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GFlI 0.6913

AGFI 0.6458

RMR 0.1806

X 2 2272.07

P=0.0001
AlIC 698.07
SBC -2110.2
GFlI 0.6913 AGFl 0.6458 GFl
AGFI 0.0455 RMR 0.1806
AIC  698.07 SBC -2110.2
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t t t
X1 1.00 0.91 Xz 1.00 0.87 Xa3 1.00 0.90
X2 1.00 0.43 Xis 0.913 2.84 0.80 Xz 1.052 17.42 0.94
Xa 0.877 7.08 0.81 Xio 1.00 0.72 Xss 1.00 0.82
Xs 1.565 2.89 0.67 Xa0 0.894 6.53 0.65 Xs6 0.951 6.32 0.78
X7 1.00 0.76 Xa1 1.00 0.17 Xa9 1.00 0.56
Xs 1.00 0.74 X22 2.933 1.24 0.50 Xao 1.00 0.44
Xo 1.00 0.74 Xa3 1.00 0.75 Xax 1.00 0.67
X0 0.982 6.40 0.72 Xoa 1.00 0.86 Xaz 1.00 0.73
Xu 0.793 9.83 0.59 Xas 1.00 0.70 Xa3 1.300 5.72 0.96
X1z 0.823 9.90 0.60 Xa6 1.149 10.74 0.87 Xaa 1.569 4.98 0.88
Xi3 1.00 0.83 Koz 0.934 14.48 0.82 Xas 1.895 5.76 0.84
X4 1.055 8.93 0.87 Xos 0.977 10.14 0.68 Xag 1.298 9.57 0.87
Xis 1.00 0.27 Xa1 1.00 0.49 Xaz 1.00 0.79
X6 1.959 0.69 0.53 X3z 1.678 5.54 0.83 Xag 1.025 9.18 0.82

t t

1 0.33 4.88 0.41 713 P9 0.56 5.31 0.48

%2 ?2 0.74 3.49 0.43 ?1 7?3 0.35 5.00 0.37

% 4 0.46 6.55 0.52 ?2 73 1.12 10.35 1.18

7% 4 -0.46 -1.22 -0.17 ?3 %10 0.19 2.96 0.18

% ?s 0.14 2.14 0.15 24 7?6 0.49 8.17 0.59

7% ?s 0.72 6.35 0.63 ?5 76 0.63 11.08 0.86

% ?s -2.10 -1.32 -0.43 %76 %10 0.50 5.86 0.43

70 ?7 1.19 6.14 0.64 ?7 %10 0.27 5.23 0.34

1?7 -0.41 -5.39 -0.37 78 ?9 1.13 5.42 0.74

714 7?3 -0.22 -4.17 -0.37 ?9 710 -0.23 -3.12 -0.21




11 15

11 18

11 18 20
11 21 24

Aaker,D.A.&G.SDay(1980),Marketing Research:Private and Public Sector Dicisions,New York: Wiley&Sons,

1984 -
- 4 119 163
2001

Bettman,J.R.(1979),An Information Processing Theory of Consumer Choice, Reading, Mass.: Addison-Wesley.

Chalmers, A. F. (1982), What is This Thing Called Sciernce? : An Assessment of the Nature and Status of Science
and its Methods, Milton Keynes: Open University Press,

1985
1998

Fishbein,M.(1963),“ An Investigation of the Relationships between Beliefs about an Object and he Attitude toward
that Object,” Human Relations,Vol.16,No.3,pp.188-240.

.(1967),“ Attitude and the Prediction of Behavior, ” in M. Fishbein Ed.,Reading in attitude theory and
measurement,New York:John Wiley,pp.477-492.

Glass, J. C. & W. Johnson (1984), Economics Progression Stagnation or Degeneration?, New York: Harvester
Wheatsheaf.

Huff, David L. (1963)," A Probabilistic Analysis of Consumer Spatial Behavier,” in W. S. Decker, ed., Emerging
Concepts in Marketing, Chicago : American Marketing Association,1963,443-61.

————, and Richard R,Batsell(1974)," Conceptual and Operational Problems with Market Share Models of
Consumer Spatial Behavier,” in Mary Jane Schlinger, ed., Advance in Consumer Research, vol.2,
Association for Consumer Research,1974,165-72.

Hauser,J. R. &S. P. Gaskin (1984),“Application of the “DEFENDER” Consumer Model,” Marketing Science, Vol.3,
No.4, pp.327-351.

——&S.M.Shugan (1983), “Defensive Marketing Strategies,” Marketing Science, Vol2, No4, pp.319-360.

&P.Simmie (1981), "Profit Maximizing Perceptual Positions: An Integrated Theory for the Selection of

Product Features and Price,” Management Science, Vol27, No.2, pp.33-56.



1991
1991
1995 38 105
127
1999 50 1 2 1 16
1999 —
1995 —
26 1 125 137
1984 -
—_— 2 27 76
1994 —

Lancaster, K. J. (1966a), “A New Approach to Consumer Theory,” Journal of Political Economy, Vol.74, No.2,
pp.132-157.
(1966b , "Change and Innovation in the Technology of Consumption,” American Economic Review, Vol.56,
No.2, pp.14-23.
1971 , Consumer Demand: A New Approach, New York: Columbia University Press, 1989
Li,Monroe&Chan.(1994),“ The Effects of Country of Origin, Brand, and Price Information:A Cognitive-Affective

Model of Buying Intentions, " Advances in Consumer Research, Vol. 21, pp. 449-457.

1981 1 28 3 23 49
1981 2 29 1 37 60
1987 35 1 47 79
1992 — 36
3 31 47
1998

Peter, J. P. & J. C. Olson (1990), Consumer Behavior and Marketing Strategy, 12nd ed., Boston, Mass.: Richard, D.
Irwin.

——& W. R. Nord (1982), “A Clarification and Extention of Operant Condition Principles in Marketing, "
Journal of Marketing, Vol.46, No.3, pp. 102-107.

Petty, R. E. & J. T. Cacioppo (1986), Communication and Persuasion: Central and Peripheral Routes to Attitude

Change, New York: Springer-Verlag.

& D. Schumann (1983), ,,“Central and Peripheral Routes to Advertising Effectiveness: The
Modertion Role of Involvement,” Journal of Consumer Research, Vol. 10, No.2, pp.135-146.

Popper, K. R. (1934), Logik der Forschhung, Tubingen: J. C. B. Mohr, (1959), The Logic of Scientific Discovery, New
York: Basic Books, 1971 1972

Reilly, William J.(1929), “* Methods for the Study of Retail Relationships, ” University of Texas
Balletin,No0.2944(November 22,1929).

Stanley, Thomas J., and Murphy A . Sewall (1976), “ Image Input to a Probabilistic Model; Predicting Retail



Potential ” , Journal of Marketing , vol.40.

1998 346 4 9
1998 347 34 41
1999

1988

1999
1999 —_—
1992 SAS
1998 [ 1
1998 [ ]
1988
25 1

1989a

26 2 1 23
1989b

26 1 1 30

Voorhees, Alan M., G. B. Shape and J. T. Stegmaier (1955), Shopping Habits and Travel Patterns, Washington:

Highway Report 11-B, 1955.
1975
1977
1986



