUDOO
gbooobooboobobboobooboobon
goooboobobobobooboobooboboobooboobobboboobOoobOon

goo0:0bo0oboobboobooboobon
oo

gooobooboobobboboobooboooboos
gooobooboobobobobooboobooboos
gooobooboobobobobooboobooboo s
gdooobooboboboobooobuoobooDooboon 4
odoooboobobobooboooboobooooboon 4
gooobgoobooboboobooboobooog 7y
gooobgoobooboboobooboobooog 7
gboooboobobobobboobooboobonoono 14
oooobooboooooboboooooboboboOonogD 16
gbooobooboobobooboobooboooo 21
gboooboobooboboobooboobonoog 24
gboooboobooboboobooboobooog 27
goooboobooboboobooboobooog 27
gboooboobooboboobooboobooog 28
gbooobooboobobobooboobooboooo a1
gooobooboobobbooboo0oboobononDg 36
ooo00bO0o0obOo0obOobboOoboo0obOo0obOononon 40
ooo00obo0obo0obOobboOobooobooboonoo 42
oo0o0obO0o0obobobobbooboooboobOoobo 42
O000000b00b0obObO0obo0o0obOo0obOononoO 44
oo0o00obo0obobobOobbooboooboobooboo 49
oooobooobobobobobooboooboobuooboo .o
ooooboooboboboboboobooobooboooo 59
oooobooboooooboboooooboboobooogoD 63
oboooboobooooobobooooobobobooogoD 63
obooooobooooobobooooobOoboboOoogD 68
ooooboobooooobobooooobobobooogoo o
gboooboobooboboobooboobooog 72
gboooboobooboboobooboobonoon 84

god

21000000000 b0obo0booboooo 18
02-200000000000000O00O00DO0O0O0O 22
03-1000bgobobbooboooboobooog 32



J2000000000DOO0DOObDO0ObDOObO 33
J3000000000b0ob0bOobooobOoobO 34
FJ4000000D000DODODOODO0ODbOODbO 35
50000000000DbO00O00bDO0o0bOonbon 35
0000000 DbOO0DDbODbOObDOODbObOD 37
J70000b0oobooboobobooboobooo 37
3-891209 0 0bUubooooOonowoOon 38
4-1000000000000O00DOO0O0ODOD 43
4-200000000000000D0OO00OODOOD 45
4-30000000000000000O000DO0O0O0O 45
4-4000000000000000DOO0ODO0OD 46
4-5000000000000000D0O0O0DOODO 47
4-60000000DOO0O0DOODOOODLOODOOD 47
4-70000000000000O0O0ODLO0ODO0OD 48
4-800000000O0O00O0ODOO0ODLO0ODbOnD 48
4-90000000000DO0ODOOODbO0ODbOnOD 49
4-1000000@O)pbOobooooobobooboon 49
4-1100000@CO)boobooboboboOooOob so
4-12000000000000@CO)DDObOO0ODnO 5
4-13000000000000@CO)YbobooboOon 5
4-14000000000D0000O0OD0DDO0ObOOODbO 52
4-1500000000000000D0DbO0ob0Ooo0obO s3
4-16000000000D00O00O0ODODDO0ODOO0ODOO 55
4-17y000000000D0O0O00O0OO0DO0ODO0O0ODbOO 56
4180 00000000000 0ODOOOOODOODO 57
4-1900000000booooboboooooboooobobooooDobooboobDobbODooDObobooo

OoooooooOoDoo oo ooooDoDoDooogooo

58

04200 000000000000O00000ODO0O0OO0O 60
042100)0000CO0O000OO0O0DOOO0ODO e
04220000000000000000O0000O00O00D0O 62
gs1000b00obobbobooboobonoog es

god
0110000boboboboobooobuoobonbooe
O 2-1Heider sUOOO0OOODOODOOOOODODO 8
O 2-2Heider sUOOO0OOODOOOOOOODOOOO0
0230000000000 00b000b0OobO0boOobDO 13
0240000000000000000O0O0O00O0O0O0O 26
0310000000000 o0obooboboooog 27
051000000000 000oD00booooDgn 64
0520000000000 000000O0O0O0O0OD0O 64

gogno

O0000o0ooooooRoUINDOONN00NNooooooo0o0D:00o0ooooooooEIOoooooog
0000000000 oDO:0o0bodoooo@euoooonooodoooooooooooodbobooooooooooa
OO0000o0o0ooooEoc)DO0DOOo0oooO00ooooooOoO00boO000oDODOD00DODO00DOoOOoOoOoDoOO0ODO
OO00O0oogEoogosPSSO O DD O-0O0000DODO@EULD)@OO:00DO000DOO00OODE) OO0 ODODOODDOO
0000000000 00000000000000000000D0000000(2009, April21)000000000:38%0000
OO0O000PChomed O[O0 OO0 O O: http://news.pchome.com.tw/mediaZcna_business [2009, April 21]0 0 000000000
0o 000000000000 00DO0[DDO0]dOdO: http://www.isurvey.com.tw/ [2008, Feb-ruary 1]0 0 0 0O (2003)0 0 0 0O O
000:00000?M0O@ooeI MO0 0iN000ooo?2W0O00000000N0000oo0oooooOon(2007)0
000000000 O0D?20000b00b0[@ObDO]0ba: http://www.globrand.com/2007/78002.shtml [2008, February 110 O O O



0000Eog)UI D00l 000o0o000Nooo-00000000000000000763)087-12800 00 (1992)
0000000000 00oo00ooo000oo00oo000o0o00oDo00Doo000oooDoooooOoOEIoEDO DO
0000000000 000000000027(7)057-800000(2009, April2000VisaO 0:0 00000000000 OCOODOOO
OO0O0O0YyAHOOO OOO[OODOO]OOO: http://tw.money.yahoo.com/news_cat_provider/edbf/d_e_MP-cnyes [2009, April 20]00 O O
0@o07) 000000000 DODODODODODODODODODODODODODODODODODODODODOODOODODODODODOODODODODODOODODOEOA)DDODODOOO
go0o0o0oO0OO0oO0OO0OO0OO0OO0O0OOO0OO0OO0OOOOOOOOOOODMWOOODOODOODOODOOOODODODOOODOODOD@YAOOOOO
O0o0o00o0000O0O0O0O0O0ODOO0OO0OO0ODOOOOOODOOODOOOODOOODOODODOEOA)DODODODODOOODOODOOOOOOOO
000000000000 00?2W00002W00000002W0O000D2WoD2WoWoO0000000O0O0O0O0OEoODOO
00000000 00000ODOO0O0O0OD0O0O0O0OO0OO0ODOODOODOODOODOODODODOODODOEOCSDOODODOODOOOOOOOO
000-0000000000000001320417-4400000R00)D0CO0O0OOODOODOODOO0OOOOODOODOODOODOOOO
OO0000o0oOoOooEegyoooooo@mooologn:
http://zh.wikipedia.org/w/index.php?title=%E8%A1%8C%E9%8A%B7&variant=zh-tw [2008, February 1]0 0 0 0 (2000 0 000 OO O
0000000o0ooo0o0oo00ooo0ooo00oo00o0oo0U0oDo00DOoOoOOoECOUDDDODODOODOOODO
000000022 0RoQUOIDD0O0D—-0000000?2W000?2000000000000000000000O00O (1990000
0000000000 0oU0oo00oDo0o0ooo0ooooooooooEcOUID D000 ooooooDoOoouoDO
00000000000 0oo00oo00ooo0ooooooooERID DN 0NDD00D0oooDoooDoOoooDn
0000000000 00oo00ooo0oooooooOoERI OO0 D0O000NDD00DD00D0DooOoOooDooooDO
000000000o0oooEeuioooiooo0oo0oo0—000000000000000e0093-1140000000
groos) D 0000000000000 000NDD0U00N0000N0DO00DO00D0o0U0oDODoDO00ooDDoooooon
O@(p.253-268)0 0 0:0 000000000 RONOIDODOODOONDDOOUOONOOONONDOOOODOO0DOOOOooDoDooooog
0000000 :Akaah, 1. P., & Korgaonkar, P. K. (1988). A Conjoint Investigation of the Relative Importance of Risk Relievers in Direct
Marketing, Journal of Advertising Research, 28(4), 38-44.Alperstein, N. M. (1991). Imaginary social relationships with celebri-ties appearing in
television commercial. Journal of Broadcast-ing & Electronic Media, 35, 43-58.Anderson, J. C., & Narus, J. A. (1990). A model of distributor firm
and manufacturer firm working partnerships. Journal of Market-ing, 54, 42-58.Atkin, C., & Block, M. (1983). Effectiveness of celebrity endorsers.
Journal of Advertising Research, 23(1), 57-61.Baird, I. S., & Thomas, H. (1985). Toward a contingency model of strategic risk taking. The
Academy of Management Review, 10(2), 230-243.Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator dis-tinction in social
psychological research: Conceptual, strategic, and statistical considerations. Journal of Personality and Social Psychology, 51, 1173-1182.Burke, P.
J., & Stet, J. E. (1999). Trust and commitment through self-verification. SocialPsychology Quarterly, 62(4), 347-360.Daneshvary, R., & Schwer, R.
K. (2000). The association endorsement and consumers’ intention to purchase. Journal of Consumer Marketing, 17(3), 203-213.Daniel, D. (1997).
Repeated use of impression management tactics: Do they lose their power of influence over time? [Online]. Available:
http://proquest.umi.com/pgdweb?did=740112261&sid=1&Fmt=2&clientld=28127&RQT=309&VName=PQD [2008, February 1].Dichter, E.
(1985). What's in an image? The Journal of Consumer Marketing, 2(1), 75-81.Dodds, K., Monroe, B., & Grewal, D. (1991). Effects of price, brand,
and store information on buyers’ product evaluations. Journal of Marketing Research, 28(3), 307-319.Doney, P., & Cannon, J. P. (1997). An
examination of the nature of trust in buyer-seller relationships. Journal of Marketing, 61(April), 35-51.Dowling, G. R., & Staelin, R. (1994). A
model of perceived risk and intended risk-handing activity. Journal of Consumer Research, 21(June), 119-134.Engel, J. E., Blackwell, R. D., &
Miniard, P. W. (1986). Consumer behavior, (5th ed.), New York: Dryden.Freiden, Jon B. (1984). Advertising spokesperson effects:an exami-nation
of endorser type and gender on two audiences. Journal of Advertising Research, 24(October/November), 33-41.Friedman, H. H., & Friedman, L.
W. (1985). Consumer behavior tech-niques for creating powerful advertisements. The Mid-Atlantic Journal of Business, 23(2), 57-64.Garretson, J.
A., & Clow, K. E. (1999), The influence of coupon fair value on service quality wxpectation, risk perception and pur-chase intention in the dental
industry. Journal of Service Mar-keting, 13(1), 59-72.Gefen, D. (2002). Reflactions on the dimensions of trust and trust-worthiness among online
consumers. Communications of ACM, 33(3), 38-54.Goldsmith, R. E., Lafferty, B. A., & Newell S. J. (2000). The impact of corporate credibility and
celebrity credibility on consumer reaction to advertisements and brands. Journal of Advertising, 29(3), 43-54.Hansen, R. A., & Scott, C. A. (1967).
Comment on attribution theory and advertiser credibility. Journal of Marketing Research, 13(2), 193-197.Heider, F. (1958). The psychology of
interpersonal relations. New York: Wiley.Hosmer, L. T. (1995). Trust: the connecting link between organiza-tional theory and philosophical ethics.
Academy of Management Review, 20(2), 379-403.Josee, B., & Gaby, O. (2002). Store satisfaction and store loyalty ex-plained by customer and
store-related factors. Journal of Con-sumer Satisfaction, Dissatisfaction and Complaining Behavior. 15, 68-80.Kennedy, P. (1998). A guide to
econometric. Cambridge, Mass: MIT Press.Kotler, P. (1996). Marketing management: analysis, planning, Imple-mentation, and Control (9th ed.).
New Jersey: Prentic Hall.Krans, S., & Davis, D. (1976).The effects of mass communication on political behavior. Pennsylvania: Pennsylvania State
University.Lewicki, R. J., & Bunker, B. B. (1995). Trust in relationships: A model of development and decline. In B. B. Bunker, J. Z. Rubin, &
Associates (Eds.), Conflict, Cooperation, and Justice: Essay Inspired by the Work of Morton Deutsch, (pp. 133-174). San Francisco:
Jossey-Bass.Louden, A. (1994). Voter rationality and media excess: image in the 1992 presidential campaign. In Robert E. Denton, Jr. (ed.), The
1992 Presidential Campaign (pp. 105-130). London: Praeger.Madhok, A. (1995). Revisiting multinational firms’ tolerance for joint ventures: A
trust-based approach. Journal of International Busi-ness Studies, 26(1), 117-137.Mayer, R. C., Davis, J. H., & Schoorman F. D. (1995). An



integrative model of organizational trust. Academy of Management Review, 20(3), 709-734.McCracken, G. (1989). Who is the celebrity endorser?
Cultural foun-dations of the endorsement process. Journal of Consumer Re-search, 16(3), 310-321.McKbnight, D. H., Choudhury, V., & Kacmar
C. (2002). The impact of initial consumer trust on intentions to transact with a web site: a trust building model. Journal of Strategic Information
Systems, 11(3-4), 297-323.Milman, A., & Pizam, A. (1995). The role of awareness and familiarity with a destination: The central Florida case.
Journal of Travel Re-search, 33(3), 21-27.Mitchell, V. W., & Greatorex, M. (1993). Risk perception and reduc-tion in the purchase of consumer
service. The Service Industries Journal, 13(4), 179-200.Mitra, K. R., Michelle, C., & Capella, L. M. (1999). An examination of perceived risk,
information search and behavioral intentions in search, experience and credence services. The Journal of Service Marketing, 13(3),
208-228.Morley, D. (1992). Television, audiences, & cultural studies. New York: Routledge.Mowen, J. C., & Brown, S. W. (1980). On explaining
and predicting the effectiveness of celebrity endorsers. Advances in Consumer Research, 8(1), 437-441.Murray, K. B., & Schlacter, J. L. (1990). The
impact of services vs. goods on consumers’  assessment of perceived risk and variabil-ity. Journal of the Academy of Marketing Science, 18(1),
51-65.Nooteboom, B. (1994). Networks and transactions: Do they connect? In J.Groenewegen (Ed.), Dynamics of the Firm: Strategies of Pricing
and Organization, (pp. 9-26). Aldershot: Edward Elgar.Ohanian, R. (1991). The impact of celebrity spokespersons' perceived image on consumers'
intention to purchase. Journal of Adver-tising Research, 31(1), 46-54.Rousseau, D. M., Sitkin, S. B., Burt, R. S., & Camerer, C. (1998). Not so
different after all: A cross-discipline view of trust. Academy of Management Review, 23(3), 393-404.Schiller, H. 1. (1991). Not yet the
post-imperialist era. Critical Studies in Mass Communication, 8(1):13-28.Shapiro, D., Sheppard, B. H., & Cheraskin, L. (1992). Business on a
handshake. Negotiation Journal, 8(4), 365-377.Singh, J., & Sirdeshmukh, D. (2000). Agency and trust mechanisms in consumer satisfaction and
loyalty judgments. Journal of the Academy of Marketing Science, 28(1), 150- 167.Stafford, M. R., Spears, N. E., & Hsu, C. (2003). Celebrity images
in magazine advertisements an application of the visual rhetoric model. Journal of Current Issues & Research in Advertising, 25(1), 13-20.Stone, R.
N., & Gronhaug, K. (1993). Percevied risk: futher consid-erations for the marketing discipline. European Journal of Mar-keting, 27(3), 39-50.Tellis,
G. J. (2004). Effectiveness of advertising: understanding when, how, and why advertising works. Thousand Oaks, CA: Sage.Thorson, E., & Leavitt,
C. (1992). Attention, memory, attitude, and conation: A test of the advertising hierarchy. Advances in Consumer Research, 19(1),
366-379.Thompson, S. H. T., & Yeong, Y. D. (2003). Assessing the consumer decision processin the digital marketplace. The International Journal
of Management Science, 31(5), 349-363.Williams, B. (1988). Formal structures and social reality, In D. Gam-betta (Ed.), Trust: Making and
Breaking of Cooperative Rela-tions, (pp. 3-13). Oxford, England: Blackwell.



