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ύЎᄔाύЎᄔाύЎᄔाύЎᄔा    
 

ޑӭೕኳၨεࡐᑫଆԶ೴ᅌؒပǴޑᆛၡਜ۫Ϸႝηਜࣁ൳ԃ໺಍ਜֽӢ߈

ਜ۫ࣁΑᆢ࡭ᔼၮǵ߆ӝᕴᡏᕉნԶ຾ՉᡂॠǴ຾Զӧ۫ϣቚуೡ፤ځдߚਜᝤ

ᜪۯޑ՜܄୘ࠔǴ٠Ъว৖ӭϡϯޑ੝ՅǴߚ٠ѝೡ፤ਜᝤǴΨ׆ఈૈ๏៝࠼ཥ

 ॠǶׯǴӢԶӧ۫य़း⩰ǵᔼၮਡЈ฻Бय़຾Չڙགޑ

ӢԜҁЎЬԑӧ௖૸၈ࠔਜ۫ࠔޑจᇡޕϷ୘ޕࠔ᛽ࢂց཮ቹៜ៝࠼ჹᖼ

ວҾ཰ۯ՜ࠔౢ܄ϐཀᜫǴԶࠔจ۸၈ࡋΞࢂցёૈٿ߻٬໨ӢηޑቹៜΚౢғ

ᡂϯ׎ԋυᘋᡂኧǶ 

а၈ࠔਜ۫ٯࣁǴճҔ࣬ᜢޑЎ᝘௖૸ࠔจᇡޕǵ୘ޕࠔ᛽ǵࠔจ۸၈ޑࡋ

ၗڔୢزࣴ݋ϩݤǴ٠ճҔ಍ीБزဂ຾ՉჴӦࣴ࠼ჹЬाڔကǴаϷ೛ीୢۓ

਑Ǵаள่݀ډǶ 

ҁࣴزႣය่݀ࠔࣁจᇡޕϷ୘ޕࠔ᛽ዴჴ཮ቹៜ៝࠼ჹۯ՜ࠔౢ܄೷ԋ

҅ӛቹៜǴԶࠔจ۸၈߾ࡋ཮υᘋ៝࠼ᖼວۯ՜ࠔౢ܄ϐཀᜫǶ 
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AbsAbsAbsAbstracttracttracttract    

  Recently, traditional bookstores declined little by little because the raise of the 

on-line bookstore and e-book. Many large-scale bookstores advanced to reform for 

keeping net income and catering environment. They started to sell extension products 

in their bookstore, expanding their characteristic of diversification. Hoping to gave 

customers a totally new experience, not just selling books. Therefore, they also 

reformed in the interior decorating, unclear of business and so on. 

  Therefore, this study aims to investigate whether Eslite bookstore brand 

recognition and commodity knowledge will affect the willingness of the customer 

purchase intention of enterprise extension products. Brand loyalty might moderate the 

effects of the first two factor of influence and become moderating variable. 

  With using Eslite bookstore as the research target, the study use the related 

literature to confer brand recognition, the commodity knowledge, the brand loyalty.  

The questionnaire will be conducted to the main target customers. The statistical 

analysis is applied to analysis the collected data from questionnaire. 

  The final statistical data and the anticipated results as follows: The brand 

recognition and the commodity knowledge can affect the customer to have the 

forward influence to the purchase intention of the extension product, but the brand 

loyalty will disturb the customer to purchase intention of the extensible product. 

 

 

 

 

 

 

 

 

 

 

 

KeywordKeywordKeywordKeyword：：：：brand recognition  commodity knowledge  brand loyalty  

extension product  purchase intention 
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Ҟ  ᒵ    

ಃ΋ക ق߻ ǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ5 

   ಃ΋࿯ ࣴزङඳϷࣴز୏ᐒǾǾǾǾǾǾǾǾǾǾǾǾǾǾ5 

   ಃΒ࿯ ࣴزҞޑǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ6 

ಃΒക Ў᝘௖૸ ǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ7 

   ಃ΋࿯ ѱ൑ཷݩᆶϦљङඳǾǾǾǾǾǾǾǾǾǾǾǾǾǾ7 

   ಃΒ࿯ ࠔจᇡޕǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ8 

   ಃΟ࿯ ୘ޕࠔ᛽ǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ8 

   ಃѤ࿯ ࠔจ۸၈ࡋǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ9 

   ಃϖ࿯ ᖼວཀᜫ ǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ10 

ಃΟക ࣴزБݤǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ10 

   ಃ΋࿯ ࣴࢎزᄬ ǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ10 

   ಃΒ࿯ ࣴزଷ೛ ǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ10 

   ಃΟ࿯ ᏹբࠠۓကᆶᑽໆπڀ ǾǾǾǾǾǾǾǾǾǾǾǾ13 

   ಃѤ࿯ ࣴزჹຝ&ܜኬБݤǾǾǾǾǾǾǾǾǾǾǾǾǾǾ15 

   ಃϖ࿯ ಍ीϩ݋ ǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ16 

   ಃϤ࿯ Ⴃය่ࣴ݀ز&่ፕǾǾǾǾǾǾǾǾǾǾǾǾǾǾ17 

ಃѤക ୖԵЎ᝘ǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ19 
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ಃ΋കಃ΋കಃ΋കಃ΋ക        ق߻ق߻ق߻ق߻    

ಃ΋࿯ಃ΋࿯ಃ΋࿯ಃ΋࿯                ࣴزङඳᆶ୏ᐒࣴزङඳᆶ୏ᐒࣴزङඳᆶ୏ᐒࣴزङඳᆶ୏ᐒ    

ޑӭೕኳၨεࡐᑫଆԶ೴ᅌؒပǴޑᆛၡਜ۫Ϸႝηਜࣁ൳ԃ໺಍ਜֽӢ߈

ਜֽࣁΑᆢ࡭ᔼၮ೿຾Զӧ۫ϣቚуೡ፤ځдߚਜᝤᜪۯޑ՜܄୘ࠔǶаਜֽٰ

ᖱǴ၈ࠔਜֽ࣬ၨځܭд໺಍ਜֽࣁ׳ε౲ޕ܌Ǵό໻ࣁӄౚಃ΋໔ΒΜѤλਔ

όѺ੖ޑਜֽǴᗋම೏ਔжᚇᇞᒧຑࢪ٥ࣁന٫ਜ۫ǴନΑೡ፤ਜᝤǴܭ׳ 2010

ԃஒ໣იౢ཰ว৖ԋፄӝԄ୘൑ǵᓓ໯཰ǵό୏ౢ٣཰฻ӚБय़٣཰Ǵځ࿶ᔼ౛

ፄӝ࿶ᔼኳԄᔼޑᆶЎϯ൑ୱȩࢲȩǴ٠аȨғࢲȨΓЎǵബཀǵ᛬ೌǵғࣁۺ

೷ࣁ׳ӭϡ୍ܺޑϷޜ໔ݗൎǴᙖԜගٮ੃຤ځޣሡाޑ୘ࠔಔӝǶ 

ӧᐟਗ਼ޑਜֽᝡݾѱ൑ύǴ၈ࠔਜֽૈ୼ಥᑉԶрޑόѦЯࢂ୘ࠔКଆځд

ᝡޣݾჹ੃຤ڀ׳ޣԖ֎ЇΚǴԶਜֽϣۯޑ՜܄୘ࠔКଆځдਜֽ׳уӭϡϯ

ΨڀԖৡ౦܄Ƕٯӵόۓය׳ޑඤཥ୘ࠔǴଛӝۑ࿯܄Ψ௢р࿯В୘ࠔǴගٮ০

Տ୔ᡣ៝࠼ёམଛڜଢ଼܈ᗺЈ฻ۯ՜܄୘ࠔ஽໕Ӧڙ٦᎙᠐ਔ໔Ƕ၈ࠔಥᚆΑ໺

಍ਜֽޑਣࢎǴόӆൂપѝࢂਜ۫ǴѬԋф֎Ї៝࠼ᖼວҾ཰ᄡΠځޑдۯ՜܄

୘ࠔǴബ೷Αคज़୘ᐒΨ׎ԋΑৡ౦ϯǴ׳຾΋؁ӦගଯΑҾ཰ԾޑيᝡݾΚǶ               

    ᇡޕ(cognition潢೏ۓကࣁᇡ᛽ᆶ౛ှޑ٣୍Ј౛ᐕำǴᇡޕᐕำࢂ่݀ޑ 

ȨۺߞȩǴۺߞёۓကࣁਥᏵ٤ࢌ੝ޑۓឦ܈܄੝ቻԶჹࡼ܌ނ٤٣ࢌуޑᇡޕ

ຑሽȐෞࡡξǴ1996ȑǴBhat and Reddy(2001潢මගрȨۯ՜ౢࠔຑ՗ኳԄȩǴ

ӧ೭ঁኳԄΠǴ੃຤ޣჹࠔ҆ܭจୃޑӳϷឦ܄Ǵᆶ੃຤ޣჹۯܭ՜ౢୃޑࠔ

ӳǵᇡޕǴ຾ԶԿ੃຤ޣჹۯ՜ౢޑࠔᖼວཀკᆶՉࣁǴࢂ΋ೱՍޑӢ݀ᜢ߯Ƕ 

    ၸѐزࣴޑᡉҢǴӃޕ߻᛽(prior knowledge潢ஒ཮ቹៜૻ৲ޑೀ౛ၸำ

(Brucks, 1985潢ǴЪ Park and Lssind(1981潢Ψᇡࣁ୘ޑࠔӃޕ߻᛽཮ቹៜ੃຤

᛽཮ቹៜ੃຤ޕࠔᒧ᏷ᆶղᘐǶRao and Monroe(1988潢ҭว౜୘ޑ፦ࠔࠔჹౢޣ

 ՅǶفޑᄽ࣬྽ख़ाתύࣁՉޣ᛽ӧ੃຤ޕࠔǴౢـຑ՗ǶҗԜёޑࠔჹౢޣ
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ಃΒ࿯ಃΒ࿯ಃΒ࿯ಃΒ࿯                ࣴزҞزࣴޑҞزࣴޑҞزࣴޑҞޑ 

Ԝ౜ܭҾ཰ჹԜϐख़ຎǴԖ᠙ـىҾ཰ཇٰཇӭǴޑࠔ୘܄՜ۯԃٰ௢р߈    

ຝǴךॺ׆ఈ೸ၸচԖϦљࠔޑจٰ଺ۯ՜زࣴޑࠔౢ܄Ǵ௖૸ࠔจᇡޕϷ୘ࠔ

ցёૈࢂΞࡋ۸၈࠼ቹៜǴԶ៝ޑϐཀᜫࠔౢ܄՜ۯᖼວҾ཰࠼ց཮ჹ៝ࢂ᛽ޕ

Αှቹៜٰ៝زॺҭё೸ၸԜࣴךቹៜΚౢғᡂϯǶᆶԜӕਔǴޑ໨Ӣηٿ߻٬

    ϐుభǶࡋӢનᆶำࣁ੃຤Չޑ࠼

                ୷ܭ΢ॊزࣴޑङඳϷ୏ᐒǴҁࣴޑزЬाҞࢂޑӧ௖૸Ǻӧ៝۸࠼၈ࣁࡋ

υᘋᡂኧޑ௃ݩϐΠǴࠔจᇡޕᆶ୘ޕࠔ᛽ჹۯܭ՜܄୘ޑࠔᖼວཀᜫࢂցԖᡉ

๱ޑቹៜǶӢԜҁࣴޑزҞࣁޑǺ    

΋ǵ ࠔจᇡޕ཮ቹៜ੃຤ޣჹۯ՜܄୘ޑࠔᖼວཀᜫǶ 

Βǵ ୘ޕࠔ᛽཮ቹៜ੃຤ޣჹۯ՜܄୘ޑࠔᖼວཀᜫǶ 

Οǵ ࠔจᇡکޕ୘ޕࠔ᛽཮ቹៜ੃຤ޣჹۯ՜܄୘ޑࠔᖼວཀᜫǶ 

Ѥǵ ࠔจ۸၈ࠔࢂࡋจᇡޕჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋᡂኧ 

ϖǵ ࠔจ۸၈ࢂࡋ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋᡂኧ 

Ϥǵ ࠔจ۸၈ࠔࢂࡋจᇡޕϷ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋ        

     ᡂኧ 
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ಃΒകಃΒകಃΒകಃΒക        Ў᝘௖૸Ў᝘௖૸Ў᝘௖૸Ў᝘௖૸    

ಃ΋࿯ಃ΋࿯ಃ΋࿯ಃ΋࿯                ѱ൑ཷݩᆶϦљङඳѱ൑ཷݩᆶϦљङඳѱ൑ཷݩᆶϦљङඳѱ൑ཷݩᆶϦљङඳ    

΋΋΋΋ǵǵǵǵ    ѱ൑ཷݩѱ൑ཷݩѱ൑ཷݩѱ൑ཷݩ    

    ᆛၡਔжٰډޑǴჹჴᡏ۫य़ޑፂᔐԖᡉ๱ޑቹៜǴ੃຤ޣჹ΋ঁࠔจޑᇡ

΋೽ҽǴӢჴᡏ୘ৎ೴ᅌᆛޑจӚԾ՞Ᏽѱ൑ࠔޑǵჴᡏޑǴᆛၡىόޑᡉܴޕ

ၡϯǴᖼວ୘ࠔѝሡᇸ᚞ᒡΕᜢᗖӷջёפр܌ाޑ୘ࠔǴᗨฅӵԜБࠅߡΨԖ

લᗺǴӢ؂ࣁ΋Տ੃຤ޣჹܭ୘ޕࠔ᛽ޑᇡޕ҂Ѹ࣬ӕǴᒿ๱ཇӭᒧ᏷ǴࠅΨཇ

ᜤዴᇡ୘ྗޑࠔዴ܄Ƕа୯ϣޕӜೱᙹਜֽϐ΋ޑ၈ࠔਜֽٯࣁǴ੃຤ޣӧ଺׳

ӭޑᒧ᏷ਔǴ҂ѸӧЯ୘ࠔޑࠔจᆶޕ᛽Ǵ΋ҹ୘ޕޑࠔ᛽ǵ΋ঁࠔจޑᇡޕჹ

ࢂࠅǴقԶޣ੃຤ޑख़ᗺǴՠ൩ѱ൑΢ε೽ϩޑᒧ᏷܈ᖼວࢂ՟Яόޣ٤੃຤ࢌ

΋ঁᒧ᏷୘ޑࠔख़ा٩ᏵǴ໔ௗޔ܈ௗቹៜ੃຤ࢂޣցᖼວۯ՜܄୘ޑࠔཀᜫǶ 

ՠࢂ၈ࠔӵԜᑈཱུܗޑ৖ࢂց੿ޑԖշܭቚ຾੃຤ޣჹдࠔޑจᇡޕǻදၹޑ

੃຤ࢂޣց٩ᙑᇡࣁ၈ࠔѝᆶਜֽჄ΢฻ဦǻӭϡۯޑ՜܄୘ࢂࠔցૈගଯ៝

 ᖼວཀᜫǻޑ࠼

ΒΒΒΒǵǵǵǵ    ၈ࠔਜֽङඳ၈ࠔਜֽङඳ၈ࠔਜֽङඳ၈ࠔਜֽङඳ    

    ᒿ๱ޗ཮ࣽמВ౦຾؁ǴΓᜪғࢲНྗගϲǴ໺಍۫य़ගࠔౢޑٮς࿶คݤ

ᅈىΓॺޑሡ؃Ǵӧ೭ᝡݾᐟਗ਼ޗޑ཮྽ΠǴҾ཰ࣁΑૈ୼ઠᛙѱ൑ǵᅈى੃຤

׆ᒧ᏷Ǵ࠼ᡣ៝ࠔ୘ޑӭϡϯٮගࢂǴԶࠔ୘ޑ΋ൂٮӚᅿ഻ӳǴ୘ৎόӆගޣ

ఈ೸ၸচӃᏱԖࠔޑจǴ ໒ബό΋ኬޑ୘ࠔሡ؃Ǵа၈ࠔਜֽٰᇥǴନΑਜᝤ

ॣޑݗ᚞Ј௃ǵᔼ೷᠐ਜ਻ܫǵੇൔаϷёҔٰࠔҔڀೡ፤ϐѦǴќѦᗋԖЎޑ

኷ୠТ฻୘ࡷ࠼៝ٮࠔᒧǶࣁΑૈ֎Ї׳ӭ੃຤ډٰޣ၈ࠔǴό໻ӧ۫ϣቚ೛Α

࣬ᜢ୘ޑࠔ஑ឦޜ໔Ǵӵ:၈ॣࠔ኷ᓔǵ၈ࠔ॥਱ЎڀᓔǵCooking StudioǴΨ

தᖐᒤ΋ࢲ٤୏ᡣ੃຤ޣёа׳ຠ߈၈ࠔǵڙ٦၈ࠔғࢲǴႽࢂ၈ॣࠔ኷ᓔޑ೽

ϩǴᗎፎ౲ӭॣ኷߄ᄽܭޣ၈ޜࠔ໔ϣᄽрǴගॣٮ኷Γว߄ബբޑᐒ཮Ǵࢂ܈
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Տߞܭကᄡᝮ۫ 3 ኴޑғࢲ॥਱ਜ୔ޑ Cooking StudioǴ؂ຼܭۓڰϖ௢рȨ᎙

᠐౜൑Ǹ൨ވښ१ȩ੝ՅЬᚒޑ१᛼ࢲ୏ǴӧਜᝤޑᕉᙅύǴᖐᒤӚ୯ऍ१ϩ٦

Ϸొ໬Ңጄ฻ࢲ୏ǴᗎፎӚ᠐ޣॺӧਜᆶߚਜϐύښࠔғࢲǶ 

 

ಃΒ࿯ಃΒ࿯ಃΒ࿯ಃΒ࿯                ࠔจᇡࠔޕจᇡࠔޕจᇡࠔޕจᇡޕ    

ᑽໆ੃຤ࢂޕจᇡࠔ จᕕှӭϿȹǶࠔȸჹ೭ঁࢂǴᙁൂٰᖱ൩ޕจᇡࠔ            

΋ᅿև౜ǴԖਔޑΚݾϦљᝡࢂ኱ྗǶΨޑࡋ౛ှکᇡ᛽ޑจϣ఼Ϸሽॶࠔჹޣ

ҭёԋࣁ΋ᅿਡЈᝡݾΚǴ੝ձࢂӧε౲੃຤ѱ൑ǴଷӵӚৎϦљගکࠔౢޑٮ

Ƕ྽ࣁᖼວՉۓ،ٰࡋዕ஼ޑจࠔаܭ཮໼ӛޣ፦ᅿᜪ࣬՟Ǵ೭ਔ੃຤ࠔޑ୍ܺ

੃຤ޣགྷाᖼວ୘ࠔਔǴ೯த཮๱Ћཛྷ൨ᆶౢ࣬ࠔᜢޑၗૻǴԶԜӕਔ཮׎ԋჹ

୘ࠔࠔจޑ૶Ꮻǵޕ᝺ǵаϷᖄགྷǴӧЈύځ٩ჹౢޑࠔᇡ׎ޕԋᄊࡋǴӆਥᏵ

ԜᄊࡋаϷӆᇡૈޑޕΚǴٰᒧ᏷ᖼວځύཀࠔౢޑǶ    

ǴࡕจࠔࠔǴ፟ϒౢࣁᄬय़౛ፕٰᇥǴLasserȐ1995ȑ฻Γᇡޕจᇡࠔ    

ቚу੃຤ޕޑޣ᝺ਏҔϷճ੻ǶRangaswamy, Burke & OlivaȐ1993ȑ߾ஒ

ӳୃޑࡋኬᄊаϷᄊޑࣁӑຝǵՉޑ៿഻ܭ΋ഭᎩሽॶǴӸӧࣁจှញࠔ

ύǴӆԵቾࠔจۯޑ՜܄ਔǴև౜а΢ϐёૈ่݀Ƕ 

    Keller(1993潢 ᇡךࣁॺჹࠔܭจޑᇡޕ൩Ⴝတ೓ύځдޕ᛽΋ኬǴ྽

Γᜪၶࢌډ΋ࠔจ܌և౜ޑϸᔈǴόፕࢂѦᡉՉࢂ܈ࣁϣӧགྷݤǴځᐒڋ

ᆶ૶Ꮻ৲৲࣬ᜢǴԜᜢ߯ӧѸ໪ाΠࢌ੃຤،ޑۓਔংܴࣁ׳ᡉǶќ΋Б

य़வ੃຤ޣᢀᗺٰჹࠔจᇡޕ଺ΑӵΠۓޑကǺࠔจᇡޕΏҗࠔจޕӜࡋ

Ϸࠔจ׎ຝ܌ᖄ่Զ׎ԋᆛ๎૶ᏫኳԄȐassociative networkmemory 

modelȑǴځਏ݀ᆄຎ੃຤ࠔޑޣจޕ᛽ԶۓǶ 
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ಃΟ࿯ಃΟ࿯ಃΟ࿯ಃΟ࿯                ୘ޕࠔ᛽୘ޕࠔ᛽୘ޕࠔ᛽୘ޕࠔ᛽    

    ྽੃຤ޣᒧ᏷୘ࠔਔǴ཮аԾρᆶ୘ࠔϐ໔࣬ޑᜢ૶Ꮻٰཛྷ൨୘ࠔၗ

Ǵૻ܈а٬Ҕၸᜪ՟ޑ୘ޑࠔ࿶ᡍٰ຾Չځᖼວ،฼ǶHuffman and Houston

Ȑ1993ȑᇡޕࠔౢࣁ᛽཮ቹៜ੃຤ૻޑޣ৲ཛྷ൨ՉࣁǴԶૻ৲ཛྷ൨Ξ຾΋

؁ቹៜ،฼ၸำǶHeaney and GoldsmithȐ1999ȑزࣴޑύ᛾ჴౢޕࠔ᛽

཮҅ӛቹៜ੃຤ޣᖼૻޑ߻৲ཛྷ൨ՉࣁǶ࣬ᜢࣴزҭࡰрౢޕࠔ᛽ᆶ੃຤

 ;໔և҅ӛᜢ߯ȐBrucks, 1985; Urbany et al., 1989ࣁཛྷ൨Չ৲ૻޑޣ

Berné et al.,1999; Heaney & Goldsmith, 1999; Smith, 2000ȑǶ 

    ੃຤ޕࠔౢޣ᛽ޑᑽໆБԄӧᏹբ΢εठԖΟᅿǺಃ΋ǴЬᢀޕ᛽

(subjective knowledge潢ࣁᑽໆঁΓᇡࣁԾρࠔౢ܈ࠔౢޑޕ܌ᜪձǹಃ

ΒǴ࠼ᢀޕ᛽(objective knowledge潢ࢂᑽໆঁΓჴሞᓯӸӧ૶Ꮻύౢޕࠔ

᛽ޑӭჲǵ׎ԄǹಃΟࡰࢂ߾ᖼວ٬܈Ҕౢޑࠔ࿶ᡍǶ 

ಃѤ࿯ಃѤ࿯ಃѤ࿯ಃѤ࿯                ࠔจࠔจࠔจࠔจ۸၈۸ࡋ၈۸ࡋ၈۸ࡋ၈ࡋ    

ကനԐҗۓ᏾ֹޑࡋจ۸၈ࠔ     Jacoby and Olson(1970潢ගрǴᇡࠔࣁ

จ۸၈ࢂߚ٠ࡋ΋ᅿᒿᐒޑ܄ՉࣁϸᔈǴԶߏࢂਔ໔ӸӧޑǹЪ࿶җ੃຤

ᖼޑᒍ܍จࠔ΋ᅿЈ౛΢ჹޑԋ׎܌Ǵࡕจϐࠔޑ΋ঁа΢܈Եቾ΋ঁޣ

ວᐕำǶΨ൩ࢂᇥǴ྽੃຤ۓ،ޣᖼວӕ΋୘ޑࠔӭᅿࠔจਔǴ཮ӢࣁЈ

౛΢ჹࠔࢌจ܍ޑᒍԶᒧ᏷၀ࠔจޑ୘ٰࠔ଺੃຤ޑ୏բǶԜۓက఼ᇂΑ

ޣ౜ϞᏢࢂа܌य़(БШᄪǵ஭Ў፣Ǵ2006潢 Ǵࡋᄊکय़ࣁՉޑࡋจ۸၈ࠔ

໔දၹᇡӕۓޑကǶ    

നಖ཮ځᒍǴ܍ޑΦᜢ߯ߏ࡭Ϧљᆢ܈จࠔۓჹ੝࠼จ۸၈х֖៝ࠔ    

จ۸၈୷ҁࠔቫय़(Prus and Brandt, 1995潢ǶջǴঁٿࣁϷՉࡋ౜ӧᄊ߄

җՉ۸ࣁ၈Ϸᄊ۸ࡋ၈ٿय़ಔԋǴલ΋όёǶՉ۸ࣁ၈Ξᆀࣁᖼວ۸၈Ǵ

܍ޑࡋᅿำࢌх֖߾۸၈ࡋǹԶᄊࣁ௦ᖼՉޑจख़ፄࠔܭჹ࠼៝ࢂޑࡰ
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ᒍǴྍԾ࠼៝ܭᇡࣁ၀ࠔจёаග٤ࢌٮᐱ੝ޑሽॶ(Chaudhuri and 

Holbrook, 2001; Jones and Taylor, 2007潢Ƕ 

 

ಃϖ࿯ಃϖ࿯ಃϖ࿯ಃϖ࿯                ੃຤ޣᖼວཀᜫ੃຤ޣᖼວཀᜫ੃຤ޣᖼວཀᜫ੃຤ޣᖼວཀᜫ 

    ੃຤ޣӧᖼວ୘ࠔਔޑᓬӃԵቾವၸܭԾρࢂցԖᖼວཀᜫǴฅԶӧ،߻ۓ

ԏ໣ၗૻКၨǵ၌ୢдΓཀـǵࢂ܈Ԗ੝ୃޑۓӳࠔจǾǾ฻Ǵё٬੃຤ޣගଯ

ᖼວ୘ޑࠔёૈ܄Ƕ 

    ਥᏵ Schiffman and Kanuk(1991潢ࡰрǴҔٰᑽໆ੃຤ޣᖼວࢌ໨ౢࠔϐё

ցࢂࠔਔǴ཮ᓬӃԵቾԾρჹౢࠔӧᖼວ୘ޣᇥ੃຤ࢂᖼວཀᜫǶΨ൩ࢂ൩܄ૈ

Ԗཀᜫᖼວޑёૈ܄Ǵჹܭ੃຤ޣཀᜫຫଯǴж߄ჹԜౢޑࠔᖼວᐒ౗ຫଯǴ࣬

ϸޑǴ੃຤ޑޣཀᜫόଯǴჹౢޑࠔᖼວᐒ౗Ψ཮फ़եǶ 

    ੃຤܌ޣᕇளޑၗૻ཮٬੃຤ౢޣғόӕୃޑӳǴ຾΋؁ቹៜᖼວཀკ

(Liebermann and Flint-Goor, 1996潢Ƕ੃຤ޑޣᖼວཀᜫࢂҗ੃຤ޣჹࢌ΋ౢ

΋ౢࢌᒧ᏷ޣ੃຤ࣁᄬԋǹᖼວཀᜫёຎ܌ǴϷѦӧӢનϐբҔࡋᄊޑจࠔ܈ࠔ

 ኱(Fishbein andࡰϐख़ाࣁՉޣႣෳ੃຤ࣁё଺ځЬᢀ໼ӛǴ٠೏᛾ჴޑࠔ

Ajzen, 1975潢ǶҗԜёـǴ೸ၸቹៜӢનёႣෳ੃຤ޣჹౢޑࠔᖼວཀᜫำࡋǶ 
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ಃΟകಃΟകಃΟകಃΟക        ࣴزБزࣴݤБزࣴݤБزࣴݤБݤ    

ಃಃಃಃ΋΋΋΋࿯࿯࿯࿯                ࣴࢎزᄬࣴࢎزᄬࣴࢎزᄬࣴࢎزᄬ    

ҁࣴزϐࣴࢎزᄬᜢ߯კǴӵΠკǺ 

 

 

 

    

    

    

    

    

ಃΒಃΒಃΒಃΒ࿯࿯࿯࿯                ࣴزଷ೛ࣴزଷ೛ࣴزଷ೛ࣴزଷ೛    

ϷЈύࡋӳำ഻ޑจࠔჹԜޣ੃຤ܭᖼວཀᜫǴ୷ޣቹៜ੃຤ޕจᇡࠔ    

ჹࠔځจޑᇡޕǴࠔจᇡޕၨଯޑ੃຤ޣ཮Ԗၨଯޑᖼວཀᜫǹϸϐ੃຤ޣჹܭ

Չᎍ฼ౣϐ΋ǴёаِೲޑҾ཰ࣁࠔ୘܄՜ۯᖼວཀᜫǶޑၨեԖၨեޕจᇡࠔ

ගϲۯ՜܄୘ޕࠔӜࡋǴჹ੃຤ૈޣԖਏޑफ़եᇡޕ॥ᓀаϷቚуჹౢޑࠔຑ

ሽǶ྽Ҟ኱ѱ൑ύޑ੃຤ޣჹۯ՜ౢࠔᜪձޕޑ᛽ၨલЮਔǴ཮Ӣࣁᖼວޑ॥ᓀ

ၨଯԶ٩ᒘ܌ᇡࠔޑޕจٰຑ՗ۯ՜Ǵ഻ ӳࠔځจޑ੃຤ޣჹۯܭ՜܄୘ࠔ཮Ԗ

ၨؼӳޑຑሽǴ҅य़ቹៜ੃຤ޣჹࠔځจϐۯ՜܄୘ࠔޑࠔจᇡޕǴ຾Զቚу੃

຤ޣჹۯ՜܄୘ࠔᖼວཀᜫǹϸϐ੃຤ޣჹࠔܭจᇡޕၨեਔǴჹۯ՜܄୘ࠔᖼ

ວཀᜫ߾όଯǶࡺҁࣴز௢ፕ H1  :ӵΠزࣴ

H1:H1:H1:H1:ࠔจᇡޕჹۯ՜܄୘ࠔᖼວཀᜫԖᡉ๱҅ޑӛቹៜࠔจᇡޕჹۯ՜܄୘ࠔᖼວཀᜫԖᡉ๱҅ޑӛቹៜࠔจᇡޕჹۯ՜܄୘ࠔᖼວཀᜫԖᡉ๱҅ޑӛቹៜࠔจᇡޕჹۯ՜܄୘ࠔᖼວཀᜫԖᡉ๱҅ޑӛቹៜ 

 

 

H3 

 ࡋจ۸၈ࠔ

H1 ࠔจᇡޕ 

H6 

H5 

H4 

H2 

 ࠔ୘܄՜ۯ

ᖼວཀᜫ 

୘ޕࠔ᛽ 
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    ྽੃຤ޣᒧ᏷୘ࠔਔǴ೯த཮аԾρᆶ୘ޑࠔ૶Ꮻٰཛྷ൨୘ࠔၗૻ܈аᜪ՟

࿶ᡍ຾ՉᖼວՉࣁǴࢌ΋ࠔจ௢рۯ՜܄୘ࠔਔǴ੃຤ޣҁيਥᏵ୘ޕࠔ᛽բࣁ

ຑ՗ۯ՜܄୘ࡰޑࠔ኱Ǵ୘ޕࠔ᛽ၨଯޑ੃຤ޣǴӢࣁ੃຤ޣዕ஼୘ࠔၗૻǴჹ

୘ޑࠔᕕှࡋၨଯǴࡺၨϿ٬Ҕ݈څӑຝٰᑽໆ୘ࠔࠔ፦Ǵ཮аࠔ፦բࣁᓬӃԵ

ໆǴଷ٬ቷ୘ӛ੃຤ޣගٮ၁ಒޑ୘ࠔࠔ፦ၗૻǴჹۯ՜܄୘ࠔᖼວཀᜫԖёૈ

ගϲǹԶ୘ޕࠔ᛽ၨեޑ੃຤ޣჹ୘ૻࠔ৲ၨ೦ЮǴ཮ӢຼࣁᎁᕉნׯޑᡂԶڙ

ቹៜǴόޕၰӵՖղᘐ୘ޑࠔᓬӍǴۯځ՜܄୘ࠔᖼວཀᜫԖёૈ཮फ़եǶࡺҁ

௢ፕزࣴ H2  :ӵΠزࣴ

H2:H2:H2:H2:୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫԖᡉ๱҅ޑӛቹៜ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫԖᡉ๱҅ޑӛቹៜ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫԖᡉ๱҅ޑӛቹៜ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫԖᡉ๱҅ޑӛቹៜ    

 

    ᆕӝ΢ॊزࣴޑଷ೛ H1 Ϸ H2Ǵ੃຤܌ޣᏱԖ୘ޕࠔ᛽཮ቹៜࠔځจᇡޕ॥

ᓀǶᏱԖ୘ޕࠔ᛽ำࡋၨଯޑ੃຤ޣჹܭ୘ࠔឦ܄Ԗၨᙦ൤ޑᇡ᛽Ǵдॺёа୔

ϩόӕࠔจϐ໔ޑৡ౦Ǵকନόޑ٫ᒧ᏷БਢǴаफ़եࠔจᇡޕ॥ᓀύޑόዴۓ

ჹೀ౛ޣ੃຤ޑၨեࡋ᛽ำޕࠔ॥ᓀ཮ӢԜКၨեǹᏱԖ୘ޕจᇡࠔځӢનǴ܄

ၗૻૈޑΚၨৡǴӧ૶Ꮻύ܌ᏱԖޑ୘ޕࠔ᛽ࢎᄬၨόሸӄǴჹౢࠔឦ܄ᇡ᛽ό

ӭǴ،฼ᒱᇤޑёૈ܄ၨଯǴҭջ཮ගଯࠔจᇡޕ॥ᓀύޑόዴ܄ۓӢનǴځᇡ

ᖼວࠔ୘܄՜ۯ᛽ჹޕࠔ୘کޕจᇡࠔ॥ᓀΨӢԜКၨଯ(݅ᅸᗪ,2007潢Ƕ྽ޕ

ཀᜫޑቹៜǴӢԜҁࣴزᇡࠔࣁจ۸၈ࡋჹܭ੃຤ޣӧࠔจᇡޕϷ୘ޕࠔ᛽྽ࠔ

จᇡޕϷ୘ޕࠔ᛽ޣٿӕਔຫଯǴۯ՜܄୘ࠔᖼວཀᜫΨ൩ຫଯǹϸϐࠔจᇡޕ

Ϸ୘ޕࠔ᛽ޣٿӕਔၨեǴۯ՜܄୘ࠔᖼວཀᜫΨၨեǴࡺҁࣴز௢ፕ H3 زࣴ

ӵΠ: 

H3:H3:H3:H3:ࠔจᇡޕϷ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫԖᡉ๱҅ޑӛቹៜࠔจᇡޕϷ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫԖᡉ๱҅ޑӛቹៜࠔจᇡޕϷ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫԖᡉ๱҅ޑӛቹៜࠔจᇡޕϷ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫԖᡉ๱҅ޑӛቹៜ    

 

    ਥᏵ MBA ඵ৤(2011潢Ǵࠔจᇡޕ(Preceived Quality潢ࠔࢂจၗౢޑख़ाಔ

ԋ೽ϩǴѬࢂᑽໆ੃຤ޣჹࠔจϣ఼Ϸሽॶޑᇡکޕ౛ှޑࡋ኱ྗǴԖਔ཮ԋࣁ

Ϧљ΋ᅿਡЈᝡݾΚǴ྽ӚৎᝡݾჹЋගࠔޑ୍ܺکࠔౢٮ፦ৡ౦όεǴ೭ਔ੃
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຤ޣ཮໼ӛਥᏵࠔจޑዕ஼ำۓ،ࡋᖼວՉࣁǶՠӧ੃຤ޣ଺،฼ޑၸำύǴќ

΋ঁӢનΨ཮ቹៜቹៜдॺޑᖼວՉࠔˇࣁจ۸၈ࡋǹ྽੃຤ޣჹࠔܭจ۸ޑ၈

΢൩཮Ԗၨଯࠔౢ܄՜ۯ၉ǴӧᖼວޑΨຫӭǵຫዕ஼ޕᇡޑจࠔܭຫଯǴჹࡋ

ଯǴӧޕᇡޑจࠔਔংǴջ٬ჹ၀ޑၨեࡋ۸၈ޑจࠔჹޣཀᜫǴǹՠ྽੃຤ޑ

ᖼວۯ՜ࠔౢ܄΢ޑཀᜫࠅόـளΨ཮ගଯǴӢԜҁࣴزᇡࣁǴࠔจ۸၈ڀࡋԖ

υᘋ੃຤ޣӧჹܭ၀ࠔจޑᇡޕ΢ޑ୷ᘵٰᖼວۯ՜ޑࠔౢ܄ਏ Ǵ݀ගрΑࣴز

ଷ೛ H4ǴӵΠ: 

H4:H4:H4:H4:ࠔจ۸၈ࠔࢂࡋจࠔจ۸၈ࠔࢂࡋจࠔจ۸၈ࠔࢂࡋจࠔจ۸၈ࠔࢂࡋจᇡޕჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋᡂኧᇡޕჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋᡂኧᇡޕჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋᡂኧᇡޕჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋᡂኧǶǶǶǶ    

 

    ୘ޕࠔ᛽ࢂ੃຤ӧࢂցाᖼວ၀ࠔจۯޑ՜܄୘܌ࠔԵໆ٩ޑᏵǴ྽੃຤ޣ

ჹܭ၀ࠔจޑ୘ޕޑࠔ᛽ǵΑှำࡋຫӭǴӧᖼວ၀ࠔจޑ୘ߡࠔၨԖߞЈǵע

ඝǴჹܭѬ܌௢рۯޑ՜ޑࠔౢ܄ᖼວཀᜫ൩཮ගଯǴՠ྽ࠔจ۸၈ࡋϟΕ೭ϐ

໔ԋࣁυᘋᡂኧޑ၉Ǵ่݀Ξ཮όᅰ࣬ӕǹ྽੃຤ޣჹܭ၀ࠔจ۸ޑ၈ߚࡋதଯ

ਔǴӵ:۸ჴ៝࠼Ǵᗨฅჹࠔܭจ܌௢рۯ՜܄୘ޕࠔ᛽ޑΑှόӭǴՠ୷۸ܭ

၈ࡋǴӧᖼວۯ՜ޑࠔౢ܄ཀᜫ΢ᗋࢂ཮ගଯǴӢԜҁࣴزᇡࣁǴࠔจ۸၈ࡋჹ

Ԗυᘋڀࢂཀᜫޑࠔ୘܄՜ۯѐᖼວࡋΑှำޑ᛽ޕࠔ୘ܭᇥǴӧჹٰޣ੃຤ܭ

ଷ೛زਏ݀Ǵගрࣴޑ H5ǴӵΠ: 

H5:H5:H5:H5:ࠔจ۸၈ࢂࡋ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋᡂኧࠔจ۸၈ࢂࡋ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋᡂኧࠔจ۸၈ࢂࡋ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋᡂኧࠔจ۸၈ࢂࡋ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋᡂኧǶǶǶǶ    

 

    ᆕӝ΢ॊزࣴޑଷ೛ H4 Ϸ H5Ǵ྽ࠔจ۸၈ࡋӕਔυᘋࠔจᇡکޕ୘ޕࠔ᛽

ჹۯ՜܄୘ޑࠔᖼວཀᜫޑ၉Ǵ่݀Ψ཮Ԗ٤όӕǹ྽ࠔจ۸၈ࡋଯǴՠჹࠔܭ

จᇡޑޕᇡޕၨեǵჹܭ୘ޕࠔ᛽ଯਔǴჹۯܭ՜ޑࠔౢ܄ᖼວཀᜫёૈ཮ග

ଯǴٯӵ:ᖏਔଆཀډ၈ࠔਜֽ೻೻ວΑ΋Ѝ၈ࠔਜֽԾՉ೛ीޑচη฽ǴቪΑ

ϐࡕว౜ࡐӳҔǵᄕΠѐόϼ཮ᘐНǴவԜ൩ததѐວ၈ࠔਜֽԾՉ೛ीޑ฽Ǵ

ჹܭ၈ࠔ೭ঁࠔจޑচη฽۸ޑ၈ࡋаϷ୘ޕࠔ᛽൩ගଯΑǴӢࢂࣁᖏਔଆཀ

ܭਔǴ୷ࠔдීᜪ୘ځਜֽ௢рΑࠔจᗋόࣗΑှǹՠ྽၈ࠔ೭ঁࠔ၈ܭǴჹޑ
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ϐ߻ჹܭ၈ࠔচη฽ࠔޑจ۸၈ࡋϷ୘ޕࠔ᛽Ǵᖼວཀᜫ൩཮ගଯΑ೚ӭǴӢԜ

ҁࣴزᇡࠔࣁจ۸၈ࡋჹܭ੃຤ޣӧࠔจᇡޕϷ୘ޕࠔ᛽ΒঁӢનԵໆϐΠࢂ

ցᖼວۯ՜ޑࠔౢ܄ཀᜫڀࢂԖυᘋਏ݀ޑǴගрࣴزଷ೛ H6ǴӵΠ: 

H6:H6:H6:H6:ࠔจ۸၈ࠔࢂࡋจᇡޕϷ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋᡂኧࠔจ۸၈ࠔࢂࡋจᇡޕϷ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋᡂኧࠔจ۸၈ࠔࢂࡋจᇡޕϷ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋᡂኧࠔจ۸၈ࠔࢂࡋจᇡޕϷ୘ޕࠔ᛽ჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋᡂኧǶǶǶǶ    

    

ಃΟಃΟಃΟಃΟ࿯࿯࿯࿯                ᏹբࠠۓကᆶᑽໆπڀᏹբࠠۓကᆶᑽໆπڀᏹբࠠۓကᆶᑽໆπڀᏹբࠠۓကᆶᑽໆπڀ    

΋΋΋΋ǵǵǵǵ    ࠔจᇡࠔޕจᇡࠔޕจᇡࠔޕจᇡޕ    

    ကۓကۓကۓကۓ .1.1.1.1

  ҁࣴزਥᏵ Keller(1993潢ޑ౛ፕǴᇡࠔࣁจᇡޕ཮ѰѓΓᜪᖼວਔޑϸᔈǴ

όፕࢂѦᡉՉࢂ܈ࣁϣӧགྷݤǴ೿ᆶ૶Ꮻ৲৲࣬ᜢǴԜᜢ߯ӧѸ໪ाΠࢌ੃຤،

 ᡉǶܴࣁ׳ਔংޑۓ

                2.  2.  2.  2.  ᄬय़Ӣનᄬय़Ӣનᄬय़Ӣનᄬय़ӢનǺǺǺǺ 

  ҁࣴ٩ྣز MBA ඵ৤(2011潢ၗ਑ஒࠔจᇡޕϩԋΠӈѤᅿӢન 

    (1潢 ৡ౦܄Ǻཀࠔࡰจϐ໔ޑόӕϐೀǴৡ౦܄ຫεǴж߄Ԝࠔจӧѱ 

      ൑΢ޑӕ፦ϯำࡋຫեǶ 

    (2潢 ࣬ᜢ܄Ǻࠔࡰจჹ੃຤ޑޣ፾ӝำࡋǴ࣬ᜢ܄ຫεǴж߄੃຤ޑޣ 

      ᖼວཀᜫϷௗࡋڙຫଯǶ 

    (3潢 ൧ख़ࡋǺ੃຤ޣჹࠔจӵՖຑሽǴᜢ߯ࠔډจޑα࿞Ƕ 

    (4潢 ᇡࡋޕǺ੃຤ޣჹࠔจޑᕕှำࡋǶ 

ΒΒΒΒǵǵǵǵ    ୘ޕࠔ᛽୘ޕࠔ᛽୘ޕࠔ᛽୘ޕࠔ᛽    

    ကۓကۓကۓကۓ .1.1.1.1

    ҁࣴز௦Ҕ Brucks(1985潢ϐፕᗺǴ྽੃຤ޣᒧ᏷୘ࠔਔǴ཮аԾρᆶ୘ࠔ

ϐ໔࣬ޑᜢ૶Ꮻٰཛྷ൨୘ࠔၗ Ǵૻ܈а٬Ҕၸᜪ՟ޑ୘ޑࠔ࿶ᡍٰ຾Չځᖼວ،

฼Ƕ 

 



品牌認知與商品知識對消費者購買延伸性產品意願之研究─以誠品書局為例 
 

                                    15       逢甲大學學生報告 ePaper(2012年) 

        2. 2. 2. 2. ᄬय़Ӣનᄬय़Ӣનᄬय़Ӣનᄬय़Ӣન::::    

    ҁࣴزа Brucks(1985潢زࣴޑჹ୘ޕࠔ᛽ϐᄬय़ϩࣁΟᅿǺಃ΋ǴЬᢀޕ

᛽(subjective knowledge潢ࣁᑽໆঁΓᇡࣁԾρޕၰޑ୘܈ࠔ୘ࠔᜪձǹಃΒǴ

ӭޑ᛽ޕࠔᑽໆঁΓჴሞᓯӸӧ૶Ꮻύ୘ࢂ᛽(objective knowledge潢ޕᢀ࠼

ჲǵ׎ԄǹಃΟࡰࢂ߾ᖼວ٬܈Ҕ୘ޑࠔ࿶ᡍǶ 

ΟΟΟΟǵǵǵǵ    ࠔจࠔจࠔจࠔจ۸၈۸ࡋ၈۸ࡋ၈۸ࡋ၈ࡋ    

    ကۓကۓကۓကۓ .1.1.1.1

  ҁࣴز௦Ҕ Jacoby and Olson(1970潢ᇡࠔࣁจ۸၈ࢂߚ٠ࡋ΋ᅿᒿᐒޑ܄ 

ՉࣁϸᔈǴԶߏࢂਔ໔ӸӧǹЪ࿶җ੃຤ޣԵቾ΋ঁ܈΋ঁа΢ࠔޑจϐࡕǴ܌ 

 ᖼວᐕำǶޑᒍ܍จࠔ΋ᅿЈ౛΢ჹޑԋ׎

2.2.2.2. ᄬय़Ӣનᄬय़Ӣનᄬय़Ӣનᄬय़Ӣન    

੃຤ࢂޑࡰ۸၈ࡋቫय़ಔԋǶᄊٿ۸၈ࣁ۸၈ᆶՉࡋ୷ҁёҗᄊࡋจ۸၈ࠔ

ჴሞ΢ख़ޣ੃຤ࡰࢂ߾۸၈ࣁ۸၈ǹՉޑᒍǴឦᆒઓय़܍จϐࠔ၀ܭӧϣЈჹޣ

ፄᖼວϐՉࣁǴ܌аΞᆀࣁᖼວ۸၈Ƕ    

ҁࣴزਥᏵ MBA ඵ৤(2011潢ϐၗ਑Ǵࠔจ۸၈ࡋҗΠӈϖᗺٰᑽໆǺ    

(1潢 ៝࠼ख़ᙟᖼວޑԛኧ 

(2潢 ៝࠼ᖼނਔ໔ߏޑอ 

(3潢 ៝࠼ჹሽ਱ޑ௵གࡋ 

(4潢 ៝࠼ჹᝡޑࠔౢݾᄊࡋԵໆ 

(5潢 ៝࠼ჹౢࠔ፦ໆୢᚒޑᄊࡋ 

ѤѤѤѤǵǵǵǵ    ᖼວཀᜫᖼວཀᜫᖼວཀᜫᖼວཀᜫ    

    ကۓကۓကۓကۓ .1.1.1.1

   ҁࣴزа Schiffman & KanukȐ2000ȑϐᢀᗺᇡࣁᖼວཀᜫࢂӧᑽໆ੃຤ޣ 

ᖼວࢌ໨ౢޑࠔёૈ܄Ǵᖼວཀᜫཇଯж߄ᖼວޑᐒ౗ཇεǶ 
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2. 2. 2. 2. ᄬय़Ӣનᄬय़Ӣનᄬय़Ӣનᄬय़ӢનǺǺǺǺ 

    ҁࣴزа Schiffman & KanukȐ2000ȑගрᖼວཀᜫޑᑽໆБԄჹᖼວ 

ཀᜫϩԋ๊ჹ཮ວǵёૈ཮ວǵόዴۓ཮ວǵёૈό཮ວǵ๊ჹό཮ວϖঁᑽໆ

ЁࡋǶ 

 

ಃѤಃѤಃѤಃѤ࿯࿯࿯࿯                ࣴزჹຝࣴزჹຝࣴزჹຝࣴزჹຝ&&&&ܜኬБܜݤኬБܜݤኬБܜݤኬБݤ    

    ҁࣴࣁز੃຤ޣՉࣁϷᖼວཀᜫϐፓࢗǴаӄѠ᡼Ӧ୔ޑ၈ࠔਜֽࣁЬǴࣴ

 ǶࢗፓزБԄ຾Չࣴޑڔጄൎаᆛၡୢز

    Ӣਜᝤۯک՜܄୘ࣁ֡ࠔύեሽՏޑ୘ࠔǴࡺЬाܜኬ࠼ޑဂ35ྃ~16ࣁǴ

໕ਔ໔ၨӭǴޜࢲଯύᙍǵε஑ଣਠғǴаϷғޑᆶਜֽௗ᝻ᐒ཮ၨӭࡴύхځ

ςԖԾЬ੃຤ૈΚޑ΢੤௼Ƕ 

    ҁࣴزБݤаໆϯᔠᡍࣁЬǴ࿶җӧᆛၡวܫஒϤᅿᡂኧӢη೛ीԋᕴኧ20

ᚒڔୢޑǴႣीว250ܫҽୢڔ຾ՉࣴزፓࢗǶ 

 

ಃಃಃಃϖϖϖϖ࿯࿯࿯࿯                ಍ीϩ݋಍ीϩ݋಍ीϩ݋಍ीϩ݋    

΋΋΋΋ǵǵǵǵ    ௶ॊ܄಍ी௶ॊ܄಍ी௶ॊ܄಍ी௶ॊ܄಍ी    

ஒୢڔၗ਑຾Չ಍᏾Ǵᇥܴ၈ࠔਜ۫ޑϐࠔจᇡޕᆶ୘ޕࠔ᛽ǴჹΓα಍ी   

ᡂኧϐѳ֡ኧǵ኱ྗৡǵԛኧϩଛǵԭϩК฻಍ीၗ਑ǴᙖаΑှኬҁၗ਑่ᄬǶ 

ΒΒΒΒǵǵǵǵ        ࡋߞϩࡋߞ݋ϩࡋߞ݋ϩࡋߞ݋ϩ݋    

 Ǵ௦ҔCronbach ͉ Ƕ܄Ԗ΋ठڀցࢂӧϣ৒΢ࡕ࿶ၸຑໆϐڔ΋ҽୢࡰ

ΟΟΟΟǵǵǵǵ        ਏࡋϩ݋ਏࡋϩ݋ਏࡋϩ݋ਏࡋϩ݋    

ਏۓۺཷࣁࡋကȐconceptual definitionȑᆶᏹբϯۓကȐoperational 

definitionȑ໔ࢂցࠨӝǶ྽ךॺᇥ΋ঁࡰ኱ڀԖਏࡋਔǴךॺࢂӧ੝ۓҞޑᆶ

 Π଺ԜղᘐǶݩ௃ޑကۓ
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ҁࣴز௦Ҕᡍ᛾ԄӢનϩ݋(CFA潢Ǵ٩Ᏽ߻٣ςࡌᄬԋޑଷ೛ӢનϷ֖܌ځ

ϐ໨Ҟٰ଺಄ӝำޑࡋᡍ᛾Ƕҁࣴزջࢂ௦ҔԜϩ݋Бٰݤᔠᡍࠔจᇡޕǵౢࠔ

 Ƕࡋቹៜำޑᆶӆᖼཀᜫϐ໔ᜢ߯ࡋจ۸၈ࠔ᛽ǵޕ

ѤѤѤѤǵǵǵǵ        ӭϡ଑ᘜϩ݋ӭϡ଑ᘜϩ݋ӭϡ଑ᘜϩ݋ӭϡ଑ᘜϩ݋ 

ΚǴӢૈޑԖᑔᒧԾᡂ໨ڀаӭঁԾᡂ໨ٰႣෳ΋ঁᔈᡂ໨ǴӕਔࢂޑҞځ

Զว৖ǵᔠۓӭঁх֖όӕԾᡂ໨ޑኳԄǶӧҁࣴزύǴԾᡂኧࠔࣁจᇡޕᆶౢ

 ϐཀᜫǶࠔౢ܄՜ۯᖼວࣁ᛽Ǵᔈᡂኧޕࠔ

ਥᏵҁࣴزϐࣴزଷ೛Ǵ௦Ҕӭϡ଑ᘜϩ݋Бٰݤ኱ྗϯ߯ኧBetaॶǴаΑ

ှӭঁᡂኧϐ໔ޑᜢ߯аϷ࣬ϕቹៜޑำࡋǶऩBetaॶ҅ࣁኧǴኧॶཇεжٿ߄

ᡂኧϐ໔ޑቹៜำࡋཇεǹऩBetaॶॄࣁኧǴኧॶཇλޑޣቹៜำࡋΨཇଯǹऩ

Betaࣁ႟Ǵջж߄Ծᡂኧϐᡂ୏ό཮ჹᔈᡂኧౢғቹៜǶ 

ϖϖϖϖǵǵǵǵ        υᘋਏ݀ϩ݋υᘋਏ݀ϩ݋υᘋਏ݀ϩ݋υᘋਏ݀ϩ݋    

ҁ໨ҭࢂ௦Ҕӭϡ଑ᘜϩٰ݋բ௖૸Ƕ 

 

ಃಃಃಃϤϤϤϤ࿯࿯࿯࿯                Ⴃය่ࣴ݀زᆶ่ፕႣය่ࣴ݀زᆶ่ፕႣය่ࣴ݀زᆶ่ፕႣය่ࣴ݀زᆶ่ፕ    

٩ҁࣴزϐҞޑǵࢎᄬϷႣය่݀಍ीϩ่݀݋ӵΠ:    

΋ǵ ଞჹH1ჹҁࣴزႣය่݀ӵΠ: 

Ⴃය่݀࣬಄Ǵ੃຤ޑॺךቹៜᆶޑᖼວཀᜫԖᡉ๱ࠔ୘܄՜ۯჹޕจᇡࠔ                

ᖼວཀᜫǶԶЪǴҾ཰೸ၸޑࠔ՜୘ۯจࠔჹډ໔ௗቹៜࡋำޑޕจᇡࠔܭჹޣ

੃຤ޣჹࠔจᇡޑޕΑှำࡋԶफ़եۯځ՜܄୘ޑࠔ॥ᓀǶ܌аךॺᇡࠔࣁจᇡ

 ӛᜢ߯Ƕ҅ޑᖼວཀᜫԖܴᡉޑࠔ୘܄՜ۯᆶޕ

Βǵ ଞჹH2ჹҁࣴزႣය่݀ӵΠ: 

ததޣᖼວཀᜫԖᡉ๱ቹៜ٠ᆶႣය่݀࣬಄Ǵ੃຤ࠔ୘܄՜ۯჹޕจᇡࠔ    

Ꮷ๱Ծρჹܭ୘ࠔᇡ᛽ᆶځ஑཰ޕ᛽ٰᖼວ܌ሡޑ୘ࠔǴ٬ޣ܈Ҕ੝ࠔۓจۯޑ

՜܄୘ٰࠔዴߥԾρჹ୘ޕࠔ᛽ޑкىǶҗԜёـǴଯ୘ޕࠔ᛽ё٬੃຤ޣჹۯ
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՜܄୘ࠔԖၨଯޑᖼວཀᜫǴե୘ޕࠔ᛽ࠅᡣ੃຤ޣёૈᇤှځཀӢԶफ़եჹۯ

՜܄୘ޑࠔᖼວཀᜫǶ 

Οǵ ଞჹH3ჹҁࣴزႣය่݀ӵΠ: 

Ⴃය่݀࣬ޑॺךᖼວཀᜫԖቹៜᆶࠔ୘܄՜ۯ᛽ჹޕࠔϷ୘ޕจᇡࠔ    

಄ǴਥᏵ่ࣴ݀زᡉҢǴ྽੃຤ޣӕਔᏱԖࠔจޑᇡکޕ୘ޕࠔ᛽ຫӭޑ၉Ǵ୷

ॺᇡךа܌ཀᜫ൩ຫଯǴޑᖼວཀᜫࠔౢ܄՜ۯΑှǴჹޑሽॶکϣ఼ࠔჹ୘ܭ

 य़ቹៜǶ҅ޑᖼວཀᜫԖᡉ๱ޑࠔౢ܄՜ۯܭ᛽ჹޕࠔᆶ୘ޕจᇡࠔࣁ

Ѥǵ ଞჹH4ჹҁࣴزႣය่݀ӵΠ: 

    ೸ၸୢڔፓ่݀ޑࡕࢗว౜ǴךॺޑႣයࠔࣁจ۸၈ࠔࢂࡋจᇡޕ཮ჹۯ՜

จࠔჹܭຫଯਔǴ୷ࡋจ۸၈ࠔܭჹޣυᘋᡂኧǴ྽੃຤ࣁᖼວཀᜫԋޑࠔ୘܄

ཀᜫ཮ᒿϐගଯǴ྽੃຤ޑࠔ୘܄՜ۯځǴᖼວࡋ۸၈ځӧу΢ჹޕΑှϷᇡޑ

ךࡺཀᜫǴޑᖼວډǴՠΨ཮ቹៜޕᇡޑࠔԖჹ୘ڰၨեਔǴᗨࡋจ۸၈ࠔჹޣ

ॺᇡࠔࣁจ۸၈ࡋ཮ቹៜࠔډจᇡޕჹۯ՜܄৖ޑࠔᖼວཀᜫǶ 

ϖǵ ଞჹH5ჹҁࣴزႣය่݀ӵΠ: 

    ೸ၸୢڔፓ่݀ޑࡕࢗว౜ǴךॺႣය཮և౜ࠔจ۸၈ࢂࡋ୘ޕࠔ᛽཮ჹۯ

՜܄୘ࠔᖼວཀᜫԋࣁυᘋᡂኧǴ྽੃຤ޣჹࠔจ۸၈ࡋଯਔǴᗨฅჹۯ՜܄୘

ཀޑࠔ୘܄՜ۯځᖼວܭǴჹࠔ୘ޑจࠔځߞ཮ᜫ࣬ࡋ۸၈ܭΑှόӭǴՠ୷ࠔ

ᜫΨ཮ගଯǴ܌аǴךॺᇡࠔࣁจ۸၈ࡋ཮ቹៜځ୘ޕࠔ᛽཮ჹۯ՜܄୘ࠔᖼວ

ཀᜫǴڀԖυᘋਏ݀Ƕ 

Ϥǵ ଞჹH6ჹҁࣴزႣය่݀ӵΠ: 

೸ၸୢڔፓ่݀ޑࡕࢗว౜ǴךॺႣය཮և౜ࠔจ۸၈ࠔࢂࡋจᇡޕϷ୘ޕࠔ᛽

ჹۯ՜܄୘ࠔᖼວཀᜫޑυᘋᡂኧǴ྽੃຤ޣჹࠔจ۸၈ࡋଯǴᗨჹࠔจᇡޕၨ

եǵ୘ޕࠔ᛽ၨଯਔǴჹۯܭ՜܄୘ޑࠔཀᜫΨ཮ගଯǴӢࣁ྽੃຤ޣჹࠔځจ

۸၈ࡋၨଯਔǴ཮Ӣ࣬ࠔځߞจǴԶᜫཀѐᖼວۯځ՜܄୘ࠔǴቚуځᖼວཀᜫǴ

 ࠔ୘܄՜ۯ᛽ჹޕࠔϷ୘ޕจᇡࠔځԖυᘋਏ݀ჹڀࡋจ۸၈ࠔࣁॺᇡךаǴ܌

ᖼວޑཀᜫǶ 
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