HE {eR R 0L FEE 3 T o R EE (R R AR Th B 2 1
— HBRESHU SR SNERNETLAE

O Mok FbE

LB

HE ARFRNERR AL TN LRABETHE
FEAANFRESHRLEGARFTHAE, KARLY L
M E, FASHALFT LA EEHXHAAARSER,
A B 3K e T B e TR W S MR 2E AR A B S i AV SR A
HRAER, RHARABANRE R, 5MNARLRBZMA
HARAPTR, BRAESDLEMNGA S DA EE
Bk BRI E, AR ARFE, FRUERE
7 (1) ZAPARMEE SR Fras iR e ; (2) 5 F
SHATERREEHHT L, BP0 BUE A 2
R EAHAERE; (3) STRAEEHNFREEHNH
HE, AR E SRR ESIFREHEAEAEE, S
—%REMBEFHAEL . AL TR LR EERBELET,
FHxFk kB R T G BB,

KEIE EPARME ; SRR BT
P XL

T3 20 AFLIK, kIS IS FHBLA B FRFEA
BT SRS B, el L B R A S R O R EE A, (120
22 90 4E4X, WIHHE HEH T R AHE 81% R & M iE
o S o 2 i ol 3 et o PR R BT LA AT 3 R L B 7,
WMBIFRR MR, BEBNLE. A RNS, 5™
S HE ST BN BRS RS E S R B ER, P B E
W I SRR, ) Ah 397 7 o B SR D o R B e A A H 2 7
SIEE SR, @

BRI, 3 BT K B G A kA — A
KB T, O A R R R R E L BT e R, ©
B, A A A A e R T — R B B T ST B A,
X 4 B 9% & BB AR T4 IE ) 5% R 5 B R e DF 4 1 BB
#, mESMER. BREES. SEEES, Kb
i I A1 L ) BE S B D S RS A B T I B G, U

HE B X (Marketing Support). ZER B EY (Retailer
Acceptance) LA BRI EME W 5. P M ARDE
T2 H8 2T ok R B 7 R 2 1) 5 RE e P O 28 ) 2 (8] A L RR B
BN SR, DO B AR — S SCER B R R HAR 0L IE 150 B R o
Fé S e P Ak, %1 SR 24 4T 3 b AT AE AE — S0 KA DL SE
A T BB F, 40 Marlboro M JEH B9 L0 7= 5 HE H 40
%, Calvin Klein MR R FIE M ERHENEH, Ralph
Lauren MWIRHMiZEFIEM B R R IZIT (KR . BE%E ) U
YR, Starbucks ANLEmEE., MmMEE, B#EH
VKW 5 CD %7 o [ b 8 i A 0L BE 55 5 R 2 1 TR £
MIIEE S RPN, W B E R,

ST AR TSI e 5% SR A AR L BE X R R AE A IR AR B B
W, —xE R b 2B R (e AH DL B X L e T A B M )
BEWEE, P IEFENARZHERNFRAETE W LA
X RZANAERE, "B PR BARERE RN R
Bl XEMRBERNEREAMERENEENE, BRAEE
HEBEHRAIT ORGP, HBREEWEHLEIR R
ATEESIFER A AR SHEREITANERNITEEEEM
o, U319 SR X W0 Bl A 4% R I TE L RRLEE e P B A B N
W, HAHTEEITSANENZE, LISHEY T
A SCHERFE 2 55 55 1 i o R S A SR B AR B0

ZREAL I RARR (Variety—seeking) BRISHHRH BT
BEZFEYAMIE, T LB AT R A F 23 Y ) 4k
H, BEELIREHEWASRFTEY, £F3HIRA
B, EWETR EHBEBRERK; RZ, (KEFELITR
R ABEREEHITHER, RESREREZRFF
Y, SEEEERS. P ARMELEMT, SERBREE
SR, W E MR, SERAFRET
R ERIEIRE LTSN SBEMTERS; RZ,
TEMRARRIE M T, SERERNESBE, REHAAIRE
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hi%E $H

MR ERE, SHEESREAIREFERERHME,
ZER SR EERNRE, TTRLEEESRAIRE
HEBKNITES. S5, 5 FE /MRS IREROA,
S e AH fBL BE X i AR PP AR I AT BETR e 2 R, NTE
¥ HI4E AR (Internal Control) B35 MAHA HATERIT R
IR ARNERE, Fl: L5008 50888 )1, U
RANTEEGIFRMARE RENAESPITITAEN
1y, MEASLEBENEES ; RZ, KAAEREH
BRI AFE R DONERR, M FPHESHATIT A
fE.LFRE S, U7 B e SRR PR A I, N AR A
R AT RESX LR AERFIREREERLBFLOSER, &
AN < R ZE (e A ABLEE 19 S (B0 777 982 O o RBLRE f DE A . BT
e, ZRT S P R R ] AR E (AR DUE S
MEFEPIP A R EER TR,

Zib, AR EBEEN : (1) BT R0 M40
JRE o i R SE A PP AR B9 5 (2) IWIT R R TR
0 PN T 52 o A5 BT Ko 2 e A B BE 5 A LS R IR 45 € R 199
TR, ETMH, FHRBEESHEEE (WA LD, Y
SEMAHCIE AR, MMEMIEAINEE, SR
TIRMANEERFER AT AR, LK, SEHEEHR
b R TR, U SRR AT B Rk R A R A ot A ek
i B e, Y MUR R E RN BEAA B R, L
aifb B RS RMAERBEREER,

WIS R
BEAERH
TR REmERs RS
iR y EELY
AR EE SR
BRI TSR x
I
bbb BESHUER !
L___ff?fi___; RESHAIR |
1
| RREECE) ! !
1
' RBREECR | |
- '
B1 HRESR

— AR

1. SEfpAE LB L5 o R S PR AL 1 26 &R

RS HiE (Signal Theory) F8H LU F ERX B E 8
AXTRRAIEL T, THHERERNRERSER, T
TEXT RS TRE D, RE@Eg eI
¥, sURSMERE ERTEAE R MRl iR, T T 2,

HHEEGEAN RN THHATRE S, LHeEIRE
& MR BRI =&, k. RS AL &,
. WIEZRRURREE%,

15 B ™ 3K % — 7 & Wi # B (Accessibility—
diagnosticity ModeD)"™ 1Ak, 7% ¥ Lt izl 210
ShERE BEFE TR IERICZ . FIIRS &, LUMIERFR
KA =Y B, TG RENACIZPIRE, &
FRA AN ST RBAI R IRNEE, BRNAGEN
AR, MDA EIZHRIE B AR 2 B B R
B, RBAZGEEMWFIRERS, kih, SAGEERTH¥K
HrE YR EIEZFEENNS KR E, S MAE
MG B BB A8 B BRI W S g g M R e, RIS R
iz RE . Bk, MEHEEHT NSRS a0
Wi, TSR BIASEER P EANFER, BE
85X iZ5 BT RELL RS BT R IR B, eE s
BRGERIPAE, 52, HHEBEBWRIETIRGE
VIR S g W 5 B, B B Tl 8 & 17 38 4

R BRI, TSR VAN T SR, AR
Bl —FS IR, PO MR EICIZP SR EAE XD
PR ERMPEZ B, Y E S SRR SR
FERTE BB G A S B AE SR PE A I 7= S, TN B
T2 B BE A B 5 e R S ) B A 0L A e, AR ET R
WG AR BB EEM N, D K EREA
LUIER T, TH 288 KR A B Ay — s AT
WA R R TSR RS R, 7T AR R A R E
WAL s RZ, RHEMEMHT, H%EECIZP 885 m
AH SR B AR 5 FE (7= 5 AR — B, B 5 REAR 6 BR AR G Al gk
RS EERMR, KBRS BEEEMTN, B
HWIEMAHTERA S m S EESITEN. S, &
AR L S {5 A 5 T A0 A L 2 1o o e A TR A R SR I A 3
Wik, AFREBUTRIE .

R 1. SEARAR L BE £ 1E [a] 3 0 &5 FELEE o D7 £

2. ZREAL T AR I X 2 {6 AE D R S R e PR A 56
REVTE I RR

AL T RAF R RS 2 18 T e R E Y B
i, "L BNAT R AREF AR, B £ W ok
F (Optimum Stimulation Level, OSL) BiRiTIE#HE L
AT R EERE, " 88 MK EEH A2
R T B R BN AT B A BRI Sk BT A
REM. B, EEE. S48 F—%ERERHE
HEFR, MEEES TR AR B (KT 808 Rl ok
Wy, MASEREZ ok BB B RS R ok ok B 5 E R
K, AT LLMAEAT AT BB SR IR 3R 15 R R = Rk, )
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MRRFTESE, FRIAREENE; K2, HHEHRET
=R B (BT RE RO ), PASEh R
B A7 o TR R 8 B Al RUOKSF, B e IR R IE
B, BRFEY, MMARNBEERNBOKFSESHETR
R R BEA R, 1

HE—EEHMRTRAE LIRS TEUA R —
MRBAR, HITHESRMEHE., B, HERE
WEERKEREBLEESHREA, PP BERL
FREBROANBERBOKFES, BREFREEZRIL
HEY, ESF RN, BTERER, ATERFA.
ZAMEE, NEBEURAETR, ELERRE, RETA
HIEY, WLATARERERM, HEBREFEY, &
ek EAREY . HREFSBAPNERETR, EE2HH.
BIET B, BREEIWLHHEXGE. XSS
M, XX TRRUMFEERBAEE; Rz, KREHEALITR
RN B IE R BOKF AR, BEWEF S EEmaEel
HHEY, ARSGUAA®RFESZHAFEY, WiF_ENTT
FRER, BIFIT AL, XA ENEYRBHE,
BRFEE A LR A, BRA RSN MEEHE,
PN T 20T

ERALIEMNT, SREAHCBRERSBE, 3T
R/ RS ATRFRERE S EMODEm, AW
B e 7 i Xof G 2 AE AL T TR AR TR TH B B T E R — R R
B, REBUEMMMNESHFAT.OC, MRS BT
WAL R2Z, EMERIHMESHEAIBRSERBEREN S
MR, FAMIEREREE. MEIR, e
o AV XoF ZEE 46 7 & B JE R P AL, R BRI S0 B AL T AR R TH
B E X T IR B IR S S AL I R E AR, KA
UEAR T, BREAERBREA ST, [F oA EM
7 R B KU B2 1, 2% B b R 2 A T TR A T O B A T
Tt BRI, hn b SRS R A, T o R A LU S A
7 i R e A I B e h BRI AR AR B SE A PR A 5
Z AR AL TR 2 B R 1 R AT AR K,
BT EGME, HEBCXT &N, )48 SRR
B R 2 06 B DA RIS VE AL, BRI B 80 7 ) S R T A o
PRl WA 22 A5 41 53 D 45 T 1 3% 3 X T ZE 90 7 i B TR A B0
EHLIRER.

Wi, ERAMEFT, KREAEIRFERBERE
e Z LT R E NP R, ERAEPEST,
REHAIRGEHEBE LTS AT RENEMAR.
Bk, AR HEUTRE

B2 : REFAIRIFENIHEBERS TREELT
FAFIRATH B E, SEAPARUBE 3B IE 17) b 52 W & s 4 1 D

3. PTE 455 i AR BT o HE A D) BE 55 ) RELEE f Al DR B
DR ERVES €S :

T %47 AL (Theory of Planned Behavior, TPB)!*®
P RET Fishbein %5 " # HHAH AT N IS (Theory of
Reasoned Action, TRA), FJRRMWMM NS AMBESITH.
T RIAT AW ERINFIRM (S E ). mEsES
(A EMETE ) AR A BT AIEH] (Perceived Behavioral
Control, PBC) & B M- MABE, Hhmit s v g
EmAABENEERE, P M hEsIAN,
NBITEGBRITAUPATHRITAWEE, TTRRE
B EHIELR . U st 4T e A P ZE R & N E
ERE R, NTEEGFERER NARITERIT IR &
KARZERIR, WML BEMERE. FO0EES, FIRBA
BEHERITAWEREE, MMARERENEZZHEET
Zuw HARTT AW RAT, BHAmE, MARBERER R,
AL Z RN, E, ARNSEHNEREHZ R, 19
M AARRFEWEREE, WRESZ 8 H SXTHEITEEE
L FTR U Bk, A P 7 R B R R B S B TR
MABATEHRIT NS BT, Pl ee™ IE ST R 78 12 Hl 45
TRAERN AT ARTINHERET N, Flm, HBEESE
HWETHHRXR. BREEGFREMOAREEEZN N
ARTERRE, MHBRPATEAREHER L, HEB
DAL EFENEES, HARSIITET, EmAES T
HAR1TH ; kRZ, MMAEESSEROAFEHAAETR
B, MNFHEEMATITNRZFE058E0, AR
5 PAT BRI R U

EM BRI IEfEET, HRTEERRERNIERE BN
WEBREHNMANERRE, STESHHBEIEEO,
BREEFEFWERSEE, BEWMEMR™MH4A SRR,
A EKBNALTOX BB A CERAR, METE &
SE Ao BT B B 2 B G MR AR DCBR AR R S i B D, BB ot SE A
DL B BN By S e 5 RELRE AR PR Ay 5 Rz, RPN ZE 2 I RR AR
MHRBHRZTANERRE, BE0482, BILEIITEM
SEAR =LA B, 28 B ORI SG R R £ 5 RE Y A SC B AR
SRIEAGIEAR = 5h, BT R MBI B R SCREME, Bk
FEARAE UL BB A B T S R R A . HE Uk, AWFRIR
HLITRIE

Bi% 3 . IRNFEE SRR B TH 28 A X T & e =l
PRI B, SR DB B A ) M R e R A O £

Z WA E
1. 3EH
T LA KL AT, ALK, R
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BESNFAREERXTEFENE, B ENETR %S
BRI BT R A SRS ( ARl /(AL — B &
FOMREGRE R ERITFE ). EXRLBEE LR —RER
2, SRS — H A ALE TR 56 JE o R B0 BE X R RE 1 O £ B
MUK ZRA TR RO RE T HER, UE/ENEMR
=i, BB E SRR REMEREEMUAE, R
AST] B A AR R B, % SR A SR B i REUR R T IR B B SR AE O
R BB BRAEMAESSE, P HLEEAE (HER) N
R EFIR, DEBEERGRE SRR s /1K
ARIEE, MEFAS RIS RAARNEIT, EZEn
BEE, BRBZNEZSHECIBFENIEEGT 73%
BAKTF 27% BIHEARR 59 06 /ERAH, B2 ks —X
2(IEMAMLE, B/ ME)x2( ZHAIR, B/ K) HES
HNBAWETFIL®RIT; TR _HNETEHR LR —,
IR 00 P 7E SRR B A VR RO, LU A B S R
fh, BEULEEES O 2( AELEE, B /R )x2( NEEEH,
R AR SHRNBSHE TR Bahym,
Wi R AR T2 B B4 (One-Way ANOVA), ER
SRS SR FA X4 HTE:. Cronbach o, HIEMEEFHTE
(Confirmatory Factor Analysis). 25 R¥/r#r¥H: (One—Way
ANOVA 5 Two-Way ANOVA) DU I B T8 1% .

2. TR

(1) FEARF= 5 R & hg s 1k

Tk B 2 0 328 8 3 A A T ST AR R A B O i S S i
P, FEMEAMEE. RBESKRITE. BEZN
BHHRKEE, AP HHEATR S HF AT EHRT
NEE SN, EHE KRB B bR Fr &k RWAA
A RIVEN L — RS M EEd s, FEASE T
SRR A OB ES—-RRE. RFE
FBEE ; QMU AR E X ANAE; Of
FREB A RACH IR . TR, AN EMFCE
HARAED 56 427 T EAEM (2010 FEEBLXE#REFL
B o B A8 S 2R HEATAE ), PY W 0 ik 5 R ok R
WEERBIALRER /MRAF 5 Fre B (R,
WimhE., FRIE. mnHEEKREI A FHR), HTE—F
KNP E B HITEERT 3 B SRR, bk M 14 45
ERTRZH, R 1A, TEMEBHRA 7T HER
ZFIREE, U Dens B HERNEEMHLE, BAE
2 X F SRR 5 A = S 25 B R AR U AR B A, T
B H LABE &R 7= 5 SR R e/ LA R P R 2 )
BCANEERCCAEENTVCCONESN” B CEEMT.
“EHEMT, CBYMW FWMEIESZWMEAE. SMER
KA Bhat & PP gy Rk, MIBMBL REEN” 3 “H

RN FWMERILZWMENE. SERTESBEEE
KH Milberg % P9 MR R, WMFENRETEHL “ AR
R B CRITRT  BBRENMETRED CABREKN”
B “BEH FWHLZWE A%,

(2) W BEA R &5 R

PLR2EA RGeS, TR 35 i, A %l
A% 29 #y. Milberg % P $5 H 2E {84 0L BE 39 (B T
3HENMMAEMEEM, HT 5 HFNSHLLEMH, ANOVA 4+
WERBR,7E 18P, T8 (R B ERE.
TRIFE. ABE W PHE TR 4.55, 448, 5.38, T
TLZR 25 ( e A2 ) OPIE S Bk 4.41.4.38.5.55,
FIEB R EX 3 MR TR ESHELEEES (>
0.05) ; IEMHARLLEE i, EEMEMEN 510, WA
BN 2.09, WHEXIBEEEZR (p <0.0) HHFEE /K
AL B ARME, FEE R 1 E K VAR 2 S FE R .
RiFE. BREAERF—-RWKERS I ER /KA
ST S8

1 FRENERME

=gl iR HOE
BRAS PR E(UNIQLO). T BF(Wrangler), EE(NET) =1
Pl Mo B BFOWAROVSKD., SR, #3ER(TIFFANY & Co) =
F* BRI (Swatch), REEUCASIO) =
illa 1EBAMR BROWN). H#fi(Bernachon), 7 & 1®
FMN EET(Nokia). 2R 215(Sony Ericsson). BEEZHI(Motorola) 1%

3. ERER— « AT RAEREE TR

(1) BERELE

R FH PR 075 128 ) G A DL AN A Loy S S B R A
Bo ok RO / (R ZE MR AHRURE, 3%t TB B 4H SE 50 U7 #5%,
H— KT A BEYLES IR 80 i K24, bt & e 4%
160 f77, EWCAH IEE 159 4. SEX TR F 47 1% 5 i B
HEBHE, 8- NLBRIIRE T MEE, AR
BAWERANR, KRMESNAREWFERD, B642
WE R ma—ME R, BT RBAR S, 2
T 25 43¢ ok 3] g JFC A 195 15 289 A ) A 98 980 SE 6 ) RS
TE R SR BORT, S M2 E AR Z BN R
WHRBELF" BRETHLAHAZ, ARETRE
Bt dis RRFE AR, LAVH B 52 00 35 (o BE I8 1 BB SE RS
RWE— G, ZNEREZXN T XA R, Wi
. BBEHEAMULNABZRALI R ; 55—
By B HEE R, M2 EGHEBRIE SRR A
& DM, WERMELZILES, AMENTIERTER
KACELATHMER T, UREZERSE, FHEATAZ
W HREREREE, RBCE GRS, Z0E S EmR
A LLBE 5 i RS A 3 A B9 [ 0
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(2) TR

AMRKRATEHARRIFEEAER. MEHER, T
RERMME, FEER. BRE. WIFEREMHHEUE
B S B . ZREAEFRAFFERA Castro F Y i
H3* (Cronbach «=0.81), FHBEMIFACESHEER
T SEMF= AR, 451K Taylor % PY(a=0.93), Den
HZUVHERE (a=090), BRA7AFFERE (¥R
B =1, EFEFRZE=7), FFEZEMN Cronbach o R&H
BET 0.7, NHEZKEE, Y

A 5% LA E M B 7 40 A A B i S R X BB,
T 4 N RZ A B AN (Measurement
Model) HEFT 8T, SR BN 4 HERBER, H X259,
N=159)=72.821,p>0.05 ; CFI=0.992 ; TLI=0.989 ;
IF1=0.992 ; RMSEA=0.02, X434 Box 4 HEKRRXZ
WS B R AT, Ak, KA Pugh % O Brfd BB Fh 4
AL R BIRE, B4, #KHE Bagozzi % Y pyg
W AT RIEE R F o0, RIBFEN 2 HEEXE
TEHEEEHME TR -FHEEATRE, AFR—HEHE
KREEA 2 AFERZTF, HHATUEHAX ZEHE
BHEXEEENER, SREF 2HEENFEER
BHEMAEE, HK, KIS Fornell 5 " HENF
%, HERNEBZAHFIERAE ST (Average Variance
Extracted) R FHMAXRFMW T, MERIFEATZE
BEAEXHME, HEABITERE 4 MERHIT RS
AR EEXEF o0, B EHERERRL
MEBRBWEF, GREREFASLBRER, KB LA
PR ER, ATRTEEREEAXME.

HFAHARABLERME, FEAEHE—ZWEHE
HEAEZR, EMWATEErF=4 LR ¥4 H (Common
Method Variance), ASHFZER A Podsakoff %5 2 FREE N
HBRLRFRREZFE, Bk, BMERITREAXE
BAEWFRFEERIT., FEEBERNMORE LZ0NERA
Ba i RHEE, W, 85K IE M E T 417 #1T
Harman’s One—factor Test, /It F A EZ R WM,
ZRERN, B-HEEHERXRNEE, X* (65)=1754.321,
p < 0.01; CFI=0.628 ; TLI=0.554 ; IF[=0.631;
RMSEA=0.246. FK, KB4 EEHR 55 EEL
A, FRER, sERGFE-HEHERZ X>ZRAAX
(6)=1681.5,0p<0.01, ERBE—HNEHEKXBERLIHE
BAREE, 52, B —HEERXNREAESER
REFRL, B AT T4 RN A Z LR 5 R R,

(3) HRLER

O BYHKE

BRTFERBAGRME 2 iR, BREE/NET
RIAGHBHATEYFHERN : SR (4.43/4.49,

p=0.71) ; SR IF B (4.20/4.07,p=0.49) ; FHIEBREE
(5.38/5.08,p=0.23) ; 4 81 # 1Ll ¥ (5.10/2.84,p<0.05),
Hi, FERIATKBEER. RFE. BDBRERE—
By, WEERAHRIENLLEE /KM ERKE, RRE
BN T,

®2 mERR. REFE. ABREREHBEMUENTEHESKRELR

& R BB REE HBBE FE{RAELE
FE/NET 443 420 538 5.10
Ti#i§i/Bernachon 449 4,07 5.08 2.84
plE 0.71 0.49 023 <0.05
3 EHACENRREMIANEARFERESFER
EARARILE 1y o= RIS E
FE pfE FHE plE

BAEM 454 444

<001 < 0.01
AR 3.69 3.35

@ BiEHE

A FEAHTARARLRE Sob 8 A AEE e DF £ A 5 g

MR 3 Fn, EHMANESS, HRHERE (FHHAL =4.54
v.s. fRAEEL =3.69,p<0.05) K IEH ™ S EM A S ( S5
] =4.44v.s. (KAWL =3.35,p<0.05), FERIEMALIEF
1) 3 W 00 S B B JE AR = S S, BB 1 KRS R,

B. FEMARAL B 5 AL AL T AR R 2 A2 HAE A X B
FE A T £ (Y B i

B, ¥RNEEHLIREFENIEET 73% &
BT 27% AR SHE / RS I RIS RAORAE,
MRIBUE TR BT E, KBRS TREERSIE
e A Bl B B A2 B A P o 0 ST B R R S S S B R R

mE 4 Fia, EMEUESEACIREEMNZE
VEFA ST E156 B (S x V,F=6.25,p<0.05) K 7= S 255
(SxV,F=4.58,p<0.05) A& &R 1K B B E K.
*4 THANESESHEALIDHSRHRAREMTEONARTER

HomER
BEE MR AR SIS E
FE FE
TEFRFRLEES) 16.78%* 16.30%*
SRNIRAERV) 3.08 2,07
SXV 6.25% 4.58*
& % p <0.05 ** p<0.01
45
4.42
4
a5 3.44 41
2" —— EERATE
B ° -
s . / —— EHETHSH
) V4
15

SEARARUE

B2 EEECESSHAIRERZZEERNAX RENFN
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|

THiIHE
4.5
439

4
% 16 7 4,05
= 3 w2 1 ST
an
S = 3%
- // —— SEALTR

2

1839
1.5
LA

B3 EHEUESSHAIIBR X EERANER~RSENTN

AT RERSBIRBUHES, #—5k
WIELRE, mE2 iR, SEFAIFIRERENRIERT
LI RFRPRR, RRHEHILITIRERIER
FHXT TR AL IR, S A 0L B K M 85
MR, Kk, WE 3R, BEAAIRREREN
PREXTREFAEIBFREORE, Rrasm2HE4EIR
BHRHEBEMEN TREREIRFHEE, EMHEMESR
IE 0 I = SR, eSS RSB WBAR, B
BB 2 RIS TF.

4. IERSE30 — . NTEESH R B9 15 5 ROR

(1) BRgE

SR P 99 12K 5 396 1) = B B DL A5 R R A B R I Ok
B wE /RS E, AL TR, §—LK
FREBENLIEIR 70 PR A, itk IEE 140 43, [H
BB R M 132 (3. SERBRFWERE—, BERMEE
—fyiE s, ZMEFEEXN FZAMAEE. RIFE. B
KB INFL R AN EEGIER ; FE— 0S5
ElE, MENEIEARDESIIFREEAT S DM, B
SREZWMERSIER, EERBE ML, ZWEHS
e A L BE L ot Bt 0 e 39 Ay B9 1) 90

(2) RN

R, BRE. RIFEE R &M E TS
W AHE, SR IEA KRS LR —EE, NEE
HEFE KA Armitage F " HEFE («=0.94), BRH7
HERFERE (EEAHE =1, EERE=7), FEE
&R/ Cronbach o BEEE T 0.7 AT giiEZmiEE, BY

ST 3 Al LASS UE PR B F 40 R B U S R R IR,
WETA 4 A8 B 22 2 3 A B kAT b, 4
B EIR X (59, N=132)=76.208, p > 0.05 ; CFI=0.992 ;
TL1=0.989 ; [F1=0.992 ; RMSEA=0.02, ¥/ 4 HFEE
HRZ WS ER T, o, KA Pugh FFHHBFHEF 4
R KA RE, O B, K Bagozzi £ M
FEWHITRE, ERER 2 AEEAERERE—HE

BEsRIC 3 FL UK, AR 4 Fornell 28 Y Ay B0 07 B b AT 4636,
GRBIAFHERZ NI EHERTERE X THMEXE
HF IR, AL, S  HTEEESEHRX HIR
B, o, i B HE Podsakoff 45 U2 g i HERR 3L
Fl 7 Bfm2=, 3347 Harman’s One—factor Test, %5
BoRBE—HEMANEE, X (65)=1079.418, p < 0.01 ;
CFI=0.515; TLI=0.418;IFI=0.518; RMSEA=0.314; F X,
HBRAEEEXNSE-FHEELX, 4R18xR, 48EYS
BEEEAZ X*EFHAX(6) = 1003.21, p < 0.01,
FRB-NEMKAEEFR 4 HEBERREE, HsL®
BB AN A2 R )y VR AR BRI

(3) Bt R

O BYRKE

BETERBNERES, B/REE/NET KNI
YN745 /Bernachon HIBA AT B FHME N HIERE 4.37
/ 4.57, p=0.54); HEIRIFE 4.18 / 4.17, p = 0.87) ;
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Is Extension Similarity Important for the Success of
Brand Extension? The Moderating Role of Consumer’s
Variety-seeking and Internal Control

Lin Shaolung, Lo Shaokang, Chi Wanping,

Business School, Chinese Culture University

Abstract Brand extension has been widely used as an important
avenue of launching new products by companies. Brand extension
applies leverages of existing brand equities, such as a good brand
image, brand awareness, existing channels, to enhance the credibil-
ity of new products, reduce consumer’s purchase risk and launching
cost. Therefore, the launch of new products with brand extensions
will be more likely to succeed and save cost than that with a new
brand. However, studies have found that 50% of brand extensions
are failed and sometimes the failure rate of brand extensions is even
higher than that of using new brands. So how to promote the success
of brand extensions has become the focus of marketing research.
Previous studies have demonstrated that brand extension simi-
larity may be a contributing factor to successful brand extension.
However, the relationship between brand extension similarity and
brand extension evaluation is not very clear. Researchers suggest
that some factors may moderate this relationship and emphasize
that personal traits of consumers may be possible moderators. To
extend this viewpoint, this study examines how consumer traits
of variety-seeking and internal control moderates the relationship
between brand extension similarity and brand extension evaluation.
The study adopts two experimental research designs with fictitious
scenarios. The real brand names of different product categories
combined with a wallet and canvas shoes, the extension product(s),
are used to manipulate the level of brand extension similarity. The
sample is college students. The result reveals that (1) brand exten-
sion similarity positively affects brand extension evaluation; (2) for
consumers with higher variety-seeking in contrast to those with
lower variety-seeking, the positive effect of brand extension simi-
larity on brand extension evaluation is stronger; (3) for consumers
with higher internal control in contrast to those with lower internal
control, the positive effect of brand extension similarity on brand
extension evaluation is stronger. This finding is contrary to our
hypothesis. This study discusses the implications in theory and in
managerial practice, and suggestions for the future study.

Key Words Extension Similarity; Brand Extension Evaluation; Va-

riety-Seeking; Internal Control
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