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Abstract
The Taiwan fresh milk market has been
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asociated  with  generic and  brand
advertisements  through time. The primary
diginction between generic and brand
advertigng is in thar conterts of information,
but the quesion of how and why
advertissments  induces  tendency of
consumption and actud purchase is usudly
unknown. In order to understand the
characterigtics of milk consumption from insght
of decison behavior, this dudy intends to
empiricdly examine the impacts of generic and
brand advertisng on the decison inference
process for fresh milk consumption by using the
Cragg's Double-hurdle modd. Empirica results
shown that the influence of generic and brand
advertisng on consumers participation decison
for fresh milk was about the same, while the
quantity consumption decison was manly
affected by brand advertisng. In addition, the
two demographic factors, age and number of
children in the family, had pogtive influences on
actua quantity purchased.

Keywords. generic  advertiang,  brand

advertiang, fresh milk, consumption behavior,
double-hurdle modd
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