LARAERBFRIRY FLML L A URE AT F A2 EF2mt 1
AR X 2 > b 2
EFE M R
AHE S AR RS T RATY F R RES L B A A
Feo AR FARM ARREY cAZ LS BRE - o FHRE
Cp 5 i N s VAR SR - - el T SRS T o p 0 AR Rl sk e
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EoFIRBEARAETE S S FERAMRN SR B
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10 R~

i

Foo BRI FEEEFEG (B A FRET  FRER) 0 RGHF
FHEBRE B o v A f LRI 0 hd Sk
7] o
¥- 8 AEEaBIagl
AEL R REERBERSRY FAME A EH R 2L F3H%

R EVE T IS RN RV N EY 3 S S T T R

S EEW S - o LR S S o o MR R IS ¥
SO RGIERE > RRBREN L YRR RE T A MY M
”{g °

BB A L TR T AR E T chd AR L T

|
=
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e
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=
a\
(N

7 #hBp £ (existing customers) £ F > A E W i

T
e
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oy

S FUiE PR PR i o
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Kim and Mauborgne (2004) 45 &} » 5 7 3 4e® ik 5 & 0 2 9 B2

FAMESEE PR AL e F R E S R B

a3
F‘

_~\

AR GNRIEUREA R R EE AR R AR AR e FRAR
kA% fm A P B o B OB AR KT %A 1 B Sfe R IE A E A

B oo @i A 5 3 B s 3 e e L E G HFRE P A DA S

DIRE SEP !SI
CFEPFPEERELE  BHEL I FTIRG TREE 0 F A RP kR
BRARYFOT AT R F LI P AH I FE G Feag R

Rz B3 248 £ a3t % (Kim & Mauborgne, 2004 ) »
 Blue Ocean Strategy ( Kim & Mauborgne, 2004) % @ & 2 — B 4F 6|+
)‘I.%{Callaway FREAERTELD LT EEAT AR FE LY FD

FpF ks S HASHB T ATPG R FERBR AER? Lo

=

EEAY.

\\\?{r

i

4 ARRI L BTG 7 Hikg pE o Callaway 2 2 f K
EHELNAEFR PR EIE AL SR PER (PRAE
B3R 32§ ) 2 a4F 7 Rk Flaudsz? > Callaway = 2 3 1|
FERBFELDAPF - BRPE B irw,;m; BREASEET ) R
I LB AR A W FRY S A BT REPEFORY 4 BINR

EEFLTESz Ry FNL R T2 R EIRAEHFE S
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LR ERMF R BAM L2 FULEAY A5 ER2] 13

AEYET B A ek b Ehz {8 > Callaway B 40F7 § 4o e -9 Tk 1 A7
B o B iseh¥ %2 —373 < A fEskE (bigbertha) o =k sk {: 07 fr 2

SRR R G - R ER A 05 kR T K (F BT T

oo SRR A S v ERICLERFFE A L F A

ot

,‘%7rﬁf:¢»¢l§]%ag.ﬁfé%gmﬂ+m (&k%ﬁémgﬁ}ihﬁ’m%m

7
J4:
%—.{;
N
P
«;
F}.
=
‘3\
\\1-
i
(w

BREASHEF) LRI AL Ay
Fee 227 fe B> Callaway = 54 3+ -4 e @d B L chf F B SAsk F
N

B 5 B 5T foo Al AT 2w AGRER A IR R

g A <l N g A~

AEAF LR R RIS A b e s S H e N R K A

Kim and Mauborgne (2004) # ) "= fa2L 88 Z | iz » & i I g
FEFEARFL L2 AT VREANPE A B o R0 NP R
BT SEE RN AL E RO N e 8 PRHSELEL o 20 %
ARFEBLDT AEBERFE L DD HE > 2P FRFERE e

=]
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LARSERMPFRSRY BAME A SURS AN A ERLF] 14

PR AR ARR R R PR R p LA R
SRR R TS S S SR L RR L
TEEEEL B AR g R AR R g

¥Rz EE A R KA S o WP AL BT LS

EHEW I sES RS WY B S RN LR DN 1§ I AR P LS
HBER RHARTL RIS PREDERE B E T ARG AR
2-1 o

TS BRI S ® o B B R RS B o
1. % - & 248 £ (the soon-to-be non-customers )

B AT B GEATREE A B R A SR IR P

BALFHEBFAR - LG 0 [ FaEH > B fra;jﬁ,gf@]*lra-i °

[
i
>~
f‘m
i
&y
bi
'.3;
W
\ ™
Ty
Rl
-x_\

Y A RN P P Bk > e 3t :,;K—ELL
PREZER N EAREN TR AR FRE PO I E B S

2

Zo

be

" &

R
o

w
X
Ju

& 244 % (unexplored non-customers )
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A3 4 FCUARAR S BREE o B P A B ARG § Reh

B2-1 =faztp %
Kim, W. C., & Mauborgne, R. (2004). Blue ocean strategy: How to create uncontested market

space and make the competition irrelevant (hardcover): Harvard Business School
Press; McGraw-Hill Ryerson Publication.

(=) =R

BT AR % F o TR B ERG AR E LR - S LAF

POEHH A T AA BEM - LTRG AR fre e kY s

Rpdnd S A TBAGR 7R 2 E e MG BIIR 28
B o APl B Fdeant o

John Pick (1989) % Arts Administration — 2 ¢35 (7 40 22 £ J5 & jispe K
R TP > LA S 48
1. 4% (potential audience )

7R T G BARELY A AN 0 Frily HE AL o
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2. ® f e ¥ (occasional audience )
fprri g Ao JR o AR b T 2 57 BE 62 Ry &
i A
3. &% &% (regular audience)

PR ABY AFENRT N E G AR BBl TP BT Rl

4, pen ($rsen) gt (inward audience )

7R R 2R AW EY Y DRGSR R B R A
S HIE o

John Pick 335 4 jiwis #s chp R Bk Fige B4 2o @ 4 G0 5
RO AN RN Y : I (L S < 2 NN RIS R N G S e s

EEFEEHd s 4o@ 2-2 -

1 A —

HARF

Bl 2-2 vf@Epk
@%%%Ipfﬁéﬂ
Pick, J. (1989). Arts administration. London: Spon Press.
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Kotler (2000) # %

=X
]
T
prz
=
—4
T‘ﬁ
‘\ N
\
o
e
e
A
=
>
joas)
B
AN
g

BEFRhRERITIREEL - 0B REE (customer acquisition) & ff f 3 4y
4 (lead generation) ~ F ¥ M (lead qualification) % % = #&# (account

conversion) ¥ & TR { S w4 AR ET A ZEAM DG AP

ool
PR R e o 0 MR R B AR I AN F O 4 A k- B

TRy L Bt in 2 E 2 LR AR B IR B2 IR 245 Kim

ik gt & 4R At

and Mauborgne (2004) # 1! ch% = #2488

¥

REE > Fl15 B P IRD F ) R m 2R N AR Pt A s B
FERFARF ARG DES B R e 25
GRALL w0 G LR SAR L5 #8805 Ak a b
John Pick (1989) % ¢ #7ikchi LB (7Rt ¥ iy § BABELY £ 7 F v
frix3 FRAEER S o 4 B AFT FEH T .
FiEEentaRpEgaoqp gR T35 dmi L ol e

B & Ty s 8T 8- R2UipE o Tiamd =610 %
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LR R ARRY AL SRR A F F L ETZET 19
oo 2R R
A GEAREhREE > B % d William Lazer (1963) # 415 4 £ f oo 1@

\\‘/

P o A BRI EEd - B AL R (FE 0 Activity) ~ 7R

-n\v

€& % (248 Interest) ~ 12 % $p & ok FlRB H5F (F L > Opinion)

Al S 32 BN <
Food 34 B

ik BB A GEE s LR BAR S BN Y A
TAREA R g EF T H TR o
% EKB $c:¢ (Engel, Kollat & Blackwell Model ) # » 2 EA] gt in 5 4

AP AR REY ARFFFEIEPE A D RS FEDS

4 %4k (LifeStyle) g i B Rt w@E 20 ¢ 4 » ¥ 5| 1963 &
1 d Lazer 31* ffFalandist b oipl 74 R T rﬂnjﬁd 4

Een a0 BN FRESLR HD R H RN

Gail (1984) #4531 =24 (1) BASEBEA R (2) &FHRE

-~

*EREE (3) FRR~ (4) RHPE (5) F hikiL & (6) 5

KPEBE S N BRSA R B R B AR ML A

'

o+
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2 E A BT Bode 24945 Kelly (1975) ehip 4 gudrid H32. 3 (Theory of
Personal Constructs ) #t2&4f » 1 & f2f - B A doimlesip & hfgiz » 2
G ABBAcR B REARN R o - BAZPEETE D H F,\_‘)f\_"fj_“}%;h"l‘q’

3]

R A LR DSl R B R R s R L AR o &

\ﬂ

)

BARpEREERRE I EEL o A R R F T Ko
PR R EEEER o A B AARRATERM A0 L B R 2 EA]
CRRS PR P Y S M v R o i e P RN b - BN RN
PO ERE O U ERIERE TR o

Bag R A S A B E 7 A (Activities) ~ 1 (Interests)
O (Opinions) > = A% # K HE > Solomon (1991) #- A~ 10 e % 4
it 4o
1. 7% (activities) @ £ - 7 EEZFDIEFZ > og TE ~ B o
2. &dE (interests) : f F HH AL FH L AR INEFORE  FLEE

EHFTTH TP ARMA L FROLE o

0N
o

3. & & (opinions) : 7 — B A ¥ A fEEB aF B B v e

Ty
=1

B R HEHEEE DR T AR
Plummer (1974) $#3]- 44 Al et ' 0 5 d ~ 848 ~ R A7 A
Fobe r A v ARl R e BHEG 0 B EIINGLAEG T8 fEn g o

o 21 F BT - RR R PERPELE G P FT P THE - BiR
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TR ERMERSRY B AUNREAF AL ERLFY 2

L STy ) R

e B 45 R ST F
1 fE Tk S il

v¥ 43 e At #

AR 10 Fop A8
;-8 AL ¥ BE E?FL‘#“
R 7R CSRE et i
=X P w E

A+ T a4 A & LR ¥4
P4 S | TN B ox ]

& B & s FhA h

Plummer, J. T. (1974). The concept and application of life style segmentation. Journal of
marketing, 38, 33-37.

_ J er PR
- ‘i/\-’”_r:tnl, mL

Lazer (1963) 5 L %4 FA LB AR FIFHF L 2488 1 > 22
HAFAARLGZ - AERABTRELE S RERER U REEAESE Y FIE

HAR 4 0 N R TR R B HAEEEE G T3k h 4

e FUEHARRL R F AR R TE R - Ak g S

R

33
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L

Engel, Kollat and Blackwell (1978) # & " 24 E3l ik A 24 S @

B &350 B PRNZFINE? BARERCAREFETLIFE

@

N

<
-
T
X
S
=4

LI @ B A EREL A T k- A TRET
Bt AR TR LEA G R o o B BT R A E

BLEZARBFEGD AU FETAZ2Z 8% » P55 RBPEB A - 7

P LRB-HERFEF LI AR o = BFF A" - HF 2 WA
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XA RXIE
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!
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!
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e X HAR

v

R X ERAE

oo b B JE R 4E
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#] 3 74T

Bl2-3 2 B3 HMY 7527
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eSS RN |

Engel, J. F., Kollat, D. T., & Blackwell, R. D. (1978). Consmer behavior (3 ed.). Hinsdale,

Illinois: The Dryden Press.
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Kotler(1988):a % 2 F Al s A B * &2 7

2

245 (interest) ¥ & % (opinion) » k& F I 4 B A2 R 2 a2

EAER AR 2R @R BE TR B A AR - 25 R AR E 1

B BBT - S G AR A g

Hawkins, Best and Coney (2001 ) 3n 5 2 E Al ek H - B A 2 753 3%

HRE S AR A B Y R AR g R R

FAR RS A r PR EE LG NFELM e 2 EA G2 BiEF 2R
BABENFF O RSB AP H A AR ER SR P

4 A o BB Ao RI2-4er T

75 E/HE BE
A4 TE B
A (D - | =
mszn__\‘\ //-/{!{im :
S, _ — AEam oo vt TS PSR
+
AN 7 T e sl 5 #E A S e W
- +
% B 4%
£ wL AR

Bl 2-4 2 FAREpE EAR
Hawkins, D. 1., Best, R. I., & Coney, K. A. (1992). Consumer Behavior:Implications for
Marketing Strategy. (5th ed.), P. 326. Chicago: Richard D. Irwing, INC.
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‘41%

N
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S

T

Wind and Green (1974) #& i B>t 2 A 77 3 - M2 H o &
Il L2 K

(-) *ATFL P
BAFEIF Y NP o
=) BE- BAEAL

BAEEY o 3Ry = 0o

1. Az & &7

G

B it (general) £ 7kt (specific) ehd FAEE X - - - E
7 ’;fgfi B A iﬁ%‘frfz‘rﬁf@ﬁiﬁﬂfgﬂ; 453 UK

" ﬁc’: v Bdo¥t 4 S e
BEALE S FeEe R A REE PR E LA A

\“‘\ﬂ

:ﬂ; ?T —_F%
O~ PR A St RenflE E o
William (1974) 45t @ #ok it 4 5%

AEAE R ARG BESE S DB

r g

b'?}g r-r'—\ F'& F’r"}}:ﬁ‘— ’ V]J—k\—;'zg 1‘\“ lu ¢

BARBE 2 CE O AR > L AT F4k B

(1) B 5tA2 2 BA R @ HE - Fad e § o

(2) H*=-FASFHBEEFL TR A o

L3 PR E AT EY - i

Plummer (1974) 3252 M2 B3 X FHED F e 480 Fd ~ B4 LA
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FRIpTA-Tend B4 KK RAL > & - MAET R4 - B ¥ 230

FFB‘EEE"/”;{;J‘-'—‘% kglﬂxdﬁ j\j/rﬁﬁ f‘g\J ’ & ?333@%1%.%;%%5 ‘/ﬁkg)i;%;i N

g #E VR % (Self-administrated questionnaire) 3 1 & o B 3E et 5|

TFRAEG S o m AR TR T RS B R A

lﬁ%ﬁ;?i%&,i% °

KT AE TP AR RRRR

AR SRR S AR PR

W B G RS HIS C FERENLER DA L o F ¥ ik
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£+ 2% F]% 415 (Factor Analysis) i# ~ B F# F1% 4 47 (High-order Factor

B =

Analysis) ;# ~ Ff & 23%;% (Hierarchical Grouping Method) » 7 3 #& *

RN

BHLFUGHES & FRBHF- L BR O R L L EURH

Hiw R Frb o ¥ * 223 22 447 (Cross Tabulation Analysis )
w4 47 (Discriminant Analysis) ~ % 2 #4157 (ANOVA) % -
(=) EFFR

RO EECEEA L RGO T A ARPET

A HARAELFT > FEF2-5 2 HFE i

o
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> REMREBR

v

HR—EEEREHRSL (K
— ¥ B R @ AR R sk AiE
4T B = B4R )

!

PR SR

;
3
&
I
S
A

———> SR ]

RITHR ——

Bl 2-5 #% 4 8alfEo- ai i
Wind, Y., & Green, P. E. (1974). Some conceptual measurement and analytical problem in life
style research. In Life style and psychographics (pp. 122). Chicage: AMA.

R 2FAEFIEN FFHLAL B SR ER LD TR K

’iﬁ
%
10
2
E o
4~
)
)
=
g |
A

REY = 423 R IRG 913 o AU § F GREk
Mo X3 LA SR R FEOLFAULLS S BBRIE FBRE

j,a’fi’ﬁ B 3 Ed (activities) ~ 245 (interests) ~ & L (opinions) ° Plummer
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(1974) 32 M2 BRI T FIRAH > L5 T - F -7 uEiTe
#21 & hp &7 # (definition of the key target) ~ $+¢ 7 F G 4pdk 11 - fE47
e gk (provides a new view of the market) ~ 2 F Al i T 7 * 30 A B
= (product positioning) ~ # FAIE FA T Fer 4| 2 R 2 E g 2 N
(communication) ~ ¥ {245 B R4 a7 4 22 4548 v (helps develop
sounder overall marketing and media strategies ) ~ 4% i=37& 544 ¢ 3 L

('suggest new product opportunities) ~ ¥ {84 {7 48 ¥ R E A e

BB T A SR SNk BT a9k ] (helps explain the “why” of a

A AP EERyERF s 2897 5% ) (Engelet
al,1978) ~ T2 FA R LB A AEFL R - nHFEH (activity) -~ 24&
(interest) ¥7 &, & (opinion) » k& :E 314 & v K¢ it | (Kotler,
1988) » AR E AL HEBFFIH LT R E B W2 FALT UE

JREAAEAFE 02 8 B B FIHET LRI LD RD FfodoP (7

R4z 0iEd 2 i o
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LSRR B AL SRR A F L ETZE 29

FEE® O APFALETRM R

AEEA AN F LM FAERABEN A g 8
SEEBZIA S RN PRI G A P ap AT o e Rk R
Fﬁﬁw%mﬁﬁvﬁaéﬂﬂﬁ%ﬁ’ %ﬁﬁﬂéﬁﬂﬁaw%
FRHESER-
SRR U -5 R 4

HhAN R ERETLA S BRARREEN AT ALl
PR EF AT R MRS R H A F R

Mowen (1990) # 3|3 % —‘F'f ) % 7 % A i F 8 (consumption

situations ) ~ " ¥ e ( characteristics of the buying unit/person) -2 &4
M (product) = ¥ Aepihies % @A o 2 P33 > 23 0%

(two-way interactions) # i & § A4 i § 75 > blde B A FFEFH

% 3 i % (situation-person interaction) ~ & &3 &7 52 3 vy
(situation-product interaction) fri 4 #H %22 & 4 an 3 (F%

( person-product interaction ) » %J A= fEfmt > = 2 2 3 8% (three-way
interactions ) » ¥ i F2 ) ¥ 7 5 (person-product-situation interaction ) » =

—‘F'Ti R enfd (x40 B 2-6 -
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HIRE R
Situational
Antecedents

MEPNEEE & e
Individual Trait
Antecedents

o

HEATS
> Consumption
y Behavior

Jz R e B e
Product
Characteristics
Antecedents

W26 =48 75
Mowen, J. C. (1990). Consumer behavior. New York: MacMillan Publishing Co.

= ~ 23 % (nottrying to consume )

Bagozzi and Warshaw (1990) 7 “Trying to consume” — < # 35 1) 3

E-

IR R i SR R A8 I £ S R )
#EFIP % %= > 2 F - Gould, Houston and Mundt (1997) 12 “Trying
to consume” & i & 7 4£4F & “Failing to try to consume: A reversal of the

usual consumer research perspective” @~ > %% L RF A5 =27 ) 7

R e AR RF AP RO FRALRDAGPRELL L3 BRE

Tk

‘\
S
£

(1) E¥ 72§ % (justnottrying): &t 20 % > %:(2) &
A% (tryingnottotry): &% § B H B > B LT Ko7 ®m
Pigs BANE 75 PR F e
(=) E¥H72 3% (justnottrying)

FIWR A EHE PR R DA RSNRBFHATORA gk
AAPHL THES2 % (justnottrying) e &2 5 £ T 1 %4 ¢
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Wy —‘F'? 4% 1 (1) & & e (satisfaction with current solutions) (2) ¥
f§ 7 % (habitual behavior) (3) %2 £ & (inertia & procrastination) (4)
Fezg /i ~ (allowing impediments to interfere)) (5) p 2% iz 3. (self-reliant)
1. & & ;= (satisfaction with current solutions)
kR R EBEIY RSO REEIEREEREDLAIN S S o4
R GLREFEEE S A BRHRTT NATEE > NFEF R H A

oot g AT ER RGP R A 2§ 3%98 A & (Beatty & Smith,

2. ¥ 7 5 (habitual behavior)

S

g s TRy (habits) ¢ 4~ B¢ SR F LM G
(exchange relationships ) ¢33} = (Bagozzi & Warshaw, 1990) - " ¥ 4§ | & 1&
ﬁr%ﬁﬂﬁili)’j&{ "= % | (addiction) (Sahakian, 1976) fjhﬁa.mﬁ hA S~
(impediments) ' % 7 5 = 7 = € 3% > blde D FIL o

Y- By AL TAK AR (decisionrule) > & 50T BEapa)  w
- R AR RA BB v KRG PR YR B e
PHFPRABRDARY > o3 SO RRAFY R LR #Tus 5 AR L

VAR B2 B AR SR Y IR dod BACESR A 0 B g WA §

31



PR RBMFRIRY FAMEL BB BRI ERLFY 32

3. M & (inertia & procrastination )
s B 4 e 7] ¢k 8 TELE o (indolence; laziness) & e
# , (depression) - B F1: B4 FiRT A1 F A 02 EAT > blde D
FIG s A DTHE - FFRLG AR SR TR - I

BBE LRRA 4 N i&:{r % & F &, (inaction) (Lazarus, 1993)

AR hE BE )@;%&{j&ﬂ IR PR 4 B {ed iR o GlAe i A F] G ELY

e

TP A R IIRA R Mﬁ*m**ﬁ{ﬁﬁﬁkwmﬁ’*a<ﬂ
P~ A TR aXG o e 27 :j‘*«rwe% A2 e

FRA T EE w4 (cognitive avoidance coping) 4 T 7 &
# 4, (behavioral avoidance coping) % f2/4 - T3 d | F 3R 5L eh
PR TELEAL AP ONES R R F R I E R
v 2 2 4% (Moos & Schaefer, 1993)

"o~ 42K, (involvement) i) % 75 3 B My~ § 3 2 i

A2 (Assael, 1992) » b4 @ i3 » E sREE —‘F'Ti%a‘bb A2 3~ Bk (fan
behavior) # 7% % & 4 F o
4. rezz /4~ (allowing impediments to interfere )

Fishbein and Ajzen (1975) #% f17@ 44 {7 5 (reasoned behaviors) 72 %

=

ABER B B LGEFLREL AR B ek X

WF o R G ramFE R E (Bagozzi & Warshaw, 1990) » #+ R 7 4
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§ A R R R AL 2
s

T R

i 33
= 1(1)iF % 3 Jg (deliberation )(2)iZ 3
of impediments ) (Gould et al., 1997 )

Fe 7% (absence
ez (impediments) ¥ " &4 ol 78 e AL BT mat "y
ff 7 % 4 (habitual behavior) fv -3 2R ; (decision rule) 3
BT o i K Bk -

5—<[§7JT
R A K TR /ﬂ

e
i

vy
G
"

FEPES T‘f\ ﬁ ﬁi:}fﬁ
1% % (Janis, 1993 )

\\\

-2 Nl kel

[E Pﬁi’ﬁ 3

L

% AT

At ER -
FlikEFOETF XL

Em H oA
M4k £ &

“Ell"\
St

>R H
~FKFLA?

mATH MY SR A T o bldcia S
v (lack of knowledge ) #_$1ij %

AN

F

AAEESL R FE G R
B fa— B R AL > 7 i doie B B-fE A

Zengp B F o &
I &7 F g M o

\%,IIIE\-)\-F"_}%_%#

?K g 3 /}J 2 T = m}‘.g_p«ﬁt’ ] 'ﬁf'/ﬁ
AP 48 4o e P FltE

RS S
"F 4= ¥ (Information distortions) ~ ¢ ¥R D A 4 FLaR o b4
FEFRFHFHNNEASFNIREEL  Olrp @R FT Y > BE- KRR
FRFLERRFEFAL AL LA a0 R e 3 i)
AL %im»&ﬁj’hwmﬁ ¢§rﬁ?ﬂ%§ﬁg&é§iﬁv
R o
" kw 55k | (earlier experience) ¥ i ¥ ¥ FAELZEE A

A
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FOAE ST o § R IE L AR o gt ob > T4 (situation) ®

RELH I EAL AN R A bk AR RIE . §RIFE IR

" A 4 (personal belief) ¢ HE X A4 BB ek 2 p L2 4D
T EAZYE bl BARHAR > €7 p 2 HHHEDHRE > 4ok
AR F R ff‘u% GEp R
5. p 2 ixd (self-reliant)

WO RE RFE R F #9008 L (internal satisfy ) @ 2 i~ B B
fe;j&ffu; TRk, & 3 T p A (self-production) v T FiRE &
(reorganization of resources ) > p ¢ ﬁlfgfj}m R oom %?i@_‘aﬁ%‘rﬁgfﬁu
ERA P I RAET IR 5 e

=) #=&& Ay (tryingnottotry)

FINPHERIALERY R AR T E oY G ER KA
EARY ) FRAE I L H RIR LF & 02 x o p A F L (self-denial) Ay R
FhH LI 2 o RFp ¥ pesaiagi(a) 30 aFdiE (b) 5
7 #5% (Reich & Zautra, 1983 ) » #7re E* $lp 2 F 2+ > i iz PR
ERIESH Y (a) R aEFL BFafy (b) EF=ESHF - 5l 7 F
By gL TpAZTL, 2RBAETHES > T AFFR) T HFRIL

HB ¢ 1 (1) ®i7 1 & (asceticism) fop 2 &4 (self-sacrifice) (2)
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LR ERHERSRY B L2 AN S AN A ETLFT 35
¥& ;% &_ (Deferred gratification) (3) p 2 % 7= (self-expression) (4) F1is
7 % (Altruism) o
1. #i74i & (asceticism) frp 24k 4+ (self-sacrifice )

i+ 7 % (self-denial) #i 3 % %3 - B! LI AL AF K

sy o HFenig 3 (Gouldetal.,, 1997) - T=¢7i % 2 &%HhT 3
FER R AN LI RGN P E o e Tp Sgpp ) Lo fas T34
ERE ST 4 gfﬁr’g E/ﬁ?’ﬁ\‘/ﬂﬁ”ﬁ B o f}ljizr%:?i’ﬂ]frﬁjyi‘?o

2. 3% % &_ (Deferred gratification )

‘g 7‘% ":Lﬁf lb /§ i" =F

”i"\l
)
e
(w
oo
=
=
i
%;&
P
=
=
i
)
4
3
~m
e
=

oM BFIFFLNRREY 0 RIEd T - 2R F B 4 (Samuelsson,
1961) v oo BiR &) f3@ 5 &4 e fhr iy o
3. p A&7 (self-expression)
TEPAR R PR AT RARF - B2 2 T T 2 A (1)
BlOZE—FIW R H BT FolmAEEp o Gk F
Kpenig & 4o D& & (frugality) ~ T B 4r  (restraint) o (2) it § 9%

R L AR T PSR SRR RS SN
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(anti-materialism) £ £_" & # % 1 & ,(non-materialism ) ( Elgin, 1981; Holt,

1995) 0 i3 e p A AT A BB A PFACH IR A BB L 0 4 AF R £

BE pue(3) T E, —4885 #3 3 (Garrett, 1987) 0 Fl5)  &

BEGEENAEASENIRIA UM I N e R A E R R BRI E o

NSl

4. 1w 7 5 (Altruism)

R A AR B R ITH TR A e ERARAYTEE A

e THES2 )% 2 T&A3FF o nd? hRFIFERT™ £ 222 4

2-3 °
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22:2 B4 am

H#2§ % (JustNot Trying)

#71 Him
% & ;% (Satisfaction with current solutions )+ 3.7 /% R,
¥ 17 7 5 (Habitual behavior) ¥R
A AR
14 (inertia) v #£#& (procrastination) |1 %
B4 A
R 3
¥+ 7% (impediments ) e r— 0 g

)

e /i » —TH [25
EL A o

e

I TR~

.rﬂi zgn

L
p 2% iz 3 (self-reliance) FREAR RS

DSV S |
Gould, S. J., Houston, F. S., & Mundt, J. (1997). Failing to try to consume: A reversal of the
usual consumer research perspective. Advances in Consumer Research, 24, 211-216.

22-3 &4 R

#& 7§ % (Trying Notto Try)
7] i
= {74 & (asceticism) frp Akt 2 F AR
( self-sacrifice ) ¥
2 2 % &_ (Deferred gratification ) 1SR A
p # £ 7 (self-expression) [ AR 4
il g 7 s
wEEE
1 =5 (Altruism) S URCEERE

ES S R
Gould, S. J., Houston, F. S., & Mundt, J. (1997). Failing to try to consume: A reversal of the
usual consumer research perspective. Advances in Consumer Research, 24, 211-216.
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= ~ &' % ¥ 7] (antecedents of non-consumption )

Stammerjohan and Webster (2002) 1z Fishbein Model 2 Gould et al. (1997)
#heh T2 % ) (nottrying to consume) #E4 % A# & e B EF W PR
7 17 = (non-consumption behaviors) : z£:& (delay) - & % (saving) - g
¥ 41 (self-control ) ~ 4= & v¢ (ignoring) - & £ > T’F—‘F%%Gould etal. (1997)
#heh T2 9% 4 (nottrying to consume) < ¢ 3 54 | (inertia) v T 4%
=i » ; (intervening impediments ) Eﬁ?p 5 Tardd  (delay) > ##FEE0 7
—‘F'f € Fla ke rmh ~ 858 7 2 (Levy & Weitz, 1998 ) - % Gould et al.

(1997) = +

rI

2 EBH2 P vz FE > ¥4 75 (habitual
behavior )~ /& &, 7% ( satisfaction with current states )~ p #¢ i &7 ( self-reliance )

B E G a8 Y (lack of desire) et » #rrifEag 5 T &g

\\\

&
(ignoring) - 2 ¥& ;% &_(deferred gratification ) i = z£ &/}’ % (postponement
of consumption) - §F & "%, (saving) - F 2% ¢ o ZFAK
(asceticism) ~ 4% 2 & (altruism) ~ p 2 % 7 (self-expression) -~ #iE
(resistance) iEw fEA N § F1FH 307 HEp A F KnE R ST

Tp 4], (self-control) (LT 4 2-4)

38



LR R ARSRY AL SRR A F F L ETZET 39

22-4 2 peayEAERL

Gould, Houston and Mundt (1997) Stammerjohan and Webster (2002)
H&72 0% S N 4 e )
Just not trying Trying not to try Non-consumption behaviors
W5 (inertia) 2t 2 (delay)

b 4. %1% 4 ~ (lintervening
extraneous factors )

1t &% & (deferred |5 % (saving)
gratification )

= {73 & (asceticism)[p +1 (self-control)
Fl4s 2 & (altruism)
pov 2 ooT
('self-expression )
+4F (resistance )
¥ 4 7 % (habitual behavior ) &% (ignoring )
7 % IR % (satisfaction with
current states )

p 3\ iz g (self-reliance)

Stammerjohan, C., & Webster, C. (2002). Trait and situational antecedents to
non-consumption. In Advances in consumer research, volume xxix (Vol. 29, pp.
126-132). Provo: Assoc Consumer Research.

\4

EAES-MPERIGFFIELFI TR A FHET (individual trait
antecedents) (&l4e @ AL € FE A ) T A &4 ¥ %], (product characteristic

antecedents ) ( &]4c @ & 5-¢F 3] ) > T3 % %] | (situational antecedents ) ( &

>~

4ol A p B

LY A5 0% e ) #1id = (Mowen, 1990) - F % e32 3%

’,\x‘i

(&
o
F}.
N
=
Tl
BN
TR

PO AW R ARSI PR ETRE (A
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& A
HIER
A EATH
18 A0 B
i@
) 8 1l
= SRS e A eS| - 8

B2-7 Ay 575 EFH AR
Stammerjohan, C., & Webster, C. (2002). Trait and situational antecedents to

non-consumption. In Advances in consumer research, volume xxix (Vol. 29, pp.
126-132). Provo: Assoc Consumer Research.

Stammerjohan and Webster (2002) # % § i}’ ¥ —‘F‘f ¥ A T E 7R
Ty 2 o e d gy oW g —‘F‘f EF 5B A AR o R 98 B
PAGF TR AN F A OB A FEREFEERETRE A
AR EFR U N T AR BAN R F S HE B A FREF R
BRETF -

(=) #:& (delay)

1. B A FHc 7

i% 154 % (McCrae & Oliver,1992) « H = > 4R L - ot & 7 5 > &-

BRI Pfer BE o LpFarA 4 a3 7] B (Nail & Van Leeuwen,

1996) > Gl4e? B& PAT  FrEFEFRIIAFOTEE -
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(2) A 5% 5 (product choice overload) £ i £ BT T B I 5 4P

B E AT G i EEEFTABFREFe BT TS

N

=2
< A g LR

%
>
IRy
¥
]
=
i
N)

W

BEFERFFeAM TR EE A

%%%4%$mgéi&@ﬁﬁﬁ

TR

\_n

(4) pE (self-esteem) 2215 e EpEE SR F 1 w40k 3 R p & i %

’E“ﬁfi‘%#ﬁ-i’ {a A'E‘JH,rﬁj}J’?F"j DAL LY A .

1) pPRFF e cTREAEFFSN LG ERFTART A7 -

(2) hmPE—k 2 TR (resource) s B4t B APEFR o

B A FHCE T

(D g R e &4 EHFL vl A FEFHHE <R

Wﬁ‘zuk "G 2R (risk aversion) bR E R S HF TS 0 A g AN

o

FHECHER 2T

2. R E7
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L) pPaF i pERAs{ E2al WP H7  PFRS R T
PF ¢ sc % (Bernstein, 1992) bl4e: — B Fhet | ZE B A TR &Y
P ESE i
(2) #dL ¢ LG BdLs € BTGk o
RO PR IS BEFL AT R AERIREY Y 2§ B

GEE ORI TR

(=) p 244 (self-control)

(1) B r 2B Rdcp NMpdlfe i 575 p A7 EFLwApM p Ay
#]E 4 £ & %4 (individual difference variable) ~ #4+ ¢ % & (social
value) i § H T Fp AddlEal g oo LT IEF P ARBE LG R o A
FOYp AR Al o op APl m A B R ga 8 LR

; % <

h

>‘1 3
>~
3;
hite)
]
oY
e

% (Babinetal., 1995) - Hoch & Lowenstein
(1991) 325 A A AR B & TEY | BT, € 7l R EFD
A~ g bilde DAL € vt i (Rook & Fisher, 1995) -

(2) pAFFIEET SHS*  H- > 4eipp 235 % (reinforcing

self-image) > % = » EWBBE AN P ETL R L ¥ 5 AR LHFH

Fend F e & ik (frugality) % p 3 i (voluntary simplicity )
(Stammerjohan & Webster, 2002 ) » izt X i § 7 5 R @ F ¥ F 0 7
LA AA PG o
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@) g rEpd &g (AFFFL) EHFL AP (¥ p Al

A gty B F] bl4es F‘*Fé”fr‘ s Gk % R (Hoch & Loewenstein,
1991) sz T F 2 F R Rudem 24 o 0 BNAed M ARF R

WA R A ARL g o

(4) BB EEp AT -G T HFI M AR EE 2 TR
(immediate gratification) & # £ & 5 - BB LAY R K § 5 F F R
PR R R RGEIE Y T AT p A foat B8 G MR
(5) & ks p Apdl &8I HFL oM SR LA EUL R K
AT AR RE ALY PR FTROERS L P AL E
% (Lastovickaetal.,1999) f§ ¥ %3 > fjf‘u{?t&”ﬁ F4] 0 Kk ehg r F
Fo R R o frrdE s X AR

(6) % & & & Tl i A4H] - §.9F F 5 4pM S0 10 = F 2 p Ay
F & AR B 2 b fgeeng o (need for stimulation) £ p gl F

wARME AT R B AT F o B R ARE G FIE S

(e ) &+ (ignoring)

gop g dlprt o LvEd 7 Pﬁif‘ué&?* Baeil 3 B cngd 4 o @ B
FREDRYF I ﬁ‘*‘“{ﬂ FE 3 i+ (voluntary simplicity ) ( Leonard-Barton,
1981)° § I fifh# f BRAGFF A MM o+ F @ (material

simplicity ); p 2% ;4 z_(self-determination ); # i %8 2. (ecological awareness ) ;
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A= B (humanscale); p w4 e £ (personal growth based on inner
life) (Elgin & Mitchell, 1977) -
1. B4 FHcE 7
(D) #FH e o EFE oM TR FH kg g F
e fodie s (lesser need for stimulation ) 4v % i+ 3 & (symbolic
interaction ) » ¥+ e Rf b € & S b i) F o % pild T B R
ERCah Ry 36 FRt it b BRI 6 € i3 SR § T 5L AR
(Browne & Kaldenberg, 1997 ) » igdt A ¥ i¢ § = & i ehp N E 4

( self-monitoring ) »
(2 pAEfHE LG BEFF »4ph 0 p 2 T3 (self-monitoring ) 4w L

ZAL g BELK:TRp L hiF 5 K £4L € hi7 5 (Browne & Kaldenberg,

1997) > bl4e: §ALE F S B A TR Ly FRAAEZDLGE
YR AL E c RO ERFRNFRED AE LR ML
R ARE R > MEA AT BRI ZTEI B TR AT P
REAAPFHIfeBd s A7 75 0H BB -

B) pALTRpARIPe A AFFT5F FHRFL v AnM 5 B AR
FABAG RS RIRRA 3R RAD H TR AR R L
#z (pride of skill ) » % 3 7 Hjiw > ;‘;J"‘gjdﬁ?un * oG B ;ﬂ'?sﬁgﬂﬁ A

# i 4 (self-reliance) =it 4 (Gouldetal., 1997) - i} § ¥ § 7 o> 7 12
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PR RFRGYFET AL ER o TP AL LT B ER

e [ p 2z (self-determination ) o

~
N
~
Z“’r
it
¥
H
SN
e
L
4 IR
Q

A2 FHEDG M G FHREFR

{

HiRGamb g A da g DA BRW) AR TR SRk
Wl 4 R é_iﬁk")?ﬂ'?ff:f?&l A BRERDES > Bu L 2N RT R
tp M hA 5 7 & (Leonard-Barton, 1981) -

G) AT REeF AN P 72 F 3 FHEFT G M & 0 Schumacher

(1973) e (-] T H_% ) (Small is Beautiful ) — & @ 45 11 » E B rcis ~ S~

)

g2 AEIERAE > 220 K h " A4 & (the humanscale) - i
By FAiBZdE 5 AT h G R RUFEDL EAL 0 LR

Poae B 8RR B - BATAES N R A B A

e}

it 2o MRS AT AREBESIRBE R DA R AR
B € M B A &R ¥ 0k L) B A & (resistance to consumerism)

ERASEY )I* LB A ) 7 K L & 0 & (boycotting) few B AL
( marketplace exit);ﬂs X H £ g (Hermann, 1993; Kozinets & Handelman, 1998;

Penaloza & Price, 1993 ) -

2. B ¥ETF

A BEREFES R A EETR -

(1) $#7F RO RAT R I FRDESHT b §RRETY T F A

3
)
IR
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AP AR o Bu| KW - 2 LWE & RIS BT

ToBGEHO T ERIEAZLRF S T ALY R EY

=
g
=k

=1

ZE R R

@ FpFe DA S L EERY e P HNAS BT G

RELHATOA SR Y o blde D RO sk > 1A BREEFINE )

v
% ﬁ-ﬂﬁv)‘;{-fgaﬂiﬁﬂ’“fﬁﬁﬁﬁxzﬂﬁ F(E‘Jﬁ‘y'b]iﬁ’?)&‘z

BAFE T (&S p 4]~ L) BB A BREFEFR EFZ

LFEF] ) A B IR dod 25 8 4 26
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% 2-5 A P F A A
Iy

5 | pF I S AP E E/GHIp B2 F % &L R
&%
b |45 wATE R PTG R p AT [HIRUAR (T FAA
] b ks
AR S PATR-R(ARLB |V ¥ E
Bk 5 B
T REDd (g Fygas [RRP |uidh &
B4 T
* R R i YA FREE
A
P R4 EFR (AL E A A

Hr R (HELE

e o~ — (118 2 &

P -
&y TR

FEgg /i » —
{7 & [

i £ g

iz

L o

,]%- 1

BA A

s

T

TRE e

DEF ST B
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Fr & ERRTEBN R

Stammerjohan and Webster (2002) %= 3 #% 3| > % i} ¥ dﬁﬁ»geﬁ%ﬁ
T E AR ,@vﬁa%—i/ﬂ ;J JFLf'v"E 22 5] A Bk Flo b8 E 9
R FlR RN e gAY Y L OB A FREFEERETRE A
FHEFRAFTL 0 A RERHFEER N AFE T2 A R TR ET
FE Y RS SEER R B e e AR o BB BT T
ASFRL PERT B OMEETZ o By i Wy 247 0 7
A GRS FhR Y F s )*’cv‘ RHp AP ELEFRY o AR
WAAR A RN ARSI FTITA L g% > K2 S andsmpy g
AT R R
- B RPERNF AL

Wﬁﬁﬁﬁjﬂé—ﬁﬁ#ﬁﬁ%’aﬁﬁﬁﬁ?ﬁﬁiﬂﬁﬁﬁﬁi
BFFo BB adsdngh o hp ot F Ramsn (R Ed ) § R Shimg
LAk ARER g AL F R § RSB 0 §F - KK %
B4 Bpid (drive) £ 3 8 &8 7 & mskd 4 7 OuARL L #2148 (Solomon,
1991) 4 i) §F 4k v nmRd 4 — s P TN R A F

A&

[

CiER R PR Y

EH R P & &% 4 Wann (1995) #% &) - F S HE R
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WRTE A o Wann B2 2 8 Ha o g F c R4 (eustress) s p
B 4] % (self-esteem benefits) ~ i3z p ¥ 24 = (escape from everyday life )
M (entertainment) ~ /3 %% (economic factors ) ~ ¢ $8 (aesthetic
qualities ) ~ # 48 :& = (group affiliation) % Fze7 + (family needs) ¥ {£% -
IR gL T L EREHESE L (Sport Fan Motivation Scale, SFMS) -
Trail and James( 2001 )% & & i} & 4 & # (Motivation Scale for Sport
Consumption, MSSC ) » 3% iz i& & B —‘F'T EEFE LA RN 9 BT
Z 12 ’T} (achievement) ~ #=#5 % (acquisition of knowledge ) ~ 2 %
(aesthetic) ~ I3 4 /[f#*/& 4 (dramaleustress ) ~ i* i (escape) ~ Rle
(family ) ~ %% A ( physical attractiveness of participants ) ~ %- %
H BRIV S AR (the quality of the physical skill of the participants ) % 4+
§ # (social interaction) » # @ o § 3 ~ S end L5145 gt A
| ATH A I F] R o
Zhang etal. (2001) #F3djg = S B b Rzp Feidedd o Ryt g ¥ o
h iy iﬂz K- 5B HES LY #48 £ (Scale of Attendance Motivation,
SAM) > & 7 & f& ih (achievement seeking ) ~ /& # 2745 % ('stress and
entertainment ) ~ 4% 4% 4 ;% &2 %% (catharsis and aggression) ~ 3 & it B 3%
% (salubrious effect) fe4+< 3 % (community image) - # 3 S % #FH > &

$ s ] s REEA B BAFRORE Y R BIF F R A T BREB
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1%1‘ 8 f§5 °

’I} T4 B G F i B
E

Funk, Mahony, and Ridinger (2002) # 1999 # US. Nike Cup * 3+ & 3t

WP a&;ﬁﬁg‘ B L IEFEAR R 2 M Tk o 15 792 2T Sport Interest

Inventory (SII) & % = 14 B4 & - ¢ & F € &3k (interestin soccer ) ~

% 3 (drama) ~ L Efp = ijh}g‘; (vicarious achievement ) ~ :&# 2_ %
(aesthetic) ~ & € 3t B (interest in player) ~ & 725 (national pride) ~ 1

gt (excitement) ~ 4% i #% 4 (social opportunities ) ~ 3k B &_2 45 ch 8 ¥

¥ % (player as role models) ~ 4 % % i@ (entertainment value ) ~ 3 Fj & 4+

(interest in team ) ~ fv 7 Jh 1% & (bond with family ) 2 @& czk 5

(wholesome environment ) - H ¢ & % Etg“ ¥ EAenz 85 R E e

CRE TS RN Y

lﬁf—?ﬁﬁi—Fﬁ ?‘ﬁﬁ”ﬁ‘lﬁ’“fﬂfﬁ ®hed 2-7 -
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FE b TR R

Wann Zhang et al.
1995 2001
Sport Fan Motivation Scale, SFMS Scale of attendance motivation, SAM
e g
AL B4 g
WP 2 AEA B T e
W FF iR ook
LT R A2 A5 %
LR SEAE 4
FHH
P
Trial and James Funk et al.
2001 2002
Motivation Scale for Sport Consumption, MSSC Sport Interest Inventory, SlI
- e I ¢ %
Rt BHF A
Eho2 % A LD I
WHF 4 [FE% R4 2 F
it FEskf
e PR3
SR H HWox sl 4 Pt
%

AR EE

HR AR DEY R

EEYE

TRIRE 4

T e &

B TR

3

)

RESEIT SRS N8 e L

A A A
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%2-8 ASPHEREEL

A ST
R 4 7 & REE TR
ERE iy
app ¥4 A F A
LA R e N
SR FCkA
2R ok R
FieE b e
2 3k R AR Y %
o gy GRYE
ey I E 4
Ik L BB TR B
SR H BRI G ALR

CER R TR |

wos AR E TR RS ALY B s A BT

BIPpiTE &k BRREERBMPAAPUTT > Gldc 5B E 45 ooy

e
H»
ﬁ

EABE T e al S ER ISR R A Y 0 T
A

w

-P.H
é*i

P ERBE AT 2 BRIV R B FET ;ﬁ,i;,%—g Ik eE T
F FEAFLA ARG FIERS GBI G P 2L MAE
(2004) ¥ 25 g BMFpEFRFBRIET P27 ¢ > 4 0 23H

(=) ARk R S o 1 55.1% 0 (2 ) 68% i f H #E d4 42t 16-25
2B (Z)T3%FHELZFL (2 ) &0 Tibjer § 456%10 T 4 b
5000 ~ 17 (I )RTARM < BARA F & 44.9% H =5 3 ¢ 91288%>

(=) #HFRRA > F 95%:ni # K Ak o
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