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Abstract: A powerful brand could strengthen product position and make a difference from competitors.
However, building a successful brand pays a pretty penny so that firms could use brand extension to
introduce new products or employ the advertisements for brand extension to build brand equity, which
decreases the perceived risks and transfers their positive attitude of parent brand to new products.
Although many studies have been conducted regarding brand extension, most of them examined the
negative effect on parent brand and less focused positive effect, especially on flagship product. This
study discusses the advertisements for brand extension (including the advertisements of line extension
and category extension) and consumer involvement (including product involvement of brand extension
and advertising involvement of brand extension) on the brand attitude and purchase intention of
flagship product simultaneously. The main results of this study are: (1) an advertisement for either
line extension or category extension will increase the brand attitude and purchase intention towards
flagship product significantly, and the latter influence is bigger than the former; (2) product
involvement of brand extension and advertising involvement of brand extension will increase the
brand attitude and purchase intention towards flagship product significantly, and the latter influence is
bigger than the former; (3) product involvement of brand extension has no significant moderating
effect on the relationship between advertising involvement of brand extension and the brand attitude

and purchase intention towards flagship product.
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1. #&R

SE B G A (] DASR AL sy e (L - T B P A A A2 2L (Aaker, 1991; Keller,
1993) - {HZ > BT —{ER LAY TR A > MR (E frdr PLAnREAE( (brand extension) T
AHrEE L (Barone et al., 2000) > 3f ] FH i B ZE {o B8 5 2 7 v il A 2% (Gurhan-Canli and
Maheswaran, 1998) - HAfEF )8 B2 S R i R 1 ) REFE RS B R 72 i © (2 DM ERE R RS
FRAE A SRS I » 26 B AR A hSE 2 B TESUE A feI#%FE (dilute) RE&nf# (Chen and Chen, 2000;
Jap, 1993; John et al., 1998; Loken and John, 1993; Milberg et al., 1997; Romeo, 1991) » ¥k AE
ff 1% 2 TE )[Rl B e Al D& 28 - R Morrin (1999) 58 R snfe (TS HITE BE & 7 LR SLAEHY
sUfE - (HADZ AR HE R Re S B E BRI 2 - 5990 » BRI E PR (e S )
A A BRI o R IR R i U H S i) Z [BIBSCRAIT STl b2 S/ -
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7% John et al. (1998) 4 &L+ FRAMEITHAST - (HE HZ B AL AERUE - WA PR ik e fRey
IEAIEIESUR - Supphellen et al. (2004) 71 & PRE Gm b (e ¥ AR 28 Y IR IF O - (B2 LA
H AR ~ BRAHY ~ BANEIHY. . B/ (EFE Rt S 1E m [BIESeR - A A AR 5 R B
Y SRR RE A B B R T S - AR Rt — SR Eh O B S BOR DL RE S E R
FETR Y - DI RE T 2%

A HIPRET AR (e 5 B A - (flagship product) AYIE [FI[EIEEA5HE < & — (BRI %k
R R AR T S Al Hp R — A Re g i ek i TR S o 7RI - R A
WoEF Ry T HEE AR BIR R AR LSRG, (John et al., 1998) o &fE 2R K A 2 fn
AR (Johnetal, 1998) - I LB [ H20E | DHEE 2N A2 - (ERAEARIVTH
BT AeiA B SR (R 2 - (SR o B AR 7 e D RE M S R R S B R R 2 SR
EROR R R RE T TP HERE_EAYEE R - TS - Aaker and Keller (1990) - Baker et al. (1986)
J% Petty and Cacioppo (1986) &85 & M & & ) e an Ay E e R BR BR B saE i - i ff T aE &
WCHERN A L R B M SRR & TR SRS PG Y fH 2 4% - Aaker and Keller (1990) EEEBH S
AR B KGR il Ae AR = B - 11 anhFE (R SR m] S B B A B an R A B RS [
RS e - RIS AR S A RE & 2 B B B AL Y7874 - Maoz and Tybout (2002) 7k
MBS NGB RS IR - I e B R R AR - R EDS AR
EAEREE RIS (Celuch and Slama, 1993; Holbrook and Hirschman, 1982; Lee et al., 1999; Park
and Young, 1983, 1986) ~ &5 (Zaichkowsky, 1986) ~ ffi#HEEE (Laczniak et al., 1989; Suh and
Yi, 2006) ~nfEEEHIEE RS (Celsi and Olson, 1988; Suh and Vi, 2006) K i#EE7T /R (Slamaand
Tashchian, 1985) FARFZ AR - FE ZHIA T LRI mE LIS > Nkwocha and Johnson
(1999) ~ Nkwocha (2000) k2 Nkwocha et al. (2005) %5 M # &  AESLR AL ATy R A A
RFEE - RIEAZE NI ERE B0 A S e o 0 SRR RE A B B R P AR 2 5o -

AHFE LAA HAFE S 2 New Balance A SRR ZEHY NB 18 HIEE(F il AE ma A TH T - A
ST AR | (DB FEAAY s (R s (B meR e S A i ) N
FEanim RN R B 28 - QoI ER A (ARG SRR (R e P ARSm R (e B
) R E Y AR S B R S8 (3) T AR R (R 2 P AR £ e S fe
5 P AN TR ZE AR RE S A R B (e 2E R A -

2. MBKFRETELRREY
2.1 Fag g N
BT i K 25 i S R anhE (7 =0 (Keller, 2008) » SpoUE (2 FE s & . Ll
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) o R AL R A it LG HE S . (Gamible, 1967; Kotler and Armstrong, 1996) - Farquhar (1989)
AR (R 77 B R AE(# (line extension) feamfHE(H (category extension) RiMHZAY - FiiE 2fa
T RRARYE SR AT A SRR AR LR O S B I —(ER EIRY SR E ~ B
o s ROTERER = B0 - o] RTS8 i i 4% BiuaT4  (Classic Coke) ~ fiifE 4% (Coca-Cola
zero) ~ {KZELER]4E (Diet Coke) FAEHkA4E (Cherry Coke) ; New Balance 7\ S HHERREE ~ 18
R F AN o REERS TR EIESERIF - DIE IR RS R A o Bl
A EEESEERT New Balance 22 5] L New Balance i EBI IR eer 61 - —fiM S » 89%HHIH
BV B I Gnd R - 6% A - A 5% Hanh® (Ogiba, 1988) o AGAFEAIFRE L
PR A e B 5 R A S TR Y 2 2 RS R (e B & ) R SR e (e B o S e (R B e »
FEte TEMARESER T - DAL AT AR TR LA o NS (T A S T
RHVES - o BEAEHRE TTERENESERIT - DIEEIIA S E S - WEtHE
&7 7E e 1 TP =AY 2

BRERE TR MR AR AYRUR - PR A S (schema theory) fIPAFRES (Gurhan-
Canli and Maheswaran, 1998; Zhang and Sood, 2002) » [F&75E 7~ Sk a] AR R B —(E 250 - 1 dn
FERALE e A B — (I R B B BE AU TS3E  (Supphellen et al., 2004) © HZ » St {5 B
B i < e R RE S A S R AR 2 & B A E ATt - R A DBt —3HER © A
5y TR BIEAASIVAERGRE R ERIEE AR AEME (generic concept) HYE
PSS - B AT HARREWIRG ~ 155 - SREEHIIER (sequences of events) ~ {TEHEL{TEHY
lIEiFF & 4158 (Rumelhart and Ortony, 1977) o " EEEGR | RIE—HEEH ARV ER S - (STEM
FERATPRET RIS AT » PARGREAM e SR RIS AT i B T IR - F R {ay e S ey
R > — AT oy B s (subtyping model) ~ SHiECfE = (bookkeeping model) A1 5=
(conversion model) =f& - H.ro X LARTRA (AR AE S RAYRITE PR g (i - FIESHR S EEE L
¥ (Gurhan-Canli and Maheswaran, 1998; Weber and Crocker, 1983) o 2434 ERE SR A e i3
SMNEZE BB AN AR A > AR ARER o YRS AR IR © IRBECES A HY AL R & B 24
M A — (BB AR EEER - A — SV SR B R 2 BRI » ShAE
FORFIFAFAAEEELORTY - I FEAEAYE (Weber and Crocker, 1983) « [ SsEC I =UBUREHI A
THESRHETHYERE Z RS SRS - BUEREA ISR S BRI EEMELE - (HRER
7% I B i S e (S R AR A A TR A A8 - (L - B — T AR ey & AR i &

AN R S 4T o FrA YA E A A RE R R R - B - BREERR
— B MERRAVIE R - RFERERER AR HE AR (Weber and Crocker, 1983) -

Gurhan-Canli and Maheswaran (1998) FIIEE FysZ B8 E BRI o FEiE e s o s =k iR B

BRI EERENRAVIZE (the level of motivation) » fESEHAVIENL T » JHEE GIRIGHCH
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X EEFTA MR A EEER [ EESAYIEN T JHEEERIER o EIER - T
EREE—ENy (subset) HYEEH - AL AIATEAEE iR { T 2% Petty et al. (1983, p.139) ~ Kardes
(1988) ~ Maheswaran et al. (1992) & Gurhan-Canli and Maheswaran (1998, p.468) HJEHEL K, /EiA »
PEaE New Balance 22 5] =ifE FEEICETERI MG B2 NE SR L 2R EEE I
e BERHVEAS FTie RV S New Balance A E|ARKIEGILE R GEMIEN T 1 EE
AEREA S B e &S SRR L A BIE BRI TIE SRSV E 25 > LIRS NE RS BE - —
HzHram S egiike - HEEEEkt giREiRs - RIEAHITR R BT s
PRETIE [ LR &SRB AL - S e o iy 2 R A RUFE -

22 EHGREART L

AR A R SR SSRGS - KRS E LLmhRRE R B E BRCE TR (Aaker
and Keller, 1990; Andrews et al., 1992; Beerli and Santana, 1999, Fazio et al., 1989; Li et al., 2002;
MacKenzie and Lutz, 1989; Stafford and Day, 1995) - [R B M & HY LR REE B S EE e sp 2 H
BRI E1T R (Berger and Mitchell, 1989; Gresham et al., 1984; Gresham and Shimp, 1985; Kim
and Hunter, 1993; Li et al., 2002; Mitchell and Olson, 1981; Morwitz and Schmittlein, 1992; Polyorat
et al., 2005; Smith and Swinyard, 1983; Till and Busler, 2000) » [KFEAEHZEIE DM R TE S8R 32
R (e [ AR

RERE )R N R EARRY) - R LA SAHIRVEERIEEE ~ 5% MR R AT R
(Kotler, 1991) ° R A A ISR B A £ ESE P HIE S 1% » ¥ & P 2 Snf Y inhRRRJEE Rl »
1553 Lutz et al. (1983) J, Mackenzie et al. (1986) [H3T @ L iREERE T3 h T EEEES
BRHIEHE & M BB INE SR B S an R AT AR Y S8 A (A predisposition to respond in a
favorable or unfavorable manner to a particular advertising stimulus during a particular exposure
occasion) - EEEFEREENE AE AW EFIHE MY AT REE (Dodds et al., 1991; Schiffman
and Kanuk, 2000)  Z3R HIE A S ERIHCHEE - RHPRIEREVESE - MARGERIF TN T A
AR EERGAEE (Moorman et al,, 1992) - [AHER 12 = H I E AT Ry 3¢ A By mTRETE
(Schiffman and Kanuk, 2000) -

23 MEA R

AWFEEH John et al. (1998) AYEF » {OMBEE AR LS - KA MER N T HEER
RE SRR AR AR R AL > IR BT T - BRSLREEME 2 @ 4: (Johnson and Johnson)
FATEh RS 2 freEAkas (Nokia) o H mnfER i i PR e S i A i » AT SR B e AR e e 0
A e B L FEAHREAYTARE  (Supphellen et al., 2004) - Anderson (1983) ~ Collins and Loftus (1975)
Fe Herr et al. (1996) 32 FsimhR e AT (S (MEL R AYRABR4EAE o - MBS SR A RE RS



642 EHBLZLG

T 2R {1 1 7 s T 2 e 1 7 > S DA RARR 7 PR RS Y JE R i Py B 22 (Supphellen et
al., 2004) - John et al. (1998) 50 /AR 78 i i i 2 N B ELEBAY A i - FIRFAmhRAa A 2 Y
LELE FAE R fnol > RFREAR VAT T B SR RTS8 B RAIIH - PRI A R AR AR R A
AR - [EAh > BPHBEEMS @ ERELEZ SRR AR AREES  HEEREY
PR R A SRR SRR - i BB E A H B T R H R B Fi g HE
FERIZAGE o &7 DRIl » PRE SR e (e b NG 22 s B H S -

— RIS - EEELEEZECAN - BfES L O FEE RIS - Z PR i
SafHIAL > T BN R IR - I RSEAHE & Bha EE 45 T IEdE
RRIE - TS RRAY IR T RE S R 8 & B A R R 2 LAY &R, - B OB tE A
T 7R LR ARV R AL PRIF i e & A IR HAME (Darley and Gross, 1983) - (At »
B — (B ShS e B 5 (R IR » DM BB R AUBh T £ 18 B A T AT s S T 2 R A
o (L Gurhan-Canli and Maheswaran B = @t%{5 ) - IRy is BLEC TR 28 an RS HERE S /2 —
E0HY (Supphellen et al., 2004) » B [k T oA (e B 15 £ T T & SR S SR IR 7 Y e R RS S
TN E ERE - RIEEATHITHR DL N EER -

H1 : SRR & e R B AR A R R R AR -
Hla: §R&EfgEs  IERPEREESNSEEENEEEE -
Hib : T hRes | IR SR i S R R R R -

SRR R M B B RS IR E A EE 1 A — Ve GOl SE ) &R
—ECMERAE R CEULGnARAE ) B g FAlEE R (Gurhan-Canli and Maheswaran, 1998)- i) -
BHERRE TN R P A — B A B D e OB S R R 0 AT DRI 37 RO {ef 2
RIS SFE S - HRFEE SR AL (R {EEE (carry) BEZr&Efl (Gurhan-Canli and Maheswaran, 1998) -
DRI T 35 TR A B i AR B RO » SRR A G 78 B B R (535 ) (Johin et al., 1998) » [R[Jf:
[ERE 2 B S R R - R H DL TR -

Hic: fHER T méfdfEEs @ [ REEES ) B E S SR
K -

2.4 i %W~

AT LHELREE - Ry(E S FEE m s E Y BLE TR TR K ~ (EEE DU BB AT E 4250
MBSz 2 MHRARZIE (Zaichkowsky, 1985) « {E(LAu R [ESEISAVIHRAIE L » S AR2 AR
SY(E A FEREM: (Greenwald and Leavitt, 1984; Park and Young, 1986) - fHEIM A4 » AT E
PAUBIIE S A - W AREEER S » M EE — R OZBYNIT R - BAEREIRE
(Gardner, 1985; Park and Young, 1986) =(# % ATE/EHY (K (Balabanis and Reynolds, 2001,

am

FERTE R R IEHR

G



IR AE (R R DM B o A G rnin R RS L B 2 28 643

Homer, 1990; Martin, 2003; Miniard et al., 1990; Muehling and Laczniak, 1988) - %N miREE EH
A [E]H528E - Howard and Sheth (1969) 525 = A hl A (SE1)H8E 2 07 i 1 722 S R e A B
FVEARSHVAIE - T BAE SRR 2 A RO 2R © EST - Karson and Korgaonkar (2001)
FoHBEBERESN  EES AR EEREE SR EBRE - I ZRTEFEH
S iR S AR R SORGE B R A P AL (B0 > Prendergast et al., 2010; Xue, 2008; Suh and Vi,
2006; Nkwocha et al., 2005; Quester and Lim, 2003; Warrington, and Shim, 2000; Marks et al., 1991)
FIESH A (5140 Kokkinaki and Lunt, 1999; Laczniak and Muehling, 1993a, 1993b; Laczniak et al.,
1989; Muehling et al., 1991) » {HAIRIRGET /E s A& 7 A THEuhi e o) R R FEE A 5
FrEd: 2 S8 » LA FT AT FE LI 98 6R 1  (E5—IRAVE - AR b AhdE " i
FRAEAREE AR A ) TS JRBIDEE & S A S RSB A T EEERRAE St A 5 1
EEB AR T MR RESESA L TS IEDHEEBE e RSN - W2
HHIH AL

241 A &>

FE B A M B B R A A R E 5 H AR R AEHIRE S - JRBDS S & S Sn Y EE R
TR EOH B (E A4S TE A EBUEEE (Bloch and Richins, 1983) - & s AW HEE B G
B INENRIEAE ) - H &R T a8l 5 &) BE=20U17 &y (Roberson, 1976; Zaichkowsky,
1986) - — EL BRI E MY R - e E ARSI EE - T E R - AIEE
% H AR Y2 (Laczniak and Muehling, 1993b) » {2 s AN E ZHIF R - DS
B2 R ) S S AR E E N B SR M S Y i AR g
Rt EFHHIREE - B EBNEETHRE BRI B RIE R 1R - P AT REHE I B RE A B AR
TEE - WACE B EF LG - —BEREEGES IR ESHENES L - g2
B TSR P A e R S Y L RRR S IR A e R B B IR E T
(Laczniak and Muehling, 1993b)  [RIILL » JREE EanhR A A o ARE SRS - SR i Ao
AR EREE - 15 > B Bl (5 DS B SR SR (R R i Z B R A AR
FERERE T DRI RS A A R 28 iRl T 22 (Johin et al., 1998; Supphellen et al.,
2004) » JREN T SRR A SaB A IE S AR A Sn Y ARG TR R o R AR TER
PN
H2 @ TR RIS A | IER B & e RR RN B R -
242 B & H»

A A E S EEE A (Laczniak and Muehling, 1993b; Muehling et al., 1991) »
Krugman (1965) 52 %/ 4 AR M A B £ 3 T4 T DR B 5050 .58
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IRRE - B ANRE AR ERIE R B E SRR B R (arousal) ~ BLERFIEE >K
(Gardner et al., 1985) - Greenwald and Leavitt (1984) #5251 PO B S0 25 AT 50 S S
T NEEFHIRE - FTHHR RIS 2185 rJREfE= (the Elaboration Likelihood Model)  (Petty
and Cacioppo, 1986) ~ FEE5REREfEZL (the Attitude-Toward-the-Ad Model) (Lutz, 1985; Mitchell and
Olson, 1981; Shimp, 1981) LK #E&E:NEIEMEEZ (the Integrated Information Response Model)
(Smith and Swinyard, 1982) 5¥ /% 7F B &R FR0T - (B ARV S8 ARl RE s BRR P RO 1Y 2
(e

B ARBHSCE B AR &8 ARRERHE R - AR H B S ERE - B E
EB NEERARE - S NS P EHEE A 72252 (Zaichkowsky, 1985) <51 %52 (Bowen and
Chaffee, 1974; Laczniak and Muehling, 1993a, 1993b; Lutz et al., 1983; Lutz, 1985; MacKenzie et al.,
1986; MacKenzie and Lutz, 1989; Muehling et al., 1991) thi5HERENIELE S AFLE T - JHEH
AR S5 AEAFIRY - fRE Petty and Cacioppo (1986) FRrftliHyE% alpettist > P AEEAS
[ERyEEE - GEAEEDEMEBIES &R L - FrdtEE - SHEEEAE  EZ &P E A
B0k BerEROEETHE & MmhRRERE (Edell and Staelin, 1983; Olson et al., 1982; Woodside,
1983) - FERNArIREEAE (central route) HYERERELE < JRED - EOMBEE TR S AEA
RS RHEBENAGHFRR BRI HEE RN A AR RIS - &
Rz AR &S (Bettman, 1979) - JHE #4750 5 | > NI % B & i
EEAE IE AN SLAREEFE (Laczniak et al., 1989; Laczniak and Muehling, 1993; Muehling et al., 1991;
Petty et al., 1983; Zaichkowsky, 1986) FIfE EJFH (Petty et al., 1983; Zaichkowsky, 1986)- [E]f >
N IR EhE AR BRI R - D% SR SR o s i BN 40 A BEAnfR A T (John et al., 1998;
Supphellen et al., 2004) - ZEE0R e H 2 fn 2 SuiRREE RIS S B FEZ 2 1IE R 2 - RItEAT
FeiRt LA MBGS
H3: T RREEEEESA | IER R & R B R -
243 AEH B R 2 H» 0l Tk

Batra and Ray (1985) &4y T b A RES A o b AR Ry —TERFR AN A 5%
FYMEBRNRZEIVHE S ARG (Arora, 1983) - (HE & ARIEAE R (EF IS - 5 (E
FRREHUE TS [ 0U(E AN ERIRRE - LI A Ra 8 B B - R - b A (B Z RifFT 2
RAHY EBEG > MBS P AR R e 2 W E S T Em S (EaipA) - 885
HWEESAENETRRE  BEENRD > ADHEEEE T g ZEEEm AR ENES - £ 25
FETTEL AL RRAEFE R i BB - Zaichkowsky (1986) BIIFE Ay S A i B S LB I HIE 22
5o BmES ARG EESTE - REREEER - Hit > EEPABENS NS 5 S
DR B 2 P Y S R AR PRI B R 2t R 7 o ) R RE P A R R L
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R o NEEABFEEE H LU ERESR
H4 : AR T RS ESSA L - TR EREESA ) HEERE SRR

IEEREBK -

P AR S EE S A - EENAGH SRR RS E A THEIEM (Laczniak
and Muehling, 1993a, 1993b; Muehling et al., 1991) o &z S AN H B & 0] 5E a4 2 Snly & TR
FXRE > — BB B ESHB 0 E S & - & HEZ 0 KE L (Roberson, 1976;
Zaichkowsky, 1986) » Jth75HHY /8 L& BRI TR oK — 2 ROt AT sl E A A s A =
HIARRAME - BEAh - HR S A ael A KB BV BN S i s - PRI A T A 7
B~ BE RS R EE e B S I E S NS - NI E E S E B &S A ARYZE
ml o SEEESABGEZ EL - B THEER - B EMEREN RER A EEE
(Laczniak and Muehling, 1993b) - (It - " SfEMESE A | S8 T EmEELA 0
BB SR ARSI E B A A S RPN EE GRS - R SR (e 2
ZENRAN ABRS AR 1 DRI AT )i h f e RS AU AR 728 dn A T &2 2 (John et al., 1998,
Supphellen et al., 2004) » 7RE[ " SRFAEMFEE OB A o T " e EE SIS A L I T R E
FAL R REE IS R, Z FERA A - INEANTFERR Ll MBS
H5: TRpUEfERSA ) Y T REMRREESA L M R &0 SRR R RS

Z BRI EE 4 TR -

a

FEANEEER

G

3. AR HE
31 RETapFL

I FTA R GRETE R R i C BN S 85 (Likert-type scales) Zfi& - 1 (RFEIREARE
B TREFEEE -
(1) SohREfREE S

TEEBRERT - By 7 e DU — R an TS 2 S5 SR B (fay » ISRt RS S SR
RE o AW A SRS b B R A A S (A 4H R ERSEE - B 4H BB diiEE) FIRY
BB (A SR HEEESS - B 4H A RMIESIESS) - LA - BRAHDHIETE RS -
(2) EMBABEESA

Zaichkowsky (1994) {{#% Zaichkowsky (1985) #FREHY(E A A&EF (personal involvement
inventory scale; PIl) -2 HEIERE A H A EFR (revised personal involvement inventory; RPII) »
R A A B T YRS - HAERYERT RATE A i S AR S a B T - kR —
FHUEE (81PN AFER) o A0BL RIS AN (Zaichkowsky, 1994) » [RIHLEE S AFIEE &
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HAERAM T E -
() AnhFREEAIEE

ABH TR Ry IR 7 o < SRR RE S A R - L et al. (2002) DA Bruner (1998) &z
M E R AR B AnRRESE - AHFURRHIIL RS - — A /NE-EH - 540 IEEFRAIER A Dodds
etal. (1991) FrsdfErYE M & - [H5ERIHAYE > Dodds et al. (1991) FrasEry & FiHEEHE
B BB AR EBLAH ST H BV MR sEEEAEE 2461 - DIEER RS T T & -
(4) PR

AEAFERERIMER ~ FEle S H miiE A AR 2 i B S = (ER R - SRS S R AR S TR
ST HYHGE - B TR RC R R L A an R REFEAIE E R RE - Wolin (2003) 58558 iV &R EAZ
K& » Alreck et al. (1982) K Whipple and Courtney (1985) 7Ra A58 228 FrsERYf23z (feminine)
S5 (masculing) JE SnER AR REZEAE o AT SRR (EEIHIGL) — ARl F B h b5 il
FEah > A R R 2% - 5981 > Zhang and Sood (2002) s tH ARl & 0B LR
REVEFE - TR — OS] - Big - O9E S Haldieany S E i e -t Re Rk S
anf B R A TR A - Hahn et al. (1994) SR M ##ny B i fE A BB A2 - Aol REFHER
& (adopters) FHEELCEHENGHE (repeaters) 5 N ZHERDR o MBI B A A ACEREL
WEEERS  HHAKEEERES -

32 RAASLERER L2 Yl

ARBFEEE John et al. (1998) (Y55 Jufdat (pretest) DAME TR Al 2 58f% - 30 {irsz
FEOREE T E/RAEE] New Balance B » (HEFZE LSS —(E0F _L/0EH 2 5 K T AHERZE G m] DA Ry
New Balance Hyse AR MEEMR ? o RIEREEA 27 iz (90%) & {€iEE - 1E4h > New Balance
12 1976 5 - [s& w5320 KT I - #e IR RUHEEEHESE Runner’s World 588 Ryttt B35 —1%
ETEE 1997 4 > NB SRR Ry 2 E MR HEER YN B - [NIEFEE] New Balance - NB [&E(H
F— (B 08E (top of mind) - HoREHBERE Ry AT R 2 iR AE A -

Mattila (1999) 25 & HYfEE A - AR PR B AL (concrete)- Wright (1974) &z Leong
etal. (2001) JREgfE - P B AN E = DL E CHYE S2BRE I H T HE S i S A ity
FEmnAZ > NEEAWTFEBE R LIPS R A © oy T B2 B EE R T Jloa R A E
BT, > IR AR A (e B A5 e B P R iy - 1778843 H AT E S AR A i
EATRSETT - RGIEZNESESTREL R A NZEERER - AER SEtiEES
R ZEE BB IR ME— LB AR R SRR S R S TR - B ERA A4
KRANZPHEES » K SV EHEL S N IR - S8R L EAERENICHEEEIRAYZE -
FHERCEINS 14 R ZE (RS an © BEAD - By T RERRE S AV ooy B RS A 28 th YR R 2 E]
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HEEEEA N - SASEA TR - EUEERRER - DR e i m 2B 5
THEZNEHREENEL - &k > B T @R Z SRR RS m s HEE > S
anoEFE R AR (logo) Z&8E - 1M H A T TG EHIREL - MRS LR CEIR 23R mm 2 R
JREI -

33 REH%

AWFE EAEPRE B R AT R > 17 Calder et al. (1981) 325 [RIE MR AS EL B E M A E RERE
HebgEE L E ELAE RSB SRS RAVIR S - R R BRI RS2 AR SR MR R 7 T
AR S BRI IZ LA T RIS R SR EIR B Ry 2 I 52 - e SRR EI RS Y [E]
B R PR B Em A AU o SEAR DI RS M E R sT FA 2 AE R ERE R (e0.
Schlosser, 2003) - {HiE Stafford (1998) K Zinn and Manfredo (2000) ¥ 24— HZE
e i FEEGHEHS SN EREE RS - RETREE A LML (generalization) fy
I - Bxi% » ATl G LR SRR EEE A B R i - DASERHER A (cluster sampling)
HEATHIER - MRS ESEED - —E S - LIS ELEES - FrP e ENEE - FEASE
BB ~ HfE R R R G I T R g E B T E R -

3.4 K

HERLL A - B WiAHHEEAT - RITIRIGA IR A - R EE @55 —RAmil
TRyt - ARG N8 T BB RS 2 R 20RO A (e R S T e S
(NEESL A ~ STHEREEE L0 SRR AR B S B - DR A B AR (SR - Sl R H A
£ NB 18R H) - NN BHI#r EEEREN T EE% - SHENRESHA > DU S HEE
E S SRR AR B B R

AEFFCERIE BTk » EHER SR B R B HIALLEE - FIFLLERE R R TFRE 2
B A B HEEET BT (R B R B T B S - CLERIS XY 2882 DL New Balance AT BV ELEE F
T AR BRI  NB A R 75 7 NB IR > eT#EILER A Sy & - nyasiisis
B ER RS EAEN il s Ei A S 2 EE Y - SRER T (RS0 HETT
I SEAAEE Gy SRS EUN YRS (NI N = PS VRPN 61 U KSRy L i
BEE NOEFERMCTHER WA BN ANBUEZ » SR E IR S i 2 Ehs
B R IERENE o (ERTRINS S - F THEm IS Bt R DU IR B A R - el A s
B F A ER B B RNy - EH Y SR AE New Balance 23 T A 8KE [HEHTRG b F RS 21 THY SI&
AVEE R - W ERE L T2 UEE » TEIRNINSES - 35402 NI S 4R B 25 R i e B s & —
RS LA 25 PVBLE IR R BN e 2 TR SN 1 B e 2
EUEE I ES L (Supphellen et al., 2004) - EEE5E% - BIZIULIE] > TS > #RURR] R E
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—4HZ FTA 2R ABEER Z S - LR HIE A B & Ealay T4 - s BEE 2 AN
P Z2Z5Y A~ B Ry4HNE S RIBE Rt dm i A [F) <2 HIAH R IREA -
35 BRENE A,

AT B A R A TR A AR T AT S ASRUE pT » 455 0R 1 R 2 Fos T i
HAREFE | 2 Cronbach’s o 55 0.95~" FEEEH | /% 0.95~T FEESH A | 15 0.96 T 525 A | 5 0.96 »
Fr A f&:&HY Cronbach’s o (4835 0.7 » BURHIE TEHEAHE RIFAUEE (Nunnally, 1978) -

R AT 2 8FIISFRIMILE2MTEAT] - HAEMGIEEEAT - GEHEBOBHEE
FEEF MG EE - AR H RS E MG N R - it 230 H B R —ENNERUE
(content validity) - ABFZEAESE Fornell and Larcker (1981) ZEz#1y4 S FNZ & A& (factor
loading) -~ 4H&{EE (composite reliability; CR) FISEt5ZEE % & (average variance extracted;
AVE) - FTAEEAVNZ & T &=/~ 0.76 F] 0.93 [ - HZEF( 0.05 FUBHE /KA » R E AU
%% (convergent validity) (Bagozzi et al., 1991) - VU{ERE &AT4H A FE RIS 7+ 0.81 51 0.93 7 fif »
kAR 0.7 - 2% Bagozzi and Yi (1988) FfgVERAE - LD - B{EMSSH YRR R A 0
0.58 £1 0.68 Zfi - #8i4 0.5 » JRZEE] Bagozzi et al. (1991) Frfg 2P - It - A ERHER
— ERR AR -

EERI3E (discriminate validity) #E#% Fornall and Larcker (1981) FrigH Ay 7 A NNIDLERE » %5

EEFISUE o ARFEd e e B AFER - MESLRRRRE 5 R AR (R d s (r=0.84)

{H Jain et al. (2000) Jz Shimp and Stuart (2004) EYRTFET > RZ RN 230 S AR (FHER %L
537 F5 0.91 J 0.86) -~ BUEMIRE S EAE Ry AT EUENE 75 - L4 > Bagozzi etal. (1991) LA
J% Segars and Grover (1998) 7R i #i& o (W (&l B A S Sl AR BR (A B8/ NS 1 RIEE 2 A & il
R - R 2 AT BEEHR B EREEEEE /NN 1 RIEAR SRR —EREAY ]

R1 PEESHITEE - FEE - EREERUEER

WA TEm BEE o EEARE  Gair LR

BEE
SHfREE 5.70 0.97 0.95 0.85~0.88 0.90 0.60
M= =R 5.94 1.07 0.95 0.91~0.92 0.81 0.68
EERH A 4.14 1.11 0.96 0.84~0.93 0.91 0.64
BV N 4.62 1.05 0.96 0.76~0.90 0.93 0.58

it T RPFTANNER AR p<0.05 -
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R2 WFEESHINERABRERERE

= nrhRE S fEE R FEGHHA BEEHA
bR RE S 0.60
T E R 0.84 (0.07) 0.68
A 0.38 (0.05) 0.28 (0.04) 0.64
FEESA 0.45 (0.05) 0.41 (0.05) 0.56 (0.06) 0.58

it HAGRIR S BT RSO IR R R 1R h 2B BIE - ROFTAEIHRBRER 1
LA p<0.05 -

4. REFERAD

AIAFE—3L3E T 215 (4 - B0 213 ) - ARLE 204 {77 (A ~ B4 102 {53) - H55
PEAL 81% » 204 19% ~ SZHEEYAFHE Y 22~63 5% ~ #iiA NB 12y H Al 7s 0~16 & »
Hrpr 80%HZ A 1~6 & « fE53A 7704 FERA Zellner (1962) $2HIAVIT LA AHRA A A
(seemingly unrelated regression model; SUR) sk fiis<: 85 » T3[R R B AT s (Spsas
FERIMEEERE) ToHh il Er S Eekt R - WEE RIS E SRR - BB A - EESA
FEIFHRY o bt R R R— A AERARY B T R B = - SR A IR S A FE AR
AR - IR MG LAVER - RIEEFIH SUR mIlETH AN R A S HE -
PEAN - B E S A B S ATREIF(E " 354314 > (RILFIFA Lance (1988) Y " 5&z=rink
(residual centering) | ZREBRILIARE » TREISEDAACGIA (BB AXES B A) FEH - Em
HATIES B ATy 5 8% - M EE NN J57% (ordinary less square method; OLS) fliffiE7s
P LARZ I RS T AR (REREE S (proxy variable) » HHELOKFAE -

41 R HEE* tig T

AT REEEA therE - il HEEE T e fES ) M T ST ) Ak
IR S AR M E R 2 R - SRR T TR S ) 1R WEHH
ﬁ i nnHAn AR (t=10.621 - p<0.01) AURETEHE (t=7.209 > p<0.01) B ah &R AE(H B T fy

» USRS R SE R Hla > JRR T SRSRAE R & ) IE A5 B A A SRR RE SRR E R
FE o B BIE T E S ) & o 2 B A A SRR (t=12.840 » p<0.01) A
JEEERE (t=12.661 > p<0.01) BB MBIEREERTAE - IR EEE Hib  JRE1 T i
SR ) IR 1A 52 B e An Y LR AR RE A R
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42 {3 p i A #F

ABFFEEIRLLF R p EETEMRITIRE » % 3 Pt —~ 0N - ik R
Pevl P S EL R - L p {5 0.01 B /KSR - (RBE VA DL LRI U AIRRES -
R B EE - PSR TP B R B R -

HA - SUR ity system weighted R* AT ofIfSt (RRRES] - 50 = ~ 3519 system
weighted R* 5385 2196 » BELRERNEE A 2196 T tsist e « M — RAA THER  T4F
) I T AR R ) TR - B BT AERIEES - A T
SUEMISES | » 6 FBETESR DS AR I S B R A (B T S | (0 PR
Rl (B = Bra=—036 p<00L: Bygppg = Ppi=—056 > p<0.01) ~ BT "SR
i ) B SR R E R R - th T RGUEMERS | BEA - IRER
Hlc -

R S DA RS » DI TSR A - 5 BT s DA A P o B T o 2
B TERE RS ) AVRBUIEE IR A (B, =—026p0.05; fy=—048-p<001) T
EEG A L BIRBETEHUSIEE (S =029 p<0.01: f,1=023 > p<001) - ft3k MERIE !
WA OIE R R 5 SR RETE RIS R - LSRR H2 -

P PRI R R - IO TBEESA LGSR R R R - TSR
s | AGEOEBIEEEE (marginally significant) (B, =—0.21 > p<0.1) - F5LUREE EEE A K
SR T RIS ) GBI A (Spi=—041> p<0.01) - s LS HRAE REK
EEBR B T B A WO R IER (S, =0.38° p<0.01; f;=037>p<0.01)
R TR A A | O IE e B RS T AR R R B R LSRR H3 -

R 71 ISR — R » AIA TS A L R TS A T SRR DL
R T BRI IR IEEE L RIER (5,,=018 > p<0.01) - HELFBEERAIRES
TR HI BRI (Bpi=0.110 p<0.1) - I st DL ST RO P S B R e
TS IR EEE I RIEE (S, =027 p<001: K =031 p<001) - fEAh - B
Fiffg system weighted R* @5 = RIMIA R (0.23>0.18 2 0.20) -tk TEab AL R T
A SRR A S RS R B R BT F BRI - BN LU T R SRR
AIA TSRS AXBESA | (ERITAGBO IR - (% T RIEMESS A I
FETHE TREEMESSA ) R RS RN R, AR IR
Bt HS -

HR - APBR IR » S L SHRPAS R SO LR (B T MR S A
S A 7 ) 5 O S I E R T [ e T M (RSB AL o (B



® 3 OERAERER O IEER

B — BT B = =g A 25N
TARREE MEEER SRR BEERE SRR EEEE DR EEER SESE BEEE RERE EEEE
i 454*** 451%** 4.72%** 479%** 357" 3.87*** 3.20%** 3.30%** 2.91%** 3.12%** 1.79** 2.14%**
B (0.32) (0.37) (0.32) (0.37) (0.35) (0.42) (0.37) (0.44) (0.37) (0.45) (0.81) (0.99)
0.46*** 0.66*** 0.43*** 061 0.56*** 0.72%** 061 0.79%** 0.64*** 0.81*** 0.65*** 0.82%**
HER (0.16) (0.19) (0.16) (0.18) (0.15) 0.17) (0.14) 0.17) (0.14) 0.17) (0.14) 0.17)
0.01 0.01 0.01 0.01 0.01 0.01 0.01 0.01 0.01 0.01 0.01 0.01
e (0.02) (0.02) (0.02) (0.02) (0.02) (0.02) (0.02) (0.02) (0.02) (0.02) (0.02) (0.02)
ERTHEAH 0.03 0.07** 0.04 0.08** 0.01 0.05 —0.01 0.03 0.03 0.02 -0.03 0.02
pEEESEE  (0.03) (0.03) (0.03) (0.03) (0.03) (0.03) (0.03) (0.03) (0.03) (0.03) (0.03) (0.03)
AR AL 036" -056"** 0.26™* -0.48™** 0.21* 0.417** 0.19* -0.40"** 0.18* -0.39%**
s (0.12) (0.14) (0.11) (0.13) (0.11) (0.13) (0.11) (0.13) (0.10) (0.13)
. 0.29** 0.23*** 0.18*** 0.11% 0.18*** 0.11%
EEmmA
(0.05) (0.06) (0.05) (0.06) (0.05) (0.06)
0.38*** 0.37*** 0.27%* 0.31*** 0.28%** 0.31***
BEHA (0.06) (0.07) (0.06) (0.08) (0.06) (0.08)
B A -0.06 -0.05
EEA (0.04) (0.05)
F1E 6.22 9.14 7.06 11.41 14.09 13.07 15.91 16.62 16.00 14.47 14.15 12.59
(p &) (.0005) (.0001) (.0001) (.0001) (.0001) (.0001) (.0001) (.0001) (.0001) (.0001) (.0001) (.0001)
R g 0.07 0.10 0.11 0.17 0.24 0.23 0.27 0.28 0.30 0.28 0.31 0.29
System 0.07 0.11 0.18 0.20 0.23 0.24
weighted
R2

FE L TR PR (URBEA (VS24) T RIS | REREE > (REELGEGES (VS BEMEEMHES) -
2. %32 p<0.1; % %% p<0.05; * x %3 p<0.01 -

MEILE Y ¢ G R 5 S o) Tl

g
T

L
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Prsiisss e = Baiva=0.27> Bz smemsre = Poinva =0.18 ~ By \ etz = Papi =0.31>
Breseo nawerzsm = Bringi =0.115 R o B35, =0.28> B inys =0.18~ P =0.31> [0 =0.11) »
BESZRFEGE HA © & - (ES—$RAVE > B~ SEBUR - B E A Sn A Sn R RR A
R RS R 2

5. fEmEER
51 %%

B2 New Balance EJiEEE S NB 1@ ISk TERE - st MMEIIES « B AR
3 A R R RER R E R © SR - — (B EL T A S (S
S R — R R - SEGETI S - SRS ) F T RS |
RO 5 TF ) S R FEE A S R T L e N BRI o ST RSB A
R TS RREEA , HE E F E S S RE R IR B - T HLA B AR
AT o {HR T RS A B TR A R T S SRR RIS E
BE ) BRI THIER - QR A - Rk BB S e R S
Pt -

52 =3 T4

AT B TSI SRAEIE & | & TF 5 O SRR R R B R
AT FAE I T 2 el B/ b B » DR AT S8 AT A B LR J2 = 5300 » DA T i
AR SRS R E R | (0 SRR B 2 O BT 4 - BT DS P LA B e
A {5 S ARS8 S 22 - 00 M TR0 Supphellen et al. (2004) {8 B A (L9~ BLARHY -
ELAIE T 55 /(B REA  OF f BIACR AR 8 - % » AWFEIAZE S5 A RS 5 A
SR PR U S I E TR A - B BT A L A -
1% ACHZEE John et al. (1998) HIHFIE B TBL— (BT BT IER] » A1 1 B - s o] fs
TS T R A (S A P R (F— (S BB PR A R AR - AR AT

R CBTRE PR IR 7 AR (RN PR (L - SRR 2 /s AR B IR A - Johin et al. (1998) HIIEL
T FFE VB RS TR EN SR (image) A —ELHYSHRRAE s - ST A AL AT ] REE LAY S I #R

T - PEREREUED R B2 S FTER A - (B H EEEm L R A A [E] - A FERIRTFe4S R - i
1 w1 A (e A A i Z IR BB RE I EE R R ISR - 1T L& SRR £ H
B RSB IER AE fr » tSEUE (R SR R CE A R ALE SR B Ry s A ) -
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A feb AR E s TR

TEMH HIH

A& LA A FIBEAE A A

i HEYNYIEHE HAHRTE
ff

i et LA A )it

HEfi HERHIE RS R

1 1T

ENGE John et al. (1998)

1 TR 2 R e 2 S FA

5.3 F R &

T 2 R P LUK B IR AP B Y P i B R AR T T RE 5 AE 8 - SR AT RE R LR
PRIZE anf B E5 8RR R i e LA P B (Kotler et al., 1999) » FEREAER IEFE BRAVIRFH] - &
SRR RBIZR - Kolter (1999) SRR fnif A\ BT BE M & B S LA oy B2
I EARER Ay HEDH S E R - LR B an VA AT - RS > A anpE R
AR A SR SRR S = > BT AT I KBRS AV EE Sl AL IR Y - IR TH BB A
(AL RE B B AR TR - Kolter (1999) JReE Ry e dn/a H P& SR LR HEH 742
FEAREE A A a0 TR, T AL ) A SR e S T ARG - T Sl
A AR A > RS T EAVENICR (Supphellen et al., 2004) - FAHTFEATAL - [
IR ot AL (e B o S T 7 Yy S PR RE FE M R A AR TE I 28 - BT N B fIER —
REEER > DR RorimhA AL foft g o P 2R N e G FE RIS OB > B T @S s T EE rn I T 5 A R
b > B AT IA L ] AR 2 AL TR A © JRBI - M T SR (R B R B Y 22
EEFAEE RS - DEEIGHRES s ZHEE -

S EERTIHA RS HHERIE - anhfi (i B f R AR A A R A SRR RE Y
sBMAARE > Hoh A (R S LR AR AR A i S AR R TR - gt A (R S P RE
2 &R o B e EEETHRER O 1A o T R ES A T ST E S
A HvE AR A Y R RE A R R A AR B MR B - T HAREHAYZ BB ATE - RIET
B\ SRR M & SR A AR R R NITT Rl - JEFIIG B & T S s A M1
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FRAEER S A > B2 HINMEERIRIEER R > JRR > a0f[iks DH S B S A B - i
eSS  BITHAREBEENZI5E - H3E - BRI T iR EmSA ) Al
AETE T ARSI N R Y R R R R ) IR o MR
e e R e AR RS 22N - iR i 2GS > NG R SREAER -
BEERELTHRIEM - &i% > SEAAMERLIEA TR - (B AN Ze4E R 7] DU B 4C
NEITAR - HRRBURBES RS (NB 12HEE) HYamhR R RI R R A 2 - (NIt
1798 N EAEA B T RIS - bR 7 R AN EHEE (B1) Fh - INE— G BRORBH %Y
TEEEEE (L) o DUERE IR i 2 S AR

54 B3 U E A KT 2SR

Hiw LS - AW E BRI AR 2 S0 - BEZE R AR e o B
RE [FJIRF = B R D BN SR D HY SR REAE (e SR S A 2 V52 > R ERSE M - HX O BA AR
RO EL At T 7 Y P it S AN 92 2 IR SR AT 5 v i [0 AR A o S RO 7 it 9
A [E] S a2 #2%2 (Supphellen et al., 2004) - ARBFEHRGT RGP ABLE S 05 AR
an e RGP B RS2 B - BRI T BRI R ER O (B R RS A R BINE S —(E
ARSI © 95 - REBRA RIS SR RIS (RS R - 2SR A hm EaEE P
HHEHBWEREA - AHUTEE - BRI REM T REHE ZEF o sttt s
Rt - R REITE RS - A1 > AWTFeRIUE s A - EHEs SR b e RS AIFATESE -
MBS R RETREZIE - NS ASEMET AR E R T ETESR - NALIEEEER
GERHMEE - SEERINRIE - RILES ORI O WY FIREE A 2o B B B MIHVAE R - (HER
RTINS LA R R T B By > DULEECHGE R - 3 IV A RIS EZERN A -
SRR TS AV P ATEFTA AIRE i R IR EE R RIS T RN REEH KA - 5941 > K
WS AT S o Ry BN A b > — R R HUB NGRS - T EBRGERUNEE - R
T E S S R RE FE N B R A AR 2 B AR IE m] S PSR andE AT 20 > DACEBCHAE R -
Ai% > EEAn R (A S R B S R A o S22 e R S —(EE R e T )
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