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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 (] DLSR AL sy e (L » 1 T B P A A A2 2L (Aaker, 1991; Keller,
1993) - {HZ > BT —{ERR YRR A - WP (E frdr PLAnREAE( (brand extension) T
AHrEEh (Barone et al., 2000) > 3f ] B i B ZE {d B8 5 2 2 o il A 2% (Gurhan-Canli and
Maheswaran, 1998) » HAfEE ¥ B2 S o R 1 [ RE FE RS B B 78 s« (H2 DM ERE R PRE T
FRAE A RIS I 26 B AR A hSE (2 & TS A (eI A% 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 TEm) (B B e Al D& 28 - 8 Morrin (1999) 58 R rnf (1S HITE FE & 5 LR SRR
sUfE - (HADZ AR HE R Re S B E BRI 2 - 5990 BIOCOREE PR i (e S )
A A » BRI o R I A i CCH S i) Z [BIBSCRAT STl b2 S -
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7% John et al. (1998) &L+ FREMEITHHST - (HE HZ EAE A ERUE - WA TR ik e fifey
IEFIEIEESCR - Supphellen et al. (2004) 71 & PRE Gm b (e ¥ AR 28 Y IR IO - (B2 LA
HHAEHY ~ RAHY ~ BANEIHY.. B/ (EFE Rt 15 m [BIESeR - AN AP 5 R B
(Y SRR RE A B B R T S - AR Rt — PR Eh O B SR DL RE S E R
FETR Y DI ST 2%

AR HIPRET AR (e 5 S A dn - (flagship product) AYIE [ [RIEE55E < & — (BRI % dhn
R R AR T 2 Al Hp R — A Re g i ek i . TR S o TR0 - R A
WoEFR Ry T HEE AR BN A EASHYAE S, (John et al., 1998) o & 2 K T 2 fn
AR (Johnetal, 1998) - LIRS [ H2HE | DHEE T2 N 2B - (ERAEARIVTH
BIRT - AeiA B Sk (R 2 - (SR LR 7 D RE S S R R S B R R 2 SR
ERUER R B RE A T I HE RS EAYEE R - TS - Aaker and Keller (1990) - Baker et al. (1986)
J% Petty and Cacioppo (1986) 5./ H B Er i e sy & SR B ER B B AE I fERs - (AP mT RE
WCHERN A L R B M SRR & TR SRS FAL Y JE 2 4% - Aaker and Keller (1990) EEEBH S
AR B KA ] ge AR = B - 11 anhFE (R SR m] S B B A B an R B RS [
RS - RIS AR S A RE & 2 B B B R (i HY7E 74 - Maoz and Tybout (2002) 7k
MBS NGB RYES IR I e B AR o 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) ~ f1fi#AEE (Laczniak et al., 1989; Suh and
Yi, 2006) -~ hfEEYAIEE RS (Celsi and Olson, 1988; Suh and Vi, 2006) K i#EE77 /R (Slamaand
Tashchian, 1985) FARFZ AR - & ZHIA T LRI mE LIS > Nkwocha and Johnson
(1999) ~ Nkwocha (2000) k2 Nkwocha et al. (2005) %5 M E &  AESuR AL Ty R A A
FFEE - RIEAAZE AN ERE B 0 A S o 0 SRR RE A B B R P AR 2 5o -

AH7E LAA HAEFE S 2 New Balance A SRR EEHY NB 18 HIEE(F My il RE ma A THE - A
BT EEVANT | (DB FEAAY s (R s (B meR e S A i ) N
FEanim R REE MR B 28 - QDI ER A (BIHE SR (R e P ARSh R (e B
) P E Y AR S B R (3) T AR R (R 2 P AR A e SR fe
5 P AN TR ZE AR RE S A R B (e 2E R -

2. MRKEREY SRR
21 mWput g EEHs
PREDTHTE SRS SERE LRI (7= (Keller, 2008) » SERAUIE (2 AR A 5 FHEL 17l
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) o R 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) FiMHZAY - FiiE 2fa
T RRARYE SR AT A SRR AR LR A O S B I — (BN EIRYRRAE ~ 5O
o~ RTERER = B0 - o] RTS8 il 4% BT 4 (Classic Coke) ~ fiifiE 4% (Coca-Cola
zero) ~ {KZELER]4E (Diet Coke) FAEHkA4E (Cherry Coke) ; New Balance 7\ S HHERREE ~ 18
R F AN o BERERS TR EIESERIF - DIE IR S R A o B
A EEE SRR New Balance 22 5] L New Balance it Bk eer 61 - —fi S » 89%HHH
BV B I Gnd R - 6% A - A 5% HanhR (Ogiba, 1988) o AGAZFEAERE L
PR A e B 5 A S TR A Y 2 2 RS R (e B & ) R SR e (e i o S (R B » AT
FEts TEMARESER T - DAL AT ShR AR LA o NS (T 2 S T
RHVES - o BEAEHE TIEAENESERIF - DIEEIIR S L E s - WEtHE
&7 7E e 1 7P =AY 2

BRERE Ry TR (RO - PRI A S (schema theory) fIPAFRES (Gurhan-
Canli and Maheswaran, 1998; Zhang and Sood, 2002) » [FL75E > Sk a] AR R B — (B 550 - 1 dh
FERALE e A B — T B B BE A2 (Supphellen et al., 2004) © HZ » St (B o B
MR in < e RE S A E R AR 2 & B A E A TTERE - R A DBt —3HER - A
5y TR BIEAASIVAERGRS R ERIEE AR LRSS (generic concept) HYE
IS - B AT ARG ~ 155 - OB CEHIIER (sequences of events) ~ {TEHELTEHY
lIEiFF & 4158 (Rumelhart and Ortony, 1977) o " ESHGR | RIE—HERHF AIERAVER S - STEM
FERATPRET RIS AT > PARGREAM e SERI AT i B T EIHIEE A - F iR {my e S ey
AR — AT oy B s (subtyping model) ~ SHiECfE = (bookkeeping model) A1 5=
(conversion model) =f& - H.o X LARTRA{EARAE S RAYRTE PR g (i - HIESHR S E L
#f (Gurhan-Canli and Maheswaran, 1998; Weber and Crocker, 1983) o 4B a7 A2 i3
SMNEZE BB AN AR A > AR ARER o YRS AR IR © RBECESAEES HY AL R & B 24
M A — (EBILR AR R » A — S (P R B 2 BRI - A
FORFIFAFAAEE LR - I EEEAY 3 (Weber and Crocker, 1983) « [ s#EC I =UBUREHI A
THESREHETHYERE Z RS SIS - BUEEA ISR S BRI EEMELE - (HRER
7 & B S e (AR A A TR AY A8 » (It - B — T AR ek & AR i &

AN R S 4T o FrA YR E A A RE R R R REI R - B - BREERR

—EMERRAVIE R - R RRRER AR HE AR (Weber and Crocker, 1983) -

Gurhan-Canli and Maheswaran (1998) FIIEE fysZ B8R E EHR A o R e s o =k iR B
BRI EAERENRAVIZE (the level of motivation) » fESEHHAVIENL T » JHEE GIRIGHCH
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X EEFTA MR A EEER  EEESAYIEL T JHEEERIER o EIER - T
EREE—EN Sy (subset) HYEEM - AL AIAFEAE B g (T 2% Petty et al. (1983, p.139) ~ Kardes
(1988) - Maheswaran et al. (1992) & Gurhan-Canli and Maheswaran (1998, p.468) HJ#HEL K /EA »
PEaE New Balance 22 5] =ifE FE B ICETERI MG B2 E SR L 2R EEa It
e BERAVEAS FTie iV S New Balance A E|ARRIEGILE R GBS T T EE
AEREA L EE B e &S SRR L A BIE BRI TIE SRSV E 2% > LIRS MBS BE - —
HHramy S egiike - HEEEER L giRERe - RIEAHITR RECHO s
PRETIE [ LR SR B AL - S e o iy 2 R A RUE -

22 EHGREART L

M EIEGR E R BE S VERGETHS - K& LLmhRRE T B E BRE T2 (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 HE & 1Y LRREE B S EFE e sp 20 H
EIREE1T 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 ST 1
mrhFE e AR R

RERE R N R EARRY) - R A SAHIAVEERIEEE ~ 5% M REE R AT R
(Kotler, 1991) ° R A e ISR B A £G5S P HIE S 1% » ¥R & P 2 Snf Y inhRRRJEE Kol »
JlE£:%#% Lutz et al. (1983) J, Mackenzie et al. (1986) [WH3T @ L iREERE T3 h T EEEES
BRHIEHE & M BB INE SR B S hn R AT AR Y S8 = (A predisposition to respond in a
favorable or unfavorable manner to a particular advertising stimulus during a particular exposure
occasion) - EEEFEHEFENE AHE AW EFIHE LAY AT REE (Dodds et al., 1991; Schiffman
and Kanuk, 2000)  Z3R HIE A S ERIHCHEE - RHPREREYRSE - MARGERIF TN T &
AR EERGAEE (Moorman et al,, 1992) - [ LR 12 = H I B AT R3¢ A By nTRETE
(Schiffman and Kanuk, 2000) -

23 MEA R

AWFEEH John et al. (1998) AYEF » TEMBEE AR LS - K EMER R T HEER
RE SRR AR AR R AL WIE BT T - BRSLREERE 27 @ 4: (Johnson and Johnson)
FATEh RS 2 fraEAkas (Nokia) o H hnfER B i A e S iR s i » =] SR BoR e AR e e
A B B L FEAHREAYTARE  (Supphellen et al., 2004) - Anderson (1983) ~ Collins and Loftus (1975)
Fe Herr et al. (1996) 32 Fsimhf i EAT (S (MEL R AYRABA4EE o - M &S SRt R Ay RE RS
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TR 2R {1 1 7 s » T 2 e 1 7 > S DA ARR 7 L PR RS Y JE R B Py B2 (Supphellen et
al., 2004) - John et al. (1998) 750 AR 78 i i o 2 B ELEBARY A i - FIRFAmhRAa A 2 Y
AELE AN R s > REREHR DIV TSR B I A8 B KR - RIS OB AR AR St hAE
AR - [EAh > BPHBEEMS @ EEELEZ SRR AR AREES  HEEREY
PR R A SRR SRR - i BB R E A H BB R H R B Fi g e
FERIZAGE o &7 DRIl » RE SR e (e NG 2 s B O B -

— RIS - R E SR EZECAN - BfENS L FE RIS - Z PR i
SafHIAL > TYEA R SR IR - L - RSEA B BE E 45 T IEHE
RRIE - S RRAYIE RS S R e & B A R R 2 LAY AR, [EIRH OBt E A
TP 7R LR A R R A PRI e & F IR HAME (Darley and Gross, 1983) - (Rt »
B — (B AR B 5 (R IR » DM BB R BT 52 8 B A TR AT s S TR 2 by R A
o (L Gurhan-Canli and Maheswaran B = @t%I5 ) - IRy is BLECH ARG 28 an RS HERE S /2 —
E0HY (Supphellen et al., 2004) » B [k T4 oA (e B 75 £ T T & SR S SR IR 7 Y e RS S
TN E ERE - RIEATHITHR DL N EER -

H1 : SRR & e R B AR A R R R AR -
Hla: " R&EffEs  ERPEREESNSEEENEEER -
Hib @ T fhRes | IR e i S R R R R -

SRR P M B B RS IR E A EE T A — BV GOl SE ) &R
—EUMERAE R CEUDLGnARAE ) B g FAlEE R (Gurhan-Canli and Maheswaran, 1998)- i) -
BHERRE IR R P A — B A D S OB S R R 20T DRI S RO {ef 8
RIS SFRE S - HFEE SR AL (A (carry) BEZ3r&Efl (Gurhan-Canli and Maheswaran, 1998) -
PRI T 35 TR R B i AR B RO » SRR G 78 B B R (535 ) (Johin et al., 1998) » [R[Jf:
[ERE 2 B S R 2 - R H DL TR -

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

24 ‘F" ‘fzf o »

BN TR OELIREE - Foldl N BT s B B TR RROK ~ (BB DA SR A 2 4 58
HIBLRZ 2 FHRAFZE (Zaichkowsky, 1985) - {E (L[4 EIHSAVMHBAE A L » =i ARZEERER
SY(E A FEREM: (Greenwald and Leavitt, 1984; Park and Young, 1986) - fHEIM AT » sRAIEHTE
WMBIEE e - W ARREEER S EELE —EEROZEVNITE - BAERIAE
(Gardner, 1985; Park and Young, 1986) &4 AFEEHY =K (Balabanis and Reynolds, 2001;

am

FERTE R R IEHR

G
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Homer, 1990; Martin, 2003; Miniard et al., 1990; Muehling and Laczniak, 1988) - %N EE €H
A [E]H528E - Howard and Sheth (1969) 525y = AV hil A B0 H 8 2 07 i 1E 722 S R e An B
SRS AR - T HAT Ry BEREE EARORAYAREE - YT - Karson and Korgaonkar (2001) &%
FoHBEBEREN  EES AR EEREE SR ERE - I ZATEFEH
S R e S AR RA SRS B R A fnP 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 (140 Kokkinaki and Lunt, 1999; Laczniak and Muehling, 1993a, 1993b; Laczniak et al.,
1989; Muehling et al., 1991) » {HAIRIRGET E s A S8 2 A TR e o) e R FEE AT 5
FrEd: 7 S22 » IRIEATAZT AR FE b 98 6R T  (E5 IRV - AR b AhdE T i
FRAEAREE AR A ) TS - JRBIDSE & S e A S RSB A T ESERR A S A 5 1
EEB AR T MR RESES A TS IEDHEEBE e SR - W2
HHIH AL

241 A &>

FE % AR M B R A A R B T H AR R AEHURE S - JTRBDS S & S S EE R
R EOHE A (E A4S TE A EBUEEE (Bloch and Richins, 1983) - & s AW HEE B G
AR INENRIEAE ) - H &R T a8l 557 BE=21U17 fy (Roberson, 1976; Zaichkowsky,
1986) - — EHLEBEIMHRE MRS - WEEA ARSI - BB - AlEE
% H AR Y2 (Laczniak and Muehling, 1993b) » {2 s AN E ZHIFHE - DS
B R ) SRS AR E E S B BB M S B i AR g A
Rt EFHHIREE - B EBNEETHRE BRI B R R 1R - P AT REFE I B RE A B AR
TEE - WECE B EF LS - —BEREEGEE IR ESHEESHE - g2
B TSR P o A e R S Y AL RRR S IR E A e R B B IR E T
(Laczniak and Muehling, 1993b)  [RIILL » JREE Eanh A A ol ARE TSRS - IR S Ao
AR EREE 15 > BRI B (5 DS B SR SR (R B i Z BN R A AR
FERESRE T DRI R A i e A R 28 i AL T 22 (Johin et al., 1998; Supphellen et al.,
2004) » JREN T SRR A AP A IE [ S AR A Sn Y SRR RS ORI R o R AATER
LM
H2 @ TR ERIEA | IER B o e RR R B R -
242 B & H»

i A E S EEE A (Laczniak and Muehling, 1993b; Muehling et al., 1991) »
Krugman (1965) 52 %8 4 AR M A B £ T4 T DR i 505 L, 58
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IRRE - B ANRE AR ER SRR SEE SR B g (arousal) ~ BHLERAIEE >K
(Gardner et al., 1985) - Greenwald and Leavitt (1984) #5251 PO B S0 2B AT 50 S S
T NEEFHIRE - FTHHR VRIS 4185 rJREfEZ (the Elaboration Likelihood Model)  (Petty
and Cacioppo, 1986) - EE5REEfEZL (the Attitude-Toward-the-Ad Model) (Lutz, 1985; Mitchell and
Olson, 1981; Shimp, 1981) LK #&E NI EMEZL (the Integrated Information Response Model)
(Smith and Swinyard, 1982) 5¥/7F B &R FRNT - (B AV S8 ARl RE s BRR TP RIS 1Y 2
(e

B ARBHSCE B AR &8 ARRERHE R - A BRI Z B S ERE - B E
EB NEERAE - M S NS R EMEE AT #252 (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) thisHERENIEE S AFLE T - JHEH
AR S5 EAFIRY - fRE Petty and Cacioppo (1986) FRrfgtliHyEH alaettist > @S AEEAS
[ERyEEE - GEATEEDEMEBIESER L - Bt EE - SHEEEA  EZENTE AR
B0k BerEROEE T E 2 MmhRRERE (Edell and Staelin, 1983; Olson et al., 1982; Woodside,
1983) - FERIA IR (central route) HYRREREULE < JRED  EOMEE SRR S AEA
MRS RHEBENAGHNFRR BB HEE RN A g AR RIERER - B
Rz BT &S (Bettman, 1979) - JHE#4 7 RERA B 505 | > NI a2 B & s i
EEAR 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 >
NIAEhE AR A BRI - D% SR SR o s i BN 40 A BEAnfRASAE T (John et al., 1998;
Supphellen et al., 2004) - ZEE7R e HH 2 fn 2 SuiRRERE RIS S B FEZ 2 1E R 2 - REAT
FeiRt LA MBGS
H3: T RREEEEESA | IER R & R B B -
243 AEH B R 2> 0l Tk

Batra and Ray (1985) &7y | b A KBS A o aml AR Ryfe — TR M~ 22
FYMEBRNRZEIVHE S ALIRS (Arora, 1983) - (HE & ARIEAE R (R FEIES - 5 (E
FRREHUE TS [ 0U(E AN ERIRRE - (NI R ka8 H s B - I - b A (B Z Rl 2
RAHY EBEG - RSP AT e E N E S TR (EapA) - 885
HWEESAENETERRE  BEENRY)  ADHEEEE T g ZEEmEm AR ENES - 25
FETTEL AL AR AEFE R i BB - Zaichkowsky (1986) B[R A S A i B S B M HIE 22
5o BmEH ARG EESTE - REREEER - Hit > EEPABENS NS 5
JH B B 2 P Y S R R A B R 2t R 7 o ) R R P AL B R R B
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R o REEABFEEE H U ERER
H4 : FHBR T RS EESSA L - TR HREESA ) HERE SRR

IEEREBK -

P AR E s EE S A - EESAGH SRR RS E E A THEIEM (Laczniak
and Muehling, 1993a, 1993b; Muehling et al., 1991) - &z S AN B & 0] 58 a4 2 Snl Y & S TR
RXE > — BB B ESHB 0 E S & - & HEZ 0 KE L (Roberson, 1976;
Zaichkowsky, 1986) » th75HH 28 L& FHEMMHY TRk — 2 OISR AT sl E A A s A s
HIARRAME o EAh - HR S A anl A KB BB R i s - PRI A T Y 7E
B RS R E A e B e R E S NS - NI E E S E NS E S A ARIZE
ml o SEEESABGEZ EL - G THEER - B EMERN REREEE
(Laczniak and Muehling, 1993b) - (It - " SmfEMESE A | S8 T eSS A 0
YRS RSN E B E LS RN EE GRS - B (R E
ZENBRN ABRS RS 1 DRI AT i h f E RS AU AR 728 dn A T &2 2 (John et al., 1998,
Supphellen et al., 2004) - JRE[ " SRFAEMFEE OB A & T " mhUEMEE SIS A L I T R
AL FREE IS R, Z FERVRA A - INIEEARTFERR Ll TR
H5: TRpUEfERSA ) Y T REERREESA L M T & SRR RN RR

Z BRI E 4 TR -

ar

FERNEEER

G

3. MAEHE
31 BT HAFE

I R GRETE R R i C B S 85 (Likert-type scales) Zffi & - 1 (RFEIREARE
B TREFEFE -
(1) SohE RS

TEEERERT - By 7 e DU — i n TS 2 5 R B (i » ISRt RS S SR
R ARSI A SRR b B R e A S (A 4H R ERSEE - B 4H BB diiE) FIRY
BB (A SR EEESS - B4R RMIESIESS) - LA - BRAHDHIETER -
(2) EMBABEEDA

Zaichkowsky (1994) {45 Zaichkowsky (1985) ZFERV{lE A A&EZ (personal involvement
inventory scale; PIl) > 2@ HEIERE A H A EFR (revised personal involvement inventory; RPII) >
R R A A B T YRS - HAEYER RATE A A S AR S a B T - kR —
FHUEEE (81PN AFER) o 0L RIS AN (Zaichkowsky, 1994) » [RIFLEE S AFIEE &
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HAERAK R -
() AnhFREEAIE E

AR TR R Ry IR 2 o < SRR REFE AL R - L et al. (2002) DA Bruner (1998) #ze
MY E LA B ALRREE - ARHFUR R RS - — A /NE-EH - 540 IEERRAIERH Dodds
etal. (1991) FrsfERYE M & - [H5ERIHAYE > Dodds et al. (1991) FrasEfy &% FiHEEHE
B BB AR EBLAGH S H BV MR sEEBAEE 2 A5 - DIEER RS T T & -
O

AEAFERERIMER ~ e S H B A HY R 2 i B S =(ER R - SRS S R AR S TR
S HYHGIE - B T RC R R L A an R REFE A E 2 RE - Wolin (2003) 58558 iV &R EAZ
K& » Alreck et al. (1982) K Whipple and Courtney (1985) 7Ra A58 2281 FrsERYf23z (feminine)
S5 (masculing) JESnERanhRRREZEARE o TAESRRE M (EEIHIL) — Rl F B hR b5 il
FEah > IR RIS —2 % - 5981 > Zhang and Sood (2002) s ARl & 2B LR AE
REVEFE - RIELTR—OHER] - Big - O9E S H At any s E i e - il Re Rk S
anf B R A TR A - Hahn et al. (1994) 2R M ##ny E e n E A BB A2 - Aol REFHER
& (adopters) FHEELCEHTENGEE (repeaters) ° 5 NZHERDR o MBI B AL ACEREL
WEHERS  HHAKEEERES -

32 RAASLERER L2 Yl

ARBFEEE John et al. (1998) (Y55 Jufdat (pretest) DAMETHERMA Al 2 B58f% - 30 firsz M
FEoRAE T E/REE] New Balance B » (HEFZEGRESE— (&% _L/0EH 2 5 K T AHERZE n m] DA Ry
New Balance Hyse AR MEEMR ? o RIERESEA 27 iz (90%) [[&{€iEE - tE4h > New Balance
Y 1976 5 - [s& HImsE#320 BT HIEE - #eIRRUHEEEHESE Runner’s World 588 Ryttt B35 —1%
ETEE 1997 4 > NB SRR R 2V E MR HEER VN B - [NIEFEE] New Balance - NB & (5
F—{EF L 08E (top of mind) - HoREHBERE Ry AT R 2 iR A A o

Mattila (1999) 25 [/ HYfEE A - AR PR B AL (concrete)- Wright (1974) & Leong
etal. (2001) JREgfE - P AN E = DL E CHYP S2BRE I H T HE S R S e ity
FEmnAlzs > NEEAWTFEEE R LI P R S R h © fy T2 B EE R TR Jla R A E
BT, > IRLAE AR A (e B A A5 R B P R iy - 17178843 H AT E S AE A i
BEATRSETT - RGIEZNESESREL R ANEEERER - AER et RS
R ZEEEER IR ME— B R R SRR SR R S TR - RS ERA A4
KANZPHES » K R BRSNS IR - S8R L EAERERTCHEGEIRAYZE -
FHERCEINS 14 R AE (RS an © BEAD - By T RERRE S AV ooy B KNS A 28 th YR R 2 E]
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HEEEEA N - SASEA TR - EUEERRER - DR e i Em B 5
THEZNEHREENEL - &k > B T T EmE R Z SRR RS HEE > S
anoEFE R (logo) ZH8E - 1M H A T G EHIREL > MRS LR CEIR 23R m 2 R
JREI -

33 REH%

AWTE EAEPRE B R AT R - 17 Calder et al. (1981) 325 [RIE MEEEAS EL B E VB A E RERE
HebgEE HEh ELAE B SE SRS RAVIR S - R R BRI RS2 A AR SR MR R 7 T
AR S BRI IZALRA T RIS R AR SR B Ry 2 I 5 - R SRR EI RS Y [E]
B R PR B Em A AU o SEAA DI RS MV E RSt A 2 AE R ERE R (e0.
Schlosser, 2003) - {Hi Stafford (1998) K Zinn and Manfredo (2000) ¥ 24— HZE
B i FEEGHEHS SN EREE RS - R FTREE A LML (generalization) fy
I - % AHFTLLE IR SRR EEE A B B h A - ISR % (cluster sampling)
HETHIER - M KAIIE R ESEED - =B S - LIS ELEES - Frr e EaEE - FEASE
BEBELL ~ HfE R R R G AT R g E B TR -

3.4 K

HERLL A~ B WsH#ET - IS A A - A aE @5 > — Al
SRt - FIHIRIEENE 9K T AR RS Z Al > S22 B an & e (e P N U (o R
AYZEARIE A ~ SRR SarAnhRRE S B R R DURME AEEAE ) (SR ~ S8 H Al
A NB 1gHEERH) - NS EEEEEN S ES% - UENESSA - DU THERE
FE Y SRR FE B B A S

AWTFEERIE Bt > EHUER SIS E M BHIAAEEE - FIHEE SRR E TR EZ
PR S RSEER T IR B e 2R A T B R - EEFEES AV EERE LA New Balance AT BIHVEEE Ry
F - N RBU5 R NB IR S5 NB IR > ARSI SR E BRI ah P 82 - s R
B R BB RS Z HEETE  INT e S EE e 6 Z IRE T - SR E R E S EESEE T
M RZ AR SEER R A - R NBRATEL 8 1) 10 A AE A & IR Ry N B0 i & B 2 AT
BEA NREFRMTEN A ERRBABBS - ERERAE R SR ek
nn'E R IERENE o FERTHIMG B, > B THEmE & Z BGERRE OB Gy AR » el ass
B AR E R £ B H 09 SEFERAE (: New Balance /3 STHA A IKE R E i R B8 251 T84 SR 1
AVEFRER > WIRE R TZURE - (ERMPEE: S48 2R andp T & Rt ST R 5 & —
B RERGZNE 25 TEE - IR AR 2N e 2 TR ENE - T H el 20
EfERIIRES & (Supphellen etal., 2004) - EE&EFE5EE - BIZINE] - B 2 80U A A [E
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—4HZ AR ABENER Z S - LR HIE Rt A B % Ealay T4 - s B 2 AN
P =Y A~ B R4H R S RIBE i e A [F) <2 HIAH R IRE A -
35 BRENE A,

AT B A R A TR AR AT S SR AT - 45 R 0R 1 R 2 Fos T i
HRREFE | 2 Cronbach’s o 5 0.95~" FEEEH | /% 0.95~T FEESH A | 15 0.96 T &5 A | £50.96 »
Fir A f&:& Y Cronbach’s o (4835 # 0.7 » BURNHIE TEBEAHE BRIFAUEE (Nunnally, 1978) -

R AN S 2 8FIISZRIMILE2MTEAT] - HAEMGIEEEAT - GEHBEBOBHMEE
FEEF MG EE - AR HERE IEMGE oy NE KA - S EH H B E —ENAN SRS
(content validity) - ABFZFEAESE Fornell and Larcker (1981) ZEz#1y4 S F|NZ & A& (factor
loading) -~ 4H&{EE (composite reliability; CR) FIS-t5ZEE % & (average variance extracted;
AVE) - FTAEHIVNZ & &=/~ 0.76 F] 0.93 2 [ - HZEF] 0.05 BB /KA » R EAURS!
%% (convergent validity) (Bagozzi et al., 1991) - VU{ERE &AVAH A FE RIS 7+ 0.81 51 0.93 7 fif »
kAR 0.7 - 2% Bagozzi and Yi (1988) FffgVERAE - IEAh - B {ESSH YRR R A 0
0.58 £ 0.68 ] - 844 0.5 » JRZEF] Bagozzi et al. (1991) Frg 2 - RIL - A EFIEAS
— ERR IR -

EERI3E (discriminate validity) #E#% Fornall and Larcker (1981) FrigH Ay ANIDLERE » 25

EEHISUE o ARFEd e e R AR - MESLRRRRE 5 R AR (R B E s (r=0.84)

{H Jain et al. (2000) Jz Shimp and Stuart (2004) EYRTFEH > RZ RN 23S AR (FHER %L
737 F5 0.91 k2 0.86) -~ EUEIRE S EAE Ry AT EUENE 75 - IE41 > Bagozzi etal. (1991) LA
J% Segars and Grover (1998) 7R i #i& o (W (&l B e S Bl AR R (A B8/ NS 1 RIEE 2 A il
R - iR 2 AT BBEEHHR GBI EREEEEE /NN 1 RN SERA —EREAY ]

R1 PEESHTEE - 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
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 RPFTANNER AR p<0.05 -
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®2 WEESHINERABRERNERE

= 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
EESA 0.45 (0.05) 0.41 (0.05) 0.56 (0.06) 0.58

it HAGRIR S BT h ST PR R R 1R 2B BIE - ROFTAEIHRBRER 1
AR p<0.05 -

4. REFERAD

AIAFE—3L3E T 215 (4 - Bl 213 ) ARLE 204 {77 (A ~ B4 102 {53) - Hf5H
PEAE 81% » 2244 19% ~ SZMEAYAEHS /11 22~63 5% ~ #A NB 12 EEEAYE H AL/t 0~16 & »
Hrpr 80%HZ AR 1~6 & « fE53A 7704 FERA Zellner (1962) $2 AT LA AHRA A ERE 1Y
(seemingly unrelated regression model; SUR) #Rfilizt£:8 » TSR R B AT R (IR E ST (GLAS
FERIIEEERE) T E S Eekt R - WEE RIS ESIER - BB A - EESA
FEIFHRY o bR R R— A ARRARY B T AR B = SRS A IR A A FE AR
HILE R - IR MG EAVEY - RIEEFIAH SUR AIlETH AN R A S HE -
PEAN - B E S A B S5 ATTREMF(E " 35431 > (RILFIA Lance (1988) Y " s&zrink
(residual centering) | ZREFRILIARE - JTREISEDISCGIA (P AXES B A) FEH - Em
HATIES B ATy 5 8% - M EEy NV J57% (ordinary less square method; OLS) fliffiE7s »
FLARZ IR S T AN (REREE S (proxy variable) » HHELOKFE -

41 R HEE* tig T

AT REEEA therE @ il HEEE T e fES ) i T ST RS Ak
I S AR M E R 2 R - ERETHBE T GRS ) 1R WEHH
ﬁ i nn A PRRE (t=10.621 - p<0.01) FMURETEE (t=7.209 > p<0.01) B ah &R AE(H B T fy

» USRS RTSE R Hla > JRRN T SRSRAE R & ) IE A5 B A A S R RE S AR E R
FE o B BIE T U E S ) & o 2 B A AV SRR (t=12.840 » p<0.01) A
JEEERE (t=12.661 > p<0.01) BB MBIEREERTAE - IR Hib  JRE1 T i
SRS ) IR 1A 52 B e n Y AL R R RE AR R
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42 {3 p i A #F

ABFFEEIRLLF R p EUETEMITIRE » % 3 Pt —~ 0N - ik R
Pevl P SO EL TR - L p {2 0.01 BERE/KSRE - (RBE VAL LRI RIS -
ARSI © (R R PP FREE IR ] -

HA 0 SUR i1y system weighted R* AT oAl (RRRES] - 50 = ~ 3519 system
weighted R* 535 2196 » BERERNEE S 2196 FTtsist e - i — RAA THER  T4F
) I T AR R ) TR - B BT ASERIEEO - SRA T
SUEMISES | » 5 FBETERR DA SR AB I S B R A (B T SRR | (PR B
Rl (B = Bra=—036 p<001: Bygppg = Ppi=—056 > p<0.01) ~ BT "ML
) B SR R E R E R - th T RGUEMRES | BEA - IR
Hlc -

R S DA RS » DI TR A - 5 BT DL A P o BT o 2
B TERERRE ) AV RBUIEE IR A (B =—0.26p<0.05; fy=—048-p<001) T
EEG A L BIRBETEHUSIEE (S =029 p<0.01: f1=023 > p<001) - ft3k MEnRIE !
WA OIE R R 5 SR RETE RIS R - JLSTRE R H2 -

P PRI R0 - IO TREES A LGSR R R B - T SR
s | AGEOEBIEEEE (marginally significant) (B, =—0.21 > p<0.1) - F5LUREE EEE Bk
SR TR ) GBI A (Spi=—041> p<0.01) - s LS HRAE RE
EERR B T B A WO R IER (S, =0.38° p<0.01; ;=037 p<0.01)
R TR A A | O IE B RS T AR R R B R LSRR H3 -

R 71 ISR R » AIA TS A L R TS A T SRR DL
RfRER T BRI RIEEE I RIER (5,,=0.18 > p<0.01) - HELBHERAIRES
TEEGA L HI B RRIREE (Bpi=0.11> p<0.1) - It DL ST RO P S R kY
TS MG EE AL (S, =027 p<001: & =031 p<001) - fEAh - X
Fiffg system weighted R* g5 = RIMIA R (0.23>0.18 2 020) - ftak TEEaH AL R TR
A SRR b RS R B R BT F BRI - BRI T R SRR
AIA TSRS AXBESA | (ERITAGBO IR - (% T RIEMESS A I
FETHE TEREMESESA ) R RS R E R, AR IR
Bt HS -

HA - APBR IR » S L SHRPAS RS SO LR (B T MR S A
S AR 7 ) 5 O R O E R T (e e T R (RSB A L o (B



® 3 OERAERER SR

B — BT B = =g A 25N
TARREE MEEER SRR BEERE SRR EEEE DR EEER SESE BEEE RERE EEEE
i 454*** 451%** 472" 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*** 0.61*** 0.56*** 0.72%** 0.61*** 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
pEERESEE  (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* 0417 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 ReElEEE O (RRBEA (VS24) T RIS | REREE > (AREELGEMES (VS BEMEEMHES) -
2. %32 p<0.1; % %% p<0.05; * x %3 p<0.01 -
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Prsiisss e = Baina=027> Bz mersre = Poinva =0.18 ~ By \metzsm = Papi =0.31>
Breseo nmrream = Bringi =011 R o B35, =0.28> fBinys =0.18~ P =0.31> [0 =0.11) »
BESZRFEGE HA © & - (ES—$EAVE > B ~EAEBUR - B 2 an A Sn SRR AT
R RS R 2

5. fEmEER
51 %%

B2 New Balance (B 5 NB 1@ ISk TERE - st SIS « B AR
3 AR A R E R © (SR » — (B EL T S0 S (S
S R — R E R - SRS - SRS F T RS |
TR 5 TF ) s R FEE A L T » T L e R BRI T S RSB A
R T ST RREEA , HE E AR S S SR RE R RO B - T HL B AR
AT o {HR T RS A B TR A R TR S SRR RIS
B B TIER - MRS A - Rk BB S e R RS
WAt -

52 =3 T4

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

R CBRE ARG 1R 7 AR (o E R PR (L SR 2 s AR A IE [R50 - Johin et al. (1998) HIIEL
T FFHE B RS TR REN SR (image) A —ELHYSLRRAE s - ST A AL AT ] REE LAY S I #R

T - PERERESUED R B2 S AR A - (B H £ B R A A [ - NI ERIBTFe4E R - i
1 A1 A (e A A i IR BB RE I EE R AR ISR - 1 L SRR £ H
B R G A i > tSEUE (R SR R CE A R ALE Sl B Ry s ) -



PR AE (R B 5 DM B o A G i R RS L B 28 653

A feb S ARG E s TR

EH HH
i I E I E
HE A R NIE RIS HFRHPE
i
i I E I E
HEfeR BRI E i 2
1T 1T
ENGE John et al. (1998)

1 TR 2 R o SR TA

5.3 F R &

T2 R P LUK B IR E AP B Y P i B R AR T RE E5 FE 8 - SR ATRE R L P
PRIZE anf B E5 8 RO i e LA P B (Kotler et al., 1999) » FEREAER IEFE BRAVIREH] - &
IR TR - Kolter (1999) 58K 7E fniE A\ B HHYRT RS M8 & ¥ S L sn i RS
i ERER Y HEDH S R E - LR B2 an U RF AT » RS > A anpa R
AR A SR SR RS = > BT AT I KBRS AV EE Sl AL TR Y - IR THH BB A
(AL R B AR IR - Kolter (1999) JReE R e dnfE H P& SR L RFHEH 74
FEMmEE A R - TR, A S BV R e A R S B AR - A s
A TEI RS > R SE R T EAVENICR (Supphellen et al., 2004) - FAHTFEHTAL - [
I ot AL (e B o S T 7 Yy S PR RE FE M R A AR TE I 28 - BT N B IER —
REEHR > N Ry i (R B S A AR R an R RR FE RIS H I - BR T R & s fn T S (5 A
b > B AT IA L ] AR 2 AL TR A © JRBI - M T SR (R B R B Y 22
EEFEEFRFTES > DMEEICGRES RS ZHER -

S (E{ER T A B2 B HIEERR IS » SnRFE (B S A S R 2 i R AR R B R
s EMAAR > Hoh e S Z%Lﬁﬂ[ﬁfiﬂﬁ%gﬁgﬁ » g A i 5 TR
2 R o B e BEETHREN I Ik o T R R ESS A 1 TR H@Lﬁﬂ[fmu
A HvE AR A Y AR RE A R R A AR IE MR B - T HAREHRYZ BB ATE - RIETT
B SRR N & B A SR R R AITT Rl JEFIIG B & T S o A M1
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FRAEER S A 0 B2 > HINMEEHIRIEER R > JRR > a0iks DS B S A B - it
eSS  BITHARBEEEHZI5E - H%E - BRI > " EEERS A A
AETE T ARSI N R Y R A E R IR - R
e e e AR RS 22 - B i 2GS > NGRS ER
BEEORELTHREM - &i% > SEAAMERLIEA TR R - (B AN Ze4E R 7] DU B 4C
NEITAR - HRRBURBES RS (NB 12HEE) HYanhR R R R A 24 - NIt
1798 N BAEME TR RIS - bR 7 R AN EHEG (B1F) Jh INE—H% BRORBH %Y
TR (L) o DUERE AR i S AR

54 B3 U E A KT 2SR

Hiw LS - AW E BRI ahR e 2 S0 - BEZE T T AR e - B
RE [FJIRF = B R D BN B D EY b REAE (e SR S TR 2 AV 28 R BRSE R - HX O BA MR
R EL At T 7 Y P it S AN 92 2 SR SR AT 5 v i [0 A AR A o S fEROA 7 it 9
A [E]SnREE 2 822 (Supphellen et al., 2004) - ARBFEHGT AP ABLE S50 A g
an e RE S B R RS 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 REHRE ZEF o sttt s
RIS » P EREAT B © BEAN » AWTERREUE S ts > EHUER SRR LT S BRI FALLEE -
MBS R RETREZIE - NS AEET AR E R T ETER - NALEEEER
BERHIEE - SE R RE - NIRRT O RE e S B R TR MRS R - BER
RTINS LM R R T B By > DULEECHGE R - 3 IR A RIS EZER A -
SRR TS AV EE P ATEFTA Al RE i R ISR EE RV R T B NS /KA « 594 > K
WA S o Ry BN R o > — G R HUB NGRS - M EBRGEFUNEE - g
T E e S R RE FEE N B R A AR 2 B AR IE ml S S PSR andEfTHT 70 » DACEBCH AR -
Aei% > EEAn R (A S R B S R A o S22 e B S —(EE R e T ) -
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