Atkin ( 1973 : 208 )

Becker ( 1979 )

1 (" Information seeking )
2. (' Information receptivity )
3, (Experience receptivity )

Atiin ( 1973)



1
( Information ) ( Entertainment )
11
( Extrinsic uncertainty )
Festinger (1957 )
(Cognitive dissonance )
Festinger
1.2

(Intrinsic uncertainty )

1.3



2
2
( Selective process )
3
2.1 ( Selective exposure )
2.2 (Selective perception or selective

interpretation )

2.3 ( Selective retention )

Allport, GW, and Postman, L 1947 (
2527 )



12

Atkin ( 1973 ) ( Information
seeking )
( Reward value )

( Expenditure ) ( Liabilities )
31
3.2

( Information ignoring )

3.3
34

( information
yielding )

( Bickhard H. Mark.1980 )

( Benjamin B.Bloom, 1971 )

(2523 :130)



(2526 :16)

Benjamin B. Bloom

( Recall )

( Comprehension )

(Application )
(Abstract )
(Analysis )

( Synthesis )

13



(

6. ( Evaluation )
( Criteria )

Gordon . Allport
(Asseal Henry ,1995 )

( Fishbein 11967 )

( Rokeach 11970 )

12524)

12533 1632 )

14
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( (2517 :157-163)

3 (Assael Henry , 1995 ; Solomon, Michael R,

199 )
1 (Cognitive component )
| ((Knowledge )
| |
( Belief ) |
| |
2. ( Affective component )

P ' !
( Positive Affective Component) 1
! ( Negative Affective
Component)



( Conative component )

NAUAD
l
Ae
AYINEAN = S &

v
AN

v
AN la

1 ( Culture )
mi
2, ( Family )
3. (Social Groups )

4, ( Personality )

16



5. (' Physical Motivation )

6. (' Information Seeking )

1 (' Experience )

W.J. Mcquire ( 1968 )
5
(Attention )
( Comprehension )
(Yielding )
( Retention )
(Action )

(' Source )

17



160-163 )

( Solomon, Michael R.1996

( Attitude Based on Cogpnitive Information Processing )

( Belief )

(Affect ) P

18



ANIEe —> ANEAN —>» | wgdnss

( Attitude Based on Behavioral Learning Process )

1
l 1
1 1 1 1 1

P
( Attitude Based on Hedonic Consumption )

woinssn | ———p i
An§in S 9 AINLTR

SCALE

SCALE RANKING SCALE SCALE
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RATING SCALE ~ SCALE SCALE LIKERT SCALE
HVE POINT SCALE

P ( Engel, Kollat and
Blackwell, 1968 , 2517 )

(' Searching )
(Purchasing ) (Using ) ( Evaluating ) ( Disposing )

( Schiffman and Kanuk,
1994 :7)

(Needs) ( Attitude ) ( Motivation )

1 ( Motivation )

( Unfulfilled needs, wants, and desire )



( Schiffman and Kanuk, 1994 :94 )
( Perception )

( Sensory receptors )

(Schiffman and Kanuk, 1994 : 172 - 184)
( Perceptual Selection )

( Perceptual Organization )

( Perceptual Interpretation )

(Learning )



[Sa)

( Personality )

( Attitude)

( Selected subcultures )

12528 )

(Cross culture )

22



(High Involvement )

( Low Involvement )



( Schiffman and Kanuk 1994 :561 )

( Psychological field )

( Need Recognition ) 1.
2.

< 3.

( Pre-purcrase Search ) 4.
5.

( Evaluation 0f Alternatives )

A

( Motivation )
( Perception )
( Learning )

( Personality )

(Attitude )

4

( Experience )

V. (Postdecision Behavior)

( Purchase )
15 (Trial)
2 ( Purchase )

(Post - purchase evaluation )

Nancy Schwartz

256

24



(Assael Henry 11995 : 154 )

, (' Impulse Buying )

(Unplanned Purchasing Behavior )

25
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(Pure Impulse )
( Suggestion Effect )
1 / 1
( Planned Impulse )
( Reminder Effect )
( Planned  Product

Category )

( Behavioral Learning Theory )

AUBY

2

(Classical Conditioning or Stimulus Response )
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2. (' Instrumental Conditioning )

Pavlov
( Unconditioned Response )

( Conditioned Stimulus ) ( Unconditioned Stimulus )
( Conditioned Response ) 2
( Kenneth E Runyon
and David . Stewart, cited inAssael Henry ;113 )

-+

Marlboro

Marlboro



( Solomon Michael R,, 996 )

\
7
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UUTUE A Tdvinela
.
e ("
naaaaldd@uAn afuna

anunsol WUSUA B § Tiviwala
v . -,
nssou
" <
naaeldduAn — 1#Funa
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1

( Habit ) ( Brand Loyalty )
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( Spurious Loyalty )

Krugman (Assael Henry 11995 :
158)

2-3



Kanuk, 1994, 562)
i

30

( Schiffman and



a

7.
Cunningham, Isabella C.M., Hardy, Andrew p., and Imperia Giovanna (
1982 ) ( National
Brand ) ( Generic Brand )
! 35 !
2
35 '
Meyer Research Center
POPAI (1995 ) 6,800 16
10
85 48
50
(2542)
360 20- 29 40



32

6.53

6.32 ( ) 6.4
5,82 5,80
(2542 )
2000 200
43 25
3 2000
23 %

16 | 13 , 1
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