gobobougboboobogobbooobooon
goougon

E-mail: 9806160@mail.dyu.edu.tw

g
gbooobgoobooboboobooboobooooboobooboobobboboobooboobobo
gbooobgoobooboobobooboobooboooobooboobooboboboboobooboobobo
gbooobooboboboboobooboobooboobooboobuoobobbobooboobiiseobgno
gbooobgoobobboob1v3siobooboboobzrbobbooboooboss4ruoogooonboonDo
gbooooboobobooboobobobooooboobobbobooboobobboboobOoobOon
gboooooboobobooboobobboobooboobobooobooboobUobbo boobOoobOon
gooobooboooboboob oboobobboboobooboobobbobDoOobOooboobon

ooo0:0bo0obobboobooboobon
(HRN

o000 ooobo0oooO0obooooo0obooooOob0oooOooD WwioboooOOobOOooOOoOooOoboboboooDooo
go0o00dD0ivOOoOOoOooOOobOOoooOoobO0obooooOoboooooOOovibbooooboooooDooooooo
0000000 vioOo000O00O0000000000000000000 xOODOhOoooDooooooooooo
000000000 xXxi00O00D000O000000b0o000DO000o0oD0bD 1000b0000oDOO0oboOoO0nDd
gooooboboooooiloboooooboooooobobooooobooobooboOob3oboobobboooobOoon
gboooobooboooooob3sgoooobooooooboboooooboboboooboOobo30cobobbooDoDbOooo
gbooobgooboobobob 40000000000 0OO0ODOODOODOODOODDOOSSO0bO0ObOobObODO
oooooooooooboosobooboooobooooooboooobobobooD Boobooooooo
gboooboobobbooboob 2000 000000DO0O0DODOODOODO0OD 420000000000
goooboobooboboob 4200b00b0oboobooboobobboobboobo80boobobo
gooobooboobobooboo4pb0o0obobbobobooboobobboobbooboob 400Db0ODO
gboooboobobbobooboobo4ebb0b00oboobOobbO0obDOo0ObOo0obOobDbOobD 0D O
gboooboobobobobooboobgossbobobooboobooboboboobboobooboossbgnoo
gbooobooboboboboobooboob esOobbobooboobobobobbOobDooboobOo 71oo
gooobooboboboboobooboobobovooboobobboobooobooboobobooOoDg 86
ooooboobobboobooobooboooobooo bbb ooboobobobobooobOoobon
oo4p0000boobooboboooboobooboboboobYsoobooboboboboooboobooboboo
goo9oyoboobo0obobooobo0oboobobDbooboo sboobooboboooboobooboboo
goodb 18000 g1 ooboobobooob0oobo0obbo B8O 22000000000 DbDOO
ooooboobOobb 290 3-10000O0ODO0OO0ODODO0O0ObO0O0ObO0ObDbOObDObO 450 3-200000bO00DbO
ooooboobobobob 470 3300000000 00D0O0ODDOD0ODODODOODO 480340000 0O0DO
0000b00ob0obob0oboOoOo 480 3-500000b000boobobDoobDoobuoobsod 3-60bUunO
goooooboooooboboooosibo3-70boooobooooobooboooobOobboOos20380000
oooobobooooobooooooo s 3o ounooboooobooboonDoDbbDs4n 31000
oboooboboooboobooooobobooossdsnnpooonoooooobooboonpoboboonooDOssd

JF1r0000dbo0booooboboooooboooog st 41000000 0Db0O0OO0ODbDObLbODODODOOO
80 4200 0000000DL0OO0DLODLOOODLO0ODODOSO 4300000Db0O0ObO0ODLDO0ODbDOODbOODbDOO
gbs90 4400000000000 000O0DO0O0ODOO0ODLDOeeODO 45000000000000O0000OO0ODOO
gbodelb 4600000D00O0DOODODOODOODOODAIO470DO0ODODODDOODOODOODO
gbooobge20d 4800 0000DO0ODOODOOODOODOOOOD 620 49000 000O0OODO0ODLOODO
gbooobdgobe3d 41000000000 DLOODOODOODODDODLO MU 4117000000 O0O0DOODO
obooobgobobboesd 412000000000 0DO0O0ODODODOODOODO®U4130000DOO0ODO
0oooboobobboobO0oesd 4-140000000D00O0DODODODODOODOODOSIO 415000000



oo0o00obo0obOobObOobooobge8t 46000 0Db0O0ODODDODOODOODODDORD 417000
ooooboobobobobboobooobo o0 418000000 0DOO0ODODDODOODOODbDO 700 4-19
goooboobobobobooboooboobo 71to 42000b00b0Ob0bOobDOO0ODO0ODbOobODbDODDOO 72
04210000000000000DO000O0DO00O0ODO0O0 7304220 000000DbD0O0DDbDODOODOODODOO
070423000 0000000000000D00O000DO0O0760O 4-240000000000000D0DO0ODO
ooog7D 4250000000000 000O0000DO0O0O0DLDOO 780 42600 000000OOD0O0ODODO0ODO
ooooooo b 4270000000000 0O0DO0ODOOOOODODOOOGOO 42800000 000O00O0O0ODOO
gooobooboooobosob 4290 0000000000000 0DOLOOODOOD 81043000 000O0ODODO
oboooboobooooobo st 4310 boooobooooobobboooobobob s4b 4320000000
gbooobgobobbooboob 840 43830 b0o0booboboobobooboobonbbseed 4-3400000
gboobgobobbooboobgobssrg43s00buoboboboobooboobobboobn esy 4-360
goooboobobbooboobooboobo ey 4-37dbobbobooboobobbooboobgoeon
4-380 0 0000000000000 O0ODOO0ODLO0O0O0CSID 439000000000 0O0ODODO0ODOODbOODbDDOOn
QBUb0Db210000000000000000DL0O0Db0O0Db0ODbD 90 22LezerI DO ODOODOODODO
gbooobdob 40 230000b00b0obooboobooboboobno 220 2400000000000
O00000000D00D0O0O0 240 25Nicosial 0000000000 0ODO0ODOOODOODOO 310 2-6 Howardd OO
00000000000 DO000O0DbO0On0 330 2-7EKBModelD OO ODOOODOODOOOOODOODOOODO 340 2-8
EKBOOODOOOOODOOOODOODOOOOODOODODO 370 29Ketler 00 00DOOOOODOODOOOOODOO
o0 3903100000000 00b0o0bobDoob0o0obon0 420 3200000000000 Oo0bOo0ODbO
ooooog 43

googn

000000 0o0o@ees) 0000000000000 0ooo00ooo00o0oo0o0ooo0oooo0oooooooog
O0000o0ooooooooooEoO000ooo00ooo00ooo0ooooooooo0ooooooooooooo o
O000ooooooEIs) OO0 0000000000 oooo0nooonoooO3712029-360 0001900000 00OO
0000000000 000oo00ooo00ooo0oooooooo0ooo oooEIc OO0 ooooooooog
0000000000000 0D0000 0oOo@ees) o000 oooooodbobooooooooooag
0000000 000@eUioooooooooooo0ooo:.0000o0 Obo00oooERg OO oooooonDoo
0000000000 00000000000D0D0O05os7-720 000D 000D DOODOODODDOOOOODOODO?23
061710 DOODUOODORO3DOOOODOOO0ODOOU0DOOUOODDO0ODODOOOODODOOODOOOODOSo77-900 OO
0@o0700O0DO0DO0OO000D0O000DDO0O00D0O000DO00D0O000DD000O0O0000O0O00DOOa1RnOe9-1240
gOd0d@oo7)D0pDoO0ioo00ooo0ooo0o0-0000D00O000D0DD00DoDo00oDoooooDooUoDooOO oo
groos) D 0000000 Uioo00ooo0ooo00ooo0U0oDo00oOoo000oDoD0oooDoooooDoUooDooO od
gooe) 0000000000000 DD00NDDO0O0N0N0O0DONU0DO00DO00N0N0DD0O0DD0O00D 0D0D0O00O0D((2007)
0000000000000 000000000000000000006(1)0O72-820 OO0 DOOODOOOOODODOOO
0000000000000 00000000oDo00o00o00o0oooUoDoo0ooooo@EYl D ODoUooo-ooooon
0001570320 0?0 (00U D OO OO0ODOO0O0DO0O0O0O0O0DO0O0O00O0O0O0N0O0O0O0O0D0O0O000O000DDoDOoooooOg
000000000004 000N o0oo00oNo000NDoDooonT7iO41-1460 OO0 @98 OI DO OOODOO
00000000041029-300 DOOROOGD DD DOOOOODODOO2004020050000000000000000000000O0O
0000000000 000000 000@e9oo000onoooooooononooi127060-660 OODO (003D O OOOONO
00000000000 0o0D—-—000000000000000000000000000000000 000 Eoos)Iunoooa
0000000000 000ooo00ooo000ooo00o0ooo0oo00ooooooooooo ooOoEIAOCOnnooog
0000000000 000oo00ooo000ooo0o0o0ooo0oo00oooooooon0 oooEes)oooooooog
000000000o0o00ooo0ooo00ooo0ooooo0ooooooo0 o0o@euooooooooooooo:ooan
o0odoEli0ododododbdbooooododoooDooD0ooo0oo0oooooooDobOooooo oo
oo 0000iDOoO0fbOo000oODO00ooO00oooO00oDoO000ODODD00DODO00DOoOO000ODO00oDbDOOoDO Og
0o O000DoO00DO0O000DDO0000O000OD00DOO00DOO000DODD0O0DOD 0DOO00OODOO0OD (200000
O0000000:00000000000000000@e)UI0DO000oo0: 000000 oog@eenooooooon:
00000 000000 Aaker, A. D. (1996). Building Strong Brands. NewYork: The Free Press. Demby, D. (1974). Psychographies and form
where it comes in lifestyle and psychographies, William D. Wells Edition, Chicago: AMA, 22. Engel, J. F., Blackwell, R. D., & Miniard, P. W.
(1993). Consumer behavior. Orlando: Dryden Press. Engel, J. F., Kollat, D. T., & Blackwell, R. D. (1968). Consumer Behavior. NY: Holt Rinehart
and Winston. Engel, J. F., Blackwell, R. D., & Miniard, P. W. (1993). Consumer Behavior (7th ed.). Orlando Florida: Dryden Press. Engel, J. F.,



Kollat, D., & Blackwell, R. D. (1982). Consumer Behavior (4th ed.). Taipei: Hwa-Tai Co. Hawkins, D. I, Best, R. J., & Coney, K. A. (1992).
Consumer Behavior: Implications for Marketing Strategy (5th ed.). Chicago: Richard D. Irwin. Hirschman, E. C., & Morris, B. H. (1982). Hedonic
consumption: Emerging concepts, methods and propositions. Journal of Marketing, 46, 92-101. Howard, J. A. (1989). Consumer Behavior in
Marketing Strategy. Prentice-Hall Inc. Howard, J. A. (1994). Buyer Behavior in Marketing Strategy. New Jersey: Prentice-Hall. 35. Hustad, T. P.,
& Pessemier, E. A. (1974). The development and application of psychopraphic, in William D. Wells (ed.), Life style and psychographic, Chicago
AMA, 37. Kelly, G. (1955). The Theory of Personal Constructs. NY: Norton. Kolter, P. (1996). Marketing Management: Analysis, planning
implementation and control (9th ed.). New Jersey: Prentice Hall. Kolter, P. (1997). Marking Management: Analysis, planning, implementation and
control (9 th.). NT: Prentice-Hall. Lazer, W. (1963). Life Style Concepts and Marketing, in Stephen Greyserm, Toward Scientific Marketing,
Chicago AMA, 140-151. Lefkoff-Hagius, P., & Charlotte, H. M. (1993). Characteristic, Beneficial, and Image Attributes in Consumer Judgments of
Similarity and Preference. Journal of Consumer Research, 20, 100-110. Nicosia, F. M. (1968). Consumer Decision Process, Marketing and
Advertising Implication. Prentice-Hall Inc, 29. Olson, D. H. (1977). Insiders’ and outsiders’ views of relationships: Research studies. In G.
Levinger, & H. Rausch (Eds.), Close relationships. University of Mass. Olson, J. C., & Jacoby, J. (1972). Cue Utilization in the Qualit Perception
Process. in M. Venkatesan ed, Proceedings of the Third Annual Conference of the Association for Consumer Research. MD College Park:
Association Consumer Research, 167-179. Park, C. W, Jaworski, B. J., & Maclnnis, D. J. (1986). Strategic Brand Concept-Image Management.
Journal of Marketing, 50, 135-45. Payne, J. W. (1976). Task Complexity and Contingent Processing in Decision Making. Organizational Behavior
and Human Performance, 366-387. Peter, J. P., & Olson, J. C. (1990). Consumer Behavior and Marketing Strategy. Richard D. Irwin Inc.
Plummer, J. T. (1974). The concept and application of life style sesgmentation. Journal of Marketing, 38(1), 33-37. Pratt, W. R. (1974). Measuring
Pruchase Behavior, Handbook of Marketing, Robert Ferber Edition. New York: McGraw-Hill. Reynolds, F. D., & Darden, W. R. (1974).
Constructing life style and psychographics, Life style and psychographics. Chicago, IL: AMA, 71-95. Richardson, P. S., Dick, A. S., & Jain, A. K.
(1994). Extrinsic and intrinsic cue effects onperceptions of store brand quality. Journal of Marketing, 58, 28-36. Schiffman, L. G., & Kanuk, L. L.
(1991). Consumer Behavior (2nd ed.). New Jersey Prentice-Hall. Sherman, S. J., & Dhar, R. (1996). The Effect of Common and Unique Features in
Consumer Choice. Journal of Consumer Research, 23, 193-203. Strahilevitz, M., & John, G. M. (1998). Donations to Charity as purchase
Incentives: How Well they Work May Depend on What You are Tryingto Sell. Journal of Consumer Research, 24, 434-46. Wallace, J. P., &
Sherret, A. (1973). Estimation of Product Attributes and Their Importance. Lecture Notes in Economics and Mathematical Systems, 89. Walters,
C. G., & Paul, W. G. (1970). Consumer Behaviors: an Intergrated Framework, Homewood. Richard, D. Irwin Inc. Wells, W. D. (1975).
Psychographics: A critical review. Journal of Marketing Research, 12, 196-213. Wells, W. D., & Tigert, D. J. (1971). Activities, interest, opinions.
Journal of Advertising Research, 11, 27-35. Williams, T. G. (1982). Consumer Behavior Fundamental and Stra-tegies. St. Paul Minn: West
Publishing Co. Wind, Y., & Green, P. E. (1974). Some conceptual measurement and analytical problems in life style research, in W. D.Wells (ed.),
Life style and psychographics. Chicago, IL: AMA, 99-126. Zaltman, G. (2000). Consumer Researchers: Take a Hike. Journal of Consumer
Research, 26, 423-428. Zeithaml, V. A. (1988). Consumer Behavior of Price, Quality and Value: A means-Ead Model Synthesis of Evidence.
Journal of Marketing, 52, 2-22.



