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Abstract

Since ancient and modern, people like to collect or buy jewelry to satisfy their needs for the
pursuit of beauty. As the developing of the materials, trend of the fashion and the way of the
marketing by mass media, jewelry have been designed various style and more popular at this times.
Everyone could buy and own luxury jewelry easily, not just only for the rich group. Nowadays,
people could choose the most suitable accessories based on their need via various consumer
information and access. In the international market, many famous brands are also investing in the
field of the Jewelry. This article mainly discusses and analyzes the intention of jewelry shopping
for the blue collar people who make living with agriculture and working industry with lower
income living in south of Taiwan, like Kaohsiung and Pingtung. The data is collected by snowball
sampling with method of questionaire, randomly collect 218 residents in Kaohsiung and
Pingtung areas and inquire about the mass media source, consuming habit, economical concerning,
requirement, etc when purchaing jewelry. In addition, inquire about their intention and opinion
about consuming access choices of local jewelry stores, department stores, TV channel shopping,
internet shopping or mail orders, as a basis and reference for strategy of the marketing promotion.

Most people who live in Kaohsiung and Pingtung areas still accept the way to purchase the
jewelry at the jewelry stores. In particular, the respondents over the age of 36, their selection of the
traditional jewelry stores, significantly higher than other consumptions. Department stores are next
only to jewelry stores for all respondents who want to purchase the jewelry, which will in the
choice of both quality and the attitude of the service. Department stores and traditional jewelry
stores are in the positive evaluation that both higher than the other two consumptions. Apparently,
the proportion of Jewelry shopping on TV is significantly lower than the department stores and
jewelry stores, which may result from the short history of the domestic TV shopping. Owing that
jewelry is High-end product; respondents usually may not fully accept the experience and risk of
knowing and seeing without actual products. Thus, mostly they shop via TV channel with factor of
pricing discount and advertisement promoting. In sum, TV shopping and Internet shopping will

catch up with the general access, and traditional jewelry stores suffer the greatest impact.

Key words: jewelry, Kaohsiung and Pingtung, snowball sampling



1~

wl

Pl  FRTHRFTAHFRLRATLE R > Fop e i~ BHEE KT K
%‘%E’%ﬁiiﬁﬁgﬁﬁ‘ EORFEAREGF - ALy TP AL RHFE
B FoaRFANETRTFRIARERKNTE LS EWT F F F(The Gemological Institute
of America > 1992) ™ F # ch& F kil t 2R ~ 7 v F o ¢ WA gy FHPNHT
HPIE: fii?? FPAHARRKTEIE (¢ RABFT -2 R2 P R3BF7) ot 2 §F
F(eRESFTENABFE #ﬂbg?ff@mg?)m/h’fﬁ-’&?’ff—ﬁ?"“r';fq—/’t“"‘?

= (2000) T T A A RRFASHTEI SR ERELS AL L F £ T (Fine
Jewelry) ~ sk F (New Jewelry) ~ 7 i74F 5 (Costume Jewelry) % = fé o

SEEAIFHATR AT B s TGO 2 o K F A 2L A A T R o
ﬁﬁﬁ’%&?%d ﬁd; NRREYFEE 2 ERGEp e FRENS o HIR
FpaaEaars 3 B Rt ﬁdp?@mmﬁ&f BERXE OKVRIAPEE
kg p e ﬁ?f‘%ﬁﬁ' LHRER LR FH T BRI T o
1-1~ p eher d 48

%%%@w@ﬁ,%&%%ﬁ%ﬁﬁwwﬁﬁﬁa1@@%%@ﬁw$§ﬁﬁ@é*
E DF 02 ) RS PR ARSI C FAE A RS2 5 30 2 B A
e B Tt Y o 1995 Adjoined Research - il 3 A7 L 3R & 8r » 2 FER ¥4¢\2003
ﬂZ%?ﬁff%Ulimﬂﬁ3wwmﬁ§%v<’F Eﬁﬂp% PRSI ST Mgl A 3 L o
9.2%> 3 M~ AR R F EEH LBRF R RREF SIUEHET R ]Hhmi&éiﬁ'%”
&Eg‘&&4»¥@%*$%ﬁ%ﬁmwm%v IR R Y& =)

PR RFEFFHF LRI EIRAANES > BF 2N E S8 Fad e o
T ERM LA ELIITE - p AT R E R R B H RS o R m%}i
PG RE V- P e s AF IR LRR 08 FREFEYF FE R PRI
B RPN mERLE R R Q%mm%1°

%W%Tﬁ%pﬁgm&%mé, %ﬁ?@mg ,*iiﬁﬂﬁwgwﬁ#
LR KR AR E AT AP AT AR R YRR R R R A
* iﬁ:*%wiﬁ*gf”@@‘ﬂ%'\ﬂ%f%‘?z;%#%wﬁ g éwgi4nﬁ 23
FEOERLHAES 7 2 ’i'%’ﬁ”“""‘;*ﬁﬂ FHROAHRFEAE HEHERET S5

Ef oA R @R
125 %



| LA G |' ---------------- BB EH

|

| FRER 27 f ---------------- A% ER

l

[ sumzem |

l

B CECE

|

I i’ T Ry 4

!

‘ mH L |. ---------------- BB 4

|

| szws |

| g gy dt sk |
|

| mrsans |

I8 IF 3
214?gﬁ;

Wy F' 7 % e & % > Walter and Paul (1970) 325 » i} % —“‘Ff 75 Edn 4 PR
feié * & &2 PRAEPF > A7 M 0 7 & o Engel, Kollat and Blackwell (1978) Bl i %
HFESABAERFEEPR T GAMEM P R RhE L e BRI TP 75 2
#2 % o @ Schiffman and Kanuk (1991) 35 i % F 75 Ay —*ﬁ 2 BEE R MMARDH
AR RSB HEOFR T Y oA £ AP AT SWHIH KB D
BELEh R BT L 5 HAE (Why) 23 (Who) ? ®PF ¥ (When) ? %im ik
(Where) ? § A &% (What) ?24cim§ (How) ? @ 2 M iy § 3 fpF - 237
PRI (4 ARG S BB R R 2 BYLR (F TR B
ﬁf‘"?-’*‘ﬁ&«}i“fé‘l%,@_%‘i/é’“ o) AR

2 FHEs
# W 7 4' 15 ¢ (American Marketing Association)*" 1963 # {7 4 ene & 5 1T 740 5 3 %ﬁ-

FEAFDBEIBFN e R FLEFER 00 BB FHIE S G ’$~
FE MBI IR A S EoniTH o RERFH OB R HFNA BB ﬁ%
EEEARED F MG O R R F g I 7 A A

P
Kotler(1986):% & (74 H_F A s FHA G D £l ~ e~ L3 § EFA S MEEE
Y3

PNt P R BE A RBPERIL S ERL C W RCEASRAREE P A
PAR? R KRR R G e v A - AAATRBIE G - P A R ﬁx_i\%ﬂ*
L ASRRIFRLE T Y R R R &0 AR LB A frle s HReh
P S

74 e & (Marketing Mix)®E_ 2 7@ 2 R A H P73 F 74 p 97 % oh- 741
ok m?’f:ﬂ“ﬁ‘?'f cfEaA E A ﬁf,@;é“i%% FRE es AT kEli7a4p &
EREH IR R ASVR v R ERCARRS R BB RS EE o F



TESENFHPP R TAaRRY > AT EERY > LA RFYF T E -
B = & & McCarthy E. Jerome(1987)#-{7 & ke & #7% & dhe ~ 47 > L E5R R ok
o fL s T4 dP L ¢ 45 A S-(Product) ~ 2 (Price) ~ i E:(Place) 2 & i (Promotion) o ¥t
Bk T
(1). A &(Product) :
AR FHEEY BERNR F > 7 RENIHT > BEAPL L F L DiE
T 29 #3291 A 5(Physical goods) ~ JRAF ~ 55k ~ F 2 v AP s b g ?;% N
WA~ EAEHE o 25 Levitt(1980) i3k A BRI Y B A ST B A 0 F
SEBEAIRE WAL AR ER E 2T A& = H = — BAEE B B (customer
value hierarchy)# & * ek =t £ 4%~ 1% (core benefit) i ¥ F]'E‘ I BREE PRI
BAIE o % - BRI EE L AN A S(basic product) 0 % = B = A

A F(expected product) © FRLF F i F TH H - w BEE L 0 P AR R P
£oTR R §~ P N L f?’r 5-(augmented product) » H #7208 Af Z pE Az AR H
WHok®E o 5T BA XL AELA &K (potential product) > HdpHry 5P A R2 H LA

ﬁ#m%%’uﬁiﬁ?;&@ﬂé%ﬁﬁmnko
(2). 1 & (Price) *

BHAAPe - WA R F o H v hz BPRIG AL S A HRALTE S
ﬁﬁﬁﬁﬁmbﬁ%’$ﬁm&£@#ﬂﬁﬁim$’ ERRL R ERL AR
PRALEE L i 4 o 3T B RN RIS P g e fIR P o Y RIS A E R
By —‘ﬁ R o Tx% 3 T e L ()= ﬂ\%é—r? #7 1 7= (cost-based approach); (2)
% ¥ w372 (value-based pricing) 5 (3) #+ ¥ 37 2 (competition-based
approach) o W #2287 23 # » A% Fis &P R aiEf o
(3).:f g (Place) -

Stern ¥? El-Ansary 335 {7401l
ﬁﬁ‘« #eit A SR PRIR A BB AR H

%’&‘

TALY - HAPI RSt S > A e
E\/ﬁ e @ R RFET FHAKEF B
Al &é{éﬁéffe‘ﬁ FRFE P RE 2 AP R B
'ﬁﬁﬁoJﬁiﬁﬁﬁm'%ﬁ{ﬁ&ﬁ—@io_@memﬁ@ﬁ’zﬂﬂw

v

FOR REMEF o RFREINFLF  ABELNFE IR F LT LURH
BHRHS A FHUEIRT A ZFRAAL R

(A) ZAf g i ~ 85 ~ R 280 FF 2 M-

(B) Bttt G A3t & - HZfop -

(CO MG :F iy SRR - ALg eI B 8 2 BREM G-

(4).7% i (Promotion) :

FA hETRLEL D O P @%'Wm—ﬁ R I ST A I BN
ORI B I S A /iwi 1E7 R @il 1‘3‘?;\ hed it e KA L AR
AL B BT PRAT E i 1005 < NI p}éﬁ”‘ » Kotler (1999) #-McCarthy =747 4l % &

( promotion mlx) fz L F4Ed 2 & (marketing communication mix ) H € &

faeded B2~ A Rand s édghﬁfré%%uﬁ£¢w¢hk£€’wiugﬁgﬁ?ﬁr



FH PR - BT A1 & EI 5 (1) AR 42 (advertising); (2) * E &4l (personal
selling) ; (3) = % M % (public relation ) ; (4) &4 (sales promotion) ; (5) E »z{7
4 (direct marketing ) e
FelHdBBZ R FRFALEFHOREEIFFETFTEA AR AR
2R R EEAEOEDIE F - BEHARE ”ﬂ%%@*%ﬁmwm°mwﬁ &7y
Ry 4 ‘,5’3@’?%."1 Wy —'ﬁ FRBLELR P G EERR > T F F Y &(goods)
PRF%(service) ~ 45 5% (experience) ~ ¥ i (event) ~ 4 F» (person) ~ = (place) ~ “773 f#(property)
‘e 4% 4 (organization) ~ F 34 (information) 4 % I £ (idea) » @ {7 44 2 £ (Marketing Mix) 7] & =
?é$é¢ﬂﬁfﬁw%mhﬁEﬁVm?ﬂm—iﬁﬁlF’w&% @%nﬂ%h?éhﬁﬁv
# ¢ 4 ¢ & &(Product) ~ % 4 (Price) ~ i B (Place)2 A1l - af7dli e & AT » £ 43
Fﬁiﬁfﬁ L RAEH IR REAFH PR LA FHEETE - 22 R AR DER
#%B%ﬂ%m—ﬁthﬁb’@Q@b%ﬁ’iﬁﬁ7%£mb%Vﬂ%ﬁo
AR T L BFREH e AROEME PRI (N FEF)EERYF A
ffﬂfﬁ?f""%’%"lﬁ’“ﬁ’ii}i’%’f‘ﬁﬁﬂ AR TABRT AP ?lﬁm,e,lﬁ!?’),é °
3. B¥ ‘,J{"Lé'“' ERRIRE
31 mRRIHER
ABXL T ERARCERRT AR FHP RRTSRE | AP R T DAY
%@‘%v R AR R P RME g P ERF R LR DRSS
SR B A UEETR
3-2 5
- ~AEBRFEY RO "j SRS B 2= 3l s LA 1| I M}%B&,F EaEs L P Jfaf(Snowball

Sampling)?* & * 3% 4 » AN ET BB~ B AR JKF]‘ 3 e isg x..
P2 3REEFARIPAR, LM EIFERAZEENE -
S ARERBEAE DD RRIF R FHE L NE
Z s RFEFIEIREA L 200 4 o
33 B E&
ABAT2 B BRI RAREL
S BFEM P ERARAR S LA B TR ER A
CE A= R ERDAE P UDEAITEFHRT AT T %jw)fﬂ BT 3 #
PORPEEERT A B TSR R MR T AR T
RS R FELIEAA T IR AR L RT AR F\ﬁ%ﬁ\
TAHBP Y  PRANES 4B T EEZLR -5 ‘Wﬁ& iy
2o MEEROV R RTFLL
TGS —RAATHERA P AR F LN E R RFEF B o
"B GRAFHR R o
34 £ 45
AREBEFT GG S A4 BT 2 1‘%——?"5‘.1‘}‘—5#@71‘% P F TR A R
#- ¢ * Microsoft Office Excel &7 % FAl2 F4r> FRFAAZ IR WH2ZF LR



AT UBRERIEFTTR AP TRERE SRR CBHERFE SRR E 25047 0
4. FHme LT
AIRERZRFEKE

AR ERFEFPE218 G %k ¥ o

4-2 RHAFE AT

ISTEE IR LERS RS HIERGAFHSERN AN SR NIME
1204 ki Pl 1233 Al
1T 1 DAY e 13
ap o e
¥ — = ; &« = —
S s s ) ﬂ El_E 8 e e —
L ! L3 L ® P L - N
i ) 4 + + B 4 +
& " - r * d 4 - & - K . .
e?b Q‘* Q" i"w w«‘ Qé‘ & & .&’.“. ;‘0 < o & ':.\" *K\\\ ¥
HRAALE HIWE (558)
Al 4-1 M 4-2

AR A1 B S P EFHAFT AP R TARBRIRNFELAL S TRAEZ - F
R p haf-cEoaRSkp TR ,s}k‘m,;'&{;fg‘}gm SR A
d B 4-2 Bav o § 88.07% R FIT 3 E N TR B AT H AR A G 3

FamuT o Ad uapy G 0~5F ’“mi’*iﬁx 5o lé}_"fixﬁ%jﬁ 134,869 ° i&F L B2 X
HgAer T E K& ‘F,rsn’f...‘:‘ﬂ% [

55059 K it 3 E N B KT ARl s 8 1~3 500 7§ 29829 ¢
ﬁ;t'ﬁé_ﬁ—?,_&}]\”b{\aﬁi%@fj{%}g%ax GE =L %—‘Ig SANMTr N ITERER A E
L Ei—%’ =Rk T\q% Fﬁg °

HIFMTAFEHHBES [
THT M 2
3: = | L5 ﬁ ] : w_m_ Lld
* — 50 —
S Sl St SIS i
: - d R - 5‘\\ 4 o d o ¥ o ¢ \“!: o ‘ 'g\ °‘€‘ & * ’ --‘?{ *“(‘ \“‘.‘\ #4‘ ¢
& o & é #, é‘ ; f # - s ﬁ’
MEREE (HsF) MEAT T RARE

Bl 4-3 B] 4-4
d Bl 4-3EFw 3 50.33Vﬁ?i”*"ﬁ*\‘?3 EPERFRFEH ORI LS F~3F~
il’?(?’wii’afrﬁﬁﬁ*l667~l )o@ ¥ 1765/m,;*‘7:.=‘ﬂz%u ?,;;54%1”1\0
d Bl4-4 @8 A3 EPN G RTp A ;’?"ﬁ ' 3 1/4'%‘ Ape et > 2036
WEFISHIFEEZE > ¥ 5 1893% = 3’?"5 PR PEEB A o

EHXOSARTIMEANTHLES HAIEHS ARTHR DT L% 0N

- z
FE s}
udil 2dd : -
|19 | | e o | ¥ | 1372 1533

" HE P e S T NEE Ew- o RERiita W AT

T
x4

i MR D o EEE R BRI D0 e W

& REN AEPE

Bl 4-5 Bl 4-6




TP AP P R
S

m
ﬁ%ﬁﬁ@%%ﬁ%p v 3 62.84% 0 KRR Fod By o e9iay 1/4

HRRL e AR OE R ﬂ%%;

vj @4 6@, RT3 &EKR G 120X P G e R FEUR ALY KT p A chg

o ¥} 37%/3@pﬁ\j%ﬁ%%ﬁ’WIj IS cht v G e TARMFAE
PR ﬂ%%%m °

dBAD W NP EHABYFEELN T AR
PR

2HEHEHARHFERENAR LA AGENE D $GEHSARTARGERRELGE
L0
1oc 1o 1789
Rt 1575 4 BE

2w = w W 73 | il
L 4077 el e b Ex:]
koo 573 872 £33 B2 kD i
o “w W nF 47
& © ®5 4312 . 81 Tl [E e

o m n

o S| 33 0 = = . [

EWIRRE BT T ER A R ram BWERG ERLAZE TR TRHR
FET AN ARFAH
B 4-7 B 4-8

§@44?&W’ﬁ$%itiwwﬂF?iﬁ%ﬁfﬂ%%ﬂﬁﬂhﬁwﬁbhi B R
£ ’;FVKJF 235 1/2 ﬁqﬁ;‘%ig—j-fj‘;%f‘lﬁ[‘LE» R N Ee Wz"m’ﬁ iE 0 SR AR PRSI
PG 17.89%F L e fiF o R AIENEF 15.14% -
d Bl 4-8 Faro af LR ?@Wﬁu&m@zﬁm,ﬁfrﬁuzmgﬁiﬁ%%
FHEZF R aPERFLwhp 2 0 RRHTAREFREETT 1780%F L w52 » R
RERPER] G 15,149 -

3
%

LETTY-T -0
LHHEEFLHRTEYTERR
120
I}
00 ;
x . . srean
- W Lihd 52 LLAT DEMEmS
a0 1811 o il
) 26 An 1397 O ST 0ER
= 0 LL0E O TR £
4R 150 TF OB 2 HAPRE S
W20 B AR EE
0 1514 ) 1335 1.7 ) 1059 ﬂw E .
o L4
REEE HELEEE BiRRYES ARG EARE : ::
LHETE

dﬁ49ﬁﬁ’””*ngwﬁ4éﬁ%§é%%$§ﬁﬁﬁ?ﬁﬁﬂ’&ﬁé:

REFSRRE R EAALE > HEROTER > FRATIOFE > BT
VI > oyt > "gRrEH > 287 4

FRoPEM R4 eFE > RPHEAAE > 2 BRL > BAFEYR > ELE
B >HEFROGTER > T

DALMY P PRETIOFZ > 2B 2 > BPEAAE > FLERE > BAY Y
> T > FEFEhT E R

PR NI RPELAL > BRAITIOFE > SLERE > 2 ORL > BAYRYR
> R FENG ER > @ T M+



TEF R AP ER DA E e A ES T 0 W RAITIOFIE Y R TR T
G ER WG HRTEURE R HREREPE R A RS FR o Y B B
FPEERR R ELDTZ L LL

d B 4-10 1 Rl FAe o A= 218 ey ¢ o TR0k 2800 0 ARk 7206 - d B 4-10 T
B dox 218 s P 0 00 26-35 i B b0 129060 B G 46-55 i 0 1 2006
36-45 kit 1896 0 H AR 36-65 & ~ 18-25 i & 66 fh v b 4 > RIE 15 1/10

E2-E & F3 bt LY ES-T SN
4 . —E i - z| B3l
* i; . O R . 3119
k 799 [ 307413 o
. S o o o5 [T 1] a® LR
Lo - EF2 S i
$ B & ﬁ@ Foar A 4 | [ L 04
o . # 4 A = = o
‘&ﬂ?— w § 3 hd _&$ :§‘ J ' INENT BT I-4BT TN T4ER lNT 00T AL b
\Y . I
®EN #AFHEA (HEE)
Rl 4-11 Bl 4-12

O A-11 v A= 218 kY o 02635 A Kb S 0 129% 0 3= 5 46-55 A
& ik 2096 » 36-45 i ik 1896 » 3L 4 36-65 At ~ 1825 2 66 1t ¥ o Pl & L5 1/10 ¢

O 4-12 v B 218 B E Y o F 0 qor B2 F AT E k39910 B A 2
~3FAE B 3L19% 0 TE S BT A3 F AT LR ik 2 7119 ¢

LUEHAEERA

OEig
LR
RS

Bl 4-13
dR4-13 Far o B 218 mgrE Y o pow e SEE 589 0 HA R AARF E37% 0 A
g in F ik 590
4-3 2R OCEHFE AT

Bl 4-14 Bl 4-15

ﬁ%&M@ﬁwuﬁﬁwﬁa;’%%ujiﬁgﬁﬁi@ﬁ%ﬁ&@&%ﬁﬁﬁﬁ

AR I RF N T R AP R e A 1825 k2 26-35 heh AL vk

HEHE P EA T AT T P E S B T

110

- e - - L




FEMEST P 2P B1RAE A Bt BRI dp ke o
d B 4-10 WA EE B E D e R A A ER LY R R E LA T 0 F
DI, S g AN 2 ABFREOCEREAATESFRT E AL RS o

LRI 5 LSt 3 Rl A R ESE M T ek W b ok F B Rt

A | e | ETETYE

am o=

Wt
ot

=
IE

£ 8l

) 4-16
OB 416 @ rEu]a S o &
SPLEHT AT F A 8 T L F R SSTANFL AT AR AT <4 F 57.38%
Ao o7 LY
d OB 41T Bavo PURIFRRGR A T 0 AR 2 A H B hiT 3 & N E IR T AR B
5P ﬁjai\‘. CBEARE T R B E A rﬁ@ff&—*ﬁﬂdrzﬁé/\ e ﬁ?—i\-}i,ﬂ‘\ﬁj‘\ \,];:gg\‘fﬁ_ﬁ
PERRG DAY RT RS FENTR BB PR LA

AW PO G W F L R ARt BERTNLANRERARTHER SN
[

EEEEERN

LETRET Y]
333131

Ere)

Tt}
[T TTTT]

l 4-18 l 4-19
)R 4-18 @ X ik g R A R R LR B g AN
T 409k KL f AP BRMT R R R A Ak o kB E R

P LR RS MY -
0 @ r SRR R LY T AT R RN R A
THRA T > FIEASE A 2 A F RS AR ED A ERERT LA

ML s Pl R RS Wk W bR K s s RN RN - SR AT S e A P
-] ‘;l'l
. -
i g I
'.J L ﬁ sow I %
o | 0 il
5 TRE RS - X
[ mAE, . £ I N
; [ - - W= hiE
LEH N —LI.. e ' 0 |‘l
T T - T L T T T

i
R T

® 4-20 4-21
d [ 4-20 ¥ &> J'Mf}"ﬁ?ﬁi T r B HE EREY R T AT AR KRR B!
LTI r ASE AN P2 A BP BN R EALZTELERD EAEAME S EUIEH R

mJ\@E

iy



g —*‘Ff VI3 E PN PR RF Aot B 1~3

d B 4-21 T4 1 Tiajer A5
FEF B B AR EAEERE R BN AN

XE S oom T Tr 5F Y
Erradecm vt e

e N WL S - ] A R ISR L R ol SR R R A FE A

S E T
EETaEE

W)
on
E 2

EEl ey

EEEER"E'S )

#l 4-22 l 4-23

d B 4-22 {8 5> 1T 3 g\g&%;ﬁﬁﬂﬁmlwqu\*?
FP i p S g f AdRY RS AR SH L TE
Jie

v

HoB A TR RFE R
ARG E N AP g e

dg”*3@*’ﬁﬁ&jﬁ§@%ﬁfﬁﬁdP?@m%ﬁ@aé’@+<guw>
BEA HTARMP Y  RRARRARE LA S RE G EE S 0 A BT FEY
AR~ R AP LR PR G F R 5

R OGR fC puiE  F a R AR A BER R ARE S

e ]

o
\\ qf‘\h & .e"' ."‘ & & * ‘g. ¥ ¢4
Bl 4-24 Bl 4-25

d B 4-24 8w MEX P E T3 EPMERTIALATE TR RFEHEHA4BH 7
pd ] F [

EFLHRDT AR LIS T ERARIR AT 272 e
F Hvi‘?_,,'ff%" A20F3 s FlAK Y REM HREEAATELSRFENLE U
’%LL‘@:LO

0 ] 4-25 4o g R Bk 4E ‘fﬁ*ﬁ4'ﬁ‘/ﬁ;ﬂ?%ﬁ. SRR VSRR AR oY
BT R WA 2 *“zﬂ%ﬁomﬂ e HE S (FR LWL 2P LT
2 l«b lﬁ"x 2 A ), r{-]l}b FF F}%Eh’-rl,, = %ﬁk—z El ll"Z‘\ T':J' \Eﬁl];}‘g_’%LLﬁko

5. &3

REAR P D AR B BRSO MFR R AR R 2R h R
R S PR S 2TV FOUE S N I R R
WA nh ek s xRS wgﬁ%ﬁﬁ@mnggmﬁﬁa<AF’%ﬂfﬁ36%ujwﬁ
FE R ERRT AR 0 Gl AR B TE R 603 B

-%g\?



FRaf B2 F TS0tk AU ) R P ER AR LB ER DR
ﬁ\w?ﬁwﬁﬁﬁF’ %\ﬂ%ﬁﬁﬁﬁﬁﬁ@vai%K£”52®4“?i°@
BRI ABNDIE P HEERIFT R P B HHETRT A DRI LG RS %‘Lr«‘frr]% éﬁx
5 ’ﬁ%fé?\zﬂl ERIFAAXPEFGERT P o7 B MDELL FlF o 27 P’,T*ﬁi%‘& %
ToEBFERT R P B B RRC AR S MO RIT AR R AR
A2 Fﬁ‘g"“gﬁﬁ EFE M

X FER > TP E R R T F A0 GIP B RF | \ﬂ%%‘%*’ﬁi?é‘lﬁf@
L sh/)fi'l’/\WF\ TR E AL W B AR F A MG 2T R X
FHVRZRADELBZFRRMY SORS ERER G FP L2 5 a8 470 5%
MEy BRIAFIET 0 A EER e TARMPFEETRT A o 20 ARG 5
fin KRG BT ARE G LS IR e DRSO T SRR & LT AL
”Elﬁﬁw £ din 413 ﬁgrﬂ‘ AN R

EN T LR rglgb%*zmiiwp@#wa R P EER SRR KT F A b
MERF P27 BMERTEEE S M a0 F R e PR AIEE] KT F 4 DR
S é“w%xfﬁxﬁﬁ*%#ﬂ%i’ﬁﬁimwgimlé°

BEABZEALEFRTETD PR ES ROIDEERTEEET | 2P B
FXREPRE ZOERTABESEY 1 R M BT ?E%‘,vi%‘*umﬂﬂﬁhﬁui
JeRe ~ EMPEA R EE S G R F i 0w 0 & Adjoined Research e A7 3 R4 ¢ .r;@q
Bepr 2 b 2003 3 2007 &£ 2. B oL 3aE & 39% g R E o B - FFH R b P R R e
BEERTAH T 92%... B o @A B e B E B R i%ﬁuf’ﬂwﬁ
S RAPME Y F aﬁi?&«f" BRSO T B Wby FRRTERAL P - AR T - BIt
BIRF AL TR R LB o FINR TR A RN S H B BRI R F arRERL
%?ﬁ*ﬁ%@ﬂm’viﬁ%Wmﬁﬂfmiﬁ’Ui%m%”miiﬁﬁwﬁﬁﬁ :

oo i B EA G s EE F‘~;ﬁm'@ R T iE Y & ,fémfr} R R gliia

¥ ek ’ff*\f}v\%iﬂﬁ“*%‘ ERRRAEE ff%""—@*%é‘ﬁﬁ BEENERERESZEERES
FREFACBEREARLIFPFDPE > H4BH P g ARADFLREBAEL -
6.2‘»%?}?’:

rv'

= 4 X #(1997) - Philip Kotler/Gary Armstrong ¥ o 74/ F R L 3 KK 3 T2 & o
> “; (2003) - Philip Kotler ¥ - f—r_!pi ? BE o LELRHLFF AT o

\:u” (2006) ilf?? lLﬁj:&}g ;*%g'_%_ g‘zrfﬁ{g{ Ve J‘i‘]:j_l z;f;do’l%gr
LB FROHE AL ALk o
%—/?H ?vfﬂ*%,i’ﬁ_?ﬁl—;ﬁ%ﬁ' BLPEE fi%'ﬁfﬁ;”'}’ T

http://mail.tit.edu.tw/~dmm/data/PET/PETO.ppt H Ik HirF fx S ¥R 1+0) o 7 F 7
ERE i
http://140.127.193.52/industry/htm/214-04.htm - 54k -2 ;2% ST X 5 -

http://www.csc-sccia.org/new_page_166.htm ¢ B~ B B Fhd 30 o


http://mail.tit.edu.tw/%7Edmm/data/PET/PET9.ppt

