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ABSTRACT
In this research, subjects were that of consumers who search for buyable used photo equipment from the Internet markets. Through
two elaboration routes of Elabora-tion Likelihood ModelO central route elaborator and peripheral route elaborator, the re-searcher
aimed to figure out how the affective factors, including positive and negative affection, and the characteristics of used-item markets in
the Internet influence the pur-chasing intentions of consumers in second-hand photo equipment markets.
Totally there were 560 copies of survey had been sent and all of them were re-trieved accordingly; among them, 443 be counted as
effective copies. The results showed that, in the elaboration likelihood process of consumers, affection to the attitude changes is as
much important as to that of cognition, and it is the affection significantly influenced the purchasing intentions. Regardless of
positive or negative affections of central route and peripheral route elaborators, they both significantly affect the pur-chasing
intentions. This result is significantly different from the previous ones. And the results also support that the characteristics of
used-item markets in the Internet could affect the two routes of elaboration likelihood model, in that central route elaborator will be
affected by it, while the peripheral route elaborator will not. Finally, the results demonstrated that, for central route elaborator, there
are three factors of the negative af-fections that are influenced, such as hobby, joyfulness and trust; however, five factors of negative
affections are affected including distrust, dislike, dullness, shamefulness, and nervousness. As for peripheral route elaborator, three
factors of the positive affection are influenced, that is hobby, joyfulness, and satisfaction, while the five affected factors of the negative
affections include, disbelief, dislike, dullness, distrust, and frightfulness.

Keywords : elaboration likelihood modelO affectiond purchasing intentions
Table of Contents

gogno
oo0oobO0obO0oobOobOooooDOobooooOonDo i
ooooboOobooooOoboboboOooobooooooDg v
O000bOO0bO0O0ooOOobOoboOooooboooognwi
O0000O00O000O0ob0ob0oOooDoOobooooooDag vi
O000DOO00O0o0oOoOobDOobOooooboboogn vii
0000000000 0ob0obOOoOooOoDbOobooOon x
oooobo0obobboboooboobobobooos
goooboobooboboboobooobooDb 1
gooobooboobobboobooobooob 3
ooooboobobooobooobuobobonoo 4
ooooboobobooobooobobobonoo 4
gboooboobobbobooboobooobob s
coooooOooboEewmooooooDooooos
gooobooboobobooboobgoon 15
oooooooooooboooobooogn 29
gooobooboobobooboobgoob 33
goooboobooboboobooboob 39
goooboobobboobooboobonbboon 45
goooboobooboboobooboon 45
gooobooboobobboobooboonb 48
oooobooboobobboobooboon 49
gooobooboobobboobooboob 53



O0o00ob0Oo0obOobbOoboo0obo0obOonobOonD 54
00o000O0o0obOo0obOobobOoboOobooOon 54
oo0oobOo0oboobobbobooobooob 56
0o0o00obO0o0obOoobobOboobooobooob 58
oooobooobooboboboobooobooon 59
oooobooobooboboboobooooboon
obooooooooooboobooogD 60
OOOANOVAOOOMANOVALOOODOODOO
oooooobooooooobooogD el
gooobgooboobobooboobon
goooooobobbooboobgob e2
gbooobooboobobooboobon
goooboobobbobooboon
goooboobobboboobgob 63
gbooobooboobobooboobon
gooobooboobobbooboon 64
ooooboobobboobooobuooboboon e6
oo0oobo0obo0obobboOobooOobooon e6
oooobooboobobboobooobooon e7
oooobooboobobboobooobooon e7

oogd
0z2-100ELMOD0OD0O0OO0ODOO0ODOODODOODOOOnO9
0z2-200ELMOD0000O0ODOO0ODODOOODOOODO 11
02-30000000000b00ob0oobooobooobg 27
02-4000000000000000D00DO0O00OO0OD 43
O2-50000000000000000O0000OD44
03-1g00bouooooobooooboobooognD 48
03-20000000000000O00D0OOO0ODOO 50
g3-30000bgpobobooobooobonobognbo so
03-4000000000000DO00DO0O0DOO0ODbOO 81
g3-50000000b0p0bo0booboobuobg sl
g3-60000boobopoboboobooboonDg s2
g3-70000boobopobobooboobuoobg s2
g3-sgouopooobonobobooobooboong s3
04-1000000000000000000DO0O00O0 56
04-2000000000000000O00O0O0DOO0ODOO 58
04-30000000000000000O0O0O00O0O00O0 59
04-400000000000O0ODOOODOOODODOOO
oooobOooboobobbobooobooDb eo
04-500 000000000000 0O00O0D0O0ODOO 61
O4-6 ANOVAD U 1OODOODODDOODODOODOOODODODO 62
04-7MANOVALD O1ODOO0ODOODODDOODOOODOODO 62
04-80 00000000000 0ODOOOOODOODO
gbooobgoobobbooboobgoobonboo

62

04-900000000DO000O0ODO0ODOOODOODO
goooboobobbobooboobonoibn o4
410000000000 00DO0O00O00DOO0ODOO0O0
goooboobobbobooboobOonobn o4
04-1100000000000000DO000000O00O0O0O 65
04-1200000000000000DO0O00O0ODO0O0O0O 65
gs5-10000bo00obooboboooboobuooobg e7
god



dz-1epMODO0ODOOO0OOOOO0ODOO0ODOO0O0OOD 6
0z2-2000000000000000O00O0DO0O0ODOOD 16
02-3000000000000000Db0o0bOobDbOon 22
02-4000000000000000DO0ODODO0ODOO0O 24
02-5000000000000000O000DO0O0DOO0O 26
02-6HowardD 000000000 ODOOODOODODOO 34
U2-7EKBOOUODO0O0OO01000000D0O0O0O0ODO0O 34
U2-8EKBUOUDOOOOODOOOOODOODOOOOD 36
0z2-900000000o0obooboobooboooooD 4
gz-1000000000000000000D0O00O0 42
U03-1000000000000000b000b00000 46

REFERENCES

O000o0o0ooooEoce) 00D 00DD000N0D0U0DLOO00DLOO000DODD00DODD00D0DoOoDOoUODoOOoUDO
oo D000 00D0O000ND000N0N0000N0000DO00DLO0O0 0000000 D00D0oDoDOoOooDoOoOUooDO
oooooEee) 0000000000000 0N0N0N000N0N0DD0U0DO000D0o0000DDOUoooOEISDDODDO
0000000000 00oo00ooo000ooo00oo000oooooooooooES) DD NooouoDnoooon
0000000000000 000000000000000000000000ROS) D000 DDO000NDOO0OODoOoooDOn
0000000000 00Dooo1el-1260 000004 0OOCODO0OO0O0O0O0O0O0O0O0O0OO0O0O0OO0OOO0O0OODOOO0ODOOO
0000000o0ooooooEII D000 o0oDo00Do000oDo00o0oD00o0oooooDoooooOn
oooooEoce) 0000000000000 00N0000DDO00DO000D00D00DDO00O0DOOooOooDOoOon
000700000000 0D0O0000D000000000o0o00oDo00D0o000oo0O00o0o0Onnge9-12000 00 (2001)0
0000000000 o0oo00ooo000oo00oo000oo0o0ooo00DoooooooOoooEIeI DD Onnn
O000000o0ooo0ooo00ooo00oooooooo0oooooooooooEI3UI DO 00Dnoooooooooonn
O00000000o0o0ooo0ooooooooooooooRooS) D000 o0ooo0ooooooooooon
O00000000o00o00oo00ooo00ooo0ooo0o0ooo0ooooo0ooooooooooEIs)IOoooonon
0000000000 odDbO0oO00oooooodoDdooo0oo0oo0oo0ooooDO0bOOobOoooooDoEOOODoDoooooag
0O0000O0000o0o00oDoO00ooO000ooo00ooO00ooo00DoO00DOoOOo00oDoODO0EUOIODODOODOO
0000000o0ooo0oU0oo00oo0o00ooo00ooO00o0oo0U0Do00DoOo0ooDDOoooDEe) D DOODO
O00000000o0o00oo00oo0o00ooo00oDoO00o0o0o0U0DoO00DoOoOERoICDO0DODOODOODoOODO
0000000000 0000000000000000000000000D OO Alba,J. W., &Hutchinson, J. W. (1987). Dimensions of
consumer expertise.Journal of Consumer Research, 13, 411-454.Bagozzi, R. P., Gopinath, & M., Nyer, P. U. (1999). The role of emotionsin
marketing. Journal of the Academy of Marketing Science,27, 184-206.Batra, R., & Ray, M. L. (1986). Situational effects of advertising
repetition: The moderating influence of motivation, ability, and opportunityto respond. Journal of Consumer Research, 12,432-445.Berger, 1. E.
(1992). The nature of attitude accessibility and attitudeconfidence: A triangulated experiment. Journal of ConsumerPsychology, 1, 103-123.Berger,
I. E., & Mitchell, A. A. (1989). The effect of advertising on attitudeaccessibility, attitude confidence, and the attitude-behavior relationship. Journal
of Consumer Research, 16,269-279.Brown, M., Pope, N., & Voges, K. (2003). Buying or browsing? Anexploration of shopping orientations and
online purchase intention.European Journal of Marketing, 37, 1666-1683.Buchholz, L. M., & Smith, R. E. (1991). The role of consumer
involvementin determining cognitive response to broadcast advertising.Journal of Advertising, 20, 4-17.Burke, R. R., DeSarbo, W. S., Oliver, R.
L., & Robertson, T. S. (1988).Deception by implication: An experimental investigation. Journalof Consumer Research, 14, 482-494.Burnkrant, R.
E., & Unnava, H. R. (1989). Self-referencing: A strategyfor increasing processing of message content. Personality andSocial Psychology Bulletin, 15,
628-638.Burnkrant, R. E., & Unnava, H. R. (1995). Effects of self-referencingon persuasion. Journal of Consumer Research, 22, 17-26.Cox, D. S.,
& Cox, A. D. (1988). What does familiarity breed: Complexityas moderator of repetition effects in advertissmentevaluation. Journal of Consumer
Research, 15, 111-116.Dodds, K., Monroe, B., & Grewal, D. (1991). Effects of Price, Brand,and Store Information On Buyer’ s Product
Evaluations. Journalof Marketing Research, 28(3), 307-319.Edell, J. A., & Keller, K. L. (1989). The information processing of coordinatedmedia
campaigns. Journal of Marketing Research, 26,149-163.Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2003). Empirical testingof a model of online
store atmospherics and shopper responses.Psychology and Marketing, 20(2), 139-150.Ethier, J., Hadaya, P., Talbot, J., & Cadieux, J.(2006). B2C
Web Sitequality and emotions during online shopping episodes: an empiricalstudy. Information and Management ,43(5), 627-639.Fishbein, M., &
Ajzen, 1. (1975). Belief, Attitude, Intention, and Behavior:An Introduction to Theory and Research. Massachusetts:Addison-Wesley.Greenwald, A.
G., & Leavitt, C. (1984). Audience involvement in advertising:Four levels. Journal of Consumer Research, 11,581-592.Hawkins, S. A., & Hoch, S.
J. (1992). Low-involvement learning:Memory without evaluation. Journal of Consumer Research, 19,212-225.Howard, J. A. (1989). Consumer
Behavior in Marketing Strategy,Englewood Cliffs. New Jersey: Prentice Hall International, Inc.Morris, J. D., Woo, C. M. & Singh, A. J. (2005).



Elaboration likelihoodmodel: A missing intrinsic emotional implication. Journalof Targeting, Measurement and Analysis for Marketing,
14,79-96.Kaotler, P. (2000). Marketing Management(10th ed.). New Jersey:Prentice Hall.Krishnamurthy, P., & Sujan, M. (1999). Retrospection
versus anticipation:The role of the ad under retrospective and anticipatoryself-referencing. Journal of Consumer Research, 26, 55-69.Geun, L. H.
(1998). Do Electronic Marketplaces Lower the Price ofGoods. Communications of the ACM, 41(1), 73-80.Maheswaran, D., & Sternthal, B. (1990).
The effects of knowledge,motivation, and type of message on ad processing and productjudgments. Journal of Consumer Research, 17,
66-73.Meyers-Levy, J., & Peracchio, L. A. (1995). Moderators of the impactof self-reference on persuasion. Journal of Consumer Research,22,
408-423.0liver, R. L. (1993). Cognitive, Affective, and attribute Bases of theSatisfaction Response. Journal of Consumer Research,
20(3),418-430.Peter, J. P., & Olson, J. C. (1993). Consumer Behavior and MarketingStrategy (3rd ed.). Irwin: Homewood.Petty, R. E., & Cacioppo,
J. T.(1981). Attitude and Persuasion: Classicand Contemporary Approaches. Dubuque, lowa: Wm. C.Brown Co.Petty, R. E., & Cacioppo, J. T.
(1986). Communication and persuasion:Central and peripheral routes to attitude change. New York:Springer-Verlag.Petty, R. E., Cacioppo, J. T,
& Schumann, D. (1983). Central and peripheralroutes to advertising effectiveness: The ModeratingRole of Involvement. The Journal of Consumer
Research, 10(2),135-147.Purohit, D. (1992). Exploring the Relationship Between the Marketfor New and Used Durable Goods: the Case of
Automobiles.Marketing Science, 11(2), 154-167.Reiley, D. L. (1999). Auctions on the Internet: What’ s Being Auctioned,and How. Vanderbilt
University, August 14, 1999.Rethans, A. J., Swasy, J. L., & Marks, L. J. (1986). The effects of televisioncommercial repetition, receiver knowledge
and commerciallength: A test of the two factor model. Journal of MarketingResearch, 23, 50-61.Stroeker, N. E., & Antonides, G. (1996). The
Process of Reaching anAgreement in Second-Hand Markets for Consumer Durables.Journal of Economic Psychology, 8, 1-367.Sujan, M. (1985).
Consumer Knowledge: Effects of evaluation strategiesmediating consumer judgments. Journal of Consumer Research,12, 31-46.Vakratsas, D., &
Tim, A. (1999). How Advertising Works: Do WeReally Know. Journal of Marketing, 63, 26-43.



