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EWHrENn3 ¥, Yalch and Spangenberg (2000) 123 T ERRERIZ 1) B 15 RG22 fl 12
xH9 B RO L AR OBIRIZ O W TR b e P o INERIZBIF 23 2= —
va v ORI, S P oM g b ORMIZBVTE i, BT 6~8 #l. H
HHER TR 7 HIE VWO REDRINTVS, Z 95V oA Il EEOWMERRICEEYET
BZOEA—H—DBBEIERL T I 2=/ —3 3 VIBBOATII R . Zh BT 272 L To/NE
EMTIAIaF—TaVlEREEEZLNS,

il (1993) Tik. MiidEH. &V DOIF/hersEE. FLHNERGERE L3RR Lok bl
BT, WHITHZ=M% L OEAITAEL « « « (hIg) « « « JHEFOSLAIE & A LBl
2T o RE Rz eI 5, LIEML. TR8DHB. [TF VR TATU T4
T A XS OB — Ui VW LER I Y7 7 2 M & > T E2 5, 2 LTER
IVTIVAMDAI 2= =T a VIFBEERIGET TR, REBBERLF x RITB VT B ER
SNRTFEZRS Y | B, Z L TZORICIERER TSI 20, 2—Fy Mot b2
2227V a VR ERET DNEBH LD TH S,

2. B - BAfEROBRGHAICH TSI 2=y —> 3 URE — EBESRRETIC
BITEI5Faza=hr—v3ay —

R s LR (2007) 12X B L. T7F 2 RIZiEE LEOBLED Gl « —E X « 2

BRERZOWTHEEPR DML EHTES] 'Y LS5, £HZ b, Eyesenck (1990) 12L&

Mk, s —HLEe TELE0] 245, MEZMRKRL. WERROZODEREZ L —



WEMAICBYS 7V Realazr—Yay 27

VEERSRBRTED L TR REBEIET . 2F 0, 77 ¥ MikididiEhoxy b —
7 & LBRT D Z LA TE S (Hamilton, Katz, & Leirer, 1980) ', ZL T, Z 9\ o FAIkkEAE
ZIEFHTODITHRMTIT) TR TE S0, ERBEHZDRNR I 227 —2 3 VisEjic
ESNLEDIF 20 % LT D 5 A TEERDIZ. WA OHEERITE 2V UTEEET 3
PEVHTLTHS,

THHERREE I 2 G 2 DERI. 1) FOMBIREE2) kY 27, 3) BGE.,
4) Bk, 5) HPMME 6) BHRIN T Ly x—. 7)) 7TV FARREEME. 8) wamoBEREN:
Et LB 72 & (Solomon, 2006) 'V TdH DA, N, KT « HAMEMEZRD &5k
WTOaAIa=F—Ta Uil EOBREE LT, BSOS IC L5 HEGMERRAEL N &5
#2515 (Peter & Olson, 2002) Vo ZDT LA, HR LB L Vot T T —DRERMD 7 Z
VRealaz=hs—Ta iR, 775 FEERRSRHEEL RS —NTH S,

Bettman (1986) Tl&. KBIG-PaMOBIRITE Tl AL — b TRIERRE S L, LDH I
TIRMBTTON, BRODE, BAFENECD LV, 7=, Bettman (1986) g (1984) 12X
DT, SR ETH Z#E D175 £33 'Y, Choen and Areni (1991) ,Bettman (1986)
v (1984) I XIUETEE) L ANV OBEITEALNN— F DA TRERENER I NDH, EioL
AATRBPLIL— R LB SRBESBR S . KD LXAOEKNA— R TR
N—FrDOfEYE LTOR#ZRIZF, £/, Choen and Areni (1991) 12X B &, JHUL— b
L — MIMEEH L TWS, B EEEOMEER 3 B THh 5. Ot —
13 b NI NEHE ROZBFNPRIEANHED D 2 JE T 2 OV ORFINHIEIA Fk L2 .
AT & 72D QRRAIICHHE S Nz b DO ZITEICHE T & SIS L, BESBR S
hz'9,

INHOMERRZSEAD L. LT LLEN ERAMTOLND Z &2t s TR TR
2595, DED. RFMEPRIAHED B DD ORENTHEA L. Zhz)EBE Tl ds 2 e
DHERIETES TOHHRERITEH N DRB DD TIIRNES 5 2

3. DI L—L

PLEDFATHIRIZIEDNT, KILDTZODIRFGHZRDE Y FET Do FAM (1988) DBILGD
WILTH B [Fe UKL . TAMMBG 1. TSRS 1. TSR s ), 752 R
AIY RAVIL INTGZT 4 =% 717 RO TR 2R 22 X
LU=, 5 COMBILEITEH E AT 2B E LT, FTENSRED  EFIMIE . S50 0] hi
PIEOMEBRRIZH D LHEIEIND, £ NTZT 4V —F U TI3MRD T ERBLIEFHTD
HHRNOEHEZEDDIEA . ZO—HT, WHERERGR 77 Faly b Ay MEsE
BN ORGSR B RO EIN AT HIET T 5720, ADKERRIEEShD.,



28 ®HiE I
*1. BEDOAEEE
1 BT DITERIESTELDHIERTHS
- 2 BT OIIMERTIONELLESRTHD
i 3 SO DIFMAEFI/ISERTHD
0] 4 TESTOIEBEOOERTHS
Fjj; 5 [ESOOIIBHERLIERTHD
6 MESTOIIEREREEDE-VERTHD
7 THEBTOIEEEABNIZENEVERTHD
8 THRBLDIFNANBHEA—N—BPITSUREEL>TNRERTHS
= 9 HBODIENBNBHEA—A—DREPHEDHN DR THD
g,g 10 THRBEDIEVBNALREEIELECENHIERTHS
B 1M1 TRBECDIETRADPBATEEE PRASRTELHNEDHIERTHD
5 12 WBWAEA—H—DMHRET D IZLHRLI-2EAHD
13 MBSO OICEALTEERMBEL>TLD
3 5 14 TEBEOIORIRERISAYOTISFEBS
£ 2 15 TREGOIERICESETNIE BALLVEEDTSURNHS
1 P16 ROTLBTEBTDINTSURHIEICHITAIE, O EIST>TTLRIC AR
A% 17 THRPOCDIFBATALEERICOVTIEREED L
B 18 SR TULAL A MELBELTHLI BT DIEBATS
B 19 SOBMORENTTLREOLNREGDIEEEL
iR 20 THEBLDOIEBATRHEE, LWDOLELBIWREBAT B8, BFEYTHEINESHNDETHS
& 21 THBCOIEBAT HLE, TEHRYBMHEN T TEEICHAEES
5 22 WAWAHA—H—D#IREFEEERS
~‘|/ 9 23 FHEGAHTONIEDVNDVWE-STH=KHD
35 I 24 HLICW DB EILESHRER > TH{ED
7 o1 25 EHLICE->TH={1D
~ 26 BATENLGTH FYBTHEISDFEDVDNE-LTLES
1}5 B 27 FEBICKEBICEISATOIEREOVONE->TLES
i %28 OBSEESIOVTIMATEI LA
’ 29 FBEAT, BEZSELESTHBATIENDHD
K1. RREETIL
HI © RSB S e S B R A I EOREE 5 2 5.
H2 : BB G35 UK TR I o2 5. 2 5,
H3 : RNF T 4 —F v I35 BRI IC EORE 2 5.2 5,
H4: 77V Fay b AV MIGEGERERIcADREEL2 525,
H5 R RRE B S s R I LD E AR 5.2 5,




WEMAICBYS 7V Realazr—Yay 29

. SERESHT

1. RAEOHE

AW TIE, EETORBIGEN BRI 2 HAWEM OB T TV —0 1 D& LTHBEL
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WH XS TTF Y REBSHEA TS (KeyNote)o JAEBRZHDKEZ. Z 5 Vo kDK
ZHRLEINTINS K 97 (Nielsen Media Research), £/, KF/NREFZOHEHE T —ZX— R &2
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MTRHDH,. AFOTFH-OLEDIZBATIEMTH Y. POMAFEOROREMTH S0,
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2. B5EFOHE
a. BIEEBIZDOT
WIT, HARM (1988) 2B B L TER LRS- OIEHE TH DB, < Y 7R SA D5
BRE GERIZZ OB I—F 201K 2 BDRV) THRELZA UTDX SRR E Ko 2.

®4. B5OREERE & FHIE

EH  TiE
1 Disposable nappies are interesting goods to me 249 3.86
_ 2 Disposable nappies are enjoyable goods when | use them 249 3.67
,’r%‘ 3 Disposable nappies are useful goods for my private life 249 3.92
i} 4 | have a good feeling about disposable nappies 249 3.72
Eﬂ; 5 Disposable nappies are attractive goods to me 249 3.56
6 | want to gather information on disposable nappies 249 3.44
7 When | have enough money, | want to buy disposable nappies more frequently 249 3.29
8 | know several brand names of disposable nappies 249 4.22
) 9 | know the qualities and functions of several manufacturer's or retailer’s of 249 3.95
E disposable nappies
A0 10 | have read many adivertisement of disposable nappies 249 3.89
% 1 | ha\(e enough informationv (or general kngwledge) about diposal nappies to advise 249 412
E my friends who would consider to purchasing them
12 | have compared several diposal nappies 249 4.17
13 | have a lot of knowledge about diposable nappies 249 3.89
g 14 | have a favorite brand of disposable nappies 249 4.18
z ; 15 When | purchase disposable nappies next time, | have a paticular brand to purchase 249 4.08
2/‘ f 16 If the nappy brand which you had decided to purchase was out of stock, you' d go 249 3.59
9 to another shop to get them
17 When | purchase disposable nappies, | like to gather information about them 249 3.58
BE 18 | compare several brands of disposable nappies before | purchase 249 3.59
B _%é 19 | don’t mind spending time and money to purchase diposal nappies 249 3.76
B ;‘.‘_a\ 20 If | purchase a different brand of disposal nappies which | have never .purchased 249 4.06
® before, | have concerns about whether they will perform to my expectations
E 21 Before | purchase disposable nappies, | take a lot of time to research each brand 249 3.39
22 When | purchase disposable nappies, | use and compare them 249 3.87
“I/ /_7\ 23 When a new product of disposable nappies comes out, | want to try it 249 3.61
¥ I 24 | want to try differnet brands of disposable nappies 249 3.58
5’ % 25 | want to try other diposal nappies which | have never used 249 3.58
26 When | find disposable nappies on the shelf, | feel | want to buy them 249 3.29
ﬁk;?; 27 When | find disposable nappies piled up on the shelf, | feel | want to buy them 249 3.20
qu 28 | tend to purchase disposable nappies while | am shopping for other things 249 3.94
P 29 Ivhappen to purchase disposable nappies when | get to know their benefit at the 249 3.54
point of sale
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LfkiZefgim & LT, BANBES B X077 Faly bV MBI 3B HEAE R T
LRoTWS, b oWIffilifE & fFETEZD &, MBLDIEW Y PVDRER S PRI N7 ED

b. BEFHH
x5. AFHER"
P = EEREDO AR
BT NHOEHE ML EROEFRETAM PRSI
aF DED % | RE % Bit | 98O % | BE % it
SEIHTER 12. 054 43. 051 43. 051 11.675 41. 696 41. 696 9.820
RIS 2.617 9.348 52.399 2.332 8.327 50. 023 8.812
RS 1.500 5.358 57.757 1.128 4.030 54. 054 7. 201
NSGITA—F0Y 1. 291 4.610 62. 367 .873 3.118 57.171 71.173
TSURazykAVE 1.136 4.056 66. 423 .812 2.899 60.070 4.934
®¥
i | mwm | maw | 7T | 7708
Ing £33 A5 S FESES
Before | purchase disposable nappies, | take a lot of time to research . 850 -.035 .030 -.039 . 020
each brand
When | find disposable nappies piled up on the shelf, | feel | want . 126 .190 - 112 173 - 119
to buy them
tr]lhen | purchase disposable nappies, | |ike to gather information about . 670 . 084 131 -. 094 . 062
em
| compare several brands of disposable nappies before | purchase . 664 -.136 .193 .075 -. 049
| happen to purchase disposable nappies when | get to know their . 641 .132 -. 005 .024 -. 057
benefit at the point of sale
When | find disposable nappies on the shelf, | feel | want to buy them Lz <182 -4 -281 = 062
When | purchase disposable nappies, | use and compare them . 549 -.320 .203 .308 124
trI]_tend to purchase disposable nappies while | am shopping for other . 443 -.016 191 -. 091 .034
ings
| don't mind spending time and money to purchase diposal nappies 421 . 080 .106 -.130 221
| have a good feeling about disposable nappies -.130 1922 . 031 -. 054 . 036
Disposable nappies are interesting goods to me . 035 . 768 .039 -.035 -.002
Disposable nappies are enjoyable goods when | use them . 091 .143 . 020 .010 -. 025
| want to gather information on disposable nappies .183 494 .016 162 .008
When | have enough money, | want to buy disposable nappies more .270 481 -.013 . 097 -. 059
frequently
Disposable nappies are useful goods for my private |ife -. 030 435 127 .013 2130
| have compared several diposal nappies 125 -.178 .799 . 054 -.003
| have a lot of knowledge about diposable nappies 120 .138 . 193 -. 039 -. 150
| have enough information (or general knowledge) about diposal nappies . 288 . 045 .616 -. 242 . 001
to advise my friends who would consider to purchasing them
| know several brand names of disposable nappies -. 295 .195 . 552 .185 113
| know the qualities and functions of several manufacturer's or .102 .165 .539 .075 . 064
retailer' s of disposable nappies
| have read many adivertisement of disposable nappies . 059 . 269 . 298 .108 . 058
| want to try differnet brands of disposable nappies -. 068 -.023 . 047 .976 -. 034
| want to try other diposal nappies which | have never used .044 . 028 -.032 . 845 .016
When a new product of disposable nappies comes out, | want to try it 154 . 057 -.015 . 668 . 066
When | purchase disposable nappies next time, | have apaticular brand -.083 .008 -.032 .034 .916
to purchase
| have a favorite brand of disposable nappies -.128 -.035 .164 . 006 . 863
|t the nappy brand which you had decided to purchase was out of stock, 413 .138 -. 259 - 111 . 558
you'd go to another shop to get them
If | purchase a different brand of disposal nappies which | have never .190 . 026 -.007 .075 472
purchased before, | have concerns about whether they will perform to
my expectations
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HE L THHENEZZETHS, FREL 70Ny 7D alZL AR TBOBE R TZD X
HIHER L IR oTe iz, AR TIR. A FV RITBT BEEREIZTEHORM & S8BT h
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3. ETILO&EE
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Wiz, TSGR 2R, TGRS 1. TRRFINBIE L, TRFZT 4 —F 0 71,

[7Z7 v FaAYnT 1 ] 28 e UTERRDH 2947 L GREHEAL). ZORR. [7
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£6. ERFRSIHER

ETILEH
ETIL R R2 % REEH R2 &
1 . 8322 . 692 . 687
SRR
EFIL EAM (DEES) | BHE FHERH F & BEWEE
1 ElJF 160. 131 4 40. 033 136. 827 . 0002
RE (DHES) 71.389 244 .293
&it (ERy r7—T1) 231.520 248
REe
ETIL 2:%1!:3#1,1“@\_1%%:& 2:’%&1%%& ¢ B F—
B ZHERERE | N—4
1 (B . 000 .034 . 000 1.000
RIEMES . 459 . 053 . 453 8.703 .000
Ersbail:o] 5= A7 . 053 167 3.235 . 001
NSITFao—F25 . 335 . 048 . 335 6. 935 . 000
J5VFasybAVE .024 . 049 . 023 . 485 . 628
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