
4 
 

ӧӦࠔจӵՖ೸ၸࠔจӄౚޕ܄᝺ቹៜ੃຤ޣຑሽӧӦࠔจӵՖ೸ၸࠔจӄౚޕ܄᝺ቹៜ੃຤ޣຑሽӧӦࠔจӵՖ೸ၸࠔจӄౚޕ܄᝺ቹៜ੃຤ޣຑሽӧӦࠔจӵՖ೸ၸࠔจӄౚޕ܄᝺ቹៜ੃຤ޣຑሽ 

 
 ङඳزङඳࣴزङඳࣴزङඳࣴزࣴ .1

ٰԾՋБᆶӃ຾୯ৎࠔޑจǴᏱԖᚳεၗྍᆶೕኳ࿶ᔮᓬ༈Ǵғౢрࠔ፦ᓬࠔౢޑؼǴу΢

Ӄ຾ޑՉᎍמѯǴࠔ٬ౢளаՉᎍШࣚӚӦǴጌ೷р೚ӭԋфޑӄౚࠔจ(Global brand)Ƕၠ୯Ҿ཰

ԋΑߦจᘉ஭Ǵࠔޑ 1980ԃжޑӄౚϯੁዊǴΨׯᡂΑ୯ሞѱ൑ޑᝡݾБԄ(Levitt, 1983)ǶନΑ

ғౢޑޣ୯ሞϯᓬ༈ѦǴ੃຤ޣჹӄౚϯޑᘂ۳ᆶ଎ࡘǴ׳ᡣ೭٤ӄౚࠔจǴаࠔځจޑЎϯຝቻǴ

᏶௒ΑШࣚӚӦ੃຤ޑޣЈǶӄౚࠔจᆶӧӦࠔจܭӕ΋ѱ൑΢ޑᝡݾВ੻ᐟਗ਼ǶӄౚࠔจӧӚӦ

ѱ൑װߚ٠คόլǴ΋٤ӧӦޑӧӦࠔจ(Local brand)Ǵ൩ೌמᆶՉᎍၗྍ΢Ǵᗨคݤᆶӄౚࠔจ

ϰእǴՠځᐱ੝ޑЎϯᓬ༈ǴᆶӧӦ੃຤ޑޣೱ่܄ǴԋࣁӧӦЎϯжࠔ܄߄จ(Local iconic brand)Ǵ

ӧᆶӄౚࠔจӧӧӦѱ൑ޑᝡݾ΢Ǵ҂ѸۙۚӍ༈ǴࣗԿჹӄౚࠔจౢғુ࠶(Ger, 1999)Ƕ 

а P&G ᆶ UnileverΒεޕӜӄౚ੃຤ࠔࠔจٯࣁǴԾ 1990ԃжଆǴࣁΑჹלӧӦࠔจᝡ೴

ᓸΚǴᆢځ࡭ӄౚѱ൑ᝡݾΚǴΒεࠔจഌុፓ᏾኱ྗϯޑӄౚࠔจ฼ౣǴ೽ҽׯ௦Ȩӭ୯ࠔจ

(Multi-domestic brands)ȩ฼ౣว৖Ǵ፾ᔈӧӦ੃຤ሡޑ؃ৡ౦  (Shuling and Kapferer, 2004; 

Steenkamp, Batra, and Alden, 2003)Ƕჹ੃຤ޣԶقǴӄౚࠔจжࢂޑ߄ᓬ౦ࠔޑ፦Ǵᘂ۳ޑғࢲБ

ԄǴԋࣁӄౚϦ҇ޑ΋ҽηޑ෰ఈǶӄౚࠔจ฼ౣЍޣ࡭ᇡࣁǴӧӄౚϯੁዊΠǴ੃຤ޣஒ཮аՋ

БӃ຾୯ৎޑ੃຤ЎϯǴӄౚࠔจǴڗж໺಍ޑӧӦЎϯᆶࠔจ੃຤Չࣁ (Holton, 2000; Levitt, 

1983; Pieterse, 1995; Zhou and Belk, 2004) ǶӧӦࠔจᓬ༈ޑЍޣ࡭Ǵ߾ᇡࣁϝԖ೚ӭ੃຤ޣǴӢࣁ

ᇡӕӧӦғࢲБԄǵ੃຤ಞᄍᆶሽॶǴᜫཀЍ࡭ӧӦࠔจǴ๊ܔௗڙӄౚࠔจ(Crane, 2002; Ger and 

Belk, 1996)Ƕ 

ޔจǴӧ୯ϣ࿶ᔮँ०౓຾Π࡚ଆࠔཥᑫѱ൑ࢂจǴ੝ձࠔޑԃٰԾ໒ܿБᆶ໒วύ୯ৎ߈

ଓǴςӧӄౚѱ൑჻៛ᓐڗ٠فள΋ৢϐӦǶќѦǴၸѐ 20ԃ໔ޑኧԛߎᑼӒᐒǴᝄख़⨯໾ՋБ

Ӄ຾୯ৎ࿶ᔮǴӄౚѱ൑ςόӆҗӃ຾୯ৎࠔจᐱሦ॥ផǴ੃຤ޣӧࠔจᒧ᏷΢Ψόӆᐱ൧ՋБࠔ

จ (Kumar and Steenkamp, 2013)ǶฅԶ྽ཥᑫѱ൑ࠔจ຾ै୯ሞѱ൑ਔǴதӢࠔจᆶॄय़ٰྍ୯

(Country of origin)׎ຝᖄ่Ǵڙ਋ࠔܭ፦όޑؼᖄགྷǴ೭ᅿॄय़ࠔ፦ޕ᝺ǴЀӸӧՋБӃ຾୯ৎ੃

຤ޣЈύ(Cordell, 1992; Wang and Lamb, 1980)ǶᗨฅӵԜǴ೭٤ၸѐၨᏰߏжπǴեԋҁᇙ೷ޑཥ

ᑫ୯ৎቷ୘Ǵ߈ԃٰոΚᏢಞՋБӃ຾୯ৎғౢᆶࠔจೌמǴε൯ׯ๓ࠔࠔౢځ፦ᆶࠔจ׎ຝǴᆙ

ଓځӃ຾୯ৎޑᝡݾჹЋǴନΑૈ୼ӧ҆୯ѱ൑ᆶӄౚࠔจϰእѦǴΨаሽ਱ၨӃ຾୯ৎᝡݾჹЋ

եޑБԄǴεᖌᡠ१ӄౚѱ൑(Cleveland, Laroche, and Papadopoulos, 2009)Ƕ೭ᅿӧӦࠔจஙଆ౜ຝǴ

ӄౚӚӦࣣё࣮ـǴЀаཥᑫ୯ৎനܴࣁᡉ(Gao et al., 2006) ǶځύǴ׳Ԗཥᑫ୯ৎޑӧӦࠔจ
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(Local brand)Ǵԋф຾ै୯Ѧѱ൑ࡕǴаੇځѦᘉ஭(Global expansion)٫ᕮǴբ҆ࣁ୯ѱ൑ޑቶ֋

 จຑሽ(Huang andࠔޣᎍ୧٫ᕮǴаගϲ੃຤ޑ୯Ѧѱ൑܈ӳຑǴޑࠔჹౢޣ໺Ǵ೸ၸ୯Ѧ੃຤࠹

Huang, 2011; Özsomer, 2012)Ƕ 

೭ᅿᙖҗගੇޑࠔౢٮѦѱ൑ᎍ୧٫ᕮǴቹៜ੃຤ࠔౢޣຑሽǴ຾Զගϲࠔจᖼວཀᜫޑਏ

݀ᆀࣁȨ੃຤୯ਏᔈ(Country of consumption effects, COC effects)ȩǴჴ᛾ว౜ࢂཥᑫ୯ৎࠔจǴӧ

҆୯ѱ൑ගϲౢࠔຑሽޑԖਏБݤ (Huang and Huang, 2011)ǶHuang and Chiang (2013)຾΋؁ว౜

੃຤୯ (ջౢࠔӧੇѦ೏੃຤ޑ୯ৎ) ޕ᝺׎ຝ(Perceived country of consumption image, Perceived 

COC)Ǵࢂቹៜ੃຤ࠔޣจᄊࡋБӛޑᜢᗖǴҭջऩ੃຤ޣჹ੃຤୯(Country of consumption, COC)

ຑሽཇଯǴ߾ჹ၀ࠔจౢޑࠔຑሽཇӳǹϸϐǴऩჹ੃຤୯׎ຝຑሽեǴ߾ჹࠔจౢࠔຑሽΨեǶ

ฅԶӧӦࠔจ຾ैੇѦǴதࢂӃ຾୯ৎᆶཥᑫ୯ৎѱ൑٠຾ǴӢԜӧӦࠔจ၀ӵՖᏹբੇѦᘉ஭࠹

໺฼ౣǴԋࣁᆶӄౚࠔจӧӧӦѱ൑ޑᝡݾ฼ౣǴॶள຾΋ز؁ࣴǶ 

ᗨฅӄౚ/ӧӦࠔจᝡݾ᝼ᚒख़ा܄ВቚǴՠ࣬ࢂᜢ౛ፕޑว৖࣬ࠅჹีϿ(Strizhakova, 

Coulter and Price, 2008)ǹࢂޣ܈аኻऍӃ຾ѱ൑բزࣴࣁङඳǴӢӃ຾ѱ൑ᆶ໒วύѱ൑Ўϯ࿶ᔮ

ว৖ৡ౦ǴᏤठӃ຾Ӧ୔ว৖рޑՉᎍ౛ፕǴӧཥᑫѱ൑܈໒วύ୯ৎ཮ԖᔈҔ΢֚ޑᜤ (Burgessa 

and Steenkamp, 2007; Sheth, 2011; Steenkamp and Jong, 2010)ǶᖐٯԶقǴ౜Ϟ๊εӭኧӄౚࠔจǴ

ٰԾӃ຾܈ς໒ว୯ৎǴࡺჹཥᑫѱ൑੃຤ޣǴӄౚࠔจж߄๱Ӄ຾୯ৎЎϯȐ੝ձࢂՋБЎϯȑǴ

ӢԜӄౚࠔจຝቻ๱Ѧ୯ЎϯǴᆶӧӦЎϯ౧ᇻǴࡺӧфૈ܄ (ӵࠔ፦)ᆶຝቻ܄ (ӵ౜жϯǵ೿཮

Ўϯ) ޕ᝺΢ࣣԖৡ౦(Dimofte, Johansson and Ronkainen, 2008; Steenkamp and Jong, 2010)ǶӢԜǴ

ҁࣴزаѠ᡼੃຤زࣴࣁޣჹຝǴаȨ੃຤୯ਏᔈȩࣁЬा౛ፕ୷ᘵǴவཥᑫ୯ৎȐѠ᡼ȑޑ੃຤

य़ᄊ҅ޑจࠔჹޣ᝺Ǵаቚу੃຤ޕ܄จӄౚࠔจӵՖၮҔੇѦᎍ୧٫ᕮගϲࠔӧӦزǴ௖ࡋفޣ

᝺ޕ܄จӄౚࠔޑගр܌ޣᏢܭ՜ۯᜢ౛ፕᔈҔ࣬ޑԖΒǺಃ΋ǵஒٰྍ୯ਏᔈޑҞزǶҁࣴࡋ

(Perceived brand globalness, PBG)/ࠔจӧӦޕ܄᝺(Perceived brand localness, PBL) PBG/PBLჹࠔจ

ᄊࡋቹៜࢎޑᄬ(Özsomer, 2012; Steenkamp, Batra, and Alden, 2003)Ǵջෳ၂੃຤୯ޕ᝺׎ຝ

(Perceived COC)ࢂցࣁ PBGᆶ PBLϐ߻ӢǶಃΒǵ௖૸όӕ੃຤୯(COC)Ȑ҅य़ vs.ॄ य़ޕ᝺׎ຝ

੃຤୯ȑჹ PBGᆶ PBL ϐቹៜǴջຎ COCࣁυᘋᡂኧǴ຾Զ௖૸ӧӦࠔจճҔੇѦᘉ஭לᑽӄ

ౚࠔจޑၡ৩ᆶёՉ฼ౣǶ 

 

2. Ў᝘௖૸ᆶࣴزଷᇥЎ᝘௖૸ᆶࣴزଷᇥЎ᝘௖૸ᆶࣴزଷᇥЎ᝘௖૸ᆶࣴزଷᇥ 

2.1 ӄౚࠔจӄౚࠔจӄౚࠔจӄౚࠔจ(Global brand)ᆶӧӦࠔจᆶӧӦࠔจᆶӧӦࠔจᆶӧӦࠔจ(Local brand) ۓကۓကۓကۓက 
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ӄౚࠔจཷྍۺଆՋБᆶπ཰Ӄ຾୯ৎ(Strizhakova et al., 2008)Ǵ੝ձٰࢂԾȨπ཰ߎΟفȩ

ऍǵኻǵВӦ୔ࠔޑจǴ࣬ ᜢޑ౛ፕᆶπڀΨࢂҗ೭٤୯ৎ܌ว৖рٰ (Douglas and Craig, 2011; Ger, 

1999)Ƕᗨฅӄౚࠔจว৖ςԖ࣬྽ਔ໔ǴՠᏢޣॺჹӄౚࠔจۓޑကϝᙑϩׁǴࣴޣز᏾౛ၸѐ

ᆶӄౚ/ӧӦࠔจ࣬ᜢۓޑကǴϩࣁቷ୘բࣁᆶ੃຤ޕޣ᝺ࡋفǴ࣬ځჹᔈۓޑကϣ৒ᆶගрޑж

 ΋Ƕ߄ΠـǴ၁ޣᏢ܄߄

 ကۓจࠔจᆶӧӦࠔ΋ǵӄౚ߄

 ӄౚࠔจۓက-ж܄߄Ꮲޣ ӧӦࠔจۓက-ж܄߄Ꮲޣ 

ቷ୘բ

 ࡋفࣁ

• ቷ୘ӧ܌Ԗѱ൑ࣣ௦࣬ڗӕޑՉᎍಔ

ӝᆶՉᎍ฼ౣǶ- Levitt, 1983 

• ၀ࠔจ໻р౜ӧ΋ঁ୯ৎǴ܈΋੝ۓ୔

ୱǶ-Wolfe, 1991 

• ቷ୘ӧࠔจޑՉᎍಔӝ܈Չᎍ฼ౣ

ύǴԖ௦Ҕӄౚϯޑϡન(Globalized 

elements)Ƕ-Shuiling et al., 2004 

• ቷ୘аӕኬࠔޑจӜᆀ(Brand name)Ǵ໻

ஒౢࠔӧ୯ϣ܈ᆙᎃ୯ৎՉᎍǶ

-Strizhakova et al., 2008 

• ቷ୘аӕኬࠔޑจӜᆀ(Brand name)

ஒౢࠔՉᎍԿҁ୯аѦኧঁ୯ৎǶ- 

Strizhakova et al., 2008 

 

੃຤ޣ

ف᝺ޕ

 ࡋ

• ाࣁӄౚ੃຤ޣቶޕࣁ஼ЪວډޑǶ- 

Dimofte et al., 2008 

• ੃຤ޣЬᢀགډޕ၀ࠔจྍࣁԾӧӦǶ- 

Eckhardt, 2005 

• ӄౚ੃຤ޣ৒ܰວډޑǴૈ୼ᐟว੃

຤࣬ޣӕࠔޑจ׎ຝᖄགྷǴᡣ੃຤ޣ

᝺ளౢࠔ॥ᓀၨեǴЪڀ኱ྗϯ੝

 ഢҺՖӧӦϡનǶ- Dimofte etڀǴό܄

al., 2008 

• ੃຤ޣᇡࣁ၀ࠔจૈ୼߄౜ӧӦ੝ՅǴ٠

ᆶӧӦЎϯǵᒪౢکҁ୯ᖄ่Ƕ-Özsomer, 

2012: 

᠘ܭҁࣴࢂزҗ੃຤ޕޣ᝺рวǴҁࣴزᆕӝၸѐᏢݤ࣮ޣǴஒӄౚࠔจᆶӧӦࠔจϩձۓ

ကࣁǺӄౚࠔจࣁεӭኧ୯ৎ੃຤ޕࣣޣ஼ЪວډޑǴа࣬ӕࠔจӜᆀՉᎍШࣚӚӦǴӧࠔจۓՏǵ

ғӄౚϦ҇ౢޣԾӧӦǴᡣ੃຤ٰߚจࠔ၀ࣁЬᢀᇡޣǴ੃຤܄΋ठ࡭ߥǵѦᢀᆶག᝺΢܄จঁࠔ

(Global citizen)ޑᖄགྷ (Özsomer and Altaras, 2008; Steenkamp, Batra, and Alden, 2003)ǹӧӦࠔจࣁ

໻ӧҁ୯܈ᎃ߈Ӧ୔ວډޑǴ၀ࠔจૈ୼ж߄ӧӦ੝ՅǴᆶӧӦЎϯ܈ғࢲಞᄍ࣬ᖄ่Ǵၨ಄ӝӧ

Ӧ੃຤ޣሡ؃ᆶୃӳǴӧӦ੃຤ޣЬᢀᇡۓ၀ࠔจྍԾҁ୯Ǵૈ୼೸ၸ၀ࠔจᇸܰെଆӧӦཀ᛽ 

(Eckhardt, 2005; Özsomer, 2012)Ƕ 

 

2.2 ӄౚࠔจᆶӧӦࠔจᓬ༈ӄౚࠔจᆶӧӦࠔจᓬ༈ӄౚࠔจᆶӧӦࠔจᓬ༈ӄౚࠔจᆶӧӦࠔจᓬ༈ 

ၸѐԖᜢӄౚ/ӧӦࠔจᓬ༈زࣴޑǴεठёϩࣁቷ୘ԋҁᆶ੃຤ޕޣ᝺Βᅿࡋف௖૸Ƕவቷ

୘ԋҁٰ࣮ࡋفޑǴӄౚࠔจӧቷ୘ԋҁޑࡋفᓬ༈ǴЬाٰԾεໆғౢޑ࿶ᔮೕኳǴᆶזೲӧӄ
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ౚ΢ѱཥౢૈޑࠔΚ(Shuiling et al., 2004; Strizhakova et al., 2008)Ƕ᠘ܭҁࣴز௦ڗ੃຤ޕޣ᝺ࡋف

௖૸ӧӦࠔจᝡݾ฼ౣǴࡺӄౚ/ӧӦࠔจᓬ༈ஒ๱ख़ܭᆶ੃຤ޕޣ᝺ၨ࣬ࣁᜢޣǶ 

வ੃຤ޕޣ᝺ٰ࣮ࡋفǴࠔจԿϿૈ୼஥๏੃຤ޣΟᅿճ੻Ǻфૈ܄ճ੻ǵຝቻ܄ճ੻ᆶᡏ

ᡍ܄ճ੻ (Bernarer et al.,1986; Keller, 1993)Ƕᡏᡍ܄ճ੻๱ख़ӧག۔ᡏᡍǴ೸ၸ੝ਸ೛ीࠔౢޑǵ

୍ܺǵࢬำᆶݗൎ฻Ǵᡣ੃຤ޣ੮Πᐱ੝ᆶుڅӑຝǴࢂҗঁձࠔจڅཀѺ೷рϐ஑ឦճ੻ǹфૈ

จᓬ༈ࠔΒᅿճ੻Ƕ൩ӄౚ/ӧӦޑӸӧ܄ഢǴЪදၹڀจ୷ҁࠔ΋૓ࣁ߾ճ੻Ǵ܄ճ੻ᆶຝቻ܄

จࠔவزҁࣴࡺ໨Ҟ(Ger, 1999)Ǵޑ࿍ߙޣ੃຤ڗݾจЬाࠔӄౚ/ӧӦࢂճ੻ǴޣКၨ΢ǴԜΒޑ

஥๏੃຤ޑޣфૈ܄ճ੻ᆶຝቻ܄ճ੻Ǵբࣁӄౚ/ӧӦࠔจᓬ༈ޑКၨ୷ᘵǶ 

ҁࣴز᏾౛ၸѐࣴزӧӄౚ/ӧӦࠔจᓬ༈Ǵϩࣁфૈ܄ᆶຝቻ܄ճ੻Ǵځᓬ༈ϣ৒ᆶ࣬ჹᔈ

ᏢޣբࠔǴКၨӈ߄ܭΒǶӧфૈ܄ճ੻೽ҽǴӄౚࠔจᆶӧӦࠔจӕኬڀԖଯޕ᝺ࠔ፦(Perceived 

quality)ޑᓬ༈ǶԐයᏢزࣴޣว౜Ǵ੃຤ޣᇡࣁӄౚࠔจǴԖӄౚ΋ठޑ኱ྗࠔ፦Ǵ࣬ჹޑᖼວ

،฼॥ᓀၨեǴӢԜࠔ፦཮ၨ٫(Holt, Quelch, and Taylor 2004; Steenkamp et al., 2003; Alden, 

Steenkamp and Batra, 1999; Batra et al., 2000; Kapferer, 1992)ǶՠΨԖᏢ࡭ޣόӕཀـǴᇡࣁӄౚࠔ

จ࣬ჹܭӧӦࠔจࠔ፦΢҂ѸԖᓬ༈ǴёૈচӢхࡴԖ٤ӧӦࠔจࠔ፦٠όᇽܭӄౚࠔจǴࢂޣ܈

 ;Dimofte et al., 2008; Johansson and Ronkainen; 2005)ၨ٫ޑ፦੿ࠔจࠔߚӢન೷ԋǴԶࡋӜޕจࠔ

Schuiling and Kapferer, 2004; Ger,1999) 

ԜѦǴӄౚࠔจӢࣁѱ൑఼ᇂቶǴѸ໪಄ӝόӕ୯ৎݤೕᆶᕉߥा؃Ǵу΢ӄౚ΋ठ኱ྗޑ

ғౢ฼ౣǴЪڀԖၨӭၗྍᆶૈΚǴࡺӧᕉߥᆶޗ཮ೢҺ΢Ǵ࣬ჹӧӦࠔจ౛཮Ԗၨᝄ਱኱ྗᆶၨ

ଯ୺ՉΚǴӢԜ੃຤ࠍޣᇡӄౚࠔจԖၨଯޗޑ཮ೢҺ܄(Social responsibility)( Dimofte et al., 2008; 

Holt et al., 2004; Steenkamp et al., 2003)Ƕ 

ԐයӄౚࠔจӭٰԾኻऍӃ຾୯ৎǴჹ੃຤ޣԶقǴٰԾӃ຾Ӧ୔ౢࠔǴೌמᆶࠔ፦࣬ჹӧ

Ӧౢࠔᔈၨ٫ǶฅԶǴ߈ԃٰӃ຾୯ৎӄౚࠔจӢᔈӄౚϯੁዊǴࣁΑफ़եԋҁǴஒғౢ୷Ӧᎂ౽

Կ໒วύ܈ཥᑫ୯ৎޣ౲ǴӄౚࠔจౢӦޕޑ᝺ࠔ፦ᓬ༈όӆँᡉǶԿܭӧӦࠔจޕޑ᝺ࠔ፦ᓬ༈Ǵ

ନΑӃ຾୯ৎޑӧӦࠔจǴচҁӧೌמғౢ΢൩όᇽܭӄౚࠔจѦǴӧӦࠔจΨӢόሡࣁΑၲډӄ

ౚ኱ྗ΋ठࠔౢޑᆶࠔจ฼ Ǵౣ឴ ࣊ӧӦ੝ՅǴૈ׳಄ӝӧӦ੃຤ሡ؃ǴࡺᕇளӧӦ੃຤഻ޣངȐGer, 

1999; Özsomer, 2012; Shuiling et al., 2004ȑǶΨӢࣁӧӦࠔจዕ஼྽ӦЎϯᆶ੃຤ಞᄍǴόሡڅཀᄗ

઩ౢࠔᔈӵՖ఼ᇂ྽Ӧ੝ՅǴ޸܈຤ਔ໔ᆶᆒΚঅࠔౢׯǴࡺԜᅿЎϯၗҁᓬ༈Ǵࠔ٬จளаڀԖ

ၨଯޑӧӦЎϯ፾ӝ܄ǴԋࣁӧӦࠔจᆶӄౚࠔจלᑽޑᓬ༈(Ger, 1999; Shuiling et al., 2004; 

Dimofte et al.,2008; Kapferer 2005)Ƕ 
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ӧຝቻ܄ճ੻೽ҽǴคፕࢂӄౚࠔจ܈ӧӦࠔจǴ೿ёа଺ࣁଯޕ᝺ӜఈޑຝቻǴԐයࣴز

Ԝ໨੝܄ӭᆶӄౚࠔจ࣬ೱ(Steenkamp et al. 2003; Alden, Steenkamp, and Batra, 1999)Ǵฅࡕයࣴز

ว౜Ǵ߄ҢѝाࠔจۓՏᆶՉᎍ฼ౣ࿶ᔼள྽Ǵջࢂ٬ӧӦࠔจǴ੃຤ޣϝૈ፟ϒஒ၀ࠔจޗ཮Ӧ

Տک൧຦ޑᖄགྷǴԋࣁ੃຤߄ޣᄆӜᖂӦՏޑᒧ᏷(Shuiling et al., 2004)Ƕӄౚࠔจќ٦Ԗࠔจӄౚ

ബ೷΋ঁޣ੃຤ࣁຝቻǴޑ܄ӄౚࣁจࠔຎӄౚޣճ੻Ǵ੃຤ޑ᝺(Perceived brand globalness)ޕ܄

຀ᔕޑӄౚيҽᇡӕ(Global identity)ǴᡣԖᜪ՟ӄౚޗဂགྷݤǴЪᘂ۳៍يӄౚϦ҇(Global citizen)

 .Steenkamp et al )(Global myth) ࡘӄౚ଎ޑจ੃຤Զᖄ่Ǵౢғ΋ᅿઓ၉૓ࠔǴ࿶җӄౚޣ੃຤ޑ

2003; Özsomer and Altaras, 2008; Holt et al., 2004; Alden et al., 1999; Kapferer 1997)Ƕ 

ӧӦࠔจ܌ᐱޑڀᓬ༈ࣁӧӦࠔจж܄߄(Local Iconness)Ǵࠔ܈จӧӦޕ܄᝺(Perceived brand 

localness, PBL)Ԝᓬ༈ྍԾࠔܭจჹӧӦЎϯၗౢ(Ger, 1999)ޑᕕှᆶዕ஼ǶӧӦࠔจғܭӧӦǴు

ӧӦࣁจࠔຎ၀ޣՅǴӧӦ੃຤فޑӧӦम໢૓ࣁӵՖᆶӧӦЎϯǵ੝Յౢғமਗ਼ᖄ่ǴࣗԿԋޕ

ᠠ໹ǴᇡࣁځࣁӧӦيҽ(Local identity)߄ޑቻǶÖzsomer(2012)ۓကȨӧӦࠔจж܄߄(Local 

iconness)ȩࣁȨࠔจຝቻӧӦΓ҇ሽॶǵሡ؃ᆶ෰ఈޑำࡋȩǶ΋૓ԶقǴᆶӧӦЎϯǵ໺಍ǵሡ

 ໨Ҟ(Schuilingࠔౢ܄߄จжࠔଯӧӦࣁᆶ໯਑Ǵၨܰว৖ԋނᜪձǴӵ१ࠔౢޑଯࡋᜢ࣬ښࠔک؃

et al., 2004; Zhou and Belk, 2004)Ƕ 

 จᓬ༈КၨࠔจᆶӧӦࠔΒǵӄౚ߄

 ӄౚࠔจᓬ༈- Ѝ࡭Ꮲޣ ӧӦࠔจᓬ༈-Ѝ࡭Ꮲޣ 

фૈ܄

ճ੻ 

• ଯޕ᝺ࠔ፦(Perceived quality) - Alden 

et al., 1999; Batra et al., 2000; Holt et 

al, 2004; Kapferer, 1992; Steenkamp et 

al., 2003; Strizhakova et al., 2011;  

• ଯޕ᝺ࠔ፦(Perceived quality) – Ger, 

1999; Özsomer, 2012; Shuiling et al., 2004 

• ଯޗ཮ೢҺ܄(Social responsibility)- 

Özsomer and Altaras, 2008 

• ଯӧӦЎϯ፾ӝ܄- Dimofte et al., 2008; 

Ger, 1999; Kapferer, 2005; Shuiling et al., 

2004;  

ຝቻ܄

ճ੻ 

• ଯޕ᝺Ӝఈ (Perceived prestige/Social 

status) - Alden et al., 1999; Steenkamp 

et al. 2003  

• ଯޕ᝺Ӝఈ (Perceived prestige/Social 

status) - Shuiling et al., 2004 

• ଯࠔจӄౚޕ܄᝺(Perceived brand 

globalness, PBG)- Alden et al., 1999; 

Holt et al., 2004; Kapferer 1997; 

Özsomer and Altaras, 2008;Steenkamp 

et al. 2003 

• ଯࠔจӧӦޕ܄᝺(Perceived local 

Iconness, PBL)- Dimofte et al. 2008; Ger 

(1999); Özsomer and Altaras, 2008; 

Özsomer, 2012  

ᆕ΢܌ॊǴҁࣴزᆶၸѐࣴز௢ፕ΋ठǴଞჹѠ᡼Ӧ୔੃຤ޣӧӦжࠔ܄߄จ੃຤ՉࣁǴග
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раΠଷ೛Ǻ 

ଷᇥ΋ଷᇥ΋ଷᇥ΋ଷᇥ΋(H1)ǺǺǺǺ ӧӦࠔจࠔޑจӧӦ܄ޕ᝺ӧӦࠔจࠔޑจӧӦ܄ޕ᝺ӧӦࠔจࠔޑจӧӦ܄ޕ᝺ӧӦࠔจࠔޑจӧӦ܄ޕ᝺(PBL)ཇଯཇଯཇଯཇଯǴǴǴǴࠔځจޕ᝺ࠔ፦ࠔځจޕ᝺ࠔ፦ࠔځจޕ᝺ࠔ፦ࠔځจޕ᝺ࠔ፦(Perceived quality)ཇଯཇଯཇଯཇଯǶǶǶǶ 

ଷᇥΒଷᇥΒଷᇥΒଷᇥΒ(H2)ǺǺǺǺӧӦࠔจࠔޑจӧӦ܄ޕ᝺ӧӦࠔจࠔޑจӧӦ܄ޕ᝺ӧӦࠔจࠔޑจӧӦ܄ޕ᝺ӧӦࠔจࠔޑจӧӦ܄ޕ᝺(PBL)ཇଯཇଯཇଯཇଯǴǴǴǴࠔځจޕ᝺Ӝఈࠔځจޕ᝺Ӝఈࠔځจޕ᝺Ӝఈࠔځจޕ᝺Ӝఈ(Perceived prestige)ཇଯཇଯཇଯཇଯǶǶǶǶ 

 

2.3 ӧӦࠔจᆶࠔจӄౚޕ܄᝺ӧӦࠔจᆶࠔจӄౚޕ܄᝺ӧӦࠔจᆶࠔจӄౚޕ܄᝺ӧӦࠔจᆶࠔจӄౚޕ܄᝺ 

ᗨฅၸѐࣴزӭᇡࠔࣁจӄౚޕ܄᝺ࣁӄౚࠔจޑᐱ੝ᓬ༈Ǵฅᒿ๱ӧӦࠔจوӛੇѦǴΨ

уΕ୯ሞѱ൑ᝡݾǴςԖᏢޣว౜ӧӦࠔจΨёڀԖࠔจӄౚޕ܄᝺ᓬ༈ǶOszomer(2012)ว౜྽

ཥᑫѱ൑ύޑӧӦࠔจԖੇѦᘉ஭(Global expansion)Չ୏Ǵ٠аԜ࿶ᡍբࠔจ࠹໺ǴёаගଯӧӦ

ǴੇѦᘉ஭Չ୏ёаቚуཥᑫѱ൑ࢂޑќΓᡋ೗׳᝺ӜఈǶޕ፦ᆶࠔ᝺ޕ᝺ǵޕ܄จӄౚࠔޑจࠔ

ӧӦࠔจޑӧӦЎϯж܄߄Ǵཀᒏ๱ӄౚ/ӧӦߚ٠ΒঁཱུᆄཷۺǴΒޣё࣬ϕషӝᆶϕ୏ǶӧԜ

ਢٯύǴӄౚ܄уமΑӧӦ܄ǴගϲΑཥᑫѱ൑ӧӦࠔจϐᓬ༈ǴΨࢂ΋ᅿӄౚ/ӧӦཷޑۺషӝ

ၸำ(hybridization process)ǶฅԶǴӕ΋ࣴزύǴÖzsomer(2012)ࠅว౜ੇѦᘉ஭Չ୏Ǵჹӧԋዕ(Ӄ

຾)ѱ൑ޑӧӦࠔจࢂࠅϸਏ݀Ǵ่ځࡺፕගଯӧӦࠔจӄౚޕ܄᝺Ǵࢂཥᑫ୯ৎޑӧӦࠔจܭҁ

୯ѱ൑ჹלӄౚࠔจޑёՉ฼ౣϐ΋(Oszomer, 2012)Ƕᆕ΢܌ॊǴҁࣴزගрӧӦࠔจϐࠔจӄౚ

 ᝺Ӝఈϐᜢ߯ଷᇥӵΠǺޕک፦ࠔ᝺ޕ᝺(PBL)ᆶޕ܄จӧӦࠔ᝺(PBG)ǵޕ܄

ଷᇥଷᇥଷᇥଷᇥΟΟΟΟ(H3)ǺǺǺǺӧӦࠔจࠔޑจӄౚޕ܄᝺ӧӦࠔจࠔޑจӄౚޕ܄᝺ӧӦࠔจࠔޑจӄౚޕ܄᝺ӧӦࠔจࠔޑจӄౚޕ܄᝺(PBG)ཇଯཇଯཇଯཇଯǴǴǴǴࠔځจޕ᝺ࠔ፦ࠔځจޕ᝺ࠔ፦ࠔځจޕ᝺ࠔ፦ࠔځจޕ᝺ࠔ፦(Perceived quality)ཇଯཇଯཇଯཇଯǶǶǶǶ 

ଷᇥѤଷᇥѤଷᇥѤଷᇥѤ(H4)ǺǺǺǺӧӦࠔจࠔޑจӄౚޕ܄᝺ӧӦࠔจࠔޑจӄౚޕ܄᝺ӧӦࠔจࠔޑจӄౚޕ܄᝺ӧӦࠔจࠔޑจӄౚޕ܄᝺(PBG)ཇଯཇଯཇଯཇଯǴǴǴǴࠔځจޕ᝺Ӝఈࠔځจޕ᝺Ӝఈࠔځจޕ᝺Ӝఈࠔځจޕ᝺Ӝఈ(Perceived prestige)ཇଯཇଯཇଯཇଯǶǶǶǶ 

ଷᇥϖଷᇥϖଷᇥϖଷᇥϖ(H5)ǺǺǺǺӧӦࠔจࠔޑจӄౚޕ܄᝺ӧӦࠔจࠔޑจӄౚޕ܄᝺ӧӦࠔจࠔޑจӄౚޕ܄᝺ӧӦࠔจࠔޑจӄౚޕ܄᝺(PBG)ཇଯཇଯཇଯཇଯǴǴǴǴࠔځจӧӦޕ܄᝺ࠔځจӧӦޕ܄᝺ࠔځจӧӦޕ܄᝺ࠔځจӧӦޕ܄᝺(PBL)ཇଯཇଯཇଯཇଯǶǶǶǶ 

 

2.4 ੃຤୯ਏᔈᆶ੃຤୯୯ৎ׎ຝ੃຤୯ਏᔈᆶ੃຤୯୯ৎ׎ຝ੃຤୯ਏᔈᆶ੃຤୯୯ৎ׎ຝ੃຤୯ਏᔈᆶ੃຤୯୯ৎ׎ຝ 

Ȩ੃຤୯ਏᔈ (Country of consumption effect, COC effect) ȩཀࡰ੃຤ޣ཮ਥᏵౢࠔӧځд୯

ৎ೏੃຤ਔౢ܌ғޑ੃຤ၗૻǴ௢ፕౢࠔࠔ፦ (Huang and Huang, 2011)Ƕ܌ᒏޑ੃຤ၗૻёૈхࡴ

੃຤୯ҁيȨ୯ৎ׎ຝ(Country image)ȩᆶ੃຤୯੃຤ޑޣ੃຤࿶ᡍ฻ǶԜೀޑࡰ܌੃຤ޣ੃຤࿶

ᡍ߾Ԗёૈࢂՠόज़ܭаΠၲ߄БԄǺౢࠔຑКǵ੃຤ޣα࿞Ϸᎍ୧ኧӷ฻ǶٯӵǴऩቷ୘ӧౢځ

 Ƕٮϐ੃຤୯ၗૻගࠔ၀ౢٮගࣁᄪฦऍ୯ᎍ୧௨Չಃ΋ӜȩǴԜջࠔᆀȨҁౢ࠹ቶ֋ύࠔ

Ȩ੃຤୯ਏᔈȩङࡕ౛ፕǴЬाԖΒǺ΋ࣁȨӄౚҢጄਏᔈ (Global demonstration effect) ȩǴ

ཀࡰ੃຤ޣ೸ၸᢀჸձΓ੃຤࿶ᡍǴ຾Չ੃຤ޣ،฼Ǵٯӵပࡕ௦Ҕ୯ৎޑ੃຤ޣǴ཮ᢀჸӃՉ௦

Ҕ୯ৎޑ੃຤ޣ࿶ᡍǴவύᏢಞౢࠔ੃຤࿶ᡍǴٰ،ޑࠔౢځۓ௦Ҕ(Dekimpe et al.,2000)Ƕ೭ᅿҢ

ጄਏᔈǴӢٰԾܭ੃຤ၸ၀ౢޑޣࠔჴሞ࿶ᡍǴჹ΋૓੃຤ڀ׳ޣᇥܺΚǶόӕ୯ৎޑ੃຤ޣǴᗨ



10 
 

ฅيೀόӕӦ୔ǴಃΟ୯੃຤ޣ཮Ӣჹࢌ੃຤୯࡭ԖӳགǴԶୖଜ၀୯੃຤ޑޣཀـǴऩ၀੃຤୯

 ;Ԗၨӳຑሽ(Bearden and Etzel, 1982ࠔΨ཮ჹ၀ౢޣӳຑሽǴಃΟ୯੃຤ؼࠔ΋ౢࢌ๏ϒޣ੃຤ޑ

Cocanongher and Bruce, 1971)Ƕ 

Ȩ੃຤୯ޕ᝺׎ຝȩ(Perceived country of consumption image, Perceived COC)ࢂȨ੃຤୯ਏᔈȩ

،຾ՉᖼວޣǶӧ੃຤ࡋय़ᄊ҅ޑჹ੃຤୯ޣԋ੃຤ߦຝȩǴ׎᝺ޕȨ੃຤୯ޑӢǴ҅य़߻ख़ाޑ

฼ਔǴ཮ճҔёளޑၗૻ଺ࣁղᘐౢࠔࠔ፦٩ޑᏵǴҭջౢࠔጕ઩(Product cues)Ǵౢࠔጕ઩೯தࣁ

᝺ޕᆶ܄ۓόዴޑޣ୼फ़ե੃຤ૈٮගޑ੝Յ(Characteristics)(Bettman, 1979)Ƕጕ઩܈੝ቻޑࠔౢ

॥ᓀǴڐշ੃຤ޣ຾Չᖼວ،฼(Olson and Jacoby, 1972)Ƕ྽ౢࠔӧ׎ຝၨ҅܈٫य़׎ຝޑ੃຤୯

ᎍ୧ਔǴёຎࣁ၀ౢ҅ډڙࠔय़ጕ઩(੃຤୯ၗૻ)ቹៜǴஒԜၗૻගٮ๏੃຤ޣǴ੃຤ޣ཮ჹౢࠔ

ౢғ҅य़ᄊࡋǹϸϐǴऩౢࠔӧ׎ຝၨৡॄ܈य़׎ຝޑ੃຤୯ᎍ୧ਔǴஒԜၗૻගٮ๏੃຤ޣǴ੃

຤ޣ཮ჹౢౢࠔғॄय़ᄊࡋǶ 

ᕴᡏѱ൑(Macro-market)ǵ୯҇(People)ǵࣁԋǴϩձ׎ຝȩҗѤεᄬय़׎᝺ޕᡉҢȨ੃຤୯زࣴ

࣬ᆶ੃຤Ўϯ(Consumption culture)(Product)ࠔౢ ᜢᄬय़1Ƕ ୯ৎ࣬ᜢᄬय़ࣁᆶ੃຤୯ᕴᡏ࿶ᔮǵמ

ೌǵ੃຤ѱ൑НྗԖᜢǹ୯҇࣬ᜢᄬय़ᆶ୯҇ન፦ᆶᒃکΚԖᜢǹౢ࣬ࠔᜢᄬय़ᆶҞ኱ౢࢂࠔցࣁ

੃຤୯Ᏸ܈ߏӧ੃຤୯ϐᝡݾΚԖᜢǹ੃຤Ўϯᄬय़ᆶ҆୯ک੃຤୯٬ޑҔಞᄍǵౢࠔфૈሡ؃Ϸ

Ўϯ࣬՟ำࡋԖᜢǶ 

ऩӧӦࠔจஒੇѦᘉ஭Չ୏Ǵբࠔࣁจ࠹໺ϣ৒Ǵջ՟ගٮ੃຤ੇޑࠔౢޣѦȨ੃຤୯ၗૻȩǴ

ஒ཮ቹៜ੃຤ࠔޑޣจ،฼ǴਥᏵ߻ॊȨ੃຤୯ਏᔈȩ౛ፕǴ੃຤ޣჹ၀ੇѦ੃຤୯ޕޑ᝺׎ຝǴ

ஒჹ၀ࠔจࠔޑจӄౚޕ܄᝺(PBG)ᆶࠔจӧӦޕ܄᝺(PBL)ౢғቹៜǴЪቹៜਏΚόӕǶаΠǴ

ҁࣴز௢ፕӧӦࠔจੇޑѦᘉ஭Չ୏(Global expansion)ǴჹӧӦࠔจޑ PBGᆶ PBLޕ᝺ຑሽቹៜ

ӵΠǺ 

ଷᇥϤଷᇥϤଷᇥϤଷᇥϤ(H6)ǺǺǺǺ੃຤ޣჹ੃຤୯׎ຝޕ᝺੃຤ޣჹ੃຤୯׎ຝޕ᝺੃຤ޣჹ੃຤୯׎ຝޕ᝺੃຤ޣჹ੃຤୯׎ຝޕ᝺(Perceived country of consumption image, Perceived COC)ཇ҅य़ཇ҅य़ཇ҅य़ཇ҅य़ǴǴǴǴ

 ᝺(PBG)ཇଯཇଯཇଯཇଯǶǶǶǶޕ܄จӄౚࠔޑจࠔӧӦ߾᝺ޕ܄จӄౚࠔޑจࠔӧӦ߾᝺ޕ܄จӄౚࠔޑจࠔӧӦ߾᝺ޕ܄จӄౚࠔޑจࠔӧӦ߾

ଷᇥϤଷᇥϤଷᇥϤଷᇥϤ(H7)ǺǺǺǺ੃຤ޣჹ੃຤୯׎ຝޕ᝺੃຤ޣჹ੃຤୯׎ຝޕ᝺੃຤ޣჹ੃຤୯׎ຝޕ᝺੃຤ޣჹ੃຤୯׎ຝޕ᝺(Perceived country of consumption image, Perceived COC)ཇ҅य़ཇ҅य़ཇ҅य़ཇ҅य़ǴǴǴǴ

 ᝺(PBL)ཇଯཇଯཇଯཇଯǶǶǶǶޕ܄จӧӦࠔޑจࠔӧӦ߾᝺ޕ܄จӧӦࠔޑจࠔӧӦ߾᝺ޕ܄จӧӦࠔޑจࠔӧӦ߾᝺ޕ܄จӧӦࠔޑจࠔӧӦ߾

ԜѦǴନ߻ॊ੃຤୯׎ຝޕ᝺ёૈࣁ PBGᆶ PBL ᝩុ௢ፕ҅ǵॄ੃຤୯زӢѦǴҁࣴ߻ޑ

                                                 
ޣز1ࣴ 101ԃࡋ୯ࣽ཮ीฝǴว৖рޑȨ੃຤୯׎ຝȩᄬय़ǴࣁΟεᄬय़Ӆ 19ᑽໆᚒ໨ǶࣁΑቚ຾Ȩ੃຤୯׎ຝȩ

ᄬۺᑽໆߞޑਏࡋǴࣴޣزӧ୺Չҁीฝ߻ǴӃаၨᝄ਱Ъၨڀໆߞ߄ਏޑࡋว৖БݤǴஒȨ੃຤୯׎ຝȩख़ཥঅ҅

ԖѤᄬय़Ӆڀ΋ࣁ 18ᑽໆᚒ໨ϐໆ߄Ǵҁࣴزջ௦ڗԜঅ҅ࡕໆ߄Ƕ 
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(COC)ჹ߻ॊਏ݀ޑυᘋբҔǶҁࣴزᇡࣁऩӧӦࠔจੇޑѦᘉ஭Չ୏ࣁӧڀၨ҅य़੃຤୯׎ຝޑ

୯ৎ(Unfavorable COC)ਔǴ੃຤ޣჹ੃຤୯׎ޑຝޕ᝺ၨ҅ࣁय़Ǵ߾੃຤ޣ཮ቚуჹ၀ࠔจࠔޑจ

ӄౚޕ܄᝺(PBG)ǴӕਔΨ཮ӢӧӦࠔจӧ୯Ѧ߄౜ᓬ౦Զག᝺ᠠ໹ǴӢԜமϯΑ၀ࠔจࣁӧӦम

໢׎ޑຝǴԶ׳ቚமࠔځจӧӦޕ܄᝺(PBL)ǹՠऩੇѦᘉ஭Չ୏ࣁวғӧڀၨॄय़੃຤୯׎ຝޑ

୯ৎ(Favorable COC)ਔǴ੃຤ޣӢࣁჹ੃຤୯׎ຝޕ᝺ၨॄࣁय़Ǵջ٬ӧ၀੃຤୯٦Ԗᎍ୧٫ᕮǴ

ჹ੃຤ޣϐᇥܺΚόىǴࣗԿԖёૈ೷ॄय़ᖄགྷǴ੃຤ޣёૈόቚуǴࣗԿफ़եӧӦࠔจࠔޑจӄ

ౚޕ܄᝺(PBG)ǴаϷόቚࣗ܈फ़եࠔจӧӦޕ܄᝺(PBL)ǶӢԜǴҁࣴزගраΠଷ೛Ǻ 

ଷᇥΖଷᇥΖଷᇥΖଷᇥΖ(H8)ǺǺǺǺੇѦᘉ஭Չ୏วғ܌ӧ୯ৎੇѦᘉ஭Չ୏วғ܌ӧ୯ৎੇѦᘉ஭Չ୏วғ܌ӧ୯ৎੇѦᘉ஭Չ୏วғ܌ӧ୯ৎȐȐȐȐ੃຤୯੃຤୯੃຤୯੃຤୯ȑȑȑȑϐৡ౦ϐৡ౦ϐৡ౦ϐৡ౦ȐȐȐȐ҅ॄ܈य़ޕ᝺੃຤୯҅ॄ܈य़ޕ᝺੃຤୯҅ॄ܈य़ޕ᝺੃຤୯҅ॄ܈य़ޕ᝺੃຤୯ȑǴȑǴȑǴȑǴஒჹаΠΟచቹஒჹаΠΟచቹஒჹаΠΟచቹஒჹаΠΟచቹ

ៜၡ৩ౢғυᘋਏ݀ៜၡ৩ౢғυᘋਏ݀ៜၡ৩ౢғυᘋਏ݀ៜၡ৩ౢғυᘋਏ݀ǺǺǺǺ (a) ੃຤୯׎ຝޕ᝺ჹࠔจӄౚޕ܄᝺ϐቹៜ੃຤୯׎ຝޕ᝺ჹࠔจӄౚޕ܄᝺ϐቹៜ੃຤୯׎ຝޕ᝺ჹࠔจӄౚޕ܄᝺ϐቹៜ੃຤୯׎ຝޕ᝺ჹࠔจӄౚޕ܄᝺ϐቹៜ (Perceived 

COC->PBG)ǹǹǹǹ(b) ੃຤୯׎ຝޕ᝺ჹࠔจӧӦޕ܄᝺ϐቹៜ੃຤୯׎ຝޕ᝺ჹࠔจӧӦޕ܄᝺ϐቹៜ੃຤୯׎ຝޕ᝺ჹࠔจӧӦޕ܄᝺ϐቹៜ੃຤୯׎ຝޕ᝺ჹࠔจӧӦޕ܄᝺ϐቹៜ(Perceived COC->PBL)ǶǶǶǶ࣬ၨ࣬ၨ࣬ၨ࣬ၨ

୯ৎ(Unfavorable COC)ǴǴǴǴੇѦᘉ஭Չ୏วੇѦᘉ஭Չ୏วੇѦᘉ஭Չ୏วੇѦᘉ஭Չ୏วޑຝ׎य़੃຤୯ॄڀ୯ৎੇѦᘉ஭Չ୏วғӧၨޑຝ׎य़੃຤୯ॄڀ୯ৎੇѦᘉ஭Չ୏วғӧၨޑຝ׎य़੃຤୯ॄڀ୯ৎੇѦᘉ஭Չ୏วғӧၨޑຝ׎य़੃຤୯ॄڀѦᘉ஭Չ୏วғӧၨੇܭܭܭܭ

ғӧၨ҅ڀय़੃຤୯׎ຝޑ୯ৎғӧၨ҅ڀय़੃຤୯׎ຝޑ୯ৎғӧၨ҅ڀय़੃຤୯׎ຝޑ୯ৎғӧၨ҅ڀय़੃຤୯׎ຝޑ୯ৎ(Favorable COC)ਔਔਔਔǴǴǴǴ੃຤ޑޣ੃຤୯׎ຝޕ᝺੃຤ޑޣ੃຤୯׎ຝޕ᝺੃຤ޑޣ੃຤୯׎ຝޕ᝺੃຤ޑޣ੃຤୯׎ຝޕ᝺(Perceived 

COC)ჹ੃຤ࠔޑޣจӄౚޕ܄᝺ჹ੃຤ࠔޑޣจӄౚޕ܄᝺ჹ੃຤ࠔޑޣจӄౚޕ܄᝺ჹ੃຤ࠔޑޣจӄౚޕ܄᝺(PBG)ᆶࠔจӧӦޕ܄᝺ᆶࠔจӧӦޕ܄᝺ᆶࠔจӧӦޕ܄᝺ᆶࠔจӧӦޕ܄᝺(PBL)ϐ҅य़ቹៜၨεϐ҅य़ቹៜၨεϐ҅य़ቹៜၨεϐ҅य़ቹៜၨεǶǶǶǶ྽ੇѦ྽ੇѦ྽ੇѦ྽ੇѦ

ᘉ஭Չ୏วғӧၨॄय़੃຤୯׎ຝޑ୯ৎਔᘉ஭Չ୏วғӧၨॄय़੃຤୯׎ຝޑ୯ৎਔᘉ஭Չ୏วғӧၨॄय़੃຤୯׎ຝޑ୯ৎਔᘉ஭Չ୏วғӧၨॄय़੃຤୯׎ຝޑ୯ৎਔǴǴǴǴ੃຤ޑޣ੃຤୯׎ຝޕ᝺੃຤ޑޣ੃຤୯׎ຝޕ᝺੃຤ޑޣ੃຤୯׎ຝޕ᝺੃຤ޑޣ੃຤୯׎ຝޕ᝺(Perceived COC)

ჹ੃຤ࠔޑޣจӄౚޕ܄᝺ჹ੃຤ࠔޑޣจӄౚޕ܄᝺ჹ੃຤ࠔޑޣจӄౚޕ܄᝺ჹ੃຤ࠔޑޣจӄౚޕ܄᝺(PBG)ᆶࠔจӧӦޕ܄᝺ᆶࠔจӧӦޕ܄᝺ᆶࠔจӧӦޕ܄᝺ᆶࠔจӧӦޕ܄᝺(PBL)ϐቹៜϐቹៜϐቹៜϐቹៜǴǴǴǴନΑ཮ၨੇѦᘉ஭ՉନΑ཮ၨੇѦᘉ஭ՉନΑ཮ၨੇѦᘉ஭ՉନΑ཮ၨੇѦᘉ஭Չ

୏วғӧၨ҅ڀय़੃຤୯׎ຝ୯ৎλѦ୏วғӧၨ҅ڀय़੃຤୯׎ຝ୯ৎλѦ୏วғӧၨ҅ڀय़੃຤୯׎ຝ୯ৎλѦ୏วғӧၨ҅ڀय़੃຤୯׎ຝ୯ৎλѦǴǴǴǴࣗԿᗋԖёࣗԿᗋԖёࣗԿᗋԖёࣗԿᗋԖёૈр౜ॄय़ቹៜૈр౜ॄय़ቹៜૈр౜ॄय़ቹៜૈр౜ॄय़ቹៜǶǶǶǶ 

ਥᏵ߻ॊࣴزҞޑᆶଷᇥǴҁࣴزϐࣴࢎزᄬᛤӵΠკǺ 

 

 

 

 

 

 

 

კ΋კ΋კ΋კ΋ǵǵǵǵҁࣴࢎزᄬკҁࣴࢎزᄬკҁࣴࢎزᄬკҁࣴࢎزᄬკ 

 

 

 ݤБزࣴݤБزࣴݤБزࣴݤБزࣴ .3

ҁࣴز௦ྗڗჴᡍ೛ी(quasi-experimental design)མଛୢڔፓݤࢗ௖૸੃຤୯׎ຝޕ᝺

H2 

H3 

H4 

H6 

H7 

Perceived COC  
(Perceived Country 

of Consumption 
Image) 

 PBL 
(Perceived Brand 

Localness) 

Perceived 
Quality 

H5 

H1 

 PBG 
(Perceived Brand 

Globalness) 

Perceived 
Prestige 
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(Perceived COC)ǴӵՖ೸ၸࠔจӄౚޕ܄᝺(Perceived brand globalness, PBG)ᆶࠔจӧӦޕ܄᝺

(Perceived local iconness, PBL)Ǵቹៜࠔจޕޑ᝺ࠔ፦(Perceived quality)ᆶޕ᝺Ӝఈ(Perceived 

prestige)Ƕ੝ձࢂଞჹ੃຤ޕޣ᝺׎ຝၨ҅य़ޑ੃຤୯(Favorable COC)ᆶၨॄय़੃຤୯(Unfavorable 

COC)ჹ੃຤ޣӧ PBGᆶ PBLޑቹៜ΢ࢂցԖৡ౦ǴаϷৡ౦ελǴࣁҁࣴزЬाزࣴޑ᝼ᚒǶ

ҁࣴزϐࣴزჹຝࣁ΋૓੃຤ޣǴՠҗܭҁࣴزЬᚒࣁӧӦࠔจჹӄౚࠔจלޑᑽ฼ౣǴӢԜࣴز

ჹຝѸ໪ӕਔኪ៛ܭӧӦᆶӄౚࠔจᒧ᏷ޑ੃຤ޣǶၸѐࣴزᡉҢཥᑫ୯ৎ֧ߙޑԃа΢ϐ੃຤ޣǴ

ᒧزҁࣴࡺҞ኱੃຤ဂ(Douglas and Craig, 2011; Strizhakova et al., 2011)ǴޑจӅӕࠔӧӦᆶӄౚࢂ

᏷ޑෳ၂ჹຝࣁԃᅈ 20ྃа΢όज़܄ձޣǶ 

 

3.1  ෳ(Pretest)߻ෳ߻ෳ߻ෳ߻

 จ(Localࠔ߄ΒᅿǺӧӦжࣁϩ(Stimuli)ނᐟڈޑෳ၂ࣁύ଺ڔᒧ᏷Ǻୢ(Stimuli)ނᐟڈڔୢ

iconic brand)ᆶ࣬ჹᔈ҅ޑǵॄय़੃຤୯(Favorable/Unfavorable COC)Ƕ 

3.1.1 ᒧ᏷ӧӦжࠔ߄จᒧ᏷ӧӦжࠔ߄จᒧ᏷ӧӦжࠔ߄จᒧ᏷ӧӦжࠔ߄จǺǺǺǺ 

ᒧ᏷ୢڔύෳ၂ҔޑӧӦࠔจচ߾ԖΒǺ(1) ࣁΑගϲࣴޑز΋૓܄(Generalizability)Ǵࠔ

จࠔౢޑᜪձѸ໪х֖фૈ܄(utilitarian)ᆶু኷܄(hedonic)ࣁЬाճ੻ޑόӕౢࠔᜪձǹ(2)ࠔ

จѸ໪ࣁ੃຤ޕ܌ޣ஼ǴЪԿϿڀഢ΋ۓำޑࡋӧӦЎϯж܄߄Ƕ 

ҁࣴୖزԵ஑཰Ȩᆅ౛ᚇᇞȩޑፓࢗ಍ीൔ֋2ǴขᗺიᡏೖፋݤǴаϷᆶՉᎍ஑ৎ૸ፕǴ

ᒧр จ3ǶଞჹԜࠔংᒧޑ܄߄ԖӧӦжڀঁ 18 จǴჹࠔ18ঁ 25Ӝ੃຤ޣǴ଺຾΋ޑ؁ӧӦ

 ΟǶ߄จǴ၁ࠔ܄߄ϤঁӧӦжޑڔԄୢ҅ܭෳ၂Ǵᒧрനಖ٬Ҕ܄߄จжࠔ

3.1.2 ᒧ᏷҅ᒧ᏷҅ᒧ᏷҅ᒧ᏷҅ǵǵǵǵॄय़੃຤୯ॄय़੃຤୯ॄय़੃຤୯ॄय़੃຤୯ǺǺǺǺ  

ଞჹ߻ॊ؁ᡯᒧрϐϤঁӧӦжࠔ܄߄จǴ຾Չ҅ǵॄ੃຤୯(Favorable/Unfavorable country of 

consumption)ᒧ᏷ᆶෳ၂Ƕ२ӃǴჹ 22Ӝ੃຤ޣȐ܄ت 8ӜǴζ܄ 14Ӝȑ຾ՉঁձೖፋǴଞ

ჹ؂ঁෳ၂ࠔจᒧрന҅ڀǵॄޕ᝺жޑ߄੃຤୯Ǵ҅य़ᆶॄय़ӚΒঁ୯ৎǶځԛǴਥᏵ߻ॊ

ᒧрޑӧӦࠔจ੃຤୯ᆶ҅ॄӚΒঁ੃຤୯Ǵჹ 37Ӝ੃຤Ȑ܄ت 20ӜǴζ܄ 17Ӝȑޣ଺ୢ

ෳ၂ޑڔԄୢ҅ࣁǵॄ੃຤୯Ӛ΋Ǵ଺҅ޑจ࣬ჹᔈࠔຑКǴനಖᒧрঁձޣෳ၂Ǵҗ੃຤ڔ

                                                 
2 Ȩᆅ౛ᚇᇞȩѠ᡼ӄ୔੃຤ޣЈҞύ౛གྷࠔจፓࢗ௨ՉᄦǴ2011ԃԿ 2013ԃޑ಍ीၗ਑Ǵϩձтၩӧಃ 438 ය

Ȑp.52-61ȑǵಃ 450යȐp.46-55)ᆶಃ 462යȐp.40-49ȑǶ 
3 Ԝ Ǻཥܿ໚ԺଳǵLa NewᎠǵεӕႝᗙǵ௘Ӽ੝ԾՉًǵѠ᡼୥ଚǵHTCЋᐒǵ಍΋ԺᔿរǵΟࣁจϩձࠔ18ঁ

ՊણǵᅦӓࢱǵӭസНǵ໵ᐏจ३ဉǵқើڀจ዗НᏔǵ๮ᅺ฽૶ࠠႝတǵФᓐจᗙ޸จោ/ϣՊᑿǵ໵ΓУᆯǵឮ޸

ථ፺जǵ໵݊ؓНǵ಍΋ഝ໭ҡ᝜ࢨНǶ 
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୯ৎǴ୯ৎж߄ፎ၁߄ΟǶ 

 ෳ่݀߻จࠔ܄߄ΟǵӧӦж߄

จӜᆀ εӕႝᗙεӕႝᗙεӕႝᗙεӕႝᗙ ๮ᅺ฽૶๮ᅺ฽૶๮ᅺ฽૶๮ᅺ฽૶ࠔจӜᆀࠔจӜᆀࠔจӜᆀࠔ

ࠠႝတࠠႝတࠠႝတࠠႝတ 

Ѡ᡼୥ଚѠ᡼୥ଚѠ᡼୥ଚѠ᡼୥ଚ ໵ᐏจ३໵ᐏจ३໵ᐏจ३໵ᐏจ३

ဉဉဉဉ 

௘Ӽ੝Ծ௘Ӽ੝Ծ௘Ӽ੝Ծ௘Ӽ੝Ծ

ՉًՉًՉًՉً 

HTC ЋЋЋЋ

ᐒᐒᐒᐒ 

фૈᆶু ܄኷ু ܄኷ু ܄фૈ ܄ᜪձ фૈࠔᜪձౢࠔᜪձౢࠔᜪձౢࠔౢ

኷ঋڀ 

фૈᆶু

኷ঋڀ 

҅य़੃຤୯҅य़੃຤୯҅य़੃຤୯҅य़੃຤୯ ࠄᗬ Вҁ ቺ୯ ቺ୯ म୯ ऍ୯ 

ॄय़੃຤୯ॄय़੃຤୯ॄय़੃຤୯ॄय़੃຤୯ ӑࡋ ຫݤ ࠄ୯ ЃՋ ύ୯ ӑѭ 

 

3.2  ೛ीڔ೛ीୢڔ೛ीୢڔ೛ीୢڔୢ

୯ጌ೷ᎍ୧ࢌจѐԃӧੇѦࠔ܄߄ӧӦжࢌ௃ნඔॊǶ௶ॊࣁΟ೽ҽǺಃ΋೽ҽࣁϣ৒ϩڔୢ

٫ᕮǴϞԃӕීౢࠔӢջஒ௢рཥޑᚇᇞቶ֋Ǵ׆ఈ੃຤ڐޣշ຾Չቶ֋ෳ၂ǶಃΒ೽ҽࣁቶ֋।Ƕ

ӧቶ֋೛ी΢؃ၳࣁ੿Ǵࢂ߾ཛྷ໣ڙෳࠔจޑᚇᇞ܈ቶ֋ DMǴᒧ᏷ځύၨόܰࣁ੃຤ޣϩᒣрౢ

ᒣޣᐒࠠၗૻǴᗉխ੃຤ׯঅ҅(ӵঅޑቶ֋೛ीǴख़ཥа஑཰ႝတ೬ᡏǴ଺೽ҽϣ৒ޑཥᙑීࠔ

ᇡрࢂςӧѠ΢ѱϐౢࠔǹঅࠔౢׯၗૻǴԋࣁ΋૓ѱय़΢ӕᜪౢࠔதޑـೕ਱)ǶಃΟ೽ҽࣁᡂ

ኧᑽໆǴଷ೛ύЬाᑽໆᡂኧр౜໩ׇӵΠǺࠔจޕ᝺ࠔ፦ᆶӜఈ(Perceived quality & Perceived 

prestige)ǵᏹ׋ᔠۓǵPBGᆶ PBLǵ੃຤୯ޕ᝺׎ຝ(Perceived COC)ǶಃΟ೽ҽࣁ௓ڋᡂኧǵڙෳ

 ᝺ჸǶޑҞزჹࣴޣ୷ҁၗ਑ᆶ੃຤ޣ

ӢࣁҁࣴزᒧрӅϤঁෳ၂ࠔจᆶࠔ؂จӚԖ΋҅ǵॄ੃຤୯མଛϐᏹ׋ǴڔୢࡺӅϩࣁ 18

ᅿ(6X2)ࠠ ԄୢڔǴୢڔϣ৒၁ߕـᒵ΋ϐୢڔጄٯǶ 

 

3.4 Ьाᑽໆᡂ໨Ьाᑽໆᡂ໨Ьाᑽໆᡂ໨Ьाᑽໆᡂ໨ 

ᆶᇟཀৡձΎᗺ(Likert scale 7 points)߄ໆࡋլ੝ΎᗺЁ׵Ьाᑽໆᡂ໨Ǵࣣаޑ٬Ҕ܌ύڔୢ

Ёࡋໆ߄ȐSemantic differential scale 7 pointsȑᑽໆǶЬाᑽໆᡂኧύǴޕ᝺ࠔ፦ǵޕ᝺Ӝఈǵࠔ

จӄౚޕ܄᝺ǵࠔจӧӦޕ܄᝺ѤᡂኧǴӢࣁໆࣁྍٰ߄मᇟǴࡺӃ୺ՉȨӣ᝿ำׇ(back 

translation)ȩǶЬाᑽໆᡂኧǵໆྍٰ߄ǵᑽໆᚒ໨ᆶᑽໆБԄǴ၁߄ـѤǶ 

 ྍٰ߄ѤǵЬाᑽໆᡂ໨ᆶໆ߄

ᑽໆᡂኧᆶໆྍٰ߄ᑽໆᡂኧᆶໆྍٰ߄ᑽໆᡂኧᆶໆྍٰ߄ᑽໆᡂኧᆶໆྍٰ߄ ᑽໆᚒ໨ᑽໆᚒ໨ᑽໆᚒ໨ᑽໆᚒ໨ ᑽໆБԄᑽໆБԄᑽໆБԄᑽໆБԄ 

 ፦ȐPerceivedࠔ᝺ޕ፦ࠔ᝺ޕ፦ࠔ᝺ޕ፦ࠔ᝺ޕ

qualityȑǺSteenkamp, Batra 

and Alden, 2003; Keller 

1. X ߚதեɡߚ፦Нྗࠔࠔౢޑจࠔ

தଯǶ 

2. X ࠔޑ፦ཱུ٫ࠔ፦ཱུৡɡࠔǺࢂจࠔ

ᇟཀৡձΎ

ᗺЁࡋໆ߄ 
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and Aaker, 1992 จǶ 

 ᝺ӜఈȐPerceivedޕ᝺Ӝఈޕ᝺Ӝఈޕ᝺Ӝఈޕ

prestigeȑǺSteenkamp, 

Batra and Alden, 2003; 

Han and Terpstra, 1988; 

Xie, Batra and Peng, 2015 

1. X ࠔޑຫڑɡཱུόޑຫڑཱུࢂจࠔ

จǶ 

2. X தόॶߚதॶள௢஖ɡߚࢂจࠔ

ள௢஖ࠔޑจǶ 

ᇟཀৡձΎ

ᗺЁࡋໆ߄ 

᝺ȐPBGȑǺޕ܄จӄౚࠔ᝺ޕ܄จӄౚࠔ᝺ޕ܄จӄౚࠔ᝺ޕ܄จӄౚࠔ

Swoboda, Pennemann and 

Taube, 2012  

1. ჹךԶقǴX  จǶࠔ܄΋ঁӄౚࢂ

Ԗ࣮ၸޣ੃຤ޑѦੇߞ᡿࣬ך .2 X ࠔ

จǶ 

3. X ೭ঁࠔจςၹթШࣚӚӦǶ 

լ੝Ύᗺ׵

Ёࡋໆ߄ 

᝺ȐPBLȑǺޕ܄จӧӦࠔ᝺ޕ܄จӧӦࠔ᝺ޕ܄จӧӦࠔ᝺ޕ܄จӧӦࠔ

Swoboda, Pennemann and 

Taube, 2012  

1. X ೭ঁࠔจǴ཮ᡣךᖄགྷډᆶȨѠ᡼ȩ

Ԗᜢނ٣ޑǶ 

2. ჹٰךᇥǴX ೭ঁࠔจ൩ࢂж߄ȨѠ

᡼ȩǶ 

3. ჹٰךᇥǴX ೭ঁࠔจࢂȨѠ᡼ȩޑ

ཱུ٫ຝቻǶ 

լ੝Ύᗺ׵

Ёࡋໆ߄ 

੃຤୯ޕ᝺੃຤୯ޕ᝺੃຤୯ޕ᝺੃຤୯ޕ᝺׎ຝ׎ຝ׎ຝ׎ຝ

(Perceived COC image, 

Perceived COC)ǺAdapted 

from Huang and Chiang, 

20134 

ᄬय़ᄬय़ᄬय़ᄬय़΋΋΋΋ǺǺǺǺMacro-market 

1. Y ୯ޑ࿶ᔮว৖ԋዕࡋଯǶ 

2. Y ୯ࢂ΋ঁ੃຤ѱ൑ೕኳᚳεޑ୯

ৎǶ 

3. Y ୯ࣴמࣽޑวНྗե(ϸ໨ᚒ)Ƕ 

4. Y ୯ჹᕉნߥៈޑा؃ᝄ਱Ƕ 

5. Y ୯ჹ੃຤ޣ៾੻ߥៈำࡋଯǶ 

6. Y ୯ӧ੃຤࣬ᜢݤೕुۓޑ΢Ǵֹ ഢ

 ଯǶ܄

ᄬय़ᄬय़ᄬय़ᄬय़ΒΒΒΒǺǺǺǺPeople 

7. Y ୯ޑ୯҇ښࠔଯǶ 

8. Y ୯୯҇ޑബཀำࡋե(ϸ໨ᚒ)Ƕ 

9. Y ୯୯҇ჹऍགޑा؃ଯǶ 

10. ჹךԶقǴY ୯୯҇࣬ၨځܭд୯ৎ

୯҇ᒃࡋکଯǶ 

11. Y ୯୯҇ჹғࠔࢲ፦ा؃ଯǶ 

12. Y ୯୯҇ޑബཥૈΚଯǶ 

ᄬय़ᄬय़ᄬय़ᄬय़ΟΟΟΟǺǺǺǺProduct 

13. Y ୯ӧ A  ଯǶೌמғౢޑࠔౢ

14. Y ୯܌ೡ፤ޑA  Ƕࠔଯᔞౢࣁӭࠔౢ

15. ӧ Y ୯ᖼວЋᐒౢࠔਔǴԖࡐӭᝡ

լ੝Ύᗺ׵

Ёࡋໆ߄ 

                                                 
4 Ԝঅ҅ϐໆ߄Ǵᆶ Huang and Chiang (2013)ϐໆ߄ৡ౦ǴЬाӵΠǺa. ஒচ Countryᄬय़(8 ᚒ)Ǵঅࣁׯ Macro-market

ᄬۺ(2ᚒ)ǹb.ཥቚ Peopledᄬय़(೽ҽᚒ໨ٰԾচٰϐ Countryᄬय़)(6ᚒ)ǹc. ஒ Productᄬय़җ 8 ᚒঅࣁׯ 3ᚒǹd.

চ Consumption Culture(3ᚒ)ᆢ࡭όᡂǶ 
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 ᒧ᏷Ƕٮจёࠔݾ

ԛᄬۺѤǺConsumption culture 

୯ᆶך .16 Y ୯ޑЎϯ࣬՟ำࡋଯǶ 

୯ᆶך .17 Y ୯ӧ A ٬Ҕಞᄍޑࠔౢ

΢Ǵ࣬՟ำࡋଯǶ 

୯ᆶך .18 Y ୯ჹ A ٬Ҕሡ؃ޑࠔౢ

΢Ǵ࣬՟ำࡋଯǶ 

 

ᏹ׋ᡂ໨ޑᑽໆБԄϩࣁΒቫԛǶಃ΋ቫԛୢࣁเᚒǴаȨፎୢ೭ී XXȐౢࠔӜᆀȑрαԿ

ٗঁ୯ৎ/Ӧ୔Ǵቶڙ྽Ӧ੃຤ޣӳຑǴЪᕇளཱུ٫ᎍ୧ԋᕮǻȩ၌ୢǶऩڙෳޣ༤เᒱᇤǴ၀ୢ

߆៿ޣ੃຤ڙଞჹȨӧӑѭѱ൑΢(߄ໆࡋլ੝ΎᗺЁ׵௦)аൂ΋ᚒ໨ࣁǶಃΒቫԛڔቲࣁջຎڔ

 ᑽໆǶࣁȩբࡋӕཀำޑӳȩ,ாࡐ፦ࠔЋᐒޑ

 

3.5 ၗ਑ཛྷ໣Бݤᆶኬҁᙁϟၗ਑ཛྷ໣Бݤᆶኬҁᙁϟၗ਑ཛྷ໣Бݤᆶኬҁᙁϟၗ਑ཛྷ໣Бݤᆶኬҁᙁϟ 

ၗ਑ཛྷ໣БԄࢂ೸ၸຉᓐߡճܜኬޑБԄวڔୢܫǶΟӜڙၸୢڔว૽ܫግޑշ౛ǴӧѠύӦ

୔Γဂ໣ӦᗺǴ௦΋ჹ΋Ԅڔୢޑวܫᆶ༤เǶୢڔ༤เޣǴᕇᜄ౜ߎཥѠჾ 50ϡǴբࣁ༤เၿ

ǴӅԖޣǶௗ᝻ԋфᜫཀ༤เߎ 506Տ੃຤ޣǴ࿶ᔠڔୢࢗ༤เࠔ፦ǴকନคਏୢڔᆶቲࡕڔǴӅ

ीԖ 445฽Ԗਏၗ਑ёа຾Չុࡕ಍ीϩ݋Ȑቲڔ౗ऊ 13%ȑǶ 

ԖਏኬҁޑΓα಍ीϩЕ݋Ǵว౜ӵΠǺ܄تэ 52% Ǵζ܄э 48%ǴتࡺζऊӚэ΋ъǶԃ

សቫ໣ύϩթܭ 20~44ྃ໔Ȑэ 86%ȑǴ௲ػНྗаε஑а΢Ȑ֖ࣴ܌زȑэ നӭǴ಄ӝҁࣁ85%

߄၁ӵ݋ԃ௼㻟ǶԖਏኬҁϐΓα಍ीᡂኧϩ֧ߙޑจࠔჹຝɡӕਔ੃຤ӄౚᆶӧӦزЬाࣴزࣴ

ϖǶ 

 ݋ϖǵԖਏኬҁΓα಍ीᡂኧϩ߄

 (%52)214:܄ت ;(%48)231:܄ձ ζ܄ձ܄ձ܄ձ܄

ԃសԃសԃសԃស 20~24ྃ:159(36%); 25~34ྃ :122(27%);35~44ྃ :102(23%); 45~55

ྃ: 59(13%); 55ྃ а΢Ǻ3(1%) 

௲ػНྗ௲ػНྗ௲ػНྗ௲ػНྗ ୯ύϷаΠ:11(2%); ଯύ(ᙍ):58(13%); εᏢ(஑):320(72%); ࣴ ز

 Ϸа΢:56(13%)܌

 

4. ၗ਑ϩ݋ᆶ่݀ၗ਑ϩ݋ᆶ่݀ၗ਑ϩ݋ᆶ่݀ၗ਑ϩ݋ᆶ่݀ 

ҁࣴز௦ڗ partial least squares (PLS)Бݤ(Hair, Hult, Ringle and Marko, 2014)Ǵ٬Ҕ SmartPLS 

ޑᄬБำኳԄ(structural equation modelling, SEM)ᔈҔ่ࣁǶPLS݋ҁϐ೬ᡏǴ຾Չၗ਑ϩހ3.2.1
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Бݤϐ΋Ƕӧ SEMϩݤ݋ύǴӢङࡕᄽᆉБޑݤόӕǴёϩࣁΒεᜪǺ΋ࣁаӅᡂ౦ࣁ୷ᘵ

Ȑcovariance-basedȑޑ CB-SEM (Joreskog, 1978; 1993)ǴԜջࣁၮҔLISREL܈AMOSϩ݋೬ᡏޣǹ

ќ΋ࣁ߾аϷаᡂ౦ࣁ୷ᘵ(Variance-based)ޑ PLS-SEM( Lohmoller, 1989; Wold, 1982, 1985)Ƕၸѐ

ӧՉᎍሦୱޑᔈҔӭа CB-SEMࣁЬǴՠ߈ԃٰӢࣁ PLS-SEMӧ٬Ҕज़ڋ΢ၨࣁቨ᚞Ǵ಍ीᔠۓ

Κၨ CB-SEMமǴЪ೬ᡏޑೌמε൯ቚ຾Ǵ٬ҔזޣೲቚуǶԾ 2000ԃаٰǴӧᆅ౛ᆶՉᎍሦୱ

௦ҔޣᏢޑഗӾයтύǴԖཇٰཇӭޑ PLS-SEMБݤ຾Չၗ਑ϩ݋ (Hair, Sarstedt and Ringle, 

2011)ǹԶӧ୯ሞՉᎍሦୱύǴ٬Ҕ PLS-SEM಍ीБݤǴаόӕЎϯ܈୯ৎ܌Ꮴठၗ਑Ѹ໪ϩဂޑ

ӭख़ኬҁϩ݋(Multigroup analysis)Ѐࣗ(Henseler, Ringle and Sinkovics, 2009)Ƕ 

ҁࣴز௖૸੃຤ޣჹӧӦжࠔ߄จޑ੃຤୯׎ຝޕ᝺(COC)ǴӵՖ೸ၸࠔจӄౚޕ܄᝺(PBG)

ᆶࠔจӧӦޕ܄᝺(PBL)Ǵቹៜ੃຤ࠔޑޣจຑሽǶҗܭ੃຤୯׎ຝཷࣁۺ΋ཥว৖рϐᄬۺǴЪ

ၸѐۘคࣴزஒԜཷۺၮҔࠔܭจޑӄౚ܄ᆶӧӦޕ܄᝺΢ǴӢԜҁࣴࣁز௖઩ࠠޑ੃຤ޣՉࣴࣁ

а፾ӝа܌Ǵز PLS-SEM಍ीБݤ຾Չၗ਑ϩ݋(Tsang, 2002)ǶҁࣴزନΑаᙖҗቚу੃຤୯׎

ຝޕ᝺բࣁӄౚࠔจᆶӧӦࠔจޕ᝺ኳࠠ(Özsomer, 2012; Steenkamp, Batra and Alden, 2003)߻ޑӢǴ

аۯ՜၀ኳࠠޑᔈҔܭ੃຤୯ਏᔈࣴزѦǴ׳຾΋؁ෳ၂όӕ੃຤୯ (҅य़׎ຝᆶॄय़׎ຝޕ᝺ϐ

੃຤୯)ࢂցυᘋ COCჹ PBGᆶ PBLޑቹៜ ǴឦܭϩဂКၨ(Group comparison)ǴЀ፾௦Ҕ

PLS-SEM಍ीϩݤ݋ǶԜѦǴҁࣴزኬҁၗ਑Ӆ 445฽Ȑ҅य़੃຤୯:225฽ǹॄ य़੃຤୯:220฽ȑǴ

җܭኬҁኧໆόεǴЪ໪຾ՉϩဂኬҁޑКၨϩ݋Ǵ࣬ࡺჹ٬ܭҔ CB-SEMݤǴPLS-SEM཮ࢂၨ

ӳޑϩ݋Бݤᒧ᏷(Acedo and Jones, 2007)Ƕ 

 

4.1 ኳࠠ೛ۓኳࠠ೛ۓኳࠠ೛ۓኳࠠ೛ۓ 

ኳࠠ೛ۓǴ٩ྣ߾ Hair, Ringle and Sarstedt (2011)ࡌ᝼ӵΠǺData metric (M=0, S=1); Initial 

weight (1); Minimum number of irritation (5000); Stop criterion (7); Weighting scheme (path)Ƕӧၗ਑ϩ

ࣁኬҁኧޑ٬Ҕ܌݋ 445฽Ǵεܭ 70 (ኳԄ೛ۓ 7చᜢ߯*10)Ǵ಄ӝ”10-times rule”চ߾Ǵࡺคၗ਑

฽ኧόୢىᚒǶଞჹၗ਑தᄊ܄ᔠۓǴҁࣴز௦ SPSS For Windows 10.0ϩ݋Ǵ่݀ว౜ၗ਑ϐୃ

ᄊ S (skewness)߯ ኧ๊ჹॶλܭ 3ǴаϷঢ়ࡋ K(kurtosis)߯ ኧ๊ჹॶλܭ 10Ǵࡺҁࣴزϐၗ਑಄ӝ

தᄊ܄ϩଛଷ೛(Kline, 1998)Ƕ 

ኳࠠύǴPerceived COCᄬۺǴࣁҁࣴزύ୤΋ޑӭख़ᄬय़ᄬۺ(Multidimensional construct)Ƕ

COCࣁΒ໘ᄬۺ(Higher second-order construct)Ǵځύх֖Ѥঁ΋໘ᄬय़(First-order dimension)Ǵᕴ

ᑽໆᚒ໨ࣁ 18ᚒǶԜѤঁ΋໘ᄬय़ϩձࣁᕴᡏѱ൑ᄬय़(Macro-market)(6ᚒ)ǵ୯҇ᄬय़(People)(6
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ᚒ)ǵౢࠔᄬय़(Product)(3ᚒ)ǵ੃຤Ўϯᄬय़(Consumption culture) (3ᚒ)ǶࣁΑᗉխӢѤᄬय़໔ޑ

Ӣᑽໆᚒ໨ኧҞৡຯεԶ೷ԋޑ՗ीୃᇤ(Hair, Hult, Ringle and Marko, 2014) ǴаϷΚ؃ኳࠠᆒᙁ

চ߾ǴҁࣴྣୖزၸѐᏢޣӧ௦Ҕ่ᄬБำኳԄ຾Չଯ໘ᄬۺ಍ीϩ݋ਔǴ ஒ Perceived COCᄬ

ᑽໆॶ(ፎୖԵࣁᑽໆᚒ໨ѳ֡ॶ଺ޑаӚԛᄬय़ׯۺ Steenkamp, Batra and Alden, 2003; 

Zeugner-Roth, Žabkar, and Diamantopoulos, 2015) Ǵࡺ COCനಖϐᑽໆᚒ໨ࣁѤᚒǴϩձࣁӚԛᄬ

य़(΋໘ᄬय़)ϐᑽໆᚒ໨ޑѳ Ǵ֡ϩձڗӜࣁǺMarcro-market, People, Product, Consumption cultureǶ 

 

4.2 ֹ᏾ኬҁኳࠠϩֹ่݀݋᏾ኬҁኳࠠϩֹ่݀݋᏾ኬҁኳࠠϩֹ่݀݋᏾ኬҁኳࠠϩ่݀݋(Full-sample model results) 

4.2.1ᑽໆኳԄϩ݋(Measurement model analysis) 

4.2.1.1ϣ೽΋ठࡋߞ܄(Internal consistence reliability): 

௦Ҕ Composite reliability ᆶ Cronbach alphaᔠۓǶӚᡂኧϐ Composite reliabilityࣣ εܭ฻

ܭ 0.7ϐ኱ྗǴԶ Cronbach alphaࣣ߾εܭ 0.8Ǵࡺ೯ၸϣ೽΋ठ܄ᔠۓȐ߄Ϥᆶ߄ΎȑǶ 

 :ϤǵComposite reliability߄

 Original 
Statistics 

Sample 
Means 

Standard 
Errors 

T Statistics P Values 

COC5 0.882 0.877 0.019 45.445 0.000 
PBG 0.944 0.944 0.006 161.472 0.000 
PLI 0.936 0.936 0.007 136.092 0.000 
Perceived 
Prestige 

0.946 0.946 0.005 174.094 0.000 

Perceived 
Quality 

0.958 0.958 0.005 198.980 0.000 

  :ΎǵCronbach alpha߄

 Original 
Statistics 

Sample 
Means 

Standard 
Errors 

T Statistics P Values 

COC 0.831 0.831 0.014 59.462 0.000 
PBG 0.912 0.912 0.010 93.161 0.000 
PLI 0.898 0.898 0.012 76.915 0.000 
Perceived 
Prestige 

0.886 0.886 0.012 73.043 0.000 

Perceived 
Quality 

0.912 0.912 0.010 87.158 0.000 

 

 :(Indicator reliability)ࡋߞ኱ࡰ4.2.1.2

                                                 
΢Κ؃ᙁܴǴԜೀа߄Αӧൔࣁ 5 COCᙁቪǴжඹ Perceived COCǴុࡕϩ่݀݋ύޑൔ߄Ǵࣣа COCжඹ Perceived 

COCǶ 
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௦Ҕ outer loading ᔠۓǶ܌Ԗᑽໆࡰ኱ϐ outer loadingsࣣ εܭ 0.7Ǵࡺ೯ၸࡰ኱ࡋߞᔠۓȐ߄

ΖȑǶ 

 

 ΖǵOuter loadings߄

 Original 
Statistics 

Sample 
Means 

Standar
d Errors 

T 
Statistics 

P Values 

Perceived Quality#16 0.962 0.962 0.004 224.371 0.000 
Perceived Quality# 2 0.955 0.955 0.006 168.315 0.000 
Perceived Prestige#1 0.948 0.948 0.006 165.083 0.000 
Perceived Prestige#2 0.948 0.948 0.006 157.247 0.000 

PBG#1 0.936 0.936 0.006 165.168 0.000 
PBG#2 0.923 0.924 0.010 94.110 0.000 
PBG#3 0.906 0.906 0.016 57.504 0.000 
PLI#1 0.859 0.860 0.019 46.060 0.000 
PLI#2 0.942 0.941 0.008 115.589 0.000 
PLI#3 0.930 0.930 0.008 116.568 0.000 

Consumption 
Culture←COC 

0.735 0.744 0.058 12.646 0.000 

Marco-market←COC 0.823 0.811 0.052 15.967 0.000 
People←COC 0.827 0.816 0.052 15.899 0.000 
Product←COC 0.840 0.828 0.044 18.964 0.000 

 

4.2.1.3ᒟӝਏࡋ(Convergent validity): 

௦Ҕѳ֡ᡂ౦๧ڗ(Average variance extracted, AVE)ᔠۓǶ܌Ԗᡂኧϐ AVE ࣣεܭ 0.5Ǵࡺ೯

ၸᒟӝਏࡋᔠۓ(߄ΐ)Ƕ 

 ΐǵAVE߄

 Original 
Statistics 

Sample 
Means 

Standard 
Errors 

T Statistics P Values 

COC 0.652 0.643 0.038 17.295 0.000 
PBG 0.850 0.850 0.014 60.099 0.000 
PLI 0.830 0.830 0.016 51.614 0.000 
Perceived 
Prestige 

0.898 0.898 0.010 91.759 0.000 

Perceived 
Quality 

0.919 0.919 0.009 103.913 0.000 

 

4.2.1.4୔ձਏࡋ(Discriminant validity):  

௦Ҕ Fornell-Larcker criterionᔠۓ(Fornell and Larcker, 1981)ᆶ Cross-loadingsᔠۓ(Chin, 

                                                 
6Ԝೀ#1 ಃ΋ᚒୢ໨Ǵ#2ޑۺ၀ᑽໆᄬ߄  ಃΒᚒୢ໨Ǵ٩Ԝᜪ௢Ƕ߄ж߾
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1998)Ƕᔠ่݀ۓӵΠ߄Ȑ߄Μᆶ߄Μ΋ȑǴࣣ಄ӝ኱ྗǴࡺ೯ၸ୔ձਏࡋᔠۓǶ 

 ۓΜǵFornell-Larcker criterionᔠ߄

 
COC PBG PLI 

Perceived 
Prestige 

Perceived 
Quality 

COC 0.807     
PBG 0.240 0.922    
PLI 0.235 0.399 0.911   
Perceived 
Prestige 

0.196 0.480 0.524 0.948  

Perceived 
Quality 

0.208 0.434 0.503 0.853 0.959 

 :ۓΜ΋ǵCross-loadingsᔠ߄

 
COC PBG PLI 

Perceived 
Prestige 

Perceive
d Quality 

Perceived Quality#1 0.194 0.435 0.498 0.809 0.962 

Perceived Quality# 2 0.206 0.395 0.465 0.827 0.955 

Perceived Prestige#1 0.185 0.464 0.489 0.948 0.803 

Perceived Prestige#2 0.186 0.446 0.504 0.948 0.813 

PBG#1 0.205 0.936 0.397 0.497 0.437 

PBG#2 0.223 0.923 0.363 0.422 0.392 

PBG#3 0.238 0.906 0.339 0.402 0.365 

PLI#1 0.198 0.323 0.859 0.413 0.390 

PLI#2 0.220 0.343 0.942 0.450 0.450 

PLI#3 0.222 0.414 0.930 0.552 0.520 

Consumption 
Culture←COC 

0.735 0.326 0.184 0.202 0.216 

Marco-market←COC 0.823 0.095 0.212 0.159 0.165 

People←COC 0.827 0.121 0.201 0.140 0.147 

Product←COC 0.840 0.126 0.146 0.083 0.092 

 

4.2.2่ᄬኳԄϩ݋(Structural model analysis) 

4.2.2.1ၡ৩߯ኧϩ݋(Path coefficient): 

җ߄ΜΒว౜Ǵҁࣴزύ܌ଷ೛ϐ H1Կ H7 ၡ৩Ǵӧ߯ኧ΢ࣣ҅ࣁኧǴ಄ӝኳࠠଷ೛ǴЪ܌

Ԗ t ॶࣣεܭ 2.58Ǵpॶࣣλܭ 0.01 (͉ =0.01చҹΠ)Ǵࡺҁࣴ܌زගрϐଷ೛ H1Կ H7 ࣣԋҥǶ 

 ΜΒǵၡ৩߯ኧ߄

 Original 
Statistics 

Sample 
Means 

Standard 
Errors 

T 
Statistics 

P Values 

COCʈPBG 0.240 0.247 0.041 5.897 0.000 
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COCʈPLI 0.148 0.146 0.042 3.484 0.001 
PBGʈPLI 0.363 0.365 0.047 7.762 0.000 
PBGʈPerceived 
Prestige 

0.323 0.323 0.043 7.455 0.000 

PBGʈPerceived 
Quality 

0.277 0.277 0.047 5.941 0.000 

PLIʈ Perceived 
Prestige 

0.395 0.397 0.043 9.132 0.000 

PLIʈ Perceived 
Quality 

0.392 0.393 0.045 8.738 0.000 

 

4.2.2.2໔ௗᆶᕴਏ݀ϩ݋ 

җܭ PLS-SEM՗ीрٰϐၡ৩߯ኧ(Path coefficients)ࣣ ᡉ๱ਏ݀ϐ߯ኧၲࡺኧǴ߯ࡕ኱ྗϯࣁ

໔ёаКၨελǴ٠௢ፕځჹӕ΋٩ᡂኧϐቹៜΚǶҁࣴز᏾ӝޔௗǵ໔ௗਏ݀Ǵ຾΋؁ჹӚᡂኧ

 ΜѤȑǶ߄ΜΟᆶ߄Ȑ݋ቹៜΚ຾Չϩޑ

ӧ COCჹ PBGᆶ PBLޑቹៜΚ΢Ǵऩѝ࣮ޔௗਏ݀Ȑၡ৩ϩ่݀݋ȑǴ཮аࣁ COCჹ PBG

ჹܭቹៜ(0.240)Ǵεޑ PBL ޑቹៜ(0.148)Ƕฅऩ຾΋؁ᢀჸᕴਏ݀Ǵ߾ว౜ COCჹ PBLޑቹៜǴ

ऩу΢໔ௗਏ݀ȐCOC೸ၸჹ PBGԶቹៜ PBLޑਏ݀ȑǴډၲ߾ ኧॶǴᆶჹޑ0.235 PBGޑቹៜ

(0.240)൳ЯόϩଈၫǶ 

 ΜΟǵ໔ௗਏ݀߄

 Original 
Statistics 

Sample 
Means 

Standard 
Errors 

T Statistics P Values 

COCʈPBG      
COCʈPLI 0.087 0.090 0.019 4.505 0.000 

COCʈPerceived Prestige 0.170 0.174 0.026 6.536 0.000 
COCʈPerceived Quality 0.159 0.162 0.025 6.312 0.000 

PBGʈPLI      
PBGʈPerceived Prestige 0.144 0.145 0.023 6.235 0.000 
PBGʈPerceived Quality 0.143 0.143 0.023 6.071 0.000 
PLIʈPerceived Prestige      
PLIʈPerceived Quality      

 ΜѤǵᕴਏ݀߄

 Original 
Statistics 

Sample 
Means 

Standard 
Errors 

T Statistics P Values 

COCʈPBG 0.240 0.247 0.041 5.897 0.000 
COCʈPLI 0.235 0.237 0.041 5.723 0.000 
COCʈPerceived 
Prestige 

0.170 0.174 0.026 6.536 0.000 

COCʈPerceived 
Quality 

0.159 0.162 0.025 6.312 0.000 

PBGʈPLI 0.363 0.365 0.047 7.762 0.000 
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PBGʈPerceived 
Prestige 

0.466 0.467 0.039 11.854 0.000 

PBGʈPerceived Quality 0.420 0.420 0.043 9.664 0.000 
PLIʈPerceived Prestige 0.395 0.397 0.043 9.132 0.000 
PLIʈPerceived Quality 0.392 0.393 0.045 8.738 0.000 

 

4.2.3ኳࠠႣෳΚϩ݋ 

4.2.3.1 R2߯ኧ 

ኳԄύزΜϖύว౜Ǵҁࣴ߄ PBGϐ R2߯ኧ໻ 0.057Ǵ࣬ჹܭ੃຤ޣՉޑࣁ୼ଯ኱ྗ(0.2)ࣁ

ୃեǴPBLࣁ 0.18ᗨςௗ߈ 0.2኱ྗǶΒޣ R2߯ኧၨեচӢǴࣴޣز௢ෳᔈࢂёှញ PBG ᆶ PBL

ట௖઩ޑҞزҁࣴࣁቹៜӢનԖ೚ӭǴ ՠӢޑ COCჹ PBGᆶ PBLࢂցԖቹៜǴаϷ҅ǵॄޕ᝺

COCჹ PBGᆶ PBLޑៜࢂցԖ܌ৡ౦Ǵ٠ࡺ҂уΕځдёૈቹៜ PBGᆶ PBLӢનܭኳࠠύ܌Ꮴ

ठǶќ΋চӢǴࢂ߾ၗ਑౦፦܄ȐData heterogeneityȑ܌೷ԋǴԜ೽ҽஒុࡕܭϩဂኬҁϩ݋ύှ

ញǶ 

 ΜϖǵR2߯ኧ߄

 Original 
Statistics 

Sample 
Means 

Standard 
Errors 

T 
Statistics 

P Values 

PBG 0.057 0.063 0.020 2.868 0.004 
PLI 0.180 0.185 0.036 4.953 0.000 
Perceived Prestige 0.362 0.367 0.039 9.312 0.000 
Perceived Quality 0.318 0.322 0.039 8.067 0.000 

 

4.2.3.2 Effect Size f 2ॶᔠෳ 

ኳԄύȐ߄ΜϤȑǴCOCჹ PBG, COCჹ PBL, PBGჹ Perceived quality, PBGჹ Perceived prestige

ࣁࣣ Weak effectǹԶ PBGჹ PBL, PBLჹ Perceived quality, PBLჹ Perceived prestigeࣣ ࣁ Moderate 

WeakǶ ᏾ᡏԶقǴঁձѦғወӧᡂኧჹ܌ځቹៜޑϣғወӧᡂኧǴࣣڀԖቹៜΚǶ 

 ΜϤǵEffect size f 2߄

 Original 
Statistics 

Sample 
Means 

Standard 
Errors 

T 
Statistics 

P 
Values 

COCʈPBG 0.061 0.067 0.023 2.647 0.008 
COCʈPLI 0.025 0.027 0.015 1.640 0.102 
PBGʈPLI 0.152 0.157 0.046 3.274 0.001 
PBGʈPerceived 
Prestige 

0.137 0.142 0.042 3.298 0.001 

PBGʈPerceived 
Quality 

0.095 0.098 0.035 2.734 0.006 

PLIʈPerceived 
Prestige 

0.206 0.213 0.055 3.725 0.000 
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PLIʈPerceived 
Quality 

0.190 0.196 0.052 3.622 0.000 

 

4.2.3.3 Q2 statistic 

ኳࠠύѤঁϣғወӧᡂኧޑ Q2ॶࣣεܭ 0Ǵж߄ኳࠠڀႣෳΚǶ߄ΜΎύǴPBGޑ Q2ॶࣁ

0.048Ǵж࣬߄ჹځдϣғᡂኧǴPBGޑ೏ႣෳૈΚǴ࣬ ჹၨλǶԜ่݀ᆶ߻ॊ R2ॶᔠෳ่݀ᜪ՟Ǵ

চӢᔈ၀Ψ࣬ӕǶ 

 ΜΎǵConstruct Crossvalidated Redundancy߄

 SSO SSE Q2(=1-SSE/SSO) 
COC 1,780,000 1,780,000  
PBG 1,335,000 1,271,268 0.048 
PLI 1,335,000 1,142,269 0.144 
Perceived 
Prestige 

890,000 604,863 0.320 

Perceived 
Quality 

890,000 636,288 0.285 

 

4.3 ϩဂኬҁኳࠠϩ่݀݋ϩဂኬҁኳࠠϩ่݀݋ϩဂኬҁኳࠠϩ่݀݋ϩဂኬҁኳࠠϩ่݀݋(Multi-sample model results) 

ӧϩဂኬҁϐኳࠠϩ݋΢Ǵҗܭҁࣴزύ҅ޑǵॄय़੃຤୯ᏹ׋ȐջυᘋᡂኧȑǴࣁᜪձࠠᡂ

ኧ(Categorical variable)ǴࡺѸ໪௦Ҕ PLS-MGAϩݤ݋(Hair, Hult, Ringle and Marko, 2014)Ƕҁࣴز

ஔ҅ڙय़੃຤୯ᏹޑ׋ኬҁၗ਑ጓዸࣁဂಔ΋; ॄय़੃຤୯ᏹ׋ኬҁࣁဂಔΒǶ 

 

4.3.1ϩဂኬҁᑽໆኳԄϩ݋(Multi-sample measurement model analysis) 

ӧ຾ՉΒဂኬҁКၨϩ߻݋ǴӚဂኬҁӃ໪຾ՉঁձᑽໆኳԄϐϩ݋Ǵဂಔ΋ᆶဂಔΒϐᑽໆ

ኳԄϩ่݀݋ӵΠǺ 

 

4.3.1.1ϣ೽΋ठࡋߞ܄(Internal consistence reliability)Ǻဂಔ΋ᆶဂಔΒ٬܌ҔϐᄬۺǴځ

Composite reliability ࣣ εܭ 0.7Ǵ಄ӝ኱ྗǹԶ Cronbach alphaࣣ ଯܭ 0.7 ǴନΑཥว৖ϐᄬۺ

COC ( Group =0.753;Group 2=0.791)ၨեѦǴܭځᄬࣣۺεܭ 0.8Ƕ 

 

Ǻ௦Ҕ(Indicator liability)ࡋߞ኱ࡰ4.3.1.2 outer loadingεܭ 0.7ϐᔠۓǴဂಔ΋ᆶဂಔΒϐᑽໆ

 ኱ࣣ೯ၸԜ኱ྗǶࡰ
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4.3.1.3ᒟӝਏࡋ(Convergent validity)Ǻ௦Ҕѳ֡ᡂ౦๧ڗ(Average variance extracted, AVE)εܭ 0.5

ᔠۓǴဂಔ΋ᆶဂಔΒࣣ೯ၸԜ኱ྗǶ 

 

4.4.1.4୔ձਏࡋ(Discriminant validity)Ǻ௦Ҕ Fornell-Larcker criterionᔠۓ(Fornell and Larcker, 

1981)ᆶ Cross-loadingsᔠۓ(Chin, 1998)Ƕဂಔ΋ᆶဂಔΒࣣ೯ၸԜΒᔠۓϐ኱ྗǶ 

 

4.3.2ၡ৩߯ኧКၨϩ݋Ǻ 

ҁࣴزᔠᡍޑυᘋਏ݀ၡ৩ӅΒచǺ(1)COC->PBG (ଷᇥΖ(a)); (2)COC->PBL(ଷᇥΖ(b))Ƕځ

ၡ৩ϩ߯݋ኧ่݀ӵ߄ΜΖǺǶ 

 ݋ΜΖǵӭख़ኬҁၡ৩߯ኧКၨϩ߄

ၡ৩ၡ৩ၡ৩ၡ৩ Group 1ȐȐȐȐ҅य़੃຤୯҅य़੃຤୯҅य़੃຤୯҅य़੃຤୯ȑȑȑȑ 
(N=225) 

Group 2ȐȐȐȐॄय़੃຤୯ॄय़੃຤୯ॄय़੃຤୯ॄय़੃຤୯ȑȑȑȑ 
(N=220) 

ၡ৩߯ኧৡ౦ᔠۓၡ৩߯ኧৡ౦ᔠۓၡ৩߯ኧৡ౦ᔠۓၡ৩߯ኧৡ౦ᔠۓ 
 

COC->PBG 0.435*** 
(0.051) 
t=8.573 

-0.213 
(0.230) 
t=0.925 

0.648*** 
t=2.218 

 
COC->PBL 0.199** 

(0.072) 
t=2.187 

0.295** 
(0.135) 
t=2.187 

0.096 
t=0.609 

 
ຏǵ*** ߄ p<0.01; ** ߄ p<0.05 

ஒኬҁ٩ྣ҅ǵॄ੃຤୯ϩࣁΒဂǴ຾Չၡ৩߯ኧКၨϩ݋Ƕҁࣴزว౜ӧ COCჹ PBGޑቹ

ៜǴԖᡉ๱ৡ౦Ȑ၁߄ΜΖȑǶ྽ੇѦᘉ஭Չ୏҅ࣁय़੃຤୯ਔǴCOCჹ PBGޑቹៜ߯ኧࣁ

0.435(p<0.01)ǹԶ྽ੇѦᘉ஭Չ୏ॄࣁय़੃຤୯ਔǴCOCჹ PBGޑቹៜ߯ኧ0.213-ࣁ(όᡉ๱)Ƕ຾

΋؁ჹԜΒၡ৩߯ኧ଺ᡉ๱܄ᔠۓǴว౜ৡ౦ॶࣁ 0.648(p<0.01)Ǵ҅ࡺǵॄ੃຤୯ჹ COC->PBG

ΠǴCOCჹݩቹៜౢғυᘋਏ݀Ƕӧ҅य़੃຤୯௃ޑ PBGޑቹៜ҅ࣁӛЪᡉ๱ǹԶӧॄय़੃຤୯

௃ݩΠǴCOCჹ PBGޑቹៜǴև౜ॄॶǴЪόᡉ๱ǶӢԜǴଷᇥΖ(a)ᕇளЍ࡭Ƕ 

ӧ COCჹ PBLቹៜ΢Ǵҁࣴزว౜Βဂኬҁคᡉ๱ৡ౦ǶԜ߄ҢੇѦᘉ஭Չ୏วғӧ҅य़܈

ॄय़੃຤୯ਔǴCOCჹ PBGޑቹៜ߯ኧࣁ 0.435(p<0.01)ǹԶ྽ੇѦᘉ஭Չ୏ॄࣁय़੃຤୯ਔǴCOC

ჹ PBLޑቹៜ٠คᡉ๱ৡ౦ǶӢԜǴଷᇥΖ(b)҂ᕇளЍ࡭Ƕ 

 

5. ૸૸૸૸ፕፕፕፕᆶ่ፕᆶ่ፕᆶ่ፕᆶ่ፕ 

Steenkamp, Batra and Alden(2000, 2003)Ǵ२ӃගрΑࠔจӄౚޕ܄᝺ᆶࠔจӧӦޕ܄᝺

(PBG/PBL)ჹࠔจᖼວཀᜫޑቹៜࢎᄬǴΨ໒㭵Α΋ೱՍޑ੃຤ޣӄౚʏӧӦࠔจ،฼زࣴޑǶࡕ

ុᏢ߾ޣ຾΋؁ஒ၀ࢎᄬۯ՜Կӄౚ/ӧӦࠔจޑࠔౢ܈،฼ࣴز(Özsomer, 2012; Steenkamp and 
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Jong, 2010; Strizhakova and Coulter, 2015; Xie, Batra and Peng, 2015)ǶԐයࣴزӭᇡࠔࣁจӄౚޕ܄

᝺(PBG)ࣁӄౚࠔจϺғޑख़ाᝡݓݾᏔǴཥᑫѱ൑ύ੃຤ޣჹӄౚࠔจޑӄౚϯຝቻᆶ୯ሞભӦ

ՏϐኆኊǴ٬ள೭ࠔ٤จӧཥᑫѱ൑٦Ԗଯࠔ፦ǵଯӜఈࠔޑจᖄགྷǶฅԶǴࠅزٰࣴ߈ว౜ PBG

όӄฅࢂӄౚࠔจᐱэޑᝡݓݾᏔǴЀӧ໒วύ܈ཥᑫѱ൑Ӧ୔ޑӧӦࠔจǴΨёа٦Ԗࠔจӄౚ

Ьᚒે๎ǴЇ຾Ȩ੃຤୯ਏᔈ(COC effects)ȩ౛ፕǴගр੃຤୯زԜ΋ࣴុۯز᝺ᓬ༈Ƕҁࣴޕ܄

จࠔӧӦࣁ᝺(Perceived country of consumption image, Perceived COC)ޕຝ׎ PBG/PBLϐख़ाቹៜ

ӢનǴаۯ՜߻ॊࠔจᖼວཀᜫࢎᄬ(Steenkamp, Batra and Alden,2000, 2003; Özsomer, 2012)Ƕҁࣴ

όӕǴஒ཮ቹៜޑӧӦ(੃຤୯)܌Ѧᎍ୧٫ᕮวғੇځจǴࠔ܄߄຾΋؁ගрᆶᡍ᛾ӧӦж׳ز

Perceived COCჹ PBGᆶ PBLޑቹៜำࡋǶ 

ҁࣴزа੃຤୯׎ຝޕ᝺(Perceived COC)ჹ PBGᆶ PBLޑቹៜΚǴ଺ࣁෳ၂ Perceived COC

Ѧ٫ᕮวғӧੇޑจࠔ܄߄ว౜྽ӧӦжزӢǶࣴ߻ᄬϐࢎॊ߻ࣁցࢂ Perceived COCཇ҅य़ޑ୯

ৎǴ੃຤ޣჹ PBGᆶ PBLޕޑ᝺ཇଯǴӢԜ᛾ჴΑ Perceived COCࣁ PBLᆶ PBG߻ޑӢǶҭջ

ӧӦࠔจੇޑѦᘉ஭٫ᕮǴऩวғӧ੃຤ޣჹ၀୯ৎޕ᝺׎ຝཇڀӳགϐӦǴ߾੃຤ޣ཮ஒԜӳག

ᙯ౽Կ၀ӧӦࠔจǴ߄౜ӧගϲ၀ࠔจޑӄౚޕ܄᝺ᆶӧӦޕ܄᝺΢Ƕҁࣴز຾΋؁௖૸ Perceived 

COCჹ PBGᆶ PBLঁޑձቹៜΚǴऩவޔௗਏ݀ᢀჸǴ՟ЯੇѦ٫ᕮวғ܌ӧӦޑ੃຤୯׎ຝ

᝺ჹޕ PBGޑቹៜΚ(0.240)ၨჹ PBLޑቹៜΚ(0.148)மǴҭջӳག౽ᙯਏ݀Ǵࢂаࠔจӄౚޕ܄

᝺ගϲࣁЬǴฅऩӕਔԵቾ໔ௗਏ݀ᆶޔௗਏ݀Ǵ߾ว౜ Perceived COCჹΒޣϐᕴਏ݀ቹៜΚ࣬

྽(PBG:0.240; PBL:0.235)Ƕ 

ᏤठѦǴᗋԖ܌ᕮਏؼจੇѦᓬࠔࣁௗҗޔගϲǴନΑޑ᝺ޕ܄߄จӧӦжࠔॊว౜ཀᒏ๱߻

ӢԜᓬ٫ؼᕮ೷ԋ၀ࠔจӄౚޕ܄᝺ޑගϲǴЪԜӄౚޕ܄᝺ޑගϲǴΞமϯΑࠔจޑӧӦж܄߄

ӦՏ܌ठǶᆕӝ΢ॊǴ੃຤ޣჹӧӦࠔจӧੇѦᘉ஭Չ୏ޑวғӦ(ջ੃຤୯)׎ޑຝޕ᝺Ǵ཮ቹៜ

ཥᑫѱ൑ӧӦࠔจޑӄౚ܄ᆶӧӦޕ܄᝺Ƕჹཥᑫѱ൑ޑ੃຤قޣǴӄౚᆶӧӦжߚ٠܄߄ϕѾޑ

ΒϡཷۺǴ۶Ԝϐ໔ࢂёаϕ࣬மϯᆶቹៜǴࡺӄౚᆶӧӦ੃຤Չࣁᔈࣁషӝ(Blend/Hybrid)٠Ӹ

౜ຝǶӢԜҁࣴزᇡӕၸѐᏢޣว౜Ǵ੃຤ࠔޑޣจޕ᝺ᆶᄊ׎ࡋԋၸำǴϸࢀ੃຤ޣ΋ᅿӄౚ/

ӧӦషӝ(Hybridization)੃຤ޑၸำ (Özsomer, 2012; Zhou, Yang and Hui, 2010)Ƕ 

ଞჹࠔจӧӦޕ܄᝺(PBL)ჹӧӦжࠔ܄߄จࠔޑจޕ᝺ࠔ፦ᆶޕ᝺Ӝఈϐቹៜ΢Ǵҁࣴزа

Ѡ᡼Ӧ୔Ȑཥᑫѱ൑ȑኬҁӆԛ᛾ჴ PBLჹࠔจޕ᝺ࠔ፦ᆶޕ᝺ӜఈԖ҅य़ቹៜΚǶҁࣴزว౜

ᆶၸѐᏢޣว౜΋ठǴ྽ӧӦжࠔ܄߄จ PBLཇଯਔǴࠔځจޕ᝺ࠔ፦ᆶࠔจޕ᝺ӜఈΨཇଯǶ

җܭӧӦжࠔ܄߄จჹӧӦ੃຤ୃޑޣӳᆶ੃຤ಞᄍԖ׳ుΕޑᕕ Ǵှૈ ୼ගрၨှࠔౢޑ٫،Б
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ਢǴӢԜ٦Ԗၨଯޕ᝺ࠔ፦(Ger, 1999; Kapferer, 2005; Özsomer, 2012; Shuiling et al., 2004)ǹќѦǴ

ჹ੃຤ޣԶقǴၨଯޑ PBL߄ҢࠔจᆶӧӦЎϯǵ॥βǵΓЎᆶᐕў໺܍฻Ԗၨமޑᖄ่ǴЇว

੃຤ޣჹ၀ࠔจ׳ԖᇡӕགǴᇡࢂࣁၰӦЪॶளᠠ໹ޑӧӦࠔจǴӢԜගϲΑ၀ࠔจޕޑ᝺Ӝఈ

(Ger, 1999; Özsomer, 2012; Shuiling et al., 2004)Ƕ 

ଞჹࠔจӄౚޕ܄᝺(PBG)ჹӧӦжࠔ܄߄จࠔޑจޕ᝺ࠔ፦ᆶޕ᝺Ӝఈϐቹៜ΢Ǵҁࣴزӆ

ԛޭۓཥᑫѱ൑ࠔޑจǴૈ ୼ᙖҗගϲࠔจޑ PBGаቚуࠔځจޕ᝺ࠔ፦(Özsomer 2012; Xie et al., 

2015)Ƕҁࣴزว౜྽ӧӦжࠔ܄߄จ PBGཇଯਔǴࠔځจޕ᝺ࠔ፦ᆶࠔจޕ᝺ӜఈΨཇଯǶᗨฅ

Ԗ٤Ꮲޣჹ PBGჹࠔจޕ᝺ࠔ፦҅य़ቹៜΚ࡭ᅪ(e.g., Schuiling and Kapferer 2004)Ǵฅҁ่ࣴ݀ز

Ѝ࡭Ԝ҅य़ቹៜǴᇡࣁ྽ࠔจޑ PBGཇଯǴஒ٬੃຤ޣஒࠔจᆶ୯ሞભНྗǵຝቻޑ܄ଯᔞӦՏ

ᆶଯሽᖄགྷǴӢԜගϲ੃຤ޣჹࠔจޕޑ᝺Ӝఈ(Alden et al., 1999; Özsomer and Altaras, 2008; 

Steenkamp et al. 2003)Ƕ 

ଞჹࠔจӄౚޕ܄᝺(PBG)ჹࠔจӧӦޕ܄᝺(PBL)ޑቹៜ΢Ǵҁࣴޑزว౜ᆶᏢޣ

Özsomer(2012)΋ठǴ྽ӧӦࠔจੇޑѦᘉ஭Չ୏߄౜ؼӳਔǴόՠගϲځӄౚޕ܄᝺Ǵᗋ཮ߦ຾

၀ࠔจޑӧӦж܄߄Ǵҭջ੃຤ޣӄౚʏӧӦషӝ੃຤Չ߄ࣁ౜ϐ΋ǶӢԜǴҁࣴزаѠ᡼Ӧ୔ኬ

ҁǴӆԛ᛾ჴගଯӧӦࠔจӄౚޕ܄᝺Ǵࢂཥᑫ୯ৎޑӧӦࠔจܭҁ୯ѱ൑ჹלӄౚࠔจޑёՉ฼

ౣϐ΋(Özsomer, 2012)ǶќѦǴၸѐࣴزᗨࡰр PBLᆶ PBGჹޕ᝺ࠔ፦ᆶޕ᝺ӜఈԖ҅ӛቹៜǴ

ՠၨϿჹΒޣϐ࣬ჹቹៜΚ଺КၨǶന߈ǴᏢޣ Xie et al. (2015)ଞჹύ୯੃຤܌ޣ଺ޑ΋໨ࣴزǴ

ว౜ PBGჹࠔจϐޕ᝺ࠔ፦ᆶӜఈԖቚ຾ਏ݀Ǵՠ PBL໻ჹޕ᝺ӜఈԖගϲբҔǴჹޕ᝺ࠔ፦߾

คᡉ๱ቹៜǶҁࣴ߾่݀زᡉҢǴPBLჹޕ᝺ࠔ፦ᆶޕ᝺Ӝఈޑቹៜமࡋόϩଈၫ(ࠔ፦:0.395 vs.

Ӝఈ: 0.392)ǴԜᗺᆶ Xie et al. (2015)زࣴޑว౜όӕǶҁࣴز௢ፕёૈচӢϐ΋Ǻύ୯ᆶѠ᡼ᗨӕ

ឦཥᑫѱ൑୯ৎǴՠӧ੃຤Ўϯ΢ǴѠ᡼ϝ࣬ჹύ୯ޑว৖Ӄ຾ǴЪύ୯ѱ൑΋ޔаٰதวғౢࠔ

ჹύ୯ҁβޣЈǴၨύ୯੃຤ߞ፦ࠔޑจࠔ܄߄ჹӧӦжޣѠ᡼Ӧ୔੃຤ࡺϦӼ٣ҹǴޑؼ፦όࠔ

จ(Ћᐒǵࠔࠔౢ܄аႝη੃຤زXie et al. (2015) ϐࣴࣁӢࢂԖёૈ߾ठǶќѦ΋ঁচӢǴ܌จமࠔ

ႝတᆶႝຎ)ࣁЬǴԶҁࣴࠔౢزᜪձᒧ᏷఼ᇂၨቶ(хࡴфૈ܄ᆶু኷܄ǴଯੋΕᆶեੋΕǴ໯१

ᆶߚ໯१ᜪ) ܌ठǶၸѐᏢࡰزࣴޣрǴᆶ໺಍ಞ߫܈Ўϯᖄ่ၨமϐౢࠔᜪձǴӢځඓඝӧӦ੃

຤ୃޣӳᆶ੃຤ಞᄍǴࡺ੃຤ޣჹࠔځ፦ޕ᝺࣬ჹၨଯ (Özsomer, 2012; Schuiling et al., 2004; Zhou 

and Belk, 2004)Ǵ܌аౢࠔᜪձᒧ᏷ৡ౦ёૈ่݀زࣴࢂόӕޑচӢϐ΋Ƕऩଞჹ PBGჹޕ᝺Ӝఈ

ᆶޕ᝺ࠔ፦ঁޑձቹៜΚελ଺КၨǴ߾ว౜ PBGჹޕ᝺ӜఈޑቹៜΚεޕܭ᝺ࠔ፦ (ࠔ፦:0.277 

vs.Ӝఈ: 0.323)Ǵ೭ᗺ߾ᆶ Xie et al. (2015)ޑว౜΋ठǴջཥᑫѱ൑୯ৎࠔޑจǴ೸ၸ PBG܌ቚу
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Ǵࡋจᄊࠔჹޣจऩགྷගϲ੃຤ࠔว౜ǴӧӦزගϲǶᆕӝҁࣴޑจӜఈࠔԾٰࢂจӳགǴЬाࠔޑ

ऩ௦Ҕуம PBL ฼ౣਏ݀Ǵӧޕ᝺Ӝఈᆶޕ᝺ࠔ፦ޑගϲࣣਏཱུ݀٫Ǵऩགྷ௦Ҕගϲ PBG฼ౣǴ

 ፦ගϲԖਏǶࠔ᝺ޕගϲ΢Ǵ཮ၨޑ᝺Ӝఈޕӧ߾

ҁࣴزќ΋ঁҞࢂޑ௖૸੃຤୯(Country of consumption)ࢂցࣁ PBG/PBLࢎᄬޑυᘋᡂኧǶҁ

ځຝ(Perceived COC)ჹ׎᝺ޕޑѦ٫ᕮวғ୯ੇޑจࠔ܄߄ว౜ӧӦжزࣴ PBGቹៜำࡋǴዴჴ

཮Ӣ٫ᕮวғ܌ޑӧ୯ৎឦ҅य़ၨॄ܈٫य़ၨό٫ᢀག(Favorable/Unfavorable)ԶԖৡ౦Ƕ྽ੇѦ٫

ᕮวғӧჹ੃຤ޣԶقឦ҅य़ COCϐ୯ৎਔǴ੃຤ޣӢࣁჹ၀วғ୯Ԗၨޕޑ٫᝺׎ຝǴࡺ຾Զ

ගϲჹӧӦࠔจޑ PBGǹՠ྽ੇѦ٫ᕮวғӧჹ੃຤ޣឦ COCό٫ϐ୯ৎਔǴ੃຤ޣӢჹ၀୯ޕ

᝺׎ຝό٫Ǵ٠ό཮ᇡࣁӧ၀੃຤୯ੇޑѦ٫ᕮǴىаж߄၀ࠔจςදڙӄШࣚӚӦ੃຤ޣௗ܈ڙ

௦ҔǴϸԶ཮ᇡࣁа၀ӧӦжࠔ܄߄จޑჴΚǴ຾ै၀੃຤୯ᕇठԋфΏ౛܌྽ฅϐ٣Ǵࡺό཮ቚ

у੃຤ޣჹӧӦࠔจޑ PBGǴࣗԿᗋԖёૈӢࣁ၀ࠔจӧၨॄय़׎ຝ੃຤୯ᎍ୧ؼӳǴౢғॄय़

ᖄགྷǴࣗԿჹ၀ࠔจౢғᚶᅪǴࢂցԖफ़਱а؃຾Ε၀ѱ൑ޑёૈ܄ǶԜว౜ཀښ๱ߚ٠ӧӦж߄

౜Ǵࣣ߄ؼᓬޑԖӧੇѦѱ൑܌จࠔ܄ ૈගϲ੃຤ޣჹࠔจޑPBG Ǵ຾Զׯ๓੃຤ࠔޑޣจᄊࡋǶ

ҁࣴزගрӧӦࠔจੇѦ٫ᕮჹ PBGޑගϲǴᗋѸ໪Եቾډ੃຤ޣჹੇѦ٫ᕮวғ୯ (੃຤୯)ޑ

҅ॄय़ᢀགԶۓǶԜ໨ว౜ۯ՜Α Özsomer(2012)܌ගрੇޑѦ٫ᕮёаගϲӧӦࠔจޑ PBG౛ፕǴ

Զ COCࣁυᘋᡂኧޑගрǴᔆံᆶቚ຾Α၀౛ፕޑว৖Ƕ 

ӧ COCჹӧӦжࠔ܄߄จੇޑѦ٫ᕮวғ୯ޕ᝺׎ຝ(Perceived COC)ჹځ PBLቹៜޑυᘋਏ

݀΢Ǵҁࣴ߾زว౜ࣁӧӦжࠔ܄߄จੇޑѦ٫ᕮჹځ PBLቹៜำࡋǴ٠ό཮Ӣ٫ࣁᕮวғ܌ӧ

୯Ȑ੃຤୯ȑόӕԶԖৡ౦Ƕ่ࣴ݀زᡉҢǴคፕ੃຤ޣჹੇѦ٫ᕮวғ୯ޑᢀགӵՖȐ҅य़ၨ٫

ޑจࠔ܄߄य़ၨό٫ȑǴჹӧӦжॄ܈ PBL೿Ԗቚ຾ޑਏ݀ǴҭջѝाӧӦжࠔ܄߄จૈ୼ӧੇ

Ѧѱ൑ᕇளԋфǴ੃຤ޣᇡૈࣁ୼ӧ୯Ѧѱ൑ݾள΋ৢϐӦ೿ឦѠ᡼ϐӀǴࡺቚуჹ၀ࠔจޑӧӦ

ж܄߄ӦՏǴԜว౜ᆶၸѐᏢ่݀زࣴޣ΋ठ(Özsomer, 2012)Ƕ 

 

6. ౛ፕᆶჴ୍ଅ᝘౛ፕᆶჴ୍ଅ᝘౛ፕᆶჴ୍ଅ᝘౛ፕᆶჴ୍ଅ᝘ 

6.1 ౛ፕଅ᝘౛ፕଅ᝘౛ፕଅ᝘౛ፕଅ᝘ 

२ӃǴၸѐԖᜢӧӦ/ӄౚࠔจᝡ࣬ޑݾᜢ౛ፕǴନΑڙज़ܭ౛ፕว৖ӭྍԾՋБӃ຾ѱ൑௃

ნǴவཥᑫѱ൑܈໒วύ୯ৎ੃຤ޕޣ᝺Ǵ௖૸ӧӦࠔจӵՖܭӧӦѱ൑ܢᑇӄౚࠔจ࣬زࣴޑჹ

ีϿǶӢԜǴҁࣴزନΑӣᔈᏢޣॺჹவཥᑫ୯ৎ܈໒วύ୯ৎᢀᗺǴว৖ӧӦࠔจޑӄౚᝡݾ౛

ፕǴନΑёᔆံ౛ፕલαǴΨёჹྣаӃ຾ѱ൑բࣁङඳ܌ว৖рޑ౛ፕǴౢғཥࢰჸ(Douglas and 
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Craig, 2011; Ger, 1999; Strizhakova et al., 2008)Ƕ 

ޕ܄จӄౚࠔจӵՖ೸ၸੇѦ٫ᕮගϲࠔӝȨ੃຤୯ਏᔈȩ౛ፕǴଞჹӧӦ่زԛǴҁࣴځ

᝺ᆶӧӦޕ܄᝺ගр΋౛ፕࢎᄬǴᇡࣁ੃຤୯׎ຝޕ᝺ࣁ PBGᆶ PBL߻ࣁӢǴۯ՜Α Steenkamp, 

Batra and Alden(2000, 2003)฻Γޑ౛ፕኳࠠǶќѦǴҁࣴزว౜੃຤୯ࣁ΋ख़ाυᘋᡂኧǴੇѦ٫

ᕮჹ PBG ǴӢԜҁว౜ӣᔈΑۓຝ੃຤୯Զ׎य़ॄ܈य़҅ࣁӧ୯ৎ܌໪ຎ٫ᕮวғࡋቹៜำޑ

Özsomer(2012)܌ගрزࣴޑલαǺӵՖճҔੇѦᘉ஭Չ୏ቹៜ੃຤ࠔޣจᄊزࣴޑࡋǶ 

ԜѦǴҁࣴࣁزΑቚ຾่ፕޑ΋૓ϯૈΚ(Generalization)Ǵӧᒧ᏷ӧӦжࠔ܄߄จਔǴڅཀ఼

ᇂϤᅿόӕౢࠔᜪձǴځύхুࡴ኷܄ᆶфૈ܄ǵଯੋΕᆶեੋΕǴ໯१ᆶߚ໯१ᜪ฻όӕౢࠔᜪ

ձǴаቚуҁࣴޑز౛ፕଅ᝘ำࡋǶ 

 

6.2 ჴ୍ଅ᝘ჴ୍ଅ᝘ჴ୍ଅ᝘ჴ୍ଅ᝘ 

ӄౚϯੁዊ᠍ޑ௔ΠǴӧӦࠔจςคࡢ٩ݤၸѐޑӀᕉǴӺԋόᡂޑ໢ᏵӧӦѱ൑Ƕ੝ձࢂ྽

ӄౚࠔจΨ࣮ӳ໒วύ/ཥᑫѱ൑ޑ੃຤ወΚǴ਀ځᚳεၗྍᆶ୯ሞࠔจޑᓬ༈Ǵεᖐ຾ै೭٤ѱ

൑ਔǴӧӦࠔจѝளᆶӄౚࠔจอծ࣬ௗǴݾღӧӦ੃຤ޣ(Local consumers)ߙޑ࿍(Ger 1999ǹ

Ozsomer, 2012ǹSteenkamp, Batra, and AldenǴ2003)Ƕҁࣴࡌز᝼టᆶӄౚࠔจᝡޑݾӧӦࠔจቷ

୘ёаճҔගٮ੃຤ޣ੃຤୯ၗૻǴ଺ࣁගϲӧӦࠔจӄౚޕ܄᝺ޑ฼ౣǶඤقϐǴቷ୘ёаᔈҔ

໺ϣ৒Ǵаග࠹ቶ֋ࣁ౜Ǵӵᎍ୧ჴᕮǵᎍ୧௨Ӝǵ஑཰ᚇᇞຑК฻Ǵ଺߄ᓬ౦ޑจӧੇѦѱ൑ࠔ

ϲ੃຤ޣჹࠔจޑ PBGᆶ PBLǴ຾Զቚ຾੃຤ޣჹࠔจޑຑሽǶฅӢࣁ੃຤ޣჹόӕ੃຤୯ޕޑ

᝺׎ຝԖ܌ৡ౦ǴЪჹӧόӕ੃຤୯ϐੇѦ٫ᕮԖόӕ၍ញǴӢԜӧቶ֋࠹໺΢Ѹ໪ᙣ཈ǶऩੇѦ

٫ᕮӧޕ᝺׎ຝၨ٫ϐ੃຤୯ਔǴቷ୘߾ёаமΚນ؃ǴճҔ҅य़׎ຝޑ੃຤୯Ǵуம੃຤ޣჹ၀

ӧӦࠔจޑ୯ሞ܄ӦՏᆶӜఈᖄགྷǴ٠ӕਔ኱ᄦ၀ࠔจࣁѠ᡼ϐӀǴૈӧ၀੃຤୯ѱ൑՞Ԗ΋ৢϐ

ӦǶϸϐǴऩੇѦ٫ᕮวғӧޕ᝺׎ຝၨॄय़ϐ੃຤୯ਔǴቷ୘߾ሡᙣ཈ᔈҔǴࡌ᝼ϝёගٮ੃຤

ޑ౲ӭԋфࣁஒ၀੃຤୯଺܈୯Ѧѱ൑Ǵޑ՞΋ঁཥװจΞԋфࠔ੃຤୯ၗૻǴՠນ؃ᔈமፓ၀ޣ

ੇѦѱ൑ϐ΋Ǵᄆᡉ၀ࠔจૈ୼ԋфװլੇѦ౲ӭѱ൑ǴуமځѠ᡼ϐӀӦՏǶ 

ӧࠔจޑ୯ሞϯၸำύǴటၲډӄౚ΋ठޑ኱ྗϯ࣬྽֚ᜤǴ྽ࠔจ຾ΕόӕЎϯѱ൑ਔǴӭ

Ͽளӧфૈ܈܄ຝቻ܄ཀက΢଺ፓ᏾ǴаߡᑼΕӧӦ੝ՅᆶЎϯǴගଯӧӦ੃຤ޣௗࡋڙǴ຾Զౢ

ғΑ܌ᒏޑӄౚӧӦϯ(Glocalization) (Appadurai,1990l; Ritzer, 2003)ǴࣗԿӄౚӧӦϯࠔจǶ࣬ჹ

୯ѱ҆ܭจࠔจӧӦӄౚϯ(Loglobalization)ǴаගϲӧӦࠔёᙖҗੇѦᘉ஭Չ୏Ǵ٬߾จࠔӧӦޑ

൑ޑᝡݾӦՏǶཇٰཇӭ੃຤ޣр౜ӄౚ/ӧӦࠔจޑషӝ੃຤ՉࣁǴϸࢀ౜Ϟ੃຤ޣӭख़Ўϯຝ
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ቻᖿ༈ǴΨँᡉӄౚ/ӧӦࠔจᒧ᏷Չޑࣁፄᚇ܄Ǵ೭ჹཀკᝡ೴୯ሞѱ൑ࠔޑจǴคፕࢂӄౚ܈

ӧӦࠔจǴࣣڀԖख़ाޑ฼ౣ఼က (Alden et al., 2006)ǶӢԜǴҁ่ࣴ݀زஒԖշཥᑫ୯ৎӧӦࠔ

จǴ೸ၸӧӦᆶӄౚϡન࣬ޑϕமϯǴว৖ܢᑇӄౚࠔจ฼ౣǴ׳Ԗշᕕှཥᑫ୯ৎ੃຤ޣӵՖ׎

ԋషӝ੃຤ޑၸำ(hybridization process) (Özsomer, 2012)Ǵ่ࣴ݀زஒёගٮѠ᡼܈ཥᑫ୯ৎӧӦ

 ԵǶୖޑจ฼ౣࠔᑇӄౚܢจǴว৖ࠔ
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᝺ளך .1 HTC ЋᐒࡐࢂӳޑЋᐒǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

᝺ளך .2 HTC ЋᐒࡐࢂჴҔޑЋᐒǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

ჹך .3 HTC ЋᐒޑຑሽཱུৡǶ 7ɍ 6ɍ 5ɍ 4ɍ 3ɍ 2ɍ 1ɍ  

གྷך .4 HTC Ћᐒ཮ךࢂᖼວЋᐒᜪౢࠔਔޑಃ΋ࠔจᒧ᏷Ƕ  1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

5. Πԛ྽ךाວЋᐒਔǴך཮Եቾᖼວ HTC   ЋᐒǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍޑจࠔ

6. ऩԖܻ϶ाࡌך᝼ЋᐒࠔจǴࡐךԖёૈ཮௢ᙚHTCࠔจޑЋᐒǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  
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1. ჹךԶقǴHTC   จǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍࠔ܄΋ঁӄౚࢂ

ၸ࣮ޣ੃຤ޑѦੇߞ᡿࣬ך .2 HTC ೭ঁࠔจǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

3. HTC ೭ঁࠔจςၹթШࣚӚӦǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

4. HTC ೭ঁࠔจǴ཮ᡣךᖄགྷډᆶȨѠ᡼ȩԖᜢނ٣ޑǶ  1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

5. ჹٰךᇥǴHTC ೭ঁࠔจ൩ࢂж߄ȨѠ᡼ȩǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

6. ჹٰךᇥǴHTC ೭ঁࠔจࢂȨѠ᡼ȩ٫ཱུޑຝቻ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  
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1. ऍ୯ޑ࿶ᔮว৖ԋዕࡋଯǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

2. ऍ୯ࢂ΋ঁ੃຤ѱ൑ೕኳᚳεޑ୯ৎǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

3. ऍ୯ࣴמࣽޑวНྗեǶ 7ɍ 6ɍ 5ɍ 4ɍ 3ɍ 2ɍ 1ɍ  

4. ऍ୯ჹᕉნߥៈޑा؃ᝄ਱Ƕ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

5. ऍ୯ჹ੃຤ޣ៾੻ߥៈำࡋଯǶ  1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

6. ऍ୯ӧ੃຤࣬ᜢݤೕुۓޑ΢Ǵֹഢ܄ଯǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

7. ऍ୯ޑ୯҇ښࠔଯǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

8. ऍ୯୯҇ޑബཀำࡋեǶ 7ɍ 6ɍ 5ɍ 4ɍ 3ɍ 2ɍ 1ɍ  

9. ऍ୯୯҇ჹऍགޑा؃ଯǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  
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11. ऍ୯୯҇ჹғࠔࢲ፦ा؃ଯǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

12. ऍ୯୯҇ޑബཥૈΚଯǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

13. ऍ୯ӧЋᐒౢޑࠔғౢೌמଯǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

14. ऍ୯܌ೡ፤ޑЋᐒౢࠔӭࣁଯᔞౢࠔǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

15. ӧऍ୯ᖼວЋᐒౢࠔਔǴԖࡐӭᝡࠔݾจёٮᒧ᏷Ƕ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ  

  ଯǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍࡋЎϯ࣬՟ำޑ୯ᆶऍ୯ך .16

  ଯǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍࡋ٬Ҕಞᄍ΢Ǵ࣬՟ำޑࠔ୯ᆶऍ୯ӧЋᐒౢך .17

  ଯǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍࡋ٬Ҕሡ؃΢Ǵ࣬՟ำޑࠔ୯ᆶऍ୯ჹЋᐒౢך .18
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᝺ளך.4 HTC  :ࡋᜢЈำޑ࠼จჹ៝ࠔ
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  གᑫ፪Ƕ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍࡐཥᆪޑჹٰԾѠ᡼ך .1

  ཥᆪǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍޑཀҁӦݙதߚך .2

  Ƕ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍ܄ख़ाޑᇡӕ٩ྣ໺಍ૈך .3

  ໺಍٫ᓘǶ  1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍޑ៿٦ҔѠ᡼഻ך .4

  ௃གೱ่Ƕ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍޑமࡐᆶѠ᡼Γ҇Ԗך .5

  ୯ৎǶ 1ɍ 2ɍ 3ɍ 4ɍ 5ɍ 6ɍ 7ɍޑӧԾρࢲ៿ғ഻ך .6

ȜȜȜȜಃΖ೽ҽಃΖ೽ҽಃΖ೽ҽಃΖ೽ҽȝȝȝȝፎϭᒧ܈༤Εӝ፾ޑเਢǶ 
1.գჹ೭൯ HTC Ћᐒቶ֋Ǵ഻៿ำࣁࡋǺ 

1ɍߚதό഻៿ 2ɍό഻៿ 3ɍԖᗺό഻៿ 4ɍද೯ 5ɍԖᗺ഻៿ 6ɍ഻៿ 7ɍߚத഻៿ 

2.ଞჹȨӧऍ୯ѱ൑΢ڙ੃຤ޣ៿ޑ߆Ћᐒࠔ፦ࡐӳȩ,ாޑӕཀำࣁࡋǺ 

1ɍߚதόӕཀ 2ɍόӕཀ 3ɍԖᗺόӕཀ 4ɍද೯ 5ɍԖᗺӕཀ 6ɍӕཀ 7ɍߚதӕཀ 

3.գ܄ޑձǺ1ɍ2 تɍζ  

4.գޑԃសǺ1ɍ 20-24 ྃ 2ɍ 25-34 ྃ 3ɍ 35-44 ྃ 4ɍ 45-55 ྃ 5ɍ 55 ྃа΢ 

5.գޑ௲ػНྗ啓 1ɍ୯ύϷаΠ 2ɍଯύ(ᙍ斲  3ɍεᏢ(஑斲 4ɍࣴ܌زϷа΢ 

6.ፎୢҁୢޑڔፓࢗҞࣁޑǺɍόޕၰ ɍቶ֋ෳ၂ ɍځдǺ_______________________________ 

 

 

 

 தߚ
όॶள
  ᒘߞ

ද
೯ 
 

όॶள
     ᒘߞ

Ԗᗺ 
όॶள
     ᒘߞ

Ԗᗺ
ॶள
    ᒘߞ

ॶள
     ᒘߞ

தߚ
ॶள
 ᒘߞ
     


